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HOW TO USE THE CURRICULUM AND TRAINER’S MANUAL
The Curriculum & Trainer’s manual is an outcome of the project SELF REGENERATE. SELF-REGENERATE has
two objectives:
- To increase the capacity of VET students to create more successful enterprises. Thus, enabling them to
become economic drivers of their regions.
- To increase the capacity of VET institutions to provide practical and real enterprise support.
The SELF-REGENERATE curriculum is a combination of three core ideas: an integrated business coaching
model, the Bridge Model and very operative English support. These three ideas increase the chances of local
start-up creation and inevitably helps start-ups seek clients and opportunities abroad.
The SELF-REGENERATE Curriculum & Trainer's Manual is designed for mentors, coaches and educators (i.e.
teachers, assistants and administrators). It is a manual which walks you through each bridge of the Bridge
Model step by step. You will find 4 Bridges of the Bridge model with questions that correspond to each step
of the Bridge. You can use these questions for students to enable them:
- to become well versed in the socioeconomic environment of their regions;
- to become entrepreneurs in their regions;
- to become global entrepreneurs;
- for self-reflection to understand what they have learnt and if they are able to transfer that to the new
learners following them.

Moreover, you will find theoretical information with regards to the 4 Bridges of the Bridge Model included
at each step.
Curriculum & Trainer's Manual both are integral to the success of the project in enabling self-employment in
these regions and supporting trainers to become specialist business coaches in a VET context.
We would like to remind you that you should use Curriculum and Trainer's Manual along with the Video
Tutorials (for VET trainers and students) and Learner’s Manual (where students will find plenty of activities
for each Bridge of the Bridge model). We recommend you to start sessions with students with an Introductory
Video Tutorial and end with the Final Video Tutorial which you will find on the E-learning platform.
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4 BRIDGES OF THE BRIDGE MODEL
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BRIDGE 1
I WISH TO LEARN ABOUT MY REGION -> I AM WELL VERSED IN THE
SOCIOECONOMIC ENVIRONMENT OF MY REGION
Bridge 1 - explains students how to become well versed in the socioeconomic environment of their region. It
guides them in discovering their region by following 5 steps, which will help them to fully understand the real
needs and opportunities of their area. How?
1. By a careful analysis of the strengths and weaknesses;
2. By finding practical solutions to improve the regional context;
3. By looking for Self-Employment and Job Creation;
4. By understating and involving local networks;
5. Finally, by searching for financial opportunities (using perhaps regional, national or international funds).
For a better understanding of Bridge 1, please watch the video tutorial for VET trainers. You can find it
here: Bridge 1 – Video Tutorial.

Steps of the Bridge 1:
At each step of the Bridge you can find questions that will help students analyze their region and become
well versed in socioeconomic environment of their region. We recommend to use Learner’s Manual (where
you will find plenty activities for this Bridge) as additional tool to this Curriculum and Trainer’s Manual to
combine theoretical material with the activities. In addition, there is a Video Tutorial for students to help
them better understand the Bridge.
Learning about my own region

•

Strengths and Weaknesses
- These will be dependent on region, but
weaknesses usually include:
Infrastructure, aging population, high
unemployment, local businesses
struggling, low quality of education or
health service, brain drain)
- Learning to use SWOT Analysis
- Utilising Strengths and Improving
Weaknesses

Which are the most developed sectors in my
region?
What does my region miss/need in terms of
products and services?
In your opinion, what are the strengths of your
region? (list 5 strengths)
In your opinion, what are the weaknesses of your
region? (list 5 weaknesses)
In your opinion, what are the obstacles for
improvements? (list 5 obstacles)
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•

Understanding the mentality of those in my
region
- Opinions on Self-Employment
- Laws and Regulations regarding
Entrepreneurship

Which businesses are most successful in your
region, and why? (name at least 3 aspects)
Which laws and regulation can apply to you as a
business owner? (name 3 pro’s and 3 cons)
What’s the most used legal form of business
adopted by the small medium sized new
companies of your region?
Which type of legal form applies to your (desired)
business and why?

Finding solutions in my region
•

Financial support, improving infrastructure, a
source of motivation, more collaboration
between education and business life, policychange to encourage business creation,
becoming better connected to core regions

Apart from bank loan, what other financial supports
do you know that can finance your business?
What European/national/regional funds are
available in your region?
How many and what kind of business incubators do
you have in your region?
Which policies support your business activity?

Self-Employment and Job Creation
•
•

What is a Social Enterprise
Types of Social Enterprise

Understanding and involving local networks

What is a Social Enterprise (SE)?
Which kind of SE is mostly developed in your region?
Why?
What is a local network and how does it affect your
business?
What’s the concept of local networks (LN), and how
do they affect your business?
How can you be integrated in that LN you identified
as appropriate for your business?
What are the implicit commitments you assume by
participating in this LN?

Searching for Financial Opportunities
•
•
•
•

Local authority – reaction, possibility of
funding (social and economic environment)
Structural funds and benefits for start-ups in
peripheral regions
Whom to contact for financial opportunities
and support
Target groups – perhaps future employees

What kind of support does my municipality provide
for local business?
How can you take part in the financial support of the
municipality?
What structural funds and benefits for start-ups are
in your peripheral region?
Who can you contact for financial opportunities and
support?
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Learning about my own region
It is really important to know the region where you intend to establish your new business. What are its
strengths? What are its weaknesses? Understanding the historical perspective of your region sometimes
helps to understand the uses and customs of consumption. The geography where your business will be
established is also very relevant, as are facts with regards to the age of population, the birth rates, the health
service, the employment and unemployment rates, the policies developed to improve the employment
levels, the educational offer and its quality. The industrial level of your region is also very important as it
usually propitiates jobs and helps to retain qualified people in our communities, helping one to understand
if the amount of young people in the coming years will increase or decrease in the region. How it will affect
your business as well as increase other problems like the dropout are also important aspects to be considered
and deserves a searching study of your target region in order to detect the strengths and weakness of the
target region, because if we start our business here we will have to face any potential problems that occur.

Strengths and Weaknesses:
These will be dependent on region, but weaknesses usually include:
→ Infrastructure, aging population, high unemployment, local businesses struggling, low quality of
education or health service, brain drain.
Here we have provided some questions that may help you to think about your target region and how it
affects your business:
Infrastructure: What’s the industrial rates of your region? How many people are employed per year in your
region and in what sector do they work? (Industry, tourism, services, etc.). What’s the trade level of your
region with other international regions? Are these rates increasing or decreasing? What regional support is
in your area that is provided via government policies?
Aging population: What’s the average age of your local population? Will this affect my possible customers
and thus my business?
Unemployment: What is the unemployment level in my target region? Is it increasing or decreasing? What’s
the expected results in the short medium term?
Local business struggling: What’s the main reason for the unsuccessful businesses in your region? Will it
affect your business? Be aware to avoid threats and to improve your weaknesses.
Educational level: Is the average educational level of your regions population high enough to face the
challenges of globalization? Does the local population speak international languages such as English, French
or German? Is the school dropout rate increasing or decreasing? What’s the main reason for dropout? Does
your region suffer a lot from the effects of ‘brain drain’? Is your region considered to be a peripheral region?
When researching the position of our local region, we should consider that some of the population may be
migrants that have relocated to help better their old lives.
Health services: Does your health service cater for all needs of the public? Is it free to use? Is it good enough
so that it is suitable for all of the populations needs? It is not so unusual to relocate from your birth region to
find better working conditions and a better quality of life. In some peripheral regions, certain diseases are
not treated, meaning that people have to uproot to bigger cities.
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One consideration: Learning more about your local region is not an issue that should discourage
entrepreneurs, but the opposite. The better that an entrepreneur understands their local environment, the
better prepared they should be to initiate a business venture.
One final question must be placed to yourself:
Are the regional policies that are implemented effective in overcoming all of the researched aspects? What
do you think about them, and what are the experts’ opinions on the above issues? Considering these
questions will help you understand the threats and opportunities of a chosen region, and will help one detect
their own strengths and weaknesses.
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SWOT Analysis:
The most important thing to consider before creating a business is your market. Market research should be
conducted to allow an entrepreneur the opportunity to analyze a regions advantages and disadvantages.
Using a SWOT analysis is the most effective tool to do this. Research should be conducted beforehand to
provide both quantitative and qualitative data.
First of all, make a list of questions which you would like to answer, such as: how many people live in my
region? what is their education level? how many schools do we have? how many shops do we have? what is
the transport like? what is the age of people in my region? etc.)
Learning to use SWOT Analysis:
The SWOT analysis is a great way to capture and frame what your current position is, so we can talk to you
about what it is in a little more detail, and how to put it together, and then how to use it. Let’s see it at a
glance:

Internal Axe: Strengths, we continue to improve our current strengths being as we often feel more
comfortable to target our strengths rather than our weaknesses. Weaknesses, we try to improve them and
prevent them from becoming a large weakness. In the upper side of your 2x2 matrix, which is your SWOT, is
your internal perspective.
External Axe: On the other side, we have our Opportunities, which we invest in or capitalize on, and we must
pay attention to take these opportunities as they can be very useful (when aligned with our strengths), and
our Threats, which we should monitor and which we should be aware of in order not affect us very much,
thus by monitoring, we avoid or minimize possible problems. The bottom side of your 2x2 matrix is your
external perspective.
Helpful Axe: The left side of your matrix 2x2 is the useful axe, here you have your strengths and opportunities,
and when utilizing and combing both you can go further with your business.
Harmful Axe: The right side of your matrix 2x2, is the harmful axe, here we you have your weaknesses and
your threats, here you must be aware in order to minimize what can prejudice your organization.

▪

Utilizing Strengths and Improving Weaknesses

Start with DESK RESEARCH. Go on-line and look at as much information as possible: collect statistical data,
save articles which you find that about your region (even accidents, complaints, etc.). Take a look at what
people are saying about your region on social media, what complains they may have, why they are happy,
do famous people live in your region, do you have any influencers in your region?
The next step is TALK TO PEOPLE. Explore as many possibilities as you can, be curious, step into the shoes of
a journalist or a spy. First talk to your relatives, neighbors, salespersons in shops, waitresses in cafes and
pubs, bus drivers, teachers – everybody whom you meet and interact with on a regular basis. With these
regular customers who you regularly interact with, you can form strong personal bonds and get feedback
using informal styles such as having a general chat. You should try and remember what they say being as
every piece of feedback and information could be a big help with your business venture. After building
connections with the local community, you should now try and collect information in a more formal and
professional manner, inviting them to focus groups and interviews.
Make a list of people whom you would like to interview: business owners, inhabitants, governmental bodies,
NGO owners, homeless people, etc.
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Understanding the mentality of those in my region
Understanding the mentality of the people who will interact with your business could be seen as an
opportunity to yourself and your company. Learning more about your target group and possible customers
will enable you to devise an approach that will meet your local region and customers’ requirements. That’s
why in the previous paragraphs we have told you that the historic perspective of your region could be very
important for your project, as this usually reflects what is usual, unusual, what was usual and became a
cultural heritage of your region. Understanding the previous history will provide you with a better idea of
whether your business will be accepted in the region.
The mentality of those in your region, are usually conditioned by several factors, all of which can potentially
interfere with each other, but are mainly related to three main subjects:

Social and economic
development

Historic, cultural and
religious realities

Natural resources and
geographical reasons

1. Social and economic development:
The social and economic development of your region is commonly related with the anthropological heritage
of your region. All these themes are not airtight and they are mutually influential in determining certain
activities, as well as the development of certain products and services. Barcelona, Porto, Lisbon, Rome,
Valencia and many other cities in south Europe has experienced one certain level of social and economic
development, increasing the urbanism services. This is most likely because the respective cities are near the
sea, which determinates the existence of infrastructures, industry, harbors, boats and ships to trade goods
and the facilities of certain things that probably don’t exist in other places, like trains, airports, highways,
logistic centers to develop delivery of goods, well known universities to prepare students for these demanded
jobs, health and research services and resources were all directly or indirectly influenced by that. The level
of service in these cities are more developed and higher and much better than in the rural areas.
2.

Historic, cultural and religious realities:

The historic, cultural and religious past of your region probably will determine whether the local community
have certain sympathies or dislike certain subjects. Your region’s Population will be affected by influences
that recently occurred, and in some areas of the world, influences that occurred many years ago. All of the
extreme conditions of social impacts, like wars, revolutions, reforms, etc., will determine big differences and
gaps of behaviors in regions near to your own. If you research these reasons you will find that there are
certain themes that determine consumption habits, social barriers, social sympathy and also support to
develop products and services.
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3. Natural resources and geographical reasons:
The natural resources of your region (gold, petrol, natural gas, etc.) and the weather in your region probably
determine the sort of services offered, and the reason as to why certain jobs and occupations are more
popular compared to other regions. For example, the fashion and the type of clothes that all of the people
wear in your region is probably affected if it is warm or cold, if it is a rainy or cloudy region, or if it is always
sunny and warm, and just like the clothing that people wear, it will affect your regions consumption and your
populations behaviors, along with the general interest in certain services, jobs and hobbies.
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The geography of your region, its position in the globe, the aspect of your region, the type of land, trees,
water, levels of urbanism development, etc., if you are working in an island, in a countryside, ambience in
mountains or hills, or a valley or if you are near the sea, or in a big city like London or Berlin – these sort of
factors and differences really can affect its population’s behaviors, and develops some types of occupancy,
uses and interests in social consumption that affects the people in your region and may determine
mentalities.

Finding solutions in my region
→ Financial support, improving infrastructure, a source of motivation, more collaboration between
education and business life, policy-change to encourage business creation, becoming better
connected to the core regions
All of the information that you have collected from your research you should analyze once more. Take a look
what you have collected.
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Self-Employment and Job Creation
A self-employed person is an independent contractor of sole proprietor who reports income earned from
self-employment. A Self-employed individual does not work for a specific employer who pays them a
consistent salary or wage. Self-employed individuals, or independent contractors, earn income by contracting
with a trade or business directly.
You’re probably self-employed if you:
✓ run your business for yourself and take responsibility for its
success or failure
✓ have several customers at the same time
✓ can decide how, where and when you do your work
✓ can hire other people at your own expense to help you or to do
the work for you
✓ provide the main items of equipment to do your work
✓ are responsible for finishing any unsatisfactory work in your
own time
✓ charge an agreed fixed price for your work
✓ sell goods or services to make a profit (including through
websites or apps)
You can be both employed and self-employed at the same time, for example if you work for an employer
during the day and run your own business in the evenings.
You could be classed as a trader if you sell goods or services. If you’re trading, you’re self-employed.
You’re likely to be trading if you:
✓ sell regularly to make a profit
✓ make items to sell for profit
✓ sell online, at car boot sales or through classified adverts on a
regular basis
✓ earn commission from selling goods for other people
✓ are paid for a service you provide
There are other business structures apart from being a sole trader. For example, you can:
✓ become a partner in a business partnership
✓ set up your own limited company

Source:
❖ https://www.gov.uk/working-for-yourself
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What is Social Enterprise
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Types of Social Enterprise
Do not confuse a social enterprise with social entrepreneurship, which tends to focus on individuals who
develop solutions to social and environmental problems using existing business techniques and
strategies. Social entrepreneurs seek innovative ways and operate to drive change, whereas social
enterprises form to fulfill a business purpose and solve societal needs through its commercial activities.
According to the European Commission “a social enterprise is an operator in the social economy whose main
objective is to have a social impact rather than make a profit for their owners or shareholders. It operates by
providing goods and services for the market in an entrepreneurial and innovative fashion and uses its profits
primarily to achieve social objectives. It is managed in an open and responsible manner and, in particular,
involves employees, consumers and stakeholders affected by its commercial activities.”
The Commission uses the term 'social enterprise' to cover the following types of business:
→ Those for who the social or societal objective of the common good is the reason for the commercial
activity, often in the form of a high level of social innovation
→ Those whose profits are mainly reinvested to achieve this social objective
→ Those where the method of Organisation or the ownership system reflects the enterprise's mission, using
democratic or participatory principles or focusing on social justice

