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Executive	  Summary	  

	  

Translational	   research	   and	  medicines	   development	   is	   the	   continuum	   of	   translating	   basic	   scientific	  

discoveries	  to	  clinical	  applications	  as	   innovative	  therapeutic,	  diagnostic	  or	  preventive	  products.	  The	  

ultimate	   goal	   of	   translational	   biomedical	   research	   is	   to	   improve	   human	   health—an	   outcome	   that	  

benefits	  the	  entire	  society.	  The	  interaction	  of	  several	  disciplines	  is	  required	  to	  translate	  knowledge.	  

In	  order	  to	  be	  successful	  in	  this	  continuum,	  future	  professionals	  need	  to	  be	  aware	  of	  all	  development	  

stages	   and	   research	   disciplines	   at	   stake	   in	   translational	  medicine	   and	   also	   understand	   the	   various	  

roles	  played	  by	  academia,	  industry	  and	  regulatory	  authorities. The	  design	  of	  an	  effective	  curriculum	  

in	  translational	  research	  is	  a	  challenge.	  The	  program	  must	  offer	  each	  of	  its	  trainees	  the	  opportunity	  

to	  master	  a	  combination	  of	  scientific	  and	  transversal	  skills	  that	  are	  not	  taught	  together	  in	  traditional	  

training	  programs,	  yet.	  	   

	  

The	   business	   idea	   is	   therefore	   to	   support	   young	   scientists	   to	   develop	   the	   skills	   and	   competencies	  

crucially	  needed	   in	  order	  to	  contribute	  towards	  the	  creation	  of	  new	  medicines.	  We	  provide	  hands-‐

on,	   ready-‐to-‐use	   learning	   which	   complements	   the	   academic/scientific	   background	   our	   target	  

population	   has.	   	   During	   the	   two	   year	   project,	   curricula	   for	   an	   intensive	   face-‐to-‐face	   course	   and	   a	  

preparatory	  e-‐learning	  module	  which	  at	  the	  same	  time	  is	  suitable	  as	  a	  stand-‐alone	  course	  have	  been	  

developed.	  The	  learning	  objectives	  address	  the	  general	  competencies	  such	  as	  basic	  knowledge,	  skills	  

and	   behaviour	   considered	   essential	   for	   biomedical	   PhDs	   and	   postdocs	   involved	   in	   translational	  

research,	  plus	  the	  explicit	  competencies	  required	  to	  perform	  state-‐of-‐the-‐art	  translational	  research.	  	  

	  

The	  following	  training	  modules	  are	  offered	  by	  our	  business:	  

1.   A	   joint	   curriculum	   for	   an	   e-‐learning	   course.	   The	   e-‐learning	   course	   is	   offered	   as	   an	   open-‐

access	  non-‐moderated	  e-‐learning	  made	  available	   to	  a	  broad	  community	  with	  an	   interest	   in	  

medicines	  development	  in	  general	  and	  clinical	  research	  in	  particular.	  

	  

2.   	  A	   joint	   curriculum	   for	   an	   interactive	   face-‐to-‐face	   workshop	   for	   biomedical	   PhDs	   and	  

postdocs	   aiming	   at	   a	   role	   in	   translational	   research	   and	   medicines	   development	   including	  

both	  scientific	  and	  transversal	  skills.	  
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1.	  Product	  idea	  	  

1.1.	  C-‐COMEND	  project	  objective	  

C-‐COMEND	  was	   a	   two-‐year	   European	   training	   project	   supported	   by	   the	   Erasmus	   plus	   programme,	  

which	   started	   on	   November	   1st	   2015,	   with	   the	   overall	   objective	   of	  bringing	   together	   stakeholders	  

from	  different	  sectors	  and	  disciplines	  in	  order	  to	  develop	  a	  course	  aimed	  at	  PhD	  students	  and	  early	  

postdocs,	   teaching	   the	   skills	   and	   competencies	   required	   to	   successfully	   contribute	   to	   translational	  

research	   and	   medicines	   development.	   C-‐COMEND	   was	   led	   by	   the	   European	   Infrastructure	   for	  

Translational	  Medicine	   (EATRIS),	   the	  Netherlands	  and	   consisted	  of	  4	   additional	   European	  partners:	  

Helmholtz	   Centre	   for	   Infection	   Research	   (HZI),	   Germany,	   Medical	   University	   of	   Vienna	   (MUW),	  

Austria,	  Karolinska	  Institutet,	  	  Sweden	  (KI)	  and	  Elevate	  Health,	  The	  Netherlands.	  	  

Translational	   research	   and	   medicines	   development	   refers	   to	   the	   translation	   of	   basic	   scientific	  

discoveries	   into	   clinical	   applications	   such	   as	   new	   therapeutic,	   diagnostic	   or	   preventive	   products.	  

Translational	  research	  and	  medicines	  development	  thus	  lays	  at	  the	  foundation	  of	  any	  improvement	  

of	   human	   health	   and	   quality	   of	   life,	   and	   is	   a	   motor	   for	   growth	   and	   innovation.	   In	   order	   to	   be	  

successful	  in	  this	  field,	  professionals	  need	  to	  be	  aware	  of	  all	  stages	  and	  research	  disciplines	  and	  also	  

understand	   the	   various	   roles	   played	   by	   academia,	   industry	   and	   regulatory	   authorities.	   The	  

multidisciplinary,	  multi-‐sectorial	   and	   transnational	  nature	  of	   translational	  medicines	  underlines	   the	  

need	   for	   a	   defined	   set	   of	   skills	   and	   qualifications	  which	   learners	   and	   professionals	   can	   rely	   on	   to	  

move	  freely	  between	  different	  labour	  markets	  and	  countries.	  	  

The	   objective	   of	   C-‐COMEND	   was	   therefore	   to	   bring	   together	   players	   from	   different	   sectors	   and	  

disciplines	   in	   order	   to	   develop	   curricula	   and	   provide	   a	   course	   aimed	   at	   PhD	   students	   and	   early	  

postdocs,	   teaching	   the	   skills	   and	   competencies	   required	   to	   successfully	   contribute	   to	   translational	  

research	  and	  medicines	  development.	  To	  ensure	  that	  the	  course	  indeed	  teaches	  the	  right	  skills	  and	  is	  

relevant	   for	   the	   labour	   market,	   be	   it	   in	   academia,	   industry	   or	   the	   regulatory	   field,	   the	   course	  

curriculum	   is	   based	   on	   a	   competency	   profile	   which	   has	   been	   developed	   during	   the	   project.	   The	  

course	  was	  delivered	  as	  a	  blended	  course,	  where	  the	  face-‐to-‐face	  course	  is	  preceded	  by	  e-‐learning	  to	  

bring	  learners	  to	  the	  same	  level	  of	  understanding,	  thus	  allowing	  more	  in-‐depth	  discussion	  during	  the	  

face-‐to-‐face	  course.	  	  

The	  methodology	   to	  develop	   the	  courses	  and	   that	  will	  be	  used	   to	  maintain	   the	  high	  quality	   in	   the	  

years	   after	   the	  C-‐COMEND	  project	  was	   the	  ADDIE	  principle.	  ADDIE	   stands	   for	   the	   steps	  needed	   to	  

prepare	  an	  effective	  learning	  session	  and	  was	  implemented	  in	  this	  project	  accordingly:	  	  
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1)	   During	   the	   analysis	   phase,	   the	   project	   has	   developed	   a	   competency	   profile	   for	   students	   and	  

professionals	   in	   translational	   research	  and	  medicines	  development.	  Competency	  provides	  a	   shared	  

“currency”	  applicable	  to	   learning	  of	  all	  types	  and	  at	  all	  career	  stages.	   	  The	  profile	   includes	  not	  only	  

the	   scientific	   competencies	   but	   also	   competencies	   in	   transversal	   skills	   and	   entrepreneurship.	   The	  

profile	   is	   complemented	   by	   a	   competency	   portfolio	   where	   participants	   can	   document	   the	   new	  

competencies	   plus	   the	   competencies	   they	   already	   acquired	   during	   previous	   formal,	   informal	   and	  

non-‐formal	  learning,	  to	  support	  the	  recognition	  of	  their	  competencies.	  	  

2)	  During	  the	  design	  phase,	  the	  consortium	  designed	  and	  documented	  curricula	  for	  courses	  based	  on	  

the	   competency	   profile.	   The	   curriculum	   applies	   to	   multi-‐competency	   training	   including	   student	  

presentations	  of	  their	  projects,	  which	  will	  teach	  the	  latest	  scientific	  developments	  but	  also	  improve	  

their	  presentation	  skills.	  	  

3)	   During	   the	   development	   phase,	   the	   course	   content	   was	   designed	   including	   learning	   methods	  

which	  promote	  the	  transfer	  of	  course	  content	  into	  observable	  competencies	  and	  cater	  for	  different	  

learning	  styles.	  	  

4)	  The	  implantation	  phase	  consisted	  of	  the	  implementation	  of	  the	  e-‐learning	  module	  and	  the	  face-‐to-‐

face	  course.	  	  

5)	  The	  feedback	  of	  the	  evaluation	  phase	  was	  used	  to	  optimise	  the	  2nd	  delivery	  of	  the	  e-‐learning	  and	  

face-‐to-‐face	  course.	  

	  

1.2.	  Value	  proposition	  

Within	   the	   two-‐year	   project	   C-‐COMEND,	   curricula	   for	   an	   e-‐learning	   program	   and	   face-‐to-‐face	  

workshops	  have	  been	  developed.	  	  The	  value	  that	  will	  be	  delivered	  is	  custom-‐	  built	  blended	  training,	  

involving	   a	   preparatory	   e-‐learning	   module	   and	   a	   face-‐to-‐face	   course.	   The	   aim	   is	   to	   empower	  

biomedical	   professionals	   to	   make	   a	   difference	   in	   translational	   medicine	   by	   understanding	   the	  

complexity	   and	   multidisciplinary	   ecosystem	   of	   medicines	   development.	   Training	   of	   high	   quality	  

content	   and	   didactic	   points	   of	   view	   will	   be	   provided	   to	   solve	   long-‐term	   issues	   in	   academia	   and	  

industry.	  All	  courses	  are	  provided	  to	  maximise	  the	  potential	  audience.	  

