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This is a Train the Trainer Program …
… I am not here to dump information 





KYC “KNOW YOUR CREATIVE” EXERCISE (30 MINS)



KYC “Know your Creative”

MEET OUR CUSTOMER 



Who is your model of a 
succe ssful Filip ino  Cre a t ive  ? 



Who is your success model of a Filipino Creative ? 

Ea ch Group  m ust  Choose  one  a nd  p re se nt  the ir co lle ct ive  

cho ice  a s a  m od e l o f a  succe ssful Filip ino  Cre a t ive . 

Sino                m o  Exe rcise ? 

30 Mins d iscussion

5 m ins p re se nta t ion



Creative Entrepreneurship in the Digital Age: 
Na vig a t ing  Op p ortunit ie s a nd  Cha lle ng e s

b y Gia n Ca rlo  d e  J e sus

02J uly 2024





INTRODUCTION
● p rovid e s cre a t ive s with a n ove rvie w of the  curre nt  la nd sca p e  of the  

cre a t ive  ind ust rie s, hig hlig ht ing  the  op p ortunit ie s a nd  cha lle ng e s 
p re se nte d  b y the  d ig ita l a g e

● e m p ha size s the  im p orta nce  of susta ina b le  a nd  socia lly re sp onsib le  
p ra ct ice s a nd  se rve s a s a  found a t ion for sub se q ue nt  m od ule s





In Richard Florida's book  "The  Rise  o f the  Cre a t ive  Cla ss" a  "cre a t ive " 
is  d e fine d  a s a n ind ivid ua l whose  e conom ic funct ion is  to  cre a te  ne w 

id e a s, ne w te chno log y, a nd  ne w cre a t ive  conte nt . Flo rid a  d ivid e s the  

Cre a t ive  Cla ss into  two  m a in g roup s:

1. The  Sup e r-Cre a t ive  Core  
2. Cre a t ive  Profe ssiona ls



1. The Super -Cre a t ive  Core
This g roup  is  ce ntra l to  the  conce p t  o f the  Cre a t ive  Cla ss a nd  includ e s p e op le  who a re  

d ire ct ly involve d  in the  p roce ss of cre a t ing  ne w form s a nd  id e a s. Me m b e rs of the  Sup e r-

Cre a t ive  Core  includ e :

• Scie nt ists  a nd  Eng ine e rs: I nd ivid ua ls involve d  in re se a rch a nd  d e ve lop m e nt , cre a t ing  ne w 
te chnolog ie s a nd  scie nt ific d iscove rie s.

• Unive rsity Profe ssors: Those  e ng a g e d  in hig he r e d uca t ion a nd  a ca d e m ic re se a rch.
• Poe ts a nd  Nove lists: Write rs o f lite ra ture  a nd  o the r cre a t ive  writ te n works.
• Artists  a nd  De sig ne rs: Visua l a rt ists , g ra p hic d e sig ne rs, ind ustria l d e sig ne rs, a nd  
• those  in re la te d  fie ld s.
• Archite cts: Profe ssiona ls involve d  in d e sig ning  b uild ing s a nd  o the r st ructure s.
• Ente rta ine rs: Musicia ns, a ctors, p e rform e rs, a nd  o the rs in the  e nte rta inm e nt  ind ustry.
• Softwa re  De ve lop e rs: Prog ra m m e rs a nd  d e ve lop e rs cre a t ing  ne w softwa re  a p p lica t ions a nd  syste m s.



2. Creative Professionals
This b roa d e r g roup  includ e s ind ivid ua ls in va rious p rofe ssions tha t  re q uire  sig nifica nt  p rob le m -solving  

skills  a nd  ind e p e nd e nt  jud g m e nt . The se  p rofe ssions ofte n involve  the  a p p lica t ion of cre a t ive  thinking  to  

so lve  com p le x p rob le m s. Me m b e rs of the  Cre a t ive  Profe ssiona ls g roup  includ e :

• Busine ss Profe ssiona ls: Ma na g e rs, e xe cut ive s, a nd  a na lysts  who innova te  within the  
b usine ss se ctor.

• Le g a l Profe ssiona ls: La wye rs a nd  o the r le g a l e xp e rts  who a p p ly cre a t ive  so lut ions 
• within the  le g a l fra m e work.
• He a lthca re  Profe ssiona ls: Doctors, nurse s, a nd  m e d ica l re se a rche rs who innova te  in 
• m e d ica l p ra ct ice s a nd  t re a tm e nts.
• Fina ncia l Profe ssiona ls: Econom ists, fina ncia l a na lysts, a nd  inve stm e nt  m a na g e rs 
• who d e vise  ne w fina ncia l st ra te g ie s a nd  so lut ions.



Common Characteristics
Florid a  e m p ha size s tha t  wha t  se ts  the  Cre a t ive  Cla ss a p a rt  is  

no t  only the ir p rofe ssiona l ro le s b ut  a lso  the ir sha re d  va lue s 

a nd  cha ra cte rist ics:

Cre a t ivity: The  fund a m e nta l a b ility to  g e ne ra te  ne w id e a s a nd  

innova t ions.

I nd ivid ua lity: A focus on p e rsona l e xp re ssion a nd  uniq ue ne ss.

Me ritocra cy: Va luing  a chie ve m e nt  a nd  a b ility ove r t ra d it iona l 

sta tus m a rke rs.

Op e nne ss to  Dive rsity: A te nd e ncy to  e m b ra ce  d iffe re nt  

culture s, life style s, a nd  p e rsp e ct ive s.

I MPACT ON 

SOCI ETY
Florid a  a rg ue s tha t  the  

Cre a t ive  Cla ss  p la ys a  

crucia l ro le  in  d riving  

e conom ic d e ve lop m e nt  a nd  

cultura l cha ng e . The ir work is  

cha ra cte rize d  b y hig h le ve ls  

o f a u tonom y, fle xib ility, a nd  

the  inte g ra t ion o f cre a t ive  

p roce sse s in to  va rious  

a sp e cts o f the ir live s.



A "cre a t ive " is som e one  e ng a g e d  in work tha t  
invo lve s sig nifica nt  cre a t ive  p rob le m -so lving , id e a  
g e ne ra t ion, a nd  innova t ion… sp a nning  a  wid e  ra ng e  
o f fie ld s from  the  a rt s a nd  scie nce s to  b usine ss a nd  
he a lthca re .



Under  the  Philip p ine  Cre a t ive  
I nd ust rie s De ve lop m e nt  Act  (Re p ub lic Act  
No . 11904), a  "cre a t ive " re fe rs to  
ind ivid ua ls o r e nt it ie s involve d  in the  
p rod uct ion o f cu ltura l, a rt is t ic, a nd  
innova t ive  g ood s a nd  se rvice s. The se  
cre a t ive s o rig ina te  from  hum a n 
cre a t ivity, skill, a nd  ta le nt  a nd  op e ra te  
within the  va rious d om a ins o f the  
cre a t ive  ind ust rie s d e fine d  b y the  la w. 



Specifically, a creative can be: 

Art ist s a nd  
Art isa ns: 

I nd ivid ua ls who 
cre a te  visua l a rt , 
p e rfo rm a nce  a rt , a nd  
t ra d it iona l cu ltura l 
e xp re ssions. This 
includ e s p a inte rs, 
scu lp tors, 
p ho tog ra p he rs, 
p e rfo rm e rs, 
m usicia ns, d a nce rs, 
a nd  t ra d it iona l 
cra ftsp e op le .

Cre a to rs:
 Those  who  p roduce  
o rig ina l conte nt  in 
fie ld s such a s 
p ub lishing , 
a ud iovisua l m e d ia , 
a nd  d ig ita l 
inte ra ct ive  m e d ia . 
This includ e s a u thors, 
film m a ke rs, 
a nim a tors, g a m e  
d e ve lop e rs, a nd  
so ftwa re  cre a to rs.

De sig ne rs:
 I nd ivid ua ls invo lve d  
in the  d e sig n dom a in, 
which e ncom p a sse s 
a rchite cture , fa shion, 
ind ustria l d e sig n, 
inte rio r d e sig n, a nd  
urb a n la nd sca p ing , 
a m ong  o the rs.

Conte nt  
Provid e rs:

 Ent it ie s tha t  cre a te  
a nd  d ist ribute  
conte nt  throug h 
va rious m e d ia  
cha nne ls, includ ing  
b roa d ca ste rs, 
p ub lishe rs, a nd  
d ig ita l m e d ia  
com p a nie s.



Specifically, a creative can be: 

Cre a t ive  Firm s:
 Busine sse s a nd  

o rg a niza t ions tha t  
op e ra te  within the  
cre a t ive  ind ustrie s, 

p rovid ing  g ood s a nd  
se rvice s b a se d  on 

cultura l, a rt ist ic, a nd  
innova t ive  outp ut . 

Cre a t ive  
Worke rs:

 Em p loye e s a nd  
fre e la nce rs working  
within a ny o f the  
cre a t ive  d om a ins, 
p rovid ing  sp e cia lize d  
skills a nd  
contributing  to  the  
p rod uction a nd  
d ist ribut ion o f 
cre a t ive  g ood s a nd  
se rvice s.

I nd ig e nous 
Cultura l 

Com m unit ie s: 
Group s a nd  ind ividua ls 
from  ind ig e nous 
com m unit ie s e ng a g e d  
in p re se rving  a nd  
p rom oting  t ra d it iona l 
cu ltura l e xp re ssions a nd  
he rita g e .

Sta ke ho ld e rs: 
All o the r p a rt icip a nts 
in  the  cre a t ive  
ind ustrie s e cosyste m , 
includ ing  e d uca to rs, 
re se a rche rs, 
m a rke te rs, a nd  
te chnica l sup port  
sta ff who  fa cilita te  
the  p rod uction, 
p rom otion, a nd  
d ist ribut ion o f 
cre a t ive  works.





Today is considered a significant 
t im e  fo r the  Philip p ine  cre a t ive  

ind ust rie s d ue  to  se ve ra l fa cto rs:



The p a ssa g e  o f the  Philip p ine  Cre a t ive  I nd ust rie s 
De ve lop m e nt  Act  (Re p ub lic Act  No . 11904) in 2022 
m a rks a  la nd m a rk com m itm e nt  b y the  g ove rnm e nt  
to  sup p ort  a nd  p rom ote  the  cre a t ive  se cto r. This 
la w re cog nize s the  im p orta nce  o f cre a t ive  
ind ust rie s in d riving  e conom ic g rowth a nd  cultura l 
d e ve lop m e nt . I t  p rovid e s a  st ructure d  fra m e work 
fo r sup p ort ing  cre a t ive  ta le nts, b usine sse s, a nd  
init ia t ive s throug h fund ing , p o licy, a nd  
infra st ructure .

