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Abstract
Innovative start-ups are an important driver ofremuic growth. Start-ups bring creativity,
stimulate competition and create employment. Inior economies the competitive
advantage highly depends on the established eatreprships that they have. For several
years subsidy programs and supporting organizatibage emerged that encourage
entrepreneurs to start a venture in an attracégen. The ‘Amsterdam Metropolitan Area’ is
such a regional breeding place wherein start-ughdarhigh-potential (technological) sectors
like the life sciences, media & entertainment aamshfon & design (both part of the creative
industries) are supported. Universities, industt@anpanies and incubators are some of the
supporting organization that increase their commitinto the entrepreneur. Within the
Amsterdam network the facilitator function is dedded to the ‘Amsterdam Innovation
Motor’. Achieving optimal collaboration between thi@rt-up and the supporting stakeholders
in Amsterdam is one of their main goals. Entrepuoeiaé collaboration is stimulated and the
support of the partner organizations is improvedithWease studies the dynamics of
entrepreneurial collaboration in the Amsterdam aseiavestigated to locate sector specific
implications. The output provides a first insighta how entrepreneurs of the high-potential
sectors collaborate with other stakeholders inAhesterdam area. From an entrepreneurial
perspective collaboration activities and objectiage mapped and recommendations that
improve entrepreneurial collaboration are made.



Executive Summary

The case study research is a first structured pttetm investigate the dynamics of
entrepreneurial collaboration in a regional sugpereénvironment. The comparison of sector
specific empirical evidence with a general thegcedtmodel of entrepreneurial collaboration
contributed to the understanding of such complecgsses. The outputs reveal interesting
sector specific characteristics that influence dhbality and opportunities of entrepreneurial
support. The findings emphasize that the sectasldtbe supported separately and include a
different theoretical approach. The total analgsisw that the Amsterdam Area is still in the
beginning phases of becoming an entrepreneurs’ ostipg regional innovation system.
Several interesting sector specific characteristiosplications and opportunities were
recognized in the different sectors.

In the dedicated life sciences network supporttactinological coaching is not needed. The
scientific entrepreneur is very mature and knowsc#dy what he/she needs regarding
technological developments. The involvement off®Tand/or external business consultants
prove to be sufficient. The entrepreneur becomesstiientific director and an internal or
external business specialist becomes the businestal. Three phases are distinguished in
the 8-12 year spin-off process. The financial ajgpion and development of the business plan
are two aspects that characterize these phasesletimated life science spin-off process is a
step-by-step trajectory that matches the genembrétical entrepreneurial collaboration
model the most. A clear idea, research and managigpation phase that maintain a high
level of linearity are recognized. Financial neadd business advices are the main drives for
entrepreneurial support in the dedicated life ss@enSupport in housing remains a problem.
The foundation of spin-offs is obstructed curremtlie to limited (office) space available.

In the media & entertainment sector networking,cbirag and providing facilities are
all essential objectives of entrepreneurial supphine entrepreneur is young, inexperienced
and very receptive to entrepreneurial support. Sthet-up process has an average length of
only 2-3 years and is characterized by the multgpld immediate changes of the concepts’
targets. The process is very interactive and iregual second transformation phase that has a
cyclical character. The business plan is adjustetstantly and drives the crucial learning
aspect of the media & entertainment sector. Littlances are needed to establish a start-up
and subsidies are found to be less useful. Thaibghbusiness plan is updated frequently to
preserve the attention of potential investors. ifivelvement of an incubator is an excellent
example of how support can be provided. Despite ¢fffiort there still remains a (business)
knowledge gap in the venturing phase 1 of the-siafirocess.

In the fashion & design sector networking, coachamgl providing facilities are
objectives and opportunities of entrepreneuriapsuip The entrepreneur is immature and not
receptive to support. The start-up process hasnalear average length of about 2-6 years.
Collaboration does not occur very often becauseetiteepreneurs only focus on designing
and has too little finances to attract externali@as: The impact of the subsidies have to be
revised and changed. Entrepreneurial collaboratisheuld be stimulated to increase
knowledge transfer. Business plan proved to beflle§s they create structure in the other
sectors. The entrepreneurial support must focuslasing the enormous knowledge gap, i.e.
business skills, that withstands the entreprenealgselopment. Incubators, workshops and
improved education will contribute to the creatamnmercialization awareness.
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Chapter 1: Introduction
The competitive advantage of a certain region ghliiinfluenced by its innovativeness. To
strengthen the economy and create employmentritdertant for many different sectors that
innovations are stimulated and supported. A wetlvkm activity that increases innovation is
the attraction and support of entrepreneurs. Eafwgcthe creation of new technology-based
firms (NTBFs) stimulates innovation and economiovgth (Tidd, 2001; OECD, 2008; EU,
2005). Barney (1986) adds that entrepreneurs develoompetitive advantage and thereby
increase the competition in their sector. But tlagtaip process remains a difficult process for
the often inexperienced entrepreneur. Besides lthzeend feasible product concept, aspects
such as a sound finance, a balanced founding teane technical skills, a customer-
orientated strategy and a continuing technologystier from other organizations are also
important in this process (Roberts, 1991). In ttegting phase, when preliminary research,
patenting and development of the business planimportant (Tijssen 2000), getting
acquainted with these aspects is crucial. Manyiesuthve shown (Kogut and Zander, 1992;
Nonaka and Takeuchi, 1995; Leydesdorff and Mey8Q62 Gorman, 2002) that through
collaboration in networks, also on the micro-levkhowledge and technology can be
transferred. Established organizations that haee nbcessary knowledge and experience
comprise firms and universities. Because of the enmant to a knowledge-based economy
the importance of the universities increases. Nbetss, industrial companies are also very
important as entrepreneurs have little (or nonejketang and/or commercial skills. The
collaborations between universities, industrial pamies and other contributing actors with
the start-up are therefore essential during thet fihases of the start-up process (Tijssen
2000) and determine the reliability/quality of tteveloped business plan at the end.

Within the Amsterdam Metropolitan Area supportiagifitators have emerged that attempt to
tackle the knowledge-gap. The Amsterdam Innovatibwior (AIM) for instance, who is
facing the difficulties described above, is workitogincrease the capacity for innovation in
the Amsterdam area regarding many different sectbogether with local networks they
stimulate new entrepreneurship in technology-drigestors like the life sciences and the
creative industries. In 2005 the SKE subsidy progrand the I-CREA initiative are
introduced by the Ministry of Economic Affairs tagport the technostarters in these sectors
(Technopartner, 2007). Over the years organizatikesincubators and technology transfer
offices (TTQO’s) have emerged in Amsterdam whichphgliiding the start-up through the
start-up process. The role of these incubators {€oh985; Nam 2000; Peters 2004; Bergek
and Norrman, 2008) and TTO’s (Martinelle et al.020Carlsson and Fridh, 2002; Balderi et
al., 2007) has attracted some attention. Unforeipator many sectors it is still unclear how
the collaborations function and thus how the gujdimganizations can effectively provide
their supporting activities.

The two high potential sectors referred to above the life sciences and the creative
industries. Recently the Amsterdam Bio-Med clustercreated to stimulate university-
industry-start-up collaborations in the life scieacsector. The SKE initiative, introduced in
2005, aims to improve the life sciences entrepreakeanvironment (Technopartner, 2007).
For instance, TTO’s are established to assist tfe dciences spin-off process. The
understanding of how these collaborations fundiiothis sector has increased but still needs



more attention (Powel et al., 2005; Rooijakkers Hagiedoorn, 2006; Van der Valk, 2007).
For the creative industries (arts, media & enten@int and creative business services)
however, very little is known about how these dmdations function. Nevertheless, the
creative industries is one of the fastest growiagtas in the Amsterdam area because of
many innovations in media & entertainment (Van @Gpep et al., 2008). Consequently,
ICT/new media specific incubators have emerged msterdam (e.g. Mediaguild) and
England (Montgomery, 2007). Simultaneously the fpgkential fashion & design sector, a
less high-tech part, also significantly contributeshe Amsterdam economy and shows high
growth rates for the past years (TNO, 2005). Degpi¢ I-CREA initiative (EZ, 2007), which
is part of the SKE, it still seems that the supparicreative ideas is little structured and
effective.

For AIM and all other entrepreneurs supporting arggations it is therefore essential to know
how the entrepreneurial collaborations in thesedhsectors actually function, not only for
short-term support but also in the long run. Theenily used support models may thus be
improved by analysing the experiences of the pest years. The bottlenecks in current
entrepreneurial collaborations between stakeholdamuld be eliminated. The long-term
purpose of this research is focused on that irtefamiversities, companies and government,
who finance the entrepreneurial support activitidsich should not diminish in the future. As
exact results on success, which directly has aipesnfluence on the Amsterdam economy,
cannot be recognised in the creative industriestlyetinterest of these three parties may
decrease in the future. For sustaining of the fitnmpulses provided the long-term goal is
to transfer the knowledge, learned from successéut-ups in the creative industries, back to
the universities and eventually via the universitsdso back to the companies involved. If
AIM and all other entrepreneurs supporting orgatiors in Amsterdam want to enhance
their support of the life sciences and the credtidestries effectively more insight is needed.
To obtain these insights the following researchpsteare made. First, a theoretic
entrepreneurial collaboration model is developedtdchnostarters that contains all possible
factors that influence entrepreneurial collaboragioSecondly, successful entrepreneurs in
both sectors are interviewed. Three in-depth lifersces case studies and three in-depth
media & entertainment (ICT/new media) case studiesxecuted in the Amsterdam area. As
the fashion & design entrepreneurs are not techrtess none in-depth case studies of this
sector are executed. In order to achieve usefatimdtion on this sector several entrepreneurs
and other fashion & design experts are intervieWdukdly, all received information is used
to assess relevant entrepreneurs’ characterisgc$or specific entrepreneurial collaborations
(except for fashion & design) and entrepreneurdfipracteristics. Based on all received
information sector specific entrepreneurial colia@tion models are constructed. The
bottlenecks and/or opportunities observed during ihterviews are used to formulate
(support) recommendations that may contribute tooge effective co-operation between the
entrepreneur and other stakeholders in the inwastigsectors. The research results will
increase the understanding of how sector spedaitiepreneurial collaborations function. The
findings inform supporting organizations, like AlMpw they can improve their assistance
during the crucial first phases of the entrepreiaéstart-up process. The constructed start-up
models are also interesting guidelines for inex@ered entrepreneurs.

The goal of this research is to create more insigbtentrepreneurial collaborations in high-
potential sectors; the life sciences industry dmldreative industries. The main objective is



to get a better understanding of how universityusidy-incubator/TTO collaborations with
start-ups actually work on the micro-level. Thedstuaims to recognise entrepreneurs’
collaboration activities in various phases of thartsup process so that the supporting
activities of facilitators, i.e. AIM and other supting organization, can be improved. The
research question:

How can the activities of organizations supportstgrt-ups in the life sciences, media &
entertainment and fashion & design sectors be iwgdo through entrepreneurial
collaboration during the first phases of the stapprocess?

Sub-questions:
1 What are the characteristics that influence gmtemeurial collaboration?
2 What are the phases of the start-up process?

3 How do entrepreneurial collaborations functionrithg the start-up phases in the life
sciences sector and the creative industries?

4 How can the activities of supporting organizasidre improved, especially with regards to
the existing bottlenecks in the collaborations leetw stakeholders during the start-up
phases?

The research design has the following structuras Titroduction is followed by a brief
overview of the current status and all relevanomscof the studied sectors in the Amsterdam
area in chapter 2. The third chapter is dedicatdthe theoretical background and
development of an entrepreneurial collaboratiomen&work. Chapter 4 will focus on the
methodology of the research and in chapter 5 tlseltee of every sector analysis are
presented. Furthermore, in chapter 6 the obsemmalications and recommendations for
every sector are formulated. The report is comgletéth a thorough discussion and a
conclusion.



Chapter 2: Innovation supporting organizations in
the Amsterdam region

In this chapter AIM (Amsterdam Innovation Motorhet life sciences and the creative
industries are introduced. From an entreprenelrg pbview, a social map of both sectors is
developed in which the relevant actors are shovesid®s presenting the currently active
actors, some facts and figures on the developnfdmth sectors are also added. A complete
description of both sectors and their current ciowliis created. The first paragraph (2.1)
focuses on the goals of AIM and the relevant aciorgheir network are reviewed.
Furthermore, the existing life sciences industry2)2and creative industries (2.3) will be
outlined by presenting the relevant actors in thesterdam area.

2.1 AIM & Co

The Amsterdam Innovation Motor (AIM) is working itacrease the capacity for innovation in
the Amsterdam area. Their main goal is to stremgthe economic position of Amsterdam by
enhancing collaboration and attract and create besinesses. For several years AIM is
active as a stimulator to strengthen the econonthefAmsterdam Metropolitan Area’. This

region consists of Amsterdam, Almere, Haarlemmermamstelveen and joins forces with

cities close to Amsterdam, for instance, with reglr the creative industries with: Utrecht
and Haarlem. AIM focuses on many stages of theviation process including backing new
ideas and supporting new ventures that stimulateegreneurship. As a facilitator they

stimulate entrepreneurship in the Life Sciencegalve industries, Sustainability, ICT and
Business & Logistics to lower local levels of undayment. The AIM has been set up to help
preserve and strengthen the Amsterdam area’s #athar position in the knowledge-based
economy. The Amsterdam Innovation Motor is an atitie of the Amsterdam Knowledge

Network (KKA), and was established in 2004 (aims&en.nl). The AIM is financed by three

parties equally: government, companies and resdasthutes. Together with chamber of

commerce (KvK) and many others they are part thé\ Kiétwork 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 tragistex. The chamber's other
tasks are to provide Dutch entrepreneurs with imfdron, stimulate regional trade &
industry and advise local and regional government.

- Syntens is a Dutch agency set up by the Ministriga@nomic Affairs that supports
small and medium sized enterprises (SME’s) in théree Netherlands. Syntens
possess a large network and knowledge of manyreiffesectors open to every
interested SME, including start-ups.

The Ministry of Economic Affairs (EZ) and Amsterdamopstad executes stimulating
programs that focus on the entire Netherlands tstotve number of successful start-ups. For
example, the subsidy program ‘Knowledge exploit@ti(SKE) is launched in 2005 and
provides professional support for technostarteh® $KE program is expanded with I-CREA
that specifically focus on creative start-ups. Btienulating programs are executed through
‘Technopartner’. ‘| amstarter’ is the local deveddpnetwork of research institutes and
technology-based companies, which offer new ergregirs access to professional assistance
including advice, coaching, and mainly financialpgart necessary to prepare the new
business (iamstarter.nl). ‘I amstarter’ stimulatesv entrepreneurship in technology-driven
sectors of the Amsterdam area like the life scient@T and sustainable technologies. The
start-ups in these sectors are a source of inrmyatiey have a higher growth potential than
other starters and are of significant importanaefédure employment opportunities (AIM,
2007). The program also targets universities ahératesearch centres as well as investors.
Raising capital is always difficult for a startingd growing company. To tackle this problem,
TechnoPartner matches the investment made by erimaestors. This reduces the private
investors’ risk of losing the investment therebyhamcing the return on investment. By
stimulating and guiding start-ups, the economiersjth of the Amsterdam region is expected
to increase (technopartner.nl).

2.2 Life Sciences industry and the supportive infrstructure

The first sector that is described is the life scés sector of the Amsterdam area. The
currently relevant actors in the life sciences mekware presented in figure 2. The
Amsterdam life sciences industry is a young sewafthn a high potential (Van Oosteren and
De Jong, 2008). There is a large number of compaaiel knowledge institutes in the life
sciences sector in Amsterdam area. This young ight potential cluster consists of 20.000
employees of knowledge institutes and 5.000 adtivéfe sciences related companies. A
large part of the companies are SME’s of which fea#stablished after the year 2000 (AIM,
2007). About 60 dedicated life sciences companie® lalready chosen to set up their offices
in the Amsterdam region (Buck, 2008), 23 of thegeumiversity spin offs (AIM, 2007). The
high density of sector related companies strengthi@e regions power to innovate and
compete.

The Amsterdam area has the highest concentratitife aiciences research in the Netherlands
with a strong biomedical focus (Buck, 2008; amsaertdiomed.nl). Similarly, the majority of
life sciences companies in the Amsterdam BioMedsteluare engaged in some field of the
‘red’ life sciences. A tradition of excellence dgisn several disease/therapeutic areas, with
multiple interactions between research institussall biotech and large pharmaceutical
companies (AIM, 2007; amsterdambiomed.nl). Cardioutar and infectious diseases are two



areas that get much attention. The region alsalgtsong centre for oncology research and
an interdisciplinary infrastructure best suited ti@nslational research in the neurosciences is
built (Buck, 2008; AIM, 2007; amsterdambiomed.rithe life sciences characterizes itself
with technology push start-ups indicating that najghe start-ups are based on R&D.

The Amsterdam BioMed Cluster has been set up by #lldonstruct a network in which the
establishment of bio-medical spin-offs is stimutatdt is currently being developed to a
enormous network in the Amsterdam area with thé goarovide a platform for life sciences
and related organizations to meet and interact. Gvexall objective is to strengthen the
(inter)national position of the life sciences intlysof Amsterdam. The cluster consists of
many life sciences companies, several researchuiest investors and all other interested
local organizations (AIM, 2007; amsterdambiomed.fihe Amsterdam BioMed cluster
contains five main research institutes which are falinded in Amsterdam; 1) AMC
(Academical Medical Center Amsterdam) 2) VUmc/VUUWniversity & VU University
medical center) 3) SILS/UvA (Swammerdam instituter fLife Siences/University of
Amsterdam) 4) NKI (Netherlands Cancer Institute@dmtvan Leeuwenhoek Hospital) 5)
Sanquin (Center for Bloodtransfusion & ResearclachEresearch institutes has a technology
transfer office (TTO) which supports the life saiea technostarter. The TTO’s support any
dedicated life sciences entrepreneur with a comialgréeasible idea/technology.

The Life Sciences Fund (LSFA) is currently credbgdcooperation’s between several banks
and the five major knowledge institutions. It isindependent fund meant for the Amsterdam
BioMed cluster for investments in regional life esates companies. To enlarge the network
and to increase the collaboration between TTO'sf@a &ciences Center (LSCA) is recently
founded of which all TTO’s are part. These collatimms intend to improve the efficiency
and the transfer of knowledge. Particularly infaages of business development the LSCA
may become useful.

The three largest ‘breeding places’ for dedicaifedsciences entrepreneurs are: the ‘Medical
Business Park’ (AMC), the VU University medical ten(VUmc) and the Netherlands
Cancer Institute (NKI) (AIM, 2007). Especially thiirst two offer opportunities for
commercial businesses active in bio-medical scent® tap into the MC's existing
knowledge network and research facilities.

Figure 2: Interaction entrepreneur with others o the life sciences sector (Micro-level).
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- The TTO VU & VUmc is established in 2006 and as8ist SKE-program regarding
life sciences spin-offs (Technopartner, 2008). THedicated life sciences
entrepreneur of theé/Umc is supported by the TTO. The TTO of the AMC,
established in 2003, supports the dedicated AMECsliiences entrepreneurs.

- Internal (TTO) and/or external life sciences busieonsultants may also become
involved to support the dedicated life sciencesegméeneur.

- With the Subsidy program ‘Kennis Exploitatie’ (SKHEhances and professional
support for life sciences entrepreneurs are pravideuring the start-up process
industrial life sciences companies may also becomeolved for product
development.

2.3 Creative industries

The creative industries is a growing sector inAlnesterdam Metropolitan Area. This region
belongs to the top five creative cities in the wpemong other giants including London, New
York and Los Angeles (Van der Groep et al., 2068pm 1996 to 2007 employment by the
creative industries grew 4 % per year while totapbyment grew 2,5 % per year in the
Amsterdam area. For the entire Netherlands thesewvare respectively 3,8 % and 1,9 %.
Nevertheless, about 38 % of the creative industinethe Netherlands is located in the
Amsterdam region (Van der Groep et al., 2008). Gteative industries in the Amsterdam
Area has become of national and regional importance

Due to the growing importance of the creative itides several supporting and stimulating
initiatives are launched. Through TechnopartnerNtiistry of Economic Affairs executes
programme’s that focus on creating a better enwiient for the creative start-up in the
Netherlands. Next to the existing SKE program aditamhal I-CREA program (Impuls
Kennisexploitatie Creatieve Starters) was introduseecifically for creative start-ups in
cooperation with theMinistry for Education, Culture and Science (OCWMBY stimulating
collaboration between research institutes, intefamexs and private enterprises knowledge
transfer is tried to be stimulated. The subsidigegjects of I-CREA focus on the following
fields: ICT/new media, fashion and design (EZ, 2@6ghnopartner.nl).

The AIM is one of the initiators that host the aij ‘Creative Amsterdam’ (CCAA). The
CCAA stimulates start-ups in the creative sectat @so promotes and facilitates the creative
industries (ccaa.nl). The project was initiate@@97, with a pledge to cooperate on the part
of the region’s local government and other orgaions. The CCAA stimulates the creative
industries in the following seven cities: Amsterdadirecht, Almere, Haarlem, Zaanstad,
Amersfoort and Hilversum.

The term ‘creative industries’ has several difféer@efinitions. In foreign countries the sector
is often called ‘creative and cultural industrié@gontgomery, 2007). The TNO definition that
is also used by AIM implies a broad sector which ba divided into three parts; 1) The arts:
the performing arts, the visual arts, theatre, egms, and museums 2) Media and
entertainment: publishing, radio, TV, film, videgaming 3) Creative business services:
advertising, photography, design, fashion (Rutteale 2004; Van der Groep et al., 2008).
This study focuses on the second and the third gfatte creative industries because these
sectors show an increase of high-potential stast-Ufne media & entertainment sector is
explained in paragraph 2.3.1 followed by the crealiusiness services in section 2.3.2.



2.3.1 Media & Entertainment and the supportive infrastructure

The media & entertainment sector currently hasaaeshf 38 % of the total creative industries
in the Amsterdam. AIM is experiencing that espégiBLT/Media & Gaming is increasing in
popularity (Van der Groep et al., 2008). As stag$-and ideas in the sector are growing they
have attracted attention of the CCAA and other stpp organizations.

Different research has pointed out that the creatindustries, especially ICT/Media &
Gaming, has a high potential (www.kennisland.nby. &xample, in London the biggest rise in
employment in the creative industries in 1990’s wasin film, TV or the music industry, but
in software design and computer games (Montgon#§7). It is more likely that new jobs
and business generation will come from very smadiitesses innovating (new products, new
cultural forms) in the more fertile terrain of coatpr/communications/culture. A
combination of these different areas is calledossover. Crossovers can emerge between the
arts, media & ICT or between the creative and aratidustry. As the amount of start-ups in
the ICT/Media & Gaming is growing in the Amsterdafetropolitan Area this study focuses
on this high-potential part of the creative indigstr The ICT/Media and gaming branch
consists of a combination of creativity and higlcht@logy (ICT). Because of the shift
towards a knowledge-based economy and fast growdigdevelopments, this branch is
currently very innovative. In 2006 the Waag Socikgifiated the establishment of the first
ICT/Media & Gaming incubator in Amsterdam. The ibator ‘MediaGuild’ has a leading
position regarding start-ups in the ICT/media sectgthin the region of Amsterdam.
Mediaguild is a non-profit organization that fost@mnovation and brings it to the market thus
to society. They support starters in the creatidustries (ICT/Media & Gaming) and bring
knowledge institutes and businesses in touch with treative industries and their
innovations. Until now Mediaguild has guided seVer#trepreneurs who started a successful
company. The following potential partners in théliedia & Gaming are recognized and
depicted in figure 3.

Figure 3: Interaction entrepreneur with othershim KCT/Media & Gaming sector (Micro-level).
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2.3.2 Fashion & Design and the supportive infrastrature

The second creative industries sector exploredim research is fashion and design. The
creative business service sector in Amsterdam, wimicludes fashion and interior design, is
gaining employment in the past years (Van der Grgepl., 2008). In 2002 21,7 % of the
Dutch design jobs were located in Amsterdam whilé/d of all creative industries jobs of the
Netherlands were located in Amsterdam. In 2006 22 @f all fashion designers were found
in Amsterdam (Wenting et al, 2006; Verwije, 200&)r many talented Dutch entrepreneurs
Amsterdam is ‘the place to be’ (Wenting et Amsterdam
al., 2006). The design sector also shows a  fererdam
significant higher growth rate (8,1 %) than :":c:
other sectors between 1996-2002 in Thbur
Amsterdam (TNO, 2005). From 1996-2007 Danjizas
the employment grew the most in the fashion asriem
sector (Van Oosteren et al., 2008). Therefore,  gnanoven
this study includes a quick view into this Amersfoort
second high-potential part of the creative o i 20 Ao

industries. There are various arguments that ~ "ashion percentages (Wenting et al., 2006)
imply the importance of the fashion & design seaoAmsterdam. First, fashion & design
significantly contribute to the creative business/kes (Rutten et al., 2004; Van der Groep et
al., 2008; Van Oosteren et al., 2008) and is tmuisrgortant component of the entire creative
industries. Secondly, the presence of fashion &gtesictivities sustains the preserved
creative image of a capital city (Verweij, 2006)y Btimulating new entrepreneurships
successfully future fashion & design activitiesIviié stimulated. The sector may not only
achieve high employment growth rates directly, sashexpected from the life sciences and
media & entertainment, but also indirectly. Inceshdashion & design activities attract
attention from all over the word and stimulateseotbectors as well. A well known example
of such an attractive activity is the bi-annuallganised Amsterdam International Fashion
Week (AIFW). Due to this activity employment growatithin other sectors may also be
stimulated e.g. journalism, tourism etc. An enrieminfor any major city.

In the Amsterdam area several fashion & desigmainres are launched. The Turning Talent
into Business initiative (TTIB) is a collaboratidmetween Syntens, the Dutch Fashion
Foundation, Arnhem Fashion Biennale and HTNK (hthkThe TTIB program is set up in
2007 and aims to guide seventeen high potentibidasdesign labels towards independent
entrepreneurship. When the City of Amsterdam dettddoan a part of the red light district
to the creative industries for a period of one yd#iFNK was asked to come up with a
creative destination. The high potential fashiosigle labels were assigned to that area and
the RedLight Fashion Amsterdam emerged (redlighifemmsterdam.com)RedLight
Fashion Amsterdam gives an impression of the diyessd the strength of the Dutch fashion
identity.

All relevant actors of the fashion & design sedtothe Amsterdam area are described. The
actors that interact directly with the entrepreraner displayed in the social map of figure 4.

Breda

- Since 1997, HTNK is the one-stop-shop for everyerdn ambitions in fashion;
professionals looking for challenging job opportied, companies looking for
fashion talent and media and institutes looking dtvategic insight in the industry
(htnk.nl).



Figure 4: Interaction entrepreneur with othershim fashion & design sector (Micro-level).
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Kunstenaars & CO (Artists, Culture and Entrepreslei) is a Dutch non-profit
organization which stimulates and supports artistsraising their levels of
professionalism and developing new areas of wohleyTprovide training, education
and coaching bgffering a complete set of courses for the inexgeed entrepreneur
(kunstenaarsenco.nl).

Amsterdam distinguishes two fashion & design edanat institutes. The
Amsterdam Fashion Institute (AMFI) offers a bachédtothe clothing and fashion
industry and related businesses (amfi.hva.nl). Hashion Institute (FIA) was
founded in 1998 as a one year post-graduate fast@sign course on a Master level
(fashioninstitutearnhem.nl). In cooperation withnAem the Master has become
accessible to Amsterdam student. The course istf@afashion designers who wish
to refine their personal signature and developrtbkills as independent designers.
The course originated out of the necessity for eebeonnection between higher
vocational fashion designers and the internatiomak field.

With the industry potential fashion & design protioic partners are referred to. Also
investors may become involved during the start-upcgss. Finally, the incubator
added and displayed with dotted lines as it dog¢serist yet but the intentions are
there.

Arnhem Mode Biennale is an initiative of the CitlyArnhem and presents state-of-
the-art fashion design at the international leVéke actor is relevant as it contributes
to education. However, the actor may not interati the entrepreneur directly.

The Dutch Fashion Foundation (DFF) strengthensstizgal, economic and cultural
role of Dutch fashion on a national and internadidavel. Based in Amsterdam, DFF
manages a network of the most talented Dutch fastésigners and is a key figure in
the creative network of photographers, graphic giess and fashion artists
(dutchfashionfoundation.com).

MODINT is the trade association for fashion, imerdesign, carpets and textiles
which has over 825 company members. The continiritegactive communication
with them enables the sector and all individual fpera to prepare themselves for the



demands of today, look to the future and, abovef@tius comfortably on their core
business (modint.nl).

Since 2002, Premsela has been working to improeeDtlitch design climate. It is a
platform for design and fashion that organisesuled, debates and exhibitions,
conducts studies and authors publications, andsoifdormation and advice as well.
Premsela is funded by the Dutch Ministry of EdumatiCulture and Science and the
City of Amsterdam (premsela.org).



Chapter 3: Theory
This theory section presents theoretical elememdisitsights that together attempt to clarify
the process of entrepreneurial collaboration. Tewam sub-questions one and two of the
introduction several theoretic concepts are reviewid the end of this chapter a theoretical
concept framework of the entrepreneurs’ collaborafirocess is developed based on these
concepts.

