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Mr. Daniel Darek, Mr. Daniel Darek, MoLSA - Social Services and Social 

Inclusion Department, Daniel.darek@mpsv.cz 
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1
 Nova ekonomika is an organization which is running National thematic network on Social economy 

development. 



4 

Asturias 

 

Ana María Méndez, ana@ceei.es: Expert for the Integrated Business 
Support Service, working for the DG of Trade, Social Economy and 
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 bettina.reuter@bmas.bund.de 
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WORKSHOP INTRODUCTIONS 
 
 

WELCOME 

 

Iain Willox welcomed everyone to the event, thanked the European 

Commission for its support, the German Federal Ministry of Labour and 

Social Affairs for its leadership, the Czech Republic for hosting the event 

and all the participants for their attendance and future engagement.  He 

summarized the agenda for the next two days and encouraged everyone to 

actively participate. 
 

 

 

 

 
 

 

 

 

 

Each delegate was asked to introduce themselves, their role in cultural 

change and entrepreneurship support and their expectations for the next two 
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days.  The exercise highlighted a considerable range of experience including 

leadership roles in the delivery of entrepreneurship services, management of 

European Social Funds, front line promotion of services, and practitioners in 

service delivery organisations.  
 

Expectations included the need to understand more about promotional  

techniques relevant to the various activities that supported entrepreneurship, 

the opportunity to share challenges and possible solutions including scaling 

up of good but localized activities and joining up parallel activities in 

particular between ERDF and ESF.  Annex 1 captures the occupational roles 

and expectations of the delegates. 
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COPIE PARTNER PRESENTATIONS 

 

We received presentations from each of the COPIE partners which can be 

read in full in the annexes. Each presentation reflected the core ambition to 

increase both the volume and quality of entrepreneurial activity within the 

region or member state. However, the approaches adopted highlighted some 

specific activities that others might wish to consider. 

 

 

 
 

In the Czech Republic whilst there is no overall coordinated campaign  

much of the day to day promotion is carried out via employment advisers.  

The equal thematic network had proved itself to be an exceptionally 

effective communications vehicle – when questioned, it was suggested that 

the primary reason for this was that included a number of charismatic 

individuals with a strong vision.  There was however a real need to create a 

bridge between the world of business, local authorities and social enterprise 

in order to improve awareness of the other groups.  The introduction of the 

global grant had originally been expected to be accompanied by a 

promotional campaign, however, this did not happen and the slower than 

profiled take-up may well be a reflection of this.  The need to connect 

campaigning activity to specific products as part of the communications 

strategy is an important lesson learned.  The presentation also included a 
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very interesting case study outlining the activities of the new economic 

foundation, a strong NGO with a clear view of its target audience which was 

nevertheless facing real difficulties in getting its ideas to be heard.  One of 

the issues is to fully understand the likely motivating factors for political 

decisions and to align the campaign more closely to these.  Finally, 

consideration was given as to the most appropriate spatial level for particular 

messages (national, regional, local). 

 

 

The presentation from Asturias drew attention to the wide range of actors 

and the need to build a brand under which each actor could promote its 

particular message within a coherent structure.   
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There was general consensus in Asturias there were three particular 

audiences to be addressed: the population as a whole; pre-existing or 

potential entrepreneurs; and the social economy.  The current campaign was 

built on learning from previous campaigns and adopted slightly different 

brands for each of the target audiences.  It was bringing together written 

publications to reduce the number of brochures, etc and where possible 

facilitating joint working between service providers wishing to promote their 

activities on ‘entrepreneur days’. 

 

 

 

 
 

 

 

The Flanders presentation was delivered by UNIZO, a business 

organisation active in the field of entrepreneurship promotion.  Four key 

messages came through from the presentation.  Firstly, the power of 

personalizing the message, allowing the target audience to see the 

characteristics of the entrepreneur rather than simply the business decisions 

or processes themselves.  Secondly, the need to focus the message on 

particular groups should there appear to be a shortfall in entrepreneurial 

activity amongst those groups.  Thirdly, that despite the power of affinity 
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amongst some target groups, themed-based communications can also be 

very powerful.  Such themes normally focused on particular business 

processes such as quality management, exporting or human resource 

development and as such are likely to be more powerful for those 

individuals who have already made the decision to start a business.  Finally, 

the importance of the on-line platform was emphasized as a cost-effective 

mechanism both for reaching a diverse range of audiences but also for 

updating content. 

 

 

 

 

 
 

 

The Wallonian presentation highlighted a number of different mechanisms 

adopted across the region.  As well as a number of face-to-face events, the 

extensive use of personalized case studies via the press showed how 

attitudinal change could be introduced by unpaid for advertorial rather than 

the traditional, expensive advertisements.  The region also has a clear vision 

about what motivates its decision-makers and uses its annual report in 

particular to target this group.  It has a number of platforms on social 

networks which it believes brings it an extra reach along with some technical 

editorial challenges for government organisations.  Wallonia has an 
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ambassadors’ programme (individuals who are used as change agents for 

particular audiences as they have both high profile and are highly respected).  

Some of the grants programmes, particularly those in schools have been 

found to create considerable enthusiasm and in turn lead to activities and 

services that go well beyond the requirements of the grant.  This multiplier 

effect is highly economically advantageous though like the ambassadors’ 

programme does leave government or its agencies with less control over the 

message than would otherwise be the case. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



12 

EXPERIENCE TO DATE 

–SIGNIFICANT CHALLENGES AND  

THE THREE MOST IMPORTANT LESSONS 

 

Delegates were asked to work in country groups to try to distil the three 

most important lessons from their experience to date in promoting an 

inclusive integrated entrepreneurship strategy in particular in trying to 

change the entrepreneurial mindset of their area. As each group highlighted 

their challenges and lessons learned delegates were encouraged to indicate if 

they had faced similar issues and to discuss what they had done more fully 

on a one to one basis over lunch- it was clear there was much common 

ground and consequently much to learn from each other.    

 

Below you will find for each COPIE partner a number of the challenges they 

face and the three most important lessons that they draw from their 

experience to date.  The group provided a number of potential solutions to 

some of the challenges which are captured in this report (identified in red) 

but were also encouraged to continue discussion after the workshop. 

 

 

Asturias’ key challenge remains the need to promote the potential for start-

up businesses as a real option for the population at large.  However, over the 

short term they must look at how to sustain or adapt the campaign with 

significantly less money and thus need to select the most effective and 

sufficient dissemination and communication mechanisms, in particular, 

providing support to disadvantaged people. 

 

A clear evaluation of current and previous activities will assist and 

identification of actions without cost will also allow resources to stretch 

further (the use of advertorial may be an example of this).  The identification 

of partners (banks, accountants, insurance brokers, solicitors, etc) may also 

help share the load either through sponsorship or where appropriate through 

joint ventures. 

 

The question was raised about whether or not COPIE should be providing 

detailed support for end-beneficiaries as part of our campaigning work. 

 

It was agreed that COPIE was being funded to improve the capacity of ESF 

managing agencies and key stakeholders within the regions and not to 
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provide direct services to individual entrepreneurs.  They were not the target 

audience before COPIE. 

 

 

 

 

 
 

 

 

Three most important lessons: 

 

1. To maintain entrepreneurship promotion universities and others 

will need to become more creative in their approaches. 

2. It is possible to identify measureable indicators for campaign 

activity and to analyse results which could lead to stronger 

evaluations of activity. 

3. There is great benefit in the use of case studies to promote the 

feasibility of running your own business.  Such case studies are of 

value not only to other entrepreneurs but also for those with a 

particular themed dilemma (appropriate finance, conditions of 

employment, market opportunities. 
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Germany’s key challenges are as follows: in terms of inclusion, there is still 

a need to convince decision-makers of the added value of start-ups from 

non-traditional entrepreneurs. 

 

This may be overcome by highlighting the good results of non-traditional 

entrepreneurs and involving decision-makers in study visits, meetings, 

highlighting the details of reports from other regions who are adopting a 

specifically inclusive approach. 

 

 

 
 

 

There is a remaining challenge to further develop collaboration between 

different public bodies and between the local, regional and national level. 

 

Once again, showing the benefits of working together in particular the 

savings to be made by collaboration rather than competition, clarifying the 

roles and individual objectives of each part.  There was a fairly lengthy 

discussion about the adoption in some member states of ‘entrepreneurship 

champions’.  These individuals act as a key point of contact within each 

department; their role is to capture what the department is currently doing 

that promotes and supports entrepreneurship and to act as a liaison point for 

discussions with other departments about how best an integrated strategy 

might be adopted. 
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The third challenge in Germany is to try to engineer a shift in the public at 

large in particular those on welfare benefits from “passivity to activity”. 

 

A discussion took place concerning the balance between incentives and 

penalties but it was agreed that one would wish to provide opportunities for 

all to take up entrepreneurship as an option, to change attitudes towards the 

potential for failure or the reality of a previous failure and where possible to 

have a financial system which rewards activity. 

 

This leads us to the final challenge which is the introduction of changes into 

the welfare system that would bring about a more dynamic labour market. 

