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Introduction to the guide
This guide has been prepared in the framework of the project entitled “Skills for migrant
entrepreneurs”, financed with support from the European Union through Erasmus+
programme, being coordinated by IFALL Sweden, in cooperation with several other partner
organizations from Italy (CO RI IS and Euro-Net), Greece (Aristotle University of Thessaloniki),
Romania (Predict CSD Consulting) and Austria (Danube University Krems).
The main goal of this guide is to present some of the most important aspects of
consideration for migrants who wish to open up a business for themselves and guide them
through some processes, based on information, legislation and opportunities researched and
found in the partner countries: Italy, Greece, Romania, Austria and Sweden.
This guide is solely responsible to bring to the attention of potential immigrants or refugees
the aspects connected to business, information about perspectives and opportunities available
for them as well as prepare, at least in theory, such persons for entering the business world.
The information presented in this guide serves as basis only, is focused mostly on
transferring knowledge to the potential target group and includes few practical assignments
that aim to test the information received by the reader. These, together with the exercises and
the case studies
are
meant
to
conclude to a
certain knowledge
basis
for
immigrants
and
further encourage
them to become
future
entrepreneurs in
their
hosting
countries
by
following others’
success stories.
Further research in
this area is always welcomed and we encourage migrants to look into the specificities of various
business ideas as well as their real applicability according to various aspects such as: the
country chosen for opening up a business, the business field, the economical and political
situation of the country, fiscal laws in place etc.
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Chapter 1: Soft skills for entrepreneurs
Chapter developed by: Danube University Krems, Austria

1.1. Introduction
You have an idea for a business and you want to set up your own business and become
a successful entrepreneur. Do you know what else you need to become a successful
entrepreneur? This chapter aims at informing you about some important issues regarding
entrepreneurship and thus, will help you in finding answers to the following questions:






What is entrepreneurship?
What do entrepreneurial skills mean?
What do soft skills represent?
Which soft skills must a successful entrepreneur have?
What can you do to improve your skills in terms of entrepreneurship?

Entrepreneurs and entrepreneurship have become trending concepts especially during
the last 10 years. That is because it matters in several ways. Earnst&Young’s G20
Entrepreneurship Barometer (2013) indicates why entrepreneurship matters. Main issues listed
are:
1. International entrepreneurs create world-leading companies.
Immigrants or their children founded 40% of Fortune 500 firms. They also started
28% of all new US businesses in 2011, despite accounting for just 13% of the US
population.
2. They are a key source for jobs, thus employment.
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Across the EU as a whole, entrepreneurs supplied 67% of all jobs in 2012. In China,
they provide 75% of all jobs. In the US, start-ups and firms less than five years old
account for nearly all net job creation over the past three decades.
3. They turn ideas and innovation into reality.
New ideas need entrepreneurs to develop and commercialize them. Entrepreneurs
drive investment into important innovations and in the process also create new
growth sectors: in another recent EY survey, 74% of entrepreneurs said they had
increased their workforce over the past year as a result of the company’s
innovations. (EY, 2013, p. 2)
Hundreds of new enterprises are born every day in the EU. In 2016, 2.6 million
enterprises were born in the EU increasing by 3.5 %, or by some 90 000 enterprises, compared
with the previous year (Eurostat, 2018). This means the birth rate of the new enterprises was
around 10% in EU in 2016 (the number of newly born enterprises as a proportion of the total
number of active enterprises). However, what is more important than the birth rate is the
survival rate of the enterprises. Setting up a company is one thing, but to make it sustainable is
another thing. Unfortunately, only less than half of the new enterprises survive after five years
(See Figure 1 below).
Figure 1. Survival rate of new enterprises (as per 1/3/5 years)

Source: EuroStat (2018)
There are several determinants that have an impact on the survival of an enterprise, and
among them personal characteristics and competences of the entrepreneurs is an important
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determinant (Barbosa, 2016). Thus, the acquisition of the necessary skills and competences are
part of not only successful setting up, but also continuation of the business. This chapter will
further focus on the concept of entrepreneurship and soft skills that are critical for successful
entrepreneurship.

1.2. What is Entrepreneurship?
The concept of entrepreneurship is a dynamic concept that can be defined in several
ways. The origin of the word dates back to old French word “entreprendre” which means
"undertake". In the most common way it is “the creation and development of business
companies” (Sousa et al., 2015). European Commission defines entrepreneurship as “an
individual’s ability to turn ideas into action. It includes creativity, innovation and risk-taking, as
well as the ability to plan and manage projects in order to achieve objectives” (EC, 2006).
Below you can find several definitions listed by Chell (2008) which shows how the
concept varies:
1) Entrepreneurship is the relentless pursuit of opportunity without regard to
resources currently controlled (Stevenson and Sahlman, 1989: 104).
2) Entrepreneurship is a process by which individuals – either on their own or inside
organisations – pursue opportunities without regard to the resources currently
controlled (Stevenson and Jarillo, 1990: 23).
3) Entrepreneurship is the process by which individuals pursue opportunities
without regard to alienable resources they currently control (Hart et al., 1995).
4) ‘One cannot and should not pursue opportunities without regard to available
resources... the entrepreneur must take into consideration available resources as
early as possible. [Further]... resources as well as opportunities do not have
“objective” character. [Contrary to Stevenson] entrepreneurship is the ability to
recognise opportunity while simultaneously figuring out whether there exists a
possibility to tap the necessary resources to exploit it... [Moreover] it is through
pre-existing credit [financial, social or intellectual capital] that entrepreneurs are
given access to resources... to exploit the opportunities they have recognised’
(Kwiatkowski, 2004).
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5) Entrepreneurship is the process of recognising and pursuing opportunities with
regard to the alienable and inalienable resources currently controlled with a view
to value creation (Chell, 2007a: 18) (p .2).

Today it is seen as a pathway to creativity, innovation, economic growth, employment
and competitiveness. It has a potential for supporting social inclusion through the employment
of vulnerable groups such as youth, elderly and migrants/refugees. Entrepreneurship is seen as
a key element of the Europe 2020 strategy (EC, 2013).
Yet, entrepreneurship does not exist in vacuum. It emerges and develops in a socioeconomic environment which is dynamic and multilevel. We can illustrate this environment as
shown in Figure 2. “Socio-economic environment is a system of economic, social, political and
legal rules that control and influence behavioural expression” (Chell, 2008, p.7). Always
remember that how global the world is, still today each country has very specific socioeconomic environment for developing a business. You have to always consider the local and
national rules and the dynamics before you start your journey in entrepreneurship. At the end
of this guide you can find relevant information about the legislation process of opening a
company in any of the participating countries involved.
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Figure 2. The entrepreneur and the entrepreneurial process within the socio-economic
environment

Source: Chell, 2008, p. 7.

This model shows us that social, economic and political situations affect the
entrepreneurship activities to a great extent. An entrepreneur needs information from this
socio-economic environment and uses it for successful initiatives. Moreover, the
entrepreneurial process includes recognition, development and exploitation undergone with a
view for creating value. The process depends on time and location and will involve various
actions and operational strategies as well as decisions taken in an attempt to achieve desired
ends. Part of these important factors are identified as “agentic characteristics” which are the
experiences, abilities, skills set, attitude, personality and person contracts of the entrepreneurs
(Chell, 2008, p. 7). This process can be also shown as in Figure 3, especially focusing on the
opportunities. First step starts with recognizing or identifying a gap and an opportunity and
being able to use that opportunity. In the next section we will look more in depth into
competences and skills set.
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Figure 3. Entrepreneurial flow with a focus on opportunity
Opportunity
recognition/
identification

Opportunity
formation/
development

Opportunity
explotation

Outcomes

Source: Adapted from Chell, 2013, p. 11.

Ernst & Young (2011) conducted a large scale study and its key findings are important to
understand the entrepreneurship context:
“1. Entrepreneurial leaders are made, not born.
2. Entrepreneurship is rarely a one-off decision.
3. Funding, people and know-how are the biggest barriers to entrepreneurial
success.
4. Entrepreneurs share common traits.
5. Traditional companies can learn from entrepreneurial leaders.”
Especially for our purpose in this chapter, it is crucial to agree on basic principles and
arguments that we follow: Entrepreneurs are made, not born and they share common traits.
Now let’s look at the traits and competences that are necessary for an entrepreneurial carrier
or that entrepreneurs share.

1.3. Entrepreneurial Competences
Entrepreneurship requires a unique set of competences. Markman (2007) defines
competences as the collection of “knowledge, skills and abilities”. As it is the case with the
definition of “entrepreneurship”, you will see different sets of competences and skills for
entrepreneurship below. Let’s have a closer look at these competences. One categorisation of
competences in this regard is made as:
(a)
(b)
(c)
(d)

entrepreneurial competences;
business management competences;
human relations competences;
conceptual and relationship competences.
Michelmore and Rowley (2013, p. 100) suggest a framework which identifies six main
entrepreneurial competences:
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• identification and definition of a viable market niche;
• development of products or services appropriate to the firm’s market
niche/product innovations;
• idea generation;
• environmental scanning;
• recognising and envisioning taking advantage of opportunities;
• formulating strategies for taking advantage of opportunities (BIS, 2015, p. 13).
In this section we will focus mainly on the skills for successful entrepreneurship. As you
already know, being an entrepreneur requires certain skills, and a wide range of skills have
been listed in already. International organizations such as OECD and EU emphasize the
importance of entrepreneurial skills in increasing the quality of new businesses and their
success and sustainability. Entrepreneurship skills can be defined as “identifying customer
needs, technical or market opportunities, and pursuing opportunities” (Hayton, 2015, p. 3).
Entrepreneurial skills can be learned through different programs at different levels of formal
and non-formal education.
It is important to remember that these set of skills, ‘entrepreneurship skills’ are
distinct from – although closely related to – management and leadership skills.
Entrepreneurship skills are associated with competence in the process of
opportunity identification (and/or creation), the ability to capitalise on identified
opportunities and a range of skills associated with developing and implementing
business plans to enable such opportunities to be realised” (BIS, 2015).
As you can see, while there is no singular definition of entrepreneurship skills, there is
also no agreed single set of skills for entrepreneurship. Below you will see two sets of skills
suggested by Chell (2013) and OECD (2014) in Table 1 and Table 2.
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Table 1. Categories of Entrepreneurship Skills
Idea identification/creation
• Idea generation / envisioning
• Opportunity recognition and means-end
analysis
• Ability to acquire information about a
potential opportunity, domain knowledge
and associated skills
• Recognition of social / market need
Traits/behaviours
• Self-belief, self-awareness, trust in own
judgement etc.
• Ability to manage risk and shoulder
responsibility
• Ability to endure and cope with
difficulties. Energy,

Capitalising on ideas
• Awareness of environment and factors
conducive to opportunity exploitation
• Ability to garner the necessary material
resources
• Ability to convince others of the value of
an opportunity
• Networking and social embedding
Managerial/leadership skills
• Ability to manage others
• Ability to overcome institutional and other
constraints
• Ability to develop an idea as a commercial
opportunity
• Decision-making capability

Source: BIS, 2015, p. 14.
Table 2. Skills Required by Entrepreneurs
Technical Skills
Written and oral
communication
Environment monitoring
Problem solving
Technology
implementation/use
Interpersonal
Ability to organise
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Business Management
Skills

Personal Entrepreneurial
Skills

Planning and goal setting

Self-control/discipline

Decision making
Human resource
management

Risk management

Marketing

Persistence

Finance
Accounting
Customer relations
Quality control
Negotiation
Business launch
Growth management
Compliance with
regulations
Source: OECD, 2014, p. 109

Innovation

Leadership
Change management
Network building
Strategic thinking

Among these sets of skills, the next part of our chapter will focus more on the soft skills.
1.4. Soft Skills
So, what are soft skills? Are there also hard skills? The answer is yes. Hard skills are
technical skills usually necessary for a job, such as for example the ability to use a specific
machine, software or computer. On the other hand, soft skills are more social and they are
related to the interpersonal capacity of a person needed in order to perform a job properly.
They are less specialised and less connected to any specific occupation.
James Heckman, Nobel Prize winner for Economics in 2000, identified the importance of
soft skills as “soft skills predict success in life”. He set up a relationship between soft skills and
personal and professional successes of the people (Heckman & Kautz, 2012). According to
Heckman, soft skills can also be measured and should be part of the school curricula in addition
to hard skills and cognitive competences. A research shows that 75% to 85% of long-term job
success depends on people’s (soft) skills, while only 15% to 25% is dependent on technical
knowledge (Robles, 2012, p. 454). Moreover, soft skills are not only important for individual
success but also important for a healthy working atmosphere. Good communication skills and
teamwork will bring a better work environment for everyone.
Then, how can we define soft skills? The soft skills can be defined as “the behavioural
skills required for the application of hard skills and knowledge in organizations” (Sousa, 2014, p.
136.) Furthermore, they can be considered as a set of skills or talents of a person. If you search
on Google for “soft skills”, you may end up with a long list of skills and competences. For
example Wikipedia lists following as soft skills:
 Communication skills;
 Critical and structured thinking;
 Problem solving skills;
 Creativity;
 Teamwork capability;
 Negotiating skills;
 Self-management;
 Time management;
 Conflict management;
 Cultural awareness;
 Common knowledge;
 Responsibility;
 Etiquette and good manners;
 Courtesy;
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Self-esteem;
Sociability;
Integrity/Honesty;
Empathy;
Work ethic;
Project management;
Business management.

