
 
 

THIS IS NOT 
MY FUTURE



This is my Future 
 

A Business Plan to support Young Entrepreneurs in Europe 
 

Introduction 
 
There is an increasingly negative mood prevalent in Europe as a result of the economic crisis which is 

having a serious impact on the short & medium term prospects for recovery & growth. 

 

While there is no easy fix for the predicament in which Europe finds itself, it is clear that economic growth 

will be a vital component in restoring Europe to prosperity. One of the key drivers of recovery around the 

world is the creation of new businesses which lead to greater employment and financial stability. 

 

“This is my Future” is intended to fill some of the gaps between the many entrepreneur-focused schemes 

and organisations in existence, which are mostly aimed at the later stages of business start-ups and are 

disparate and under-promoted to the audience of potential young entrepreneurs who still express 

frustration at the barriers to starting a business. It is intended to act as a complement to existing initiatives 

across Europe. 

 

We differ from those existing schemes in three important respects: 

● Our focus is not on the 5-6% of entrepreneurs who actually start a business
1
 but on the next 5-

10% who are held back for a variety of reasons. This audience offers a substantial business 

opportunity and is less well served by existing offers. 

● No other initiatives are supported by a comprehensive, tailored communications campaign, 

including TV, social media and print, designed to challenge young people to take their destiny into 

their own hands and write their own future. 

● Our proposed initiative is intended to be run by young people for young people as ongoing 

inspiration and support is more resonant and sustainable if provided by “people like me”.  

 

 This service will launch in March 2013. 

 

2. Who we are 

The European Association of Communications Agencies (EACA) represents the major full-service 

advertising and media agencies and agency associations in Europe. EACA members represent 85% of the 

advertising placed in Europe. We believe communications can change the world and our mission is to use 

our combined communications expertise as a positive force for good. 

 

 

 
 
 

                                                
1
 See footnote “5”.  



Our objective 
 
To use our commercial communications expertise to help Europe’s latent Young Entrepreneurs turn their 

ideas into real business opportunities.   

In doing this we will: 

● Inspire 500,000 additional new start-up businesses across Europe over the next 3 years 

● Provide the framework and content for new business creation in each target country, aimed at 

young people, run by young people  

● Help bridge the gap between people having an idea and making it happen  

 

The issue we are addressing  

 

The young of Europe are being told they have no future. 

                                                                                         
Unemployment is high, GDP is down (see charts below) and optimism amongst this audience is 

decreasing.
2. 

Research shows that the primary concern of Europe’s young is related to their nation’s 

gloomy economic prospects.
3
 

  

                                                
2
 “…optimism amongst Europe’s young is on the decrease as identified in The recent Standard Eurobarometer 76 

3
 Their top two concerns they see their country facing are related to the economy (Unemployment 46% and the economic situation 42%)  *Poll digest 29/03/2012 from Standard 

Eurobarometer 76*. Survey amongst 15 to 24 age group  
 
 



However, within this picture of gloom, lies real hope for their futures. This recession has seen an upswing 

of interest in entrepreneurism as shown by a 60% rise in keyword search volumes for the term “start a 

business” since the financial crisis, as young people are increasingly taking control of their own lives. 

 

 
    Source: Google Insights for Search 

 
This is welcome news for Europe as micro-businesses are a key growth engine of the European economy 

- delivering 21% of gross value in the EU-27. Our target is to help kickstart 500,000 extra micro-businesses 

over the next 3 years. Based on the average “value added” per micro-business this would deliver a gross 

added value of €33 million and nearly 2 million employed positions to the EU-27.  

 

 
 

 
 
 
 



The audience  

 

We have identified a very precise audience to target: people who “would like to set up my own business” in 

the future, but have not as yet done so
4
.
 
Recent research has shown that, of the 50% who are thinking of 

starting a business, only 5.8 % actually do
5
. We call the aspirers Latent Young Entrepreneurs.  

 

Our focus is not on the 5.8% of entrepreneurs who actually start a business
6
 but on the next 5-10% who 

are held back for a variety of reasons. We will accelerate the journey from ‘having an idea’ to doing 

something about it by providing a cross-European mentoring and peer-to-peer network that is specifically 

focused on turning ideas into action. 

