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An introduction 
to Sustainable  
Entrepreneurship



Introduction

In today's business environment, entrepreneurs 
are called upon to consider the long-term impli-
cations of social innovation and business strat-
egies and to practice business ethics that prior-
itise the long-term health of society. Through 
sustainable entrepreneurship, individuals and 
companies can contribute to sustainable devel-
opment by generating new products, services, 
and production processes that reduce social and 
environmental impacts while increasing peo-
ple’s quality of life.¹ Before understanding the 
concept of sustainable entrepreneurship, how-
ever, it is important to define “sustainable devel-
opment”.

The term “sustainable development” first ap-
peared in the UN Brundtland Report in 1987, 
which defined it as “development that meets the 
needs of the present, without compromising the 
ability of the future generation to meet their own 
need”. However, it will not be until 2000, that 
countries came together and signed the United 
Nations Millennium Declaration that started a 
global effort to tackle the indignity of poverty. 
One decade later, these Goals were replaced by 
the Sustainable Development Goals.
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The Sustainable Development Goals were agreed 
by the members of the United Nations in 2015 as 
a universal call to action to end poverty, protect 
the planet, and ensure that by 2030 all people 
enjoy peace and prosperity. The 17 SDGs were 
designed to create environmental sustainability 
and socio-economic balance.1

Entrepreneurs are among the most important 
actors contributing to economic growth.2 Small 
and medium enterprises (SMEs) have an impor-
tant role in increasing employment. 

1  United Nation (no date) Sustainable development goals: United Nations Development Programme, UNDP. Available at: https://www.
undp.org/sustainable-development-goals (Accessed: January 25, 2023).

2  Akkuş, Y. and Çalıyurt, K. (2022) “The role of Sustainable Entrepreneurship in UN Sustainable Development Goals: The case of TED 
talks,” Sustainability, 14(13), p. 8035. Available at: https://doi.org/10.3390/su14138035.

In many countries, entrepreneurs have become 
the backbone of the country’s economy. How-
ever, in the last decade, entrepreneurs have 
demonstrated not only to be driven by economic 
matters but also by goals to protect the ecosys-
tem and act against climate change. Therefore, 
including them in the process of implementa-
tion of the SDGs is crucial for building a sustain-
able mindset from the bottom-up perspective.
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What is Sustainable Entrepreneurship? 

"Sustainable entrepreneurship refers to the discovery, crea-
tion and exploitation of entrepreneurial opportunities that 
contribute to sustainability by generating social and en-
vironmental gains for others in society." 1 It is a necessary 
condition to secure our planet for future generations and to 
reflect the balance between financial and economic results, 
social concerns, and our environments – the so-called 3 P’s: 
People, Planet and Profit. 

What are the 3 P’s? 

The 3 P’s, also known as the Triple Bottom Line, is a business concept that suggests that busi-
nesses should commit to measuring their social and environmental impact, in addition to their 
financial performance, rather than solely focusing on generating profit, or the standard “bottom 
line.” 2 

1  Greco, Angela & Jong, Gjalt. (2017). Sustainable entrepreneurship: definitions, themes and research gaps. 10.13140/RG.2.2.16751.12968

2  Miller, K. (2020) The triple bottom line: What it is & why it's important, Business Insights Blog. Available at: https://online.hbs.edu/
blog/post/what-is-the-triple-bottom-line (Accessed: January 27, 2023).

3  The 3PS of Sustainability (2022) Move to Impact. Available at: https://movetoimpact.com/blogs/the-3ps-of-sustainability/ (Accessed: 
January 27, 2023).

4  Ibid

5  Ibid

People

A sustainable organisation 
provides a liveable environ-
ment through good working 
relationships, attention to 
employee development, and 
shared responsibility. Sus-
tainable organizations do this 
while respecting the rights of 
their own employees as well 
as those in their supply chain.3

Planet

Forward-looking organisa-
tions strive for a healthy nat-
ural living environment and 
take a proactive stance in solv-
ing environmental problems. 
This is reflected, for example, 
in waste recycling policies, 
supplier choice (regional or 
international), and mobility 
modes.4

Profit

To be a viable organization 
it is important to maintain 
a healthy financial position. 
Profitability is the foundation 
of the company, so adding 
economic value is a prerequi-
site for improving the second 
other dimensions.5 

Ecological

Livable Viable

Fair
EconomicalSocial

Sustainable
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What are the global challenges to sustainability? 

6  Global Challenges and Sustainable Solutions (2018) State of Green. Available at: https://stateofgreen.com/en/news/global-challeng-
es-and-sustainable-solutions/ (Accessed: January 26, 2023). 

7  Lindsey, R. (2022) Climate change: Atmospheric carbon dioxide, NOAA Climate.gov. Available at: https://tinyurl.com/2p9hxb8b. 
(Accessed: January 26, 2023).

8  World Bank. "C02 Emissions (Metric Tons Per Capita)." World Development Indicators, The World Bank Group, 2021, https://data.
worldbank.org/indicator/EN.ATM.CO2E.PC

9  Adhikari, O. (no date) Sustainable development and its challenges in developing countries, International Young Nature Friends . Avail-
able at: https://tinyurl.com/2xeku9pm/ (Accessed: January 26, 2023).

Lack of clean, affordable energy and integrated 
energy systems. Scarcity of clean water, rapid-
ly growing mega-cities. Migration as a conse-
quence of war and poverty, and unsustainable 
use of resources. These are some of the challeng-
es in the path to sustainable development today.

While many countries have already made signif-
icant progress and have taken important steps to 
foster sustainable growth and address climate 
change, some countries still struggle to imple-
ment strategies and policies to ensure sustaina-
ble development.6

One of the biggest challenges to sustainability 
is the rapid increase in CO2 emissions.  Accord-
ing to the Global Carbon Update 2021, since the 
middle of the 20th century, annual emissions 
from burning fossil fuels have increased exten-
sively every decade, from an average of 3 billion 
tons of carbon (11 billion tons of carbon dioxide) 
a year in the 1960s to 9.5 billion tons of carbon 
(35 billion tons of carbon dioxide) per year in the 
2010s.7 

Although the commitment of individuals and 
companies for a better and more effective im-
plementation of strategies to mitigate climate 
change, there are still a considerable number 
of businesses in the world that are damaging 
the environment by emitting CO2 into the air. 
According to the World Bank, while some coun-
tries are decreasing their contribution to CO2 
emissions, others have had a dramatic increase 
in the last decade.8

The table below shows the tendencies in the 
countries participating in the projects “Growing 
Green” and “Global Pathway”. According to Olga 
Adhikari, the differences are due to the coun-
tries’ capacity to shift toward clean and renewa-
ble sources. While in developed countries the ef-
forts to reduce environmental pollution and use 
of renewable energy are included in their annual 
government action plans for achieving the 2030 
agenda, most developing countries have harder 
time achieving sustainability due to their lack of 
financial resources to carry out and plan sustain-
able development.9

Despite extensive economic growth and an in-
crease in the quality of life over the last century, 
concern remains that the era of industrialisation 
has had substantial negative effects on the natu-
ral environment and that these effects diminish 
the vitality and sustainability of our economic 
systems. This Toolkit contains educational ac-
tivities that can inspire entrepreneurs of all ages 
to meet the 3Ps of sustainable businesses and 
contribute at safeguarding our planet for many 
generations to come.  

So
ur

ce
: o

ur
w

or
ld

da
ta

.o
rg

Country
Metric tons per 

capita in 1960

Metric tons per 

capita in 2021

Denmark 6.5 5.5

Indonesia 0.2 2.2

Myanmar 0.1 0.7

Vietnam 0.2 3.3

Kazakhstan 10.3 14.4

India 0.2 1.9
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Indonesia
National Context

Indonesia

Indonesia has experienced a strong and 
consistent economic growth of around 6% 
per annum over the past 15 years. Aiming 

to become a high-income country in the 2030s, 
Indonesia has been implementing different 
strategies and schemes, such as the Indonesia 
Green Growth Program, to transform the coun-
try’s economy.1 In spite of this, in 2023 Indonesia 
continued to be listed as the 20th most polluted 
country in the world,2 cutting its population life 
expectancy by two years. Achieving the coun-
try’s 2030 economic goals requires sustained, 
rapid, and inclusive economic growth to provide 
a high standard of living for all its citizens.  

1  Government of Indonesia and Global Green Growth Institute (GGGI) (no date) About us: Indonesia Green Growth Program, Indonesia 
Green Growth Program. Government of Indonesia. Available at: https://tinyurl.com/y56n4jem. (Accessed: 2023).

2  IQAir (2018) “World's most polluted countries & regions (historical data 2018-2021),” IQ Air. 

3  Tirta, A. (no date) Indonesia's SMEs are key to development. how can they grow? World Economic Forum. Available at: https://www.
weforum.org/agenda/2021/09/how-can-indonesian-smes-scale-up/ (Accessed: January 6, 2023).

4  Tunjungsari, Hetty & Selamat, Frangky & Chairy, Chairy. (2021). Sustainable Entrepreneurship in SMEs: The Case of Creative-Indus-
try SMEs in Jambi, Indonesia.

In 2022 the country had over 62 million SMEs 
which equates to one SME for every five Indone-
sians. Ca. 98.75% of these are micro-enterpris-
es,3 making SMEs the business group with the 
largest population in Indonesia, with locations 
scattered across the country. As a result, the In-
donesian government is debating strategies for 
implementing sustainable practices in SMEs. 
Recent studies on sustainability in the country 
concentrated on the interdependence of ecolog-
ical and economic sustainability.4

To implement the 2030 Agenda in the Indone-
sian economy and reduce environmental pollu-
tion, the government focused on implementing 
an ESG (Environmental, Social, and Governance) 
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Indonesia
strategy plan,5 which is a set of non-financial 
performance indicators that assess a company’s 
risks and relationship to the environment and 
society. ESG helps the transition of small and 
large business to sustainable practices, while 
also raises the consumer awareness on their 
consumption and the origin of the products con-
sumed.6 These strategies encourage consumers 
to demand transparency more actively from 
manufacturers while making companies more 
sustainable and goal oriented.

While consumer spending and employee en-
gagement are among the key opportunities for 

5  Shawndefar, M., & Darsa, M. (2022, June 15). Indonesia can consider strengthening ESG policies amid calls for a standardised global 
framework.

6  Ibid

7  OECD. (2022, July 14). OECD-Indonesia Joint Work Programme 2022-2025.

ESG value creation, the country still suffers from 
incumbent adoption barriers on the global level, 
including balancing ESG with growth targets; a 
lack of reporting standards and complexity, in-
cluding regulations; and insufficient attention 
or support from senior leadership.

To overcome this barrier, in 2022 the government 
agreed on a fourth Joint Work Programme with 
OCDE. One of the objectives of this programme 
is to mainstream a responsible business conduct 
as well as support SMEs and entrepreneurship 
policies to create a more sustainable and green 
economic growth in Indonesia.7 
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India
National Context

India

In India, the Central and State governments 
and the public and private sectors have de-
veloped a Sustainable Development Strat-

egy which includes a number of development 
schemes in the social, cleantech (clean energy, 
clean water, and sustainable agriculture), and 
human resources sectors.1 Indeed, India is ex-
pected to begin greening its national income 
accounting, making the depletion of natural re-
source wealth a key component in its GDP meas-
urement.2

However, some of the challenges that India en-
counters while trying to implement the 2030 
Agenda include slower economic growth, 
long-lasting corruption, and inequality. Al-
though cities are growing, transport systems are 
booming and the middle class is growing rapidly, 

1  Indian Brand Equity Foundation. (n.d.). Sustainable development in India.

2  Ibid

3  Gangadharan, S. (2022) SAP brandvoice: How India's eco-entrepreneurs are leading the sustainable business charge, Forbes. Forbes 
Magazine. Available at: https://www.forbes.com/sites/sap/2021/11/10/how-indias-eco-entrepreneurs-are-leading-the-sustainable-busi-
ness-charge/?sh=1b10a5ba74eb (Accessed: January 24, 2023).

there are still vast pockets of poverty in the vil-
lages, the countryside, and the slums in the cit-
ies. The gap between the rich and poor is still 
wide.  

In addition to this, parts of India face drastic 
resource scarcity such as water shortages, with 
many rivers polluted to the point that they have 
become toxic. The villages and poorer parts of 
the cities need investments in sanitation, health, 
and safe drinking water. The rapid increase in 
climate-change induced disasters over the last 
decade has drawn the attention of visionary Indi-
an CEOs and eco-entrepreneurs, who recognize 
the need for business adaptation to contribute to 
India's ambitious sustainable commitment.3
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India
Over time, India's SMEs have evolved into an 
important economic engine. According to the 
Confederation of Indian Industry (CII), India's 
42.5 million SMEs employ approximately 40% 
of the workforce and contribute approximate-
ly 30% of the country's GDP. This prompts the 
government to launch a number of initiatives, 
including Zero Defect, Zero Effect (ZED), which 
aims to create a dynamic ecosystem of multiple 
sustainability drivers by encouraging leading 
companies to take a strong stance on energy use 
optimisation, green building, and waste man-
agement. This shows that the government of 
India recognises SMEs to be amongst the most 
important drivers of India's Sustainable Devel-
opment Goals.4 

4  Ibid

5  Bhatia, Mayank & Jain, Amit. (2014). Green Marketing: A Study of Consumer Perception and Preferences in India. Electronic Green 
Journal. 1. 10.5070/G313618392.

6  Ibid and Tiwari, J. (no date) “Green marketing in India: An Overview,” IOSR Journal of Business and Management [Preprint]. Available 
at: https://doi.org/10.9790/487x.

Studies show a shift in the consumer preferenc-
es who start prioritising green products over 
conventional products as they are growing more 
environmentally and socially responsible.5 As 
a result of the growing base of eco-consumers, 
more individuals and organisations are taking 
advantage of the contemporary Indian market 
scenario by innovating and redesigning their 
products with a green perspective. Many com-
panies in India have now started marking them-
selves as green entities due to government regu-
lations and strategies and as a result of changes 
in the consumer behaviour worldwide.6 
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Kazakhstan
National Context

Kazakhstan

Over the past two decades, Kazakhstan 
has seen impressive economic growth 
driven by the first generation of mar-

ket-oriented reforms, abundant mineral re-
source extraction, and strong foreign direct in-
vestment (FDI).1 In fact, by 2021 the total stock 
of foreign direct investment (by the directional 
principle) in the country totalled USD 166.4 bil-
lion, primarily in the oil and gas sector. Interna-
tional financial institutions consider Kazakh-
stan to be a relatively attractive destination for 
their operations, and international firms have 
established regional headquarters in Kazakh-
stan.

However, its impressive expansion relies upon 
the extractive industry (oil and metals) which 
produces a high use of energy, resulting in sig-
nificant air pollution and other environmen-
tal challenges. Pollution resulting from heavy 

1  World Bank (no date) The World Bank in Kazakhstan, World Bank. World Bank. Available at: https://www.worldbank.org/en/country/
kazakhstan/overview (Accessed: January 6, 2023).

2  Country Environment Note-Kazakhstan; Analytical Report on Climate Change Impacts and Response Measures (Kazakhstan); and 
Climate Risk Management and Adaptation Roadmap. Manila (unpublished consultant’s reports, November). Available on request.

industry as well as poor agricultural practices 
led to a degradation of land and water resources, 
as well as biodiversity loss, impeding develop-
ment in many areas of the country. Kazakhstan’s 
total greenhouse gas emissions in 2011 were ap-
proximately 250 million tons of carbon dioxide 
equivalent, representing the highest per capita 
level in Central Asia and one of the world’s high-
est carbon intensities.2

In order to decrease CO2 emissions and combat 
other causes of pollution, the government has 
prioritised the diversification of the economy. 
In 2012, an economic strategy was outlined for 
the Kazakhstan 2050 Strategy, which considers 
long-term economic strategy, new sources of 
growth, new markets, favourable investment 
climate and development of effective public-pri-
vate partnerships. It also outlines support for 
entrepreneurship initiatives, new approaches 
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Kazakhstan
to social policy and education policy, strength-
ening statehood, and a security-focused foreign 
policy.3

In Kazakhstan, private enterprises and, especial-
ly, SMEs play an important role in the country’s 
economic development. SMEs constitute 98.9 
per cent of all the business entities in Kazakh-
stan, employing around 40 per cent of employ-
ees and generate 31.7 per cent of GDP.4

3  OECD. (2014). Responsible Business conduct in Kazakhstan.

4  World Bank (2011) Financial Reporting by Small and Medium Enterprises in Kazakhstan: Current Status and Policy Options. rep. 
World Bank.

