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D�g�tal Entrepreneursh�p Mentor�ng: Leav�ng No
D�sadvantaged Young Person Beh�nd �n the D�g�tal Age



INTRODUCTION TO MODULE:
Th�s module focuses on the pract�cal steps necessary to transform bus�ness �deas
�nto real�ty. Part�c�pants w�ll learn to create comprehens�ve bus�ness plans, manage
resources eff�c�ently, opt�m�ze operat�onal processes, and handle r�sk management.
These sk�lls are cr�t�cal for ensur�ng the success and susta�nab�l�ty of any bus�ness
venture. By master�ng these areas, part�c�pants w�ll be better equ�pped to nav�gate the
complex�t�es of entrepreneursh�p, �ncreas�ng the l�kel�hood of the�r bus�ness �deas
succeed�ng.

The module offers numerous benef�ts, �nclud�ng the ab�l�ty to develop structured
bus�ness plans that gu�de bus�nesses towards the�r goals, control costs through
effect�ve resource management, and ensure smooth da�ly operat�ons by opt�m�z�ng
processes. Add�t�onally, part�c�pants w�ll ga�n sk�lls �n r�sk analys�s and management,
prepar�ng them to handle uncerta�nt�es and adverse s�tuat�ons effect�vely. Through a
comb�nat�on of theoret�cal knowledge and pract�cal appl�cat�ons, th�s module a�ms to
prov�de the essent�al tools needed for successful bus�ness �dea �mplementat�on,
foster�ng conf�dence and competence �n part�c�pants as they embark on the�r
entrepreneur�al journey.

Keywords: bus�ness plan development, resource management, operat�onal
processes, r�sk management, entrepreneursh�p, bus�ness �dea �mplementat�on,
eff�c�ency enhancement, process opt�m�zat�on, budget management, susta�nab�l�ty.
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1. Bus�ness Plann�ng:
Importance and purpose
Key components
Market research
F�nanc�al plann�ng

2. Market Strategy:
Target demograph�cs
Compet�t�ve analys�s
Market�ng strategy

3. Operat�onal Eff�c�ency:
Process des�gn
Product�v�ty opt�m�zat�on
Log�st�cs management

4. Resource Management:
Budget�ng
Human resources
T�me management

5. R�sk Management:
R�sk �dent�f�cat�on
M�t�gat�on strateg�es
Cont�ngency plann�ng

6. Pract�cal Appl�cat�ons:
Case stud�es
Workshops
Mentorsh�p
Network�ng
Technolog�cal tools

CONTENT OF THE MODULE:
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The learn�ng object�ves for th�s module are des�gned based on Bloom’s Taxonomy,
ensur�ng a structured approach to master�ng the essent�al sk�lls needed for
�mplement�ng bus�ness �deas.

1. Remember Part�c�pants w�ll be able to �dent�fy the key components of a bus�ness plan
and the�r purposes. They w�ll recall methods for conduct�ng market research and
compet�t�ve analys�s, al�gn�ng w�th the foundat�onal knowledge level �n Bloom's
Taxonomy.

2. Understand Part�c�pants w�ll expla�n the �mportance of resource management �n
bus�ness operat�ons. They w�ll descr�be strateg�es for opt�m�z�ng operat�onal eff�c�ency
and product�v�ty, reflect�ng the comprehens�on level of Bloom’s Taxonomy.

3.Apply Part�c�pants w�ll develop comprehens�ve bus�ness plans that �nclude market
analys�s, f�nanc�al plann�ng, and market�ng strategy. They w�ll �mplement resource
allocat�on techn�ques to max�m�ze bus�ness eff�c�ency, correspond�ng to the appl�cat�on
level �n Bloom’s Taxonomy.

4. Analyze Part�c�pants w�ll assess operat�onal processes to �dent�fy areas for
�mprovement. They w�ll evaluate potent�al r�sks �n bus�ness operat�ons and develop
m�t�gat�on strateg�es, wh�ch al�gns w�th the analys�s level of Bloom’s Taxonomy.

5. Evaluate Part�c�pants w�ll cr�t�cally exam�ne case stud�es of successful bus�ness
�mplementat�ons to extract best pract�ces. They w�ll rev�ew and adjust bus�ness plans
based on pract�cal appl�cat�ons and feedback, match�ng the evaluat�on level �n Bloom’s
Taxonomy.