1.LEGI SLATI VE SUPPORT



The cre a t ive  indust rie s ha ve  b e e n id e nt ifie d  a s ke y 
d rive rs o f e conom ic d e ve lop m e nt . The  Philip p ine s 
ha s a  rich cultura l he rita g e  a nd  a  we a lth  o f 
cre a t ive  ta le nt  tha t  ca n b e  le ve ra g e d  to  cre a te  
job s, g e ne ra te  incom e , a nd  contrib ute  to  GDP. The  
Act  a im s to  ha rne ss this p o te nt ia l b y foste ring  a  
cond ucive  e nvironm e nt  fo r cre a t ive  e nte rp rise s to  
thrive , thus m a king  tod a y a n op p ortune  m om e nt  
fo r g rowth in this se cto r.

2. ECONOMI C POTENTI AL



There  is  incre a sing  g lob a l re cog nit ion o f the  va lue  
o f cre a t ivity a nd  innova t ion in e conom ic 
d e ve lop m e nt . The  rise  o f the  d ig ita l e conom y a nd  
the  im p orta nce  o f inte lle ctua l p rop e rty in g lob a l 
m a rke ts ha ve  hig hlig hte d  the  st ra te g ic ro le  tha t  
cre a t ive  ind ust rie s ca n p la y. The  Philip p ine s, with 
it s  vib ra nt  a rt s , cu lture , a nd  cre a t ive  se cto rs, is  
we ll-p osit ione d  to  ca p ita lize  on the se  g lob a l t re nd s.

3. GLOBAL RECOGNI TI ON



Advancements  in te chno log y ha ve  m a d e  it  e a sie r 
fo r cre a t ive s to  p rod uce , d ist rib ute , a nd  m one t ize  
the ir work. Dig ita l p la t fo rm s, socia l m e d ia , a nd  
o the r online  too ls p rovid e  Filip ino  cre a t ive s with 
a cce ss to  g loba l m a rke ts a nd  a ud ie nce s. This 
te chno log ica l la nd sca p e  sup p orts the  e xp a nsion 
a nd  im p a ct  o f the  cre a t ive  ind ust rie s.

4 . TECHNOLOGI CAL 

ADVANCEMENTS



There  is  a  re ne we d  inte re st  in a nd  a p p re cia t ion fo r 
Filip ino  culture , he rita g e , a nd  a rts . Effo rts to  
p re se rve  a nd  p rom ote  t ra d it iona l a rt s , a long sid e  
conte m p ora ry cre a t ive  e xp re ssions, ha ve  g a ine d  
m om e ntum . This cu ltura l re na issa nce  is  sup p orte d  
b y b o th p ub lic a nd  p riva te  init ia t ive s, re fle ct ing  a  
b roa d e r socie ta l re cog nit ion o f the  va lue  o f the  
cre a t ive  ind ust rie s.

5. CULTURAL RENAI SSANCE



The e sta b lishm e nt  o f va rious o rg a niza t ions, fe st iva ls, 
a nd  e ve nts d e d ica te d  to  p rom ot ing  the  cre a t ive  
ind ust rie s ha s cre a te d  a  co lla b ora t ive  e cosyste m . 
Pa rtne rship s be twe e n g ove rnm e nt , p riva te  se cto r, 
a ca d e m ia , a nd  inte rna t iona l o rg a niza t ions ha ve  
st re ng the ne d  the  sup p ort  syste m  fo r cre a t ive s, p rovid ing  
the m  with re source s, op p ortunit ie s, a nd  p la t fo rm s to  
showca se  the ir work.

6. COLLABORATI VE 

ECOSYSTEM



Educational  inst itu t ions a nd  p rog ra m s focuse d  on 

nurturing  cre a t ive  ta le nts ha ve  e xp a nd e d . Scho la rship s, 
t ra ining  p rog ra m s, a nd  cre a t ive  e d uca t ion curricu lum s 

a re  b e ing  d e ve lop e d  to  e nsure  a  ste a d y p ip e line  o f 

skille d  ind ivid ua ls who  ca n contrib ute  to  a nd  le a d  the  

cre a t ive  ind ust rie s.

7. EDUCATI ONAL 

I NI TI ATI VES



The cre a t ion o f the  Philip p ine  Cre a t ive  I nd ust rie s 

De ve lop m e nt  Council, a s m a nd a te d  b y the  Act , e nsure s a  
coord ina te d  a p p roa ch to  d e ve lop ing  the  se cto r. This 

b od y is  ta ske d  with fo rm ula t ing  p o licie s, im p le m e nt ing  

p rog ra m s, a nd  p rovid ing  ne ce ssa ry sup p ort  to  cre a t ive  

e nte rp rise s a nd  worke rs.

8. POLI CY AND 

I NSTI TUTI ONAL SUPPORT



Group  Exe rcise
Choose  one  o f the  se ve n re a sons a nd  convince  a  cre a t ive  
tha t  this ca n he lp  him  g row his b usine ss 

1. Le g isla t ive
2.Econom ic Po te nt ia l
3. Glob a l Re cog nit ion
4 .Colla b ora t ive  Ecosyste m
5.Te chno log ica l Ad va nce m e nts
6.Cultura l Re na issa nce  
7. Ed uca t iona l I nit ia t ive s



Q&A
Sum m a ry o f ke y le a rning s - Op e n d iscussion a nd  a d d re ssing  
p a rt icip a nt  q ue rie s



UNDERSTANDING THE

• Und e rsta nd ing  the  VUCA world  (Vola t ile , Unce rta in, Com p le x, Am b ig uous) 
• The  im p a ct  o f d ig ita l te chno log ie s on b usine ss a nd  e ntre p re ne urship  

• Em e rg ing  t re nd s: socia l m e d ia , m ob ile  a p p s, e -com m e rce , e tc .
•  Op p ortunit ie s a nd  cha lle ng e s in the  d ig ita l sp a ce



VUCA WORLDUNDERSTANDI NG THE

De finit ion o f VUCA

I m p lica t ions o f VUCA:
VOLATI LI TY -  Re q uire s a g ility a nd  fle xib ility to  re sp ond  q uickly to  cha ng e s. 

UNCERTAI NTY - De m a nd s rob ust  risk m a na g e m e nt  a nd  a d a p t ive  st ra te g ie s. 

COMPLEXI TY - Ne ce ssita te s a  ho list ic und e rsta nd ing  o f inte rd e p e nd e ncie s. 

AMBI GUI TY - Ca lls fo r cla rity in com m unica t ion a nd  st ra te g ic fo re sig ht .

VOLATI LE - Ra p id  a nd  unp re d icta b le  cha ng e s in the  b usine ss e nvironm e nt . 
UNCERTAI N - La ck o f p re d icta b ility a nd  the  d ifficulty o f a nt icip a t ing  e ve nts. 

COMPLEX - I nte rconne cte d  fa cto rs tha t  m a ke  d e cision-m a king  cha lle ng ing . 

AMBI GUOUS - La ck o f cla rity a nd  the  p o te nt ia l fo r m isinte rp re ta t ion.



VUCA WORLD

Exa m p le s o f VUCA in the  Dig ita l Ag e

Ke y Po ints
• The  VUCA world  p re se nts uniq ue  cha lle ng e s tha t  re q uire  innova t ive  a nd  

a d a p t ive  st ra te g ie s. 

• Und e rsta nd ing  VUCA he lp s e nt re p re ne urs a nt icip a te  a nd  na vig a te  

unce rta int ie s e ffe ct ive ly.

• Vola t ile : Ra p id  te chnolog ica l a d va nce m e nts a nd  shift s in  consum e r b e ha vior. 

• Unce rta in: Unp re d icta b le  m a rke t  t re nd s a nd  re g ula to ry cha ng e s. 

• Com p le x: I nte g ra t ion of m ult ip le  d ig ita l p la t fo rm s a nd  cha nne ls. 

• Am b ig uous: Am b ig uity in d ig ita l d a ta  inte rp re ta t ion a nd  consum e r insig hts.

UNDERSTANDI NG THE



The Impact of 
Dig ita l 
Te chnolog ie s on 
Busine ss a nd  
Entre p re ne urship

DI GI TAL TRANSFORMATI ON
• De finit ion: The  inte g ra t ion o f d ig ita l te chnolog y into  a ll a re a s o f b usine ss, fund a m e nta lly 

cha ng ing  how b usine sse s op e ra te  a nd  d e live r va lue  to  custom e rs.

• Drive rs: Ad va nce s in  te chnolog y, cha ng ing  consum e r e xp e cta t ions, a nd  com p e t it ive  

p re ssure .

KEY TECHNOLOGI ES
• Art ificia l I nte llig e nce  (AI ): Enha nce s d e cision-m a king , custom e r se rvice  (e .g ., cha tb o ts), a nd  

op e ra t iona l e fficie ncy. 

• Blockcha in: Provid e s se cure  a nd  t ra nsp a re nt  t ra nsa ct ions, b e ne ficia l fo r sup p ly cha in 

m a na g e m e nt  a nd  d ig ita l cont ra cts . 

• Virtua l Re a lity (VR) a nd  Aug m e nte d  Re a lity (AR): Offe r im m e rsive  e xp e rie nce s in  g a m ing , 

re ta il, a nd  re a l e sta te . 

• I nte rne t  o f Thing s (I oT): Conne cts  d e vice s, e na b ling  sm a rt  hom e s, cit ie s , a nd  e fficie nt  

log ist ic



The Impact of 
Dig ita l 
Te chnolog ie s on 
Busine ss a nd  
Entre p re ne urship

I MPACT ON BUSI NESS MODELS
• Tra d it iona l vs. Dig ita l Busine ss Mod e ls: Shift  from  p hysica l s to re s to  e -

com m e rce  p la t fo rm s. 

• Ne w Re ve nue  Stre a m s: Sub scrip t ion m od e ls, fre e m ium  se rvice s, a nd  

d ig ita l a d ve rt ising . 

• Enha nce d  Custom e r Exp e rie nce : Pe rsona liza t ion a nd  se a m le ss 

om nicha nne l e xp e rie nce s.

KEY POI NTS
• Dig ita l te chnolog ie s a re  t ra nsform ing  t ra d it iona l b usine ss m od e ls a nd  

cre a t ing  ne w op p ortunit ie s. 

• Em b ra cing  d ig ita l t ra nsform a t ion is  e sse nt ia l fo r sta ying  com p e t it ive  in 

tod a y's  m a rke t .



