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Pre-requisites for the module:
None

Mode of Attendance:
On campus and working in local small firms for up to 15 hours per week.

Module Objectives and Learning Outcomes:
This module aims to equip students with the analytical and strategic skills necessary to
start a successful small business. Theoretical material is covered but the emphasis is on
the practical issues involved in starting and growing a new business. The module aims to
contribute to an 'entrepreneurial culture' amongst Aston postgraduates and encourage
students to consider entrepreneurship as an alternative to employment. Case-study
analysis will play an important role in the module.

Knowledge and understanding to:
Explain the key theories of entrepreneurship and entrepreneurial practice
Discuss entrepreneurship as a strategic practice

Cognitive and analytical skills to:
Assess the relevance of academic theory to entrepreneurship
Analyse and draw relevant inferences from empirical case studies of entrepreneurship
Evaluate the growth and market potential of an existing business
Rigorously analyse the potential of a new business opportunity
Key (transferable) skills to:
Express core concepts and interpret case studies concisely and coherently
Identify new ideas with business potential
Conduct an individual and group project and present the results
Subject specific skills to:
Prepare a feasible and sustainable plan for the creation of a new business venture
based on a clearly identified opportunity

Module Content:
Week 1:

So you want to be (seriously) rich?
Entrepreneurial motivations vary considerably between individuals and
depending on family and individual circumstances. The factors shaping
entrepreneurial behaviour will be introduced, including personality, and
economic and sociological influences. The aim is to enable students to
evaluate their own motivations and ambition

Week 2:

Have you got what it takes?
Starting a business can be fun, rewarding, risky and very hard work. The
focus here is on the wide range of skills that are required by
entrepreneurs. The importance of technical and strategic competencies
will be explored. Students will be equipped to reflect on their own
'strengths' and 'weaknesses' in the light of academic studies and case
study analysis

Week 3:

What's the idea?
Identifying New Opportunities - an innovative product or service is often
the first stage in the process of becoming an entrepreneur. Careful
examination of potential ideas and markets will also be central to an
individual's ability to obtain support for a new venture. Developing social
and environmental objectives – building sustainable new business
ventures. The case-study will be used to help students develop strategies
to identify potential market opportunities. Students will be expected to
contribute to an 'Ideas Bank' to be used later in the course.

Week 4:

Where do you want to be in five years?
Entrepreneurial vision and the development of new business models play
a key role in developing and attracting funding to new enterprises.
Business information, anticipated technical changes and even
demographic trends can play an important role in shaping 'robust'
business plans. The importance of rigorous evaluation of alternative
'futures' will be stressed as will the potential value of benchmarking.

Week 5:

How are you going to get there?
Strategy Making for a New Business - the strategic orientation, first-tomarket or fast-follower, of the entrepreneur will depend on the nature of
the business as well as a number of contextual variables such as:
opportunity, resources, organisational structure and management
philosophy. The importance of appropriate strategic choices will be
emphasised.

Week 6:

Who's backing you?
Financing the start-up - the most common form of finance for a business
start-up is the entrepreneur's personal savings. The demand for start-up
funds is dependent on the nature of the business: providing a service is
likely to demand less immediate finance than the manufacture of a
product. Other potential sources of financial support will be examined:
banks, venture capital, government loans as well as the more traditional
reliance on family and friends.

Week 7:

How does your business grow?
Managing growth - all new firms pass through stages of growth:
conception, survival, stabilisation, growth, (and hopefully) take-off and
maturity. The skills required by the entrepreneur will vary considerably
throughout the stages. Delegation and managerial competencies, for
example, will be more important after the stabilisation phase. Students will
be encouraged to consider issues of management and succession
planning.

Week 8:

What if it all goes belly-up?
Dealing with failure - entrepreneurship is often risky and a high proportion
of business start-ups will fail. A good idea and good strategy can reduce
but not eliminate the risk. We discuss the idea of business failure as a
learning experience and contrast European and US attitudes to this
inevitable downside of entrepreneurship.

Week 9:

So tell us the plan…
Presentation of New Venture Plans - students are required to submit a
written business plan and to make a formal presentation of their ideas to
an outside panel of (although the presentation is not subject to
assessment).

Week 10:

Hand in Coursework

Corporate Connections:
Students will have an opportunity to understand the CSR objectives of Goldman Sachs
through the operation of the Goldman Sachs Foundation and its funding of the Goldman
Sachs 10,000 Small Businesses Programme in the UK. The students will also be involved
in the Goldman Sachs 10,000 Small Businesses Programme through their work on the
Business Growth Plans of the alumni of the programme – that is, around 200 small
businesses in the Midlands in a range of sectors.

International Dimensions:
Academic studies from a number of countries and cultural backgrounds will be
considered. Case Studies will cover entrepreneurship in the UK, US, Hong Kong,
Singapore, France and Germany as well as emerging market economies.