Unfortunately, there is no single legal framework for social enterprises that is recognised across all countries.
Many social enterprises operate in the form of social cooperatives, some are registered as private companies
limited by guarantee, some are mutual, and a lot of them are non-profit-distributing organisations like
provident societies, associations, voluntary organisations, charities or foundations. Every country has its own
regulation policy for “social enterprise”. Don’t forget to investigate what regulation for social enterprises are
in your region.
Despite their diversity, social enterprises mainly operate in the following 4 fields:

✓
✓

Work integration

Personal social
services

Local
development of
disadvantaged
areas

Other

Work integration - training and integration of people with disabilities and unemployed people.
Personal social services - health, well-being and medical care, professional training, education, health
services, childcare services, services for elderly people, or aid for disadvantaged people.
✓ Local development of disadvantaged areas - social enterprises in remote rural areas, neighborhood
development/rehabilitation schemes in urban areas, development aid and development cooperation
with third countries.
✓ Other - including recycling, environmental protection, sports, arts, culture or historical preservation,
science, research and innovation, consumer protection and amateur sports.
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Understanding and involving local networks
Networking with other companies should be seen as an opportunity and not a counterintuitive action,
especially if your businesses could work together on certain projects in the future. To help explain this
concept in more detail, we’re going to discuss the benefits of networking with local businesses in your area
and why it’s so important to work together.
Both businesses become more visible to their respective audiences
Working together and networking with other companies helps to increase the exposure that you both
receive. You’ll also have the opportunity to build a good working relationship with the skip hire company,
meaning that future services could be less expensive if you’re able to provide regular orders and you’ll both
be able to refer your audiences to each other’s businesses.
For example, if a client asks you about the skip hire services you use then you could refer them to a company
that you’ve worked with in the past. Similarly, if the company you partnered with briefly is approached about
construction services then they can point those customers in your direction. If that customer then goes on
to request your building services, the skip hire company will also benefit because you’ll likely request their
services again. In short, it creates a positive local community that you can both benefit from.
Supporting local businesses is better for the local economy
Business owners are typically very cautious about partnering with other companies because of the risks
involved. The other company might not uphold their end of the bargain or they might even talk down your
business as a means to draw clients away from you, but in reality, this rarely ever happens.
You see, growing the local economy is in every company’s interest. It draws more potential employees to the
area; it brings more people to the area that your stores are located in and it increases visibility for both your
brands. This creates a sense of teamwork despite your industries being completely different, and this can
open up benefits such as neighborhood blacklists for rowdy customers and purchasing services and products
from other local businesses means that you have a convenient local source to make use of.
It’s important to remember that improving the local economic situation is in the best interests of every
business in the area, hence why building partnerships with other companies in the area is a big deal and
ultimately beneficial to everyone.
Working together provides you with many partnership opportunities
Working with another business is a fantastic way to take advantage of partnership opportunities. Teaming
up with other businesses can help you both tackle larger projects which will not only increase your exposure
but also help you develop a larger clientele list and reach out to a larger audience. This is especially important
for small businesses that would otherwise have a hard time reaching out due to their limited resources. With
a larger company giving them a little push, it’s much easier to reach a wider audience and find more clients
to work with.
Sources:
❖ https://www.talk-business.co.uk/2019/01/24/the-importance-of-networking-with-local-businesses-inyour-area/
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Searching for Financial Opportunities
→ The Start-up and Scale-up Initiative
The Commission is determined to support social economy ecosystems. The start-up and scale-up
initiative was launched in 2016. It aims to give Europe's many innovative entrepreneurs every opportunity to
become world leading companies. The main proposals of the start-up and scale-up initiative are:
→ to remove barriers for start-ups to scale up in the single market
→ to create better opportunities for partnership, commercial opportunities and skills
→ to facilitate the access to finance
→ The Social Business Initiative by European Commission to accelerate finances
The social business initiative (SBI), launched in 2011, aims to introduce a short-term action plan to support
the development of social enterprises, key stakeholders in the social economy and social innovation. It also
aims to prompt a debate on the avenues to be explored in the medium/long term. There are 11 priority
measures, organised around 3 themes:
Theme 1: Making it easier for social enterprises to obtain funding
Action 1:

Put forward a European regulatory framework for social investment funds.
✓ Regulation on European Social Entrepreneurship Funds (EuSEF) 22 July 2013

Action 2:

Encourage the development of microcredit in Europe, specifically by improving the
related legal and institutional framework.
✓ Microcredit
✓ European Code of Good Conduct for Microcredit Provision

Action 3:

Set up an EU financial instrument to provide easier access to funding.
✓ EU programme for Employment and Social Innovation (EaSI)

Action 4:

Make social enterprises an investment priority of the European Regional Development
Fund and European Social Fund.
✓ Thematic guidance on Social Economy and Social Enterprises from the DirectorateGeneral for Regional Policy
✓ Presentation of the event in Strasbourg (January 2014): video | presentation (370
kB)
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Theme 2: Increasing the visibility of social entrepreneurship
Action 1:

Identify best practices by establishing an exhaustive register of social enterprises in
Europe.
✓ A map of social enterprises and their eco-systems in Europe

Action 2:

Create a public database of labels and certifications applicable to social enterprises in
Europe.
✓ Database of labels and certifications (647 kB)

Action 3:

Help national and regional governments introduce measures to support, promote and
finance social enterprises.
✓ National and regional administrations - promotion of mutual learning and their
capacity building: Guide to social innovation (5 MB)

Action 4:

Create a multilingual information and exchange platform for social entrepreneurs,
business incubators and clusters, as well as social investors. Increase the visibility of EU
programmes to support social entrepreneurs and make it easier to obtain funding.
✓ Social Innovation Community
✓ (former Social Innovation Europe Platform - electronic data exchange platform for
social investors and entrepreneurs)
✓ Access to EU education and training programmes

Local authority-reaction, possibility of funding (social and economic
environment)
European Regional Development Fund. The ERDF aims to strengthen economic and social cohesion in the
European Union by correcting imbalances between its regions. The ERDF focuses its investments on several
key priority areas. One of them offers support for small and medium-sized enterprises (SMEs). The ERDF
resources allocated to these priorities will depend on the category of region. In more developed regions, at
least 80 % of funds must focus on at least two of these priorities; In transition regions, this focus is for 60 %
of the funds; This is 50 % in less developed regions.
→ When it comes to European countries that offer the best opportunities for start-ups and the chance to
attract venture capitalists that would be willing to invest into a new idea.

Links

•Here are some european countries that have a good
background in helping startups rise:
•UK: https://www.gov.uk/browse/business/setting-up
•Netherlands:https://business.gov.nl/starting-yourbusiness/checklists-for-starting-a-business/how-tostart-a-business-in-the-netherlands---a-checklist/
•Italy: http://italiastartupvisa.mise.gov.it/
•Spain: https://www.ico.es/web/ico/lineas-ico
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Link

•Other resources:
•You can access EU Finance, the practical guide to doing
business in Europe. This site will help you to apply for
loans and venture capital supported by the European
Union. You just need to select your country to search
for financial opportunities.

Whom to contact for financial opportunities and support
To access EU grants, you should apply via the relevant regional or national authorities (known as managing
authorities) in the member state where you are registered. Member States are responsible for managing
programs that are supported by the Cohesion Policy. A designated managing authority provides information
on the program, selects projects and monitors implementation. Select a country to find out which
organizations are responsible. To consult the programs of the European Social Fund (ESF), please visit the
website of ESF and choose your country for more specific information about the ESF.

•Useful websites about financial opportunities:

Links

https://ec.europa.eu/info/funding-tenders/fundingopportunities/find-calls-funding-topic_en
- https://www.fundingcentral.org.uk/search.aspx

Target groups - perhaps future employees
Defining your target market is one of a marketer’s most important tasks. It’s the foundation of all elements
of your marketing strategy, from how you develop and name your products or services right through to the
marketing channels you use to promote them.
Target market definition
The more clearly you define your target group, the better you can understand how and where to reach your
best prospects. You can start with broad categories like millennials or single dads, but you need to get much
more detailed information to achieve the best possible conversion rates.
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Your target market should be based on audience research, not a gut feeling. You need to be willing to learn
as you go, adapt on the fly, and go after the people who really want to buy from you, even if they’re not the
customers you originally set out to reach.
Here are some tips of how to conduct audience research:
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1. Compile data on your current customers
A great first step in figuring out who most wants to buy from you is to identify who is already using your
products or services.
Once you understand the defining characteristics of your existing customer base, you can go after more
people who fit the same mold.
Depending on how someone connects with your business, you might have only a little bit of information
about them, or a lot. Don’t add a lot of questions to your order or opt-in process just for audience research
purposes. This can annoy customers and result in abandoned shopping carts.
But gather whatever information you do have about your existing customers into a database that you can
use to track trends and averages. Some data points you might want to consider are age, location (and time
zone), language, spending power and patterns, interests, stage of life.
2. Look to website and social media analytics
So, where do you get all of this audience research information? Social media analytics can be a great way of
filling in the gaps in your customer analysis. They can also help you understand who’s interacting with your
social accounts, even if those people are not yet customers.
You can get full guides on how to use analytics on all of the major social networks: Facebook, Twitter,
Pinterest, Instagram, LinkedIn, YouTube, Snapchat, etc.
3. Check out the competition
Taking a look at what your competitors are up to can help you answer some key questions: Are your
competitors going after the same market segments as you are? Are they reaching segments you hadn’t
thought to consider? How are they positioning themselves?

4. Be clear about the value of your product or service
If you don’t already have a clear list of the benefits of your product, it’s time to start brainstorming now. As
you create your benefit statements, you’ll also automatically be stating some basic information about your
target demographic.
If you’re not sure exactly how customers benefit from using your products, why not ask them? You might
find that people are getting creative and using your products or services for purposes you haven’t even
thought of. That might, in turn, change how you perceive your target audience for future sales. An email
customer survey can turn up all kinds of great insights, as can asking a quick question on your social channels.

22
5. Create a target market statement
When crafting your target market statement, try to incorporate the most important demographic and
behavior characteristics you’ve identified. For example:
Our target market is [gender] aged [age range], who live in [place or type of place], and like to [activity].
Don’t feel like you need to stick to these particular identifiers. Maybe gender is irrelevant for your target
customer, but you have three or four key behaviors to incorporate in your statement. The key is to summarize
all of your research in one simple statement that can guide your marketing efforts.
If you offer multiple products or services, you might need to create a target market statement for each
product, or each product category.
6. Test social ads on your target market
The first step is to create social ads specifically targeted to the exact market you have just defined. You might
already have an appropriate ad created from a previous campaign, or from your organic social posts, but be
honest about whether the material is really as precisely targeted as it should be.
Does the language speak exactly to the market you have defined in an appropriate voice? Do the visuals make
sense in the context of your target market?
Once you’re happy with your created advert, it’s time to start using social tools to reach out to your defined
target audience. First, you’ll need to decide which social channels you should use. Take a look at our
demographic’s information for each social network to get a sense of which ones might best allow you to
reach the target demographic you’ve identified.
Once you’ve chosen your platforms, you can get really specific in your ad targeting. Use the characteristics
you’ve defined in your target market statement to build an audience for your ad. The process will vary a little
for each social network, but all offer extensive targeting options.
Track the performance of your ads to see what kind of measurable results you achieve. Once you’ve
established a baseline, you can use A/B testing to learn even more about what targeting options work best,
and whether you need to tweak your creative approach to speak more directly to your target audience.
7. Revisit your audience research as needed
The results of your test may provide additional insight you didn’t have when you first created your target
market statement. Be sure to incorporate any lessons you learn, and revisit your target market statement
regularly to make sure it still accurately describes your most valuable potential customers. Make sure you
stay current with your target market definition as your products and services evolve, and as your audience
changes over time.
Source:
❖ https://ec.europa.eu/regional_policy/en/funding/erdf/
❖ https://blog.hootsuite.com/target-market/
❖ https://europa.eu/youreurope/business/finance-funding/getting-funding/accessfinance/index_en.htm.

BRIDGE 2
I HAVE AMBITIONS TO BE AN ENTREPRENEUR -> I AM READY TO
BECOME AN ENTREPRENEUR IN MY REGION
Bridge 2 - is about how to become a local entrepreneur. It guides students in discovering some essential
characteristics to become successful entrepreneurs, for example:
1.
2.
3.
4.
5.

The QEAS (qualities, experiences, attitudes and skills) needed to start and develop a business;
21st Century Skills, indispensable today to win in a highly competitive market;
Financial models, which guarantee the stability of the company in the long term;
Sales and Marketing, together with digital tools, which represent the strategic tools today;
Strategies to grow and expand a business.

For a better understanding of Bridge 2, please watch the video tutorial for VET trainers. You can find it
here: Bridge 2 – video tutorial.

Steps of the Bridge 2:
At each step of the Bridge you can find questions that will guide students across the Bridge and help them
to be ready to become entrepreneurs in their region. We recommend to use Learner’s Manual (where you
will find plenty activities for this Bridge) as additional tool to this Curriculum and Trainer’s Manual to
combine theoretical material with the activities. In addition, there is a Video Tutorial for students to help
them better understand the Bridge.
How do I develop the QEAS of an
Entrepreneur?
• Understanding my capacities and
qualities

What qualities does an entrepreneur have?
Which experiences does an entrepreneur have?
Which attitudes does an entrepreneur have?
Which skills does an entrepreneur need?
Which qualities, experiences, attitudes and skills do I
have?
Which qualities, experiences and skills would I still
need to become an entrepreneur?

21st Century Skills
• Communication, teamwork, presentation,
critical thinking, creativity, problem
solving and social media skills
• Using digital tools

What are the 21st Century skills?
Which of those would I still need to develop?
Which digital tools exist and would fit to my
business?

From idea to business
• In the context with my peripheral regions

Which business ideas have been successful in my
region and why?
What business would be relevant for my region?
Which business ideas do I currently have?
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Financing

Sales and Marketing
• Digital marketing
• Using the online platform

Growing a business

How are entrepreneurs financed?
Which financial models exist?
Which financial model would fit my business?
Which digital marketing techniques do other
entrepreneurs use? (name 3)
What can I learn from local entrepreneurs who are
successful using digital marketing?
Which digital marketing techniques fit to my
business and why?
How can I grow a business? (name 3 strategies)
Which resources my region help to grow my
business? (name 3)
What tools do I need to grow my business?
Who is my I mentor and what can I learn from him?
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How do I develop the qualities, experiences, attitudes and
skills (QEAS) of an Entrepreneur?
QEAS (Qualities, Experiences, Attitudes and Skills) are the personal characteristics that entrepreneurs possess
and keep developing to optimize the success of their businesses. QEAS are about attitudes, beliefs, motivation,
and the work ethics that are essential to implement a successful business and represents an essential link
between a plan and the practical development of the business itself.
What QEAS does an entrepreneur need?
Among entrepreneurial QEAS we can include:

Businesses need to be delivered successfully in order not to fail and this means: listening and engaging with
potential customers, building relationships, having self-regulatory skills, learning from mistakes, taking
responsibility, being willing to adapt, having determination to work through challenging times, believing in the
business and ethical values.
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Understanding my capacity and capabilities
Becoming an entrepreneur is very challenging. It is difficult to learn the right skills that are required to build a
successful business. According to Chris W. Dunn, founder and CEO of Skill Incubator, there are 12 effective ways
to build entrepreneurial skills:
1. Take a different path: this means be creative, think different and provide innovative and unexplored
solutions. To build creativity skills, it is useful to try something new, such as reading unusual books, travelling
to an unexpected spot, engaging with people outside of your comfort zone.
2. Start a business: real-world experiences matter more than theory as they give people the opportunity to
grow their skills such as business planning, negotiation, sales and marketing.
3. Stick with challenges: for a successful entrepreneur it is important to learn how to develop perseverance
and tenacity. The first step is to create a goal or challenge that is meaningful, set a deadline and pursue the
aim.
4. Delay gratification: the life of entrepreneurs tends to mean countless failures before hitting the jackpot.
Aspiring entrepreneurs need to “start small” and work hard on their business ideas.
5. Manage your own finances: understanding basic finance is essential in running a company. It is important
to be able to understand the basics around cash flow, assets, profit and loss, taxes and investments.
6. Volunteer to lead: the ability to lead a team is fundamental for an entrepreneur. Aspiring entrepreneurs can
train themselves by starting a fundraising project for a non-profit organization or get involved with local
community board so to practice time management, organization, leadership and teamwork skills.
7. Practice communication skills: successful entrepreneurs know how to communicate their solutions. A first
step to learn how to speak publicly could be a simple practice during a friend’s wedding or staying active on
social media accounts, blog, Facebook group etc.
8. Learn from a mentor: some mentors train freely because they believe in a business idea or in the person
who got the idea. Others offer a paid service. A possible solution to learn from mentors could be to apply
for internships at inspirational companies.
9. Work in sales: in every business, sales play a crucial role for the sustainability of a business. One of the
easiest ways to learn how to sell is to play a sales role play game, for example “Sell a spoon”.
10. Get involved with other entrepreneurs: attending entrepreneurial events, conferences, seminars or
meetups, spending time with other entrepreneurs will help you grow in your own entrepreneurial skills.
11. Help others with their businesses: solving problems with the resources available helps aspiring
entrepreneurs to grow and increase their skills.
12. Keep learning: Keep personal development active by participating in courses online about entrepreneurial
skills and knowledge.
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21st Century Skills
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21st century skills include the skills, abilities, and knowledge that are required to succeed in a modern 21st
century society. During the latter decades, society has undergone an accelerating pace of change in both
the economy and technology. Its effects on the market and the workplace have been significant and the
educational system has been more or less adapted to face such challenges: government, educators, and
major companies have identified key skills and implementation strategies to steer students and workers
towards meeting the demands of the changing workplace and society.
Critical thinking is the analysis of facts to form a judgement. According to the Foundation of Critical
Thinking, “it is the intellectually disciplined process of actively and skillfully conceptualizing, applying,
analyzing, synthesizing, and/or evaluating information gathered from, or generated by, observation,
experience, reflection, reasoning, or communication, as a guide to belief and action.”
How to train critical thinking? Ransom Patterson, editor of CIG, suggested 7 ways to improve critical
thinking:
1. Ask Basic Questions: to solve difficult problems, go back to the basic questions, such as: a)What do
you already know?, b) How do you know that?, c) What are you trying to prove, disprove,
demonstrated, critique, etc.? d) What are you overlooking?