6. Create Part�c�pants w�ll 
formulate effect�ve r�sk 
management plans and 
cont�ngency strateg�es. 
They w�ll des�gn and opt�m�ze 
bus�ness processes for better 
product�v�ty and eff�c�ency, 
address�ng the creat�on level 
�n Bloom’s Taxonomy

LEARNING OBJECTIVES:
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Bloom’s Taxonomy

Source: https://spark.scu.edu.au/kb/tl/des�gn/bloom-s-taxonomy 



Bus�ness Plann�ng

Understand�ng the s�gn�f�cance of a well-structured bus�ness plan �s the f�rst step �n
transform�ng an �dea �nto a successful venture. A bus�ness plan acts as a roadmap,
outl�n�ng the steps necessary to ach�eve bus�ness goals. It typ�cally �ncludes the
follow�ng components:

1. Execut�ve Summary: Th�s sect�on prov�des a conc�se overv�ew of the bus�ness,
�nclud�ng the m�ss�on statement, product or serv�ce offer�ngs, and bas�c �nformat�on
about the company’s leadersh�p team, employees, and locat�on.

2. Market Analys�s: Deta�led research on the �ndustry, market s�ze, expected growth,
market trends, target demograph�cs, and compet�t�ve landscape. Th�s analys�s helps
�dent�fy opportun�t�es and threats w�th�n the market.

3. Organ�zat�onal Structure: An outl�ne of the company’s organ�zat�onal structure,
deta�l�ng the roles and respons�b�l�t�es of each team member and the h�erarchy w�th�n
the company.

4. Product L�ne or Serv�ces: A descr�pt�on of the products or serv�ces offered,
�nclud�ng deta�ls on the product l�fecycle, research and development, and any patents
or trademarks.

5. Market�ng and Sales Strategy: Strateg�es for reach�ng the target market, �nclud�ng
pr�c�ng, advert�s�ng, promot�ons, and sales tact�cs. Th�s sect�on should also outl�ne how
the bus�ness plans to attract and reta�n customers.

6. Fund�ng Request: If seek�ng fund�ng, th�s sect�on outl�nes the company’s fund�ng
requ�rements, potent�al future fund�ng needs, and how the funds w�ll be used.

7. F�nanc�al Project�ons: F�nanc�al statements that prov�de an outlook for the next f�ve
years, �nclud�ng �ncome statements, cash flow statements, and balance sheets. Th�s
sect�on should also �nclude a break-even analys�s and a d�scuss�on of ant�c�pated
f�nanc�al r�sks.

TRAINING CONTENT
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Market Strategy

A well-def�ned market strategy �s essent�al for �dent�fy�ng the target aud�ence and
pos�t�on�ng the product or serv�ce effect�vely w�th�n the market. The key components of
a market strategy �nclude:

1. Target Demograph�cs: Ident�fy�ng and understand�ng the character�st�cs of the �deal
customer, �nclud�ng age, gender, �ncome level, educat�on, and buy�ng hab�ts. Th�s
�nformat�on helps ta�lor market�ng efforts to reach the most relevant aud�ence.

2. Compet�t�ve Analys�s: Analyz�ng compet�tors’ strengths and weaknesses to �dent�fy
opportun�t�es for d�fferent�at�on. Th�s �nvolves exam�n�ng compet�tors’ products, pr�c�ng,
d�str�but�on channels, and market�ng strateg�es.

3. Market�ng M�x (4 Ps):

Product

The product element refers to the goods or serv�ces offered by the bus�ness to meet
customer needs and preferences. It encompasses var�ous aspects such as qual�ty,
des�gn, features, brand�ng, and packag�ng. A successful product strategy �nvolves
understand�ng customer requ�rements, �dent�fy�ng un�que sell�ng propos�t�ons, and
cont�nuously �nnovat�ng to stay compet�t�ve. Key cons�derat�ons �nclude:

Product Development: Creat�ng products that meet market demands and solve
customer problems. Th�s �nvolves research and development, prototyp�ng, and
test�ng.