 

The welfare bridge available in many member states which provided the 

opportunity for people to move off benefits into self-employment from a 

period of time protecting their previous position with benefits warranted 

further investigation in Germany.  The need to ensure that no-one was worse 

off when starting up in business than when they were on benefits was 

recognized.  Finally, government itself could provide an element of start-up 

opportunity by changing the mechanisms by which it purchased services 

particularly at the local level. 

 

All of the above it was hoped would over the long-term lead to a gradual 

change in the cultural mindsets of decision-makers and the population in 

general in Germany. 

 

Three most important lessons: 

 

1. Work on tangible results, the kind that can be shown to the public 

(sell your product!). 

2. Communicate with and make networks amongst people in order to 

collaborate and to get an integrated strategy.  They need to feel 

ownership of the activity. 

3. Don’t give up! 

 

 

The Czech Republic has a complicated legal framework, although a united 

registration point was created which brought together legal and financial 

processes in a simplified framework.  However, many of  staff from public 



16 

administration have a relatively old-fashioned or traditional way of thinking 

not particularly focused on end beneficiaries and quite resistant to change. 

 

A discussion took place about the power of individuals within departments 

and the need to persuade relatively high-level officers or decision-makers 

both with argument but also with recognition that much of the inertia was 

based upon fear of failure.  In order to reduce this fear examples from 

elsewhere in other member states, examples of success from this approach as 

can be seen within the COPIE network will be helpful.  The use of an 

entrepreneurship champions network across departments will assist in the 

delivery of this approach.   

 

The use of enterprise proofing was also discussed.  This allows all new 

policies and practices to be assessed as to its impact on entrepreneurs and 

entrepreneurship and was a relatively simple way of helping to make things 

straightforward. 
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The Czech educational system, rather than being a tool for cultural change, 

is focused on producing employees for large scale production rather than 

entrepreneurs or small scale employees. 

 

COPIE members have good examples of the use of entrepreneurial skills as 

a basis for discussion between both educationalists and business people.  

These skills can be identified and taught and are attractive in a variety of 

settings across civic life. 

 

Czech society has a tradition of valuing ‘good’ jobs in preference to self-

employment.  Indeed, entrepreneurs have historically been seen as rather 

suspicious characters. 

 

Government needs to share more widely the value of entrepreneurs to the 

Czech Republic both in terms of job creation and quality of life in general, 

possibly the use of more positive role models, perhaps celebrating 

entrepreneurs from Czech history, including both local and global names. 

 

Three most important lessons: 

 

1. Find and offer advantages and profits to your partners from theme-

related organisations. 

2. Get in touch with other ministries but never forget to keep strong 

relationships with local stakeholders. 

3. Communicate with stakeholders about your actions continuously 

from the very beginning. 

 

 

Flanders has identified three key challenges: perception of citizens in 

general; the delivery of targeted communication to key groups; and a 

number of particular policy challenges. 

 

Firstly, in terms of perception there was a general challenge about making 

the message of entrepreneurship one that will gain the attention in a very 

competitive marketplace for new ideas (i.e. what will make entrepreneurship 

‘sexy’). 

 

During discussion it was agreed that the use of TV and other mass media 

campaigns to change the idea that failure is a ‘sin’, the need to understand 
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what media your key audiences will listen to and trust and finally, to sell 

human interest stories as much as the details of business practices. 

 

 
 

 

In terms of targeted communication Flanders were looking for ideas about 

how to reach different groups without explicitly labeling them as 

disabled/black or minority ethnic etc.  They were also seeking successful 

ways to communicate directly with specific target groups and in particular 

how they might develop closer co-operation with ground level networks 

specific to the target groups.  Finally, whether or not there were specific 

language or vocabulary barriers that might make current communications 

material inaccessible. 

 

The discussion focused on a clear evaluation of what has worked previously 

in Flanders and what hasn’t.  On looking at the manner in which the private 

sector advertised to specific target groups and whether or not the public 

sector could learn anything about the style of advertising and 

communication that is used, in particular, in the music or clothing or food 
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industries.  Having representatives of the target groups on editorial panels 

and in focus groups is likely to improve success of campaign activity.  

Finally, it was acknowledged that governments have to have an honest 

appraisal about whether or not target groups trusted the government ‘brand’. 

 

The policy level issues included how best to co-ordinate communication 

across departments, how to reduce the administrative burden of becoming a 

employer and how to improve access to staff and finance for those 

entrepreneurs that wished to grow their enterprises. 

 

In the discussion the value of having a mechanism for ‘enterprise proofing’ 

the activity of government was recognized, as was the fact that enterprises 

are not a homogenous group and that start-ups will require very different 

assistance from those already established enterprises and indeed larger 

corporations have very different needs to small and medium sized 

enterprises.  Thus, one approach across all government departments for 

enterprise proofing was not likely to be successful, rather one had to reflect 

the nature of the enterprises most affected by the particular proposed policy 

or service. 

 

Three most important lessons: 

 

1. The need for positive communication of the value of self-

employment. 

2. The need to establish a single policy for communication activity 

that builds in co-operation between central government and local 

policymakers. 

3. The need for a clear vision of what success looks like from your 

communication campaign with defined targets and results. 

 

 

Wallonia had a number of current questions or challenges: 

 

Firstly, how best to evaluate the long-term impact of a campaign. 

The use of longitudinal surveys, omnibus panels (attitudinal surveys 

covering a wide range of subjects carried out for the population as a whole 

either for business audiences or for individuals) and transnational 

evaluations such as the Global Entrepreneurship Monitor were all suggested. 
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Whilst self-employment remained a relatively risky undertaking from a 

strategic point of view Wallonia needed to increase the numbers of self-

employed. 

Government may be able to play a role in lowering the risk for newly self-

employed individuals through its tax and benefits policy and may also be 

able to identify sectors where success is more likely or models of self-

employment where much of the risk has been reduced (such as in 

franchising options). 

 

 

 
 

 

People’s attitudes are determined by some key individuals particularly when 

they are young.  Parents and teachers have an enormous impact but how best 

can the state influence these two groups. 
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It was agreed that governments need to understand through research what 

motivates both parents and teachers, what would make them become useful 

change agents and then resource needs to be allocated towards effecting such 

change.  There are a number of examples both in Wallonia and elsewhere 

where teachers had been used as such change agents and a thorough 

evaluation of what worked and what did not work would be very useful.  

The COPIE education group has covered some of these issues. 

 

 

Wallonia wishes the population at large to become more enterprising and 

recognizes that this is different to the development of individual enterprises.  

In the context of trying to stimulate people to be more enterprising, is it 

possible that teachers can in fact be a block (as they can on occasion enforce 

the application of set rules rather than assist pupils to think creatively). 

Cultural change cannot occur in a sustainable manner without an educational 

system that in broad terms at least supports the direction of travel.  Teachers 

in a number of regions have become real advocates for entrepreneurial 

change, usually since the behaviours that support  entrepreneurial activity 

are in many ways key competences for a successful adult life (good self 

awareness, ability to work with others, strong communications skills, 

effective planning).  The adoption of these entrepreneurial behaviours within 

the curriculum has been effected in a number of regions in Europe as 

outlined in COPIE’s education group. 

 

How can we be sure that entrepreneurs are well-advised? 

This is clearly a very broad issue but in terms of cultural change, ensuring 

some form of feedback directly from the customers of the business advisers 

(either through an online scoring system such as that adopted by many 

private sector service providers, or an independent audit) and the 

accreditation of business providers which specifically takes account of the 

different needs of different target groups will both ensure that you have a 

clear understanding of whether or not specific groups are receiving 

satisfactory service. 

 

How can government ensure it is flexible enough to communicate with new 

target groups as economic circumstances change? 

Over a period of time groups that were previously marginalized may become 

less so and certainly individuals within those groups will wish to access 

mainstream services.  It is thus vitally important that government creates a 

clear route from outreach and early stage dedicated resources for specific 
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target groups to a position where mainstream services may be appropriately 

accessed.  These mainstream services will clearly need to understand the 

business models and styles of specific communities and take these into 

account.  Equally, new groups may become prioritized and it is important 

that governments sponsor sufficient market research to understand the 

demographic profile of the entrepreneurial sector of their economy. 

 

The fear of failure either as a self-employed individual or as someone 

considering setting up in business remains a very significant barrier.  What 

can government do in its campaign work to help alleviate this fear? 

Ensure that the market is properly understood, as cash flow is one of the 

most significant reasons for early stage failure, advise groups to start small 

(women are consistently better at this than men).  If it is possible to combine 

paid work with the early stages of the start-up then is a less risky option 

which government could support through its tax system as well as through 

advocacy of such an approach in its communication activity.  Finally, its 

communication should strongly advocate the use of independent advisers 

rather than just family and friends as there is clear evidence that those that 

take such advice are more likely to survive and grow. 

 

Three most important lessons: 

 

1. Avoid the confusion between a job creation strategy and a 

promotion of entrepreneurial culture. 

2. Do your homework first.  Reinventing the wheel not only takes a 

lot of money but also wastes a lot of time, look at tools and 

methodologies that already exist either in your own regions or 

elsewhere. 

