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Abstract 
Innovative start-ups are an important driver of economic growth. Start-ups bring creativity, 
stimulate competition and create employment. In regional economies the competitive 
advantage highly depends on the established entrepreneurships that they have. For several 
years subsidy programs and supporting organizations have emerged that encourage 
entrepreneurs to start a venture in an attractive region. The ‘Amsterdam Metropolitan Area’ is 
such a regional breeding place wherein start-ups in the high-potential (technological) sectors 
like the life sciences, media & entertainment and fashion & design (both part of the creative 
industries) are supported. Universities, industrial companies and incubators are some of the 
supporting organization that increase their commitment to the entrepreneur. Within the 
Amsterdam network the facilitator function is dedicated to the ‘Amsterdam Innovation 
Motor’. Achieving optimal collaboration between the start-up and the supporting stakeholders 
in Amsterdam is one of their main goals. Entrepreneurial collaboration is stimulated and the 
support of the partner organizations is improved. With case studies the dynamics of 
entrepreneurial collaboration in the Amsterdam area is investigated to locate sector specific 
implications. The output provides a first insight into how entrepreneurs of the high-potential 
sectors collaborate with other stakeholders in the Amsterdam area. From an entrepreneurial 
perspective collaboration activities and objectives are mapped and recommendations that 
improve entrepreneurial collaboration are made.  
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Executive Summary 
The case study research is a first structured attempt to investigate the dynamics of 
entrepreneurial collaboration in a regional supportive environment. The comparison of sector 
specific empirical evidence with a general theoretical model of entrepreneurial collaboration 
contributed to the understanding of such complex processes. The outputs reveal interesting 
sector specific characteristics that influence the quality and opportunities of entrepreneurial 
support. The findings emphasize that the sectors should be supported separately and include a 
different theoretical approach. The total analysis show that the Amsterdam Area is still in the 
beginning phases of becoming an entrepreneurs’ supporting regional innovation system.  
Several interesting sector specific characteristics, implications and opportunities were 
recognized in the different sectors.  
 
In the dedicated life sciences network support and technological coaching is not needed. The 
scientific entrepreneur is very mature and knows exactly what he/she needs regarding 
technological developments.  The involvement of a TTO and/or external business consultants 
prove to be sufficient. The entrepreneur becomes the scientific director and an internal or 
external business specialist becomes the business director. Three phases are distinguished in 
the 8-12 year spin-off process. The financial application and development of the business plan 
are two aspects that characterize these phases. The dedicated life science spin-off process is a 
step-by-step trajectory that matches the general theoretical entrepreneurial collaboration 
model the most. A clear idea, research and market preparation phase that maintain a high 
level of linearity are recognized. Financial needs and business advices are the main drives for 
entrepreneurial support in the dedicated life sciences. Support in housing remains a problem.  
The foundation of spin-offs is obstructed currently due to limited (office) space available.  

In the media & entertainment sector networking, coaching and providing facilities are 
all essential objectives of entrepreneurial support. The entrepreneur is young, inexperienced 
and very receptive to entrepreneurial support. The start-up process has an average length of 
only 2-3 years and is characterized by the multiple and immediate changes of the concepts’ 
targets. The process is very interactive and includes a second transformation phase that has a 
cyclical character. The business plan is adjusted constantly and drives the crucial learning 
aspect of the media & entertainment sector. Little finances are needed to establish a start-up 
and subsidies are found to be less useful. Though, the business plan is updated frequently to 
preserve the attention of potential investors. The involvement of an incubator is an excellent 
example of how support can be provided. Despite this effort there still remains a (business) 
knowledge gap in the venturing phase 1 of the start-up process.  

In the fashion & design sector networking, coaching and providing facilities are 
objectives and opportunities of entrepreneurial support. The entrepreneur is immature and not 
receptive to support. The start-up process has an unclear average length of about 2-6 years. 
Collaboration does not occur very often because the entrepreneurs only focus on designing 
and has too little finances to attract external advices. The impact of the subsidies have to be 
revised and changed. Entrepreneurial collaborations should be stimulated to increase 
knowledge transfer. Business plan proved to be helpful as they create structure in the other 
sectors. The entrepreneurial support must focus on closing the enormous knowledge gap, i.e. 
business skills, that withstands the entrepreneurs’ development. Incubators, workshops and 
improved education will contribute to the creating commercialization awareness. 
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Chapter 1: Introduction 
The competitive advantage of a certain region is highly influenced by its innovativeness. To 
strengthen the economy and create employment it is important for many different sectors that 
innovations are stimulated and supported. A well known activity that increases innovation is 
the attraction and support of entrepreneurs. Especially, the creation of new technology-based 
firms (NTBFs) stimulates innovation and economic growth (Tidd, 2001; OECD, 2008; EU, 
2005). Barney (1986) adds that entrepreneurs develop a competitive advantage and thereby 
increase the competition in their sector. But the start-up process remains a difficult process for 
the often inexperienced entrepreneur. Besides a healthy and feasible product concept, aspects 
such as a sound finance, a balanced founding team, core technical skills, a customer-
orientated strategy and a continuing technology transfer from other organizations are also 
important in this process (Roberts, 1991). In the starting phase, when preliminary research, 
patenting and development of the business plan are important (Tijssen 2000), getting 
acquainted with these aspects is crucial. Many studies have shown (Kogut and Zander, 1992; 
Nonaka and Takeuchi, 1995; Leydesdorff and Meyer, 2006; Gorman, 2002) that through 
collaboration in networks, also on the micro-level, knowledge and technology can be 
transferred. Established organizations that have the necessary knowledge and experience 
comprise firms and universities. Because of the movement to a knowledge-based economy 
the importance of the universities increases. Nevertheless, industrial companies are also very 
important as entrepreneurs have little (or none) marketing and/or commercial skills. The 
collaborations between universities, industrial companies and other contributing actors with 
the start-up are therefore essential during the first phases of the start-up process (Tijssen 
2000) and determine the reliability/quality of the developed business plan at the end.  
 
Within the Amsterdam Metropolitan Area supporting facilitators have emerged that attempt to 
tackle the knowledge-gap. The Amsterdam Innovation Motor (AIM) for instance, who is 
facing the difficulties described above, is working to increase the capacity for innovation in 
the Amsterdam area regarding many different sectors. Together with local networks they 
stimulate new entrepreneurship in technology-driven sectors like the life sciences and the 
creative industries. In 2005 the SKE subsidy program and the I-CREA initiative are 
introduced by the Ministry of Economic Affairs to support the technostarters in these sectors 
(Technopartner, 2007). Over the years organizations like incubators and technology transfer 
offices (TTO’s) have emerged in Amsterdam which help guiding the start-up through the 
start-up process. The role of these incubators (Cooper 1985; Nam 2000; Peters 2004; Bergek 
and Norrman, 2008) and TTO’s (Martinelle et al., 2008; Carlsson and Fridh, 2002; Balderi et 
al., 2007) has attracted some attention. Unfortunately, for many sectors it is still unclear how 
the collaborations function and thus how the guiding organizations can effectively provide 
their supporting activities. 
 
The two high potential sectors referred to above are the life sciences and the creative 
industries. Recently the Amsterdam Bio-Med cluster is created to stimulate university-
industry-start-up collaborations in the life sciences sector. The SKE initiative, introduced in 
2005, aims to improve the life sciences entrepreneurial environment (Technopartner, 2007). 
For instance, TTO’s are established to assist the life sciences spin-off process. The 
understanding of how these collaborations function in this sector has increased but still needs 
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more attention (Powel et al., 2005; Rooijakkers and Hagedoorn, 2006; Van der Valk, 2007). 
For the creative industries (arts, media & entertainment and creative business services) 
however, very little is known about how these collaborations function. Nevertheless, the 
creative industries is one of the fastest growing sectors in the Amsterdam area because of 
many innovations in media & entertainment (Van der Groep et al., 2008). Consequently, 
ICT/new media specific incubators have emerged in Amsterdam (e.g. Mediaguild) and 
England (Montgomery, 2007). Simultaneously the high-potential fashion & design sector, a 
less high-tech part, also significantly contributes to the Amsterdam economy and shows high 
growth rates for the past years (TNO, 2005). Despite the I-CREA initiative (EZ, 2007), which 
is part of the SKE, it still seems that the support of creative ideas is little structured and 
effective. 
 
For AIM and all other entrepreneurs supporting organizations it is therefore essential to know 
how the entrepreneurial collaborations in these three sectors actually function, not only for 
short-term support but also in the long run. The currently used support models may thus be 
improved by analysing the experiences of the past few years. The bottlenecks in current 
entrepreneurial collaborations between stakeholders should be eliminated. The long-term 
purpose of this research is focused on that interest of universities, companies and government, 
who finance the entrepreneurial support activities, which should not diminish in the future. As 
exact results on success, which directly has a positive influence on the Amsterdam economy, 
cannot be recognised in the creative industries yet the interest of these three parties may 
decrease in the future. For sustaining of the financial impulses provided the long-term goal is 
to transfer the knowledge, learned from successful start-ups in the creative industries, back to 
the universities and eventually via the universities also back to the companies involved. If 
AIM and all other entrepreneurs supporting organizations in Amsterdam want to enhance 
their support of the life sciences and the creative industries effectively more insight is needed.  
To obtain these insights the following research steps are made. First, a theoretic 
entrepreneurial collaboration model is developed for technostarters that contains all possible 
factors that influence entrepreneurial collaborations. Secondly, successful entrepreneurs in 
both sectors are interviewed. Three in-depth life sciences case studies and three in-depth 
media & entertainment (ICT/new media) case studies are executed in the Amsterdam area. As 
the fashion & design entrepreneurs are not technostarters none in-depth case studies of this 
sector are executed. In order to achieve useful information on this sector several entrepreneurs 
and other fashion & design experts are interviewed. Thirdly, all received information is used 
to assess relevant entrepreneurs’ characteristics, sector specific entrepreneurial collaborations 
(except for fashion & design) and entrepreneurship characteristics. Based on all received 
information sector specific entrepreneurial collaboration models are constructed. The 
bottlenecks and/or opportunities observed during the interviews are used to formulate 
(support) recommendations that may contribute to a more effective co-operation between the 
entrepreneur and other stakeholders in the investigated sectors. The research results will 
increase the understanding of how sector specific entrepreneurial collaborations function. The 
findings inform supporting organizations, like AIM, how they can improve their assistance 
during the crucial first phases of the entrepreneurial start-up process. The constructed start-up 
models are also interesting guidelines for inexperienced entrepreneurs.   
The goal of this research is to create more insight into entrepreneurial collaborations in high-
potential sectors; the life sciences industry and the creative industries. The main objective is 
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to get a better understanding of how university-industry-incubator/TTO collaborations with 
start-ups actually work on the micro-level. The study aims to recognise entrepreneurs’ 
collaboration activities in various phases of the start-up process so that the supporting 
activities of facilitators, i.e. AIM and other supporting organization, can be improved. The 
research question: 
 
How can the activities of organizations supporting start-ups in the life sciences, media & 
entertainment and fashion & design sectors be improved through entrepreneurial 
collaboration during the first phases of the start-up process? 
 
Sub-questions: 
 
1 What are the characteristics that influence entrepreneurial collaboration? 
 
2 What are the phases of the start-up process? 
 
3 How do entrepreneurial collaborations function during the start-up phases in the life 
sciences sector and the creative industries?  
 
4 How can the activities of supporting organizations be improved, especially with regards to 
the existing bottlenecks in the collaborations between stakeholders during the start-up 
phases? 
 
The research design has the following structure. This introduction is followed by a brief 
overview of the current status and all relevant actors of the studied sectors in the Amsterdam 
area in chapter 2. The third chapter is dedicated to the theoretical background and 
development of an entrepreneurial collaborations framework. Chapter 4 will focus on the 
methodology of the research and in chapter 5 the results of every sector analysis are 
presented. Furthermore, in chapter 6 the observed implications and recommendations for 
every sector are formulated. The report is completed with a thorough discussion and a 
conclusion. 
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Chapter 2: Innovation supporting organizations in                             
the Amsterdam region 

In this chapter AIM (Amsterdam Innovation Motor), the life sciences and the creative 
industries are introduced. From an entrepreneurs point of view, a social map of both sectors is 
developed in which the relevant actors are shown. Besides presenting the currently active 
actors, some facts and figures on the development of both sectors are also added. A complete 
description of both sectors and their current condition is created. The first paragraph (2.1) 
focuses on the goals of AIM and the relevant actors in their network are reviewed. 
Furthermore, the existing life sciences industry (2.2) and creative industries (2.3) will be 
outlined by presenting the relevant actors in the Amsterdam area. 
 

2.1 AIM & Co   
The Amsterdam Innovation Motor (AIM) is working to increase the capacity for innovation in 
the Amsterdam area. Their main goal is to strengthen the economic position of Amsterdam by 
enhancing collaboration and attract and create new businesses. For several years AIM is 
active as a stimulator to strengthen the economy of the ‘Amsterdam Metropolitan Area’. This 
region consists of Amsterdam, Almere, Haarlemmermeer, Amstelveen and joins forces with 
cities close to Amsterdam, for instance, with regard to the creative industries with: Utrecht 
and Haarlem. AIM focuses on many stages of the innovation process including backing new 
ideas and supporting new ventures that stimulate entrepreneurship. As a facilitator they 
stimulate entrepreneurship in the Life Sciences, Creative industries, Sustainability, ICT and 
Business & Logistics to lower local levels of unemployment. The AIM has been set up to help 
preserve and strengthen the Amsterdam area’s authoritative position in the knowledge-based 
economy. The Amsterdam Innovation Motor is an initiative of the Amsterdam Knowledge 
Network (KKA), and was established in 2004 (aimsterdam.nl). The AIM is financed by three 
parties equally: government, companies and research institutes. Together with chamber of 
commerce (KvK) and many others they are part the KKA network and function as a facilitator 
in the Amsterdam region (figure 1).   
 
Figure 1: Social map AIM & Co (Macro-level). 
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- The Chamber of commerce (KvK) manages the trade register. The chamber's other 
tasks are to provide Dutch entrepreneurs with information, stimulate regional trade & 

industry and advise local and regional government.   
 
- Syntens is a Dutch agency set up by the Ministry of Economic Affairs that supports 

small and medium sized enterprises (SME’s) in the entire Netherlands. Syntens 
possess a large network and knowledge of many different sectors open to every 
interested SME, including start-ups.   

 
The Ministry of Economic Affairs (EZ) and Amsterdam Topstad executes stimulating 
programs that focus on the entire Netherlands to boost the number of successful start-ups. For 
example, the subsidy program ‘Knowledge exploitation’ (SKE) is launched in 2005 and 
provides professional support for technostarters. The SKE program is expanded with I-CREA 
that specifically focus on creative start-ups. The stimulating programs are executed through 
‘Technopartner’. ‘I amstarter’ is the local developed network of research institutes and 
technology-based companies, which offer new entrepreneurs access to professional assistance 
including advice, coaching, and mainly financial support necessary to prepare the new 
business (iamstarter.nl). ‘I amstarter’ stimulates new entrepreneurship in technology-driven 
sectors of the Amsterdam area like the life sciences, ICT and sustainable technologies. The 
start-ups in these sectors are a source of innovation, they have a higher growth potential than 
other starters and are of significant importance for future employment opportunities (AIM, 
2007). The program also targets universities and other research centres as well as investors. 
Raising capital is always difficult for a starting and growing company. To tackle this problem, 
TechnoPartner matches the investment made by private investors. This reduces the private 
investors’ risk of losing the investment thereby enhancing the return on investment. By 
stimulating and guiding start-ups, the economic strength of the Amsterdam region is expected 
to increase (technopartner.nl). 

2.2 Life Sciences industry and the supportive infrastructure 
The first sector that is described is the life sciences sector of the Amsterdam area. The 
currently relevant actors in the life sciences network are presented in figure 2. The 
Amsterdam life sciences industry is a young sector with a high potential (Van Oosteren and 
De Jong, 2008). There is a large number of companies and knowledge institutes in the life 
sciences sector in Amsterdam area. This young but high potential cluster consists of 20.000 
employees of knowledge institutes and 5.000 active in life sciences related companies. A 
large part of the companies are SME’s of which half is established after the year 2000 (AIM, 
2007). About 60 dedicated life sciences companies have already chosen to set up their offices 
in the Amsterdam region (Buck, 2008), 23 of these are university spin offs (AIM, 2007). The 
high density of sector related companies strengthens the regions power to innovate and 
compete.  
The Amsterdam area has the highest concentration of life sciences research in the Netherlands 
with a strong biomedical focus (Buck, 2008; amsterdambiomed.nl). Similarly, the majority of 
life sciences companies in the Amsterdam BioMed Cluster are engaged in some field of the 
‘red’ life sciences. A tradition of excellence exists in several disease/therapeutic areas, with 
multiple interactions between research institutes, small biotech and large pharmaceutical 
companies (AIM, 2007; amsterdambiomed.nl). Cardiovascular and infectious diseases are two 
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areas that get much attention. The region also has a strong centre for oncology research and 
an interdisciplinary infrastructure best suited for translational research in the neurosciences is 
built (Buck, 2008; AIM, 2007; amsterdambiomed.nl). The life sciences characterizes itself 
with technology push start-ups indicating that most of the start-ups are based on R&D. 
The Amsterdam BioMed Cluster has been set up by AIM to construct a network in which the 
establishment of bio-medical spin-offs is stimulated. It is currently being developed to a 
enormous network in the Amsterdam area with the goal to provide a platform for life sciences 
and related organizations to meet and interact. The overall objective is to strengthen the 
(inter)national position of the life sciences industry of Amsterdam. The cluster consists of 
many life sciences companies, several research institutes, investors and all other interested 
local organizations (AIM, 2007; amsterdambiomed.nl). The Amsterdam BioMed cluster 
contains five main research institutes which are all founded in Amsterdam; 1) AMC 
(Academical Medical Center Amsterdam) 2) VUmc/VU (VU University & VU University 
medical center) 3) SILS/UvA (Swammerdam institute for Life Siences/University of 
Amsterdam) 4) NKI (Netherlands Cancer Institute-Antoni van Leeuwenhoek Hospital) 5) 
Sanquin (Center for Bloodtransfusion & Research). Each research institutes has a technology 
transfer office (TTO) which supports the life sciences technostarter. The TTO’s support any 
dedicated life sciences entrepreneur with a commercially feasible idea/technology.  
The Life Sciences Fund (LSFA) is currently created by cooperation’s between several banks 
and the five major knowledge institutions. It is an independent fund meant for the Amsterdam 
BioMed cluster for investments in regional life sciences companies. To enlarge the network 
and to increase the collaboration between TTO’s a Life Sciences Center (LSCA) is recently 
founded of which all TTO’s are part. These collaborations intend to improve the efficiency 
and the transfer of knowledge. Particularly in later stages of business development the LSCA 
may become useful. 
The three largest ‘breeding places’ for dedicated life sciences entrepreneurs are: the ‘Medical 
Business Park’ (AMC), the VU University medical center (VUmc) and the Netherlands 
Cancer Institute (NKI) (AIM, 2007). Especially the first two offer opportunities for 
commercial businesses active in bio-medical sciences to tap into the MC’s existing 
knowledge network and research facilities.  
 
Figure 2: Interaction entrepreneur with others actors in the life sciences sector (Micro-level). 
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- The TTO VU & VUmc is established in 2006 and assist the SKE-program regarding 
life sciences spin-offs (Technopartner, 2008). The dedicated life sciences 
entrepreneur of the VUmc is supported by the TTO. The TTO of the AMC, 
established in 2003, supports the dedicated AMC life sciences entrepreneurs.  

 
- Internal (TTO) and/or external life sciences business consultants may also become 

involved to support the dedicated life sciences entrepreneur. 
 

- With the Subsidy program ‘Kennis Exploitatie’ (SKE) finances and professional 
support for life sciences entrepreneurs are provided. During the start-up process 
industrial life sciences companies may also become involved for product 
development. 

2.3 Creative industries 
The creative industries is a growing sector in the Amsterdam Metropolitan Area. This region 
belongs to the top five creative cities in the world, among other giants including London, New 
York and Los Angeles (Van der Groep et al., 2008). From 1996 to 2007 employment by the 
creative industries grew 4 % per year while total employment grew 2,5 % per year in the 
Amsterdam area. For the entire Netherlands these values are respectively 3,8 % and 1,9 %. 
Nevertheless, about 38 % of the creative industries in the Netherlands is located in the 
Amsterdam region (Van der Groep et al., 2008). The creative industries in the Amsterdam 
Area has become of national and regional importance. 
Due to the growing importance of the creative industries several supporting and stimulating 
initiatives are launched. Through Technopartner the Ministry of Economic Affairs executes 
programme’s that  focus on creating a better environment for the creative start-up in the 
Netherlands. Next to the existing SKE program an additional I-CREA program (Impuls 
Kennisexploitatie Creatieve Starters) was introduced specifically for creative start-ups in 
cooperation with the Ministry for Education, Culture and Science (OCW). By stimulating 
collaboration between research institutes, intermediaries and private enterprises knowledge 
transfer is tried to be stimulated. The subsidized projects of I-CREA focus on the following 
fields: ICT/new media, fashion and design (EZ, 2007; technopartner.nl).    
The AIM is one of the initiators that host the project ‘Creative Amsterdam’ (CCAA). The 
CCAA stimulates start-ups in the creative sector and also promotes and facilitates the creative 
industries (ccaa.nl). The project was initiated in 2007, with a pledge to cooperate on the part 
of the region’s local government and other organizations. The CCAA stimulates the creative 
industries in the following seven cities: Amsterdam, Utrecht, Almere, Haarlem, Zaanstad, 
Amersfoort and Hilversum. 
The term ‘creative industries’ has several different definitions. In foreign countries the sector 
is often called ‘creative and cultural industries’ (Montgomery, 2007). The TNO definition that 
is also used by AIM implies a broad sector which can be divided into three parts; 1) The arts: 
the performing arts, the visual arts, theatre, galleries, and museums 2) Media and 
entertainment: publishing, radio, TV, film, video, gaming 3) Creative business services: 
advertising, photography, design, fashion (Rutten et al., 2004; Van der Groep et al., 2008). 
This study focuses on the second and the third part of the creative industries because these 
sectors show an increase of high-potential start-ups. The media & entertainment sector is 
explained in paragraph 2.3.1 followed by the creative business services in section 2.3.2. 
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2.3.1 Media & Entertainment and the supportive infrastructure 
The media & entertainment sector currently has a share of 38 % of the total creative industries 
in the Amsterdam. AIM is experiencing that especially ICT/Media & Gaming is increasing in 
popularity (Van der Groep et al., 2008). As start-ups and ideas in the sector are growing they 
have attracted attention of the CCAA and other supporting organizations.  
Different research has pointed out that the creative industries, especially ICT/Media & 
Gaming, has a high potential (www.kennisland.nl). For example, in London the biggest rise in 
employment in the creative industries in 1990’s was not in film, TV or the music industry, but 
in software design and computer games (Montgomery, 2007). It is more likely that new jobs 
and business generation will come from very small businesses innovating (new products, new 
cultural forms) in the more fertile terrain of computer/communications/culture. A 
combination of these different areas is called a crossover. Crossovers can emerge between the 
arts, media & ICT or between the creative and another industry. As the amount of start-ups in 
the ICT/Media & Gaming is growing in the Amsterdam Metropolitan Area this study focuses 
on this high-potential part of the creative industries. The ICT/Media and gaming branch 
consists of a combination of creativity and high technology (ICT). Because of the shift 
towards a knowledge-based economy and fast growing ICT developments, this branch is 
currently very innovative. In 2006 the Waag Society initiated the establishment of the first 
ICT/Media & Gaming incubator in Amsterdam. The incubator ‘MediaGuild’ has a leading 
position regarding start-ups in the ICT/media sector within the region of Amsterdam. 
Mediaguild is a non-profit organization that fosters innovation and brings it to the market thus 
to society. They support starters in the creative industries (ICT/Media & Gaming) and bring 
knowledge institutes and businesses in touch with the creative industries and their 
innovations. Until now Mediaguild has guided several entrepreneurs who started a successful 
company. The following potential partners in the ICT/Media & Gaming are recognized and 
depicted in figure 3. 
 
Figure 3: Interaction entrepreneur with others in the ICT/Media & Gaming sector (Micro-level). 
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2.3.2 Fashion & Design and the supportive infrastructure  
The second creative industries sector explored in this research is fashion and design. The 
creative business service sector in Amsterdam, which includes fashion and interior design, is 
gaining employment in the past years (Van der Groep et al., 2008). In 2002 21,7 % of the 
Dutch design jobs were located in Amsterdam while 10 % of all creative industries jobs of the 
Netherlands were located in Amsterdam. In 2006 22,2 % of all fashion designers were found 
in Amsterdam (Wenting et al, 2006; Verwije, 2006). For many talented Dutch entrepreneurs 
Amsterdam is ‘the place to be’ (Wenting et 
al., 2006). The design sector also shows a 
significant higher growth rate (8,1 %) than 
other sectors between 1996-2002 in 
Amsterdam (TNO, 2005). From 1996-2007 
the employment grew the most in the fashion 
sector (Van Oosteren et al., 2008). Therefore, 
this study includes a quick view into this 
second high-potential part of the creative 
industries. There are various arguments that 
joooooooooooooooooooooooo  

            
         Fashion percentages (Wenting et al., 2006) 

imply the importance of the fashion & design sector in Amsterdam. First, fashion & design 
significantly contribute to the creative business services (Rutten et al., 2004; Van der Groep et 
al., 2008; Van Oosteren et al., 2008) and is thus an important component of the entire creative 
industries. Secondly, the presence of fashion & design activities sustains the preserved 
creative image of a capital city (Verweij, 2006). By stimulating new entrepreneurships 
successfully future fashion & design activities will be stimulated. The sector may not only 
achieve high employment growth rates directly, such as expected from the life sciences and 
media & entertainment, but also indirectly. Increased fashion & design activities attract 
attention from all over the word and stimulates other sectors as well. A well known example 
of such an attractive activity is the bi-annually organised Amsterdam International Fashion 
Week (AIFW). Due to this activity employment growth within other sectors may also be 
stimulated e.g. journalism, tourism etc. An enrichment for any major city. 
In the Amsterdam area several fashion & design initiatives are launched. The Turning Talent 
into Business initiative (TTIB) is a collaboration between Syntens, the Dutch Fashion 
Foundation, Arnhem Fashion Biennale and HTNK (htnk.nl). The TTIB program is set up in 
2007 and aims to guide seventeen high potential fashion design labels towards independent 
entrepreneurship. When the City of Amsterdam decided to loan a part of the red light district 
to the creative industries for a period of one year, HTNK was asked to come up with a 
creative destination. The high potential fashion design labels were assigned to that area and 
the RedLight Fashion Amsterdam emerged (redlightfashionamsterdam.com). RedLight 
Fashion Amsterdam gives an impression of the diversity and the strength of the Dutch fashion 
identity.  
All relevant actors of the fashion & design sector in the Amsterdam area are described. The 
actors that interact directly with the entrepreneur are displayed in the social map of figure 4.  
 

- Since 1997, HTNK is the one-stop-shop for everyone with ambitions in fashion; 
professionals looking for challenging job opportunities, companies looking for 
fashion talent and media and institutes looking for strategic insight in the industry 
(htnk.nl). 
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Figure 4: Interaction entrepreneur with others in the fashion & design sector (Micro-level). 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

- Kunstenaars & CO (Artists, Culture and Entrepreneurship) is a Dutch non-profit 
organization which stimulates and supports artists in raising their levels of 
professionalism and developing new areas of work. They provide training, education 
and coaching by offering a complete set of courses for the inexperienced entrepreneur 
(kunstenaarsenco.nl).  

- Amsterdam distinguishes two fashion & design educational institutes. The 
Amsterdam Fashion Institute (AMFI) offers a bachelor in the clothing and fashion 
industry and related businesses (amfi.hva.nl). The Fashion Institute (FIA) was 
founded in 1998 as a one year post-graduate fashion design course on a Master level 
(fashioninstitutearnhem.nl). In cooperation with Arnhem the Master has become 
accessible to Amsterdam student. The course is meant for fashion designers who wish 
to refine their personal signature and develop their skills as independent designers. 
The course originated out of the necessity for a better connection between higher 
vocational fashion designers and the international work field. 

- With the industry potential fashion & design production partners are referred to. Also 
investors may become involved during the start-up process. Finally, the incubator 
added and displayed with dotted lines as it does not exist yet but the intentions are 
there.  

- Arnhem Mode Biennale is an initiative of the City of Arnhem and presents state-of-
the-art fashion design at the international level. The actor is relevant as it contributes 
to education. However, the actor may not interact with the entrepreneur directly. 

- The Dutch Fashion Foundation (DFF) strengthens the social, economic and cultural 
role of Dutch fashion on a national and international level. Based in Amsterdam, DFF 
manages a network of the most talented Dutch fashion designers and is a key figure in 
the creative network of photographers, graphic designers and fashion artists 
(dutchfashionfoundation.com). 

- MODINT is the trade association for fashion, interior design, carpets and textiles 
which has over 825 company members. The continuing interactive communication 
with them enables the sector and all individual members to prepare themselves for the 
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demands of today, look to the future and, above all, focus comfortably on their core 
business (modint.nl). 

- Since 2002, Premsela has been working to improve the Dutch design climate. It is a 
platform for design and fashion that organises lectures, debates and exhibitions, 
conducts studies and authors publications, and offers information and advice as well. 
Premsela is funded by the Dutch Ministry of Education, Culture and Science and the 
City of Amsterdam (premsela.org). 
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Chapter 3: Theory 
This theory section presents theoretical elements and insights that together attempt to clarify 
the process of entrepreneurial collaboration. To answer sub-questions one and two of the 
introduction several theoretic concepts are reviewed. At the end of this chapter a theoretical 
concept framework of the entrepreneurs’ collaboration process is developed based on these 
concepts. 

3.1 Theoretical background 
The importance of start-ups in national and regional economies is widely recognised by many 
researchers. Schumpeter (1961) already acknowledged that the principle of creative 
destruction is the motivating force behind technological change and economical development. 
Start-ups bridge the distances between sciences and industry by introducing new technologies 
to society. Thereby they stimulate productivity, job creation and long term economic growth 
(OECD, 2000, 2001, 2006, 2008; Ministry of Economic Affairs, 2004a, 2004b; EU, 2005). 
Tidd et al. (2001) & Peters et al. (2001) also emphasized that the creation of new technology-
based firms (NTBFs) stimulate innovation and economic growth. However, it may seem that 
high technology start-ups have no chance against established corporations. Nevertheless, the 
reason why start-ups can survive is two-fold. According to the resource-based view (Barney, 
1986) start-ups may possess valuable and rare resources that can lead to the creation of a 
competitive advantage. Furthermore, start-ups entering an existing market after established 
corporations can easily adjust their product regarding all learned experiences. However, from 
an entrepreneurs’ perspective the start-up process remains very difficult as he/she is often 
inexperienced. To increase the amount of start-ups and to speed up the start-up process 
support is needed.      
From the 1960’s incubators have emerged that provide joint location, services, business 
support and networks to early stage ventures (Hackett and Dilts, 2004b; Bergek and 
Normann, 2008). The incubators guide the start-up to improve its chances of success. As 
knowledge and experience lie at the universities and industries incubators attempt to link 
these to the entrepreneurs. This has lead to the development of sector specific incubators that 
individually have their own network of participants.  
The role of the local innovation systems and clusters in generating efficient entrepreneurial 
collaborations is acknowledged (OECD, 2008). Although practically all institutional elements 
needed to provide optimal support to entrepreneurs are present a clear and structured model 
that displays the dynamics of entrepreneurial collaborations is lacking. There are virtually no 
empirical results on how entrepreneurial collaborations with incubators, universities and/or 
firms function. This includes the link between (sector specific) collaboration activities and the 
phases of the start-up process. In general this thesis focuses on this matter in order to 
contribute to the understanding of early entrepreneurial collaboration on the micro-level. By 
recognising sector and phase specific collaborating activities and identifying problems, the 
support may become more efficient thereby supporting the emergence of successful start-ups.   
To understand the dynamics of entrepreneurial collaboration several theoretical concepts are 
distinguished. The following four theoretical concepts, that together shape the entrepreneurs’ 
collaboration process, are reviewed. First, start-ups characteristics and their influences on the 
entrepreneurs’ collaboration process are described in part 3.1.1 based on the model of Tidd et 
al. (2001). Secondly, section 3.1.2 explores the characteristics of potential partners that 
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influence the collaboration process i.e. the supply factors of Peters et al. (2004) and Grandi 
and Grimaldi (2005). Additionally, the aspects that characterize the process of collaboration 
as mentioned in Tidd et al.’s (2001) model of collaboration are discussed in section 3.1.3. 
Finally, Tijssen et al. (2001) and their model of entrepreneurs’ development (section 3.1.4) 
from an university perspective illustrate the phases of the start-up process and its non-linear 
nature. In section 3.2 the conceptual framework is developed by combining these four views 
in one model of entrepreneurial collaboration.  