2. Question Basic Assumptions: benefit from questioning your assumptions and critically evaluate your
beliefs about what’s prudent, appropriate, or possible.
3. Be Aware of Your Mental Processes: a critical thinker is aware of his cognitive biases and personal
prejudices and how they influence seemingly “objective” decisions and solutions.
4. Try Reversing Things: even if it turns out that the reverse isn’t true, considering it can set you on the
path to finding a solution.
5. Evaluate the Existing Evidence: to solve a problem, it’s always helpful to look at other work that has
been done in the same area. It’s important to evaluate this information critically, by asking some
questions such as: a) Who gathered this evidence?, b) How did they gather it?, c) Why?
6. Remember to Think for Yourself: don’t be overconfident, but recognize that thinking for yourself is
essential to answering tough questions.
7. Understand That No One Thinks Critically 100% of the Time: Critical thinking is a tool used to make
important decisions or solve difficult problems, but there is no need to think critically about everything.
Problem solving consists of using generic or ad hoc methods in an orderly manner to find solutions to
problems. The ability to understand what the goal of the problem is, and what rules could be applied,
represents the key to solving the problem. According to the Center for Management & Organization
Effectiveness, there are strategies that anyone can use to improve problem solving skills:
1. Dance: dancing has a positive impact on neural processing; if you engage in ballet or another form of
structured dance, you may facilitate convergent thinking that help you find a single, appropriate
answer to a problem.
2. Work out Your Brain with Logic Puzzles or Games: The winning strategy when playing brain-boosting
games is actually to work the problem backward, not forward. The same strategy can apply to realistic
strategic-thinking situations.
3. Get a Good Night’s Sleep: sleep directly enhances creative processing in the brain. It stimulates
associative networks, allowing the brain to make new and useful associations between unrelated
ideas.
4. Work out to Some Tunes: the combination of music and exercise may stimulate and increase cognitive
arousal while helping to organize the cognitive output.
5. Keep an “Idea Journal” with you: record important thoughts, write down personal experiences, make
sketches, and explore ideas by sorting your thoughts on paper will provide better problem-solving
strategies
6. Participate in Yoga: the combination of body awareness, breathing, and meditation has been shown
to significantly raise cognitive test scores. Other results from a University of Illinois study include
shorter reaction times, more accuracy, and increased attention.
7. Use Mind Maps to Help Visualize the Problem: a visual snapshot of a problem and its possible
solutions, can help focus the mind, stimulate the brain, increase the capacity for creative thinking, and
generate more ideas for solutions.
8. Create “Psychological Distance: scientists have shown that by increasing the mental distance between
us and our problem, we’ll have an increase in creative solutions. This happens because thinking more
abstractly helps us form unexpected connections between seemingly unrelated concepts, thus
allowing our minds to increase its problem-solving capacity.
9. Play Some Soccer: A link has been found between our brain’s “executive functions” and sports success.
When in action, our brains are quickly multitasking between moving, anticipating, strategizing,
reacting, and performing. Doing all these things at once requires an enormous amount of brain activity.
This can be related to our working world when we plan, reason, monitor our actions and problemsolve.
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Social Media skills are required by many 21st century marketing jobs. An effective social media pro brings
both hard skills, like data analysis and copywriting, and soft skills, like being organized and making
connections. Social-savvy and trend-driven may be the basic social media skills, but these are no longer
enough to master the field because social channels continue to evolve. One of the most rewarding and
challenging things about working in social is that you’re never done learning. According to the review
Sprout Social the main important social media skills are:
1. Communication: it’s important to have strong communication skills that can fit any platform, media,
character count or audience. Communication on social media includes writing, using emojis, video,
GIFs, pictures, stickers etc. to get a message across in a clear and engaging way, but also
communicating with boss, peers and collaborators. To build communication skills, TED Talks interviews
can improve conversations, digital communications and storytelling abilities.
2. Writing: the core of communication on social medias comes back to the written word. People should
know how to write concisely, and in a manner that elicits emotion from their audience. The ability to
articulate in clear, well-reasoned emails, strategies and presentations will valorise an idea. Online,
many free and paid resources can help improve writing skills.
3. Creativity: creativity helps social media managers: a) develop innovative, risk-taking social campaigns,
b) create visually appealing, multimedia content, c) consider every aesthetic detail of a social post,
from images to links to formatting of copy, d) lead productive brainstorms that bring out the best
ideas. Resources to flex creativity include improvisation classes, digital tools such as Canva, basic
design classes for non-designers to improve on your graphic design skills, etc.
4. Efficiency: efficiency and organization are two necessary social media skills. Using a social media
calendar is one of the best ways to keep content organized and plan ahead.
5. Traditional & digital marketing: to create a social strategy with business impact, it’s important to build
an understanding of traditional and digital marketing approaches: email, events, lead generation, PR
and more. This knowledge will help you position social media within the larger context of how your
brand connects with its customers, drives sales and ultimately generates revenue.
6. Customer care: is a social media skill that combines customer service, people skills and an eye for
uncovering opportunities. Not only do you have to listen to and understand the concerns, demands
and even praise of current customers, but you also have to be proactive about what future customers
might say. Listening to a podcast can help you understand the desires of your audience.
7. Making connections: one of the core tenets of social media is being inherently social. This means that
establishing and building digital relationships is still a core aspect of any social media manager’s
approach.
8. Agility: the ability to quickly pivot and react to a new trend, opportunity or crisis is an indispensable
social media skill. It is important to experiment with different tactics to adapt to new trends, to
incorporate business changes or to bounce back from subpar results. Learning from your data, listening
to feedback (customer and internal) and keeping a pulse on social trends can all make you a more agile
social media manager.
9. Data analysis: it’s important to develop both quantitative and qualitative data analysis skills in order
to understand the full picture and performance of social media.
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Teamwork is a vital part of any company and requires working closely together all the time. Teamwork is
a combination of cooperation and communication.
Working well in a team means:
✓ Working with a group of people to achieve a shared goal or outcome in an effective way
✓ Listening to other members of the team
✓ Taking everyone’s ideas on board, not just your own
✓ Working for the good of the group as a whole
✓ Having a say and sharing responsibility
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Communication and presentation skills:
Communication and presentation skills have many similarities and share many minor skills. To be effective
at communicating, presentation skills are required and presentation skills help to communicate more
effectively and professionally.
Presentation skills are very important especially in the digital era because everyone has to communicate
for business and career reasons and the message has to be meaningful, inspirational, creative and
memorable. That’s why presentation skills, presentation applications, images, text, videos and examples,
and introductory effects and appearance help to build the interests of the audience.
Digital skills
In the 21st century, companies have digitized their operations and processes. As a result, today’s
jobseekers require specialized digital skills to compete in the marketplace. According to the following
article written by the Digital Marketing Institute there are 10 key digital skills that educators should offer
in their portfolio to meet student and industry needs.
1. Social Media: the ability to understand and utilize social media effectively is a core skill every
professional should have. Social media marketing goes beyond posting a tweet or Facebook update; it is
about understanding the dynamic relationship between brands, influencers and consumers.
2. Search Engine Marketing: search engine marketing (SEM) is one of the most influential disciplines that
marketers have come to rely on. Students with SEM experience will be able to increase the visibility of a
company’s website on a search engine (e.g., Google) primarily via paid advertising. By doing so, the
business will attract valuable web traffic from the search engine results page.
3. Analytics: data analytics essentially allow students to make educated and data-driven decisions in their
roles. Numbers define whether a campaign was successful, and by what percentage. The key to analytics
is knowing what data to collect and measure in order to improve the next campaign. Companies do not
want to waste valuable marketing funds based on trends or gut instincts. It’s all about maximizing each
campaign’s effectiveness and optimizing the return on investments.
4. Content Marketing: comes in many forms – blog posts, videos, podcasts, infographics, even social media
status updates. A website or social media page is driven by its content and without it, customers have no
way of understanding the benefits of a product or service. Content is crucial in driving brand awareness
and can establish brands or influencers as thought leaders. Therefore, new hires need to understand the
importance of creating not just content, but content that is relevant to keyword research and optimizing
them in a strategy.
5. Email: it is one of the oldest forms of direct marketing and still packs a punch in customer acquisition
and retention. From startups to multi-national corporations, email helps launch many successful
campaigns. An experienced digital marketer knows that each funnel stage has to be carefully planned.
From the signup page—including its placement on a website—to the first welcome email, every step needs
to be optimized in order to attract and retain users and build engagement. Educators should challenge
students to rethink of ways to use email in their roles - current and future.

6. Mobile: since smartphone traffic now exceeds desktop traffic, it's clear that mobile is the future. Having
a mobile-friendly webpage can enhance a company search presence amongst consumers who do not have
access to desktops. Jobseekers can use this knowledge to their advantage by optimizing campaigns to make
use of the latest developments in mobile search and user experience.
7. Strategy & Planning: businesses that embed strategic planning in their marketing agenda are most likely
to see measurable results in the long-term. Instead of planning on an ad-hoc basis, digital marketers need
to create and implement campaigns that are based on analytics and quantifiable SEO data.
8. Social Selling: to connect with and influence customers, sales professionals need to be where their
prospects are: online. Businesses across industries are also beginning to understand the importance of
social selling investing in new 'sales stack' technology over and above a CRM such as email tracking tools,
productivity apps, and sales intelligence software. Above all, social selling tools are seen as very effective
in engaging with and influencing consumers, particularly amongst top performers. Offering training that is
industry aligned will help any student interested in pursuing a sales career.
9. Pay-Per-Click Marketing: PPC is a popular way for brands to get traffic quickly. Companies with big
budgets can easily get their search result to appear on Google’s first page, thereby guaranteeing massive
search engine traffic. One popular PPC advertising model is Google’s very own AdWords program. For the
digitally adept jobseeker, understanding what impressions, reach, cost-per-click, and click-through-rates
mean will immediately set them apart from their peers during interviews.
10. Video: in the digital context, video has evolved from being just a form of entertainment on YouTube to
a major social media content driver. Video as content is easier to consume than a typical blog post. It is
also more entertaining and appeals to millennials. By combining the emotional power of social video with
the reach and scope of digital advertising, markets can tap into a growing market of engaged consumers.
Source:
❖ https://www.entrepreneur.com/article/279465
❖ https://en.wikipedia.org/wiki/Problem_solving
❖ http://www.criticalthinking.org/
❖ https://collegeinfogeek.com/improve-critical-thinking-skills/
❖ https://cmoe.com/blog/10-ways-to-improve-problem-solving-skills/
❖ https://sproutsocial.com/insights/social-media-skills/
❖ https://www.atlassian.com/teamwork
❖ https://intranet.ecu.edu.au/__data/assets/pdf_file/0004/771574/teaching-tips-for-teamworkskills.pdf
❖ http://www.klientsolutech.com/importance-of-presentation-skills/
❖ https://digitalmarketinginstitute.com/blog/12-07-17-10-digital-skills-that-can-make-studentsinstantly-employable
❖ Edward M. Glaser. "Defining Critical Thinking". The International Center for the Assessment of Higher
Order Thinking (ICAT, US)/Critical Thinking Community. Retrieved 22 March 2017
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From idea to business
Design thinking method
Design thinking refers to the cognitive, strategic and practical processes by which design concepts (proposals
for new products, buildings, machines, etc.) are developed. Many of the key concepts and aspects of design
thinking have been identified through studies, across different design domains, of design cognition and
design activity in both laboratory and natural contexts.
Design thinking is also associated with prescriptions for the innovation of products and services within
business and social contexts. Some of these prescriptions have been criticized for oversimplifying the design
process and trivializing the role of technical knowledge and skills.
You can definitely use Design Thinking method when developing your business idea.
Let’s consider the five key stages of the Design Thinking process in more detail.
1.
2.
3.
4.
5.