 

Further research§
7
 has revealed that this audience is most likely to share the following characteristics:  

 

 
And their media habits are not dissimilar from young European adults§

8
: 

 

                                                
4
 Research has shown that 42% of Young people in the EU27 agree with the statement. EB Flash 319b  

5
 This is a proxy taking from a UK Survey: http//:www.enterprisenation.com/wp-

content/uploads/2011/09/WindowofOpportunity_lowres.pdf?  
6
 See footnote “5”.  
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What is stopping them from turning their ideas into action?   
 

The primary barriers are lack of financial support (81%), perceived complexity (71%) and getting sufficient 

information (51%).  
 

 

Barriers to entrepreneurship – EU 27 

 
Source: Flash Eurobarometer 283 – The Gallup Organization 

 
This initiative focuses on the second and third barriers but will address the first via links to financial support 
resources.  
 



What is out there to help them? 

 
Currently the market mostly serves the needs of people who have already made the decision to start up a 

business. There is a very little to help our “latent young entrepreneurs” overcome the initial barriers. 

 

 

 



8. What is the size of the opportunity? 
 
We are going to focus on four key markets in Year 1 - Italy, Spain, UK and Germany - before expanding 

out to the rest of Europe   

 
Year 1: Opportunity by market  
 

COUNTRY YOUTH POPULATION LATENT 

ENTREPRENEURS
9

 

 

NUMBER OF LATENT ENTREPRENEURS TO CONVERT  

(assumes 5% conversion)  

UK 12,000000 2,228,000 114,000 

SPAIN 7,000,000 630,000 31,500 

GERMANY 14,000,000 1,122,000 56,000 

ITALY 10,980,000 1,098,000 54,540 

TOTAL   256,040 

 
Year 2:  We will roll out to the other EU27 in year 2 and beyond that  

 

Year 3:  We will cover all CEE & Turkey in year 3  

 

Our target is to encourage the start-up of 500,000 new businesses by 2016. 

 

9.  Why we are uniquely placed to succeed in this space  

 

Bringing together the might of Europe’s biggest media and communications agencies gives us a unique 

advantage in creating a demand for the service, both in the design of the online platform and the 

promotion of it.  

 

Specifically we believe success will come from: 

 

1. Expertise in user behaviour. This is a real competitive advantage as delivering products fully 

tailored to users’ needs has the greatest chance of success. 

2. A unique ability to deliver media value:  

a. We will deliver reach and awareness on preferred terms through our relationships with 

media owners  

b. We will create a desire for the offering through a broad mix of creative communications 

skills  

3. Unparalleled access to commercial partners. The barriers to funding are low as EACA member 

agencies have direct access to CEOs and brand leaders with budgets.  

4. Attractiveness to future network leaders. We are actively recruiting young entrepreneurs to 

nurture, grow and commercialise these networks. The inherent ‘head start’ which the infrastructure 

and access we are creating delivers over the competition will allow us to recruit the very best. 
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What we will deliver  
 
A web platform to help latent entrepreneurs turn their ideas into action by building a network with a shared 
passion for making ideas happen.  The platform will be based around five young entrepreneur hubs in the 
five target territories initially. These hubs will be responsible for growing the network, nurturing the existing 
membership and commercialising the site 
 
They will contain a stream of relevant content to nurture and grow the community, offer practical online 
tools to help overcome barriers, test ideas and prepare them for the “start-up” world and direct links to 
offline “idea build” events to help young entrepreneurs find like-minded people to start a business with and 
gain a solid support network for the journey. 

 
Once they have been through this journey, they can access an aggregation of resources that will help 
them start their business, such as incubation and workspaces, funding schemes, business advice etc. 

 
 
 

 

1. Inspire: A video wall of stories from 

young mentors on how they took the 

first steps.   

 

2. Share and Connect: Simple tools to 

share and build ideas with the 

network. We will use profile and 

keyword analysis to recommended 

mentors and peer support.   

 

3. Validate / Refine: There will be online 

forums and offline events to help each 

other build ideas and turn them into 

action. 

 

4. Get Practical Support: A series of 

online tools to work through the 

emotional and rational barriers to be 

ready to start a business. These 

include writing a business plan and 

working out how much money is 

enough to live off.  

