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A ol o i ol current situation of entrepreneurship education
"‘ i heeatsrentes St g Sotbccatos offe_red across EU Institutions in the attempt to
* define the overall “product portfolio”; moreover,
* * we define emerging segments in Third Countries
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w L * 2. Identification of market opportunities in order
to define attractive educational products: in
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Major steps are currently being taken to make European Union an in the last section we provide some final
attractive destination for foreign students willing to increase their i. recommendation and implications for strategic

competencies and skills in various fields. They include the creation marketing planning.
of a comparable structure of academic degrees, mutual recognition of
diplomas and course units, the assessment of academic institutions
and programs based on common quality standards and direct
incentives for geographical mobility of students and staff. Amon
the different educational fields that are emerging as most attrac
for young and talented students, entrepreneurship higher education
is one of th.e most interesting. However, although starting fro - Undergraduate courses: they are offered mainly
2000 the “Lisbon Strategy” was introduced by the European . . . . ] .
in business and engineering programs; Spain,

in the attempt of boosting the promotion of entrepreneurship l Slovenia and Italy are the countries that provide
ure about
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The European “product portfolio” of higher
education in entrepreneurship can be defined
through the following categories:

ed}lcatlon towards young people? in qrder for th(_em to Ie.tarn t the wider range of opportunities (49% and more
skills they need to be successful in this competitive enviro . S .
. . . | percentage of universities offer entrepreneurship
(European Commission, 2000), still there is not a clear pict K
. . .. il undergraduate course); as well, Ireland, Cyprus,
the state of the actual offering of higher education initiatives R . .
. . . L. Malta, Austria, Lithuania and Romania also
entrepreneurship provided by European universities. As wi . . e a3
. . provide a significant offer in this field;
far there is not a common understanding about the opportunitie X A
. . ' - Post-Graduate Programs: which in turn can be
related to the attraction of foreign students who consider the . . . .
. . L . » splinted in the following categories:
European Union an attractive destination for higher educati .
- . . ¢ Master Courses: they enables students and
and are interested to get more information about actual and re .\ . .
practitioners to operate effectively at a high

opportunities in entrepreneurship. . et .
PP pre P S level of executive responsibility in creating and
As consequence, the main purpose of Endeavour project is to h . .
managing new businesses; such programs are

the European Union to increase the interest in the EU Universi e . f

. - . . 1 offered especially in France, Slovenia and UK;
as an educational destination of choice, especially for academically ! . .

. . - e PhD Programs: they provide skills and

talented students of Third countries, in order to expand the potenti ; . 2

. . . . competencies for academic research in
market for higher education offer and detect emerging opportuniti hio and tfered
for European Institutions. However, in order to support innovative entreprenetrship and are ofterec’ i

P : ! PP by Universities located in UK and Irela:

educational planning, both academic and practitioners need a A
. Y . ‘ However the overall offer provided by

marketing strategy able to “package” and promote the actual E R f . 1.

0. . S uropean institutions so far seems till too tight;
opportunities offered by European public academic institution and Professional Courses in Entrepreneurship:
to support the design of new educational products able to satisfy the bin to sl byl . fo
emerging needs of talented students from Third Countries and to - pii okills onr;l o s
attract potential new “customers”. B S

. . are concent specially in France, Ireland

As consequence at the end of this project we attempt to propose and UK
a strategic marketing framework aiming to match the actual state '
of art of entrepreneurship training and education within the EU

Member States at Higher Education level and emerging needs
coming from Third Countries. According to our vision, strategic
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In figure 1, the European product portfolio of higher
education in entrepreneurship is categorized through
a 2x2 portfolio matrix, which classifies each product
according to the following criteria:
- Complexity: it represent the effort needed to
create and manage the product offering and can be
categorized as low (course) and high (program);
- Orientation: it represent the main focus of
content and purposes in the product offering and
can be defined as research-oriented and practice-
oriented.

Figure 1. The European “product portfolio” of higher
education in entrepreneurship

COMPLEXITY

Figure 1 shows the actual portfolio of European
higher education offering in entrepreneurship; the
size of the circle in each cell of the matrix represent
the size and strength of the offering for each product
category. According to results, European offering
seems to be well positioned mostly on practice-
oriented programs (Master, Executive education),
while research-oriented initiatives (PhD) still need
more effort and investments for growth.

Results from our large survey conducted among
students in seven different countries about actual
needs and potential interests toward European
entrepreneurship education show that students in
Third Countries are fairly interested in pursuing
studies abroad and that European Union (especially
countries like UK, Spain, France, Italy and Germany)
is perceived as an attractive destination. As well,
interest in pursuing Entrepreneurship courses in
Europe is fairly high in all the countries where the
survey was conducted. Practice-oriented programs
(Master and executive education) are considered
the most attractive product categories (especially
among Asian students) but results also show a
relevant interest for PhD programs; programs at the
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undergraduate level emerge as the least preferred,
probably because high quality initiatives at that level
are nowadays available in Third Countries.
Comparative data analysis put in evidence that it is
possible to detect specific needs and attitudes among
the different countries involved in the survey, as
well as common patterns in them. As consequence,

a marketing strategy designed to support innovative
educational planning and promote the actual
opportunities offered by European public academic
institution must use segmentation procedures in
order to meet emerging needs and allocate resources
more efficiently.