Empathize
Define
Ideate
Prototype
Test

1. Empathize
The Design Thinking process starts with empathy. In order to create desirable products and services, you
need to understand who your users are and what they need. What are their expectations in relation to the
product you’re designing? What challenges and pain-points do they face within this context?
During the empathize phase, you’ll spend time observing and engaging with real users (or people who
represent your target group)—conducting interviews, seeing how they interact with an existing product, and
generally paying attention to facial expressions and body language.
As the first step in the Design Thinking process, the empathize phase encourages you to set your assumptions
aside. Armed with first-hand insights, you’ll be able to design with real users in mind. That’s what Design
Thinking is all about!
2. Define
In the second stage of the Design Thinking process, you’ll define the user problem that you want to
solve. First, you’ll gather all of your findings from the empathize phase and start piecing them together. What
common themes and patterns did you observe? What user needs and challenges consistently came up?
Once you’ve synthesized your findings, you’ll formulate what’s known as a problem statement. A problem
statement—sometimes called a point of view (POV) statement—outlines the issue or challenge that you will
seek to address.
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As with anything in the Design Thinking process, the problem statement keeps the user in focus. Rather than
framing your problem statement as a business goal—“We need to increase gym membership among over50s by 30%”—you’ll frame it from the user’s perspective: “Over-50s in London need flexible, affordable
access to sports facilities in order to keep fit and healthy.”
By the end of the define phase, you will have a clear problem statement which will guide you throughout the
design process. This will form the basis of your ideas and potential solutions
3. Ideate
The third stage in the Design Thinking process consists of ideation—or generating ideas. By this point, you
know who your target users are and what they want from your product. You also have a clear problem
statement that you’re hoping to solve. Now it’s time to come up with possible solutions.
The ideation phase is a judgement-free zone where the group is encouraged to venture away from the norm,
to explore new angles, and to think outside the box. You’ll hold ideation sessions in order to generate as
many ideas as possible—regardless of whether or not they’re feasible! For maximum creativity, ideation
sessions are often held in unusual locations.
Throughout this stage of the Design Thinking process, you’ll continuously refer back to your problem
statement. As you prepare to move on to the next phase, you’ll narrow it down to a few ideas which you’ll
later turn into prototypes to be tested on real users.
4. Prototype
In the fourth stage of the Design Thinking process, you’ll turn your ideas from stage three into prototypes. A
prototype is essentially a scaled-down version of a product or feature—be it a simple paper model or a more
interactive digital representation.
The aim of the prototyping stage is to turn your ideas into something tangible which can be tested on real
users. This is crucial in maintaining a user-centric approach, allowing you to gather feedback before you go
ahead and develop the whole product. This ensures that the final design actually solves the user’s problem
and is a delight to use
5. Test
The fifth step in the Design Thinking process is dedicated to testing: putting your prototypes in front of real
users and seeing how they get on. During the testing phase, you’ll observe your target users—or
representative users—as they interact with your prototype. You’ll also gather feedback on how your users
felt throughout the process.
The testing phase will quickly highlight any design flaws that need to be addressed. Based on what you learn
through user testing, you’ll go back and make improvements. Remember: The Design Thinking process is
iterative and non-linear. The results of the testing phase will often require you to revisit the empathize stage
or run through a few more ideation sessions before you create that winning prototype.
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Source:
❖ https://careerfoundry.com/en/blog/ux-design/design-thinking-process/

Financing
When we talk about business, we talk about numbers. The continuity of your business depends on your
numbers. Your product or service can be amazing, but when your numbers are not, your business will not
survive. That is why we shall take a detailed look into the numbers of business - Starting with what financing
is.
What Is Financing?
The process of providing funds for business activities, making purchases or investing is called financing. For
example, banks are in the business of finance by providing capital to businesses, consumers and investors to
help them reach their personal or business goals. Financing is a vital component of any economic system,
because it gives companies the ability to purchase products out of their immediate reach. Looking at it
another way, financing is a way to leverage the time value of money (TVM) to put future expected money
flows to use for projects started today. While some want to invest their surplus of money in order to generate
returns (return on investment ROI), others demand money to undertake investment, creating a market for
money.
1. How do entrepreneurs manage their finances?
These are good tips to start working on your finances as an entrepreneur. In most cases it will also be
important to have these following documents updated:

Furthermore, having an account or bookkeeping system will be great to keep track of all your finances and
avoid big financial mistakes.
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2. Which taxes exist? And which taxes apply to my business?
Here’s what you need to know about paying business taxes:
Obtain a federal tax number to use when paying your taxes and understand the different types of tax. These
5 types are tax are essential to understand:
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Income Tax

Excise Tax

Employment
Taxes

SelfEmployment
Tax

Estimated
Tax

✓ Income Tax
All businesses must file annual income tax returns and make payments based on their revenue received. The
exact tax form you use to make income tax payments depends on the structure of your business: sole
proprietorship, partnership, corporation, S-corporation, or LLC.
Business income taxes are “pay-as-you-go” taxes, meaning you’ll need to make estimated tax payments
quarterly.
✓ Self-Employment Tax
Individuals who work for themselves must pay Social Security and Medicare taxes via a self-employment tax.
This tax is similar to the taxes withheld from the pay of most wage earners.
✓ Estimated Tax
Income and self-employment taxes both qualify as “pay-as-you-go” taxes. You’ll need to file quarterly
documents estimating the taxes you owe and make payments accordingly.
✓ Employment Taxes
If you have employees working for your business, you will have additional tax obligations related to those
employees, including social security and Medicare taxes, federal income tax withholdings, and the federal
unemployment tax.
✓ Excise Tax
Depending upon what type of business you run, what products you sell, and the types of equipment you use,
you may or may not be required to pay excise taxes for your business. Excise taxes most often apply to

businesses with heavy fuel usage, but can also apply to such businesses as indoor tanning salons,
manufacturers of archery equipment, and more.
How can I get finances from an investor?
Getting finances to start your business is essential for most businesses that are selling products. The price for
selling services is mostly cheaper. But how do you convince an investor to invest in your business? Here are
some questions the investor will want an answer to:
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✓
✓
✓
✓
✓
✓
✓

What does your start up or project consist of? What is the idea behind it?
How much capital do you need to start?
When are you going to invest this capital?
How is your product or service going to change the market?
When do you expect to have your break-even point reached?
What is your added value compared to your competitors?
How are you going to promote your product or service?

Source:
❖
❖
❖
❖

https://www.investopedia.com/terms/f/financing.asp
https://medium.com/swlh/11-tips-to-manage-your-small-business-finance-9110c64531f2
https://www.fundera.com/blog/business-finance
https://www.ikgastarten.nl/financien/investeren/de-7-vragen-die-een-investeerder-jou-zeker-gaatstellen

Sales and marketing
Your product or service is ready to be sold to the target group. But how will they know about you and when
will they buy something? These are questions that can take a lot of attention of a starting entrepreneur. In
this chapter we will take a look at sales and marketing so that you will have a basic understanding of how to
tackle the issue.

How can I generate sales for my business (sales strategies)?
There are two primary types of sales strategies: inbound and outbound. In outbound sales — the legacy
system of most sales teams — companies base their sales strategy on seller actions. They rely on manuallyentered data to monitor the sales pipeline and coach their salespeople, and they run sales and marketing
independently, creating a disjointed experience for buyers.
In inbound sales — the modern methodology for sales teams — companies base their sales process on buyer
actions. They automatically capture seller and buyer data to monitor the pipeline and coach salespeople, and
they align sales and marketing, creating a seamless experience for buyers.
These are some sales strategies:
✓ Researching and qualifying prospects
✓ Cold calling
✓ Pitching
✓ Giving a sales presentation or demonstration
✓ Closing techniques
✓ Account management policies
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How can I market my business (marketing strategies)?
No plan = no customers. Time to create a marketing strategy to get your business to the customers. In order
to build a marketing strategy, you will need the following:
✓
✓
✓
✓
✓

Know your customer
Research your competitors
Choose your channels
Break down your sales funnel
Create SMART marketing goals

If the fundamentals of a sound business are present and you're working tirelessly to build an authentic
relationship with the consumer by sincerely trying to add value, then there are 10 go-to strategies you can
use to market any business online:
1. Use social media
2. Create video tutorials
3. Start blogging
4. Understand search engine optimisation (SEO)
5. Leverage influencers
6. Build a great lead magnet
7. Use Facebook-ads with re-targeting
8. Use LinkedIn the right way
9. Create an affiliate program
10. Use email marketing sequences
How do I choose the right channel for my marketing and sales?
Making deliberate, informed decisions about what channels provide the best ways to reach your target
customers is needed to get the return on investment you want from your marketing strategy.
Remember, don’t invest effort into a particular channel just because you feel like you should be using it. It
will take a little time and a bit of an understanding in order to find the right marketing channel for you, so
don’t stress if you don’t get it right from the get-go.
The best approach to figuring out the right channels for your market strategy is to first break down all your
potential channels into three sections: owned, earned, and paid media.
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It’s best to think of these three different types of media as three legs of a stool, with each type playing an
important role in your digital marketing strategy, and all three needing to work together in order to cover all
your marketing bases.
A good general rule of thumb is to follow the ratio of 2:1:1 when you’re starting off with your marketing
strategy:
✓ 2 owned media channels
✓ 1 earned media channel
✓ 1 paid media channel
Source:
❖
❖
❖
❖

https://www.hubspot.com/sales/sales-strategy
https://foundr.com/marketing-strategy/
https://www.entrepreneur.com/article/299335
https://foundr.com/marketing-strategy/

Growing a business
Most small companies have plans to grow their business and increase sales and profits. However, there are
certain methods companies must use for implementing a growth strategy. The method a company uses to
expand its business is largely contingent upon its financial situation, the competition and even government
regulation. Some common growth strategies in business include market penetration, market expansion,
product expansion, diversification and acquisition. Using the well-known Ansoff model is advised to decide
on which intensive growth strategy to pick.
Developing a Growth Strategy: Integrative Growth Strategies
✓ Horizontal. This growth strategy would involve buying a competing business or businesses. Employing
such a strategy not only adds to your company's growth, it also eliminates another barrier standing in
your way of future growth; namely, a real or potential competitor.
✓ Backward. A backward integrative growth strategy would involve buying one of your suppliers as a way
to better control your supply chain. Doing so could help you to develop new products faster and
potentially more cheaply.
✓ Forward. Acquisitions can also be focused on buying component companies that are part of your
distribution chain.
How does scalability work? Is my business scalable?
Once you have an idea that is a business, you can scale up your business, this is called ´upscaling´. This is an
intense process, which you should prepare yourself for. So, here are 10 upscaling tips from successful
entrepreneurs that can help you get better accustomed with scaling your business to new heights:
1. Create a sense of urgency
You need three things to scale a business. First, hire well so you can delegate. You’ll never scale if you must
handle everything yourself. Second, pick your battles. Don’t spend days deciding on things like the perfect
logo colour — your brand will evolve anyway. Focus on acquiring more and bigger customers. You want
volume and margin; so, start hunting for big game, not mosquitos.
Third, create urgency. Set specific timelines for action and achievements. One of the biggest mistakes'
businesses make is not operating with enough urgency. You’re in a marathon, but it includes many sprints.
Start winning the little races and you’ll create momentum (Timothy Ferris, 2019)!
2. Solve your customers’ problems.
Providing real value to your customers is powerful. Its importance cannot be overstated. Offering a solution
to a real problem that people care about will make it much easier to run a business. Canva is proof of this.
Within the first month of launching in 2013, we had more than 50,000 people sign up to use the platform.
Six years later, we’ve grown to over 15 million active monthly users across 190 countries who have created
over 1 billion designs. (Melanie Perkins, 2019).
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3. Become a master at selling to your avatar.
Many people will tell you to hyper-focus on a niche market, like health care or real estate. I disagree. Focus
on the process, not the industry. For example, we identified processes for products at different price points,
and for one-time services versus monthly services. Figure out a system and a checklist that works. Once you
have a process for one industry, you can apply it to others. Then you can scale because your team is doing
the same thing repeatedly, so they become experts (Patch Baker, 2019).
4. Focus on operations, belief, and leadership.
First, become clear on the best way to pursue the opportunity. Then, perfect your operations with
measurable, systematic processes you can replicate consistently. Understand what contributes most to your
impact at a granular and macro level and maximize that in everything you do. This also requires a best-inclass team and concept or product.
Pushing yourself and others to new levels requires challenging your beliefs about how big and impactful you
can be. Belief energizes you and your team to work harder and smarter. It is the catalyst to thinking, doing,
and being more. Belief leads to action, which leads to results; so, the higher you believe, the higher you
achieve.
The “secret sauce” that allows you to grow may be difficult to transfer to others; so, ensure your people are
aligned and committed. Your culture must embrace personal growth and transparency. Align individual team
members’ successes with your objectives. Teach them to break through their limiting beliefs so you can
conquer your shared mission together (Brandon Dawson, 2019).
5. Surround yourself with others who have done it.
Technology replaces roles we once needed to hire for and speeds up the growth process in many ways. But
scaling your business in 2019 is no different fundamentally than it was 50 years ago.
My best advice is to surround yourself with others who have done it. They have already been there, made
mistakes, and paid the price. At first, you will need to pay to get in the room with them. But the life-long
friendships and partnerships are worth every penny (Josh Steinberger, 2019).
6. Create an irresistible company culture.
An amazing culture creates huge growth. Magic happens when everyone is empowered to “own” their
domain. Give your team permission to experiment intentionally and celebrate innovation and collaboration.
When leadership asks for coaching from the team, this 360-degree accountability builds respect and
camaraderie.
Success requires physical and mental stamina, emotional intelligence, and powerful habits that are
reinforced daily across the organization. Clarify why you exist as an organization, then define measurable
goals to achieve that purpose. That’s how you become fiercely focused. To truly realize the power of a unified
vision, translate it into a shared vocabulary like a mantra, phrase, cheer, or rallying cry (Peter Hernandez,
2019).
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7. Master traffic and sales.
After scaling two businesses past seven figures and helping dozens of clients scale up to nine figures, I believe
it comes down to your sales pipeline and traffic. If you can create an unlimited number of potential customers
and convert them with a sales funnel, you can 10x your business quickly.
Focus on your team, core product, customer experience, customer service, and internal systems. Once you
have those fundamentals dialled in, level up to the more advanced tasks that add up, like reducing expenses,
improving the average order value and customer lifetime value, and streamlining automation. Expand
horizontally with more offers and vertically by selling more of the 80/20 (Rudy Mawer, 2019).
8. Identify your focus, cadence of accountability, and process.
I grew my real estate business, Teles Properties, 10x in five years before selling it to Douglas Elliman. When
I reflected afterward, I identified 37 lessons I learned, including three core pillars: singularity of focus,
cadence of accountability, and good process drives good results. This is now part of the foundational
formula for scaling that I teach the CEOs I mentor.
Having a singular focus is transformational because it rallies you and your team around a big aspirational
goal. Ruthlessly filter everything you do with that goal in mind. Cadence of accountability is about reducing
that big goal into monthly, weekly, and daily activities, then tracking your progress to drive momentum. The
hustle and grind will only leave you tired and resentful. Systems drive scale, which is why a good process will
always drive good results (Sharran Srivatsaa, 2019).
9. Think big.
Have a vision so big that it becomes magnetic and excites your team to help you accomplish your desired
results. Then continue to evolve and think even bigger. Culture is key. Create a workplace where people have
fun together, support each other, and grow together, and no one will want to leave.
Hire and fire for your vision. In the beginning, I was hiring for survival. Since then, I’ve learned that if you hire
ahead of your needs, you can outpace all the competition. This was difficult for me to learn: you must also
make hard decisions along the way. Some team members who are valuable at one point in your business
won’t grow enough to stay valuable as you evolve. Don’t wait to let them go (Keri Shull, 2019).
Source:
❖
❖
❖

https://smallbusiness.chron.com/growth-strategies-business-4510.html
https://www.inc.com/guides/small-business-growth-strategies.html
https://www.entrepreneur.com/slideshow/334818
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BRIDGE 3
I AM AN ENTREPRENEUR IN MY REGION -> I AM READY TO BECOME A
GLOBAL ENTREPRENEUR
Bridge 3 - pushes students to think about strategies to become global entrepreneurs. In particular, it focuses
on the importance of the common language and suggest them few steps to increase the capacity to
communicate with international intermediaries and customers.
1.
2.
3.
4.
5.
6.
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Developing a Business English Vocabulary;
How to write professional emails or letters in English;
Customer Relations with international partners;
Marketing in Business English;
Conducting international Meetings;
Pitching your business idea.

For a better understanding of Bridge 3, please watch the video tutorial for VET trainers. You can find it
here: Bridge 3 – video tutorial.

Steps of the Bridge 3:
At each step of the Bridge you can find questions that will guide students across the Bridge and help them
to be ready to become global entrepreneurs. We recommend to use Learner’s Manual (where you will find
plenty activities for this Bridge) as additional tool to this Curriculum and Trainer’s Manual to combine
theoretical material with the activities. In addition, there is a Video Tutorial for students to help them
better understand the Bridge.
Developing a Business English
Vocabulary
• Learning ‘Business Slang (or jargon)’

What are the differences between common English and Business
English?
Which examples of Business English can you name? (list 10 examples)
What are the abbreviations that are used in the field of business you
are in?

How to write professional emails or
letters in English

Which are the elements which compose a proper and professional
English business mail?
What do you need to keep in mind while writing and sending
professional mails in English?

Customer Relations with international
partners

Why is it important to invest in customer relations with international
partners?
How can you invest in the customer relation with international
partners?
What types of customer relations can you have with an international
partner?

Marketing in Business English

Conducting international Meetings
• Face to face (more activity/practice
focused)
• Online

Why should you be familiar with Marketing terminology?
What type of Marketing can you use in your business for your products
or services?
What international Marketing terms should you be aware of? (list at
least 5)
How do you structure a transnational meeting?
What are the challenges in hosting a transnational meeting?
What could be done, in your view, to make transnational meetings
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more effective?
Which key elements represent the development of a good
transnational meeting?

Working as a team with transnational
colleagues

What are the challenges of working in a team with international
partners?
What is the difference between working with international colleagues
and working with national colleagues?
What is the added value of working with international colleagues?
How can you make a transnational team work effective?

Pitching your business idea (needs a
large and extended focus) with foreign
investor

What is the purpose of pitching an idea to a foreign investor?
How do you structure a convincing pitch for an investor?
How should you prepare personally for a good pitch?
Why should you pitch your idea to an investor? (name 3 reasons) What
would you prioritize in presenting your business idea to a foreign
investor?
What shall be done for preparing a good pitch?
How should you prepare personally for a good pitch?
What makes you able to get in the listener’s shoes when pitching your
idea to a foreign investor?