The	   e-‐learning	   course	  has	   a	   student	   investment	   time	  of	   10-‐12	  hours.	   Selected	  participants	   for	   the	  

face-‐to-‐face	   workshop	   will	   have	   to	   complete	   the	   e-‐learning	   module	   before	   the	   face-‐to-‐face	  

workshops	  starts.	  The	  e-‐learning	  course	  will	  bring	  the	  participants	  of	  the	  face-‐to-‐face	  course	  to	  the	  

same	   level	   and	   stimulate	   the	   interaction	   between	   participants	   thus	   allowing	   more	   active	   and	   in-‐

depth	  discussion	  during	   the	   face-‐to-‐face	   course.	   The	   e-‐learning	   content	   is	   also	   freely	   accessible	   to	  
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biomedical	  professionals	  across	  Europe	  and	  worldwide	  who	  are	  not	  participating	  in	  the	  face-‐to-‐face	  

workshop.	  	  

The	   face-‐to-‐face	   course,	   takes	   5	   days	   and	   includes	   an	   overview	   about	   key	   aspects	   and	   decision	  

making	  processes	  during	  translational	  research	  and	  medicines	  development.	  The	  course	  takes	  place	  

at	   research	   &	   development	   sites	   of	   pharmaceutical	   industry	   and	   includes	   lecturers	   from	  

pharmaceutical	   industry.	   This	   set-‐up	   maximises	   the	   exposure	   to	   the	   industry	   research	   &	  

development	  process	  and	  corporate	  culture(s).	  	  

To	  ensure	  that	  the	  training	  meets	  its	  objective	  to	  be	  well	  aligned	  to	  the	  needs	  and	  opportunities	  of	  

the	   labour	  market,	   the	   course	   curricula	   are	   based	   on	   a	   defined	   competency	   profile	   co-‐developed	  

with	  pharmaceutical	  industry	  partners.	  	  

The	  hands-‐on,	  ready-‐to-‐use	  real-‐world	  training	  has	  a	  high	  practical	   impact	  on	  translational	  research	  

for	   biomedical	   scientists.	   PhDs	   and	   postdocs	   will	   develop	   the	   skills	   and	   competencies	   crucially	  

needed	   to	   contribute	   towards	   the	   creation	   of	   new	   medicines	   regardless	   of	   the	   discipline	   and	  

whether	  they	  see	  their	  future	  career	  in	  academia,	  industry,	  or	  in	  the	  regulatory	  sector.	  The	  provided	  

training	   will	   support	   young	   scientist	   in	   their	   career	   development	   as	   they	   will	   strongly	   profit	   from	  

labour	  market	   relevant	   competencies	   and	   strongly	   profit	   from	   building	   a	   network	  with	   peers	   and	  

teachers	   from	  academia,	   research	   and	   innovation.	   Young	   scientists	   are	   still	   open	   to	   new	   concepts	  

and	  ideas	  and	  more	  likely	  to	  be	  mobile	  across	  sectors	  and	  disciplines.	  	  

This	   area	   of	   skills	   and	   qualifications	   where	   learners	   and	   professionals	   can	   move	   freely	   for	   job	  

purposes	   or	   further	   learning	   is	   a	   strong	   need	   due	   to	   the	   multidisciplinary,	   multi-‐sectorial	   and	  

transnational	  nature	  of	  translational	  research	  and	  medicines	  development.	  

2.	  Marketing	  	  

2.1	  Customer	  Segments	  

The	   target	   group	   for	   the	   provided	   training	   are	   PhD	   students	   and	   early	   postdocs	   in	   translational	  

research.	   The	   training	   will	   reach	   approximately	   200	   participants	   per	   cycle.	   	   The	   face-‐to-‐face	  

workshop	  is	  designed	  for	  30	  participants.	  These	  persons	  will	  be	  involved	  as	  participants	  in	  the	  face-‐

to-‐face	  and	  e-‐learning	  courses.	  While	  the	  e-‐learning	  course	  is	  open	  to	  anybody,	  the	  participants	  for	  

the	  face-‐to-‐face	  course	  will	  be	  selected	  by	  the	  consortium.	  

2.2	  Competition	  	  
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Compared	   to	   traditional	   training	  programmes	   the	  development	  of	  hands-‐on,	   ready-‐to-‐use	   learning	  

including	  a	  competency	  profile	  for	  translational	  medicine,	  the	  e-‐learning	  course	  and	  the	  face-‐to-‐face	  

workshop	  is	  a	  unique	  approach.	  	  

Another	  workshop	   tackling	   translational	  medicine	   is	   the	   summer	   school	  of	  EUREKA	   in	  Utrecht,	   the	  

Netherlands	  and	  their	  yearly	  Certificate	  Course	  held	  in	  Sicily.	  The	  target	  group	  for	  these	  workshops	  

are	   early	   stage	   researchers	   related	   to	   translational	   medicine.	   	   Both	   the	   summer	   school	   and	   the	  

certificate	  course	  cover	  the	  intrinsic	  difficulties	  of	  effective	  translational	  medicine	  in	  rare	  and	  orphan	  

diseases	  and	  will	  give	  young	  scientists	  an	  insight	  in	  real-‐life	  science	  work.	  Course	  participants	  will	  be	  

informed	  about	  the	  latest	  developments	  in	  translational	  medicine,	  inspired	  by	  rare	  diseases,	  and	  will	  

develop	   professional	   skills	   that	   are	   essential	   to	   becoming	   a	   translational	   researcher.	   (Source:	  

https://www.utrechtsummerschool.nl/courses/life-‐sciences/why-‐translational-‐medicine-‐fails-‐-‐and-‐

what-‐to-‐do-‐about-‐it)	  The	  summer	  school	  nor	  the	  certificate	  course,	  however,	  do	  not	  take	  place	  at	  a	  

pharmaceutical	  industry	  which	  is	  one	  of	  the	  main	  elements	  of	  the	  C-‐COMEND	  workshops.	  	  

At	   the	   Institute	   for	   Interdisciplinary	   Innovation	   in	   Healthcare	   in	   Belgium,	   an	   interdisciplinary	  

programme	  was	  developed	  for	  early	  and	  late	  stage	  researchers	  to	  provide	  healthcare	  stakeholder	  of	  

the	   future	   with	   a	   basic	   knowledge	   and	   a	   holistic	   vision	   of	   the	   complex	   processes	   that	   translate	  

scientific	  advances	  into	  novel	  standards	  of	  care.	  This	  course	  comprises	  a	  series	  of	  5	  seminars	  of	  1.5	  

days	  each	  and	  welcomes	  master	  and	  PhD	  students	  as	  well	  as	  Post-‐doctoral	  fellows	  and	  professionals.	  

Although	  the	  course	  is	  multidisciplinary	  and	  welcomes	  participants	  from	  many	  different	  faculties	  and	  

backgrounds,	   this	   course	   is	   also	   not	   hosted	   by	   pharmaceutical	   industry	   and	   do	   not	   involve	   the	  

training	  of	  transversal	  skills.	  

There	   are	   some	   E-‐learner	   providers	   that	   offer	   biomedical	   training,	   but	   none	   of	   them	   have	   an	  

introductory	   course	   in	   translation	   medicine,	   but	   only	   very	   specialised	   topics	   on	   offer	  

(e.g.https://zenosis.com/brands/zenosis/library/zenosis_module_catalogue.pdf)	  

This	  demonstrates	  that	  rarely	  any	  course	  addresses	  the	  whole	  pipeline,	  and	  mostly	  and	  mainly	  adhoc	  

(e.g.	  courses	  listed	  under	  pharmatrain.eu,	  on-‐course.eu	  etc.)	  	  

2.3	  Marketing	  Strategy	  	  

During	   the	   two	   year	   project	   a	   solid	   marketing	   strategy	   has	   been	   defined	   and	   can	   be	   further	  

developed	  to	  advertise	  the	  e-‐learning	  course	  and	  the	  face-‐to-‐face	  workshop.	  The	  training	  has	  been	  

advertised	  within	  certain	  channels,	  such	  as	  social	  media,	  websites	  and	  email	  communication	  and	  will	  

be	  further	  explained	  in	  the	  section	  “2.4.	  Channels”.	  	  

2.3.1	  Marketing	  Strategy	  e-‐learning	  course	  



	  
	  

C-‐COMEND	  Business	  Model	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  

8	  

To	   advertise	   the	   e-‐learning	   training	   course	   a	   flyer	   (Illustration	   1)	   has	   been	   developed	   including	  

quotes	   from	   participants	   who	   attended	   the	   first	   workshop.	   The	   flyer	   was	   mainly	   used	   for	   email	  

distribution	  to	  relevant	  contacts	  of	  the	  consortium.	  The	  large	  education	  and	  training	  network	  of	  the	  

consortium	  favours	  to	  advertise	  the	  course	  quickly	  to	  the	  relevant	  target	  groups	  across	  Europe	  and	  

worldwide.	   The	   e-‐learning	   module	   was	   advertised	   on	   various	   online	   channels,	   such	   as	   LinkedIn,	  

Facebook,	  Twitter	  and	  websites.	  The	  flyer	  was	  also	  distributed	  on	  relevant	  conferences.	  Within	  the	  

two	  year	  project	  the	  aim	  was	  to	  reach	  200	  students	  completing	  the	  e-‐learning	  training.	  In	  June	  2017,	  

168	  participants	  had	  been	  reached.	  The	  course	  has	  been	  offered	  free	  of	  charge.	  	  
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Illustration	  1	  -‐	  Information	  flyer	  e-‐learning	  created	  by	  Elevate	  health	  

	  

Moreover,	  an	  animation	  and	  an	  interactive	  roadmap	  as	  an	  advertisement	  tool	  have	  been	  developed	  

for	  the	  e-‐learning	  course	  (https://www.youtube.com/watch?v=QlOcRYIcels)	  
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2.3.2	  Marketing	  Strategy	  face-‐to-‐face	  workshop	  

The	   face-‐to-‐face	   workshop	   has	   been	   advertised	   on	   various	   media	   channels.	   The	   main	   source	   to	  

advertise	   the	   course	  was	   the	   contact	   list	   of	   the	   consortium	  by	   sending	   regular	   emails	   to	  potential	  

participants	   and	   relevant	   stakeholders.	   	   ORPHEUS	   (represented	   by	   Robert	   Harris,	   KI)	   was	   an	  

important	   contributor	   in	  ensuring	   that	   the	   stakeholder	   involvement	  and	   the	   recruitment	  of	   course	  

participants	   had	   a	   broad	   outreach	   to	   the	   Central/Eastern	   European	   PhD	   providers.	   Within	   the	  

network	   of	   Orpheus,	   a	   broad	   network	   has	   been	   reached	   across	   Europe	   (http://www.orpheus-‐

med.org/index.php/about-‐us/members-‐of-‐orpheus2).	  	  	  

