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	[In this short paper our venture CleanComfort is assessed and described by the use of lessons learned from the cases and academic readings from the Cases in Entrepreneurship course.]


Introduction

We have all been there, we have all experienced it, sometimes even a couple of times a week. When we are travelling, going out or visiting unfamiliar places. It can happen when your hanging out with your friends, when you are at large events, in restaurants and cafeteria’s, or even at your university: visiting unhygienic restrooms. It’s an situation which cannot be avoided. When nature calls we have to go. And what happens when this call of nature comes, and we are finding ourselves in situations where restroom hygiene is unsure? We try to ignore it by not going to the restroom, or when we do go, our visit is mostly an unpleasant one. With our venture’s product these days are over. Restroom visits are never going to be uncomfortable or unhygienic anymore. Our product gives the costumer the certainty that they can answer nature, anytime, anywhere in a hygienic environment. 

This product, which will fill in these consumer needs, is CleanComfort. A small toilet seat disinfectant spray, which can be kept in a purse and is very easy to use. Our ventures goal is to bring CleanComfort to the consumer. We want to sell CleanComfort at public restroom areas, like at festivals and events. But also in camping-site stores, online and eventually in retail stores. Trough extensive marketing, sales and smart production we will try to make our venture profitable.

Having a good idea is enough to start a venture. But to make a venture profitable and sustainable more is needed. In this paper several aspects of our venture will be addressed to find out how our product can bloom into a fruitful business. First the venture will be assessed. How did we came here, what are we doing and how are we doing it? How do cases and academic readings guide us in the right direction? Hereafter prescriptions about our venture will be made by using lessons learned from academic readings and cases from the course Cases in Entrepreneurship. What can we do better or where can we use this knowledge to our benefit? Finally this paper will end with a conclusion summarizing the findings from this paper.
Assessing the venture

Before we started our venture, we first had to came up with a profitable idea. In the beginning our team had difficulties finding the right idea to pursue. The team had been brainstorming, they were talking to acquaintances  and  looking around for a problem and a solution. When we were busy trying to connect the dots in finding the right idea, our strategy was to actively search for opportunities. When we eventually came up when an idea, the discovery of this idea happened according to the article of Baron (2006). By the use of cognitive frameworks by one of our team members, he was able to identify a problem and come up with a need. The team member in question has a background in sanitary hygiene. Therefore this team member was aware of which products were available for consumer use. When this team member experienced a restroom visit which was unhygienic and without the availability of a seat cleaner, he connected the dots. The team member used the three factors from the framework stated by Baron (2006) and came up with an entrepreneurial opportunity. He was actively searching for opportunities, he was alert to entrepreneurial opportunities and he had prior knowledge  of a certain industry. These three factors led him and the team to the idea of CleanComfort.

The start-up of our venture and our product ComfortClean can best be compared with the start-up from the cosmetic firm; the Jaqua Girls, by the three Jaqua sisters (Hsieh, Nickerson & Zenger, 2007). These sisters set-up their own company after identifying a basic need among woman. After setting-up their venture, they contacted the suppliers they needed and manufactured their product themselves. They designed appropriate cosmetics, packaging and developed a marketing plan. Our venture is similar in that way. We’ve identified a basic need (unhygienic toilet seats), designed a appropriate packaging (the spray itself and the label) and developed a marketing plan.

So on first sight our venture has a basic model. It is true that the development and production of CleanComfort isn’t our biggest challenge. The biggest challenge we face is in creating and executing our marketing plan. In this marketing plan we’ve had to think about how we would be able to sell a toilet seat disinfectant to the consumer? Therefore we’ve had to create a name which was discreet but clear in its purpose. We’ve had to map out who will be our primary clients? Will it be the event promoters or the consumer himself? How are we going to reach them? How are we eventually making CleanComfort a profitable business? All these questions were addressed in our marketing plan. But even after creating the marketing plan, it is still uncertain if our venture will be a success. As Shane (2004) states out, the success of a venture cannot be known in advance, their it depends on future events. One of our goals is to sell large quantities of ComfortClean at festivals, because we think demand there is the highest. But what if festival promoters do not let us sell at their festival? Or what if they do, but none of the festivalgoer’s wants to spend money on ComfortClean? Because consumers are unable to foresee their demand for new products or the usefulness of those products, our prediction may be false and our venture may fail (Shane, 2004).