3. For long term cultural change mobilize a wide range of potential 

change agents, including teachers, trainers and other key 

stakeholders in the education system. 
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STRENGTHS AND AREAS FOR FURTHER DEVELOPMENT 

 

 

 A variety of statements concerning entrepreneurship were highlighted and  

delegates were invited to indicate their level of agreement with them from 

their own experience  in their country. This list was the same as that which 

was used in the baseline study and this allowed anyone who may have 

difficulty in fully participating from the English version to work off the 

version  translated it into their own language. Each person was asked to 

highlight the top 5 strengths, once everyone had done so the most frequently 

cited areas of good practice were discussed as follows. 

 
 

 
 
 
 
 
 

Annex 2 summarizes the individual choices of those at the meeting, from 

this assessment we refined the areas of greatest commonality and a round 

table discussion took place.   
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STRENGTHS 

 

There was strong consensus across the COPIE partners with the statement:  

“We know whom it is really important to influence (politicians, 

intermediary bodies, service providers, businesses, citizens).”   
 

An extended discussion took place looking at this issue in three different 

contexts: firstly, in the nature of the relationship between government and 

regional authorities; secondly, in the willingness of administrations to 

change; and finally, on the impact of large events upon decision-making. 

 

A Government and Regional Authorities 

 

In the Czech Republic the New Economics Foundation have a very clear 

view of their target audiences, their needs and in what way inclusive 

entrepreneurship can meet such needs.  The Ministry of Labour and Social 

Affairs have been looking for some time at what works from overseas as this 

will help lower the risk of introducing new areas of activity.  In the current 

climate it is also clear that the attraction of resources from elsewhere will 

certainly influence decisions made locally. 

 

In Flanders as in many other regions the political persuasion of individual 

ministers, their previous experience as well as the short-term goals and 

current budget position are all likely to influence the effectiveness of any 

campaign.  The need to understand when it is productive to drive forward an 

agenda and when it is better to more slowly build consensus was confirmed. 

 

In Germany different levels of government have different responsibilities for 

the delivery of entrepreneurship promotion.  Experts can play a significant 

role in the influence of all tiers of government, and on occasion can 

transcend what might otherwise be seen as political differences. 

 

B Administrations 

 

In Wallonia as with many of the other COPIE partners it was recognized that 

large institutions are by their very nature less flexible to change than smaller 

ones.  Anyone wishing to influence larger scale institutions needs to 

recognize that within them there will be departments with their own 

objectives, aims and histories or traditions and proponents for change will 
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need to explicitly offer something that is recognized as valuable by the 

individual departments. 

 

 

 
 

 

 

Notwithstanding this the recent experience in the Czech Republic has 

highlighted the real power of the individual within such systems, the 

identification of these key individuals (not always operating at the most 

senior level) would be invaluable to those wishing to introduce change.  It is 

perfectly acceptable for administrations to create a number of different 

entrepreneurial strategies; some might focus upon particular groups of 

people, such as women, the Roma community; some on particular issues 

such as access to finance or labour; and some on particular geographies, 

urban/rural.  The impact of these strategies may well overlap but to influence 

the decision-makers one has to recognize the driving motivation for the 

original decision – and clearly, in this instance the driving motivations will 

be different. 

 

The numerous tiers within the administration of Flanders meant that a 

significant of time needed to be spent firstly in identifying the appropriate 



26 

decision-maker for the change one wished to effect.  It was also usual that in 

order to deliver actual change several departments or branches within them 

would need to co-operate and often to pool budgets.  The time that this takes 

should not be underestimated.  It is also important to look at how one gets 

parallel systems to genuinely assess whether or not the totality of service 

provision is actually necessary or whether some streamlining should in fact 

take place. 
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C Impact of Large Events 

 

The reaction to an event such as the closure of a plant or factory or the much 

more wide-scale financial crisis can bring very significant changes in 

government policy sometimes at breakneck speed.  However, the 

announcement of such decisions is not always matched by equally fast 

change on the ground – it is the role of government officials and their 

agencies to try to deliver change quickly but also in a manner that sustains 

the market rather than unsettles it.  By way of example, in Asturias, having 

been given the responsibility of drawing together government departments 

under one overall unifying command it actually took from 2003 to 2008 to 

effect this change.   
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WEAKNESSES 

 

We identified three weaknesses in our cultural change activity that we 

wished to discuss. 

 

1 Moving from self-employment to becoming an employer for the first 

time 

 

In most member states the numbers of self-employed individuals are 

significant when compared with the total number of business registrations.  

Quite understandably, significant time and energy is spent on motivating 

individuals to create new businesses.  However, some time and energy 

towards moving the self-employed towards becoming employers would 

bring with it significant economic impacts.  COPIE members will need to 

look at the statistics for their own areas, research suggests that once self-

employed individuals have taken on their first employees the creation of 

additional employment numbers is significantly easier as the employer now 

understands the legal requirements and where to find assistance.  In 

Flanders, UNIZO have developed a particular package www.hrcoach.be for 

just such an eventuality. 

 

 

 

2 We promote the following activities well: use of media campaigns to 

change attitudes 

 

A discussion of how to take targeted campaigns for specific audiences to a 

mass market sparked a conversation of what phases mass market campaigns 

tend to move through.  The three most common stages are: firstly, one which 

makes an emotional connection with the audience; secondly, to make the 

audience believe that they could be in this situation themselves (to normalize 

it); and finally, some form of call to action (i.e. to buy the perfume/car/set up 

in business).  In order to manage a campaign such as this successfully once 

again you need to be able to understand what you are trying to achieve at 

each stage of the campaign and to evaluate your actual performance.  At the 

first stage of the campaign you will want to track attitudes towards 

entrepreneurship and to measure whether or not the population can recall the 

campaign.  At the second stage one might use a diverse range of role models 

to make the activity seem more achievable and at the final stage one would 

have a telephone number or web address where people can take up further 
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advice.  You will need to measure the numbers that actually do take up the 

advice and compare it with market data readily available on the type of 

outcomes you would expect to get from mailshots/radio/tv/press campaigns. 

 

 
 

The question was raised about whether government campaigning activity 

could be associated with commercial channels on TV or radio.  Whilst some 

commercial platforms may not necessarily be to the taste of politicians or 

senior decision-makers the key factor determining which platforms are most 

effective is the degree to which they reach the target markets. 

 

One should be prepared for questions about public money being spent on 

media campaigns, the outputs for such campaigns need to be very visible 

and ideally verified by external experts.  

 

It was also recognized that there is resistance by many in the population to 

what might be seen as social engineering by the government. In the context 

of entrepreneurship promotion,  the value of entrepreneurial   behaviours not 

simply to the economic strength of the area but also in a wider civic life will 

reduce the claim that the government is simply trying to create a population 

whose sole purpose in life is to make money. 

 

  

3 We have a good idea of how long it will take to change attitudes and 

behaviours of our different audiences 
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Asturias has now supported three rounds of activity concerned with 

entrepreneurship promotion.  The current round is the first to have a specific 

budget set for campaign work as this is the first time that clear evidence 

exists to show what might be expected from such an investment.  Previous 

rounds have undertaken promotional activity as part of specific areas of 

service delivery.   

 

 
 

 

A question was raised from Flanders about whether or not the educational 

system could after a period of initial promotional activity mainstream the 

development of entrepreneurial skills and behaviours. It was agreed that this 

was more complicated in the absence on a common curriculum across the 

region or member state, but that the key to success was the recognition of 

specific measurable skills taught in standard universal subjects with the 

assessment of the quality of such provision made as part the general  

inspection of the educational establishment’s  performance. 
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LEARNING POINTS                                                                                 

 

 

Each person attending the workshop was asked to reflect upon what they had 

learned during the 2 days and to distill this down into 2 specific things that 

they would take away with them .Cultural change and campaigns to adapt 

individual attitudes are not interventions with straightforward cause and 

effect relationships that will remain constant across locations or point in an 

economic cycle. However the workshop had provided a real opportunity for 

participants to reflect upon their own current practices and those of others 

and to consider how they might build on what they have learned.  

 

 

 

 

 

Czech Republic 
 

 

 Mr. Filip Kucera, Ministry of Labour and Social Affairs (MoLSA) - ESF 

Management Department (MA OP HRE), Monitoring and evaluation unit, 

Filip.Kucera@mpsv.cz  

 

The two things I have learned during this meeting are: 

 

Firstly, I now have a better knowledge of how to communicate with other 

stakeholders (specifically departments, ministries and business support 

providers) regarding entrepreneurial policies including promotional 

activities (what are the relevant drivers, what is the appropriate timing, what 

assessment of need has been carried out and what are the appropriate levels 

and roles of key individuals); 

 

Secondly, I have learned about the different ways of promoting 

entrepreneurship at a project operating programme or member state level, 

especially including media campaign development and an assessment of the 

current entrepreneurial mindset. 

 

Mr. Daniel Darek, MoLSA - Social Services and Social Inclusion 

Department, responsible for Social Economy Global Grant, 

Daniel.darek@mpsv.cz  
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The two things I have learned during this meeting are: 

 

Firstly, I realized the importance of vertical co-operation and partnership 

with local stakeholders in promoting entrepreneurship; 

 

Secondly, I have become far more aware of the thin line between the 

acceptable objective of promoting inclusive entrepreneurship and what could 

be seen as social engineering. 