Product L�fecycle Management: Manag�ng the stages a product goes through from
�ntroduct�on to decl�ne. Th�s �ncludes plann�ng for product updates, enhancements,
and d�scont�nuat�on.

Brand�ng: Bu�ld�ng a strong brand �dent�ty that resonates w�th the target aud�ence.
Th�s �ncludes creat�ng a memorable brand name, logo, and tagl�ne.

Packag�ng: Des�gn�ng packag�ng that protects the product, enhances �ts appeal,
and prov�des relevant �nformat�on to consumers.
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Pr�ce

The pr�ce element �nvolves sett�ng the r�ght pr�ce for the product or serv�ce to balance
prof�tab�l�ty w�th customer value. Pr�c�ng strateg�es can s�gn�f�cantly �mpact sales
volume, market share, and brand percept�on. Key cons�derat�ons �nclude:

Cost-Based Pr�c�ng: Sett�ng pr�ces based on product�on and operat�onal costs, plus
a markup for prof�t.
Value-Based Pr�c�ng: Determ�n�ng pr�ces based on the perce�ved value to the
customer rather than the actual cost.
Compet�t�ve Pr�c�ng: Adjust�ng pr�ces based on compet�tors' pr�c�ng strateg�es to
rema�n compet�t�ve �n the market.
Psycholog�cal Pr�c�ng: Us�ng pr�c�ng techn�ques that �nfluence customer
percept�on, such as sett�ng pr�ces just below a round number (e.g., $9.99 �nstead of
$10).
D�scounts and Promot�ons: Offer�ng temporary pr�ce reduct�ons, d�scounts, and
promot�onal offers to attract customers and boost sales.

Place

The place element, also known as d�str�but�on, refers to the channels and locat�ons
used to make the product ava�lable to customers. Effect�ve d�str�but�on strateg�es
ensure that products are access�ble to the target market �n a conven�ent and t�mely
manner. Key cons�derat�ons �nclude:

D�str�but�on Channels: Select�ng the appropr�ate channels to reach customers,
such as d�rect sales, onl�ne platforms, reta�l stores, wholesalers, and d�str�butors.
Log�st�cs and Supply Cha�n Management: Ensur�ng eff�c�ent movement of products
from manufactur�ng to the end customer. Th�s �nvolves �nventory management,
warehous�ng, transportat�on, and order fulf�llment.
Market Coverage: Dec�d�ng on the level of market coverage, whether �ntens�ve
(ava�lable everywhere), select�ve (ava�lable �n select locat�ons), or exclus�ve (l�m�ted
to spec�f�c outlets).
Locat�on Strategy: Choos�ng strateg�c locat�ons for phys�cal stores or d�str�but�on
centers to max�m�ze reach and customer conven�ence.
E-commerce and Omn�channel: Integrat�ng onl�ne and offl�ne channels to prov�de a
seamless shopp�ng exper�ence for customers.
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Promot�on

The promot�on element encompasses all the act�v�t�es used to commun�cate the
product's value and persuade customers to purchase. It �ncludes var�ous promot�onal
tools and techn�ques a�med at �ncreas�ng awareness, generat�ng �nterest, and dr�v�ng
sales. Key cons�derat�ons �nclude:

Advert�s�ng: Us�ng pa�d med�a channels such as telev�s�on, rad�o, pr�nt, onl�ne ads,
and soc�al med�a to reach a broad aud�ence.
Publ�c Relat�ons: Manag�ng the company's publ�c �mage and bu�ld�ng relat�onsh�ps
w�th the med�a, �nfluencers, and the publ�c through press releases, events, and
sponsorsh�ps.
Sales Promot�on: Implement�ng short-term �ncent�ves l�ke d�scounts, coupons,
contests, and free samples to st�mulate �mmed�ate sales.
Personal Sell�ng: Engag�ng d�rectly w�th potent�al customers through sales
representat�ves to prov�de personal�zed �nformat�on and bu�ld relat�onsh�ps.
D�g�tal Market�ng: Leverag�ng d�g�tal channels such as soc�al med�a, ema�l
market�ng, search eng�ne opt�m�zat�on (SEO), and content market�ng to reach and
engage w�th the target aud�ence.
Integrated Market�ng Commun�cat�ons: Ensur�ng cons�stency and coherence
across all promot�onal act�v�t�es to re�nforce the brand message and create a
un�f�ed customer exper�ence.
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4P’s Market�ng M�x Template