3.1.1 Start-ups characteristics (demand)  
The first set of characteristics that influence the entrepreneurs’ collaboration process are the 
start-up characteristics. A distinction between the entrepreneur i.e. director, the organization 
and the start-up has to be made. A start-up consists of (an) entrepreneur(s) with an 
invention/idea and the organization. The composition of this organization may change over 
time. The characteristics of the entrepreneur, for instance, influence the demand for 
collaboration (Tidd et al., 2001). But the existing knowledge in the organization and within 
the environment wherein the firm operates may also influence the start-up behaviour. The 
characteristics of the entrepreneur and the environment together influence the demand for 
entrepreneurial collaboration provide partial answers to sub-question one stated in the 
introduction. For example, a less experienced entrepreneur may need more collaboration than 
a more experienced one. These factors also include the uncertainty about the 
product/technology and its market within the environment of the entrepreneur. Several studies 
show that indeed personal characteristics may not be ignored. Hackett and Dilts (2004b) find 
a positive relationship between entrepreneurs’ characteristics and success, and negative 
relation ships between market dynamism, R&D intensity, an organic nature of the firm and its 
success. Roberts (1991) and Oakley (1995) studied NTBFs in their home countries; Roberts 
studied spin-offs from MIT in the USA and Oakey NTBFs in the UK. Roberts mainly focused 
on the background and characteristics of a typical entrepreneur, while Oakey focused mostly 
on technological and market factors. Based on their work Tidd et al. (2001) have mapped the 
j jjj joooooj             
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5: Factors affecting the establishment of a new technology based firm (Tidd et al, 2001, p. 354). 

 Background: 
·  Parent self-

employment 
·  Religious values 
·  Highly educated 

 
 Work environment: 

·  Relevant experience 
·  Frustration 
·  Redundancy 

 

  Personality: 
·  High achiever 
·  High control 
·  Independence 

 Institutional   
 support: 

·  Incubator organization 
·  Venture Capital 
·  Government support 

 

 Home context: 
·  Single or divorced 
·  Supportive spouse 
·  Few family commitments 

  

 Technology and  
 markets: 

·  Uncertainty 
·  Capital requirements 
·  Product lead time 

 
New  

start-up 



���
�

main factors that together affect the establishment of a new technology based firm in one 
model (figure 5). The model indicates that the creation of a new technology based firm 
depends on both the interaction of individual skills and of the technological and market 
characteristics. It depicts an overview of the relevant characteristics that may influence the 
demand of the entrepreneur for collaboration. These characteristics are explained 
independently while maintaining the distinction, which is previously mentioned, between 
environmental influences and entrepreneurs’ characteristics. At the end the relevant start-up 
characteristics are summarized. 
 
Environmental influences: 
As previously mentioned, institutional support is also very important for start-ups. More-so 
for technology-based start-ups for whom this collaboration is crucial. Incubators, government 
institutions and facilitators can support the start-up with knowledge development, venture 
capital acquisition and network development. These three aspects are very important for an 
inexperienced entrepreneur to survive (Roberts, 1991). 
 
The choices of a potential entrepreneur are constrained by the dynamics of the technology and 
markets concerned. Capital requirements, product lead times and the potential for growth are 
likely to vary significantly between different sectors of industry due to for example 
differences in product complexities, existing competition and restrictions. 
 
Entrepreneurs’ characteristics: 
The first factor that affects the establishment of a NTBF is the background of the 
entrepreneur. The background is influenced by family characteristics of the entrepreneur, for 
example, ‘whether or not one of its parents is self-employed’. Formal education clearly plays 
a role as it determines the start-up competences. Finally, the entrepreneur’s religion and 
psychological profile may also affect the outcome of success. 
 
The home context can also play a big role in the propensity to establish a new venture. Being 
single or divorced, having a supportive spouse and having few family commitments all have 
been found to influence this propensity positively (Tidd et al., 2001).  
 
The decision to start an NTBF typically begins with a desire to gain independence and escape 
the bureaucracy of a large organization. Elements like goal orientation, motivation and 
experience are personality factors that influence the start-up decision.  
 
A final factor is the work environment of the entrepreneur. Relevant work experience of the 
entrepreneur influences the establishment of a NTBF. Roberts (1991) found that a technical 
entrepreneur has about 13 years of work experience before establishing a new technology 
based firm.  
 
Start-up characteristics: 
Tidd et al. (2001, p. 354) present some important factors described above that could influence 
becoming an entrepreneur. Some of these may also determine the demand for collaboration 
and are thus of importance to this study. The factors that have been proven to be related to 
collaboration found in the literature are closer reviewed (see table 1). The optimal technology 
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acquisition strategy in any case will depend on the maturity of the technology, the firm’s 
technological position relative to its competitors and the strategic significance of the 
technology (Tidd et al, 2001). An optimal technology acquisition strategy resembles optimal 
entrepreneurial collaboration in this study. The factors of table 1 thus correspond to the ones 
that affect the start-up process. Surprisingly income and age do not influence the performance 
(Bosma et al. 2004). Also reasons and motives to become an entrepreneur are less important 
for performance (Birley and Westhead, 1994). It may be expected that the four start-ups 
factors in table 1 simultaneously influence the demand for collaboration. This may increase 
the difficulty of developing a measurable framework. Before doing so, the other influences on 
the collaboration process i.e. the characteristics of the partners are reviewed in the next 
section. 
 
Table 1: Start-up characteristics related to entrepreneurial collaboration.  
Maturity Increased longevity is found for entrepreneurs that are more mature (Cressy, 

1996). Entrepreneurs that are more mature posses a larger amount of human 
capital i.e. they posses a large amount of individual experience (Tidd et al, 
2001). This former experience (Bosma et al. 2004) is often correlated with a 
high educational background. 

Environment The environment of the entrepreneur determines the total human capital to 
which the entrepreneur has access to. This includes family and other start-ups 
that may contribute to the relevant experience (Tidd et al., 2001). 

Uncertainty Besides the environment the uncertainty of the product/technology and the 
potential market also influences entrepreneurial collaboration (Tidd et al, 
2001). They determine the demand for collaboration. When these 
uncertainties increase more collaboration may be inevitable. 

 
Strategy 

The complexity and present experience of the environment leads to more use 
of a reactive strategy (Van Gelderen et al., 2000). Personal strategies indicate 
the intended collaborations regarding market, technology and business 
development, of the entrepreneur. The entrepreneurs’ collaboration activities 
are therefore dependent on his/her strategy. 

 

3.1.2 The Partners characteristics (Supply) 
The second set of characteristics relevant for sub question one, ‘which factors influence the 
entrepreneurial collaboration’, is that of the partners’ characteristics. Over the past years four 
major organizational actors seem to have increased their participation in start-up processes. 
These include incubators, universities, firms and facilitators. The universities and industry 
support the entrepreneur with their knowledge and experience and the incubators and 
facilitators guide the start-up through the start-up process. Such supporting organizations 
simultaneously influence the start-up process and are presented by Tidd et al. (2001) in their 
model as ‘Institutional Support’ (figure 5).  
The role of the incubators has attracted some attention (Cooper 1985; Nam 2000; Dill 1995; 
Peters et al., 2004; Bergek and Norrman, 2008). Most of these studies aim to determine the 
performance of the researched incubators. Unfortunately, every study mentioned that the 
performance of incubators is hard to measure. Comparing incubation results and defining a 
control group are, for instance, two elements that contribute to this complexity. As no 
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incubator is the same the development of a general framework that measures the impact of 
incubators seems unrealizable (Cooper, 1985; Peters et al., 2004). An in-depth insight into the 
incubators functioning and how they collaborate on the micro-level will help to understand 
the concept of incubation and eventually support future impact studies. For now, the 
theoretical overview of the functions of an incubator summarizes the activities that are offered 
at the supply side of the start-up process. Section 3.1.2.1 reviews the theory on incubation and 
distinguishes types of incubators by relating them to the collaboration activities offered. 
The other two major partners are the universities and established firms in the industries. 
Although, the literature on the support given by these two actors, directly or with incubator 
help, presents little clear research results regarding specifically entrepreneurs’ support. Most 
literature include the support from a university perspective (Gandi and Grimaldi, 2005; 
Tijssen, 2006; Colyvas et al, 2002), focus on inter-firm collaborations (Nooteboom, 2004; 
Van der Valk, 2007) or focus generally on supporting organizations (Galbraith, 1973; Roberts 
and Fusfeld, 1981; Allen, 1977). No literature is found that is directly related to the role of 
facilitators. Section 3.1.2.2 reviews these articles and describes the supply factors i.e. partner 
characteristics of participating universities and/or industrial firms. Additionally, the 
(supporting) role of a facilitator (e.g. AIM) is described in section 3.1.2.3 as it may also 
influence the entrepreneurs’ collaboration process.  

3.1.2.1 The incubator 
An incubator is a facility that assists new businesses to overcome the difficulties associated 
with business start-up and growth. The main goal of an incubator is to produce successful 
firms that are financially viable and self-supporting. The incubator can function as a 
‘producer’ of business assistance programs (Rice, 2002) controlling and linking resources 
with the objective of facilitating the successful new venture development of the incubatees 
while simultaneously carrying the cost of their potential failure (Hackett and Dilts, 2004b). 
Since the starting process is a difficult period for the inexperienced entrepreneur this guidance 
should increase his chances of success. To summarize, the role of the incubator is to provide a 
supportive environment for start-ups and fledgling companies, thereby promoting local job 
creation, economic development, and technology transfer (Peters et al., 2004). 

Somewhere around the 1960’s the first incubator is founded and incubator-incubation 
research started in 1984 (Hackett and Dilts, 2004b). The first organizations, which showed 
incubation functions, were either office space providers or universities. In the 1990s, these 
services were expanded to consultancy services, training sessions, network access and venture 
capital. The second incubator generation was born. The third generation started in the late 
1990’s and concentrates on promising start-ups in the ICT and high-tech sectors (Aerts et al., 
2007; Hackett and Dilts, 2004b). Hackett and Dilts (2004b) emphasize that nowadays the 
incubator is not simply a shared-space office facility, infrastructure and mission statement 
anymore. Rather, the incubator is also a network of individuals and organizations including 
the incubator manager and staff, incubator advisory board, incubatee companies and 
employees, local universities and university community members, industry contacts, and 
professional service providers such as lawyers, accountants, consultants, marketing 
specialists, venture capitalists, angel investors, and volunteers. The increase of the amount of 
stakeholders and the increase of the support diversity make the incubation process much more 
complex. As interest in this incubator-incubation concept continues to grow, new research 
efforts should focus on the entire incubation process itself. 
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The literature distinguishes several incubator types. Siegel, Waldam and Link (2003) 
identified three types of stakeholders who are directly involved in university-industry 
relations and differ in strategy and scope. These include university scientists, technological 
transfer offices (TTOs) and firms/entrepreneurs. Together with the incubator, the facilitator 
and other entrepreneurs all possible stakeholders are identified. Based on their governance 
structures and business incubation models Peters et al. (2004) identify three types of 
incubators: (a) non-profit incubators focusing on diversifying the local economy - like small 
business incubators, (b) incubators linked to universities, and (c) for-profit incubators, i.e. 
private organizations. The incubator classification of Hackett and Dilts (2004b) is based on a 
similar taxonomy, using the continuum developed by Allen and McCluskey (1990). 
 
Incubation  
Over the years incubator oriented studies have appeared and some interesting incubator facts 
should be noted. Bergek & Norman (2008) state that the concept of incubation is reserved for 
organizations that supply joint location, services, business support and networks to early-stage 
ventures. They conclude that the positive societal impacts of investing in incubation remains 
to be seen. Some other authors found the opposite. For example, Smilor & Hisrich (1988) 
showed that eventually the effort of the incubator leads to lower levels of unemployment. 
Besides this, a different perception on how incubators should function also exists. Tamasy 
(2007) concluded that the ‘technology-oriented business’ incubators should be run as private 
organizations without public funding. Contrary, Peters et al. (2004) state that generally non-
profit incubators perform the best. The essence of the concept of incubation and its function 
within society is thus still an indistinctive field of research. Nevertheless, there are also some 
similarities to be found in literature. Many authors, such as Bergek & Norman (2008), note 
that determining the performance of the incubator and comparing incubators are rather 
complex processes as no incubator is alike.  
Although different perceptions on the incubator concept exist there are certain similar aspects 
within these studies. For instance, incubation is most effective when applied in the early 
phases of a venture’s life. The average incubation cycle, acknowledged by the National 
Business Incubation Association (NBIA), is 2-3 years (Peters et al., 2004; Hackett and Dilts, 
2004a). After this period the entrepreneurs become less dependent and the support activities 
become less effective. Another fact is that failing entrepreneurs are often also positive results 
of the incubator. Failing in an early phase implies that less time and money is spend on the 
venture. The learning components of the incubator (Peters et al., 2004), collaboration (Tidd, 
2001), and the entrepreneur (Tijssen 2000) also play a significant role in the incubation 
process. The performance of the incubation process is not only dependent on the amount and 
variety of business assistance offered but is also influenced by the intention to learn. Career 
support and especially psychological support are, for example, often difficult to accept for the 
entrepreneur (Regis, 2007). Next to this, many authors repeatedly mention that the incubator 
plays a significant role in networking, which is essential for the start-up process (Cooper, 
1985; Studdard, 2006; Rice, 2002).   
 
Incubation activities 
The incubator role is currently often carried out by a third party who guides the starter 
through the whole starting process. They are perhaps the most valuable and influential 
organization for the entrepreneur. To what extend the incubator succeeds in supplying these 
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support services highly influences the start-up process. The incubators mainly support 
entrepreneurs in several areas including their network, facilities, venture capital and own 
experience. Historically, several scientists have attempted to create a model that defines the 
role of incubators in the start-up process. As mentioned before, Peters et al. (2004) developed 
such a model and researched the differences between profit, non-profit and university based 
incubators. While no two incubators are alike, he found that they share the following common 
traits: co-location of business, shared services, management assistance and networking. These 
are exactly the ways in which an incubator collaborates with the entrepreneur. Peters et al. 
(2004) distinguished the following three types of incubator services:  
 
Table 2: three types of incubator supply services of Peters et al. (2004). 

Services  Performance indicator 
Infrastructure  The physical infrastructure include, rental space 

and equipment as well as administrative facilities 
including, fax, phone, internet lines, labs and 
conference facilities 

Are these supplied? 
Are they accessible?  
And with support, if 
needed?  

Coaching Training and educational workshops are offered. 
Seminars or programs are either for a fee or free of 
charge to the tenants of the incubators 

Are these supplied? 
Are they accessible?  
Are they useful? 

Networking The access available to the tenants of the incubator 
to managers, administrative, management, 
financial, legal and insurance consultants as well 
as to scientists, academicians and prospective 
customers are either for a fee or free of charge. 

Is network supplied? 
Is network accessible? 
Are demand and 
supply analogous?  

 
There is, however, a difference in the quality of services offered by the incubators. Peters et 
al. (2004) found that some failed in delivering some services. The characteristics of the 
incubators are these support activities and to what extend they are successful in providing 
these services during the entire start-up process. Some incubators may pretend that they 
supply a service but fail therein. Others may lack services that are of crucial concern to an 
entrepreneur in a certain phase. From the entrepreneurial perspective of this study, the 
performance of the participating incubator needs to be investigated. Industries and 
universities, reviewed in the next section, may also influence the incubator performance. 
Their willingness to participate and their transparency determine the network of useful 
partners within a region.  

3.1.2.2 Industry and University  
The participation of established firms and universities in entrepreneurial collaborations seems 
to increase.  For instance, the commitment of universities is growing due to the significant 
increase of their patenting activities. Changes in government funding and intellectual property 
law could have played a role, but detailed analysis indicates that the most significant reason 
was technological opportunity (Tidd et al, 2001). The increase of technological opportunities 
indicates the movement to a more knowledge-based economy. Also the establishment of 
technological transfer offices (TTOs) at universities indicates this movement. Moreover, the 
growing importance of developments in the bioscience and software industry presents new 
opportunities for universities to benefit from the commercialisation of knowledge. 
The role of established firms in the entrepreneurs’ collaboration process is also 
acknowledged. Established firms could assist inexperienced entrepreneurs in many ways 
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through inter-firm collaborations (Nooteboom, 2004; Van der Valk, 2007). For example, via 
incubators experienced employees in many different fields, the so-called ‘Masters’, give free 
advice. This may vary from accountancy to IPR advice. Even experienced entrepreneurs in 
the same sector may give advice. Networking is thus essential for entrepreneurs.  
There is extensive literature on organizational factors supporting successful innovative 
processes in industrial contexts, from the generation of new ideas up to their commercial 
exploitation (Galbraith, 1973; Roberts and Fusfeld, 1981; Allen, 1977). This literature is 
relevant in order to determine the characteristics of the stakeholders that participate in the 
collaboration process. Grandi and Grimaldi (2005) developed a framework in which the main 
organizational factors that support a start-up are specified. They propose several 
organizational factors (defined below) that characterize academics who are generally involved 
in the process of creating a new venture. Although these characteristics focus on organizations 
they may also apply to other actors that participate in the entrepreneurs’ collaboration process. 
These factors do not only apply to universities but also to participating firms, partially the 
incubator and somehow the facilitator. A brief description of these relevant factors follows the 
scheme of Tidd et al. (2001, p. 314). 
 
Table 3: Organizational characteristics influencing the entrepreneurial collaboration. 

Key individuals The roles played by key individuals and the way in which competencies 
and skills of different individuals are brought together determine the 
success of an innovation process. Roberts and Fusfeld (1981) identified 
five key roles corresponding to critical functions: idea generator, internal 
entrepreneur, leader of the project, technological gatekeeper, and project 
sponsor (Allen, 1977; Rothwell, 1992). See mentor presence below. 

Commitment to 
innovation 

The extent to which people are involved and committed to innovation is 
paramount. Grandi and Grimaldi (2005) state that innovation requires 
considerable energy and enthusiasm to overcome the initial barriers that 
may be encountered within organizations. 

Communication The way in which information flows and communication and collaboration 
among different individuals takes place both within and outside the 
organization. The amount and frequency of interactions with external 
actors are critical to innovation success. This factor is likely to be important 
for start-ups, for which all the competencies to run the business might not 
be available in-house (Allen, 1977). 

Attitude 
towards market 
& technology 

The attitude and commercial sense of the organization towards the 
technology and market. An external focus (Tidd et al., 2001) is important 
for start-ups to be in touch with the world and for a better understanding of 
the potential, and to make more successful applications of their 
technologies (Rothwell, 1992). 

Transparency, 
Sharing 
knowledge 

Finally, the way in which individuals behave regarding learning and 
sharing knowledge is added as an organizational factor because it highly 
influences the effectiveness of the collaboration process. Tidd et al. (2001) 
call this factor the learning organization. 

 
Mentor presence 
For an individual a personal mentor can be of great importance as described by Waters et al. 
(2002). They found that career-related support influences the perceived business success and 
psychological support positively relates to self-esteem. Consequently, the presence of a 
mentor influences the collaboration process. This mentor is supplied by either the incubator, 
an established firm, an university or the facilitator. For every actor the presence of a ‘key 
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individual’ (Gandi and Grimaldi, 2005) or incubation manager (Hackett and Dilts, 2004) 
corresponds with the presence of a supporting mentor. 

3.1.2.3 Facilitator 
Besides the three major organizational actors discussed before, a fourth actor ‘the facilitator’ 
is added to this study. Organizations like ‘I amstarter’, Technopartner and AIM are referred 
to. The role of these facilitators within the collaboration process is unclear. It may seem that 
their function is similar to that of the incubators as they act on the supply side in this research. 
However, the difference is that incubators seem to have a much more close relationship with 
the start-ups because they focus on a specific sector and act on micro-level. The facilitators 
have a more regulative function instead. For example, stimulating the participation of 
universities, industries, incubators and start-ups in a certain region is their main goal. It seems 
that they function on a higher level of aggregation than the individual and that they act from a 
policy perspective. If a facilitator is found to participate in entrepreneurial collaboration on 
the micro-level then it becomes of interest for this research.  

3.1.3 Collaborations  
After describing all participants in the collaboration process the concept of the process itself is 
reviewed to complete the answer to sub-question one: ‘What factors influence the 
entrepreneurial collaboration’. As previously mentioned in the introduction, collaborations 
through networks stimulate knowledge/technology transfer (Kogut and Zander, 1992; Nonaka 
and Takeuchi, 1995; Leydesdorff and Meyer, 2006; Gorman, 2002). For instance, over the 
years much research has been conducted on university-industry-incubator collaborations with 
start-ups (Birley 1985; Klofsten and Jones-Evans, 2000; Hackett and Dilts, 2004). However, 
the dynamics of these collaborations remain vague. ‘There has clearly been a dramatic 
increase in university patenting and licensing activities but the precise roles of all actors in 
bringing inventions into practice, are unclear’ (Colyvas et al, 2002). The degree to which 
collaboration between all stakeholders functions in practice is yet to be discovered. Since this 
is currently a hot topic, research into the dynamics of this interaction process must be 
pursued. Siegel, Waldam and Link (2003) identified three stakeholders who are directly 
involved in university–industry relations and differ in strategy and scope. These include 
university scientists, technological transfer offices (TTOs) and lastly firms/entrepreneurs. 
Together with the incubator, the facilitator and the presence of other entrepreneurs all possible 
stakeholders are identified.  
The types of university-industry-incubator collaboration with the start-ups on the micro-level 
are defined as the services and support that these three stakeholders provide. From a start-up 
point of view the types of collaborations are determined by its demand for support. The 
activities that Tijssen (2006) describes in the first phases of the start-up process are thus 
inherently related to the types of services that Peters et al. (2004) distinguished. In sum, the 
collaboration types, including entrepreneur-entrepreneur interaction, are dependent on the 
support supply of all mentioned stakeholders and the support demand of the entrepreneur 
himself.  
Peters et al. (2004) identifies various types of entrepreneurial collaboration but doesn’t define 
the dynamic characteristics of that collaboration. Nor does a standard composition of optimal 
characteristics for a certain type of collaboration exist. A successful collaboration is 
exclusively dependent on the activities that occur during the collaboration process. How these 
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activities occur could be estimated partly, based on the type of collaboration, but this is never 
certain as no collaboration is the same. The so-called characteristics of these activities 
together determine the success of the collaboration and to a lesser extent also the type of 
collaboration. For example, some form of collaboration is necessary when technology is 
novel, complex or scarce (Tidd et al., 2001). According to Tidd et al. the rational of 
collaboration can be grouped into technological, market and organizational motives. They 
developed a model for collaboration in which the characteristics of a collaboration are 
depicted, (figure 6). The model includes motives, technology, organization, design of the 
alliance and learning characteristics that are all part of the collaboration process. It is a 
general model that may be applied to many forms of collaboration. Consequently, many 
characteristics of this model also appear in entrepreneurial collaborations. These elements of 
the model of collaboration are given in figure 6. 
 
Figure 6: A model of collaboration (Tidd et al, 2001, p. 199). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Motives 
The reasons for collaboration indicate the motives for collaboration. However, these motives 
do not affect the performance of the entrepreneur directly (Birley and Westhead, 1994).  
Regarding entrepreneurial collaborations, collaborations start with motives that arise from the 
need of the entrepreneur and/or the advice given by other stakeholders. The latter indicates 
that the entrepreneur is advised to collaborate with a specific actor, for example, by the 
present key individual. The entrepreneurial collaboration motives are similar to the strategy of 
the entrepreneur that determines the intended collaboration activities (Van Gelderen, 2000; 
Tidd et al, 2001). Within entrepreneurial collaboration the entrepreneurs’ strategy is 
dependent on the factors presented in table 1 (paragraph 3.1.1). 
 
 

Learning:  
·  Intent to learn 
·  Receptivity to knowledge 
·  Transparency of partner 

Motives:  
·  Strategic – leadership and learning 
·  Tactical – cost, time and risk 

Technology:  
·  Competitive significance 
·  Complexity 
·  Codifiability 

Organization:  
·  Existing competencies 
·  Corporate culture 
·  Management comfort 

Design of alliance:  
·  Partner selection 
·  Trust and communication 
·  Objectives and rewards 



�	�
�

Technology 
The complexity and competitive significance of the entrepreneurs’ technology or product are 
very important regarding collaboration activities. They indicate the uncertainty of a 
technology/product and its market and determine the demand for collaboration (Tidd et al, 
2001). Through collaboration this uncertainty may become less. For example, collaboration 
with partners that possess a market focus/outward looking attitude (Rothwell, 1992) will help 
defining the competitive potential. Within entrepreneurial collaboration the uncertainty of the 
entrepreneurs regarding his/her product/technology determines the need for collaboration.  
 
Organization 
The characteristics of the organizations that participate in entrepreneurial collaborations also 
influence the collaboration characteristics. Existing competences indicate the experience and 
knowledge of the start-up and its partners. The entrepreneurs’ maturity (Cressy, 1996) and 
his/her access to human capital in its own environment (Tidd et al, 2001) determine the need 
for entrepreneurial collaboration. The partners’ availability of the right services and 
accessibility to these services (Tidd et al, 2001) determine the supply of entrepreneurial 
collaboration. In some cases the human support provided with the services is also essential 
(Peters et al. 2004). With collaboration the characteristics of all the participating actors thus 
influence the collaboration process. 
 
Design of alliance 
The design of the alliance is another important element of the model of collaboration. Factors 
that determine the design of alliance are partner selection, trust and communication, 
objectives and rewards. Especially communication (Allen, 1977) and effective partner 
selection determine the success of collaboration. The incubator plays an important role in 
partner selection with their network services (Peters et al. 2004). Again, the presence of a key 
individual or mentor provided by the incubator supports the entrepreneur with selecting the 
right partners (Roberts and Fusfeld, 1981).  
 
Learning 
Finally, learning is an essential aspect of the micro-level collaboration focus of this study. In 
terms of collaboration, learning relates to sharing knowledge between two actors. However, in 
entrepreneurial collaboration the transfer of knowledge is often a one way process. This 
indicates that the entrepreneur is the only actor that learns from collaboration. The 
transparency of the partner and the intention to learn (receptivity) influence the collaboration 
process (Tidd et al, 2001). The transparency indicates the accessibility to knowledge of the 
partner. The entrepreneurs’ intention to learn is dependent of his/her maturity, environment 
and uncertainty regarding the technology/product (Tidd et al, 2001). 

3.1.4 The start-up process  
To identify the link between collaboration activities mentioned in the previous section and the 
different phases of the start-up process literature on start-up processes is reviewed. Hereby, 
sub question 2 of the introduction is addressed. The first phase of the start-up process is the 
main period on which this study focuses. Unfortunately, a clear model of the start-up process 
that can be generally applied is lacking. The development of such a model is very complex 
due to the enormous number of differences between start-ups processes. The variety of start-
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up processes is, for example, enlarged by the existence of many different types of technology. 
Every type will have its own specific entrepreneurial characteristics. Despite these differences 
there will always be general elements that characterize the start-up process itself. At the 
micro-level common elements of the start-up process will also occur, irrespective of the sector 
concerned. To face the challenge of developing a general start-up model these common 
elements must be indentified.  
A theoretical model that could support this is the concept proposed by Tijssen (2006). He 
introduces concepts, theory, and a measurement model for identifying the early stages of an 
university’s entrepreneurial orientation within a quantitative analytical framework. He focuses 
specifically on university-industry interactions, wherein the connection of academic science 
and industrial research is captured. Although the model is constructed from the university’s 
perspective essential (common) elements of a start-up process can be recognised. Tijssen 
distinguishes three phases (Fig. 7) of entrepreneurial development for an university’s 
entrepreneurial orientation and notes that the actual model must have lost its linear character.  
Tijssen (2006) distinguishes Science-, Utility- and Market- driven phases in which different 
activities occur. The phase model is based on large-scale research of university start-ups. The 
dotted line indicates that the orientation process is a continuous non-linear learning process in 
which all activities happen at all times. Basically the model contains three steps wherein a 
non-entrepreneurial oriented university is transforming into a science-based entrepreneurial 
oriented university.  
 
Figure 7: Stage model of university science-based entrepreneurial orientation (Tijssen, 2006) 

 
Phase 1 - application oriented 

 
        Phase 2 - product oriented     

 
 
 
             Phase 3 - business oriented 

 
 
 
 
 
 
 
Phase 1 is a period in which (part of) research agenda and new ideas are increasingly focused 
on problem-oriented research, developing user-oriented applications and defining the range of 
(potential) opportunities for commercialization. During this phase the linkages with 
(industrial) users and potential customers are sought, established and cultivated; necessary 
research competences are created or upgraded. 
 
Phase 2 focuses on managerial and organizational capabilities, incentive structures, delivery 
and pricing strategies, and an articulated long-term vision in order to create an entrepreneurial 
environment. This environment ensures the capacity to innovate in which new assets are 

Science-driven research 
 activities (research phase) 
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 users (industry)  

Utility-driven R&D  
 activities (technology  
 phase) 
Commercialisation 
 opportunity definition  
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 with users (industry) 
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Commercialisation opportunity  
 development 
Securing IPR 
Contracts with users (industry) 
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created and existing assets are upgraded and translated into comparative advantages, 
intellectual property and economic utility. Business ideas and concepts are also developed in 
this phase. During phase 2 support facilities offered by entrepreneurship centres, industrial 
liaison offices and other specialist advisory facilities located at science parks and business 
incubators are sought and explored. 
 
In Phase 3 intellectual property rights are secured and market studies are conducted. During 
this final phase a further reduction of uncertainty will take place and less services, products, 
ideas, concepts and entrepreneurial activities will become validated as innovations with 
economic value. Business plans are drafted and carried out at the end. 
At the end of phase 3 university staff members may become entrepreneurs and establish a 
company (Tijssen, 2006). This indicates that all entrepreneurial facets, e.g. networks, 
coaching and facilities etc, needed for a successful entrepreneurship are present. These 
developed aspects provide the support that the entrepreneur needs during all phases of the 
start-up process. Business plans are drafted and carried out at the end when all needed 
entrepreneurial conditions are fulfilled (Tijssen, 2006). The period on which this research 
concentrates resembles the one studied by Tijssen. The start-up process is also expected to be 
a non-linear process where interrelated activities occur. The elements presented in the phase 
model of Tijssen can be translated into needs of the entrepreneur. The activities needed thus 
indicate the following common entrepreneurial aspects: 
 
Table 4: Translation of the start-up phases of Tijssen (2004) to the entrepreneurial perspective.   

Phase 1 
 

Commercialisation awareness indicates all activities that help defining 
opportunities for commercialization of the product/technology. The potential is 
determined and the first linkages with users (industry) may be established. 

Phase 2 
 

After defining the opportunities and feasibility of the product/technology concept 
the comparative advantage is determined. When needed, research facilities and 
services offered, like IPR assistance, are used. The network is maintained and 
enlarged. 

Phase 3  
 

In this final phase everything needed for commercialisation is developed. IPR’s are 
secured and the economic value of the idea is determined. All activities executed 
and gathered information are written down in a business plan. 

 
The translated entrepreneurial aspects described above are activities that may be a reason to 
collaborate. Because entrepreneurs are often unfamiliar with the content of every activity 
other parties become involved. From an entrepreneurial perspective the aspects of the phases 
indicate the demand for collaboration and are thus useful for the development of the 
conceptual framework. The phase model of Tijssen illustrates the main stages of a 3 step 
development chain. However, there is an enormous overlap as phase-specific activities also 
occur at other moments. These interrelated activities should thus be taken into account while 
building a more non-linear start-up model. The stage model of Tijssen is one of the four 
concepts used in the development of the conceptual framework to be presented in the next 
section.  
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3.2 Theoretical conceptual framework 
The aim of this section is to develop a conceptual framework that can be used to analyze 
entrepreneurial collaboration. The four concepts illustrated in the theoretical background 
sections form the basis of the developed conceptual model. As the entrepreneur is the unit of 
analysis, the model is developed from his/her perspective. Reminding this, the functioning of 
every part of the framework and its relation with the rest is outlined. First, a rather simple 
conceptual model without the different start-up phases depicted in figure 8 is created in 
section 3.2.1 that indicates the relations of the actors with entrepreneurial collaboration. In 
sections 3.2.2 to 3.2.7. every context of interest for entrepreneurial collaboration is explained. 
The developed conceptual framework is depicted in fig 9 in section 3.2.8. 