The	  following	  marketing	  materials	  have	  been	  developed	  to	  promote	  the	  face-‐to-‐face	  course:	  	  

●   A	   YouTube	   video	   has	   been	   created	   and	   reached	   340	   clicks	   (July	   2017).	   The	   video	   can	   be	  

found	  here:	  https://www.youtube.com/watch?v=XfXFZVwlqco.	  Against	  a	  small	  fee	  the	  video	  

can	  reach	  an	  even	  broader	  outreach	  

●   An	  animation	   	   video	  has	  been	  developed	  and	  an	   interactive	   roadmap	  as	   an	  advertisement	  

tool:	  https://www.youtube.com/watch?v=QlOcRYIcels	  

●   A	  poster	  has	  been	  created	  for	  the	  EMBL	  Conference	  on	  Lifelong	  Learning	  in	  Heidelberg,	  July	  

2016	  and	  has	  been	  presented	  during	  the	  3	  day	  workshop	  (	  Illustration	  2)	  

●   Another	   poster	   has	   been	   created	   for	   the	   EATRIS	   Conference,	   September	   2017	   in	   Prague	  

(Illustration	  3)	  

●   A	  flyer	  has	  been	  developed	  to	  advertise	  the	  face-‐to-‐face	  course	  on	  relevant	  conference	  and	  

for	  online	  advertisement	  on	  social	  media	  (Illustration	  4)	  

●   Newsletters	  have	  been	  sent	  out	  to	  the	  consortium’s	  education	  and	  training	  community	  on	  a	  

regular	  basis	  	  

●   Social	  Media	  channels,	  such	  as	  LinkedIn,	  Twitter	  and	  Facebook	  have	  been	  used	  to	  advertise	  

the	  course	  (Illustration	  5)	  

●   Relevant	   information	   regarding	   the	   face-‐to-‐face	   workshop	   has	   been	   shared	   on	   various	  

websites,	  such	  as	  EATRIS.eu,	  lifetrain.eu,	  and	  on-‐course.eu	  

●   Emails	  to	  previous	  attendees	  of	  the	  face-‐to-‐face	  workshop	  have	  been	  sent	  asking	  to	  forward	  

the	  information	  to	  interested	  colleagues	  	  

●   A	   “learners	   journey”	   timeline	   has	   been	   sent	   to	   selected	   participants	   for	   the	   face-‐to-‐face	  

workshop	  (Illustration	  6)	  
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Illustration	  2	  -‐	  Poster	  EMBL	  Conference	  in	  Heidelberg,	  July	  2016	  

	  

	  



	  
	  

C-‐COMEND	  Business	  Model	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  

12	  

	  

Illustration	  3	  -‐	  Poster	  for	  the	  EATRIS	  Conference	  in	  Prague,	  September	  2017	  
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Illustration	  4	  -‐	  Flyer	  face-‐to-‐face	  workshop	  

	  

	  

	  

	  



	  
	  

C-‐COMEND	  Business	  Model	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  

14	  

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Twitter	  advertisement	  	  

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Facebook	  advertisement	  

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  LinkedIn	  advertisement	  

Illustration	  5	  -‐	  Social	  Media	  advertisement	  
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Illustration	  6	  -‐	  Learners	  journey	  

	  

	  

2.3.3	  Marketing	  Strategy	  for	  prospective	  e-‐learning	  courses	  and	  face-‐to-‐face	  workshops	  	  

After	  the	  official	  project	  end	  of	  C-‐COMEND	  the	  consortium	  as	  such	  and	  the	  relevant	  contact	  lists	  of	  

the	   education	   and	   training	   community	   will	   remain	   available.	   However,	   participants	   for	   following	  

face-‐to-‐face	  workshops	  will	  have	  to	  pay	  a	  small	   fee	  whereas	  the	  face-‐to-‐face	  workshops	  within	  the	  

project	   have	   been	   offered	   for	   free.	   Therefor	   the	  marketing	   strategy	  will	   be	   continuously	   adapted	  

with	   the	   support	   of	   a	   social	   media	   expert	   and	   a	   communication	   officer.	   For	   the	   social	   media	  

campaign,	   existing	   marketing	   material	   can	   be	   used	   including	   participant	   feedback	   from	   previous	  

workshops.	  

An	   example	   of	   such	   a	   campaign	   is	   the	   “learner’s	   journey”	   (similar	   to	   Illustration	   6).	   The	   learner’s	  

journey	   is	   a	   timeline	   visualising	   the	   tasks,	   the	   different	   workloads	   and	   the	   expectations	   on	  

participants	  for	  the	  e-‐learning	  course	  and	  the	  face-‐to-‐face	  workshop.	  Interested	  students	  will	  get	  an	  

idea	  of	  what	  to	  expect	  from	  the	  training,	  when	  the	  different	  tasks	  should	  be	  fulfilled	  and	  how	  much	  

work/effort	  will	  be	  required.	  	  
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2.4	  Channels	  

Information	   regarding	   the	   e-‐learning	   course	   and	   the	   face-‐to-‐face	   workshop	   and	   the	   invitation	   to	  

apply	  will	  be	  sent	  by	  email	  to	  potential	  participants	  and	  interested	  stakeholder	  using	  the	  contact	  lists	  

of	   the	  consortium	  and	   if	  available	  of	   the	  host	  of	   the	   face-‐to-‐face	  workshop.	  Personalised	  emails	   to	  

relevant	  supervisors	  of	  PhD	  students,	  education	  and	  training	  project	  leaders	  and	  the	  education	  and	  

training	  community	  asking	  to	  forward	  the	  information	  to	  interested	  students	  has	  proven	  a	  successful	  

tool	  that	  will	  be	  maintained	  and	  supported	  by	  the	  advertising	  material	  (video,	  map)	  .	  The	  emails	  will	  

be	  sent	  out	  9	  months	  before	  the	  course	  starts	  with	  reminders	  at	  appropriate	   intervals	  prior	   to	   the	  

closure	  of	  the	  application,	  using	  the	  partners	  contact	  list	  (estimated	  5.000).	  

Social	   media	   (LinkedIn,	   Facebook,	   Twitter	   and	   YouTube)	   is	   another	   channel	   that	   will	   be	   used	   to	  

promote	  our	  offered	  training.	  Regular	  news	  messages	  via	  Twitter,	  LinkedIn	  and	  Facebook	  have	  been	  

sent	  out	  to	  reach	  a	  broad	  target	  group.	  A	  video	  informing	  about	  our	  training	  has	  been	  produced	  and	  

uploaded	   on	   YouTube	   (https://www.youtube.com/watch?v=XfXFZVwlqco).	  More	   recently,	  we	   have	  

developed	   a	   whiteboard	   animation	   as	   an	   advertising	   tool	  

(https://www.youtube.com/watch?v=QlOcRYIcels).	   The	   social	   media	   advertisement	   has	   been	   used	  

for	  free;	  however,	  there	  is	  a	  possibility	  to	  promote	  the	  offered	  training	  on	  these	  channels	  for	  a	  small	  

amount	  to	  reach	  an	  even	  broader	  target	  group.	  	  

Another	   channel	   that	  was	  used	   to	  promote	   the	  e-‐learning	  module	  and	   the	   face-‐to-‐face	  workshops	  

was	  via	  regular	  newsflashes	  on	  consortiums	  websites.	  During	  relevant	  conferences	  produced	  poster	  

and	  flyers	  have	  been	  promoted	  (see	  illustrations	  1-‐3).	  	  	  

	  

2.5	  Customer	  Relationships	  

Our	  short-‐term	  customer	  relationships	  will	  be	  based	  on	  two	  pillars:	  

a.   On	  a	  virtual	  basis	  for	  the	  e-‐learning	  course	  

b.   On	  a	  physical	  basis	  for	  the	  face-‐to-‐face	  workshop	  

For	  the	  e-‐learning	  course	  a	  large	  group	  of	  participants	  (expected	  100	  per	  year)	  will	  be	  connected	  on	  a	  

virtual	  basis.	  The	  participants	  and	  the	  consortium	  will	  only	  meet	  virtually,	  not	  face-‐to-‐face.	  However,	  

participants	  can	  ask	  questions	  and	  exchange	  information	  with	  other	  students	  via	  the	  online	  forum	  or	  

email	   communication.	   The	   relationship	   with	   our	   customers	   will	   be	   for	   the	   time	   being	   of	   the	   e-‐

learning	  course	  (one	  month).	  However,	  students	  can	  always	  contact	  the	  consortium	  via	  email	  in	  case	  

of	  further	  questions	  or	  assistant.	  	  
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For	   the	   face-‐to-‐face	  workshop	  a	   small	   group	   (maximum	  of	  30	  participants)	  will	   be	   connected	  on	  a	  

physical	  basis	  for	  the	  time	  being	  of	  the	  workshop	  (5	  days).	  The	  students	  can	  ask	  questions	  directly	  to	  

the	  consortium	  members	  and	  to	  the	   lecturers.	  Participants	  of	   the	  workshop	  can	  stay	   in	   touch	  with	  

the	  consortium	  for	  content	  related	  questions	  as	  well	  as	  with	  other	  student’s	  afters	  the	  workshop.	  A	  

LinkedIn	   group	   will	   be	   established	   after	   the	   face-‐to-‐face	   workshop	   for	   the	   participants	   to	   stay	   in	  

contact	  and	  to	  exchange	  relevant	  information.	  	  

Students	  that	  have	  successfully	  completed	  the	  e-‐learning	  course	  and	  the	  face-‐to-‐face	  workshop	  will	  

most	  probably	  not	  attend	  the	  training	  for	  a	  second	  round	  as	  the	  content	  as	  such	  will	  not	  change.	  Our	  

customers	  are	  therefore	  one-‐time	  customers.	  	  

3.	  Business	  Organisation	  	  

3.1	  Team	  	  

During	  the	  C-‐COMEND	  project,	  a	  consortium	  consisting	  of	  Rebecca	  Ludwig	   (Project	  Manager	  at	  HZI	  

and	  contact	  person	   for	  any	  content	   related	  questions),	  Rosan	  Vegter	   (Training	  Manager	  at	  EATRIS)	  

and	   Bob	   Harris	   (Professor	   at	   Karolinska	   Institutet)	   has	   been	   built	   to	   keep	   the	   established	   training	  

alive	  and	  to	  create	  a	  new	  business	  after	  the	  official	  end	  of	  the	  funded	  project	  C-‐COMEND.	  	  