 



Promoting the platform 
 
The platform will be supported by an active off & online campaign designed to create awareness and drive 
young entrepreneurs to the site.  The campaign will employ PR & social media activity, paid search and 
display space, an online film and print. 

 

 

TV / Online Film script “The Museum” 

 

This is an inexpensive but powerful standalone 

film. The location is a grand, old museum. 

 

The whole film is a series of tracking shots along 

a selection of artifacts in glass museum cases. 

These artifacts document some of the 

milestones in European/World history. From the 

wonders of Ancient Greece, through to the 

Romans, the Renaissance, the Age of 

Enlightenment, Darwin, the dawn of computers, 

through to Shakespeare and Dante, Rembrandt 

and Picasso, Chopin and Mozart. 

 

The camera comes to a stop on a young girl, 

standing quietly in her own glass museum case. 

We fade to black and hear the following quote:  

 

"I think Europe is finished. It will be a good place 

for tourism but little else. Europe is a thing of the 

past." 

 

We cut back to the girl. She takes a hammer and smashes the glass. 

 

She then speaks to camera: ‘That is not my future’ 

 

As she steps out of the case and walks away, she says: “This is my future”…the website link fades up:  

 

www.thisismyfuture.eu 

 
 

http://www.thisismyfuture.eu/
http://www.thisismyfuture.eu/
http://www.thisismyfuture.eu/
http://www.thisismyfuture.eu/
http://www.thisismyfuture.eu/


Partnerships 
 

Media partners 
These are partners who with whom we will be working to derive media value  

The European Magazine Media Association represents over 15,000 publishers (the vast majority being 
Small and Medium Sized Enterprises) publishing over 50,000 magazine titles throughout Europe. 

The European Publishers’ Council is a high level group of Chairmen and CEOs of leading European 
media corporations. Their companies are involved in multimedia markets spanning newspaper, magazine, 
book, journal, internet, online database publishers, radio and TV broadcasting 

The Association of Commercial Television in Europe has thirty-three member companies active in 37 
European countries, operating and distributing several thousand free-to-air and pay-tv channels and new 
media services. 

The European Association of Television and Radio Sales House is the Brussels-based trade 
association of television and radio sales houses that market the advertising space of both public and 
private broadcasters across Europe and beyond. 

Print Power is a pan-European organisation dedicated to promoting print media and its role in modern 
integrated marketing programmes and campaigns. The organisation covers entire print media value 
chain—production, distribution, printing, content and delivery. This gives Print Power a unique level of 
expertise and experience in all areas of the print advertising industry. 

Young Entrepreneur Partners  
These are examples of the partners with whom we will be working to maximise the impact of our campaign 
on young entrepreneurs in the target markets 

Start Up Britain is a national campaign by entrepreneurs for entrepreneurs, harnessing the expertise and 
passion of Britain’s leading business people to celebrate, inspire and accelerate enterprise in the UK. 

JA-YE is Europe’s largest provider of entrepreneurship education programmes, reaching 3.1 million 
students in 36 countries in 2011. The JA-YE Company Programme is recognised by the European 
Commission Enterprise Directorate General as a ‘Best Practice in Entrepreneurship Education’. 

Wayra is a Telefónica Digital initiative whose main aim is to promote innovation and identify talent in Latin 
America and Europe in the fields of Internet and new information and communication technologies (ICT). 

The Yes Network has been set up to address the needs of young entrepreneurs so that they can grow 
together, share ideas and experiences and become super successful in life. 

Commercial Organisations  
These are partners who with whom we will be working to negotiate financial or other support, for instance: 
mentors, training and physical space for tech hubs 

The World Federation of Advertisers and their national bodies in the target territories 

We are either in, or opening, conversations with our Tier One target partners:  Google, Facebook, 
Dominoes, Best Buy, Microsoft, Twitter, Dell, Apple, IBM and Coca Cola  

 



 
Key Phases  
 

1. September 19th, 2012: Pan-European Press Launch  

2. September to October, 2012: Secure EU funding and deliver 

commercial partners  

3. October to November, 2012: Set up tech hubs and creative 

development of site and tools  

4. December 2012 to January 2013: Build and test site  

5. March 2013: Launch and promotion of online platform 

 
 
 
 
 
 
 
 

www.thisismyfuture.eu  
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