Robles (2012) searched the previous studies and created a list of the most important
soft skills for the work place and he asked executives to rank the skills according to their
importance for their work. The list as follows according to order of importance:
 Integrity;
 Communication;
 Courtesy;
 Responsibility;
 Interpersonal skills;
 Positive attitude;
 Professionalism;
 Flexibility;
 Teamwork skills;
 Work ethics.
Cimatti (2016) distinguishes between Self oriented/Intrapsychic and Other
oriented/Interpersonal Skills. “The first ones refer to what the person must understand and
develop by himself while the second category gathers what the person can develop relating
with other people” (Cimatti, 2016, p. 99). Other authors categorize the soft skills such as:
1) interpersonal skills;
2) personal and social skills and
3) cognitive skills (Sousa, 2014).
Below you will find a list of some of the most important soft skills. These skills are just a
short selection of the soft skills that are mostly cited and used, especially for entrepreneurship.
Please note that in this chapter, it is impossible to explain all the skills in detail, yet, we can
shed some light on them in order to create further learning pathways for you. So, we
emphasize:
 Communication
 Self-Motivation
 Responsibility
 Teamwork
 Problem Solving
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Decisiveness
Ability to Work under Pressure and Time Management
Flexibility
Negotiation and Conflict Resolution

Furthermore, we list some tips for successful communication in your business (Booher,
2007, p. 192)
 Tell the straight truth.
 Give complete information - all you know.
 Write and speak simply and clearly.
 Be direct, avoid double-speak.
 Make sure your actions, policies, and behaviours match your words.
 Strive to be personally credible - in your appearance, in your language.
 Communicate your concerns.
 Be responsive. Communicate important messages - even bad news - quickly.
 Encourage open discussion and feedback in all directions - up the chain, down the chain,
across functional areas, and with customers.
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There have been several studies which attempted to create a comprehensive and
meaningful model of a successful entrepreneur. Based on their research, Ernst & Young has
developed a model of what comprises an entrepreneurial leader. See Figure 4:
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At the nucleus of the model are the opposite, yet complementary
characteristics of an opportunistic mindset combined with a unique attitude
to risk failure.



The nucleus is combined with the idea of “locus of control” - a belief in control
over one’s environment. This is bolstered by the ability to see - and a
willingness to take risks, to seize - opportunities.



Surrounding the core of the model are six guides to action that
entrepreneurial leaders live every day: passion, persistence, the ability to
work with a team yet follow their own instincts, the creation of a “success
culture,” an eye for niches and market gaps, and focus on building an
ecosystem to support the venture.



Finally, the outer ring of the model draws on previous research of the
attributes identified as those held by leaders of exceptional enterprises (E&Y,
2011, p. 14).

Figure 4. Entrepreneur Model

Source: E&Y, 2011, p. 15.
This model is a good summary of the skills, traits, attributes and mind-sets that an
entrepreneur needs in order to be successful. As it was also emphasized before, risk taking
behaviour and seizing the opportunity are the core of an entrepreneur. But it is important to
underline that these are not innate but can be learned, along with all the other necessary skills,
even though some scientists talk about an innate and genetic aspect of entrepreneurship.

1.5. Can You “Learn” Soft Skills?
One can definitely learn soft skills for entrepreneurship. As Cimatti (2016) argues, it is
the responsibility of the educational system, both formal and non-formal and the higher
education to equip young generations with all these necessary skills for a successful future in all
areas of life. So, it is commonly argued that skills such as problem solving, team work, critical
thinking, responsibility, communication and creativity should be taught in the schools starting
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from very early stages. And in higher education and vocational education, it must be part of the
curriculum. During the last decay, EU has adopted an action plan for Entrepreneurship and
developed guidelines and incentives for entrepreneurship education. One of the main pillars of
the action plan is entrepreneurship education.
EU prioritizes and supports teaching entrepreneurship as one of the main competences in
the future. According to EU, entrepreneurial mindsets and skills can be:
 effectively built only through hands-on, real-life experiences, and project work;
 taught across all subjects as a separate subject or combined with another;
 important for ‘intrepreneurs’ who fulfil the role of entrepreneurs, leaders, and
innovators within a group or organisation;
 promoted beyond educational institutions to businesses and the wider community.
Are you one of us, who was not taught under such a curriculum that aims at teaching
and encouraging? Well, that does not mean that you cannot learn those skills as an adult. These
skills accumulate most of the time as a result of long lasting practice through trial and error. No
matter how much you read about being a great leader or about communication, you cannot
develop them without practice and repetition. What is crucial here is the support of an expert
who is well-experienced and successful in their professional work. Expert seminars, coaching
and tutoring, and especially mentoring are among very effective tools to learn and teach soft
skills. “In particular mentors, who can personally support and take care of the individual growth
and learning, are considered particularly powerful in the process of development of transversal
competences” (Cimatti, 2016, p. 103).
Thus, if you are in search of trainings about soft skills especially in relation to
entrepreneurship, try to pay more attention to programmes that provide mentoring, coaching
or other practical opportunities. As an innovative technique, virtual reality programmes and
simulations are also increasingly used for teaching soft skills, as they provide real life situations
in a virtual environment.
A final point to be considered regarding the teaching of soft skills is “that the learning
process of these competences is a dynamic one, during which these skills can evolve and
develop over time thanks to commitment, involvement and habituation” (Cimatti, 2016, p.
108).
OECD (2014) recommends some key actions for building entrepreneurship skills which
can also guide you to look for types of training that can help you best. The basic
recommendation is to “provide entrepreneurship training and business development services at
the local level” and sub-recommendations are:
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Tailor programmes to meet the needs of the clients and the local area.
Make use of opportunities to deliver tailored training online through web-based
platforms.
Offer counselling, coaching and mentoring to entrepreneurs and potential
entrepreneurs as part of integrated business development support packages.
Ensure that support is available at pre-start-up, start-up and post-start-up phases.
Use community-based partnerships in designing and delivering business development
support services to ensure that needs are properly identified and to leverage existing
delivery and outreach mechanisms.
1.6. Conclusion

Entrepreneurship is a dynamic concept that gains more and more importance in the
economical and political contexts. It is regarded often as one of the main keys to ensure
economic development and innovation. Thus, it receives attention from different areas such as
politics, economy, and education all around the world. It also had a potential for supporting
social inclusion through the employment of vulnerable groups such as youth, elderly and
migrants/refugees. Entrepreneurship is seen as a key element of the Europe 2020 strategy
(EC, 2013).
Within this context, it seems that more and more individuals are attempting to become
entrepreneurs, yet the success rate is not still very high. The failure can be attributed to
different factors but entrepreneurial skills, especially soft skills are crucial for the survival of the
enterprise. Skills such as communication skills, critical and structured thinking, problem solving
skills, creativity, teamwork capability, negotiating skills, self-management, time management,
conflict management, cultural awareness, common knowledge, responsibility are seen as much
more important nowadays in business life. From this perspective, investing on gaining these
skills through various innovative ways is important in the process of development and their
appliance into the necessary areas of work and life.
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Chapter 2: Creativity and innovation
Chapter developed by: Predict CSD Consulting, Romania

2.1. Introduction
Setting up a business requires both a creative ability and creative thinking to bring
something new to the marketplace: a new idea, a new concept or a new trend. In this
context, but also further in developing a business and in order to ensure a new company is
sustainable on a long term and have the capacity to live in this new, modern business world
in a continuous change, we need to ensure that both the entrepreneur, its members and
employees as well as collaborators have attained certain relevant skills, necessary for the
business field. To support this, one of the most important skills is creativity and its
implementation via innovation, under different forms.
This chapter aims at informing the reader about these two important aspects in the
business world - creativity and innovation – by addressing some relevant issues such as:
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Definitions of creativity and innovation
The relationship between creativity and innovation
Creativity and innovation in business – keys to a successful business
Strategies to increase creativity and innovation within a business

2.2. What is creativity and innovation?
Debates are often in what concerns creativity and innovation, while most people are
unclear about the exact meaning of the two terms and their connection or relationship. As
such, we’ll start by exemplifying some of the most common definitions of the terms:
“Creativity is a phenomenon whereby something new and somehow valuable is formed.
The created item may be intangible.”1
“Creativity is the capability or act of conceiving something original or unusual.”2
“Creativity is a function of knowledge, curiosity, imagination and evaluation.”3
“Creativity is simply the capacity to create something new.”
“Innovation is the process of making (something) new or doing something in a new
way. In business, innovation also has to include the concept of improvement; to innovate in
business is not just to do something differently, but to do or make something better.” 4
“Innovation is the implementation of something new.”5
“Innovation in its modern meaning is a new idea, creative thoughts, new imaginations
in form of device or method. Innovation is often also viewed as the application of
better solutions that meet new requirements, unarticulated needs, or existing market needs.”6
It is being said that for creativity to happen, one should have as larger a bowl of
knowledge base as possible and a high rate of curiosity, in the first place. While others
mention that creativity is a skill that one is born with, others do recognize that creativity
can be learnt and developed. We believe that as leadership requires a set of specific
competences (abilities, skills and attitudes), so creativity does since it is a compilation of
multiple aspects put together, to bring to life the capacity to generate new ideas.
As a consequence, a high level of information acquired placed into knowledge, a high
rate of curiosity and interest are the basis for the creation of new ideas, patterns. We think
1

As retrieved from: https://en.wikipedia.org/wiki/Creativity
As retrieved from: https://www.destination-innovation.com/what-is-the-difference-between-creativity-andinnovation/
3
As retrieved from: https://leaderonomics.com/business/creativity-innovation-successful-organisation
4
As retrieved from: https://www.thebalancesmb.com/business-innovation-definition-2948310
5
As retrieved from: https://www.destination-innovation.com/what-is-the-difference-between-creativity-andinnovation/
6
As retrieved from: https://en.wikipedia.org/wiki/Innovation
2
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that if curiosity does not exist, it is hard to almost impossible to create or build something
new.
Studying all these definitions, confusion often appears while making the difference
between creativity and innovation, as well, or further in the process of establishing a
relationship between these two. To give a more proper and practical example of the
difference between these two terms we will make reference to a brainstorming meeting.
Such a meeting is now a common activity within any company or business. While such a
meeting usually brings tens of new ideas, being configured like this, and aiming at
“storming ideas using your brain” it represents one of the most relevant practical forms of
creativity. On the other side, innovation takes place only when one of the ideas presented in
a brainstorming meeting is being implemented. For such thing to happen, the entrepreneur
or the manager/owner of the company/business, usually, has to evaluate and develop
some of the ideas into usable ideas, with a practical approach. In this context, a process
must be followed in order to establish if and to what extent a brainstormed idea is actually
feasible, realistic and can be put into practice, in the real life. Innovation is as such, always
built on risk taken and steps made to deliver something more than an idea, something
concrete.
In business, innovation can take multiple forms and it is not necessary connected to
bringing a new product on the market. This is merely invention. While innovation works
with a new technological flow, a new marketing strategy, new promotional sources (e.g.
company’s website), new working methods/procedures, new customer loyalty programs,
new internal communication strategy or a new business model and the list can continue.
Thus, innovation emerges and results when ideas (based on exploited creativity) are
applied by the company in order to mostly satisfy the needs and/or expectations of its
customers. Finally, we can state that innovation is based on creativity, and creativity is a
source for innovations.
In the next section, we will further look into the importance of both creativity and
innovation within the business sector and how applying these to every aspect of the
business, a company can be sustainable and able to stay ahead of the competition and the
changing marketplace.

2.3. Importance of creativity and innovation in business
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It is said that companies that have gone for the long haul are those who are the most
creative and innovative. Especially nowadays, in a highly competitive market and a further
globalized world, companies need to keep tracks with the all-new, changing and constant
demanding public/consumer that strive to be different than his/her fellow every day. In
this context, to be competitive and keep your customers happy you always have to
innovate, bring something new or different to the table. Otherwise, your consumers will get
bored and find other sources for ensuring their demands, no matter the business sector
you activate as an entrepreneur.
Striving to be better all the time requires a huge amount of availability, openness to
new ideas, creativity, motivation, interest and mostly curiosity. Since creativity is the ability
to produce new ideas and innovation is the implementation of those ideas, we can assume
that both will get the job done.
The marketplace have extended more and more, especially in the last years, while a
lot of new products and services as well as new job were created in order to sustain
different needs of the population, globally. In all this context to margin on creativity and
innovation is not only a plus for any business, but it is starting to become like a typical
requirement. These skills (creativity and innovation) have become critical factors for
achieving success in business, which together with creative thinking and the capacity to
solve problems in a creative way help to develop a business.
Within any business, establishing a set of rules and processes in various
departments/areas is important. For this to happen, we may use our creativity to
differentiate ourselves from the competition and be a step ahead. But without the
continuous intervention into improving, changing and adjusting these processes and
activities, internally, within any company, will cause the business to stagnate or worse fail. One approach may work for a while, or a product can get sold for a certain period of
time, but the demands of the consumer will always increase, considering his/her lifestyle,
thus business will always have to strive for the best. And this is where creativity and
innovation fit in. We must always find new ways to address client’s needs, maintain loyal
customers and approach new clients, extend our services or our market segments. That is
why creativity and innovation are so important and that is why also businesses that
understand this and will invest time and resources accordingly will have higher rates of
survival.
In a globalised world, as today, the businesses that arise and fall over the
competition are those who are motivated to create a unique pattern, product or service.
They are based on real research, done within the marketplace and maybe considering a
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specific target group that has been shown interest in such product or service or their past
behavior have been manifested in such direction.
Seth Godin is his “Purple Cow” paper has introduced the concept with the same
name, summarizing the importance the companies have to show today on being
remarkable. In the past, there were a set of 4 main marketing pillars that a company must
give attention to when creating a product or a service to be delivered to the marketplace.
These were merely the product, the price, the promotional approach and the placement.
And they were enough, they said.
Today a lot of things have changed. Behind this “Purple Cow” concept, what we learn
is that being noticed on the marketplace it’s not enough anymore. You are either
remarkable or invisible. The bowl of options for the consumer has and is in constant
incensement. The e-commerce has boomed the market. Your business need to provide the
consumer something different, unique, something special which for him or her will be
remarkable. In this entire context, thinking in a creative way and constantly innovating is a
must. The good part is that innovation, as we mentioned above as well, can imply changed
in a positive way in different spheres. You can innovate by adding something new to your
product or service, by adjusting your loyalty programs for the consumers, by creating a
better distribution flow. In the end, it is about keeping the final consumer happy, make his
feel special or create a unique experience for him.
Nowadays, the clear road to failing is copying what others do, in your business
sector, just because they are doing it right and it has shown results. The clear road to
success though is to create a great product and to market it in a remarkable way. Creativity
is the only leverage you need.
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2.4. Creativity and innovation raising a business
This section is meant to give a few-steps-guide on how you may use creativity and
innovation in order to sustain and develop a business and mostly how can this be put into
practice within a company with the purpose of ensuring raising the business.
1. TAKE A RISK. Do what others don’t. Choose to increase your prices for your
products with 50-100% that similar brands in the sector. Open your business on
a Sunday or for a longer time that other similar business to yours.
2. THINK OUTSIDE THE BOX. BE DIFFERENT. Offer something that other similar
businesses don’t. Add a special message on each of your products. Communicate
with the consumer through your product. Make them resonate with it and talk
about it.
3. NURTURE AN OPEN EXCHANGE OF IDEAS. Involving the employees in the
process of generating ideas for the development of the company is a win-win
situation. Firstly, because they feel encouraged and included. Secondly, a larger
number of persons will automatically generate multiple ideas. From a dozen of
ideas, only some or maybe even one only will be turned into a usable idea.
4. ENCOURAGE EMPLOYEES TO READ OR RELAX. Some of the most creative or
remarkable ideas have arise while people were not even thinking that they have
to bring up a creative idea on the table. Time allowed to do something else than
working, reading things people don’t normally read or simply expending your
knowledge base, give people the chance to look for different perspectives and
gain new insights.
5. WORK ON A SINGLE IDEA. Have time to reflect on a new idea that has arisen.
Build on it. Get it done by innovating. Put it into practice. Then only shift to
another one.
6. INNOVATE WHAT YOU HAVE. Always try to be better, as a company. Create
something newer, or better, with new functionalities or capabilities. Add an
extra something to your product/service. Adjust or improve your management
processes. It doesn’t always have to be a completely new product or service.
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Chapter 3: Business plan
Chapter developed by: Predict CSD Consulting, Romania