5  OECD. (2014). Responsible Business conduct in Kazakhstan.

To strengthen responsible and sustainable en-
trepreneurship, the government made some 
important changes to ensure that the goals of 
the 2050 Strategy are better implemented, most 
notably by the creation of a new Ministry for 
Regional Development in January 2013 and the 
re-organisation of responsibilities of other min-
istries. Furthermore, a new national agency – 
National Agency for Development – was found-
ed in 2019 with the sole purpose of meeting the 
goals of the 2050 Strategy.5 
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Denmark
National Context

Denmark

Even in a country with a starting position 
as advanced as Denmark, there are cer-
tain measures to be taken to maintain 

and improve sustainable development. 

The Danish Action Plan for the Implementation 
and Follow-up of the 2030 Agenda and the SDGs 
lists the following areas as main priorities: Pros-
perity, People, Planet and Peace. Looking to Pros-
perity and People especially the environment 
and climate pose a big challenge to Denmark. 
One of the biggest challenges is knowing how 
to ensure sustainable development within busi-
ness and economic growth. Related to business 
and entrepreneurship, Denmark has managed 
to have a high degree of decoupling of economic 
growth and resource waste and environmental 
stress. Other issues pointed out have been high 
pollution in cities and lack of waste recycling.1

1  Denmark's Ministry of Finances https://sustainabledevelopment.un.org/content/documents/16013Denmark.pdf. (2017).

2  Ibid, European Environmental Agency (2020) Denmark country profile - SDGs and the environment, European Environment Agency. 
Available at: https://www.eea.europa.eu/themes/sustainability-transitions/sustainable-development-goals-and-the/country-profiles/
denmark-country-profile-sdgs-and (Accessed: January 6, 2023).

Denmark sees itself as a leader in the transition 
to a green economy, sustainable resource use, 
and energy efficiency. As a result, the govern-
ment is committed to pursuing an ambitious 
and efficient green transition while maintain-
ing jobs and competitiveness.2 Denmark has set 
the example with the new global initiative P4G 
- Partnering for Green Growth and the Global 
Goals 2030. This aims to accelerate the imple-
mentation of the United Nations Sustainable 
Development Goals by bringing together the pri-
vate sector, civil society, and government in part-
nerships for green and inclusive growth.

Furthermore, the Danish government developed 
the long-term Energy Strategy 2050 in 2011, with 
the goal of achieving 100% independence from 
fossil fuels in national energy by 2050. 
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Denmark
Intermediate targets include achieving 30% re-
newable energy sources in total primary ener-
gy supply by 2020 (achieved in 2016), and 55% 
by 2030. To achieve 100% renewable energy 
self-sufficiency, the government has allocated 
funds for transportation sector transition and 
increased international cooperation on energy 
supply, among other initiatives.3

In terms of entrepreneurship, the Danish gov-
ernment recognizes that entrepreneurs have 
the potential to be a key driving force behind 
the transition to a greener economy, due to their 

3  Danish Ministry of Climate Energy and Utilities

4  Danish Government (2019) Denmark’s Integrated National Energy and Climate Plan under the REGULATION OF THE EUROPEAN 
PARLIAMENT AND OF THE COUNCIL on the Governance of the Energy Union and Climate Action. Danish Government.

5  OECD Library (no date) Policies to Support Green Entrepreneurship: Building a Hub for Green Entrepreneurship in Denmark 
|, OECD iLibrary. Available at: https://www.oecd-ilibrary.org/sites/55d06352-en/index.html?itemId=%2Fcontent%2Fcompo-
nent%2F55d06352-en (Accessed: January 6, 2023).

capacity to develop and disseminate policies 
and measures that allow green entrepreneurs to 
thrive.4 As a result, the Danish government has 
created several financing schemes to encourage 
sustainable entrepreneurship, including the 
Danish Growth Fund, the Danish Green Future 
Fund, the Danish Green Investment Fund, and 
the Innovation Fund Denmark. The funds sup-
port entrepreneurs, businesses, and researchers 
who have the potential to develop solutions to 
societal challenges while also assisting them in 
transitioning to more sustainable practices.5 
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Vietnam
National Context

Vietnam

Vietnam has one of the world's fast-
est-growing economies in Southeast 
Asia. The economic reform in 1986 and 

the labour allocation from agriculture to the 
manufacturing and services sector are part of the 
country's economic boom. Private investment, 
strong tourism, higher wages, and increased ur-
banization, all support Vietnam’s rapid growth1 
which has generated a pool of opportunities for 
entrepreneurs across the country. As a result, 
the number of small businesses in the country 
increased, representing 96% of the total number 
of businesses and employing 47% of the work-
force. 

However, this growth rate, business opportuni-
ties, as well as the level and nature of entrepre-
neurship differ very much, depending on the 

1  Asia Fund Managers (2023) Vietnam economy, Asia Fund Managers. Available at: https://www.asiafundmanagers.com/us/viet-
nam-economy/ (Accessed: January 6, 2023).

specific regions. The biggest differences are vis-
ibly seen between the megacities and the under-
developed countryside of Vietnam. While in the 
megacities there is a pool of opportunities and 
the standard of living is increasing, many peo-
ple still live in poverty in far-off areas, where the 
basic strategic social infrastructures are insuffi-
cient and underserved. 

The living environment in the biggest cities is 
overloaded; the air and water are seriously pol-
luted; the living space is becoming congested 
and narrow, especially since migration from ru-
ral areas to the biggest cities has no sign of stop-
ping. A sustainable entrepreneurship mindset 
has entered the Vietnam market to bring unique 
ideas to improve the lives of urban residents. 
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Vietnam
However, a study made about sustainable social 
entrepreneurship, revealed that a majority of an-
alysed cases of entrepreneurial undertakings in 
the megacities are profit-oriented and of a truly 
commercial nature in a bid to explore business 
opportunities, while only a minority of analysed 
cases were non-profit and oriented toward social 
initiatives and goals.2

Acknowledging that green growth contributes 
to the restructuring of the economy, in 2021 the 
government of Vietnam ratified the National 
Green Growth Strategy 2021-2030. The strate-

2  Hoang Tien, N. et al. (2019) “SUSTAINABLE SOCIAL ENTREPRENEURSHIP IN VIETNAM,” International Journal of En-
trepreneurship, 23(3), pp. 5–7. Available at: https://www.abacademies.org/articles/Sustainable-social-entrepreneurship-in-viet-
nam-1939-4675-23-2-284.pdf (6 January 2023).

3  Government of Vietnam (2021) National Green Growth Strategy for 2021-2030, vision towards 2050.

4  Ibid

gy aims to restructure the economy to use nat-
ural resources more efficiently while reducing 
greenhouse emissions. This shall improve the 
entire efficiency of the economy so the country 
will be able to cope with climate change, contrib-
ute to poverty reduction, and sustainable driven 
economic growth.3 More specific targets include 
greenifying economic sectors by a thriftier and 
more efficient utilisation of natural and energy 
sources as well as building a green way of life by 
carrying out urbanisation and building the new 
countryside while also ensuring the fulfilment 
of green and sustainable growth targets.4 
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Myanmar
National Context

Myanmar

As a result of nearly five decades of iso-
lationist rules by the Burmese military 
junta (1962-2011) and despite having 

abundant natural resources (oil, gas, gold, rubies, 
copper and teak),1 Myanmar is one of the poorest 
countries in the world with a GDP of 65.09 bil-
lion US dollars.2 However, in the last five years, 
the country has slowly begun to reopen itself to 
the world and allow foreign investment to stim-
ulate economic growth and development.3

The country’s rapid socio-economic growth has 
created a big change in the development of the 
private sector and entrepreneurial ecosystem. 
Entrepreneurship has become a key driver for 
Myanmar’s economic progress. A recent report 

1  Myanmar: Our programmes (2019) Entrepreneurs du Monde. Available at: https://www.entrepreneursdumonde.org/en/country/myan-
mar/ (Accessed: January 6, 2023).

2  World Bank. "Myanmar current GDP." World Development Indicators. The World Bank Group, 2021. Retrieved from https://data.
worldbank.org/indicator/NY.GDP.MKTP.CD?locations=MM:

3  Ibid

4  Sasakawa Peace Foundation (2020) The Role of Entrepreneurship in Closing Gender Gaps in Myanmar. rep. The Sasakawa Peace 
Foundation, Emerging Market Entrepreneurs and Support Her Enterprise.

5  Ibid

indicates that over 95% of businesses in Myan-
mar operate on a small scale (SMEs) and 75% of 
the employment relies on micro and small en-
terprises.4 Furthermore, this change has provid-
ed an opportunity for livelihood development 
and poverty reduction for marginalised groups, 
including women, youth, and disadvantaged 
groups.5

Nevertheless, the way to a stable economy has 
not been easy for Myanmar’s environment. The 
country has relied heavily on natural resource 
exploitation to sustain economic growth, and 
serious environmental issues are emerging, e.g., 
the forest cover has been declining at an aver-
age rate of 1.2 per cent a year, totalling around 
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Myanmar
10 million hectares and the overexploitation of 
fish stocks has contributed to a severe decline in 
Myanmar’s marine fish resources.6 

In Myanmar Sustainable Development Plan 
(2018-2030), the country strives to strike the 
right balance between economic and social de-
velopment, as well as environmental protection 
and sustainability.7 For this reason, the public 
and private sectors joined efforts to promote sus-
tainability among SMEs through the creation of 
initiatives like the Centre for Responsible Busi-
ness  which encourages responsible business ac-
tivities throughout Myanmar as well as working 

6  World Bank Group (2020) Myanmar Country Environmental Analysis, World Bank. World Bank Group.

7  About the Myanmar Centre for Responsible Business (no date) Myanmar Centre for Responsible Business (MCRB). Available at: 
https://www.myanmar-responsiblebusiness.org/about.html (Accessed: January 6, 2023).

8  World Wide Fund for Nature (no date) A sustainable future for Myanmar Industries through the Tha Bar Wa Project, World Wide Fund 
for Nature.

hand-by-hand with organisations such as the 
World Wildlife Fund for partnership relating to 
cleaner production in the food and beverage sec-
tor.8

Despite the work done during the last five years, 
the efforts of the private sector and different 
NGOs to promote sustainable business in Myan-
mar has been shadowed by the lack of infrastruc-
ture and framework that demands business to 
be transparent and committed to environmental 
practices.
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2.1



Educational Methods in  
Sustainable Entrepreneurship

Creative Thinking



Method 1

Invent the Solution

An activity in which the participants suggest new products to address a specific problem.

20-25 People 60 mins12+ Age

	| Index cards

	| 3 Bins

Materials Needed

	| To trigger creativity, collabo-
ration, critical thinking and 
problem-solving.

Objectives

Credits:  The activity was developed based on the hands-on exercise “Two Buckets”. Woos, C. M. (2015). 10 
Hands-On Activities to Spark Creativity and Innovation. VentureWell. https://venturewell.org/open2015/
wp-content/uploads/2013/10/WOOD.pdf
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Preparation

Prepare three sets of index cards as follows:

	| Set 1 - cards with major brand names, such 
as Apple, Google, Coca-Cola, Microsoft, 
IBM, Toyota, etc.

	| Set 2 - cards with product categories, such 
as food and beverage, telecommunica-
tions, automotive, beauty, etc. 

	| Set 3 - cards with problems to solve, such 
as polluted water, a spreading virus, a 
drought, a political coup, etc. 

Put each of the sets in a separate bin. 

Instructions

1.	 Divide participants into teams of three to 
five people. Have each team randomly se-
lect an index card from each of the three 
bins. 

2.	 Tell the participants that they work for the 
company on card number one, they must 
develop a product in the category listed on 
the second card to address the problem de-
scribed in the third card at the same time 
having in mind the company’s mission and 
the current product line. (5 min)

3.	 Give the groups 15 min to develop their 
product and identify the product’ benefits 
and its potential customers (target audi-
ence). 

4.	 Give each group 3 min to present their 
product in plenary. Allow questions and 
suggestions from the floor. (20 min)

5.	 Proceed to debriefing. (20 min)

Debrief

Have the participants seated comfortably, pref-
erably in a circle, and conduct a debrief around 
questions such as:

1.	 Would you buy any of the products listed 
below? Which one? Why? / Why not?

2.	 What challenges did you face in conceptu-
alising your product?

3.	 What does the activity illustrate about 
problem-solving?

4.	 How did you work to complete your task?

5.	 What steps can you identify in the process 
of developing a new product?

6.	 What competences are there necessary to 
develop a new product?

Further Information

Suggest interested participants to check the ar-
ticle “A framework for successful new product 
development” by Nadia Bhuiyan that discusses 
factors and stages for a successful development 
of new products. 

Bhuiyan, N. (2011). A framework for successful 
new product development. Journal of Indus-
trial Engineering and Management, 4(4), 746-
770. http://www.jiem.org/index.php/jiem/article/
view/334/240 
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Method 2

Change the Image of a 
Familiar Situation

In this activity participants transform details in a regular activity from their everyday 
and look for potential business difference. 

20-25 People 1h 25 mins12+ Age

	| Flipcharts paper/whiteboard

	| Markers 

	| Paper and pens sufficient for 
group work 

Materials Needed

	| To trigger creative thinking.

	| To give participants reflection 
that anyone can be a creative 
individual.

Objectives
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Instructions

1.	 Ask participants to name a repetitive ac-
tivity that they often do, e.g., walking 
to school, preparing food, cleaning the 
house, doing laundry, watching television 
etc. (5 min)

2.	 Ask a volunteer to describe their activity 
mentioned in the previous step by giving 
step-by-step details regarding the way they 
carry it out. Write down every single detail 
on a flipchart paper/whiteboard. (3 min)

3.	 Once the participant has given details on 
their activity, divide the participants in 
groups of 4-5 people. Tell the groups that 
in this next step, they will take a normal 
activity presented earlier and change every 
single detail in it so that it becomes differ-
ent. Give the participants an example, see 
Supportive Materials. (2 min)

Give the participants 20 minutes to com-
plete the task. Encourage them to use their 
imagination and advise them to not worry 
about the feasibility and correctness of the 
new details. The most important is that 
these details are as different as possible 
from the original ones. Tell participants 
that details that seem bizarre at first may 
carry a real potential for a business idea 
and that the plenary will identify such ide-
as later in the exercise. (25 min)

4.	 When the time is up, invite each group to 
present their modified activity. After the 
group has presented, ask all the partic-
ipants to identify in the new situation a 
difference that has the potential to become 
a creative entrepreneurial difference (see 
examples in Supportive Materials). Write 
these ideas down on a flipchart paper/
whiteboard. (20 min)

5.	 When all the groups have presented their 
modified activities and possible entrepre-
neurial differences were identified, draw 
the participants’ attention on the diversity 
of the new details and potential business 
differences. (10 min)

6.	 Bring participants in a circle and conduct a 
debrief. (20 min)

Debrief

Conduct a debrief around questions such as:

1.	 What is creativity?

2.	 How is creativity linked to differentiation? 

3.	 Is differentiation important? Why/Why 
not?

4.	 Analysing all your possible entrepreneur-
ial differences, what contribution could 
they bring to the original business? (That 
could be designing a new product, im-
proving a process, being different from the 
competitors etc.)

5.	 What is important in the creative process? 
(Look for answers such as “not dismissing ide-
as that seem bizarre/unfeasible at first", look-
ing outside the norms” etc.) 

Follow Up Suggestions

Follow-up with a presentation how entrepre-
neurs can become more active. Inspire yourself 
from: Robinson, R. (2019). 34 powerful ways for 
entrepreneurs to be more creative. The Balance 
Small Business. https://www.thebalance.com/
more-creative-entrepreneurs-4023945
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Supportive Materials

Example of a normal situation activity:

“One activity that I do often is eating lunch and dinner at a restaurant. The details of completing 
this activity – I walk to the restaurant and when entering, I look around to see if there is an open 
spot and take a seat. I then wait for an employee to come up to me and I ask them what they have 
available to eat. Once I am informed, I will reflect, make my decision, and order. After I order I will 
wait for my meal to be prepared and served. Once served, I will sit and eat my meal, listening to the 
radio or watching television. After I eat, I will ask the employee how much it costs, and pay. Once 
paid, I will take my leave.”

Example of a modified activity:

 “This time around, instead of walking to the restaurant, I will have the restaurant come and pick 
me up, wherever I am. When entering, instead of finding a seat and asking what they have avail-
able, I will immediately walk back into the kitchen, bringing my own ingredients and telling the 
cooks what they are going to prepare for me, and how I like it cooked. Usually, I pay the set price 
afterwards, but this time I have to negotiate the price and pay before the preparation begins. Usu-
ally, I sit and wait for my food, but this time while I wait, I play checkers with an employee. This 
employee is really good at checkers and if I win, I get a free cola, but of course, I lose. When my food 
is brought out, instead of sitting while eating, I go to the dance floor and dance while eating. I have 
already paid, so I can stay and dance for as long as I want or leave whenever I want.”