Source: https://spark.scu.edu.au/kb/tl/des�gn/bloom-s-taxonomy 

https://www.slidegrand.com/templates/4ps-marketing-mix-powerpoint-template-designs/
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Operat�onal Eff�c�ency

Operat�onal eff�c�ency �s cr�t�cal for ma�nta�n�ng product�v�ty and prof�tab�l�ty. Key areas
of focus �nclude:

1. Process Des�gn: Develop�ng streaml�ned processes to enhance workflow and
el�m�nate waste. Techn�ques such as process mapp�ng and lean management can be
ut�l�zed to �dent�fy �neff�c�enc�es and areas for �mprovement.

2. Product�v�ty Opt�m�zat�on: Implement�ng tools and techn�ques to enhance
product�v�ty, such as t�me management pract�ces, automat�on, and performance
metr�cs.

3. Log�st�cs and Supply Cha�n Management: Manag�ng the supply cha�n effect�vely to
ensure t�mely del�very of products and serv�ces. Th�s �ncludes �nventory management,
suppl�er relat�onsh�ps, and d�str�but�on log�st�cs.

Resource Management

Eff�c�ent resource management �s cruc�al for opt�m�z�ng the allocat�on and ut�l�zat�on of
all resources, �nclud�ng human resources, f�nanc�al assets, and mater�als. Th�s ensures
that projects are completed successfully, w�th�n budget, and on t�me, wh�le ma�nta�n�ng
h�gh levels of sat�sfact�on and development among team members. The follow�ng key
areas are essent�al for effect�ve resource management:

1. Budget Management
Effect�ve budget management �nvolves plann�ng and controll�ng the f�nanc�al
resources of a project. It �ncludes est�mat�ng costs, sett�ng budgets, mon�tor�ng
expend�tures, and ensur�ng that the project rema�ns f�nanc�ally v�able. Proper
budget management helps avo�d cost overruns and ensures that the project
del�vers value for money.

2. Human Resources and Sk�ll F�t
Manag�ng human resources effect�vely requ�res understand�ng the sk�lls and
capab�l�t�es of the team members and ensur�ng that they are appropr�ately matched
to tasks that f�t the�r expert�se. Th�s �ncludes plann�ng for workforce needs,
ensur�ng ava�lab�l�ty, and opt�m�z�ng the allocat�on of human resources to max�m�ze
product�v�ty and job sat�sfact�on.
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3. Process and Plann�ng
Eff�c�ent process management �nvolves des�gn�ng streaml�ned workflows and
ensur�ng that all processes are well-planned and executed. Th�s �ncludes develop�ng
deta�led project plans, sett�ng clear object�ves, and schedul�ng tasks to ensure that
the project progresses smoothly. Effect�ve plann�ng reduces uncerta�nt�es and
enhances project outcomes.

4. Mater�als and Ava�lab�l�ty
Manag�ng the ava�lab�l�ty and allocat�on of mater�als �s essent�al for ma�nta�n�ng a
steady flow of resources needed for project complet�on. Th�s �ncludes �nventory
management, procurement plann�ng, and ensur�ng that mater�als are ava�lable when
requ�red. Proper mater�als management prevents delays and helps ma�nta�n the
project schedule.

5. Mon�tor�ng and Ut�l�zat�on
Cont�nuous mon�tor�ng of resource ut�l�zat�on ensures that resources are used
eff�c�ently and effect�vely throughout the project l�fecycle. Th�s �nvolves track�ng
resource usage, analyz�ng performance metr�cs, and mak�ng adjustments as
necessary to opt�m�ze resource ut�l�zat�on. Effect�ve mon�tor�ng helps �dent�fy
bottlenecks and areas for �mprovement.

