Minor in Entrepreneurship
	Semester
	Course code
	Course name
	Credits
	Type of course

	3
	MINOR301K
	Entrepreneurial Opportunity and Venture Creation
	3
	Theory

	4
	MINOR401K
	Technology Business Models and Product Commercialisation
	3
	Theory

	5
	MINOR501K
	Leadership and Influence in Entrepreneurial Teams
	3
	Theory

	6
	MINOR601K
	Startup Finance and Customer Funded Growth
	3
	Theory

	7
	MINOR701K
	Intellectual Property for Entrepreneurial Ventures
	3
	Theory

	8
	MINOR801K
	Corporate Innovation Strategy and Venture Investment
	3
	Theory


Total: 18 additional credits | B.Tech in Electronics and Communication Engineering


MINOR301K Entrepreneurial Opportunity and Venture Creation
Semester 3 | 3 credits | Theory | 
Course objectives
To develop a structured understanding of entrepreneurial opportunities and venture formation. To evaluate the personal, market, team and resource choices that shape a venture from ideation to exit.
Course outcomes
On successful completion, the student will be able to:
CO1. Analyse entrepreneurial motivations and decision patterns in a supplied case. 
CO2. Evaluate an opportunity using industry, market, competition and value criteria. 
CO3. Justify initial team, funding and sales choices for a stated venture. 
CO4. Evaluate launch, people, internationalisation and exit decisions against stated constraints. 
Detailed syllabus
Module 1 Entrepreneurial thinking
Corporate entrepreneurship and its enabling structures; opportunity-analysis framework; decision styles, achievement motivation, optimism, self-efficacy, ambiguity, risk and social capital. Written reflection on entrepreneurial behaviour.
Module 2 Industry and market opportunities
Industry knowledge and demand conditions; lifecycle, capital intensity, concentration and company size; demographic, technological, societal and regulatory change; learning curves, complementary assets and competitor reputation.
Module 3 Value innovation and opportunity judgement
Eliminating, reducing, raising and creating value factors; problem relevance, stakeholder value, sustainable advantage and team readiness. Written opportunity and value-curve appraisal.


MINOR301K Syllabus and learning resources
Module 4 Personal fit and venture formation
Values, beliefs and entrepreneurial trade-offs; creativity and design thinking; technology S-curves, founding teams and initial financing choices. Written commercial proposition and idea analysis.
Module 5 Cash and early selling
Investor negotiations, cash management, sales strategy, prospect access and rapport; analysis of an early sales approach.
Module 6 Launch and maturity
Launch monitoring and cohort analysis; first employees, team management, international expansion and exit alternatives; interpretation of success and failure cases.
Books
1. Robert D. Hisrich, Michael P. Peters and Dean A. Shepherd. Entrepreneurship. McGraw-Hill Education, 11th edition, 2020.
2. James V. Green. The Opportunity Analysis Canvas. Venture Artisans, 3rd edition, 2015.
Required online courses
Developing the Opportunity for Corporate Entrepreneurs | University of Maryland, College Park; James V. Green | 
https://www.coursera.org/learn/corporate-entrepreneurs-opportunity
Entrepreneurship Strategy: From Ideation to Exit | HEC Paris; Ambroise Huret | 
https://www.coursera.org/learn/entrepreneurship-strategy


MINOR401K Technology Business Models and Product Commercialisation
Semester 4 | 3 credits | Theory | 
Course objectives
To connect technology-based value creation with product, brand and digital-market decisions. To evaluate business models and commercialisation choices using supplied customer and market evidence.
Course outcomes
On successful completion, the student will be able to:
CO1. Analyse a technology business model and its response to digital transformation. 
CO2. Apply product-demand and positioning concepts to a supplied offering. 
CO3. Evaluate brand architecture, portfolio and customer-experience choices. 
CO4. Justify a digital engagement and service strategy using audience, trust and value criteria. 
Detailed syllabus
Module 1 Technology and business models
Technology–business relationships; model components and technology-sector examples; lessons for engineering ventures and changes in models over time.