Potential entrepreneurial differences from the modified activity

1.	 Restaurants pick up their clients: This may not be such a bizarre and unfeasible idea as 
it may seem at first Restaurants can differentiate themselves by offering their customers 
pick-up services.

2.	 Bringing in ingredients: Why not? This could be an option to give customers a new experi-
ence and a way for the restaurant to differentiate itself on the market. 
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Method 3

My Frustrations!

An activity in which the participants find innovative solutions to personal frustrations. 

20-25 People 1h 30 mins12+ Age

	| Flipchart paper

	| Pens

Materials Needed

	| To trigger creative thinking.

	| To find innovative solutions to 
everyday challenges. 

Objectives

35A Collection of Non-Formal Education Methods



Instructions

1.	 Divide the participants in groups of 4-6 
people. Explain that each group will elab-
orate a list of 30 personal frustration, i.e., 
frustrations stemming from their own 
every day, e.g., the taste of the toothpaste. 
Draw the participants’ attention that the 
frustration must be very specific, and they 
should avoid general statements such as 
“the political situation”, or “overall securi-
ty”. (20 min)

2.	 When each group has elaborated their list 
of 30 personal frustrations, give them 25 
min to come up with at least three creative 
solutions for the last five frustrations on 
their list. (30 min)

3.	 Give each group 5 min to present their cre-
ative solutions in plenary and allow ques-
tions from the floor. (20 min)

4.	 When all the groups have presented, pro-
ceed to debriefing. (20 min)

NB: The reason the groups are asked to find 
solutions for the last five frustrations on their 
list is that these most likely were not immedi-
ately thought of and there may be frustrations 
that are not immediately thought of by most. 
Hence, these frustrations may have a real po-
tential for finding a new, creative solution. 

Debrief

Have the participants seated comfortably, pref-
erably in a circle, and conduct a debrief around 
such questions as:

1.	 Why do you think you were asked to find 
solutions to the last five frustrations as 
opposed to other frustrations on your list, 
e.g., the first five? 

2.	 Are any of these ideas doable? Why has no 
one thought about that before?

3.	 What is the importance of creativity in 
business?

4.	 Are there any other life areas where crea-
tivity could be helpful? Which ones? How?

5.	 How can one develop its own creativity?

6.	 What obstacles to creativity could there 
be? How could one address these obsta-
cles? 
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Method 4

Creative Pitch Speech

A fun and creative activity to practise pitching. 

10+ People 45 mins15+ Age

	| Flipchart paper/whiteboard 
and markers, alternatively, a 
projector. 

	| Paper and pens

Materials Needed

	| To stimulate the participants’ 
creative thinking. 

	| To strengthen participants’ 
time management skills. 

Objectives
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Instructions

1.	 Divide the participants in groups of 3-4 
people and have them sit together in their 
groups. 

2.	 Make the participants shout out words 
that are nouns and adjectives. It can be 
anything, e.g., colours, food, animals - 
everything counts! Do not give further 
instructions at this point. Write the words 
down on a flipchart or in a word document 
projected so the participants can see them. 
(5 min)

3.	 When there are enough words (at least 30, 
but it depends on the size of the group), ask 
each group to choose one noun and one 
adjective from the board. Make sure that 
the groups do not choose the same words; 
you can, for example, erase the words al-
ready chosen by a group. (5 min)

4.	 When all groups have chosen their two 
words, give them 10 minutes to prepare a 
one-minute pitch on why the combination 
of their two words is the best thing in the 
world and why the rest of us cannot live 
without this product. Encourage the par-
ticipants to be creative and think outside 
the box. (15 min)

5.	 When the time is up, have each group pres-
ent their pitch. (10 min)

	ª Optional: If the time allows, make another 
round of the activity by asking the groups to 
choose other two words from those remaining. 

6.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

Conduct a debrief in plenary. You can ask:

1.	 How was it? 

2.	 Was it difficult to combine the words? 

3.	 Did you feel the time pressure? 

4.	 Could you have been more creative in your 
presentations? 

5.	 If another round is played: Were you care-
ful when choosing words in the second 
round now that you knew the rules or did 
you go for the challenge?

Follow Up Suggestions

This activity is a great warm-up to any activity 
under the chapter 2.3 in this Toolkit.

Give participants an introduction to Pitching. For 
inspiration, see “Equal Start Trainers Guide for 
Entrepreneurial Education”.  Training Module, 
Day 3 – Presentation of Business Ideas, Session 
2 –  Pitching, page 23, Fora Hvidovre, 2019 http://
intercollege.info/wp-content/uploads/2020/02/
Equal-Start.-Trainers-Guide-to-Entrepreneuri-
al-Education.pdf 
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2.2



Educational Methods in  
Sustainable Entrepreneurship

Entrepreneurial 
Thinking



Method 1

Win as Much as You Can

A negotiation game based on the Prisoner’s Dilemma problem where the participants 
are asked to score as many points as possible. 

16+ People 1h 45 mins15+ Age

	| 4 copies of the Scoreboard

	| 4 copies of the Payoff Schedule 
(or prepare to project it/write it 
on a flipchart paper) 

	| Flipchart paper and markers

Materials Needed

	| To explore collaboration, nego-
tiation, greed and trust. 

	| To give participants reflection 
regarding the relationship be-
tween personal gain and joint 
welfare. 

Objectives
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Instructions

This is a game that is played in 10 rounds. Follow 
the instructions below:

1.	 Tell the participants that this activity is 
called “Win as much as you can” and that 
they should remember and consider this 
throughout the activity. Tell them that they 
will be divided in teams and play a game in 
10 rounds in which each team will choose 
either an X or a Y and mark their choice on 
a Scoreboard (see Handouts). Their choice 
in each round will be scored based upon 
a defined Payoff Schedule (see Handouts) 
where they can either gain or lose points. 
(5 min)

2.	 Divide the participants into four teams and 
have each team take their place in differ-
ent corners of the room.  Give each team a 
copy of the Scoreboard and Payoff Schedule 
(you can also project the Payoff Schedule 
or draw it on a flipchart paper). (5 min)

3.	 Present the teams the following key rules:  

	| Each team must agree upon a single 
choice for each round. The teams have 
two minutes to make their choice.

	| Discussions with the other teams is 
not allowed except before round 5, 
8 and 10. This prohibition applies to 
non-verbal as well as verbal communi-
cation.

	| The teams should keep their choice se-
cret until they are instructed to reveal 
it. (5 min)

4.	 Ensure that the teams understood the rules 
and start the game. For each round give the 
teams two minutes to mark their choice on 
their Scoreboards. When the time is up, 
ask the teams to reveal their choice. Calcu-
late how many Xs and how many Ys were 
chosen in the round. Ask the groups to 

write the result in the column “Group's pat-
tern of choice” in their Scoreboard and then 
calculate their points and balance for the 
round.  Repeat this for 10 rounds. 

	ª Rounds 5, 8, and 10 are considered bonus 
rounds. Before each of these rounds, ask a 
representative from each team to meet in the 
middle of the room and negotiate a strat-
egy for their choices. The representatives 
have 5 minutes to negotiate, and the teams’ 
members are not allowed to interfere. When 
the time is up, give the teams two minutes to 
mark their choice and then calculate their 
points. Draw the participants’ attention that 
the payoff of round 5 will be tripled, the payoff 
of round 8 will be multiplied by 5 and that of 
round 10 will be multiplied by 10 as indicated 
in the Payoff Schedule. (65 min)

5.	 At the end of round 10 ask the groups to 
calculate their final balance and share it 
plenary. (5 min)

6.	 Proceed to debrief.

Notes for facilitators:

1.	 After each round, you may remind the 
teams that the purpose of the game is to 
win as much as they can. Do not say any-
thing more than this. 

2.	 It usually takes a few rounds for partici-
pants to realise that the only combination 
where everyone wins is when everyone 
chooses "Y".  Even if they all agree to do 
this, it is common for one (or more) groups 
to “defect" to an "X" on bonus rounds.

3.	 It is sometimes useful to compare the sum 
of all 4 final scores to the maximum pos-
sible (100 points (25 points per team)).  
In this case, a key debrief point will be: 
"Whom are we scoring: the whole team or 
four separate ones?

43A Collection of Non-Formal Education Methods



Debrief

Conduct a debrief around questions such as:

1.	 How was the game? 

2.	 How was it to make decisions under time 
pressure? 

3.	 What do you think this game was about? 
(Relevant answers could be: trust, communi-
cation, partnership, negotiations, collabora-
tion, competition, winning, common good etc.)

4.	 Does the “you” in “win as much as you 
can” mean you as a team or you as a whole 
group? How did you play the game? Did 
you put your team’s interest first or you 
saw a value in joint gain?

5.	 How does the whole group’s net score com-
pare to the possible net score of 100? 

6.	 How do you think this activity relates to 
entrepreneurship? 

7.	 What could be the effects of competition 
and collaboration in the business world?

Further Information

1.	 This activity is based on the Game Theo-
ry. Read about the Game Theory at: Ross, 
Ross, D. (2021) “Game Theory,” Stan-
ford Encyclopedia of Philosophy. Avail-
able at: https://plato.stanford.edu/entries/
game-theory/#:~:text=Game%20theory%20
is%20the%20study,by%20none%20of%20
the%20agents%20. 

2.	 Read how cultures may affect the ways the 
participants play the game and the lessons 
they may take away from it: Honeyman, 
C., Coben, J. and Palo, G.D. (2009) “Cultural 
Baggage When You ‘Win As Much As You 
Can,’” in Rethinking negotiation teaching: In-
novations for context and culture. Saint Paul, 
MN: DRI Press. Available at: https://open.
mitchellhamline.edu/cgi/viewcontent.cgi?-
filename=16&article=1000&context=dri_
press&type=additional
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Handouts

Payoff Schedule

4 X’s Lose € 1.00 each

3 X’s Win € 1.00 each

1 Y’s Lose € 3.00

2 X’s Win € 2.00 each

2 Y’s Lose € 2.00 each

1 X Win € 3.00

3 Y’s Lose €1.00 each

4 Y’s Win € 1.00 each

Scorecard

Round
Your team’s choice 

(circle)
Group's pattern of choice Payoff Your Balance

1 	 X	 Y 	 __X	 __Y

2 	 X	 Y 	 __X	 __Y

3 	 X	 Y 	 __X	 __Y

4 	 X	 Y 	 __X	 __Y

5
Bonus Round 

(Payoff X 3)
	 X	 Y 	 __X	 __Y

6 	 X	 Y 	 __X	 __Y

7 	 X	 Y 	 __X	 __Y

8
Bonus Round 

(Payoff X 5
	 X	 Y 	 __X	 __Y

9 	 X	 Y 	 __X	 __Y

10
Bonus Round 
(Payoff X 10

	 X	 Y 	 __X	 __Y
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Method 2

Trading Cards

An activity to help participants identify and overcome barriers to entrepreneurial 
thinking.  This activity challenges participants’ mental models and sets the stage for a 
fruitful discussion about entrepreneurial thinking. 

16+ People 1h 30 mins15+ Age

	| Trading Cards (see Handouts) 

	| Cards Value Spreadsheet (see 
Handouts)

	| Pens

	| Paper

	| Timer 

Materials Needed

	| To identify the difference 
between causal and effectual 
thinking.

	| To reflect on how assumptions 
and associative barriers stunt 
creative solutions.

	| To reflect on the importance of 
seeking information.

	| To identify the influence of 
location and networks.

Objectives

Credits:  The activity is based on: Holland, D. (2014, November 6). Why didn’t i think of that? a classroom exer-
cise for developing entrepreneurial thinking. Entrepreneur & Innovation Exchange. Retrieved January 20, 2023, 
from https://tinyurl.com/yck2r8em
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Preparation

1.	 Print and cut a full set of the Trading Cards 
plus several extra cards (see Handouts). The 
extra cards can be duplicates of randomly 
selected cards, or a duplicate set of a per-
son or a year. 

2.	 Arrange all the cards face-down on a table 
in a random order. 

3.	 Print a copy of the Cards Value Spread-
sheet for each team (see Handouts). 

4.	 Write on a flipchart paper/whiteboard the 
Schedule of the Sessions, or project it (see 
Supportive Materials).

5.	 Prepare the room for participants to sit 
with their teams and move around freely. 

Instructions

1.	 Start by telling the participants that in 
this activity they will be working in teams. 
Each team will start with some holdings, 
but the goal of the activity is to maximize 
the value of their holdings by developing 
strategies and participating in a market 
setting with other teams.

Divide the participants in teams of 2-4 peo-
ple, depending on the size of your group. 
The activity is best played with 8-12 teams. 
(5 min)

2.	 Explain the teams that on the table there 
are cards of different values depending on 
the person on the card and the year and 
each team will be allowed to take random-
ly 12 cards. Give each team a copy of the 
Cards Value Spreadsheet. 

Tell participants to note that if a team com-
pletes a full set of cards by collecting all 
cards of a particular year or person, the set 
will have a higher value than the sum of 
the individual cards’ values.  (5 min)

3.	 Explain the participants the schedule 
of the strategy sessions and of the open 
market sessions (see Supportive Materials 
– Session Schedule).  Tell the participants 
that during the activity there will be three 
Strategy Sessions in which the teams will 
develop/revise their strategy of maximis-
ing the value of their holdings and three 
Open Market Sessions in which they will 
attempt to increase the value of their hold-
ings. Make participants aware of the dura-
tion of each session. 

Tell participants that no cards can be trad-
ed, given away, exchanged, or in any way 
changed ownership during the Strategy 
Sessions. They are allowed to discuss strat-
egy, negotiate deals, or gather data, but 
they may not carry out a trade. They can 
carry out a trade during the Open Market 
Sessions. (5 min)

4.	 Allow each team to randomly select 12 
cards and collect the remaining cards. 
Give the start of the first Strategy Session 
and conduct the activity according to the 
Schedule of the Sessions (see Supportive 
Materials). Set a timer of each of the ses-
sions allowing participants know when a 
session is over. (35 min)

5.	 When all the sessions have taken place, 
ask the teams to count the total value of 
their holdings. Assign a participant from 
another team to audit the calculation of 
the score. (10 min)

6.	 Write the score of each team on a flipchart 
papers/whiteboard and determine the 
ranking of the teams. (5 min)
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Debrief

1.	 What strategy did you use? How did you 
determine that strategy? 

2.	 Did you adapt that strategy during the 
game? Why? What feedback from the mar-
ket prompted that change?

3.	 Did you take any risks? Why/Why not? 
What was the motivation driving your 
choices?

4.	 Did you consider any strategies other than 
collecting a year set, collecting a person 
set, or collecting high-value cards? If not, 
why? What restrictions did you place on 
yourself that may have prevented you from 
being more creative?

5.	 Did you consider mergers, alliances, trad-
ing something other than cards (e.g., mon-
ey, candies), increasing the value of your 
holdings by chipping in your own money 
or assets, offering a service (e.g., massage) 
in exchange for cards? 

Use this question to confront the participants’ 
existing mental models and challenge them to 
consider new ones. 

6.	 Did you seek out information from the fa-
cilitator? Did you strive to gather data (e.g., 
number of cards, competitors’ strategies, 
duplicate cards, etc. before deciding your 
strategy? Based on the participants’ an-
swers, stress the importance of analysing 
the environment and developing a fitting 
strategy. 

Tips & Notes for Facilitators

1.	 An important element of this activity is 
that the only stated rule is that participants 
cannot exchange cards during the strategy 
sessions. However, this lack of rules does 
not need to be blatantly emphasised. It is 
beneficial for participants to consider the 
context and need to ask clarifying ques-
tions such as, “can we talk to other teams 
during the strategy sessions?” or, “can we 
trade cards with you?” Due to a lack of set 
rules, “probably” or “I think so” are often 
appropriate responses to these questions. 
The goal is to force them to be entrepre-
neurial in proactively seeking out resourc-
es, such as information or additional cards, 
in order to be rewarded. They should also 
be expected to take some risks without cer-
tain knowledge of the outcomes of their 
actions.

2.	 Throughout the activity, act as a unique 
resource provider of the extra cards and/
or information. Attentive participants 
may realise that there are cards that have 
not been distributed to the teams or that 
there are duplicate cards. These partic-
ipants may inquire about these surplus 
cards. Wait for such inquiries and reward 
inquisitive participants with information 
or cards.

