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Abstract

» Critical thinking will become one of
the top employability skills in the
workplace however, it remains a
teaching and learning academic
challenge.

» By piloting a storytelling
methodological approach in
embedding critical thinking tools in
the class, students showed high
engagement and improved their
performance in evidence-based
reasoning.

» Students’ assessments and video-
taped reflections are presented and
discussed.
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Manage innovation is the most onserved challenge

% of companies across all industries on how they experience the six common
challenges related to innovation

Lack of innovative ideas

Company culture not

adequately supporting
innovations

Insufficient funding

Lack of internal processes
10 stimulate and manage
innovations

Lack of experience and
structured approach for
commercialization of
innovations

Lack of people inside

company who have skills
to manage innovation
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each of the six
hat companies face in terms of
ompanies across all industries.

allenge is the lack of people
n who have the skills to manage

innovation, followed by the challenge of lack of
experience and having a structured approach to
commercialise. On the other hand, company culture is
ranked is the least common challenge.

KPMG EUROPEAN INNCOVATION SURVEY 2016 | 23

kPG
viewpoint

The most common challenge that
companies observe most often in
terms of innovation are rooted in a
lack of people inside the company
who have skills to manage
innovation.

Partnerships e.g. with academics
or other third parties are a critical
success factor, but they need to
have the nght structures, models
and infrastructure to create added-
value.

Further initiatives that companies
can undertake to increase the
number of skilled people to manage
innovation can be recruitment of
qualified employees, conducting
training focused on innovation
process skills, developing
innovation hubs, or having
employees fully dedicated to
innovation. For this, a focus on the
right mix of capabilities, capacity
and capital to sustainably drive
innovation is crucial.
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“The most common challenge that companies
observe most often in terms of innovation are
rooted in a lack of people inside the company
who have skills to manage innovation™.

KPMG Innovation Survey Report:23
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Top 10 Skills Employers Want

 COMMITTED TO
IMPROVING THE STATE
OF THE WORLD

Top 10 skills

n 2020

Complex Probl ing
Critical Thinkin
Creativity
People Management
Coordinating with Others
Emotional Intelligence
Judgment and Decision Making
Service Orientation

Negotiation

Cognitive Flexibility

in 2015

Complex Problem Solving
Coordinating with Others
People Management

Critical Thinking

Negotiation

Quality Control

Service Orientation

Judgment and Decision Making
Active Listening

Creativity
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Source: Future of Jobs Report, World Economic Forum



What the Future Brings for the
Workforce
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Etymology

The word ’critical’ derives
etymologically from two
Greek roots:

“kriticos™ (meaning
discerning judgment)

“kriterion™ (meaning
standards, the basis for
evaluation)

Etymologically, then, the

word implies the
development of
"discerning judgment

based on standards.“

KOITIKOG

kritikos / able to discern

Erasmian Pronunciation 9 LOGOS

CRITERION

The basis for evaluation:
this one that decides S,
N
and evaluates| B
)Q'Q
N
S, N

www.wordpandit.com



Critical Thinking
The new version

Creating

VRN .
N g

Application Applying
Comprehension Understanding

Knowledge Remembering

Old version New version

Paul, R. & Elder, L. 2012. Critical Thinking. Tools for taking charge of
your learning and your life. Boston, MA: Pearson Education Inc.


Presenter
Presentation Notes
To succeed, or even to survive, organizations should be able to change and innovate (Brown and Eisenhardt, 1995). 
 Critical for the success of NPD are the activities that take place at the front end of the process (Cooper and Kleinschmidt, 1987; Khurana and Rosenthal, 1998; Henard and Szymanski, 2001; Knox and Mitchell, 2003). 
Yet, despite the wide acknowledgement of the importance of the front end to the success of the NPD process, this stage remains nevertheless unclear, often described in the marketing literature as the “fuzzy” front end, a term first put forward by Smith and Reinertsen (1991). 
Furthermore, a recent review of the NPD and product innovation literature (Page and Schirr, 2008) found that only 5 percent of the 815 articles surveyed concerns the early stage of product innovation and 13 articles - less than 2 percent - were classifiable as primarily concerning international or global NPD (Chryssochoidis & Wong, 1998; Kleinschmidt, et al., 2007; De Brentani & Kleinschmidt, 2004; Ozer & Cebezi, 2010), but these are lacking a focus on the front-end specifically . 
Multinational organizations face additional difficulties in managing the front end because they have to coordinate the data gathering and analysis and the concept development stages for global products across disparate functional and geographic groups (Townsend et al., 2009) and thus the front end within a global context becomes fuzzier. So how can multinational organizations manage successfully the front end?