3.1 Theoretical background

The importance of start-ups in national and rediesanomies is widely recognised by many
researchers. Schumpeter (1961) already acknowledbat the principle of creative
destruction is the motivating force behind techgalal change and economical development.
Start-ups bridge the distances between sciencemdustry by introducing new technologies
to society. Thereby they stimulate productivityh jereation and long term economic growth
(OECD, 2000, 2001, 2006, 2008; Ministry of EconorAitairs, 2004a, 2004b; EU, 2005).
Tidd et al. (2001) & Peters et al. (2001) also eagired that the creation of new technology-
based firms (NTBFs) stimulate innovation and ecacagnowth. However, it may seem that
high technology start-ups have no chance agaitablehed corporations. Nevertheless, the
reason why start-ups can survive is two-fold. Adaag to the resource-based view (Barney,
1986) start-ups may possess valuable and rareroesothat can lead to the creation of a
competitive advantage. Furthermore, start-ups iegtean existing market after established
corporations can easily adjust their product reiggrdll learned experienceldowever, from

an entrepreneurs’ perspective the start-up proe@ssins very difficult as he/she is often
inexperienced. To increase the amount of startanqd to speed up the start-up process
support is needed.

From the 1960’s incubators have emerged that peoyaeht location, services, business
support and networks to early stage ventures (Hacked Dilts, 2004b; Bergek and
Normann, 2008). The incubators guide the starteufmprove its chances of success. As
knowledge and experience lie at the universitied dustries incubators attempt to link
these to the entrepreneurs. This has lead to ¥elafament of sector specific incubators that
individually have their own network of participants

The role of the local innovation systems and chgsie generating efficient entrepreneurial
collaborations is acknowledged (OECD, 2008). Altlogractically all institutional elements
needed to provide optimal support to entreprenatgspresent a clear and structured model
that displays the dynamics of entrepreneurial bolfations is lacking. There are virtually no
empirical results on how entrepreneurial collaboreg with incubators, universities and/or
firms function. This includes the link between teespecific) collaboration activities and the
phases of the start-up process. In general thisisthfecuses on this matter in order to
contribute to the understanding of early entrepueakcollaboration on the micro-level. By
recognising sector and phase specific collaboragicigvities and identifying problems, the
support may become more efficient thereby supppitie emergence of successful start-ups.
To understand the dynamics of entrepreneurial lootktion several theoretical concepts are
distinguished. The following four theoretical copts that together shape the entrepreneurs’
collaboration process, are reviewed. First, stpg-tharacteristics and their influences on the
entrepreneurs’ collaboration process are desciibedrt 3.1.1 based on the model of Tidd et
al. (2001). Secondly, section 3.1.2 explores tharadteristics of potential partners that



influence the collaboration process i.e. the supatyors of Peters et al. (2004) and Grandi
and Grimaldi (2005). Additionally, the aspects tbharacterize the process of collaboration
as mentioned in Tidd et al.’s (2001) model of dmdlation are discussed in section 3.1.3.
Finally, Tijssen et al. (2001) and their model ofrepreneurs’ development (section 3.1.4)
from an university perspective illustrate the plsaskthe start-up process and its non-linear
nature. In section 3.2 the conceptual framewortterseloped 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 é&merepreneurs’ collaboration process are the
start-up characteristics. A distinction between én&repreneur i.e. director, the organization
and the start-up has to be made. A start-up cengit(an) entrepreneur(s) with an
invention/idea and the organization. The compasitd this organization may change over
time. The characteristics of the entrepreneur, ifstance, influence the demand for
collaboration (Tidd et al., 2001). But the existikigowledge in the organization and within
the environment wherein the firm operates may alfloence the start-up behaviour. The
characteristics of the entrepreneur and the enwiemn together influence the demand for
entrepreneurial collaboration provide partial answve sub-question one stated in the
introduction. For example, a less experienced préreeur may need more collaboration than
a more experienced one. These factors also incltie uncertainty about the
product/technology and its market within the enminent of the entrepreneur. Several studies
show that indeed personal characteristics may aeagfored. Hackett and Dilts (2004b) find
a positive relationship between entrepreneurs’ adtaristics and success, and negative
relation ships between market dynamism, R&D intignsin organic nature of the firm and its
success. Roberts (1991) and Oakley (1995) studiEgFN in their home countries; Roberts
studied spin-offs from MIT in the USA and Oakey NH®in the UK. Roberts mainly focused
on the background and characteristics of a tymoalepreneur, while Oakey focused mostly
on technological and market factors. Based on therk Tidd et al. (2001) have mapped the

Home context:
Single or divorced

Technology and

Personality: + Supportive spouse markets:
High achiever - Few family commitments Uncertainty
High control l - Capital requiremenis
Independence\ / - Product lead time
Background: Institutional
Parent self- support:
employment / \ - Incubator organization
Religious values - Venture Capital
Highly educated - Government support
Work environment:
Relevant experience
Frustration
Redundancy

Figure 5: Factors affecting the establishment oéa technology based firm (Tidd et al, 2001, p.)354



main factors that together affect the establishneére new technology based firm in one
model (figure 5). The model indicates that the osaof a new technology based firm
depends on both the interaction of individual skiind of the technological and market
characteristics. It depicts an overview of the vaté¢ characteristics that may influence the
demand of the entrepreneur for collaboration. Thedaracteristics are explained
independently while maintaining the distinction, ig¥his previously mentioned, between
environmental influences and entrepreneurs’ charatics. At the end the relevant start-up
characteristics are summarized.

Environmental influences:

As previously mentionednstitutional supportis also very important for start-ups. More-so
for technology-based start-ups for whom this caltaktion is crucial. Incubators, government
institutions and facilitators can support the stgrtwith knowledge development, venture
capital acquisition and network development. Thiasee aspects are very important for an
inexperienced entrepreneur to survive (Roberts1)199

The choices of a potential entrepreneur are cansttdy the dynamics of thechnology and
marketsconcerned. Capital requirements, product lead tiamesthe potential for growth are
likely to vary significantly between different secd of industry due to for example
differences in product complexities, existing cotitfm and restrictions.

Entrepreneurs’ characteristics:

The first factor that affects the establishment @fNTBF is the background of the
entrepreneur. The background is influenced by faetilaracteristics of the entrepreneur, for
example, ‘whether or not one of its parents is-sgiployed’. Formal education clearly plays
a role as it determines the start-up competenceslly; the entrepreneur’s religion and
psychological profile may also affect the outcorheuxcess.

The home contextan also play a big role in the propensity to dithla new venture. Being
single or divorced, having a supportive spouse fadng few family commitments all have
been found to influence this propensity positiv@lidd et al., 2001).

The decision to start an NTBF typically begins watldesire to gain independence and escape
the bureaucracy of a large organization. Elemeikis ¢joal orientation, motivation and
experience arpersonalityfactors that influence the start-up decision.

A final factor is thework environmenbf the entrepreneur. Relevant work experiencéhef t
entrepreneur influences the establishment of a NTBiberts (1991) found that a technical
entrepreneur has about 13 years of work experibefere establishing a new technology
based firm.

Start-up characteristics:

Tidd et al. (2001, p. 354) present some importaators described above that could influence
becoming an entrepreneur. Some of these may atsondee the demand for collaboration
and are thus of importance to this study. The factibat have been proven to be related to
collaboration found in the literature are closesige/ed (see table 1). The optimal technology



acquisition strategy in any case will depend on riteurity of the technology, the firm’s
technological position relative to its competitoasd the strategic significance of the
technology (Tidd et al, 2001). An optimal technglagquisition strategy resembles optimal
entrepreneurial collaboration in this study. Thetdes of table 1 thus correspond to the ones
that affect the start-up process. Surprisingly meand age do not influence the performance
(Bosma et al. 2004). Also reasons and motives ¢orbe an entrepreneur are less important
for performance (Birley and Westhead, 1994). It ni@yexpected that the four start-ups
factors in table 1 simultaneously influence the dedhfor collaboration. This may increase
the difficulty of developing a measurable framewdkfore doing so, the other influences on
the collaboration process i.e. the characteristicshe partners are reviewed in the next
section.

Table 1: Start-up characteristics related to enémegurial collaboration.

Maturity Increased longevity is found for entrepreneurs #matmoremature(Cressy,
1996). Entrepreneurs that are more mature poskeger amount of human
capital i.e. they posses a large amount of indadicexperience (Tidd et a|,
2001). This former experience (Bosma et al. 2084)fien correlated with a
high educational background.

Environment | The environmentof the entrepreneur determines the total humaitatap
which the entrepreneur has access to. This inclizshedy and other start-up
that may contribute to the relevant experienced&tal., 2001).

n

Uncertainty | Besides the environment thumcertaintyof the product/technology and the
potential market also influences entrepreneuridlaboration (Tidd et al
2001). They determine the demand for collaboratidihen these
uncertainties increase more collaboration may beitable.

The complexity and present experience of the enwient leads to more use
Strategy of a reactivestrategy(Van Gelderen et al., 2000). Personal strategigisate
the intended collaborations regarding market, teldgy and busines
development, of the entrepreneur. The entrepreheoitaboration activities
are therefore dependent on his/her strategy.

[

3.1.2 The Partners characteristics (Supply)

The second set of characteristics relevant forcgudstion one, ‘which factors influence the
entrepreneurial collaboration’, is that of the part’ characteristics. Over the past years four
major organizational actors seem to have incre#fseid participation in start-up processes.
These include incubators, universities, firms aadilitators. The universities and industry
support the entrepreneur with their knowledge ampgesence andthe incubators and
facilitators guide the start-up through the startprocess. Such supporting organizations
simultaneously influence the start-up process aageesented by Tidd et al. (2001) in their
model as ‘Institutional Support’ (figure 5).

The role of the incubators has attracted sometaite(Cooper 1985; Nam 2000; Dill 1995;
Peters et al., 2004; Bergek and Norrman, 2008).t Mbthese studies aim to determine the
performance of the researched incubators. Unfortlyyaevery study mentioned that the
performance of incubators is hard to measure. Cangpancubation results and defining a
control group are, for instance, two elements ttattribute to this complexity. As no



incubator is the same the development of a getfienadework that measures the impact of
incubators seems unrealizable (Cooper, 1985; Peteails, 2004). An in-depth insight into the
incubators functioning and how they collaboratetlom micro-level will help to understand
the concept of incubation and eventually supdoture impact studies. For now, the
theoretical overview of the functions of an incraummarizes the activities that are offered
at the supply side of the start-up process. Se@ibr2.1 reviews the theory on incubation and
distinguishes types of incubators by relating there collaboration activities offered.

The other two major partners are the universitied astablished firms in the industries.
Although, the literature on the support given bgsi two actors, directly or with incubator
help, presents little clear research results reggrsbecifically entrepreneurs’ support. Most
literature include the support from a universityrgpective (Gandi and Grimaldi, 2005;
Tijssen, 2006; Colyvas et al, 2002), focus on Hiten collaborations (Nooteboom, 2004;
Van der Valk, 2007) or focus generally on suppgrianganizations (Galbraith, 1973; Roberts
and Fusfeld, 1981; Allen, 1977). No literature asirid that is directly related to the role of
facilitators. Section 3.1.2.2 reviews these arsiddad describes the supply factors i.e. partner
characteristics of participating universities amdimdustrial firms. Additionally, the
(supporting) role of a facilitator (e.g. AIM) is slibed 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 busiessto overcome the difficulties associated
with business start-up and growth. The main goahrofincubator is to produce successful
firms that are financially viable and self-suppogti The incubator can function as a
‘producer’ of business assistance programs (Ri6@2p controlling and linking resources
with the objective of facilitating the successfidw venture development of the incubatees
while simultaneously carrying the cost of their gnital failure (Hackett and Dilts, 2004b).
Since the starting process is a difficult periodtfee inexperienced entrepreneur this guidance
should increase his chances of success. To sunentrezrole of the incubator is to provide a
supportive environment for start-ups and fledglomnpanies, thereby promoting local job
creation, economic development, and technologysfear{Peters et al., 2004).

Somewhere around the 1960’s the first incubatorfoisnded and incubator-incubation
research started in 1984 (Hackett and Dilts, 200%hg first organizations, which showed
incubation functions, were either office space fess or universities. In the 1990s, these
services were expanded to consultancy servicésingesessions, network access and venture
capital. The second incubator generation was bbie. third generation started in the late
1990’s and concentrates on promising start-upean@T and high-tech sectors (Aerts et al.,
2007; Hackett and Dilts, 2004bHackett and Dilts (2004b) emphasize that nowadags t
incubator is not simply a shared-space office itgciinfrastructure and mission statement
anymore. Rather, the incubator is also a networkaividuals and organizations including
the incubator manager and staff, incubator advisboard, incubatee companies and
employees, local universities and university comityumembers, industry contacts, and
professional service providers such as lawyers,owlttants, consultants, marketing
specialists, venture capitalists, angel investansl, volunteers. The increase of the amount of
stakeholders and the increase of the support diyensike the incubation process much more
complex. As interest in this incubator-incubatiancept continues to grow, new research
efforts should focus on the entire incubation pssdeself.



The literature distinguishes several incubator syp8iegel, Waldam and Link (2003)
identified three types of stakeholders who are atiyeinvolved in university-industry
relations and differ in strategy and scope. Theskude university scientists, technological
transfer offices (TTOs) and firms/entrepreneursgéiber with the incubator, the facilitator
and other entrepreneurs all possible stakeholdersdentified.Based on their governance
structures and business incubation models Peteral. e2004) identify three types of
incubators: (a) non-profit incubators focusing avedsifying the local economy - like small
business incubators, (b) incubators linked to usities, and (c) for-profit incubators, i.e.
private organizations. The incubator classificaiddrHackett and Dilts (2004b) is based on a
similar taxonomy, using the continuum developed\tign and McCluskey (1990).

Incubation

Over the years incubator oriented studies haveapgeand some interesting incubator facts
should be noted. Bergek & Norman (2008) state ttheasconcept of incubation is reserved for
organizations that supply joint location, servidassiness support and networks to early-stage
ventures. They conclude that the positive societphcts of investing in incubation remains
to be seen. Some other authors found the oppdteexample, Smilor & Hisrich (1988)
showed that eventually the effort of the incubdéads to lower levels of unemployment.
Besides this, a different perception on how incotsgashould function also exists. Tamasy
(2007) concluded that the ‘technology-oriented bess’ incubators should be run as private
organizationswithout public funding. Contrary, Peters et al. (2004)esthiat generally non-
profit incubators perform the best. The essendh®iconcept of incubation and its function
within society is thus still an indistinctive fielaf research. Nevertheless, there are also some
similarities to be found in literature. Many autbosuch as Bergek & Norman (2008), note
that determining the performance of the incubatod @omparing incubators are rather
complex processes as no incubator is alike.

Although different perceptions on the incubatoraapt exist there are certain similar aspects
within these studies. For instance, incubation stheffective when applied in the early
phases of a venture’s life. The average incubatigrle, acknowledged by the National
Business Incubation Association (NBIA), is 2-3 ye@Peters et al., 2004; Hackett and Dilts,
2004a). After this period the entrepreneurs beclasg dependent and the support activities
become less effective. Another fact is that failemrepreneurs are often also positive results
of the incubator. Failing in an early phase implieat less time and money is spend on the
venture. The learning components of the incubd®etdrs et al., 2004), collaboration (Tidd,
2001), and the entrepreneur (Tijssen 2000) alsg alasignificant role in the incubation
process. The performance of the incubation proisesst only dependent on the amount and
variety of business assistance offered but is i@ffoenced by the intention to learn. Career
support and especially psychological support aneexample, often difficult to accept for the
entrepreneur (Regis, 2007). Next to this, many @sthepeatedly mention that the incubator
plays a significant role in networking, which issestial for the start-up process (Cooper,
1985; Studdard, 2006; Rice, 2002).

Incubation activities

The incubator role is currently often carried oyt & third party who guides the starter

through the whole starting process. They are perithp most valuable and influential

organization for the entrepreneur. To what extdrifcubator succeeds in supplying these



support services highly influences the start-upcess. The incubators mainly support
entrepreneurs in several areas including their ordwfacilities, venture capital and own
experience. Historically, several scientists hattenapted to create a model that defines the
role of incubators in the start-up process. As ineed before, Peters et al. (2004) developed
such a model and researched the differences betpreéh non-profit and university based
incubators. While no two incubators are alike, t(hed that they share the following common
traits: co-location of business, shared servicesmagement assistance and networking. These
are exactly the ways in which an incubator collabes with the entrepreneur. Peters et al.

(2004) distinguished the following three typesrafubator services:

Table 2: three types of incubator supply servideReters et al. (2004).

Services

Performance indicato

r

Infrastructure

The physical infrastructure include, rental sp
and equipment as well as administrative facilit
including, fax, phone, internet lines, labs g
conference facilities

acee these supplied?

idgre they accessible?

nind with support, if
needed?

Coaching

Training and educational workshops are offel
Seminars or programs are either for a fee or ffe
charge to the tenants of the incubators

eflre these supplied?
efoe they accessible?
Are they useful?

Networking

The access available to the tenants of the incuil
to managers, administrative, managem
financial, legal and insurance consultants as
as to scientists, academicians and prospe

pdsonetwork supplied?
g, network accessible
wAlle demand an(

cthugply analogous?

)

customers are either for a fee or free of charge.

There is, however, a difference in the quality efvices offered by the incubators. Peters et
al. (2004) found that some failed in delivering goservices. The characteristics of the
incubators are these support activities and to welégnd they are successful in providing
these services during the entire start-up procBeme incubators may pretend that they
supply a service but fail therein. Others may laekvices that are of crucial concern to an
entrepreneur in a certain phase. From the entreprizth perspective of this study, the

performance of the participating incubator needs b® investigated. Industries and

universities, reviewed in the next section, may dt#luence the incubator performance.

Their willingness to participate and their trangpay determine the network of useful

partners within a region.

3.1.2.2 Industry and University

The participation of established firms and univi@siin entrepreneurial collaborations seems
to increase. For instance, the commitment of universities iswgng due to the significant
increase of their patenting activities. Changegavernment funding and intellectual property
law could have played a role, but detailed analygigcates that the most significant reason
was technological opportunity (Tidd et al, 2001heTincrease of technological opportunities
indicates the movement to a more knowledge-basedoaay. Also the establishment of
technological transfer offices (TTOs) at univeestindicates this movement. Moreover, the
growing importance of developments in the bios@eand software industry presents new
opportunities for universities to benefit from tt@mmercialisation of knowledge.

The role of established firms in the entrepreneucsllaboration process is also
acknowledged. Established firms could assist inegpeed entrepreneurs in many ways



through inter-firm collaborations (Nooteboom, 2084n der Valk, 2007). For example, via
incubators experienced employees in many diffefiefds, the so-called ‘Masters’, give free
advice. This may vary from accountancy to IPR aglvieven experienced entrepreneurs in
the same sector may give advice. Networking is gasential for entrepreneurs.

There is extensive literature on organizationaltdieec supporting successful innovative
processes in industrial contexts, from the genamatif new ideas up to their commercial
exploitation (Galbraith, 1973; Roberts and Fusfdld8l1; Allen, 1977). This literature is
relevant in order to determine the characteristic¢he stakeholders that participate in the
collaboration process. Grandi and Grimaldi (200&)edoped a framework in which the main
organizational factors that support a start-up apecified. They propose several
organizational factors (defined below) that chasdze academics who are generally involved
in the process of creating a new venture. Althathgise characteristics focus on organizations
they may also apply to other actors that partieipathe entrepreneurs’ collaboration process.
These factors do not only apply to universities &lsb to participating firms, partially the
incubator and somehow the facilitator. A brief dgg®n of these relevant factors follows the
scheme of Tidd et al. (2001, p. 314).

Table 3: Organizational characteristics influending entrepreneurial collaboration.

Key individuals | The roles played bkey individualsand the way in which competencies
and skills of different individuals are brought &tlger determine the
success of an innovation process. Roberts and IBugf881) identified
five key roles corresponding to critical functiondea generator, internal
entrepreneur, leader of the project, technologisaEkeeper, and project
sponsor (Allen, 1977; Rothwell, 1992). See mentes@nce below.

Commitment to| The extent to which people are involved amwinmitted to innovatiors
innovation paramount. Grandi and Grimaldi (2005) state thatowation requires
considerable energy and enthusiasm to overcomenitie@ barriers that
may be encountered within organizations.

Communication The way in which information flows ammbmmunicatiorand collaboratior
among different individuals takes place both wittand outside the
organization. The amount and frequency of inteoasti with externa
actors are critical to innovation success. Thisoiais likely to be important
for start-ups, for which all the competencies to thie business might not
be available in-house (Allen, 1977).

v

Attitude The attitude and commercial sense of the organizatimwards the
towards market technology andnarket An external focus (Tidd et al., 2001) is impottan
& technology | for start-ups to be in touch with the world and édpetter understanding of
the potential, and to make more successful appiicat of their
technologies (Rothwell, 1992).

Transparency, | Finally, the way in which individuals behave regagd learning and
Sharing sharing knowledgés added as an organizational factor because fitlyh
knowledge influences the effectiveness of the collaboraticocpss. Tidd et al. (2001
call this factor the learning organization.

~ Q

Mentor presence

For an individual a personal mentor can be of gmeabrtance as described by Waters et al.
(2002). They found that career-related supporu@rites the perceived business success and
psychological support positively relates to setbem. Consequently, the presence of a
mentor influences the collaboration process. Themtior is supplied by either the incubator,
an established firm, an university or the facibtatFor every actor the presence of a ‘key



individual' (Gandi and Grimaldi, 2005) or incubatiananager (Hackett and Dilts, 2004)
corresponds with the presence of a supporting mento

3.1.2.3 Facilitator

Besides the three major organizational actors disml before, a fourth actor ‘the facilitator’
is added to this study. Organizations like ‘I antsta, Technopartner and AIM are referred
to. The role of these facilitators within the cbltmation process is unclear. It may seem that
their function is similar to that of the incubat@s they act on the supply side in this research.
However, the difference is that incubators seefmatee a much more close relationship with
the start-ups because they focus on a specifiorsaod act on micro-level. The facilitators
have a more regulative function instead. For examgltimulating the participation of
universities, industries, incubators and startings certain region is their main goal. It seems
that they function on a higher level of aggregatiman the individual and that they act from a
policy perspective. If a facilitator is found torpeipate in entrepreneurial collaboration on
the micro-level then it becomes of interest fos tl@search.

3.1.3 Collaborations

After describing all participants in the collabaoatprocess the concept of the process itself is
reviewed to complete the answer to sub-question: owWwéhat factors influence the
entrepreneurial collaboration’. As previously mengd in the introduction, collaborations
through networks stimulate knowledge/technologpsfer (Kogut and Zander, 1992; Nonaka
and Takeuchi, 1995; Leydesdorff and Meyer, 2006;ntam, 2002). For instance, over the
years much research has been conducted on unpierditstry-incubator collaborations with
start-ups (Birley 1985; Klofsten and Jones-Evai®02 Hackett and Dilts, 2004). However,
the dynamics of these collaborations remain vaglkere has clearly been a dramatic
increase in university patenting and licensing\éidis but the precise roles of all actors in
bringing inventions into practice, are unclear s et al, 2002). The degree to which
collaboration between all stakeholders functionpractice is yet to be discovered. Since this
is currently a hot topic, research into the dynamat this interaction process must be
pursued. Siegel, Waldam and Link (2003) identifitadee stakeholders who are directly
involved in university—industry relations and diffan strategy and scope. These include
university scientists, technological transfer @fc(TTOs) and lastly firms/entrepreneurs.
Together with the incubator, the facilitator and resence of other entrepreneurs all possible
stakeholders are identified.

The types of university-industry-incubator colladtmon with the start-ups on the micro-level
are defined as the services and support that these stakeholders provide. From a start-up
point of view the types of collaborations are deieed by its demand for support. The
activities that Tijssen (2006) describes in thatfiphases of the start-up process are thus
inherently related to the types of services thaemeet al. (2004) distinguished. In sum, the
collaboration types, including entrepreneur-engepur interaction, are dependent on the
support supply of all mentioned stakeholders ared ghpport demand of the entrepreneur
himself.

Peters et al. (2004) identifies various types a@fegmeneurial collaboration but doesn’t define
the dynamic characteristics of that collaboratidor does a standard composition of optimal
characteristics for a certain type of collaboratierist. A successful collaboration is
exclusively dependent on the activities that oaliuing the collaboration process. How these



activities occur could be estimated partly, basedhe type of collaboration, but this is never
certain as no collaboration is the same. The dedatharacteristics of these activities
together determine the success of the collaboraimhto a lesser extent also the type of
collaboration. For example, some form of collabioratis necessary when technology is
novel, complex or scarce (Tidd et al., 2001). Adaog to Tidd et al. the rational of
collaboration can be grouped into technologicalrkeiaand organizational motives. They
developed a model for collaboration in which thearelateristics of a collaboration are
depicted, (figure 6). The model includes motivesshhology, organization, design of the
alliance and learning characteristics that arepalit of the collaboration process. It is a
general model that may be applied to many formgadfaboration. Consequently, many
characteristics of this model also appear in engregurial collaborations. These elements of
the model of collaboration are given in figure 6.

Figure 6: A model of collaboration (Tidd et al, 20@. 199).
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Motives

The reasons for collaboration indicate the motieescollaboration. However, these motives
do not affect the performance of the entreprenetectly (Birley and Westhead, 1994).

Regarding entrepreneurial collaborations, collatimna start with motives that arise from the
need of the entrepreneur and/or the advice giventbgr stakeholders. The latter indicates
that the entrepreneur is advised to collaboraté aitspecific actor, for example, by the
present key individual. The entrepreneurial colfalion motives are similar to the strategy of
the entrepreneur that determines the intendedbzobdion activities (Van Gelderen, 2000;
Tidd et al, 2001). Within entrepreneurial collalitra the entrepreneurs’ strategy is
dependent on the factors presented in table 1dpgrh 3.1.1).



Technology

The complexity and competitive significance of #@repreneurs’ technology or product are
very important regarding collaboration activitie¥hey indicate the uncertainty of a
technology/product and its market and determinedién@and for collaboration (Tidd et al,
2001). Through collaboration this uncertainty macdme less. For example, collaboration
with partners that possess a market focus/outveankirig attitude (Rothwell, 1992) will help
defining the competitive potential. Within entrepeerial collaboration the uncertainty of the
entrepreneurs regarding his/her product/technofleggrmines the need for collaboration.

Organization

The characteristics of the organizations that gigdie in entrepreneurial collaborations also
influence the collaboration characteristics. Erigttompetences indicate the experience and
knowledge of the start-up and its partners. Theepréneurs’ maturity (Cressy, 1996) and
his/her access to human capital in its own enviemn(Tidd et al, 2001) determine the need
for entrepreneurial collaboration. The partnersiaikbility of the right services and
accessibility to these services (Tidd et al, 206&)ermine the supply of entrepreneurial
collaboration. In some cases the human supportgedwvith the services is also essential
(Peters et al. 2004). With collaboration the chemastics of all the participating actors thus
influence the collaboration process.

Design of alliance

The design of the alliance is another importantnelat of the model of collaboration. Factors
that determine the design of alliance are partredection, trust and communication,
objectives and rewards. Especially communicatiole(d 1977) and effective partner
selection determine the success of collaboratidre ihcubator plays an important role in
partner selection with their network services (Pe&t al. 2004). Again, the presence of a key
individual or mentor provided by the incubator soip the entrepreneur with selecting the
right partners (Roberts and Fusfeld, 1981).

Learning

Finally, learning is an essential aspect of therolevel collaboration focus of this study. In

terms of collaboration, learning relates to shakngwledge between two actors. However, in
entrepreneurial collaboration the transfer of kremgle is often a one way process. This
indicates that the entrepreneur is the only actat tlearns from collaboration. The

transparency of the partner and the intention aonlgreceptivity) influence the collaboration

process (Tidd et al, 2001). The transparency inescéhe accessibility to knowledge of the
partner. The entrepreneurs’ intention to learndpathdent of his/her maturity, environment
and uncertainty regarding the technology/productd et al, 2001).

3.1.4 The start-up process

To identify the link between collaboration actiesi mentioned in the previous section and the
different phases of the start-up process literaturestart-up processes is reviewed. Hereby,
sub question 2 of the introduction is addressee. fiflst phase of the start-up process is the
main period on which this study focuses. Unfortetyata clear model of the start-up process
that can be generally applied is lacking. The dgwelent of such a model is very complex

due to the enormous number of differences betweetiigs processes. The variety of start-



up processes is, for example, enlarged by theamastof many different types of technology.
Every type will have its own specific entreprenalicharacteristics. Despite these differences
there will always be general elements that chariaetehe start-up process itself. At the
micro-level common elements of the start-up proggislso occur, irrespective of the sector
concerned. To face the challenge of developing rzeige start-up model these common
elements must be indentified.

A theoretical model that could support this is tdumcept proposed by Tijssen (2006). He
introduces concepts, theory, and a measurementlrfardieentifying the early stages of an
university’s entrepreneurial orientation within a@aqtitative analytical framework. He focuses
specifically on university-industry interactionsharein the connection of academic science
and industrial research is captured. Although tleelehis constructed from the university’s
perspective essential (common) elements of a gpagrocess can be recognised. Tijssen
distinguishes three phases (Fig. 7) of entrepréseuevelopment for an university’s
entrepreneurial orientation and notes that theshotodel must have lost its linear character.
Tijssen (2006) distinguishes Science-, Utility- avidrket- driven phases in which different
activities occur. The phase model is based on{scgée research of university start-ups. The
dotted line indicates that the orientation prodgssscontinuous non-linear learning process in
which all activities happen at all times. Basicéliy model contains three steps wherein a
non-entrepreneurial oriented university is transfiog into a science-based entrepreneurial
oriented university.