 

 

 
 

Ms. Petra Francova, Nová ekonomika, o.p.s
2
., expert in social economy 

development, petra.francova@nova-ekonomika.cz 

 

The two things I have learned during this meeting are: 

 

Firstly, the importance and effectiveness of entrepreneurial education at 

school; 

                                                 
2
 Nova ekonomika is an organization which is running National thematic network on Social economy 

development. 
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Secondly, I like the idea of a clearing house for strategies – it might help in 

the co-ordination of efforts to put inclusive/social entrepreneurship into 

strategies; 

 

Thirdly, the use of TV in campaigning.  

 

 

 

Wallonia 
 
 
Caroline Van Der Linden, Attachée, ESF Agency 
 

 
 
 
The two things I have learned during this meeting are: 

 

Firstly, tips/methodology and ideas that are likely to have an impact during 

the process of the campaign ; 
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Secondly, promoting entrepreneurship must be seen as primarily something 

concerned with working on mindsets and promoting a set of behaviours that 

the overall population should adopt rather than simply a set of economic 

activities. 

 
 
Didier Clarinval, Responsable de l'animation transversale, Agence 

de Stimulation Economique 
 
The two things I have learned during this meeting are: 

 

Firstly, keep it simple and do it step by step; 

 

Secondly, think segmentation of targets and even personalization of 

campaigns; 

 

Thirdly, the discussion of the use of TV programmes was of particular 

interest; 

 

Fourthly, the branding of nova economica was a particularly interesting 

piece of work. 

 
Marine Troisfontaines, Job’in , Marine.troisfontaines@jobin.be 
 
The two things I have learned during this meeting are: 

 

Firstly, what entrepreneurship is at a higher level than my own; 

 

Secondly, that entrepreneurship when fully practiced becomes a 

subconscious state of mind. 

 
 
 
 

Asturias 

 

Ana María Méndez, ana@ceei.es: Expert for the Integrated Business 
Support Service, working for the DG of Trade, Social Economy and 
Self-Employment 
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The two things I have learned during this meeting are: 

 

Firstly, new ways for the promotion of entrepreneurial culture by taking as a 

starting point typical concerns or aspirations that have been identified as 

existing within the target population; 

 

Secondly, key messages oriented towards different audiences are more likely 

to effect change as aspirations may be seen as being achievable. 

 

. 

 

Flanders 

 

Antonio Georgiopalis: 

 ESF Flandersantonio.georgiopalis@esf.vlaanderen.be  

 

The two things I have learned during this meeting are: 

 

Firstly, any communications strategy should be adjusted to reflect the target 

group if we wish to gain maximum benefit; 

 

Secondly, the education system is complex in many of the member states 

and it seems that in some countries despite significant effort there are 

administrative burdens and procedures that mean that effective campaigns 

are less successful than they would otherwise be for people setting up in 

business. 

 

Geert Eggermont: Coordinator Projects UNIZO 
 Geert.Eggermont@unizo.be 

 

The two things I have learned during this meeting are: 

 

Firstly, we all share similar challenges in the promotion and introduction of 

entrepreneurship; 

 

Secondly, we still have a lot of work to do to deepen the awareness of 

services UNIZO has. 
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Joeri Colson ESF-Agentschap Vlaanderen vzw  
 
The two things I have learned during this meeting are: 

 

Firstly, how to see the human resources challenges within the move from 

self-employment to becoming an employer for the first time; 

 

Secondly, the research that has been done on the results of influencing 

primary education. 
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Germany 
 
      
     Bettina Reuter Federal Ministry of Labour and Social Affairs 
 bettina.reuter@bmas.bund.de 
 
The two things I have learned during this meeting are: 

 

Firstly, a lot of possible actions to take which may not lead to one integrated 

strategy approved but may affect attitudes and programmes at different 

levels; 

 

Secondly, how communication and campaigns work – the life cycle – and 

what has to be taken into account when developing a full campaign; 

 

Thirdly, more clarification on the weaknesses and strengths in promoting 

entrepreneurship in Germany.  
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External Expert 
 
Iain Willox     Iainwillox@hotmail.co.uk  
 

The two things I have learned during this meeting are: 

 

Firstly, that there is a thirst for more debate on some key issues like 

understanding how to develop a campaign and measure its progress against 

realistic targets, or further debate on how to influence key audiences; 

 

Secondly, in order to satisfy this appetite, there is considerable opportunity 

for COPIE members to share practices after the workshop. 
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PERSONAL PLEDGES OF ACTION 

 

Czech Republic 
 

 

 Mr. Filip Kucera, Ministry of Labour and Social Affairs (MoLSA) - ESF 

Management Department (MA OP HRE), Monitoring and evaluation unit, 

Filip.Kucera@mpsv.cz  

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Share the knowledge gained from this workshop with 
relevant people responsible for promoting entrepreneurship 
in the Czech Republic and invite them to transnational work 
directly. 

2. Include promotional activities in the evaluations of the global 
grant for social entrepreneurship (ESF). 

 

 

Mr. Daniel Darek, MoLSA - Social Services and Social Inclusion 

Department, responsible for Social Economy Global Grant, 

Daniel.darek@mpsv.cz  

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Focus myself more on creating and keeping useful 
relationships as an essential part for creating sustainable 
change with all related partners and authorities. 

 

 

Ms. Petra Francova, Nová ekonomika, o.p.s
3
., expert in social economy 

development, petra.francova@nova-ekonomika.cz 

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

                                                 
3
 Nova ekonomika is an organization which is running National thematic network on Social economy 

development. 
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1. Join (very likely) the COPIE Integrated Business Group. 
2. Look for partners for getting entrepreneurial competencies 

within schools in the Czech Republic. 
 

 

Wallonia 
 
 
Caroline Van Der Linden, Attachée, ESF Agency 
 
AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Ask Iain for more information on the Entrepreneurship Action 
Plan for Wales. 

2. Try to have an impact on the ESF/ERDF Future 
Communication Campaign in disseminating the key 
messages learnt regarding the media campaign. 

 
Didier Clarinval, Responsable de l'animation transversale, Agence 

de Stimulation Economique 
 
AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Analyse the potential of the champion role, particularly in 
terms of:  

• which context 

• where (in institutions, schools, . . .) 

• who (profile). 
 
 
Marine Troisfontaines, Job’in, Marine.troisfontaines@jobin.be 
 
AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. See how to implement and manage an efficient 
communication campaign towards our target group. 
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Asturias 

 

Ana María Méndez, ana@ceei.es: Expert for the Integrated Business 
Support Service, working for the DG of Trade, Social Economy and 
Self-Employment 

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Present all of the actions and ways of working that we have 
discussed in this event to the regional government in order 
that they can take account of this learning for future actions. 

2. There are a number of good examples that the regional 
government could further analyse in order to directly 
implement them in Asturias. 

 

 

Flanders 

 

Antonio Georgiopalis: 

 ESF Flandersantonio.georgiopalis@esf.vlaanderen.be  

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Attempt to ensure that those responsible for developing the 
next structural funds recognize that promoting 
entrepreneurship is a never-ending story that should be 
adopted to meet the needs of our evolving society. 

 
 

Geert Eggermont: Coordinator Projects UNIZO 
 Geert.Eggermont@unizo.be 

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
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1. Take a look at the Asturian programme on the promotion of 
an entrepreneurial culture, in particular, the role of  trade 
unions in this long-standing programme. 

2. Discuss with the ESF agency in Flanders the start of a 
project on the promotion of entrepreneurship for ethnic 
minorities. 

 

Joeri Colson ESF-Agentschap Vlaanderen vzw  
 
AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Focus more on the different types of information which were 
discussed during this workshop when assessing future 
projects in my role as evaluator.   The workshop has 
considerably enlarged my base of expertise. 

 
 

Germany 
 
      
     Bettina Reuter Federal Ministry of Labour and Social Affairs 
 bettina.reuter@bmas.bund.de 
 
AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
 

1. Share the information gained from the workshop with people 
responsible for promoting entrepreneurship including 
colleagues from other ministries and the Lander. 

2. Set up a strategy on how to implement the theme of 
entrepreneurship and transversal co-operation within the 
operating programme of the next structural funds period. 

 
 

External Expert 
 
Iain Willox     Iainwillox@hotmail.co.uk  

 

AS A RESULT OF THIS MEETING, I AM GOING TO . . .  
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1. Capture all the results of the workshop into a coherent report 
for use by COPIE members and their partners. 
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ANNEXE 1 OCCUPATIONAL ROLES AND LEARNING 
OBJECTIVES 

 
 

 

 

 

Czech Republic 
 

 

 Mr. Filip Kucera, Ministry of Labour and Social Affairs (MoLSA) - ESF 

Management Department (MA OP HRE), Monitoring and evaluation unit, 

Filip.Kucera@mpsv.cz  

 

Role in promoting entrepreneurship:  

 

I am responsible for evaluations of ESF Operating Programme so I am 

supposed to prepare recommendations for the implementation of actions for 

entrepreneurship development under ESF including actions for the 

promotion of entrepreneurship. 