3.	 Walk around the activity room and observe 
the strategies of the teams. The three most 
common strategies are: 1) seek to complete 
a set based on a year; 2) seek to complete 
a set based on a person; and 3) trading 
low-value cards for higher-value cards. 

Feel free to prompt discussions through 
questions such as, “will your strategy still 
work if other teams’ strategies are to….?”
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4.	 Often, teams will have spent time during 
their strategy session discussing trades 
with other teams, so initial trades will hap-
pen quickly. However, with a lack of full 
information. 

5.	 In the market, teams will soon find that 
their strategies may be hindered by the ef-
forts of other teams. For example, a team 
working to complete a set based on a per-
son and a team trying to complete a set 
based on a year will both need the same 
card, but (in most cases) only one team can 
have it.  Consequently, the team who pos-
sesses this card may quickly see the value 
in the rarity of their card which will drive 
up the asking price. Once deals like this be-
gin, the chaos and strategy of the activity is 
amplified dramatically.

6.	 It is possible that one or two teams will 
seek out “creative” collaborative solutions. 
When doing so, they often ask the facili-
tator for permission. While such creativ-
ity and risk-taking should be rewarded if 
implemented, during the activity allow 
for doubt and risk to remain by providing 
somewhat vague answers: a team asks 
if they can partner with another team, 
you might respond with “that may work, 
but…” or “I don’t know, can you really trust 
them?”).

Follow Up Suggestions

Conduct the activity "Trust and Tracing Game" – 
a method to practice business management:

Meijer, S., Hofstede, G. J., Beers, G., & Omta, S. W. 
F. (2006). Trust and tracing game: Learning about 
transactions and embeddedness in a trade net-
work. Production planning & control, 17(6), 569-
583. https://doi.org/10.1080/09537280600866629

Supportive Materials
Session Schedule for Activity

Session
Tim

e
Purpose

Strategy Session #1
8 m

inutes
Team

s develop initial strategy, m
ay negotiate, but no trading.

O
pen M

arket Session#2
8 m

inutes
Team

s attem
pt to increase the value of their holdings.

Strategy Session #2
5 m

inutes
Team

s revise strategy, m
ay negotiate, but no trading.

O
pen M

arket Session #2
5 m

inutes
Team

s attem
pt to increase the value of their holdings.

Strategy Session #3
3 m

inutes
Team

s revise strategy, m
ay negotiate, but no trading.

O
pen M

arket Session #3
3 m

inutes
Team

s attem
pt to increase the value of their holdings.

Handouts

Scan the QR code to 
download:
1.	 Spreadsheet

2.	 Trading Cards
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Method 3

Problem Tree Analysis

An activity in which the participants learn to identify the causes and effects of a problem 
by employing the “Problem Tree” method.

20 People 1h 25 mins13+ Age

	| Flipchart paper

	| Markers

	| Pens

	| Post it notes (at least two col-
ours)

Materials Needed

	| To identify problems in the 
local community and reflect on 
their causes and effects. 

	| To identify problems in the 
community that can be ad-
dressed through a sustainable 
business.

Objectives
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Preparation

1.	 Familiarise yourself with the Problem Tree 
tool. 

2.	 Identify examples of sustainable business-
es started to address problems around you 
(to be used in the Debrief part, if neces-
sary). 

Instructions

1.	 Start by asking participants if they are fa-
miliar with the tool “Problem Tree”. Based 
on their answers, conclude on what a 
“Problem Tree” is and then discuss circum-
stances when a problem tree can be devel-
oped and the importance of doing so. (10 
min)

2.	 Continue by describing the process of gen-
erating a problem tree: the process starts 
with identifying a problem, then its caus-
es, and finally – the short and long-term 
effects of the problem if not dealt with. (5 
min)

3.	 Divide the participants into groups of 4-5 
people. Ask participants to identify in their 
groups a problem which concerns them as 
community members. Make them draw an 
outline of a tree on a flipchart paper. Ask 
them to write the identified problem on 
the trunk of the tree. (10 min)

4.	 Ask participants to identify the causes of 
the problem (why are the problems there?) 
and to write down each cause on separate 
post-it notes.  Ask participants to place 
these on the roots of their tree. If any of the 
causes are interlinked, ask the participants 
to draw a line between them. (10 min)

5.	 Ask participants to identify the negative 
effects of the problem (what may happen 
if the problem is not addressed?) and write 
these on separate post-it notes. Then ask 
them to place the identified effects on the 
branches of the tree. If any of the effects 
are interlinked, ask them to draw a line be-
tween them. (10 min)

6.	 Ask the groups to present in plenary their 
problem trees. Give each group a maxi-
mum of 5 min for their presentation. (20 
min)

7.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

Conduct a debrief around questions such as:

1.	 How can you use the Problem Tree tool in 
your every day?

2.	 Can entrepreneurs use this tool? How? 

3.	 Can you think of any problems around you 
that entrepreneurs have turned into enter-
prises that meet the 3Ps of a sustainable 
business (Profit, People and Planet)? If nec-
essary, supplement the participants’ answers 
with the examples identified by you and let 
them identify the 3Ps in your examples. 

4.	 Could the problem that you identified be 
turned into a sustainable business? How? 

Follow Up Suggestions

Ask participants to develop an Objective Tree 
and, based on that, to propose an idea for a sus-
tainable business. Ask the participants to devel-
op a Business Model Canvas for their business 
idea, showing also how this meets the 3Ps of sus-
tainable businesses.

Further Information

Learn about the Problem Tree and Objective Tree 
at: InterCollege et al. (2020) Project Management 
Module - Growth N’ Value Course for NGO leaders. 
Erasmus+ programme of the European Union. 
Available at: https://ngocourse.eu/module/pro-
ject-management (Accessed: February 2, 2023).
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Method 4

World Café

An activity where the participants analyse a business idea.

20-30 People 1h 55 mins12+ Age

	| Tables and chairs

	| Flipchart papers or paper ta-
blecloth 

	| Markers and pens

	| Snacks and drinks

Materials Needed

	| To reflect upon strengths, 
weaknesses, opportunities, and 
threats of a business idea. 

	| To identify means addressing 
weaknesses and threats in a 
business idea. 

Objectives
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Preparation

1.	 Set up a number of café-style tables with 
paper tablecloths or sufficient flipchart pa-
pers to record the ideas that the conversa-
tion generates. The number of tables will 
depend on the size of your group. 

2.	 Prepare some snacks and drinks for each 
table so participants feel welcome. 

3.	 Place the Guiding Questions at each sta-
tion, or prepare to project them/write 
them on whiteboard/flipchart paper

Instructions

This activity requires that the participants 
have already generated ideas for sustainable 
businesses. Select four-five of these ideas, de-
pending on the size of your group and place 
one idea per table. The selection of the busi-
ness idea can be done beforehand with the 
participants depending on their interests. 

1.	 Divide the participants into groups of four 
and ask each group to take a place at one of 
the tables. Tell the participants that in this 
activity they will move from table to table 
and will have 15 minutes at each station to 
discuss an assigned idea of a sustainable 
business. (5 min)

2.	 Ask the participants to choose one mem-
ber of their group who will remain at the 
table and act as a host to facilitate the new 
discussion, explaining what has been dis-
cussed before.

3.	 Present the participant the guiding ques-
tions for their discussions (see Handouts). 
Amend the questions if necessary. Ask the 
participants to write all their inputs and 
ideas on the paper tablecloth/flipchart pa-
per. (5 min)

4.	 Give the start for the World Café and mon-
itor the timing. When 15 minutes have 
passed ask the groups to move clockwise 
to another table. Continue the activity un-
til the groups have visited all the stations 
and reached to their initial table. (60 min)

5.	 Once returned to their initial tables, give 
the groups 15 minutes to go through the 
inputs and ideas from the other groups 
and prepare a summary. Give each group 5 
minutes to present this in plenary. (25 min)

Debrief

Conduct a debrief around questions such as:

1.	 What this activity has thought you about 
analysing a business idea?

2.	 What does one need to consider when gen-
erating a business idea?

3.	 Are there business ideas that are not worth 
pursuing? Why/Why not?

4.	 What prerogatives are there necessary to 
pursue a business idea?

5.	 What attributes should an entrepreneur 
have to pursue his business idea? 

Follow Up Suggestions

Ask participants to improve the weaknesses of 
the given enterprises and create an advanced 
version.

Further Information

Read how to effectively conduct the World Café 
method at: https://theworldcafe.com/tools-store/
hosting-tool-kit/ 
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Handouts

Guiding Questions

1 What are the strengths of this business idea?

2 Can you identify any weaknesses? If so, how would you address these?

3
Can you identify any risks with such a business idea? 
How would you address these risks? 

4
Can you identify any opportunities regarding this business idea (e.g., potential 
investors, a particular segment of customers, funding etc.)?

5
Are there any challenges that you can already foresee in implementing it? 
How will you address these? 
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Method 5

Pitching Your Business

An activity in which the participants develop and practice an elevator pitch their 
business/business idea. 

10-25 People 1h 10 mins13+ Age

	| Pens and paper

	| Timer

Materials Needed

	| To introduce the elevator pitch 
as a tool to spark interest 
amongst investors/customers.

	| To reflect about unique aspects 
of a business/business idea.

	| To practice an elevator pitch. 

Objectives
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Preparation

Familiarise yourself with what a pitch speech is. 
Optionally, prepare a presentation.

Instructions

1.	 Start the activity by explaining the par-
ticipants that a “pitch” speech or elevator 
pitch is a tool to attract investors and/or 
customers. Tell them that a pitch speech 
is a clear and brief message that sums up 
unique aspects of a product or service, fast 
enough to capture the attention of the lis-
tener. Ideally, an elevator pitch is no longer 
than 30 seconds (the time it takes people 
to ride from the top to the bottom of a 
building in an elevator). The purpose of an 
elevator speech is to spark interest and get 
your audience to ask questions. (5 min)

2.	 Group the participants as per their busi-
ness ideas (or let them work individually if 
that is the case). Ask the groups to imagine 
that they are in an elevator together with 
a prospective investor and they have 30 
seconds to present their business and grab 
the investor’s interest. How will they pres-
ent their business? Share the participants 
the tips below for writing a good elevator 
speech.  

	| Define the problem.

	| Describe your solution.

	| Show your target market.

	| Show how you are different than your 
competitors.

	| Show the strengths of your team.

	| Include a financial summary.

	| Show your upcoming financial goals 
and when you plan to achieve. Show 
your current achievements (if any). 

Give the participants 15 minutes to prepare 
and practice their pitches. (20 min)

3.	 When the time is up, allow the groups to 
pitch their business in plenary. Remind the 
groups that they have only 30 seconds for 
their speeches. Time their pitching using a 
stopwatch. Give extra 5 minutes for ques-
tions/comments/feedback from the floor. 
(25 min)

4.	 When all the groups have presented, bring 
the participants in a circle to debrief. (20 
min)

Debrief

Ask participants:

1.	 Was the exercise easy or difficult? Why?

2.	 How did you feel during the practice?

3.	 Why is it important to have an elevator 
speech prepared?

4.	 What are the key points in an elevator 
speech? 

5.	 Do you think it is more difficult to make an 
elevator speech of a sustainable business 
than for any other businesses? Why/Why 
not?

Follow Up Suggestions

Showcase/suggest the participants to see exam-
ples of several successful entrepreneurs’ pitch 
videos.
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Further Information

1.	 Read about the key components in an el-
evator pitch: Parsons, N. (2021) The 7 key 
components of a perfect elevator pitch [with 
video], Bplans Blog. Available at: https://ar-
ticles.bplans.com/the-7-key-components-of-
a-perfect-elevator-pitch/ (Accessed: January 
11, 2023). 

2.	 Read the story of the elevator pitch at: As-
soignon, T. (2022) The elevator pitch and 
its inventor, The BD School. Available at: 
https://thebdschool.com/elevator-pitch-in-
ventor/ (Accessed: January 11, 2023). 

3.	 Find out more about the elevator pitch 
at: https://articles.bplans.com/eleva-
tor-pitch-guide/ 
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2.3



Educational Methods in  
Sustainable Entrepreneurship

Sustainable 
Businesses



Method 1

Waste Gold

An activity to encourage creative reflection upon how to use waste products as input for 
new businesses. 

15-30 People 1h 15 mins15+ Age

	| Pens and prints of printouts

	ª Optional: Flipchart paper and 
markers or computer and pro-
jector for the pitching part.

Materials Needed

	| To make participants reflect 
upon the endless number of 
potential business models that 
can be found in waste.

	| To enhance innovation and cre-
ativity among the participants.

	| To give inspiration to new 
businesses that utilises waste 
products. 

Objectives
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Preparation

Print out a set of the card (see Handouts).

Instructions

1.	 Divide participants 3-4 people. Tell the 
groups that in this activity they will gen-
erate ideas for sustainable businesses that 
are using the waste product from another 
business. (5 min) 

2.	 Allow the groups to randomly choose one 
of the cards. Give the participants 20 min 
to brainstorm how the waste product on 
their card can be used as a resource/input 
for a business. Make sure that the partici-
pants understand that the business can be 
in the same sector (reuse) but also in a to-
tally new sector.  Make it very clear to the 
participants that there are no bad business 
ideas. Some of the most profitable busi-
nesses were once considered as stupid or 
utopic ideas. (25 min)

The idea with brainstorming is to generate 
as many ideas as possible. Depending on 
the profile of participants, you can consid-
er making it a competition and give a small 
prize to the group that generates the most 
ideas.

3.	 When the time is up, give each group 5 
min to present their ideas in plenary. Write 
down these ideas on a flipchart paper. (25 
min)

	ª Optional. If your time allows, ask the groups 
to pitch their ideas. Give them no more than 
3-5 minutes per group plus questions. Be 
aware not to judge the idea but only to ask 
questions. (25 min)

4.	 Bring the participants in a circle to debrief. 

(20 min)

Debrief

Conduct a debrief around questions such as:

1.	 Would you like to do the business in real-
ity?

2.	 What keeps you from doing it?

3.	 Why did nobody do it before?

4.	 What help/support would you like to have 
in order to start your business? Where can 
you get this help from? 

5.	 What other waste products can you think 
of that can serve as an input for other busi-
nesses? 

6.	 What advantages and disadvantages can 
you identify in using the waste product 
from an industry as an input to another 
business? How could these disadvantages 
be addressed? 

Follow Up Suggestions

Ask the participants to develop a Business Mod-
el Canvas for their business idea. See Method 8 
under Sustainable Businesses in this Toolkit.

Further Information

1.	 You can create more cards such as:

	| Clothing

	| Office decoration

	| Furniture

	| Packing storage and luggage

	| Shopping bags

2.	 If your participants are not familiar 
with pitching, make a short introduc-
tion. See, for example, Method 5 under 
Entrepreneurial Thinking and find useful in-
formation in the Resources Library of this 
Toolkit.
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Handouts

Big Bags

In construction sector e.g., sand or stones are sold in big bags. After use, compa-
nies throw them out. The bags are very strong and water-resistant. One big con-
struction company will be able to supply you with 20-50 bags per week. Do you 
see a business potential?

Old Tires
The auto mechanic workshops change a lot of tires in the spring and in the winter. 
The tires might be too old and not safe to reuse for another car. How can these 
become an input in a business?

Beddings

Hospitals are allowed to wash the bedding 200 times. After that these cannot be 
used at the hospital anymore. Could you use them?

Coffee Grounds

Every day the cafés in the centre throw out kilos of coffee grounds. 
Could we use it for something?

Bottle Caps and Corks

Bars, hotels, and restaurants are opening a lot of bottles every week. Recycling 
systems for bottles might be in place but the bottle caps and corks just end up in 

the bin. Can you find a way to give them new life?

Pallets

Some pallets are recycled (Europallets) whereas others are one time use only. 
Companies are not recycling those, and the wood is just sent to garbage. 

Do you see other options? 
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Method 2

Time for Action

An activity to reflect upon daily habits and their global impact as a means to identify 
opportunities for creative intervention. 

9-24 People 3h 15 mins14+ Age

	| A sheet of A3 Paper for each 
participant

Materials Needed

	| Encourage participants to 
reflect upon the global impact 
of their everyday habits.

	| Encourage participants to see 
opportunities for innovation in 
everyday life.

	| Encourage participants to de-
velop need-based products and 
services.

	| Foster participants’ creativity.