●

EMERGING TRENDS IN

I N THE DI GI TAL LANDSCAPE
• Socia l Me d ia  Pla t fo rm s: Fa ce b ook, I nsta g ra m , Twit te r, Linke d I n, TikTok. 
• Usa g e : Ove r 3.6 b illion p e op le  using  socia l m e d ia  g lob a lly. I m p a ct : I nflue nce r m a rke t ing , 

b ra nd  e ng a g e m e nt , custom e r sup p ort .
MOBI LE APPS

• Growth: Ra p id  incre a se  in  sm a rtp hone  a d op t ion a nd  a p p  usa g e . Exa m p le s: Ub e r, Airb nb , 
I nsta g ra m , Wha tsAp p . 

• Be ne fit s: Conve nie nce , a cce ssib ility, p e rsona lize d  e xp e rie nce s.

E-COMMERCE
• Exp a nsion: Sig nifica nt  g rowth in online  shop p ing  a nd  d ig ita l m a rke tp la ce s.
• Ma jor Pla ye rs: Am a zon, Alib a b a , e Ba y.

• Tre nd s: Mob ile  com m e rce , socia l com m e rce , p e rsona lize d  shop p ing  e xp e rie nce s.



●

EMERGING TRENDS IN

I N THE DI GI TAL LANDSCAPE

OTHER TRENDS:
• Re m ote  Work: I ncre a se d  a d op t ion o f re m ote  work te chnolog ie s (e .g ., Zoom , Sla ck).
• Dig ita l Pa ym e nts: Rise  o f d ig ita l wa lle ts a nd  cryp tocurre ncie s.

• Cloud  Com p ut ing : Sca la b ility a nd  fle xib ility in  I T infra st ructure .

KEY POI NTS:
• Sta ying  up d a te d  with e m e rg ing  t re nd s is crucia l fo r le ve ra g ing  d ig ita l op p ortunit ie s.
• Socia l m e d ia , m ob ile  a p p s, a nd  e -com m e rce  a re  ke y d rive rs o f d ig ita l t ra nsform a t ion.



OPPORTUNITIES AND CHALLENGES

I N THE DI GI TAL LANDSCAPE
OPPORTUNI TI ES

• Glob a l Re a ch: Acce ss to  inte rna t iona l m a rke ts a nd  a ud ie nce s. 
• Cost  Efficie ncy: Re d uce d  op e ra t iona l costs throug h d ig ita l a u tom a t ion. 

• Da ta -Drive n I nsig hts: Enha nce d  d e cision-m a king  throug h d a ta  a na lyt ics. 

• I nnova t ion: Cont inuous innova t ion throug h d ig ita l R&D a nd  a g ile  m e thod o log ie s.
CHALLENGES

• Cyb e rse curity Risks: I ncre a se d  vulne ra b ility to  d a ta  b re a che s a nd  cyb e r-a t ta cks. 
• Dig ita l Divid e : Disp a rit ie s in  a cce ss to  d ig ita l te chno log ie s a nd  skills . 

• Ra p id  Te chno log ica l Cha ng e s: Ke e p ing  up  with fa st -p a ce d  te chno log ica l a d va nce m e nts. 
• Re g ula to ry Com p lia nce : Na vig a t ing  com p le x d ig ita l re g ula t ions a nd  d a ta  p riva cy la ws.

KEY POI NTS:
The  d ig ita l sp a ce  offe rs im m e nse  op p ortunit ie s fo r g rowth a nd  innova t ion. Ent re p re ne urs m ust  

a d d re ss cha lle ng e s p roa ct ive ly to  ha rne ss the  full p o te nt ia l o f d ig ita l te chnolog ie s.



ACTIVITY: DIGITAL STRATEGY DEVELOPMENT WORKSHOP
ACTI VI TY STEPS:
I ntrod uct ion (5 m inute s):

• Exp la in the  im p orta nce  o f ha ving  a  d ig ita l st ra te g y in the  VUCA world .
• Provid e  a n ove rvie w o f the  ke y com p one nts o f a  d ig ita l st ra te g y.

Group  Form a t ion (5 m inute s):
• Divid e  p a rt icip a nts into  sm a ll g roup s (4 -5 p e op le  p e r g roup).

Stra te g y De ve lop m e nt  (20  m inute s):
• Ea ch g roup  se le cts a  hyp o the t ica l b usine ss (e .g ., online  re ta il, d ig ita l m a rke t ing  a g e ncy).
• Group s id e nt ify d ig ita l op p ortunit ie s a nd  cha lle ng e s fo r the ir b usine ss.
• Group s out line  a  d ig ita l st ra te g y focusing  on d ig ita l t ra nsfo rm a t ion, e m e rg ing  t re nd s, a nd  p o te nt ia l risks.

Pre se nta t ion a nd  Discussion (20  m inute s):
• Ea ch g roup  p re se nts the ir d ig ita l st ra te g y.
• Fa cilita to rs a nd  p a rt icip a nts p rovid e  fe e d b a ck a nd  sug g e st ions fo r im p rove m e nt .

Re fle ct ion (10  m inute s):
• Re fle ct  on the  workshop  a nd  d iscuss how the  d ig ita l st ra te g ie s ca n b e  a p p lie d  to  re a l-world  b usine sse s.
• Encoura g e  p a rt icip a nts to  think a b out  the ir own b usine sse s a nd  p o te nt ia l d ig ita l st ra te g ie s.



Creative Industries 
a nd  the  Cre a t ive  
Econom y

Ove rvie w o f cre a t ive  ind ustrie s (a rt , d e sig n, m e d ia , e nte rta inm e nt , e tc.) - The  
conce p t  o f the  cre a t ive  e conom y a nd  its e conom ic im p a ct  - The  rise  o f the  
"cre a t ive  cla ss" a nd  its influe nce  - Ca se  stud ie s o f succe ssfu l cre a t ive  e nte rp rise s



OVERVIEW OF CREATIVE INDUSTRIES

De finit ion: Cre a t ive  ind ust rie s e ncom p a ss a  wid e  ra ng e  o f se cto rs tha t  a re  b a se d  
on cre a t ivity, skill, a nd  ta le nt . This includ e s a rt , d e sig n, m e d ia , e nte rta inm e nt , 
a rchite cture , a d ve rt ising , a nd  m ore .

Ke y Cha ra cte rist ics: Cre a t ive  ind ust rie s a re  cha ra cte rize d  b y innova t ion, cu ltura l 
e xp re ssion, a nd  the  cre a t ion o f inte lle ctua l p rop e rty. The y o fte n b lur the  line s 
b e twe e n a rt  a nd  com m e rce .

Role  in Socie ty: Cre a t ive  ind ust rie s p la y a  crucia l ro le  in sha p ing  culture , influe ncing  
t re nd s, a nd  d riving  e conom ic g rowth. The y contrib ute  to  the  cultura l id e nt ity o f 
com m unit ie s a nd  na t ions.



1. Definition of Creative Economy: The creative economy refers to the economic 
a ct ivit ie s tha t  a re  b a se d  on cre a t ive  a nd  cultura l e xp re ssions, such a s the  
p rod uct ion a nd  d ist rib ut ion o f cu ltura l g ood s a nd  se rvice s.

2. Econom ic I m p a ct : The  cre a t ive  e conom y ha s a  sig nifica nt  im p a ct  on e conom ic 
g rowth, job  cre a t ion, a nd  innova t ion. I t  cont rib ute s to  GDP a nd  e xp orts in m a ny 
countrie s.

3. Ke y Drive rs: Fa cto rs d riving  the  g rowth o f the  cre a t ive  e conom y includ e  
g lob a liza t ion, te chno log ica l a d va nce m e nts, a nd  cha ng ing  consum e r p re fe re nce s.

THE CONCEPT OF THE CREATI VE ECONOMY AND I TS ECONOMI C I MPACT



THE RISE OF THE "CREATIVE CLASS" AND ITS INFLUENCE

1. De finit ion o f Cre a t ive  Cla ss: Co ine d  b y Richa rd  Flo rid a , the  te rm  "cre a t ive  
cla ss" re fe rs to  a  se g m e nt  o f the  workforce  tha t  is  invo lve d  in cre a t ive  a nd  
knowle d g e -b a se d  occup a t ions.

2. Cha ra cte rist ics: The  cre a t ive  cla ss is  known fo r it s  innova t ive  thinking , 
e nt re p re ne uria l sp irit , a nd  contrib ut ion to  urb a n re vita liza t ion a nd  e conom ic 
d e ve lop m e nt .

3. I nflue nce : The  cre a t ive  cla ss ha s a  sig nifica nt  influe nce  on socie ty, cu lture , a nd  
the  e conom y. The y d rive  innova t ion, sha p e  consum e r t re nd s, a nd  contrib ute  to  the  
g rowth o f cre a t ive  ind ust rie s.



Case Studies of 
Succe ssful 
Cre a t ive  
Ente rp rise s

1. Pixa r Anim a t ion Stud ios: Known for it s  innova t ive  s to ryte lling  a nd  g round b re a king  

a nim a t ion te chniq ue s, Pixa r ha s cre a te d  som e  of the  m ost  succe ssful a nim a te d  film s o f a ll 
t im e , includ ing  "Toy Story" a nd  "Find ing  Ne m o."

2. Ap p le  I nc.: Ap p le  is  a  p rim e  e xa m p le  o f a  com p a ny tha t  ha s succe ssfully inte g ra te d  d e sig n 

a nd  te chnolog y to  cre a te  iconic p rod ucts  like  the  iPhone , iPa d , a nd  Ma cBook.

3. Ne t flix: Ne t flix re vo lut ionize d  the  e nte rta inm e nt  ind ust ry with it s  s t re a m ing  se rvice , 

d isrup t ing  t ra d it iona l m e d ia  d ist rib ut ion m od e ls  a nd  re sha p ing  how a ud ie nce s consum e  
conte nt .

4 . Burb e rry: Burb e rry is  a  fa shion b ra nd  tha t  ha s succe ssfully re d e fine d  it s  im a g e  a nd  

re vita lize d  it s  b ra nd  throug h d ig ita l m a rke t ing  a nd  innova t ive  p rod uct  s t ra te g ie s.

5. Te sla , I nc.: Te sla  is  a  p rim e  e xa m p le  o f a  com p a ny tha t  ha s com b ine d  innova t ion in  

te chnolog y, d e sig n, a nd  susta ina b ility to  re vo lut ionize  the  a utom ot ive  ind ust ry with 
e le ct ric ve hicle s .

6. Airb nb : Airb nb  d isrup te d  the  hosp ita lity ind ust ry b y p rovid ing  a  p la t fo rm  for ind ivid ua ls  

to  re nt  out  the ir p rop e rt ie s , o ffe ring  uniq ue  a nd  p e rsona lize d  e xp e rie nce s to  t ra ve le rs  
a round  the  world .