The strengths of our venture lie in the basic concept of our product. By finding suppliers for our vials, the disinfectant substance and for the label, our product is basically created. The actual assembly of the product can be done by ourselves. So the creation and production are simple. Our biggest weakness however, is our lack of experience as entrepreneurs and the fact that we all have the similar (academic) background. Therefore none of the team members has skills in a certain business fields which could improve the company’s success. Our venture depends a lot on our creativity, our common knowledge and from input from our coaches. This creates a certain amount of uncertainty about the success of our venture in the future. 

One of the ways to tackle this uncertainty is by experimenting with our product. Sull (2004) has created the Iterative Experimentation model. The main idea behind this model is that by experimenting you could reduce uncertainty. This model consists of three stages: (1) formulate working hypothesis, (2) assemble resources and (3) run experiments. In our case the hypothesis is that people will buy ComfortClean when they need to use the public restroom due to its unhygienic toilet seats. We have assembled resources and created a certain amount of ComfortClean vials and now we have to run the experiment. For us the experiment will be at Queensday in Amsterdam, which is a large national festivity. We will try to sell our product directly to consumers in front of public restrooms. This is a good way to find out if people are actually willing to buy our product and if our venture has potential. By conducting this experiment we do not ignore or avoid the uncertainty which surrounds our venture, but we’re trying to manage it (Sull,2004).
Venture’s prescriptions

The success of CleanComfort for now is a mystery. The only way to find out if our venture will be successful is by just ‘doing it’. But there are some prescriptions to keep in mind which could affect our business. When looking at cases and academic readings, several things stand out.

As said before, the biggest weakness of our venture is our lack of experience. When looking at the case of Lean Forward Media [LFM] (Amabile & Winston, 2006), lack of experience can lead to failure of business. In the case of LFM, the owners of the company, Crames and Norton, had a great idea for an interactive DVD but, no prior experience in the field of interactive DVD-entertainment. This lack of experience made them make some wrong decisions which led to higher costs, fewer DVD’s and eventually a failing business. This is one of the dangers we as a venture have to deal with. None of us has experience in creating and selling a product. Therefore there is a possibility that wrong choices will be made which could lead to failure of the venture. The biggest lesson learned from the case of LFM is that it is important to surround you with experienced people. Luckily we’ve got help from our coaches, but also these coaches do not know everything and do not have all the knowledge needed. Therefore we have to try to get as much help as possible from experienced business men or from entrepreneurs and not to save money on quality. One way of doing this is by contacting professionals in the cosmetics/hygienic retail industry and professionals who now a great deal about the market were we are operating in. Currently our team is busy with contacting those professionals to share ideas and to acquire knowledge about the market we’re operating in.

A great danger of entrepreneurship lies in entrepreneurship itself. Entrepreneurship brings in risk for the hope of reward (Messerschmitt & Stuck, 2008). This means that the greatest danger of entrepreneurship arises when things get easy and comfortable. Therefore we as a team must stay active, we must stay busy and be on top of things. We must pursue our entrepreneurial desires. A way of doing this is by committing to our cause and by searching for our natural precursor (Messerschmitt & Stuck, 2008). 
This natural precursor could be anything, like pursuing wealth, the freedom of being your own boss, the responsibilities which arise or to be creative with the limited resources we have. 


At the end of it all we have to find out what we really want to achieve with our venture. Are we doing it for the money or are we doing it to manage our venture? Do we want to become wealthy or do we want to create and lead an organization (Wasserman, 2008)? When it comes to the point where we approach venture capitalist for financing our operation, we have to give away some of our power. Can we do this? As Wasserman (2008) found out, the entrepreneurs who gave up more equity to attract investors build a more valuable company. We have to be aware of this and figure out what is more important to us, wealth or control? Because if we do not figure this out, there is a chance we end up with neither.

Conclusion

Through cognitive frameworks we’ve founded our venture. At first glance it’s a business with a basic structure, but when we look further then that we see a tough marketing strategy behind it. It is a business model were almost every step lies in our own hands and were total control is possible. But even with those features the chances a failure and success are separated by a thin line. How successful our venture turns out to be is depended of the choices we make. Uncertainty is always an issue, but through market research and experimenting we can eliminate a great deal of this uncertainty. We have to keep in mind that we are inexperienced and therefore get input from professional there where needed. When we stay alert, active and figure out what our personal goals are, this venture can become a profitable business.
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