Contribution of Research:
Although there is no academic research content within the module, it will be necessary to
conduct research into markets for Assignment 1 and into a potential business venture for
Assignment 2. The students enrolled in the module will have access to the participants
and alumni of the Goldman Sachs 10,000 Small Businesses Programme in the Midlands
(Programme delivered by Aston Business School and the Programme Director is the
module leader). This will enable them to undertake Assignment 1 in a business that has
recently undertaken the design of a Business Growth Plan and is seeking to implement it
– they will gain first-hand experience of the drivers of business growth in a practical setting
to enhance the taught component of the course.

Ethics, Responsibility & Sustainability:
Students will be introduced to these issues with their work with existing businesses and in
the development of their own new business venture. The emphasis will be on the
sustainability of their business and they will have an opportunity to dicuss this with the
owner-managers of existing businesses. This is an important component of the Goldman
Sachs 10,000 Small Businesses Programme and the fact that the students will be
undertaking a critical review of the Business Growth Plans from participants in the
programme will ensure that they are exposed to real examples of how these issues are
incorporated into business strategy and operations.

Method of Teaching:
Lectures will be given by academic staff to introduce each theme. On campus students
will be expected to have read Case Studies before the sessions and will take turns to
introduce the case. Key issues arising from the case will be addressed in group

discussion. Students will be expected to contribute to an 'Ideas Bank' which will be used
as the basis for their final business plans.
Each student will spend a total of 30 hours with one of the Goldman Sachs 10,000 Small
Businesses Programme participants/alumni in the Midlands to enable them to experience
the challenges facing businesses with a strong desire to grow.

Method of Assessment and Feedback:
Students are required to submit three pieces of work for the course assessment.
Assignment 1: Evaluation of Market Opportunities for an Existing Firm (15%)
Make a critical assessment of the market position and competitive strength of an existing
small business. This should include the identification of competitive advantages of the
business and potential threats from competitors and/or market trends. Provision for an
initial discussion of ideas will be made in Weeks 2 and 3. Guide length 1,000 words.
Note: Students will normally work in groups of two and will be linked to small businesses
on the Goldman Sachs 10,000 Small Businesses Programme (participants; alumni and
rejections following interview). Provision for an initial discussion of ideas will be made in
Weeks 2 and 3 and a more detailed briefing note will be provided at that stage.
The contents will vary but one possible configuration is:
1. Introduction to the business and its products/services etc. Scale and market
context
2. Market position – might consider - customers, competitors, alliances or
partnerships, strategy, SWOT analysis and implications.
3. Competitive Strengths – uniqueness, innovation, intellectual property, physical
or corporate assets, human resources, management competency.
4. Implications – how would you evaluate the likely success of this firm? Key
success and risk factors. Strategic prescriptions for enhanced growth/profitability?
They would be expected to set this assessment in the context of the recent
performance of the business.

Assignment 2: Critical Review of a Business Growth Plan (25%)
Using the Business Growth Plans from participants and alumni on the Goldman Sachs
10,000 Small Businesses Programme in the Midlands students will undertake a critical
assessment of the goals, vision and anticipated impact of the growth ambitions of SMEs.
Guide length: 1,500 words. Students will be assessed individually.
Assignment 3: Business Plan for New Venture (60%)
“Make the business case for why a business angel should invest in your new venture”.

Note: Examples of business plans will be presented and discussed during the course. A
bank of business ideas will be developed in Week 3 and made available to students.
Provision for a discussion of initial ideas is made in Week 7.
Students will be expected to undertake background research into the target market and
identify potential competitors. The content of the business plan will conform to that
required. Clear communication of the product or service is essential and this should be set
out on the first page – the business opportunity needs to be concise and unambiguous.
The plan should include background research into the target market and identify potential
competitors. The plan must demonstrate the financial viability of the business and the
assumptions chosen to drive this section of the plan must be realistic and evidenced.
Evidence of the added value of their business over competitors is an important element of
the plan.
Students will have access to professional business advisors and mentors through the
Entrepreneurs 4 the Future Centre based at Birmingham Science Park at Aston. Students
will work in small teams and the grade awarded to the Business Plan will be the same for
all students in the team subject to a self-assessment of contribution.
Guide length: 3,000 words.

Learning Hours:
Contact & directed
Lectures
Presentations & discussion
Business plan presentations
Non contact & indirect
SME Placement
Assignment 1 (market assessment)
Assignment 2 (BGP review)
Assignment 3 (new venture plan)
Total

8
16
6
30
30
25
35
150

The following essential and recommended readings are subject to
change. Students should not therefore purchase textbooks prior to
commencing their course. If students wish to undertake background
reading before starting the course, many of the chapters/readings are
available in electronic form via on-line library catalogues and other
resources.
Essential Reading:
Wickham, P. (2006) Strategic Entrepreneurship, 4rd ed. Pearson Education Ltd.

Storey, D J and Greene, F (2010) Small Business and Entrepreneurship, London:
Pearson.
Westhead, P; Wright, M and McElwee, G (2011) Entrepreneurship: Perspectives and
Cases, Pearson Education Ltd
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