7. Ma rve l Stud ios: Ma rve l Stud ios ha s a chie ve d  im m e nse  succe ss in  the  film  ind ust ry b y 

cre a t ing  a  cine m a t ic unive rse  b a se d  on it s  iconic com ic b ook cha ra cte rs , ca p t iva t ing  
a ud ie nce s world wid e .



Q&A
- Sum m a ry o f ke y le a rning s - Op e n d iscussion a nd  a d d re ssing  
p a rt icip a nt  q ue rie s



• Characteristics of creative entrepreneurs - The role of creativity and 
innovation in entrepreneurship

• Identifying market needs and pain points
• Developing a unique value proposition

Introduction to 
Creative 
Entrepreneurship



●

CHARACTERISTICS OF

CREATI VE ENTREPRENEURS

Cre a t ive  e ntre p re ne urs a re  ind ivid ua ls who  cre a te  a nd  m a na g e  

ve nture s b a se d  on cre a t ive  a ct ivit ie s. The y b le nd  a rt ist ic 

cre a t ivity with b usine ss a cum e n to  cre a te  va lue  a nd  d rive  

innova t ion.
Ke y Po ints - 

Cre a t ive  e nt re p re ne urs p osse ss a  unique  b le nd  o f a rt ist ic cre a t ivity a nd  busine ss skills . - The ir a b ility to  

innova te , ta ke  risks, a nd  re m a in re silie nt  se ts the m  a p a rt  from  t ra d it iona l e nt re p re ne urs. - Pa ssion a nd  a  

cle a r vision a re  crucia l fo r d riving  long -te rm  succe ss.



KEY 
CHARACTERI STI CS

I NNOVATI VE PASSI ONATE RESOURCEFUL- Thinking  Outsid e  the  Box: Alwa ys se e king  
ne w wa ys to  so lve  p rob le m s a nd  cre a te  va lue .
     -Exa m p le s: Ste ve  J ob s (Ap p le ), Elon Musk 
(Te sla , Sp a ce X) who  use d  innova t ive  

a p p roa che s to  re vo lut ionize  the ir ind ustrie s.

- Drive n b y Pa ssion: Strong  p a ssion fo r 
the ir cre a t ive  work fue ls the ir m o t iva t ion 
a nd  p e rse ve ra nce .
     - Exa m p le s: J .K. Rowling  (Ha rry Po t te r), 

whose  p a ssion fo r sto ryte lling  le d  to  a  
g lob a l p he nom e non.

- Le ve ra g ing  Lim ite d  Re source s: Ab ility to  
m a ke  the  m ost  o f a va ila b le  re source s to  
a chie ve  the ir g oa ls.
     - Exa m p le s: Richa rd  Bra nson (Virg in 

Group ) who  sta rte d  with a  sm a ll re co rd  
shop  a nd  b uilt  a  g lob a l b ra nd .



KEY 

VI SI ONARY RI SK-TAKER RESI LI ENT- Cle a r Vision: Posse ssing  a  cle a r a nd  
com p e lling  vision fo r the  fu ture  o f the ir 
cre a t ive  p ro je cts.
     - Exa m p le s: Wa lt  Disne y (Disne y), 

whose  vision o f a  cre a t ive  e m p ire  
re vo lut ionize d  e nte rta inm e nt .

- Ta king  Ca lcula te d  Risks: Willing  to  ta ke  
risks to  a chie ve  the ir vision, 
und e rsta nd ing  tha t  fa ilure  is  p a rt  o f the  
p roce ss.

     - Exa m p le s: J e ff Be zos (Am a zon) who  
took sig nifica nt  risks to  b uild  the  world 's  
la rg e st  online  re ta ile r.

- Ove rcom ing  Se tb a cks*Ab ility to  
ove rcom e  fa ilure s a nd  cont inue  p ushing  
fo rwa rd . 
    - Exa m p le s: Op ra h Winfre y (OWN 

Ne twork) who  ove rca m e  num e rous 
ob sta cle s to  b e com e  a  m e d ia  m og ul.

CHARACTERI STI CS



The Role of 
Cre a t ivity a nd  
I nnova t ion in 
Entre p re ne urship

APPROACHES

I MPACT
CREATI VI TY I N 
ENTREPRENEURSHI P: THE 
PROCESS OF GENERATI NG 
NEW AND UNI QUE I DEAS.

I nclud e s b ra insto rm ing , la te ra l thinking , a nd  the  

use  o f cre a t ivity te chniq ue s like  SCAMPER, m ind  

m a p p ing , a nd  d e sig n thinking .

Le a d s to  the  d e ve lop m e nt  o f nove l p rod ucts, 

se rvice s, a nd  b usine ss m od e ls tha t  d iffe re nt ia te  

b usine sse s in the  m a rke t .



The implementation of creative ideas into practical    
a nd  m a rke ta b le  so lu t ions.

De finit ion:

Prod uct  I nnova t ion: De ve lop ing  ne w or im p rove d  p rod ucts.  Proce ss I nnova t ion: I m p roving  

b usine ss p roce sse s for e fficie ncy.  Busine ss Mod e l I nnova t ion: Cre a t ing  ne w b usine ss m od e ls 

or a lte ring  e xist ing  one s.

 

I m p orta nce : Drive s com p e t it ive  a d va nta g e , he lp s b usine sse s sta y re le va nt , a nd  ca n op e n 

ne w m a rke ts.

I nnova t ion in Ent re p re ne urship

TYPES OF I NNOVATI ON



IMPORTANCE OF CREATIVITY AND INNOVATION:

KEY POI NTS:
- Cre a t ivity a nd  innova t ion a re  e sse nt ia l fo r the  succe ss of a ny e ntre p re ne uria l ve nture .

 - The y e na b le  b usine sse s to  d iffe re nt ia te  the m se lve s a nd  sta y re le va nt  in a  fa st -cha ng ing  

m a rke t . 

- Encoura g ing  a  culture  of cre a t ivity a nd  innova t ion is  crucia l fo r long -te rm  g rowth a nd  succe ss.

Com p e t it ive  Ed g e :

Prob le m -Solving :

Va lue  Cre a t ion: 

 Susta ina b ility:

Ena b le s b usine sse s to  sta nd  out  in a  crowd e d  m a rke t  b y offe ring  uniq ue  

va lue  p rop osit ions.
Provid e s ne w wa ys to  a d d re ss cha lle ng e s a nd  m e e t  custom e r ne e d s 

e ffe ct ive ly.

Enha nce s the  va lue  of p rod ucts a nd  se rvice s throug h d iffe re nt ia t ion a nd  

uniq ue ne ss.
Prom ote s long -te rm  b usine ss susta ina b ility b y foste ring  a  culture  of 

cont inuous im p rove m e nt  a nd  a d a p ta t ion.



Identifying Market Needs and Pain Points

1 . Ma rke t  Re se a rch: Cond uct ing  thoroug h m a rke t  re se a rch to  und e rsta nd  
custom e r ne e d s, p re fe re nce s, a nd  p a in p o ints.

2. Custom e r Fe e d b a ck: Ga the ring  fe e d b a ck from  custom e rs throug h surve ys, 
inte rvie ws, a nd  re vie ws to  id e nt ify a re a s fo r im p rove m e nt  o r ne w 
p rod uct / se rvice  op p ortunit ie s.

3. Tre nd  Ana lysis: Monito ring  ind ust ry t re nd s a nd  m a rke t  d yna m ics to  
a nt icip a te  fu ture  ne e d s a nd  sta y a he a d  o f the  com p e t it ion.



Developing a Unique Value Proposition

1. Und e rsta nd ing  the  Ta rg e t  Aud ie nce : I d e nt ifying  the  sp e cific ne e d s a nd  

p re fe re nce s o f the  ta rg e t  a ud ie nce  to  ta ilo r the  va lue  p rop osit ion a ccord ing ly.

2. Diffe re nt ia t ion: Hig hlig ht ing  uniq ue  fe a ture s o r b e ne fit s  o f the  p rod uct  o r 

se rvice  tha t  se t  it  a p a rt  from  com p e t ito rs.

3. Com m unica t ing  Va lue : Cle a rly a rt icu la t ing  the  va lue  p rop osit ion to  

custom e rs throug h m a rke t ing  m e ssa g e s a nd  b ra nd ing  e ffo rts.



ACTIVITY STEPS:
I nt rod uct ion (5 m inute s):

• Exp la in the  im p orta nce  o f cre a t ivity in e nt re p re ne urship . 

• Provid e  e xa m p le s o f succe ssful cre a t ive  e nt re p re ne urs a nd  the ir innova t ive  id e a s.

I nd ivid ua l Bra insto rm ing  (10 m inute s):

•  Ea ch p a rt icip a nt  sp e nd s 10 m inute s b ra insto rm ing  cre a t ive  b usine ss id e a s. 

• Encoura g e  the m  to  think a b out  the ir p a ssions, skills , a nd  the  ne e d s the y se e  in the  m a rke t .

Group  Sha ring  (15 m inute s):

• Pa rt icip a nts sha re  the ir id e a s with the  g roup . 

• Ea ch p a rt icip a nt  p re se nts the ir top  2-3 id e a s.

Discussion (20 m inute s):

• Discuss the  fe a sib ility, p o te nt ia l im p a ct , a nd  innova t ion o f e a ch id e a . 

• Provid e  const ruct ive  fe e d b a ck a nd  sug g e st ions fo r im p rove m e nt . 

• Encoura g e  p a rt icip a nts to  think a b out  how the y ca n re fine  a nd  d e ve lop  the ir id e a s furthe r.

Re fle ct ion (10 m inute s):

• Re fle ct  on the  b ra insto rm ing  se ssion a nd  the  im p orta nce  o f cre a t ivity in e nt re p re ne urship . 

• Discuss how cre a t ivity ca n b e  ha rne sse d  in the ir own e nt re p re ne uria l ve nture s. 

• Encoura g e  p a rt icip a nts to  cont inue  d e ve lop ing  the ir id e a s a nd  consid e r how the y ca n b ring  the m  to  life .