You managed to make your dream come true: become an entrepreneur in your region. The creation of your
business not only generates added value, fiscal revenues, employment and innovation, but is also an essential
ingredient for the development of a vibrant small and medium-sized business sector (the core of most
competitive economies) in your region.
However, this is not enough for you. You want to expand your business and internationalize it. Global or
international entrepreneurship means the discovery, enactment, evaluation, and exploitation of
opportunities beyond national borders to create future goods and services.

Advantages of Global Entrepreneurship
1. New Revenue Potential
By taking your business global, you get access to a much larger base of customers. If your product or service
is a success, you can enjoy increased revenues from these new customers even if you have saturated your
markets domestically. Globalizing could be exactly the new burst of life that your company needs to take its
revenues to new heights.
2. The Ability to Help More People
The solutions your business offers undoubtedly have the potential to help your customers improve their lives
in some way. When you take your business global, you can help an exponentially greater number of people
find the answers to the questions or challenges your company helps solve.
3. Greater Access to Talent
Another excellent benefit of taking your business global is that you get access to a new pool of potential
employees with unique skills and mindsets. You may even find that these potential hires have skills that are
hard to find in your home country, which gives you an edge on other organizations in your field that have not
yet gone global.
4. Learning a New Culture
Getting information about a new place can help make your organization more well-rounded. Having an
understanding of people who are not from your country will give you a new perspective on relations with
customers, and may even help you work better with domestic customers and business partners. Hiring a
cultural consultant will help guide you in creating marketing content that takes into account culture and any
linguistic nuances. Understanding the culture will play a huge role in the success of your global expansion
efforts.
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5. Exposure to Foreign Investment Opportunities
Foreign investment can be extremely valuable for your business as many companies already know. This may
be the reason why in 1997, foreign investment was up to seven times the level it was in the 1970s. When you
go global, you can more easily learn about these investment opportunities and how beneficial they can be
for your company.
6. Improving Your Company’s Reputation
Businesses that can successfully go global and market their offerings to a totally different population will
enjoy the prestige of calling themselves an international company. It is not an easy feat to accomplish,
meaning prospects and potential business partners will instantly think more highly of your company when
they know you have an international presence.
7. Diversifying Company Markets
If your business only has one or two areas where it can sell services or products, what would happen if these
markets experienced a dramatic shift because of a natural disaster or other unforeseen circumstance? Taking
your business global allows you to diversify your markets so your revenue sources are more stable: even if
your domestic activity is slow, your business will not take as large of a hit since your global market will make
up the difference.
Going global has a number of advantages, but they do not come without challenges. If you can create an
effective strategy for getting over the hurdles that globalization might present, the process can reap many
benefits that your business will get to enjoy for years into the future.
Working with a company that specializes in not only translation, but cultural consulting can assist you in
preparing authentic marketing content, localized landing pages and SEO as well as a trans created homepage
specific to a new global market you are attempting to gain entry into.
Source:
❖ What Are The 7 Benefits of Going Global
Importance of English in being a global entrepreneur
Among the six official languages of the United Nations Organization, English is the most relying one, and one
of the working ones. Globalization and the need for an efficient way of communication around the world
made nations adopt English as the official language of the world, and the learning of the language opens
doors for personal, professional and cultural development.
English has consolidated its dominance as the language of the Internet, where 80 percent of the world's
electronically stored information is in English. There may be more native speakers of Chinese, Spanish or
Hindi, but it is English they speak when they talk across cultures, and English they teach their children to help
them become citizens of an increasingly intertwined world. In some places, English has invaded the
workplace along with the global economy. Some Swedish companies, for example, use English within the
workplace, even though they are in Sweden, because so much of their business is done, through the Internet
and other communications, with the outside world.
Source:
❖ Across cultures, English is the word
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Developing a Business English Vocabulary
Key Differences Between General English and Business English
English, being widely used worldwide as a language for communication, has become the lingua franca in
businesses for many years already. However, general English and Business English have some distinguishable
differences.
Level of Focus
One key difference when it comes to differentiating general English to Business English is their specificity.
People who learn general English usually stay on the same level as the others, while those who learn Business
English advance further to acquire relevant skills and techniques, and apply them within their professional
life. This is the reason why Business English learners are more motivated than the general English ones.
Different Vocabulary
Another major difference between general English and Business English lies in the use of specialized
vocabulary. At this stage, the Business English learner has already acquired general vocabulary, so the teacher
no longer resorts to pictures, graphs, objects to introduce new business vocabulary (terminology), therefore,
they have the advantage that they can use authentic material in the Business English class. General
dictionaries are not enough anymore, so the learner needs specialized monolingual or bilingual dictionaries.
Lexical Differences
Like all languages, English has unlimited words in its toolkit, and some of them may have different meanings
depending on the context. For example:
General English: bond = a close connection joining two or more people
Business English: bond = an official paper given by the government or a company to show that you have lent
them money that they will pay back to you at a particular interest rate
Formal and Informal
General English is considered to be both formal and informal depending on the circumstances, as opposed
to Business English that is mostly formal in order to increase its effectiveness and enhance the quality of
business dealings. For example:
General English: When will I get the package?
Business English: When will I receive the email?
Moreover, Business English also has its own set of abbreviations like FYI (for your information), PR (public
relations), AGM (Annual general meeting) etc. that are formal and appropriate mainly for business purposes.
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The Difference in Purposes
General English and Business English serve different purposes. General English focuses more on the day-today conversation and involves the use of basic vocabulary and grammar. It leans more towards a casual tone.
On the other hand, Business English is more extensive and specific. It is mainly used as a language tool for
business, as it is applied in a more professional context. Learning Business English can be empowering for
individuals who aim for their professional growth as it also helps in enriching one’s personal development,
which may lead to an increased number of new opportunities.
The role of the teacher
In general English, the teacher's role is to provide knowledge of the language, encourage students to
participate in activities and sometimes act as a participant in simulation activities. On the other hand, the
Business English teacher provides orientation and resources, does not perform the role of participant as
business students are more ready to get involved in communication activities.
While both are kinds of English language as forms of communication, the approach and objectives of these
two widely vary from each other. The approach for the general English leans more on the basic,
conversational, day-to-day use of words, while Business English is a systematic and complex mode of
speaking the said language. It follows a more disciplined approach in order to deliver a professional way of
speaking and conversation.
Finally, Business English has the advantage of bringing together both native and non-native speakers,
whereas general English addresses to non-native speakers.

Learning ‘Business Slang (or jargon)’
Jargon is defined as language that is not well understood outside of a specified group. Therefore, useful
language for one group could be total jargon to another group.
Business jargon is used by members of corporations and bureaucracies and is also known as corporate jargon,
business-speak, and bureaucratese. It typically includes buzzwords, vogue words, acronyms and
abbreviations, and euphemisms.
Here are some popular buzz phrases that constitute many of the most-used phrases in workplace jargon:
✓ Think outside the box - This term means to not limit your thinking; it encourages creativity with regards
to your job description
✓ The helicopter view - An overview of a job or a project
✓ Get our ducks in a row - Order and organize everything efficiently and effectively
✓ Pushing the envelope - This basically means to go outside of what is seen as normal corporate boundaries
in order to attain a goal or secure a target
✓ Heavy lifting - This refers to the most difficult aspects of a project, as in, "Bill is doing all the heavy lifting
for us!"
Source:
❖ Examples of Jargon in the Workplace
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In general, it can be said that the jargon language identifies the “community” of entrepreneurs, and the
business English jargon specifically pictures the community of businessmen dealing with overseas markets
while, at the same time, trying to separate themselves (at least on a practical level) from the rest of the
entrepreneurs. Thus, the jargon language creates the boundaries among business people making a
distinction among those who know the meaning of the language, who use it, who easily access it from those
who are not acquainted with it. This way the jargon might also identify a different status among businessmen.
Business Word Abbreviations
The business world covers a lot of issues that the average person may not understand, such as, income
statements, profit loss accounts, data analytics, and databases. The business abbreviations change by field.
For example, a person in the health care field has a whole different vocabulary of business abbreviations than
a person in military, law enforcement or government. Some business abbreviations are easy to decode and
discern, while others are a bit more confusing.
Here is a list of the most common business abbreviations:
Titles
Most people understand that a CEO runs a company, but what do those three letters stand for and how is a
CEO different from a CMO, CFO or COO?

✓
✓
✓
✓
✓
✓
✓
✓
✓

BKPR - Bookeeper
CAO - Chief Accounting Officer
CEO - Chief Executive Officer
CFO - Chief Financial Officer
CIO - Chief Information Officer
CMO - Chief Marketing Officer
COO - Chief Operating Officer
CPA - Certified Public Accountant
CTO - Chief Technology Officer
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Financial
In the world of business, it always comes down to the bottom line. And you'll need to know what all those
numbers really mean.
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓

ACCT - Account
ACR - Accrual
ACV - Actual Cash Value
AGI - Adjusted Gross Income
AGR - Adjusted Gross Revenue
A/R - Accounts Receivable
BS - Balance Sheet
BGT - Budget
COGS - Cost of Goods Sold
CPTAL - Capital
EPS - Earnings Per Share
FIFO - First In, First Out
GL - General Ledger
GP - Gross Profit
LC - Letter of Credit
LIFO - Last In, First Out
MTD - Month-to-date
NAV - Net Asset Value
OC - Opportunity Cost
PC - Percent
Pd - Paid
P/E - Price-to-earnings ratio
P&L - Profit and Loss
Re or RE - In reference to, Retained Earnings
ROA - Return on Assets
ROE - Return on Equity
ROI - Return on Investment
WC - Working Capital

Sales
In the world of sales, the unofficial acronym ABC (Always Be Closing) reigns supreme.
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓

AD - Advertisement
B2B - Business to Business
B2C - Business to Consumer
BD - Business Development
BDC - Business Development Company/Council
COD - Cash on Delivery
Comp. - Item given for free
PO - Purchase Order
Sls - Sales
SP - Strategic Plan
USP - Unique Selling Point
Val. - Value
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Personnel & Organization
A company needs to be suitably organized if it wants to succeed in both the short-term and the long-term.

✓
✓
✓
✓
✓
✓
✓
✓
✓

AGT - Agent
HR - Human Resources
Slsmn - Salesman
Secl - Secretarial
PR - Public Relations
QC - Quality Control
R&D - Research and Development
Wrkr - Worker
Wrhse - Warehouse

Legal
While you may not need to know all the ins and outs of the courtroom, knowing your IPO from your LLC is
important.
✓
✓
✓
✓
✓
✓

HQ - Headquarters
Inc. - Incorporated
IPO - Initial Public Offering
LBO - Limited Buyout
Ltd. - Limited Company
LLC - Limited Liability Corp.

General Terms
Some of these abbreviations and initialisms are more common or more official than others. If you want to
understand the company memo that's being passed around, you'll need to commit these terms to memory.
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓

ADP - Automated Data Processing
Approx - Approximately
Attn - Attention
BAT - Business Action Theory
BCC - Blind Copied
BIMS - Business Information Management
Suite
BPC - Business Planning Cycle
CC - Copy To
ETA - Estimated Time of Arrival
EXP - Export
GDP - Gross Domestic Product
GDPR - General Data Protection Regulation
GMP - Good Manufacturing Practices
Pls - Please
Qty - Quantity
Stsfctn - Satisfaction
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✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓

Svngs - Savings
TBD - To Be Determined
Thx - Thanks
Trd - Trade
Trnsfr - Transfer
Ttl - Total
Unltd - Unlimited
Utlztn - Utilization
W/O - Without
Wst - Waste
Whol. - Wholesale
Wrkshp - Workshop
Wrldwd - Worldwide
YTD - Year To Date

Source:
❖ https://abbreviations.yourdictionary.com/articles/business-word-abbreviations.html
❖ https://www.thoughtco.com/what-is-business-jargon-1689043
Further readings:
❖
❖
❖
❖
❖
❖

150 Business Jargon Fixes
Asana’s corporate jargon cheat sheet
250+ Common Business Acronyms, Abbreviations & Slang Terms
123 Common Business Acronyms You Need to Know
40 Business Acronyms and Business Abbreviations You Should Know
What Is the Difference Between an Abbreviation and an Acronym?
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How to write professional emails or letters in English
Business emails are a pillar of modern entrepreneurial communication. On any given day, the average office
worker receives over 80 emails, but while a lot of emails are sent, many of them are not effective. Etiquette,
style, and format are essential to writing emails that get results and define the professional style of the
sender.

Four Key elements to consider when writing an email

Who is My
Audience?
Is Email
Appropriate?

Is This Email
Necessary?

What is the
purpose of
the
communicati
on
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1. Who is My Audience?
In all business writing, the audience is the top consideration. Who you are writing for will determine how you
write your email? The reader will determine the tone, formality, and content of the communication.
Your email’s reader may be your colleague, client, or supervisor. Each reader will have a different
background, project knowledge, and priorities. You can use project acronyms with a colleague who has the
same deep project knowledge as you do. Those same acronyms will be confusing to an executive who needs
an update for budget forecasting. With your audience at the forefront, you will always write a more effective
email.
The audience includes all of the people included in the sender fields. This includes the To:, CC:. and BCC: fields
but the main focus should be on those in the To field.
'To:' is for the direct audience who needs to reply or take action from the email content.
'CC:' is for readers who need to receive the email conversation for reference or clarity, but do not need to
take action nor reply.
'BCC:' is for the audience who only needs to see the initial email and none of the later chain of replies.
Incorrect usage of the sender fields is a common business email mistake. It occurs when the audience and
their roles are not thoughtfully considered.
Use the BCC field very judiciously. Often, it's best to forward an email separately, with a brief statement on
why you're sending this information.
2. What is the purpose of the communication?
Each email should cover only one specific item, task, or request. Covering multiple actions in one email can
cause confusion and inefficiency. By limiting emails to one thing, the email is easier for the recipient to
understand, process and act upon. This clarity increases understanding and productivity.
In practice, we sometimes have to ask for several pieces of information related to the same topic. In this
case, use a numbered list to clarify for your reader that the request has components. This will help your
reader respond easily and ensure you receive all of the specifics that you need.
3. Is This Email Necessary?
There is a tendency to over-communicate by email. While email is efficient and provides an electronic papertrail, not all communication should occur over email.
Ask yourself: “Is this email really necessary?” Perhaps a quick phone call or a ping on the company messenger
is more appropriate. If you’re expecting a lot of back-and-forth on the topic, a short conversation can
eliminate a lengthy email chain.
Choose the right channel to send information. Email is great, but it's one channel.
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4. Is Email Appropriate?
Email can be used in many scenarios but is not always appropriate.
If you are delivering bad news, do so in person or word the email thoughtfully. An email is impersonal and it
is difficult to convey empathy or compassion.
Sensitive information sent by email runs the risk of being accidentally shared. There are plenty of cases of
email mishaps, ranging from funny to serious. Whether the information is personal contact or personal
opinion, consider whether it’s appropriate for an email. If you wouldn’t want it accidentally shared, be very
thoughtful about how it is sent in the first place.
If you are unsure if an email is appropriate, ask yourself if you'd be comfortable with that email being
projected in a meeting. Attending the meeting are your boss, all your future bosses, and your mother. If it
passes this test, then send it. If not, there is likely something that is not appropriate.
Source:
❖ How to Write a Business Email
Formatting Your Email
Use a
professional
email
address

Formatting
Your Email
Use a
professional
font
Use a short
and accurate
subject line

1. Use a professional email address
Ideally, your email address should be a variation of your real name, not a username or nickname. Use periods,
hyphens, or underscores to secure an e-mail address that's just your name, without extra numbers or letters,
if you can.
For instance, iambatman@gmail.com will seem unprofessional. Bruce.Wayne@gmail.com, however, is
suitable.
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2. Use a professional font
For a formal email, keep things conservative, with fonts like Times New Roman and Arial. Avoid decorative
fonts like Comic Sans or Old English. In addition:
✓ Write your email in a legible font size, such as 12-point type.
✓ Avoid special styles like italics, highlighting, or multi-coloured fonts unless they are warranted by the
content and purpose of the email.
✓ Do not use all caps. These make it seem like you are shouting at the recipient.
3. Use a short and accurate subject line
Use keywords in the subject line that suggest exactly what you are writing about, in just a few words. This
helps make sure that readers don’t overlook your email because the subject line is missing, is too vague, or
suggests the email is unimportant.