 

What I would like to get out of the next two days is: 

 

Information and evidence of the good practice of partners in promoting 

entrepreneurship for the development of entrepreneurship support under 

ESF. 

 

Mr. Daniel Darek, MoLSA - Social Services and Social Inclusion 

Department, responsible for Social Economy Global Grant, 

Daniel.darek@mpsv.cz  

 

Role in promoting entrepreneurship:  

 

This is a relatively small part of the job, I am a civil servant based in the 

Ministry of Labour and Social Affairs in the Social Services Department.  I 

am however responsible for communication with stakeholders and decision-

makers. 

 

What I would like to get out of the next two days is: 

 



45 

Practical things I would like to consider are what works and what doesn’t 

work; functional ways of sharing and co-coordinating competencies in 

promotional activities.  I’d also be interested in understanding whether other 

countries could identify the point at which things started to turn around in 

favour of entrepreneurship and how to engender a competitive way of 

thinking.  Finally, I’d like to compare it with our experience. 

 

 

Ms. Petra Francova, Nová ekonomika, o.p.s
4
., expert in social economy 

development, petra.francova@nova-ekonomika.cz 

 

Role in promoting entrepreneurship:  

 

I am a manager of a project which supports a thematic network for social 

entrepreneurship. 

 

What I would like to get out of the next two days is: 

 

Ideas for how to promote social entrepreneurship in a more effective way 

and a better understanding of how to achieve cultural change for 

entrepreneurs in my region. 

 

 

Wallonia 
 
 
Caroline Van Der Linden, Attachée, ESF Agency 
 
Role in promoting entrepreneurship:  

 

Following projects under Access 1 at ESF Agency for French-speaking 

community. 

 

What I would like to get out of the next two days is: 

 
Get some information on cultural changes to be used in my daily 
work.  Indeed, as part of the communication team within the ESF 

                                                 
4
 Nova ekonomika is an organization which is running National thematic network on Social economy 

development. 
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Agency, I have to work also on cultural changes and Europe in 
general. 
 
Didier Clarinval, Responsable de l'animation transversale, Agence de 

Stimulation Economique 
 
Role in promoting entrepreneurship:  

 

Co-ordination of different actions with regard to mentoring and of different 

programmes as a whole in connection with schools or the SAACE. 

 

What I would like to get out of the next two days is: 

 
I think ASE now has a coherent strategy with schools.  It can be 
improved but my priorities are organized.  In the near future, with 
non-governmental bodies such as JOB’IN we have to think and 
create sufficient energy to develop a number of common actions.  
Our government gave us the mission to do this in ESF but also in 
ERDF activities so I am looking for key messages that could be 
instigated by the different actors coming as they do from different 
perspectives as a result of their funding stream. 
 
Marine Troisfontaines, Job’in , Marine.troisfontaines@jobin.be 
 

Role in promoting entrepreneurship:  

 

Network with and between entrepreneurs and improve their communication. 

 

What I would like to get out of the next two days is: 

 
Good practices from other regions or actors, increasing my 
knowledge base of the subject. 
 
 
 
 
Asturias  
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Ana María Méndez, ana@ceei.es: Expert for the Integrated Business 
Support Service, working for the DG of Trade, Social Economy and 
Self-Employment 

 

Role in promoting entrepreneurship:  

 

I am a business adviser working in European programmes assisting start-up 

enterprises, entrepreneurs and business people and trying to ensure that 

society knows about them and opportunities that exist. 

 

What I would like to get out of the next two days is: 

 

To know other ways for undertaking communication and dissemination in 

the entrepreneurship field.  I think this is the first meeting which will 

exclusively focus on this topic and therefore it is particularly welcomed.  We 

need to strike the balance between expensive and efficient activities and 

increasingly to develop new ideas which are more and more efficient.  I 

would like to pick up some clear messages and actions, identify good 

practices and examples of activity that might be adopted in Asturias.  I 

would like to understand how you bring the target audience along with you. 

. 

 

Flanders 

 

Antonio Georgiopalis: 

 ESF Flandersantonio.georgiopalis@esf.vlaanderen.be  

 

Role in promoting entrepreneurship:  

 

ESF Managing Authority representative for entrepreneurship. 

 

What I would like to get out of the next two days is: 

 

How to link the COPIE tool with actions at the Flanders level and how to 

link ESF and ERDF campaigns. 

 

Geert Eggermont: Coordinator Projects UNIZO 
 Geert.Eggermont@unizo.be 
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Role in promoting entrepreneurship:  

 

Advising on policy making on entrepreneurship and implementation of 

actions and activities including communication, specifically on the role of 

entrepreneurs in society. 

 

What I would like to get out of the next two days is: 

 

Ideas and experiences of value to three specific target groups - 

entrepreneurs, policy-makers and the broad members of the public. 

 

Joeri Colson ESF-Agentschap Vlaanderen vzw  
 
Role in promoting entrepreneurship:  

 

My role is controlling and promoting calls on entrepreneurship and 

entrepreneurial projects and I am commencing drafting the new operational 

programme. 

 

What I would like to get out of the next two days is: 

 

Information concerning communication and cultural projects, a better 

understanding of the shift from unemployment to self-employment and a 

development of the particular language that will address barriers for specific 

citizens and indeed that will assist internal change within government 

departments. 

 
Germany 
 
      
     Bettina Reuter Federal Ministry of Labour and Social Affairs 
 bettina.reuter@bmas.bund.de 
 
Role in promoting entrepreneurship:  

 

Co-coordinating the COPIE network and selling it to policy-makers and 

colleagues from other ministries with responsibility for entrepreneurship and 

to the Lander.  I also have responsibility for the future of the ESF. 
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What I would like to get out of the next two days is: 

 

Good instruments to allow me to do my job and to learn about the good 

practices in other regions and countries. 
 

 
External Expert 
 
Iain Willox     Iainwillox@hotmail.co.uk  
 

Role in promoting entrepreneurship:  

 

Previously Director of Entrepreneurship in Wales, now external expert for 

COPIE, I would like to see inclusive entrepreneurship widely adopted in the 

next structural funds round. 

 

What I would like to get out of the next two days is: 

 

A good discussion and sharing of ideas and an agreement to follow-up with 

individual actions to embed the learning further. 
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ANNEXE 2 STRENGTHS AND AREAS FOR IMPROVEMENT 
 
 

Key: 

 

A – Asturias; W – Wallonia; C – Czech; F – Flanders; G - Germany 

 
 
 
 

Strengths                                                                                                Areas                               
for development 

 
 

 A We have a well understood communications strategy for    CCW 
 our work on promoting an entrepreneurial culture 

 
 GFCCC We know who it is really important to influence (politicians,  
 FWW intermediary bodies, service providers, businesses ,citizens ) 

 
 GC We know what motivates our key audiences        FW 

 
 WC We know what media our key audiences use and trust  FG 

 and we know how best to reach them 
 

 W We have a good idea of how long it will take to change    FFF 
 attitudes and behaviours of our different audiences    CA  

 
 FFC  We have explored opportunities for joint action with  WCG 

other organisations for some of our campaigns 
 

 FFFC We have looked at what other countries and 
 WWCC  regions do to promote Entrepreneurship. 
  
  
     We promote the following activities well :             

         
                                         
                Use of media campaigns to change attitudes    FWWCCG                     
         WA Use of role models  C                                                             
          W   Face to face events G                                                            
        CC   Careers advice 
      FWA  Primary and secondary education CCC                                         
       FW    University and college education  CFW                                   
         W    Test trading FFFG 
WWFFGA Assistance in the start up process  CC                                           
               Property advice F 
          W  Mentoring          F                                                            
  CCWAG  Access to finance FFC 



51 

FFFCC      Access to business information 
               Different industrial sector requirements 
            Moving from self employment to becoming an employer   WWFFA          
                   for the 1st time 
          G  High growth businesses  FFWA                                                                   
Export/joint venture opportunities F 
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ANNEXE 3 –CZECH REPUBLIC PRESENTATION 

Slide 1 

 

COPIE 
Action Planning workshop

„How do we sustain a coherent campaign“

Promoting social 
entrepreneurship in the Czech 

Republic 
November the 23th, 2010

 

 

Slide 2 

 

Context
Traditional division of competencies in the Czech Republic: 

� entrepreneurship policy is under the Ministry of Industry 
and Trade (MIT) 
� promotion of entrepreneurship as such is provided by MIT and 

its service organizations

� employment and social inclusion policies are under 
Ministry of Labour and Social Affairs (MoLSA) � MoLSA
supporting only small part of entrepreneurship – social 
part of inclusive employment entrepreneurship:

� individual disadvantaged entrepreneurs 

� social enterprises
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Slide 3 

 

Promotion of inclusive entrepreneurship

� New individual entrepreneurs supported mainly by Labour

Offices (LO) as an option for unemployed or those who seek for 
better job

� Support in the form of advisory, trainings and a small start-up 

grants, benefits advantages…

� Promotion of these activities provided by LO or by service 

delivering organizations on individual basis when informing the 

target groups on their activities, small ESF projects

� Sometimes extra communication activities as TV spots, 

exhibitions or conferences provided by service organizations in 

case they have extra funds from ESF

� MoLSA or LOs have not launched „a coherent“ campaign under 

pining this way out of unemployment 

 

 

Slide 4 

 

Promotion of social enterprises 

� MoLSA first supported promotion of social economy in the frame of EQUAL 
Initiative as innovative business activities for combating unemployment and 
social exclusion (National Thematic Network, pioneer support of social ent.)