3.2.1 Characteristics that influence collaboration 
In this section all possible actors that influence the process of entrepreneurial collaboration 
are brought together and displayed in figure 8. The following theoretical assumptions are used 
for the model depicted in figure 8: 
 

·  The start-up characteristics are the four factors of Tidd et al. (2001), (table 1) that 
simultaneously affect the establishment of a start-up. To what extent the concerning 
entrepreneur fulfils these factors, argued in section 3.1.1, determines his/her demand 
for collaboration.  
 

·  From the entrepreneurial perspective the incubator characteristics are all activities 
mentioned within the three types of services of Peters et al. (2004), (table 2) discussed 
in section 3.1.2. The activities provided by the incubator, their accessibility for the 
entrepreneur and the quality of the support given by these activities determine the 
incubators participation, as a supplier, in the collaboration process. 
 

·  From the entrepreneurial perspective the industry, university and facilitator 
characteristics are the five organizational factors proposed by Grandi and Grimaldi 
(2005) and Tidd et al. (2001), (table 3) . The extent wherein the actors meet these five 
factors, argued in 3.1.2., determines their participation, as supplier, in the collaboration 
process. 

 

·  The collaboration characteristics, discussed in section 3.1.3, are illustrated in the 
model of collaboration of Tidd et al. (2001), (figure 6). From the entrepreneurial 
perspective the collaboration characteristics should meet the requirements for an 
optimal collaboration. To what extent the type and goal of a particular collaboration is 
achieved and how these relate to a phase of the start-up process determines the 
development of entrepreneurial collaboration. 

 
The model concentrates on any single type of entrepreneurial collaboration to be analysed 
from the entrepreneurs’ perspective. It is still unrelated to the start-up phases so that the 
occurrence of specific entrepreneurial activities cannot be recognized yet. To acknowledge 
the non-linear process and attempt to link collaboration activities to the start-up phases the 
jooffffffo  
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Figure 8: Characteristics that influence collaboration from an entrepreneurial perspective. 

 
 
 
 
 
 
 
 
                                                        
 
 
 
 

 
phase model of Tijssen, (figure 7) discussed in section 3.1.4., is added. The total theoretical 
conceptual framework, depicted in figure 9, consist of all characteristics of figure 8 and the 
start-up phases of Tijssen. Before developing the conceptual model every relation between the 
actors characteristics and collaboration characteristics are discussed independently in sections 
3.2.2 to 3.2.6.  

3.2.2 Start-up related to entrepreneurial collaboration 
The first relation consists of the start-ups characteristics which are expected to simultaneously 
influence the collaboration characteristics. The four characteristics in table 1, also depicted in 
the model of Tidd et al. (2001), influence the collaboration characteristics. 
 
 
 
 
This includes the following relations found in the literature: 
 
Maturity of entrepreneur �  Demand for collaboration (Learning) 
The maturity of the entrepreneur is determined by its personal experience and educational 
background (Cressy, 1996; Bosma et al. 2004). A more mature person is expected to have a 
less demand for collaboration as he/she already has many competences. The maturity 
determines the collaboration characteristics ‘intention to learn’ and ‘receptivity to 
knowledge’. A less mature entrepreneur is likely to have a higher intention to learn (Tidd et 
al, 2001) and higher need for collaboration. Maturity is expected to be negatively related to 
the demand for collaboration.  
However, a very mature entrepreneur has the advantage that he/she knows who to collaborate 
with. An inexperienced entrepreneur may not possess these competences. Maturity could be 
less negatively related to the demand for collaboration after all.  
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Environment of entrepreneur �  Demand for collaboration (Learning) 
Next to the personal experience the environment of the entrepreneur also influences the 
demand for collaboration. The environment i.e. human capital that the entrepreneur already 
has access to before he starts referred to. Again, the more experience the lower his/her 
intention to learn (Tidd et al, 2001) and his/her demand for collaboration. An entrepreneurs’ 
environment with excellent competences may decrease the demand for external collaboration. 
However, due to the access to the experiences of the entrepreneurs’ own environment the 
demand for collaboration may as well be stimulated through networking opportunities. 
 
Uncertainty of technology and market �  Demand for collaboration (Technology) 
The uncertainty of the entrepreneur about his/her product and market is inherently related to 
the competitive significance and complexity of the technology (Tidd et al, 2001). An 
uncertain market is often less competitive and an uncertain technology is often quite complex. 
The more uncertain the technology and market are the more collaboration may be needed to 
overcome the uncertainties.  An entrepreneur who is very certain about these aspects may be 
less eager to establish collaborations. The uncertainty of the technology an market is expected 
to be positively related to the demand for collaboration.   
 
Strategy of entrepreneur �  Demand for collaboration (Strategy i.e. Motives)  
The demand for collaboration is a very important part of the strategy of the owner (Van 
Gelderen, 2000; Tidd et al, 2001). The complexity and uncertainty of the environment and the 
total experience (maturity) available may also form a basis for a particular strategy 
development. Within this research the entrepreneurs’ strategy is defined as the intended 
entrepreneurial collaboration activities. The higher the intended entrepreneurial collaborations 
the more collaboration are executed. The strategy of the entrepreneur contains the motives for 
collaboration and is expected to be positively related to the demand for collaboration. 

3.2.3 Incubator related to entrepreneurial collaboration 
The second element of the conceptual model (figure 8) are the incubators’ characteristics 
represented by the three types of services outlined by Peters et al. (2004) and the extend 
wherein the incubator succeeds in providing these. The influence of the incubator on 
entrepreneurial collaboration is quite interesting for this research. First of all, the purpose of 
the incubator is to support and help new entrepreneurs especially in the start-up phases. All 
these kinds of support constitute collaborations. Besides this, according to the literature, the 
direct collaboration between the entrepreneur and the incubator like providing facilities or 
direct advices is not the only way they meet. The intermediary role of the incubator has 
increased over the years, like providing networks or indirect advices, and this must be 
included too. The incubator can participate in two ways in the entrepreneurs’ collaboration 
process, which should not be confused. 
 
 
 
 
 
This includes the following relations found in the literature: 
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The right services that are supplied �  Supply collaboration (Organization) 
If the support supplied by the incubator matches the support demand of the entrepreneur 
collaboration takes place. The variety of the available support provided by the incubator, the 
partner organization, directly influences the amount of collaboration and types of 
collaboration between the incubator and the start-up firm (Peters et al., 2004). The higher the 
correspondence between the demand of the entrepreneur and the support supplied by the 
incubator the more collaboration (of which the incubator is a part) is executed. This 
correspondence is expected to be positively related to entrepreneurial collaboration between 
the incubator and the start-up firm. 
 

The access to the services �  Supply collaboration (Organization, Learning) 
The access of the entrepreneur to network, infrastructure and/or coaching services provided 
by the incubator determines whether or not collaboration occurs. This accessibility denotes 
the transparency of the partner organization displayed in figure 6 (Tidd et al, 2001). Their 
supplied services may be promised by the incubator but never offered (Peters et al., 2004). 
The higher the accessibility of the incubator services the more collaboration is expected to 
occur between the incubator and the start-up firm. The accessibility is positively related to 
entrepreneurial collaboration. 
 
The available support with the services �  Supply collaboration (Organization, Design  

          of alliance) 
The incubator could supply several services without giving support on how the service works. 
Guiding and communication are essential parts of collaboration. If the incubator lacks these 
characteristics then the collaboration will be less successful (Peters et al., 2004). The available 
support with the services thus influences the collaboration process. The presence of a key 
individual (Roberts and Fusfeld, 1981) i.e. supporting mentor (Waters et al. 2002) plays an 
important role herein. Hackett and Dilts (2004) emphasize that the commitment of the 
incubation manager is critical to collaborations between the incubator and the start-up firm. 
An active and supportive key individual, mentor and/or incubation manager is expected to 
influence entrepreneurial collaboration positively.  

3.2.4 Other support organizations related to entrepreneurial collaboration 
The third part of the conceptual model (figure 8) focuses on the characteristics of the 
industrial companies, universities and facilitators and their relation with entrepreneurial 
collaboration. As illustrated in the theoretical background, these partners increasingly become 
important for entrepreneurial collaboration. The characteristics of all three partners are based 
on the five organizational factors proposed by Grandi and Grimaldi (2005) and Tidd et al. 
(2001). Only the factor ‘committed to innovation’ is left out because this actor specific 
character cannot be analyzed from the entrepreneurial perspective. The other four factors are 
part of the supply side of entrepreneurial collaboration and are directly related to the 
collaboration characteristics of Tidd et al. (2001), (figure 6).  
 
 
 
 
This includes the following relations found in the literature: 
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Presence of key individual �  Supply collaboration (Design of alliance)  
The presence of key individuals during a collaboration influences the success of that 
particular collaboration (Roberts and Fusfeld, 1981). A key individual, also referred to as 
‘mentor’ (Waters et al. 2002), has a guiding function and thereby may improve or speed up a  
collaboration process. He/she functions as a personal contact of the entrepreneur and supports 
the entrepreneur (Allen, 1977; Rothwell, 1992) within all the three collaboration types (table 
2). Besides the incubator such a key individual can also be supplied by a company (i.e. a 
Master), an university or a facilitator. Such guiding persons, which are part of the design of 
the alliance, tend to improve the efficiency of the entrepreneurs’ collaboration process. The 
presence and performance of a key individual is expected to be positively related to 
entrepreneurial collaboration. 
 
Communication �  Supply collaboration (Design of alliance) 
The amount/frequency and content of the interactions between the start-up and the partner are 
critical to the success of a collaboration.  Communication is also an important aspect of the 
design of the alliance of figure 6�(Tidd et al, 2001) and is foremost influenced by the partner 
organization as they supply the necessary information. The more (contextual) communication 
between the entrepreneur and another actor the better the collaboration functions (Allen, 
1977; Tidd et al, 2001). The supply and ability of the participating actor to communicate thus 
influences the success of a particular collaboration. If more communication has occurred then 
the success of the collaboration is likely to increase. Communication is expected to be 
positively related to entrepreneurial collaboration. 
 
Attitude of partner �  Supply collaboration (Organization) 
The attitude and commercial sense of the partner organization (Tidd et al, 2001) towards the 
entrepreneurs’ technology and market influences the intensity of entrepreneurial collaboration 
(Rothwell, 1992). From an entrepreneurial perspective the attitude of the partner is defined as 
their relevant technology and market perceptions and contribution to business development. 
The more the knowledge and experience of the participating actor matches with the 
entrepreneurs’ idea the more support it can supply. A partner that acts in the same sector is 
easier to collaborate with and often provides more relevant information. The attitude and 
commercial sense of the partner that overlap with those of the entrepreneur are expected to be 
positively related to entrepreneurial collaboration. 
 
Knowledge sharing, learning �  Supply collaboration (Learning) 
Even if the partners’ experience and knowledge match with the entrepreneurs demand for 
collaboration this does not inherently mean that collaboration happens successful. The 
partners’ willingness to share these competences determines to what extend the knowledge is 
shared. The amount of knowledge transferred is dependent on the transparency and 
cooperativeness of the partner (Tidd et al, 2001) and the will to share knowledge and learn. If 
the partner wants to share more then it becomes more likely that entrepreneurial collaboration 
occurs. The amount of knowledge shared by the partner is expected to be positively related to 
entrepreneurial collaboration.  
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3.2.5 The facilitator and entrepreneurial collaboration 
The precise role of the facilitator(s) within entrepreneurial collaborations remains unclear. 
The facilitator is a relatively young supporting organization and operates somewhere between 
the government, industrial parties, universities and the entrepreneurs.  It is also difficult to 
determine their contribution on the micro level as they also seem to operate on the system 
level. Secondly, the exact function of the facilitators regarding entrepreneurial collaboration 
on the micro-level is not to be found in the literature. However, organizations like ‘I am 
starter’, Technopartner and AIM influence the success of a start-up with financial incentives 
and their network support. The facilitators’ role is therefore added to the conceptual 
framework figuring on the system level. The dotted frame and arrow indicates the uncertainty 
of participation and influence of the facilitator regarding entrepreneurial collaboration. If a 
facilitator acts on the micro level it is expected that they positively influence the start-up 
success as support of entrepreneurs is one of their goals. 

3.2.6 Other start-ups and entrepreneurial collaboration 
An extra final relation is presumed and included as other start-ups may also collaborate with 
the entrepreneur during the entire start-up process. Although no relations were found in the 
literature a less experience entrepreneur may be expected to collaborate with a more 
experienced one. If this is the case they could act either on the demand side, the supply side or 
on both sides. Other start-ups are therefore represented figured in the conceptual framework 
as they could participate at any time of the start-up process. The dotted arrow indicates the 
uncertainty of that participation and influence of the other start-ups regarding entrepreneurial 
collaboration. If collaboration between start-ups occur entrepreneurial collaboration is 
increased and it is expected that is has positive effects as knowledge is shared.    

3.2.7 Collaboration related to the start-up process 
The fourth element links the collaboration characteristics of Tidd et al. (2001) to the start-up 
process outlined by Tijssen (2006). The main goal of this research is to recognise 
collaboration elements and link these to a certain start-up phase. Within the literature these 
links are missing. As the start-up process is non-linear it is rather difficult to determine the 
assumed relations. Although Tijssen attempts to link collaboration activities to the presumed 
start-up phases no clear relations can be recognised.  
 

            ? 
 

 

3.2.8 A conceptual framework for entrepreneurial collaboration  
As previously mentioned in the specific theoretical reviews, entrepreneurial collaboration is 
dependent on the support supplied by the stakeholders and the support demand of the 
entrepreneur. In order to picture all theoretical concepts in one conceptual model of the 
entrepreneurial collaboration that include an entrepreneurial perspective then a distinction 
between collaboration demand and supply is maintained. Roughly the model is divided into 
three parts. The first consists of the start-up process of Tijssen (2006), which indicates the 
demand for support by the start-up, and the personal characteristics of the start-up proposed 
by Tidd et al. (2001). Secondly, the four participating organizations which influence the 
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collaborations of the start-up process include the incubators, the industry, universities and the 
facilitator. The characteristics of the incubator indicate the support supply of the services 
proposed by Peters et al. (2004). The industry, university and facilitator characteristics 
comprise the five organizational factors proposed by Grandi and Grimaldi (2005) and Tidd et 
al. (2001). The third part is the collaboration types of Peters et al. that consist of the 
characteristics depicted in the model of collaboration of Tidd et al. (2001). These 
collaboration characteristics are dependent on the support services supplied by the 
stakeholders and the support demand of the entrepreneur derived from activities during the 
start-up process of Tijssen (2006) which is the fourth part.   
By combining these four parts a theoretical framework is developed that can be applied to any 
sector (see figure 9). The non-linear three phase’s model of Tijssen depicts the first phases of 
the start-up process; this illustrates the progression from the idea phase to the development of 
a business plan. In the centre are the different collaboration types depicted that depend on the 
collaboration characteristics, which could take place throughout the start-up process. The 
entire model shows all possible support options of the university, industry, incubator and 
facilitators (on the system level) regarding the start-up in the first phases of the start-up 
process. Since the non-linearity of the start-up process is maintained all support options can 
occur at any moment. The model displays the different collaboration options which are 
influenced by the stakeholders’ characteristics presented in figure 8. A substantial part of the 
model is the one way support from the stakeholders to the start-up process. Only collaboration 
with other start-ups is seen as a two-way flow because they can offer reciprocal support.  

3.2.9 Usage of conceptual framework 
The model can be applied to any sector in which technostarters operate. As long as the 
entrepreneurs are in the start-up phases of entrepreneurship the model is applicable. To 
prevent misuse of the conceptual framework several model specific remarks have to be made: 
 

- It must be kept in mind that the unit of analysis are the entrepreneurs themselves. The 
model is designed for investigations that focus on the perspective of the entrepreneur.  

- The results of analyses of different sectors should not be mixed. They can be 
compared but because there is still too little research on this matter, sector specific 
results may not be added up.  

- As the focus of this research is on entrepreneurial collaboration the interactions 
between the other participating organizations are not included. Again, the 
entrepreneurs’ collaboration process is analyzed from entrepreneur’s perspective. For 
example, university-industry interactions may influence this process but remain 
outside the entrepreneurs’ scope and are therefore neglected.  

- Within the model the supplied support activities of the different participating actors 
are assumed to take place independently. However, the characteristics of all 
stakeholders simultaneously determine the collaboration characteristics somehow, 
especially when multiple actors are participating. So, drawing conclusions must be 
done very carefully.   

- Although the role of the facilitator in entrepreneurial collaboration is added to the 
model no research results on this matter were discovered. Analysing the facilitator 
should therefore include an exploratory approach. Although it is assumed that they 
obey to similar characteristics as the other actors this is highly uncertain.  
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Figure 9: Theoretical conceptual framework for entrepreneurial collaboration. 
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Chapter 4: Research methods 
In this chapter the research methods applied will be described. First, the data collection 
method is presented in paragraph 4.1. The data analysis method is discussed in paragraph 4.2. 
Finally, paragraph 4.3 discusses some characteristics of the results obtained. 

4.1 Data acquisition 
In this research two methods are used for data gathering. Both methods have an exploratory 
character and aim to create more insight into entrepreneurial collaborations in a short time. 
The first method has a more in-depth focus on the life sciences and media & entertainment 
(creative industries) sectors by investigating specific collaboration characteristics. From the 
perspective of the entrepreneur several case studies in both sectors are conducted to 
reconstruct the process of entrepreneurial collaboration. A multi-case-study strategy and 
qualitative analysis (Yin, 2003 p 15) are used to explore the start-up processes. There are 
several case requirements that have to be taken into account in the selection of cases. As 
specific collaborations characteristics are asked for the collaborations should have occurred 
not too long ago. Consequently, the units of analysis include entrepreneurs who are at the end 
or just finished the start-up process. The high-potential start-ups must be founded in the 
Amsterdam area and have participated in interactions with either an incubator or a TTO. With 
the help of sector specific project managers of AIM and incubator managers the selection is 
executed. To achieve data triangulation the minimum set of three cases in each sector are 
investigated (Yin, 2003 p 97). The founder of every start-up is interviewed by means of 
questions (see Appendix II) that are formulated based on the theoretical conceptual 
framework depicted in paragraph 3.2. To construct validity the theoretical concept are 
transformed into operational measures (Appendix I). The entrepreneurs are questioned about 
their specific technology/product with which he started. The questions focus on the start-up 
period i.e. from founding until writing the final business plan. First, some personal 
characteristics are asked followed by every single type of collaboration they conducted in 
chronological order. All questions (see Appendix II) have a rather open character to avoid 
socially desirable answers. The final score is filled in by the interviewer based on the 
entrepreneurs’ answer to the open question. A 5-points Likert (1932) scale is used to 
categorise the answers. In total, three life sciences case studies and three media & 
entertainment case studies, all founded in the Amsterdam region, are studied.  
For the data collection of the fashion & design sector a different method is used. The reasons 
for using an alternative method are two-fold. First, as the fashion & design is not a technology 
sector the conceptual framework developed in the previous chapter may not be applicable. 
Secondly, it is also quite difficult to find fashion & design entrepreneurs that have extensively 
collaborated with supporting organizations. Nevertheless, large differences between the 
experienced collaboration processes of these entrepreneurs exist. Therefore, a rather 
superficial and less structured approach forms the basis of the fashion & design sector 
analysis. Several important fashion & design stakeholders (see Appendix IIIj) that contributed 
to the sector’s development in Amsterdam were questioned. The developed interview 
questions, also used for the life sciences and media & entertainment start-ups, are transformed 
into several general questions related to entrepreneurial collaborations.  
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4.2 Data analysis  
4.2.1 Life sciences and media & entertainment 
The method of data analysis of the six in-depth case studies is described below. It is used to 
define the characteristics of the entrepreneur and of the collaboration activities investigated in 
the life sciences and media & entertainment sectors. The two small samples of three cases 
each are due to the case specific requirements, which together resulted in a limited number of 
appropriate cases. Since every case study focuses on a specific part of the start-up process and 
on a different sector the research field is relatively broad. To prevent unreliable results a 
robust method of data analysis is applied. The focus of this multi-actor research is on the 
collaborations which could be influenced by the different factors explained in the theoretical 
conceptual framework. These factors influence the collaborations independently but together 
determine the effectiveness of collaboration. The use of rival explanations provides a good 
example of pattern matching of independent variables (Yin, 2003 p 113). The method of data 
analysis applied is based on the combination of majority counts and average scores as 
developed by Moors & Faber (2007). The method of analysis contains of two options.  
 
Option 1: A Likert scale in which “1” represents “strongly negative” and “5” represents 
“strongly positive”. If the majority and the average of the scores for each indicator are 
below or above the neutral scale value of 3, then the coincidence of the indicator with the 
concept it represents is interpreted as negative or positive, respectively. The neutral value 
of 3 is assigned 0 for this coincidence. In this case, the association between an indicator 
and the concept its represents is indicated as �, 0, or +. 

 
Option 2: A Likert scale in which “1” represents “no influence” and “5” represents a “very 
strong influence”. If the majority and the average of the scores are between 0 and 2, 2 and 
4, or 4 and 5, then the coincidence of the indicator with the concept it represents is 
interpreted as non-existent, weakly positive or very positive, respectively. In this case, the 
association between an indicator and the concept its represents is indicated as 0, +, or ++. 

 
With this method the effects of outliers in the data on the results are eliminated. For the scores 
of each indicator a 5-points Likert (1932) scale is used. Each dimension is analysed by adding 
the answers of the indicator(s) treated in the interview. The answer to each indicator is 
derived from their combination of categories of coincidence with the concepts represented by 
them. The majority counts and average scores analysis is applied in two ways that conform to 
one of the innovative two goals of this research. First, the content of each collaboration and 
the related positive and negative scores of indicators will be presented. Secondly, to recognise 
case specific positive, non-existent or negative relations the collaboration activity must occur 
at least at two of the three cases. If so, every average score of an independent indicator 
implies a collaboration characteristic. Positive relations can be used to find case specific 
recommendations, i.e. room for improvement.  

4.2.2 Fashion & design 
The second data analysis is less structured and has a more superficial character. The focus is 
on the life sciences sector and on the creative sector, i.e. media & entertainment and fashion 
& design. All information gathered from the case studies and every other interview is used to 
reconstruct the entrepreneurs’ collaboration processes of every specific sector. A model is 



���
�

developed in which all activities, possible drivers and objectives with respect to 
collaborations are illustrated. This method of analysis is used for the second goal of this 
research, namely to recognise patterns of collaboration activities related to certain phases of 
the start-up process. 

4.3 Reliability and validity 
To establish quality of the case study research several criteria are taken into account. Yin 
(2003, p. 34) distinguishes the following four tests that are commonly used for empirical 
studies to ensure their quality. 1) Construct validity: establishing correct operational measures 
for the concepts being studied. 2) Internal validity: establishing a causal relationship, whereby 
certain conditions are shown to lead to other conditions, as distinguished from spurious 
relationships. 3) External validity: establishing the domain to which a study’s findings can be 
generalized. 4) Reliability: demonstrating that the operations of a study – such as the data 
collection procedures – can be repeated, with the same results. 

4.4 Characteristics of research output 
The interviews are designed and structured to achieve a significant amount of information. 
The methods of analysis are used to structure all this information in order to meet the research 
goals. The output of the analysis indicates sector specific entrepreneurs’ collaboration 
activities and their characteristics at the micro-level for the life sciences and media & 
entertainment sectors. The development of a sector specific entrepreneurial collaboration 
model, including fashion & design, implies a first attempt to structure such difficult processes. 
This analysis is a pre-study that may contain interesting information for future research. Also 
the output that contains the acknowledged sector specific entrepreneurs’ collaboration 
activities may be useful to inexperienced entrepreneurs and supportive institutes. The 
implications of the results are transformed into recommendations for further sector 
development in the region of Amsterdam. 
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Chapter 5: Results 
The method of analysis is applied to the data collected and the results obtained, which aim to 
answer sub question 3 of the research, are presented in this chapter. The functioning of the 
entrepreneurial collaborations that were discovered in the life sciences and the creative 
industries sectors are described within the following structure. First, a model of sector specific 
entrepreneurial collaboration is created that is entirely based on the interviews with 
representatives of the start-ups (see Appendix III). It consists of sector specific activities 
and/or drivers for entrepreneurial collaboration in relation to the objectives. All recognised 
activities during the interview are depicted and described for each start-up phase. It must be 
emphasized that for this part no structured method of analysis is used. Secondly, the 
characteristics of the entrepreneur (Part I of the interview) that influence the demand for 
collaboration are summarized. The analysis of the indicators of these characteristics is 
performed according to the method combining majority counts and average scores. For the 
detailed analysis of the characteristics of the entrepreneur (see Appendix IV). Thirdly, several 
collaboration activities (Part II, III and IV of the interview) that are recognised are analysed 
with this same method, except for the fashion & design sector. To achieve the internal validity 
outlined in section 4.3 causal relations are investigated. For every investigated collaboration 
the characteristics of the entrepreneur, the collaboration and the partner are translated into 
observed relations and depicted in a collaboration specific model for each partner. These 
methods produce positive, negative, and non-existent coincidences of observed indicators 
with the concepts representing them for every investigated party involved in entrepreneurial 
collaboration. Comparison of the reported coincidences of an indicator with the concept it 
represents provides insight into the degree of consensus about the prevalence of the 
coincidence of that indicator with the concept it represents. Within the depicted collaboration 
non-existent relations are left out. Appendix V contributes to the understanding of these 
results. Finally, in the fourth part the characteristics of entrepreneurships (Part V of the 
interview) in every specific sector are presented. For this analysis no structured method is 
used. To recognise relevant characteristics, i.e. factors that affect the entrepreneurs’ 
collaboration process, the results are compared. This data comparison can be traced back in 
Appendix VI, except for the fashion and design sector.   
Due to the explorative character of this research much information is gathered that leads to an 
interesting and relevant research output. However, due to the small number of cases and the 
short existence of several partners the discovered relations may be instable. Future case 
studies of entrepreneurial collaboration and statistical analysis of these relations may 
contribute to further understanding of this matter. The sector specific results are structured as 
follows. Paragraph 5.1 will focus on the life sciences sector, 5.2 presents the media & 
entertainment findings and in 5.3 the fashion & design results are discussed.  

5.1 Life Sciences sector 
5.1.1 Model for entrepreneurial collaboration 
The model for entrepreneurial collaboration of the life sciences sector is constructed (see 
figure 11) with all information retrieved from cases 1, 2 and 3 (see Appendix IIIa-d). The 
structure and the phases, designed by Tijssen (2006) (figure 7), are used as a basis format for 
the development of the model. Before showing the model, a few recognised characteristics of 
the entrepreneurs’ collaboration process are outlined. Within the life sciences a start-up or 
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entrepreneurship is called a ‘spin-off. The focus of this research is on the entire process, from 
the venture period to the development of the final business plan. The average period of the 
start-up (spin-off) process is expected to vary between 6 to 10 years (see comments in 
Appendix IIIav-cv) and changes of technology/market targets within this period do not occur 
very often. Although none of the cases finished the entire start-up process yet they all 
emphasized that a start-up trajectory of around 8 years is very common (see Appendix IIIav-
cv). It’s the needed technical research and the clinical testing that takes a lot of time during the 
start-up process. Simultaneously, due to strict legislation regarding the life sciences the 
process is delayed even more. Therefore, the foundation of a life sciences entrepreneurship is 
mostly a part-time job. The intended market goals and the initial concept practically stay the 
same during the entire start-up process. The business plan is seen as a adjustable document by 
the life sciences entrepreneur; it is changed when needed (see Appendix IIIav-cv). The main 
drive for renewing the business plan is the attraction of (new) financial inputs, subsidies or 
investors at the end. The concept and business plan develop parallel to each other. Several 
phases can be distinguished in this development a presented in created model depicted in 
figure 11. These are the idea/venture phase, the research phase and the market preparation 
phase. The drivers and activities, which are not necessarily in place in every phase, are 
presented on the left side and the objectives of these are depicted on the right side. The 
explanation starts chronically with phase 1. 
 
Phase 1 
The clarification of phase 1 in figure 11 is entirely based on the case study findings, i.e. the 
answers given to the interview questions and all other information obtained as shown in 
Appendix IIIav-cv. A life sciences entrepreneurship originates from an idea/venture that is 
discovered at medical research institutes, such as the AMC and VUmc located in Amsterdam. 
This is why a life sciences entrepreneurship is often called a spin-off of a particular 
university. After many years of continuous research (learning) the venture is spotted by an 
experienced medical scientist. These scientists are specialists in a certain part of medical 
sciences. Before proceeding with any further steps the market potential is determined by the 
applicability of the treatment, i.e. the rarity of the target disease. Together with the TTO of the 
university the decision to continue is made. An external consultant or a TTO scout becomes 
involved in order to develop a first protocol of the business plan. Networking and coaching 
(learning) is executed during the protocol development. The protocol consists of the concept’s 
origin, market targets and all needed additional research activities. The protocol is needed to 
achieve a pre-seed loan that is provided through the SKE-program as explained in paragraph 
2.2. After a presentation to an experts panel the pre-seed loan, maximum 100,000 euros, may 
be granted to the invention. Because of the societal relevance of life science developments the 
maximum pre-seed fund is often very easily obtained (see Appendix IIIav-cv). The experts 
panel, which consist of large variety of specialists, also gives a one time objective advice to 
the entrepreneur. Through these specialists networking could be performed. The financial 
input is often used to pay the business consultant(s). All business (learning) activities are 
performed by these external ‘partners’. The activities include legislative advice, IPR advice 
and all business negotiations with possible product development and supplier partners. The 
first contacts with product developers are established through the own professional network of 
the inventor. To pursue concept specific research activities lab facilities have to be acquired at 
the university. The TTO helps with such contracts between the inventor and the university. 
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Phase 1 has several similarities compared with the model of Tijssen (2006) (figure 7). They 
both have a research orientated character, including the years of research experience achieved, 
and commercial awareness is gained.  

        Collaboration objective: 
Phase 1 Idea/venture acknowledgement   
An idea/venture is discovered at the MC of 
a university by specialist (employee)   
Define market potential of venture 
Involve TTO of the university (scout) 
Involve business consultant (extern or TTO) 
Develop first protocol for the venture 
SKE program for Pre-seed capital 
Select partners for production development    
Explore and perform IPR security (with 
consultant) 
Explore legislation options (with consultant) 
Acquire lab facilities at University via TTO 
 
 
 
 
 
 
Phase 2 Research phase 
Start lab research 
Explore production development 
possibilities (with partners) 
Keep legislation restrictions in mind 
Renew business plan (with consultant) 
Pursue Seed loan or find other subsidies for 
extra research projects 
Perform product development of options 
Attract a business manager that becomes 
director of spin-off 
 
 
 
 
 
 
 
Phase 3 Market preparation 
Start spin-off company 
Maintain lab research  
Find office/lab space (incubator) 
Clinical testing 
Choose final concept  
Acknowledgement of final product 
Involve distributor 
Approach interested VC’s 
Develop final business plan 
 
 
 
 
 

Figure 11: Entrepreneurial collaboration model for the media & entertainment sector 
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Phase 2  
The second phase is named the ‘research’ phase because it mainly focuses on the 
development of the product. All data used for the composition of phase 2 in figure 11 can be 
found in Appendix IIIav-cv.  In the life sciences the product development process mainly 
consists of lab research. With the lab research, which is the start of phase 2, all different 
product options are investigated. This time intensive learning process could be performed 
with additional external parties outside the research institute. After a certain research period a 
single/multiple product option(s) will remain. During this selection it may be important that 
legislation is kept in mind. It seems that also the period of time between the final product 
development, somewhere in phase 3, and actual and legally entering the market is also very 
long.   
Before, during or after phase 2 a second loan, i.e. a subsidy (EZ) or SEED loan (life sciences 
fund), may be needed and procured. The business plan must be adjusted and improved 
including the research process, needs and possible future achievements. Together with the 
business coach/consultant the protocol is transformed into an action plan wherein the current 
concept status and future necessary activities are presented. For the entrepreneur (inventor) 
redefining the business plan is a learning process in which intensive interaction with the 
business consultant/coach is required.  
At the end of phase two the product development of the final option(s) is executed with or 
without external parties. Small amounts of the technology/products are created that are ready 
for clinical testing in phase 3. Before entering phase 3 a business director has to be attracted 
who regulates further business developments. The business director can be the TTO coach, an 
external consultant/coach or a new external business experienced person, who is found 
through TTO or own networks. The inventor will remain scientific director of the venture. 
Phase 2 has several similarities compared with the model of Tijssen (2006) (figure 7). They 
both focus on performing R&D activities and exploring product development opportunities.  
 