Objectives
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Instructions

1.	 Using the template below, ask participants 
to individually reflect upon their daily rou-
tine. Ask them to write one activity they do 
at each of the hours during a typical day. 
(15 min)

2.	 Ask participants to reflect upon the global 
impact (negative/positive) of each of their 
daily activities, and to note it down. (20 
min)

3.	 Ask participants to reflect upon their ac-
tivity, why they make particular choices, 
and are those choices avoidable. Ask them 
to think of one service or product that 
could help them to make more sustainable 
choices/reduce the negative global impact 
of their activity. (20 min) 

4.	 Ask participants to make groups of 3 or 4 
persons. In their groups, ask participants 
to present to each other their daily rou-
tines and ideas for services or products. 
Ask them to identify similarities between 
each other’s diagrams. Ask the groups to 
conclude by agreeing upon one idea that 
they wish to take forward. (30 min)

5.	 Ask the groups to further develop the idea 
and prepare a 1-min pitch for the product/
service. (45 min)

6.	 Allow each group 5 minutes to make their 
pitch and then receive comments/ques-
tions from the floor. (25 min)

7.	 Bring the participants in a circle to debrief. 

(20 min)

Debrief

Conduct a debrief in plenary. You can ask:

1.	 Would you like to do the business in real-
ity?

2.	 What keeps you from doing it?

3.	 Why did nobody do it before?

4.	 What help/support would you like to have 
to do the business in reality? 

5.	 Where can you get this help? 

6.	 What steps will you take starting from to-
day to make your business idea a reality? 

Follow Up Suggestions

1.	 Ask participants to design a business plan 
out of their ideas by using the Business 
Model Canvas. 

2.	 Present examples of other sustainable en-
terprises that have been developed based 
on other people’s everyday needs:

	| GoMore (carpooling)

	| EcoPlum

	| Axion (recycled products for infrastruc-
ture repair)

	| AptDeco (upcycled furniture) etc.
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Handouts

Eat a banana for 
breakfast

Time Activity Impact Solution

Fresh, locally grown 
fruit delivery on bicycle

Banana is imported 
from Costa Rica

07
00

09
00

1 1
00

1 3
00

1 5
00

1 7
00

1 9
00

22
00

24
00
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Method 3

C2C Redesign

An activity in which the participants learn to applying the Cradle-to-Cradle principles. 

20-25 People 2h 35 mins15+ Age

	| Pens

	| Paper

Materials Needed

	| To give the participants first-
hand experience with Cra-
dle-to-Cradle.

	| To strengthen the participants’ 
innovation abilities through 
eco-design.

Objectives
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Preparation

1.	 Inform yourself about the Cradle-to-Cra-
dle businesses and identify 1-2 examples 
of such businesses. 

2.	 Write on whiteboard or flipchart paper the 
Cradle-to-Cradle principles (see Support-
ive Materials).

3.	 Print a set of the Product Card (see Hand-
outs) or write each product on separate 
pieces of paper and fold them. 

Instructions

1.	 Start the activity by asking participants if 
they know what a cradle-to-cradle busi-
ness is. Supplement the participants in-
puts, if needed, and conclude on a com-
mon understanding. Present 1-2 examples 
of cradle-to-cradle businesses. (20 min)

2.	 Divide the participants into groups of 3-4 
people and allow the groups to randomly 
select one of the product cards. (5 min)

3.	 Give the groups 15 minutes to generate a 
list of the components of the product on 
their card and to list the inputs for produc-
tion of each component. (15 min)

4.	 Introduce the participants to the Cra-
dle-to-Cradle principles and give them a 
further 30 minutes to first verify wheth-
er the components of the product and 
the inputs for production meet the Cra-
dle-to-Cradle principles, and then re-de-
sign (innovate) the original product by ap-
plying the Cradle-to-Cradle principles. Ask 
the participants to motivate their choices. 
(35 min)

5.	 When the time is up, give each group 10 
minutes to present in plenary their orig-
inal product with the list of components 
and inputs for production, and how and 

why they re-designed their product. Al-
low five minutes for questions from the 
floor. Encourage participants to ask crit-
ical questions, pose some challenges, etc. 
while exploring the features of the new 
product presented by a group. (1 hour)

6.	 Bring participants in a circle to debrief. (20 
min)

Debrief

Conduct a debrief around questions such as:

1.	 What did you know about Cradle-to-Cra-
dle businesses and Cradle-to-Cradle prin-
ciples before this activity?

2.	 A high complex product has 90% biode-
gradable materials, but 1% material comes 
from toxic chemicals. Is the product Cra-
dle-to-Cradle? Why/Why not?

3.	 Can all products become Cradle-to-Cradle? 
Why/Why not? 

4.	 Who has the responsibility to implement 
Cradle-to-Cradle principles? Is it the de-
signer, producer, consumer?

5.	 What are the benefits of? Can you identify 
any disadvantages? How to these weight 
in comparison to the benefits of cra-
dle-to-cradle businesses. 
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Supportive Materials

Cradle to Cradle Principles

The product contains no chemicals.

The product is designed to stay in circulation for a long time. 

The product is biodegradable.

Product Cards
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Method 4

Symbiose-it

An activity in which the participants reflect on circular economy and industrial 
symbioses. 

20-25 People 2h 35 mins15+ Age

	|  One A3 sheet of paper for each 
group of participants

Materials Needed

	| To understand what industrial 
symbiosis are. 

	| To give the participants prac-
tical experience with circular 
economy and symbioses.

	| To ensure first-hand experience 
with innovation of business 
models.

Objectives
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Preparation

Inform yourself about Industrial Symbiosis (see, 
for example, the materials in Further Informa-
tion).

Instructions

Part 1: 

1.	 Clarify with the participants what “the 
right to property” is as opposed to “the right 
of use”. Ask the participants to give exam-
ples of methods that businesses can apply 
to retain or regain the right to property of 
their products (e.g., leasing, applying cer-
tain benefits when returning a purchased 
product, buying back, deposit-return sys-
tems). (10 min)

2.	 Ask the participants to name one by one 
various items (e.g., flowers, table, car, fur-
niture, jeans, tennis balls etc). Write these 
on a flipchart paper/board. Divide the par-
ticipants into groups of 3-4 people. Explain 
that each group is a Company, and, in this 
activity, they will explore circular prin-
ciples by creating value from the use of a 
product. Ask each group to choose one 
of the items from the board. Each group 
should have a different noun. (5 min)

3.	 Tell the participant that the chosen item 
is what their company produce. Give the 
groups the Product Sheet (or project it/draw 
it on a board – see Handouts) and a flipchart 
paper. Ask them to draw the template on 
their flipchart papers and fill it accordingly 
for their product. They will have to:

a.	 Identify the raw materials (inputs) that 
goes in the production of their product; 

b.	 Make a drawing of the product and de-
scribe it shortly;

c.	 Identify what methods the Company 
will apply to retain or regain the right 
to property of their product; 

d.	 List the waste material resulted at the 
time of production and at the end of the 
product’s life cycle. 

Give the participants 25 minutes to complete the 
task. (30 min)

4.	 When the time is up, ask each group to 
present their work in plenary. Display all 
the product sheets on the walls around the 
activity room. (20 min)

Part 2: 

1.	 Together with the participants clarify the 
term “symbiosis”. Continue by asking the 
participants to define the term “industrial 
symbiosis”. Clarify the term by telling the 
participants that an “industrial symbiosis” 
is a process by which wastes or by-products 
of an industry or industrial process be-
come the raw materials for another. Give 
one-two examples of industrial symbioses 
(e.g., Kalunborg Symbiosis). (10 min) 

2.	 Explain that in this next step the Compa-
nies will create industrial symbioses in-
volving the waste material of their product 
resulted at the production and/or at the 
end of the product’s life cycle. 

Ask the Companies to go around and check 
the Product Sheets of the other Companies 
and identify what waste from other prod-
ucts they can use as input for their own 
product. Tell the participants that if they 
cannot directly use the waste product as 
input to their own product, they can either 
adjust their own product or negotiate with 
the supplier (the Company that owns the 
waste) to modify/adjust their product so 
that it fits the needs. Encourage the par-
ticipants to create symbioses with as many 
Companies as possible. 

70 Sustainable Entrepreneurship



Note that one company can use inputs 
from more than one company, whilst one 
company can sell/give their waste material 
to as many companies as want. 

Give the Companies 30 minutes to go 
around identify the waste they can use as 
input to their product, negotiate, and ad-
just their product, if needed. (35 min)

3.	 When the time is up, ask each group to 
present the industrial symbioses that they 
created, with what Company and if and 
how they adjusted their product. Allow 5 
minutes per presentation. 

Whilst the groups present, draw/sketch 
the symbioses created.  on the board/flip-
chart paper. (20 min)

4.	 Have the participants examine the symbi-
oses created. Discuss whether larger sym-
bioses can be created by involving more 
Companies. (5 min)

5.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

1.	 Can you think of any industrial symbios-
es that can be created with other everyday 
products? 

2.	 What are the benefits of an industrial sym-
biosis?

3.	 What challenges can be solved/addressed 
by creating industrial symbioses?

4.	 What does it take to create an industrial 
symbiosis? (e.g., spirit of innovation; will-
ingness to adapt a product; care for the 
environment; change of consumption be-
haviour, e.g., a swift from owning to leas-
ing etc.)

Further Information

Kalundborg Symbiosis: https://www.symbiosis.
dk/en/ 

SCALER Project, Introduction to industrial sym-
biosis. Available at: https://www.youtube.com/
watch?v=7daVvUsvBuc. (Accessed: March 16, 
2023). 
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Handouts

Product Sheet

Input
List the raw material(s) needed in the production of your product:

Product
Draw your product here:

And describe it in two-three lines:

Our return systems:

The waste of our product at production and the end of its life cycle:
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Method 5

Sustainable Business Models - 
Leasing

An activity to encourage participants to develop leasing businesses that assure 
sustainability of products.

6+ People 1h 25 mins15+ Age

	| Flipchart paper

	| Sticky notes

	| Pens

Materials Needed

	| To make participants reflect 
upon sustainable business 
models.

	| To stimulate creativity and 
sustainable entrepreneurial 
thinking.

Objectives
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Preparation

1.	 Prepare a short presentation of different 
examples of leasing businesses (see Sup-
portive Materials for inspiration).

2.	 Print the cards or prepare new cards (see 
Handouts). 

Instructions

1.	 Start by introducing the idea that leasing 
is increasingly used to ensure sustainabil-
ity. Present two examples of sustainable 
leasing (see Supportive Materials or prepare 
your own examples). (10 min)

2.	 Divide participants into groups of 3-4 peo-
ple, depending on the number of partici-
pants. Ask the groups to randomly choose 
a card (see Handouts). Give each group 25 
minutes to develop a leasing business 
model with the product on their card. In-
struct the participants to also show how 
their business addresses the 3Ps of Sus-
tainable Entrepreneurship, and to argue 
the benefits of leasing the product on their 
card. (30 min)

3.	 Allow each group 5 minutes to present 
their business model and allow questions 
from the floor. (25 min)

4.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

Conduct a debrief around questions such as:

1.	 Are any of these businesses realistic? 

2.	 Would you be a customer for any of these 
businesses? Why/Why not?

3.	 What are the advantages/disadvantaged of 
leasing a product instead of owning it? 

4.	 What does it take for a leasing business to 
be attractive to customers?

5.	 What challenges did you face while com-
pleting this activity? Did you try different 
ideas? If so, why did you change your ap-
proach?

6.	 How can you apply what you learned in 
this activity to sustainable entrepreneur-
ship?

Follow Up Suggestions

1.	 Ask the groups to pitch their business 
model.

2.	 Ask the groups to develop a business plan.

Further Information

Find quick information about the leasing busi-
ness model at:

1.	 Cuofano, G. (2023) What is the leasing busi-
ness model? The Leasing Business Model 
in a Nutshell. FourWeekMBA. Available 
at: https://fourweekmba.com/leasing-busi-
ness-model/ (Accessed: February 2, 2023). 

2.	 Leasing Business Model (2022) Youtube . 
FourWeekMBA. Available at: https://www.
youtube.com/watch?v=Ri531SrptP0 (Ac-
cessed: 2023). 
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3.	 Tutor2u (2022) Finance: Leasing as a source 
of finance, tutor2u. Available at: https://
www.tutor2u.net/business/reference/fi-
nance-leasing-as-a-source-of-finance (Ac-
cessed: February 2, 2023). 

4.	 Leasing (no date) Circular Economy Guide. 
Available at: https://www.ceguide.org/Strat-
egies-and-examples/Sell/Leasing (Accessed: 
February 2, 2023). 

Supportive Materials

Examples of Sustainable Leasing Businesses

Ganni Repeat: a rental for the brand Ganni, where people can rent for short term 
the brand designs. Learn more at: https://repeat.ganni.com/dk/en/. 

Uhaul: An American moving truck, trailer and self-storage rental company with 
more than 21,000 locations across the U.S. and Canada. 
Learn more at: https://www.uhaul.com/ 

Handouts

Cards
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Method 6

Ethical Businesses

An activity in which the participants reflect on ethical policies in business.  

20-24 People 1h 45 mins15+ Age

	| Paper and pens

	| Flipchart paper and markers

	| Copies of Ethical Policy Ques-
tionnaire, alternatively, a lap-
top and projector to project the 
questionnaire. 

Materials Needed

	| To reflect on an ethical policy 
and sustainability in a busi-
ness.

Objectives

Credits:  the original activity can be found at: International Falcon Movement (2013) “How Ethical are you?”, in 
Co-operAction - Toolkit for Young Co-operatos. 1st edn. International Falcon Movement - Socialist Educational 
International. Available at: https://issuu.com/ifm-sei/docs/co-operaction__english_. 
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Preparation

1.	 Inform yourself about the Cradle-to-Cra-
dle businesses and identify 1-2 examples 
of such businesses. 

2.	 Write on whiteboard or flipchart paper the 
Cradle-to-Cradle principles (see Supportive 
Materials).

3.	 Print a set of the Product Card (see Hand-
outs) or write each product on separate 
pieces of paper and fold them. 

Instructions

1.	 Remind the participants about the 3Ps in 
a sustainable business (see Introduction). 
Then ask them to briefly discuss with their 
neighbour how an enterprise can show 
care for its community and people? Ask 
the participants to share the finding in ple-
nary and write down their inputs on a flip-
chart paper. (10 min)

2.	 Explain that a business can keep track on 
their concern for the community and peo-
ple by developing an “ethical policy” show-
ing how they can limit their impact on the 
environment and society, or how to make a 
positive impact. The ethical policy should 
be used to guide the business in all its deci-
sions, services, and activities.  Ensure that 
the participants understand what a policy 
is (see a definition in Further Information). 
(10 min)

3.	 Present some principles that an ethical 
policy could contain, e.g.:

	| Using 100% recycled copying paper

	| Buying only fair-trade products

	| Not accepting funding from non-ethi-
cal companies 

Ask participants if they can think of other 
examples and write these on a flipchart pa-
per. (5 min)

4.	 Ask participants to form small groups as 
per their business ideas (or work individ-
ually, if the case). Give participants paper 
and pens and a copy of the Ethical Policy 
Questionnaire or project it (see Handouts) 
and ask them to formulate an Ethical Poli-
cy for their business idea. Give participants 
35 min to complete the task. (40 min)

5.	 When the time is up, give each group 5 
minutes to present their policies allowing 
also questions and/or comments from the 
floor. (25 min)

6.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

1.	 Was it difficult to define an ethical policy 
for your business idea? What challenges 
did you encounter? How did you address 
these?

2.	 Would you add anything to your policy 
that was not covered by the guiding ques-
tionnaire?

3.	 Why is it important to have an ethical pol-
icy?

4.	 Should such a policy be written? Why/why 
not?

5.	 How business can ensure that their ethical 
policy is respected?

6.	 Is an ethical policy a one-time delivery or 
should businesses update it? How often/
when should business update their ethic 
policy?
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Further Information

Definition of Policy: “a set of ideas or plans that is used as a basis for making decisions, especially in 
politics, economics, or business”, Collins Dictionary “Policy,” Collins Cobuild. Available at: https://www.
collinsdictionary.com/dictionary/english/policy. 

Handouts

Guiding Questions

Customers

	| How will you make sure your customers get a 
good product or service?

	| Will the price you charge them be fair?

	| What can you tell your customers about how 
you use energy?

	| What information will you give to your cus-
tomer about the product or service?

Environment (Waste & Energy)

	| What waste materials will be produced by 
your product or service?

	| Are any of these recyclable?

	| How will you get rid of your waste?

	| What can you do to reduce the waste that you 
create?

	| Will your customers be left with packaging? 
Will this be recyclable?

	| Will your product or service use much electric-
ity or gas to make it?

	| How could you reduce this amount?

	| What can you tell your customer about how 
you use energy?

Personnel

	| How will you make sure that everyone who 
works in your business is treated fairly?

Suppliers

	| Are you using Fairtrade ingredients and mate-
rials where possible?

	| Will you assess the Ethical Policy of your sup-
pliers before using them?