� EQUAL projects had an important role for introducing the social economy –
they raised public awareness significantly, including policy makers, experts, 
regional and local authorities, NGO and LOs

� Social economy categories, definitions were defined for the Czech 
environment and its potential was recognized by stakeholders

� MoLSA decided on creating specific intensive support to the new social 
enterprises and individual entrepreneurs with the aim of increasing 
capacities of social entrepreneurs and also with the aim of testing its 
potential, efficiency and added value for inclusive policies.

� The Social Economy Global grants are funded from ESF and ERDF in the 
form of grants for start-ups.
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Slide 5 

 

Promotion of SE Global grants
Goals: ensure absorption and sustainability of the GG 

support

Activities:
� Support and participation in the SE thematic conferences (3 in 2009, 

1 in 2010)

� Active participation in the meetings of the Labour Offices 

� Active participation in the meetings with regional authorities 

� Communication with applicants and beneficiaries of the global 
grants (advertising call for proposals, seminars, e-mail or telephone 
advisory, web pages, publicity materials) 

 

 

Slide 6 

 

Promotion of SE Global grants

Expected changes in behavior: 

� behavior change - more people to prefer risk instead of
dependency

� rised awareness - more public authorities and private 
companies involved in bussiness/partnership with social 
enterprises

Target groups: most important – world of bussiness, NGOs, 
local authorities, social enterprises, policy makers, 
Labour Offices, partners and disadvantaged people who 
want to start their own business or find a job in the social 
firm
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Slide 7 

 

Promotion of SE Global grants

Results:

� Big interest – a lot of applicants, but just few of them got 
a grant, because of global crisis and

� More people know more about social entrepreneurship 
(we hope…)

Costs:

� Very low– estimate is less then1% of the GG
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Promotion of SE Global grants

Apart from SE global grant, a number o ESF 
projects are aimed at increasing capacities for 
social enterprises and for raising awareness 
about the issue (international cooperation
projects)

The most significant one is the Thematic network 
on social economy development (TESSEA) 
which enables to exchange information between 
MoLSA and TESSEA members and is also 
engaged in changing the environment suitable 
for the SE development. 

 

 

Slide 1 
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TESSEA APPROACH TO PROMOTE SOCIAL ECONOMY

Petra Francová, Nová ekonomika, o.p.s.  
Prague COPIE workshop, 23.11.2010

 

 

Slide 2 

 

Nová ekonomika, o.p.s.

 

 

Slide 3 
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WHO ARE WE

� Public benefit organisation created in 2008

� Post-EQUAL organisation – comes out from the EQUAL  project 
of Novy prostor (we use their websites, publications, furniture 
and computers)

� Consultancy – seminars and advice how to set up a social 
entreprise

� Run the Thematic Network for Social Economy – TESSEA (built 
on National Thematic Network of Social Economy under 
EQUAL)

 

 

Slide 4 

 

TESSEA

 

 

Slide 5 
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TEmatická Síť pro Sociální
Ekonomiku

� Created in 2009 under the  transnational ESF project 

� Partners: School for Social Entrepreneurs in UK and University 
of Matej Bel in Slovakia

� Opinion platform with the aim to promote social economy and 
social entrepreneurship

� 160 members both legal and physical persons

� 5 working groups: definitions, education, finance, impact 
assessment, communication

� Bottom-up and top-down approach

 

 

Slide 6 

 

TESSEA PR and mainstreaming 
activities

 

 

Slide 7 
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System of our work

� Our main target groups: regional public authorities, central 
government, businesses, NGOs, politicians, general public

� Communication differs according to target groups

� Communication with TESSEA members

� Mainstreaming strategy

 

 

Slide 8 

 

Communication with TESSEA 
members

� Website www.socialni-ekonomika.cz

� Newsletter issued once in 3 months

� E-mail with short news once a month

� Annual conferences

 

 

Slide 9 
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Communication with general 
public

� Communicate with journalists – active adressing and 
reacting on their demands

� Best way is to present social entreprises

� Monitoring of mass media – more references

� Issue press releases

� Speak at conferences and seminars
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Lobbying before parliamentary 
elections

� Programmes of the main political parties were analysed with 
regard to social  entrepreneurship

� Their leaders were approached with an offer why and how 
social economy might be implemented into their programmes

� Round table for politicians was organised in a café that is a 
social enterprise – introduction of the theme, 3 social 
entreprises, grant schemes for start-ups, discussion  

� Czech TV shooted the event and the press conference

� Follow-up letter after the elections was sent to the coalition 
parties

� No practical result

 

Slide 11 
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Cooperation with MoLSA

� Recommendation on  changes of Calls for Proposals in 
social economy ESF and ERDF grant schemes 

� Survey among potencial applicants, applicants and 
beneficiaries of social economy ESF and ERDF grant 
schemes 

� Consultations in case of need

� Cooperation with MA transnational projects COPIE and 
Social Economy Network

 

 

Slide 12 

 

Panel discussions in regions

� Aims: awareness raising, gaining regional support, 
encouraging start-ups from structural funds

� Audience: regional and local public authorities, labour 
offices, chambers of commerce, NGOs, local mass media

� Organised in partnership with the committee of regions of 
the NGO council at the Cabinet Office

� Regional authorities provide patronage and premises

 

 

Slide 13 
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Panel discussions in regions

� Fixed format – presentation of 2 regional social 
entreprises, explanation of social entrepreneurship, 
introduction of MoLSA calls for proposals, discussion 

� Always accompanied by a MoLSA officer responsible for 
Call for Proposals

� Regional pressure groups to be created

� Press report issued afterwards

 

 

Slide 14 

 

TESSEA campaign pack

� A set of mainstreaming and campaigning documents and 
templates for TESSEA members 

� Aims: to mainstream social entrepreneurship at regional 
and local level and to empower TESSEA members in 
regions

� Recommendation how to use it

 

 

Slide 15 
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Cooperation with Agency for 
Social Inclusion

� Agency is interested in social economy

� Strategy for social inclusion is being prepared

� I am a member of working group for employment

� TESSEA prepared recommendations for social 
entrepreneuship and inclusive entrepreneurship

� Today is the meeting
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Plans for future

 

 

Slide 17 
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Round tables

� Education: university teachers who teach social economy to 
share information and network

� Finance: financial experts to discuss possible financial 
instruments for social entrepreneurship

� Measurement: experts to share experience with pilot SROI 

� Continuation of panel discussions in regions
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PR activities

� Negotiate  social economy into human rights film festival One 
World

� Create leaflets of good practice social entreprises

� Develop a list of social entreprises – many discussions, difficult 
task

� More articles and events to be published in mass media

� Find one local authority wishing to pilot social economy that can 
be good example for others
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ANNEXE 4 -ASTURIAS PRESENTATION 

 

 

Llanera,   de    2008

Prague, 23-24.11.2010

0 Copie 2. How do we sustain a 
coherent campaign  

 

 

 

 

www.ceei.es

1. Approach to promote entrepreneurship, 
changes in attitudes/behaviours to achieve them

• Changes in attitudes/behaviours

Aim: Asturian people can understand and believe that business

creation as one feasible option for the future

� Against unemployment

� In favour the creation of new jobs and development of
regional economy

� Regional government provides: structures + actions + 
equality in order to reduce risk perception and promote
feasible entrepreneurial initiatives
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www.ceei.es

1. Approach to promote entrepreneurship, 
changes in attitudes/behaviours to achieve them

• Approach

Aim: 
� To disseminate de role played by the Principality of Asturias to

encourage the development of entrepreneurial culture, providing visibility to

their actions.

�To bring active employment policies and economic policies to the target

� Fundamental tool and “one” clear message

Program for the Promotion of the 
Entrepreneurial Culture 2009-2012

 

 

 

 

www.ceei.es

1. Approach to promote entrepreneurship, 
changes in attitudes/behaviours to achieve them

• Approach

� Launching of a new “PFCE/concret action in PFCE” campaign

� Analysis of population response  

� As a result of the information obtained:

� Particular emphasis on some activities

� Adaptation for future campaigns

Campaign linked to PFCE develops over a long period
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www.ceei.es

2. Who are our Key audiences and how 
we try to reach them

• Key audiences

Male
female

1.Transversally, reachs across all
population segments that could cover

Unemployed
Employed
people

Unemployed
Employed

people

Urban rural 
areas

2.Specially focused on: unemployed, youth, self-

employment people, educational stages…

 

 

 

 

www.ceei.es

2. Who are our Key audiences and how 
we try to reach them

• How to reach Key audiences

� Media campagne

� Updating the web emprendeastur

� Development of information materials

� Awareness and motivational activities: including the
Day of the Entrepreneur
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www.ceei.es 7

Support Tools for 

innovative 

companies
University of 

Oviedo

Financial 

Instruments

Education 

System
Intermediary 

Bodies

Entrepreneur 

Women School

Local 

Entities

Business 

Centers

Network

Motivation & 
Awareness 

actions Training
Start up 
support

Consolidation 
support

Ministry of 

Industry and 

Employment

Ministry of 
Industry and 
Employment

Ministry of 
Industry and 
Employment

ACEBA signers

3. Organisations used to deliver our messages

Program for the Promotion of the 
Entrepreneurial Culture 2009-2012

• Organizations

 

 

 

 

www.ceei.es 8

2009 2010 2011 2012 TOTAL 

PERIOD 

Promote entrepreneurial 

culture

3.000.000 3.000.000 3.000.000 3.000.000 12.000.00

0

Promotion and consolidation of 

self-employment

10.500.000 10.500.000 10.500.00

0

10.500.00

0

42.000.00

0

Entrepreneurial Culture 

diffusion and communication

380.000 380.000 380.000 380.000 1.520.000

TOTAL ANNUAL 13.880.000 13.880.000 13.880.00

0

13.880.00

0

55.520.00

0

4. Results and costs

Year 2011: in process of budget management

• Budget: Plan for Dissemination and

Communication of Entrepreneurial Culture
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www.ceei.es

(*) Have been taken into account only the 2000 Entrepreneur Day attendees and 2,000 copies of the Book of PFCE because of 
other actions is not possible to estimate the recipients / beneficiaries.