ACTI VI TY: CREATI VE BRAI NSTORMI NG SESSI ON



Q&A
- Sum m a ry o f ke y le a rning s - Op e n d iscussion a nd  a d d re ssing  
p a rt icip a nt  q ue rie s



• Traditional vs. digital business models 
• Leveraging technology for competitive advantage 
• Revenue models for digital products/services 
• Lean startup methodology and pivoting

Business Model 
Innovation



TRADITIONAL           DIGITAL BUSINESS MODELS 

Tra d it iona l Busine ss Mod e ls:

Ke y Diffe re nce s
• Re a ch a nd  Sca la b ility: Dig ita l m od e ls ca n re a ch a  g lob a l a ud ie nce  a nd  sca le  ra p id ly 

com p a re d  to  t ra d it iona l m od e ls lim ite d  b y p hysica l p re se nce . 
• Cost  St ructure : Dig ita l m od e ls o fte n ha ve  lowe r op e ra t ing  costs d ue  to  a utom a t ion a nd  

re d uce d  ne e d  fo r p hysica l infra st ructure . 
• Custom e r I nte ra ct ion: Dig ita l m od e ls e na b le  m ore  d ire ct  a nd  p e rsona lize d  inte ra ct ions 

with custom e rs throug h d ig ita l cha nne ls.

• Tra d it iona l b usine ss m od e ls a re  typ ica lly b a se d  on p hysica l p rod ucts o r se rvice s, with 
re ve nue  o fte n d e rive d  from  one -t im e  sa le s o r long -te rm  cont ra cts.

Dig ita l Busine ss Mod e ls:
• Dig ita l b usine ss m od e ls le ve ra g e  te chno log y to  d e live r p rod ucts o r se rvice s online , o fte n 

g e ne ra t ing  re ve nue  throug h sub scrip t ion m od e ls, a d ve rt ising , o r t ra nsa ct ions.



1. Data Analytics: Utilizing  d a ta  a na lyt ics to  g a in insig hts into  custom e r b e ha vio r, 

m a rke t  t re nd s, a nd  op e ra t iona l e fficie ncy, e na b ling  info rm e d  d e cision-m a king .

2. Autom a t ion a nd  AI : I m p le m e nt ing  a utom a t ion a nd  a rt ificia l inte llig e nce  to  

st re a m line  p roce sse s, e nha nce  custom e r e xp e rie nce s, a nd  im p rove  p rod uct ivity.

3. Dig ita l Ma rke t ing : Le ve ra g ing  d ig ita l m a rke t ing  too ls a nd  st ra te g ie s to  re a ch 

ta rg e t  a ud ie nce s, incre a se  b ra nd  visib ility, a nd  d rive  custom e r e ng a g e m e nt .

4 . E-com m e rce  Pla t fo rm s: Ut ilizing  e -com m e rce  p la t fo rm s to  e xp a nd  re a ch, fa cilita te  

t ra nsa ct ions, a nd  p rovid e  a  se a m le ss online  shop p ing  e xp e rie nce .

LEVERAGI NG TECHNOLOGY FOR COMPETI TI VE ADVANTAGE



1. Sub scrip t ion Mod e l: Custom e rs p a y a  re curring  fe e  fo r a cce ss to  a  p rod uct  o r se rvice , 

p rovid ing  a  p re d icta b le  re ve nue  st re a m .

2. Fre e m ium  Mod e l: Offe ring  a  b a sic ve rsion o f the  p rod uct  o r se rvice  fo r fre e , with 

p re m ium  fe a ture s a va ila b le  fo r a  fe e .

3. Pa y-Pe r-Use  Mod e l: Cha rg ing  custom e rs b a se d  on the ir usa g e  o f the  p rod uct  o r 

se rvice , o ffe ring  fle xib ility a nd  cost -e ffe ct ive ne ss.

4 . Ad ve rt ising  Mod e l: Ge ne ra t ing  re ve nue  throug h a d ve rt ising  p la ce m e nts within the  

p rod uct  o r se rvice , le ve ra g ing  use r t ra ffic a nd  e ng a g e m e nt .

5. Affilia te  Mod e l: Ea rning  com m ission b y re fe rring  custom e rs to  o the r p rod ucts o r 

se rvice s, o fte n throug h a ffilia te  m a rke t ing  p rog ra m s.

REVENUE MODELS FOR DI GI TAL PRODUCTS/ SERVI CES



LEAN STARTUP METHODOLOGY

AND PI VOTI NG
Le a n Sta rtup  Me thod o log y: A sta rtup  a p p roa ch tha t  e m p ha size s ra p id  ite ra t ion a nd  le a rning  throug h 

e xp e rim e nta t ion. Ke y p rincip le s includ e : 
• BUI LD-MEASURE-LEARN: I TERATI VELY BUI LD A MI NI MUM VI ABLE PRODUCT (MVP), MEASURE I TS 

PERFORMANCE, AND LEARN FROM USER FEEDBACK. 

• VALI DATED LEARNI NG: FOCUS ON VALI DATI NG ASSUMPTI ONS AND HYPOTHESES THROUGH REAL-
WORLD TESTI NG TO MI NI MI ZE WASTED RESOURCES.

PI VOTI NG: THE ACT OF MAKI NG A SI GNI FI CANT CHANGE TO A BUSI NESS MODEL BASED ON FEEDBACK 

AND DATA. TYPES OF PI VOTS I NCLUDE: 
• Custom e r Se g m e nt  Pivo t : Ta rg e t ing  a  d iffe re nt  custom e r se g m e nt  tha n o rig ina lly p la nne d . 

• Prod uct  Pivo t : Mod ifying  the  p rod uct  o r se rvice  b a se d  on custom e r fe e d b a ck a nd  m a rke t  d e m a nd s. 

• Re ve nue  Mod e l Pivo t : Cha ng ing  the  wa y the  b usine ss g e ne ra te s re ve nue  b a se d  on e xp e rim e nta t ion 
a nd  le a rning .



INSTRUCTIONS:
1. FORMATI ON OF TEAMS: DI VI DE PARTI CI PANTS I NTO SMALL TEAMS, ENSURI NG A MI X OF SKI LLS AND BACKGROUNDS I N EACH 

TEAM.

2. SCENARI O I NTRODUCTI ON: PRESENT A HYPOTHETI CAL SCENARI O WHERE PARTI CI PANTS ARE TASKED WI TH I NNOVATI NG THE 

BUSI NESS MODEL OF A DI GI TAL STARTUP I N A COMPETI TI VE MARKET.

3. RESEARCH AND ANALYSI S: PROVI DE PARTI CI PANTS WI TH I NFORMATI ON ABOUT THE MARKET, COMPETI TORS, AND TARGET 

AUDI ENCE. ENCOURAGE THEM TO ANALYZE THE STRENGTHS AND WEAKNESSES OF TRADI TI ONAL AND DI GI TAL BUSI NESS MODELS 

I N THI S CONTEXT.

4 . BUSI NESS MODEL GENERATI ON: USI NG TOOLS SUCH AS THE BUSI NESS MODEL CANVAS, ASK EACH TEAM TO BRAI NSTORM AND 

DEVELOP A NEW BUSI NESS MODEL FOR THE STARTUP THAT LEVERAGES TECHNOLOGY FOR A COMPETI TI VE ADVANTAGE.

5. REVENUE MODEL DESI GN: TEAMS SHOULD ALSO DESI GN A REVENUE MODEL SPECI FI CALLY TAI LORED TO DI GI TAL 

PRODUCTS/ SERVI CES, CONSI DERI NG FACTORS SUCH AS PRI CI NG STRATEGI ES, MONETI ZATI ON CHANNELS, AND CUSTOMER 

ACQUI SI TI ON AND RETENTI ON TACTI CS

ACTI VI TY: BUSI NESS MODEL I NNOVATI ON SI MULATI ON



ACTIVITY: BUSINESS MODEL INNOVATION SIMULATION
I NSTRUCTI ONS:

6. LEAN STARTUP EXPERI MENT: EACH TEAM WI LL DEVELOP AN MVP (MI NI MUM VI ABLE PRODUCT) BASED ON THEI R NEW BUSI NESS 

MODEL AND CONDUCT A LEAN STARTUP EXPERI MENT. THI S COULD I NVOLVE TESTI NG THE MVP WI TH A TARGET AUDI ENCE OR 

COLLECTI NG FEEDBACK FROM POTENTI AL CUSTOMERS.

7. PI VOTI NG EXERCI SE: AFTER ANALYZI NG THE RESULTS OF THEI R LEAN STARTUP EXPERI MENT, TEAMS SHOULD BE PREPARED TO 

PI VOT THEI R BUSI NESS MODEL I F NECESSARY. THEY SHOULD I DENTI FY KEY LEARNI NGS FROM THE EXPERI MENT AND PROPOSE 

ADJ USTMENTS TO THEI R BUSI NESS MODEL BASED ON THESE LEARNI NGS.

8. PRESENTATI ON AND FEEDBACK: EACH TEAM WI LL PRESENT THEI R NEW BUSI NESS MODEL, REVENUE MODEL, LEAN STARTUP 

EXPERI MENT, AND PI VOTI NG STRATEGY TO THE REST OF THE PARTI CI PANTS. ENCOURAGE FEEDBACK AND DI SCUSSI ON TO HELP 

TEAMS REFI NE THEI R I DEAS FURTHER.

9. REFLECTI ON: CONCLUDE THE ACTI VI TY WI TH A REFLECTI ON SESSI ON WHERE PARTI CI PANTS DI SCUSS THE CHALLENGES FACED, 

LESSONS LEARNED, AND I NSI GHTS GAI NED FROM THE SI MULATI ON. ENCOURAGE THEM TO THI NK ABOUT HOW THEY CAN APPLY 

THESE LEARNI NGS TO REAL-WORLD BUSI NESS SCENARI OS.



Q&A
- Sum m a ry o f ke y le a rning s - Op e n d iscussion a nd  a d d re ssing  
p a rt icip a nt  q ue rie s



• Website design and development essentials
• Social media marketing strategies 
• Content creation and content marketing 
• Search engine optimization (SEO) basics

Building a Digital 
Presence 



• User-Centric Design: Designing websites with a focus on user experience (UX) to ensure 
easy navigation, readability, and accessibility across devices.

• Mobile Optimization: Ensuring that websites are optimized for mobile devices, considering 
responsive design and mobile -friendly features.

• Visual Appeal: Using visually appealing graphics, images, and layout to engage visitors 
and communicate brand identity effectively.

• Clear Call -to -Actions (CTAs): Including clear and compelling CTAs to guide visitors toward 
desired actions, such as making a purchase or subscribing to a newsletter.

• SEO Best Practices: Implementing SEO best practices, such as optimizing meta tags, 
headers, and content for relevant keywords to improve search engine rankings.

WEBSITE DESIGN AND DEVELOPMENT ESSENTIALS



• Platform Selection: Choosing the right social media platforms based on target audience 
demographics and content suitability.

• Content Planning: Developing a content calendar and strategy to ensure consistent and 
engaging posts that align with brand messaging.

• Community Engagement: Actively engaging with followers through comments, messages, 
and interactions to build relationships and foster brand loyalty.