Phase 3 
The third and final phase is named the ‘market preparation’ phase. Although none of the cases 
has finished phase 3 of figure 11 entirely yet, it is constructed based on the intended future 
activities and expectations of the respondents outlined in Appendix IIIav-cv. Because data on 
expectations is used and only two out of three cases has little experience in phase 3 it is 
almost entirely depicted with dotted lines in figure 11. Nevertheless, a small resemblance with 
the model of Tijssen (2006) (figure 7) is recognized. They both have a business/market 
preparation focus and contact with users is obtained through the attraction of existing 
distributors. 
With the appointing of a business director by the venture a spin-off is created. During the 
final phase office space facilities are searched for. Lab facilities are added depending on the 
type of product. The lab facilities are either attained at the research institute or created by the 
spin-off themselves. Multiple interviewees mentioned that clinical testing of the developed 
product is a normal procedure. It is a very time intensive learning process but is required for 
safety, legislation and the discovery of side-effects.  Clinical testing is repeated until the final 
product satisfies the requirements. The admission of the final medical product is also a very 
long process due to strict legislation in the life sciences.  
Somewhere in phase 3 an existing distributor is involved through networking. A final 
business plan is developed that contains research and testing output, legislative approval, a 
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production plan, market goals and all other business related elements. With the final plan 
interested VC’s are attracted for mass production and market entry.   
 
Comments on figure 11 
The developed model and its clarification indicate that the start-up process of a life sciences 
entrepreneur is still a linear process. During the 3 phases of the trajectory very clear phase 
specific activities are recognised. Only the activities of the dotted phase 3 are less certain due 
to insufficient data. The results show that the business plan has a prominent role along the 
start-up process. Within every phase an improved/expanded version of the plan is required. 
Three types of business plans are distinguished and dedicated to each phase, i.e. a protocol in 
phase one, a research plan in phase two and the final business plan in phase three. It is thus a 
document that is constantly adjusted for one main reason: the attraction of new finances.    
The model in figure 11 illustrates that learning is the common objective. However, according 
to table 2 in the theory chapter learning is the result of ‘coaching’ because this research 
focuses on collaborations. For the life sciences technological learning (research & testing) and 
little business experience is referred to. Because the inventor often remains in its original 
profession and a business director is appointed little entrepreneurial business experience is 
obtained by the inventor. The acceptance of external consultants in the early phases of the life 
sciences start-up process perhaps indicates that the inventor has little entrepreneurial skills. 
And a career change from inventor to entrepreneur is often not desired. Likewise, the 
transformation of an experienced scientist into an entrepreneur signifies a loss for the research 
institute.   
As the entrepreneur already possess a large professional network it is less important to 
perform networking activities. The presence of the TTO, colleagues and other start-ups satisfy 
the needed network for a life sciences entrepreneurship.  
During the entire start-up process (lab) facilities are crucial for performing research and 
testing and the establishment of the spin-off. It seems that lab facilities at the research institute 
are easily attained on a contractual basis with the help of the TTO. The achievement of other 
facilities like office space and external labs are more difficult to pursue.    

5.1.2 Characteristics of entrepreneur 
The following relevant characteristics of the life sciences entrepreneur were recognised. The 
inventors all received a PhD title and have more than 20 years of work experience in the life 
sciences sector (see Appendix IVa). Their venture is the result of many years of research 
performed within a specific part of life sciences. The entrepreneurs dedicated on average 
about 20 % of their time to the entrepreneurship during first years of the start-up process. The 
decision to become a fulltime entrepreneur is only made when the spin-off is established but 
often externally attracted business directors are dedicated to this function (see Appendix IIIav-
cv). 
 
The other characteristics of the entrepreneur in the life sciences that were found are depicted 
in table 5. The table shows concepts and indicators, explained in the theory chapter 3, with the 
resulting scores from the analysis. The actual scores of the three cases (1, 2 and 3) on part I of 
the interview (see Appendix II) and application of the method of analysis to these scores are 
illustrated in Appendix IVa. The coincidences that are shown in the bold lined boxes of 
jooooooooooooooooooooooooooooooooooooooooooooooooooooooooo 
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Table 5: Perceived coincidences of empirical indicators with the concepts they represent in the life 
sciences sector. 
Concept Indicator (scale of coincidence) Scores 

(Average) 
Coincidence 

Maturity  Work experience (0/++) 5 ++ 
Product/technology (sector)  related experience (0/++) 5 ++ 

Relevant 
experience in 
entrepreneurs’ 
environment  

Related experience of family (0/++) 1 0 
Related experience of friends (0/++) - ND 
(Technology) related  experience from other start-ups 
(0/++) 

4.67 ++ 

Certainty of the 
entrepreneur 

Perceived complexity of the product/technology (–/+) 4.67 + 
Perceived market potential (–/+) 4.5 + 

Strategy Intended technology collaboration activities (0/++) 5 ++ 
Intended market collaboration activities (0/++) 4.67 ++ 
Overall business development activities (0/++) - ND 

 
table 5 represent the actual relations. The results that show ND (Not Detected) indicate that 
the indicators cannot be detected due to insufficient data. Table 5 shows that both work and 
sector related experience is very positively related to the maturity of the entrepreneur in the 
life sciences sector. Several interviewees note that at least 30 to 40 years of life sciences 
sector experience is required to attract VC’s at the end of the start-up process (see Appendix 
IIIav-cv). The only environmental experience that is found to be very positively important is 
the experience of other start-ups. Proximity of other start-ups makes interaction very easy. 
Experience within the entrepreneurs’ family seems to have no affect on becoming a life 
sciences entrepreneur and the influence of the experiences of friends could not be detected in 
the data received.  
The technological and market uncertainty of the product are strongly positively related to the 
certainty concept (table 5). The perception of the entrepreneurs regarding these aspects 
influences the collaboration activities and its characteristics. In the life sciences the 
technology and market certainties are present due to the extensive experience of the inventor 
and its department or institute that constantly performs research on specific life sciences 
specialisations. This research is sponsored by government subsidies wherein market demand 
is somehow entangled. The certainty towards the technological concept is probably influenced 
by their enormous experience in the life sciences. Although all respondents seem to be very 
confident of their technological concept some mentioned that product development remains 
complex and is often the reason for failure (see Appendix IIIav-cv).  
The intended market and technology collaboration activities are both very positively related to 
the strategy of the entrepreneur. The findings indicate that the intended technology and 
market collaboration activities are essential for strategy development by life sciences 
entrepreneurs. Articulating the ventures market and technological needs are two elements 
proven to be important at the beginning of the start-up process. Due to insufficient case study 
data the relevance of business development activities could not be detected.  
The discovered characteristics of the life sciences entrepreneur in table 5, explained above, 
are part of the entrepreneurial collaboration model. As they influence every type of 
entrepreneurial collaboration they are also depicted in table 6 that shows all characteristics of 
every discovered collaboration that will be explained in the next section. The coincidences of 
these characteristics of the entrepreneur are illustrated in the blue box of table 6.  
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5.1.3 Collaboration types and characteristics of partner 
The following section will focus on the discovered collaboration types, in which the 
characteristics of the partner and life sciences entrepreneur have a significant role. Table 6 
displays all investigated relations based on the life sciences case studies 1, 2 and 3. The data 
are obtained from part II and III of the interview (see Appendix II). For case specific results 
joooooaaaaaaaaaaaaaaa 

 
Table 6: All perceived coincidences of empirical indicators with the concepts they represent in the life 
sciences sector. 

Dimensions Indicator (scale of coincidence) Coincidence for  
 
MC                           SKE                 Consultant                  TTO 
Institute                                             Coach  

 
Collaboration with: 

Collaboration Characteristics 
Motives 
for collaboration 

Intended technological collaboration 
activities (0/++) 

 
+++  

(Correlated) Intended market collaboration 
activities (0/++) 

Technology/ 
product 

Complexity (Technological 
uncertainty) (–/+) 

+ 

Competitive significance (market 
uncertainty) (–/+) 

+ 

Organizations: 
Existing 
competences of 
Entrepreneur 

Work experience (0/++)  
+++ 

(Correlated) 
(Technology) related  experience 
from other start-ups (0/++) 

Organizations:   
Partner 

Cooperativeness of partner 
organization (0/++) 

++ ++ ++ ++ 

Design of 
Alliance 

Performance of key individual (0/++) ++ ND ND ++ 
Communication (0/++) ++ 0 ++ ++ 
Partner selection (0/++) 0 0 0 ND 

Learning  
 

Transparency of partner (0/++) ++ ND ++ ++ 
Relevant information/knowledge 
transferred (0/++) 

++ ND ++ ++ 

Partners Characteristics 
Key individuals Performance of key individual (0/++) ++ ND ND ++ 

Communication Frequency of interaction (0/++) ++ 0 ++ ++ 
Content of interactions (0/++) ++ ++ ++ ++ 

Attitude/comme
rcial sense 

Relevant technology sense (0/++) ++ ND ND ++ 
Relevant market sense (0/++) ++ ND ++ ++ 
Contribution to business 
development (0/++) 

ND + ++ ND 

Sharing 
knowledge, 
transparency 

Cooperativeness (0/++) ++ ++ ++ ++ 

Transparency of partner (0/++) ++ ND ++ ++ 

Relevant information/knowledge 
transferred (0/++) 

++ ND ++ ++ 

Incubator Characteristics 

The rights 
services 
supplied 

Correspondence of  demand and 
supplied services (–/+) 

 ++ 

The access to 
the services 

Accessibility (–/+)  ++ 

The available 
support with the 
services 

Mentor/ key individual performance 
(0/++) 

 ++ 

Assistance with  facilities (0/++)  ++ 

Commitment of the incubation 
manager (0/++) 

 ND 
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from the data analysis of every specific collaboration Appendix IVb-e is referred to. The final 
average scores, on which the coincidences of table 6 are abstracted are illustrated in Appendix 
Va. Results in table 6 that show ND (Not Detected) indicate that the indicators cannot be 
detected due to insufficient data. From the data analysis four collaborations types are 
recognized that occurred at least in two out of three cases (see table 6).  
The collaborations between the entrepreneur and the MC institute, SKE, consultant/coach and 
the TTO seem to occur in multiple cases. These four are explained thoroughly in this section, 
other single collaborations that were present can be found in the Appendix IIIe. The arrows 
imply the collaboration specific relations that seem to exist for that collaboration. Only the 
very positive relations shown in table 6 are significant and thus depicted in every specific 
collaboration figure. The first specific collaboration that is presented is the connection 
between the entrepreneur and the MC institute (figure 12). 

 
MC institute 
The data analysis from which figure 12 is created is outlined in Appendices IVa and IVb. All 
acknowledged existing relations in table 6 are depicted in figure 12. The relevant 
characteristics of the entrepreneur (blue in table 6; Appendix IVa) are depicted at the left hand 
side and the relevant characteristics of the partner (see Appendix IVb) are presented at the 
right hand side. The life sciences origins lay in MC institutes where they are discovered. jooooooooooooppppppppppp 
 
Entrepreneur:                               Collaboration:                             MC institute: 
 
Work experience              Cooperativeness               
in sector   
               Performance key- 
Sector experience     Communication         individual  
from other start-ups 
               Transparency 
Product/technology                
certainty               Relevant technology 
               sense 
Market certainty                            Content of 
       interactions           Relevant market sense 
Intended technology  
collaborations 
 
Intended marketing 
Collaborations 
 
 
       Relevant information 
      transferred 
 

Figure 12: Entrepreneurial collaboration with MC institute. 
 
The inventor possesses much sector related experience obtained from its own work and from 
other start-ups in his/her environment. He must be very certain about the technological 
feasibility and the existence of a target market at the start. Because of these certainties he 
knows exactly with who he wants to collaborate. The MC institute is the perfect partner 
during phase 1 and 2 of figure 11 and they have the relevant technological sense and facilities 
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needed for all research activities. The relevant market sense is present at several experienced 
scientist colleagues who are welcome to cooperate. The internal network of an MC institute is 
open and very transparent so that much knowledge can be transferred. The TTO functions as a 
spider in this web and connects the entrepreneur to the knowledge he needs. By assigning a 
TTO key-individual to every specific entrepreneur the support is increased and much relevant 
information between the inventor and the institute is transferred.   
 
SKE program 
The data analysis from which figure 13, the second collaboration observed, is created is 
outlined in Appendices IVa and IVc. All acknowledged existing relations of table 6 are 
depicted in figure 13. The characteristics of the entrepreneur (blue in table 6, Appendix IVa) 
and the specific characteristics of the partner (table 6, Appendix IVc) are again depicted. The 
SKE-program is very attractive for the life sciences entrepreneur to achieve first round 
Joooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo 

 
Entrepreneur:                               Collaboration:                             SKE program: 
 
Work experience                          
in sector   
          
Sector experience         
from other start-ups            Cooperativeness  
 
Product/technology 
certainty  
                                                          Content of  
Market certainty        interaction 
 
Intended technology  
collaborations 
 
Intended marketing 
Collaborations 
 
 
       Relevant information 
      transferred 
 

Figure 13: Entrepreneurial collaboration with SKE program. 
 
financing. This first financial input is often fully dedicated to determining the ventures 
potential in phase 1 of figure 11. The SKE-program is one of the potential partners to 
cooperate with because of their first start-up financing offer. The collaboration between the 
SKE-program and the entrepreneur only seem to consist of one very intensive interaction. To 
receive the pre-seed capital, which is often the maximum 100,000 euros, the concept must be 
presented to the SKE-expert panel. During the one time interaction the experts may give 
useful independent and objective advices. Afterwards, the collaboration only rests on annual 
progression reports that are submitted to the SKE. The TTO assists with the production of 
these reports. To summarize, the collaboration is practically a one time interaction in which 
much relevant knowledge is transferred via direct advices. 
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Business Consultant/Coach 
Another recognized collaboration is with a business consultant/coach. Figure 14 is created 
from the data analysis outlined in Appendices IVa and IVd. All acknowledged existing 
relations of table 6 are depicted in figure 14. The characteristics of the entrepreneur (blue in 
table 6, Appendix IVa) and the specific characteristics of the partner (table 6, Appendix IVd) 
are presented. The business consultant(s) has a significant role in phase 1 of figure 11 and 
may also stay involved in phases 2 and 3. Because the case findings (see Appendix IIIav-cv) 
emphasize that the inventor often only becomes the scientific director of the spin-off an 
external business consultant(s) will always be necessary in phase 1. Until the business director 
is assigned at the end of phase 2, the involvement of a business consultant(s) is inevitable. So, 
during phase 1 and 2 business consultant(s) or coaches are needed to regulate the business 
joooooooooooooooooooooooopppppppppp 

 
Entrepreneur:                                 Collaboration:                            Business Consultant/Coach: 
 
Work experience                         Cooperativeness                  
in sector   
 
Sector experience            Transparency  
from other start-ups                      Communication 
              Relevant market  
Product/technology            sense 
certainty  
       Content of             Contribute to business 
Market certainty                             interactions            development 
 
Intended technology              
collaborations                        
 
Intended marketing 
Collaborations 

  Relevant information 
      transferred 
 

Figure 14: Entrepreneurial collaboration with business Consultant/Coach. 
 
development. The business consultant can be attracted either by the inventor or the TTO. As it 
gets paid for its activities cooperativeness and transparency is required. The consultant must 
have a market sense of the life sciences sector to perform his/her function and contribute to 
the business development of the spin-off. Intensive and much communication eventually leads 
to the transfer of relevant knowledge between both actors. The entrepreneur and the coach 
thus decide together on every next step of the spin-off development.  
 
TTO  
The fourth and final life sciences specific entrepreneurial collaboration that was recognised is 
the TTO involvement. The data analysis from which figure 15 is created is outlined in 
Appendices IVa and IVe. All acknowledged existing relations of table 6 are depicted in figure 
15. The characteristics of the entrepreneur (blue in table 6, Appendix IVa) and the specific 
characteristics of the partner (table 6, Appendix IVe) are displayed. TTO’s are established to 
increase the amount of knowledge transfer between the university research institute and 
society. From the case study findings two main activities are recognised: 1) the TTO actively 
scouts within the research institutes to find research results that may be useful for 
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commercialization; this scouting consists of constant interaction between scientists and the 
TTO, and 2) assisting the entrepreneur(ship) through phase 1 of figure 11; the TTO helps with 
the first protocol development, the contracts of lab facilities and other ownership agreements, 
and if desired by the inventor the TTO can also assist with finding an appropriate business 
consultant and/or business director. 
 
Entrepreneur:                               Collaboration:                             MC institute: 
 
Work experience           Cooperativeness                  
in sector   
                                                                                                            Key- individual 
Sector experience                  
from other start-ups                        Communication                          Transparency  
 
Product/technology                                                                             Relevant technology sense 
certainty                                                                                              Relevant market sense 
                                                         Content of 
Market certainty                               interactions                                Correspondence services 
 
Intended technology                                                                            Assistance with facilities 
collaborations 
                                                                                                            Accessibility of services  
Intended marketing 
Collaborations 

  Relevant information 
      transferred 
 

Figure 15: Entrepreneurial collaboration with TTO. 
 
During the TTO involvement in phase 1 the collaboration characteristics of entrepreneur are 
clear. The TTO becomes involved with one goal: to explore whether the perceived market 
targets in combination with the technological possibilities sustain a feasible and commercial 
concept. The pre-seed capital is often entirely dedicated to this research. In order to perform 
these activities successfully the TTO must be very cooperative and transparent. For giving 
direct advices the assigned coach/key individual must have a relevant market and 
technological sense. Intensive and much communication between the TTO and the inventor is 
required for the transfer of relevant knowledge.     
The assistance provided with the lab facilities is also needed. The accessibility of the services 
that the TTO supplies also seems to be relevant for a successful collaboration. The services 
that are currently provided do correspond with the intentions of the established TTO’s. 
However, several respondents mentioned that extra office space is needed if the spin-off 
wants to maintain proximity to the research institute. They added that the advantages of 
multiple start-ups located close to each other should be increased. An incubator may be a 
solution.  

5.1.4 Characteristics of entrepreneurship 
Based on the case study findings several life sciences entrepreneurship characteristics are 
recognized and presented in this section. The data is obtained from part V of the interview 
shown in Appendix II. For the single case results Appendix IIIaiv-civ is referred to. Appendix 
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IIIav-dv contains all data used to distinguish the characteristics. The comparison of the three 
cases can be found in Appendix IVf.  
In the beginning the start-up only consists of one person, the medical scientist who is the 
inventor. During phase 1 of the entrepreneurial collaboration model of figure 11 the inventor 
and the business consultant dedicate about 20 % of their time to the ‘entrepreneurship’. In 
phase 2 this percentage of the time invested by both persons increases when the amount of 
entrepreneurial activities grows. The attraction of a single/multiple fulltime researcher(s) that 
continues the venture related research activities is very common. The inventor thus often 
preserves its original profession. When a business director is linked to the entrepreneurship 
and the spin-off emerges, i.e. transition of phase 2 to 3 in figure 11, the number of employees 
may increase very rapidly. A life sciences entrepreneurship is characterised by high research 
costs and a long-time development trajectory. During the entire start-up process the 
entrepreneurship does not generate revenues. The entrepreneur must be very patient because 
extreme accuracy on every research aspect is required. The life sciences entrepreneurships 
also make use of licensed patents that are granted in phase 1. The entrepreneur(s) stay(s) 
owner for about 5 % of the venture while the rest is the research institute’s possession.   
Due to the combination of a scientist and a business consultant/director the management team 
seems to have a high degree of heterogeneity. The business consultant/director should have 
life sciences work experience. The entrepreneurs seem satisfied with this combination of 
knowledge and do not need extra advisors.  
Overall, life sciences entrepreneurships experience a long but clear linear start-up process 
wherein technological learning and attraction of business advisors are two important 
phenomenon’s. From the beginning the entrepreneurs must be a patient because of time 
intensive processes such as research, testing and legislation.  
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5.2 Media & Entertainment sector  
5.2.1 Model for entrepreneurs’ collaboration process  
The model of entrepreneurial collaboration in the media & entertainment sector presented in 
figure 16 is derived from all information retrieved from case 4, 5 and 6 (see Appendix IIIe-h). 
The structure and the phases, designed by Tijssen (2006) in figure 7, are again used as the 
basic format for the development of the model. It is a guideline to the entrepreneur in which 
all optional activities are depicted. The model is reconstructed from the data on the three case 
studies (see Appendix IIIe-h). In order to enlarge the reliability of all phase specific activities 
and drivers that were recognised more research on this topic must be conducted in the future. 
Before showing the model and its clarification a few entrepreneurs’ collaboration process 
characteristics that were recognized are summed up. The period of the start-up process is at 
least 1,5 years (see Appendix IVg). None of the respondents had actually finished the final 
business plan yet. According to the development stories of the interviewees (see comments in 
Appendix IIIev-gv) radical technology/market target transformations within this start-up 
period are not very rare. The intended directions, the aimed goals and the used business 
models can be easily adjusted or changed. It seems that trial and error behaviour is very 
common in technology and market development. Simultaneously, the interviewees also 
mentioned that the formulation of the business plan is conducted during the entire start-ups 
process. The plan is not only the end product but is also seen as a living document that 
initiates the learning process. It focuses the entrepreneur on constant consideration of possible 
options and opportunities. The development of a successful business plan that is ready for 
approaching VC’s is a time-intensive and interactive process (see Appendix IIIev-gv). The 
created model is depicted in figure 16. The drivers and activities are presented on the left 
hand side and their objectives are depicted on the right hand side. The explanation starts 
chronically with phase 1. 
 
Phase 1 
The clarification of phase 1 in figure 16 is entirely based on the case study findings, i.e. the 
answers to the interview questions and all other information obtained as shown in Appendix 
IIIev-gv. The media & entertainment entrepreneur often starts with an initial idea at an 
educational institute. The first steps of concept development, which is often the final study 
project, are executed within this institute. The function of the final project is learning and 
through the project agency at the institute networking is initiated. At the time that the 
entrepreneurs graduate the decision of becoming an entrepreneur has to be made. 
In the beginning the network of the entrepreneur is relatively small. The SMEs advisory, 
located in many cities of the Netherlands, is approached to increase the entrepreneur’s 
network directly and indirectly (through events). Especially in the first phase network growth 
and direct advices, which are all free of charge, are important. Simultaneously, during 
network growth much is learned by the entrepreneur about sector specific aspects.  
During this phase the incubator is contacted to discuss the possibilities of cooperation. Based 
on the feasibility of the initial concept and its increased value resulting from the services 
provided agreements are made and contracts are signed, mostly for a one year period. An 
office and all other facilities, like a lab and a lunchroom etc. become accessible during that 
year. The incubator also shares its immense network and actively coaches the entrepreneur. 
For the development of the initial concept the first links with external designers and/or 
joooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo 
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        Collaboration objective: 
Phase 1 Concept/idea orientation 
Concept development initial idea  
 (at education institute)    
Involve SMEs advisory 
Approach Incubator 
Hardware prod., Design developer    
 and/or Programmers involved   
Involve Investors 
Customer testing & marketing studies 
Be vacant to all potential partners 
Explore IPR security possibilities 
First business plan concept 
 
 
 
 
 
 
 
              Phase 2 Transformation 

Redefine technology concept 
Set first marketing goals for commercial  
 orientation 
Use Incubator services 
Involve useful potential partners (for    
 development, investment, venturing etc.) 
Maintain contact with SMEs advisory 
 Promotion activities (attend events &   
 visit conventions) 
Perform IPR security (if possible) 
Adjust business plan to technology &  
 market goals 

 
 
 
 
 
 
 
Phase 3 Business orientation 
Increase promotion activities 
Approach interested VC’s 
Incubator services 
Set final marketing goals 
Select partnerships that match with the 
business goals (sector related firms) 
Remain contact with possible other future   
 partners  
Develop final technology concept 
 
 
 
 
 
 
 
Figure 16: Entrepreneurial collaboration model for the media & entertainment sector. 

Learning 

Networking 

Learning 
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producers are made. These contacts improve the perception of the opportunities of 
technological development of the initial concept. This stimulates learning and the first steps of 
the technology development are made.  
The involvement of a potential investor in the first phase may not result in financial inputs but 
does contribute to the personal development of the entrepreneur. Communication with 
investor(s) in this early phase stimulates the entrepreneur to think about market opportunities. 
In addition, objective advices of an experienced person within the market are always useful.  
A transition of the concept regarding market goals also occurs in phase 1. The often creative 
but less realistic initial concept of the graduation project should match market demand. 
Simultaneously, technological developments and market targets are adjusted. Direct contacts 
with customers and/or marketing studies stimulate learning and will help with this decision 
making.   
An open-minded and accessible attitude is essential for the starting phase. The initial 
concept/idea should not be seen as the final concept. Secondly, objective opinions, advices 
from competitors and all other information obtained may contribute to the creation of an 
improved concept. In this phase final technology/market decisions should not be made yet.   It 
is also useful to explore IPR possibilities regarding the initial concept. Although concepts in 
de media & entertainment sector cannot be secured very easily much can be learned from this 
investigation.  
At the end of phase 1 the business plan is developed that consists of a protocol in which the 
first technological and market goals/opportunities are formulated. Phase 1 has several 
similarities compared with the model of Tijssen (2006) (figure 7). They both have an 
orientation to initiate commercial awareness and develop of external linkages. 
 
Phase 2 
The clarification of phase 2 in figure 16 is entirely based on the case study findings, i.e. the 
answers to the interview question answers and all other information obtained as shown in 
Appendix IIIev-gv. Due to the enormous amount of new information obtained and new 
experiences that occur in phase 1 redefining the entire product concept is inevitable. The 
entire concept including market goals and intended activities are revised. The gap between the 
market and concept is decreased via adaptation to observed market opportunities. Although 
many aspects remain unclear the first commercialization view is added to changed concept. 
This activity triggers the entrepreneur(s) to think about the concept and its possibilities. The 
transformation of all received information into usable and realistic concepts is a learning 
process; a crucial part of phase 2 and the entire start-up process. The incubator has an 
important role herein by providing lab facilities, networking abilities en direct coaching.  
Through the incubator (indirect) and the self-created business network (direct) potential 
partners for product development and/or investment are contacted. The SMEs advisory could 
also help with finding appropriate partners, via events and/or advices. Costs and quality are 
two very important aspects of the selection process. Useful partners become involved for 
(parts of) the product development. A distinction should be made between supplier 
agreements, direct payments for part of product development, or joint venture agreements in 
which the partners payment is dependent on the revenues. The entrepreneur learns how to 
select a partner and what the product development options are. Attending events, organized 
by the SMEs advisory or the incubator, and performing all other promotion activities will also 
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contribute to network expansion. During this entire selection process much is learned from the 
different views on concept development.  
The main content of phase 2 is quite similar to the one of Tijssen (2006) (figure 7): creating 
business ideas and a product concept. An entrepreneurial environment is also created. Sector 
specific advisors and business incubators are sought and explored. 
At the end of phase 2 the transformed initial concept will become clearer, step by step. To 
secure this new concept the possibilities regarding IPR should be investigated. After doing so 
the technology development objectives and market targets are adjusted in the transformed 
business plan. This activity again triggers the entrepreneur to think about future goals and 
chose a direction for now. An important step of becoming an entrepreneur is learned. 
Phase 2 could be repeated multiple times until a realistic marketable product emerges with 
which phase 3 is entered. The perception on technology and market opportunities increases 
every time phase 2 is followed again. These newly obtained insights provoke the entrepreneur 
to rethink his/her entrepreneurial goals. A significant change of these targets causes the 
entrepreneur to start phase 2 again.  
      
Phase 3 
The clarification of phase 3 is also entirely based on the case study findings, the interview 
question answers and all other information obtained shown in Appendix IIIev-gv. As all three 
did not finish the third phase yet, but they mentioned their foreseen future activities. 
Therefore is phase 3 visualised with dotted lines. The final phase of the start-up process 
presented in figure 16 is a period in which the final technology development and market goals 
are set. Two important activities of phase 3 are: promoting the final concept and 
simultaneously enhancing the number of potential partners. All networking and promotion 
activities executed during the entire start-up process determine the reputation of the 
entrepreneurship and its concept.  
The incubator keeps its supporting position but the entrepreneur becomes less dependent. It 
continues its focus on coaching, providing facilities and networking regarding the concept 
development. Finding a financial input is mostly done by the entrepreneur himself. Interested 
VC’s are already approached in this phase but in a more efficient way learned from earlier 
experiences. These VC’s could either be large sector related companies, financial institutes or 
a single investor. The opinions and wishes of these potential investors contribute to the final 
development of the business plan. The investor determines whether early investments are 
done (the dotted arrow). 
With all extra information received, the final business plan is written and is used to attract and 
convince investors. None of the cases finished the final phase yet. According to their 
responses, the actual investment will be used either to develop a prototype or to start 
producing multiple products for commercialization.  
Although all respondents did not finish phase 3 yet their intended future activities are aimed 
at finishing phase 3. Compared to the model of Tijssen (2006) (figure 7) some overlap can be 
recognized. For example, the final steps made towards commercialization is the main goal of 
both final phases.  
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Comments on figure 16  
The business plan is not only a representation of the final concept but it also functions as a 
stimulance of learning during all phases of the start-up process. It keeps the entrepreneur 
focused and triggers him/her to explore important related alternatives and opportunities.    
Besides the learning objective networking is also crucial element during the entire start-up 
process. Networking and learning are two elements that simultaneously stimulate each other. 
The acquisition of facilities for the media & entertainment entrepreneur is inevitable but is 
only needed in phase 1. An entrepreneurship could be started at any location as long as its 
required facilities are present.  
The case study findings imply that subsidies are provided to the media & entertainment 
sector. However, these are not easy to obtain. With the help of different external parties 
subsidies can be granted. How this process functions and when it occurs in the start-up 
process cannot be derived from the case studies. Future study should contribute to this issue.   
A clear overlap between the phases of Tijssen (figure 7) and the constructed model for 
entrepreneurial collaboration is recognized. Several activities and drivers found are similar to 
the ones of Tijssen, except that some occur in different phases. Surprisingly, the interactions 
in both models differ. The model of Tijssen (2006) indicates that after a failure the entire 
start-up process could be pursued all over again. The media & entertainment entrepreneurial 
collaboration model depicted in figure 16 represents this repetition only in phase 2. The 
search for an optimal concept is a continuous learning process done is phase 2. 
It is remarkable to see that phase 1 and phase 2 are rather alike regarding the activities and 
drivers illustrated. A major difference is the maturity of the entrepreneur and its concept. This 
may indicate the repeated process. The only aspects that may control the number of iterations 
that the initiation cycle has to go through are the characteristics of the entrepreneur, discussed 
in the next section. 

5.2.2 Characteristics of entrepreneur 
The following characteristics of the media & entertainment entrepreneur were recognised. 
They all have a university degree that is somehow related to their products (see Appendix 
IVg). Most of them became entrepreneurs directly after graduation; for two cases, the final 
study project formed the basis of the venture. They are often full-time entrepreneurs that are 
young and start their business with a creative and high-potential idea/technology (see 
Appendix IIIev-gv). 
 
Table 7: Perceived coincidences for characteristics of the entrepreneur. 

Concept Indicator (scale of coincidence) Scores 
(Average) 

Coincidence 

Maturity  Work experience (0/++) 1 0 
Product/technology (sector) related experience (0/++) 4.67 ++ 

Relevant experience 
in entrepreneurs’ 
environment  

Related experience of family (0/++) 1.67 0 
Related experience of friends (0/++) 1.5 0 
(Technology) related  experience of other start-ups (0/++) 3 + 

Certainty of the 
entrepreneur 

Perceived complexity of the product/technology (–/+) 5 + 
Perceived market potential (–/+) 4.5 + 

Strategy Intended technology collaboration activities (0/++) 2 + 
Intended market collaboration activities (0/++) 4.33 ++ 
Overall business development activities (0/++) 3.67 + 
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The other characteristics of the entrepreneur in the media & entertainment sector that were 
found are depicted in table 7. The table shows concepts and indicators, explained in the theory 
chapter 3, with the resulting scores from the analysis. The actual scores of the three cases on 
part I of the interview (see Appendix II) and application of the method of analysis to the three 
case studies are illustrated in Appendix IVg. The coincidences that are shown in the bold 
lined boxes of table 7 represent the relevant relations. Table 7 shows that only experience in 
the media & entertainment sector is very positive related to the maturity of the entrepreneur. 
Besides this, experiences from other start-up seem to be weakly positively related to the useful 
experience. Particularly small technical and networking favours are exchanged between start-
ups. Surprisingly, the influence of earlier work experience is found to be non-existent. Due to 
venturing of the final educational research project work experience is not a requirement for 
becoming a successful media & entertainment entrepreneur. The presence of sector related 
experience of family or friends also seem to have no affect at all.  
The technological and market certainties of the product are strongly positively related to their 
concept. According to the theory the perception of the entrepreneurs on these aspects in the 
beginning influences the demand for collaboration activities. The coincidences of table 7 
demonstrate that the entrepreneurs are very certain about the technological feasibility and the 
market potential of their concept.  
Regarding his/her strategy the entrepreneur is highly aware of the benefits of performing 
market collaboration activities. The intended market collaboration activities are very positive 
related to the strategy of the entrepreneur. The intended technological collaboration activities 
are weakly positively related to strategy. Several respondents mentioned that much 
technological knowledge is already in-house. Another explanation could be that it is often not 
fully clear which technology partners may be relevant at the beginning due to the little 
experience of the entrepreneur.  
The discovered characteristics of the media & entertainment entrepreneur in table 7 are part of 
the entrepreneurs’ collaboration process model. As they influence every type of 
entrepreneurial collaboration they are also depicted in table 8 that shows all characteristics of 
every discovered collaboration to be explained in the next section. The coincidences of these 
characteristics of the entrepreneur are illustrated in the yellow box of table 8.  