This chapter presents a standard form of a business plan, as example.
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BUSINESS PLAN
- standard form -
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1. Intro – What is a business plan?
Before initiating any business it is advisable to have a business plan. A business plan is a written
plan for the idea or opportunity you foresee which can be, afterwards, turned into a profitable
future business.
To initiate a business it is supposed that, initially, you have an idea that responds to a certain
need identified on the open market. That idea has to clear out at least the following questions:
- is it clear and realistic?
- is it viable – can it be implemented on the open market?
- does it have potential to bring profit?
Once these aspects are cleared, an idea can be easily turned into a business idea/opportunity if:
 it is requested on the open market;
 it has a well report between risk and profit;
 it has an estimated profit rate that exceeds the initial investment as well as the
ongoing operational costs.
In order to test an idea for a business one can evaluate his/her own idea in the following way:
- search, analyze and collect as much data online and offline related to that specific type
of business;
- verify if the foreseen future business requires specific studies/competencies and/or
training by the initiator;
- test practically his/her own idea, to see if it is viable in practice (on the open market).
All these aspects can then be described in more details, structured and organized under a
business plan – which will then constitute the planning instrument for the business idea.
The business plan makes it easier for the initiator to have an overview of his/her business idea,
as well as easy the identification of specific objectives for his/her business and plan the major
aspects connected with it. Moreover, it includes aspects related to how the business will work,
describing in more details the purpose of the business, its product(s)/service(s) delivered, its
target group(s), but in the same time plans for marketing, sales and human resources
management issues.
The business plan includes all the actions considered for the well implementation of the
business idea and it should be periodically revised in order to address the new challenges of the
business, the new approaches in the sector or in the customer’s needs and/or behavior.
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A business plan is, as such, highly useful in order:
 to have the “big picture” of the future business, not only some individual aspects;
 to evaluate the chances of the business idea and its profit rate;
 to manage better the future business; having a plan is always a good thing;
 to showcase the business idea to external parties, to access financial support, start
collaborations or partnerships.
In the next pages we provided a standard model of a business plan which can, of course, be
adapted to the needs of the business initiator, depending of the purpose of its creation. This
standard format includes the major aspects that are of high importance for any business idea to
flourish and become a real business.
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2. General information
Please complete the fields below with the information requested.
Personal details
NAME & SURNAME
ADDRESS
STUDIES
OCCUPATION/PROFESSION
AGE
CONTACT DETAILS
Business details
BUSINESS PLAN TITLE
FUTURE BUSINESS FIELD
MAIN ACTIVITY OF THE FUTURE BUSINESS
SECONDARY ACTIVITIES OF THE FUTURE
BUSINESS (if the case)
LOCATION OF THE FUTURE BUSINESS
NO. OF EMPLOYEES FORESEEN
INITIAL INVESTMENT NEEDED

Is it a new business idea?

[e.g. Production]
[e.g. Production of advertising materials]

[e.g. Arad]
[e.g. 2]
[e.g. 50.000 EUR]

YES/NO

If NO, please complete also the details in the table below.
SHAREHOLDER(S)
COMPANY MANAGER
NO. OF EXISTING EMPLOYEES
ANNUAL TURNOVER (2018)
PROFIT/LOSS STATEMENT (2018)
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Please specify their names.
Please specify his/her name.
[e.g. 2]
[e.g. 10.000 EUR]
[e.g. 5000 EUR]

3. Short description of the business
Please describe in general words the business idea. You can focus on the following aspects:
 how did you come up with the business idea;
 the business concept, relevant studies/researches done in the sector, the needs identified
in the community;
 business field description, main activity of the future business, secondary activities of the
future business (if any);
 the general overview of the business and the dimension of the business;
 the main product(s)/service(s) delivered and how the business will produce money.
Mention also the organizational form of the future firm as well as the factors that will help the
business grow and gain success. If it is not a new idea, please describe your business activity so
far as well as the new changes you plan to bring to your business (product(s)/service(s)
diversification, technology innovation, further development etc. - if the case) and how they will
help you to produce more money.

4. Vision and mission
Please set out the vision and the mission of the future business. Please envision how the set
vision and mission will conduct you to a profitable business by mentioning the actual actions you
will put in place to follow them. Moreover, please make references to future business
perspectives having in mind the set mission and vision (e.g. where you see the business in 3/5
years).
If it is not a new idea, please describe your business activity so far in relation with the vision and
mission already set. If you plan to change your vision/mission, by addressing other needs
identified, please mention this.
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5. Objectives
In this section you are required to set at least 3 (three) SMART objectives for your business. A
SMART objective means:
 Specific
 Measurable
 Attainable
 Realistic
 Time-oriented
If it is not a new idea, please describe the objectives you had for your business so far. If you plan
to change your objectives for the next period, please mention this as well as the new objectives
you have in mind.
[e.g. employ 2 persons in the first year of business.]

6. SWOT Analysis
Below you are asked to make the SWOT analysis of the business which consists in analyzing the
following aspects connected with the business: Strengths, Weaknesses, Opportunities and
Threats. Please provide at least 3 (three) aspects for every section and describe them.
Strengths
[e.g. the competitive price]

Weaknesses
[e.g. the business is not yet known on the
market]

Opportunities
[e.g. the opportunity for export sales]

Threats
[e.g. other similar businesses will open in the
area]

The objective of the SWOT analysis is to make sure the business initiator chooses the best course
of action in terms of strategies for his/her future firm. As such, based on the aspects described in
the table above, please describe:
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-

steps for maximizing the strengths in your business favor;
ways to deal with the weaknesses, potential ways to countervail;
steps in accessing the identified opportunities;
ways to deal with the potential threats, potential ways to countervail.
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7. Main activities
Please mention all the activities you take into account in order to open up the planned business
or for the implementation of the present business plan as in the table below. If it is not a new
idea, please mention all the activities you will foresee for your business in the next 12 months. If
a specific investment is needed (in equipments/goods), please provide details about them and
their specific characteristics.

Name of the activity

A1 - [e.g open a new firm]

A2 - [e.g. find a location for the business]
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Description of the activity
(please include information about every step
you will take in order to ensure the activity is
implemented)
In order for this activity to be realized, the
following aspects will be considered:
- search and collect data about the steps
in opening a new firm, online and
offline;
- consult the legislation in place;
- visit the official department in charge
from the local community;
- prepare the necessary documentation;
- submit the necessary paperwork;
- collect the official documents of the
new firm.
For this activity, will consider the next actions:
- prospect the local market for potential
places for the business, online and
offline;
- make appointments for getting to
know the locations;
- visit the potential locations;
- take a decision about the future
business location;
- conceive and sign a renting/loan
agreement for the space.

In order to follow a timeline for the planned activities, please consider creating a Gantt Chart for
your business for the first 12 months of business activity, referring to the activities described
above. A Gantt Chart represents a visual approach set to illustrate the schedule of certain
planned activities/actions. The activities are mentioned on the vertical axis, while the
timeframes are marked on the horizontal axis.
If it is not a new idea, please complete the Gantt Chart for the next 12 months prospecting your
business activity.

ACTIVITY
A1
A2
…
…
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1

2

3

4

5

MONTH
6
7

8

9

10

11

12

8. Management aspects
In this section you are asked to provide information about the following aspects:
- the location of the business and details regarding the business space (facilities, access to
utilities, physical localization within the area envisioned, investment needed in
renovation/modernization or adaptation of the space for the proposed business idea,
agreements, notices, licenses and certifications needed, norms as well as other
conditions that need to be respected etc.); if it is not a new idea, please mention if you
plan to re-locate and provide information about the new envisioned location. If you plan
to extend your business activity or change your main field of activity, please mention this
along with the new changes implied from this perspective.
- the technological/business activity flow and how will you ensure the raw
materials/consumables, materials, goods necessary as well as the technology used for
ensuring the final product(s)/service(s) delivered.
Please be as descriptive as possible.

Please also describe in brief the main potential risks in implementing the business idea.

Risk description
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Possible consequences

Prevention measures, ways
to deal with the risk

9. Experience
Please describe the general experience and competencies of the initiator (in connection with the
business idea – if any); otherwise, mention the studies, additional training and skills acquired,
useful in opening a business in the field. Please make references to the general responsibilities of
a business owner.

10. Human resources
In this section, please present the management structure of the business. Please focus on the
following aspects:
 organizational chart;
 description of the managerial team, additional personnel – functions and job
descriptions
 no. of foreseen employees and plans for recruitment, selection and training;
 internal management policies regarding: payment/retribution, reward, promotion,
bonuses as well as penalty etc.;
 any other aspect you consider relevant in this area. (e.g. ways to motivate the future
employees, regular training, teambuilding activities etc.).

41 | P a g e

11. Product(s)/Service(s)
Please mention and describe in details the product(s)/service(s) you will provide. You can refer
to the following:







general presentation and product(s)/service(s) characteristics such as: general
description, types/forms of presentation, dimensions, weight, packaging methods,
guarantees for the client(s) etc. – where applicable
the main suppliers of raw materials and consumables necessary for the final
product(s)/service(s) provided, their localization (at local, regional, national,
international level), their presentation, characteristics and estimated selling prices;
the product flow management (from their creation until their distribution);
the price strategy (describe how will the price of the product(s)/service(s) be established,
what elements of costs it will include and it what percentages etc.
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12. Marketing & Sales
In this section you are asked to provide information about the following aspects:
- the business market and the market analysis (if it is not a new idea, and you plan to
extend to new markets, please specify this); the position of the business on the market
and the covered market segment, the market location (local, regional, national,
international) and its size (no. of potential clients, physical value and size by value). If
any market research has been conducted, please mention this and describe the results
attained.
- future potential clients, their behavior, preferences and needs; other relevant
characteristics such as foreseen tendencies in the field, demand characteristics (such as
the type of demand, the regularity etc.)
- the sales and distribution flow/system (distribution channels, means, information
regarding the sales methods, including post-sale activities, instruments used such as:
wholesale, en detail, via own stores, at the customers’ headquarters etc.; if sales at
export are planned, please mention how will this aspect be addressed).
- the promotion/marketing plan for the product(s)/service(s) provided (include
information about the type of promotional materials that will be created, how these will
be distributed, other promotional methods/instrument that will be used, how they will
be put in practice and what results are foreseen);
- the promotion plan for the business in general (include information about the type of
promotional materials that will be created, how these will be distributed, other
promotional methods/instruments that will be used, how they will be put in practice and
what results are foreseen; give information about the brand identity and other relevant
aspects in this area such as logo, colors used etc.); if any costs are planned for the
implementation of the promotion/marketing plan, please specify.
- any other relevant aspect in this section (e.g. advantages of the business or the
product(s)/service(s) in relation with the potential competitors).
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13. The competition
Please make the analysis of the competition (description of potential competitors from the
following perspectives: annual turnover, profit and loss statements, product(s)/service(s)
delivered and their characteristics – dimensions, price, quality, their clients, market segment,
marketing strategy and any other relevant aspect such as reputation, selling points, post-sale
activities, customer loyalty plans etc.)
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14. Financial aspects/forecasts
In this section you are asked to provide general information about the following aspects:
- the cost elements (such as the costs with investments in equipments/assets, movable
properties or real estates, operational costs, salaries, raw materials, accountancy and
financial managements costs etc.);
- the business sustainability, by making references to the initial investment capital needed
and further financial sources of the firm; provide details regarding how current costs will
be covered once the business will be up and running.

Please provide a short estimated sheet for income and spendings (Profit/Loss statement),
making refferels to revenues and costs for the next 3 business years. You may use the table
below as refference.
Indicator
Income from sales
Investment costs:
Techical equipments
Movable property
Real estates
Etc.
Operational costs:
Rent & utilities
Salaries
Raw materials/Consumables
Accuntancy
Financial management
Management consulting
Marketing/Promotion
Etc.
Annual Turnover
Result (Profit/Loss)
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Business year 1

Business year 2

Business year 3
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Chapter 4: Communication and marketing
Chapter developed by: Aristotle University, Greece

Marketing and communication play an essential role in promoting a business and
enhancing its competitiveness. The strategy to approach potential consumers must be carefully
designed, as this will have a direct impact on sales and customer engagement with the services
or products offered.
In order to design a communication and marketing strategy, we must firstly define some
terminology. Communication is the process required to make contact and share information
through various means of symbolic or verbal communication, such as newspapers, mail, email,
telephone, television, radio, social media. It is defined as the transmission of information, the
exchange of ideas or the process of creating coherence of thoughts between a transmitter and
a receiver (Schramm, 1955).
In their communication with the receiver, a transmitter’s encoding plays a major role.
The message may be written, spoken or illustrated. The communication process is often very
complex. Success depends on such factors as the nature of the message, the environment in
which it takes place and its interpretation by the receiver. The receiver’s perception of source
and medium used to transmit the message is one of the factors affecting communication
efficiency. The meaning of words, images, sounds and colors, as well as people's perceptions
and interpretations of them, may differ across audiences.
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According to the American Marketing Association (AMA), marketing is “the activity, set
of institutions, and processes for creating, communicating, delivering, and exchanging offerings
that have value for customers, clients, partners, and society at large”7.
Nowadays, the selection of the best communication and marketing strategy is part of
the business process. Contemporary Integrated Marketing Communication (IMC) helps
businesses choose between the most appropriate and efficient methods for communicating
and developing relationships with customers, and other stakeholders (Belch & Belch, 2015). In
accordance with Govoni (2004), IMC is “a cohesive combination of marketing communications
activities, techniques, and media designed to deliver a coordinated message to a target market
with a powerful or synergistic effect, while achieving a common objective or set of objectives”.
Marketing communication messages can be distributed throughout multiple channels, such as
direct mail, television, radio, print media, digital media and personal selling.