Program for the Promotion of the 
Entrepreneurial Culture 2009-2012

Ejecution budget 2009ACTION LINESACTION LINESACTION LINESACTION LINES    BeneficiarieBeneficiarieBeneficiarieBeneficiaries /s /s /s /    RecipientsRecipientsRecipientsRecipients    EEEEXECUTEDXECUTEDXECUTEDXECUTED (€) (€) (€) (€)    31313131----12121212----2009200920092009    1. 1. 1. 1. PROMOTION OFPROMOTION OFPROMOTION OFPROMOTION OF ENTREPREN ENTREPREN ENTREPREN ENTREPRENEEEEURIAL CULTUREURIAL CULTUREURIAL CULTUREURIAL CULTURE    20.95620.95620.95620.956    2,8 M 2,8 M 2,8 M 2,8 M      1.1. TRAINING OF ENTREPRENEURS 14.558 0,6 M  Primary Education: Program “Enterprise in My School” 2.259   Obligatory Secondary Education: Program “Young European Business – EJE” 2.893   Young Social Entrepreneur: Program “JES”  567   Bachillerato, Vocational Training: Business Workshops 8.618   Vocational Training: Program “Creation and management of Microbusinesses” 78   University: “University Program” 107   CLINIC- Intensive high-performance course for young people  36   1.2. SUPPORT INSTRUMENTS 6.398 2,2 M  Business Centers (Including Business Seedbeds and SAT Centers 6.398  2. 2. 2. 2. PROMOTIONPROMOTIONPROMOTIONPROMOTION AND CONSOLIDATION OF SELF AND CONSOLIDATION OF SELF AND CONSOLIDATION OF SELF AND CONSOLIDATION OF SELF----EMPLOYMENTEMPLOYMENTEMPLOYMENTEMPLOYMENT        3.3603.3603.3603.360    11,411,411,411,4 M M M M     2.1. PROMOTING AND CONSOLIDATION OF SELF-EMPLOYMENT 2.900 9,1 M  2.2. COLLECTIVE SELF-EMPLOYMENT: SOCIAL ECONOMY 460 2,3 M 3. 3. 3. 3. ENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATION    4.000 (*)4.000 (*)4.000 (*)4.000 (*)    0,6 M0,6 M0,6 M0,6 M     3.1. DIFFUSION AND COMMUNICATION PLAN 4.000  TOTALTOTALTOTALTOTAL    28.31628.31628.31628.316    14,8 M14,8 M14,8 M14,8 M    
 

 

 

 

 

www.ceei.es
4. Results and costs

3. 3. 3. 3. ENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATIONENTREPRENEURIAL CULTURE DIFFUSION AND COMMUNICATION    4.000 (*)4.000 (*)4.000 (*)4.000 (*)    0,6 M0,6 M0,6 M0,6 M     3.1. DIFFUSION AND COMMUNICATION PLAN 4.000  TOTALTOTALTOTALTOTAL    28.31628.31628.31628.316    14,8 M14,8 M14,8 M14,8 M    ACTION LINESACTION LINESACTION LINESACTION LINES    BeneficiarieBeneficiarieBeneficiarieBeneficiaries /s /s /s /    RecipientsRecipientsRecipientsRecipients    EEEEXECUTEDXECUTEDXECUTEDXECUTED (€) (€) (€) (€)    31313131----12121212----2009200920092009    
(*) Have been taken into account only the 2,000 Entrepreneur Day attendees and 2,000 copies of the 
Book of PFCE because from other actions is not possible to estimate the recipients / beneficiaries.

TOTAL PFCE

• Executed Budget 2009

� Cost per beneficiarie (dissemination and communication
effects): 150 €

� Cost per benericiarie (according to total beneficiaries): 21 €
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www.ceei.es

5. Effects of financial crisis for this area of work

• Crisis effects

The crisis has affected to all programmes of supporting
entrepreneurs at global level

� Reduction in budget items ���� Reduction in dissemination plans

…. Currently, working on that

 

 

 

www.ceei.es

6. Examples of media campaigns
events publicity materials

• Good practices

1. Emprendeastur web

2. The Day of Entrepreneur: web+video

3. Information materials: have been delivered during meetings

� The Program for the Promotion of Entrepreneurial
Culture 

� Resources Map
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Llanera,   de    2008

Thanks for your attention!

Ana María Méndez
ana@ceei.es
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ANNEXE 5- FLANDERS PRESENTATION 

www.unizo.be

UNIZOUNIZO

&&

promoting promoting entrepreneurshipentrepreneurship

in in FlandersFlanders BelgiumBelgium

Copie – Prague 23-24 november 2011
Geert Eggermont, UNIZO
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www.unizo.be

Key questions:

- Outline the current approach to promoting entrepreneurship

- What changes in attitudes or behaviours are you really trying to achieve?

- Part of the UNIZO mission & activities

- Who are your key audiences and how do you try to reach them?
- What organisations do you use to deliver your messages?

- UNIZO: profile of members

- What results have you had so far and how much have they cost?

- How has the financial crisis affected this area of work ?

- UNIZO communication
- UNIZO works at target groups and sectors & throug themes
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www.unizo.be

THE MISSION OF UNIZO

UNIZO is the independent organisation of and 
for self-employed entrepreneurs, who run a 

business at their own risk and with their own

capital.

UNIZO aims is to unite, to advice and to 

inform entrepreneurs as well as to defend

their socio-economic and civil interests
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www.unizo.be

THE MISSION OF UNIZO

Of and for

selfemployed
entrepreneurs

- UNIZO = private and non profit organisation

- Member organisation

• Starters, single person company, growth SME’s, 

liberal professions

• Active on the local, regional or international market

• All sectors: retail, industrial, services

- The entrepreneurs themselves run the 
organisation

• Local associatons of entrepreneurs

• UNIZO-regions

• UNIZO national office
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www.unizo.be

Unite, advise
and inform

Unite

• Training and information sessions

• Networking and several activities (promotion 

entrepreneurship, studies – surveys, ..)

Advise

• UNIZO Service Center 24/24

• Personal advise at the regional offices: all 
first line info reguired to run the business

Inform

• A network of website, newsletters and 
magazines keeps all UNIZO members up-to-
date on a daily basis

THE MISSION OF UNIZO
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www.unizo.be

Defend socio-

economic and civil

interests

UNIZO represents self-employed entrepreneurs at 
all places to defend their interests

• Lobbying on political level and at administrations

• Representation in several (social) consultation bodies

• As sociale partner:
- on Belgian federal level: Group of 10
- on regional Flemish level: SECF

In municipalities, Flanders, Brussels, Belgium and 
Europe

THE MISSION OF UNIZO
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www.unizo.be

PROFILE OF THE UNIZO MEMBERS

according sector

• 32%: Horeca/garages/wholesale & retail

• 23%: Construction sector

• 22%: Liberal professions/immo

• 5%: Services/banks/insurances

• 5%: Metal/

chemical

• 4%: Food/

textile

• 11%: Other

according staff

• 39%: without staff

• 35%: 1 to 4 staff members

• 16%: 5 to 20 staff members

• 4%: 20 to 49 staff members

• 2%: more then 50 staff 
members

• 4%: not known
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www.unizo.be

- Baseline: UNIZO enforces entrepreneurs

- Communication & membership campaign
- Website: www.unizo.be

- Z.O.-magazine (95.000 ex – 200.000 readers)

- E-newsletters

- ondernemersTV (entrepeneursTV)

- Daily press releases

- Folders – leaflets - …

- Target group communication

- Schools

- business start ups

- UNIZO Service Center

- Different activities to target groups, sectors & themes

UNIZO - COMMUNICATION
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www.unizo.be
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www.unizo.be
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www.unizo.be

Folders & advertissement

Also UNIZO membership

campaign

• Mailing & marketing actions

(letters/e-mail/…

• Personal letters & contact

• Radio spots

• …
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www.unizo.be

Folders & advertissement: personal witnesses
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www.unizo.be