We need to document the success factors in the global front end and to develop a new integrative framework that provides useful insights to global innovation managers and academics. 


Critical Thinking
Skills

v Information Skills (finding it)

v Interpretation (making sense of
it)

v Analysis (examining it in detail)

v Evaluation (assessing its
quality)

v Inference (reading between the
lines)

v' Explanation (making sure you
and others understand it)



Storytelling
In Teaching




Pedagogy of Storytelling

|

v' Student engagement

v' Deep reflection




Definition

Story is a narrative of
connected events, real or
imaginary, and contains:

v a plot with a beginning,
middle and resolution,

an inciting incident/conflict
a protagonist,
an antagonist

setting




Storytelling Principles
M PLOT

TITLE:
RISING ACTIO AUTHOR:
FALLING ACTION
.V
[ CONFLICT <
\ k|
T / RESOLUTION
EXPOSITION PROTAGONIST vs. ANTAGONIST |
Satting: "
Siuationchimate;
Characters: . - )
THEME

Thompson, 1997; Escalas, 1998; Woodside et al., 2008.
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A Pilot Initiative




The Context



BS 6203
Entrepreneurship in an
International Context


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 


BS 6203 Learning Outcomes

> e Obtain a critical understanding of the reasons why SMEs
expand to international markets, and the barriers and challenges
of internationalisation for SMEs

> Obtain a critical understanding of the economic,
political/legal, technological and cultural issues and challenges
that surround SME international expansion

> Assess the different internationalisation methods of SMEs
by demonstrating a critical understanding of the different
international modes of entry used by small businesses

> e Contribute to the planning and creation of a formal business
plan for expanding a small business into international markets


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 


BS 6203 Assessment

GROUP ASSIGNMENT TASK 20%

A small-medium enterprise that operates in a local market faces a
problem of stagnant growth and needs to expand internationally
to increase its sales and profits.

The choice of the enterprise lies upon the decision-making of each
group. There are no restrictions upon the market and the industry
in which this enterprise operates. The selection of the enterprise
can be made drawing upon the individual assignments finalized
by each of the students in the group.

Each group needs to study this enterprise, conduct a feasibility
analysis for a target international market for expansion and
propose a well-researched and documented business plan.


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 


BS 7603
Entrepreneurship in an
International Context


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 


BS 7603 Learning Outcomes

Recognize and appreciate the value of entrepreneurship for
economic and social renewal and rejuvenation in a variety of
local and international contexts,.

Recognize and articulate an entrepreneurial opportunity, from
identified need to relevant response through the development of
business model

Demonstrate critical thinking, analysis and understanding of the
growth process of entrepreneurial businesses and role of
founder in the process

Demonstrate an understanding of a variety of internal and
external growth strategies that can be used for the growth of
entrepreneurial businesses.


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 


BS 7603 Assessment

INDIVIDUAL ASSIGNMENT TASK 50%

Students are required to develop a new venture strategy and
business model for launching a new business, which should be
based on an innovative opportunity presented as a written report.


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 
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The Critical Thinking Tools
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Protagonist vs Antagonist
Sources

P I

ress reiease Forbes May 3rd 2018
Challenges and opportunities emerge as
India becomes third-largest consumer market

by 2030 Growth Model Could Cause Problems.
Growth in income will transform India from
Was He Right?