7

As retrieved from: https://www.ama.org/the-definition-of-marketing/.
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Figure 5. Belch’s advertising and promotion Integrated Marketing Communication (ICT) plan8

8

As retrieved from: https://bit.ly/2Uvy5bA.
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Geoff Moore's Value Positioning Statement is, probably, the most popular template
used for outlining a company’s message. Moore (2006) suggests two positions, the first focused
on the product’s value positioning, while the second on competitive positioning.
Value Positioning Statement
For ___________ (target customer)
who ____________ (statement of the need or opportunity)
our (product/service name) is ____________ (product category)
that (statement of benefit) ____________.
Competitive Positioning Statement
Unlike ___________ (competitive alternative),
our product ___________ (statement of primary differentiation).
Moore’s example of value positioning statement:
For post-production film engineers
who are dissatisfied with the limitations of traditional film editors
our workstation is a digital film editor
that lets you modify film images any way you choose.
Moore’s example of competitive positioning statement:
Unlike workstations from Sun, HP, or IBM,
we have assembled all the interfaces needed for post-production film editing.
The message disseminated ought to have a clear value proposition. It must answer the
question: “Why should a customer buy from you?”. The above question will also contribute to
branding. Branding is “the process involved in creating a unique name and image for a product
in the consumers' mind, mainly through advertising campaigns with a consistent theme.
Branding aims to establish a significant and differentiated presence in the market that attracts
and retains loyal customers”9. Those who are responsible for the company’s branding should be
aware of the ICM tools available and how they can be used for the best possible results.

9

As retrieved from: http://www.businessdictionary.com/definition/branding.html.
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Figure 6. Best Global Brands 201810
Migrant entrepreneurs’ businesses have limited capital or resources. Entrepreneurial
Marketing (EM) is considered to be effective in such small firms (Fiore et al., 2013; Grünhagen
& Mishra, 2008) because it is dynamic, flexible, immersive, inexpensive and growth-orientated
(Morrish et al., 2010). Ethnic minority businesses can be benefited from EM by enhancing their
creativity and flexibility and prevent a haphazard approach to marketing.
Although EM is an economical solution, some of the means of promotion used, such as
street branding, advertisements on cars, t-shirts, projection of the products or services in public
areas, require a significant amount of money that entrepreneurs may not have. Yet there are
two other strategies, which can contribute to the promotion of products or services with almost
zero cost, viral marketing and digital marketing.
Viral marketing refers to the process of dissemination of marketing messages through
the help and cooperation of individual consumers (Yuping, 2012). The marketing messages are
uploaded on the internet in a way that can be shared and expanded on by customers. By
choosing the right people at the initial stage of distribution, contributes to the better
dissemination of the message. It is crucial to identify the key influencers (niches) in the
merchant areas, where you want to share your message. Then, using a bowling pin strategy
some consumers will help you get additional consumers by disseminating the marketing
message. A good example of a successful bowling pin strategy is Facebook, which started from
Harvard, expanded in other colleges and then to the public.
10

As retrieved from: https://bit.ly/2PgUSG1.
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Often marketing managers use competitions to attract audiences or ask to create their
content which leads to an increase in engagement. For example, you can post a photo of your
company’s product or service on Facebook and then ask your followers to like and then share
this content in order to win it. This will help your content become viral and provide you the
opportunity to attract the friends of your followers, who will then be able to become part of
this chain if they, in turn, share the content.
Digital marketing is “the promotion of products or brands via one or more forms of
electronic media. For example, advertising mediums that might be used as part of the digital
marketing strategy of a business could include promotional efforts made via the Internet, social
media, mobile phones and electronic billboards, as well as via digital and television and radio
channels”11.
One of the most inexpensive and effective mediums for entrepreneurs is social media.
In this respect, you must choose which media you want to use to promote your company. It is
preferable to be absent from a social media platform rather than provide scrappy information
to your audience.
The impact of social media platform selection on effectively communicating your service
or product is indisputable. The campaign on social media contributed to the creation of a
company’s brand is not presupposed that will have the best outcomes for yours. The choices
you make should be based on your interests and what you are skilled at. So, if you have artistic
talent and technical skills in photography, you could start with Instagram and Facebook. On the
other hand, if you are an expert at videos, then YouTube is the most suitable platform for you.
The target market is another key factor to determine the social media platform which
you will choose to start. If you're targeting older people, Facebook is a perfect choice. Yet, if
you want to disseminate your services or products to people of a younger age, then Instagram
and Snapchat should be your first choices. You should remember always to stay informed
concerning the latest updates on these platforms that will help you apply your strategy.
After choosing the social media platforms, you should start creating and uploading your
content. Bear in mind that in the beginning, the follower count is insignificant. Yet, it is essential
to upload on them all the required information that someone will seek regarding your
company, such as website, email address etc.
The value of digital marketing is not only found in the tools you use but also in the
process of how you use them. They provide you with the opportunity to see how consumers

11

As retrieved from: http://www.businessdictionary.com/definition/digital-marketing.html.
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respond to your campaigns. In order to do so, you can use some of the digital marketing tools
described below, such as:
Hubspot - a specialized Marketing Automation platform. It gathers every possible
marketing and distribution strategy you need to attract visitors to your website and convert
these visitors into leads. Available at: https://www.hubspot.com/.
Google Analytics - provides you measures regarding the ROI of your digital advertising
as
well
as
your
social
networking
sites.
Available
at:
https://analytics.google.com/analytics/web/.
Google Search Console - helps you monitor your website’s traffic and troubleshoot its
performance on Google Search. Available at: https://search.google.com/search-console/about.
Crazy egg - provides you data regarding the engagement rates of your website visitors,
how far they are scrolling and where they are clicking.
Available at:
https://www.crazyegg.com/.
LiveChat - an embedded live chat on your website, which allows you to connect with
your website’s visitors. Available at: https://www.livechatinc.com/.
Subscribers – places a browser notification when people are visiting your site and ask
them to subscribe. When you upload new content, it sends them a push notification. Available
at: https://subscribers.com/.
MailChimp - an email marketing service and Marketing Automation platform. Available
at: https://mailchimp.com/.
Ubersuggest - a keyword research tool. It suggests you keyword ideas that can be used
for
your
content
marketing
strategy
and
production.
Available
at:
https://app.neilpatel.com/en/ubersuggest/.
Buzzsumo - a content marketing tool that helps you track viral content and significant
influencers for your company. Available at: https://buzzsumo.com/.
Wistia - a video software platform for businesses, which provides you data concerning
your viewers. Available at: https://wistia.com/.
Landscape by Sprout Social - allows you to resize your images at the perfect dimensions
in order to use them on social media. Available at: https://sproutsocial.com/landscape.
Canva - a platform where you can design graphics, photos, and fonts. Available at:
https://www.canva.com/.
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Marketing knowledge can be acquired through on-the-job training. Thus, on the
following websites you can find free online courses also in the field of marketing:
Coursera: https://www.coursera.org/specializations/digital-marketing
Google Digital Workshop: https://bit.ly/2ZssZk4
Facebook Blueprint: https://www.facebook.com/business/learn/courses?ref=ens_rdr
Unbounce Landing Page Course: https://thelandingpagecourse.com/
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Chapter 5: e-business and online marketing
Chapter developed by: CO RI IS, Italy & EURO-NET, Italy

5.1. Meaning of e-business (electronic business)
The cross-cutting impact of information technologies and Internet on economic
activities has generated a transforming process regarding the business models for enterprises.
A business model represents the logic according to which an organization creates, distributes
and collects value; therefore, the set of organizational and strategic solutions through which
the company gains competitive advantage. Many existing business models have evolved into ebusiness ones.
The transition from traditional business to e-business has meant facilitating access to
information, data exchange and interaction between actors. Techniques, activities and
administrative and commercial processes have therefore begun to exploit the functions and
resources of the telematic, internet and/or web networks to make more efficiently production
processes, management, development and transfer of information, relationships between the
actors participating in the value chain.
According to Wikipedia, the online business or e-business is “any kind of business or
commercial transaction that includes sharing information across the internet.”
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5.2. e-business value
The goal for each e-business project is to create value. Value creation can occur in
different ways: with an increase in margins (e.g. lowering production costs) or with an increase
in benefits. e-business, thanks to customer satisfaction, foster lower prices linked to increased
productivity; better listening to the customer; products and services more suited to customer
needs; a transparent mode of operation for the user.
Thanks to the privileged relationships with the partners, the creation of communication
channels with suppliers allows a better mutual knowledge; increased reactivity; better
anticipation skills; a sharing of resources that is beneficial for both parties.
Any e-business is successful once it brings added value to the company, its staff,
customers and partners.

5.3. The choice of the market
B To B (Business To Business) designates a business relationship from company to
company based on the use of digital support for information exchanges;
B To C (Business To Consumer, B2C) designates a relationship between a company and
private individuals. This is therefore what is called e-commerce, whose definition is not limited
to the sales act, but covers all the exchanges that a company can have with its customers, from
the request for an estimate to the after-sales service;
B To A (Business To Administration, B2A) if the relationship you want to establish is
between a company and the public sector (tax administration etc.) which is based on digital
exchange mechanisms (tele-procedures, modules, etc.).

5.4. How to start
Installing IT tools is not enough, although today this is an indispensable condition. A
company actually starts an e-business project when it implements a new organization using
new technologies. It is therefore a cultural change, which implies these effects: developing new
business opportunities, facilitating internal and external communication, making business
relations more effective with its customers and different partners (suppliers, administrators
etc.).
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The relationship with the customer has in fact acquired a much higher importance
compared to products, stores, systems, websites and even staff. To acquire a sustainable
competitive advantage, it is no longer enough to develop high-quality products: the customer
must be satisfied at all times in the relationship, from the first contacts to after-sales service of
products and services. The imperative is no longer to get the sale or acquire the customer but
to ensure loyalty over time. The customer can no longer be seen as the protagonist of a sale but
as a financial asset that lasts for a lifetime. But to achieve this it is necessary to create a lasting
relationship and to retain it. It is necessary to know how to listen to him, to know his needs, to
anticipate his desires and, during every contact with the company (information, purchase,
accessory service), to exceed his expectations.
It is necessary to establish a one-to-one relationship with the target, which can serve
the company to differentiate each customer according to their needs and their distinctive
characteristics. Customer Relationship Management means all of this: to create an organization
focused on the customer, in which the different Marketing, Sales and Services activities
supporting the relationship are fully integrated.
e-business includes many aspects and many different activities contained in the general
management of a business and Internet marketing, such as:






Creation of a website;
Performing of social networking activities;
Doing online marketing;
Search for new customers;
Make online sales (a process mostly known as e-commerce, which involves
online transaction processes and exchanges of goods and services that take
place through the Internet);
 Realizing after-sales services.

5.5. Benefits for a successful eBusiness strategy
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Sell products and services even or exclusively online;
Increase the business level in quantity and quality;
Improve customer support;
Make business processes more efficient thanks to ICT solutions;
Address new markets;
Increase and consolidate penetration in the current market;
Develop a better knowledge of the customers;



Keep costs low and under control.

5.6. e-business main tools








Web sites;
Mobile devices (smart phones, tablets etc.);
E-mail;
Exchange and electronic sharing of data;
Files and documents transfer
Video conferencing
Internet, Intranet and Extranet networks

The Web App (or App) for editing and sharing documents, apps for managing email,
calendar, chat etc., internet call systems (such as Skype or Google Hangouts), and the so-called
"Software as a service" (SAAS), are all a set of means, services and skills that allow companies to
completely outsource some aspects of their information system (for example messaging, or
security) and replace it with a cost of functioning rather than with a real investment; these are
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examples of e-usiness tools. The classic examples of such softwares are Google App, iCloud,
Microsoft Office 365, Oracle, but also CRM systems (Customer Resource Management) or
online sales support systems.
Internet marketing refers to advertising and market efforts that use the Web and e-mail
to conduct direct sales via e-commerce as well as sales via websites or e-mail. Internet
marketing and online advertising are usually used together with traditional media such as radio,
television, newspapers and magazines. Internet marketing can also be divided into sub-areas
such as web marketing, email marketing and social media marketing.
The following section will help you to understand how to manage a successful business
online, what are the best methods to be successful, what are the positive contributions as well
as the negative effects of internet commerce.
It is important to have information regarding similar activities in the market when
starting a business. Once this is done, look at the entire market and find out if there is a gap you
can fill. Furthermore, it is relevant to know what are the needs of your potential customers,
what are they looking for and how you can provide them with the product or service they are
looking for. For this reason, it is important to do a small network research that can support you
in the development of your business.
Research is: "systematic investigation and study of sources and materials in order to
establish facts and arrive at new conclusions" (Oxford dictionary). e-searching is online search!

5.7. Tips to set a right e-business mindset
Develop an entrepreneurial mindset
To develop a right mindset, an entrepreneurial one is the first thing to do in order to
start any kind of e-business.
Starting any kind of business by having or retaining an employee mentality is the main
obstacle to creating the foundation of your own business. The "fear of failure" and the inability
to think at fundamental decisions for a good business are two strong obstacles. It is necessary
to invest in marketing and above all in personal growth and training. These are the right
activities to build the business and ensure it a long-term success.