Module 2 Transformation and ecosystems
Disruption; digitisation versus digitalisation; data, technology trends and shorter innovation cycles; design thinking. Ecosystems, partnerships, pivots and criteria for effective models.

Module 3 Product planning and brand positioning
Product mix, lifecycle, demand estimation, development, launch and pipeline; competitor analysis, brand essence, values and positioning; appraisal of brand strategy.


MINOR401K Syllabus and learning resources
Module 4 Brand architecture and experience
Brand equity, naming, branded-house, house-of-brands and hybrid structures; portfolio decisions; purchase funnels, journeys and touchpoints; employee engagement and internal brand measures.
Module 5 Digital discovery and content
Omnichannel discovery, search behaviour and trust; digital experiences in physical channels. Content for people, search engines and generative AI; visibility, sharing, virality and brand interactions.
Module 6 Communities and digital service
Paid and organic media, content calendars, influencer selection and community trust. AI-supported service, personalisation, empathy and human–AI collaboration; written service-strategy assessment.
Books
1. Alexander Osterwalder and Yves Pigneur. Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers. John Wiley & Sons, 1st edition, 2010.
2. Philip Kotler, Kevin Lane Keller and Alexander Chernev. Marketing Management. Pearson, 16th edition, 2022 copyright (published 2021).
3. Dave Chaffey, Fiona Ellis-Chadwick and Majd Abed-Rabbo. Digital Marketing. Pearson, 9th edition, published 2025 (publisher catalogue copyright 2026).
Required online courses
Business Models for Technology Innovators | Arm; Arm Education |
https://www.coursera.org/learn/business-models-for-technology-innovators
Brand and Product Management | IE Business School; Luis Rodriguez Baptista | 
https://www.coursera.org/learn/brand-management
Digital Marketing: Customer Engagement Strategy | University of Illinois Urbana-Champaign; Nathan Yang | 
https://www.coursera.org/learn/marketing-analytics


MINOR501K Leadership and Influence in Entrepreneurial Teams
Semester 5 | 3 credits | Theory | 
Course objectives
To explain how entrepreneurial leaders align motivation, team structure and influence. To evaluate people-related decisions using behavioural concepts and written analysis of team situations.
Course outcomes
On successful completion, the student will be able to:
CO1. Apply vision and goal-setting principles to a specified team situation. 
CO2. Analyse motivation, reward and feedback problems across stated contexts. 
CO3. Evaluate team composition, structure and learning arrangements against performance criteria. 
CO4. Evaluate influence tactics and safeguards using effectiveness and ethical criteria. 
Detailed syllabus
Module 1 Vision and communication
Purpose, success criteria and expected conduct; communicating a shared vision through language and nonverbal signals; leadership cases and a written vision statement.
Module 2 Goals and meaningful work
Goal–performance relationships; stretch goals, SMART goals and their limitations; autonomy, skill variety and meaningful work.
Module 3 Motivation and rewards
Needs, cultural and generational differences; satisfaction, intrinsic/extrinsic motivation and common traps. Equity, reinforcement, appraisal, critical feedback and reward–behaviour alignment.


MINOR501K Syllabus and learning resources
Module 4 Team composition and structure
Size, diversity, values and shared goals; roles, norms, rewards, centralisation and virtual arrangements; team-charter reasoning.
Module 5 Team processes and learning
Coordination, shared-information bias, social loafing, language and conflict; evaluating performance and satisfaction; psychological safety, creativity, transactive memory and learning from adversity.
Module 6 Power and responsible influence
Structural, personal and cognitive power; authority, social proof, reciprocity, scarcity and message effects. Relationships, networks, dependence and reputation; influence versus manipulation, bias reduction and defensive tactics.
Books
1. Stephen P. Robbins and Timothy A. Judge. Organizational Behavior. Pearson, 19th edition, 2023 copyright (published 2022).
Required online courses
Inspiring and Motivating Individuals | University of Michigan; Maxim Sytch | 
https://www.coursera.org/learn/motivate-people-teams
Leading Teams | University of Michigan; Maxim Sytch | 
https://www.coursera.org/learn/leading-teams
Influencing People | University of Michigan; Maxim Sytch | 
https://www.coursera.org/learn/influencing-people