✓ Subjects like “Quick question,” “Contacting you,” or “Email about an important matter” are too vague or
obvious to be useful.

✓ “Schedule, Guest List, Lunch Requests, and Meeting Overview for March 12th,” on the other hand, is
overwhelmingly long and covers several topics.

✓ “Meeting RE: damaged escalator on March 12th,” however is short and to the point. It alerts your
recipient to a single primary topic and a specific date.
Writing Your Message
1. Use a proper salutation
Always open a formal email with a salutation. Addressing the recipient by name (if known) is preferred.
Include the person's title (Mr., Mrs., Ms., Dr., etc.) with their last name, followed by a comma or a colon. You
can precede the salutation with "Dear..." if you like.

✓ If you don't know the name of the person you're writing to, use a salutation like “Dear Sir/Madam,” “Dear
Sir or Madam,” or “To whom it may concern.”
✓ Do not use “Hello,” “Hey,” “Hi,” or other informal salutations.
2. Introduce yourself in the first paragraph (if necessary)
If you are writing to someone you don't have an existing relationship with, such as a new customer, hiring
manager, or government official, tell them who you are and why you are writing. Do this in the first sentence
or two of your email.
For example, when writing to a potential employer, you might say: "My name is Earl Rivers. I'm contacting
you to apply for the administrative assistant position listed on CareerXYZ.com."
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3. Prioritize the most important information
Once you’ve introduced yourself and the general reason you’re writing, you can follow up with the body of
your email. Put the most important content near the top. This respects your recipient’s time and makes the
purpose of your email clear.
When writing to a government official, for instance, you might start by saying: "My name is Arlene Rivers. I
obtained your email address from the Westchester County Clerk website. I am writing to contest the traffic
citation I received on December 31, 2009. "
4. Get to the point
For a formal email, it’s okay to be direct, as long as you are polite. Beating around the bush will only lose your
reader and make it harder to figure out what you want or need from them.
For instance, when writing to a professor, it would be much clearer to write something like: “This is Darlene
Frankreich. I’m a student in your CHEM 221 class, and I'm writing about a potential exam time conflict”.
5. Keep it brief
There’s no set length for how long an email should be. However, it’s a good idea to keep an email to about
one (laptop or desktop size) screen length.
If your email is relatively lengthy, break it up into short paragraphs. Insert a line break between each
paragraph instead of indenting.
6. Use formal language
Since formal emails are written for professional contexts, you’ll want to give a good impression. Use complete
sentences and polite phrasing. Avoid things like: Slang, Unnecessary contractions, Emoticons and emojis,
Profanity, Jokes.
7. Use a proper form of closing
As with salutations, there are a variety of closings that are acceptable in formal emails. Make sure to follow
up with your full name and job title or other signature (if you have one). Examples of potential closings
include:

✓
✓
✓
✓
✓

"Yours sincerely,"
"Yours cordially,"
"Respectfully,"
"Best,"
“Your student,”

58

Preparing to Send the email

Preparing to
Send the email

Is This Email
Necessary?

Include any
necessary
attachments

Proofread your
message for
content, spelling,
and grammar

1) Include any necessary attachments
If you need to include any attachments, make sure to mention them in the body of the email to let the
recipient know that they are included. Be courteous by trying to keep the number of attachments and their
file size down, and by using common or widely compatible file types.
For example, include a note like “I am attaching a copy of my resume and portfolio, in PDF format.”
2) Proofread your message for content, spelling, and grammar
Don’t just rely on your email service’s spelling or grammar checker. Reading your email aloud or asking
someone to proofread it is a great way to catch any typos, mistakes, or unclear phrases.
3) Make sure that the email does not contain any sensitive information
Always keep in mind that email is not a secure communication system. Remember that email servers can be
hacked, or that your recipient might intentionally or unintentionally share information that you didn’t want
to be divulged.
Avoid including things like passwords, account numbers, and confidential information in an email.
Source:
❖ How to Write a Formal Email
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Customer Relations
Customer relations describes the ways that a company will engage with its customers to improve the
customer experience. This includes providing answers to short-term roadblocks as well as proactively
creating long-term solutions that are geared towards customer success. Customer relations aims to create a
mutually beneficial relationship with the customer that extends beyond the initial purchase.
Benefits of positive customer relations

✓ Customer Retention
✓ Customer Loyalty
✓ Customer Satisfaction
1.
Customer Retention
Companies that do a better job of managing customer relations are more likely to see higher customer
retention rates. In fact, studies show that 61% of customers stop buying from a company if they have a poor
customer experience. Compare that to the 60% of customers who said they would likely do business with an
organization again if the company handles a customer service issue fairly, even if the outcome isn't in their
favor.
These numbers prove that customers know when your company is being genuine and are willing to overlook
your mistakes so long as you demonstrate a dedication to their success. That type of transparency is essential
when reducing churn as well as when you're building a positive customer relationship. It can also be
financially beneficial too, as studies show increasing customer retention rates by just 5% can increase your
profits by 25% to 95%.
2.
Customer Loyalty
When you have a good history with your customers, it makes it more difficult for your competitors to lure
people away from your brand. Customer loyalty is highly valuable for businesses as repeat customers are
nine times more likely to buy from you than those that have not yet converted. Building positive customer
relations drives customer loyalty because it creates an intangible incentive for the customer to return to the
same business. Think Jar Research even shows that 55% of consumers will pay more money for a product or
service if it's a guaranteed good experience. While it may cost more for companies to invest in building
positive customer relations, the payoff in customer loyalty can be instrumental for generating consistent
revenue over time.
3.
Customer Satisfaction
Positive customer relations give companies more insight into their customer's problems because it creates
an open channel of communication for relaying customer feedback. This leads to better individual
interactions with customers which builds up trust over time and influences their buying decisions. Studies
have even found that 65% of consumers believe that a good experience with a company has more influence
over their purchase decision than advertising does. So, while the commercial of the cute dog may get a smile
or two from your target audience, customer satisfaction actually is the result of your brand creating
memorable customer experiences.

60

How Do You Foster Positive Customer Relations?

✓ Employee Training
✓ Accessibility
✓ Upper Management
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→ Employee Training
A great customer experience comes not only from the product being sold but also from the employees who
interact with the customer. These marketing, sales, and customer service employees need to be highly skilled
in their trade and motivated by quickly solving customer problems. Studies show that 67% of customer churn
is avoidable if the customer's issue is resolved after the first interaction with the company. This puts pressure
on your service and support teams to be able to handle all types of issues that customers will present.
Companies faced with higher volumes of support and service cases can adopt customer service tools to help
manage customer relations. Adding a help desk software can significantly help customer service, support,
and success teams monitor interactions with customers over time. Tools like a customer relationship
manager, or CRM, can help your team expand its bandwidth and create satisfying experiences for every
person that interacts with your business.
→ Accessibility
To provide an excellent customer experience, your service and support teams need to be readily available to
help. A Microsoft survey revealed that over a third of consumers reported that their biggest complaint with
a company is not being able to get help from an agent when needed to. While it helps to have things like
chatbots and self-service help desks, your team still needs to be there when the customer has a problem.
Technology can help ease some of the stress for your customer service team, but it can never recreate the
memorable experience that a live rep can provide. This human interaction is crucial to creating a meaningful
relationship between a company and its customers.
→ Upper Management
Companies that want to create positive customer relations need to install a customer-centric culture into the
organization. This culture has to be focused on customer success as well as creating long-term solutions for
every customer. Companies can do this by creating a customer journey map that outlines the buyer's journey
for a target consumer. Employees will be more motivated to help customers as they can see exactly where
they play a role in the customer's success. It also helps to hire a customer relations executive who can lead
the development of customer relationships.
Source:
❖ What is Customer Relations? Everything You Need to Know

Marketing in Business English
Marketing is the process of getting people interested in your company's product or service. This happens
through market research, analysis, and understanding your ideal customer's interests. Marketing pertains to
all aspects of a business, including product development, distribution methods, sales, and advertising.
Types of Marketing
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Where your marketing campaigns are visible depends entirely on where your customers spend their time.
It's up to you to conduct market research that determines which types of marketing - and which mix of tools
within each type - is best for building your brand. Here are several types of marketing that are relevant today,
some of which have stood the test of time:

Search
engine
optimization
Video
marketing

Blog
marketing
Internet
marketing
Social
media
marketing

Search
engine
marketing
Print
marketing

→ Internet marketing: Inspired by an Excedrin product campaign that took place online, the very idea of
having a presence on the internet for business reasons is a type of marketing in and of itself.

→ Search engine optimization: Abbreviated "SEO," this is the process of optimizing content on a website
so that it appears in search engine results. It's used by marketers to attract people who perform searches
that imply they're interested in learning about a particular industry.

→ Blog marketing: Blogs are no longer exclusive to the individual writer. Brands now publish blogs to write
about their industry and nurture the interest of potential customers who browse the internet for
information.

→ Social media marketing: Businesses can use Facebook, Instagram, Twitter, LinkedIn, and similar social
networks to create impressions on their audience over time.

→ Print marketing: As newspapers and magazines get better at understanding who subscribes to their print
material, businesses continue to sponsor articles, photography, and similar content in the publications
their customers are reading.

→ Search engine marketing: This type of marketing is a bit different than SEO, which is described above.
Businesses can now pay a search engine to place links on pages of its index that get high exposure to
their audience. (It's a concept called "pay-per-click" -- I'll show you an example of this in the next section).

→ Video marketing: While there were once just commercials, marketers now put money into creating and
publishing all kinds of videos that entertain and educate their core customers.
Useful vocabulary for Marketing
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Marketing, like other business fields, is its own terminology that you may have heard but not been able to
understand.

Brands

Marketing
in general

Digital
marketing

Content
marketing
Here are some terms that you will need for your business:
→ Brands
Whenever you’re having a conversation about marketing, it’s common to hear people talk about a company’s
“brand.” Your company’s name, how recognizable the name is and how people view it are all part of your
brand. You want customers to think and feel something specific when they hear your company’s name. For
example, a lot of “Apple” lovers automatically think things like “quality” and “cutting edge” when they hear
the brand mentioned. The creators of Apple wanted these ideas to be part of the brand. Today, the Apple
brand holds a lot of value.
✓
✓
✓
✓

Brand Identity
Brand Guidelines
Look and Feel
Visibility

✓ Brand Identity: This is the message a brand wants to send to its customer. Perhaps you want your
company to be seen as professional and exclusive. Or maybe you want it to be young and vibrant. Adjectives
like these helps make a brand identity.
Example: Their new logo is fresh and hip, giving them an almost entirely different brand identity.

✓ Brand Guidelines: This is a document that explains a brand’s identity entirely. This is usually used by
marketing professionals and graphic designers. It is basically a set of do’s (things you should do) and don’ts
(things you shouldn’t do) for presenting the brand in any marketing material. It will include things like:

✓
✓
✓
✓
✓
✓

Colors to use
Where and how to use the logo
Acceptable fonts
Types of images
Thickness of borders
Packaging guidelines

Brand guidelines can be a few pages or a hundred pages, depending on the size of the brand. This document
allows a business to maintain consistency in presentation.
Example: All designers must refer to the brand guidelines whenever they are making new marketing material.
✓ Look and Feel: This is a way of talking about things in the brand guidelines. The “look and feel” is exactly
what it sounds like. It is how the brand looks and how it makes people feel. It is the way someone experiences
a brand through its packaging, website and marketing efforts.
Example: The spa’s look and feel is very minimalist, but at the same time relaxed and inviting.
✓ Visibility: The word visibility refers to something’s ability to be seen. Something that has good visibility
is something that can be seen easily. When talking about a brand’s visibility it means the same thing. How
often does your audience see your brand through your marketing activities? The more people that see or
hear about your brand, the more visibility it has.
Example: We should put up a big billboard on the interstate to increase our offline visibility.
→ Marketing in General
✓
✓
✓
✓
✓
✓

Online Marketing Activities
Offline Marketing Activities
Marketing Campaign
Marketing Objective
Campaign Reach
Marketing Collateral

✓ Online Marketing Activities: Online marketing activities are any activities to increase visibility that
happen through the Internet and through smartphone apps. This could include email campaigns, text
messages and digital advertising.
✓ Offline Marketing Activities: These are any marketing activities that do not happen on the Internet. This
could include billboards, print ads, mailed newsletters, flyers, live demos and much more.
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✓ Marketing Campaign: This is a marketing message that you want your audience to remember. It is one
single message that is sent by multiple different methods. You will spread this message through online and
offline marketing activities. A company usually pushes a specific marketing campaign for a predetermined
duration. However, if the marketing campaign is a huge success, they may continue to use it.
Example: Have you ever heard of the phrase “Just Do It”? This was a marketing campaign Nike introduced in
the late 1980s, but it has since become an important part of the Nike brand identity.
✓ Marketing Objective: This is what you are trying to accomplish with your campaign. Maybe you have a
sales goal or you want to reach a certain number of people. A marketing objective is your reason for activating
the marketing activity.
Example: Our marketing objective for the spring print campaign is to get at least 10,000 people to walk into
our store in the month of April.
✓ Campaign Reach: To know if your campaign is successful, you should have someone who is tracking and
analyzing the data. Data will show you how many people see or engage with the campaign material. This is a
phrase often used with digital marketing, but it can be used when talking about other marketing activities
too.
Example: I have spent $1000 on the ads, and the campaign reach is about 10,000. That works out to be 10
cents per ad view.
✓ Marketing Collateral: This refers to the media and material used to sell your product. Rather than ads,
most of the time this refers to things such as PowerPoint presentations, brochures, white papers and so on.
Example: We need to update our marketing collateral and create some more appealing brochures and flyers.
→ Digital Marketing
Digital marketing is any form of marketing that takes place in the digital world, online.
✓
✓
✓
✓
✓
✓

Big Data
Social Media
Keywords
Real-time engagement
Online Presence
Email Blast

✓ Big Data: Similar to its meaning, the phrase “big data” is used when talking about massive amounts of
data. Analysts use this data to figure out trends and human behavior to better understand markets.
Example: We can use big data to figure out which products our customers might prefer the most.
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✓ Social Media: Any platform that connects people, including: Facebook, Twitter, Instagram, Pinterest and
Snapchat. Many companies want to have a good social media presence, which means that they will have
good visibility to people who use these social media sites.
Example: We should improve our brand’s social media presence by opening Instagram and Pinterest
accounts.
✓ Keywords: When you set up an online advertisement, you can select keywords that are relevant to your
product. Then your advertisement will target people who have searched for things similar to your keywords.
As shown in the previous example, “potato chips” is a keyword for the Lays company’s website.
Example: Since we are selling hand-crafted chairs, we should add “furniture,” “chair” and “décor” to our list
of keywords.
✓ Real-time engagement: This is when a brand interacts with audiences right now. Instead of only
following a marketing plan that was designed weeks ago, real-time engagement means a brand reacts in
“real-time.” Your company might do some real-time engagement by interacting with its followers on Twitter
or Facebook.
Example: Since #summerholiday is now trending on Twitter, let’s mention some fun things for people to do.
That way we can increase our real-time engagement.
✓ Online Presence: When someone hears about a new business or product, the first thing they’ll do is go
to Google. This is the modern world. We go to the Internet to do research and see what we can learn about
any business or product that interests us.
When someone searches for your business online, which website pages come up? This is your online
presence. If people can find your business online, then your business has an online presence. If someone
searches for your name and finds your personal website, then you have an online presence!
Example: There are only ten websites that come up when I search for our business’ name. We really need to
improve our online presence and get some other websites to start talking about us.
✓ Email Blast: When you send the same marketing email out to a large list of email addresses, it’s called an
email blast.
Example: Let’s send out an email blast informing our database that the store will be having a huge sale before
Christmas.
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→ Content Marketing
Content marketing uses strategic material that’s put out for the world to see, but which doesn’t necessarily
appear to be an advertisement. This can be an interesting video, a story or a single Facebook post.
✓
✓
✓
✓
✓