Rebecca	  Ludwig	  was	  the	  Education	  &	  Training	  manager	  for	  the	  EMTRAIN	  project	  (www.emtrain.eu)	  

which	  established	  the	  Education	  &	  Training	  platform	  for	  the	  Innovative	  Medicines	  Initiative,	  a	  Public	  

Private	   Partnership	   of	   FP7	   and	   EFPIA;	   the	   European	   Federation	   of	   Pharmaceutical	   companies.	  

Rebecca	  Ludwig	  holds	  a	  PhD	   in	  Microbiology	  and	  complements	  her	  experience	  by	  studying	  Human	  

Resources	  Development	   at	   the	   Technical	  University	   of	   Braunschweig.	   In	   EMTRAIN	  Rebecca	   Ludwig	  

was	  co-‐leading	  the	  development	  of	  a	  web-‐based	  toolkit	  for	  trainers	  on	  goal-‐oriented	  and	  innovative	  

teaching	  methods.	  Rebecca	   Ludwig	   is	   also	   involved	   in	   the	   LifeTrain	   initiative	   (www.lifetrain.eu)	   for	  

Continuing	   Professional	   Development	   in	   the	   biomedical	   sciences	   which	   promotes	   the	   use	   of	  

competency	  as	  a	  shared	  ‘currency’	  applicable	  to	  learning	  of	  all	  types	  and	  at	  all	  career	  stages.	  She	  was	  

also	   involved	   in	   the	   organisation	   of	   a	   course	   on	   medicines	   development	   target	   at	   public	   private	  

partnership	   PhD	   students.	   In	   addition,	   she	  works	   as	   a	   consultant	   supporting	   consortia	   in	   proposal	  

preparation,	  reporting	  or	  project	  management.	  

Rosan	  Vegter	  is	  Training	  Manager	  at	  EATRIS,	  in	  charge	  of	  coordinating	  EATRIS	  training	  activities,	  and	  

particularly	  the	  training	  opportunities	  in	  translational	  research,	  offered	  by	  the	  C-‐COMEND	  project.	  

Robert	   Harris	   is	   not	   only	   a	   Professor	   within	   the	   Centre	   for	   Molecular	   Medicine,	   a	   designated	  

translational	   medicine	   centre	   at	   Karolinska,	   but	   also	   a	   Central	   Director	   of	   Doctoral	   Education	   at	  
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Karolinska	   Institutet.	   In	   this	   latter	   role,	   he	   works	   specifically	   with	   developing	   quality	   control	   of	  

doctoral	  education	  through	  a	  variety	  of	  teaching	  and	  organisational	  activities,	  which	  he	  also	  teaches	  

widely	  at	   international	   institutions.	   In	  2014,	  he	  was	  one	  of	  two	  recipients	  of	  the	  KI	  pedagogy	  prize,	  

the	   first	   to	   receive	   it	   for	   is	   contributions	   to	   doctoral	   education.	   Robert	   Harris	   is	   also	   President	   of	  

ORPHEUS,	  The	  Organisation	  for	  PhD	  Education	  in	  Biomedicine	  and	  Health	  Sciences	   in	  the	  European	  

System	   which	   aims	   to	   stimulating	   quality	   assurance	   of	   PhD	   research	   and	   education	   and	  

strengthening	  career	  opportunities	  for	  PhD	  graduates.	  

3.2	  Legal	  framework	  

The	  ownership	  of	  the	  face-‐to-‐face	  workshop	  and	  the	  content	  of	  the	  e-‐learning	  course	  stay	  within	  the	  

consortium.	  Once	  a	  potential	  host	  is	  identified	  a	  light	  contract	  between	  the	  consortium	  and	  the	  host	  

will	  be	  drafted.	  	  

The	  ownership	   for	   the	  MOOC	   stays	  with	   EATRIS.	   Elevate	  health	  will	   assure	   to	   cover	   the	  upcoming	  

year	  2018.	  After	   this	  EATRIS	   is	   the	  owner	   for	   the	  MOOC	  and	  owns	  all	   legal	   rights	   that	   come	  along	  

with	  it.	  	  

3.3	  Key	  partnerships	  	  

For	  the	  realisation	  of	  our	  business	  the	  following	  key	  partnerships	  have	  been	  identified:	  

1.   Key	  partners	  for	  the	  business	  realisation	  are	  between	  a	  host	  and	  sponsor	  for	  the	  face-‐to-‐face	  

workshops.	  One	  key	  partner	  already	  identified	  is	  Elevate	  health	  for	  2018.	  Elevate	  health	  will	  

host	  and	  maintain	  the	  already	  established	  e-‐learning	  module.	  After	  2018	  EATRIS	  will	  own	  the	  

e-‐learning	   course	   and	   shall	   exercise	   its	   best	   efforts	   to	   make	   the	   Course	   available	   to	   the	  

public,	   free	  of	   charge.	   The	   course	  as	   such	  needs	  no	   further	   input	   as	   the	   content	  has	  been	  

created	  during	  the	  project	  C-‐COMEND.	  The	  unmoderated	  e-‐learning	  course	  will	  be	  provided	  

free	  of	  charge.	  	  

Universities	  in	  the	  field	  of	  medicine	  and	  the	  pharma	  industry,	  both	  across	  Europe,	  are	  other	  

key	  partners	  for	  our	  business	  realisation.	  For	  the	  face-‐to-‐face	  workshops	  a	  host	  is	  needed	  to	  

sponsor	   the	   course,	   in	   detail	   the	   catering,	   workshop	   rooms,	   equipment,	   administrative	  

support	  and	  travel	  support	  for	  the	  participants.	  Moreover,	  lectures	  are	  needed	  for	  the	  face-‐

to-‐face	  workshops	  and	  can	  be	  provided	  by	  a	  pharma	  industry	  or	  Universities.	  Participants	  will	  

have	  to	  pay	  a	  fee	  to	  attend	  the	  workshop	  which	  will	  cover	  the	  costs	  for	  the	  workshop	  partly.	  

However,	  a	  sponsor	  will	  thus	  be	  needed	  to	  perform	  the	  face-‐to-‐face	  workshops.	  A	  potential	  

host	  can	  sponsor	  the	  workshop	  once	  or	  for	  a	  certain	  timeframe.	  The	  details	  will	  be	  clarified	  

in	  a	  light	  contract	  between	  the	  sponsor	  and	  the	  consortium.	  	  
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2.   Key	  supplier	  for	  the	  business	  realisation	  for	  the	  e-‐learning	  module	  is	  Elevate	  health	  for	  2018	  

and	   EATRIS	   in	   the	   following	   years.	   EATRIS	   will	   own	   the	   MOOC	   and	   will	   make	   the	   course	  

available	   to	   the	   public,	   free	   of	   charge.	   The	   content	   as	   such	   has	   already	   been	   established	  

within	   the	   two	   years’	   project.	   Elevate	   health	   and	   EATRIS	   will	   maintain	   the	   platform	   and	  

provide	  the	  necessary	  support.	  	  

For	  the	  face-‐to-‐face	  workshop	  lectures	  presenting	  a	  selected	  topic	  in	  the	  field	  of	  translational	  

medicine	   are	   required.	   Lectures	   can	   either	   come	   from	   Universities,	   pharma	   industry	   or	  

external.	  The	  presenter	  can	  give	  a	  maximum	  of	  180	  minutes’	  talk	  and	  will	  be	  selected	  by	  the	  

consortium.	  There	  is	  no	  honorarium	  foreseen	  for	  the	  presenter;	  travel	  costs,	  however,	  will	  be	  

covered.	  	  

The	  pharma	  industry	  as	  potential	  host	  and	  sponsor	  for	  the	  face-‐to-‐face	  workshop	  is	  another	  

key	   supplier	   for	   our	   business.	   The	   sponsor	   will	   provide	   the	   necessary	   equipment	   for	   the	  

course	  and	  give	  the	  participants	  of	  the	  workshop	  an	  insight	  into	  their	  working	  environment.	  	  

	  

4.	  	  Realisation	  schedule	  	  

4.1	  Time	  plan	  	  

A	  detailed	  time	  plan	  can	  be	  found	  in	  Annex	  2.	  	  Briefly,	  selection	  of	  a	  potential	  host	  needs	  to	  start	  18	  

month	  prior	  to	  the	  start	  of	  the	  face-‐to-‐face	  workshop.	  The	  date	  of	  the	  workshop	  should	  be	  

preferably	  planned	  end	  of	  fall-‐	  beginning	  of	  winter.	  Timely	  implementation	  of	  a	  website,	  a	  

registration	  procedure	  and	  promotional	  materials	  are	  needed	  as	  well	  as	  identifying	  faculty	  speakers	  

and	  the	  first	  outline	  of	  the	  programme.	  	  	  
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Illustration	  7	  –	  face-‐to-‐face	  workshop	  agenda	  2016	  

	  

4.2	  Key	  resources	  

	  
The	   proposed	   business	   is	   a	   scope	   driven	   business.	   The	   aim	   is	   to	   provide	   our	   value	   proposition,	  

training,	   to	   our	   targeted	   customer	   segment,	   PhDs	   and	   early	   postdocs	   in	   the	   field	   of	   translational	  

medicine.	  The	  following	  section	  defines	  the	  kind	  of	  material	  needed,	  the	  kind	  of	  equipment	  required	  

and	   the	   types	   of	   human	   resources	   necessary	   to	   establish	   our	   business	   and	   bringing	   our	   value	  

proposition	  to	  life.	  	  