Folders & advertissement: personal witnesses
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www.unizo.be

folders
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www.unizo.be

Target group communication: schools

Foundation Schools & Entrepreneurship

 

 

Slide 16 

 

www.unizo.be

Target group communication:
business startups

- Online campaign to registred starters www.startersservice.be- Direct marketing actions- Advertissements- StarterspasUNIZO membership in combination withextra promotional offer
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www.unizo.be

UNIZO Service Center
24/24 - 7/7 service line
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www.unizo.be
11/25/2010

UNIZO WORKS AT TARGET GROUPS

1. Candidate Starters

• www.startersservice.be: knowledge platform, advice, online guidance, 
starter mail

• Information sessions, textbooks, …
• Flemish Starters Day (reaches 5,000 candidate-starters)

2.  Starters (0-2 years)

• Starter pass with benefits 

• www.starterscoach.be: mentor project through monthly meetings with 
an experienced entrepreneur

• Experience sharing and information sessions
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www.unizo.be
11/25/2010

UNIZO WORKS AT TARGET GROUPS

3 . Growth Companies

• KMO Contact:

- SME information sessions and conferences

- experience sharing through round-table 
discussions and company visits

- network activities and drinks

- SME Contact Pass

• UNIZO Coach programs

- mentorprojects: monthly meetings with an

experienced entrepreneur

- information folders and online tools

- HRM Coach, Quality Coach, Energy Coach,

Takeover Coach, Innovation coach, ICT coach,

Corporate governance, CSR, ….
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www.unizo.be
11/25/2010

UNIZO WORKS AT SECTORS

113 affiliated sector organizations

• 95 sector organisations from industry, construction, 
distribution, agri-food, services and electro-technical 
professions

• FVIB: umbrella of 18 sector organisations of liberal 
and intellectual professions

UNIZO supports the sectors by:

• defending their interests with the government and at 
social consultations

• giving legal advice and information

• offering sector trainings: e.g. Construction Coach, 
Retail Coach, …

• supporting the secretariat
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www.unizo.be
11/25/2010

UNIZO WORKS AROUND THEMES

1. Doing Business Internationally
• Trainings in export management and export formalities

• Collaboration projects: Go North, Grenswijzer, …

• International luncheons: A taste-of-business

• www.unizo-internationaal.be

2.    Corporate governance
• Buysse Code: code of conduct for adequate 

management

• www.codebuysse.be

3. CSR (corporate social resposability)
• Training, information sessions and publications 

• ‘MVO Loont’ (‘CSR pays off’): support for implementation

• www.unizo.be/mvo
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www.unizo.be
11/25/2010

UNIZO WORKS AROUND THEMES

4. Takeover/handover

• www.overnamemarkt.be: online trade platform 

• www.overnamecoach.be: advice, training and experience 
sharing 

5. Schools & Entrepreneurship
• Learning enterprises in schools
• Suitcase supporting promotion of Entrepreneurship
• Vocational expert’s route
• UNIZO Enterprising School Award

• www.ondernemendeschool.be

6. Psychological help for self-employed entrepreneurs
• www.tussenstap.be: help for bankrupts
• www.zenitor.be: career coaching
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www.unizo.be
11/25/2010

UNIZO WORKS AROUND THEMES

7. Job Channel
• Extra recruitment channel for disadvantaged groups 

(ethnic minorities, people aged 50 and over, the 
disabled)

• www.jobkanaal.be

8. UNIZO Crisis Coach

• Recession survival kit

• Positive solutions to weather the recession

• Recipes for financing, personnel management, 

energy policy,
marketing, government support etc.

• Inspiring examples of successful entrepreneurs

• Information sessions and activities

• www.crisiscoach.be
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www.unizo.be
11/25/2010

UNIZO EVENTS

Day of the Client
• Self-employed entrepreneurs thank their clients for the trust
• Expert’s route

Flemish Starters Day
• Information day for candidate-starters
• 5,000 visitors in five Flemish provinces

Awards
• SME laureate =  election of SME of the year

• ‘SME for Kyoto’ Ambassador= doing business in an energy- and 
environment-conscious way

• Enterprising School Award 

Week of the Entrepreneur
• 2009 theme: Week of the female entrepreneur

Ring your bell on the way to the shop
• Annual campaign to promote shopping while riding bicycles
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www.unizo.be
11/25/2010

ADVANTAGES OF THE UNIZO MEMBERSHIP

Free annual subscription to:
• UNIZO Entrepreneurs Net

- national portal site www.unizo.be

- theme-based websites

- regional sites and division sites

- daily news, advice and online tools

• UNIZO Advice & News

- biweekly electronic newsletter

• Z.O. Magazine

- biweekly business magazine for the self-employed 
entrepreneur

- biggest business magazine in Flanders

• Entrepreneur TV
- weekly video reports at unizo.be and msn.be
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11/25/2010

26

ADVANTAGES OF THE UNIZO MEMBERSHIP

Free Advice

• UNIZO Service Centre (24/7)

• Personal advice at regional offices

Free tools

• Model letters and contract

• UNIZO collection service for unpaid invoices

• Free .be domain name and website

• ‘personal finance’ entrepreneurs guide

Discounts

• Trainings and events

• Base business subscription

• Holiday camps ‘Sporta’ and ‘Idee Kids’

• Etc.
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UNIZO

8 Spastraat

1000 BRUSSELS

Tel: 078 35 39 39

Fax: 02 230 93 54

E-mail: service@unizo.be

Website: www.unizo.be
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ANNEXE 6 WALLONIA PRESENTATION 

 

 

Communicating on job creation in 

Belgium French-speaking 

Community

Action Planning Meeting - CoPIE2

Prague, 23 November 2010

Marine Troisfontaines - Job’In & Didier Clarinval - ASE 

 

 

 

 

1. Regional level

Marshall Plans - Priority actions for the 

future of Wallonia

o 2005 – Marshall Plan 

o 2009 – Marshall Plan 2.Vert 
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Creation of entrepreneurship 

activities in the heart of these plans 

Campaigns for job creation 

 

 

 

 

2. ASE level

2.1. Meeting entrepreneurs 

Events co-funded by ASE

* Starter’s day - http://www.startersday.be/

* Entrepreneurs Forum 2010 - http://www.lfe.be/

* Start-up Fair – Brussels 2010 

http://www.entreprendreondernemen.be/
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One example: Job’In, a Support 

Structure for People Getting Self-

Employed

Entrepreneurs Forum : Starters/Young starters stand 

* Helping young entrepreneurs 

* Encouraging networking 

* Enhancing entrepreneurship  

 

 

 

 

 

Job’In : Breakfast meetings & 

Afterworks

* Networking of entrepreneurs 

* Networking of entrepreneurs and potential partners 

* Keep in touch with entrepreneurs after enterprize 

creation 

 

 

 



89 

 

 

2.2. Honouring entrepreneurs 

* GPWE  - http://www.gpwe.be/

* Entrepreneur Student Contests 

- mini-enterprises 

- young enterprise project 

- start academy 

 

 

 

 

 

Job’In 
Communication on contests, helping preparation of 

applications, honouring nominated and prize-winners 

and success stories  
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Job’In 
Organisation of symbolic events : Job’In tenth 

anniversary, thousandth created enterprize  

* Honouring entrepreneurs 

* Communicating on Job’In 

 

 

 

 

 

Job’In 
Organisation of press events and development of 

journalists network 
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2.3. Emphasizing thematics  

* Annual reports 

* ASE thematic books

 

 

 

 

 

Job’In 

* Three-monthly newsletters 

* Annual reports 

Communicating on Job’In, increase notoriety, 

establish prescriber loyalty  
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Job’In 

Communication content :

* Job creation impact / economic/social/political 

context

* Job’In results 

* Partners : financial institutions, training, …

* Target groups : unemployed with a focus on 

women, youngs, migrants, …

Example : For three years, Job’In keep women entrepreneurship’s rate 

between 51 and 55 % (against 30% national level)

 

 

 

 

2.4. Ensuring visibility on the web    

* Official website 

http://www.as-e.be/ 
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2.4. Ensuring visibility on the web    

* Thematic websites 

- http://www.aidesdirectes.be/

- http://www.tousdesas.be/

- http://www.espritdentreprendre.be/

- http://www.gpwe.be/

- http://www.intelligencestrategique.be/

- http://www.programmeviavia.be/

 

 

 

 

2.4. Ensuring visibility on the web    

* Social network 

- Facebook

ASE & GPWE

- Linkedin 

GPWE
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Job’In 

Website : http://www.jobin.be/ 

* News

* Social and economic news

* Portrait of the month – success story 

Facebook : 180 friends after one month 

 

 

 

 

2.5. Communication within schools     

* Entrepreneurship awarness agents 
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2.5. Communication within schools     

* Annual call for proposals for schools  

 

 

 

 

2.5. Communication within schools     

* Media covered events 

« L’ESPRIT D’ENTREPRENDRE, ÇA SE DISCUTE ! »
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2.5. Communication within schools     

* Media covered trainings

 

 

 

 

Thank you for your attention 

 

 

 

 

 