5.2.3 Collaboration types and characteristics of partner 
The following section will focus on the discovered collaboration types, in which the 
characteristics of the partner and entrepreneur have a significant role. Table 8 displays all 
investigated relations based on the media & entertainment case studies 4, 5 and 6. The data is 
obtained from part II and III of the interview (see Appendix II). For case specific results from 
the data analysis of every specific collaboration Appendix IVh-k is referred to. The final 
average scores from which the coincidences of table 8 are abstracted is derived in Appendix 
Vb. Results in table 8 that show ND (Not Detected) indicate that the indicators cannot be 
detected due to insufficient data. From the data analysis four collaborations types are 
recognized (table 8) that occurred at least in two of the three cases. The collaborations 
between the entrepreneur and its educational institute, investors, the SMEs advisory and the 
incubator occur in multiple cases. These four are explained thoroughly in this section; other 
single collaborations that were present can be found in the Appendix IIIh. The arrows imply 
the collaboration specific relations that seem to exist for that collaboration. Only the very 
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positive relations shown in table 8 are significant and thus depicted in every specific 
collaboration figure. 
 
Table 8: All perceived coincidences of empirical indicators with the concepts they represent in the 
media & entertainment sector. 

Concept Indicator (scale of coincidence) Coincidence for  
 
Education                Investor               SMEs                 Incubator 
Institute                                               advisory 

 
Collaboration with: 

Collaboration Characteristics 
Motives 
for collaboration 

Intended market collaboration 
activities (0/++) 

++ 

Technology/ 
product  

Complexity (Technological certainty) 
(–/+) 

+ 
 

Competitive significance (market 
certainty) (–/+) 

+ 
 

Organizations: 
Experience of 
Entrepreneur 

Product/technology (sector) related 
experience (0/++) 

++ 

Organizations: 
Partner 

Cooperativeness of partner 
organization (0/++) 

++ ++ ++ ++ 

Design of 
Alliance 

Performance of key individual (0/++) ++ ND ++ ++ 
Communication (0/++) ++ ++ ++ ++ 
Partner selection (0/++) 0 + 0 + 

Learning  
 

Transparency of partner (0/++) ++ + ND ++ 
Relevant information/knowledge 
transferred (0/++) 

++ ++ ++ ++ 

Partners Characteristics 
Key individuals Performance of key individual (0/++) ++ ND ++ ++ 

Communication Frequency of interaction (0/++) ++ ++ ++ ++ 
Content of interactions (0/++) ++ ++ + ++ 

Attitude/comme
rcial sense 

Relevant technology sense (0/++) ++ + + ++ 
Relevant market sense (0/++) + ++ + ++ 
Contribution to business 
development (0/++) 

0 + ++ ++ 

Sharing 
knowledge, 
transparency 

Cooperativeness (0/++) ++ ++ ++ ++ 

Transparency of partner (0/++) ++ + ND ++ 

Relevant information/knowledge 
transferred (0/++) 

++ ++ ++ ++ 

Incubator Characteristics 

The rights 
services 
supplied 

Correspondence of  demand and 
supplied services (–/+) 

 + 

The access to 
the services 

Accessibility (–/+)  + 

The available 
support with the 
services 

Mentor/ key individual performance 
(0/++) 

 ++ 

Assistance with facilities (0/++)  ++ 

Commitment of the incubation 
manager (0/++) 

 ++ 

 
The first specific collaboration that is presented is the connection between the entrepreneur 
and the educational institute (figure 17). 
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Educational institute 
The data analysis from which figure 17 is created is outlined in Appendices IVg and IVh. All 
assessed relations in table 8 are depicted in figure 17. The characteristics of the entrepreneur 
(yellow in table 8, Appendix IVg) are depicted on the left hand side and the characteristics of 
the partner (see Appendix IVh) are presented at the right hand side. The media & 
entertainments entrepreneurs’ origin often lays at the education institute were they studied. 
The final project of their study forms the basis of the entrepreneurship. At that time the 
‘entrepreneur’ has much technology experience, is very certain about the concept and wants 
to collaborate and learn more regarding marketing. The intense interactions between the 
joooooooooooooooooooooooooooooooooooooooooooooooooooo 
 
Entrepreneur:                               Collaboration:                             Education institute: 
 
Own related              Cooperativeness 
sector experience 
       Communication 
Product/technology             Transparency 
certainty  
       Content of          Performance key- 
Market certainty                 interactions         individual  
               
Marketing collaboration             Relevant technology  
wanted               sense  
  
 
       Relevant information 
       transferred 
 

Figure 17: Entrepreneurial collaboration with educational institute. 
   
educators and the graduates during these final months are significant for the graduates’ future 
activities. Currently the educational institute performs well in supporting these students. 
Personal coaches, key individuals, are submitted to every project and the enormous 
transparency of all employees stimulates knowledge transfer. The institute is very cooperative 
and all facilities are perfectly designed for technological development. Through many content 
intensive interactions a lot relevant information is transferred.  
Various respondents mentioned that a little better view on market opportunities and business 
development in the media & entertainment sector during the final project would have helped 
them with making crucial decisions. Currently, only one project agency is founded at the 
institute that links the students and graduates to external organizations. In the future additional 
courses on entrepreneurship in the media & entertainment sector should contribute to this 
matter. It seems that the coaching and facilities are excellent and that networking is less 
relevant yet.  
     
Investors 
The data analysis from which figure 18, the second collaboration observed, is created is 
described in Appendices IVg and IVi. All assessed relations in table 8 are depicted in figure 
18. The characteristics of the entrepreneur (yellow in table 8, Appendix IVg) and the specific 
characteristics of the partner (table 8, Appendix IVi) are again depicted. The contacts with 
investors have proven to be a healthy activity during the early phases of entrepreneurship in 



���
�

the media & entertainment sector. Although none of these activities has led to direct financial 
inputs the entrepreneurs note that very much is learned as knowledge is shared and networks 
1ooooooooooooooooo 
 
Entrepreneur:                               Collaboration:                             Investors: 
 
Own related              Cooperativeness 
sector experience 
       Communication 
Product/technology              
certainty  
       Content of          Relevant market 
Market certainty                 interactions          sense 
               
Marketing collaboration               
wanted                 
 
 
       Relevant information 
       transferred 
 

Figure 18: Entrepreneurial collaboration with Investor. 
 
are expanded. At that time the entrepreneur has much technology experience and is still very 
certain about the concept but needs more market information about the sector. Early 
involvement of potential investors drives the entrepreneur to think about and explore (new) 
market opportunities. Nevertheless, to maximize the learning output it is very important that 
these cooperative investors are carefully selected. Investors with much sector related market 
knowledge seem to deliver more output due to increased exchange of information and their 
active attitude including the provision of a supportive key-individual. Nevertheless, these 
parties may become involved again in a successive start-up phase. The objectives of such 
early collaborations are mainly learning and networking. 
 
SMEs advisory 
Another recognized collaboration is with a SME advisory. Figure 19 is created from the data 
analysis described in Appendices IVg and IVj. All assessed relations in table 8 are depicted in 
figure 19. The characteristics of the entrepreneur (yellow in table 8, Appendix IVg) and the 
specific characteristics of the partner (table 8, Appendix IVj) are presented. Syntens is a very 
attractive Dutch advisory that supports small and medium sized enterprises in the entire 
Netherlands. It supports start-ups in many different sectors and is therefore also of interest for 
the media & entertainment entrepreneur. At that time the entrepreneur has much technology 
experience and is still very certain about the concept but needs more market information 
about the sector. Syntens possesses an extensive network in every sector that includes all 
active participants. It also preserves a complete overview of what is going on within a specific 
sector. Networking is thus the main type of collaboration that Syntens provides. Besides 
networking support, the direct advices include the IPR possibilities and workshops that 
contribute to business development. A collaboration between an entrepreneur and Syntens is 
characterized by high frequency of interaction at the beginning of the start-up process which 
declines during this process. In the beginning more information is transferred than later in the 
start-up process. A personal coach (key-individual) is assigned to every entrepreneur to 
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provide guidance. Syntens is very transparent en cooperative and all services are free of as 
charge. Unfortunately, they do not possess much technological and market knowledge 
regarding networking and short-term advice is their main goal. This makes collaboration on 
joooooooooooooooooooo 
 
Entrepreneur:                               Collaboration:                             SMEs advisory: 
 
Own related              Cooperativeness 
sector experience 
       Communication                              Contribute to business 
Product/technology              development 
certainty 
                                                 Performance key- 
Market certainty                                        individual  
               
Marketing collaboration               
wanted                  
 
        
                                                       Relevant information 
       transferred 
 

Figure 19: Entrepreneurial collaboration with SME advisory. 
 
content more superficial through the entire process mostly ending with only emails of 
possible interesting events. Although most respondents were quite enthusiastic about the 
services of Syntens some argued that it focuses more on small and medium sized enterprises 
than on start-ups.      
 
Incubator 
The fourth and final media & entertainment entrepreneurial collaboration that was recognised 
is quite important during the entire process. The data analysis from which figure 20 is created 
is described in Appendices IVg and IVk. All assessed relations in table 8 are depicted in 
joooooooooooooooooooooooooooooooooooooooooooooooooo 
 
Entrepreneur:                               Collaboration:                             Incubator: 
        Cooperativeness  
        Key- individual/ 
Own related                                            Incubation manager 
sector experience      Transparency   
             Communication                       Relevant technology sense 
Product/technology               
certainty                                                                              Relevant market sense 
                         Content of     Contribute to business      
Market certainty     interactions    development      
         Correspondence services 
Marketing knowledge        Assistance with facilities       
wanted         Accessibility of services        
              

                     
                         
           Relevant information 
           transferred 
 

Figure 20: Entrepreneurial collaboration with Incubator. 
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figure 20. The characteristics of the entrepreneur (yellow in table 8, Appendix IVg) and the 
specific characteristics of the partner (table 8, Appendix IVk) are displayed. At that time the 
entrepreneur has much technology experience and he/she is still very certain about the 
concept but needs more market information and office space. The incubator is a very useful 
partner that provides infrastructure, networking and coaching services. First, the entrepreneur 
and its idea must be accepted. After that, office space and lab facilities are granted. Assistance 
with these infrastructure services is not necessary. The incubator also gives direct advices and 
indirect advices via networking. The incubator managers are actively coaching the 
entrepreneurs during the entire year that the entrepreneurs are located internally at the 
incubator. An incubator is characterized as very cooperative and transparent with sharing their 
knowledge. Communication and direct advices are simply executed as multiple start-ups are 
positioned within a building together with the managers. The managers posses business 
experience and thus complement the inexperienced entrepreneurs. The provided services of 
the incubator correspond almost completely with the services asked for by the entrepreneurs. 
It provides an almost perfect environment that stimulates business development. Only their 
knowledge of marketing and subsidies may be increased.  

5.2.4 Characteristics of entrepreneurship 
Based on the case studies several media & entertainment entrepreneurship characteristics are 
recognized and presented in this section. The data is obtained from part V of the interview 
shown in Appendix II. For the single case study results Appendix IIIeiv-giv is referred to. 
Appendix IIIev-gv completes all data used to distinguish the relevant characteristics. The 
comparison of the three cases can be found in Appendix IVm.  
In the beginning the start-up team consists of multiple full-time employees, about 2-3 persons. 
During the start-up process the team may be expanded with full-time and/or part-time 
employees. Providing internships for students is also very common because they are less 
costly. The starting team often consists only of graduates that have a technology/design 
background. The business and entrepreneurial knowledge is obtained from outside the team 
during the entire start-up process.  
In the Netherlands it is very difficult to get a patent on a media & entertainment 
product/technology. You need a physical product possibly in combination with software to 
qualify for patenting. 
The first financial input comes from own investments or subsidies applied for. To receive 
subsidies the entrepreneurship must serve a certain societal goal. During the entire start-up 
process the entrepreneurship does not generate revenues.  
Overall, media & entertainment entrepreneurship experiences an enormous transformation 
during the start-up process with learning and networking as two important characteristics. 
From the beginning the entrepreneurs must have an open minded attitude so that he/she can 
easily adapt to changes in technology development and marketing goals.  
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5.3 Fashion & Design sector 
The results for the fashion & design sector are based on all information retrieved from 
interviews with several to fashion & design sector committed persons described in Appendix 
IIIi. The experiences, opinions and desires of the interviewees are asked for and used to 
define the relevant characteristics of the fashion & design entrepreneurs’ collaboration 
process. Due to little possibilities of comparing the single responses and differences in 
questions asked this start-up collaboration model has a more descriptive character. Some 
activities displayed in figure 21 are not perceived to be in place but are foreseen. When the 
entrepreneurial sector becomes more mature in the future and good examples of successful 
entrepreneurship emerge it is highly recommended that additional by more structured case 
studies are performed. Nevertheless, the output of all conversations has lead to some 
interesting fashion & design findings.  

5.3.1 Model for entrepreneurial collaboration  
The model for entrepreneurial collaboration of the fashion & design sector is constructed 
from interviews with several fashion & design sector committed stakeholders which are 
summed up in Appendix IIIi. The result implies a guideline for the entrepreneur wherein all 
optional activities and objectives are depicted. Before showing the model, a few recognised 
entrepreneurs’ collaboration process characteristics are outlined. The average period of a 
successful start-up process varies between 2 to 6 years and is highly influenced by the 
entrepreneurs’ perseverance. The product of a fashion and design entrepreneurship is the 
creation of an ‘own identity’ and/or even a label. The product may contain several collections 
designed over a period of time under the same label name. At the end the label name could be 
seen as the single product but to achieve such status multiple collections have to be designed 
and showed. This repeating process and the uncertainty of success after each attempt are 
probably the reasons of why the lengths of the start-up processes diverge so much. The 
business plan does not seem to be an often used item within the start-up process. Several 
current entrepreneurs seem to conduct structuring activities only for investors at the end when 
a completed plan is executed. The created model is depicted in figure 21 and explained 
starting with the pre-entrepreneurial phase. The drivers and activities are presented on the left 
side and their objectives are depicted in oval boxes on the right side and in the middle at the 
end.  
 
Pre-entrepreneurial phase 

In the fashion & design sector an inevitable pre-entrepreneurial period seems necessary 
(figure 21). Due to lack of business experience after graduation it is highly recommended that 
the missing knowledge is acquired somehow. According to the respondents there are several 
options for learning entrepreneurial skills. The first way to achieve business competences 
required for fashion & design venturing is during the educational period. Therefore, business 
courses and/or entrepreneurial classes that are provided by the educational institute should be 
attended. The second business learning path is to pursue an extra fashion & design Master 
degree at the FIA institute (Fashion Institute Arnhem). Although the one year program does 
not fully prepare the entrepreneur, a substantial entrepreneurial basis is provided. A third 
alternative is to directly start working for a fashion & design company. The several years of 
work experience teaches the future entrepreneur all required business elements. Despite these 
recommendations the fashion & design entrepreneur often enters phase 1 without any idea of 
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how an entrepreneurship must be created (see Appendix IIIj).    

        Collaboration objective: 
Pre-entrepreneurial phase: Achieve business experience   
Decide becoming entrepreneur 
Attend entrepreneurship related courses at 
educational institute (recommended) 
Attain higher degree e.g. FIA 
(recommended) 
Work experience in sector for several years 
(recommended) 
         
 
Phase 1 Design phase 

Find design studio 
Find finance (Own, alimony or subsidies) 
Involve business advisory 
Explore courses/workshops (Kunstenaars 
& Co or SMEs advisory) 
Buy production facilities 
Find materials 
Design collection 
Application for fashion show subsidies 
Show collection 

 
 
 
 
 
 

Fase 2: Business development phase    Options 1 + 2:
Establishment of label 
Increase fashion shows/events 
Involve business consultant/partner 
Protect label name 
Write business plan 
Find investor 
Explore production options 
 

Sell concept to (large)  
fashion company 
Visit fashion events 
Involve business 
consultant/coach 
Sell to interested party 
Become employee 

 
 
 
 
 
 
 
 
 
 
 
Option 3:    

 
 
 
 
 
 
 
 
 
 
 
Option 4: 

Explore distribution options 
 Start label and sale 

Search location for shop 
Start fashion house

Figure 21: Entrepreneurial collaboration model for the fashion & design sector. 
 

Networking 

Facilities  

Learning 

Learning 

Learning 

Networking 

Protection 
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Phase 1 
After experiencing one of the recommended learning alternatives the ‘entrepreneur’ enters 
phase 1 of figure 21: the design phase. The entrepreneur becomes independent and he can 
start designing. These are the first characteristics of a fashion and design entrepreneurship. 
Before doing so a design facility is needed. An attractive and central location is often 
preferred. However, the rather poor start-up does not posses the finances required to fulfil 
these wishes. Next to their own finances they can apply for monthly government alimonies 
during a period of 5 years to survive the turbulent and unsecure design period. The financial 
advices could be acquired from supporting organizations or from other start-up through 
networking. During the design phase additional entrepreneurial business advices should be 
acquired. There are currently several agencies and institutions that directly advice the fashion 
& design entrepreneur on the micro-level regarding networking and coaching. For several 
examples located in the Amsterdam area section 2.3.2 is referred to (see Appendix IIIj).  
In the second part of the design phase a repeated process is recognised. The main goals of the 
process are designing – showing – learning and designing again. It is a cyclical process that 
can be repeated many times. The length of the showing period is highly dependent on the 
selling intentions of the designer. A commercial attitude generates revenues that can be used 
for designing new collections and contributes to image creation. The cyclical process starts 
with searching for appropriate design production facilities and the right materials. For both 
activities collaborating with advisories and other more experienced start-ups is essential. 
Transparency of the partner start-up and openness of the entrepreneur towards advices are 
crucial. With the correct facilities and materials the entrepreneur can start designing his/her 
desired collection. When the collection is complete it must be shown to the outsiders during a 
fashion exposition. To perform every fashion show a subsidy is often applied for. Again, 
assistance with the application may be needed. In sum, collaboration with advisors and other 
start-ups is inevitable. The enormous variety of the collaboration demand during phase 1 
indicates that success is never accomplished by the entrepreneur alone.   
 
Phase 2 
After a successful fashion show in which the interest of outside parties is stimulated phase 2 
may be entered. The business development phase distinguishes several options. At the start of 
phase 2 the entrepreneur has an important decision to make. Does he continue the 
entrepreneurship or sell the collection to an interested outsider. Options 1 and 2 in figure 21 
indicate that the collection is directly sold mostly to a larger fashion & design company. To 
find (an) appropriate buyer(s), fashion events should be attended next to the fashion shows. It 
is highly recommended that a business consultant/coach is involved in this search and the 
entire negotiation process. Option 1 suggests that after selling the collection, the entrepreneur 
remain independent and can focus on designing a new collection. Option 2 indicates that the 
entrepreneur becomes an employee (designer) of the buyer as displayed in the dotted box of 
figure 21. 
The designer that continues the development of the entrepreneurship successfully is 
confronted with options 3 and 4 in figure 21. Nevertheless, to sustain the entrepreneurial 
ambition several crucial activities should be executed. Successful fashion shows should be 
presented and the development of an own label (name) may be pursued. The label name 
signifies the identity and image of the entrepreneur and his/her entrepreneurship. To expand 
the entrepreneurs’ network, improve its reputation and become widely known, fashion events 
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must be attended. The involvement of a (full-time) business consultant/partner who assists the 
development of the entrepreneurship during phase 2 is recommended. Consequently, the 
business tasks and designing part can be separated once more. First, the business partner 
should explore the need and possibilities of protecting the label name. Secondly, the partner 
should fully focus on the development of a business plan to achieve a structured and efficient 
marketing approach. Thirdly, with the developed plan negotiations with possibly attracted 
investors are led by the business partner. Finally, multiple production options are explored 
and compared. During phase 2 the team together decides whether they become a fashion 
supplier with their own label or establish a fashion store. Option 3 suggests the fashion 
supplier for which options for distribution must be explored. For the foundation of a fashion 
store, option 4, an attractive location must be searched for.  

5.3.2 Characteristics of entrepreneur 
The following characteristics of the fashion and design entrepreneur were recognised. All 
entrepreneurs have achieved a sector related degree and often start directly after graduation. 
The entrepreneurs instinctively have a drive to start designing. They want to create their own 
identity making independent venturing very interesting. As design is their specialty the 
inventor is often completely unaware of all other necessary start-up activities. Many fashion 
& design entrepreneur seem to fail, i.e. never become profitable, because of this omission. For 
some the design aspect is apparently more important than creating a successful 
entrepreneurship. They are all full-time designers often lacking any entrepreneurial strategy 
intentions. The benefits of early networking and learning about business development 
activities are not acknowledged by the entrepreneurs. At the time the first collection is 
established, after a certain period of independent designing, the entrepreneur experiences its 
limited entrepreneurial knowledge. Consequently, the next step of entrepreneurship seems to 
be too complex to overcome.     

5.3.3 Characteristics of entrepreneurship 
Based on answers given to the interview questions by the respondents several fashion & 
design entrepreneurship characteristics are identified and presented in this section. After 
graduation many desire to become an entrepreneur because of independency and the ability to 
design their own fashion interests. Consequently, the graduates will operate alone and 
instinctively only focus on designing. The period of designing varies extremely among the 
entrepreneurs. During the designing period subsidized fashion shows may be presented 
repeatedly. Some make use of alimony during this period, which is granted for maximally 5 
years. It seems that this is the only way to sustain progress of the entrepreneurship; that is, to 
achieve entrepreneurial business knowledge. At the moment that the entrepreneur decides to 
accept advices and to obtain the necessary information phase 2 of figure 21 may be entered.  
During the start-up process internships are very often offered by entrepreneurships. Accepting 
free assistance is very attractive for the just surviving entrepreneur. However, a disadvantage 
of internships is that much time is spend on providing support. Because of the large 
differences in ideas and identities among fashion designers (students) it is very difficult to 
transfer creative ideas and thoughts between one another.  
A fashion & design entrepreneurship can only apply for patents if it has created its own label. 
For the young start-up patenting is often not necessary yet. If the entrepreneurship has 
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become a fashion house or a well-known label and competitors with similar collections are 
present IPR protection must be sought for. 
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Chapter 6: Implication & recommendations 
This chapter outlines the sector specific implications of the results for the collaborations that 
were identified in the case studies. To answer sub-question 4 every implication is explicitly 
explained and recommendations are made regarding potential solutions. The description 
includes the complications that the entrepreneur experienced and their wishes for 
improvements. During the chronologically displayed implications also remarkable sector 
specific entrepreneurial characteristics are presented. The derived implications apply to the 
Amsterdam area and thus may be of interest for entrepreneurs supporting organizations like 
AIM. However, due to the small number of cases analyzed and the short existence of several 
partners the findings should be regarded as tentative. Accordingly, the reliability and validity 
of the results discussed in section 4.3 must be further improved in future research. Paragraph 
6.1 focuses on the life sciences sector, 6.2 presents the implications for the media & 
entertainment sector and in 6.3 the implications for the fashion & design sector are discussed.  

6.1 Life Sciences 
The analysis of the life sciences sector presented in the previous chapter leads to the 
following sector specific implications and recommendations. Based on all information 
obtained and analyses there of, which are described in paragraph 5.1.1 to 5.1.4, several 
collaboration bottlenecks and remarkable sector characteristics are identified. The life 
sciences start-process is a very long linear trajectory in which every activity is performed 
step-by-step. These sector specific characteristics demand much patience of the participants 
including the inventor (scientific director) and the business director.  
The derived model of entrepreneurial collaboration in figure 11 shows that technological 
learning is a crucial aspect in every phase. Business learning (through coaching) and 
networking are less important. The entrepreneurs’ characteristics of paragraph 5.1.2 indicate 
that the entrepreneur is very certain about his/her concept and knows exactly with whom to 
collaborate on technological issues. In addition, it is also acknowledged that the inventor does 
not pursue the role of spin-off director eventually. So, business learning is less relevant for the 
inventor.  
Remarkably, networking is also less important during the collaboration process of a life 
sciences entrepreneurship. It seems less necessary due to the enormous experience and 
independent network that the members of the heterogeneous founding team possess. The 
inventor, the consultant and the future director all focus on their own specific tasks during the 
entire start-up process. None of them changes his/her occupation during the process. Together 
they thus already posses a large network that is shared within the team very easily. 
The observed collaborations of section 5.1.3 all have the largest effect in phase 1 of figure 11. 
It seems that the combination of the existing institutes works very well. These are the 
inventor, the MC institute, the TTO, the SKE and the coach. Only one component remains 
unclear. The SKE-program aims to provide full support directly to the entrepreneur. The TTO 
or external advisors seem to fulfill this function. The case study findings indicate, in section 
5.1.3, that the interaction with the SKE is only a one time intensive collaboration.  
The main question that arises: ‘Does the inventor need SKE coaching or are the TTO and all 
other experiences present sufficient during phase 1 of figure 11?’. The attraction of an 
external business consultant is namely an inevitable activity.   
Due to the SKE-program the amount of spin-offs that the universities generate may have 
increased but new issues are emerging. Several respondents mentioned that it is very difficult 
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to find a proper location for the spin-off at the end of phase 2. The business director prefers an 
office facility close to the research institute (close to the inventor/scientist) and among other 
start-ups. Currently there is little room available at the MC institutes. A life sciences incubator 
may solve this problem. The currently established life sciences center may also contribute as 
they stimulate TTO’s cooperation. Office location improvements for spin-offs should be 
achieved via these collaborations.  
Recently the ‘Science Park Amsterdam’ is established, which houses over 80 (starting) 
companies (amsterdambiomed.nl). The variety of research initiatives and service offerings 
creates an environment in which knowledge valorisation is clearly visible in new initiatives 
and start-up businesses. However, there are a few dedicated life sciences entrepreneurs in that 
area due to the proximity advantages of the research institute from which the spin-off 
originated. The development of an attractive life sciences park in the Amsterdam area seems 
very difficult.   

6.2 Media & entertainment 
The analysis of the media & entertainment sector presented in the previous chapter leads to 
the following sector specific implications and recommendations. Based on all information 
obtained and analyses there of, which are described in paragraph 5.2.1 to 5.2.4, several 
bottlenecks can be identified. The assessed imperfections of the entrepreneurs’ collaboration 
process are again presented chronologically.  
First, a marketing knowledge gap between graduation and starting an entrepreneurship is 
recognized. According to figure 17 the information needed by the entrepreneur does not 
correspond with information supplied by the educational institute. It seems that the decision 
of starting an entrepreneurship is difficult due to the fact that the initiators are often unaware 
of what to do with their idea, i.e. the final study project. The findings indicate that the 
entrepreneur posses little sector related market knowledge and that their connection with 
companies and institutes in the media & entertainment sector is limited at the beginning. 
During the educational period little attention is paid to these aspects. Consequently, starting a 
venture remains very complex because of the many uncertainties.  
Another implication, also crucial in phase 1, is that the graduates are (too) confident about 
their technological concept and do not see the need for collaboration on technological issues 
at the start. They presume that all technical knowledge is in house. It remains unclear why 
partnerships seem unnecessary according to the entrepreneurs (table 7) while technological 
partners become involved during the start-up process (figure 16). The findings do indicate that 
the final concept and the initial idea diverge extremely. The entrepreneurs may thus well be 
unaware of the usefulness of (technological) collaboration with partners at the beginning but 
enhance these during the start-up process.  
The foundation of a supporting organization and/or providing courses/workshop with an 
‘Introduction to Entrepreneurship’ content is inevitable to close the gap described above. The 
supporting actor could, for example, be located at educational institutions and inform the 
students on the possibilities of becoming an entrepreneur. The project agencies, which are 
currently present, do not match with these requirements. According to figure 16 networking is 
a crucial activity through the entire start-up process. The supporting organization should also 
provide the first basis of network development. 
The early involvement of potential investors (figure 16) has been proven to be a healthy 
activity during phase 1 of entrepreneurship within the media & entertainment sector. 
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Although none of these activities has led to direct financial support, very much is learned and 
networks are expanded. At that time the entrepreneur has much technological experience and 
is still very certain about the concept but needs more market information about the sector 
(figure 18). The involvement of an investor is thus recommended during the early phases and 
may contribute to the understanding of the sector’s market.  
The early involvement of a SMEs advisory (figure 17) is also recommended because of their 
extensive networking competences. During phase 1 the enlargement of the entrepreneurs’ 
network is most effective. Although most contacts with the advisory remain more superficial 
it delivers much useful information indirectly through networking. The SMEs advisory 
possesses much specific advice for creative studio’s and technostarters. Consequently, some 
of sector specific advices may not be applicable to the media & entertainment entrepreneurs 
as they function in multiple sectors, i.e. creative and technology sector. 
The attendance of events is also recommended to expand the entrepreneurs’ network. The 
SMEs advisory, the incubators and others supporting actors organize many workshops and 
events to expand the entrepreneurs’ world. An interesting media & entertainment related 
networking event is ‘Open Coffee’. 
Within all cases a transformation of the concept was present (figure 16). They all have made 
the transition from the initial product to a renewed version that includes an online 
environment. The advantage of such a combination is that no more hardware, e.g. a software 
disc, is needed and customers can be reached more easily via the internet. This transition 
changed market targets completely. It seems that the media & entertainment entrepreneurs 
have the ability to adjust their target goals very easily. Early awareness of such a transition 
may contribute to the efficiency of the start-up process, e.g. fewer phases 2 cycles. It is thus 
recommended to the inexperienced entrepreneur to take the possibility of such a 
transformation into account and explore the usefulness of including an online environment. 
The entrepreneur should maintain an open-minded attitude along the entire start-up process.  
The involvement of an incubator has proven to be very useful for the media & entertainment 
entrepreneurs. The benefits regarding facilities, networking and coaching are acknowledge by 
all entrepreneurs. Figure 20 emphasizes that the incubator provides a large amount and variety 
of accessible services. Despite the fact that the incubator services have a major positive 
impact on the development of entrepreneurship, several implications (improvements) are 
distinguished. For instance, the results of the analysis lack information on how subsidies 
should be obtained. It seems that it is very complicated to get a subsidy and the incubator 
gives little direct support in this matter. Simultaneously, the search for other financial inputs 
also remains difficult and is little supported by the incubator. The opinions about the provided 
lab facilities diverge among the respondents. For some, it is used very often but for others, 
that provide software applications, the additional benefits of such labs remains to be seen.        
Overall, the most important outcome is that the introduction of an incubator significantly 
contributes to the efficiency of the interactive and complex start-up process of a media & 
entertainment entrepreneurship. The incubator is a perfect example of how young 
entrepreneurs can be supported on multiple entrepreneurial aspects. 

6.3 Fashion & Design 
The analysis presented in the previous chapter on the fashion & design sector leads to the 
following sector specific implications and recommendations. Based on all information 
obtained from the conversations with sector fashion & design experts and entrepreneurs 
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described in paragraph 5.3.1 to 5.3.3 several bottlenecks can be identified. The fashion & 
design sector of Amsterdam includes a large variety of entrepreneurs (Wenting et al., 2006). It 
is quite difficult to find examples of successful entrepreneurs that collaborate interactively 
with the Amsterdam supporting organizations. As no in-depth research can be applied, the 
low reliability of the findings may influence the quality of the formulated recommendations. 
While doing so it is assumed that the findings for the more experienced media & 
entertainment may act as references for these recommendations. Literature is also used to 
strengthen the observed statements. The assessed imperfections of the entrepreneurs’ 
collaboration process are presented chronologically along the start-up process. Before 
presenting the implications several remarkable fashion & design characteristics that are 
relevant for the entrepreneur and the supporting organizations are summed up.  
Stimulating and supporting the fashion & design sector has an additional goal for the 
Amsterdam area. Not only is the fashion & design sector given an impulse. The presence of 
fashion & design related activities attract much attention. The reputation of Amsterdam is 
influenced by these activities and maybe even depend on the sector. A healthy fashion & 
design sector may create opportunities in other sectors (Verweij, 2006).  
Unlike the media & entertainment sector, the fashion & design phases in figure 21 have to be 
entirely completed before the next phase is entered. Within the media & entertainment 
interactivity between the phases was found. But in the entrepreneurial collaboration model of 
the fashion & design sector every phase is an independent stage of a step-by-step trajectory. 
 