Our	   business	   has	   only	   a	   limited	   number	   of	   seats	   available	   for	   the	   face-‐to-‐face	  workshop.	  We	   can	  

therefore	  state	  a	  clear	  request	  for	  key	  resources	  as	  the	  demand	  as	  such	  will	  not	   increase.	   	  Our	  key	  

resources	   are	   directly	   relevant	   to	   the	   number	   and	   type	   of	   key	   activities	  we	   engage	   in. For	   the	   e-‐

learning	  training	  as	  well	  as	  for	  the	  face-‐to-‐face	  workshop	  the	  below	  listed	  resources	  are	  required:	  	  

Physical	  resources:	  	  

For	  the	  e–learning	  course	  a	  functional	  platform	  provider,	   is	  needed	  to	  keep	  the	  already	  established	  

e-‐learning	   platform	   alive.	   EATRIS	   will	   own	   the	  MOOC	   and	   make	   it	   available	   to	   the	   public	   free	   of	  

charge.	   For	   the	   face-‐to-‐face	   workshop,	   detailed	   requirements	   are	   listed	   in	   Annex	   1	   (SOP).	   Most	  
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importantly,	  the	  workshop	  room	  needs	  to	  accommodate	  for	  at	  least	  25	  participants	  and	  a	  maximum	  

of	   30	   participants,	   3	   consortium	   members	   and	   the	   lecturer.	   Moreover,	   a	   speaker	   as	   well	   as	  

microphones,	  a	  beamer	  and	  a	  blackboard	  are	  required.	  The	  room	  as	  such	  needs	  to	  include	  chairs	  and	  

tables	  which	  are	  not	  fixed	  and	  can	  be	  moved	  freely.	  Furthermore,	  additional	  space	  is	  needed	  for	  the	  

poster	  session	  during	  the	  course,	  accommodating	  up	  to	  15	  posters	  at	  a	  time	  and	  enough	  space	  for	  30	  

participants	   to	   freely	   move	   around	   during	   the	   poster	   sessions.	   Before	   and	   during	   the	   workshop	  

certain	   inventory	   is	   required	   such	   as	   paper,	   a	   printer,	   pins	   for	   the	   posters	   and	   a	   laptop	   for	   the	  

workshop	  presentations.	  For	  further	  details	  please	  see	  Annex	  1	  “SOP”.	  	  

For	  interested	  students	  and	  potential	  participants	  taking	  notice	  about	  the	  face-‐to-‐face	  workshop	  and	  

the	   preparatory	   e-‐learning	   module,	   a	   large	   distribution	   network	   across	   Europe	   is	   required.	   The	  

consortium	  team	  as	  well	  as	  the	  sponsor	  will	  use	  their	  contacts	  to	  advertise	  the	  offered	  training.	  For	  

the	  face-‐to-‐face	  workshop	  a	  minimum	  of	  25	  participants	  and	  a	  maximum	  of	  30	  is	  our	  aim.	  For	  the	  e-‐

learning	  at	  least	  200	  interested	  people	  can	  participate.	  	  

Intellectual	  resources	  

These	   are	   the	   non-‐physical,	   intangible	   resources	   such	   as	   our	   partnerships	   and	   our	   customer	  

knowledge.	  Being	  able	  to	  provide	  any	  kind	  of	  training,	  e-‐learning	  or	  face-‐to-‐face,	  certain	  partnerships	  

need	   to	   be	   established.	   For	   the	   face-‐to-‐face	   workshop	   a	   yearly	   or	   permanent	   partnership	   with	   a	  

potential	  sponsor	  will	  be	  generated.	  Moreover,	  certain	  short	  term	  partnerships	  with	  the	  lectures	  for	  

the	   face-‐to-‐face	  workshop	  will	   be	   established	   for	   the	   duration	   of	   the	  workshop.	   During	   and	   after	  

each	  course	  the	  face-‐to-‐face	  workshop	  participants	  are	  asked	  to	  fill	  out	  a	  feedback	  form	  related	  to	  

the	  course	  content,	  the	  individual	   lecturers,	  general	  workshop	  related	  questions	  as	  well	  as	  meeting	  

venue	  and	  catering,	  to	  enable	  improvement	  of	  the	  course	  (curriculum).	  The	  detailed	  survey	  and	  the	  

results	  from	  previous	  CCOMEND	  courses	  can	  been	  seen	  from	  Annex	  3.	  (“Communication”).	  	  

Human	  resources	  

The	  consortium	  as	  such	  is	  established	  and	  suffices	  to	  meet	  the	  set	  business	  requirements.	  For	  the	  e-‐

learning	  course	  the	  responsible	  IT	  specialist	  has	  been	  identified,	  too.	  For	  the	  face-‐to-‐face	  workshop	  

an	  administrative	  support	  will	  be	  recruited	  to	  help	  during	  the	  organisation	  of	  the	  workshop.	  For	  the	  

face-‐to-‐face	  workshop	  program	   lectures	   are	  needed	   to	   give	   a	  presentation	  about	   a	   relevant	   topic.	  

For	  the	  5	  day	  workshop	  up	  to	  8	  lecturers	  will	  be	  asked	  to	  give	  a	  talk.	  	  

Financial	  resources	  

Our	  business	  is	  a	  non-‐profit	  organisation.	  To	  being	  able	  to	  provide	  the	  training,	  a	  sponsor	  is	  needed	  

for	  the	  e-‐learning	  and	  the	  face-‐to-‐face	  workshop.	  	  
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4.3	  Distribution	  of	  tasks	  	  

The	   business	   team	   consists	   of	   Rebecca	   Ludwig,	   Rosan	   Vegter	   and	   Robert	   Harris.	   The	   lead	   of	   the	  

business	   engagements	   and	   contact	   person	   for	   all	   general	   questions	   is	   Rebecca	   Ludwig.	   Decisions	  

regarding	  the	  content	  for	  the	  e-‐learning	  platform	  and	  the	  face-‐to-‐face	  workshop	  will	  be	  made	  on	  an	  

equal	   shared	   basis.	   During	   the	   face-‐to-‐face	   workshop,	   all	   business	   partner	   will	   be	   present.	   The	  

distribution	  of	  tasks	  below	  assumes	  that	  the	  work	  contracts	  allow	  for	  these	  commitments.	   If	  this	   is	  

no	  longer	  the	  case	  the	  partners	  will	  identify	  alternative	  solutions. 

For	  all	   relevant	  questions	  regarding	  the	  e-‐learning	  course	  Rosan	  Vegter	  will	  be	   the	  contact	  person.	  

Rosan	  will	  organise	  regular	  TC’s	  between	  the	  business	  partners	  and	  write	  corresponding	  minutes.	  As	  

already	  established	  during	  the	  C-‐COMEND	  project	  the	  business	  team	  will	  using	  an	  online	  sharing	  tool	  

for	  uploading	  all	  relevant	  documents.	  The	  consortium	  will	  meet	  face-‐to-‐face	  on	  a	  needs	  basis,	  to	  be	  

organised	   by	   Rosan.	   The	   location	   can	   vary	   amongst	   preferred	   locations,	   flight	   connections	   etc.	  

Regular	  email	  communication	  and	  TC’s,	  however,	  will	  be	  the	  basic	  communication	  tool	  amongst	  the	  

business	  partner.	  The	  working	  experience	  between	  the	  business	  partners	  in	  the	  past	  has	  shown	  that	  

each	   partner	  was	   able	   to	   provide	   their	   input	   on	   the	   given	   deadlines	   although	   the	   communication	  

mainly	  took	  place	  virtually.	  	  

Robert	  Harris	  will	  be	  responsible	  for	  the	  general	  communication	  for	  the	  business	  content	  and	  contact	  

person	  for	  all	  marketing/	  communication	  related	  questions.	  	  

Rebecca	   Ludwig	  will	   be	   the	   contact	   person	   for	   all	   questions	   regarding	   the	   face-‐to-‐face	  workshop.	  

Rebecca	  together	  with	  an	  administrative	  support	  will	  organise	  the	  workshop,	  including	  identifying	  a	  

potential	  sponsor	  for	  the	  face-‐to-‐face	  workshop.	  Rebecca	  will	  be	  the	  first	  contact	  person	  for	  the	  host	  

in	  all	  relevant	  questions.	  Rebecca	  will	  draft	  the	  workshop	  agenda	  and	  identify	  potential	  lecturers	  for	  

the	  face-‐to-‐face	  workshop.	  Together	  with	  the	  other	  two	  businesses	  members	  Rebecca	  will	  draft	  the	  

evaluation	  sheet	  for	  the	  face-‐to-‐face	  workshop	  participants	  and	  prepare	  the	  online	  survey.	  Rebecca	  

will	  be	  responsible	  for	  the	  financial	  controlling	  of	  the	  business.	  	  

All	  business	  members	  will	  be	   involved	   in	   the	  contingency	  planning	  and	   financial	   resource	  planning.	  

Moreover,	  it	  is	  the	  consortium	  to	  select	  the	  participants	  for	  the	  face-‐to-‐face	  workshop.	  The	  selection	  

criteria	   will	   include	   a	   sound	   and	   relevant	   scientific	   documented	   in	   the	   Europass	   CV	   format,	   a	  

motivation	  letter	  explaining	  the	  rationale	  for	  joining	  the	  course	  and	  how	  it	  links	  to	  current	  and	  future	  

work,	  ensuring	  a	  fair	  geographic	  distribution	  of	  participation	  and	  dissemination	  by	  the	  participants	  to	  
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their	  local	  networks.	  The	  selection	  will	  be	  based	  on	  a	  first-‐comes-‐	  fist-‐serves	  basis	  if	  applicants	  meet	  

the	  minimum	  requirements	  (point-‐award	  system).	  	  

Any	   output	   (interim	   or	   final)	   will	   undergo	   a	   quality	   assurance	   (QA)	   procedure.	   This	   consists	   of	  

internal	  and	  external	  QA.	  Internally,	  the	  expertise	  of	  the	  partners	  and	  feedback	  of	  all	  partners	  on	  the	  

output	   shall	   ensure	   a	   high	   quality	   of	   the	   outputs.	   Output	   drafts	   will	   be	   circulated,	   improved	   and	  

approved	  by	   the	   consortium	   internally.	  On	   top	  of	   the	   internal	  QA,	   the	   consortium	  will	   call	   for	   the	  

support	  of	  external	  experts	  such	  as	  the	  Life	  Train	  group	  which	  will	  provide	  input	  on	  certain	  outputs.	  

Input	  and	  feedback	  given	  will	  be	  evaluated	  and	  respectively	  included.	  For	  the	  courses	  the	  project	  will	  

define	  which	  of	   the	  of	  nine	  quality	   standards,	  developed	   jointly	  by	   the	   IMI	  Education	  and	  Training	  

projects	  and	  supported	  by	  LifeTrain’s	  signatories	  will	  apply.	  Course	  participant	  feedback	  forms	  will	  be	  

prepared.	   Since	   2011	   the	   project	   EMTRAIN	   is	   an	   affiliate	   of	   ENQA,	   the	   European	   Association	   for	  

Quality	   Assurance	   in	   Higher	   Education.	   ENQA	   disseminates	   information,	   experiences	   and	   good	  

practices	  in	  the	  field	  of	  quality	  assurance	  (QA)	  in	  higher	  education	  to	  European	  QA	  agencies,	  public	  

authorities	   and	   higher	   education	   institutions,	   demonstrating	   the	   importance	   of	   quality	   to	   this	  

consortium	  	  

4.4	  Key	  activities	  	  

For	  the	  e-‐learning	  course	  the	  content	  as	  such	  is	  established.	  To	  keep	  the	  platform	  alive	  maintenance	  

via	   the	   e-‐learning	   provider	   is	   required	   including	   hosting	   of	   the	   online	   tutorial	   and	   administrative	  

work.	   Key	   activities	   for	   the	   e-‐learning	   platform	   include	   licensing,	   hosting,	   technical	   maintenance,	  

administration	   and	   helpdesk.	   Content	   will	   be	   evaluated	   and	   updated	   accordingly.	   	   Additionally,	  

promotion	  of	  the	  course	  within	  the	  consortium	  network	  will	  be	  needed	  several	  times	  a	  year.	  