Clickbait
Organic Content
Influencers
Celebrity-Driven Content
Native Advertising

✓ Clickbait: This is when a headline is worded in such a way that readers feel tempted to click it to find out
what the article will say.
Example: Headlines like “This woman lost her dog. You’ll never believe what happened next” and “5 things
you must absolutely try today” are nothing more than clickbait to increase page views.
✓ Organic Content: This is content that happens naturally. The marketing team did not plan or create this
content. It’s usually something that a customer writes or promotes.
Example: A high school student wrote organic content by reviewing our product in a Facebook post and 3,500
people liked it.
✓ Influencers: Influencers are people who have a big social media following. They may be traditional
celebrities or Internet celebrities. Either way, when they post something on Instagram, Twitter or Facebook,
a lot of people see it.
✓ Celebrity-Driven Content: When brands pay an influencer to post about their product, it’s considered to
be celebrity-driven content.
Example: Ally has 100,000 followers on Instagram, so brands pay her to post celebrity-driven content.
✓ Native Advertising: This is advertising that disguises itself to look as though it isn’t marketing. It is a
property which looks like other non-advertising properties on the same site or platform.
Example: The beauty blog will feature a post about the quickest way to remove pimples. The post is native
advertising provided by a face wash company.
Sources:
❖ What Is Marketing? [FAQ]
❖ 22 English Vocabulary Words You Need to Discuss a Marketing Plan for Your Business
Further readings:
❖ Marketing Vocabulary
❖ The Ultimate Dictionary of Marketing Terms You Should Know
❖ Marketing Vocabulary
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Conducting international Meetings
What is a Meeting?
A meeting is where a group of people come together to discuss issues, to improve communication, to
promote coordination or to deal with any matters that are on the meeting agenda and to help get any tasks
done. For any meeting to be successful it needs the support of the group involved, or the organization
behind it, and it must have the intention of achieving some goal or objective. A meeting can be either a
face-to-face one or an online one.
Purpose of Meetings
You have to be very clear on why you are calling a meeting. That is, you have to be very clear on what you
want to accomplish and why you are bringing together the group of people that have been invited.
Here are some reasons why meetings are held for:
✓ To sort out any conflicts.
✓ To negotiate a contract or agreement, or matters to do with
it.
✓ To deal with a current problem within the group or within
the business or organisation.
✓ To receive a report for assessment and review.
✓ To supply information to those present or to canvas views of
those present on the particular matter at hand.
Source:
❖ Purpose of Meetings
Planning Effective Meetings
Meeting management tends to be a set of skills often overlooked by leaders and managers. The process used
in a meeting depends on the kind of meeting you plan to have, e.g., staff meeting, planning meeting, problem
solving meeting, etc. The following suggestions work for both face-to-face meetings and online ones.
✓
✓
✓
✓
✓
✓
✓
✓

Selecting Participants
Developing Agendas
Opening Meetings
Establishing Ground Rules for Meetings
Time Management
Evaluations of Meeting Process
Evaluating the Overall Meeting
Closing Meetings
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→ Selecting Participants
✓ The decision about who is to attend depends on what you want to accomplish in the meeting. This may
seem too obvious to state, but it's surprising how many meetings occur without the right people there.
✓ Don't depend on your own judgment about who should come. Ask several other people for their opinion
as well.
✓ If possible, call each person to tell them about the meeting, it's overall purpose and why their attendance
is important.
✓ Follow-up your call with a meeting notice, including the purpose of the meeting, where it will be held
and when, the list of participants and whom to contact if they have questions.
✓ Send out a copy of the proposed agenda along with the meeting notice.
✓ Have someone designated to record important actions, assignments and due dates during the meeting.
This person should ensure that this information is distributed to all participants shortly after the meeting.
→ Developing Agendas
✓ Develop the agenda together with key participants in the meeting. Think of what overall outcome you
want from the meeting and what activities need to occur to reach that outcome. The agenda should be
organized so that these activities are conducted during the meeting. In the agenda, state the overall
outcome that you want from the meeting
✓ Design the agenda so that participants get involved early by having something for them to do right away
and so they come on time.
✓ Next to each major topic, include the type of action needed, the type of output expected (decision, vote,
action assigned to someone), and time estimates for addressing each topic
✓ Ask participants if they'll commit to the agenda.
✓ Keep the agenda posted at all times.
✓ Don't overly design meetings; be willing to adapt the meeting agenda if members are making progress in
the planning process.
✓ Think about how you label an event, so people come in with that mindset; it may pay to have a short
dialogue around the label to develop a common mindset among attendees, particularly if they include
representatives from various cultures.
→ Opening Meetings
✓ Always start on time; this respect those who showed up on time and reminds late-comers that the
scheduling is serious.
✓ Welcome attendees and thank them for their time.
✓ Review the agenda at the beginning of each meeting, giving participants a chance to understand all
proposed major topics, change them and accept them.
✓ Note that a meeting recorder if used will take minutes and provide them back to each participant
shortly after the meeting.
✓ Model the kind of energy and participant needed by meeting participants.
✓ Clarify your role(s) in the meeting.
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→ Establishing Ground Rules for Meetings
✓ You don't need to develop new ground rules each time you have a meeting, surely. However, it pays to
have a few basic ground rules that can be used for most of your meetings. These ground rules cultivate
the basic ingredients needed for a successful meeting.
✓ Four powerful ground rules are: participate, get focus, maintain momentum and reach closure. (You
may want a ground rule about confidentiality.)
✓ List your primary ground rules on the agenda.
✓ If you have new attendees who are not used to your meetings, you might review each ground rule.
✓ Keep the ground rules posted at all times.
→ Time Management
✓ One of the most difficult facilitation tasks is time management - time seems to run out before tasks are
completed. Therefore, the biggest challenge is keeping momentum to keep the process moving.
✓ You might ask attendees to help you keep track of the time.
✓ If the planned time on the agenda is getting out of hand, present it to the group and ask for their input
as to a resolution.
→ Evaluations of Meeting Process
✓ It's amazing how often people will complain about a meeting being a complete waste of time - but they
only say so after the meeting. Get their feedback during the meeting when you can improve the
meeting process right away. Evaluating a meeting only at the end of the meeting is usually too late to
do anything about participants' feedback.
✓ Every couple of hours, conduct 5-10 minutes "satisfaction checks".
✓ In a round-table approach, quickly have each participant indicate how they think the meeting is going.
→ Evaluating the Overall Meeting
✓ Leave 5-10 minutes at the end of the meeting to evaluate the meeting; don't skip this portion of the
meeting.
✓ Have each member rank the meeting from 1-5, with 5 as the highest, and have each member explain
their ranking
✓ Have the chief executive rank the meeting last.
→ Closing Meetings
✓ Always end meetings on time and attempt to end on a positive note.
✓ At the end of a meeting, review actions and assignments, and set the time for the next meeting and ask
each person if they can make it or not (to get their commitment)
✓ Clarify that meeting minutes and/or actions will be reported back to members in at most a week (this
helps to keep momentum going).
Source:
❖ Guidelines to Conducting Effective Meetings
Further readings:
❖ Vocabulary for Meetings
❖ 10 Best Virtual Meeting Platforms for Business
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Working as a team with transnational colleagues
Teamwork is one of the 21st Century Skills that has been identified as being required for success in 21st century
society and workplaces by educators, business leaders, academics, and governmental agencies. What is
interesting is that a team can be a group of individuals but a group can never be a team. The main reason
why teams are formed is to achieve the goals or tasks effectively, which an individual or a group of people
fail to meet. When working in a group, the main focus goes on individual goals and accountability. Whereas
in a team, the collective outcome is considered. Moreover, when working in a team, you need to share certain
features and the predefined goals.
Teamwork can also be between partners from different countries, therefore, the need for being able to
communicate in English is imperative.
Why is teamwork important?
✓
✓
✓
✓
✓
✓
✓

Teamwork motivates unity in the workplace
Teamwork offers differing perspectives and feedback
Teamwork provides improved efficiency and productivity
Teamwork provides great learning opportunities
Teamwork promotes workplace synergy
Teamwork teaches Conflict Resolution Skills
Teamwork encourages healthy Risk-Taking

What Makes a Team Successful?
To make a team successful, there are several factors that are responsible for it. Some of them are:
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Few Good teamwork skills
Here are a few teamwork skills that you need to have:
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓
✓

Communication
Active listening
Conflict management
Delegating
Developing consensus
Drawing out the input of introverts
Framing key issues
Taking up additional work during times of
crisis
Listening
Leadership
Mediating conflicts
Monitoring progress
Recognizing other’s achievements
Reliability
Respect
Setting and following deadlines
Team building

Sources:
❖ Top 11 Advantages and Disadvantages of Working in a Team
❖ 5 Important Reasons Why Teamwork Matters!
❖ 6 Benefits of Teamwork in the Workplace
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Pitching your business idea to a foreign investor
Many new entrepreneurs have great ideas that will take the world by storm. But 99% of them do not get the
proper business funding in the long run. This will end up leaving all these ideas to never develop into
successful projects. The reason is due to the existence of a huge gap between having a great business idea
and fully implementing it. This gap can be filled by raising the proper funds.
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Your pitch is the main thing that could either get your business off the ground, or sink it. It matters!
How To Pitch an Idea

✓
✓
✓
✓

Create and refine the idea
What is the scope of the idea?
Turn your pitch into a story
Choose the Right Audience

→ Create and refine the idea
Good ideas include some thinking about execution and delivery. Saying “we should build cars that go 1000
mph and get 100mpg and easily fold to fit in your back pocket” or “We should make a children’s movie that
is very funny and intelligent for parents and children, but also has a deep positive spiritual and moral
message” count as interesting ideas. They’re good starts. But they won’t be good ideas, in the sense of pitchwork, until there’s both some logic for how to make it real within reasonable limitations, and some level of
detail in how to convert the abstract idea (build a breakthrough automobile) into tangible plans (the trans
warp drive I’ve designed improves gasoline efficiency tenfold).
So, until the concepts and hard parts are detailed enough to demonstrate that the spirit of an idea is matched
with specifics, the idea doesn’t have much of a foundation. People can dismiss it quickly just by asking 2 or 3
basic questions. Always remember that moving from an interesting but vague idea, to a specific and
actionable idea is the difficult part of creation and invention.

→ What is the scope of the idea?
The bigger the idea, the more involved the pitch. A big idea tends to mean a bigger more important pitch
with a bold and potentially risky approach. The stakes are higher. To convince a CEO to start a new milliondollar project will take more effort than convincing your best friend to loan you his pen. As a rough guide,
here’s how to assess the scope of an idea, from narrow to grand:

✓
✓
✓
✓
✓
✓
✓
✓

Tiny tweak to something already in existence
New feature or enhancement to existing product / website / company
A major new area of an existing product / website / company
An entirely new, but small and simple, project
An entirely new, but large and possibly complex, project
An organizational, directional, or philosophical, change to an existing organization
A new organization
A new nation, planet or dimension of the universe (Sorry. But for how to pitch to the omnipotent forces
that run the universe, you’ll have to look elsewhere).

When you’ve identified the scope of your idea, do some research on how others who have pitched similar
idea have gone about it. You’re probably not the first person to pitch something of the scope you’re pitching,
so go find out what other people did, and what kind of success they had. Learn from their mistakes. There
are books on pitching business plans, movie scripts, and of course pitching yourself (job interviewing). Do
your homework: know some of the basic strategies, or industry expectations for the kind of pitch you’re
doing. In the software development world, talk to people who have pitched feature ideas in your
organization, and see what you can learn.
→ Turn your pitch into a story
Storytelling is the best way to attract the audience. It is a scientifically proven way to capture the listener’s
attention and hold them to remember what you say. Moreover, with storytelling, you can make your pitch
unforgettable. Those difficult to understand valuations, spreadsheets and numbers do not attract investors
anymore. When you are pitching your audience via your story, the investors get all the information that they
want. What information you can offer them about your startup with your story, no sheet can convey the
same. Everyone is attracted and loves a pitch that has a story involved; even the most data-driven investors.
So, tell your story in a right way, gain the attention of the audience and the funding will follow.
→ Choose the Right Audience
Before sharing your idea with an investor, it is recommended to know about the interests of your investors.
As an entrepreneur needing funding, what would be the use of pitching to investors who are not willing to
invest in your product? Different investors can only finance your business when it is at a specific level.
According to experts, it is good to start pitching your ideas to angel investors. Your business audience plays
a vital role when it comes to getting an investor to help you financially. After recognizing your right audience,
it is suitable to design your presentation in an appealing way. Set all your goals and objectives of your business
and state the period as well.
Sources:
❖ How to Effectively Pitch Business Ideas to Investors
❖ How to Pitch an Idea
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BRIDGE 4
SELF REFLECTION -> WHAT HAVE I LEARNT? AM I ABLE TO TRANSFER
THAT TO THE NEW LEARNERS FOLLOWING ME?
Bridge 4 - makes students reflect on what they have learned and on the potential transfer of knowledge to
others. For this reason, it offers them a general overview of:
1. Mentoring and Coaching, both from the point of view of the role and from that of professional and
personal competences;
2. How to organize group activities;
3. How to organize mentor activities;
4. Leadership and delegation skills: how they are linked and complementary to one another.
For a better understanding of Bridge 4, please watch the video tutorial for VET trainers. You can find it
here: Bridge 4 – video tutorial.

Steps of the Bridge 4:
At each step of the Bridge you can find questions that will guide students across the Bridge and help them
reflect on themselves to see if they are able to pass on their knowledge to the new learners following them.
We recommend to use Learner’s Manual (where you will find plenty activities for this Bridge) as additional
tool to this Curriculum and Trainer’s Manual to combine theoretical material with the activities. In addition,
there is a Video Tutorial for students to help them better understand the Bridge.
Mentoring and Coaching Competences
• Key Skills (experience, patience,
communication, able to convey information in
a variety of ways, empathetic, good at
listening and well prepared)

How would I prioritize the following 7 mentoring
and coaching competences: experience, patience,
communication, able to convey information in
variety of ways, empathetic, good at listening, well
prepared? Why in this order?
What mentoring and coaching competences do I
have?
What mentoring and coaching competences do I
need to improve?

•

How would I prioritize the following 4 qualities of
a role model: making others feel comfortable,
understanding
learner’s
strengths
and
weaknesses, staying positive and supportive,
being inquisitive about the learner? Why in this
order?
What role model qualities do I have?
What qualities would I still like to develop? Why?
Where can I find a role model?

Being a role model
(Making others feel comfortable,
understanding their strengths and
weaknesses, staying positive and supportive,
being inquisitive about the learner)
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•

Business Leadership QEAS

Organizing group activities

Organizing mentor activities

Leadership and delegation skills
• Leadership and management

What Business Leadership qualities, experiences,
attitudes and skills do I know?
What Business Leadership qualities, experiences,
attitudes and skills (QEAS) do I have?
How can I improve my Business Leadership
qualities, experiences, attitudes and skills (QEAS)?
What are the most important things in organizing
group activities? (List 5)
Which methods are the most successful in
organizing group activities?
Which personal skills should the organizer of a
group activity have? (list 3)
What are the most important things in organizing
mentor activities? (List 5)
Which methods are the most successful in
organizing mentor activities?
Which personal skills should the organizer of a
mentoring activity have? (list 3)
What leadership and delegation skills do I have?
What leadership and delegation skills should I
improve?
What are the ways to improve leadership and
delegation skills?
Where can I find techniques to improve my
leadership and delegation skills?
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Mentoring and Coaching Competences
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Mentoring and coaching are instrumental parts of the learning and development strategy of many
organizations these days, and have been proven to be effective in terms of engaging, developing, and
retaining talent. They are both integral tools in helping talent navigate their work and development within
an organization.
According to Rhodes, Spencer, Keller, Liang and Noam, 2006; Schwartz, Lowe and Rhodes, 2012 - mentoring
is defined as a caring, trusting and supportive relationship between a young person and a non-parental adult
that provides guidance, support and encouragement to the mentee.
Coaching other people is an increasingly critical skill and one that can make the major difference in an
individual’s ability to empower people successfully.