Economist Paul Krugman Warned India’s

a “bottom of the pyramid economy” to
a middle class-led one, with consumer
spending growing from $1.5 trillion today

to nearly $6 trillion by 2030

NEW YORK - January 8, 2019

This report is part of a multi-year project “Future of
Consumption in Fast-Growth Consumer Markets”,
which focuses on the evolution of consumption in
emerging markets, such as China and India

Suparna Dutt D'CunhaContributor

Bain & Co. Leading Consultancy Firm


https://www.forbes.com/sites/suparnadutt/
https://www.forbes.com/sites/suparnadutt/

In Class Workshop (3 hrs)
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Link with Practical
Assignment or
Employability Skills

THEME

Evaluating business opportunity to export in India
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BS 6203 Assessment

GROUP ASSIGNMENT TASK 20%

Strong evidence of critical thinking and application of the Critical
Thinking Tools


Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 
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BS 6203 Group Assessment
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O @ @ : 3/App! : licrosoft MicrosoftE kyb3ds ! : 1%203%20( pie = L '
2.0 Argument Map

Argument map is illustrated by Freeman (1991) as visual representation of structure
of an argument. The context of Argument map in this assignment is to identify the
contents, arguments, critical analysis of the problem that focus on business

expansion in international market.

21:38
16/04/2019 D
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Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 
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The country is one of the most liberal countries in the Gulf
VAT implementation of 5%

Boost of FDI law to rise investments by up to 20% in 2019
(BBC News, 2018; Saadi 2018; Stewart, 2017)

Political

Due to a fast-growing toys and games industry in UAE, the expansion in the territory

. Economic growth predicted to reach 3.2% by 2020

. Inflation is expected to slow down to 2.5 by 2020 as consequence of
the VAT implementation
(The World Bank, 2018)

¢ Multicultural society with 80% of the population composed by
expatriates

*  Growth capital expenditure

. Stable growth of young generation. In 2017, 13.9 % of the total
population were aged 0 to 14 years

(Statista, 2017; The World Bank, 2018)

. Strong governmental support on R&D, technological developments
and innovations
(Al Tamimi & Company, 2017)

should be considered by Le Toy Van by adopting a foreign direct investment
approach focused on a B2C service. Opening a store inside a mall across the
country and investing in the customer experience will, in fact, help its dominance as
well as the chance not just to maintain its operations and business strategy same as

in the UK but also not to amend the firm's capabilities to licensing. Despite



Presenter
Presentation Notes
A longitudinal case study (Eisenhardt, 1989; Yin, 2004) was undertaken for a period of two years. This enabled us to understand the complexity and compelling nature of the phenomenon and to investigate it in its natural setting (Yin, 2004). This research strategy is being adopted increasingly in recent innovation research (e.g. Tan & Perrons, 2009; Stuer et al., 2010; Occhiocupo, 2011; Kurkkio et al., 2011). 

Participant observation: global innovation teams’ interactions with the country representatives, senior management, external agencies, and consumers. Field notes, capturing observations and reflections, were generated and informal discussions and email correspondence were also used. 

Interviews: 3 internal expert informants were selected based on their extensive experience (between twelve and twenty years) and their track success record in managing global innovation projects. 
A snowball sample from external experts was also identified to provide the ground for comparative analysis (Miles and Huberman, 1994). 5 external experts were identified taking into consideration the geographical scale of their activities, the sectors they were operating, and their job position (agencies specializing in global branding and global research and innovation covering a wide range of categories from FMCG, pharmaceuticals, automotive, retail and leisure to political, technology, health care and business to business). Job positions held by the external respondents included founding partners, senior inventors, and directors. 

Multinational organizations of the FMCG sector are considered to be a rich research context for the investigation of success factors in the global front end. 
 The large size of the FMCG sector worldwide: The FMCG sector dominates $2.3 trillion worldwide in retail value (Euromonitor International, 2009-10). 
 The high degree of competition among multinationals. 
The need for multinationals to innovate in order to survive (Brown and Eisenhardt, 1995).
The high failure rates of new products
Yet, inherent difficulties exist in gaining sufficient access to people and organizations willing to discuss such issues. (Reid and de Brentani, 2004). 
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Exporting to India for UK has always been an advantage. The goods exports have always
been shot up. In the year 2018, the exporting services went up to a 31.8% and UK was
also the third biggest exporter to India in the year 2015. In 2016, a total of £5.7 billion of
goods were exported to India compared to £2 billion exported in 2003 (Growth Business,

ENTREPRENEURSHIP - GROUP ASSIGNMENT 10

2018). UK has always had a good relationship in the exporting business with India. As the
Brexit is coming in UK needs a solid partner ocutside the EU. UK has always been keen to
promote exporting in India as they have lower tanff rates, rich trading history and is now
more internationally competitive.