6. Sat�sfact�on and Development
Ensur�ng the sat�sfact�on and development of team members �s cr�t�cal for
ma�nta�n�ng a mot�vated and product�ve workforce. Th�s �ncludes prov�d�ng
opportun�t�es for profess�onal development, recogn�z�ng ach�evements, and
address�ng any concerns promptly. A sat�sf�ed and well-developed team �s more
l�kely to contr�bute to the project's success.
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Source: https://spark.scu.edu.au/kb/tl/des�gn/bloom-s-taxonomy 

The Project Resource Management d�agram �llustrates the �ntersect�on between Project
Management and Resource Management, h�ghl�ght�ng the �mportance of both �n
ach�ev�ng project success. Project Management focuses on budget, people, process,
plann�ng, mater�als, schedule, mon�tor�ng, and relat�onsh�ps, wh�le Resource
Management emphas�zes cost, sk�ll f�t, plann�ng, ava�lab�l�ty, allocat�on, ut�l�zat�on,
sat�sfact�on, and development. Effect�ve project resource management ensures opt�mal
allocat�on and ut�l�zat�on of resources, lead�ng to successful project outcomes and h�gh
levels of team sat�sfact�on.

R�sk Management
R�sk management �s a cr�t�cal component of project success, �nvolv�ng a systemat�c
approach to �dent�fy�ng, analyz�ng, m�t�gat�ng, �mplement�ng, and track�ng r�sks
throughout the project l�fecycle. The follow�ng key steps, �llustrated by the R�sk
Management L�fecycle d�agram, prov�de a structured framework for effect�ve r�sk
management:

1. R�sk Ident�f�cat�on
The f�rst step �n the r�sk management process �s �dent�fy�ng potent�al r�sks that
could affect the project. Th�s �nvolves a thorough exam�nat�on of all aspects of the
project, �nclud�ng f�nanc�al, operat�onal, market, and legal r�sks. Techn�ques such as
bra�nstorm�ng, checkl�sts, and SWOT analys�s can be used to �dent�fy r�sks. Early
�dent�f�cat�on allows for proact�ve management and m�t�gat�on of r�sks.

https://www.runn.io/blog/project-resource-management
https://www.runn.io/blog/project-resource-management


2. R�sk Analys�s
Once r�sks are �dent�f�ed, the next step �s to analyze the�r potent�al �mpact and
l�kel�hood. R�sk analys�s helps pr�or�t�ze r�sks based on the�r sever�ty and probab�l�ty
of occurrence. Quant�tat�ve methods such as r�sk assessment matr�ces and
qual�tat�ve approaches l�ke expert judgment can be used to evaluate r�sks. Th�s
analys�s prov�des a bas�s for develop�ng effect�ve m�t�gat�on strateg�es.

3. R�sk M�t�gat�on Plann�ng
R�sk m�t�gat�on plann�ng �nvolves develop�ng strateg�es to reduce the l�kel�hood and
�mpact of �dent�f�ed r�sks. Th�s may �nclude �mplement�ng prevent�ve measures,
develop�ng cont�ngency plans, and allocat�ng resources to manage r�sks. M�t�gat�on
strateg�es should be spec�f�c, act�onable, and �ntegrated �nto the overall project
plan to ensure they are effect�vely �mplemented.

4. R�sk Management Implementat�on
After plann�ng, the next step �s to �mplement the r�sk management strateg�es. Th�s
�nvolves execut�ng the m�t�gat�on plans, mon�tor�ng r�sk �nd�cators, and mak�ng
adjustments as needed. Effect�ve �mplementat�on requ�res clear commun�cat�on,
coord�nat�on, and cont�nuous mon�tor�ng to ensure that r�sks are managed
proact�vely and eff�c�ently.

5. Rev�ew and Track�ng
Cont�nuous rev�ew and track�ng are essent�al to ensure the r�sk management
process rema�ns effect�ve throughout the project l�fecycle. Regular rev�ews help
�dent�fy new r�sks, evaluate the effect�veness of m�t�gat�on strateg�es, and make
necessary adjustments. Track�ng �nvolves document�ng r�sk management act�v�t�es,
updat�ng r�sk reg�sters, and report�ng on r�sk status to stakeholders.
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Source: https://spark.scu.edu.au/kb/tl/des�gn/bloom-s-taxonomy 

https://www.alertmedia.com/blog/risk-management-lifecycle/
https://www.alertmedia.com/blog/risk-management-lifecycle/
https://www.alertmedia.com/blog/risk-management-lifecycle/


Pract�cal Appl�cat�ons

Pract�cal appl�cat�ons are essent�al for re�nforc�ng theoret�cal knowledge through real-
world examples and hands-on exper�ence.