61 | P a g e

First step to a sure failing is not to start
If you do not try to put in practice your idea, you will never know its potential. The ebusiness often gives you the chance to experiment with ideas that are achievable free of charge
or with modest figures. Trying is important, as you will always have the chance to try again with
a new idea in the future.
Find opportunities
Start by looking at people's problems to understand what the possible solutions might
be. How could you improve the lives of others? Which product or service could you give life to
start an online business and create your own business?
Start from the bottom
Very often we try to create a business and launch it in the most spectacular way
possible, but it is not always correct. If you start from the bottom, you can have your
product/service tested by your friends and family, then spread to concentric circles. The best
advertising is through word of mouth and the satisfaction of your customers.
Create a blog
To disclose information and content for free is the best way to advertise your business.
Show your willingness to provide valuable content: in this way the others will notice you like an
expert and solve people's problems, generating value.
Start learning
You can start the business online with no money or very lean, thanks to free or
inexpensive services. After you make some money you can pay anything or hire someone. Start
making money as soon as possible by selling an e-book, a service, a product that has real value.
To create a business must be educational for you too.
Less numbers, more value
Rather than focusing on numbers (one million pages viewed, tens of thousands of
offering them, and how you can make them happier. Before creating an e-business you must be
aware that everything revolves around people.
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Do not look for perfection
Too many people waste time trying to make their product, blog, site - perfect. It will
never be enough. The pursuit of perfection can limit your sales. Rather, you have to worry
about trying, getting feedback, improving and finally repeating.
Start at home and do it with your friends
Often you may not need to have an office, but a co-working station is enough, or you
can even start in your house, or start with friends who share your same passions.
Surround yourself with interesting people
Having friends who do exciting things can give you many inspirations. The same friends
can give you great advices and feedbacks. The people around you, and their attitudes, count
more than you think.
Learn to be happy without knowing the future
You cannot always predict what will happen in the business. The world changes quickly.
Your business will change. You will change yourself. As the great gurus of meditation say: "learn
to live in the present and leave past or future anxieties".
Some golden rules
Reaching customers is the essential point in every marketing strategy and with the
evolution of technology it is increasingly necessary to reach the "digital consumer". But even
before communicating with the market, it is essential to define the brand and the company
image as it allows to stand out from its competitors.
Communicating your brand in a consistent manner with strategic web marketing can
allow you to reach millions of users with a click. But monitoring is extremely important! It is
necessary for customers who interact to perceive trust; you have to set the right tone to
communicate the correct message and to make the user understand that there is a real person
on the other side.
Study the sales processes and the marketing strategies of your main competitors, learn
from their success, but also create your own by innovating – bringing something new to the
table; the consumer of the digital age expects a different and much more creative brand. Think
at new ways for capturing people's attention!
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Strategic web marketing works best when it captures the senses of consumers: if you
can create an 'experience' in their mind, the latter will not easily forget! The aim is to succeed
in merging the real world to the virtual one and to create an effect that never existed.
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Chapter 6: Customer service
Chapter developed by: CO RI IS, Italy & EURO-NET, Italy

6.1. Introduction – What are we talking about?
Giving technical support to a customer that has problems with Internet is considered
customer service. Offering an advice regarding to a specific type of soil a gardener might need is
considered to be customer service. Customer service is also when one is assisting a customer to
find a product in the store. Finally, explaining the different dishes in the restaurant’s menu is
customer service too.

6.2. Definition(s) of Customer Service
A general definition of Customer service is: The services and assistance provided by a
company to its clients. It has to do with the creation of good customers experience when they
deal with a company. In reality, the service is carried out by people, by employees interacting
with customers and giving life to various interactions, which all matter. This is probably why
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there are many definitions of customer service. Let’s look at some of them, which we found on
on the website: www.best-job-interview.com/definition-of-customer-service:
 “Customer service is about creating a relationship of trust and loyalty beyond the
immediate interaction.
 It is what a company does to meet and exceed customer expectations.
 Customer service is a company-wide philosophy about understanding the customer and
what they want and need.
 Customer service is the process of helping people find what they want during the entire
transaction cycle.
 Customer service is the degree to which a product fails to meet, meets or exceeds
customer's expectations. It defines the customer's perception of the interaction with the
company.
 Customer service is about treating customers as you would like to be treated yourself.”
Next, we will give you reasons why it is important to take the time to really identify
what good customer service means in the section below (“The importance of Customer
Service”), while the following quotes might give you inspiration for your company’s “customer
philosophy”.

Bill Gates: "Your most unhappy customers are your greatest source of learning.”
Sam Walton: "There is only one boss. The customer. And he can fire everybody in the company
from the chairman on down, simply by spending his money somewhere else.”
Richard Branson: "Don't promise what you can't deliver and deliver everything you promise.”
Jeff Bezos: "We see our customers as invited guests to a party, and we are the hosts. It's our job
every day to make every important aspect of the customer experience a little bit better.”
Howard Schulz: "Great retailers recognize that they're in the business of constantly surprising
and delighting their customers.”
Meg Whitman: "We think of our customers as people, not wallets.”
Donald Porter: "Customers don’t expect you to be perfect. They do expect you to fix things when
they go wrong.”
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Some more, you can find on the
interview.com/definition-of-customer-service.html.

following

website:

www.best-job-

Figure 7. Customer Service Quotes

6.3. The importance of Customer Service
You have, for sure, experienced situations like: being on hold for a long time, dealing
with a clerk who didn't know how to answer your questions, have to do with employees that
didn't care to help you, waiting long time at a restaurant and so on. As a result, having the
possibility to do it, you decided to stop going to a certain shop or restaurant, to choose another
company, to change the bank.
Bad customer service leads to loss of customers.
This is a cost for a company; in fact, there are studies showing that it costs 4 to 10 times
more to attract new customers than to retain existing ones.
On the contrary, you probably remember with pleasure a waitress giving a good advice
at a restaurant, a clerk helping you in finding the “right” present for your friend, a public office
worker that help you in filling out a form with the data you had forgot to put in (because you
have not read it correctly!).
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And you possibly tell people – both in person and online, through the social, the nice
persons you met and what a wonderful experience you had. Plus, you will stay loyal to that
company that gave you this good experience.
Today, in the current globalised world where any customer have access to a lot of
information and options in regards to products or services, and when he/she can easily rate a
product or a service, it is more than important to deliver a remarkable product or service. This
is what gives a company a competitive advantage.
Customer service is important mainly because you always need to put the customer
first. Companies that understand their customers and make them a priority are way ahead of
their competition.
You can read more by accessing this link: https://study.com/academy/lesson/theimportance-of-good-customer-service.html.

Some more examples of good customer service, helping you to understand how important it is
for your business, can be found on the website: https://blog.hubspot.com/service/goodcustomer-service, encompassing descriptions of real brands customer policies, such as The Ritz
Carlton Hotel Company, Warby Parker glasses and others, giving you the possibility to get free
business resources, both directly on the website or by subscribing at a similar link like:
Subscribe here to get the latest Service Blog content.
Still, even if many successful businesses recognize the importance of providing excellent
customer service, “customers are still walking away because of poor service”.
Only quite recently some companies “have seen the light” and are adopting new
approaches that are in total discontinuity with the old ones, pursuing a real customer centricity
through the empowerment of the service professionals; they are seriously encouraging their
frontline service professionals to behave in new ways, in order to deliver satisfying experiences
for customers.
A more detailed discussion on the importance of changing perspective and adopting this
new model of customer support you can find in “From lip service to customer services”, Klimek,
Gaylard,
Mehta,
Accenture
Strategy,
2017,
available
here:
https://www.accenture.com/t00010101T000000Z__w__/auen/_acnmedia/Accenture/ConversionAssets/DotCom/Documents/Global/PDF/Strategy_8/Accenture-Strategy-Workforce-LipService.pdf.
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6.4. How to organize The Customer Service
“Your most unhappy customers are your greatest source of learning.”
This could be a good starting point for the company customer policy. The real meaning
of this sentence is that you will be able to improve your product thanks to the requests of your
“unhappy customers”. The customer service is “the place” where your customer complains;
therefore it is the right beginning to improve the relationship with customers. In fact, when
customer complaints are effectively resolved, this can help strengthen the relationship
customers have with your business. If it is well organized, of course. Let’s therefore look at the
features of an effective customer service.
6.5. Attributes of the service
Speed and accessibility. When problems arise, customers should receive quickly
attention, whether it’s emails or phone calls or support in person. Requiring customers to stand
in long lines or sit on hold can ruin an interaction before it begins.
Personalization. Customers love personalization, therefore knowing what your
customers want and need and also using customers’ names, when possible, will ensure that you
will get off with a good start.
Politeness and empathy. Saying 'hello,' 'good afternoon,' 'sir,' and 'thank you very much'
are a part of good customer service. Also, when customers call to complain about a problem,
the best thing to do is to express understanding of why they feel the way they do.
Professionalism. The use of professional competences or skills shows the customers that
they're cared for. You or your staff must have a great knowledge of the company’s product or
services in order to be able to offer an exquisite customer service.
6.6. Attributes of Customer Service representatives
The attributes of the service are reflected upon the attributes of the representatives
with customer service. They have to be open-minded, easily accessible, friendly, to have
knowledge about the product and emphatic to the client. Their social skills are extremely
important in this area, both in face-to-face situations or while talking over the phone. Mostly,
they have to keep calm, even if the customer becomes upset.
From the company side, it is important to provide up-to-date information to customer
service representatives. Employees need to have the latest and most accurate information
about products and company policies. Moreover, they should be able to take decisions by
themselves in order to satisfy the customer in any way possible. In this way they will “…educate
customers, reveal new features or services, gain feedback, or describe how other customers
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have enhanced their experiences. Above all, they will consistently demonstrate their
commitment to helping customers achieve their goals”, becoming a “chief resolution office”.12
6.7. Steps in organizing the Customer Service, step by step
1. Hiring people that are born for this position. Firstly and most importantly, is hiring
the right people for the job, people that fit the mentioned criteria above. If there are
already professionals working in customer service, not having the right skills, an
alternative step is training those people.
Link for free customer service training: www.livechatinc.com/customer-servicequiz/customer-service-training/.
2. Underline the importance of the customer. As we wrote before, adopting new
approaches that are in total discontinuity with the old ones, means going in the right
direction, giving you a new perspective. The important thing is to be consistent and
apply all the tools and techniques learned.
If you agree on the fact that ‘staying on the customer’s side’ and helping her/him - no
matter the costs - will be profitable in the long run, this chapter is a possible guideline
for your case.
3. Offering help through multiple channels also goes in the direction of “walking in the
customer’s shoes”. In order to offer the customer many possibilities for getting your
help and support, a good choice is to have self-service materials on your web site: the
presence of a dedicated “Self-service section” will offer customers an additional
channel to solve their own problems.
Link on how to organize materials: www.livechatinc.com/livechat-resources/completeguide-self-service-materials.
4. Measuring your customer service results. In order to know if you are doing well, it is
important you gather customer feedback whenever possible; you could do it through
customer surveys and NPS (Net Promoter Score) measurement.
12

As retrieved from: https://www.accenture.com/t00010101T000000Z__w__/auen/_acnmedia/Accenture/Conversion-Assets/DotCom/Documents/Global/PDF/Strategy_8/Accenture-StrategyWorkforce-Lip-Service.pdf.
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A good practical guide in this area can be found at the following link:
www.livechatinc.com/blog/good-customer-service/.
6.8. Trends in Customer Service
Given the proliferation of smartphones, the new trends of customer service are
centered on the use of the mobile and of mobile’s apps; these apps allow the customer to
contact customer services/offices through whatever channel she/he is using on the mobile, that
is: social media, text or live chat, without leaving the app.
Additionally, a good approach is to also offer the customer an option to solve their own
issues by using the self-service customer support, that usually consists in a 'how-to' content
material or other additional self-help resources.
Read more at the following link: https://www.investopedia.com/terms/c/customerservice.asp#ixzz5UIOZEmgT.
While in this site you will find some more technologies supporting customer service:
www.digital4.biz/marketing/big-data-e-analytics/customer-experience-cos-e-perche-estrategica-per-le-aziende-e-quali-sono-le-tecnologie-per/.
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Chapter 7: National Legislation
7.1. Legislation in Greece
Section developed by: Aristotle University, Greece

As a result of the immigrant waves in Greece entrepreneurship framework is being put
in place after 1998 that legalizes existing immigration companies. From 1995 to 2001 a training
program and subsidies for about 100 immigrants has taken place from NGOs.
1998: First attempts are being made for a regulatory program and the first migrant
enterprises are gradually emerging. The 1997 Presidential Decrees carried out a two-stage
legalization process in 1998. Initially, immigrants apply for a residence permit and are given a
white card as a temporary residence permit. The purpose of this process was initially to record
the number of migrants. In the next phase, those who had a white card could issue the green
card, with some specific (more or less) bills. As a result, almost half are able to apply for the
second phase. Most migrants, as they were employed in an informal regime, only managed to
legalize the white card for some time (about 6 months).
Law 2910/2001: legal framework with special provisions for the integration of
immigrants, provides a solid framework for entrepreneurial activity. It differentiates between
migrants coming for dependent work and self-employed (independent economic activity). The
temporary licenses of 1997/98 are renewed. The law tried to address the gaps and
malfunctions of the previous process by attempting to regulate issues of social integration of
immigrants, especially in terms of education, health, marital status and work.
Law 3386/2005: Specifications on most issues related to third-country nationals
focusing on the integration of migrants. Inaugurates residence permits for the "provision of
independent services or work". A necessary condition is to have a legal dependent work for at
least one year. The financial capital threshold for the start of independent economic activity of
immigrants is defined at € 60.000. The amendments and supplements to the provisions of this
law are in force even today.
Law 3838/2010: Changes in the acquisition of Greek citizenship, the naturalization
process and the recognition of political rights to foreigners.
Law 3852/2010: "New Architecture of Local Government and Decentralized
Administration - Kallikratis Program" foresees a new institution, the Immigration Integration
Council (SEM), in each municipality as a substantial effort to integrate immigrants into local
societies. The TECs are included in the consultation institutions together with the consultation
committee and the supporter of the citizen and the company.
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Law 3853/2010(FEK A90): the procedure to establish a company becomes very simple.
The General Commercial Register is established and it is through which the process of
Establishing Private and Capital Companies through the One Stop Services (IMS) was simplified.
Investment Law 3894/2010, for major investments in Greece involving public and
private entities of third country nationals in Greece, both natural and legal persons. The
relevant provisions of the laws on the establishment of a sole proprietorship and a company in
general (limited, limited liability, partnership), as well as a branch of a foreign company.
A) Supporting documents for the start of individual businesses:
1) Forms from the tax office (M1 and M2) completed.
2) Lease contract certified by the owner's tax office. If the site is privately owned or
provided free of charge, other proofs are needed.
3) Certificate of registration in a chamber where required.
4) Certificate of registration or exemption from an insurance institution (OAEE etc).
5) Authenticated or authenticated photocopy of the original(s).
6) For foreigners outside the EU, a passport and residence permit and (independent)
work of at least one (1) year or independent economic activity.
7) Permit for establishment by Prefecture for industrial - craft units and professional
workshops and warehouses in Prefecture of Attica.
An essential prerequisite for the commencement of commercial activities in Greece of
third country nationals is the issue of a permit (Article 9 of Law 3386/2005). The categories of
licenses under which a commercial activity may be exercised are provided in Law 3386/2005 as
it is in force and are as follows:
1) Residence permit for dependent work.
The document No. 1006596/284/IA/24-1-2005 clarifies that no work commencement
certificate is issued to non-EU nationals who hold a residence permit for dependent work.
Exceptionally, a third-country national holding a ten-year residence permit can obtain a work
start certificate for any activity.
2) Residence permit to provide independent services or work.
The holder of this permit can only start work for the provision of independent services
or a project based in his home (e.g. a translator), even the person who has terminated his leave
74 | P a g e

and has deposited his papers for renewal, as well as the holder of a permit or certificate under
article 15 par. 5 of Law 3386/2005 concerning the change of the type of work permit from a
dependent on the provision of independent services or work.