	  

For	  the	  face-‐to-‐face	  workshop	  the	  following	  key	  activities	  are	  required:	  

●   The	   consortium	   needs	   to	   define	   and	   establish	   the	   face-‐to-‐face	   workshop	   content;	   find	   a	  

potential	   host/	   sponsor	   located	   in	   an	   adequate	   meeting	   venue	   and	   define	   a	   marketing	  

strategy.	   It	   is	   further	   the	   consortium	   to	   select	   the	   participants	   for	   the	   workshop	   and	   to	  

evaluate	  the	  feedback	  forms	  after	  the	  face-‐to-‐face	  workshop.	  Input	  and	  feedback	  given	  will	  

be	  evaluated	  and	  respectively	  included	  for	  the	  next	  workshop.	  	  

●   Administrative	   work	   to	   support	   the	   consortium	   during	   the	   face-‐to-‐face	   workshop	  

organisation.	  	  

●   Marketing	   for	   the	   face-‐to-‐face	   workshop	   within	   the	   consortium	   networks	   and	   on	   social	  

media	  (LinkedIn,	  Twitter,	  Facebook)	  across	  Europe	  to	  reach	  a	  broad	  target	  group	  in	  the	  field	  
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of	   translational	   medicine	   for	   PhDs	   and	   early	   postdocs.	   The	   sponsor	   of	   the	   workshop	   will	  

advertise	  the	  course	  in	  their	  platforms,	  too.	  	  

●   Lectures	   for	   the	   course	   program	   of	   the	   face-‐to-‐face	  workshop	   in	   the	   field	   of	   translational	  

medicine	  to	  talk	  about	  one	  specific	  topic.	  	  

●   Sponsorship	  of	  a	  pharma	  industry	  willing	  to	  provide	  adequate	  workshops	  rooms,	  catering	  for	  

the	  whole	  duration	  of	  the	  workshop	  (5	  days)	  administrative	  support	  and	  the	  possibility	  of	  a	  

lab	  tour	  within	  the	  facilities	  of	  the	  company	  for	  the	  participants	  of	  the	  workshop.	  

	  

A	  potential	  host	  for	  the	  workshop	  needs	  to	  (partly)	  sponsor	  for	  the	  course.	  Details	  of	  host	  and	  course	  

requirements	  are	  provided	  in	  the	  SOP	  (Annex	  1)	  

5.	  Risks,	  Impacts	  and	  Opportunities	  	  

5.1	  Consortium	  risk	  management	  	  

The	   consortium	   is	   largely	   sharing	   the	   same	  goals,	   values	  and	  enthusiasm.	  They	   can	   call	   upon	   their	  

own	   experiences	   in	   working	   in	   cross-‐national	   collaborations	   and	   they	   know	   and	   trust	   each	   other	  

largely	  from	  previous	  projects	  with	  each	  other.	  The	  defined	  and	  agreed	  on	  working	  culture	  builds	  on	  

openness,	  mutual	  trust,	  responsibility,	  effectiveness,	  professionalism	  and	  solidarity.	  	  

	  

The	  risks	  are	  mainly	  related	  to:	  	  

●   Finances/costs	  

●   Time	  	  

●   Personnel	  

●   Conflict	  between	  consortium	  members	  and	  sponsors	  	  

	  

The	  risk	  management	  consist	  of:	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

●   Identification	  of	   risks	  at	   the	  planning	  phase	  and	   the	  planning	  of	  ways	   to	  avoid,	  mitigate	  or	  

react	  to	  it	  

●   	  Controlling	  of	  identified	  risks	  during	  the	  implementation	  	  

●   Early	  identification	  of	  new/missed	  risks	  by	  the	  consortium,	  the	  communication	  of	  those	  risks	  

and	  the	  joint	  planning	  of	  counter	  measures	  

	  

Open	   communication	   throughout	   the	   business	   realisation	  will	   contribute	   to	   avoiding	   or	  mitigating	  

the	  risk	  of	  conflict	  between	  the	  consortium.	  In	  case	  conflicts	  nevertheless	  occur,	  a	  neutral	  third	  party	  
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will	   be	   identified	   and	   involved	   as	   a	  mediator.	   The	   risk	   of	   staff	   dropping	  out	   for	   illnesses	   or	   career	  

changes	  is	  managed	  by	  the	  fact	  that	  all	  consortium	  members	  can	  contribute	  to	  each	  task.	  

	  

In	  case	  a	  consortium	  member	  is	  not	  able	  to	  work	  any	  longer	  for	  the	  business,	  e.g.	  due	  to	  maternity	  

leave,	   change	   of	   working	   position	   or	   retirement	   the	   leaving	   consortium	   member	   will	   assure	   to	  

replace	   the	  position	  within	   time	  and	   corresponding	  qualification	  of	   the	  new	   team	  member.	   In	   the	  

unlikely	  case	  the	  position	  cannot	  be	  staffed	  within	  time,	  the	  other	  two	  consortium	  members	  can	  take	  

over	  the	  role	  of	  the	  third	  person	  for	  a	  certain	  period.	  The	  consortium	  members	  can,	  however,	  count	  

on	  support	  from	  their	  own	  company,	  as	  well.	  A	  potential	  sponsor	  for	  the	  face-‐to-‐face	  workshop	  can	  

provide	  personnel	  for	  the	  organisation	  of	  the	  face-‐to-‐face	  workshop,	  too.	  	  

	  

5.2.	  Product	  risk	  management	  	  

	  

The	   consortium	  has	  defined	   certain	   go	   and	  no	   go	   criteria	   for	   the	  product	   risk	  management.	   If	   the	  

consortium	  cannot	  recruit	  sufficient	  participants	  for	  the	  face-‐to-‐face	  workshop	  a	  go	  or	  no	  go	  decision	  

for	  the	  workshop	  will	  be	  made,	  depending	  on	  the	  actual	  numbers	  of	  interested	  participants.	  	  	  

	  

The	   face-‐to-‐face	  workshop	   is	  aligned	   for	  30	  participants.	  The	  break	  even	   for	   the	  workshop	  costs	   is	  

reached	  when	   at	   least	   25	   participants	   are	   registered.	   In	   case	   of	   less	   than	   25	   participants	   showing	  

interest	   for	   the	   course	   the	   consortium	   together	   with	   the	   potential	   host	   will	   make	   a	   go/	   no	   go	  

decision.	   This	   scenario	   will	   be	   defined	   in	   a	   light	   contract	   between	   the	   potential	   host	   and	   the	  

consortium	   team.	  A	  possible	   solution	   could	  be	   that	   the	   sponsor	  agrees	  upfront	   to	   compensate	   for	  

the	  missing	  income.	  The	  condition	  will	  be	  based	  on	  at	  least	  20	  participants	  registering	  for	  the	  face-‐to-‐

face	  workshop.	  In	  the	  unlikely	  case	  that	  less	  than	  20	  participants	  can	  be	  recruited	  for	  the	  training	  the	  

workshop	  will	  be	  cancelled	  and	  an	  alternative	  date	  will	  be	  provided.	  However,	   the	  consortium	  and	  

the	  sponsor	  will	  ensure	  that	  there	  are	  no	  conflicts	  with	  other	  major	  internal	  activities	  or	  events	  (e.g.	  

conferences)	   in	   the	   city	   at	   the	   same	   time	   and	   examine	  whether	   there	   are	   concurrent	   ‘competing’	  

PhD	  conferences	  around	  the	  world.	  

	  

As	  the	  consortium	  members	  are	  aware	  that	  recruiting	  sufficient	  participants	  for	  the	  courses	  is	  critical	  

to	   success,	   all	  members	   are	   strongly	   committed	   to	   advertise	   the	   courses	   in	   their	   organisation	   and	  

associated	  networks.	  Previous	  workshops	  were,	  however,	  free	  of	  charge	  and	  participants	  only	  had	  to	  

compensate	   their	   travel	   costs.	   Future	   face-‐to-‐face	   workshops	   will	   show	   if	   participants	   are	   still	  

interested	  to	  attend	  if	  the	  participation	  of	  the	  offered	  training	  includes	  a	  small	  fee.	  	  
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Another	   potential	   risk	   is	   the	   host	   cancelling	   the	   face-‐to-‐face	   workshop	   on	   short	   notice.	   The	  

consortium	  members	  and	  the	  host	  will	  agree	  on	  a	  light	  contract	  to	  avoid	  such	  a	  conflict.	  In	  case	  the	  

host	  has	  to	  cancel	  for	  any	  reason	  it	   is	  their	  responsibility	  to	  provide	  an	  adequate	  alternative	  within	  

the	  same	  city	  on	  the	  already	  agreed	  conditions.	  In	  the	  unlikely	  case	  that	  the	  host	  cannot	  provide	  an	  

alternative	   for	   the	   face-‐to-‐face	  workshop,	   the	  host	  will	  have	   to	  compensate	   for	   the	  costs	  occurred	  

thus	   far,	   for	   the	   consortium	  members	   as	   well	   as	   for	   the	   participants	   (e.g.	   already	   booked	   flights,	  

organisational	   costs	  etc.).	  Moreover,	   it	   is	   the	  host	   to	  provide	  an	  alternative	  date	  within	  a	  6-‐month	  

time	  frame	  after	  the	  actual	  agreed	  date	  for	  the	  face-‐to-‐face	  workshop.	  	  