Figure 7: Stage model of university science-basexkpreneurial orientation (Tijssen, 2006)
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Phase lis a period in which (part of) research agendareawl ideas are increasingly focused
on problem-oriented research, developing user-tatkapplications and defining the range of
(potential) opportunities for commercialization. g this phase the linkages with
(industrial) users and potential customers are lswgpstablished and cultivated; necessary
research competences are created or upgraded.

Phase 2focuses on managerial and organizational capaiilitncentive structures, delivery
and pricing strategies, and an articulated longytéision in order to create an entrepreneurial
environment. This environment ensures the capdoitinnovate in which new assets are



created and existing assets are upgraded and aeghsinto comparative advantages,

intellectual property and economic utility. Busiaedeas and concepts are also developed in
this phase. During phase 2 support facilities effieby entrepreneurship centres, industrial

liaison offices and other specialist advisory fitiel located at science parks and business
incubators are sought and explored.

In Phase 3intellectual property rights are secured and ntaskedies are conducted. During
this final phase a further reduction of uncertaiwill take place and less services, products,
ideas, concepts and entrepreneurial activities béltome validated as innovations with
economic value. Business plans are drafted angedavut at the end.

At the end of phase 3 university staff members imegome entrepreneurs and establish a
company (Tijssen, 2006). This indicates that altrepreneurial facets, e.g. networks,
coaching and facilities etc, needed for a successftrepreneurship are present. These
developed aspects provide the support that themetneur needs during all phases of the
start-up process. Business plans are drafted amtedtaout at the end when all needed
entrepreneurial conditions are fulfilled (Tijssét06). The period on which this research
concentrates resembles the one studied by Tij3$enstart-up process is also expected to be
a non-linear process where interrelated activitiesur. The elements presented in the phase
model of Tijssen can be translated into needs @fetitrepreneur. The activities needed thus
indicate the following common entrepreneurial aggec

Table 4: Translation of the start-up phases ofs€ijs(2004) to the entrepreneurial perspective.

Phase 1| Commercialisation awareness indicates all actiwitithat help defining
opportunities for commercialization of the prodtexthnology. The potential i
determined and the first linkages with users (itigyisnay be established.

n

Phase 2| After defining the opportunities and feasibility thfe product/technology conce
the comparative advantage is determined. When deadsearch facilities an
services offered, like IPR assistance, are used. Adgtwork is maintained arn
enlarged.

2 og

Phase 3| In this final phase everything needed for commdiszition is developed. IPR’s are
secured and the economic value of the idea ism™eted. All activities executed
and gathered information are written down in a bess plan.

The translated entrepreneurial aspects describedeadre activities that may be a reason to
collaborate. Because entrepreneurs are often uldamiith the content of every activity
other parties become involved. From an entrepréseperspective the aspects of the phases
indicate the demand for collaboration and are theeful for the development of the
conceptual framework. The phase model of Tijsskstilates the main stages of a 3 step
development chain. However, there is an enormoeslagy as phase-specific activities also
occur at other moments. These interrelated a@s/ghould thus be taken into account while
building a more non-linear start-up model. The stagpdel of Tijssen is one of the four
concepts used in the development of the conceffitaislework to be presented in the next
section.



3.2 Theoretical conceptual framework

The aim of this section is to develop a concepfrashework that can be used to analyze
entrepreneurial collaboration. The four conceplissitated in the theoretical background
sections form the basis of the developed conceptodlel. As the entrepreneur is the unit of
analysis, the model is developed from his/her pEthpe. Reminding this, the functioning of

every part of the framework and its relation witle trest is outlined. First, a rather simple
conceptual model without the different start-up ggsa depicted in figure 8 is created in
section 3.2.1 that indicates the relations of tb#ra with entrepreneurial collaboration. In

sections 3.2.2 to 3.2.7. every context of intefeisentrepreneurial collaboration is explained.
The developed conceptual framework is depicteddi® in section 3.2.8.

3.2.1 Characteristics that influence collaboration

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

The start-up characteristics are the four factdér3idd et al. (2001), (table 1) that

simultaneously affect the establishment of a stprtTo what extent the concerning
entrepreneur fulfils these factors, argued in sac8.1.1, determines his/her demand
for collaboration.

From the entrepreneurial perspective the incubakaracteristics are all activities

mentioned within the three types of services oeRe¢t al. (2004), (table 2) discussed
in section 3.1.2. The activities provided by theulbator, their accessibility for the

entrepreneur and the quality of the support giverthese activities determine the
incubators participation, as a supplier, in théadmration process.

From the entrepreneurial perspective the indusumijversity and facilitator
characteristics are the five organizational factmmsposed by Grandi and Grimaldi
(2005) and Tidd et al. (2001), (table 3) . The pitgherein the actors meet these five
factors, argued in 3.1.2., determines their paditon, as supplier, in the collaboration
process.

The collaboration characteristics, discussed irti@ec3.1.3, are illustrated in the
model of collaboration of Tidd et al. (2001), (frgu6). From the entrepreneurial
perspective the collaboration characteristics ghauket the requirements for an
optimal collaboration. To what extent the type godl of a particular collaboration is
achieved and how these relate to a phase of theugtgorocess determines the
development of entrepreneurial collaboration.

The model concentrates on any single type of ergregurial collaboration to be analysed

from the entrepreneurs’ perspective. It is stilralated to the start-up phases so that the
occurrence of specific entrepreneurial activitiesrot be recognized yet. To acknowledge
the non-linear process and attempt to link collabon activities to the start-up phases the



Figure 8: Characteristics that_influence collaborafrom an_entrepreneurial perspective.
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phase model of Tijssen, (figure 7) discussed ini@ed.1.4., is added. The total theoretical
conceptual framework, depicted in figure 9, conefsall characteristics of figure 8 and the
start-up phases of TijsseéBefore developing the conceptual model every refabietween the
actors characteristics and collaboration charasttesiare discussed independently in sections
3.2.210 3.2.6.

3.2.2 Start-up related to entrepreneurial collaboréon

The first relation consists of the start-ups chinagtics which are expected to simultaneously
influence the collaboration characteristics. Ther fcharacteristics in table 1, also depicted in
the model of Tidd et al. (2001), influence the abbration characteristics.

Start-up Collaboration
Characteristic Characteristic

v

This includes the following relations found in titerature:

Maturity of entrepreneur Demand for collaboration (Learning)

The maturity of the entrepreneur is determined tbypersonal experience and educational
background (Cressy, 1996; Bosma et al. 2004). Aenmoature person is expected to have a
less demand for collaboration as he/she already rhasy competences. The maturity
determines the collaboration characteristics ‘inten to learn’ and ‘receptivity to
knowledge’. A less mature entrepreneur is likelyh&we a higher intention to learn (Tidd et
al, 2001) and higher need for collaboration. Mayuis expected to be negatively related to
the demand for collaboration.

However, a very mature entrepreneur has the adyanket he/she knows who to collaborate
with. An inexperienced entrepreneur may not postesse competences. Maturity could be
less negatively related to the demand for collaimmafter all.



Environment of entrepreneur Demand for collaboration (Learning)

Next to the personal experience the environmenthef entrepreneur also influences the
demand for collaboration. The environment i.e. hairoapital that the entrepreneur already
has access to before he starts referred to. Adglhaén,more experience the lower his/her
intention to learn (Tidd et al, 2001) and his/hem@nd for collaboration. An entrepreneurs’
environment with excellent competences may decrégmsdemand for external collaboration.
However, due to the access to the experienceseoktitrepreneurs’ own environment the
demand for collaboration may as well be stimuldabtedugh networking opportunities.

Uncertainty of technology and market Demand for collaboration (Technology)

The uncertainty of the entrepreneur about his/hedyct and market is inherently related to
the competitive significance and complexity of ttechnology (Tidd et al, 2001). An
uncertain market is often less competitive andraseriain technology is often quite complex.
The more uncertain the technology and market agartbre collaboration may be needed to
overcome the uncertainties. An entrepreneur wheig certain about these aspects may be
less eager to establish collaborations. The uriogytaf the technology an market is expected
to be positively related to the demand for collabion.

Strategy oentrepreneur Demand for collaboration (Strategy i.e. Motives)

The demand for collaboration is a very importantt pd the strategy of the owner (Van

Gelderen, 2000; Tidd et al, 2001). The complexitgl ancertainty of the environment and the
total experience (maturity) available may also foembasis for a particular strategy

development. Within this research the entreprenestrategy is defined as the intended
entrepreneurial collaboration activities. The higle intended entrepreneurial collaborations
the more collaboration are executed. The stratédfyeoentrepreneur contains the motives for
collaboration and is expected to be positivelytezldo the demand for collaboration.

3.2.3 Incubator related to entrepreneurial collaboation

The second element of the conceptual model (fi@)rare the incubators’ characteristics
represented by the three types of services outlimedeters et al. (2004) and the extend
wherein the incubator succeeds in providing thédge influence of the incubator on
entrepreneurial collaboration is quite interestiogthis research. First of all, the purpose of
the incubator is to support and help new entrepmanespecially in the start-up phases. All
these kinds of support constitute collaborationssies this, according to the literature, the
direct collaboration between the entrepreneur &edincubator like providing facilities or
direct advices is not the only way they meet. Timerimediary role of the incubator has
increased over the years, like providing networksimmirect advices, and this must be
included too. The incubator can participate in tways in the entrepreneurs’ collaboration
process, which should not be confused.

Incubators Collaboration
Characteristic Characteristic

This includes the following relations found in titerature:



The right services that are supplied Supply collaboration (Organization)

If the support supplied by the incubator matches ghpport demand of the entrepreneur
collaboration takes place. The variety of the akdé@ support provided by the incubator, the
partner organization, directly influences the amowi collaboration and types of
collaboration between the incubator and the statfinnn (Peters et al., 2004). The higher the
correspondence between the demand of the entreprame the support supplied by the
incubator the more collaboration (of which the ibator is a part) is executed. This
correspondence is expected to be positively relatezhtrepreneurial 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, infretre and/or coaching services provided
by the incubator determines whether or not collabon occurs. This accessibility denotes
the transparency of the partner organization dygulan figure 6 (Tidd et al, 2001). Their
supplied services may be promised by the incubdatomever offered (Peters et al., 2004).
The higher the accessibility of the incubator ssgsithe more collaboration is expected to
occur between the incubator and the start-up firhre accessibility is positively related to
entrepreneurial collaboration.

The available support with the servicesSupply collaboration (Organization, Design

of alliance)
The incubator could supply several services witlgivihg support on how the service works.
Guiding and communication are essential parts télgoration. If the incubator lacks these
characteristics then the collaboration will be lesscessful (Peters et al., 2004). The available
support with the services thus influences the bolation process. The presence of a key
individual (Roberts and Fusfeld, 1981) i.e. suppgrimentor (Waters et al. 2002) plays an
important role herein. Hackett and Dilts (2004) bagize that the commitment of the
incubation manager is critical to collaborationsween the incubator and the start-up firm.
An active and supportive key individual, mentor /andncubation manager is expected to
influence entrepreneurial collaboration positively.

3.2.4 Other support organizations related to entregeneurial collaboration

The third part of the conceptual model (figure 8tuUses on the characteristics of the
industrial companies, universities and facilitat@sd their relation with entrepreneurial
collaboration. As illustrated in the theoreticatkground, these partners increasingly become
important for entrepreneurial collaboration. Theauretteristics of all three partners are based
on the five organizational factors proposed by @rand Grimaldi (2005) and Tidd et al.
(2001). Only the factor ‘committed to innovatiors left out because this actor specific
character cannot be analyzed from the entrepreaiqaeispective. The other four factors are
part of the supply side of entrepreneurial collalion and are directly related to the
collaboration characteristics of Tidd et al. (2QQfigure 6).

Industry, University )
and Facilitator Collaboration
Characteristic Characteristic

A 4

This includes the following relations found in titerature:



Presence of key individual Supply collaboration (Design of alliance)

The presence of key individuals during a collaboratinfluences the success of that
particular collaboration (Roberts and Fusfeld, 1984 key individual, also referred to as
‘mentor’ (Waters et al. 2002), has a guiding fumetand thereby may improve or speed up a
collaboration process. He/she functions as a pafsmmtact of the entrepreneur and supports
the entrepreneur (Allen, 1977; Rothwell, 1992) withll the three collaboration types (table
2). Besides the incubator such a key individual almo be supplied by a company (i.e. a
Master), an university or a facilitator. Such goglipersons, which are part of the design of
the alliance, tend to improve the efficiency of #@repreneurs’ collaboration process. The
presence and performance of a key individual iseetqnl to be positively related to
entrepreneurial collaboration.

Communication Supply collaboration (Design of alliance)

The amount/frequency and content of the interastlmetween the start-up and the partner are
critical to the success of a collaboration. Comitation is also an important aspect of the
design of the alliance of figure(@idd et al, 2001) and is foremost influenced by gartner
organization as they supply the necessary infoonafihe more (contextual) communication
between the entrepreneur and another actor therhibi@ collaboration functions (Allen,
1977; Tidd et al, 2001). The supply and abilitytted participating actor to communicate thus
influences the success of a particular collabonatiomore communication has occurred then
the success of the collaboration is likely to ime® Communication is expected to be
positively related to entrepreneurial collaboration

Attitude of partner Supply collaboration (Organization)

The attitude and commercial sense of the partrgamzation (Tidd et al, 2001) towards the
entrepreneurs’ technology and market influencesrntemsity of entrepreneurial collaboration
(Rothwell, 1992). From an entrepreneurial perspedtie attitude of the partner is defined as
their relevant technology and market perceptiorss @ntribution to business development.
The more the knowledge and experience of the paatiog actor matches with the
entrepreneurs’ idea the more support it can sugplgartner that acts in the same sector is
easier to collaborate with and often provides mmilevant information. The attitude and
commercial sense of the partner that overlap \itise¢ 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 matith the entrepreneurs demand for
collaboration this does not inherently mean thallaboration happens successful. The
partners’ willingness to share these competencesrdmes to what extend the knowledge is
shared. The amount of knowledge transferred is ribkgp# on the transparency and
cooperativeness of the partner (Tidd et al, 200d)the will to share knowledge and learn. If
the partner wants to share more then it becomes hkaly that entrepreneurial collaboration
occurs. The amount of knowledge shared by the @aitnexpected to be positively related to
entrepreneurial collaboration.



3.2.5 The facilitator and entrepreneurial collabordion

The precise role of the facilitator(s) within emreneurial collaborations remains unclear.
The facilitator is a relatively young supportingyanization and operates somewhere between
the government, industrial parties, universitied #ime entrepreneurs. It is also difficult to
determine their contribution on the micro levelthgy also seem to operate on the system
level. Secondly, the exact function of the facibta regarding entrepreneurial collaboration
on the micro-level is not to be found in the litere. However, organizations like ‘I am
starter’, Technopartner and AIM influence the sgscef a start-up with financial incentives
and their network support. The facilitators’ role iherefore added to the conceptual
framework figuring on the system level. The dotiesine and arrow indicates the uncertainty
of participation and influence of the facilitatergarding entrepreneurial collaboration. If a
facilitator acts on the micro level it is expectidt they positively influence the start-up
success as support of entrepreneurs is one ofgbais.

3.2.6 Other start-ups and entrepreneurial collaboréion

An extra final relation is presumed and included#er start-ups may also collaborate with
the entrepreneur during the entire start-up prockisough no relations were found in the
literature a less experience entrepreneur may hmeoted to collaborate with a more
experienced one. If this is the case they coulaiéleer on the demand side, the supply side or
on both sides. Other start-ups are therefore repted figured in the conceptual framework
as they could participate at any time of the sigriprocess. The dotted arrow indicates the
uncertainty of that participation and influencettoé other start-ups regarding entrepreneurial
collaboration. If collaboration between start-upscur entrepreneurial collaboration is
increased and it is expected that is has positfeets as knowledge is shared.

3.2.7 Collaboration related to the start-up process

The fourth element links the collaboration charastes of Tidd et al. (2001) to the start-up
process outlined by Tijssen (2006). The main goflttos research is to recognise

collaboration elements and link these to a cerssamt-up phase. Within the literature these
links are missing. As the start-up process is mogal it is rather difficult to determine the

assumed relations. Although Tijssen attempts to dillaboration activities to the presumed
start-up phases no clear relations can be recafjnise

?
Collaboration ' | Start-up

Characteristic d phase

3.2.8 A conceptual framework for entrepreneurial ciaboration

As previously mentioned in the specific theoreti@liews, entrepreneurial collaboration is
dependent on the support supplied by the staketsolded the support demand of the
entrepreneur. In order to picture all theoreticahaepts in one conceptual model of the
entrepreneurial collaboration that include an emaeeurial perspective then a distinction
between collaboration demand and supply is maietaiRoughly the model is divided into
three parts. The first consists of the start-upc@ss of Tijssen (2006), which indicates the
demand for support by the start-up, and the petsdraacteristics of the start-up proposed
by Tidd et al. (2001). Secondly, the four partitipg organizations which influence the



collaborations of the start-up process includeitisabators, the industry, universities and the
facilitator. The characteristics of the incubatndicate the support supply of the services
proposed by Peters et al. (2004). The industryyarsity and facilitator characteristics
comprise the five organizational factors proposg@bandi and Grimaldi (2005) and Tidd et
al. (2001). The third part is the collaboration @gpof Peters et al. that consist of the
characteristics depicted in the model of collaboratof Tidd et al. (2001). These
collaboration characteristics are dependent on ghpport services supplied by the
stakeholders and the support demand of the entreprederived from activities during the
start-up process of Tijssen (2006) which is thetfopart.

By combining these four parts a theoretical framdwi® developed that can be applied to any
sector (see figure 9). The non-linear three phasedel of Tijssen depicts the first phases of
the start-up process; this illustrates the progwessom the idea phase to the development of
a business plan. In the centre are the differelfdlmaration types depicted that depend on the
collaboration characteristics, which could takecplahroughout the start-up process. The
entire model shows all possible support optionghef university, industry, incubator and
facilitators (on the system level) regarding thertstip in the first phases of the start-up
process. Since the non-linearity of the start-upcess is maintained all support options can
occur at any moment. The model displays the differ@llaboration options which are
influenced by the stakeholders’ characteristicsgméed in figure 8. A substantial part of the
model is the one way support from the stakeholttetise start-up process. Only collaboration
with other start-ups is seen as a two-way flow beedhey can offer reciprocal support.

3.2.9 Usage of conceptual framework

The model can be applied to any sector in whicliriestarters operate. As long as the
entrepreneurs are in the start-up phases of estreprship the model is applicable. To
prevent misuse of the conceptual framework seveaoalel specific remarks have to be made:

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

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

- As the focus of this research is on entrepreneaal#boration the interactions
between the other participating organizations atencluded. Again, the
entrepreneurs’ collaboration process is analyzeh ntrepreneur’s perspective. For
example, university-industry interactions may iefhge this process but remain
outside the entrepreneurs’ scope and are therpémlected.

- Within the model the supplied support activitieghd## different participating actors
are assumed to take place independently. Howewegharacteristics of all
stakeholders simultaneously determine the colldlmor&haracteristics somehow,
especially when multiple actors are participatig, drawing conclusions must be
done very carefully.

- Although the role of the facilitator in entreprenialicollaboration is added to the
model no research results on this matter were dised. Analysing the facilitator
should therefore include an exploratory approadthoigh it is assumed that they
obey to similar characteristics as the other adtossis highly uncertain.



Figure 9: Theoretical conceptual framework for epteneurial collaboration.
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Chapter 4: Research methods
In this chapter the research methods applied vélldescribed. First, the data collection
method is presented in paragraph 4.1. The datgsaeahethod is discussed in paragraph 4.2.
Finally, paragraph 4.3 discusses some charactsristithe results obtained.

4.1 Data acquisition

In this research two methods are used for dateegath Both methods have an exploratory
character and aim to create more insight into preresurial collaborations in a short time.
The first method has a more in-depth focus on ifieestiences and media & entertainment
(creative industries) sectors by investigating #jpecollaboration characteristics. From the
perspective of the entrepreneur several case studieboth sectors are conducted to
reconstruct the process of entrepreneurial colkthmr. A multi-case-study strategy and
qualitative analysis (Yin, 2003 p 15) are used xpl@e the start-up processes. There are
several case requirements that have to be takenatount in the selection of cases. As
specific collaborations characteristics are askmdte collaborations should have occurred
not too long ago. Consequently, the units of amsliyelude entrepreneurs who are at the end
or just finished the start-uprocess. The high-potential start-ups must be fednich the
Amsterdam area and have participated in interagtigith either an incubator or a TTO. With
the help of sector specific project managers of Al incubator managers the selection is
executed. To achieve data triangulation the mininaahof three cases in each sector are
investigated (Yin, 2003 p 97). The founder of evetgrt-up is interviewed by means of
questions (see Appendix IlI) that are formulatedelda®n the theoretical conceptual
framework depicted in paragraph 3.2. To construglidity the theoretical concept are
transformed into operational measures (AppendiXHe entrepreneurs are questioned about
their specific technology/product with which herttd. The questions focus on the start-up
period i.e. from founding until writing the finalubiness plan. First, some personal
characteristics are asked followed by every singte of collaboration they conducted in
chronological order. All questions (see AppendixHave a rather open character to avoid
socially desirable answers. The final score isdillin by the interviewer based on the
entrepreneurs’ answer to the open question. A Btpolikert (1932) scale is used to
categorise the answers. In total, three life s&sncase studies and three media &
entertainment case studies, all founded in the Ardatn region, are studied.

For the data collection of the fashion & designteea different method is used. The reasons
for using an alternative method are two-fold. Fiast the fashion & design is not a technology
sector the conceptual framework developed in tleipus chapter may not be applicable.
Secondly, it is also quite difficult to find fasim& design entrepreneurs that have extensively
collaborated with supporting organizations. Newelghs, large differences between the
experienced collaboration processes of these antreprs exist. Therefore, a rather
superficial and less structured approach forms lthsis of the fashion & design sector
analysis. Several important fashion & design stalddrs (see Appendix Illj) that contributed
to the sector's development in Amsterdam were dquesi. The developed interview
questions, also used for the life sciences andandintertainment start-ups, are transformed
into several general questions related to entreyurgad collaborations.



4.2 Data analysis

4.2.1 Life sciences and media & entertainment

The method of data analysis of the six in-deptle caiadies is described below. It is used to
define the characteristics of the entrepreneurddnide collaboration activities investigated in

the life sciences and media & entertainment secfidne two small samples of three cases
each are due to the case specific requirementshwbgether resulted in a limited number of
appropriate cases. Since every case study focasespecific part of the start-up process and
on a different sector the research field is reddyivbroad. To prevent unreliable results a
robust method of data analysis is applied. The daziuthis multi-actor research is on the

collaborations which could be influenced by theeatiént factors explained in the theoretical
conceptual framework. These factors influence tiklorations independently but together
determine the effectiveness of collaboration. The af rival explanations provides a good
example of pattern matching of independent vargabYen, 2003 p 113). The method of data
analysis applied is based on the combination oforitgj counts and average scores as
developed by Moors & Faber (2007). The method alyais contains of two options.

Option 1: A Likert scale in which “1” representgrangly negative” and “5” represents
“strongly positive”. If the majority and the avem@f the scores for each indicator are
below or above the neutral scale value of 3, thencbincidence of the indicator with the
concept it represents is interpreted as negatiysitive, respectively. The neutral value
of 3 is assigned O for this coincidence. In thisezaghe association between an indicator
and the concept its represents is indicated asoy .

Option 2: A Likert scale in which “1” representso‘mfluence” and “5” represents a “very
strong influence”. If the majority and the averadehe scores are between 0 and 2, 2 and
4, or 4 and 5, then the coincidence of the indicatih the concept it represents is
interpreted as non-existent, weakly positive oyvaositive, respectively. In this case, the
association between an indicator and the concepefiresents is indicated as 0, +, or ++.

With this method the effects of outliers in theadanh the results are eliminated. For the scores
of each indicator a 5-points Likert (1932) scalessed. Each dimension is analysed by adding
the answers of the indicator(s) treated in theruntgv. The answer to each indicator is
derived from their combination of categories ofrmilence with the concepts represented by
them. The majority counts and average scores daasyapplied in two ways that conform to
one of the innovative two goals of this researdlstFthe content of each collaboration and
the related positive and negative scores of indisawill be presented. Secondly, to recognise
case specific positive, non-existent or negativatiens the collaboration activity must occur
at least at two of the three cases. If so, evegraae score of an independent indicator
implies a collaboration characteristic. Positivéatiens 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 hawe superficial character. The focus is
on the life sciences sector and on the creativimisae. media & entertainment and fashion
& design. All information gathered from the casedsts and every other interview is used to
reconstruct the entrepreneurs’ collaboration preeeof every specific sector. A model is



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

4.3 Reliability and validity

To establish quality of the case study researcleraéwriteria are taken into account. Yin
(2003, p. 34) distinguishes the following four geghat are commonly used for empirical
studies to ensure their quality. @pnstruct validity:establishing correct operational measures
for the concepts being studied.l&)ernal validity: establishing a causal relationship, whereby
certain conditions are shown to lead to other doni, as distinguished from spurious
relationships. 3External validity:establishing the domain to which a study’s findicgs be
generalized. 4Reliability: demonstrating that the operations of a study — sisckhe data
collection procedures — can be repeated, withdheesesults.

4.4 Characteristics of research output

The interviews are designed and structured to aehéesignificant amount of information.

The methods of analysis are used to structurdialinformation in order to meet the research
goals. The output of the analysis indicates sespecific entrepreneurs’ collaboration

activities and their characteristics at the miaeel for the life sciences and media &
entertainment sectors. The development of a seecific entrepreneurial collaboration

model, including fashion & design, implies a fiesstempt to structure such difficult processes.
This analysis is a pre-study that may contain eging information for future research. Also
the output that contains the acknowledged sectecip entrepreneurs’ collaboration

activities may be useful to inexperienced entrepuem and supportive institutes. The
implications of the results are transformed intacoramendations for further sector
development in the region of Amsterdam.



Chapter 5: Results
The method of analysis is applied to the data ctdland the results obtained, which aim to
answer sub question 3 of the research, are presanthis chapter. The functioning of the
entrepreneurial collaborations that were discovdredhe life sciences and the creative
industries sectors are described within the follaystructure. First, a model of sector specific
entrepreneurial collaboration is created that isirelg based on the interviews with
representatives of the start-ups (see Appendix Mlxonsists of sector specific activities
and/or drivers for entrepreneurial collaborationréhation to the objectives. All recognised
activities during the interview are depicted andalibed for each start-up phase. It must be
emphasized that for this part no structured metbbdanalysis is used. Secondly, the
characteristics of the entrepreneur (Part | of itlierview) that influence the demand for
collaboration are summarized. The analysis of tgicators of these characteristics is
performed according to the method combining majoritunts and average scores. For the
detailed analysis of the characteristics of theegméneur (see Appendix 1V). Thirdly, several
collaboration activities (Part Il, Ill and IV of ¢hinterview) that are recognised are analysed
with this same method, except for the fashion &gtesector. To achieve the internal validity
outlined in section 4.3 causal relations are ingagtd. For every investigated collaboration
the characteristics of the entrepreneur, the cotltibn and the partner are translated into
observed relations and depicted in a collaborasipecific model for each partner. These
methods produce positive, negative, and non-existemcidences of observed indicators
with the concepts representing them for every itigated party involved in entrepreneurial
collaboration. Comparison of the reported coinctdsnof an indicator with the concept it
represents provides insight into the degree of emsis about the prevalence of the
coincidence of that indicator with the concepepnesents. Within the depicted collaboration
non-existent relations are left out. Appendix V tidnutes to the understanding of these
results. Finally, in the fourth part the charadtes of entrepreneurships (Part V of the
interview) in every specific sector are presenteat. this analysis no structured method is
used. To recognise relevant characteristics, iaetofs that affect the entrepreneurs’
collaboration process, the results are compareid. ddta comparison can be traced back in
Appendix VI, except for the fashion and design @ect
Due to the explorative character of this researabhmnformation is gathered that leads to an
interesting and relevant research output. Howelee, to the small number of cases and the
short existence of several partners the discovestations may be instable. Future case
studies of entrepreneurial collaboration and gte#is analysis of these relations may
contribute to further understanding of this matlére sector specific results are structured as
follows. Paragraph 5.1 will focus on the life saes sector, 5.2 presents the media &
entertainment findings and in 5.3 the fashion &giesesults are discussed.