Community

	| What will your business do to help other people in the community?

	| How could your business work with other businesses?
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Method 7

Common Good 
and Human Values

An activity that introduces the principles of the Economy for the Common Good, focusing 
on the “Common Good and Human Values”.

20 People 2h 10 mins15+ Age

	| Five tables for the store (one 
per set of products)

	| For each table, three different 
brands of the following prod-
ucts: milk, pasta, cheese, nuts, 
jam

	| Flipchart paper/whiteboard

	| Marker pens

	| Laptop, Projector

Materials Needed

	| To give a definition of the 
Economy for the Common 
Good.

	| To understand the values of 
the Economy for the Common 
Good.

	| To understand how the Com-
mon Good Balance Sheet can 
be applied to an enterprise.

Objectives
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Preparation

On each of the tables, put a product of three 
different brands (that is, three different brands 
of milk, pasta, cheese, nuts, jam). Put different 
prices on each product (see Supportive Materials 
– Prices). 

Familiarise yourself with the Common Good 
Balance Sheet (see Supportive Materials). 

Instructions

Part 1: 

1.	 Ask participants to make a shopping list. 
They should write down the name of one 
product from each set that they would 
choose to buy. (5 min)

2.	 Ask participants about the reasons for 
their choices. Why did they choose the 
products they did? (5 min)

3.	 Provide the participant with additional in-
formation about each product (see product 
description in Supportive Materials) and 
ask the participants to make a shopping 
list again. (5 min)

4.	 Ask participants to reflect again on the 
reasons for their choices. Was their second 
choice different from the first one? Why 
was this? (5 min)

5.	 Ask participants to write down the factors 
they think are important when choosing 
products, and then add to their list other 
values that are important in their lives. 
You might want to give an example, such 
as solidarity, co-operation, common good, 
just wealth or power distribution. (10 min)

6.	 Ask participants to brainstorm the values 
that exist within the current economic sys-
tem. Write their ideas on the flipchart pa-
pers/ whiteboard. Suggestions might in-
clude competition, obtaining the highest 

profit with the lowest costs, greed, selfish-
ness, and win/lose culture. How similar is 
this list of values to their own original list? 
(10 min)

7.	 Ask participants to suggest a definition 
for the “Common Good”. Explain that the 
Common Good is a specific “good” that is 
shared and beneficial for all or most mem-
bers of a given community. (10 min)

Part 2: 

1.	 Present the concept of the Common Good 
Balance Sheet and briefly explain its struc-
ture and purpose and show an example 
(see Supportive Materials). Introduce the 
participants to the values of ECG: 1. Hu-
man Dignity; 2. Co-operation and Solidar-
ity; 3. Ecological Sustainability; 4. Social 
Justice; 5. Democracy. (20 min) 

2.	 Divide the participants into five smaller 
groups. Hand out copies of the scenarios 
(each group receives one scenario). Ask 
participants to read the scenario and dis-
cuss the questions. (20 min)

3.	 When the time is up, ask them to share 
their conclusions with the rest of the 
group. Connect each scenario with the 
values of the ECG: 1. Human Dignity, 2. 
Co-operation and Solidarity, 3. Ecological 
Sustainability, 4. Social Justice, 5. Democ-
racy, and show them if they would receive 
points on the Common Good Balance 
Sheet. (20 min)

4.	 Bring the participants into a circle to de-
brief. (20 min)
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Debrief

Conduct a debrief around questions such as: 

1.	 What did you learn from the activity? 

2.	 Did you hear before about Economy for the 
Common Good? Did you get a better un-
derstanding of Economy for the Common 
Good today? 

3.	 Why is important that entrepreneurs ap-
ply the values of ECG in their businesses? 

4.	 How will you apply the learned knowledge 
in your future business? 

Follow Up Suggestions

If the participants have already a business idea, 
ask them to assess to what extent their business 
meets the values of Economy for the Common 
Good.

Further Information

Read about Economy for the Common Good in:

Asociación Jóvenes Solidarios et al. (2020) If not 
you, then who, Erasmus+ Programme of the Europe-
an Union. Erasmus+ Programme of the Europe-
an Union, page 9-13. Available at: https://www.
salto-youth.net/downloads/toolbox_tool_down-
load-file-1588/Young%20Entrepreneurs%20-%20
if%20not%20you%20then%20who%20English.
pdf (Accessed: January 2023). 

Supportive Materials

Scan the QR code to 
download:

1.	 Product Descriptions

2.	 Prices

3.	 Scenarios

4.	 Common Good 
Balance Sheet

Adapted from: Asociación Jóvenes Solidarios et al. 
(2020), If not you, then who?, Erasmus+ Programme 
of the European Union. Erasmus+ Programme of 
the European Union. Available at: https://www.
salto-youth.net/downloads/toolbox_tool_down-
load-file-1588/Young%20Entrepreneurs%20-%20
if%20not%20you%20then%20who%20English.
pdf (Accessed: January 2023).
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Method 8

Business Model Canvas for 
Sustainable Businesses

An activity in which the participants develop a Business Model Canvas for their business 
idea. 

Any Group Size 2h 25 mins13+ Age

	| One flipchart paper per busi-
ness idea

	| Post-it notes; A4 paper; 
Markers

	| Projector and laptop to project 
the Sustainable Business Mod-
el Canvas (alternatively, print a 
copy per business idea) 

Materials Needed

	| To introduce participants to 
Business Model Canvas and its 
blocks.

	| To give participants practical 
experience with developing a 
Business Model Canvas for a 
sustainable business idea. 

Objectives
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Preparation

1.	 Familiarise yourself with the Business 
Model Canvas. Find useful information in 
the Resource Library in this Toolkit. 

2.	 Prepare to project the Sustainable Busi-
ness Model Canvas. 

Instructions

1.	 Start by telling the participants that in this 
activity they will develop a Business Model 
Canvas for their business idea. Ask partic-
ipants if they know what a Business Model 
Canvas is and how it may be useful. Collect 
participants’ inputs and conclude. (5 min)

2.	 Show the participants the template for the 
Sustainable Business Model Canvas (see 
Supportive Materials) and explain them 
each of the 11 blocks/segments. (15 min)

3.	 Group the participant as per their business 
ideas and ask them to develop a Business 
Model Canvas for their sustainable busi-
ness idea. Give each group a flipchart pa-
per, post-it notes and markers. You can 
also give the groups a printed copy of the 
Business Model Canvas, project it or make 
sure that they can access it online. 

Ask the participants to divide their flip-
chart paper in 11 blocks as shown in the 
template of the business model canvas for 
sustainable businesses and give them 1 
hour to develop the model for their busi-
ness. Instruct participants to first write 
their ideas on post-it notes and stick them 
in the corresponding block as the final de-
cisions may change depending on the find-
ings in the other blocks. (65 min)

4.	 When the time is up, give each group 10 
minutes to present their Business Model 
Canvas, allowing also questions from the 
floor.  (30-60 min, depending on the num-
ber of the business ideas)

	ª Optional: If the time allows, give participants 
time to amend their business model canvas 
based upon the feedback and comments re-
ceived during their presentations. 

5.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

Conduct a debrief around questions such as:

1.	 Is it important to draw a model of your 
business before you start?

2.	 Is your business model static?

3.	 What would you consider the most impor-
tant element of the Business Model Canvas 
to have clarified beforehand (as a point of 
departure, all are equally important).
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Supportive Materials

Customer Segments

The different groups of people or organizations the enterprise aims to reach and serve. A company may group 
them into distinct segments with common needs, common behaviours, or other attributes. A business model 
may define one or several large or small Customer Segments.

Value Propositions

The bundle of products and services that create value for a specific Customer Segment. The reason why cus-
tomers turn to one company over another. It solves a customer problem or satisfies a customer need. Some 
Value Propositions may be innovative, others may be similar to existing market but with added features and 
attributes.

Channels

How a company communicates with and reaches its Customer Segments to deliver a Value Proposition. 
Channels can be directly owned (e.g., own store, web-shop) and partner owned (e.g., partners’ store).

Channels serve several functions:

	| Raising awareness among customers about a company’s products and services

	| Helping customers evaluate a company’s Value Proposition

	| Allowing customers to purchase specific products and services

	| Delivering a Value Proposition to customers

	| Providing post-purchase customer support

Customer Relationships

The types of relationships a company establishes with specific Customer Segments. There are various types 
of customer relationships such as: 

Personal assistance: The customer can communicate with a real customer representative to get help during 
the sales process or after the purchase is complete (onsite at the point of sale, through call centres, by e-mail 
etc);

Dedicated personal assistance: a customer representative is dedicated specifically to an individual client. 

Communities: online communities that allow users to exchange knowledge and solve each other’s problems 
(e.g., a Facebook page of the company).

Business Model Canvas - Blocks

84 Sustainable Entrepreneurship



Supportive Materials

Customer Segments

The different groups of people or organizations the enterprise aims to reach and serve. A company may group 
them into distinct segments with common needs, common behaviours, or other attributes. A business model 
may define one or several large or small Customer Segments.

Value Propositions

The bundle of products and services that create value for a specific Customer Segment. The reason why cus-
tomers turn to one company over another. It solves a customer problem or satisfies a customer need. Some 
Value Propositions may be innovative, others may be similar to existing market but with added features and 
attributes.

Channels

How a company communicates with and reaches its Customer Segments to deliver a Value Proposition. 
Channels can be directly owned (e.g., own store, web-shop) and partner owned (e.g., partners’ store).

Channels serve several functions:

	| Raising awareness among customers about a company’s products and services

	| Helping customers evaluate a company’s Value Proposition

	| Allowing customers to purchase specific products and services

	| Delivering a Value Proposition to customers

	| Providing post-purchase customer support

Customer Relationships

The types of relationships a company establishes with specific Customer Segments. There are various types 
of customer relationships such as: 

Personal assistance: The customer can communicate with a real customer representative to get help during 
the sales process or after the purchase is complete (onsite at the point of sale, through call centres, by e-mail 
etc);

Dedicated personal assistance: a customer representative is dedicated specifically to an individual client. 

Communities: online communities that allow users to exchange knowledge and solve each other’s problems 
(e.g., a Facebook page of the company).

Revenue Streams

The cash a company generates from each Customer Segment. The cash may be generated through various 
ways, e.g., from selling ownership rights to a physical product (e.g., selling ice cream); fees for services used 
(fee for a hotel room/night; fee for a number of minutes spent on the phone); subscription fees (fee for gym 
subscription); lending/renting/leasing (fee for renting a car); advertising (fee for advertising a particular 
product/service) etc. 

A company must ask itself for what value is each Customer Segment truly willing to pay? 

Key Resources

The most important assets required to make a business model work. Key resources can be physical, financial, 
intellectual, or human. Key resources can be owned or leased by the company or acquired from key partners.

Key Activities

The most important things a company must do to make its business model work (e.g., production, staff train-
ing, service provisioning, platform promotion).

Key Partnerships

The network of suppliers and partners that make the business model work (e.g., partnerships to optimize the 
business, reduce risk, or acquire or distribute resources; buyer-supplier relationship).

Cost Structure

All costs incurred to operate a business. Creating and delivering value, maintaining Customer Relationships, 
and generating revenue all incur costs. Such costs can be calculated relatively easy after defining Key Re-
sources, Key Activities, and Key Partnerships.

Social and Environmental Costs

Impact that a business could have on the surrounding environment and communities.

Social and Environmental Benefits

Ecological and social benefits that a business could generate.

Sources: 

Osterwalder et.al. (2009), Business Model Generation, Self-Published, in Fora Hvidovre. (2019). Equal Start. Trainers’ Guide to Entrepre-
neurial Education, page 21. Available at: http://intercollege.info/wp-content/uploads/2020/02/Equal-Start.-Trainers-Guide-to-Entrepre-
neurial-Education.pdf (Accessed: 19 April 2023). 

The Sustainable Sanitation and Water Management Toolbox (n.d.), Youth for Water and Climate, Module 3 – Learn how to start your 
own initiative, 3.4 Sustainable Business Model Canvas. Available at: https://sswm.info/building-your-water-climate-career/mod-
ule-3-learn-how-start-your-own-initiative/3.4-sustainable-business-model-canvas- (Accessed: 30 April 2023)

Business Model Canvas - Blocks
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Based Upon:

	| Fora Hvidovre. (2019). Equal Start. Trainers’ Guide to Entrepreneurial Education, page 20. Available at: http://intercollege.info/
wp-content/uploads/2020/02/Equal-Start.-Trainers-Guide-to-Entrepreneurial-Education.pdf (Accessed: 19 April 2023) 

	| The Sustainable Sanitation and Water Management Toolbox (n.d.), Youth for Water and Climate, Module 3 – Learn how to start 
your own initiative, 3.4 Sustainable Business Model Canvas. Available at: https://sswm.info/building-your-water-climate-career/
module-3-learn-how-start-your-own-initiative/3.4-sustainable-business-model-canvas- (Accessed: 30 April 2023)
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Method 9

SWOT Analysis

An activity in which the participants do a SWOT analysis for their business idea. 

Any Group Size 1h 30 mins14+ Age

	| Flipchart Paper

	| Markers

Materials Needed

	| To introduce SWOT analysis 
as a tool to identify strengths, 
weaknesses, opportunities, and 
threats in a business.

	| To give participants practical 
experience with creating a 
SWOT analysis for their busi-
ness idea. 

	| To understand how to act upon 
the results of a SWOT analysis. 

Objectives
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Instructions

1.	 Write SWOT on a whiteboard and tell par-
ticipants that SWOT analysis is a tool that 
can be used to identify Strengths, Weak-
nesses, Opportunities, and Threats in a 
business or project. Explain the partici-
pants that Strengths and Weakness are 
internal factors (e.g., resources and expe-
riences), whilst Opportunities and Threats 
are external factors (e.g., economic regu-
lations, economic trends, funding, etc). (5 
min)

2.	 Give participants a brief explanation on 
how to develop a SWOT analysis and what 
questions are relevant for each block (see 
Handouts). Emphasise that the results of 
the SWOT analysis should be used to make 
recommendations and/or strategies for 
the business. (5 min)

3.	 Group participants as per their business 
ideas and give them 25 min to create a 
SWOT analysis for the business idea. (30 
min)

4.	 When the time has passed, give the groups 
a further 20 min to propose a strategy to 
overcome and/or mitigate the risks and 
threats identified based upon strengths 
and opportunities of their business idea. 
(25 min)

5.	 When the time is up, give each group 5 min 
to share their SWOT analyses and their 
strategy to act upon the results of this anal-
ysis. Allow comments and questions from 
the floor. If the time allows, give the group 
extra time to amend their SWOT analysis 
based on the feedback and comments re-
ceived. (25 min)

Debrief

Conduct a debrief based upon such questions as:

1.	 How can a SWOT analysis be helpful to 
your business?

2.	 When should a business make a SWOT 
analysis?

3.	 Is a SWOT analysis a static result?

4.	 What did you learn about your business 
while working on your SWOT analysis?

5.	 What surprised you the most from your 
SWOT analysis?
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Handouts

SWOT Matrix - Guiding Questions

Strengths Weaknesses

	| What do we offer to our customers that our 
competitors don’t? 

	| What is our unique value proposition?

	| What unique assets do we have?

	| What skills do we have that our competi-
tors don’t?

	| Etc.

	| What can be difficult to deliver?

	| What expertise/inputs/assets do we lack?

	| What knowledge/know-how do we lack?

	| Do we have sufficient time to develop and 
launch the business?

	| Etc.

Opportunities Threats

	| Is the target market growing or shifting in 
our favour?

	| Is there an untapped niche market?

	| Are there geographic expansion opportuni-
ties?

	| Are there any subsidy schemes?

	| Are there any social or political trends that 
could benefit us?

	| Is there new technology that could benefit 
us?

	| Etc.

	| Are there any industry and/or economic 
trends that could hinder our business?

	| Are there any social and/or political trends 
that could hinder our business?

	| Could any indirect competitor become a di-
rect competitor?

	| Etc.
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Method 10

Risk Assessment

An activity in which the participants make a risk assessment connected to their business 
idea and a strategy to mitigate these. 

Any Group Size 2h14+ Age

	| Flipchart paper

	| Pens/Markers

	| Projector and computer 

Materials Needed

	| To identifying risks connected 
to a business. 

	| To determine the level and rat-
ing of the risks identified. 

	| To propose mitigation/control 
measures medium, high and 
extreme-level risks. 

Objectives
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Preparation

1.	 Prepare to project the Risk Assessment 
Grid (see Supportive Materials) or print a 
copy for each group. 

2.	 Prepare to Project the Score Board and 
the Rating Board or print a copy for each 
group/write on a board/flipchart paper. 