	  

5.3.	  Impacts	  and	  Opportunities	  

	  

The	  envisaged	   impact	  on	   the	  course	  participants	   is	   to	   improve	  career	  opportunities	  and/	  or	  higher	  

employability	  via	  the	  delivery	  of	  skills,	  knowledge	  and	  competencies	  required	  by	  the	  labour	  market	  

(including	   transversal	   skills,	   entrepreneurship)	   in	   academia,	   industry	   or	   the	   regulatory	   field.	   Also	  

important	   is	   building	   a	   cross-‐disciplinary,	   cross-‐sector	   and	   transnational	   network	   with	   other	  

professionals,	  as	  well	  as	  the	  ability	  to	  use	  the	  competency	  portfolio	  to	  document	  their	  competencies	  

and	   to	   plan	   further	   professional	   development	   activities.	   Lastly,	   support	   of	   mobility	   (between	  

countries	  and	  between	  the	  public	  &	  private	  sector).	  

	  

The	   envisaged	   impact	   on	   the	   participant	   organisations	   is	   to	   give	   organisations	   the	   opportunity	   to	  

train	  their	  PhD	  students	  and	  early	  postdocs	  with	  the	  skills	  and	  competencies	  required	  by	  the	  labour	  

market	  in	  translational	  research	  and	  medicines	  development	  in	  academia,	  industry	  or	  the	  regulatory	  

field.	  The	  building	  a	  network	  of	  organisations	   in	  translational	   research	  and	  medicines	  development	  

that	  are	  keen	  to	  move	  education,	  research	  and	  innovation	  closer	  together	  is	  a	  second	  goal,	  ensuring	  

interaction	  with	  pharmaceutical	  industry	  representatives.	  	  

	  

The	   envisaged	   impact	   on	   other	   stakeholders,	   depends	   on	   their	   background.	   For	   pharmaceutical	  

industry,	   Biotech	   SMEs,	   academia	   and	   regulatory	   agencies	   it	   will	   ensure	   more	   staff	   with	   the	  

competencies	   required.	   For	   Universities	   across	   Europe,	   A	   competency	   profile	   co-‐developed	   with	  

Industry	   will	   increase	   labour	   market	   relevance	   of	   their	   learning	   provision.	   For	   Universities	   and	  

research	  institutes	  across	  Europe,	  it	  will	  give	  their	  PhDs	  and	  postdocs	  the	  opportunity	  to	  enrol	  to	  the	  

e-‐learning	  course	  free	  of	  charge.	  For	  Europe’s	  Innovation	  Union,	  it	  will	  increase	  interaction	  between	  

research,	   education	   and	   innovation	   and	   consequently	   enable	   the	   knowledge	   triangle	   to	   work	   by	  
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jointly	  developing	  a	   competency	  profile	  and	  curriculum.	  Creating	  an	   international	   cohort	  of	   course	  

participants	  with	  different	  scientific	  and	  sectorial	  backgrounds	  that	  share	  a	  common	  understanding	  

and	  vision	  of	   translational	   research	  and	  medicine	  will	  enable	  exchange	  of	  expertise	  and	  support	   to	  

each	  other.	  	  

	  

Longer	  term	  benefits	  are	  1)	  the	  	  Delivery	  of	  skills	  and	  competencies	  (incl.	  entrepreneurship)	  ensuring	  

the	  European	  competitiveness	  of	  Medicines	  Development	  2)	  	  Improvements	  in	  human	  health	  thanks	  

to	  better	  trained	  professionals	  3)	  Reduced	  costs	  for	  companies	  due	  to	  more	  efficient	  assessment	  of	  

potential	  employees	  skills	  and	  thus	  a	  more	  efficient	  recruitment	  process	  4)Contribution	  to	  strategic	  

planning	   of	   professional	   development	   of	   biomedical	   PhD	   and	   postdoc	   candidates	   via	   a	   publically	  

available	  competency	  profile	  5)More	  scientific	  ideas	  turned	  into	  innovative	  products	  bringing	  growth	  

and	  jobs	  to	  the	  European	  economy	  

	  

The	  envisaged	  impact	  for	  the	  Biomedical	  community	  in	  Europe	  and	  beyond:	  

●   Increased	  interaction	  of	  the	  knowledge	  triangle,	  between	  stakeholders	  active	  in	  the	  fields	  of	  

research,	   education	   and	   innovation	   by	   jointly	   developing	   a	   competency	   profile	   and	  

curriculum	  

●   Pooling	  of	  an	  international	  cohort	  of	  course	  participants	  with	  different	  scientific	  and	  sectorial	  

backgrounds,	   sharing	   a	   common	   understanding	   and	   vision	   of	   translational	   research	   and	  

medicine,	  who	  will	  exchange	  expertise	  and	  support	  each	  other	  

●   Support	  of	  geographical	  and	  public/	  private	  sector	  mobility	  

●   Delivery	   of	   skills	   and	   competencies	   (including	   entrepreneurship)	   ensuring	   the	   European	  

competitiveness	  of	  Medicines	  Development	  

●   Improvements	  in	  human	  health	  thanks	  to	  better	  trained	  professionals	  

●   More	   scientific	   ideas	   turned	   into	   innovative	   products	   bringing	   growth	   and	   jobs	   to	   the	  

European	  economy	  

	  

Impact	  at	  local	  and	  regional	  level:	  	  

●   The	  course	  participants	  are	  selected	  on	  their	   ideas	  how	  to	  integrate	  their	  experiences	  from	  

the	   course	   into	   their	   local	   and	   regional	   communities,	   the	   offered	   training	   also	   aims	   at	  

leveraging	   the	   impact	   on	   local	   level.	   The	   impact	   factors	   are	   the	   same	   as	   the	   ones	   for	   the	  

course	  participants	  

●   The	  curricula	  and	  the	  competency	  profile	  are	  available	  for	  any	  University,	  research	  or	  other	  

organisation,	  enabling	  them	  to	  provide	  labour-‐market	  relevant	  courses	  locally	  and	  regionally	  



	  
	  

C-‐COMEND	  Business	  Model	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  

28	  

6.	  Cost	  structure	  

6.1.	  Cost	  structure	  e-‐learning	  course	  

	  

The	   costs	   for	   maintaining	   the	   e-‐learning	   course	   on	   a	   professional	   platform	   are	   mainly	   for	   the	  

maintenance	  and	  hosting	  of	  the	  platform	  as	  illustrated	  in	  the	  table	  below:	  

 
Category How	  often? Participants	   Costs	  per	  participant	  

or	  hour	  
Budget	  

Licence	  &	  hosting	   1	  /	  yearly	   Fixed	  price	   NA	   1.500	  €	  

Maintenance/	  technical	  
support	  

1	  /	  course	   Fixed	  price	   NA	   520	  €	  

Administration	  &	  helpdesk	   per	  participant	  /	  
year	  

25	   10	  -‐	  50	  €	  *	   250	  -‐	  
1250	  €	  

Evaluation	  &	  Updating	  	  content	  	   1	  /	  yearly	   NA	   95	  €/hr	   760	  €	  

Upgrade	  (new)	  content	   TBD	   NA	   95	  €/hr	   TBD	  

Moderation	  (reminders	  every	  2	  
months)	  

50	   16	   80	  €/p	   1.280	  €	  

Marketing	   TBD	   NA	   80	  €	   640	  €	  

	  
The	  yearly	  costs	  for	  the	  e-‐learning	  training	  as	  listed	  in	  table	  above	  are	  amounting	  to	  5.460€	  ex.	  VAT.	  

The	  price	  includes	  the	  administration	  of	  25	  participants.	  Not	  included	  in	  the	  price	  are	  upgrades	  of	  the	  

platform,	  moderation	  and	  adding	  new	  content.	  The	  administration	  fee,	  however,	  various	  depending	  

on	  the	  actual	  numbers	  of	  participants:	  	  

●   15	  -‐	  50	  participants	  =	  €	  50,-‐	  per	  participant	  /	  year	  

●   51	  -‐	  100	  participants	  =	  €	  25,-‐	  per	  participant	  /	  year	  

●   >	  100	  =	  €	  10,-‐	  per	  participant	  /	  year	  	  

	  

For	  our	  business	  product,	  it	  is	  currently	  not	  foreseen	  to	  provide	  the	  e-‐learning	  course	  against	  a	  fee.	  	  

For	  this	  reason,	  the	  consortium	  is	  investigating	  the	  building	  of	  an	  open	  source	  E-‐learning	  platform,	  to	  

be	  able	  to	  provide	  the	  course	  free	  of	  charge	  after	  2018.	  Being	  in	  the	  position	  of	  adding	  new	  content	  

or	  even	  offer	   the	   course	   in	  a	  moderated	  version,	   an	  external	   sponsor	   could	  provide	   the	  necessary	  

financial	  support.	  Experience	  with	  previous	  e-‐learning	  trainings	  have	  shown	  that	  a	  moderator	  is	  very	  

helpful	   for	   the	   participants	   to	  work	   themselves	   through	   the	   different	   unites	   and	   is	   also	   a	   kind	   of	  
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motivator	  for	  the	  students.	  However,	  in	  case	  of	  any	  questions	  participants	  of	  the	  e-‐learning	  module	  

can	  always	  contact	  the	  consortium	  members.	  

	  

6.2.	  Cost	  structure	  face-‐to-‐face	  workshop	  	  

	  
The	  costs	   for	   the	   face-‐to-‐face	  workshop	  will	  have	   to	  be	  partly	   covered	  externally	  as	  otherwise	   the	  

participation	  fees	  would	  increase	  considerably	  (i.e.	  venue,	  catering,	  printing	  of	  materials).	  Other	  cost	  

categories	  (e.g.	  sponsored	  dinner,	  city	  tour,	  travel	  support)	  should	  be	  negotiated	  to	  be	  sponsored	  by	  

a	  potential	  host	  to	  lower	  the	  total	  costs	  for	  the	  students	  participating	  in	  the	  face-‐to-‐face	  workshop.	  

Funding	   for	   these	   costs,	   however,	   is	   not	   coercively	   needed	   for	   the	   workshop	   to	   run.	   The	   cost	  

overview	  is	  based	  on	  experience:	  

	  

●   For	  the	  cost	  overview,	  it	  is	  assumed	  that	  in	  total	  34	  participants	  are	  present	  for	  the	  duration	  

of	  the	  5-‐day	  workshop,	  including	  3	  faculty	  members	  and	  an	  external	  lecturer	  per	  day.	  In	  total	  

5-‐6	  external	  lectures	  will	  be	  invited	  for	  the	  workshop.	  	  

●   The	  prices	  are	  without	  /	  excl.	  VAT.	  	  

●   It	  is	  not	  foreseen	  to	  pay	  an	  honorarium	  for	  the	  lectures.	  To	  cover	  the	  travel	  costs,	  including	  

flight	  and	  hotel	  costs,	  a	  maximum	  travel	  support	  of	  600€	  per	  lecturer	  will	  be	  granted.	  	  