5.1 Life Sciences sector

5.1.1 Model for entrepreneurial collaboration

The model for entrepreneurial collaboration of ttie sciences sector is constructed (see
figure 11) with all information retrieved from casé&, 2 and 3 (see Appendix llla-d). The
structure and the phases, designed by Tijssen YZfi§6re 7), are used as a basis format for
the development of the model. Before showing theeha few recognised characteristics of
the entrepreneurs’ collaboration process are adliwithin the life sciences a start-up or



entrepreneurship is called a ‘spin-off. The foctithes research is on the entire process, from
the venture period to the development of the flmainess plan. The average period of the
start-up (spin-off) process is expected to varywbeenh 6 to 10 years (see comments in
Appendix llla,-c,) and changes of technology/market targets withis period do not occur
very often. Although none of the cases finished ¢éméire start-up process yet they all
emphasized that a start-up trajectory of aroune&@g/is very common (see Appendix Hla
¢,). It's the needed technical research and thecdinesting that takes a lot of time during the
start-up process. Simultaneously, due to strictsletjon regarding the life sciences the
process is delayed even more. Therefore, the faiomdaf a life sciences entrepreneurship is
mostly a part-time job. The intended market goals the initial concept practically stay the
same during the entire start-up process. The bssiplan is seen as a adjustable document by
the life sciences entrepreneur; it is changed wieaded (see Appendix Ijka,). The main
drive for renewing the business plan is the ativacdf (new) financial inputs, subsidies or
investors at the end. The concept and businessdaeelop parallel to each other. Several
phases can be distinguished in this developmenesepted in created model depicted in
figure 11. These are the idea/venture phase, seareh phase and the market preparation
phase. The drivers and activities, which are natessarily in place in every phase, are
presented on the left side and the objectives esdhare depicted on the right side. The
explanation starts chronically with phase 1.

Phase 1

The clarification of phase 1 in figure 11 is erfirbased on the case study findings, i.e. the
answers given to the interview questions and dikewinformation obtained as shown in
Appendix llla-c,. A life sciences entrepreneurship originates framidea/venture that is
discovered at medical research institutes, su¢thea8MC and VUmc located in Amsterdam.
This is why a life sciences entrepreneurship ieroftalled a spin-off of a particular
university. After many years of continuous resedttelarning) the venture is spotted by an
experienced medical scientist. These scientistsspegialists in a certain part of medical
sciences. Before proceeding with any further stepsmarket potential is determined by the
applicability of the treatment, i.e. the raritytbe target disease. Together with the TTO of the
university the decision to continue is made. Areaxal consultant or a TTO scout becomes
involved in order to develop a first protocol okthusiness plan. Networking and coaching
(learning) is executed during the protocol develeptmThe protocol consists of the concept’s
origin, market targets and all needed additionséaech activities. The protocol is needed to
achieve a pre-seed loan that is provided througlSIKE-program as explained in paragraph
2.2. After a presentation to an experts panel teesped loan, maximum 100,000 euros, may
be granted to the invention. Because of the sdciglevance of life science developments the
maximum pre-seed fund is often very easily obtaifekt Appendix lllgc,). The experts
panel, which consist of large variety of specialistiso gives a one time objective advice to
the entrepreneur. Through these specialists netmgréould be performed. The financial
input is often used to pay the business consutanill business (learning) activities are
performed by these external ‘partners’. The adéisiinclude legislative advice, IPR advice
and all business negotiations with possible prodigstelopment and supplier partners. The
first contacts with product developers are esthbtisthrough the own professional network of
the inventor. To pursue concept specific reseactikities lab facilities have to be acquired at
the university. The TTO helps with such contracsnaeen the inventor and the university.



Phase 1 has several similarities compared withrtbdel of Tijssen (2006) (figure 7). They
both have a research orientated character, in@utim years of research experience achieved,
and commercial awareness is gained.

Collaboration objective:
Phase 1dea/venture acknowledgement
An idea/venture is discovered at the MC qf
a university by specialist (employee)

Define market potential of venture
Involve TTO of the university (scout) //

Involve business consultant (extern or TT Y

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 consultart) '

Acquire lab facilities at University via TTO

Phase 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 subsidiesffor

extra research projects

Perform product development of options Technology
Attract a business manager that become development
director of spin-off

Phase Market preparation
Start spin-off company
Maintain lab research

_________________________________________________

—————————————————————————————————————————————————

—————————————————————————————————————————————————

_________________________________________________

_________________________________________________

Final complete A
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Figure 11: Entrepreneurial collaboration modeltfad media & entertainment Sector
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Phase 2

The second phase is named the ‘research’ phaseudmeadtd mainly focuses on the
development of the product. All data used for tbmposition of phase 2 in figure 11 can be
found in Appendix lllg-c,. In the life sciences the product development@se mainly
consists of lab research. With the lab research¢ctwis the start of phase 2, all different
product options are investigated. This time intemdearning process could be performed
with additional external parties outside the resleamstitute. After a certain research period a
single/multiple product option(s) will remain. Dag this selection it may be important that
legislation is kept in mind. It seems that also plegiod of time between the final product
development, somewhere in phase 3, and actualegadlyl entering the market is also very
long.

Before, during or after phase 2 a second loanaisibsidy (EZ) or SEED loan (life sciences
fund), may be needed and procured. The business rplest be adjusted and improved
including the research process, needs and podsitilee achievements. Together with the
business coach/consultant the protocol is trangfdrinto an action plan wherein the current
concept status and future necessary activitiepasented. For the entrepreneur (inventor)
redefining the business plan is a learning pro@esshich intensive interaction with the
business consultant/coach is required.

At the end of phase two the product developmertheffinal option(s) is executed with or
without external parties. Small amounts of the tebbgy/products are created that are ready
for clinical testing in phase 3. Before enteringagd 3 a business director has to be attracted
who regulates further business developments. Thméss director can be the TTO coach, an
external consultant/coach or a new external busiregerienced person, who is found
through TTO or own networks. The inventor will rdmacientific director of the venture.
Phase 2 has several similarities compared withrtbdel of Tijssen (2006) (figure 7). They
both focus on performing R&D activities and exphgriproduct development opportunities.

Phase 3

The third and final phase is named the ‘market @r&jon’ phase. Although none of the cases
has finished phase 3 of figure 11 entirely yetsitonstructed based on the intended future
activities and expectations of the respondentsraatlin Appendix Illg-c,. Because data on
expectations is used and only two out of three T&ses little experience in phase 3 it is
almost entirely depicted with dotted lines in figurl. Nevertheless, a small resemblance with
the model of Tijssen (2006) (figure 7) is recogdiz&hey both have a business/market
preparation focus and contact with users is obthitteough the attraction of existing
distributors.

With the appointing of a business director by tleature a spin-off is created. During the
final phase office space facilities are searchedlfab facilities are added depending on the
type of product. The lab facilities are either iaa at the research institute or created by the
spin-off themselves. Multiple interviewees mentidribat clinical testing of the developed
product is a normal procedure. It is a very timemsive learning process but is required for
safety, legislation and the discovery of side-a@ffecClinical testing is repeated until the final
product satisfies the requirements. The admissfaheofinal medical product is also a very
long process due to strict legislation in the $itgences.

Somewhere in phase 3 an existing distributor isolved through networking. A final
business plan is developed that contains researmthesting output, legislative approval, a



production plan, market goals and all other businedated elements. With the final plan
interested VC'’s are attracted for mass producti@hraarket entry.

Comments on figure 11

The developed model and its clarification indicétat the start-up process of a life sciences
entrepreneur is still a linear process. During 3hghases of the trajectory very clear phase
specific activities are recognised. Only the atihgi of the dotted phase 3 are less certain due
to insufficient data. The results show that theiress plan has a prominent role along the
start-up process. Within every phase an improvgdfieded version of the plan is required.
Three types of business plans are distinguisheddaditated to each phase, i.e. a protocol in
phase one, a research plan in phase two and #iebfisiness plan in phase three. It is thus a
document that is constantly adjusted for one ma@son: the attraction of new finances.

The model in figure 11 illustrates that learninghe common objective. However, according
to table 2 in the theory chapter learning is thgulteof ‘coaching’ because this research
focuses on collaborations. For the life scienceBrtelogical learning (research & testing) and
little business experience is referred to. Becdhseinventor often remains in its original
profession and a business director is appointéd Entrepreneurial business experience is
obtained by the inventor. The acceptance of exteorssultants in the early phases of the life
sciences start-up process perhaps indicates thahwentor has little entrepreneurial skills.
And a career change from inventor to entreprensuofien not desired. Likewise, the
transformation of an experienced scientist int@aimepreneur signifies a loss for the research
institute.

As the entrepreneur already possess a large pimiessetwork it is less important to
perform networking activities. The presence of TH®, colleagues and other start-ups satisfy
the needed network for a life sciences entrepregur

During the entire start-up process (lab) facilitee® crucial for performing research and
testing and the establishment of the spin-offeéiras that lab facilities at the research institute
are easily attained on a contractual basis witth#ip of the TTO. The achievement of other
facilities like office space and external labs m@e difficult to pursue.

5.1.2 Characteristics of entrepreneur

The following relevant characteristics of the Ifeiences entrepreneur were recognised. The
inventors all received a PhD title and have moentR0 years of work experience in the life
sciences sector (see Appendix IVa). Their ventaréhe result of many years of research
performed within a specific part of life sciencdhe entrepreneurs dedicated on average
about 20 % of their time to the entrepreneurshipndufirst years of the start-up process. The
decision to become a fulltime entrepreneur is eandde when the spin-off is established but
often externally attracted business directors adiodited to this function (see Appendix JHa

).

The other characteristics of the entrepreneur enlife sciences that were found are depicted
in table 5. The table shows concepts and indicagx@ained in the theory chapter 3, with the
resulting scores from the analysis. The actualescof the three cases (1, 2 and 3) on part | of
the interview (see Appendix IlI) and applicationtioé method of analysis to these scores are
illustrated in Appendix IVa. The coincidences tl@e shown in the bold lined boxes of



Table 5: Perceived coincidences of empirical indicawith the concepts they represent in the life
sciences sector.

Concept Indicator (scale of coincidence) Scores| Coincidence
(Average)

Maturity Work experience (0/++) 5 ++
Product/technology (sector) related experiencef0/ 5 ++

Relevant Related experience of family (0/++) 1 0

experience in Related experience of friends (0/++) - ND

entr_epreneurs’ (Technology) related experience from other stpg-u 4.67 ++

environment (0/++)

Certainty of the | Perceived complexity of the product/technology J—/+ 4.67 +

entrepreneur Perceived market potential (—/+) 4.5 +

Strategy Intended technology collaboration actgitf0/++) 5 ++
Intended market collaboration activities (0/++) 4.67 ++
Overall business development activities (0/++) - ND

table 5 represent the actual relations. The resutsshowND (Not Detected) indicate that
the indicators cannot be detected due to insufficiata. Table 5 shows that both work and
sector related experiencevsry positivelyrelated to the maturity of the entrepreneur in the
life sciences sector. Several interviewees noteé dhdeast 30 to 40 years of life sciences
sector experience is required to attract VC's atehd of the start-up process (see Appendix
llla,-c,). The only environmental experience that is fotmdbe very positivelyimportant is
the experience of other start-ups. Proximity ofeothtart-ups makes interaction very easy.
Experience within the entrepreneurs’ family seemshave no affect on becoming a life
sciences entrepreneur and the influence of therigxpes of friends could not be detected in
the data received.

Thetechnologicalandmarket uncertaintyf the product are strongly positively relatedtie
certainty concept (table 5). The perception of @mrepreneurs regarding these aspects
influences the collaboration activities and its releteristics. In the life sciences the
technology and market certainties are present auleet extensive experience of the inventor
and its department or institute that constantlyfggers research on specific life sciences
specialisations. This research is sponsored byrgoment subsidies wherein market demand
is somehow entangled. The certainty towards thentdogical concept is probably influenced
by their enormous experience in the life scienédthough all respondents seem to be very
confident of their technological concept some nwred that product development remains
complex and is often the reason for failure (sepeilix llla-c,).

The intended market and technology collaboratidiviies are bothvery positivelyrelated to
the strategy of the entrepreneur. The findingsciaidi that the intended technology and
market collaboration activities are essential forategy development by life sciences
entrepreneurs. Articulating the ventures market tauhnological needs are two elements
proven to be important at the beginning of thetatprprocess. Due to insufficient case study
data the relevance of business development aesvitbuld not be detected.

The discovered characteristics of the life scieremtsepreneur in table 5, explained above,
are part of the entrepreneurial collaboration modet they influence every type of
entrepreneurial collaboration they are also degiategable 6 that shows all characteristics of
every discovered collaboration that will be expéalrin the next section. The coincidences of
these characteristics of the entrepreneur ardriitesl in the blue box of table 6.



5.1.3 Collaboration types and characteristics of p@ner

The following section will focus on the discoveredllaboration types, in which the
characteristics of the partner and life sciencasepreneur have a significant role. Table 6
displays all investigated relations based on tleedtiences case studies 1, 2 and 3. The data
are obtained from part Il and Ill of the intervi¢gee Appendix Il). For case specific results

Table 6: All perceived coincidences of empiricalioators with the concepts they represent in fiee li
sciences sector.

Dimensions | Indicator (scale of coincidence) Coiraick for
Collaboration with: | MC SKE Caltant TTO
Institute Coach
Collaboration Characteristics
Motives Intended technological collaboratior
for collaboration| activities (0/++) T
Intended market collaboration (Correlated)
activities (0/++)
Technology/ Complexity (Technological 4+
product uncertainty) (—/+)
Competitive significance (market +
uncertainty) (—/+)
Organizations: | Work experience (0/++)
Existing (Technology) related experience R
competences of| from other start-ups (0/++) (Correlated)
Entrepreneur
Organizations: | Cooperativeness of partner ++ ++ ++ ++
Partner organization (0/++)
Design of Performance of key individual (0/++) ++ ND ND ++
Alliance Communication (0/++) ++ 0 ++ ++
Partner selection (0/++) 0 0 0 ND
Learning Transparency of partner (0/++) ++ ND ++ ++
Relevant information/knowledge ++ ND ++ ++
transferred (0/++)
Partners Characteristics
Key individuals | Performance of key individual (O}++ ++ ND ND ++
Communication | Frequency of interaction (0/++) ++ 0 ++ ++
Content of interactions (0/++) ++ ++ ++ ++
Attitude/comme | Relevant technology sense (0/++) ++ ND ND ++
rcial sense Relevant market sense (0/++) ++ ND ++ ++
Contribution to business ND + ++ ND
development (0/++)
Sharing Cooperativeness (0/++) ++ ++ ++ ++
knowledge, Transparency of partner (0/++) ++ ND ++ ++
transparency Relevant information/knowledge ++ ND ++ ++
transferred (0/++)
Incubator Characteristics
The rights Correspondence of demand and ++
services supplied services (—/+)
supplied
The access to | Accessibility (—/+) ++
the services
The available Mentor/ key individual performance ++
support with the | (0/++)
services Assistance with facilities (0/++) ++
Commitment of the incubation ND

manager (0/++)




from the data analysis of every specific collaboraAppendix IVb-e is referred to. The final
average scores, on which the coincidences of @ablke abstracted are illustrated in Appendix
Va. Results in table 6 that shaMD (Not Detected) indicate that the indicators canpmt
detected due to insufficient data. From the datalyais four collaborations types are
recognized that occurred at least in two out af¢hrases (see table 6).

The collaborations between the entrepreneur anMténstitute, SKE, consultant/coach and
the TTO seem to occur in multiple cases. Thesedoairexplained thoroughly in this section,
other single collaborations that were present @ffolind in the Appendix llle. The arrows
imply the collaboration specific relations that et exist for that collaboration. Only the
very positive relations shown in table 6 are sigarift and thus depicted in every specific
collaboration figure. The first specific collabdomt that is presented is the connection
between the entrepreneur and the MC institute réidi2).

MC institute

The data analysis from which figure 12 is createdutlined in Appendices IVa and IVb. All
acknowledged existing relations in table 6 are dcepi in figure 12. The relevant
characteristics of the entrepreneur (blue in tébl&ppendix IVa) are depicted at the left hand
side and the relevant characteristics of the pafis®e Appendix 1Vb) are presented at the
right hand side. The life sciences origins lay i@ Mstitutes where they are discovered.

Entrepreneur: Colledimn: MC institute:

Work experience Cooperativeness
in sector \ /

Performance key-

Sector experienc_e—,.'l Communicatior‘k/ indigid
from other start-ups | !

|
1
! «+—— Transparency
1

Product/technology | ,
certainty —’E «——— Relevant technology
! i sense
Market certainty —  Contefit !
|<—

]
' interactions | Relevant market sense
1
1

Intended technology
collaborations N .

Intended marketing/

Collaborations

Relevant information
transferred

Figure 12: Entrepreneurial collaboration with MGtitute.

The inventor possesses much sector related experastained from its own work and from
other start-ups in his/her environment. He mustvbey certain about the technological
feasibility and the existence of a target markethat start. Because of these certainties he
knows exactly with who he wants to collaborate. THE institute is the perfect partner
during phase 1 and 2 of figure 11 and they havedlesyant technological sense and facilities



needed for all research activities. The relevanikeiasense is present at several experienced
scientist colleagues who are welcome to coopefée.internal network of an MC institute is
open and very transparent so that much knowledgdedransferred. The TTO functions as a
spider in this web and connects the entreprenethieddknowledge he needs. By assigning a
TTO key-individual to every specific entreprendue support is increased and much relevant
information between the inventor and the institsteansferred.

SKE program

The data analysis from which figure 13, the secoaliiaboration observed, is created is
outlined in Appendices IVa and IVc. All acknowledgexisting relations of table 6 are
depicted in figure 13. The characteristics of theepreneur (blue in table 6, Appendix IVa)
and the specific characteristics of the partndslét&, Appendix IVc) are again depicted. The
SKE-program is very attractive for the life sciemcentrepreneur to achieve first round

Entrepreneur: Colledimn: SKE program:

Work experience
in sector

Sector experience
from other start-ups '

“—— Cooperativeness

Product/technology

certainty

Content of
interaction

Market certainty ——»

Intended technology
collaborations N L

Intended marketing/

Collaborations

Relevant information
transferred

Figure 13: Entrepreneurial collaboration with SKifegram.

financing. This first financial input is often fylldedicated to determining the ventures
potential in phase 1 of figure 11. The SKE-progremone of the potential partners to
cooperate with because of their first start-up riciag offer. The collaboration between the
SKE-program and the entrepreneur only seem to sbasbne very intensive interaction. To
receive the pre-seed capital, which is often thgimam 100,000 euros, the concept must be
presented to the SKE-expert panel. During the @me interaction the experts may give
useful independent and objective advices. Afterwatige collaboration only rests on annual
progression reports that are submitted to the SKte. TTO assists with the production of
these reports. To summarize, the collaboratiorrastjzally a one time interaction in which
much relevant knowledge is transferred via direleices.



Business Consultant/Coach
Another recognized collaboration is with a businesasultant/coach. Figure 14 is created

from the data analysis outlined in Appendices I\Vfal dvd. All acknowledged existing
relations of table 6 are depicted in figure 14. Tharacteristics of the entrepreneur (blue in
table 6, Appendix IVa) and the specific charactgsof the partner (table 6, Appendix 1Vd)
are presented. The business consultant(s) hasiicgigt role in phase 1 of figure 11 and
may also stay involved in phases 2 and 3. Becdwesedse findings (see Appendix |Ha)
emphasize that the inventor often only becomessttientific director of the spin-off an
external business consultant(s) will always be s&aey in phase 1. Until the business director
is assigned at the end of phase 2, the involveofeabusiness consultant(s) is inevitable. So,
during phase 1 and 2 business consultant(s) ohesaare needed to regulate the business

Entrepreneur: Chbdeation: Business Cdiasu/Coach:
Work experience Cooperatess
in sector \ /
Sector experience_________, <+——— Transparency
from other start-ups : Commutima |

| | Relevant market
Product/technology | : sense
certainty —’E |

. Content of : Contribute to busmes
Market certainty —»; intetins : development

Intended technology
collaborations N /

Intended marketing/ l

Collaborations
Relevant information
transferred

Figure 14: Entrepreneurial collaboration with besien Consultant/Coach.

development. The business consultant can be a&tttadther by the inventor or the TTO. As it
gets paid for its activities cooperativeness aaddparency is required. The consultant must
have a market sense of the life sciences sectpertorm his/her function and contribute to
the business development of the spin-off. Intenaivee much communication eventually leads
to the transfer of relevant knowledge between lamttors. The entrepreneur and the coach
thus decide together on every next step of theafbidevelopment.

TTO
The fourth and final life sciences specific entegp@urial collaboration that was recognised is

the TTO involvement. The data analysis from whigjuife 15 is created is outlined in

Appendices IVa and IVe. All acknowledged existietations of table 6 are depicted in figure
15. The characteristics of the entrepreneur (bhutable 6, Appendix 1Va) and the specific
characteristics of the partner (table 6, Appentfi®)lare displayed. TTO’s are established to
increase the amount of knowledge transfer betwé&enuniversity research institute and
society. From the case study findings two mainvéas are recognised: 1) the TTO actively
scouts within the research institutes to find redearesults that may be useful for



commercialization; this scouting consists of conisiateraction between scientists and the
TTO, and 2) assisting the entrepreneur(ship) thrqiase 1 of figure 11; the TTO helps with
the first protocol development, the contracts bffiacilities and other ownership agreements,
and if desired by the inventor the TTO can alsasaséth finding an appropriate business
consultant and/or business director.

Entrepreneur: Colledimn: MC institute:
Work experience Cooperativeness
in sector \ /
T N Key- individual
Sector experience .‘/
from other start-ups : Comneation <«——— Transparency
Product/technology : : Relet/m@thnology sense
certainty - ™ | Relevant market sense
i Content of !
Market certainty —»: iraetions «—— Corresponde services

«<+—  Assigta with facilities

1
1

Intended technology

Intended marketin
Collaborations

collaborations N L
g/ 5"""1' """ T Accessibility of services

Relevant information
transferred

Figure 15: Entrepreneurial collaboration with TTO.

During the TTO involvement in phase 1 the collakioracharacteristics of entrepreneur are
clear. The TTO becomes involved with one goal: tplere whether the perceived market
targets in combination with the technological pbiisies sustain a feasible and commercial
concept. The pre-seed capital is often entirelyiaded to this research. In order to perform
these activities successfully the TTO must be \@rgperative and transparent. For giving
direct advices the assigned coach/key individualstmbave a relevant market and
technological sense. Intensive and much communitdtetween the TTO and the inventor is
required for the transfer of relevant knowledge.

The assistance provided with the lab facilitieal& needed. The accessibility of the services
that the TTO supplies also seems to be relevana uccessful collaboration. The services
that are currently provided do correspond with thientions of the established TTO’s.
However, several respondents mentioned that exfiee sspace is needed if the spin-off
wants to maintain proximity to the research ingtiturhey added that the advantages of
multiple start-ups located close to each other lshbe increased. An incubator may be a
solution.

5.1.4 Characteristics of entrepreneurship

Based on the case study findings several life serentrepreneurship characteristics are
recognized and presented in this section. The idadhtained from part V of the interview
shown in Appendix Il. For the single case resulppéndix llla,-c is referred to. Appendix



llla,-d, contains all data used to distinguish the charsties. The comparison of the three
cases can be found in Appendix IVf.

In the beginning the start-up only consists of peeson, the medical scientist who is the
inventor. During phase 1 of the entrepreneuridlaboiration model of figure 11 the inventor
and the business consultant dedicate about 20 #heoftime to the ‘entrepreneurship’. In
phase 2 this percentage of the time invested bly petsons increases when the amount of
entrepreneurial activities grows. The attractioraaingle/multiple fulltime researcher(s) that
continues the venture related research activisesery common. The inventor thus often
preserves its original profession. When a businl®stor is linked to the entrepreneurship
and the spin-off emerges, i.e. transition of ptase 3 in figure 11, the number of employees
may increase very rapidly. A life sciences entrepteship is characterised by high research
costs and a long-time development trajectory. Qurthe entire start-up process the
entrepreneurship does not generate revenues. Trep@meur must be very patient because
extreme accuracy on every research aspect is egfuithe life sciences entrepreneurships
also make use of licensed patents that are grantgthase 1. The entrepreneur(s) stay(s)
owner for about 5 % of the venture while the reghie research institute’s possession.

Due to the combination of a scientist and a busigesisultant/director the management team
seems to have a high degree of heterogeneity. Tibmdss consultant/director should have
life sciences work experience. The entrepreneuemssatisfied with this combination of
knowledge and do not need extra advisors.

Overall, life sciences entrepreneurships experiendeng but clear linear start-up process
wherein technological learning and attraction ofsibass advisors are two important
phenomenon’s. From the beginning the entreprenswst be a patient because of time
intensive processes such as research, testinggisthtion.



5.2 Media & Entertainment sector

5.2.1 Model for entrepreneurs’ collaboration proces

The model of entrepreneurial collaboration in thedim & entertainment sector presented in
figure 16 is derived from all information retrievé@m case 4, 5 and 6 (see Appendix llle-h).
The structure and the phases, designed by TijsX06] in figure 7, are again used as the
basic format for the development of the models laiguideline to the entrepreneur in which
all optional activities are depicted. The modeldsonstructed from the data on the three case
studies (see Appendix llle-h). In order to enlattge reliability of all phase specific activities
and drivers that were recognised more researchisrdpic must be conducted in the future.
Before showing the model and its clarification afentrepreneurs’ collaboration process
characteristics that were recognized are summed lup.period of the start-up process is at
least 1,5 years (see Appendix 1Vg). None of th@aedents had actually finished the final
business plan yet. According to the developmentest@f the interviewees (see comments in
Appendix lllg-g,) radical technology/market target transformatiomishin this start-up
period are not very rare. The intended directighs, aimed goals and the used business
models can be easily adjusted or changed. It se¢katstrial and error behaviour is very
common in technology and market development. Samelbusly, the interviewees also
mentioned that the formulation of the business jBaconducted during the entire start-ups
process. The plan is not only the end product butl$o seen as a living document that
initiates the learning process. It focuses theegmémeur on constant consideration of possible
options and opportunities. The development of aassful business plan that is ready for
approaching VC'’s is a time-intensive and interactprocess (see Appendix IHg,). The
created model is depicted in figure 16. The drivemd activities are presented on the left
hand side and their objectives are depicted onritite hand side. The explanation starts
chronically with phase 1.

Phase 1

The clarification of phase 1 in figure 16 is erfirbased on the case study findings, i.e. the
answers to the interview questions and all othfarimation obtained as shown in Appendix
llle,-g,. The media & entertainment entrepreneur oftentsstaith an initial idea at an
educational institute. The first steps of conceptalopment, which is often the final study
project, are executed within this institute. Thadion of the final project is learning and
through the project agency at the institute netimgrkis initiated. At the time that the
entrepreneurs graduate the decision of becomirentapreneur has to be made.

In the beginning the network of the entrepreneurelatively small. The SMEs advisory,
located in many cities of the Netherlands, is apphed to increase the entrepreneur’s
network directly and indirectly (through eventsgpgcially in the first phase network growth
and direct advices, which are all free of charge @nportant. Simultaneously, during
network growth much is learned by the entreprea&out sector specific aspects.

During this phase the incubator is contacted toudis the possibilities of cooperation. Based
on the feasibility of the initial concept and itscieased value resulting from the services
provided agreements are made and contracts aredsigmostly for a one year period. An
office and all other facilities, like a lab andunthroom etc. become accessible during that
year. The incubator also shares its immense netandkactively coaches the entrepreneur.
For the development of the initial concept thetfiraks with external designers and/or



Collaboration objective:
Phase Loncept/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

Facilities

<< Technology

development
Phase Pransformation

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 Business orientation
Increase promotion activities
Approach interested VC's

' Incubator services

_________________________________________________

Set final marketing goals

i Select partnerships that match with the
. business goals (sector related firms) !

i Remain contact with possible other future
! partners !

. Develop final technology concept \
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Final complete )
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Figure 16: Entrepreneurial collaboration modeltfeg media & entertainment sector.



producers are made. These contacts improve theepgtere of the opportunities of
technological development of the initial concegtisIstimulates learning and the first steps of
the technology development are made.

The involvement of a potential investor in thetfiphase may not result in financial inputs but
does contribute to the personal development of @éhrepreneur. Communication with
investor(s) in this early phase stimulates thesgméneur to think about market opportunities.
In addition, objective advices of an experienceqe within the market are always useful.

A transition of the concept regarding market g@dd® occurs in phase 1. The often creative
but less realistic initial concept of the graduatiproject should match market demand.
Simultaneously, technological developments and etadrgets are adjusted. Direct contacts
with customers and/or marketing studies stimulagerling and will help with this decision
making.

An open-minded and accessible attitude is essefuralthe starting phase. The initial
concept/idea should not be seen as the final con&egondly, objective opinions, advices
from competitors and all other information obtainedy contribute to the creation of an
improved concept. In this phase final technologykeadecisions should not be made yet. It
is also useful to explore IPR possibilities regagdihe initial concept. Although concepts in
de media & entertainment sector cannot be secwndeasily much can be learned from this
investigation.

At the end of phase 1 the business plan is develtpa consists of a protocol in which the
first technological and market goals/opportunitis® formulated. Phase 1 has several
similarities compared with the model of Tijssen 8D (figure 7). They both have an
orientation to initiate commercial awareness anehbp of external linkages.