• Paid Advertising: Utilizing paid advertising options on social media platforms to reach a 
wider audience and drive targeted traffic.

• Analytics and Insights: Monitoring social media metrics to evaluate the effectiveness of 
campaigns and make data -driven decisions for future strategies.

SOCIAL MEDIA MARKETING STRATEGIES



CONTENT CREATION AND CONTENT MARKETING

• Conte nt  St ra te g y: De ve lop  a  conte nt  st ra te g y a lig ne d  with b usine ss g oa ls a nd  ta rg e t  
a ud ie nce  inte re sts, includ ing  a  m ix o f fo rm a ts such a s b log  p osts, vid e os, a nd  infog ra p hics.

• Qua lity a nd  Consiste ncy: Ensuring  tha t  conte nt  is  o f hig h q ua lity, re le va nt , a nd  consiste nt  

to  m a inta in a ud ie nce  e ng a g e m e nt  a nd  cre d ib ility.
• Aud ie nce  Eng a g e m e nt : Encoura g ing  a ud ie nce  e ng a g e m e nt  throug h inte ra ct ive  conte nt , 

p o lls, surve ys, a nd  conte sts.
• Conte nt  Dist rib ut ion: Using  va rious cha nne ls to  d ist rib ute  conte nt , includ ing  socia l m e d ia , 

e m a il ne wsle t te rs, a nd  g ue st  p ost ing , to  re a ch a  wid e r a ud ie nce .

• SEO I nte g ra t ion: I ncorp ora t ing  SEO b e st  p ra ct ice s into  conte nt  cre a t ion to  im p rove  
visib ility a nd  o rg a nic t ra ffic .



SEARCH ENGINE OPTIMIZATION (SEO) BASICS

• Ke yword  Re se a rch: Cond uct ing  ke yword  re se a rch to  id e nt ify re le va nt  ke yword s fo r 
conte nt  op t im iza t ion a nd  ta rg e t ing .

• On-Pa g e  Op t im iza t ion: Op t im izing  on-p a g e  e le m e nts such a s m e ta  ta g s, he a d e rs, a nd  

conte nt  fo r ta rg e t  ke yword s.
• Off-Pa g e  Op t im iza t ion: Build ing  b a cklinks from  re p uta b le  source s to  im p rove  d om a in 

a uthority a nd  se a rch e ng ine  ra nking s.
• Te chnica l SEO: Ensuring  we b site  te chnica l e le m e nts, such a s site  sp e e d , m ob ile -

frie nd line ss, a nd  st ructure d  d a ta , a re  op t im ize d  fo r se a rch e ng ine s.

• Loca l SEO: Op t im izing  fo r loca l se a rch b y cre a t ing  a nd  op t im izing  Goog le  My Busine ss 
list ing s a nd  loca l conte nt .



ACTIVITY: DIGITAL PRESENCE MAKEOVER
I nst ruct ions:
1. Divid e  I nto  Te a m s: Divid e  p a rt icip a nts into  sm a ll te a m s, e nsuring  e a ch te a m  ha s a  m ix o f skills  re le va nt  to  d ig ita l 
m a rke t ing  a nd  we b site  d e sig n.
2. Busine ss Sce na rio : Pre se nt  a  hyp o the t ica l b usine ss sce na rio  to  e a ch te a m . For e xa m p le , a  loca l b a ke ry looking  to  
im p rove  its  online  p re se nce  to  a t t ra ct  m ore  custom e rs.
3. Dig ita l Pre se nce  Aud it : Ask e a ch te a m  to  cond uct  a  d ig ita l p re se nce  a ud it  o f the  hyp o the t ica l b usine ss. This includ e s 
a na lyzing  its curre nt  we b site , socia l m e d ia  a ccounts, conte nt  st ra te g y, a nd  SEO e ffo rts.
4 . Stra te g y De ve lop m e nt : Ba se d  on the  a ud it , e a ch te a m  should  d e ve lop  a  com p re he nsive  d ig ita l m a rke t ing  st ra te g y. 
This should  includ e : 

● We b site  De sig n: Prop osing  im p rove m e nts to  the  we b site  la yout , use r e xp e rie nce , a nd  m ob ile  re sp onsive ne ss. 
● Socia l Me d ia  Ma rke t ing : Out lining  a  socia l m e d ia  conte nt  ca le nd a r a nd  e ng a g e m e nt  st ra te g y fo r p la t fo rm s like  

Fa ce b ook, I nsta g ra m , a nd  Twit te r. 
● Conte nt  Cre a t ion: Cre a t ing  sa m p le  conte nt  such a s b log  p osts, vid e os, o r infog ra p hics tha t  a lig n with the  

b usine ss 's  b ra nd  a nd  ta rg e t  a ud ie nce . 
● SEO Op tim iza t ion: I d e nt ifying  re le va nt  ke yword s a nd  p rop osing  on-p a g e  a nd  o ff-p a g e  SEO st ra te g ie s to  

im p rove  se a rch e ng ine  ra nking s.



ACTIVITY: DIGITAL PRESENCE MAKEOVER
inst ruct ions:
5. I m p le m e nta t ion Pla n: Ea ch te a m  should  out line  a  d e ta ile d  p la n fo r im p le m e nt ing  the ir p rop ose d  st ra te g ie s, includ ing  
t im e line s, re sp onsib ilit ie s, a nd  b ud g e t  consid e ra t ions.

6. Pre se nta t ion: Te a m s p re se nt  the ir d ig ita l m a rke t ing  st ra te g ie s to  the  re st  o f the  g roup . The y should  e xp la in the  
ra t iona le  b e hind  the ir re com m e nd a t ions a nd  how the y e xp e ct  the m  to  im p rove  the  b usine ss's  d ig ita l p re se nce .

7. Fe e d b a ck a nd  Discussion: Afte r e a ch p re se nta t ion, e ncoura g e  fe e d b a ck a nd  d iscussion from  the  re st  o f the  
p a rt icip a nts. Ask q ue st ions to  p rom p t  crit ica l thinking  a nd  he lp  te a m s re fine  the ir st ra te g ie s furthe r.

8. Re fle ct ion: Conclud e  the  a ct ivity with a  re fle ct ion se ssion whe re  p a rt icip a nts d iscuss the  cha lle ng e s fa ce d , le ssons 
le a rne d , a nd  insig hts g a ine d  from  d e ve lop ing  a  d ig ita l m a rke t ing  st ra te g y fo r the  hyp o the t ica l b usine ss.



Key  Ta ke a wa ys
•  Ap p lying  we b site  d e sig n a nd  d e ve lop m e nt  p rincip le s 

to  im p rove  use r e xp e rie nce . 

• Cre a t ing  a  socia l m e d ia  m a rke t ing  st ra te g y to  e ng a g e  
with custom e rs a nd  p rom ote  b ra nd  a wa re ne ss. 

• De ve lop ing  a  conte nt  m a rke t ing  st ra te g y to  cre a te  

va lua b le  a nd  re le va nt  conte nt  fo r the  ta rg e t  a ud ie nce . 

• Und e rsta nd ing  SEO b a sics a nd  how to  op t im ize  

conte nt  fo r b e t te r se a rch e ng ine  visib ility.



Q&A
• Sum m a ry o f ke y le a rning s 
• Op e n d iscussion a nd  a d d re ssing  p a rt icip a nt  q ue rie s



Sustainable and 
Socia lly Re sp onsib le  
Pra ct ice s

• I ncorp ora t ing  socia l re sp onsib ility into  b usine ss 
st ra te g ie s

• Cre a t ive  e conom y m od e ls a nd  the ir socia l 
im p a ct

• Ethica l consid e ra t ions in the  d ig ita l a g e



INCORPORATING SOCIAL RESPONSIBILITY

1.. Purp ose -Drive n Mission: De ve lop ing  a  cle a r a nd  im p a ctfu l m ission sta te m e nt  tha t  re fle cts the  com p a ny's 
com m itm e nt  to  socia l re sp onsib ility.

2. Sta ke ho ld e r Eng a g e m e nt : Eng a g ing  with sta ke ho ld e rs, includ ing  e m p loye e s, custom e rs, a nd  com m unit ie s, to  
und e rsta nd  the ir ne e d s a nd  invo lve  the m  in d e cision-m a king  p roce sse s.

3. Environm e nta l Susta ina b ility: I m p le m e nt ing  p ra ct ice s to  re d uce  e nvironm e nta l im p a ct , such a s re d ucing  wa ste , 
conse rving  re source s, a nd  using  re ne wa b le  e ne rg y source s.

4 . Socia l I m p a ct  I nit ia t ive s: Sup p ort ing  socia l ca use s throug h p hila nthrop ic a ct ivit ie s, vo lunte e r p rog ra m s, a nd  
p a rtne rship s with non-p ro fit  o rg a niza t ions.

5. Tra nsp a re ncy a nd  Accounta b ility: Be ing  t ra nsp a re nt  a b out  b usine ss p ra ct ice s a nd  p e rfo rm a nce , a nd  ho ld ing  the  
com p a ny a ccounta b le  fo r it s  socia l a nd  e nvironm e nta l com m itm e nts.



1. Definition of Creative Economy: Understanding the concept of the creative economy, which encompasses 

ind ustrie s b a se d  on cre a t ivity, inte lle ctua l p rop e rty, a nd  cultura l g ood s a nd  se rvice s.

2. Socia l I m p a ct  o f Cre a t ive  Econom y: Exp lo ring  how the  cre a t ive  e conom y ca n contribute  to  socia l d e ve lop m e nt , 

includ ing  job  cre a t ion, cu ltura l p re se rva t ion, a nd  com m unity re vita liza t ion.

3. I nclusive  Growth: Prom oting  inclusive  g rowth b y p rovid ing  op p ortunit ie s fo r und e rre p re se nte d  g roup s in the  

cre a t ive  ind ustrie s, such a s wom e n, m inorit ie s, a nd  m a rg ina lize d  com m unit ie s.

4 . Susta ina b le  Pra ct ice s in  Cre a t ive  I nd ustrie s: I m p le m e nt ing  susta ina b le  p ra ct ice s in  cre a t ive  ind ustrie s, such a s 

using  e co-frie nd ly m a te ria ls, p rom oting  fa ir t ra d e , a nd  sup p ort ing  loca l a rt isa ns.

5. Po licy a nd  Re g ula t ion: Und e rsta nd ing  the  ro le  o f g ove rnm e nt  p o licie s a nd  re g ula t ions in p rom oting  the  cre a t ive  

e conom y a nd  e nsuring  its  b e ne fits a re  d ist rib ute d  e q uita b ly.

CREATI VE ECONOMY MODELS 



1. Data Privacy: Respecting user privacy by implementing secure data handling practices and complying with 
re le va nt  d a ta  p ro te ct ion re g ula t ions.