●   For	  the	  workshop	  a	  board	  game	  is	  foreseen.	  Experiences	  in	  the	  past	  have	  shown	  that	  this	  is	  

an	  ideal	  “ice-‐breaker”	  and	  a	  good	  start	  for	  the	  face-‐to-‐face	  workshop.	  

●   The	  external	  sponsor	  is	  encouraged	  to	  provide	  travel	  support	  for	  the	  students	  participating	  in	  

the	  workshop	   as	  we	   experienced	  with	   the	   past	   two	   face-‐to-‐face	  workshops,	   that	   students	  

had	  a	  hard	  time	  to	  get	  a	  travel	  grant	  for	  the	  course.	  	  

●   If	  the	  venue	  is	  not	  easily	  accessible	  by	  public	  transportation,	  the	  sponsor	  will	  also	  be	  asked	  to	  

cover	  for	  coach	  transport	  from	  and	  to	  the	  venue.	  
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Total	  Costs	  Workshop:	  
	  

Category	   Costs	  per	  Category	   How	  often	   Participants	   Total	  Costs	  

Room	  rental	   350€	  per	  day	  	   5	  days	   34	   1.750,00	  €	  
Technique/	  Meeting	  
equipment	   80€	  per	  day	   5	  days	   34	   400,00	  €	  

Marketing	  workshop	   300	  €	   once	   -‐	   300	  €	  

Registration	  site	   1.000,00	  €	   once	   -‐	   1.000,00	  €	  

Lecturer	  (travel	  support)	   600	  €	   per	  lecturer	   6	   3.600,00	  €	  

Board	  Game	   1.000	  €	   once	   34	   1.000,00	  €	  

Staff	  cost	  preparation	   250€	  per	  day	   52	  days	  one	  person	   -‐	   13.000,00	  €	  

Catering	  during	  workshop	  
	  25€	  per	  
participant/	  day	  	   5	  days	   34	   4.250,00	  €	  

A	  sponsored	  Dinner	  
22,00	  €/	  per	  
participant	   once	   34	   748,00	  €	  

	   	   	   	   26.048,00	  €	  
	  
	  
To	  cover	  some	  of	  the	  fixed	  costs	  for	  the	  face-‐to-‐face	  workshop	  participants	  will	  have	  to	  pay	  a	  fee.	  As	  

students	  also	  need	   to	   cover	   for	   their	  own	   travel	   costs,	   including	   flight	   and	  hotel,	   the	   costs	   for	   the	  

workshop	  must	  be	  put	  in	  relation	  to	  the	  overall	  costs	  that	  occur	  for	  the	  participants.	  	  	  

One	  possible	  solution	  for	  the	  face-‐to-‐face	  workshop	  fee	  is	  to	  offer	  an	  early	  bird	  pricing,	  e.g.	  300€	  and	  

a	  normal	  fee	  of	  500€.	  As	  investigated	  in	  an	  earlier	  survey	  amongst	  C-‐COMEND	  FTF	  participants,	  two	  

third	  of	  the	  participants	  mentioned	  to	  be	  willing	  to	  spend	  between	  300€	  and	  600€	  additional	  money	  

for	  the	  course.	  The	  actual	  amount	  of	  the	  workshop	  fee	  will	  depend	  on	  the	  potential	  sponsor	  and	  will	  

be	  discussed	  and	  bounded	  once	  the	  host	  is	  identified.	  	  

	  

6.2.	  Revenue	  Streams	  	  

The	  type	  of	  revenue	  stream	  for	  our	  business	  is	  transaction	  revenue,	  as	  our	  revenues	  will	  be	  earned	  

from	  the	  customers	  making	  a	  one-‐time	  payment	  for	  the	  offered	  product,	  training.	  Students	  attending	  

the	  face-‐to-‐face	  workshop	  will	  pay	  a	  fee	  for	  the	  workshop,	  once.	  Participants	  successfully	  completed	  

the	  workshop	  will	  most	  probably	  not	  attend	  the	  training	  for	  a	  second	  time.	  	  

	  

The	   pricing	   strategy	   for	   the	   offered	   product	   will	   be	   dynamic	   pricing.	   The	   fee	   for	   the	   workshop	  

changes	   according	   to	   the	   variables	   that	   are	   necessary	   to	   create	   the	   workshop	   as	   well	   as	   the	  

conditions	  prevalent	  in	  the	  market.	  Moreover,	  the	  final	  fee	  for	  each	  workshop	  is	  dependent	  on	  the	  

customers	   and	   their	   perception	   of	   the	   worth	   of	   the	   value	   the	   product	   holds. The	   fee	   for	   the	  

workshop	  will	  therefore	  be	  defined	  for	  each	  workshop. 
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In	  general,	  our	  customers	  are	  willing	  to	  pay	  a	  fee	  for	  the	  training	  and	  the	  expertise	  they	  will	  gain,	  as	  

investigated	  recently	  in	  a	  survey	  amongst	  CCOMEND	  alumni	  (summary	  of	  the	  feedback	  collected	  can	  

be	   found	   in	   annex	   3).	   As	   the	   first	   cycle	   of	   the	   e-‐learning	   module	   and	   face-‐to-‐face	   workshop	   has	  

shown,	   the	   training	   is	   supporting	   the	   personal	   career	   development	   of	   the	   course	   participants.	  

However,	  previous	  workshops	  have	  been	  for	  free.	  The	  e-‐learning	  course	  as	  such	  will	  remain	  for	  free.	  

The	  face-‐to-‐face	  workshop	  will	  be	  promoted	  against	  a	  small	   fee	  to	  cover	  some	  of	  the	  costs	   for	   the	  

course.	   It	   is	   to	   find	   out	   if	   the	   minimum	   of	   25	   participants	   can	   still	   be	   recruited	   including	   the	  

attendance	  of	  the	  workshop	  against	  a	  small	  fee.	  	  

	  

The	   fee	   for	   the	  workshop	  has	   been	  defined	  with	   300€	   per	   participant	   (early	   bird)	   or	   500€	   for	   the	  

normal	   rate,	   if	   at	   least	   25	   participants	   can	   be	   recruited	   for	   the	   workshop.	   In	   case	   less	   than	   25	  

students	  show	  interest	  for	  the	  course	  a	  go/	  no	  go	  decision	  will	  be	  made	  by	  the	  consortium	  together	  

with	  the	  potential	  host.	  The	  payment	  system	  still	  needs	  to	  be	  determined:	  

●   Permanent	   account	   to	   transfer	   the	   money	   before	   the	   workshop	   via	   credit	   card	   or	   online	  

transfer	  	  

●   Invoice	  for	  each	  participant	  to	  be	  sent	  via	  email	  	  

●   Including	  an	  early	  bird	  price	  offer	  	  

	  

	  	  

	  

6.4.	  Cash	  flow,	  income	  

	  

As	  we	  are	  a	  non-‐for-‐profit	  business	  there	  will	  not	  be	  any	  profit	  or	  cash	  flow.	  Any	  potential	  profit	  will	  

be	  reinvested	  in	  the	  course	  e.g.	  to	  host	  the	  e-‐learning.	  	  

	  

6.5	  Controlling	  	  

The	   part	   of	   the	   internal	   controlling,	   best	   practice,	   will	   be	   performed	   by	   Rebecca	   Ludwig.	   The	  

following	  elements	  of	  managerial	  controlling	  will	  be	  included:	  	  

●   Characteristics	   of	   elements	   to	   be	   controlled:	   for	   our	   business	   product,	   controlling	  will	   be	  

based	   on	   the	   output	   training	   and	   the	   numbers	   of	   course	   participants;	   a	   minimum	   of	   25	  

participants	  are	  favoured	  to	  be	  recruited	  for	  the	  face-‐to-‐face	  course.	  It	  is	  the	  manager’s	  task	  
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to	   analyse	   the	   recruitment	   procedure	   after	   the	   first	   cycle	   and	   discuss	   necessary	   steps	   to	  

follow-‐up	  together	  with	  the	  consortium.	  	  

	  

●   Sensory	  system:	  the	  measurement	  toll(tool?)	  by	  which	  the	  actual	  results	  and	  the	  benchmark	  

result	  will	   be	  measured	   in	  will	   be	  based	  on	   the	   sales	   level,	   i.e.	   the	  number	  of	   participants	  

attending	  the	  offered	  training	  course.	  	  

	  
●   Comparator:	   	   The	   comparison	   takes	   place	   after	   each	   cycle	   of	   e-‐learning	   and	   face-‐to-‐face	  

learning.	  	  

	  
●   Activator:	   In	   case	   the	   set	   benchmark	   is	   not	   reached,	   the	   manager	   together	   with	   the	  

consortium	  will	  act	  to	  correct	  the	  workflow	  and	  bring	  the	  business	  to	  a	  new	  process	  that	  will	  

help	   us	   to	   achieve	   the	   benchmark.	   Possible	   solutions	   would	   be	   to	   update	   the	   e-‐learning	  

training	  with	  new	  content	  that	  will	  attract	  more	  participants;	  to	  lower	  the	  fee	  for	  the	  face-‐to-‐

face	  workshop	  and	  to	  start	  a	  paid	  advertisement	  campaign	  for	  the	  training.	  	  

	  

6.5.1	  Measurement	  of	  success	  	  

The	   defined	   activities	   to	   assess	   the	   business	   success	   are	   described	   in	   the	   quality	   assurance	  

procedures.	  The	  objects	  of	  consideration	  (in	  quantitative	  and	  qualitative	  terms)	  are	  that	  the	  output	  is	  

within	  the	  set	  parameters	  with	  respect	  to	  quality	  and	  timely	  delivery.	  	  

In	  addition,	  for	  the	  specific	  output	  the	  following	  activities	  and	  indicators	  of	  achievement	  will	  be	  used:	  

●   Define	   clear	   targets	   for	   number	   of	   participants	   for	   the	   training	   activities	   and	   ensure	   that	  

those	   targets	   are	   met	   (a	   maximum	   of	   25	   and	   a	   total	   of	   30	   participants	   per	   face-‐to-‐face	  

course)	  

●   To	   ensure	   the	   quality	   of	   the	   course	   the	   IMI	   Education	   &	   Training	   quality	   indicators	   and	  

student	  evaluation	  forms	  will	  be	  used.	  

●   Using	  the	  ADDIE	  process	  for	  the	  planning	  of	  the	  course.	  
	  

	  

	  