Phase 2

The clarification of phase 2 in figure 16 is erfirbased on the case study findings, i.e. the
answers to the interview question answers andthéirainformation obtained as shown in
Appendix llle-g,. Due to the enormous amount of new informationaioled and new
experiences that occur in phase 1 redefining thzeeproduct concept is inevitable. The
entire concept including market goals and interatevities are revised. The gap between the
market and concept is decreased via adaptatiolgtereed market opportunities. Although
many aspects remain unclear the first commerciiizaview is added to changed concept.
This activity triggers the entrepreneur(s) to thatlout the concept and its possibilities. The
transformation of all received information into bkaand realistic concepts is a learning
process; a crucial part of phase 2 and the entag-§ process. The incubator has an
important role herein by providing lab facilitiesstworking abilities en direct coaching.
Through the incubator (indirect) and the self-eedabusiness network (direct) potential
partners for product development and/or investraemtcontacted. The SMEs advisory could
also help with finding appropriate partners, vigrg and/or advices. Costs and quality are
two very important aspects of the selection pracélseful partners become involved for
(parts of) the product development. A distinctiohosld be made between supplier
agreements, direct payments for part of produceldgwment, or joint venture agreements in
which the partners payment is dependent on thenumge The entrepreneur learns how to
select a partner and what the product developmatitires are. Attending events, organized
by the SMEs advisory or the incubator, and perfagrall other promotion activities will also



contribute to network expansion. During this ensiedection process much is learned from the
different views on concept development.

The main content of phase 2 is quite similar todhe of Tijssen (2006) (figure 7): creating
business ideas and a product concept. An entremiahenvironment is also created. Sector
specific advisors and business incubators are $@mghexplored.

At the end of phase 2 the transformed initial cpbaell become clearer, step by step. To
secure this new concept the possibilities regartiityshould be investigated. After doing so
the technology development objectives and markefeta are adjusted in the transformed
business plan. This activity again triggers theemeneur to think about future goals and
chose a direction for now. An important step ofdyeing an entrepreneur is learned.

Phase 2 could be repeated multiple times untiladistee marketable product emerges with
which phase 3 is entered. The perception on teofggohnd market opportunities increases
every time phase 2 is followed again. These newtgioed insights provoke the entrepreneur
to rethink his/her entrepreneurial goals. A sigiafit change of these targets causes the
entrepreneur to start phase 2 again.

Phase 3

The clarification of phase 3 is also entirely basedthe case study findings, the interview
question answers and all other information obtaistealvn in Appendix lllgg,. As all three
did not finish the third phase yet, but they memtid their foreseen future activities.
Therefore is phase 3 visualised with dotted linBse final phase of the start-up process
presented in figure 16 is a period in which thalftechnology development and market goals
are set. Two important activities of phase 3 areonmwting the final concept and
simultaneously enhancing the number of potentiatnpas. All networking and promotion
activities executed during the entire start-up pssc determine the reputation of the
entrepreneurship and its concept.

The incubator keeps its supporting position buteéhtrepreneur becomes less dependent. It
continues its focus on coaching, providing fa@htiand networking regarding the concept
development. Finding a financial input is mostlynddoy the entrepreneur himself. Interested
VC’s are already approached in this phase but imoee efficient way learned from earlier
experiences. These VC's could either be large seetated companies, financial institutes or
a single investor. The opinions and wishes of thEsgential investors contribute to the final
development of the business plan. The investorrahtes whether early investments are
done (the dotted arrow).

With all extra information received, the final biosss plan is written and is used to attract and
convince investors. None of the cases finished fthal phase yet. According to their
responses, the actual investment will be used reitbhedevelop a prototype or to start
producing multiple products for commercialization.

Although all respondents did not finish phase 3tietr intended future activities are aimed
at finishing phase 3. Compared to the model ofs€&ijis(2006) (figure 7) some overlap can be
recognized. For example, the final steps made tsvaommercialization is the main goal of
both final phases.



Comments on figure 16

The business plan is not only a representatiomeffinal concept but it also functions as a
stimulance of learning during all phases of thet4tp process. It keeps the entrepreneur
focused and triggers him/her to explore importatdted alternatives and opportunities.
Besides the learning objective networking is alsacial element during the entire start-up
process. Networking and learning are two elemdras dimultaneously stimulate each other.
The acquisition of facilities for the media & ertt@nment entrepreneur is inevitable but is
only needed in phase 1. An entrepreneurship coeldtarted at any location as long as its
required facilities are present.

The case study findings imply that subsidies amvided to the media & entertainment
sector. However, these are not easy to obtain. Wighhelp of different external parties
subsidies can be granted. How this process furstamd when it occurs in the start-up
process cannot be derived from the case studiésteFstudy should contribute to this issue.

A clear overlap between the phases of Tijssen rigt) and the constructed model for
entrepreneurial collaboration is recognized. Sdagtivities and drivers found are similar to
the ones of Tijssen, except that some occur iredifft phases. Surprisingly, the interactions
in both models differ. The model of Tijssen (20@&Jicates that after a failure the entire
start-up process could be pursued all over agdie.media & entertainment entrepreneurial
collaboration model depicted in figure 16 represdhis repetition only in phase 2. The
search for an optimal concept is a continuous Iegmrocess done is phase 2.

It is remarkable to see that phase 1 and phase gatver alike regarding the activities and
drivers illustrated. A major difference is the méiuof the entrepreneur and its concept. This
may indicate the repeated process. The only aspiedtsnay control the number of iterations
that the initiation cycle has to go through arec¢haracteristics of the entrepreneur, discussed
in the next section.

5.2.2 Characteristics of entrepreneur

The following characteristics of the media & erdg@rtnent entrepreneur were recognised.
They all have a university degree that is somehelated to their products (see Appendix
IVg). Most of them became entrepreneurs directtgragraduation; for two cases, the final
study project formed the basis of the venture. Téreyoften full-time entrepreneurs that are
young and start their business with a creative high-potential idea/technology (see
Appendix llle-g,).

Table 7: Perceived coincidences for characteristichke entrepreneur

Concept Indicator (scale of coincidence) Scores | Coincidence
(Average)
Maturity Work experience (0/++) 1 0
Product/technology (sector) related experience{0/+ 4.67 ++
Relevant experience Related experience of family (0/++) 1.67 0
in entrepreneurs’ | Related experience of friends (0/++) 1.5 0
environment (Technology) related experience of other start{Ops+) 3 +
Certainty of the Perceived complexity of the product/technology [—/+ 5 +
entrepreneur Perceived market potential (—/+) 4.5 +
Strategy Intended technology collaboration actweit{0/++) 2 +
Intended market collaboration activities (0/++) 3.3 ++
Overall business development activities (0/++) 3.67| +




The other characteristics of the entrepreneur énntiedia & entertainment sector that were
found are depicted in table 7. The table showsepiscand indicators, explained in the theory
chapter 3, with the resulting scores from the agialyThe actual scores of the three cases on
part | of the interview (see Appendix Il) and apption of the method of analysis to the three
case studies are illustrated in Appendix IVg. Tleencidences that are shown in the bold
lined boxes of table 7 represent the relevantioziat Table 7 shows that only experience in
the media & entertainment sectorvisry positiverelated to the maturity of the entrepreneur.
Besides this, experiences from other start-up sedmweakly positivelyelated to the useful
experience. Particularly small technical and nekivay favours are exchanged between start-
ups. Surprisingly, the influence of earlier workpekience is found to b@on-existentDue to
venturing of the final educational research projgotk experience is not a requirement for
becoming a successful media & entertainment ergrequr. The presence of sector related
experience of family or friends also seem to havaffect at all.

The technological and market certainties of thelpcb arestrongly positivelyrelated to their
concept. According to the theory the perceptiothef entrepreneurs on these aspects in the
beginning influences the demand for collaboratiativdies. The coincidences of table 7
demonstrate that the entrepreneurs are very cextaut the technological feasibility and the
market potential of their concept.

Regarding his/her strategy the entrepreneur ishhigtvare of the benefits of performing
market collaboration activities. The intended macdalaboration activities areery positive
related to the strategy of the entrepreneur. Ttended technological collaboration activities
are weakly positively relatedto strategy. Several respondents mentioned thathmuc
technological knowledge is already in-house. Anothlanation could be that it is often not
fully clear which technology partners may be retdvat the beginning due to the little
experience of the entrepreneur.

The discovered characteristics of the media & émtenent entrepreneur in table 7 are part of
the entrepreneurs’ collaboration process model. tAsy influence every type of
entrepreneurial collaboration they are also degigtaable 8 that shows all characteristics of
every discovered collaboration to be explainechrext section. The coincidences of these
characteristics of the entrepreneur are illustratetie yellow box of table 8.

5.2.3 Collaboration types and characteristics of péner

The following section will focus on the discoveredllaboration types, in which the
characteristics of the partner and entrepreneue lagignificant role. Table 8 displays all
investigated relations based on the media & eritentant case studies 4, 5 and 6. The data is
obtained from part Il and 11l of the interview (sAppendix Il). For case specific results from
the data analysis of every specific collaboratigop@ndix 1Vh-k is referred to. The final
average scores from which the coincidences of t@ldee abstracted is derived in Appendix
Vb. Results in table 8 that shoMD (Not Detected) indicate that the indicators carimmt
detected due to insufficient data. From the datalyars four collaborations types are
recognized (table 8) that occurred at least in biidhe three cases. The collaborations
between the entrepreneur and its educational utestitnvestors, the SMEs advisory and the
incubator occur in multiple cases. These four agagned thoroughly in this section; other
single collaborations that were present can bedanrthe Appendix Illh. The arrows imply
the collaboration specific relations that seem xstefor that collaboration. Only the very



positive relations shown in table 8 are significamd thus depicted in every specific
collaboration figure.

Table 8: All perceived coincidences of empiricallicators with the concepts they represent in the
media & entertainment sector.

Concept | Indicator (scale of coincidence) Coincidefor
Collaboration with: | Education Investor SME Incubator
Institute advisory
Collaboration Characteristics
Motives Intended market collaboration ++
for collaboration| activities (0/++)
Technology/ Complexity (Technological certainty +
product (—/+)
Competitive significance (market +
certainty) (—/+)
Organizations: | Product/technology (sector) related ++
Experience of | experience (0/++)
Entrepreneur
Organizations: | Cooperativeness of partner ++ ++ ++ ++
Partner organization (0/++)
Design of Performance of key individual (0/++) ++ ND ++ ++
Alliance 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 (O}++ ++ ND ++ ++
Communication | Frequency of interaction (0/++) ++ ++ ++ ++
Content of interactions (0/++) ++ ++ ++
Attitude/comme | Relevant technology sense (0/++) ++ + + ++
rcial sense Relevant market sense (0/++) + ++ + ++
Contribution to business 0 + ++ ++
development (0/++)
Sharing Cooperativeness (0/++) ++ ++ ++ ++
knowledge, Transparency of partner (0/++) ++ n ND "
transparency Relevant information/knowledge ++ ++ ++ ++
transferred (0/++)
Incubator Characteristics
The rights Correspondence of demand and +
services supplied services (—/+)
supplied
The access to | Accessibility (-/+) +
the services
The available Mentor/ key individual performance ++
support with the | (0/++)
services Assistance with facilities (0/++) ++
Commitment of the incubation ++

manager (0/++)

The first specific collaboration that is presentedhe connection between the entrepreneur
and the educational institute (figure 17).




Educational institute
The data analysis from which figure 17 is createdLitlined in Appendices IVg and IVh. All

assessed relations in table 8 are depicted indi@dr The characteristics of the entrepreneur
(vellow in table 8, Appendix 1Vg) are depicted drtleft hand side and the characteristics of
the partner (see Appendix IVh) are presented at rigpt hand side. The media &

entertainments entrepreneurs’ origin often layshateducation institute were they studied.
The final project of their study forms the basistbé entrepreneurship. At that time the

‘entrepreneur’ has much technology experiencegry eertain about the concept and wants
to collaborate and learn more regarding marketiflge intense interactions between the

Entrepreneur: Colledimn: Education ihste:
Own related e — e mmmmee- ———— Cooperativeness
sector experience\u’ |

Communication

Product/technology «—— Transparency
certainty !

. Content of P Performance key-
Market certainty —————»  interactions i individual
Marketing collaboration —>. /¥——_  __ Relevant teclogy
wanted sense

Relevant information
transferred

Figure 17: Entrepreneurial collaboration with edigzal institute.

educators and the graduates during these finallhmare significant for the graduates’ future
activities. Currently the educational institute fpems well in supporting these students.
Personal coaches, key individuals, are submittedewery project and the enormous

transparency of all employees stimulates knowlddmgesfer. The institute is very cooperative
and all facilities are perfectly designed for teglogical development. Through many content
intensive interactions a lot relevant informatisriransferred.

Various respondents mentioned that a little beti@w on market opportunities and business
development in the media & entertainment sectoinduhe final project would have helped

them with making crucial decisions. Currently, omlge project agency is founded at the
institute that links the students and graduatesternal organizations. In the future additional
courses on entrepreneurship in the media & enbeniamt sector should contribute to this
matter. It seems that the coaching and facilities excellent and that networking is less
relevant yet.

Investors

The data analysis from which figure 18, the secoaliiaboration observed, is created is
described in Appendices Vg and IVi. All assessddtions in table 8 are depicted in figure
18. The characteristics of the entrepreneur (yeltotable 8, Appendix 1Vg) and the specific
characteristics of the partner (table 8, Appendy khre again depicted. The contacts with
investors have proven to be a healthy activity mythe early phases of entrepreneurship in



the media & entertainment sector. Although nonghese activities has led to direct financial
inputs the entrepreneurs note that very much méshas knowledge is shared and networks

Entrepreneur: Colledimn: Investors:
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Marketing collaboration —>~._
wanted

Relevant information
transferred

Figure 18: Entrepreneurial collaboration with Inees

are expanded. At that time the entrepreneur has rmahinology experience and is still very
certain about the concept but needs more marketrnmation about the sector. Early

involvement of potential investors drives the eptemeur to think about and explore (new)
market opportunities. Nevertheless, to maximizeltfaening output it is very important that

these cooperative investors are carefully seledtegstors with much sector related market
knowledge seem to deliver more output due to irseéaexchange of information and their
active attitude including the provision of a supjwar key-individual. Nevertheless, these
parties may become involved again in a successart-lgp phase. The objectives of such
early collaborations are mainly learning and nekig.

SMEs advisory
Another recognized collaboration is with a SME advy. Figure 19 is created from the data

analysis described in Appendices Vg and 1V]. Abassed relations in table 8 are depicted in
figure 19. The characteristics of the entreprer{galiow in table 8, Appendix IVg) and the
specific characteristics of the partner (table Bpéndix 1Vj) are presented. Syntens is a very
attractive Dutch advisory that supports small aredionn sized enterprises in the entire
Netherlandslt supports start-ups in many different sectors iarttierefore also of interest for
the media & entertainment entrepreneur. At thaettine entrepreneur has much technology
experience and is still very certain about the ephdut needs more market information
about the sector. Syntens possesses an extengiverkién every sector that includes all
active participants. It also preserves a complegzwiew of what is going on within a specific
sector. Networking is thus the main type of coli@bon that Syntens provides. Besides
networking support, the direct advices include tR&® possibilities and workshops that
contribute to business development. A collaboralietween an entrepreneur and Syntens is
characterized by high frequency of interactionhat beginning of the start-up process which
declines during this process. In the beginning nioicemation is transferred than later in the
start-up process. A personal coach (key-individuslyassigned to every entrepreneur to



provide guidance. Syntens is very transparent epemative and all services are free of as
charge. Unfortunately, they do not possess muchntdogical and market knowledge
regarding networking and short-term advice is tinedin goal. This makes collaboration on
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Figure 19: Entrepreneurial collaboration with SMivigory.

content more superficial through the entire processstly ending with only emails of
possible interesting events. Although most resporsdevere quite enthusiastic about the
services of Syntens some argued that it focuses moismall and medium sized enterprises
than on start-ups.

Incubator
The fourth and final media & entertainment entreprgial collaboration that was recognised

is quite important during the entire process. Tag @nalysis from which figure 20 is created
is described in Appendices IVg and IVk. All asselsselations in table 8 are depicted in
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Figure 20: Entrepreneurial collaboration with Inatdy.



figure 20. The characteristics of the entreprer{galiow in table 8, Appendix IVg) and the
specific characteristics of the partner (table Bpé@ndix IVK) are displayed. At that time the
entrepreneur has much technology experience arshdéngs still very certain about the
concept but needs more market information and efjgace. The incubator is a very useful
partner that provides infrastructure, networking anaching services. First, the entrepreneur
and its idea must be accepted. After that, offfzace and lab facilities are granted. Assistance
with these infrastructure services is not necesddrg incubator also gives direct advices and
indirect advices via networking. The incubator ngara are actively coaching the
entrepreneurs during the entire year that the prneurs are located internally at the
incubator. An incubator is characterized as vegpeoative and transparent with sharing their
knowledge. Communication and direct advices arelsiraxecuted as multiple start-ups are
positioned within a building together with the mgees. The managers posses business
experience and thus complement the inexperiencedpganeurs. The provided services of
the incubator correspond almost completely withdbevices asked for by the entrepreneurs.
It provides an almost perfect environment that gtates business development. Only their
knowledge of marketing and subsidies may be ineckas

5.2.4 Characteristics of entrepreneurship

Based on the case studies several media & entertainentrepreneurship characteristics are
recognized and presented in this section. The idadhtained from part V of the interview
shown in Appendix Il. For the single case studyultssAppendix lllg-g, is referred to.
Appendix lllg-g, completes all data used to distinguish the relewdnaracteristics. The
comparison of the three cases can be found in Afipdvim.

In the beginning the start-up team consists of iplelfull-time employees, about 2-3 persons.
During the start-up process the team may be exphmdth full-time and/or part-time
employees. Providing internships for students s alery common because they are less
costly. The starting team often consists only cddgates that have a technology/design
background. The business and entrepreneurial kulgelés obtained from outside the team
during the entire start-up process.

In the Netherlands it is very difficult to get at@at on a media & entertainment
product/technology. You need a physical productiibg in combination with software to
qualify for patenting.

The first financial input comes from own investneer subsidies applied for. To receive
subsidies the entrepreneurship must serve a cetaietal goal. During the entire start-up
process the entrepreneurship does not generateueve

Overall, media & entertainment entrepreneurshipeegpces an enormous transformation
during the start-up process with learning and ndtimg as two important characteristics.
From the beginning the entrepreneurs must havepan minded attitude so that he/she can
easily adapt to changes in technology developmahtzarketing goals.



5.3 Fashion & Design sector

The results for the fashion & design sector areethasn all information retrieved from
interviews with several to fashion & design secommitted persons described in Appendix
[lli. The experiences, opinions and desires of ititerviewees are asked for and used to
define the relevant characteristics of the fashéordesign entrepreneurs’ collaboration
process. Due to little possibilities of comparirte tsingle responses and differences in
guestions asked this start-up collaboration mo@s & more descriptive character. Some
activities displayed in figure 21 are not perceivede in place but are foreseen. When the
entrepreneurial sector becomes more mature inutueef and good examples of successful
entrepreneurship emerge it is highly recommended alditional by more structured case
studies are performed. Nevertheless, the outpuallofconversations has lead to some
interesting fashion & design findings.

5.3.1 Model for entrepreneurial collaboration

The model for entrepreneurial collaboration of fhshion & design sector is constructed
from interviews with several fashion & design sectmmmitted stakeholders which are

summed up in Appendix Illi. The result implies adgline for the entrepreneur wherein all

optional activities and objectives are depictedioBe showing the model, a few recognised
entrepreneurs’ collaboration process charactesisdi® outlined. The average period of a
successful start-up process varies between 2 teaBsyand is highly influenced by the

entrepreneurs’ perseverance. The product of adasand design entrepreneurship is the
creation of an ‘own identity’ and/or even a labEte product may contain several collections
designed over a period of time under the same ladrake. At the end the label name could be
seen as the single product but to achieve suchsstatltiple collections have to be designed
and showed. This repeating process and the unugrtaf success after each attempt are
probably the reasons of why the lengths of thet-sfarprocesses diverge so much. The
business plan does not seem to be an often ugadwtthin the start-up process. Several
current entrepreneurs seem to conduct structudtigitees only for investors at the end when

a completed plan is executed. The created moddejscted in figure 21 and explained

starting with the pre-entrepreneurial phase. Tineds and activities are presented on the left
side and their objectives are depicted in oval baxte the right side and in the middle at the
end.

Pre-entrepreneurial phase

In the fashion & design sector an inevitable preegreneurial period seems necessary
(figure 21). Due to lack of business experiencerajtaduation it is highly recommended that
the missing knowledge is acquired somehow. Accgrdtinthe respondents there are several
options for learning entrepreneurial skills. Thestfiway to achieve business competences
required for fashion & design venturing is duritg teducational period. Therefore, business
courses and/or entrepreneurial classes that avedprbby the educational institute should be
attended. The second business learning path isirgsu@ an extra fashion & design Master
degree at the FIA institute (Fashion Institute Amf). Although the one year program does
not fully prepare the entrepreneur, a substantiiepreneurial basis is provided. A third
alternative is to directly start working for a fast & design company. The several years of
work experience teaches the future entrepreneuegtllired business elements. Despite these
recommendations the fashion & design entreprenten @nters phase 1 without any idea of



how an entrepreneurship must be created (see Appkijid

Collaboration objective:

Pre-entrepreneurial phas&chieve business experience

Decide becoming entrepreneur

educational institute (recommended)

Attend entrepreneurship related courses|a

Attain higher degree e.g. FIA
(recommended)

(recommended)

Work experience in sector for several ye;

Il

Phase Design phase

Find design studio

Find finance (Own, alimony or subsidies)

Involve business advisory

& Co or SMEs advisory)

Explore courses/workshops (Kunstenaar

Buy production facilities

Find materials

Design collection

Application for fashion show subsidies

Show collection

Fase 2Business development phase
Establishment of label

Options 1 + 2:

\ Sell concept to (large)
Increase fashion shows/events fashion company

Involve business consultant/partnet
Protect label name

Write business plan

Find investor

Explore production options

Option 3:
| Explore distribution options|
Start label and sale

T e

Visit fashion events
Involve business
consultant/coach

Sell to interested party

 Become employee

Option 4:
| Search location for shop |
Start fashion house

Figure 21: Entrepreneurial collaboration modeltfa fashion & design sector



Phase 1

After experiencing one of the recommended learrligrnatives the ‘entrepreneur’ enters
phase 1 of figure 21: the design phase. The emmepr becomes independent and he can
start designing. These are the first charactesigiica fashion and design entrepreneurship.
Before doing so a design facility is needed. Amraative and central location is often
preferred. However, the rather poor start-up dassposses the finances required to fulfil
these wishes. Next to their own finances they gqaplyafor monthly government alimonies
during a period of 5 years to survive the turbulkemd unsecure design period. The financial
advices could be acquired from supporting orgammat or from other start-up through
networking. During the design phase additional eprneurial business advices should be
acquired. There are currently several agenciesratitutions that directly advice the fashion
& design entrepreneur on the micro-level regardiegworking and coaching. For several
examples located in the Amsterdam area sectio & 3eferred to (see AppendiX).

In the second part of the design phase a repeabedgs is recognised. The main goals of the
process are designing — showing — learning andydiegj again. It is a cyclical process that
can be repeated many times. The length of the stgpperiod is highly dependent on the
selling intentions of the designer. A commerciditade generates revenues that can be used
for designing new collections and contributes t@ge creation. The cyclical process starts
with searching for appropriate design productiocilities and the right materials. For both
activities collaborating with advisories and othraore experienced start-ups is essential.
Transparency of the partner start-up and openrieiseoentrepreneur towards advices are
crucial. With the correct facilities and materidite entrepreneur can start designing his/her
desired collection. When the collection is completaust be shown to the outsiders during a
fashion exposition. To perform every fashion showuasidy is often applied for. Again,
assistance with the application may be neededurm sollaboration with advisors and other
start-ups is inevitable. The enormous variety @& tollaboration demand during phase 1
indicates that success is never accomplished bgrttrepreneur alone.

Phase 2

After a successful fashion show in which the irdex outside parties is stimulated phase 2
may be entered. The business development phagggdishes several options. At the start of
phase 2 the entrepreneur has an important decigiomake. Does he continue the

entrepreneurship or sell the collection to an ggtrd outsider. Options 1 and 2 in figure 21
indicate that the collection is directly sold mgdib a larger fashion & design company. To

find (an) appropriate buyer(s), fashion events khba attended next to the fashion shows. It
is highly recommended that a business consultatfcds involved in this search and the

entire negotiation process. Option 1 suggestsattat selling the collection, the entrepreneur
remain independent and can focus on designing acoéection. Option 2 indicates that the

entrepreneur becomes an employee (designer) diuyrer as displayed in the dotted box of
figure 21.

The designer that continues the development of éh&epreneurship successfully is

confronted with options 3 and 4 in figure 21. Nékeless, to sustain the entrepreneurial
ambition several crucial activities should be exedu Successful fashion shows should be
presented and the development of an own label (hanagy be pursued. The label name
signifies the identity and image of the entreprersnd his/her entrepreneurship. To expand
the entrepreneurs’ network, improve its reputagod become widely known, fashion events



must be attended. The involvement of a (full-tila¥iness consultant/partner who assists the
development of the entrepreneurship during phase Zcommended. Consequently, the
business tasks and designing part can be sepavated more. First, the business partner
should explore the need and possibilities of ptatgcthe label name. Secondly, the partner
should fully focus on the development of a busin#as to achieve a structured and efficient
marketing approach. Thirdly, with the developednpiegotiations with possibly attracted
investors are led by the business partner. Finaliyltiple production options are explored
and compared. During phase 2 the team togethedefeaivhether they become a fashion
supplier with their own label or establish a fashi&tore. Option 3 suggests the fashion
supplier for which options for distribution must égplored. For the foundation of a fashion
store, option 4, an attractive location must bectesal for.

5.3.2 Characteristics of entrepreneur

The following characteristics of the fashion andige entrepreneur were recognised. All
entrepreneurs have achieved a sector related dagckeeften start directly after graduation.
The entrepreneurs instinctively have a drive tat stasigning. They want to create their own
identity making independent venturing very interest As design is their specialty the
inventor is often completely unaware of all othecessary start-up activities. Many fashion
& design entrepreneur seem to fail, i.e. never iecprofitable, because of this omission. For
some the design aspect is apparently more importaath creating a successful
entrepreneurship. They are all full-time designaften lacking any entrepreneurial strategy
intentions. The benefits of early networking andrténg about business development
activities are not acknowledged by the entrepreneAt the time the first collection is
established, after a certain period of independestgning, the entrepreneur experiences its
limited entrepreneurial knowledge. Consequentlg, iiext step of entrepreneurship seems to
be too complex to overcome.

5.3.3 Characteristics of entrepreneurship

Based on answers given to the interview questionshb respondents several fashion &
design entrepreneurship characteristics are idedtiénd presented in this section. After
graduation many desire to become an entrepreneaube of independency and the ability to
design their own fashion interests. Consequentlg, graduates will operate alone and
instinctively only focus on designing. The perioddesigning varies extremely among the
entrepreneurs. During the designing period subsitlifashion shows may be presented
repeatedly. Some make use of alimony during thisogewhich is granted for maximally 5
years. It seems that this is the only way to sngtabgress of the entrepreneurship; that is, to
achieve entrepreneurial business knowledge. Atrtbment that the entrepreneur decides to
accept advices and to obtain the necessary infamphase 2 of figure 21 may be entered.
During the start-up process internships are vetgnobffered by entrepreneurships. Accepting
free assistance is very attractive for the justisimg entrepreneur. However, a disadvantage
of internships is that much time is spend on priogjdsupport. Because of the large
differences in ideas and identities among fashiesighers (students) it is very difficult to
transfer creative ideas and thoughts between ooten

A fashion & design entrepreneurship can only appihypatents if it has created its own label.
For the young start-up patenting is often not nemgsyet. If the entrepreneurship has



become a fashion house or a well-known label amdpetitors with similar collections are
present IPR protection must be sought for.



Chapter 6: Implication & recommendations

This chapter outlines the sector specific implimasi of the results for the collaborations that
were identified in the case studies. To answercugstion 4 every implication is explicitly
explained and recommendations are made regarditented solutions. The description
includes the complications that the entrepreneupee&nced and their wishes for
improvements. During the chronologically displayiedplications also remarkable sector
specific entrepreneurial characteristics are pteserThe derived implications apply to the
Amsterdam area and thus may be of interest foepreneurs supporting organizations like
AIM. However, due to the small number of casesya®al and the short existence of several
partners the findings should be regarded as teataticcordingly, the reliability and validity
of the results discussed in section 4.3 must kthduimproved in future research. Paragraph
6.1 focuses on the life sciences sector, 6.2 ptesere implications for the media &
entertainment sector and in 6.3 the implicatiomsHe fashion & design sector are discussed.

6.1 Life Sciences

The analysis of the life sciences sector preseimethe previous chapter leads to the
following sector specific implications and recommations. Based on all information
obtained and analyses there of, which are desciibgohragraph 5.1.1 to 5.1.4, several
collaboration bottlenecks and remarkable sectorragheristics are identified. The life
sciences start-process is a very long linear ttajgdn which every activity is performed
step-by-step. These sector specific characteridiiosand much patience of the participants
including the inventor (scientific director) andethusiness director.

The derived model of entrepreneurial collaboratiorfigure 11 shows that technological
learning is a crucial aspect in every phase. Bssinearning (through coaching) and
networking are less important. The entrepreneuraracteristics of paragraph 5.1.2 indicate
that the entrepreneur is very certain about histioecept and knows exactly with whom to
collaborate on technological issues. In additibrs also acknowledged that the inventor does
not pursue the role of spin-off director eventuaByp, business learning is less relevant for the
inventor.