1. Case Stud�es: Analyz�ng case stud�es of successful bus�ness �mplementat�ons to
understand best pract�ces and common p�tfalls. Th�s �nvolves exam�n�ng how
bus�nesses have nav�gated challenges and cap�tal�zed on opportun�t�es.

2. Workshops: Part�c�pat�ng �n �nteract�ve workshops to apply theoret�cal knowledge to
pract�cal scenar�os. These workshops prov�de an opportun�ty for part�c�pants to work
on real-l�fe bus�ness problems and develop solut�ons.

3. Mentorsh�p and Network�ng: Engag�ng w�th mentors and bu�ld�ng a profess�onal
network to ga�n �ns�ghts and support. Mentorsh�p prov�des gu�dance and feedback, wh�le
network�ng helps �n establ�sh�ng connect�ons w�th �ndustry profess�onals.

4. Technolog�cal Tools: Ut�l�z�ng software and technolog�cal tools for bus�ness
plann�ng, project management, and market research. Tools l�ke bus�ness plan software,
project management platforms, and data analyt�cs tools enhance eff�c�ency and
dec�s�on-mak�ng.
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Learn�ng act�v�t�es are des�gned to re�nforce the theoret�cal knowledge and pract�cal
sk�lls requ�red for successful bus�ness �dea �mplementat�on. These act�v�t�es prov�de
hands-on exper�ence and real-world appl�cat�ons to help learners understand and apply
the core concepts covered �n the module. By engag�ng �n these act�v�t�es, part�c�pants
can enhance the�r understand�ng of bus�ness plann�ng, market strategy, operat�onal
eff�c�ency, resource management, and r�sk management. Below are some structured
learn�ng act�v�t�es, �nclud�ng �nd�v�dual act�v�t�es to fac�l�tate self-d�rected learn�ng.

Group Act�v�t�es

1. Bus�ness Plan Workshop
In th�s workshop, part�c�pants w�ll work �n small groups to develop a comprehens�ve
bus�ness plan. Each group w�ll choose a bus�ness �dea and collaborat�vely create an
execut�ve summary, market analys�s, organ�zat�onal structure, product l�ne or
serv�ces, market�ng and sales strategy, fund�ng request, and f�nanc�al project�ons.
Th�s act�v�ty allows part�c�pants to apply the concepts learned �n the Bus�ness
Plann�ng sect�on and rece�ve feedback from peers and �nstructors.

2. Market Strategy S�mulat�on
Part�c�pants w�ll engage �n a market strategy s�mulat�on where they w�ll analyze a
hypothet�cal market, �dent�fy target demograph�cs, conduct a compet�t�ve analys�s,
and develop a market�ng m�x (4 Ps) strategy. The s�mulat�on w�ll �nclude scenar�os
where part�c�pants must adapt the�r strateg�es based on chang�ng market
cond�t�ons. Th�s act�v�ty helps re�nforce the �mportance of market analys�s and
strateg�c plann�ng �n ach�ev�ng bus�ness object�ves.

3. Operat�onal Eff�c�ency Case Study
Groups w�ll analyze a case study focus�ng on operat�onal eff�c�ency �n a real-world
bus�ness. They w�ll �dent�fy the process des�gn, product�v�ty opt�m�zat�on
techn�ques, and log�st�cs management strateg�es used �n the case. Part�c�pants w�ll
then d�scuss how these strateg�es can be appl�ed to the�r own bus�ness �deas. Th�s
act�v�ty enhances understand�ng of operat�onal processes and the�r �mpact on
bus�ness success.

LEARNING ACTIVITIES
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4. R�sk Management Role-Play
In th�s role-play act�v�ty, part�c�pants w�ll take on d�fferent roles w�th�n a project
team to manage a set of predef�ned r�sks. They w�ll �dent�fy r�sks, analyze the�r
potent�al �mpact, develop m�t�gat�on plans, �mplement r�sk management strateg�es,
and conduct regular rev�ews. Th�s hands-on act�v�ty prov�des pract�cal exper�ence �n
apply�ng the R�sk Management L�fecycle and h�ghl�ghts the �mportance of proact�ve
r�sk management.