Key skills
A skill is a learned, observable behavior you perform that indicates (to someone else) how well you can do
something. The set of skills described here constitutes your overall ability to mentor and be mentored.
→ The mentor is usually an experienced individual who shares knowledge, experience, and advice with a
less experienced person, or mentee.
A good mentor is willing to teach what he/she knows and accept the mentee where they currently are
in their professional development. Good mentors can remember what it was like just starting out in the
field. The mentor does not take the mentoring relationship lightly and understands that good
mentoring requires time and commitment and is willing to continually share information and their
ongoing support with the mentee.
→ Have patience. Much like parenting, mentoring can be a satisfying, but also long-term and trying,
endeavour. While the mentee needs and wants direction, often times this requires a bit of constructive
criticism, which can be hard to take. It is vital that a mentor be a patient soul, because tempers may
flare, and quick fixes are few and far between.
→ Excellent communication skills – both verbally and non-verbally – are required from a mentor. It is
perhaps, the most important quality of a good mentor. It is essential to creating a trusting and strong
mentoring relationship. To communicate effectively, listen, pay attention to non-verbal cues, ask
questions, and aim to communicate in person rather through email or phone to lessen the chances of
miscommunication.
→ Empathetic. It is hard to imagine a successful mentor who is lacking in empathy. Julia Pryce’s (2012) rich
qualitative study of mentor attunement exquisitely documents how mentors vary in their ability to read
and attend to the needs of their mentees. As her work shows, mentors need not be perfectly attuned to
their mentees at all times, but neither can they be tone deaf. Building a meaningful and positively
impactful mentoring relationship requires that mentors open themselves up to learning who the young
person they are mentoring is – what they are about and what makes them tick – and finding ways to be
responsive to this, whatever form the mentoring relationship may take.
→ Good at listening. One of your jobs as a mentor is to provide advice and encouragement, but in order to
do so, you need to make the time to listen and understand the situation. Intently listening to a mentee
as they vent and, ideally, sort their way through confusion, is often more than enough to get them
through the day. If you ask any therapist about the power of listening, they will tell you the same thing:
It is massive. Any mentor that is worth their weight spends considerably more time listening than they
do speaking.
→ Well prepared. Being a mentor means making an important, serious commitment to someone, so give
your mentee--and the process--the respect he or she deserves. Show your faith in your mentee's abilities
and in the process by preparing for each mentoring session. This isn't a stream-of-consciousness deal or
a "go-ahead-and-pick-my-brain" process. Yes, it's important for your mentee to actively participate and
even take the lead in these sessions. But you should ask your mentee what topics or subjects he or she
wants to talk about beforehand, and once you know, you should outline the key points you want to focus
on ahead of time, and have a plan ready for imparting your details in an effective and expedient way.
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Experienced

Well
prepared

Patient

Mentor
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Key skills
Excellent
communication
skills

Good at
listening
Empathetic

Being a role model
As a mentor, your actions are being evaluated, so you must set the bar for yourself just as high, or higher,
than you’d expect from your mentee. Your goal is to not only provide direction and advice, but to get your
mentee to act upon them. And while conversations can be motivating, few things are more impactful than
to lead by example. A mentor’s mantra must be: “Do as I do, not just as I say.”
→ Takes a personal interest in the mentoring relationship. Good mentors do not take their responsibility
as a mentor lightly. They feel invested in the success of the mentee. Usually this requires someone who
is knowledgeable, compassionate, and possesses the attributes of a good teacher or trainer. Excellent
communication skills are also required. A good mentor is committed to helping their mentees find
success and gratification in their chosen profession. Overall good mentoring requires empowering the
mentee to develop their own strengths, beliefs, and personal attributes.
→ Mentoring helps people to focus on the challenges and arrive at their own solutions. In discussions
between a mentor and mentee, two main methods are used: ‘pulling’ and ‘pushing’. Pulling calls on the
ability to offer a safe place where the mentee feels able to share their agenda, interests and goals. Also,
to offer support by listening, asking the right questions and drawing out the mentee’s own answers to
problems. Pushing, on the other hand, calls on the ability to offer stimulation through creative ideas,
challenges, knowledge, success stories, models and tools, leading-edge thinking and wisdom. Good
mentors balance these two approaches.

→ Understanding strengths and weaknesses. Going through a SWOT analysis with your mentee at the
beginning of your relationship will identify the strong and weak points that you will improve together.
The acronym stands for “Strengths, Weaknesses, Opportunities, and Threats.” When using this tool, you
will first help your mentee identify their personal strengths and weaknesses in their role, then you will
help them realize their opportunities for advancement in their lives as well as the threats to those
opportunities.
✓ Strengths: These should be strengths your mentee has that others in similar situations do not. For
example, if they’re strong with calculations but work in accounting, it may be a necessity, not a strength.
✓ Weaknesses: Consider their negative work habits, knowledge or skill deficiencies, and lack of confidence
in certain areas. Always remind your mentee that weaknesses are opportunities for growth.
✓ Opportunities: Where can your mentee learn new skills? Where are their potential promotions? What
opportunities organically come from their strengths? What can come from eliminating their weaknesses?
✓ Threats: Is their mindset hindering them? What skills do they lack that could hold them back? Are there
other individuals competing for the same position?
Once you go through a SWOT analysis with your mentee, they can use this tool outside of the mentoring
relationship.
✓ Takes a personal interest in the mentoring

relationship.
✓ Offers a safe place
✓ Supports
✓ Understands strengths and weaknesses
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Business Leadership QEAS (Qualities, Experiences, Attitudes and Skills)
Academic qualifications and technical skills are fundamental to economic independence – however if
economic independence is to be sustainable and deep rooted these need to be set in a context of practicality,
adaptability and application. This is why we have developed and delivered QEAS. QEAS is about enabling –
evolving the confidence, decision making, communication, problem solving, team work, resilience and
business awareness of employees, entrepreneurs, leaders, young people, communities, civic structures and
organizations.

Qualities

Experiences

Business
Leadership
QEAS
Attitudes

Skills
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Organising group activities
Grouping methods:
✓
✓
✓
✓
✓
✓
✓
✓

Random Grouping
Achievement or Ability Grouping
Social (Cooperative) Grouping
Interest Grouping
Task Grouping
Knowledge of Subject
Skill/Strategy Grouping
Student Choice Grouping

✓ Random Grouping: This is completely arbitrary grouping. Use this method when your focus is on
management and forming groups of equal size. Random grouping can also help students get to know
each other better.
✓ Achievement or Ability Grouping: In this grouping situation, students with similar achievement levels or
academic strengths are placed in the same group.
✓ Social (Cooperative) Grouping: With this kind of grouping, you assign each of your students a different
role (e.g., leader, presenter, or helper) in order to give them the opportunity to practice specific social
skills.
✓ Interest Grouping: With this kind of grouping, you assign students to a group or have them assign
themselves to a group based on their interest in particular topics of study.
✓ Task Grouping: With this kind of grouping, you put together students who are successful in completing
given types of activities. For example, students who find drawing enjoyable are grouped together to
construct scenery to re-enact a story.
✓ Knowledge of Subject Grouping: Here, you put together students with background knowledge of a given
subject or hobby. Use it when you want students to see likenesses among one another and share
information. For example, students who are interested in baseball cards are grouped together to share
the statistics of their favorite players.
✓ Skill/Strategy Grouping: Here, you group together students who need practice with a specific skill or
strategy.
✓ Student Choice Grouping: Allow students to group themselves according to a shared preference, for an
author or genre in reading, for example, or historical period or country in social studies. This grouping
system is good to use when student success is not dependent on choice, when you want students to take
the lead.
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The nominal group and Delphi techniques:
The Nominal Group Technique is a highly structured face-to-face group interaction, which empowers
participants by providing an opportunity to have their voices heard and opinions considered by other
members. The Nominal group Technique generally involves one to two questions which are sent to
participants in advance. At the beginning of the meeting, participants are given up to twenty minutes to
silently reflect or record their individual ideas in response to a question, i.e. silent generation. The facilitator
then asks one participant at a time to state a single idea to the group in a ‘round robin’ fashion. Participants
are able to think of new ideas during this process, but must wait their turn before they can share with the
group. This stage takes as much time as needed until no new ideas are forthcoming. It is recommended that
there be no discussion at this stage and ideas are merely recorded verbatim on, for example, a flipchart or
white board.
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The Delphi Technique uses interactions between group (called panel) members via questionnaires rather
than face-to-face communication. This means that it preserves participant anonymity, if that is relevant. The
Delphi technique is a way of obtaining a collective view from individuals about issues where there is no or
little definite evidence and where opinion is important. The process can engender group ownership and
enable cohesion among individuals with diverse views. It is an iterative questionnaire exercise with controlled
feedback to a group of panelists who are anonymous. The design avoids the often-counterproductive group
dynamics that can occur where individuals are swayed or intimidated by others but allows panelists to
reappraise their views in the light of the responses of the group as a whole.
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Organising mentor activities
Mentoring is a special partnership between two people based on commitment to the mentoring process,
common goals and expectations, focus, mutual trust and respect. Mentoring can also encompass activities
that allow for the transfer of knowledge and skills from one employee to the others. Both the mentor and
the mentee give and grow in the mentoring process. The mentee can learn valuable knowledge from the
mentor’s expertise and past mistakes and competencies can be strengthened in specific areas. Mentees will
have the opportunity to establish valuable connections with higher level employees. The success of
mentoring will depend on clearly defined roles and expectations in addition to the participant’s awareness
of the benefits of participating in the mentoring program.
Organizing mentor activities:
✓ Provide interactive and challenging sessions that entail involvement
✓ Review and make thorough and consistent evaluations of the participants’ progress
✓ Provide support to guide and direct efforts of mentors and mentees to ensure successful program
completion
✓ Facilitate planning and managing participant’s assessments, tracking and scheduling activities,
documentation of reporting requirements
✓ Continuously review and evaluate program assignments and activities throughout the program cycles
and ensure instructions are organized and procedures match relevant forms and checklists
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Leadership and delegation skills
Leadership and management
Leadership and management must go hand in hand. They are not the same thing, but they are necessarily
linked and complementary to one another. Any effort to separate the two within an organization is likely to
cause more problems than it solves. For any company to be successful, it needs management that can plan,
organize and coordinate its staff, while also inspiring and motivating them to perform to the best of their
ability.
Leadership is about inspiring and management is about planning.
Delegation is an essential management skill and a very helpful tool because it empowers leaders to:
✓
✓
✓
✓
✓

Allocate and distribute equitable team responsibilities and
accountability
Encourage growth and development for team members and
their roles
Support succession planning and personal development.
Set, plan, measure and evaluate team goals and output
Effectively prioritize aspects of their leadership role that
cannot be delegated, such as developing relationships,
performance management, strategic thinking and decision
making.

States of delegation

To delegate effectively, you must:
✓
✓
✓

choose the right tasks to delegate
identify the right people to delegate to
delegate in the right way.

The investment at the commencement of the process can be significant, but will be worthwhile once you are
delegating effectively.
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✓
✓
✓
✓
✓
✓
✓
✓

Decide what to delegate
Decide who to delegate to
Explain how
Agree milestones
Delegate autonomy
Monitor milestones
Review progress
Award and reward

Step 1: Decide what to delegate
Making decisions about what to delegate is important. If you haven’t delegated properly before, start by
deciding what tasks you currently perform that could or should be delegated. Then, put reminders or
processes in place so that each time new work comes into your department, you ask yourself whether you
can delegate it.
Step 2: Decide who to delegate to
When deciding which team member to delegate certain tasks to, good leaders consider and balance
important factors such as individual skill sets, workloads and opportunities for developing others, as well as
promoting team synergy and productivity.
Step 3: Explain how
Managers who delegate well provide a clear and articulate explanation of the task or responsibility being
delegated, as well as the expected outcomes and objectives. When you delegate, you must effectively
communicate how your team member will be able to identify that their work is complete.
Step 4: Agree milestones
First, effectively communicate any deadlines or expectations for completing all or part of the task. Then, be
sure to set a meeting time to review and discuss progress, provide feedback and support your team member
or adjust the priorities if required.
Step 5: Delegate autonomy
Let the team member you’ve delegated the task to get on with it – there will be time to review things at your
agreed milestone checkpoints. Any other time you are tempted to check up on them, practice self-awareness
and by reflecting on whether are being supportive or simply micromanaging your staff member.
Step 6: Monitor milestones
Although you delegate responsibility and authority for the task, as the manager, it is your responsibility to
ensure there is accountability in place. Monitoring allows you to supervise without micromanaging,
encourage and inspire your team members as they move toward their goals, and provide feedback on any
necessary corrections to the way they are completing the task. If the team member is making mistakes,
identify and use this as an opportunity for training and coaching others. This is a good opportunity to use one
of the six basic leadership styles that gets results and may prevent the need for a more difficult conversation
with your team member later on.
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Step 7: Review progress
When the final milestone is completed, discuss and debrief with your staff member. The delegated task
output should only be accepted when it has been completed fully and correctly.
Step 8: Award and reward
If your team member completes the delegated task proficiently, ensure they are aware of their progress
and success, and consider rewarding or praising them in front of others too. If the delegated task has been
completed above expectation and reward is warranted, then celebrate and reward success as appropriate.
Sources:
❖ Dirk Holtbrügge and Judith Ambrosius: Mentoring, skill development, and career success of foreign
expatriates, , 2015
❖ https://www.forbes.com/sites/maryabbajay/2019/01/20/mentoring-matters-three-essential-elementof-success/#24e5efa445a9
❖ https://www.planning.org.au/documents/item/8391
❖ https://micers.com/en/7-ideas-for-organizing-teambuilding-activities/
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SUMMARY
The Curriculum & Trainer’s manual is an outcome of the project SELF REGENERATE. SELF-REGENERATE has
two objectives:
- To increase the capacity of VET students to create more successful enterprises. Thus, enabling them to
become economic drivers of their regions.
- To increase the capacity of VET institutions to provide practical and real enterprise support.
The SELF-REGENERATE Curriculum & Trainer's Manual is designed for mentors, coaches and educators (i.e.
teachers, assistants and administrators). It is a manual which walks you through each bridge of the Bridge
Model step by step. You will find 4 Bridges of the Bridge model with questions that correspond to each step
of the Bridge. You can use these questions for students to enable them:
- to become well versed in the socioeconomic environment of their regions;
- to become entrepreneurs in their regions;
- to become global entrepreneurs;
- for self-reflection to understand what they have learnt and if they are able to transfer that to the new
learners following them.

4 Bridges of the Bridge Model
Bridge 1 - explains students how to become well versed in the socioeconomic environment of their region. It
guides them in discovering their region by following 5 steps, which will help them to fully understand the real
needs and opportunities of their area. How?
1. By a careful analysis of the strengths and weaknesses;
2. By finding practical solutions to improve the regional context;
3. By looking for Self-Employment and Job Creation;
4. By understating and involving local networks;
5. Finally, by searching for financial opportunities (using perhaps regional, national or international funds).
Bridge 2 - is about how to become a local entrepreneur. It guides students in discovering some essential
characteristics to become successful entrepreneurs, for example:
1.
2.
3.
4.
5.

The QEAS (qualities, experiences, attitudes and skills) needed to start and develop a business;
21st Century Skills, indispensable today to win in a highly competitive market;
Financial models, which guarantee the stability of the company in the long term;
Sales and Marketing, together with digital tools, which represent the strategic tools today;
Strategies to grow and expand a business.
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Bridge 3 - pushes students to think about strategies to become global entrepreneurs. In particular, it focuses
on the importance of the common language and suggest them few steps to increase the capacity to
communicate with international intermediaries and customers.
1.
2.
3.
4.
5.
6.

Developing a Business English Vocabulary;
How to write professional emails or letters in English;
Customer Relations with international partners;
Marketing in Business English;
Conducting international Meetings;
Pitching your business idea.

Bridge 4 - makes students reflect on what they have learned and on the potential transfer of knowledge to
others. For this reason, it offers them a general overview of:
1. Mentoring and Coaching, both from the point of view of the role and from that of professional and
personal competences;
2. How to organize group activities;
3. How to organize mentor activities;
4. Leadership and delegation skills: how they are linked and complementary to one another.

90

Dear reader,
Thank you for reading this Curriculum and Trainer‘s manual. We hope you enjoyed and found it
helpful.
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