Remarkably, networking is also less important dyrthe collaboration process of a life
sciences entrepreneurship. It seems less necedsaryto the enormous experience and
independent network that the members of the het@emus founding team possess. The
inventor, the consultant and the future directbfaaus on their own specific tasks during the
entire start-up process. None of them changesdniscupation during the process. Together
they thus already posses a large network thatasedhwithin the team very easily.

The observed collaborations of section 5.1.3 alktthe largest effect in phase 1 of figure 11.
It seems that the combination of the existing intts works very well. These are the
inventor, the MC institute, the TTO, the SKE and ttoach. Only one component remains
unclear. The SKE-program aims to provide full suppirectly to the entrepreneur. The TTO
or external advisors seem to fulfill this functiorhe case study findings indicate, in section
5.1.3, that the interaction with the SKE is onlgree time intensive collaboration.

The main question that arises: ‘Does the inventmdnSKE coaching or are the TTO and all
other experiences present sufficient during phasef figure 11?’. The attraction of an
external business consultant is namely an inewtabtivity.

Due to the SKE-program the amount of spin-offs tiet universities generate may have
increased but new issues are emerging. Severaindspts mentioned that it is very difficult



to find a proper location for the spin-off at thedeof phase 2. The business director prefers an
office facility close to the research instituteog® to the inventor/scientist) and among other
start-ups. Currently there is little room availabtehe MC institutes. A life sciences incubator
may solve this problem. The currently establishfddciences center may also contribute as
they stimulate TTO’s cooperation. Office locatiamprovements for spin-offs should be
achieved via these collaborations.

Recently the ‘Science Park Amsterdam’ is estabtishghich houses over 80 (starting)
companies (amsterdambiomed.nl). The variety ofareteinitiatives and service offerings
creates an environment in which knowledge valdosais clearly visible in new initiatives
and start-up businesses. However, there are adeigated life sciences entrepreneurs in that
area due to the proximity advantages of the rebearstitute from which the spin-off
originated. The development of an attractive ldeesces park in the Amsterdam area seems
very difficult.

6.2 Media & entertainment

The analysis of the media & entertainment sectesgmted in the previous chapter leads to
the following sector specific implications and rewoendations. Based on all information
obtained and analyses there of, which are desciibgohragraph 5.2.1 to 5.2.4, several
bottlenecks can be identified. The assessed ingnfs of the entrepreneurs’ collaboration
process are again presented chronologically.

First, a marketing knowledge gap between graduagioth starting an entrepreneurship is
recognized. According to figure 17 the informatineeded by the entrepreneur does not
correspond with information supplied by the edumal institute. It seems that the decision
of starting an entrepreneurship is difficult duehe fact that the initiators are often unaware
of what to do with their idea, i.e. the final stugyoject. The findings indicate that the
entrepreneur posses little sector related marketvledge and that their connection with
companies and institutes in the media & entertaimnsector is limited at the beginning.
During the educational period little attention &gto these aspects. Consequently, starting a
venture remains very complex because of the maogrtainties.

Another implication, also crucial in phase 1, iattthe graduates are (too) confident about
their technological concept and do not see the faedollaboration on technological issues
at the start. They presume that all technical kedgé is in house. It remains unclear why
partnerships seem unnecessary according to thepeatreurs (table 7) while technological
partners become involved during the start-up po¢igure 16). The findings do indicate that
the final concept and the initial idea diverge ertely. The entrepreneurs may thus well be
unaware of the usefulness of (technological) coltabon with partners at the beginning but
enhance these during the start-up process.

The foundation of a supporting organization andgdooviding courses/workshop with an
‘Introduction to Entrepreneurship’ content is inabie to close the gap described above. The
supporting actor could, for example, be locateckduicational institutions and inform the
students on the possibilities of becoming an enéregur. The project agencies, which are
currently present, do not match with these requamsi According to figure 16 networking is
a crucial activity through the entire start-up ms&. The supporting organization should also
provide the first basis of network development.

The early involvement of potential investors (figut6) has been proven to be a healthy
activity during phase 1 of entrepreneurship withire media & entertainment sector.



Although none of these activities has led to difewincial support, very much is learned and
networks are expanded. At that time the entrepreinasi much technological experience and
is still very certain about the concept but needsenmarket information about the sector
(figure 18). The involvement of an investor is tlasommended during the early phases and
may contribute to the understanding of the sectogsket.

The early involvement of a SMEs advisory (figurg is7also recommended because of their
extensive networking competences. During phaseeletilargement of the entrepreneurs’
network is most effective. Although most contactdwhe advisory remain more superficial
it delivers much useful information indirectly tlugh networking. The SMEs advisory
possesses much specific advice for creative staidiod technostarters. Consequently, some
of sector specific advices may not be applicabltheomedia & entertainment entrepreneurs
as they function in multiple sectors, i.e. creatwg technology sector.

The attendance of events is also recommended tandxghe entrepreneurs’ network. The
SMEs advisory, the incubators and others suppodirigrs organize many workshops and
events to expand the entrepreneurs’ world. An @siing media & entertainment related
networking event is ‘Open Coffee’.

Within all cases a transformation of the conceps weesent (figure 16). They all have made
the transition from the initial product to a renewesersion that includes an online
environment. The advantage of such a combinatidhaisno more hardware, e.g. a software
disc, is needed and customers can be reached rasilg @ia the internet. This transition
changed market targets completely. It seems tleintbdia & entertainment entrepreneurs
have the ability to adjust their target goals veagily. Early awareness of such a transition
may contribute to the efficiency of the start-upgess, e.g. fewer phases 2 cycles. It is thus
recommended to the inexperienced entrepreneur ke the possibility of such a
transformation into account and explore the usefdnof including an online environment.
The entrepreneur should maintain an open-mindédagtalong the entire start-up process.
The involvement of an incubator has proven to g useful for the media & entertainment
entrepreneurs. The benefits regarding facilitiesworking and coaching are acknowledge by
all entrepreneurs. Figure 20 emphasizes that théator provides a large amount and variety
of accessible services. Despite the fact that tloebator services have a major positive
impact on the development of entrepreneurship, raevmplications (improvements) are
distinguished. For instance, the results of thdyaiglack information on how subsidies
should be obtained. It seems that it is very corapdid to get a subsidy and the incubator
gives little direct support in this matter. Simumkmusly, the search for other financial inputs
also remains difficult and is little supported I tincubator. The opinions about the provided
lab facilities diverge among the respondents. eones it is used very often but for others,
that provide software applications, the additidmatefits of such labs remains to be seen.
Overall, the most important outcome is that theoihiction of an incubator significantly
contributes to the efficiency of the interactivedatomplex start-up process of a media &
entertainment entrepreneurship. The incubator igpeafect example of how young
entrepreneurs can be supported on multiple entnepreal aspects.

6.3 Fashion & Design

The analysis presented in the previous chapteherfashion & design sector leads to the
following sector specific implications and recommations. Based on all information
obtained from the conversations with sector fash8omlesign experts and entrepreneurs



described in paragraph 5.3.1 to 5.3.3 severaldmzttlks can be identified. The fashion &
design sector of Amsterdam includes a large vagégntrepreneurs (Wenting et al., 2006). It
is quite difficult to find examples of successfuitepreneurs that collaborate interactively
with the Amsterdam supporting organizations. Asimaoepth research can be applied, the
low reliability of the findings may influence theugjity of the formulated recommendations.
While doing so it is assumed that the findings tbe more experienced media &

entertainment may act as references for these meeoofations. Literature is also used to
strengthen the observed statements. The assesgmaifdntions of the entrepreneurs’
collaboration process are presented chronologicalyng the start-up process. Before
presenting the implications several remarkable ifesl& design characteristics that are
relevant for the entrepreneur and the supportiggrizations are summed up.

Stimulating and supporting the fashion & designt@edias an additional goal for the

Amsterdam area. Not only is the fashion & desigrtaegiven an impulse. The presence of
fashion & design related activities attract muctemtion. The reputation of Amsterdam is
influenced by these activities and maybe even dimemthe sector. A healthy fashion &

design sector may create opportunities in otheose¢Verweij, 2006).

Unlike the media & entertainment sector, the fagtdodesign phases in figure 21 have to be
entirely completed before the next phase is entevédhin the media & entertainment

interactivity between the phases was found. Bihénentrepreneurial collaboration model of
the fashion & design sector every phase is an ienldgnt stage of a step-by-step trajectory.

The first implication assessed is the enormous kedge gap between graduates and
entrepreneurs that eventually become successfeim@aia 2005). The missing business
knowledge makes the start-up process complex athdtands the efficiency of any necessary
entrepreneurial activity. It seems that there we@reasons for this phenomenon:

1) The educational institute for fashion and dedilgtivers graduates that have too little
business perceptions obtained for an entrepreripuigloreover, the decision to become an
entrepreneur is even very difficult to make. Ediorst courses thus somehow must include
business information to prepare and inform the esttdWith the improved educational
programs of the AMFI and the FIA a new generatibwell-informed graduates is emerging.

- The education of the AMFI is undergoing a transfation. For instance, additional
study directions are created that include manageomnses. During the educational
program business related obligatory courses amatended. Minors that contain
multiple related courses are provided. To summatize institute is developing an
entrepreneurial learning program that should etdighthe students regarding the
possibilities of becoming an entrepreneur.

- The business experience should also be expangedtdnding a fashion & design
Master trajectory. The FIA (Fashion Institute Arnfjeprovides such an education for
the inexperienced fashion & design student.

2) The second reason originates from the entreprenthemselves. The entrepreneurs’
‘personality’ is an important factor that affectsetestablishment of a start-up according to
Tidd et al. (2001). In the fashion & design sedtiis ‘personality’ seems to be a crucial

aspect. Due to their self-consciousness chardutgrare less receptive to external advices at



the start. Unlike the media & entertainment enegapur the fashion & design entrepreneur
does not have the ability to adjust its start-uplgjoThis problem only increases when the
start-up process becomes more complex after tiragnas this is the reason for why the

entrepreneurs eventually only focus on the desigg Shey are badly organized (Premsela,
2005). The desire to become a successful entraprdres to be re-introduced. So, first

business awareness must be created within an gaalye of the start-up process to become
successful. Secondly, the future entrepreneur dhbal told that only a receptive, open-

minded and outward looking attitude provides a ckdor success.

The two reasons mentioned above emphasize theayrdenimprovement. The ignorance of
business knowledge in an early stage has largeeqaesces for the rest of the start-up
progression. The other implications described bete all somehow connected to these
constraints.

Accepting entrepreneurial support during phase figoire 21 is highly recommended. The
advices and services provide by supporting orgéioizsr such as Kunstenaars & Co and
HTNK significantly contribute to the understandirmgnd needs of the start-up process
(kunstenaarsenco.nl; Appendix lllk). The workshogsd coaching activities of both
organizations present clear and free additionapetpduring the crucial design phase of
figure 21. However, due to the inexperience anitudt of the designer, mentioned above, he
does not get informed about which provided coussesuseful and he is not convinced of the
benefits of attending such courses.

Another implication that is recognised in phases thie difficulty of finding an appropriate
and attractive design studio location. The fasliatesign entrepreneur aims to operate from
a location in the city centre to create a certarage and perhaps expose its collection
(Wenting et al., 2006). Unfortunately, the ofteropentrepreneur doesn’t have the finances to
purchase such popular and expensive facilitiesidBesthe ‘Red Light Fashion District’
program there are almost no other initiatives anghmizations that focus on providing
facilities to entrepreneurs. The establishment fafshion and design incubator, proven to be
successful in the media & entertainment part ofdteative industries, may solve several of
the mentioned implications. Large city’'s such amdan (Montgomery, 2007), Toronto
(fashionincubator.com) and Detroit (detroitfashianibator.com) have taken the lead in this
respect. The services provided by an incubatorcfdog, networking and facilities) are
exactly the objectives acknowledged in figure 2Zkvéltheless, a transformation of the
entrepreneurs’ attitude that includes businessewess is required.

At the end of phase 1 an implication occurs dutheycyclical process. As mentioned in the
explanation of phase 1 in the previous chaptersidigs are applied for needed to expose a
designed collection at a fashion show. Due to leickommercial sense of the entrepreneur
during the shows, the cyclical period is repeatedtipie times. As the entrepreneur has little
commercial goals he is often satisfied with only@sing its collection. The subsidy for a
show can be obtained several times. Hereby, themeneur will never enter phase 2 of
figure 21. It is thus highly recommended that aenmymmercial focus is involved during the
exposition activity. With the current exposition timed, the original goals of the subsidies are
not achieved. The fashion & design sector is nangtthened effectively by this financial
instrument. The sector itself does not grow; omlgliiect employment is generated by the



fashion shows. Modification of the subsidies’ goasd requirements to increase its
effectivity is suggested.

A final implication is discovered in phase 2 ofufig 21 and has some correspondence with
the ones presented before. To successfully reaelobthe final options figured in phase 2 of
figure 21 it is recommended that a business camsttiecomes involved. For options 1 and 2
an external business consultant will suffice. Hatiams 3 and 4 the acceptance of a business
partner is necessary. The costs of such an (indepénpartner needed for all four options
will be a problem for the often poor fashion & dgsentrepreneur.



Chapter 7: Discussion
In this chapter several aspects that may affecytladity of the research are discussed. The
developed theoretical model and the applied rebearthod are reviewed. The reliability of
the data and the validity of the results are alsou$sed.

The theoretical model of entrepreneurial collabdvat

The model of entrepreneurial collaboration in figu® is specifically designed for
technostarters that collaborate with (supportingjanizations in any field. The theoretical
concepts that comprise the model generally focustari-ups in technological sectors. The
theoretical model of entrepreneurial of collabaratprovides an overview of the factors that
may influence collaboration between a technicatt-sta and other stakeholders. It neglects
collaborations between the partner organizationat tindirectly may influence the
entrepreneurs’ collaboration process. Accordinght Triple Helix model, for example, the
synergy between these partners may further imptbgeenvironment wherein the start-up
operates (Etzkowitz, 2002; Leydesdorff & Meyer, @00

The model in figure 9 should be applied on regicedtoral innovation systems in which
attempts of entrepreneurial support are undertakBar improved entrepreneurial
collaborations the existence and commitment of ngast in the area is required. This
statement indicates that the regional developmetiteoanalyzed sector must have reached a
certain level. If no potential partners are preseatcollaborations can be analysed and
eventually no implications and/or recommendatioms be recognised. The cases should be
selected from one specific area on which thesematte focus. To perform the in-depth
entrepreneurial collaboration analysis trans-regliazomparison is not helpful because of
large differences on the micro-level. This makes ¢bmparison of collaboration partners of
different cases very difficult and influences allse reliability of the output.

The research method

For the life sciences and media & entertainmentosedhe case study research method is
applied. Performing case studies implies a comprgiie exploratory research method in
which empirical relations are investigated. Althbube reliability of case studies in scientific
research is often questioned it provides a firsigimt into the existing relations based on
empirical evidence. However, the number of casedyaed is often quite small as the
execution of a case study is a time-consuming pdeor this research only 3 cases of every
sector are analyzed. The outcomes of the quaktatialyses entirely rely on these selected
cases. Due to the limited number of cases the outply become less valid. The in-depth
analysis, for example, is already performed if ec# collaboration occurs at only two out
of three cases. The scores of only two recipierdy nepresent a relation. In addition, the
validity of categorisations used to interpret tiserss interms of the existence of a relation
will be low. The small nhumber of cases and the igpis for the categorisation affect the
quality of the research method applied.

Data & Results

All results for the life sciences and the mediaregtainment are derived from the data of six
cases investigated, i.e. entrepreneurs. The smbeofi these cases is a rather difficult and
time-consuming activity. Two major aspects make ghkection process quite complicated.



First, it is currently very hard to find an expewed entrepreneur in a sector wherein
supporting organizations already operate in the phase of the start-up process. Especially
in the life sciences this problem occurs due to ltmg average start-up period and short
existence of the supporting organizations and ef $iKE-program. Some of the analyzed
entrepreneurs did not finish the start-up processrety yet. Secondly, because the
development of TTO’s and start-ups in the life sces sector happened simultaneously some
entrepreneurs seem to function in both organizatiorhis makes the analysis of the
collaboration between the TTO and the start-uperatiomplex. Nevertheless, the interviews
produced much relevant information and include @abrperspective. For every sector the
minimum of three case studies are executed. Dubetesmall amount of cases the data is
influenced very easily. Although the final scores determined by the interviewer (small)
errors in the interpretations have drastic consecge

The data and results on the life sciences sectaisfonly on dedicated life sciences start-ups.
The term ‘life sciences’ is very broad and defomg should not be mixed up. The analyzed
cases pursued a bio-medical technological venture.

The data and results on the media & entertainmesgsare obtained from entrepreneurs that
collaborate with a non-profit incubator. It shoulte noted that the entrepreneurial
collaboration specific findings may not be repreéagwve for every type of incubator. The
cases of this sector are characterized by ICT/mediffor (serious) gaming. The applicability
of conclusions drawn for the entire media & enfarteent sector becomes then questionable.
The data and results of the fashion & design ses®based on interviews with several sector
experts. The research provides a first insight erittepreneurial collaboration in the fashion
& design sector. Due to the more superficial chiraof this analysis the reliability and
validity of the findings for this third sector reina unknown.

All outcomes, implications and recommendationshef tesearch are based on the data of six
cases in the Amsterdam area. The findings areftrereot representative for other regional
innovation systems. For the recommendations soramgbes of a particular sector are used
to underpin opportunities of another sector. It imbe emphasized that trans-sector
explanations are used only with extreme caution.

Issues for further research

The research is a first attempt to create insigtad how early entrepreneurial collaboration
functions in the life sciences, media & entertaintrend the fashion & design sectors. Due to
the short existence of the supporting organizatitives results should be considered as
tentative. To improve the reliability of the caspesific results more cases must be
investigated. More research into the life sciermed media & entertainment sectors should
strengthen the findings. To sustain the entrepméglerollaboration findings of the fashion &
design sector this research should be resumed wWiesector is more mature regarding
collaborations of entrepreneurs in general. In finieire when many cases are explored
statistical analysis should also be applied to testexistence of the relations found and
investigate correlations between them.



Chapter 8: Conclusions
To formulate accurate conclusions the main questibrthe research presented in the
introduction is repeated below. For the related-cudsstions specific additional conclusions
are derived.

How can the activities of organizations supportstgrt-ups in the life sciences, media &
entertainment and fashion & design sectors be iwmgdo through entrepreneurial
collaboration during the first phases of the stapg{process?

From the (in-depth) analysis, sector specific igtions for collaboration at the micro-level
are discovered. The conclusions comprise sectarifgpeecommendations that are based on
assessed characteristics of the entrepreneursibooition process. Remarkable differences
between the investigated sectors and common claisdis of the sectors are discussed.

Life sciences

According to the life sciences sector results tK& $rogram is an effective instrument when
multiple spin-offs emerge. The financial impulses life sciences start-ups offered by the
SKE program and the assistance of the supportin@'§ comprise together services to
overcome the crucial first phase of the start-upcess for several years now. The SKE-
program provides the financial needs and the TTSststhe inventor at the beginning. The
independence and extensive experiences (includidg metworks) of the team members and
the linearity of the start-up process reduces tmpiexity of the entrepreneurs’ collaboration
process. The life sciences start-up process cangairery long trajectory (8 + years) wherein
several required steps and obstacles are recognisethinological learning and testing are
two crucial aspects that must be executed precisiEiworking is less important because the
life sciences start-up (inventor & director) is wenature and knows exactly with whom to
collaborate on technological issues. The businegedas are performed by an external
consultant at the beginning and pursued by thenbasidirector further during the start-up
process. These business partners are also reslpofmilthe development of the business
plan. The life sciences start-up business plan fanational and living document that is
constantly adjusted for the appliance for new foeamn

Besides subsidies and early support in phaseld dither additional support will increase the
survival of life sciences start-ups. Though, oneraent problem is emphasized by the
analyzed start-ups. For the establishment of threcdfy office (and lab) facilities are required
that are hardly present. The spin-off director @refa location close to the research institute
where the venture originated from. Solutions fasthlocation problems must still be found.

Media & entertainment

In the media & entertainment sector it remains eaciwhat the exact added value of the
ICREA subsidies is. It is also not clear what tbéerof the incubator herein is. Although
some of the analyzed start-ups did mention thaibaidy is applied for the urgency of such a
financial impulse for survival seems insignificaBecause of the small amount of money in
each subsidy and the short time period of the-sfamprocess the financial impulse is less
effective. Noteworthy, some media & entertainméakesholders mentioned that the subsidies
for this sector have been enlarged recently.



The recognized marketing knowledge gap between ugtamh and starting an
entrepreneurship must be closed. Firstly, educatiammrkshops and other business support
activities should be provided during this periodc@nd, according to this research the early
involvement of investors also contributes to businkearning. The media & entertainment
entrepreneur must learn the necessary busines$s lskiattending such events. This will also
stimulate networking which is very important to thedia & entertainment start-up. Multiple
contacts with the SME’s supportive organization t8grhas also proved to be useful for the
development of networks.

Another interesting character of the media & eatarhent start-up is the continuous change
of the technology and market targets during thet-sfa process. Due to their creative and
open-minded character they have a high level optadhdlity. The start-up trajectory is very
interactive and cyclical processes are recognitéalvever, the entrepreneurs currently
experience these aspects during the start-up @odée research results also indicate that
graduates have less intentions regarding techraabgiollaboration. A more acceptable
attitude towards technological change at the béginof the process increases the start-up
process’ efficiency.

The presence of a non-profit incubator has a magsitive effect on the efficiency of the
entrepreneurs’ collaboration process. The inexpeed character of the entrepreneur and the
interactivity required in the non-linear entreprers collaboration process makes the media
& entertainment venturing otherwise very complexieTbusiness plan functions as a
stimulator of learning because it forces the em&egur constantly to rethink its goals and
opportunities. It is a sector that probably willvals need entrepreneurial support as learning
and networking is very intense.

Fashion & design

Because of a large variety of fashion & design eprgneurs and an limited view of how
subsidies (ICREA) are used exactly during starpugresses it is difficult to draw accurate
conclusions. However, several major implicationgattlare currently present and some
interesting fashion & design characteristics we@gnized. Unlike the life sciences and the
media entertainment, the subsidy is granted fdrid@msshows executed at the end of phase 1
of the start-up process. The pre-seed subsidyhirite sciences start-ups and the ICREA
subsidy for the media & entertainment start-ups iatve an explicit start-up focus. Within
the fashion & design sector the subsidy is appl@dwhen the final step of becoming an
entrepreneur is made instead. The impact of tHeadast design subsidies is quite different
and overlooks its original goals.

An enormous knowledge gap is also recognized irigbigion & design sector. However, this
gap is more difficult to close as multiple probleatxur. The results indicate that the support
must be improved and that the attitude of the entreeur should change. The fashion &
design educations should provide courses that declousiness skills. Fashion & design
workshops and events are already available but beayncreased. The research findings
emphasize that the attitude, i.e. personality,hef ¢ntrepreneur is the main complication.
They often only focus on the designing and showvahg@ collection. The fashion & design
entrepreneur must become more receptive regardigynal advices and he/she should
perceive a more business awareness attitude. Tasgmets are both necessary to become
successfulNevertheless, the research findings indicate thetentire period before showing
the collection is more important for becoming acassful fashion & design entrepreneur.



The achievement of business awareness is the kegdape the eternal cyclical exposition

process.

The business plan is hardly used by the fashioegigh entrepreneur. In the life sciences and
the media & entertainment sector the businessiplancontinuously adjusted document that
stimulates the entrepreneur to learn the necegsesipess skills. A fashion & design start-up

business plan contributes to strategy making amdtsiring of the business aspects.

A final issue that characterizes the fashion & giesintrepreneur is that he/she often has little
finances available. This makes the search for tacéive location and the attraction of an

external business consultant very difficult.

Comparison of sectors and future challenges

The case study research has created some intgrestitor specific findings. The sectors
show similarities and differences. The length @& #tart-up period is significantly shorter for
the media & entertainment entrepreneur. The liferses start-up is still the most linear of
all. Within the fashion & design start-up proceas®iactivity is present but it also has a step-
by step character. The media & entertainment sfarocess is very interactive and requires
a high level of adaptability. And finally, the perslity of the entrepreneurs only seems to be
relevant in the media & entertainment and the fasldi design sectors.

To summarize, the two major issues that have ttabided are the knowledge gaps and the
location problems. To overcome the knowledge gdpbe media & entertainment and the
fashion & design sectors more research on potestlations has to be pursued. To solve the
location problems of the life sciences and fast8odesign sectors research on geographic
solutions may help. The possibilities of an incabatn both sectors could also be
investigated. The latest statistics published emigbathat the number of entrepreneurs has
increased from 100,000 to over 140,000 in the Ardsim Metropolitan Area for the past ten
years (Regioplan Beleidsonderzoek, 2009). Andrdggarch also mentions that entrepreneurs
will survive the financial crisis more easily thastablished enterprises. The support for
entrepreneurs should thus be maintained and edlarge
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Appendix llla: Results case 1

la

Arthrogen BV was founded in 2005 as a joint ventugveen the Dubai Bone & Joint Center
(DBAJ) in the United Arab Emirates and the AcadenMedical Center (AMC) in
Amsterdam, the Netherlands. Arthrogen is workingtlo® development of innovative local
gene therapy for patients with rheumatoid arthrifise stable transfer of a therapeutic gene to
a joint allows intra-articular synthesis of the tgin at the site of inflammation for a sustained
period of time, without significant systemic sidéeets. The main focus is on disease-
regulated expression of therapeutic genes usingoaagsociated virus (AAV) as vector. The
core business is the development of new, optimizedors and the validation of therapeutic
genes in animal models of arthritis and in humaweritually, the products will be made
available for clinical practice, through the markgtservices of a large partner.

Life Sciences Case 1
Pers. characteristics Scores
(Part I)
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)
Iaii
Life Sciences Case 1
Samenwerkings-relaties Partner: Doel:
(Part Il
1 (begin) AMC (vanaf begint hu) Gebruik faciliteiten
2 AMC (TTO) (vanaf begin tat)n Coaching octrooi aanvraag, contract
sluiten faciliteiten
3 Bone & Joint Centre (Dubai) Joint venture (Investering)
(vanaf begin tot nu)
4 INSERM (France) Reumatologisch onderzoeks instituut,
(vanaf begin tot nu) werkt al geruime tijd samen met AMC o
dit gebied
5 Galapalos NV  (vanaf Maart 2007) Gezdijkevinden nieuwe van
geneesmiddelen reuma
6 Interactie met Bio technology bedrijven
(contstant van begin tot nu)
Toekomst:
7 Bone & Joint Centre (Dubai) Intensiever samenwerken m.b.t.

Reumatologie kliniek

onderzoeks resultaten




Iaij

Life Sciences Case 1
Samenwerking AMC AMC (TTO) Bone & Joint Centre
(Part 1) faciliteiten (Dubai)
1 Ontstaan uif Niet BKT Niet Zelfstandig | Volledig
AMC (TTO)
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
I3
Life Sciences Case 1
Samenwerking INSERM Galapalos NV
(Part Il
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
Ia,
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 0000000000%0
la
Life Case 1
Sciences
Deel Opvallende/relevante opmerkingen
Algemeen Arthrogen is uit het AMC voortgekomen, dengleraar reumatologie kwam met uitvinding. HeOTfieeft

de financiering proberen te regelen in begin, ndelijk heeft de hoogleraar dit zelf verworven. @an Oort
is vanaf het begin gevraagd omdat directeur te ox@dn Arthrogen.

| Ongeveer 50 % van de tijd van Dhr. van Oort wortbed aan Arthrogen. Hij heeft een eigen congyjt
gehad voor 17 jaar en heeft dus veel ervaring raetatlviseren van ondernemers. Ook heeft hij inzith
kennisovergang in de life sciences, dit is een slelihg van TTO. De gemiddelde duur van

ondernemingsfase totdat product klaar is is ongel@gaar in de life sciences. Dit geldt in iedevgl voor
Arthrogen. Het bepalen van het marktpotentieebwign vanaf begin, maar samenwerken met externégual

de

—




op technisch gebied is vanaf het eerste momenmnoietizakelijk. De AMC faciliteiten voldoen namelijk
het begin (veel technische kennis in huis). Healmpvan de marktpotentie is vanaf het begin gedaan
externe partijen. De echte marktintroductie vindgelgk pas over 8 jaar of eerder plaats. Het bissingan

moet voortdurend worden bijhouden, het is vanaflbegfin geschreven. Het businessplan is nooitaf, d

wereld is namelijk in beweging
Over 2,5 jaar is de doelstelling om met grote artie gaan praten voor meer financiering, daretphoduct
overigens nog niet klaar.

Zoals in het schema van deel Il staat weergegeyjande eerste vier partners: AMC, BKT, Dubai

en

INSERM vanaf het eerste moment tot nu betrokkeneén later stadium is Galapalos benaderd voor

samenwerking.