5. Resource Management S�mulat�on
Part�c�pants w�ll engage �n a resource management s�mulat�on where they must
allocate resources (budget, human resources, mater�als) to var�ous project tasks
wh�le ma�nta�n�ng eff�c�ency and product�v�ty. The s�mulat�on w�ll present challenges
such as resource shortages and unexpected costs, requ�r�ng part�c�pants to make
strateg�c dec�s�ons to keep the project on track. Th�s act�v�ty re�nforces the
concepts of budget�ng, resource allocat�on, and eff�c�ent management.

Ind�v�dual Act�v�t�es

1. Personal Bus�ness Plan Development
Part�c�pants w�ll �nd�v�dually develop a bus�ness plan for a bus�ness �dea of the�r
cho�ce. Th�s act�v�ty �nvolves creat�ng an execut�ve summary, conduct�ng market
research, outl�n�ng organ�zat�onal structure, plann�ng a product l�ne or serv�ces, and
develop�ng a market�ng and sales strategy. Add�t�onally, part�c�pants w�ll prepare
f�nanc�al project�ons and a fund�ng request. Th�s act�v�ty allows learners to apply
the concepts learned �n the Bus�ness Plann�ng and Market Strategy sect�ons
�ndependently and cr�t�cally th�nk through each aspect of the�r bus�ness �dea.

2. R�sk Management Self-Assessment
Learners w�ll conduct a self-assessment of potent�al r�sks assoc�ated w�th the�r
personal bus�ness plan or a hypothet�cal project. They w�ll �dent�fy r�sks, analyze
the�r l�kel�hood and �mpact, develop m�t�gat�on strateg�es, and create a r�sk
management plan. Th�s act�v�ty �ncludes document�ng the�r f�nd�ngs and reflect�ng
on how they can �mprove the�r r�sk management approach. Th�s self-d�rected
exerc�se re�nforces the concepts from the R�sk Management sect�on and
encourages proact�ve r�sk �dent�f�cat�on and m�t�gat�on.
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Example Act�v�ty: Personal Bus�ness Plan Development

Part�c�pants w�ll use templates and gu�del�nes prov�ded dur�ng the course to develop
the�r bus�ness plan. They w�ll follow these steps:

1. Execut�ve Summary: Wr�te a br�ef overv�ew of the bus�ness �dea, �nclud�ng the
m�ss�on statement, product/serv�ce offer�ngs, and bus�ness goals.
2. Market Analys�s: Conduct research to understand the target market, �dent�fy
customer demograph�cs, analyze compet�tors, and assess market trends.
3. Organ�zat�onal Structure: Outl�ne the bus�ness structure, deta�l�ng roles and
respons�b�l�t�es.
4. Product L�ne or Serv�ces: Descr�be the products or serv�ces offered, �nclud�ng
features, benef�ts, and potent�al l�fecycle.
5. Market�ng and Sales Strategy: Develop a strategy that �ncludes pr�c�ng, promot�on,
d�str�but�on channels, and sales tact�cs.
6. F�nanc�al Project�ons: Create f�nanc�al statements for the next f�ve years, �nclud�ng
�ncome statements, cash flow statements, and balance sheets.
7. Fund�ng Request: If appl�cable, outl�ne the fund�ng requ�rements, potent�al future
fund�ng needs, and usage of the funds.

Example Act�v�ty: R�sk Management Self-Assessment

Part�c�pants w�ll follow these steps to conduct a r�sk management self-assessment:

1. Ident�fy R�sks: L�st potent�al r�sks related to the�r bus�ness plan or a chosen project.
Cons�der f�nanc�al, operat�onal, market, and legal r�sks.
2. Analyze R�sks: Evaluate the l�kel�hood and �mpact of each r�sk us�ng a r�sk
assessment matr�x.
3. Develop M�t�gat�on Strateg�es: For each �dent�f�ed r�sk, create a m�t�gat�on plan that
�ncludes prevent�ve measures and cont�ngency plans.
4. Create a R�sk Management Plan: Document all �dent�f�ed r�sks, analyses, and
m�t�gat�on strateg�es �n a structured r�sk management plan.
5. Reflect and Adjust: Reflect on the r�sk management plan's effect�veness and make
necessary adjustments based on feedback or new �nformat�on.