7.2. Legislation in Italy
Section developed by: EURO-NET, Italy

New zero-interest companies
(https://www.invitalia.it/cosa-facciamo/creiamo-nuove-aziende/nuove-imprese-atasso-zero)
New Companies at Zero Rate is the incentive for companies to be formed in a corporate
form made up of more than half of people aged between 18 and 35, or more than half of
women. The benefits are in the form of a zero interest loan, which can last up to eight years, for
an amount not exceeding 75% of the eligible expenses. The benefits are valid throughout Italy
and provide for the zero-rate financing of business projects with expenses up to 1.5 million
Euros. It is “a sportello announcement” (who arrives first takes the money): this means that
applications can be submitted until there are funds available.
It addresses:
- micro and small companies with legal and operational headquarters in Italy;
- persons who want to set up a company provided that, within 45 days after receiving
the communication of admission to the facilities, they demonstrate the establishment of the
company and the possession of the requirements.
Non-EU citizens, members, administrators, legal representatives, or those who assume
an administrative position, must be regularly resident in Italy and possess, at the time of
application, legal requirements (age and sex) and a residence permit valid for at least 12
months, with the following reasons:
- self-employment (that is, for an industrial, professional, craft or commercial activity, to
establish joint-stock companies or persons or to access corporate offices);
- vocational training (e.g. for one of the following reasons: employment, waiting for
employment, family reasons, humanitarian reasons - refugee status), to be converted later, in
order to conclude the loan contract, in residence permit for reasons of self-employment, by
submitting an online application to the Immigration Office of the competent Prefecture.
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Smart&Start Italia
(https://www.invitalia.it/cosa-facciamo/creiamo-nuove-aziende/smartstart-italia)
It supports the birth and growth of innovative startups throughout the Country. Who
can apply for a loan:
- small innovative start-ups, established no more than 60 months ago. A start-up is
considered innovative if it is a capital company made up in the past 60 months, offers
innovative products or services with high technological content, has a production value of up to
5 million Euros;
- team of persons who want to set up an innovative start-up in Italy, even if residing
abroad or of foreign nationality.
Smart & Start Italia finances the birth and growth of innovative start-ups that:
 have a strong technological content;
 operate in the digital economy;
 enhance research results (research spin-off).
Projects with expenses between 100.000 Euros and 1.5 million Euros can be financed.
Smart & Start Italia offers:
- a zero interest mortgage up to 70% of the total investment. The percentage of funding
can go up to 80% if the start-up is made up exclusively of women or young people under 35, or
if there is at least one Italian research doctor who works abroad and wants to return to Italy;
- a no-repayable grant equal to 20% of the loan, only for start0ups based in Abruzzo,
Basilicata, Calabria, Campania, Molise, Puglia, Sardinia and Sicily.
Start-ups established for less than a year can count on technical-management assistance
services in the start-up phase (financial planning, marketing, organization, etc.).
There are no deadlines: Invitalia evaluates the applications according to the order of
arrival, until the funds run out.
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Resto al Sud
(https://www.invitalia.it/cosa-facciamo/creiamo-nuove-aziende/resto-al-sud)
It is the incentive that supports the emergence of new entrepreneurial activities
initiated by young people in the regions of Southern Italy. The benefits are addressed at young
people between 18 and 35 who:
- are resident in Abruzzo, Basilicata, Calabria, Campania, Molise, Puglia, Sardinia and
Sicily at the time of application for funding;
- transfer residence to the regions indicated after successful communication;
-do not have a permanent employment relationship for the entire duration of the loan;
-do not already hold other business activity in progress.

SELFIEmployment
(https://www.invitalia.it/cosa-facciamo/creiamo-nuove-aziende/selfiemployment)
It is a Youth Guarantee program managed by Invitalia aimed at young people who have
a strong aptitude for self-employment and entrepreneurship. Thanks to this initiative, Invitalia
gives the possibility to apply for a zero-interest loan to start up its business initiative. Although
SELFIEmployment is a project dating back to 2016, 114.6 million Euros are still available today;
it is therefore a good opportunity for those without work but having good entrepreneurial
skills.
To access the funding you must be:
 between 18 and 29 years;
 NEET (Not in Education, Employment or Training), e.g. without a job and not
involved in study or vocational training;
 enrolled in the Youth Guarantee program, regardless of participation in the
accompaniment path aimed at self-employment.
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Cultura Crea
(https://www.invitalia.it/cosa-facciamo/creiamo-nuove-aziende/cultura-crea)
"Cultura Crea" is aimed at the micro, small and medium-sized enterprises from the
cultural and creative area, including to teams of people who want to set up a company in the
third sector subjects who want to carry out their investment projects in Basilicata, Campania,
Puglia, Calabria and Sicily.
In particular, the incentive for "Creating new businesses in the cultural industry"
finances:
- a team of persons who want to set up a company, provided that the constitution takes
place within 30 days from the communication of admission to the facilities;
- companies set up in a corporate form no longer than 36 months, including
cooperatives;
- the incentive for "Support to the third sector of the cultural industry" funds companies
and third sector subjects. In particular:
- Onlus;
- Social enterprises.

7.3. Legislation in Austria
Section developed by: Danube University Krems, Austria
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1. Introduction
Every citizen of an EU state, EEA state or Switzerland can set up a business in Austria.
Citizens from other countries must hold a residence permit. A person can set up a business if
he/she is 18 years old and has no criminal record.
This chapter presents the legal framework provisions for starting up a business in Austria. It
covers the following topics:
-

Trade licenses
Business permit
Business legal forms
Taxes and insurances for business
Registration documents

2. Trade licences
Firstly, let’s take a look at what the trade license is and how it is defined legally.
For any form of commercial activity, as a first step, you need to register your business as
you need a trade license. Registering your business to get your license is free of charge. It is
important for regulating your rights and obligations as a business owner.
In Austria we can talk about three types of trades:
1. Free trades (without qualifying certificate, regulated in the same manner across Austria
since 2013), e.g.
- services in automatic data processing;
- office work;
- petrol stations;
- commercial enterprises;
- advertising agencies;
- fingernail modeling;
- assembly of furniture kits.
2. Licensed trades and crafts (Certificate of Professional Competence required), e.g.
- butchers;
- management consultants;
- insurance agents;
- carpenters;
- beauticians.
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3. Licensed trades, subject to special authorisation, (known as “legally regulated trades”),
e.g.
-

builders;
pyrotechnics companies;
master carpenters;
commercial financial consulting;
gas and sanitary engineering.

It is important that you know the trade to which your business corresponds.

Table 3 Types of Trade and their Requirements
Types of Trade
Free trade:

Licenced Trade:

Officially regulated
Trade:

Certificate of
Professional Competence
No Certificate of Professional
Competence necessary; but
you do need a trade licence
You need a Professional
Competence

Commencement of work
Upon registering the trade

Upon registering the trade
once the Certificate of
Professional Competence is
available
You need a Certificate of
As soon as the trade
Professional Competence and a authority issues the legally
reliability information
effective ruling
Source: WKÖ, Grunderservice, 2018, p. 14.

3. Business permit
Choosing and planning a location are important factors for your company’s success. A wide
variety of criteria are important to consider setting up the business, including:










land zoning;
traffic (access road, parking areas, shipping and receiving options);
proximity to raw material supply;
availability of manpower;
distance from suppliers and customers;
subsidies and public funding;
environmental regulations;
land costs;
level of competition;
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purchasing power;

Taking all of these influential factors into account when considering a business location will
help you operate your business successfully on the long term.
Business premises are defined as “any facility that is fixed in a single location and is used in
order to conduct a business activity. Generally, these business premises (including new buildings
or conversions) require a licence in accordance with the Industrial Code” (WKÖ, Grunderservice,
2018, p. 15). This means that you must apply for a business premises permit.
Commercial business premises include:
-

Workshops;
Hotels;
Guesthouses;
Parking areas for lorries;
Garages.

You must obtain a permit if the business premises pose a risk to the health of the
operator, the neighbors or the customers:
-

-

pose a risk to the property or other real rights of the neighbours;
significantly compromise traffic safety and flow;
has a detrimental effect on the quality of watercourses, in so far as no requirement for
approval has yet been introduced in relation to the regulations governing water and
water conservation;
compromise the practising of religion in places of worship, education in schools, the
operation of hospitals and sanatoriums or the operation of other facilities serving the
public interest (WKÖ, Grunderservice, 2018, p. 15).

4. Business legal forms
Several different legal forms of a business exist in Austria. One of the basic decisions you
need to make is to choose properly the legal form of your business; secondly, you need to
decide if you are going to set up your business alone or with a partner.
Some advantages of founding a business with partner/partners can be listed as:
-

Complementary experience, knowledge and skills;
Better work distribution and saving of time;
Easier raising of capital;
Less founding risk;
More dynamic business growth;
Greater chances of success. (WKÖ, Grunderservice, 2018, p. 17)
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However, keep in mind that partnership carries its own risks. You should consider very
carefully if the partnership is the right choice and if the business partner you found is the right
one. You can consider the following questions carefully before you decide, maybe even with
your partner:
-

Do you already know your future business partner? Have you already worked with them
constructively and efficiently in a team?
Are their finances and private life in order?
Do they have the personal aptitude to be an entrepreneur? Do they enjoy a good
reputation in the sector of business you are aiming to work in?
Is the “chemistry” good between your business partner and you?
Could your business partner also successfully found and run a business without you?
Why do they need you?
What would be the consequences for you if the partnership were to fail? (WKÖ,
Grunderservice, 2018, p. 17)

The most common legal forms of a business in Austria are:






Sole proprietorships (eingetragener Unternehmer” or e.U.)
Company Constituted under Civil Law (Gesellschaft bürgerlichen Rechts –GesbR)
General partnership (Offene Gesellschaft – OG)
Limited partnership (Kommanditgesellschaft – KG)
Private limited company (Gesellschaft mit beschränkter Haftung – GmbH)

“A company’s legal form defines both the legal relationships within the enterprise and those
with external parties” (WKÖ, 2018, p. 18). There is no “ideal” form; it totally depends on the
conditions of your business and the partnership. Thus, carefully consider the criteria of
personal, tax, administrative and commercial law when choosing a legal form for your business
after evaluating the pros-and cons of each form.
Table 2 presents a summary of legal forms with the most important criteria that define
them. It gives a good overview of the requirements for each legal form. You can use this
information to decide on the legal form that your business may take.
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Table 2 Summary of Legal Forms
Social
insurance

Company/Trade
register

The
entrepreneur
or managing
Full liability,
director
Income tax
up to the limit under trade on profit up
of personal
law must
to max.
assets as well
possess a
55%
certificate of
professional
competence

Compulsory
insurance
in accordance
with GSVG
(= Social
Insurance
Act for Trade
and Industry)
with the Social
Insurance
Authority for
Business*

Entry from
point of
reaching level
of mandatory
submission of
accounts,
optional
before that

All
shareholders
Every
Each
fully liable, up shareholder
individual
to the limit of must have all shareholder
personal
trade
liable for
assets
licences
income tax
as well

Compulsory
insurance for
shareholders
in
accordance
with
GSVG for
business
Activities

Liability

Sole
proprietorship
eingetragener
Unternehmer e.U.