Arising from results of the survey, different segments
of prospective students from Third Countries are
evaluated according to the > variables:

ientation: this variable involves segmenting
ird countries students by orientation toward the
ntrepreneurship education (research vs. practice)
aphy: this variable involves segmenting

ts by Area of origin

Fi shows the segmentation map; colors express
the size of each segment and thus its relevance for
the dev ent of higher education programs in
entrepr ship.

Figure 2. Size a
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student segment trshi
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According to figure 1, practice
(especially for Master programs) emerge as the
most substantial and attractive segment for
higher education offering across all the countries
investigated. As well, students interested in pursuing
studies at doctorate level emerge as a high-potential
segment for the development of high quality
educational programs in entrepreneurship.
According to our survey it is possible to identify
common patterns across all the segments: in
particular, the need of financial resources, the
proficiency in English and the favorable perceived
image of European institutions emerge as significant
inputs for a successful marketing strategy.

3. Identification of market opportunities in order to
develop attractive educational product
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In order to allocate resources with efficiency across suggest that it may be convenient to invest in
all the product offered, organizations must identify market development (”Develop the market”
and evaluate market opportunities and analyze its quadrant);
own resources and competencies. An helpful tool - finally, low organization strengths in slightly
aiming to support the identification and selection of attractive markets indicate the needs to select
marketing strategies is the market attractiveness/ initiatives in order to better allocate resources
organization strength matrix. In such matrix, each (“Select” quadrant).
product of the organization’s portfolio is allocated
according on the basis of how attractive the actual/ Figure 3 present a market attractiveness/
prospective market is and how well the firm is organization strength matrix for European offer of
positioned to take advantage. The grid is divided higher education in entrepreneurship.
into four quadrant summarized as the following:
- high strengths in high attractive markets Figure 3. The market attractiveness/organization
ATTRACTIVENESS
High Low
"
E KEERP UP THE GOOD WORK
=
i
&
=
o
3
3
L Cowses
2 IMPROVE THE PRODUCT SELECT
) @
represent opportunities for gaining or maintaining strength matrix for European higher education in
a competitive advantage (“Keep up the good entrepreneurship
work” quadrant);
- low strengths in high attractive markets According to results reported in the matrix, there
indicate high priority in intervention for product are no products that completely fall in the Keep up
improvement (“Improve the product” quadrant); the good work quadrant; both Masters and PhD are
- relevant skills in slightly attractive markets located in the area of product improvement, while

undergraduate and executive courses are located in



the “Develop the Market” and “Select” quadrant. As
consequence, in order to properly allocate resources
among within the actual “product portfolio”
European Union can explore the following options:
- Product development: primary attention
should be devoted to the improvement of both
Master and PhD offering, as they both fall in
the high attractiveness quadrant. However,
the different consistency of the actual offering
(represented by the different size of the circle)
underlines the need to develop different strategies
for them. As regard to Masters, our results
show that a fair number of academic programs
are already offered by European universities
and departments; as consequence, European
Union could allocate resources mostly in the
direction of the improvement of collaboration
and integration among existing experiences and
competencies, in order to increase the overall
quality and attractiveness of product offering and
create significant opportunities for knowledge
sharing. On the contrary, results from the analysis
of the state of art of PhD initiatives show that
the number of programs offered by European

university is still too tight: as consequence,
priority in resource allocation should be devoted
to the creation of new and high quality program
both by leveraging the skills and competencies
of existing institutions and by supporting the

creation of new Departments and Centre dev:
to the analysis and research in entrepreneurship.
- Market Development: it involves attractin;
customers and stimulating market growth. S

university is already consistent and quickly
growing, the main priority for European Uni

strategy could be of interest for undergraduate
courses. As the actual offering of European

on
should be in the direction to increase promotio:
in order create knowledge and attract new

consumers to existing products.

- Selection: it involves to devote less attention
in the short term and to select a limited number

of products. Such strategy could be of interest fo
executive education, as both the actual offer and
the market potential seems to be still slight; as
consequence resource in the next future could be
allocated in a selective way.

Gonclusion and. //m/%gﬂ{g /}7/7/442,'41&})/749
Results from the analysis of European offer and
Third Countries needs put in evidence the existence
of significant market opportunities. Actual offering
of European Institutions is positioned mostly on
practice-oriented programs (Master, Executive
education) and in such sense it seems able to detect
needs and preferences of prospective students
from Third Country. However, in order to boost its
potential, the main priority for European Union
should be to allocate resources in the direction
of improving the “product strategy” through the
integration of existing competencies and experiences
and the support to the creation of new and high
quality research programs. Moreover, in order
to increase the interest of students from Third
Countries, “pricing” plays a significant role: as the
need of financial resources emerges as the major
constraint for pursuing studies abroad, European
Union should create and promote significant
opportunities for scholarship and grants. As regard
to “promotion”, the main direction of resource
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allocation should be in the direction of increasing
awareness and developing interest in European
educational offering. Given the wide range of
countries involved in such activity, public relation
(i.e. participation in international fairs and events),
web-marketing as well as publicity seems the most
appropriate instruments for integrated marketing
communication. Finally, a unique “distribution”
strategy should be developed in order to facilitate
the application procedure by international students
A potential high-value solution could be the creation
of a prospective-student web-portal with a standard
and centralized application procedure.
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