The first implication assessed is the enormous knowledge gap between graduates and 
entrepreneurs that eventually become successful (Premsela 2005). The missing business 
knowledge makes the start-up process complex and withstands the efficiency of any necessary 
entrepreneurial activity. It seems that there are two reasons for this phenomenon:  
 
1) The educational institute for fashion and design delivers graduates that have too little 
business perceptions obtained for an entrepreneurship. Moreover, the decision to become an 
entrepreneur is even very difficult to make. Educational courses thus somehow must include 
business information to prepare and inform the student. With the improved educational 
programs of the AMFI and the FIA a new generation of well-informed graduates is emerging. 
 

- The education of the AMFI is undergoing a transformation. For instance, additional 
study directions are created that include management courses. During the educational 
program business related obligatory courses are also attended.  Minors that contain 
multiple related courses are provided. To summarize, the institute is developing an 
entrepreneurial learning program that should enlighten the students regarding the 
possibilities of becoming an entrepreneur.  

- The business experience should also be expanded by attending a fashion & design 
Master trajectory. The FIA (Fashion Institute Arnhem) provides such an education for 
the inexperienced fashion & design student.  

 
2) The second reason originates from the entrepreneurs themselves. The entrepreneurs’ 
‘personality’ is an important factor that affects the establishment of a start-up according to 
Tidd et al. (2001). In the fashion & design sector this ‘personality’ seems to be a crucial 
aspect. Due to their self-consciousness character they are less receptive to external advices at 
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the start. Unlike the media & entertainment entrepreneur the fashion & design entrepreneur 
does not have the ability to adjust its start-up goals. This problem only increases when the 
start-up process becomes more complex after time. Perhaps this is the reason for why the 
entrepreneurs eventually only focus on the design side. They are badly organized (Premsela, 
2005). The desire to become a successful entrepreneur has to be re-introduced. So, first 
business awareness must be created within an early phase of the start-up process to become 
successful. Secondly, the future entrepreneur should be told that only a receptive, open-
minded and outward looking attitude provides a chance for success.  

 
The two reasons mentioned above emphasize the urgency for improvement. The ignorance of 
business knowledge in an early stage has large consequences for the rest of the start-up 
progression. The other implications described below are all somehow connected to these 
constraints.  
Accepting entrepreneurial support during phase 1 of figure 21 is highly recommended. The 
advices and services provide by supporting organizations such as Kunstenaars & Co and 
HTNK significantly contribute to the understanding and needs of the start-up process 
(kunstenaarsenco.nl; Appendix IIIk). The workshops and coaching activities of both 
organizations present clear and free additional support during the crucial design phase of 
figure 21. However, due to the inexperience and attitude of the designer, mentioned above, he 
does not get informed about which provided courses are useful and he is not convinced of the 
benefits of attending such courses.  
Another implication that is recognised in phase 1 is the difficulty of finding an appropriate 
and attractive design studio location. The fashion & design entrepreneur aims to operate from 
a location in the city centre to create a certain image and perhaps expose its collection 
(Wenting et al., 2006). Unfortunately, the often poor entrepreneur doesn’t have the finances to 
purchase such popular and expensive facilities. Besides the ‘Red Light Fashion District’ 
program there are almost no other initiatives and organizations that focus on providing 
facilities to entrepreneurs. The establishment of a fashion and design incubator, proven to be 
successful in the media & entertainment part of the creative industries, may solve several of 
the mentioned implications. Large city’s such as London (Montgomery, 2007), Toronto 
(fashionincubator.com) and Detroit (detroitfashionincubator.com) have taken the lead in this 
respect. The services provided by an incubator (coaching, networking and facilities) are 
exactly the objectives acknowledged in figure 21. Nevertheless, a transformation of the 
entrepreneurs’ attitude that includes business awareness is required.  
 
At the end of phase 1 an implication occurs during the cyclical process. As mentioned in the 
explanation of phase 1 in the previous chapter, subsidies are applied for needed to expose a 
designed collection at a fashion show. Due to lack of commercial sense of the entrepreneur 
during the shows, the cyclical period is repeated multiple times. As the entrepreneur has little 
commercial goals he is often satisfied with only exposing its collection. The subsidy for a 
show can be obtained several times. Hereby, the entrepreneur will never enter phase 2 of 
figure 21. It is thus highly recommended that a more commercial focus is involved during the 
exposition activity. With the current exposition method, the original goals of the subsidies are 
not achieved. The fashion & design sector is not strengthened effectively by this financial 
instrument. The sector itself does not grow; only indirect employment is generated by the 
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fashion shows. Modification of the subsidies’ goals and requirements to increase its 
effectivity is suggested.     

 
A final implication is discovered in phase 2 of figure 21 and has some correspondence with 
the ones presented before. To successfully reach one of the final options figured in phase 2 of 
figure 21 it is recommended that a business consultant becomes involved. For options 1 and 2 
an external business consultant will suffice. For options 3 and 4 the acceptance of a business 
partner is necessary. The costs of such an (independent) partner needed for all four options 
will be a problem for the often poor fashion & design entrepreneur.   
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Chapter 7: Discussion 
In this chapter several aspects that may affect the quality of the research are discussed. The 
developed theoretical model and the applied research method are reviewed. The reliability of 
the data and the validity of the results are also discussed.   
 
The theoretical model of entrepreneurial collaboration 
The model of entrepreneurial collaboration in figure 9 is specifically designed for 
technostarters that collaborate with (supporting) organizations in any field. The theoretical 
concepts that comprise the model generally focus on start-ups in technological sectors. The 
theoretical model of entrepreneurial of collaboration provides an overview of the factors that 
may influence collaboration between a technical start-up and other stakeholders. It neglects 
collaborations between the partner organizations that indirectly may influence the 
entrepreneurs’ collaboration process. According to the Triple Helix model, for example, the 
synergy between these partners may further improve the environment wherein the start-up 
operates (Etzkowitz, 2002; Leydesdorff & Meyer, 2006).  
 
The model in figure 9 should be applied on regional sectoral innovation systems in which 
attempts of entrepreneurial support are undertaken. For improved entrepreneurial 
collaborations the existence and commitment of partners in the area is required. This 
statement indicates that the regional development of the analyzed sector must have reached a 
certain level. If no potential partners are present no collaborations can be analysed and 
eventually no implications and/or recommendations can be recognised. The cases should be 
selected from one specific area on which these attempts focus. To perform the in-depth 
entrepreneurial collaboration analysis trans-regional comparison is not helpful because of 
large differences on the micro-level. This makes the comparison of collaboration partners of 
different cases very difficult and influences also the reliability of the output.   
 
The research method 
For the life sciences and media & entertainment sectors the case study research method is 
applied. Performing case studies implies a comprehensive exploratory research method in 
which empirical relations are investigated. Although the reliability of case studies in scientific 
research is often questioned it provides a first insight into the existing relations based on 
empirical evidence. However, the number of cases analyzed is often quite small as the 
execution of a case study is a time-consuming process. For this research only 3 cases of every 
sector are analyzed. The outcomes of the qualitative analyses entirely rely on these selected 
cases. Due to the limited number of cases the output may become less valid. The in-depth 
analysis, for example, is already performed if a specific collaboration occurs at only two out 
of three cases. The scores of only two recipients may represent a relation. In addition, the 
validity of categorisations used to interpret the scores interms of the existence of a relation 
will be low. The small number of cases and the arguments for the categorisation affect the 
quality of the research method applied.   
 
Data & Results 
All results for the life sciences and the media & entertainment are derived from the data of six 
cases investigated, i.e. entrepreneurs. The selection of these cases is a rather difficult and 
time-consuming activity. Two major aspects make the selection process quite complicated. 
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First, it is currently very hard to find an experienced entrepreneur in a sector wherein 
supporting organizations already operate in the first phase of the start-up process. Especially 
in the life sciences this problem occurs due to the long average start-up period and short 
existence of the supporting organizations and of the SKE-program. Some of the analyzed 
entrepreneurs did not finish the start-up process entirely yet. Secondly, because the 
development of TTO’s and start-ups in the life sciences sector happened simultaneously some 
entrepreneurs seem to function in both organizations. This makes the analysis of the 
collaboration between the TTO and the start-up rather complex. Nevertheless, the interviews 
produced much relevant information and include a broad perspective. For every sector the 
minimum of three case studies are executed. Due to the small amount of cases the data is 
influenced very easily. Although the final scores are determined by the interviewer (small) 
errors in the interpretations have drastic consequences. 
The data and results on the life sciences sector focus only on dedicated life sciences start-ups. 
The term ‘life sciences’ is very broad and definitions should not be mixed up. The analyzed 
cases pursued a bio-medical technological venture.  
The data and results on the media & entertainment cases are obtained from entrepreneurs that 
collaborate with a non-profit incubator. It should be noted that the entrepreneurial 
collaboration specific findings may not be representative for every type of incubator. The 
cases of this sector are characterized by ICT/media and/or (serious) gaming. The applicability 
of conclusions drawn for the entire media & entertainment sector becomes then questionable.  
The data and results of the fashion & design sector are based on interviews with several sector 
experts. The research provides a first insight into entrepreneurial collaboration in the fashion 
& design sector. Due to the more superficial character of this analysis the reliability and 
validity of the findings for this third sector remains unknown.   
All outcomes, implications and recommendations of the research are based on the data of six 
cases in the Amsterdam area. The findings are therefore not representative for other regional 
innovation systems. For the recommendations some examples of a particular sector are used 
to underpin opportunities of another sector. It must be emphasized that trans-sector 
explanations are used only with extreme caution.   
 
Issues for further research 
The research is a first attempt to create insight into how early entrepreneurial collaboration 
functions in the life sciences, media & entertainment and the fashion & design sectors. Due to 
the short existence of the supporting organizations the results should be considered as 
tentative. To improve the reliability of the case specific results more cases must be 
investigated. More research into the life sciences and media & entertainment sectors should 
strengthen the findings. To sustain the entrepreneurial collaboration findings of the fashion & 
design sector this research should be resumed when the sector is more mature regarding 
collaborations of entrepreneurs in general. In the future when many cases are explored 
statistical analysis should also be applied to test the existence of the relations found and 
investigate correlations between them. 
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Chapter 8: Conclusions 
To formulate accurate conclusions the main question of the research presented in the 
introduction is repeated below. For the related sub-questions specific additional conclusions 
are derived.   
 
How can the activities of organizations supporting start-ups in the life sciences, media & 
entertainment and fashion & design sectors be improved through entrepreneurial 
collaboration during the first phases of the start-up process? 
 
From the (in-depth) analysis, sector specific implications for collaboration at the micro-level 
are discovered. The conclusions comprise sector specific recommendations that are based on 
assessed characteristics of the entrepreneurs’ collaboration process. Remarkable differences 
between the investigated sectors and common characteristics of the sectors are discussed.  
 
Life sciences 
According to the life sciences sector results the SKE program is an effective instrument when 
multiple spin-offs emerge. The financial impulses for life sciences start-ups offered by the 
SKE program and the assistance of the supporting TTO’s comprise together services to 
overcome the crucial first phase of the start-up process for several years now. The SKE-
program provides the financial needs and the TTO assists the inventor at the beginning. The 
independence and extensive experiences (including wide networks) of the team members and 
the linearity of the start-up process reduces the complexity of the entrepreneurs’ collaboration 
process. The life sciences start-up process contains a very long trajectory (8 + years) wherein 
several required steps and obstacles are recognized. Technological learning and testing are 
two crucial aspects that must be executed precisely. Networking is less important because the 
life sciences start-up (inventor & director) is very mature and knows exactly with whom to 
collaborate on technological issues. The business aspects are performed by an external 
consultant at the beginning and pursued by the business director further during the start-up 
process. These business partners are also responsible for the development of the business 
plan. The life sciences start-up business plan is a functional and living document that is 
constantly adjusted for the appliance for new finances.    
Besides subsidies and early support in phase 1 little other additional support will increase the 
survival of life sciences start-ups. Though, one current problem is emphasized by the 
analyzed start-ups. For the establishment of the spin-off, office (and lab) facilities are required 
that are hardly present. The spin-off director prefers a location close to the research institute 
where the venture originated from. Solutions for these location problems must still be found.     
      
Media & entertainment 
In the media & entertainment sector it remains unclear what the exact added value of the 
ICREA subsidies is. It is also not clear what the role of the incubator herein is. Although 
some of the analyzed start-ups did mention that a subsidy is applied for the urgency of such a 
financial impulse for survival seems insignificant. Because of the small amount of money in 
each subsidy and the short time period of the start-up process the financial impulse is less 
effective. Noteworthy, some media & entertainment stakeholders mentioned that the subsidies 
for this sector have been enlarged recently.  
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The recognized marketing knowledge gap between graduation and starting an 
entrepreneurship must be closed. Firstly, educational workshops and other business support 
activities should be provided during this period. Second, according to this research the early 
involvement of investors also contributes to business learning. The media & entertainment 
entrepreneur must learn the necessary business skills by attending such events. This will also 
stimulate networking which is very important to the media & entertainment start-up. Multiple 
contacts with the SME’s supportive organization Syntes has also proved to be useful for the 
development of networks.    
Another interesting character of the media & entertainment start-up is the continuous change 
of the technology and market targets during the start-up process. Due to their creative and 
open-minded character they have a high level of adaptability. The start-up trajectory is very 
interactive and cyclical processes are recognized. However, the entrepreneurs currently 
experience these aspects during the start-up process. The research results also indicate that 
graduates have less intentions regarding technological collaboration. A more acceptable 
attitude towards technological change at the beginning of the process increases the start-up 
process’ efficiency.  
The presence of a non-profit incubator has a major positive effect on the efficiency of the 
entrepreneurs’ collaboration process. The inexperienced character of the entrepreneur and the 
interactivity required in the non-linear entrepreneurs’ collaboration process makes the media 
& entertainment venturing otherwise very complex. The business plan functions as a 
stimulator of learning because it forces the entrepreneur constantly to rethink its goals and 
opportunities. It is a sector that probably will always need entrepreneurial support as learning 
and networking is very intense.    
 
Fashion & design 
Because of a large variety of fashion & design entrepreneurs and an limited view of how 
subsidies (ICREA) are used exactly during start-up processes it is difficult to draw accurate 
conclusions. However, several major implications that are currently present and some 
interesting fashion & design characteristics were recognized. Unlike the life sciences and the 
media entertainment, the subsidy is granted for fashion shows executed at the end of phase 1 
of the start-up process. The pre-seed subsidy for the life sciences start-ups and the ICREA 
subsidy for the media & entertainment start-ups both have an explicit start-up focus. Within 
the fashion & design sector the subsidy is applied for when the final step of becoming an 
entrepreneur is made instead. The impact of the fashion & design subsidies is quite different 
and overlooks its original goals.  
An enormous knowledge gap is also recognized in the fashion & design sector. However, this 
gap is more difficult to close as multiple problems occur. The results indicate that the support 
must be improved and that the attitude of the entrepreneur should change. The fashion & 
design educations should provide courses that include business skills. Fashion & design 
workshops and events are already available but may be increased. The research findings 
emphasize that the attitude, i.e. personality, of the entrepreneur is the main complication. 
They often only focus on the designing and showing of a collection. The fashion & design 
entrepreneur must become more receptive regarding external advices and he/she should 
perceive a more business awareness attitude. These aspects are both necessary to become 
successful. Nevertheless, the research findings indicate that the entire period before showing 
the collection is more important for becoming a successful fashion & design entrepreneur. 
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The achievement of business awareness is the key to escape the eternal cyclical exposition 
process.  
The business plan is hardly used by the fashion & design entrepreneur. In the life sciences and 
the media & entertainment sector the business plan is a continuously adjusted document that 
stimulates the entrepreneur to learn the necessary business skills. A fashion & design start-up 
business plan contributes to strategy making and structuring of the business aspects.   
A final issue that characterizes the fashion & design entrepreneur is that he/she often has little 
finances available. This makes the search for an attractive location and the attraction of an 
external business consultant very difficult.  

 
Comparison of sectors and future challenges 
The case study research has created some interesting sector specific findings. The sectors 
show similarities and differences. The length of the start-up period is significantly shorter for 
the media & entertainment entrepreneur. The life sciences start-up is still the most linear of 
all. Within the fashion & design start-up process interactivity is present but it also has a step-
by step character. The media & entertainment start-up process is very interactive and requires 
a high level of adaptability. And finally, the personality of the entrepreneurs only seems to be 
relevant in the media & entertainment and the fashion & design sectors. 
To summarize, the two major issues that have to be tackled are the knowledge gaps and the 
location problems. To overcome the knowledge gaps of the media & entertainment and the 
fashion & design sectors more research on potential solutions has to be pursued. To solve the 
location problems of the life sciences and fashion & design sectors research on geographic 
solutions may help. The possibilities of an incubator in both sectors could also be 
investigated. The latest statistics published emphasize that the number of entrepreneurs has 
increased from 100,000 to over 140,000 in the Amsterdam Metropolitan Area for the past ten 
years (Regioplan Beleidsonderzoek, 2009). And this research also mentions that entrepreneurs 
will survive the financial crisis more easily than established enterprises. The support for 
entrepreneurs should thus be maintained and enlarged.  
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Appendix IIIa: Results case 1      
      IIIa  
Arthrogen BV was founded in 2005 as a joint venture between the Dubai Bone & Joint Center 
(DBAJ) in the United Arab Emirates and the Academic Medical Center (AMC) in 
Amsterdam, the Netherlands. Arthrogen is working on the development of innovative local 
gene therapy for patients with rheumatoid arthritis. The stable transfer of a therapeutic gene to 
a joint allows intra-articular synthesis of the protein at the site of inflammation for a sustained 
period of time, without significant systemic side-effects. The main focus is on disease-
regulated expression of therapeutic genes using adeno-associated virus (AAV) as vector. The 
core business is the development of new, optimized vectors and the validation of therapeutic 
genes in animal models of arthritis and in human. Eventually, the products will be made 
available for clinical practice, through the marketing services of a large partner.  
 

          IIIai 
Life Sciences Case 1 

Pers. characteristics 
(Part I) 

Scores 

Question 1:  Jan 2005 
2 PhD 
3 5 
4 50 %  
5 5 
6 1 
7 1 
8 5 
9 4 
10 4 
11 3 
12 5 
13 5 
14 Jan 2005 tot Nu (voortdurend 

bijhouden) 
 

      IIIa ii 
Life Sciences Case 1 

Samenwerkings-relaties 
 (Part II) 

Partner: Doel: 

       1 (begin) AMC                  (vanaf begin tot nu) Gebruik faciliteiten 
       2        AMC (TTO)         (vanaf begin tot nu) Coaching octrooi aanvraag, contract 

sluiten faciliteiten 
       3 Bone & Joint Centre (Dubai)  

                            (vanaf begin tot nu) 
Joint venture (Investering) 

       4 INSERM (France)   
                            (vanaf begin tot nu) 

Reumatologisch onderzoeks instituut, 
werkt al geruime tijd samen met AMC op 
dit gebied 

       5 Galapalos NV    (vanaf Maart 2007) Gezamenlijk vinden nieuwe van 
geneesmiddelen reuma 

       6 Interactie met Bio technology bedrijven 
(contstant van begin tot nu) 

 

       Toekomst:   
       7 Bone & Joint Centre (Dubai)  

Reumatologie kliniek 
Intensiever samenwerken m.b.t. 
onderzoeks resultaten 
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       IIIa iii  

Life Sciences Case 1 
Samenwerking 
 (Part III) 

AMC  
faciliteiten 

AMC (TTO)          Bone & Joint Centre 
(Dubai)  

1 Ontstaan uit 
AMC 

Niet BKT 
(TTO) 

Niet Zelfstandig Volledig 

2 5 5 1 
3 5 5 5 
4 2 5 2 
5 1 2 1 
6 5 5 5 
7 5 5 5 
8 5 5 5 
9 5 5 4 
10 5 5 3 

Indien TTO partner:    
11  5  
12  5  

 
        IIIaiii  

Life Sciences Case 1 
Samenwerking 
 (Part III) 

INSERM Galapalos NV     

1 Toeval AMC Zelfstandig Volledig 
2 1 5 
3 5 5 
4 1 1 
5 1 5 
6 5 5 
7 5 5 
8 4 4 
9 5 5 
10 3 5 

 

           IIIaiv 
Life Sciences Case 1 

TTO algemeen (Part IV)  
1 5 
2 5 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 3 
2 17 
3 0 – 20.000 
4 0 > 100.000 
5 0 > 100.000 
6 1 

1 
7 0 0 0 0 0 0 0 0 0 0 0  0   

        
                    IIIav 
Life 
Sciences 

Case 1 

Deel Opvallende/relevante opmerkingen 
Algemeen Arthrogen is uit het AMC voortgekomen, een hoogleraar reumatologie kwam met uitvinding. Het TTO heeft 

de financiering proberen te regelen in begin, uiteindelijk heeft de hoogleraar dit zelf verworven. Dhr van Oort 
is vanaf het begin gevraagd omdat directeur te worden van Arthrogen. 

I Ongeveer 50 % van de tijd van Dhr. van Oort wordt besteed aan Arthrogen. Hij heeft een eigen consultancy 
gehad voor 17 jaar en heeft dus veel ervaring met het adviseren van ondernemers. Ook heeft hij inzicht in 
kennisovergang in de life sciences, dit is een doelstelling van TTO. De gemiddelde duur van de 
ondernemingsfase totdat product klaar is is ongeveer 10 jaar in de life sciences. Dit geldt in ieder geval voor 
Arthrogen. Het bepalen van het marktpotentieel is nodig vanaf begin, maar samenwerken met externe partijen 
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op technisch gebied is vanaf het eerste moment niet noodzakelijk. De AMC faciliteiten voldoen namelijk in 
het begin (veel technische kennis in huis). Het bepalen van de marktpotentie is vanaf het begin gedaan door 
externe partijen. De echte marktintroductie vind mogelijk pas over 8 jaar of eerder plaats. Het business plan 
moet voortdurend worden bijhouden, het is vanaf het begin geschreven. Het  businessplan is nooit af, de 
wereld is namelijk in beweging 
Over 2,5 jaar is de doelstelling om met grote partijen te gaan praten voor meer financiering, dan is het product 
overigens nog niet klaar. 

II Zoals in het schema van deel II staat weergegeven zijn de eerste vier partners: AMC, BKT, Dubai en 
INSERM vanaf het eerste moment tot nu betrokken. In een later stadium is Galapalos benaderd voor 
samenwerking.   

III De samenwerking met het AMC betreft het gebruik van faciliteiten gedurende het gehele ondernemings 
proces. Met Dubai is contact vanaf dag 1 en daar zit ook een reumakliniek. Zodra de patiënten behandeling 
start zal meer uitwisseling van de onderzoeksresultaten plaatsvinden. De investering komt van Dubai en het 
AMC. Het is een gezamenlijk research traject, een joint venture met Dubai. Bij alle contracten met het AMC 
is het TTO betrokken. Het TTO focused meer zich meer op AMC projecten, meer tijd en geld gaat naar de 
periode van het starten van onderneming, d.w.z. het vinden van juiste persoon bij de vinding van het AMC. 
Nadat de onderzoeker een vinding heeft gedaan laat hij het ondernemen vaak over aan een zakelijk directeur. 
Een wetenschapper wil in zijn vak blijven, wetenschappelijk directeur willen ze meestal wel zijn. De 
interactie met bio technologische bedrijven vinden constant plaats vanaf het begin met als doel om 
voortdurend naar nieuwe mogelijkheden te zoeken. Bij al het contact met het AMC is de heer van Oort zelf de 
key-individual, het contact is dagelijks tussen de ondernemer en het TTO (liggen naast elkaar). Op dit 
moment is Dubai puur investeerder (heeft technische kennis) maar in de toekomst wordt de reumakliniek daar 
ook voor patiënten behandeling gebruikt. Het MC daar is redelijk groot, ook is het zeer groeiend. Er is 
dagelijkse interactie met Dubai en de businesskennis overdracht is zeer inhoudelijk. De grootste kennis 
overdracht moet echter nog komen in de toekomst aan de hand van behandelingen (klinisch testen). De 
samenwerking met Galapalos NV houdt in: het gezamenlijk vinden van nieuwe geneesmiddelen tegen reuma. 
De partner is een beursgenoteerd fonds. De life sciences sector is vrij transparant, er is vrijwel niemand nodig 
om de juiste partner te vinden en alle nodige informatie is via internet makkelijk beschikbaar. De ondernemer 
weet vaak precies wat er gebeurt, bv. via congressen en dergelijke. Dhr van Oort kent Galapalos (blijft 
concurrent) al veel langer. De life sciences ondernemer is een volwassen persoon, een karakteristiek is dat ze 
veel ervaring hebben. Er is maandelijks contact met Galapalos door het gezamenlijk onderzoek naar 
mogelijkheden en het selecteren welke mogelijkheden nuttig zijn. Er is veel kennis verworven d.m.v. deze 
samenwerking. Inserm is ook een reumatologisch instituut en werkt op kleine delen met Arthrogen samen. 
Inserm heeft al 12 jaar samenwerking met het AMC wat van beide kanten kennis oplevert. Contractueel wordt 
alles aan elkaar overgedragen en eventueel toekomstige doorbraken worden als gezamenlijk naar buiten 
gebracht. Ook hier geldt dat de grootste kennis overdracht nog komt in de toekomst. NIH: hiervan is alleen 
licentie van technologie gekocht, zij hebben 1100 octrooien op website staan en 1 daarvan is gekocht.  
Er zit bij het TTO een octrooideskundige (dit is uniek) en deze persoon is gedurende het gehele proces coach 
geweest voor Arthrogen op dit gebied. De persoon is zeer betrokken en bezit ook marktkennis, soms is er zeer 
inhoudelijke dagelijks interactie. 

IV De TTO werknemers hebben vaak 10 jaar business ervaring en kunnen eventueel nog wat bijdragen aan de 
ondernemer. De services van het TTO zijn zeer toegankelijk, hierbij moet worden vermeld dat het TTO zich 
voornamelijk focused op het linken van een directeur aan de onderneming. 

V Arthrogen verkoopt niks, het doel is doorgaand onderzoek waarbij ze leven van de kapitaalinjectie uit Dubai. 
Dhr. v Oort heeft 8 ondernemingen parttime mede opgericht. Door zijn eigen adviesbureau is het altijd  
parttime gebleven tot 2000. Voor life sciences is een groot gebouw, infrastructuur nodig. De life sciences 
sector kan alleen maar bestaan dankzij samenwerken en business development. Netwerken is ook heel 
belangrijk en bouw je rustig op. Je begint meestal met een vrij smalle uitvinding en ontwikkeld dit door 
waarbij steeds meer mensen (samenwerkingen) nodig zijn. Tijdens de eerste fase is het erkennen wat je in 
huis hebt en de bescherming hiervan essentieel. Daarna vind samenwerken interactief plaats in het ontwikkel 
proces. 
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Appendix IIIb: Results case 2     
      IIIb 
The spin-off is developing an improved diagnostic product for bio-marker testing. The bio-
marker, chitotriosidase, is an enzyme produced by activated macrophages. In the plasma of 
patients suffering from Gaucher disease, chitotriosidase activity is markedly elevated. The test 
thus indicates the need for more or less therapy treatment. The provided kit contains 
everything needed to perform a reliable test for monitoring the progression of this rare 
disease. It is expected that the improved diagnostic test can also be used for other diseases, 
like Rheumatoid Arthritis.  
          IIIbi 

Life Sciences Case 2 
Pers. characteristics 
(Part I) 

Scores 

Question 1:  Mrt 2006 (preseed 
lening) 

2 WO 
3 3 
4 80 % 
5 5 
6 1 
7 2 
8 4 
9 5 
10 4 
11 5 
12 5 
13 2 
14 Mrt ‘06 - nu, 1jaar rustig.  

Mei ‘08 �  business plan 
begonnen 

      

        IIIbii 
Life Sciences Case 2 

Samenwerkings-
relaties 
 (Part II) 

Partner: Doel: 

       1 (begin) AMC Vinding door onderzoeker 
       2        TTO (AMC)  Octrooi, contracten en netwerken 
       3 SKE subsidie programma (iamstarter) Preseed lening 100.000 
       4 Ondernemer Overall coördinatie en oprichten bedrijf 
       5 Coach/Consultant Businessplan en voorbereiding 
       6 Industrieel biotechnische partner Productie  

Toekomst:   
       7 Incubator Faciliteiten en vestiging  
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 IIIb iii  
Life Sciences Case 2 

Samenwerking 
 (Part III) 

AMC TTO (AMC) SKE subsidie programma 
(iamstarter) 

1 NVT. NVT. Via AMC Niet Via AMC Niet 
2 5 5 5 
3 5 5 2 
4 4 5 1 
5 5 5 1 
6 5 5 5 
7 5 5 Nvt. 
8 5 Nvt. 2 
9 5 4 5 
10 5 5 1 

Indien TTO partner:    
11  Nvt.  
12  2 (Nvt.)  

 
        IIIbiii  

Life Sciences Case 2 
Samenwerking 
 (Part III) 

Ondernemer Coach/Consultant Industrieel partner 

1 TTO 
netwerk 

Niet Eigen sociaal 
netwerk 

Niet Zelfstandig Niet 

2 1 1 1 
3 5 5 5 
4 5 5 5 
5 5 3 3 (meeste komt nog) 
6 5 5 5 
7 5 5 5 
8 5 3 3 (wordt meer) 
9 Nvt. 4 3 (wordt meer) 
10 Nvt. 5 2 

 
   IIIbiv 

Life Sciences Case 2 
TTO algemeen (Part IV)  

1 5 
2 5 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 0,2 + 0,2 
2 0 (over half jaar fulltime) 
3 0 – 20.000 
4 50.0000 – 100.000 
5 50.0000 – 100.000 
6 1 

 
7 0 0 0 0 0 0 0 0 0 0 0 0   

    
             IIIbv 

Life 
Sciences 

Case 2 

Deel Opvallende/relevante opmerkingen (Comments) 
Algemeen De geïnterviewde is deels met de onderneming bezig en beslist nog hoeveel tijd er in de toekomst in wordt 

gestoken. Het gaat hier over de business directeur en niet de wetenschappelijke directeur. Uiteindelijk is het 
de bedoeling om er fulltime mee bezig te zijn. Er is een octrooi op het substraat en een op het bijgeleverde 
recombinant enzym. Het business plan is vanaf moment één geschreven maar blijft een levend document. Bij 
elke financiële aanvraag wordt het weer aangescherpt. De start datum van het beginnen met ondernemen (Pre-
seed lening aanvraag) was Maart 2006. Dit begon met een presentatie voor expert panel voor toekenning 
hiervan. Je krijgt ook een scout bij dit proces. Een ingehuurde coach helpt bij het oprichten. Al het nodige 
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onderzoek kan worden uitbesteed of zelfstandig gedaan worden. Het meeste van de pre-seed lening gaat 
uiteindelijk hieraan op, inclusief het schrijven van het businessplan.  
Het TTO blijft hier vaak buiten en moet zijn link tussen de universiteit en spin-offs behouden, zoeken van 
mensen bij potentiële ondernemingen. De industrie willen geen early opportunities, vandaar dat spin-offs 
genereren beste optie is ter overbrugging. Het SKE programma is op zich een succes alleen komt het ook 
vaak voor dat hiervan geen gebruik wordt gemaakt. De onderzoeker haakt vaak af en de ervaren ondernemer 
neemt het start-up proces over. Er zijn opleidingen geweest om de onderzoeker te stimuleren om er zelf mee 
door te gaan. De onderzoeker blijft vaak wetenschappelijk directeur. De krachten van AMC zijn immunologie 
(infectieziekten, HIV research), hart en vaatziekten, maag darm en lever.  