De samenwerking met het AMC betreft het gebruik failiteiten gedurende het gehele ondernemi

proces. Met Dubai is contact vanaf dag 1 en ddasak een reumakliniek. Zodra de patiénten behamglel

start zal meer uitwisseling van de onderzoeksramutplaatsvinden. De investering komt van Dubahen
AMC. Het is een gezamenlijk research traject, eamt yenture met Dubai. Bij alle contracten met ABtC

ngs

is het TTO betrokken. Het TTO focused meer zichmageAMC projecten, meer tijd en geld gaat naar| de

periode van het starten van onderneming, d.w.zvineien van juiste persoon bij de vinding van hst@
Nadat de onderzoeker een vinding heeft gedaamijgla¢t ondernemen vaak over aan een zakelijk @itec

Een wetenschapper wil in zijn vak blijven, wetersgmbelijk directeur willen ze meestal wel zijn. De

interactie met bio technologische bedrijven vindmnstant plaats vanaf het begin met als doel
voortdurend naar nieuwe mogelijkheden te zoekenalBigt contact met het AMC is de heer van Oortael

om
f

key-individual, het contact is dagelijks tussen atelernemer en het TTO (liggen naast elkaar). Op dit

moment is Dubai puur investeerder (heeft technigemais) maar in de toekomst wordt de reumaklinigér
ook voor patiénten behandeling gebruikt. Het MC daaredelijk groot, ook is het zeer groeiend. E

dagelijkse interactie met Dubai en de businesskeoméerdracht is zeer inhoudelijk. De grootste kenni

overdracht moet echter nog komen in de toekomstdeamand van behandelingen (klinisch testen).
samenwerking met Galapalos NV houdt in: het gezéijketnden van nieuwe geneesmiddelen tegen reu
De partner is een beursgenoteerd fonds. De litmseb sector is vrij transparant, er is vrijwehma@d nodig
om de juiste partner te vinden en alle nodige mftre is via internet makkelijk beschikbaar. De enm&mer
weet vaak precies wat er gebeurt, bv. via congressedergelijke. Dhr van Oort kent Galapalos (bl
concurrent) al veel langer. De life sciences onelerer is een volwassen persoon, een karakteristidéitize

S

De
ma.

if

veel ervaring hebben. Er is maandelijks contact @atapalos door het gezamenlijk onderzoek naar

mogelijkheden en het selecteren welke mogelijkheugtig zijn. Er is veel kennis verworven d.m.vzeg

samenwerking. Inserm is ook een reumatologischitunsten werkt op kleine delen met Arthrogen samen.

Inserm heeft al 12 jaar samenwerking met het AMCwaatbeide kanten kennis oplevert. Contractueel wv|
alles aan elkaar overgedragen en eventueel toeigemdborbraken worden als gezamenlijk naar bu
gebracht. Ook hier geldt dat de grootste kennisdvaeht nog komt in de toekomst. NIH: hiervan ieeth
licentie van technologie gekocht, zij hebben 116@amien op website staan en 1 daarvan is gekocht.

Er zit bij het TTO een octrooideskundige (dit iSak) en deze persoon is gedurende het gehele pcoees
geweest voor Arthrogen op dit gebied. De persoaeés betrokken en bezit ook marktkennis, soms ieer
inhoudelijke dagelijks interactie.

ord
ten

\V] De TTO werknemers hebben vaak 10 jaar businessirgvan kunnen eventueel nog wat bijdragen aan de
ondernemer. De services van het TTO zijn zeer tdagdik, hierbij moet worden vermeld dat het TT@lzi
voornamelijk focused op het linken van een directan de onderneming.

V Arthrogen verkoopt niks, het doel is doorgaand orakk waarbij ze leven van de kapitaalinjectieDuibai.

Dhr. v Oort heeft 8 ondernemingen parttime medeedpht. Door zijn eigen adviesbureau is het al
parttime gebleven tot 2000. Voor life scienceséds groot gebouw, infrastructuur nodig. De life acies
sector kan alleen maar bestaan dankzij samenwezkebusiness development. Netwerken is ook

belangrijk en bouw je rustig op. Je begint meestat een vrij smalle uitvinding en ontwikkeld dit afo
waarbij steeds meer mensen (samenwerkingen) ndjdigTzidens de eerste fase is het erkennen wat j
huis hebt en de bescherming hiervan essentieetnBaind samenwerken interactief plaats in het dedg¥

proces.

ijd

neel




Appendix llIb: Results case 2

b

The spin-off is developing an improved diagnostioduict for bio-marker testing. The bio-
marker, chitotriosidase, is an enzyme producedchyated macrophages. In the plasma of
patients suffering from Gaucher disease, chitattasse activity is markedly elevated. The test
thus indicates the need for more or less theragatrivent. The provided kit contains
everything needed to perform a reliable test foniteoing the progression of this rare
disease. It is expected that the improved diagnosst can also be used for other diseases,
like Rheumatoid Arthritis.

{]]s]
Life Sciences Case 2
Pers. characteristics Scores
(Part I)
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, 1ljaar rustig
Mei ‘08  business plan
begonnen
l1bj;
Life Sciences Case 2
Samenwerkings- Partner: Doel:
relaties
(Part )
1 (begin) AMC Vinding door onderzoeker
2 TTO (AMC) Octrooi, contracten en netwerken
3 SKE subsidie programma (iamstarter) Pegm@ng 100.000
4 Ondernemer Overall codrdinatie en oprichten bedrijf
5 Coach/Consultant Businessplan en voorbeggidin
6 Industrieel biotechnische partner Producti
Toekomst:
7 Incubator Faciliteiten en vestiging




1bji

Life Sciences Case 2
Samenwerking AMC TTO (AMC) SKE subsidie programma
(Part 1) (iamstarter)
1 NVT. [ NVT. Via AMC | Niet ViaAMC | 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.)
by
Life Sciences Case 2
Samenwerking Ondernemer Coach/Consultant Industrieel partner
(Part Il
1 TTO Niet Eigen sociaal | Niet Zelfstandig Niet
netwerk netwerk
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
by
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
4
5
6 1
7 00000000000%
11]e?
Life Case 2
Sciences
Deel Opvallende/relevante opmerkingen (Comments)

Algemeen

De geinterviewde is deels met de ondenteimézig en beslist nog hoeveel tijd er in de toekoin wordt
gestoken. Het gaat hier over de business direeteuniet de wetenschappelijke directeur. Uiteinkesjhet
de bedoeling om er fulltime mee bezig te zijn. €een octrooi op het substraat en een op het dvjgale
recombinant enzym. Het business plan is vanaf mogs&m geschreven maar blijft een levend documept
elke financiéle aanvraag wordt het weer aangestheepstart datum van het beginnen met onderneien
seed lening aanvraag) was Maart 2006. Dit begonemptpresentatie voor expert panel voor toeken
hiervan. Je krijgt ook een scout bij dit procesn Eggehuurde coach helpt bij het oprichten. Al hetlige

Bi

ning




onderzoek kan worden uitbesteed of zelfstandig ayedmorden. Het meeste van de pre-seed lening
uiteindelijk hieraan op, inclusief het schrijvemvaet businessplan.
Het TTO blijft hier vaak buiten en moet zijn linkssen de universiteit en spin-offs behouden, zoeken

mensen bij potentiéle ondernemingen. De industileerwgeen early opportunities, vandaar dat spis-of

genereren beste optie is ter overbrugging. Het $Kigramma is op zich een succes alleen komt het

gaat

ook

vaak voor dat hiervan geen gebruik wordt gemaak&tobderzoeker haakt vaak af en de ervaren onderneme

neemt het start-up proces over. Er zijn opleidingeweest om de onderzoeker te stimuleren om einzsf
door te gaan. De onderzoeker blijft vaak wetensgbkif directeur. De krachten van AMC zijn immungie
(infectieziekten, HIV research), hart en vaatziekimaag darm en lever.

De geinterviewde heeft medische biologie gestudeerdheeft de ondernemingsdrang altijd gehad. T
medewerkers hebben ervaring in de business enlz§rgekwalificeerd om een ondernemer te wordenstN
medische biologie heeft de geinterviewde ook margeatpleidingen gedaan plus 13 jaar bedrijfsengiin
biotech. Op dit moment besteed de geinterviewdenabe dag per week aan De onderneming, maar e
doel om in de toekomst fulltime daar mee bezigijie. Xoorlopig blijft De onderneming klein omdat @
focus op een zeldzame ziekte is. Het grote biotecttern die de therapie wil zo snel mogelijk dedgtde
markt zien. De spin-off en het AMC werken samen eghtisch gebied om dit te realiseren. Met het g
concern wordt op gebied van marktintroductie saraemgkt. Promotie activiteiten worden ook gedaan
Maart 2008 is de pre-seed lening volledig toegekemds het startproces definitief begonnen. Heftren
jaar stilgestaan. Het definitieve businessplan koog, in Mei 2008 is hiermee begonnen. Onderzoeke
ondernemer starten de onderneming naast hun regbien wat voor vertraging zorgt.

De meeste partners zijn actief gedurende het gsteteup proces, alleen het SKE-programma is irbagin
betrokken en later niet meer.

De wettelijke eigendomsrechten liggen bij het AM@ze samenwerking blijven gedurende het star

proces. Licentie wordt gegeven aan De ondernentieg AMC bezit zowel technologische als marktkenn

(binnen TTO en andere ervaren AMC medewerkers). ABC en het TTO wil juist kennis
commercialiseren.
In dit geval gaat het om een substraat, hier Zgh meel veel faciliteiten nodig. Er is vraag naan incubator
vooral voor huisvesting en de voordelen van bipatkzitten. Dit is echter lastig omdat zekerheid spin-
offs voor de komende jaren niet volledig is. Oveaipjaar kan dit minder worden namelijk.

De TTO manager is minder betrokken maar dit is niek heel erg wenselijk. Er is direct gebruik gekta|
van het SKE programma, in principe hebben zij alleen financiéle injectie gegeven. Er wordt
gerapporteerd via het TTO over de vorderingen j2njaar).

De onderzoeker heeft veel invloed op het kiezendeanndernemer/ business directeur.

De coach/consultant heeft met zijn ondernemingskemp diagnostisch gebied meegeholpen aan
businessplan en de voorbereiding voor de marktgagitg. Via het eigen netwerk komen bijna alletieta
tot stand, zo ook deze. Een groot deel van degwd-gaat hieraan op. Een dusdanig persoon is rkelilza
voor het life sciences ondernemingsproces. Eré$wmag naar een incubator in het Medical Busifesk,
ruimte en plannen zijn er alleen gebeurt er weinig,

Het biotech concern wil het product in hun eigecheimarkt verkopen. De industrie partner stregfistant
naar meer vooruitgang. Ze hebben zowel een theapieen diagnostiek poot. De naam van het con|
willen ze juist niet op de kit hebben omdat dat slijig conflict of interest geeft. In het begin djuéns het
stille jaar was er weinig interactie, in de toekomsrdt de interactie en kennisuitwisseling intensr. De
services sluiten ook goed aan.

Over het algemeen zijn alle onderzoekers zeer deweover de samenwerking met het TTO. Het S
programma van technopartner is zeer behulpzaamegweor de onderneming. Voor de life sciences
echter wel grotere bedragen nodig. Het programnegiisspringplank voordat ondernemers naar het gsl
opgezette life sciences fund Amsterdam. De eendesged lening is eigenlijk op het TTO gericht vg
onderzoek naar potentie van een bepaald idee.

In Leiden is de incubator beter ontwikkeld met Baipartner + ABC gebouw, het gehele science par|
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gecentraliseerd. In Amsterdam is alles versnippklet. science park in Amsterdam heeft voordelen maar

dichtbij de universiteit geeft ook voordelen, vddrade start-up fase.

De SKE pre-seed lening is een ton, mede betaald A&, en dit wordt verstrekt in begin van startfage.
AMC deed in verleden ook de vervolgende seed lenir{@¢5-2 miljoen). Dit zal nu vanuit Life Scienc
fonds Amsterdam komen. Hierna kom je bij VC's tetech

Amsterdam vind life sciences belangrijk en focugith nu op het science park. Het is echter lastigde
VuMC en AMC spin-offs daar te laten vestigen.

eS



Appendix lllc: Results case 3

lllc
Coronary artery disease is caused by the formaifoatherosclerotic plaques in coronary
arteries that obstruct normal blood flow. The im&tional cardiologist restores the lumen by
intravascular balloon-angioplasty and subsequemsphent of a stent. However, re-occlusion
of the stented artery (in-stent restenosis) isrs clinical problem after stent placement.
Current drug-eluting stents (DES) utilize cytostatompounds released from biostable stent
coatings to inhibit in-stent restenosis. Althoudiese DES show unsurpassed efficacy to
prevent restenosis their major limitation includes non-cell specificity of the cytostatic
drugs and the insufficient long-term biocompatthibf the biostable coatings, which enhance
the risk of late thrombosis. The present projedhisesponse to the clinical need for new-
generation DES. Its main objective is to developeh®ES capable of inhibiting restenosis
and preventing late thrombosis. Bioresorbable ngatminimize the risk of late thrombosis
since they are completely resorbed after complatfodrug delivery, thus outperforming the
current DES. The success of the spin-off AmCathickvlis still in the making, will bring
about a major technological/clinical breakthroughDES, as it will eliminate the risks
associated with biostable coatings. This Next Garer Drug Eluting Stent Concept thus
includes a more Effective Treatment of RestenasisRrevention of Late Thrombosis.

llig
Life sciences Case 3
Pers. characteristics scores
(Part I)
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
IIc;i
Life sciences Case 3
Samenwerkings- Partner: Doel:
relaties (Part 1)
1 (begin) Coating specialist Coating ontwikkgl
2 Stent producer Stent productie
3 AMC (TTO) Netwerken en contracten voor faciliteiten
4 SKE programma Preseed lening toekenning
5 External coach Investerings en busineasito
6 Externe IPR adviseurs Advies op Patenteren
7 (niet echt Biomedical Materials Programs (BMM) Stimulerend orzdeksprogramma met netwer
relatie) voor life sciences ondernemers. o.a.
Hartstichting betrokken
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Life sciences

Case 3

Samenwerking Coating specialist Stent producer AMC (TTO)
(Part Il
1 Stent Voldoende TTO Voldoende Onderdeel Niet
producer van AMC
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.
Iciji
Life sciences Case 3

Samenwerking SKE programma External coach Externe IPR adviseurs
(Part Il
1 TTO Niet Eigen Niet TTO/SKE Boven
sociaal verwachting
netwerk
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
gy,
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

~

00000000000%
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Life
sciences

Case 3

Deel

Opvallende/relevante opmerkingen (Comments)

Algemeen

Doel: het ontwikkeling van een drug-elgitgtent die de groei van gladde spiercellen remgedijktijdig de
groei van endotheelcellen stimuleert.

De preseed lening is aangevraagd in oktober 200i& echter al eerder nagedacht over het starteandm
vinding. Vanaf Juni 2007 is met een coach de ptasenvoor het SKE panel voorbereid. Met de verkre
lening is diezelfde coach aangebleven. Het is dioéleng dat het uiteindelijk een spin-off wordt ween de
geinterviewde voorlopig wetenschappelijk directésir Op dit moment werkt de geinterviewde en ¢

Cardioloog 20 % van hun tijd aan de start-up. Decleaangeveer 30 % en er komt een persoon in hetelab

staan voor 80 %. Er zal naast deze personen ogikdélijk een zakelijke directeur worden aangeteskk
Het AMC levert lab faciliteiten en liquide middelén het begin en via het TTO worden de contrag
afgesloten. Hier staat tegenover het feit dat AMGrveet grootste deel eigenaar blijft. De uitvindleriggen
ongeveer 5 %. Het patent is ook in licentie gegel@or het AMC.

Er is veel zekerheid over het technisch potengedhet markt potentieel van de vinding. Op teclimdsgebied
samenwerken is essentieel. Op het gebied van maddictie is nog geen drang om samen te werkerish
nog in een vroeg stadium. De cardioloog heeft danae kennis van de markt.

Het businessplan is een dynamisch iets. Voor deraag van de Preseed lening vul je een soort foemin
waarin de kernwaarden en doelen staan, dit isdgihlvan het businessplan. Dit plan wordt steedgezast,
bij elke stap van de onderneming. Het plan is eprmiment gericht op de komende drie jaar. De ventiag
is dat er binnen deze periode de eerste klinisestert gedaan worden.
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De preseed lening wordt gebruikt voor patent assig en het schrijven van het businessplan, malavoor
proeven. De hartstichting levert ook financierirmpw doorgaand onderzoek. De onderneming en hdutistic
zijn beide onderdeel van het Biomedical materialsgmam (BMM) dat de instellingen aan het bedrijfskey
aan elkaar linkt. Er is ook een nog een poging gedaj de technologiestichting STW, uiteindelijktizch
besloten om het zelf (AMC) in een spin-off om tetaet

De partners staan chronologische in de lijst. Ddeomeming is nog echt in de het begin van het-gmgroces.

De coating specialist is goed in het ontwikkelem Jaio afbreekbare coatings. Uiteindelijk is het
verwachting dat the coating specialist bijdraagt de business development. Het is de bedoelingdég
coating specialist terugbetaalt wordt door hegletij van een deel van de revenu’s van de onderneming
De stent producent levert en fabriceert aanpaskiards (met of zonder coating/ballon). Het is dddzling
dat ook de stent producent terugbetaalt wordt duosir krijgen van een deel van de revenu's van
onderneming. Door hun betrokkenheid gaan ze wellich de toekomst meer bijdragen aan busin
development. Op dit moment is er nog niet heel geatact maar dit wordt meer als de coating ontelitkks.
Het TTO is belangrijk geweest voor het schrijven i@t patent en het beginnende businessplan nodighet
SKE-programma. Het TTO heeft ook een netwerk ewrltog functie. Bij de faciliteiten/services van A&tO
is goede begeleiding aanwezig.

Het panel, dat een zeer heterogene groep bevahet€BKE-programma geeft direct advies op het mowem
de presentatie. Dit is een duw in de goede richtitef geeft de ondernemer de keus om later gelvarnkte
maken van de aanwezige specialisten. Alleen votenpaadvies is gebruik gemaakt van het aangebg
netwerk.

De externe coach is de persoonlijke onafhanketipa@ch die vanaf juni 2007 betrokken is. Hij heefhgipen
bij alles op businessgebied. Interactie tussenaddiaoog, de geinterviewde en de externe coach zapr
frequent.

Met de SKE-financién zijn second opinions van patspecialisten verworven. Deze hebben V
technologische kennis en markt kennis. In de toatamordt een vast iemand aangesteld die helpt méP ¢
strategie. Deze contacten zijn wisselend, de eeewat meer/minder dan anders. De interacties mebblkt
heel veel kennis opgebracht.

Er is verder ook contact geweest met andere sparbm bijvoorbeeld business modellen uit te wissdbeze
contacten zijn vrijblijvend interacties (niet heldépgaand) wat voor input en reflectie zorgt. Ookgt dit voor
het uitbreiden van het netwerk. De coach regetireterhoudt deze contacten.

Voor het verkrijgen van financiering van de hadsting en BMM moet er een actief samenwerkingsne¢w
gecreéerd zijn. BMM selecteert de kanshebbers egldidgondernemers ook met creéren van het netwerk.

Hetgeen wat het TTO doet doen ze goed maar wapramies de TTO taken zijn is enigszins verwarrdig.
het geven van advies wordt logischerwijs de AMCevigghanteerd.

De combinatie van de drie expertises (drie perspiseoptimaal. De lab persoon (0,8) komt vanuit BStM
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en wordt hier ook door betaald.




Appendix llld: Single entrepreneurial collaborations in the life sciences

ld

Besides the four more common collaborations of dageand 3 explained in paragraph 5.1.3
many other interesting partners were present ayegecific case. A short description of the
partner and the content of the collaboration angatied in this appendix table. At the end
some intended future partnerships are included.

Partner Content of collaboration

DDF (Drug Discovery | DDF is a consultancy that assists the developmiemffiost protocol. The
Factory) DDF writes the first business plan for the entrepre

Pharmacell Pharmacell is a biomedical industriahgany that helped with productiof

development

Bone & Joint Centre
(Dubai)

Insitute with same interests as the dutch entreprerd joint venture is
started with the centre and investments achievé&alibhi

INSERM (France)

INSERM is a rheumatologic inggtthat collaborates with the AMC for
some time now

NIH (National institute
of Health)

The NIH supplies many life sciences patents thatbheabought.

Galapalos NV Galapagos is a drug discovery @mpvith which is collaborated on
rheumatologic topics
Signifix A life sciences regulatory consultancatimaintain business processes

Coating specialist

The coating specialist is a dielgvery company serving the medical
device and pharceutical industry with advanced dieltvery systems. A
entrepreneur involved the coating specialist toettgv a coating for the
venture

Stent producer

The stent producer is a Dutch cogngiaat produces medical devices. Fg
a entrepreneur stents production is done by thre pteducer

=

External IPR advisors

External IPR advisors arelved to explore protection possibilities

Biomedical Materials
Programs (BMM)

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

Bio technology
companies

Other bio-technology companies is collaborated withstantly

Industrial biotechnical
partner

Production partner

Possible future
partnerships:

BruCells

Brucells assists in clinical studies

Stavac

Stavac is a project that aims to developstyyges 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 dedi




Appendix llle: Results case 4

e

The product of case 5 is a fun exercise computeregal’ hey use their patented ‘motion
tracking device system’, which is currently deveddpin combination with software that
includes audiovisual instructions and gives feellbatc performance. Simultaneously they
aim to create an online platform called VirtuaGyamweb 2.0 environment, which inspires
and stimulates the users to exercise more frequentl

g
Media & entertainment Case 4
Pers. characteristics Scores
(Part I)
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
lllej
Media & Case 4
entertainment
Samenwerkings- Partner: Doel:
relaties
(Part Il
1 (begin) Pcb ontwerpbureau Productie pldatip(hardware)
2 Industrieel ontwerpbureau Induggriébrmgeving
3 Investeerder Investering/ deelname in orelaing
4 Syntens Netwerk/advies voor starten orgtaing
5 TNO Effectiviteits onderzoek (hun visiajdeling kwaliteit van
leven
6 Mediagilde (incubator) Faciliteiten en emsteuning, netwerken
7 Media college Amsterdam Leveren van walkgdesign stagiaires
8 (eind) Elektronica concern Kennis uitwigsy/optie tot joint venturing
Toekomst:
9 Vu Amsterdam Stagiaires, opleiding humianbiance, project onderzoek
door studenten
10 Hogeschool (opl. voeding en diétiek) \Wethappelijke check op voedingcontenten
11 Revelatie centrum Amsterdam Toepasbaavhd&tzoek voor revalidatie, mogelijk
product voor toekomst




llle;

Media & entertainment Case 4
Samenwerking Pcb ontwerpbureau Partner: Industrieel Investeerder
(Part Il ontwerpbureau
1 Eigen Volledig Eigen Volledig Eigen Niet
sociaal sociaal sociaal
netwerk netwerk netwerk
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
e,
Media & entertainment Case 4
Samenwerking Syntens TNO Mediagilde (incubator)
(Part Il
1 Bij Niet Eigen Niet Via Niet
inschrijving sociaal Syntens (toeval)
KvK netwerk
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
g
Media & entertainment Case 4
Samenwerking Media college Amsterdam Elektronica concern
(Part Il
1 Internet Niet Via Gering
Incubator
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




gy

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 0000000000%0
e,
Media & Case 4

entertainment

Deel

Opvallende/relevante opmerkingen (Comments)

Algemeen

Het team (beiden) zijn gestopt met humlmadat ze zo overtuigd waren van het product en de

markt.

De relevante opleidingen van persoon 1 is Wo rechkte persoon 2 is Wo informatica + busing
school. Het team is dus erg heterogeen qua kebeisoctrooi aanvraag voor een groot deel 2
gedaan. Persoon 1 heeft 1 jaar werkervaring enoper? heeft 2,5 jaar werkervaring. Ze z
behoorlijk zelfstandig en in het bezit van veel kisnin hun sector. Op het gebied van softwar
minder samengewerkt, voor hardware (elektrotechnogkwikkeling zijn diverse externe partije
geraadpleegd. Het is namelijk een mechanisch ptofeordat het een tastbaar product is zijn
vanaf het begin bewust dat marketing nodig is, uigtoeren van marketing activiteiten is e
constant proces. Business development activiteiterden ook constant uitgevoerd, maar zijn 1
gepland van te voren. Het helpt om constant opestdan voor meningen van anderen.
transformatie van het puur hardware stand alonduatonaar de online omgeving heeft daard
gedurende het ondernemingsproces plaatsgevondesoffyeare voor de online omgeving gaan
zelf maken. Dit nieuwe hardware onafhankelijke ideaakt ze minder afhankelijk van ande
partijen en de risico’s zijn dan minder. Bij de stammeteen begonnen met businessplan, dit o.a.
een potentiéle investeerders en voor een haalbdadmelerzoek. Het schrijven van het business
is een leerproces, het dwingt je om na te denkérntée beginnen in een vroege fase is wense
De haalbaarheid spreekt voor zich met het betrd&eroduct.
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Chronologisch gezien klopt de tabel van deel Il.tBchde interacties met Syntens zijn in het be
intensiever maar vinden nog steeds plaats.

gin

De prijsvergelijking bij de ontwikkeling van hetriBted circuit board’ is essentieel, hiervoor z
diverse offertes aangevraagd. Bij de definitievezkeis vooral nagedacht over de link van de prog
specificaties aan ervaring van ontwerpbureau. Oipkhét bepalen van business developm
mogelijkheden helpen offertes. De industrieel ompee had veel ervaring met kleine mechanis
producten. De ontwikkeling van het product is nag molledig gebeurd. Als de investering binner
komen ze nog terug bij de industrieel ontwerpert ptaten met investeerder in vroege fase h
geen financieel succes opgeleverd maar was welleegdaam. Hierdoor zijn wel veel contact
gelegd en is het netwerk uitgebreid. De investeetteeft namelijk ook een grote partn
geadviseerd. De subsidie is via Syntens binnendrth@gintens geeft direct advies en ze linken
ondernemer aan potentiéle interessante partnenser®/weet namelijk wat er speelt en hebben
goed overzicht van alle spelers in de markt. Syigwok de eerste buitenstaander die te horegt
over het product waarop direct objectief/kritisctivies is gegeven. Alle contacten van Synt
dragen bij aan toekomstige (bewustwording) beslggsi en via Syntens (pitch training) zijn

toevallig ook bij Mediagilde terecht gekomen. Vigetilagilde wordt ook je wereld groter door Q
het meedoen aan events. Tot Augustus 2009 zitteij kéediagilde, deze periode is 1 jaar. Ze will
het contact met de incubator kort houden.

Over het algemeen zijn de contacten voorlopig esakmalig, het is de verwachting dat langdu
samenwerking toeneemt wanneer het product klabrwisyanneer fitnesscentra bereikt kan worde

Het TNO ondersteunt de kwaliteit van leven duseisrgeinteresseerd in het Nederlands product.

ondernemer is vooral benieuwd naar de mening vaii® (dit was wel in de hardware fase). In
toekomst is het mogelijk nog nuttig om terug naetr iNO te gaan. Het TNO heeft een effectivit]
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onderzoek uitgevoerd van vergelijkbare systemen\Wdkebv. (bewegen toegevoegd aan gam

en)




scoort slecht. In tegenstelling tot de WII hebbgnuist: “gamen toegevoegd aan bewegen”. In het
begin is dus veel contact geweest maar nu mint'ehed product klaar is wordt het contact met het
TNO waarschijnlijk intensiever.
Voor de onderneming zijn stagiaires zeer nuttig.d@moment vindt er onderzoek plaats naar welke
technieken nodig zijn voor online gaming. Medialegé zit in Amsterdam en zoekt interessante
stage plekken. Er is puur een relatie in het laveen stagiaires.
Op dit moment wordt er ook samengewerkt met eekirelgica concern om af te tasten hoe ze elkaar

kunnen versterken. Het concern is zeer bereid omesate werken, echter is het puur één
richtingsverkeer en zijn ze vrijwel niet transpdran

\V] De services en faciliteiten van de incubator zgerzgoed. Ook zijn de services toegankelijk. Alleen
heeft de incubator minder kennis van subsidie ma&thebben alleen een database. Hij had|een
soort template verwacht, er is echter weinig pridaeit hiervoor.

\V Op dit moment werken er 3 fte’s en zijn er 5 op@ys vacatures




Appendix IlIf: Results case 5

[If

Mijn naam is Haas (My name is Hare) is a serioungythat teaches young children (age 4-6
years) language in a playful setting. Through dnawthe world of character Haas, the
ingenuity of children is challenged, in a game thattes learning with creativity in an

immersive story environment. The system fuses Hilel's drawings into the emerging story
and uses an Intelligent Tutoring System to contieein to learning components, such as
situations or specific words. While playing, chédr will learn and develop vocabulary,

problem solving strategies and IT-skills in a pldy#nvironment.