Instructions

1.	 Start by informing the participants that in 
this activity they will identify and assess 
risks connected to their business and then 
will propose mitigation/control measures. 
Group the participants as per their busi-
ness ideas and show them the Risk Assess-
ment Grid (see Supportive Materials). Give 
the groups a flipchart paper and ask them 
to draw a similar grid on their papers. (5 
min)

2.	 Give the groups 25 min to think about risks 
connected to their business/business idea 
and write these in the column Risk on their 
flipchart paper. (25 min)

3.	 Project or give the groups a copy of the 
Score Board (see Supportive Materials). 

4.	 Tell the groups that they will start filling 
in their risk assessment grids firstly by 
determining the Impact (level of severity) 
that each identified risk may have on their 
business. 

Ask the groups to discuss the level of im-
pact of each risk by consulting the Score 
Board and then to write down the corre-
sponding score in the column Impact (1 
point if the impact of the risk is found to 
be Insignificant; 2 points if Minor, 3 points 
if Moderate, 4 points if Significant and 5 
points if Sever). (5 min)

5.	 Continuing, ask the groups to determine 
the Likelihood of each identified risk (the 
level of probability that the risk will occur) 
by consulting the Score Board and then to 
write down the score for each of the risks 
in the column Likelihood (1 point if Highly 
unlikely; 2 points if Unlikely; 3 point if Pos-
sible; 4 points if Likely; 5 points if Highly 
likely). (5 min)

6.	 Then, ask the groups to determine the Risk 
Level of each identified risk by multiplying 
its Impact score by its Likelihood score and 
then to write down the number obtain in 
the column Risk Level. (5 min)

7.	 Finally, showcase the Rating Board (see 
Supportive Materials) and tell the groups 
that, based on the risk level obtained in 
the previous step, they can now rate each 
of the identified risks as Minimal, Low, Me-
dium, High, or Extreme. Ask them to mark 
the rate of each of risk in the column Risk 
Rating (they can also colour accordingly if 
sufficient markers are available: green for 
Low, yellow for Minimal, Orange for Medi-
um, red for High, dark red for Extreme).  (5 
min)

8.	 Explain the participants that they have 
now completed a risk assessment where 
they have determined the likelihood, im-
pact, the level, and the rating of each of the 
risks they have identified. Ask the groups 
to count and tell in plenary how many 
risks do they have rated as Medium, High, 
and Extreme. (5 min)

9.	 Inform the participants that the next step 
in a risk assessment is to identify control/
mitigation measures that can reduce both 
the impact and the likelihood of each of 
the risks. Asks the groups to take each risk 
rated as Medium, High, and Extreme and 
propose measures that reduces the impact 
of the risk and the likelihood of risk. 
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Draw the participants attention that a risk 
cannot be eliminated but only reduced or 
controlled. (20 min)

10.	 Give each group five minutes to present 
their findings in plenary. Allow comments 
and questions from the floor. (25 min)

11.	 Bring the participants in a circle to debrief. 
(20 min)

Debrief

Conduct a debrief around questions such as:

1.	 What did you learn from this activity?

2.	 Why is it important to assess risks in a 
business?

3.	 Are the results of a risk assessment static?

4.	 When a risk assessment should be made?

5.	 Should the results of a risk assessment ob-
struct entrepreneurs from pursuing their 
business? 

6.	 How should the results of a risk assess-
ment be used?

7.	 What did you learn about your business by 
making the risk assessment today?

8.	 What steps will you undertake as a result 
of your risk assessment?
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Supportive Materials

Risk Assessment Grid

Risk Impact Likelihood
Risk Level 

(Impact Likelihood)
Risk

Risk 1:

Risk 2:

Risk 3:

Risk 4:

Risk 5:

Risk 6:

Risk 7:

Risk 8:

Risk 9:

Risk 10:

Score Board

Score 1 2 3 4 5

Impact on 
the Business

Insignificant Minor Moderate Significant Sever

Likelihood

Highly 
unlikely  

(≤ 10% chance of 

occurring)

Unlikely  
(11-40% chance 

of occurring)

Possible  
(41 – 60% chance 

of occurring)

Likely  
(61-90% chance 

of occurring)

Highly likely  
(≥ 91% chance of 

occurring)

Rating Board

Risk Rating 
(Likelihood + 

Severity)

Minimal 
(1-2)

Low 
(3-9)

Medium 
(10-15)

High 
(16-20)

Extreme 
(25)
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Day 1: Introduction
Day 2: Creativity and  

Entrepreneurial Mindset

Learning Objectives

1.	 To allow participants to get to know 
each other and create a group cohe-
sion. 

2.	 To stimulate creative thinking. 

3.	 To stimulate an entrepreneurial 
mindset.

Learning Objectives

1.	 To stimulate creative thinking.

2.	 To recognise barriers to creativity in  
entrepreneurship.

3.	 To stimulate creative thinking in 
entrepreneurship.

Get to know each other 
(1h 30 min) 

Conduct a series of icebreakers and get to 
know each other activities. Find examples in 

the Resource Library of this Toolkit.

Barriers to Entrepreneurial Thinking 
(2 hours) 

Conduct the activity "Win as much as you 
can" in this Toolkit.

Teambuilding 
(1h 30 min) 

Conduct a series of teambuilding activities. 
Find examples in the Resource Library of 

this Toolkit.

Creative Thinking 
(1 hour)    

Conduct the activities: "Invent the Solution" 
in this Toolkit.

Lunch break (1 h 30 min) Lunch break (1 h 30 min)

Sustainability and Agenda 2030 
(1h 30 min) 

Conduct a group discussion to agree on a 
common definition of "Sustainability". Pres-
ent the Agenda 2030 and the 17 Sustainable 
Development Goals. Find inspiration in the 

Resource Library of this Toolkit.

Barries to entrepreneurial thinking 
(1 h 30 min) 

Conduct the activity "Trading Cards" in this 
Toolkit.

Sustainable Entrepreneurship 
(1 h 30 min)  

Ask the participants to define "Sustainable 
Entrepreneurship" and identify principles 

of sustainable entrepreneurship. Introduce 
the participants to the 3Ps in Sustainable 

Entrepreneurship. See the Introduction part 
in this Toolkit. 

Creative Thinking 
(1 h 30 min) 

Conduct the activity "Change the Image of 
a Familiar Situation" or the activity "My 

Frustration" in this Toolkit. 

Daily debrief (30 min) Daily debrief (30 min)Su
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Day 3: Circular Economy Day 4: Business Ideation
Day 5: Further on Sustainability & 

Evaluation

Learning Objectives

1.	 To give participants understanding 
of circular economy as opposed to 
linear economy.

2.	 To give participants understanding 
of Cradle2Cradle as a model of 
circular economy.

3.	 To give participants understanding 
of Industrial Symbiosis as a model of 
circular economy. 

Learning Objectives

1.	 To stimulate participants to generate 
ideas of sustainable businesses.

2.	 To introduce the Business Model Canvas 
for the sustainable businesses.

3.	 To develop a Business Model Canvas for 
a sustainable business idea. 

Learning Objectives

1.	 To give participants reflections 
about ethical and sustainability 
policies of their own businesses.

2.	 To understand values of the Econ-
omy for the Common Good.

3.	 To inspire participants to apply 
values of Economy for the Com-
mon Good in their business.

4.	 To evaluate the participants' 
learning outcomes.

 Circular Economy 
(30 min)   

Introduce the participants to the princi-
ples of Circular Economy. Discuss Cicular 
Economy as opposed to Linear Economy. 

Find inspiration in the Resource Library of 
this Toolkit.

Business Ideation 
(1 h 25 min) 

Conduct the activity "Problem Tree Analysis" 
in this Toolkit.

Ethical Businesses 
(1 h 45 min) 

Conduct the activity "Ethical Business-
es" in this Toolkit.

Cradle to Cradle 
(2h 30 min)   

Introduce the participants to the concept 
of Cradle to Cradle. Find inspiration in the 

Resource Library of this Toolkit.  Conduct the 
activity "C2C Redesign" in this Toolkit.

Business Model Canvas 
(1 h 30 min) 

Conduct the activity "Business Model Canvas 
for Sustainable Businesses"  in this Toolkit. 

Common Good and Human Values 
Part 1 - (55 min) 

 Conduct the activity "Common Good 
and Human Values", Part 1 in this 

Toolkit.

Lunch break (1 h 30 min) Lunch break (1 h 30 min) Lunch break (1 h 30 min)

Industrial Symbiosis 
(2h 45 min)  

Conduct the activity" Symbiose-it" in this 
Toolkit.  

Business Model Canvas 
(1 h 30 min) 

Continuation of the previous session. Allow 
participants to present their Business Model 

Canvas  and make amendments  based on 
feedback received.

Common Good and Human Values 
Part 2 - (1 h 20 min)  

Conduct the activity "Common Good 
and Human Values", Part 2 in this 

Toolkit.

Elevator Pitch 
(1 h 10 min)  

Conduct the activity "Pitching Your Business" 
in this Toolkit.

Evaluation 
 (1 h 30 min)  

Apply a number of evaluation methods 
to assess the participants overall learn-

ing. Find inspiration in the Resource 
Library of this Toolkit.

Daily debrief (30 min) Daily debrief (30 min) Summary and Closure (30 min)
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3.0



Examples of 
Sustainable 
Businesses



Denmark

Too Good to Go

Too Good to Go is a hyper-local environmental social enterprise dedicated to reducing 
food waste. Too Good to Go is an app that allows customers to buy and collect 
Surprise Bags of food, at a reduced price. 

Company Description

Founded in Denmark at the end of 2015 by a 
group of friends, Too Good to Go was able to 
grow internationally thanks to the diversity of 
its team. In August 2016, the team launched the 
app internationally, and by 2022 Too Good to Go 
had 164.000 registered businesses, serving 62 
million users, and has saved 155 million bags of 
food. As of 2021, To Good to Go were active in has 
in seventeen different countries. 

Business Model 

Based on non-contract service that is a win-win 
both for restaurants/stores and consumers, 
companies are making surplus food available for 
collection by Too Good to Go users before a store 
closes its breakfast, lunch, or dinner service. The 
model generates additional revenues, increas-
es brand awareness on the market, and reduces 
waste disposal costs for businesses.
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Impact on the Consumer Market

Too Good to Go is raising awareness of food 
waste at any time of the day since food surplus 
can be announced online after each mealtime. 
The food is packaged in eco-friendly boxes and 
is picked up at a certain time. This model binds 
both the consumer and provider in the sustaina-
bility chain where they can prove their commit-
ment to reducing food waste. 

Sustainability

The idea addresses the issue of over-consuming 
by saving meals concept. This environmental 
social enterprise is committed to reducing food 
waste and strives to find sustainable solutions to 
making the most of what is found on the market 
to prevent further unnecessary waste. 
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Denmark

Go More

GoMore is a ride-sharing portal that facilitates environmentally friendly transport, 
using ridesharing, peer-to-peer car rental, and leasing.

Company Description

CEO and CO-founders Matias Møl Dalsgaard and 
Søren Riis started GoMore in 2005, while they 
were students in Germany, and they often used 
to travel back to Denmark during summer break. 
The idea started as a personal need and quick-
ly after launching the Go More site, it became 
the leading ridesharing portal in Denmark. 
The company was running for many years as a 
spare-time project but after a major investment 
in 2013, they managed to grow the business, re-
launch the site, and expand internationally. 

Business Model 

The company grew to have more than 250.000 
members in 12 years. The business remained as a 
hobby project until 2011, but since then GoMore 
has grown to 20 full time employees across Scan-
dinavia and Spain.  There are two types of users: 
drivers and passengers. The driver shares avail-
able seats with the passengers when driving or 
offer their private car for rental. GoMore’s share 
is a service fee of 9 Danish kroner (ca. 1,21€) plus 
12% from the total price charged by the driver. 
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Impact on the Consumer Market

As general impact on the market – the price ad-
vantage ranks first, very close to second place 
which is socialising. Furthermore, people who 
switch from owning to sharing cars reduce the 
total cost of their rides with approx. 30%.

In terms of the social aspect of p2p platforms, it 
is still a branding exercise of the social interac-
tion between the users as sitting together in a car 
for a few hours will automatically add a layer of 
socialisation.  

Sustainability

The idea promotes a sustainable transport con-
cept and reduces the level of CO2 emissions, and 
conserves non-renewable energy resources. The 
GoMore philosophy is that a car should not be 
for individual riders. While ride or car sharing 
is not a green alternative to public transport or 
biking – it is a green alternative to riding alone 
in a car.
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Vietnam

Tackle Oil Project

Tackle Oil is a project in the Mekong Delta region in Southwestern Vietnam. It started 
as a research project and was applied into practice in 2010 by biology teacher Ngoc 
Hai and local high-school pupils. The main element, the skin of the Melaleuca 
Cajuputi tree, is used for absorbing the gasoline leaking into the river by creating 
belts along the petrol stations. The area where the solution was put into practice 
covers the petrol stations and canals.  

Project Description

Life in the Mekong Delta region revolves around 
the river. Therefore, the main mode of transport 
in this area and to the villages is by boat. A mas-
sive number of gasoline stations are situated by 
the rivers and canals which is polluting the water 
because of leaking fuel. The locals and the pupils 
assessed the need of creating a solution for this 
environmental issue, and together with support 
from local government, they developed a strate-
gy to overcome the pollution – a step further in 
reducing the high volume of petrol leaking into 
the river.

Business Model 

By using the skin of the tree, which is the best ab-
sorbent for oil, the fuel leak into the river water 
is minimalized by creating a large barrier around 
the petrol stations. Since it started, the project 
has been highly successful, and the idea went 
viral and was selected for environment contest 
in Sweden in 2011. To test whether the water is 
clean or not, water spinach was cultivated inside 
the barrier area. The result was amazing because 
the spinach remained green and 97% of the oil 
was absorbed by the tree skin.
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Vietnam

Tackle Oil Project
Impact on the Local Area

By using this unique and inexpensive initia-
tive, the local community has experienced an 
improvement in their living standards and live-
lihood. The habitat in the river is booming and 
different species of fish and vegetation are in-
creasing; thus, offering more opportunities to 
local people in term of fish trade and consump-
tion.

Sustainability

It is known that Melaleuca trees are fast grow-
ing but before this research the tree skin was 
considered waste. After project implementa-
tion, the sustainability circle is closed; first, the 
tree is used as fuel, as a charcoal source, and in 
construction, and now, the overall picture also 
includes the decrease of waste of skin tree turn-
ing it into a valuable material for the environ-
ment which tackles the pollution issue. It is very 
cost-effective, easy to produce, and available 
throughout the year.
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Vietnam

Giao Xuan
Eco-Tourism Village

Giao Xuan Eco-Tourism Village is a project that promotes local activities, like 
handcraft, learning traditional ways of cultivating a farm, and planting trees in the 
nearest forest, to tourists interested in experiencing life in the countryside of northern 
Vietnam.

Project Description

Giao Xuan is a traditional farming village, lo-
cated in Xuan Thuy National Park. The primary 
livelihood of people depends on natural resourc-
es like fishing and farming. The location of the 
village is in the vicinity of the Xuan Thuy Na-
tional Forest and the sea. Because of poor man-
agement of the national park, no activities were 
implemented to monitor over-exploitation, and, 
until 2003, locals were destroying the forest by 
cutting the trees and hunting animals for their 
personal consumption. Ever since the forest has 
been destroyed, the village has deteriorated dur-
ing storms, and local people have lost their jobs.

Business Model 

In order to decrease the high rate of exploitation, 
the village started its “community tourism” in 
April 2006 with simple projects like fish sauce 
production, worm breeding, seashell breeding, 
and renovating the gardens to make temporary 
sleeping places for the birds. When exploring, 
tourists can experience the local rural life and 
discover traditional jobs with farmers. With help 
from some local and international NGOs, people 
in Giao Xuan village have been trained to offer 
reception, room service, cooking, and speaking 
English to meet the tourism industry’s demands.
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Eco-tourism Village of Giao Xuan – local farming activities
- (Personal archive of  Mr. Minh Duc Do, SJ Vietnam)

Vietnam

Giao Xuan
Eco-Tourism Village

Impact on the Local Area

The area rapidly improved in tourism, farming, 
and fishing sectors due to a great interest from 
both the locals and international tourists to fur-
ther develop the local environment and intro-
duce traditional manufacturing skills and farm-
ing techniques to tourists. The quality of life has 
been improved, and forest/fishing is the main 
source of income. 