I De geïnterviewde heeft medische biologie gestudeerd en heeft de ondernemingsdrang altijd gehad. TTO 
medewerkers hebben ervaring in de business en zijn dus gekwalificeerd om een ondernemer te worden. Naast 
medische biologie heeft de geïnterviewde ook marketing opleidingen gedaan plus 13 jaar bedrijfservaring in 
biotech. Op dit moment besteed de geïnterviewde een halve dag per week aan De onderneming, maar met het 
doel om in de toekomst fulltime daar mee bezig te zijn. Voorlopig blijft De onderneming klein omdat de 
focus op een zeldzame ziekte is. Het grote biotech concern die de therapie wil zo snel mogelijk de kit op de 
markt zien. De spin-off en het AMC werken samen op technisch gebied om dit te realiseren. Met het grote 
concern wordt op gebied van marktintroductie samengewerkt. Promotie activiteiten worden ook gedaan. In 
Maart 2008 is de pre-seed lening volledig toegekend en is het startproces definitief begonnen. Het heeft een 
jaar stilgestaan. Het definitieve businessplan komt nog, in Mei 2008 is hiermee begonnen. Onderzoeker en 
ondernemer starten de onderneming naast hun reguliere baan wat voor vertraging zorgt.  

II De meeste partners zijn actief gedurende het gehele start-up proces, alleen het SKE-programma is in het begin 
betrokken en later niet meer.  

III De wettelijke eigendomsrechten liggen bij het AMC, deze samenwerking blijven gedurende het start-up 
proces. Licentie wordt gegeven aan De onderneming. Het AMC bezit zowel technologische als marktkennis 
(binnen TTO en andere ervaren AMC medewerkers). Het AMC en het TTO wil juist kennis 
commercialiseren.  
In dit geval gaat het om een substraat, hier zijn niet heel veel faciliteiten nodig. Er is vraag naar een incubator 
vooral voor huisvesting en de voordelen van bij elkaar zitten. Dit is echter lastig omdat zekerheid van spin-
offs voor de komende jaren niet volledig is. Over paar jaar kan dit minder worden namelijk. 
De TTO manager is minder betrokken maar dit is ook niet heel erg wenselijk. Er is direct gebruik gemaakt 
van het SKE programma, in principe hebben zij alleen een financiële injectie gegeven. Er wordt wel 
gerapporteerd via het TTO over de vorderingen (2 x per jaar).  
De onderzoeker heeft veel invloed op het kiezen van de ondernemer/ business directeur. 
De coach/consultant heeft met zijn ondernemingskennis op diagnostisch gebied meegeholpen aan het 
businessplan en de voorbereiding voor de marktgoedkeuring. Via het eigen netwerk komen bijna alle relaties 
tot stand, zo ook deze. Een groot deel van de pre-seed gaat hieraan op. Een dusdanig persoon is noodzakelijk 
voor het life sciences ondernemingsproces. Er is veel vraag naar een incubator in het Medical Business Park, 
ruimte en plannen zijn er alleen gebeurt er weinig,  
Het biotech concern wil het product in hun eigen niche markt verkopen. De industrie partner streeft constant 
naar meer vooruitgang. Ze hebben zowel een therapie als een diagnostiek poot. De naam van het concern 
willen ze juist niet op de kit hebben omdat dat mogelijk conflict of interest geeft. In het begin en tijdens het 
stille jaar was er weinig interactie, in de toekomst wordt de interactie en kennisuitwisseling intensiever. De 
services sluiten ook goed aan. 

IV Over het algemeen zijn alle onderzoekers zeer tevreden over de samenwerking met het TTO. Het SKE 
programma van technopartner is zeer behulpzaam geweest voor de onderneming. Voor de life sciences zijn 
echter wel grotere bedragen nodig. Het programma is een springplank voordat ondernemers naar het onlangs 
opgezette life sciences fund Amsterdam. De eerste pre-seed lening is eigenlijk op het TTO gericht voor 
onderzoek naar potentie van een bepaald idee. 

V In Leiden is de incubator beter ontwikkeld met het Biopartner + ABC gebouw, het gehele science park is 
gecentraliseerd. In Amsterdam is alles versnipperd. Het science park in Amsterdam heeft voordelen maar 
dichtbij de universiteit geeft ook voordelen, vooral in de start-up fase. 
De SKE pre-seed lening is een ton, mede betaald door AMC, en dit wordt verstrekt in begin van start-up fase. 
AMC deed in verleden ook de vervolgende seed leningen (0,5-2 miljoen). Dit zal nu vanuit Life Sciences 
fonds Amsterdam komen. Hierna kom je bij VC’s terecht. 
Amsterdam vind life sciences belangrijk en focused zich nu op het science park. Het is echter lastig om de 
VuMC en AMC spin-offs daar te laten vestigen.  
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Appendix IIIc: Results case 3     
      IIIc  
Coronary artery disease is caused by the formation of atherosclerotic plaques in coronary 
arteries that obstruct normal blood flow. The interventional cardiologist restores the lumen by 
intravascular balloon-angioplasty and subsequent placement of a stent. However, re-occlusion 
of the stented artery (in-stent restenosis) is a serious clinical problem after stent placement. 
Current drug-eluting stents (DES) utilize cytostatic compounds released from biostable stent 
coatings to inhibit in-stent restenosis. Although these DES show unsurpassed efficacy to 
prevent restenosis their major limitation includes the non-cell specificity of the cytostatic 
drugs and the insufficient long-term biocompatibility of the biostable coatings, which enhance 
the risk of late thrombosis. The present project is in response to the clinical need for new-
generation DES. Its main objective is to develop novel DES capable of inhibiting restenosis 
and preventing late thrombosis. Bioresorbable coatings minimize the risk of late thrombosis 
since they are completely resorbed after completion of drug delivery, thus outperforming the 
current DES. The success of the spin-off AmCath, which is still in the making, will bring 
about a major technological/clinical breakthrough in DES, as it will eliminate the risks 
associated with biostable coatings. This Next Generation Drug Eluting Stent Concept thus 
includes a more Effective Treatment of Restenosis and Prevention of Late Thrombosis.  

          IIIci 
Life sciences Case 3 

Pers. characteristics 
(Part I) 

scores 

Question 1:  Okt 2007 
2 PhD 
3 5 
4 80 % 
5 5 
6 1 
7 4 
8 2 
9 5 
10 5 
11 5 
12 1 
13 1 
14 Okt 2007 - Nu 

      IIIc ii 
Life sciences Case 3 

Samenwerkings-
relaties (Part II) 

Partner: Doel: 

       1 (begin) Coating specialist Coating ontwikkeling 
       2        Stent producer Stent productie 
       3 AMC (TTO) Netwerken en  contracten voor faciliteiten 
       4 SKE programma Preseed lening toekenning 
       5 External coach Investerings en business coach 
       6 Externe IPR adviseurs Advies op Patenteren 
       7 (niet echt       
           relatie) 

Biomedical Materials Programs (BMM) Stimulerend onderzoeksprogramma met netwerk 
voor life sciences ondernemers. o.a. 
Hartstichting betrokken 
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IIIc iii  

 
      IIIciii  

Life sciences Case 3 
Samenwerking 
 (Part III) 

SKE programma External coach Externe IPR adviseurs 

1 TTO Niet Eigen 
sociaal 
netwerk 

Niet TTO/SKE Boven 
verwachting 

2 1 5 5 
3 5 1 5 
4 5 5 5 
5 3 5 4 
6 5 5 5 
7 5 5 5 
8 1 5 3 
9 5 5 5 
10 5 5 5 

 
          IIIciv 

Life sciences Case 3 
TTO algemeen (Part IV)  

1 3 
2 4 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 0.2 + 0.2 + 0.2 
2 0.2 + 0.2 + 0.2 + 0.3 + 0.8 
3 > 100.000 
4 0 – 20.000 
5 > 100.000 
6 1 

0 
7 0 0 0 0 0 0 0 0 0 0 0 0   

 
 
 
 
       
 

Life sciences Case 3 
Samenwerking 
 (Part III) 

Coating specialist Stent producer AMC (TTO) 

1 Stent 
producer 

Voldoende TTO Voldoende Onderdeel 
van AMC 

Niet 

2 1 1 5 
3 5 5 4 
4 5 5 4 
5 1 1 3 
6 5 5 5 
7 5 5 3 
8 5 4 5 
9 5 5 5 
10 5 4 5 

Indien TTO partner:    
11   4 

12   Nvt. 
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 IIIcv 
Life 
sciences 

Case 3 

Deel Opvallende/relevante opmerkingen (Comments) 
Algemeen Doel: het ontwikkeling van een drug-eluting stent die de groei van gladde spiercellen remt en gelijktijdig de 

groei van endotheelcellen stimuleert.  

I De preseed lening is aangevraagd in oktober 2007, er is echter al eerder nagedacht over het starten met de 
vinding. Vanaf Juni 2007 is met een coach de presentatie voor het SKE panel voorbereid. Met de verkregen 
lening is diezelfde coach aangebleven. Het is de bedoeling dat het uiteindelijk een spin-off wordt waarvan de 
geïnterviewde voorlopig wetenschappelijk directeur is. Op dit moment werkt de geïnterviewde en een 
Cardioloog 20 % van hun tijd aan de start-up. De coach ongeveer 30 % en er komt een persoon in het lab te 
staan voor 80 %. Er zal naast deze personen ook uiteindelijk een zakelijke directeur worden aangetrokken.  
Het AMC levert lab faciliteiten en liquide middelen in het begin en via het TTO worden de contracten 
afgesloten. Hier staat tegenover het feit dat AMC voor het grootste deel eigenaar blijft. De uitvinders krijgen 
ongeveer 5 %. Het patent is ook in licentie gegeven door het AMC. 
Er is veel zekerheid over het technisch potentieel en het markt potentieel van de vinding. Op technische gebied 
samenwerken is essentieel. Op het gebied van marktintroductie is nog geen drang om samen te werken, het is 
nog in een vroeg stadium. De cardioloog heeft ook al enige kennis van de markt.  
Het businessplan is een dynamisch iets. Voor de aanvraag van de Preseed lening vul je een soort formulier in 
waarin de kernwaarden en doelen staan, dit is het begin van het businessplan. Dit plan wordt steeds aangepast, 
bij elke stap van de onderneming. Het plan is op dit moment gericht op de komende drie jaar. De verwachting 
is dat er binnen deze periode de eerste klinische testen gedaan worden.  

II De preseed lening wordt gebruikt voor patent assistentie en het schrijven van het businessplan, maar ook voor 
proeven. De hartstichting levert ook financiering voor doorgaand onderzoek. De onderneming en hartstichting 
zijn beide onderdeel van het Biomedical materials program (BMM) dat de instellingen aan het bedrijfsleven 
aan elkaar linkt. Er is ook een nog een poging gedaan bij de technologiestichting STW, uiteindelijk is toch 
besloten om het zelf (AMC) in een spin-off om te zetten. 
De partners staan chronologische in de lijst. De onderneming is nog echt in de het begin van het start-up proces.  

III De coating specialist is goed in het ontwikkelen van bio afbreekbare coatings. Uiteindelijk is het de 
verwachting dat the coating specialist bijdraagt aan de business development. Het is de bedoeling dat de 
coating specialist terugbetaalt wordt door het krijgen van een deel van de revenu’s van de onderneming. 
De stent producent levert en fabriceert aanpasbare stents (met of zonder coating/ballon).  Het is de bedoeling 
dat ook de stent producent terugbetaalt wordt door het krijgen van een deel van de revenu’s van de 
onderneming. Door hun betrokkenheid gaan ze wellicht in de toekomst meer bijdragen aan business 
development. Op dit moment is er nog niet heel veel contact maar dit wordt meer als de coating ontwikkeld is.  
Het TTO is belangrijk geweest voor het schrijven van het patent en het beginnende businessplan nodig voor het 
SKE-programma. Het TTO heeft ook een netwerk en coaching functie. Bij de faciliteiten/services van het TTO 
is goede begeleiding aanwezig. 
Het panel, dat een zeer heterogene groep bevat, van het SKE-programma geeft direct advies op het moment van 
de presentatie. Dit is een duw in de goede richting. Het geeft de ondernemer de keus om later gebruik van te 
maken van de aanwezige specialisten. Alleen voor patent advies is gebruik gemaakt van het aangeboden 
netwerk.  
De externe coach is de persoonlijke onafhankelijke coach die vanaf juni 2007 betrokken is. Hij heeft geholpen 
bij alles op businessgebied. Interactie tussen de cardioloog, de geïnterviewde en de externe coach zijn zeer 
frequent.  
Met de SKE-financiën zijn second opinions van patent specialisten verworven. Deze hebben veel 
technologische kennis en markt kennis. In de toekomst wordt een vast iemand aangesteld die helpt met de IP 
strategie. Deze contacten zijn wisselend, de ene keer wat meer/minder dan anders. De interacties hebben echt 
heel veel kennis opgebracht. 
Er is verder ook contact geweest met andere start-ups om bijvoorbeeld business modellen uit te wisselen. Deze 
contacten zijn vrijblijvend interacties (niet heel diepgaand) wat voor input en reflectie zorgt. Ook zorgt dit voor 
het uitbreiden van het netwerk. De coach regelt en onderhoudt deze contacten.  
Voor het verkrijgen van financiering van de hartstichting en BMM moet er een actief samenwerkingsnetwerk 
gecreëerd zijn. BMM selecteert de kanshebbers en begeleid ondernemers ook met creëren van het netwerk.  

IV Hetgeen wat het TTO doet doen ze goed maar wat nou precies de TTO taken zijn is enigszins verwarrend. Bij 
het geven van advies wordt logischerwijs de AMC visie gehanteerd.  

V De combinatie van de drie expertises (drie personen) is optimaal. De lab persoon (0,8) komt vanuit het BMM 
en wordt hier ook door betaald. 
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Appendix IIId: Single entrepreneurial collaborations in the life sciences
   

    IIId  
Besides the four more common collaborations of case 1, 2 and 3 explained in paragraph 5.1.3 
many other interesting partners were present at every specific case. A short description of the 
partner and the content of the collaboration are depicted in this appendix table. At the end 
some intended future partnerships are included.  

 
Partner Content of collaboration 
DDF (Drug Discovery 
Factory) 

DDF is a consultancy that assists the development of a first protocol. The 
DDF writes the first business plan for the entrepreneur 

Pharmacell Pharmacell is a biomedical industrial company that helped with production 
development 

Bone & Joint Centre 
(Dubai)  
 

Insitute with same interests as the dutch entrepreneur. A joint venture is 
started with the centre and investments achieved of Dubai 

INSERM (France)   INSERM is a rheumatologic institute that collaborates with the AMC for 
some time now 

NIH (National institute 
of Health) 

The NIH supplies many life sciences patents that can be bought.  

Galapalos NV     Galapagos is a drug discovery company with which is collaborated on 
rheumatologic topics 

Signifix  A life sciences regulatory consultancy that maintain business processes  
Coating specialist The coating specialist is a drug delivery company serving the medical 

device and pharceutical industry with advanced drug delivery systems. A 
entrepreneur involved the coating specialist to develop a coating for the 
venture 

Stent producer The stent producer is a Dutch company that produces medical devices. For 
a entrepreneur stents production is done by the stent producer 

External IPR advisors External IPR advisors are involved to explore protection possibilities 
Biomedical Materials 
Programs (BMM) 

The BioMedical Materials program (BMM ) is a public private partnership 
of universities, university medical centers and companies etc. of which an 
entrepreneurship can become part.  

Bio technology 
companies 

Other bio-technology companies is collaborated with constantly 

Industrial biotechnical 
partner 

Production partner 

Possible future 
partnerships: 

 

BruCells Brucells assists in clinical studies 
Stavac Stavac is a project that aims to develops new types DC based cancer 

vaccines 
SCS (Stem Cell 
Sciences) 

SCS is a supplier of stem cells  

Bone & Joint Centre 
clinic (Dubai)  

Centre for clinical testing 

Incubator A incubator for the life sciences is desired 
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Appendix IIIe: Results case 4      
    IIIe  

The product of case 5 is a fun exercise computer game. They use their patented ‘motion 
tracking device system’, which is currently developed, in combination with software that 
includes audiovisual instructions and gives feedback on performance. Simultaneously they 
aim to create an online platform called VirtuaGym, a web 2.0 environment, which inspires 
and stimulates the users to exercise more frequently.  

          IIIei 

Media & entertainment Case 4 
Pers. characteristics 
(Part I) 

Scores 

Question 1:  Dec 2007 
2 3 different relevant Wo 

educations 
3 1 
4 0 hour/week 
5 4 
6 2 
7 2 
8 2 
9 5 
10 5 
11 5 
12 4 
13 3 
14 Dec 2007 – Nov 2007  

 
 

           IIIeii 
Media & 

entertainment 
Case 4 

Samenwerkings-
relaties 
 (Part II) 

Partner: Doel: 

       1 (begin) Pcb ontwerpbureau Productie printplaat (hardware) 
       2        Industrieel ontwerpbureau Industriële vormgeving 
       3 Investeerder Investering/ deelname in onderneming 
       4 Syntens Netwerk/advies voor starten onderneming 
       5 TNO Effectiviteits onderzoek (hun visie), afdeling kwaliteit van 

leven 
       6 Mediagilde (incubator) Faciliteiten en ondersteuning, netwerken 
       7 Media college Amsterdam Leveren van web/game design stagiaires 
       8 (eind) Elektronica concern  Kennis uitwisseling/optie tot joint venturing 

Toekomst:   
       9 Vu Amsterdam Stagiaires, opleiding human ambiance, project onderzoek 

door studenten 
       10 Hogeschool (opl. voeding en diëtiek) Wetenschappelijke check op voedingcontenten 
       11 Revelatie centrum Amsterdam Toepasbaarheidonderzoek voor revalidatie, mogelijk 

product voor toekomst 
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           IIIe ii  
Media & entertainment Case 4 

Samenwerking 
 (Part III) 

Pcb ontwerpbureau Partner: Industrieel 
ontwerpbureau 

Investeerder 

1 Eigen 
sociaal 
netwerk 

Volledig Eigen 
sociaal 
netwerk 

Volledig Eigen 
sociaal 
netwerk 

Niet 

2 1 1 1 
3 5 5 3 
4 5 5 3 
5 3 3 4 
6 5 5 4 
7 5 5 3 
8 3 3 4 
9 5 3 4 
10 4 5 5 

 
          IIIeii 

Media & entertainment Case 4 
Samenwerking 
 (Part III) 

Syntens TNO Mediagilde (incubator) 

1 Bij 
inschrijving 
KvK 

Niet Eigen 
sociaal 
netwerk 

Niet Via 
Syntens 

Niet 
(toeval) 

2 5 5 5 
3 2 5 4 
4 4 5 4 
5 5 4 4 
6 5 5 5 
7 5 5 4 
8 4 (constant) 4 5 
9 4 5 5 
10 5 5 5 

Indien incubator partner:    
11   5 
12   4 

 
                  IIIeiii  

Media & entertainment Case 4 
Samenwerking 
 (Part III) 

Media college Amsterdam Elektronica concern 

1 Internet Niet Via 
Incubator 

Gering 

2 5 2 
3 1 5 
4 1 4 
5 1 2 
6 5 4 (in 1 richting) 
7 Nvt. 1 
8 2 3 
9 Nvt. 1 4 
10 4 lange termijn 1 
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          IIIeiv 
Media & entertainment Case 4 

Incubator/TTO algemeen 
(Part IV) 

 

1 4 
2 5 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 2 fte’s 
2 3 fte’s (verwachting naar 5-

7 op korte termijn) 
3 0-20.000 
4 50.000-100.000 
5 20.000-50.000 
6 1 patent, eigen gebruik 

 
7 0 0 0 0 0 0 0 0 0 0 0  0 

    
      IIIev 
Media & 
entertainment 

Case 4 

Deel Opvallende/relevante opmerkingen (Comments) 
Algemeen Het team (beiden) zijn gestopt met hun baan omdat ze zo overtuigd waren van het product en de 

markt.  

I De relevante opleidingen van persoon 1 is Wo rechten en persoon 2 is Wo informatica + business 
school. Het team is dus erg heterogeen qua kennis. De octrooi aanvraag voor een groot deel zelf 
gedaan. Persoon 1 heeft 1 jaar werkervaring en persoon 2 heeft 2,5 jaar werkervaring. Ze zijn 
behoorlijk zelfstandig en in het bezit van veel kennis in hun sector. Op het gebied van software is 
minder samengewerkt, voor hardware (elektrotechniek) ontwikkeling zijn diverse externe partijen 
geraadpleegd. Het is namelijk een mechanisch product. Doordat het een tastbaar product is zijn ze 
vanaf het begin bewust dat marketing nodig is, het uitvoeren van marketing activiteiten is een 
constant proces. Business development activiteiten worden ook constant uitgevoerd, maar zijn niet 
gepland van te voren. Het helpt om constant open te staan voor meningen van anderen.  De 
transformatie van het puur hardware stand alone product naar de online omgeving heeft daardoor 
gedurende het ondernemingsproces plaatsgevonden. De software voor de online omgeving gaan ze 
zelf maken. Dit nieuwe hardware onafhankelijke idee maakt ze minder afhankelijk van andere 
partijen en de risico’s zijn dan minder. Bij de start is meteen begonnen met businessplan, dit o.a. voor 
een potentiële investeerders en voor een haalbaarheidsonderzoek. Het schrijven van het business plan 
is een leerproces, het dwingt je om na te denken. Hiermee beginnen in een vroege fase is wenselijk. 
De haalbaarheid spreekt voor zich met het betreffende product. 

II Chronologisch gezien klopt de tabel van deel II. Echter, de interacties met Syntens zijn in het begin 
intensiever maar vinden nog steeds plaats. 

III De prijsvergelijking bij de ontwikkeling van het ‘Printed circuit board’ is essentieel, hiervoor zijn 
diverse offertes aangevraagd. Bij de definitieve keuze is vooral nagedacht over de link van de product 
specificaties aan ervaring van ontwerpbureau. Ook bij het bepalen van business development 
mogelijkheden helpen offertes. De industrieel ontwerper had veel ervaring met kleine mechanische 
producten. De ontwikkeling van het product is nog niet volledig gebeurd. Als de investering binnen is 
komen ze nog terug bij de industrieel ontwerper. Het praten met investeerder in vroege fase heeft 
geen financieel succes opgeleverd maar was wel heel leerzaam. Hierdoor zijn wel veel contacten 
gelegd en is het netwerk uitgebreid. De investeerder heeft namelijk ook een grote partner 
geadviseerd. De subsidie is via Syntens binnengehaald. Syntens geeft direct advies en ze linken de 
ondernemer aan potentiële interessante partners. Syntens weet namelijk wat er speelt en hebben een 
goed overzicht van alle spelers in de markt. Syntens is ook de eerste buitenstaander die te horen krijgt 
over het product waarop direct objectief/kritisch advies is gegeven. Alle contacten van Syntens 
dragen bij aan toekomstige (bewustwording) beslissingen en via Syntens (pitch training) zijn ze 
toevallig ook bij Mediagilde terecht gekomen. Via Mediagilde wordt ook je wereld groter door bv. 
het meedoen aan events. Tot Augustus 2009 zitten ze bij Mediagilde, deze periode is 1 jaar. Ze willen 
het contact met de incubator kort houden. 
Over het algemeen zijn de contacten voorlopig vaak eenmalig, het is de verwachting dat langdurige 
samenwerking toeneemt wanneer het product klaar is, bv. wanneer fitnesscentra bereikt kan worden. 
Het TNO ondersteunt de kwaliteit van leven dus is zeer geïnteresseerd in het Nederlands product. De 
ondernemer is vooral benieuwd naar de mening van het TNO (dit was wel in de hardware fase). In de 
toekomst is het mogelijk nog nuttig om terug naar het TNO te gaan. Het TNO heeft een effectiviteit 
onderzoek uitgevoerd van vergelijkbare systemen, de WII bv. (bewegen toegevoegd aan gamen) 
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scoort slecht. In tegenstelling tot de WII hebben zij juist: “gamen toegevoegd aan bewegen”. In het 
begin is dus veel contact geweest maar nu minder, als het product klaar is wordt het contact met het 
TNO waarschijnlijk intensiever. 
Voor de onderneming zijn stagiaires zeer nuttig. Op dit moment vindt er onderzoek plaats naar welke 
technieken nodig zijn voor online gaming. Media college zit in Amsterdam en zoekt interessante 
stage plekken. Er is puur een relatie in het leveren van stagiaires. 
Op dit moment wordt er ook samengewerkt met een elektronica concern om af te tasten hoe ze elkaar 
kunnen versterken. Het concern is zeer bereid om samen te werken, echter is het puur één 
richtingsverkeer en zijn ze vrijwel niet transparant.            

IV De services en faciliteiten van de incubator zijn zeer goed. Ook zijn de services toegankelijk. Alleen 
heeft de incubator minder kennis van subsidie markt, ze hebben alleen een database. Hij had een 
soort template verwacht, er is echter weinig pro-activiteit hiervoor. 

V Op dit moment werken er 3 fte’s en zijn er 5 open stage vacatures 
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Appendix IIIf: Results case 5            
       IIIf   
Mijn naam is Haas (My name is Hare) is a serious game that teaches young children (age 4-6 
years) language in a playful setting. Through drawing the world of character Haas, the 
ingenuity of children is challenged, in a game that unites learning with creativity in an 
immersive story environment. The system fuses the child's drawings into the emerging story 
and uses an Intelligent Tutoring System to connect them to learning components, such as 
situations or specific words. While playing, children will learn and develop vocabulary, 
problem solving strategies and IT-skills in a playful environment.  

� � ��������IIIf i �
Media & entertainment Case 5 

Pers. characteristics (Part 
I) 

Scores 

Question 1:  Jan 2008 
2 WO 
3 1 
4 0 uur/week 
5 5 
6 2 
7 5 
8 4 
9 5 
10 4 
11 2 
12 4 
13 3 
14 Jan 2008 tot nu 

             

   `                    IIIf ii  

Media & 
entertainment 

Case 5 

Samenwerkings-
relaties 
 (Part II) 

Partner: Doel: 

       1 (begin) Hogeschool voor de Kunsten Utrecht (HKU) Faciliteiten, coaching 
       2        Expertisecentrum Nederland (EN) 

                                           (van begin tot nu) 
Opdrachtgever in het begin tijdens HKU en 
kennisuitwisseling constant (partner): dit zijn dus 
duidelijk 2 verschillende rollen en ook de 
verhouding met deze partner is van een 
opdrachtgever-relatie naar een gelijkwaardige 
samenwerkingspartner gegaan 

       3 ICT Delta 
                                           (van begin tot nu) 

Aanvrager subsidie (faciliterende functie, project 
coördinator) 

       4 Media Explosiva  
                                         (van begin tot begin 2008) 

Bedrijf van Docent HKU, netwerking en 
coaching  

       5 Basisscholen                     (van begin tot nu) Testen gebruikers 
       6 Mediagilde Netwerken, coachen en faciliteren 
 Toekomst (nu): 
       7  

Uitgever In samenwerking Cd-rom software op 
particuliere markt brengen, distributeur 
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            IIIf iii  

Media & entertainment  Case 5 
Samenwerking 
 (Part III) 

HKU Expertisecentrum 
Nederland  

ICT Delta 

1 Opleiding Niet Via HKU Volledig EN Niet 
2 5 1 1 
3 5 1 3 
4 2 2 2 
5 1 1 1 
6 5 5 5 
7 5 4 3 
8 5 4 2 
9 5 5 2 
10 5 5 2 

       
      IIIf iii  

Media & entertainment Case 5 
Samenwerking 
 (Part III) 

Media Explosiva Basisscholen Mediagilde 

1 Eigen 
sociaal 
netwerk 

Niet Eigen 
sociaal 
netwerk 

Voldoende Persoonlijke 
contacten 

Voldoende 

2 5 1 5 
3 5 1 5 
4 5 1 5 
5 4 3 5 
6 5 4 5 
7 5 2 5 
8 2 2 5 
9 5 1 5 
10 4 4 5 

Indien incubator partner:    
11   4 
12   5 

   
   IIIf iii  

Media & entertainment Case 5 
Samenwerking 
 (Part III) 

Uitgever 

1 Persoonlijke 
contacten/ 
netwerk 
event 

Voldoende 

2 1 
3 1 
4 5 
5 1 
6 5 
7 5 
8 1 
9 5 
10 4 
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   IIIf iv 
Media & entertainment Case 5 

Incubator/TTO algemeen 
(Part IV) 

 

1 4 
2 4 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 3 fte’s 
2 4,5 fte’s 
3 20.000-50.000 
4 0-20.000 
5 20.000-50.000 
6 0 

0 
7 0 0 0 0  0 0 0 0 0 0 0 0  

    
IIIf v 

Media & 
entertainment 

Case 6 

Deel Opvallende/relevante opmerkingen (Comments) 
Algemeen Er is een constante samenwerking met scholen vanaf het begin. De subsidie aanvraag is met ICT delta 

(projectleider die aanvraag heeft geschreven) gedaan. ICT delta faciliteert scholen met aanvragen op 
het gebied van subsidies en ict voorzieningen. Samen met het Expertise centrum en Media explosiva 
is de volledige aanvraag gerealiseerd. De aanvraag zal ongeveer eind December 2008 afgerond zijn.  

I De startdatum van de onderneming is 1 januari 2008, het is een oud HKU project waarvan op deze 
hogeschool het begin is gemaakt. De beslissing om te beginnen is ook destijds gemaakt. De subsidie 
heeft een rol gespeeld bij het starten van de onderneming maar was geen must om te beginnen. 
Tijdens de HKU periode is het expertise centrum Nederland de rol van opdrachtgever aan de HKU 
geweest. Daarna zijn ze zelfstandig verder gegaan. Er is (door beide partijen) altijd een sterk geloof 
geweest in het nut en haalbaarheid van Haas. Mijn naam is Haas is een fulltime baan voor alle drie de 
starters. De ervaring van allen komt voort uit de opleiding en de gerelateerde werkzaamheden er 
naast. Het blijkt dat familie hier geen invloed op heeft gehad en dat de sector gerelateerde 
vriendenkring vooral van de opleiding afkomstig is. Er worden via de HKU veel projecten gestart die 
later een onderneming worden, hierdoor is er contact met andere sector gerelateerde starters. De 
technologie is heel belangrijk en het team heeft volledig vertrouwen in de haalbaarheid ervan. Alleen 
is het nog niet geheel duidelijk hoe het concept eruit moet komen te zien, dit stond in het begin nog 
ter discussie en moest aangepast worden aan de doelstellingen. In het begin was er ook nog geen 
realistisch beeld over het marktpotentieel van het concept. Vanaf moment één is er al contact met 
basisscholen en het team dacht dat het met de markt wel goed zat, verleggen naar de thuismarkt was 
immers ook nog een optie. Samenwerken met andere partijen op technisch gebied was vanaf het 
begin niet noodzakelijk, de meeste kennis is in huis. Op het gebied van marktintroductie is er vanaf 
moment één al samenwerking nodig, de wens om een distributie kanaal te gebruiken was hiervoor de 
drijfveer. In eerste instantie wilde het team, tijdens HKU tijd, alleen concepten maken en deze direct 
verkopen. Later zijn ze zich echter meer gaan verdiepen in Haas. Ook blijft de onderneming een deels 
gesubsidieerde organisatie waarbij volledige commercialisering van het bedrijf zelf nooit voor 100 % 
centraal staat (dit geldt niet voor de eventuele deel producten). Het business plan is vanaf het begin 
aan in constante ontwikkeling geweest, de concrete versie is nog steeds niet klaar. Eind dit jaar hopen 
ze het klaar te hebben. Het business model veranderd nogal. In het begin was de focus op de 
onderwijsmarkt. Om de volledig markt te betreden is het nieuwe doel ‘het creëren van een volledig 
crossmedia concept met de online omgeving als kern’. Hiervoor zijn echter enkele tussen stappen 
noodzakelijk. Er is inmiddels contant met een uitgever om een cd-rom met boekje in de winkel te 
krijgen. Dit draagt bij aan bekendheid en zorg voor de eerste inkomsten, de doelstelling is ook om een 
abonnementen systeem te koppelen aan de nieuwe klanten. Hiervoor is  een stappenplan geschreven.  

II Het HKU is echt de begin partner. De interactie met het EN, ICT Delta, Media Explosiva en de 
basisscholen vinden echter gedurende het gehele start-up proces plaats. 