I ;
Media & entertainment Case 5
Pers. characteristics (Part | Scores
1)
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
HIf
Media & Case 5
entertainment
Samenwerkings- Partner: Doel:

relaties
(Part )

1 (begin) Hogeschool voor de Kunsten UtrgEtiU) Faciliteiten, coaching
2 Expertisecentrum Nederland (EN) Opdrachtgever in het begin tijdens HKU en
(van betpt nu) kennisuitwisseling constant (partner): dit zijn d
duidelijk 2 verschillende rollen en ook de
verhouding met deze partner is van een
opdrachtgever-relatie naar een gelijkwaardige
samenwerkingspartner gegaan
3 ICT Delta Aanvrager subsidie (faciliterende functie, projg
(van betpt nu) coordinator)
4 Media Explosiva Bedrijf van Docent HKU, netwerking en
(van begih begin 2008)| coaching
5 Basisscholen (van begtmu) Testen gebruikers
6 Mediagilde Netwerken, coachen en faciliteren
Toekomst (nu): Uitgever In samenwerking Cd-rom software op
7 particuliere markt brengen, distributeur




I i

Media & entertainment Case 5
Samenwerking HKU Expertisecentrum ICT Delta
(Part 1) Nederland
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
[Ifi
Media & entertainment Case 5
Samenwerking Media Explosiva Basisscholen Mediagilde
(Part Il
1 Eigen Niet Eigen Voldoende | Persoonlijke| Voldoende
sociaal sociaal contacten
netwerk netwerk
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
HIf
Media & entertainment Case 5
Samenwerking Uitgever
(Part Il
1 Persoonlijke| Voldoende
contacten/
netwerk
event

Blo|o|~N|o|o|s|w|n
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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
4
5
6 0
7 000Cc®# 00000000
Hif
Media & Case 6

entertainment]

Deel

Opvallende/relevante opmerkingen (Comments)

Algemeen

Er is een constante samenwerking metechvainaf het begin. De subsidie aanvraag is metdklfa
(projectleider die aanvraag heeft geschreven) ged&a delta faciliteert scholen met aanvragen
het gebied van subsidies en ict voorzieningen. 8amet het Expertise centrum en Media explog

is de volledige aanvraag gerealiseerd. De aanwaagngeveer eind December 2008 afgerond zijn.

op
iva

De startdatum van de onderneming is 1 januari 2068js een oud HKU project waarvan op deze

hogeschool het begin is gemaakt. De beslissingeobeginnen is ook destijds gemaakt. De subg
heeft een rol gespeeld bij het starten van de omedeng maar was geen must om te begin
Tijdens de HKU periode is het expertise centrumékeeshd de rol van opdrachtgever aan de H
geweest. Daarna zijn ze zelfstandig verder gedaars (door beide partijen) altijd een sterk gelg
geweest in het nut en haalbaarheid van Haas. Mimnis Haas is een fulltime baan voor alle drig
starters. De ervaring van allen komt voort uit gdeming en de gerelateerde werkzaamhede
naast. Het blijkt dat familie hier geen invioed tpeft gehad en dat de sector gerelateg
vriendenkring vooral van de opleiding afkomstigis.worden via de HKU veel projecten gestart
later een onderneming worden, hierdoor is er contat andere sector gerelateerde starters
technologie is heel belangrijk en het team hedfedd vertrouwen in de haalbaarheid ervan. Allg
is het nog niet geheel duidelijk hoe het concepit enoet komen te zien, dit stond in het begin
ter discussie en moest aangepast worden aan dstellidien. In het begin was er ook nog ge
realistisch beeld over het marktpotentieel vanduogicept. Vanaf moment één is er al contact
basisscholen en het team dacht dat het met de mvatigoed zat, verleggen naar de thuismarkt
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immers ook nog een optie. Samenwerken met andetgepaop technisch gebied was vanaf het

begin niet noodzakelijk, de meeste kennis is irshOp het gebied van marktintroductie is er val
moment één al samenwerking nodig, de wens om estribditie kanaal te gebruiken was hiervoor
drijfveer. In eerste instantie wilde het team,dijd HKU tijd, alleen concepten maken en deze di
verkopen. Later zijn ze zich echter meer gaan epet in Haas. Ook blijft de onderneming een ds
gesubsidieerde organisatie waarbij volledige consraksering van het bedrijf zelf nooit voor 100
centraal staat (dit geldt niet voor de eventueld geoducten). Het business plan is vanaf het bg
aan in constante ontwikkeling geweest, de conemtge is nog steeds niet klaar. Eind dit jaar ho
ze het klaar te hebben. Het business model verdnaegal. In het begin was de focus op
onderwijsmarkt. Om de volledig markt te betredehéas nieuwe doel ‘het creéren van een volle|
crossmedia concept met de online omgeving als keéti@rvoor zijn echter enkele tussen stapj
noodzakelijk. Er is inmiddels contant met een viegeom een cd-rom met boekje in de winkel
krijgen. Dit draagt bij aan bekendheid en zorg w®reerste inkomsten, de doelstelling is ook om
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abonnementen systeem te koppelen aan de nieuwerklatiervoor is een stappenplan geschreven.

Het HKU is echt de begin partner. De interactie imet EN, ICT Delta, Media Explosiva en
basisscholen vinden echter gedurende het gehelaiptaroces plaats.

le

Bij het HKU was een duidelijk betrokken coach aange#KU heeft een projectbureau o
studenten en afgestudeerden te linken aan extartiiep (EN bv.). De focus in die tijd is puur op

ontwikkeling van product.

Het expertise centrum Nederland (2 vormen van sameking) is met een opdracht naar HK
gegaan. Na herdefiniéring hiervan zijn ze deze agiitraangegaan, het product is van het team

er daarna contact behouden voor kennisuitwisseliigt samenwerken met EN was n
vanzelfsprekend, hier is lang over nagedacht. Dastigling van het EN is meer kennis vergaren|
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het gebied van nieuwe media en hoe zij die in knrretten. De frequentie van interactie versc




nogal en zijn, indien plaatsgevonden, zeer inhajdel '\n
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Na het afstuderen zijn er meer partners in bedtdmgen. Het ICT Delta heeft ook meegeholpen

aanvragen subsidie als facilitator en projectlei@ok hadden ze toegang tot een aantal basissc
alleen deze zaten niet in directe omgeving, naknalijNijmegen. De aanvraag loop nog steeds
afronding hiervan is eind december 2008. De teduisthe kennis en marktkennis van ICT de
heeft niet bijgedragen aan Haas, er zijn immeeealkcontacten uitgewisseld.

Media explosiva is een bedrijf dat geleid wordt deen docent van HKU, netwerken en coach
van dit bedrijf heeft bijgedragen door het bezih vachnologische en markt kennis. Het bedrijf
zeer transparant en heeft het Haas team scherpdghop gebied van visie. Er zijn enkele contag
geweest die zeer inhoudelijk waren en veel heblijgedragen. In het begin van 2008 is het con
met ME beéindigd.

Direct vanaf het begin is er contact geweest mefsbeholen in de directe omgeving om
oriénteren: ‘hoe denken de kinderen en wat willeh Re scholen zijn op locatie selecteert, de |
delta scholen zijn namelijk te ver weg. Door cohtaet de kinderen hebben ze direct contact me
markt waar ze naar toe moeten. Het resultaat: edtvgetest met de kinderen hoe het product w
ontvangen.

In het begin is al nagedacht over Mediagilde, laijerze hiermee in zee gegaan. Via het netwerk
Mediagilde is veel technische en markt kennis bi&belar. Mediagilde is zeer transparant m.
hetgeen ze weten. Het Haas team heeft weinig kemmishet schrijven van businessplan en hog
markt betreden moet worden. Mediagilde is de idpalner om hierbij te helpen. Haas is niet in
bezit van een octrooi, voor een software produbetsverkrijgen van een patent namelijk heel last
Vanaf Juli 2008 zit Haas fulltime bij Mediagilderade hand van een 1 jarig contract. De incub
manager is vanaf het begin zeer betrokken. Mediagilerkt vraaggestuurd dus als je iets wil we|
ga je direct naar ze toe en zoeken ze het uit.

In november 2008 zijn intensiever contacten metwgtgever ontstaan die de functie van distribut
heeft voor de cd-rom versie en het boekje. De uéges ontmoet op een netwerk event, Deze pan
heeft veel marktkennis, er wordt verwacht dat edertoekomst dit project bijdraagt aan de busir
development. Ze zijn, boven verwachting, zeer parsnt m.b.t. het uitwisselen van kennis. Er 2
nog maar een paar contacten geweest. De contractandleling is gaande.
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Bij Mediagilde zit ook het door de Waag gecreéergative learning Lab. De doelstelling is educg
en nieuwe leermethoden ontwikkelen waaraan veslchdlende instellingen aan gebonden zijn.
het gebied van onderwijs heeft dit nog weinig opgetd en is de toegang van Haas tot het Creg
learning lab tot nu toe relatief beperkt. De tot#evices van de incubator zijn zeer toegankedijler
complexere en lange termijn adviezen wordt langevaght. De start-ups zitten in 1 grote ruimte
Mediagilde. Voor het vragen van kleine dingen iszéier nuttig aangezien interactie tussen start
zeer makkelijk is.
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Het management team bestaat uit drie personen etaelfie opleiding instituut maar verschillen
opleiding , in dit opzicht is het team meer homage@p creatief gebied vullen ze elkaar goed 4
Op het gebied van business kennis is er een vétsssen in het team, de een heeft net iets n
werkervaring dan de ander. Naar mate de ondernezithgneer ontwikkeld is meer business ken
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Appendix lllg: Results case 6

lllg

E is a service that integrates all your existingiaoservices into atkeID, which you can
share with anyone in the real world. To exchaBg®'s, you currenlty just need an internet-
enabled mobile phone like an iPhone or Blackbefhe aim for the future is to develop a
hardware connector that can be used to exchangdgdbBnation with a simple touch between
two connectors. When you exchange y&slD's, E makes sure your contacts get added to
your other social services like Netlog, Twitter sL&m, Soocial, automatically.

llg;
Media & entertainment Case 6
Pers. characteristics Scores
(Part I)
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 & Case 6
entertainment
Samenwerkings- Partner: Doel:
relaties
(Part )
1 (begin) HKU Afstudeeropdracht bedrijfsconcept
2 ABN Potentiéle investeerder
3 Mediagilde (Incubator) Faciliteiten, netien en coaching
4 Syntens Advies en netwerken
5 Madewithlove Programmeurs, bouwen van igebén
6 Octrooi centrum Octrooi aanvraag advies
7 ABN Dialogues Kennisuitwisseling en eveerlueekomstig
investeerder
8 Amazon Hosten op server van Amazon
9 Andere start-ups Kennisuitwisselingwezken en evenementen
bezoeken. (Soocial, Marvia)
Toekomst:
10 Telecom. producent Mogelijke toekomstigetner
11 Hardware producent Mogelijke toekomspigetner




Media & entertainment Case 6
Samenwerking HKU ABN Mediagilde
(Part Il
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 partners
11 3
12 5
g
Media & entertainment Case 6
Samenwerking Syntens Madewithlove Octrooi centrum
(Part Il
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
IIIgii
Media & entertainment Case 6
Samenwerking ABN Dialogues Amazon Andere start-ups (Soocial
(Part 111) Marvia)

1 Mediagilde Niet Twitter Volledig Eigen Niet
sociaal
netwerk

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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Media & entertainment Case 6
Incubator/TTO algemeen
(Part IV)
1 5
2 4

Ondernemings

karakteristieken

(Part V)

3 fte's

6 fte's + 2 vacatures

50.000 — 100.000

0 —20.000

0 —20.000

OO WIN|(F

0
0

0000000 00O0O0O

llig,

Media &
entertainment

Case 6

Deel

Opvallende/relevante opmerkingen

Algemeen

De startdatum van de onderneming is November 2B@7.team, 3 man, hebben allen de Mas

ter

‘Interaction Design’ gedaan aan het HKU. Ze hebben ook een ontwerpstudio, Postmachina, wat
ze gebruiken om winst te genereren. Ongeveer 20afbde tijd wordt besteed aan opdrachten
hiervan. Het team bezit veel ontwerpervaring ennigeiervaring van ondernemen, vandaar dat

Mediagilde een goeie keus is.

Het opstarten is echt vanuit de opleiding gekom@nwas al veel aandacht van buiten voor
afstudeeropdrachten bij de studie. Vanuit de oplgifomt steeds meer stimulans om afgestudee
te laten ondernemen. Er worden inmiddels onderngmimsussen toegevoegd aan de opleiding.
Over de technologie is het management team vanafbhgin heel zeker, alleen over h

de
den

et

marktpotentieel minder. De intentie van e was varsjrong het communiceren van emoties in gen

sociaal netwerk in de echte wereld; door het bewegea e geef je door aan je omgeving we|

ke

emotie je vertoont. Dit idee is het afstudeeropliratieen wordt verwacht dat de markt hier nog niet
klaar voor is. In de toekomst komen ze wellichtigeop dit concept. Het huidige e is gericht op het

uitwisseling van ID gegevens via een hardware a@giarodat deze toegevoegd worden aan je €
sociale netwerk naar keuze.

igen

Twitter heeft e heel veel leads opgeleverd. Hefthe®oor gezorgd dat je de juiste mensen, zoals

Amazon, bereikt. Dit zijn vaak mensen die zich ijnhmgere posities bevinden en normaal moeilij

te

bereiken zijn. In eerste instantie is er een ptwoor het business plan geschreven. Vanaf hehbeg
waren ze niet van plan om op technisch gebied saenererken. Op dit moment zijn er pogingen om

samen te werken met een internationale partij wi pver de apparaatjes beschikt maar nog g
toepassing hebben.

Samenwerken op het gebied van marktintroductieraf/het begin essentieel voor e. Het berei
van de massa klanten voor dit product is het do@ordt ook regelmatig uitgenodigd om te sprel
op beurzen en dergelijke. Het uitvoeren van eerbhagnheidsonderzoek is erg lastig, dit wo
behoorlijk beinvioed door andere partijen namelijk.

Het businessplan wordt gezien als een levend datuemeeen leerproces. Er is voor de ontwikkel
voor het product een pre-seed lening nodig, hiegeis flinke investering voor nodig. Het dut
creative industrie fund voldoet hier bijvoorbeel@trmeer aan. Voorlopig is het businessplan
niet compleet af, doordat telkens nieuwe ontwikigdin gedaan worden moet het business
constant aangepast worden. Op dit moment zijnjeodnibeeld ook contacten met iemand uit Silig
Valley, dit kan het plan weer doen wijzigen. De guiiéle partners worden wel zeer selec
gekozen.
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E is nog steeds geen bv. Na het HKU zijn ze dineet ABN en KvK in gesprek gegaan. Syntens
tijdens Mediagilde erbij betrokken. De lijst is jwel chronologisch, de samenwerkingen lopen
door elkaar heen.

S
wel

Postmachina is eigenlijk het team dat e begon. &ijHKU zijn ze intern begonnen met de start-
Bij het HKU is voldoende begeleiding aanwezig. Osler een exchange netwerk bij het HKU
afgestudeerde probeert te linken aan de arbeidsniéek komen ook opdrachten vandaan.

Bij de KvK is kennis opgedaan over handel met héehland en de gerelateerde rechtsvormen.

up.
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Via de jaarlijkse startersdag van het KvK is hattaoct met de ABN ontstaan. De accountmanagg

direct de begeleidingspersoon geworden. Door hégrven van borgstellingkredieten in de creatieve
sector hebben ze reeds enige marktkennis opgebdinwvebrdt jaarlijks betaald voor de diensten \Tan




ABN, het heeft echter nog geen financiéle middelpgeteverd. E heeft hier wel veel van gelee
Doordat ABN ook een relatie met Mediagilde heeft zi¢ transparant.

Mediagilde geeft goede begeleiding en bezit ook t@shnologische kennis via de Masters dig
hebben. Vooral van het netwerk, business coachinigeé ontwerp lab wordt veel gebruik gemag
Begeleiding voor het lab is niet nodig omdat datrvrioh spreekt, de business begeleiding is n
relevant.

Er is gebruik gemaakt van Syntens op het gebiedanken, octrooien en andere adviezen. Syn
draagt bij aan business development. OverigensSkatens soms traag zijn en focussen ze mee
MKB dan echte jonge start-ups. Dit komt omdat ze elogen creatieve studio als een technolg
bedrijf zijn en ze behandeld worden als creati¢udis.

Madewithlove is een Belgische partij en zijn webgtegrammeurs die alle ideeén bouwen.
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Ze

willen de personen van Madewithlove binnen het tgaam betrekken. Op praktische kant dragen ze

bij aan business development, over het algemeeerag uit wat gevraagd wordt.

Met het Octrooicentrum is gekeken of de connetter apparaat, patenteerbaar is. Je krijgt eenlagnta

uren per ondernemer waar intensief kennis wordrgadragen door ingenieurs. E hoopt in
toekomst nog samen te werken met het Octrooi centru

de

Met het Dialogues House is contact omdat er eetahmmitiatieven van hun zijn die goed aansluiten

bij e. Vanaf Mei 2008 is hier contact mee voordestéa Mediagilde. De initiéle contacten zij
makkelijk op te zetten, zodra het over geld en tharknis gaat zijn ze terug houdend. Op zake
gebied zijn de interacties zeer inhoudelijk, opaapt gebied minder.
Amazon web services is van origine een ontwerptidaor Postmachine, daarna is aangeboden

n
lijk

om

op hun server te mogen hosten. Er vindt naast seméce ook kennisuitwisseling plaats. Indirect

hebben ze bijgedragen aan business developmehili[2008 zijn de eerste contacten gelegd.
Met andere start-ups is veel contact via het eigawerk. Next web, the Conference, Tech crunch
Crunchbase werken bijvoorbeeld goed. Met start-upsViarvia en Soocial worden evenemen

gedaan. Ook wordt met deze collega’'s ‘Open Coffe&zobht, dit is een informelg

netwerkbijeenkomst voor webgerelateerde start-tigs.‘Open Coffee’ idee is overgewaaid uit
valley. Je deelt netwerk informatie met elkaar. lieveelheid interactie hangt af van de inhg
ervan.

\V} De services van Mediagilde sluiten zeer goed agrdédiwensen van e. Er mag wel wat m
marktkennis en wat meer kennis over financieringanwezig zijn. Met de zoektocht naar kapit
zijn ze minder ervaren. Meganova is bijvoorbeeld e@mmerciéle incubator die dat wel heeft.

\V De omzet die nu gegenereerd wordt komt van de Ra$iima, de ontwerpstudio. Ze hebben alle

een verschillende specialisatie gedaan binnen tdam, dit vult elkaar goed aan. Op gebied V

ber
aal

irie
an

business kennis kan het team uitgebreid worden.




Appendix llIh: Single entrepreneurial collaborations in the media &
entertainment

[h

Besides the four more common collaborations of dageand 6 explained in paragraph 5.2.3
many other interesting partners were present ayegecific case. A short description of the
partner and the content of the collaboration angiaied 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 byobtiee cases to
develop a PCB (Printed circuit board) in the begigrphase

Industrial design agency

For the development abalyct an industrial designer is approached. F

this particularly case the industrial designer sfescialized in small
mechanical products

Host services

Services host internet sites

TNO Together with TNO (Technical Netherlands Reseanstitute) feasibility
and comparative studies can be performed, as Istigearesearch
contributes to the well-being of the society

KvK KvK provides entrepreneurs several hours of ERIRices from specialists

Programmers Programmers build web concepts

Expertisecentrum An institute that strengthens the education of leugs

Nederland

ICT delta Innovation platform that facilitates siglysapplications

Media Explosiva

Foundation that stimulates the development of autitve media
production innovations

Elementary schools

Elementary schools are usecufsipmer testing

Other start-ups

Interactions with other start-upthe same sector contribute to
understanding specific entrepreneurship aspects

Octrooicentrum
Nederland

Centre that gives IPR advices

Elektronica concern

Electronic concern can becmwvaved for knowledge exchange and/or
joint venture

Mediacollege
Amsterdam

Mediacollege provides student that attend intepssbf the
entrepreneurships

Publisher

A publisher has access to a certain m#hnkéis of interest to the
entrepreneur

ABN Dialogues

ABN department that stimulates knalgie transfer and supports
entrepreneurships

Possible future
partnerships:

Vu University
Amsterdam

The education ‘Human Ambiance’ delivers studenés #ttend internships
of specific entrepreneurship

College Amsterdam (opl.

voeding en diétiek)

A possible future partner that may deliver releviafdgrmation about
feeding contents

Revalidatie centrum

A possible future partner that may deliver releviafarmation about a

Amsterdam certain market
Telecommunications A possible future partner for joint venturing
producer

Hardware producer

Production of hardware produetsiad for technology development

or



Appendix Illi: Fashion & design information

Eva Olde Monnikhof

Projectmanager creative indastat the Amsterdam
Innovation Motor (AIM)

Mariette Hoitink

Founder and director of HTNK Ifésn recruitment and
consultancy. Initiator of Turning Talent Into Buess,
Lichting and Redlight Fashion Amsterdam

Bruni Hofman

Innovation advisor at Synthens. Sdestian innovation,
creative industries and strategy

Marije Hovestad

Innovation advisor at Synthens.cgpist on innovation
and creative industries

Liesbeth in ‘t Hout

Director of the Amsterdam Fashinstitute (AMFI)

Noor Wentholt

Fashion & design entrepreneur

Brigitte Hendrix

Fashion & design entrepreneur

Christoph Mollet

Fashion strategy consultant. Sglestiat sales,
marketing, business strategy & finance. LecturdtlAt
(SKE representative)

Eva-Marie Kuijstermans

PA to Christoph Mollet

Angeliqgue Westerhof

Director of the Dutch Fashiaufdation (DFF) and cot

founder of the Fashion Institute Arnhem (FIA)




Appendix lllj: fashion & design figure (HTNK)

[
CREATIVE BRAND MERCHANDISE
DIRECTOR MANAGER MANAGER
SALES ANALYST VISUAL
DESIGRER DESIGN DESIGNER
COLLECTION ASSISTANT ‘
JR. RETAIL MANAGER | PLANNER PLANNING/ SLAN CONCEPT
MERCHANDISING DESIGN JR. STYLIST CONCEPT/
MERCHANDISER CATEGORY LEAD DESIGNER
MANAGER
COLLECTION SOURCER GRAPHIC TRIMM
COORDINATOR BOYING, SAMPLES & TECHNICAL DESIGN DESIGNER
SAMPLE PRODUCT PRODUCT PHOTOCOL DESIGN
MERCHANDISER | DEVELOPER DEVELOMENT LECTION TECHNICAL | DTP-£R
FABRIC/TRIMM | PRODUCT
BUYER ENGINEER
COORDINATOR | FITTING ACCOUNT | SALES
COUPE SPECIALIST PATTERN LAUNCH SALES MANAGER | REPRESENTATIVE
e COLLECTION
‘ FIT/PRODUCT LABEL ORDER
TECHNICAN MANAGER | ADMINISTATOR
STORE PRODUCTION FABRIC/
CONCEPT | VM- MANAGER COORDINATOR | TRIMM
DEVELOPER VISUAL PRODUCTION BUYING/ BUYER
MERCHANDISING PRODUCT
VISUAL DEVELOPMEN BUYING & PRODUCTION
MERCHANDISING SHIPPING ENGINEER
COORDINATOR
TRAFFIC FLOW
DISTRIBUTION LOGISTICS COORDINATOR | MANAGER
LOGISTIC OPERATION
COORDINATOR | MANAGER
copy MARKETING
WRITER ANALYST STORE STORE
— RETAIL MANAGER STAFF
MARKETING | PR- MARKETING IN SHOP
MANAGER | MANAGER RETAIL FLOOR
COORDINATOR | MANAGER
POS D-
PROJECT COMMERCE
MANAGER MANAGER AREA SUPERVISOR
MANAGER




Appendix IV:

Data analysis life sciences

IVa
Life Sciences Case 1 Case 2 Case 3
Characteristics of Average
entrepreneur (Part
D)
Question 1: Jan 2005 Mrt 2006 (preseed Okt 2007
lening)
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 Okt 2007 - Nu
rustig)
IVb
Life Sciences Case 1 Case 2
Collaboration Scores Average
Characteristics
(Part 1)
MC institute
Question 1: Ontstaan uif Niet Ontstaan uit AMC | Niet
AMC
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 Scores Average
Characteristics
(Part 1)
SKE-program
Question 1: Via Niet Via AMC/TTO Niet
AMC/TTO
2 5 1 -
3 2 5
4 1 5 -
5 1 3 2
6 5 5 5
7 Nvt. 5 -
8 2 1 15
9 5 5 5
10 1 5 -




IvVd

Life Sciences Case 2 Case 3
Collaboration Average
Characteristics (Part
1)
Consultant/coach
Question 1: Eigen sociaal | Niet Eigen Niet 1
netwerk sociaal
netwerk
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 Scores Average
Characteristics
(Part 1)
TTO
Question 1: Via Niet Via AMC/TTO | Niet Via Niet
AMC/TTO AMC/TTO
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. -
partv: 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+02+0.2
2 17 0 (over half jaar fulltime) 0.2+0.2+0.D8+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 000000000000 000000000000 000000000000




Appendix IV: Data analysis media & entertainment

Vg
Media & entertainment Case 4 Case 5 Case 6
Characteristics of Scores Average
entrepreneur (Part 1)
Question Dec 2007 Jan 2008 Nov 2007
1
2 3 different relevant Wo \Y[e] WO WO
educations
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 15
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 tov 98
IVh
Media & entertainment Case 4 Case 5
Collaboration Scores Average
Characteristics (Part 1)
Educational institute
Question: 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
Vi
Media & entertainment Case 4 Case 6
Collaboration Scores Average
Characteristics (Part 1)
Investor
Question: Eigen sociaal Niet KvK Volledig
1 netwerk
2 1 5 -
3 3 1 2
4 3 5 4
5 4 3 3.5
6 4 5 4.5
7 3 4 35
8 4 4 4
9 4 5 4.5
10 5 5 5




\Y

Media & entertainment Case 4 Case 5
Collaboration Scores Average
Characteristics (Part 1)
SMEs advisory
Question: KvK Niet Incubator Niet 1
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 Scores Average
Characteristics (Part 1)
Mediagilde (incubator)
Question: Via Syntens Niet Persoonlijke | Voldoende | HKU Voldoend 3
1 contacten e
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 1V)
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 000000000000 0000 00000000 000000000000




Appendix Va: Scores for the life sciences sector
Va
Dimensions | Indicator (scale of coincidence) Coiraick for (Scores Average)
Collaboration with: | MC SKE oiultant TTO
Institute Coach
Collaboration Characteristics
Motives Intended technology collaboration
for collaboration| activities (0/++) Correlated
Intended market collaboration
activities (0/++)
Technology/ Complexity (Technological 4.67
product uncertainty) (—/+)
Competitive significance (market 4.5
uncertainty) (—/+)
Organizations: | Work experience (0/++)
Existing (Technology) related experience Correlated
competences of | from other start-ups (0/++)
Entrepreneur
Organizations: | Cooperativeness of partner 5 5 5 5
Partner organization (0/++)
Design of Performance of key individual (0/++) 5 - - 5
Alliance Communication (0/++) 5 15 4 5
Partner selection (0/++) 1 1 1 -
Learning Transparency of partner (0/++) 5 - 5 5
Relevant information/knowledge 5 - 5 5
transferred (0/++)
Partners Characteristics
Key individuals | Performance of key individual (O} 5 - - 5
Communication | Frequency of interaction (0/++) 5 15 4 5
Content of interactions (0/++) 5 5 4.5 4.67
Attitude/comme | Relevant technology sense (0/++) 5 - - 4.67
rcial sense Relevant market sense (0/++) 3 - 5 4.67
Contribution to business - 2 4 -
development (0/++)
Sharing Cooperativeness (0/++) 5 5 5 5
knowledge, Transparency of partner (0/++) 5 - 5 5
transparency Relevant information/knowledge 5 - 5 5
transferred (0/++)
Incubator Characteristics
The rights Correspondence of demand vs 4.33
services supplied services (—/+)
supplied
The access to | Accessibility (—/+) 4.67
the services
The available Mentor/ key individual performance 5
support with the | (0/++)
services Assistance with facilities (0/++) 45

Commitment of the incubation
manager (0/++)




Appendix Vb: Scores for the media & entertainment ector
Vb
Dimensions | Indicator (scale of coincidence) Coiraick for (Scores Average)
Collaboration with: | Education Investor SMEs Incubator
Institute advisory
Collaboration Characteristics
Motives Intended market collaboration 4.67
for collaboration| activities (0/++)
Technology/ Complexity (Technological 5
product uncertainty) (0/++)
Competitive significance (market 3.67
uncertainty) (0/++)
Existing Product/technology (sector) related 4.33
competences of | experience (0/++)
Entrepreneur
Organizations: | Cooperativeness of partner 5 4.5 5 5
Partner organization (0/++)
Design of Performance of key individual (0/+4) 5 3 5 5
Alliance 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 5 5 5 5
transferred (0/++)
Partners Characteristics
Key individuals | Performance of key individual (O} 5 - 5 5
Communication | Frequency of interaction (0/++) 5 4 4 5
Content of interactions (0/++) 5 4.5 3 5
Attitude/comme | Relevant technology sense (0/++) 5 2 2 4.33
rcial sense Relevant market sense (0/++) 2 4 3 4.33
Contribution to business 1 35 5 4.67
development (0/++)
Sharing Cooperativeness (0/++) 5 4.5 5 5
knowledge, Transparency of partner (0/++) 5 35 - 4.67
transparency Relevant information/knowledge 5 5 5 5
transferred (0/++)
Incubator Characteristics
The rights Correspondence of demand vs 4.67
services supplied services (—/+)
supplied
The accessto | Accessibility (—/+) 4.67
the services
The available Mentor/ key individual performance 5
support with the | (0/++)
services Assistance with facilities (0/++) 4
Commitment of the incubation 4.67

manager (0/++)