MINOR601K Startup Finance and Customer Funded Growth
Semester 6 | 3 credits | Theory | 
Course objectives
To explain how early ventures obtain and manage funding. To compare investor-funded and customer-funded growth using financial statements, funding processes and business-model evidence.
Course outcomes
On successful completion, the student will be able to:
CO1. Analyse financial statements and investor requirements to identify a startup’s funding needs. 
CO2. Evaluate funding sources, valuation and deal-process choices under stated constraints. 
CO3. Analyse cash-cycle and value-creation mechanisms in customer-funded models. 
CO4. Justify a customer-funding approach using viability, growth and failure evidence. 
Detailed syllabus
Module 1 Investment readiness
Early-stage investment terminology; business-plan quality, investor expectations and organisational form; balance sheet, income and cash-flow statements; interpretation of a proposed venture.
Module 2 Capital and fundraising process
Bootstrapping, friends/family, incubators, accelerators, angels and venture capital; finding investors, valuation, due diligence, term sheets, pitching and closing a round.
Module 3 Customer funding foundations
Limits and trade-offs of early venture capital; capital efficiency, cash conversion and growth; overview of five customer-funding models.


MINOR601K Syllabus and learning resources
Module 4 Marketplaces and advance payments
Matchmaker economics, buyer–supplier balance, niche choice and pivoting; pay-in-advance arrangements, customer value and funding gaps; success and failure cases.
Module 5 Subscriptions and scarcity
Recurring-revenue economics, SaaS, early metrics, scalability and organic growth; scarcity, speed, stock and cash implications; comparison of viable and failed models.
Module 6 Services becoming products
Customer-financed service-to-product transitions; growth-capital choices; product–market fit and synthesis of an appropriate funding model.
Books
1. J. Chris Leach and Ronald W. Melicher. Entrepreneurial Finance. Cengage Learning, 7th edition, 2021 copyright (published 2020).
2. John Mullins. The Customer-Funded Business: Start, Finance, or Grow Your Company with Your Customers’ Cash. John Wiley & Sons, 1st edition, 2014.
Required online courses
New Venture Finance: Startup Funding for Entrepreneurs | University of Maryland, College Park; Michael R. Pratt | 
https://www.coursera.org/learn/startup-funding
How to Finance and Grow Your Startup – Without VC | University of London and London Business School; John Mullins | 
https://www.coursera.org/learn/startup-financing-without-vc


MINOR701K Intellectual Property for Entrepreneurial Ventures
Semester 7 | 3 credits | Theory | 
Course objectives
To explain how patent, copyright and trademark protection affects entrepreneurial assets. To evaluate protection and infringement issues in supplied cases within the legal framework taught by the provider.
Course outcomes
On successful completion, the student will be able to:
CO1. Apply the taught patentability requirements to a stated invention. 
CO2. Analyse patent claims and infringement issues in supplied documents. 
CO3. Evaluate copyright rights and exceptions for a supplied use case. 
CO4. Justify trademark selection, protection and maintenance choices under stated criteria. 
Detailed syllabus
Module 1 Patent foundations and patentability
Patent purpose, institutional structure, lifecycle and prosecution; disclosure, novelty, nonobviousness, inventorship, utility and eligible subject matter under the US framework.
Module 2 Claims and patent enforcement
Claim components, scope and interpretation; infringement, equivalents, avoidance and remedies; analysis of supplied patent cases.
Module 3 Copyright foundations and basic rights
Expression versus ideas/facts; merger, originality and authorship; reproduction, substantial similarity, software, distribution and first sale.