2. Dig ita l I nclusion: Ensuring  e q ua l a cce ss to  d ig ita l te chno log ie s a nd  se rvice s, p a rt icu la rly fo r d isa d va nta g e d  
p op ula t ions, to  b rid g e  the  d ig ita l d ivid e .

3. I nte lle ctua l Prop e rty Rig hts: Re sp e ct ing  inte lle ctua l p rop e rty rig hts a nd  com b a t ing  p ira cy a nd  p la g ia rism  to  
p ro te ct  cre a to rs ' rig hts a nd  ince nt ivize  innova t ion.

4 . Alg orithm ic Bia s: Ad d re ssing  b ia se s in  a lg o rithm s use d  in d e cision-m a king  p roce sse s to  e nsure  fa irne ss a nd  
e q uity.

5. Dig ita l Re sp onsib ility: Prom oting  re sp onsib le  use  o f d ig ita l te chno log ie s, such a s com b a t ing  online  ha ra ssm e nt  
a nd  m isinfo rm a t ion.

ETHI CAL CONSI DERATI ONS



ACTIVITY: SOCIAL IMPACT BUSINESS CASE STUDY ANALYSIS
Ob je ct ive : To  e xp lo re  the  a p p lica t ion o f susta ina b le  a nd  socia lly re sp onsib le  p ra ct ice s in  re a l-world  b usine ss 
sce na rios, focusing  on inco rp ora t ing  socia l re sp onsib ility into  b usine ss st ra te g ie s, und e rsta nd ing  the  socia l 
im p a ct  o f cre a t ive  e conom y m od e ls, a nd  a d d re ssing  e thica l consid e ra t ions in the  d ig ita l a g e .

I nst ruct ions:
1. Ca se  Stud y Se le ct ion: Divid e  p a rt icip a nts into  sm a ll g roup s a nd  a ssig n e a ch g roup  a  d iffe re nt  ca se  stud y 
re la te d  to  susta ina b le  a nd  socia lly re sp onsib le  p ra ct ice s. Ca se  stud ie s ca n b e  source d  from  re a l com p a nie s o r 
cre a te d  fo r this a ct ivity.

2. Ana lysis: Ask e a ch g roup  to  a na lyze  the ir a ssig ne d  ca se  stud y, focusing  on the  fo llowing  a sp e cts:  
- How d oe s the  com p a ny incorp ora te  socia l re sp onsib ility into  it s  b usine ss st ra te g y?  
- Wha t  is the  socia l im p a ct  o f the  com p a ny's cre a t ive  e conom y m od e l, if a p p lica b le ? 
- How d oe s the  com p a ny a d d re ss e thica l consid e ra t ions in the  d ig ita l a g e ?

3. Pre se nta t ion: Afte r a na lyzing  the  ca se  stud y, e a ch g roup  p re se nts the ir find ing s to  the  re st  o f the  p a rt icip a nts. 
Encoura g e  d iscussions a nd  q ue st ions to  d e e p e n und e rsta nd ing  a nd  insig hts.



ACTIVITY: SOCIAL IMPACT BUSINESS CASE STUDY ANALYSIS
4 . Discussion Po ints: 

- I d e nt ify the  ke y st ra te g ie s use d  b y the  com p a nie s to  inco rp ora te  socia l re sp onsib ility into  the ir 
b usine ss m od e ls. 

- Discuss the  socia l im p a ct  o f the  cre a t ive  e conom y m od e ls a nd  how the y contrib u te  to  susta ina b le  

d e ve lop m e nt . 
- Exp lo re  the  e thica l cha lle ng e s fa ce d  b y com p a nie s in  the  d ig ita l a g e  a nd  st ra te g ie s fo r a d d re ssing  

the m .

5. Re fle ct ion: Conclud e  the  a ct ivity with a  re fle ct ion se ssion whe re  p a rt icip a nts d iscuss the ir ke y 
ta ke a wa ys a nd  insig hts from  the  ca se  stud ie s. Encoura g e  p a rt icip a nts to  think a b out  how the y ca n 

a p p ly the se  le a rning s to  the ir own e ntre p re ne uria l e nd e a vors.



Key  Ta ke a wa ys
• Und e rsta nd ing  the  im p orta nce  o f incorp ora t ing  socia l 

re sp onsib ility into  b usine ss st ra te g ie s.

•  Re cog nizing  the  socia l im p a ct  o f cre a t ive  e conom y 
m od e ls a nd  the  ro le  o f e thica l consid e ra t ions in the  

d ig ita l a g e .

• Exp loring  p ra ct ica l st ra te g ie s fo r inte g ra t ing  

susta ina b le  a nd  socia lly re sp onsib le  p ra ct ice s into  

e nt re p re ne uria l ve nture s.



Q&A
- Sum m a ry o f ke y le a rning s - Op e n d iscussion a nd  a d d re ssing  
p a rt icip a nt  q ue rie s



Legal and Financial 
Consid e ra t ions 

• I nte lle ctua l p rop e rty p ro te ct ion in the  d ig ita l 
sp a ce

• Cyb e rse curity a nd  d a ta  p riva cy conce rns
• Fund ing  source s fo r d ig ita l sta rtup s
• Fina ncia l p la nning  a nd  fo re ca st ing



INTELLECTUAL PROPERTY (IP) PROTECTION IN THE DIGITAL SPACE
1. Typ e s o f I nte lle ctua l Prop e rty (I P): I nte lle ctua l p rop e rty (I P) e ncom p a sse s va rious 
ca te g orie s, includ ing  t ra d e m a rks, cop yrig hts, p a te nts, a nd  t ra d e  se cre ts, e a ch o ffe ring  
d ist inct  fo rm s o f p ro te ct ion. Tra d e m a rks p ro te ct  b ra nd s a nd  log os, cop yrig hts sa fe g ua rd  

cre a t ive  works like  lite ra ture  a nd  a rt , p a te nts cove r inve nt ions a nd  innova t ions, a nd  t ra d e  
se cre ts sa fe g ua rd  va lua b le , confid e nt ia l b usine ss info rm a t ion.

2. I P Pro te ct ion St ra te g ie s: I m p le m e nt ing  e ffe ct ive  I P p ro te ct ion st ra te g ie s is  crucia l fo r 
d ig ita l p rod ucts a nd  se rvice s. Re g iste ring  t ra d e m a rks a nd  cop yrig hts e sta b lishe s owne rship  

a nd  p rovid e s le g a l re course  a g a inst  infring e m e nt . Filing  p a te nts fo r innova t ive  te chno log ie s 
p ro te cts the m  from  b e ing  cop ie d  o r use d  without  p e rm ission. I m p le m e nt ing  t ra d e  se cre t  
p ro te ct ion m e a sure s, such a s confid e nt ia lity a g re e m e nts a nd  re st ricte d  a cce ss, he lp s 
sa fe g ua rd  va lua b le  b usine ss info rm a t ion.



3. Digital Content Protection: Protecting digital content is essential to prevent unauthorized 
use  a nd  d ist rib ut ion. DRM syste m s cont ro l a cce ss to  d ig ita l conte nt  a nd  p re ve nt  
una uthorize d  cop ying . Encryp t ion e nsure s tha t  d ig ita l conte nt  re m a ins se cure  d uring  

t ra nsm ission a nd  sto ra g e . Wa te rm a rking  a d d s a  uniq ue  id e nt ifie r to  d ig ita l conte nt , m a king  
it  p ossib le  to  t ra ce  una uthorize d  cop ie s b a ck to  the ir source .

4 . Enforce m e nt  o f I P Rig hts: Enforcing  I P rig hts is  crucia l to  p ro te ct  a g a inst  infring e m e nt  
a nd  the ft . Le g a l a ct ions, such a s ce a se  a nd  d e sist  le t te rs a nd  la wsuits, ca n b e  ta ke n a g a inst  

infring e rs to  stop  una uthorize d  use  o f I P. Ad d it iona lly, st ra te g ie s fo r d e a ling  with I P the ft , 
such a s m onito ring  fo r una uthorize d  use  a nd  se e king  d a m a g e s fo r infring e m e nt , ca n he lp  
d e te r fu ture  vio la t ions a nd  p ro te ct  the  va lue  o f I P a sse ts.

I NTELLECTUAL PROPERTY (I P) PROTECTI ON I N THE DI GI TAL SPACE



CYBERSECURITY AND DATA PRIVACY CONCERNS
1. Cyb e rse curity Thre a ts: Dig ita l sta rtup s fa ce  va rious cyb e rse curity thre a ts, includ ing  
m a lwa re , p hishing  a t ta cks, a nd  d a ta  b re a che s. Ma lwa re , such a s viruse s a nd  ra nsom wa re , 
ca n infe ct  syste m s a nd  ste a l se nsit ive  info rm a t ion. Phishing  a t ta cks a t te m p t  to  t rick 

ind ivid ua ls into  p rovid ing  confid e nt ia l info rm a t ion. Da ta  b re a che s ca n re sult  in  the  
e xp osure  o f custom e r d a ta , le a d ing  to  fina ncia l a nd  re p uta t iona l d a m a g e .

2. Da ta  Priva cy Re g ula t ions: Da ta  p riva cy re g ula t ions, such a s the  GDPR a nd  CCPA, a im  to  
p ro te ct  ind ivid ua ls ' p e rsona l d a ta . The  GDPR, a p p lica b le  in  the  Europ e a n Union, re g ula te s 

how b usine sse s co lle ct , p roce ss, a nd  sto re  p e rsona l d a ta . The  CCPA, sp e cific  to  Ca lifo rnia , 
g ive s consum e rs m ore  cont ro l ove r the ir p e rsona l info rm a t ion he ld  b y b usine sse s. 
Com p lia nce  with the se  re g ula t ions is crucia l fo r d ig ita l sta rtup s to  a vo id  le g a l issue s a nd  
m a inta in custom e r t rust .



CYBERSECURITY AND DATA PRIVACY CONCERNS
3. Da ta  Pro te ct ion Me a sure s: To  p ro te ct  d a ta , sta rtup s ca n im p le m e nt  va rious m e a sure s. 
Encryp t ion e nsure s tha t  d a ta  is  unre a d a b le  without  the  corre ct  d e cryp t ion ke y, p ro te ct ing  it  
from  una uthorize d  a cce ss. Acce ss cont ro ls re st rict  who  ca n a cce ss ce rta in d a ta , re d ucing  

the  risk o f una uthorize d  a cce ss. Re g ula r se curity a ud its he lp  id e nt ify a nd  a d d re ss 
vulne ra b ilit ie s in  syste m s a nd  p roce sse s, e nha ncing  ove ra ll d a ta  p ro te ct ion.

