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Entrepreneurship is more
relevant than ever. Many
see it as the only way to put
the current crisis behind us
and move towards better
times. Professor Roure
reflects on four key aspects
of the process.
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IS AN ENTREPRENEUR

MADE OR BORN?

@_ Entrepreneurs may well possess
@ certain innate qualities that en-
hance their development. But it’s
also true that there are a number of
common variables related to the en-
vironment, internal company charac-
teristics and the profile of entrepre-
neurs, themselves, that are crucial for
entrepreneurship to flourish.

In short, although there may be
some inborn qualities that make for
a successful entrepreneur, there are
alsodecisive conditions which can be
nurtured to create a fertile breeding
ground for entrepreneurial activity.

There are entrepreneurs of all ages
and walks of life. Many home busi-
nesses have achieved exceptional
levels of success. Their journey has
been long and difficult, and their
founders’ healthy ambition and de-
sire to grow at all times seem to play
avital role. The ambition to create a
company appears to be influenced by
arange of factors such as opportuni-
tiesandresources, as well as by avail-
able means.

However, regardless of the oppor-
tunities and resources available, if
there isnoambition, the project can-
not develop and grow. The ability of
the entrepreneur and his or her team
to build an entrepreneurial culture -
as part of an ambitious vision of the
project - focused on opportunities
and growth comes into play quite
naturally at this stage.
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WHERE ARE THE OPPORTUNI-
TIES AND HOW SHOULD THEY BE
FOCUSED UPON?

®_ Therearevarious myths

® regarding opportu-
nities. One myth is that
they are found in rapidly
growing emerging sectors
that are currently in vogue. In
reality, winning entrepreneurial
teams can be found in many sectors
and they tend to focus sharply on tho-
se activities that they know well.

Another myth associated with
launching a new venture is that you
must have a singular, brilliant idea
and stick with that. Again, in reality,
entrepreneurs identify, copy and
buy viable ideas that others
can develop. Finally, there is
the trap of the large market.

Many entrepreneurs fall into

this one. They erroneously :
assume that “their market”

is vast, homogeneous and mea-
surable and so they focus on
reaching a small part of this large
market. Falling into this trap leads
to a huge oversight since, in defining
your target market, you will have
ignored the expectations and prefe-
rences of customers in relation with
the business proposition, along with
potential opportunities that could
come from diversified demand.

One way of avoiding this trap is to
identifyor create “gaps” inside thelarge
market where you can playa significant
role, and where potential clients appre-
ciatetoagreater extent the value propo-
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ENTREPRE-
NEURSHIP

CAN BE
UNDERSTOOD
AS A PROCESS
OF EXPLOITING
KNOWLEDGE
IN THE MARKET
PLACE.
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THIS PERIOD OF
ECONOMIC
RECESSION HAS
LED TO ANEW
GENERATION
OF ENTREPRE-
NEURS.

sition of your project. This helps clearly
define your activity, businesss model,
productandservice,aswellasintroduce
and define your value proposition.

Giventhatweare talkingabout com-
panies in the launch phase, credibility
inthe eyes of possible customers or in-
vestors is a crucial factor. Particularly
in the initial stages of the project, the
business proposition should center on
the client more than the market. To ca-
rry thisout, itis critical to define where
one wants to go (segment identifica-
tion) and where one wants to operate
(segment prioritization). The third
link consists of “concentrating on the
focus,” that is, selecting the segment
thatthe firmwill center itsvalue propo-
sition upon once the project has been
launched.

IS THERE A SOCIAL MODEL

THAT FOSTERS MORE

AND BETTER

ENTREPRENEURS?

@®_ Ahigh level of entrepreneurial ac-
@ tivityinacountryorregionislinked
toahighrate of business creation, large
numbers of emerging entrepreneurs
and high business turnover. According
toreports by the Global Entrepreneur-
ship Monitor, entrepreneurial activity
in Spain is about average for European
countries, although we lag far behind
countries like Brazil, China and the
United States, which are renowned for
their high index of entrepreneurial ac-
tivity. The mostinnovative countriesin
the European Union are the northern
economies: Finland, Sweden, Den-
mark, the Netherlands and the United
Kingdom.

Itis difficult to ascertain the causes
forlowentrepreneurial and innovative
activity in a country or region. We can
explainitin terms of the degree of citi-
zens’ aversion to economic or financial
risk and the consequent stigma associ-
ated with failure. However, the fact that
Europe lags behind the U.S. in this re-
gard is an indisputable fact. The emer-
gence of the so-called “entrepreneurial
model” in the U.S. has been associated
with the existence of a highly com-
petitive environment resulting from a
large market, a limited role of govern-
mentinthe economy,access to capital,
availability of technology and, perhaps
most significantly, the establishment
of astrongentrepreneurial culture.
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In contrast, in Europe the dominant
cultural and social values regarding
the pursuit of opportunity and entre-
preneurship continue to fuel negative
attitudes towards failure, which af-
fectsall facets of risk management and
its consequences. Inthe U.S., the “best
and brightest” generally welcome the
ideaof becomingentrepreneurs. Here,
everything is a bit more complicated
because there is no culture of entre-
preneurial support, either in the fam-
ily, at school or at university. Also, the
time needed toregister acompany ora
patent is still considerably longer than
inthe United States. We mustbeable to
tackle the stigma of failure in Europe. It
is one of the key challenges we have to
overcomeifwearetocompete success-
fully on a global scale. Failure is part of
the entrepreneurial and innovation
culture. Accepting it can only make us
stronger, not weaker.

ARE ENTREPRENEURS

IN CRISIS DURING TIMES

OF CRISIS?

@®_ This period of economic reces-
@® sion has led to a new generation
of entrepreneurs. For example, if we
look at the 50 projects that have been
presented in the eight Business Angels
and Family Offices Network forums in
the pastyear, wewill see that the quality
of business plans has increased signifi-
cantly. This may reflect to some extent
howthe economiccrisisis generatinga
wave of entrepreneurial initiatives.

For many in professional fields, en-
trepreneurship is also a window of op-
portunity which would not be possible
by means of a standard job. In practice,
looking beyond the economic cycle, the
current economic reality is that we live
inan “economy of entrepreneurs” who
come in all shapes and sizes. These in-
clude visionaries that start out in their
garage, people with experience in the
‘real’ business world who launch a ‘vir-
tual’ platform offering something that
isattractive and beats anything on offer
even in the real world, and entrepre-
neurs who buy up floundering compa-
nies with the goal of creating their own.

Itisvery difficult - if not impossible
- to return to pre-crisis conditions,
which is whyit’s so important not only
to understand what is happening, but
toseize the opportunities that emerge,
hereand elsewhere in the world. Entre-
preneurshipis thekey.
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