Sustainability

Due to the rapid expansion of tourism in Xuan 
Thuy National Park, by creating the Eco-Tourism 
village, local people have a better quality of life 
and, simultaneously, the forest remains protect-
ed and is seen as a valuable source of diversity. 
Furthermore, the village can become a model for 
other villages and hopefully, by following their 
example, many other locals and tourists will be 
involved in environmental protection projects 
and create awareness on a national level protect-
ing nature and surroundings. 
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Indonesia

Matoa

Matoa Indonesia is a pioneer of wooden eco-watches. Their wooden watches are 
made from wooden waste from furniture factories from cities around the country.  

Company Description

The CEO, Lucky Dana Aria, combines natural 
materials and traditional craftmanship with 
contemporary manufacturing techniques and 
design. The idea was researched in 2011 for a full 
year before launching. Matoa became famous on 
a national level in 2011 and expanded interna-
tionally in Asia, Europe, and North America.

Business Model 

The desire of converting sustainable environ-
mentally friendly watches from wooden waste 
instead of producing CO2 from firewood was im-
mediately welcomed and supported by the com-
munity. Furniture industrials are providing sec-
ondary raw material considered waste and the 
watches are created without any use of toxic or 
chemical components. The existence of a unique 
eco-friendly watch has built a good impression 
of Indonesia’s image on a global scale and is at-
tracting customers’ interest. 
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Indonesia

Matoa
Impact on the Consumer Market

Matoa empowers local craftsmanship, reduces 
furniture waste, and creates business partner-
ships with local wood entrepreneurs to build up 
social life equilibrium for socio-communities’ 
welfare. Wood waste is now seen as being profit-
able and people have become aware that, if cor-
rectly used, such “waste” can generate income.

Sustainability

The Matoa wooden watch has no toxic or chem-
ical components. They are only made of sus-
tainable natural materials. It is called eco-watch 
because of its natural resources made from fur-
niture waste and not intentionally cut trees for 
production. Less production cost is seen com-
pared to metal or other materials. To reach the 
stable environment, using non-eco-friendly 
methods like illegal logging, every time Matoa 
sells 500 units of their eco-watches, they plant 
500 tree seeds.  
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Indonesia

Growbox

Growbox Indonesia, also called Urban Mushroom Farming, is an oyster mushroom 
box seed. It can be cultivated by anyone, at any time, in a recyclable box made from 
sawdust.   

Company Description

A group of university students saw a potential 
business from the agricultural sector that can be 
introduced to anyone, especially to city inhabit-
ants. In 2012, the business was launched and at-
tracted the interest of young people who wanted 
to start their own green lifestyle by easily culti-
vating mushrooms.

Business Model 

The concept is to grow your own food, and it 
was brought on the market by using an inno-
vative selling technique to attract young peo-
ple’s interest. The technique includes five steps: 
Naming, Placing, Cutting, Spraying and Har-
vesting. On top of all, an element of surprise is 
also introduced: the customer will not know the 
mushroom type before buying. Once the plant 
grows, it can be harvested once a month for four 
months. The business is kept alive by customers’ 
interest, curiosity, and self-harvest practices.  
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Indonesia

Growbox
Impact on the Consumer Market

Growbox engages with local mushroom farmers 
and initiates urban farming as a green lifestyle to 
raise awareness among young people about the 
environment and benefits of eating self-grown 
organic crops. The initiative provides them with 
a starting kit and aids them with the benefits of 
putting themselves in “the shoes” of a farmer.

Sustainability

No synthetic chemical compounds are used 
in the production process, and the waste from 
the product is also reusable into a whole new 
eco-friendly brand as a replacement for brick. 
Several benefits can be seen on a social and eco-
nomic level such as the spread and inclusion of 
agricultural practices and an increased interest 
in introducing sustainable agriculture into an 
urban lifestyle.
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Indonesia

Fruits Up

Fruits Up business focuses on producing healthy mango puree-based beverages using 
off-grade fruits.

Company Description

Mahadyansahi launched the brand in 2014 
with the concept of “socio-entrepreneurship” 
in mind. While he was a student, he set out to 
reduce tropical fruit waste in the rainy season 
with help from academics. The product meets 
the need of a healthy lifestyle because it does not 
contain artificial sweetener or any preservation; 
it’s 100% real mango. 

Business Model 

Fruits Up provides local farmers with the op-
portunity of turning raw material into interme-
diate goods by turning off-grade mango into 
puree mango. Through applied technological 
approaches, the farmers are trained to change 
the fruit into intermediate goods. 
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Impact on the Consumer Market

By turning mangos that do not pass the set sort-
ing criteria into intermediate goods, the project 
adds value to the market and directly facilitates 
economic growth. Indirectly, it assists the gov-
ernment programme that tries to increase the 
interest in entrepreneurial activities. 

Sustainability

Fruits Up adds value creation to sustainable de-
velopment through product development that 
uses a social enterprise platform where local 
communities, the Government, SMEs, and socie-
ty are forming the “Fruiters Model”. The baseline 
is rural areas where farmers are interconnected 
with university researchers and urban commu-
nities forming the socio-techno entrepreneur-
ship that generates productivity.
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Myanmar

Phandeeyar

Phandeeyar – the “creation place” is an innovation lab launched in 2014 which is 
spearheading the development of Myanmar’s tech ecosystem.

Company Description

Phandeeyar invests in local technology start-
ups, trains new entrepreneurs, and builds the 
pool of tech-talent. Phandeeyar also helps civic 
and social entrepreneurs, CSOs, and independ-
ent media to use technology to increase their so-
cial impact and runs a co-working space in the 
heart of downtown Yangon.

Business Model 

At this moment, the company is running My-
anmar’s first tech start-up accelerator inspired 
by Silicon Valley and a Makerspace community 
where designing, user testing, and prototyping 
innovators are tested and launched. The busi-
ness targets smart phone users in order to con-
trol hate speech, negative content article and 
promote active citizenship.
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Impact on the Consumer Market

Phandeeyar accelerates the growth of tech start-
ups and offers access to a network of investors 
to help inspire entrepreneurs to transit from 
employee to start-up founder. On the social as-
pect, the founders detected a lack of information 
concerning IT issues; therefore, an online plat-
form was created to function as a bridge between 
CSOs and IT technicians. Valuable information 
is transmitted to diverse sectors interested in 
tech communities, civil education, and Human 
Rights. 

Sustainability

Phandeeyar is accelerating the growth of tech 
start-ups in Myanmar and is expanding the 
country’s pool of tech and creative talent. In-
novation is the key to further great tech devel-
opment and by improving the communication 
channels such as mobile apps, websites, and 
accelerator programmes, they are raising the 
publics’ awareness concerning civic education, 
changing policymakers on a political level, and 
influencing young entrepreneurs to further de-
velop businesses that support environmental 
growth in Myanmar. 
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Myanmar

Pomelo

Pomelo is a fair-trade shop in Yangon that offers quality and contemporary hand-
made products created by local artisan partners who come from different 
disadvantaged groups representing some of the poorest communities in Myanmar.

Company Description

Pomelo promotes distinctive, high-quality hand-
crafted products and reconditioned furniture at 
affordable prices, mainly for customers all over 
Myanmar. The products are inspired by Myan-
mar's diverse, rich culture and generations of ar-
tistic creativity. Pomelo is participating in differ-
ent fair trades in Singapore and London where 
each traditional product has great audience.

Business Model 

Within 5 years of existence on the local market, 
the company has achieved the performance to 
become a well-known brand for traditional sou-
venirs, handcrafted products, and reconditioned 
furniture. Pomelo nurtures local talent by pro-
viding design and product development train-
ing and business mentoring before launching a 
product. This support allows female artisans and 
male carpenters to reach their full creative po-
tential and meet the market requirements and 
latest trend designs. 
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Impact on the Consumer Market

Every purchase made at Pomelo has an impact, 
creating meaningful change for the artisan and 
their families. Through their work, they achieve 
self-reliance and community strength. A high 
attention is given to each material surplus in or-
der not to waste any of the fabrics available. Also, 
old furniture is being reconditioned by skilled 
young carpenters and is being sold at fair prices.

Sustainability

Customers receive lasting enjoyment of quality 
and distinctive products, and Myanmar artisans 
build sustainable businesses. Pomelo creates op-
portunities for artisans to build their business 
and creative skills, earn vital income, and foster 
dignity and fulfilment for themselves, their fam-
ilies, and their communities.
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India

Kimirica Hunter

Company Description

Kimirica Hunter is an Indore-based start-up by 
the brothers Rajay Jain and Mohit Jain. Kimirica 
was started in a 100-square-foot room and is to-
day India’s largest manufacturer of luxury hotel 
toiletries and guest room amenities. The broth-
ers went as far as mortgaging their house and 
old office before reaching the success of today, 
where the company employs over 400 workers. 

Business Model 

Kimirica Hunter has a focus on using raw mate-
rials and certified herbal active ingredients. All 
ingredients are green and Kimirica is the only 
Indian toiletries manufacturer whose produc-

tion is free of paraben, phthalate, petroleum and 
formaldehyde. There is also a focus on other en-
vironmental impacts such as the consumption 
of power and emission rates. This is addressed 
by replacing conventional technologies with 
cleaner production processes. All packaging 
materials are recyclable, biodegradable and 
eco-friendly. 

The business also has socially sustainable em-
ployee policies. The employees are offered se-
cure employment and the possibility to further 
their education and improve their qualifica-
tions. The business also ensures that at least 
40% of its workforce is women. This provides 
them with employment opportunities and en-
courages nearby village women to work closer to 
their families. Kimirica has also started working 
to collect and recycle discarded hotel soaps and 
send them for use in rural regions in India.
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Impact on the Consumer Market

According to Rajay, they are the first manufactur-
er in India to make 100-per cent vegan and par-
aben-free hotel cosmetics which attracted hotels 
a lot. They are also the first in India to introduce 
biodegradable packaging for accessories such as 
toothbrushes, combs, and similar products, giv-
ing them another competitive advantage. 

Sustainability

What makes Kimirica unique is that it sources 
and develops all its primary products within 100 
kilometres of its Indore manufacturing plant. 
This initiative has encouraged local suppliers 
and their small partners. This has also helped 
them cut down their carbon footprint and devel-
op a sustainable and efficient supply chain. 
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India

Jungles Lodges 
and Resort 

Company Description

Starting in 2012, the Jain brothers established 
Jungle Lodges and Resort. After their father’s 
death, the brothers were looking for differ-
ent ways of utilizing their late father’s timber 
business and settled on promoting tourism in 
the unexplored hilly areas of their hometown, 
Dharampur. Here they have built lodges and a 
resort comprising 24 rooms. The staff counts 15 
employees, and the business is well-established 
with 100% occupancy during the weekends.  

Business Model 

The resort is built with nature in mind and as a 
result, no trees have been cut in the construction 
process. The resort is equipped with rainwater 
harvesting, sewage treatment plant and a waste 
disposal system to ensure minimum environ-
mental impact. The business also has a socially 
sustainable aspect, offering employment to lo-
cals and supporting the local economy by pur-
chasing local goods and partnering with small, 
local businesses. The owners are also careful 
about maintaining the local heritage. An in-
crease in tourism has created economic growth 
locally.
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Impact on the Consumer Market

Before The Jungle Lodge Resort people opted for 
vacations in the city. The increase in local tour-
ism has created economic growth in the area, 
benefiting the business and other local busi-
nesses. By partnering with local businesses and 
purchasing from there further growth is created. 

The increase in tourism has also had an impact 
on the local area and the development of infra-
structure. This increase has even led to the de-
velopment of Home Stays for tourists with local 
families. 

Sustainability

The Indian tourism and hospitality industry is 
one of the biggest drivers behind the growth in 
India’s service sector. This business model offers 
a way to be more sustainable within the growing 
industry. 
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Kazakhstan

Sewing Manufactory 
of Public Association 
"Angel" 

An organisation that makes products as an alternative to plastic and disposable 
products, reduces environmental pollution and develops eco-friendly behaviour. 

Company Description

Public Association "Angel" is a non-profit organ-
ization operating since 2000 and has a mission 
- the development of civil participation in solv-
ing environmental, economic, social, and legal 
issues. The organization is located in the town 
Atbasar. In 2018, the organization decided to 
develop social entrepreneurship and launched a 
sewing manufactory. Initially the main idea was 
to introduce a replacement for polyethylene in 
the form of ecological bags in the town Atbasar 
and additionally teach schoolchildren sewing at 
labour lessons. 

Business Model 

Now the manufactory is used under the con-
tract by the town college for teaching sewing 
to students. The workshop produces an ecolog-
ical alternative to polyethylene - eco-bags. Over 
time, PA "Angel" acquired additional equipment, 
and now the manufactory produces a variety of 
branded environmental products: eco-bags, felt 
folders, prints on reusable mugs, etc. During 
the pandemic, the manufactory also produced 
masks. 

122 Sustainable Entrepreneurship



Impact on the Consumer Market

The town Atbasar is located quite far from the 
regional centre and the production of ecological 
products has diversified the relatively limited 
market of the town. Schoolchildren and college 
students are involved in sewing training, who 
actively promote the idea of using eco-friendly 
products among the town's residents. Produc-
tion is accompanied by campaigns in support 
of environmentally responsible behaviour, in 
which schoolchildren are also involved. Local 
NGOs have become the main consumer of the 
production, they order branded products for 
their events. Also, the US Embassies, UNICEF for 
local projects act as customers. 

Sustainability

The use of eco-bags made of fabric reduces the 
use of plastic. The involvement of young people 
contributes to the fact that the production of the 
manufactory is perceived as a trend, changes the 
behaviour of town residents to responsible.

The environmental social company is looking 
for solutions to reduce environmental pollution 
and foster environmentally responsible behav-
iour.
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Kazakhstan

Helloeco zero 
waste shop

Company Description

Helloeco is a store that promotes the zero-waste 
concept and the reduction of disposable items. It 
is the first zero-waste store in Kazakhstan found-
ed in 2020 and an eco-hub in Almaty that em-
braces other social initiatives such as waste col-
lecting station, bookcrossing, free water refill, 
and charity swaps. 

Helloeco sells a variety of eco products in the 
customers’ own packaging and/or bottling. The 
products of Helloeco are all natural, biodegrada-
ble, and safe for the environment and the health 
of people. 40% of the store assortment, both 
food and non-food categories, is of local origins, 
supporting local eco-producers in Kazakhstan 
being another mission of the company. 

Business Model 

The motto of Helloeco is “Buy eco-friendly 
goods, do not pay for garbage”. The company 
purchases goods in large canisters and reusable 
bags. These are then sold to customers in their 
own containers. Customers can buy their select-
ed product in any quantity that fits them, even as 
low as 10 grams. 

Some products sold by Helloeco cannot be 
poured in the customer’s container, for example, 
candles. In such cases, the product is sold in the 
original packaging, but the customers can bring 
the container back to the store and receive a 
cashback for the returned container that is then 
returned to the manufacturer for reuse. 
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Impact on the Consumer Market

Helloeco raises awareness on the need of reduc-
ing disposable items and encourages customers 
to make small but impactful changes to reduce 
their waste. The products purchased from Hel-
loeco are cheaper since customers do not need 
to pay for packaging or receive a refund for the 
purchased packaging if returned. Moreover, in 
Helloeco the customers can be sure that all the 
products are environmentally friendly, natural 
and safe. 

Sustainability

From its opening date, Helloeco has sold more 
than 3 tons of only liquid detergents. By now, 
Helloeco has saved approximately 14 000 plas-
tic bags, around 18 000 plastic bottles and other 
plastic packaging, more than 200 000 plastic 
straws and a lot more potential waste generated 
by packing. 

Helloeco plans to develop itself as a network and 
to be present in all cities in Kazakhstan, most 
likely, by using a franchise model. 
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About this Toolkit

This Toolkit is the result of the project “Growing Green” 
(2016 -2018) followed-up by the project “Global Path-
ways” (2020 -2023), both co-funded by the programme 
Erasmus+ of the European Union and coordinated by 
Fora Copenhagen, Denmark. 

The Toolkit contains 19 activities that youth workers 
and educators in general can use to promote sustain-
able entrepreneurship amongst young people. These 
activities can be used combined in a training module 
or individually. The Toolkit provides an example of 
how the activities can be combined into a 5-day train-
ing module. This, however, is just one way of using the 
methods in a training course. 

The Toolkit also provides an introduction to sustaina-
ble entrepreneurship, insights from the local context 
in Denmark, India, Kazakhstan, Vietnam, Myanmar, 
and Indonesia, as well as 13 case studies of sustainable 
businesses. 

The partner organisations of both projects that led 
to this publication hope that it will inspire educators 
across the globe to seed and foster sustainable behav-
iours and societies. 