4 . I ncid e nt  Re sp onse  Pla nning : Ha ving  a n incid e nt  re sp onse  p la n is e sse nt ia l fo r d ig ita l 
sta rtup s to  m it ig a te  the  im p a ct  o f cyb e rse curity incid e nts. The  p la n should  out line  ste p s to  

ta ke  in the  e ve nt  o f a  b re a ch, includ ing  id e nt ifying  the  b re a ch, conta ining  the  d a m a g e , a nd  
no t ifying  a ffe cte d  ind ivid ua ls. By ha ving  a  we ll-p re p a re d  incid e nt  re sp onse  p la n, sta rtup s 
ca n m inim ize  d ownt im e  a nd  re p uta t iona l ha rm  ca use d  b y cyb e rse curity incid e nts.



FUNDING SOURCES FOR DIGITAL STARTUPS
1. Bootst ra p p ing : Bootst ra p p ing  is the  p ra ct ice  o f b uild ing  a  com p a ny using  only p e rsona l 
fina nce s o r op e ra t ing  re ve nue . Sta rtup s o fte n re ly on b oo tst ra p p ing  in the  e a rly sta g e s 
b e fore  se e king  e xte rna l fund ing . This a p p roa ch ca n b e  a d va nta g e ous a s it  a llows 

found e rs to  m a inta in fu ll cont ro l ove r the ir com p a ny a nd  e q uity. Howe ve r, it  ca n a lso  b e  
cha lle ng ing  a s it  lim its the  re source s a va ila b le  fo r g rowth a nd  e xp a nsion.

2. Ve nture  Ca p ita l: Ve nture  ca p ita l (VC) is a  fo rm  of fina ncing  tha t  is  p rovid e d  b y 
inve sto rs to  sta rtup s a nd  sm a ll b usine sse s tha t  a re  d e e m e d  to  ha ve  hig h g rowth p o te nt ia l. 

VC firm s typ ica lly inve st  in  e xcha ng e  fo r e q uity a nd  p la y a n a ct ive  ro le  in  the  com p a ny's 
m a na g e m e nt . While  ve nture  ca p ita l ca n p rovid e  sta rtup s with the  ca p ita l ne e d e d  to  sca le  
q uickly, it  a lso  com e s with d ownsid e s such a s the  loss o f cont ro l a nd  the  p re ssure  to  
a chie ve  hig h g rowth ra te s.



FUNDING SOURCES FOR DIGITAL STARTUPS
3. Ang e l I nve sto rs: Ang e l inve sto rs a re  ind ivid ua ls who  p rovid e  ca p ita l to  sta rtup s in  
e xcha ng e  fo r owne rship  e q uity o r conve rt ib le  d e b t . The y o fte n inve st  in  e a rly-sta g e  
com p a nie s a nd  ca n p rovid e  va lua b le  m e ntorship  a nd  ne tworking  op p ortunit ie s in  a d d it ion 

to  fund ing . To  a t t ra ct  a ng e l inve sto rs, sta rtup s should  ha ve  a  st rong  b usine ss p la n, a  
com p e lling  p itch, a nd  a  cle a r p a th to  p rofita b ility.

4 . Crowd fund ing : Crowd fund ing  is a  m e thod  o f ra ising  ca p ita l throug h the  co lle ct ive  e ffo rt  
o f a  la rg e  num b e r o f ind ivid ua ls, typ ica lly via  online  p la t fo rm s. The re  a re  se ve ra l typ e s o f 

crowd fund ing  m od e ls, includ ing  d ona t ion-b a se d , re wa rd -b a se d , a nd  e q uity-b a se d  
crowd fund ing . Ea ch m od e l ha s it s  own se t  o f b e ne fit s a nd  cha lle ng e s, a nd  sta rtup s should  
ca re fully consid e r which m od e l a lig ns b e st  with the ir fina ncing  ne e d s a nd  g oa ls.



FINANCIAL PLANNING AND FORECASTING
1. Fina ncia l Pla nning  Ba sics: Fina ncia l p la nning  is e sse nt ia l fo r d ig ita l sta rtup s to  e nsure  
the ir fina ncia l he a lth a nd  susta ina b ility. I t  invo lve s b ud g e t ing , which he lp s a lloca te  
re source s e ffe ct ive ly; ca sh flow m a na g e m e nt , which e nsure s the re  is  e noug h ca sh to  m e e t  

op e ra t iona l ne e d s; a nd  fina ncia l fo re ca st ing , which invo lve s p re d ict ing  fu ture  fina ncia l 
outcom e s b a se d  on histo rica l d a ta  a nd  m a rke t  t re nd s.

2. Fina ncia l Fore ca st ing  Te chniq ue s: Fina ncia l fo re ca st ing  is crucia l fo r d ig ita l sta rtup s to  
m a ke  inform e d  d e cisions a nd  p la n fo r the  fu ture . Te chniq ue s such a s t re nd  a na lysis, which 

invo lve s id e nt ifying  p a t te rns in  histo rica l d a ta ; re g re ssion a na lysis, which use s sta t ist ica l 
m e thod s to  p re d ict  fu ture  outcom e s b a se d  on histo rica l d a ta ; a nd  sce na rio  p la nning , 
which invo lve s cre a t ing  m ult ip le  sce na rios b a se d  on d iffe re nt  a ssum p t ions, ca n he lp  in 
fina ncia l fo re ca st ing .



FINANCIAL PLANNING AND FORECASTING
3. Re ve nue  Mod e ls: Re ve nue  m od e ls d e fine  how a  d ig ita l sta rtup  g e ne ra te s incom e . 
Com m on re ve nue  m od e ls includ e  sub scrip t ion-b a se d  m od e ls, whe re  custom e rs p a y a  
re curring  fe e  fo r a cce ss to  a  p rod uct  o r se rvice ; fre e m ium  m od e ls, whe re  a  b a sic ve rsion 

o f the  p rod uct  is  o ffe re d  fo r fre e  with p re m ium  fe a ture s a va ila b le  fo r a  fe e ; a nd  
a d ve rt ising -b a se d  m od e ls, whe re  re ve nue  is g e ne ra te d  throug h a d ve rt ising  d isp la ye d  on 
the  p la t fo rm .

4 . Risk Ma na g e m e nt : Risk m a na g e m e nt  is  crucia l fo r d ig ita l sta rtup s to  id e nt ify a nd  

m it ig a te  p o te nt ia l fina ncia l risks. This includ e s risks such a s m a rke t  vo la t ility, re g ula to ry 
cha ng e s, a nd  te chno log ica l d isrup t ions. By id e nt ifying  the se  risks e a rly, sta rtup s ca n 
d e ve lop  st ra te g ie s to  m a na g e  the m  e ffe ct ive ly a nd  e nsure  the ir fina ncia l sta b ility.



Objective: To apply knowledge of legal and financial considerations in the context of digital startups through the 
a na lysis o f re a l-world  ca se  stud ie s.

1. Ca se  Stud y Se le ct ion: Divid e  p a rt icip a nts into  sm a ll g roup s a nd  a ssig n e a ch g roup  a  d iffe re nt  ca se  stud y re la te d  to  

inte lle ctua l p rop e rty p ro te ct ion, cyb e rse curity, fund ing , o r fina ncia l p la nning  fo r d ig ita l s ta rtup s.

2. Ana lysis: Ask e a ch g roup  to  a na lyze  the ir a ssig ne d  ca se  stud y, focusing  on the  fo llowing  a sp e cts:

 - I d e nt ify the  le g a l o r fina ncia l cha lle ng e  fa ce d  b y the  sta rtup  in the  ca se  stud y.

 - Discuss the  st ra te g ie s use d  b y the  sta rtup  to  a d d re ss the  cha lle ng e .

 - Eva lua te  the  e ffe ct ive ne ss o f the se  st ra te g ie s a nd  p rop ose  a lte rna t ive  a p p roa che s, if a p p lica b le .

I NSTRUCTI ONS:

ACTI VI TY: LEGAL AND FI NANCI AL CASE STUDY ANALYSI S



Objective: To apply knowledge of legal and financial considerations in the context of digital startups through the 
a na lysis o f re a l-world  ca se  stud ie s.

3. Pre se nta t ion: Afte r a na lyzing  the  ca se  stud y, e a ch g roup  p re se nts the ir find ing s to  the  re st  o f the  p a rt icip a nts. 

Encoura g e  d iscussions a nd  q ue st ions to  d e e p e n und e rsta nd ing  a nd  insig hts.

4 . Discussion Po ints:

 - Discuss the  im p orta nce  o f inte lle ctua l p rop e rty p ro te ct ion a nd  cyb e rse curity fo r d ig ita l s ta rtup s.

 - Exp lo re  d iffe re nt  fund ing  source s a va ila b le  to  d ig ita l s ta rtup s a nd  the  im p lica t ions fo r the ir g rowth a nd  d e ve lop m e nt .

 - Exa m ine  the  ro le  o f fina ncia l p la nning  a nd  fo re ca st ing  in e nsuring  the  long -te rm  susta ina b ility o f d ig ita l s ta rtup s.

5. Re fle ct ion: Conclud e  the  a ct ivity with a  re fle ct ion se ssion whe re  p a rt icip a nts d iscuss the  ke y le a rning s from  the  ca se  

stud ie s a nd  how the y ca n a p p ly the se  le a rning s to  the ir own e ntre p re ne uria l ve nture s.

I NSTRUCTI ONS:

ACTI VI TY: LEGAL AND FI NANCI AL CASE STUDY ANALYSI S



Key  Ta ke a wa ys
• Und e rsta nd ing  the  le g a l a nd  fina ncia l 

cha lle ng e s fa ce d  b y d ig ita l sta rtup s. 
• Ana lyzing  st ra te g ie s use d  b y sta rtup s to  

a d d re ss the se  cha lle ng e s. 
• Ap p lying  knowle d g e  o f le g a l a nd  fina ncia l 

consid e ra t ions to  re a l-world  sce na rios.



Closing Remarks 
a nd  Q&A

• Sum m a ry o f ke y le a rning s 
• Op e n d iscussion a nd  a d d re ssing  p a rt icip a nt  q ue rie s



Day 1 Evaluation 


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Slide Number 77
	Slide Number 78
	Slide Number 79
	Slide Number 80
	Slide Number 81
	Slide Number 82
	Slide Number 83
	Slide Number 84
	Slide Number 85
	Slide Number 86
	Slide Number 87
	Slide Number 88
	Slide Number 89
	Slide Number 90
	Slide Number 91
	Slide Number 92
	Slide Number 93
	Slide Number 94
	Slide Number 95
	Slide Number 96