Critical Evaluation

There are always risks and disadvantages in any kind of mode of entry and the country a
company is trying to enter. India is a cost aggressive market and cost is a critical thought
for customers. A company should first research about the market in the country where
they are planning to expand. One of the important aspect to be considered is the import
duty. In India there is usually 35%, after including the further taxes. As we will be doing
direct exporting there are some risks which we would have to undertake. The
documentation, logistics of shipments and strategies are all our responsibilities. There can
also be issues with the importing procedures. Not only the paperwork, but there can also

21:46
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are situated has a rapidly growing target consumer base.

Moreover, much like everywhere else in the Western world, there is an added interest
and passion within large parts of the population regarding healthy eating and exercise
(Rogerson, 2017). This gives the market an even greater reach in terms of potential
customers as vegan food often fits the profile of clean, healthy eating (Radnitz,
Beezhold and DiMatteo, 2015). Also, a research survey by the Food Standards Agency
(2018) suggests that people would gladly dine at a vegan restaurant if their partnerg

a friend from their particular group suggested it.

The issue here mirrors a rather basic simple economic problem whereby there is a
danger that demand could outstrip supply. It has suggested by Cherry (2015) and
Tsine (2016) restaurants are extremely rare and Griffin (2017) goes further to suggest
that there is an abundant shortage of vegan restaurants in large parts of the UK. This
research suggests that there is a major hole in the market, meaning that there are

potentially many current vegans, together with future vegans not having the sufficient

SIMPLY VEGAN
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Is anybody eise having trouble finding a dress!T?
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As at can be seen 1n some discussions by brides-to-be above, finding the perfect dress that
ticks all the boxes in terms of style, fit, budget and overall look for that special day can be
daunting as growing up, women tend to have an image of how they would like to look like on
their special day and with this in mind, finding a gown that matches up to that imagina

can cause frustration and take the fun out of wedding planning and in turn cause most brides
to settle or pay more than they budgeted. This 1s supported by a survey that showed up to
89% of couples have set a wedding budget, however, 35% of these recorded to have gone

over that budget (Gaille, 2018).

** FEATURED APPLICATION UI THAT HAS BEEN USED FOR 3
DEMONSTRATION IN THE REPORT IS BASED ON THE OCCASION WEAR
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Internet, check social networks, and find all kKinds of information. However, still,
for one reason or another, there are many older people who have trouble
learning how smartphones work (Perez, 2018). Although they do not have much
practice with technology, this does not mean that they cannot access to it. In
today’s increasingly digital world, many visits with parents or grandparents are

punctuated with questions about technology (Brookdale Senior Living, 2018).

A smartphone is a very practical tool for seniors to communicate with family or
friends, use location services, easily access their bank accounts, and keeping
them up to date by reading global news. You are never too old to leam
something new, even if it is about technology. However, in the e\-rer—changingo
digital times, it is difficult for seniors to learn how to use new devices on their

own (Vaamonde, 2018).

There are 50,658,679 over 65 years old people in The United States (Census,
2019). A vast majority of Americans own smartphones in a wide range of
demographic groups. A fotal of 46% of seniors declare that they own a
smartphone (Pew Research Center, 2018). As many as 77% of them reported
that they require assistance when they try to learn how to use a smartphone
(No Isolation, 2019). Therefore, we can estimate that a total of 18,014,143
elders in the US reported that they need support on learning how to use their

smartohones.
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Learnings

Don't confuse opinion with fact.

When others make a claim, don't accept it without supporting
evidence.

Even then, look for contrary evidence that is omitted.



Reflections
Learnings



Personal Reflections-Learnings

For instructor:

v Well developed story with beg middle and
resolution and an inciting incident

v' Oral vs written story

v" With emotional impact

v Original to the student (Aha moment!)
v'Connect the resolution of the story to the
business practice (how do the students benefit
from critical thinking in their work place?)
Discuss examples....

For students:
vImmerse into the experience

v'You own the responsibility of
learning

v'Do not be afraid to reflect and
experiment

class is a safe environment after all!

v'Have fun
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