Company
constituted under
civil law (GesbR)
Gesellschaft
bürgerlichen Rechts
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Trade law

Tax law

No registration

Official
company
name/
designation
Unregistered
sole
proprietor:
first name
and
surname;
registered
sole
proprietor:
company
name
derived from
surname,
the object of
the
company or
imagination
Indication of
the
existence of
such a
company
under civil
law (GesbR)

The company
carries the
trade
licence: one
fully
liable
All partners partner or an
General business
fully liable, up
employee
partnership (OG)
to the limit of liable for full
Offene Gesellschaft
personal
social
assets as well
security
contributions
must provide
a certificate
of
professional
competence
The company
Full partner
carries the
fully liable,
trade
limited
licence: one
partner only
fully
Limited
liable to the
liable
commercial
amount of
partner or an
partnership (KG)
the limited
employee
Kommanditgesellschaft
partner
liable for full
capital
social
contribution
security
(=freely
contributions
determinable) must provide
a certificate
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Each
individual
partner
liable for
income tax

Like sole
proprietorship:
every partner
is insured with
the Social
Insurance
Authority for
Business

Each
individual
partner
liable for
income tax

Full partner
compulsory
self-employed
insurance
(GSVG).
Limited
partners:
ASVG
insurance if
working in the
company,
otherwise
compulsory
insurance in

Registration
required –
company does
not
exist until it is
registered

Company
name
derived from
surname,
the object
of the
company or
imagination
plus “OG”

Registration
required –
company does
not exist until it
is registered

Company
name
derived from
surname,
the object of
the
company or
imagination
plus “KG”;
limited
partner's
name may
not be
used

of
professional
competence

Limited liability
Company (GmBH)
Gesellschaft mit
beschränkter Haftung

In principle,
the
company's
assets
(minimum
share capital
of EUR 35,000
or EUR 10,000
with the
founding
privilege)
cover the
company's
liabilities
payable;
managing
director
under
trade law may
be liable in
some cases

The GmbH
carries the
trade
licence;
managing
director
under
trade law
with
certificate of
professional
competence
must also be
managing
director
under
commercial
law or an
employee
liable for full
compulsory
insurance
coverage

accordance
with GSVG

GmbH
liable for
corporation
tax (25%
for
retained
and
distributed
profits);
distributed
profits
subject to
capital
gains tax
(27.5%) ;
minimum
corporation
tax - EUR
500 p.a. for
first five
years

According to
ASVG for
companymanaging
shareholder
with limited
shares,
otherwise
compulsory
insurance
according to
GSVG

GmbH only
exists upon
registration:
articles of
association in
the form of a
notarial deed

Source: Adapted from WKÖ, Grunderservice, 2018, pp. 28-29.
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Name
derived
from
surname,
the object of
the
company or
imagination
plus “GmbH”

Limited Liability Company (GmBH)
This is one of the most common legal forms in Austria. GmbHs may be used for
commerce and trade, industry, retail and wholesale businesses, services and insurance broker
business. Yet, you cannot use it for pharmacies, pension funds, employee provision funds,
mortgage banking business, private equity funds, political activities and the insurance business.
It may be formed by either one or several shareholders. In GmbHs “the shareholders of
a GmbH do not bear liability towards the GmbH’s creditors for the GmbH’s obligations
(separation principle)” (AKA, 2018, p. 13). To be able to form a GmbH, a nominal capital of at
least € 35,000 should be invested This is called “the statutory minimum capital” (share capital)
and the capital can be provided through contributions in cash or in kind.
5. Taxes and insurances for business
Tax and the insurance are the crucial issues that may cause financial and legal trouble to
your business if they are not properly done. You do not need to be a tax expert, but you need
to be able to follow your tax and insurance requirements.
As a business owner, you have some important tax obligations. The most important tax
obligations are:
- To provide notification of the opening of your business and its location within one
month of the date on which activities commence, by submitting a business startup form.
- To pay, by the required date, the quarterly advance installments of income tax (or
corporation tax in the case of business corporations), as stipulated by the Revenue
Office.
- In the case of businesses liable for value-added tax, to submit monthly or quarterly
advance VAT returns in good time and to pay the amounts resulting there from.
- To complete and submit annual tax returns (WKÖ, Grunderservice, 2018, p. 37).
6. Registration documents
You may need different documents for different types of legal forms. But in general, for
setting up a company you need the following documents:
- passports or IDs, which must be notarized, depending on the shareholders’ nationality;
- the company’s statutory documents which are represented by the Memorandum and
the Articles of Association;
- a lease contract which proves the local address the company will have in Austria;
- information about the company’s managers or directors, such as the passport or ID
copies;
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-

information about the share contribution of each shareholder;
corporate bank account information showing the initial capital.

As there are different steps and stages for each legal type of business, we will present two
most common forms: sole proprietorship and GmbH.
Figure 1 presents the stages for founding a sole proprietorship business. A more detailed
description of each step can be found in the guideline prepared by WKÖ, Grunderservice in
2018.
Figure 4 7 Stages of Founding a Sole Proprietorship
1. Consultation on founding, financing and legalities

2. Declaring the foundation of a new business or the transfer of a business to
Austrian Federal Economic Chamber (NeuFöG)

3. Trade registration: Registering a trade online: Contact the Start-Up Service or
the local or regional office of your Austrian Federal Economic Chamber

4. Reporting all employees to Regional Health Insurance Company (GKK)

5. Registering with the Social Insurance Institute for Trade and Commerce for trade
social insurance

6. Reporting your trade activity and applying for a tax ID number at the Revenue
Office

7. Applying to Community/City a zoning certificate and a building permit (usage
permit)

Source: Created by the author based on the information on (WKÖ, Grunderservice, 2018, pp.
118-119).
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GmbH is a little different that a sole proprietorship. Articles of association, shareholders’
resolutions and entry in the company register are extra steps. Figure 2 presents the 11 steps for
founding a GmbH. For a detailed description of each step have a look at the guideline prepared
by WKÖ, Grunderservice in 2018.
Figure 5 11 Stages of Founding a GmbH
1. Consultation on founding, financing and legalities

2. Declaring the foundation of a new business or the transfer of a business to Austrian
Federal Economic Chamber (NeuFöG)

3. Articles of association / Establishment declaration The founder(s) must obtain
articles of association in the form of a notarial deed

4. Shareholder's resolutions: These resolutions concern the appointment of the
managing director(s) and the assignment of authority of representation

5. Bank confirmation: Payment of the equity capital (the minimum equity capital is EUR
35,000

6. Entry in the Company Register/application for registration

7. Trade registration: Registering a trade online: Contact the Start-Up Service or the
local or regional office of your Austrian Federal Economic Chamber

8. Reporting all employees to Regional Health Insurance Company (GKK)

9. Registering with the Social Insurance Institute for Trade and Commerce for trade
social insurance

10. Reporting your trade activity and applying for a tax ID number at the Revenue
Office

11. Applying to Community/City for a zoning certificate and a building permit (usage
permit)

Source: Created by the author based on the information on (WKÖ, Grunderservice, 2018, pp.
123-125).
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8.4. Legislation in Romania
Section developed by: Predict CSD Consulting, Romania

STEPS IN OPENING A SRL (LLC) COMPANY IN ROMANIA
Table of contents
1. Introduction
2. Creation of the founding folder
a. Identification of the main business activity together with the secondary
activities (if applicable)
b. Name reservation of the future company
c. Establishment of the social headquarter of the future company
3.
4.
5.
6.
7.
8.
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Drafting the Constitutive Act
Creating a bank account for the future company
Filing the documentation and company registration
Reception of the company files
Costs
Final notes

1. Introduction
Any person that wishes to open a business in Romania will have to follow a series of steps in the
process. The company opening manner in Romania is regulated by the Law no. 31/1990 and the
public institution in charge for this process and the entire evidence of Romanian companies is
the ONRC (National Trade Register Office), this being subordinated to the Ministry of Justice.
The next chapters describe in details the necessary actions to be taken in order to open a SRL
(LLC)-type firm.
2. Creation of the founding folder
This major activity implies some sub-actions that will conclude in a complete folder with
documents/files necessary to officially register the company. These sub-actions are:
a. Identification of the main business activity together with the secondary activities
(if applicable)
In details, this step implies mentioning the main activity of the business together
with the secondary activities (if any). In Romania the activity or activities of a
firm is regulated through a special code (entitled CAEN = National Economical
Activities Classification). Each company must have at least 1 (one) main CAEN
code, and can additionally have multiple secondary CAEN codes, representing
multiple activities able to be developed by that specific company. A full list of
CAEN codes and their representation can be found at: http://coduricaen.info/.
In order to avoid paying extra fees later on, related to adding new or secondary
codes for a company, it is advisable to include them all in the beginning in the
constitutive act.
b. Name reservation of the future company
This activity implies completing a specific form mentioning at least 3 potential
names for the future company, while more than 3 are always welcomed. Once
this form is completed, the business initiator can submit it for revision at ONRC
(National Trade Register Office) directly, in printed version or online at:
portal.onrc.ro. The name verification and checking is done at national level;
once the verification is done and once of the mentioned names is available, the
name reservation is complete and the business initiator is filled with a certificate
stating the future company name. Such certificate is valid for a period of 3
months from the date of issue.
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c. Establishment of the social headquarter of the future company
This process needs to be done in order to prove the location of the future social
headquarter of the future company. In order for a building/house, an apartment
or a commercial space to be able to be used as social headquarter for a company
in Romania, the business initiator has to make the proof of establishing the right
of use on the real estate, through a loan contract, a renting contract or through
property acts, where the initiator is the sole owner of the place.
While the social headquarter of a company in Romania can be in an apartment, it
is necessary also to have the agreement of neighbors neighboring the apartment
(common walls up and down as well as on the side) or the agreement of the
tenants’ association in order for the social headquarters to be established as
such.
If in the same location (real estate), several companies are listed with their social
headquarters, the future administrator or any of the shareholders need to give a
statement at his own risk, authenticated by a notary regarding the compliance
with the conditions regarding the registered office (social headquarter), and by
this meaning that the real estate, by its structure and useful surface allows the
operation of more than one company, in multiple rooms or spaces, distinctly
shared.
Moreover, an extra form need to be completed, respectively the REQUEST
addressed to ANAF (National Agency for Fiscal Administration) necessary for
obtaining the certificate issued by the competent fiscal administration, which
certifies the fact that for the real estate with a whither of social headquarter
wasn’t registered an other document for the alienation of the right of use over
the same property, onerous or free of charge.
3. Drafting the Constitutive Act
In order for a company to be registered, a constitutive act for the company needs to be drafted.
The Constitutive Act represents a document including the following aspects: the associates, the
shareholder(s) as well as their power of representation in the company. This document needs
the signatures in original of all the associates. Once this document is perfected, the company
has to be registered at ONRC (National Trade Register Office) within 15 days.
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4. Creating a bank account for the future company
This action can be done at any available bank branch. The future company administrator or an
other authorized third party must bring one original copy of the Constitutive Act (realized at
step 3 – see above) together with the name reservation (attained after step 2 – see above) and
deposit de social capital of the future company (a minimum of 200 RON as stated by the law).
Once the documents presented are reviewed by the bank’s representative, the deposit is
granted and the administrator or an other authorized third party will receive a document
confirming the deposit of the social capital for the future company. In order to complete this
step, the administrator or an other authorized third party may be charged for a specific
fee/commission for the opening of the bank account. This represents, though, a temporary
bank account until the company will be fully register within the institution in charge.
5. Filing the documentation and company registration
This action requires all above steps to be completed foremost; it simply consists in filing a set of
papers/documents/files at ONRC (National Trade Register Office) already attained by strictly
following the above mentioned steps. These documents are:
 the name reservation – in original;
 the Constitutive Act – in original;
 the document proving the deposit of the social capital: the bank statement/receipt (for
cash contribution)
 copies of ID cards of both the associates and the administrator (with the mention
“according to the original”), signed and with the names in writing; the person who is
submitting the paperwork at ONRC (National Trade Register Office) needs to present the
ID card in original.
 the rental/loan contract or the act of property in copy (the mention “according to the
original”) signed and with the name of the person signing in writing;
 the agreement of neighbors neighboring the apartment (common walls up and down as
well as on the side), if the social headquarter of the company is in an apartment;
 the REQUEST addressed to ANAF (National Agency for Fiscal Administration) necessary
for obtaining the certificate issued by the competent fiscal administration, which
certifies the fact that for the real estate with a whither of social headquarter wasn’t
registered an other document for the alienation of the right of use over the same
property, onerous or free of charge.
 the declaration at own risk, authenticated by a notary regarding the compliance with
the conditions regarding the registered office (social headquarter), and by this meaning
that the real estate, by its structure and useful surface allows the operation of more
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than one company, in multiple rooms or spaces, distinctly shared – only in case the
social headquarter is shared by multiple firms.
a declaration at own risk regarding the holding of the unique associate quality in a single
Limited Liability Company (SRL in Romania) – a declaration that can be obtained directly
at ONRC (National Trade Register Office) at the Assistant Office;
form – specimen of the administrator’s signature – given in front of the personnel at
ONRC (National Trade Register Office);
declarations at own risk (in original) given by the associates and the administrator(s) out
of which it states that they meet the legal conditions for holding these qualities - can be
obtained directly at ONRC (National Trade Register Office) at the Assistant Office;
the REGISTRATION REQUEST FORM;
the ANNEX – FISCAL REGISTRATION FORM;
standard statements at own risk, signed by the associates or the administrator(s) out of
which it is stated the following:
o the legal person fulfils the conditions of operation provided by the specific
legislation in the sanitary, veterinary, environmental and labor protection fields
for the activities specified in the standard statement (see above);
o the agreement on processing the personal data is being offered.

If the file is completed and correctly prepared, the company will be registered normally in 3
working days from the day the folder was submitted for review. In case certain files are missing,
the folder will be withhold up to the date it shall be completed, though with a deadline of 15
days. If it is not possible to fill in within this deadline, a delay of up to 15 days may be requested
if it is made before the expiry of the first term. If the dossier is still not filled in properly and in
the specified timeframe, it will be rejected, without the possibility to recover the fees already
paid.
6. Reception of the company files
The applicant will receive a sheet, once the files will be submitted, a sheet in which it will be
specified when it will be possible to collect the original documents of the company (the
registration certificate, the certificate(s) showcasing the authorization of the company's
business activity and the resolution of the director). The documents will be collected, when
ready, by the same person(s) who submitted them.
Once the reception of the company documents is done, the administrator or an other
authorized person should pay a visit to the bank where the bank account was open in order to
fully register the company’s bank account and make it a permanent one.
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7. Costs
The specific fees for opening a SRL (LLC-type) company in Romania are approximately 120 RON
(equivalent of approximately 30 EUR), if the administrator completes the above described steps
by himself. An other option is to contract a law office to take in charge this entire process, in
which situation the honorary fee might end up somewhere between 300 and 450 RON (60 to
100 EUR in equivalent).
8. Final notes
The entire action of opening a company in Romania might be a bit tricky and time consuming,
but following the steps described below, in a correct manner, might save you a lot of time and
effort in the process.