III Bij het HKU was een duidelijk betrokken coach aanwezig, HKU heeft een projectbureau om 
studenten en afgestudeerden te linken aan externe partijen (EN bv.). De focus in die tijd is puur op de 
ontwikkeling van product.  
Het expertise centrum Nederland (2 vormen van samenwerking) is met een opdracht naar HKU 
gegaan. Na herdefiniëring hiervan zijn ze deze opdracht aangegaan, het product is van het team maar 
er daarna contact behouden voor kennisuitwisseling. Het samenwerken met EN was niet 
vanzelfsprekend, hier is lang over nagedacht. De doelstelling van het EN is meer kennis vergaren op 
het gebied van nieuwe media en hoe zij die in kunnen zetten. De frequentie van interactie verschilt 
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nogal en zijn, indien plaatsgevonden, zeer inhoudelijk.  
Na het afstuderen zijn er meer partners in beeld gekomen. Het ICT Delta heeft ook meegeholpen met 
aanvragen subsidie als facilitator en projectleider. Ook hadden ze toegang tot een aantal basisscholen 
alleen deze zaten niet in directe omgeving, namelijk in Nijmegen. De aanvraag loop nog steeds, de 
afronding hiervan is eind december 2008. De technologische kennis en marktkennis van ICT delta 
heeft niet bijgedragen aan Haas, er zijn immers alleen contacten uitgewisseld.  
Media explosiva is een bedrijf dat geleid wordt door een docent van HKU, netwerken en coaching 
van dit bedrijf heeft bijgedragen door het bezit van technologische en markt kennis. Het bedrijf is 
zeer transparant en heeft het Haas team scherp gehouden op gebied van visie. Er zijn enkele contacten 
geweest die zeer inhoudelijk waren en veel hebben bijgedragen. In het begin van 2008 is het contact 
met ME beëindigd.  
Direct vanaf het begin is er contact geweest met basisscholen in de directe omgeving om te 
oriënteren: ‘hoe denken de kinderen en wat willen ze’. De scholen zijn op locatie selecteert, de ICT 
delta scholen zijn namelijk te ver weg. Door contact met de kinderen hebben ze direct contact met de 
markt waar ze naar toe moeten. Het resultaat: er wordt getest met de kinderen hoe het product wordt 
ontvangen.   
In het begin is al nagedacht over Mediagilde, later zijn ze hiermee in zee gegaan. Via het netwerk van 
Mediagilde is veel technische en markt kennis beschikbaar. Mediagilde is zeer transparant m.b.t. 
hetgeen ze weten. Het Haas team heeft weinig kennis van het schrijven van businessplan en hoe de 
markt betreden moet worden. Mediagilde is de ideale partner om hierbij te helpen. Haas is niet in het 
bezit van een octrooi, voor een software product is het verkrijgen van een patent namelijk heel lastig. 
Vanaf Juli 2008 zit Haas fulltime bij Mediagilde aan de hand van een 1 jarig contract. De incubator 
manager is vanaf het begin zeer betrokken. Mediagilde werkt vraaggestuurd dus als je iets wil weten 
ga je direct naar ze toe en zoeken ze het uit. 
In november 2008 zijn intensiever contacten met een uitgever ontstaan die de functie van distributeur 
heeft voor de cd-rom versie en het boekje. De uitgever is ontmoet op een netwerk event, Deze partner 
heeft veel marktkennis, er wordt verwacht dat er in de toekomst dit project bijdraagt aan de business 
development. Ze zijn, boven verwachting, zeer transparant m.b.t. het uitwisselen van kennis. Er zijn 
nog maar een paar contacten geweest. De contractonderhandeling is gaande.  

IV Bij Mediagilde zit ook het door de Waag gecreëerde creative learning Lab. De doelstelling is educatie 
en nieuwe leermethoden ontwikkelen waaraan veel verschillende instellingen aan gebonden zijn. Op 
het gebied van onderwijs heeft dit nog weinig opgeleverd en is de toegang van Haas tot het Creative 
learning lab tot nu toe relatief beperkt. De totale services van de incubator zijn zeer toegankelijk, over 
complexere en lange termijn adviezen wordt langer gewacht. De start-ups zitten in 1 grote ruimte bij 
Mediagilde. Voor het vragen van kleine dingen is dit zeer nuttig aangezien interactie tussen start-ups 
zeer makkelijk is.   

V Het management team bestaat uit drie personen van hetzelfde opleiding instituut maar verschillende 
opleiding , in dit opzicht is het team meer homogeen. Op creatief gebied vullen ze elkaar goed aan. 
Op het gebied van business kennis is er een verschil tussen in het team, de een heeft net iets meer 
werkervaring dan de ander. Naar mate de onderneming zich meer ontwikkeld is meer business kennis 
welkom. 
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Appendix IIIg: Results case 6           
      IIIg 
E is a service that integrates all your existing social services into an E•ID, which you can 
share with anyone in the real world. To exchange E•ID's, you currenlty just need an internet-
enabled mobile phone like an iPhone or Blackberry. The aim for the future is to develop a 
hardware connector that can be used to exchange ID information with a simple touch between 
two connectors. When you exchange your E•ID's, E makes sure your contacts get added to 
your other social services like Netlog, Twitter, Last.fm, Soocial, automatically.  

       
       IIIg i  

Media & entertainment Case 6 
Pers. characteristics 
(Part I) 

Scores 

Question 1:  Nov 2007 
2 WO 
3 1 
4 20 % 
5 5 
6 1 
7 1 
8 3 
9 5 
10 2 
11 2 
12 5 
13 5 
14  Nov 07 - Nu 

 

         IIIg ii  

Media & 
entertainment 

Case 6 

Samenwerkings-
relaties 
 (Part II) 

Partner: Doel: 

       1 (begin) HKU Afstudeeropdracht bedrijfsconcept 
       2        ABN Potentiële investeerder 
       3 Mediagilde (Incubator) Faciliteiten, netwerken en coaching  
       4 Syntens Advies en netwerken 
       5 Madewithlove Programmeurs, bouwen van web ideeën   
       6 Octrooi centrum Octrooi aanvraag advies  
       7 ABN Dialogues Kennisuitwisseling en eventueel toekomstig 

investeerder 
       8 Amazon Hosten op server  van Amazon 
       9  Andere start-ups  Kennisuitwisseling, netwerken en evenementen 

bezoeken. (Soocial, Marvia) 
Toekomst:   

       10 Telecom. producent Mogelijke toekomstige partner 
       11 Hardware producent Mogelijke toekomstige partner 
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           IIIg iii  

Media & entertainment Case 6 
Samenwerking 
 (Part III) 

HKU ABN Mediagilde 

1 Opleiding Niet KvK Volledig HKU Voldoende 
2 5 5 5 
3 5 1 4 
4 2 5 4 
5 1 3 5 
6 5 5 5 
7 5 4 5 
8 5 4 5 
9 5 5 5 
10 5 5 5 

Indien incubator partner:    
11   3 
12   5 

 
         IIIgiii  

Media & entertainment Case 6 
Samenwerking 
 (Part III) 

Syntens Madewithlove Octrooi centrum 

1 Mediagilde Niet Internet Volledig Syntens Niet 
2 5 1 5 
3 2 5 5 
4 2 1 2 
5 5 3 1 
6 5 5 5 
7 2 5 5 
8 4 5 4 
9 2 5 5 
10 5 5 5 

 
         IIIgiii  

Media & entertainment Case 6 
Samenwerking 
 (Part III) 

ABN Dialogues Amazon Andere start-ups (Soocial en 
Marvia) 

1 Mediagilde Niet Twitter Volledig Eigen 
sociaal 
netwerk 

Niet 

2 5 1 1 
3 1 5 5 
4 4 5 5 
5 3 5 (indirect) 4 
6 4 5 4 
7 4 5 3 
8 5 5 3 
9 4 3 3 
10 5 5 5 
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IIIg iv 
Media & entertainment Case 6 

Incubator/TTO algemeen 
(Part IV) 

 

1 5 
2 4 

Ondernemings 
karakteristieken  
 (Part V) 

 

1 3 fte’s 
2 6 fte’s + 2 vacatures 
3 50.000 – 100.000 
4 0 – 20.000 
5 0 – 20.000 
6 0 

0 
7 0 0 0 0 0 0 0  0 0 0 0 0   

    
        IIIgv 
Media & 
entertainment 

Case 6 

Deel Opvallende/relevante opmerkingen 
Algemeen  

I De startdatum van de onderneming is November 2007. Het team, 3 man, hebben allen de Master 
‘Interaction Design’ gedaan aan het HKU. Ze hebben een ook een ontwerpstudio, Postmachina, wat 
ze gebruiken om winst te genereren. Ongeveer 20 % van de tijd wordt besteed aan opdrachten 
hiervan. Het team bezit veel ontwerpervaring en weinig ervaring van ondernemen, vandaar dat 
Mediagilde een goeie keus is.  
Het opstarten is echt vanuit de opleiding gekomen, er was al veel aandacht van buiten voor de 
afstudeeropdrachten bij de studie. Vanuit de opleiding komt steeds meer stimulans om afgestudeerden 
te laten ondernemen. Er worden inmiddels onderneming cursussen toegevoegd aan de opleiding.  
Over de technologie is het management team vanaf het begin heel zeker, alleen over het 
marktpotentieel minder. De intentie van e was van oorsprong het communiceren van emoties in een 
sociaal netwerk in de echte wereld; door het bewegen van e geef je door aan je omgeving welke 
emotie je vertoont. Dit idee is het afstudeeropdracht alleen wordt verwacht dat de markt hier nog niet 
klaar voor is. In de toekomst komen ze wellicht terug op dit concept. Het huidige e is gericht op het 
uitwisseling van ID gegevens via een hardware apparaat zodat deze toegevoegd worden aan je eigen 
sociale netwerk naar keuze.  
Twitter heeft e heel veel leads opgeleverd. Het heeft ervoor gezorgd dat je de juiste mensen, zoals 
Amazon, bereikt. Dit zijn vaak mensen die zich in op hogere posities bevinden en normaal moeilijk te 
bereiken zijn. In eerste instantie is er een protocol voor het business plan geschreven. Vanaf het begin 
waren ze niet van plan om op technisch gebied samen te werken. Op dit moment zijn er pogingen om 
samen te werken met een internationale partij die juist over de apparaatjes beschikt maar nog geen 
toepassing hebben.  
Samenwerken op het gebied van marktintroductie is vanaf het begin essentieel voor e. Het bereiken 
van de massa klanten voor dit product is het doel. E wordt ook regelmatig uitgenodigd om te spreken 
op beurzen en dergelijke. Het uitvoeren van een haalbaarheidsonderzoek is erg lastig, dit wordt 
behoorlijk beïnvloed door andere partijen namelijk. 
Het businessplan wordt gezien als een levend document en een leerproces. Er is voor de ontwikkeling 
voor het product een pre-seed lening nodig, hier is een flinke investering voor nodig. Het dutch 
creative industrie fund voldoet hier bijvoorbeeld niet meer aan. Voorlopig is het businessplan nog 
niet compleet af, doordat telkens nieuwe ontwikkelingen gedaan worden moet het businessplan 
constant aangepast worden. Op dit moment zijn er bijvoorbeeld ook contacten met iemand uit Silicon 
Valley, dit kan het plan weer doen wijzigen. De potentiële partners worden wel zeer selectief 
gekozen. 

II E is nog steeds geen bv. Na het HKU zijn ze direct met ABN en KvK in gesprek gegaan. Syntens is 
tijdens Mediagilde erbij betrokken. De lijst is vrijwel chronologisch, de samenwerkingen lopen wel 
door elkaar heen. 

III Postmachina is eigenlijk het team dat e begon. Bij het HKU zijn ze intern begonnen met de start-up. 
Bij het HKU is voldoende begeleiding aanwezig. Ook is er een exchange netwerk bij het HKU die 
afgestudeerde probeert te linken aan de arbeidsmarkt, hier komen ook opdrachten vandaan.  
Bij de KvK is kennis opgedaan over handel met het buitenland en de gerelateerde rechtsvormen.  
Via de jaarlijkse startersdag van het KvK is het contact met de ABN ontstaan. De accountmanager is 
direct de begeleidingspersoon geworden. Door het verlenen van borgstellingkredieten in de creatieve 
sector hebben ze reeds enige marktkennis opgebouwd. Er wordt jaarlijks betaald voor de diensten van 
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ABN, het heeft echter nog geen financiële middelen opgeleverd. E heeft hier wel veel van geleerd. 
Doordat ABN ook een relatie met Mediagilde heeft zijn ze transparant.  
Mediagilde geeft goede begeleiding en bezit ook veel technologische kennis via de Masters die ze 
hebben. Vooral van het netwerk, business coaching en het ontwerp lab wordt veel gebruik gemaakt. 
Begeleiding voor het lab is niet nodig omdat dat voor zich spreekt, de business begeleiding is meer 
relevant.  
Er is gebruik gemaakt van Syntens op het gebied netwerken, octrooien en andere adviezen. Syntens 
draagt bij aan business development. Overigens kan Syntens soms traag zijn en focussen ze meer op 
MKB dan echte jonge start-ups. Dit komt omdat ze zowel een creatieve studio als een technologie 
bedrijf zijn en ze behandeld worden als creatieve studio.  
Madewithlove is een Belgische partij en zijn website programmeurs die alle ideeën bouwen. Ze 
willen de personen van Madewithlove binnen het team gaan betrekken. Op praktische kant dragen ze 
bij aan business development, over het algemeen voeren zij uit wat gevraagd wordt.  
Met het Octrooicentrum is gekeken of de connector, het apparaat, patenteerbaar is. Je krijgt een aantal 
uren per ondernemer waar intensief kennis wordt overgedragen door ingenieurs. E hoopt in de 
toekomst nog samen te werken met het Octrooi centrum.   
Met het Dialogues House is contact omdat er een aantal initiatieven van hun zijn die goed aansluiten 
bij e. Vanaf Mei 2008 is hier contact mee voorgesteld via Mediagilde. De initiële contacten zijn 
makkelijk op te zetten, zodra het over geld en marktkennis gaat zijn ze terug houdend. Op zakelijk 
gebied zijn de interacties zeer inhoudelijk, op concept gebied minder. 
Amazon web services is van origine een ontwerp klant voor Postmachine, daarna is aangeboden om 
op hun server te mogen hosten. Er vindt naast deze service ook kennisuitwisseling plaats. Indirect 
hebben ze bijgedragen aan business development. In Juli 2008 zijn de eerste contacten gelegd.  
Met andere start-ups is veel contact via het eigen netwerk. Next web, the Conference, Tech crunch en 
Crunchbase werken bijvoorbeeld goed. Met start-ups als Marvia en Soocial worden evenementen 
gedaan. Ook wordt met deze collega’s ‘Open Coffee’ bezocht, dit is een informele 
netwerkbijeenkomst voor webgerelateerde start-ups. Het ‘Open Coffee’ idee is overgewaaid uit de 
valley. Je deelt netwerk informatie met elkaar. De hoeveelheid interactie hangt af van de inhoud 
ervan.  

IV De services van Mediagilde sluiten zeer goed aan bij de wensen van e. Er mag wel wat meer 
marktkennis en wat meer kennis over financieringen aanwezig zijn. Met de zoektocht naar kapitaal 
zijn ze minder ervaren. Meganova is bijvoorbeeld een commerciële incubator die dat wel heeft. 

V De omzet die nu gegenereerd wordt komt van de Postmachina, de ontwerpstudio. Ze hebben alle drie 
een verschillende specialisatie gedaan binnen de opleiding, dit vult elkaar goed aan. Op gebied van 
business kennis kan het team uitgebreid worden. 
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Appendix IIIh: Single entrepreneurial collaborations in the media &    
entertainment 

      
IIIh  

Besides the four more common collaborations of case 4, 5 and 6 explained in paragraph 5.2.3 
many other interesting partners were present at every specific case. A short description of the 
partner and the content of the collaboration are depicted in this appendix table. At the end 
some intended future partnerships are included.  
 
Partner Content of collaboration 
Hardware production 
design agency 

A hardware production design agency is used by one of the cases to 
develop a PCB (Printed circuit board) in the beginning phase 

Industrial design agency For the development of a product an industrial designer is approached. For 
this particularly case the industrial designer was specialized in small 
mechanical products 

Host services Services host internet sites 
TNO Together with TNO (Technical Netherlands Research institute) feasibility 

and comparative studies can be performed, as long as the research 
contributes to the well-being of the society 

KvK KvK provides entrepreneurs several hours of IPR advices from specialists 
Programmers Programmers build web concepts 
Expertisecentrum 
Nederland 

An institute that strengthens the education of languages 

ICT delta Innovation platform that facilitates subsidy applications 
Media Explosiva  
 

Foundation that stimulates the development of interactive media 
production innovations 

Elementary schools Elementary schools are used for customer testing  
Other start-ups Interactions with other start-ups of the same sector contribute to 

understanding specific entrepreneurship aspects 
Octrooicentrum 
Nederland  

Centre that gives IPR advices 

Elektronica concern  Electronic concern can become involved for knowledge exchange and/or 
joint venture 

Mediacollege 
Amsterdam 

Mediacollege provides student that attend internships of the 
entrepreneurships 

Publisher A publisher has access to a certain market that is of interest to the 
entrepreneur 

ABN Dialogues ABN department that stimulates knowledge transfer and supports 
entrepreneurships 

Possible future 
partnerships: 

 

Vu University  
Amsterdam 

The education ‘Human Ambiance’ delivers students that attend internships 
of specific entrepreneurship 

College Amsterdam (opl. 
voeding en diëtiek) 

A possible future partner that may deliver relevant information about 
feeding contents 

Revalidatie centrum 
Amsterdam 

A possible future partner that may deliver relevant information about a 
certain market 

Telecommunications 
producer 

A possible future partner for joint venturing 

Hardware producer Production of hardware products needed for technology development 
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Appendix IIIi: Fashion & design information          
      IIIi 
 
Person interviewed: Occupation and contribution to the Amsterdam fashion 

& design sector 
Eva Olde Monnikhof Projectmanager creative industries at the Amsterdam 

Innovation Motor (AIM) 
Mariette Hoitink   Founder and director of HTNK fashion recruitment and 

consultancy. Initiator of Turning Talent Into Business, 
Lichting and Redlight Fashion Amsterdam 

Bruni Hofman Innovation advisor at Synthens. Specialist on innovation, 
creative industries and strategy  

Marije Hovestad Innovation advisor at Synthens. Specialist on innovation 
and creative industries  

Liesbeth in ‘t Hout Director of the Amsterdam Fashion Institute (AMFI) 
Noor Wentholt Fashion & design entrepreneur 
Brigitte Hendrix Fashion & design entrepreneur 
Christoph Mollet Fashion strategy consultant. Specialist at sales, 

marketing, business strategy & finance. Lecturer at FIA 
(SKE representative) 

Eva-Marie Kuijstermans PA to Christoph Mollet 
Angelique Westerhof Director of the Dutch Fashion Foundation (DFF) and co-

founder of the Fashion Institute Arnhem (FIA) 
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Appendix IIIj: fashion & design figure (HTNK)         
      IIIj 
 
 
 

  

 
 
 
  

 
 
 
 
    
  
 

 
 
 
 
 
 

 
 

 
 
 
 

 
 
 
 
 
 
 

 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

SALES ANALYST VISUAL 
DESIGNER 

 
JR. RETAIL MANAGER 
 

 
PLANNER 

 
MERCHANDISER 

 
CATEGORY  
MANAGER 

DESIGN 
ASSISTANT 

DESIGNER 

 
JR. STYLIST 

 
CONCEPT/    
LEAD DESIGNER 

GRAPHIC 
DESIGN 
 

TRIMM 
DESIGNER 

 
TECHNICAL 
DESIGNER 

 
DTP-ER 

COLLECTION 
COORDINATOR 

SOURCER 

 
SAMPLE 
MERCHANDISER 

 
PRODUCT 
DEVELOPER 
 

 
FABRIC/TRIMM 
BUYER 

 
PRODUCT 
ENGINEER 

ACCOUNT  
MANAGER 
 

SALES 
REPRESENTATIVE 

 
LABEL  
MANAGER 

 
ORDER 
ADMINISTATOR  

COORDINATOR 
COUPE 
 

FITTING 
SPECIALIST 

  
FIT/PRODUCT 
TECHNICAN 

PRODUCTION 
COORDINATOR 

FABRIC/ 
TRIMM 
BUYER 
 

 
BUYING & 
SHIPPING 
COORDINATOR 

 
PRODUCTION 
ENGINEER 

TRAFFIC 
COORDINATOR 
 

FLOW 
MANAGER 

 
LOGISTIC 
COORDINATOR 

 
OPERATION 
MANAGER 

STORE 
CONCEPT 
DEVELOPER 
 

 
VM- MANAGER 

  
VISUAL 
MERCHANDISING 

STORE 
MANAGER 
 

STORE 
STAFF 

 
RETAIL 
COORDINATOR 
 

 
FLOOR 
MANAGER 

 
AREA 
MANAGER 

 
SUPERVISOR 

COPY 
WRITER  
 

MARKETING 
ANALYST 

 
MARKETING 
MANAGER 

 
PR-
MANAGER 

 
POS 
PROJECT 
MANAGER 

 
D-
COMMERCE 
MANAGER 

CONCEPT 
DESIGN 

TECHNICAL 
DESIGN 

BUYING/ 
PRODUCT 
DEVELOMENT 

SALES PATTERN 
MAKING & 
FITTING 

BUYING/ 
PRODUCT 
DEVELOPMEN
T 

LOGISTICS 

VISUAL 
MERCHANDISING 

RETAIL 

CREATIVE 
DIRECTOR 

BRAND 
MANAGER 

MERCHANDISE 
MANAGER 

COLLECTION 
PLAN 

SAMPLES & 
PHOTOCOL
LECTION 

PR & 
MARKETING 

IN SHOP 

DISTRIBUTION 

PRODUCTION 

LAUNCH 
COLLECTION 

PLANNING/ 
MERCHANDISING 
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Appendix IV: Data analysis life sciences     
 

   IVa 
Life Sciences Case 1 Case 2 Case 3  

Characteristics of 
entrepreneur (Part 
I) 

   Average 

Question 1:  Jan 2005 Mrt 2006 (preseed 
lening) 

Okt 2007  

2 PhD WO PhD PhD 
3 5 3 5 5 
4 50 %  80 % 80 % 80 % 
5 5 5 5 5 
6 1 1 1 1 
7 1 2 4 - 
8 5 4 2 4.67 
9 4 5 5 4.67 
10 4 4 5 4.5 
11 3 5 5 5 
12 5 5 1(outlier) 4.67 
13 5 2 1  - 
14 Jan 2005 tot Nu  Mrt 2006 - nu, (1jaar 

rustig)   
Okt 2007 - Nu  

 
         IVb 
Life Sciences Case 1 Case 2  
Collaboration 
Characteristics 
(Part III) 

Scores  Average 

MC institute    
Question 1: Ontstaan uit 

AMC 
Niet Ontstaan uit AMC Niet  1 

2 5 5 5 

3 5 5 5 
4 2 4 3 

5 1 5 - 
6 5 5 5 
7 5 5 5 

8 5 5 5 
9 5 5 5 
10 5 5 5 

 
IVc 

Life Sciences Case 2 Case 3  
Collaboration 
Characteristics 
(Part III) 

Scores  Average 

SKE-program    
Question 1: Via 

AMC/TTO 
Niet Via AMC/TTO Niet  1 

2 5 1 - 

3 2 5 - 
4 1 5 - 

5 1 3 2 
6 5 5 5 
7 Nvt. 5 - 

8 2 1 1.5 
9 5 5 5 
10 1 5 - 
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IVd 

Life Sciences Case 2 Case 3  
Collaboration 
Characteristics (Part 
III) 

  Average 

Consultant/coach    
Question 1: Eigen sociaal 

netwerk 
Niet Eigen 

sociaal 
netwerk 

Niet  1 

2 1 5 - 

3 5 1 - 
4 5 5 5 

5 3 5 4 
6 5 5 5 
7 5 5 5 

8 3 5 4 
9 4 5 4.5 
10 5 5 5 

 
IVe 

Life Sciences Case 1 Case 2 Case 3  
Collaboration 
Characteristics 
(Part III) 

Scores   Average 

TTO      
Question 1: Via 

AMC/TTO 
Niet  Via AMC/TTO Niet Via 

AMC/TTO 
Niet  1 

2 5 5 5 5 

3 5 5 4 4.67 
4 5 5 4 4.67 

5 2 5 3 - 
6 5 5 5 5 
7 5 5 3 5 

8 5 Nvt. 5 5 
9 5 4 5 4.67 
10 5 5 5 5 

11 5 Nvt. 4 4.5 

12 5 2 (Nvt.) Nvt. - 

part IV:   1 5 5 3 4.33 

2 5 5 4 4.67 

 
IVf 

Life Sciences Case 1 Case 2 Case 3 
TTO (Part IV)    

1 5 5 3 
2 5 5 4 

Characteristics of 
entrepreneurship  
(Part V) 

   

1 3 0,2 + 0,2 0.2 + 0.2 + 0.2 
2 17 0 (over half jaar fulltime) 0.2 + 0.2 + 0.2 + 0.3 + 0.8 
3 0 – 20.000 0 – 20.000 > 100.000 

4 0 > 100.000 50.0000 – 100.000 0 – 20.000 
5 0 > 100.000 50.0000 – 100.000 > 100.000 
6 1 1 1 

1  0 
7 0 0 0 0 0 0 0 0 0 0 0  0   0 0 0 0 0 0 0 0 0 0 0 0   0 0 0 0 0 0 0 0 0 0 0 0   
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Appendix IV: Data analysis media & entertainment     
 

IVg 
Media & entertainment Case 4 Case 5 Case 6  

Characteristics of 
entrepreneur (Part I) 

Scores   Average 

Question 
1 

Dec 2007 Jan 2008 Nov 2007  

2 3 different relevant Wo 
educations 

WO WO WO 

3 1 1 1 1 
4 0 hour/week 0 uur/week 20 %  
5 4 5 5 4.67 
6 2 2 1 1.67 
7 2 5 1 1.5 
8 2 4 3 3 
9 5 5 5 5 
10 5 4 2 4.5 
11 5 2 2 2 
12 4 4 5 4.33 
13 3 3 5 3.67 
14 Dec 07 tot Nov 08 Jan 08 tot Nov 08 Nov 07 tot Nov 08  

 
       

      IVh  
Media & entertainment Case 4 Case 5  
Collaboration 
Characteristics (Part III) 

Scores  Average 

Educational institute    
Question: 

1 
Opleiding Niet Opleiding Niet  1 

2 5 5 5 
3 5 5 5 
4 2 2 2 
5 1 1 1 
6 5 5 5 
7 5 5 5 
8 5 5 5 
9 5 5 5 
10 5 5 5 

 
 

      IVi  
Media & entertainment Case 4 Case 6  
Collaboration 
Characteristics (Part III) 

Scores  Average 

Investor     
Question: 

1 
Eigen sociaal 
netwerk 

Niet  KvK Volledig  - 

2 1 5 - 
3 3 1 2 
4 3 5 4 
5 4 3 3.5 
6 4 5 4.5 
7 3 4 3.5 
8 4 4 4 
9 4 5 4.5 
10 5 5 5 
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  IVj  
Media & entertainment Case 4 Case 5  
Collaboration 
Characteristics (Part III) 

Scores  Average 

SMEs advisory    
Question: 

1 
KvK Niet  Incubator Niet  1 

2 5 5 5 
3 2 2 2 
4 4 2 3 
5 5 5 5 
6 5 5 5 
7 5 2 - 
8 4 4 4 
9 4 2 3 
10 5 5 5 

 

                      IVk 
Media & entertainment Case 4 Case 5  Case 6  

Collaboration 
Characteristics (Part III) 

Scores   Average 

Mediagilde (incubator)     
Question: 

1 
Via Syntens Niet Persoonlijke 

contacten 
Voldoende HKU Voldoend

e 
 3 

2 5 5 5 5 
3 4 5 4 4.33 
4 4 5 4 4.33 
5 4 5 5 4.67 
6 5 5 5 5 
7 4 5 5 4.67 
8 5 5 5 5 
9 5 5 5 5 
10 5 5 5 5 

     
11 5 4 3 4 
12 4 5 5 4.67 

part IV:          1 4 4 5 4.67 
2 5 4 4 4.67 

 
           IVm  

Media & entertainment Case 4 Case 5 Case 6 
Incubator (Part IV)    

1 4 4 5 
2 5 4 4 

Characteristics of 
entrepreneurship  
(Part V) 

   

1 2 fte’s 3 fte’s 3 fte’s 
2 3 fte’s 4,5 fte’s 6 fte’s + 2 vacatures 
3 0-20.000 20.000-50.000 50.000 – 100.000 
4 50.000-100.000 0-20.000 0 – 20.000 
5 20.000-50.000 20.000-50.000 0 – 20.000 
6 1 patent, eigen gebruik 0 0 

 0 0 
7 0 0 0 0 0 0 0 0 0 0 0  0 0 0 0 0  0 0 0 0 0 0 0 0  0 0 0 0 0 0 0  0 0 0 0 0   
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Appendix Va: Scores for the life sciences sector 
           Va 
 
Dimensions Indicator (scale of coincidence) Coincidence for (Scores Average) 

 
MC                           SKE                   Consultant              TTO 
Institute                                               Coach 

 
Collaboration with: 

Collaboration Characteristics 
Motives 
for collaboration 

Intended technology collaboration 
activities (0/++) 

 
Correlated 

Intended market collaboration 
activities (0/++) 

Technology/ 
product 

Complexity (Technological 
uncertainty) (–/+) 

4.67 

Competitive significance (market 
uncertainty) (–/+) 

4.5 

Organizations: 
Existing 
competences of 
Entrepreneur 

Work experience (0/++)  
Correlated (Technology) related  experience 

from other start-ups (0/++) 

Organizations:   
Partner 

Cooperativeness of partner 
organization (0/++) 

5 5 5 5 

Design of 
Alliance 

Performance of key individual (0/++) 5 - - 5 
Communication (0/++) 5 1.5 4 5 
Partner selection (0/++) 1 1 1 - 

Learning  
 

Transparency of partner (0/++) 5 - 5 5 
Relevant information/knowledge 
transferred (0/++) 

5 - 5 5 

Partners Characteristics 
Key individuals Performance of key individual (0/++) 5 - - 5 

Communication Frequency of interaction (0/++) 5 1.5 4 5 
Content of interactions (0/++) 5 5 4.5 4.67 

Attitude/comme
rcial sense 

Relevant technology sense (0/++) 5 - - 4.67 
Relevant market sense (0/++) 3 - 5 4.67 
Contribution to business 
development (0/++) 

- 2 4 - 

Sharing 
knowledge, 
transparency 

Cooperativeness (0/++) 5 5 5 5 

Transparency of partner (0/++) 5 - 5 5 

Relevant information/knowledge 
transferred (0/++) 

5 - 5 5 

Incubator Characteristics 

The rights 
services 
supplied 

Correspondence of  demand vs 
supplied services (–/+) 

 4.33 

The access to 
the services 

Accessibility (–/+)  4.67 

The available 
support with the 
services 

Mentor/ key individual performance 
(0/++) 

 5 

Assistance with  facilities (0/++)  4.5 

Commitment of the incubation 
manager (0/++) 

 - 
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Appendix Vb: Scores for the media & entertainment sector 
 

     Vb 
Dimensions Indicator (scale of coincidence) Coincidence for (Scores Average) 

 
Education              Investor             SMEs         Incubator 
Institute                                           advisory 

 
Collaboration with: 

Collaboration Characteristics 
Motives 
for collaboration 

Intended market collaboration 
activities (0/++) 

4.67 

Technology/ 
product 

Complexity (Technological 
uncertainty) (0/++) 

5 
 

Competitive significance (market 
uncertainty) (0/++) 

3.67 
 

Existing 
competences of 
Entrepreneur 

Product/technology (sector) related 
experience (0/++) 

4.33 

Organizations: 
Partner 

Cooperativeness of partner 
organization (0/++) 

5 4.5 5 5 

Design of 
Alliance 

Performance of key individual (0/++) 5 3 5 5 
Communication (0/++) 5 4 4 5 
Partner selection (0/++) 1 3 1 3 

Learning  
 

Transparency of partner (0/++) 5 3.5 - 4.67 
Relevant information/knowledge 
transferred (0/++) 

5 5 5 5 

Partners Characteristics 
Key individuals Performance of key individual (0/++) 5 - 5 5 

Communication Frequency of interaction (0/++) 5 4 4 5 
Content of interactions (0/++) 5 4.5 3 5 

Attitude/comme
rcial sense 

Relevant technology sense (0/++) 5 2 2 4.33 
Relevant market sense (0/++) 2 4 3 4.33 
Contribution to business 
development (0/++) 

1 3.5 5 4.67 

Sharing 
knowledge, 
transparency 

Cooperativeness (0/++) 5 4.5 5 5 
Transparency of partner (0/++) 5 3.5 - 4.67 
Relevant information/knowledge 
transferred (0/++) 

5 5 5 5 

Incubator Characteristics 
The rights 
services 
supplied 

Correspondence of  demand vs 
supplied services (–/+) 

 4.67 

The access to 
the services 

Accessibility (–/+)  4.67 

The available 
support with the 
services 

Mentor/ key individual performance 
(0/++) 

 5 

Assistance with  facilities (0/++)  4 
Commitment of the incubation 
manager (0/++) 

 4.67 

 
 
 

 