By engag�ng �n these act�v�t�es, learners w�ll deepen the�r understand�ng of the core
concepts and develop pract�cal sk�lls essent�al for successful bus�ness �dea
�mplementat�on. These exerc�ses ensure that part�c�pants can �ndependently apply what
they have learned, enhanc�ng the�r read�ness for real-world entrepreneur�al challenges.



Please prov�de 5 evaluat�on quest�ons for the learners to check the�r learn�ng. You can
use mult�ple cho�ce quest�ons, True-False quest�ons but please avo�d us�ng open ended
quest�ons.

1. Wh�ch of the follow�ng �s NOT a key component of a bus�ness plan?
A. Execut�ve Summary
B. Market Analys�s
C. Employee Benef�ts Program
D. F�nanc�al Project�ons
Answer: C. Employee Benef�ts Program

2. Effect�ve resource management �ncludes budget�ng, human resources, and t�me
management.
     A. True
     B. False
Answer: A. True

3. What �s the pr�mary goal of r�sk m�t�gat�on plann�ng?
A. Ident�fy�ng new bus�ness opportun�t�es
B. Reduc�ng the l�kel�hood and �mpact of r�sks
C. Increas�ng project costs
D. Enhanc�ng employee sat�sfact�on
Answer: B. Reduc�ng the l�kel�hood and �mpact of r�sks

4. In the context of the market�ng m�x, 'Place' refers to the phys�cal locat�on of the
bus�ness headquarters.
     A. True
     B. False
Answer: B. False (Place refers to d�str�but�on channels and how the product reaches
customers)

5. Wh�ch strategy �nvolves sett�ng a pr�ce based on the perce�ved value to the
customer rather than the actual cost?
A. Cost-Based Pr�c�ng
B. Compet�t�ve Pr�c�ng
C. Value-Based Pr�c�ng
D. Psycholog�cal Pr�c�ng
Answer: C. Value-Based Pr�c�ng
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EVALUATION QUESTIONS



Project Number: 2023-1-TR01-KA210-YOU-000162088
Funded by the Erasmus+ Program of the European Un�on. However, European Comm�ss�on and Turk�sh Nat�onal Agency

cannot be held respons�ble for any use wh�ch may be made of the �nformat�on conta�ned there�n

Books

1. Bloom, B. S., Engelhart, M. D., Furst, E. J., H�ll, W. H., & Krathwohl, D. R. (1956).
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4. K�m, W. C., & Mauborgne, R. (2005). Blue Ocean Strategy: How to Create
Uncontested Market Space and Make the Compet�t�on Irrelevant. Harvard Bus�ness
Rev�ew Press.

5. Coll�ns, J. (2001). Good to Great: Why Some Compan�es Make the Leap... and Others
Don't. HarperBus�ness.

6. Berman, K., & Kn�ght, J. (2008). F�nanc�al Intell�gence for Entrepreneurs: What You
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July-August 1997.

2. Porter, M. E. (2008). The F�ve Compet�t�ve Forces That Shape Strategy. Harvard
Bus�ness Rev�ew, January 2008.

3. Porter, M. E. (1996). What �s Strategy? Harvard Bus�ness Rev�ew, November-December
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EXTERNAL READING 
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Webs�tes

1. Small Bus�ness Adm�n�strat�on (SBA) - Wr�te Your Bus�ness Plan. 
Retr�eved from https://www.sba.gov

2. Harvard Bus�ness Rev�ew (HBR) - A resource for art�cles and �ns�ghts on bus�ness
management and strategy. 
Retr�eved from https://hbr.org

3. Lean Enterpr�se Inst�tute (Lean.org) - Prov�des resources and �nformat�on on lean
management pr�nc�ples. 
Retr�eved from https://www.lean.org

4. Project Management Inst�tute (PMI) - Offers resources and standards for project
management. 
Retr�eved from https://www.pm�.org

5. Runn.�o - Prov�des tools and �ns�ghts on project and resource management. 
Retr�eved from https://www.runn.�o

https://www.sba.gov/
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https://www.lean.org/
https://www.pmi.org/
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