95 | P a g e

7.5. Legislation in Sweden
Section developed by: IFALL, Sweden

In order to open up a limited company in Sweden, there are several steps you must
consider. These are generally the following:





drafting the Memorandum of association and articles of association
subscribe and pay for share
sign the Memorandum of association
apply for registration and pay for the corresponding fees

Initially, once you decide to have a limited company opened, the first thing to be done is
check with the responsible institution (Swedish Companies Registration Office) if the name you
have chosen for your company is available and can be used in drafting the further
documentation. Once this is done, the next important step is to draft a document entitled
Memorandum of association that needs to include information about the board members of
the future company as well as the articles of association, that includes normally also the
business name and the business activities. Such a company may be funded by one or more
persons. The founder can be either a physical person or a legal entity.
In Sweden, as a founder of a company you may also buy shares. The shareholders must
also be subscribed in the Memorandum of association, which is signed by all stating also the
number of shares each one buys. Once this process is finalized, the limited company is formed.
In terms of budget, in order to open the company, the share capital must be deposited
either in a bank account or valued in assets other than money (usually called also as
contribution in kind). For such a company the minimum share capital for a private limited
company is at least SEK 50 000.
The next step is the completition of the registration form, which must be completed and
filled for revision in 6 months after the Memorandum of association is being signed. A fee must
also be paid once the registration form is being filed. The registration can be done in person or
online. Once the institution (Bolagsverket) in charge with the registration process of companies
decides to register the company, it receives a registration number and a certificate of
registration in Swedish. Acquiring the certificate of registration is the final step for a company
to become a legal entity and thus, start its activity.
References
https://bolagsverket.se/en/bus/business/limited/2.1147/set-up-a-limited-company-1.10728
http://www.companyformationsweden.com/
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Chapter 8: Case studies and exercises
8.1. Case studies in Italy
Section developed by: EURO-NET, Italy

1. YAFREISY BERENICE BROWN OMAGE. A young entrepreneur living in Italy since
2012. She arrived in Rome from Dominican Republic and got married to an Italian.
She took over a supermarket that was going to close and, after a few years, the
financial situation improved to such a level that now she has 15 people working at
the shop. She got the Money Gram Awards for young entrepreneurs in 2017.
2. MARIE TERESE MUKAMISTSINDO is another Money Gram Awards winner – in 2018.
Her story begins 22 years ago, when she left Rwanda and, after travelling through
Congo, Kenya and Tanzania, reached Italy, where she lived in a reception center with
her kids. In 2001, taking advantage of her experience, she started working in the
field of the reception of asylum seekers and refugees, with a project funded by the
Italian Ministry of Interiors. In 2004 she was among the founders of the social cooperative Karibu, running social and integration projects in Latina, near Rome. For
more information about the co-operative activities, see the website
www.cooperativakaribu.it.
The following experience is interesting, and even if takes place in France, it is worthy to
be mentioned, because it offers some stimulus and ideas to migrants willing to start their
business in other nations as well.
3. MEET MY MAMA - TURNING A LOVE FOR COOKING INTO A CAREER. Their names
are Entissar, Soraya and Nitha, and they come from Syria, Algeria and Sri Lanka. The
start-up, which was founded in 2016 by three young business school graduates,
Youssef Oudahman, Donia Amamra and Loubna Ksibi, aims to "identify and promote
the culinary talents of mamas from the four corners of the world”. It has helped, in
the last few years, about 30 women, half of them refugees, to start careers in
cooking. Meet My Mama puts women in touch with companies that hire them to
cook lunches, special buffets or cocktails. The cooks are paid after helping at each
event.
For
further
info,
you
can
look
at
the
website:
www.infomigrants.net/en/post/8054/turning-a-love-for-cooking-into-a-career-forrefugee-women.

97 | P a g e

Section developed by: EURO-NET, Italy

1. GHAPIOS GARAS. Egyptian, 47, lives in Buccinasco where he manages his company,
Simpatico Network Srl, specialized in Computer Science. The company, which markets
electronic devices, has distinguished itself over the years for its expertise and reliability,
becoming a reference point in terms of technological updating for hundreds of public
and private customers. It sells over 16 thousand products in more than 20 countries and
is a Microsoft partner.
2. REZA PAYA. 35 years old, born in Iran. In Sassari, where he currently lives, in 2015 he
founded ARMnet, a startup that offers an application that allows operators to identify,
quickly and immediately, on the tablet or smart phone the different points of
intervention and the areas of passage of underground networks. ARMNet is a
technological challenge representing a fundamental digital solution for the development
of the national cadastre and for the management and maintenance of underground
infrastructures, synergically integrating the power of GIS platforms with the immediacy
of Augmented Reality. The project has already been financed.

8.2. Case studies in Greece
Section developed by: Aristotle University, Greece

1. Laylali. Laylali is a hair dresser shop in Athens, that has the form of a co-operative
company created by an immigrant - Manasef from Pakistan. The company operates in
the area of Agios Panteleimonas in Athens that has been at the center of dispute due to
the large number of refugees and immigrants and the exploitation of the issue from
Golden Dawn party. Up until now the company has two hairdressers while it aims to
expand its services. The company corresponds to current and future needs of the
population of the area but also aims to offer work to immigrants and refugees that have
an expertise in this field.
2. Damascus Flower. Is the new restaurant that opened and currently is run by the 37year-old Ayam, a Syrian refugee living in Thessaloniki. Ahjam left about 2 years ago from
Deir al-Zhor, a Syrian city near the border with Iraq, along with his family and his three
children. His restaurant stands out as an example of how integration of refugees can
take place while it can work as a model for other immigrants and refugees that currently
leave in Greece.
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3. Chinese immigrants. In Greece there are over 30.000 people who mostly live in Athens,
Thessaloniki and Crete. A big percentage of them operate their own company. A very
successful example is that of Wang Danqing which owns a tourist company in
Thessaloniki. He opened his company 9 years ago and now the company is doing very
well due to the interest shown from Chinese tourists to visit Greece. In his company he
employs 4 persons, out of which 3 of them are of Chinese origins and immigrants and 1
is Greek.

8.3. Case studies in Romania
Section developed by: Predict CSD Consulting, Romania

1. Jean Valvis. An entrepreneur born in Athens, who studied in Geneve and who is
currently doing business in Bucharest. After a visit in Romania, to be a consultant for a
Swiss company, Jean Valvis returned to Romania to open a business. He saw a potential
on the market for bottled water and thus, opened the mineral water production
company called Dorna Apemin SA in 1994. The company owned then the name for the
following trademarks: Dorna, Izvorul Alb and Poiana Negrii. He further extended his
business and opened Dorna Lactate and the brand La Dorna focusing on products made
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out of milk. In 2002 he sold the company Dorna Apemin SA to Coca-Cola HBC for about
40 millions (EUR) as well as the brand La Dorna to Lactalis. After only 2 years, though, he
invested in another manufacture, in the same field of bottled mineral water, now
creating the brand – Aqua Carpatica.
2. Mohamad Murad. The biggest investor in tourism in Romania, Lebanese Mohamad
Murad came in Romania in 1982 to study medicine. After practicing it for about 2 years,
he opened businesses in the tourism sector, real estate and food industry. Currently he
owns multiple hotels on the seaside in Romania, real estates but also food brands such
as Mandy Foods, Spring Sauce and Hora.
3. Joseph Hadad. He opened up a business out of his passion for cooking. After a carrier of
almost 3 decades in well-known chefs from all over the world, 6 years ago he decided to
become an entrepreneur, in Romania, and opened a restaurant in Herastrau area – a
very well-known area in Bucharest. He named the restaurant after himself - Joseph by
Joseph Hadad which represents today a fine dine brand and a well-known landmark in
Bucharest gastronomy. His future plan is to extend his business, with a new location and
maybe also with a new concept of – brasserie type - bistro, with an international menu,
which will contain affordable dishes for as many people as possible.

8.4. Case studies in Austria
Section developed by: Danube University Krems, Austria

1. Özlem Taskin Önen: founder of a multi-disciplinary atelier
Özlem is a 41 year old migrant from Turkey. She is an architect and she moved in Vienna
for her post graduate education in 2005. She is the owner and founder of an atelier
called commonroom. Together with artists from different areas, she founded a multidisciplinary atelier/studio, where workshops on ceramics, arts and design are offered. In
addition, independent artists can open up exhibitions. Her idea was to open up a hobby
room just for herself and for her partner. However, it grew bigger and turned into
common and inclusive open space for a wide range of target groups such as children,
youth and adults as well as artists, performers, and other entrepreneurs. Right now
many volunteers are involved in the atelier. It has become quite international, where
workshops or activities are offered in a mix of German and English. Moreover, they also
offer workshops in languages such as Spanish, and Turkish. It has become a connecting
place bringing different communities together and delivering interesting activities and
programmes. Commonroom definitely fills in a gap in art and social life in Vienna.
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2. Habib Ghulamshaki: owner of a coffee shop
Habib is a 40 year old entrepreneur in Vienna who has a coffee shop in the heart of
Vienna. He imports 47 varieties of raw coffee as well as tea and cacao and has the coffee
roasted in his own manufacture in Lower Austria. In addition, for the last 7 years he has
been offering barista courses. He moved in Vienna in 2000 from Afghanistan. He received
his secondary school degree after his arrival and started to work as a barista based on his
passion for coffee. He started offering barista trainings in 2013 and after he could save
enough, and draft his business concept, he opened his own coffee shop in 2015.
Currently he also owns a company for roasting raw coffee. He wants to expand but in
accordance with his income. He does not accept offers from investors as he prefers to act
independently.
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3. Ayse Ünlü: Ownwer of a beauty salon.
Ayse Ünlü is a Turkish woman who set up her beauty salon in 2015 in Innsbruck after
working several years at the hotels. She completed all necessary trainings and equipped
herself with necessary skills. Currently she employs 4 employees: 2 with a Turkish
migration background, 1 with a Romanian migration background, and 1 Austrian. They
offer numerous state-of-the-art beauty treatment services and are specialized in
different hair removal techniques as well as in medical cosmetics. While she started with
3 clients per week, right now she is fully booked throughout the year due to their highquality service. In addition to their professional know-how, their positive attitude and
customer oriented service are the basis of their success.

8.5. Case studies in Sweden
Section developed by: IFALL, Sweden

1. Fairooz Tamimi. He is a Jordanian entrepreneur with international experience. She
started organizations and companies in the Middle East and Sweden. She is building
bridges between Arab entrepreneurs/investors and Swedish companies and
entrepreneurs. She holds a B.Sc in Electrical Engineering. Founding Member of HIC, an
international connections network for Expats and Re-pats in Sweden.
2. Mohannad Sabbagh. Sabbagh, 20, has been roasting cashews, pistachios, chick peas,
and melon seeds in exactly this way ever since his father sent him out aged 12 to work
at the family roastery near Bab Touma gate in Damascus's old city.
"The Syrians love it! It's like their dream shop has opened," Sabbagh says about
Delicious Rosteri, which opened 2 years ago in Möllevaangen Square, the center of the
city's immigrant population, with a dabka folk dance featuring bagpipes and
tambourines.
Lavishly decorated with gold cladding, the shop sells more than 90 varieties of nuts from
its wooden drawers.

102 | P a g e

8.6. Exercises and Tools for Customer Service
Section developed by: CO RI IS, Italy

There are several on-line tools that can be used to practice the implementation of
customer service.
The importance of Good Customer Service
The website www.study.com contains tools about business implementation. A section
of the site is devoted to the development of good customer services, giving you the opportunity
to do some exercises. Look at the link: https://study.com/academy/practice/quiz-worksheetthe-importance-of-good-customer-service.html.
Resolving Customer Service Complaints
A specific exercise can help in dealing with customers’ complaints at the link:
https://study.com/academy/practice/quiz-worksheet-complaint-resolution-in-customerservice.html.
Podcast about customer experience
“Inspiring examples of customer experience, great stories of customer service, and tips
on how to make your customers love you even more”, are the contents you will find on the
website:
www.convinceandconvert.com,
at
the
link:
www.convinceandconvert.com/podcasts/shows/experience-this/. The stories you will listen,
presented in a very funny way, will help you attract and keep more customers.

8.7. Other exercises
Section developed by: Danube University Krems

The Short Test: How much entrepreneurial spirit you have
Respond to the following statements using these indicators: (from Fisher & Koch, 2008)
1 = I strongly disagree
2 = I disagree
3 = I am neutral
4 = I agree
5 = I strongly agree
1. I like to stir things up and promote change.
2. I frequently think outside the box and propose innovative solutions.
3. I don’t mind violating the chain of command in order to get things done.
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4. I don’t believe in strong, hierarchical organizational structures; I prefer more flexibility
in organizations.
5. I am often stimulated by new ideas, new people, and new situations.
6. I generate lots of innovative ideas.
7. I frequently violate the status quo.
8. I often become really passionate and excited about the things I do, but also have
some low points as well.
9. I am rather ambitious.
10. Either my father or my mother, or both, were entrepreneurial people who often
took risks.
Answering key: The higher is your score, the more likely that you are an entrepreneur
Entrepreneurship skills
Which skills are the most important for entrepreneurship? Make a ranking and explain
your reasons why you think they are the most important ones?






















Communication skills
Critical and structured thinking
Problem solving skills
Creativity
Teamwork capability
Negotiating skills
Self-management
Time management
Conflict management
Cultural awareness
Common knowledge
Responsibility
Etiquette and good manners
Courtesy
Self-esteem
Sociability
Integrity / Honesty
Empathy
Work ethic
Project management
Business management
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Fill in the blanks
1. Are there other skills that are important for being a successful entrepreneur? Fill in the
following table according to area of operation for the company in your mind/you plan/
you own?
2. Which one you have? Which skills you lack and you need to improve/develop?
Technical Skills

Business Management
Skills

Personal Entrepreneurial
Skills

3. Can you describe the process of entrepreneurship? Fill in the correct steps of
entrepreneurship.
_____________

___________

_____________

____________

Acquiring the necessary skills
Do you know how you can approve your skills? In addition to day to day practice, you can
have several courses / training programmes, face to face or online. Some of the MOOCs in this
area, you can find in the links below.
https://www.classcentral.com/search?q=soft+skills
https://www.mooc-list.com/course/foundations-everyday-leadership-coursera
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