MINOR701K Syllabus and learning resources
Module 4 Copyright rights and limits
Adaptation, public performance/display, attribution and integrity; moral rights; ordinary, transformative and technological fair use.
Module 5 Trademark identity and selection
Policy, qualifying signs and exclusions; trademarks versus company/domain names; distinctiveness, enforceability, secondary meaning and clearance-search interpretation.
Module 6 Trademark protection and maintenance
US federal/state registration, application and post-filing stages; marking, policing, maintenance, infringement and cease-and-desist reasoning; written protection strategy.
Books
1. Deborah E. Bouchoux. Intellectual Property: The Law of Trademarks, Copyrights, Patents, and Trade Secrets. Cengage Learning, 6th edition, 2024 copyright (published 2023).

Required online courses
Patent Law | University of Pennsylvania; R. Polk Wagner | 
https://www.coursera.org/learn/patents
Copyright Law | University of Pennsylvania; Shyam Balganesh | 
https://www.coursera.org/learn/copyright-law
Trademark Law | University of Pennsylvania; Cynthia Dahl | 
https://www.coursera.org/learn/trademark-law


MINOR801K Corporate Innovation Strategy and Venture Investment
Semester 8 | 3 credits | Theory | 
Course objectives
To integrate organisational, strategic and financial reasoning for ventures within established firms. To evaluate innovation initiatives, implementation choices and investment proposals under uncertainty.
Course outcomes
On successful completion, the student will be able to:
CO1. Analyse an organisation’s innovation capabilities, structure and culture. 
CO2. Evaluate innovation-team and portfolio choices under stated strategic conditions. 
CO3. Justify planning, collaboration and learning approaches for uncertain initiatives. 
CO4. Evaluate a corporate-venture investment using financial and strategic criteria. 
Detailed syllabus
Module 1 Innovation capabilities and structures
Innovation types and levels; internal capability audits, technological uncertainty and associative thinking; creative and implementation roles, process structures and venture units.
Module 2 Culture and innovation strategy
Knowledge, feasibility, value, benchmarking and tournaments; portfolios, disruption, blue-ocean reasoning, lead users and open innovation; written venture roadmap.
Module 3 Managing innovation initiatives
Technology and market evolution; organisational success/failure and ambidexterity; heavyweight development teams, innovation streams and strategic choices.


MINOR801K Syllabus and learning resources
Module 4 Uncertainty and organisational boundaries
Experimentation and learning; planning, evaluation and agile control; virtual firms, alliances, joint ventures and corporate entrepreneurship.
Module 5 Corporate venture economics
Corporate versus startup finance; ROI and intangible assets; statements, customer-acquisition cost and lifetime value; NPV, opportunity cost, payback, IRR and WACC.
Module 6 Funding and investment proposals
Internal funding, customer/vendor finance, franchising, joint ventures, co-branding and licensing; proposal content, funder expectations and pitch-deck reasoning.
Books
1. Joe Tidd and John R. Bessant. Managing Innovation: Integrating Technological, Market and Organizational Change. John Wiley & Sons, 7th edition, 2021 copyright (published 2020).
2. J. Chris Leach and Ronald W. Melicher. Entrepreneurial Finance. Cengage Learning, 7th edition, 2021 copyright (published 2020).
Required online courses
Crafting Strategies for Innovation Initiatives for Corporate Entrepreneurs | University of Maryland, College Park; Thomas J. Mierzwa | 
https://www.coursera.org/learn/corporate-entrepreneurs-innovation-strategy
Strategic Innovation: Managing Innovation Initiatives | University of Illinois Urbana-Champaign; E. Geoffrey Love |  
https://www.coursera.org/learn/strategic-innovation-innovation-at-the-frontier
Financing and Profiting from Innovation for Corporate Entrepreneurs | University of Maryland, College Park; Michael R. Pratt | 
[bookmark: _GoBack]https://www.coursera.org/learn/corporate-entrepreneurs-financing
Page 
