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Preface

This is, very important, not a guide to starting a business, but much more an 
enabler to enhance its success rate, because starting a business means lots of 
opportunities and freedom, but also lots of challenges and risks. Business founders 
therefore need business basics. Ideas alone are not enough. Whether it’s a business 
plan, which is required by every lender, for example, or the choice of the appropriate 
legal form  – without sound business management knowledge, failure is almost 
inevitable. 

On an international level, there is a clear boom in start-ups, in the meantime also 
in Germany. The signs for a successful start-up are therefore generally favorable. 
Entrepreneurial initiative is increasingly being called for in all areas of business 
and politics. By starting their new businesses, start-ups contribute to overall 
economic prosperity and to improving the country’s employment and competitive 
situation. 

In the specialized literature market a multiplicity of councellors with the 
usual hints and cheats for the business start-up is already offered. In view of this 
market situation, any new publication in this subject area must therefore face the 
question of its justification. The justification in this case is quite simple, this book 
has a different mission. Since founders of new businesses mainly come from 
non-economic professional and educational backgrounds, they often lack basic 
business knowledge relevant to the founding of a company. For them, therefore, the 
only option is to turn to traditional introductory works on business administration, 
which, apart from often being perceived as too theoretical, are only able to satisfy 
their specific needs in a rather unspecific way. Or, on the other hand, to turn to 
practical authors who usually sell untested patent remedies, but hardly explain 
transferable practical cases, and whose findings are therefore only transferable to 
others to a very limited extent.

Therefore it is meaningful to document the practically important knowledge 
of the management under the special aspect of the business start-up and to make 
it market-effective accessible to prospective users. To represent this adequately 
only succeeds authentically, if one exhibits solid economical training, didactic 
experience in the knowledge transfer and independent founder expert’s assessment. 
However, this is rarely realized in one person. The author however has both  
sound business administration knowledge from study as well as occupation as 
consultant and key account manager, he can build on many years university 
lecturer experience (management professor and textbook author) and was active 
even some years as founder and / or partner of three marketing consulting firms, of 
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which one became straight insolvent, one from the outset remained suffering, but 
the third then offered a reliable and very successful income basis.

This work addresses itself due to its systematic-analytical interpretation with 
meaningful theory foundation, in addition, descriptive application-referred con-
tents, which are aligned to the concrete conversion in the business startup, par-
ticularly to the following target groups. On the one hand to current founders and 
entrepreneurs, whose business startup is just pending or is only short past, in order 
to arrange for them the relevant, economical core knowledge, on the other hand 
to students with business start-up ambitions at scientific and applied universities 
in technical and other, non-economical disciplines as well as to participants of 
fastidious advanced training meetings and working persons, who think intensively 
about an economic independence. Reasonable professionalism of these respective 
activities is assumed.

The aim of this guide is to clarify the complexity of a business start-up project 
and to help ensure that avoidable “sticking errors” do not jeopardize the existence 
before it has even been ramped up. 

The author would like to thank the publisher Duncker & Humblot, Berlin, in 
particular Dr. Andreas Beck, Dr. Maria Schellstede, Lisa Wötzel, heads of the 
editorial office, Heike Frank, head of production, Anke Geidel, Production, for 
the opportunity to realize this work. Any remaining shortcomings are nevertheless 
the sole responsibility of the author. Thanks also to Hanser Verlag, Munich, for the 
accommodating release of the English-language rights.

In this sense much success is wished to all readers with the conversion of these 
book contents. However, one should by no means forget that for every founder cel-
ebrated in the media, there are dozens in the shadows whose personal perspective 
is often limited for decades to come due to economic mistakes. In this respect, this 
decision should be considered extremely thoroughly. 

The naming of generally descriptive designations, in particular brands / pro
ducts / companies etc., in this book is for practical illustration purposes only. The 
rights of the respective trademark owners are expressly respected. The publisher 
and author assume that the details and information in this book are correct and 
complete at the time of going to press, but cannot accept any liability for this. 

The complex legal framework can only be summarized in a business book. It is 
therefore no substitute for legal advice in individual cases.

Unless otherwise stated, all statements refer to conditions in Germany.

Krefeld (Germany), 2024 – 2 – 16� Werner Pepels
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Introduction

In a capitalist economic system, survival of the fittest applies. Only the most 
flexible prevail, second-rate solutions disappear, except perhaps in the area of 
state subsidies, but these cannot be sustained over the long term either. Therefore, 
it is important to understand and internalize the guidelines of the system. It is 
necessary to first familiarize oneself with the economic fundamentals of starting a 
business in the social market economy. This includes understanding the economic 
actors, the object of economic activity, the social responsibility of entrepreneurs 
and the necessary constitution as a young enterprise. This is the content of chap-
ter 1 of this book.

In this course some constitutive decisions have to be made, which already 
contain the nucleus of success. If the wrong course is set here, this will lead to 
competitive disadvantages which, in view of the dynamics of the markets, can 
hardly be made up for in any other way. In this context, the choice of the legal form 
of the company and the choice of the operating location must be considered above 
all. To do this, the various implications of the options must be known in order to 
be able to identify the most sustainable and resilient solution in each case. This is 
the subject of chapter 2.

Central to the success of the young company is determining the success factors 
which will enable it to establish itself and survive in the market. A variety of 
elements can be named for this purpose, but only three elements stand out from 
a business management point of view. The business model shows how structures 
and processes should be designed so that a market existence can be created. The 
core competence identifies the success lever which can help the young company to 
assert itself on the market. And the source of potential demand clarifies where the 
returns from the demand to compensate the invested resources should come from. 
Without a very clear picture of these three success factors, success remains only 
random and thus extremely unlikely. This is the content of chapter 3.

A prerequisite for market existence is that the young company must be able to 
provide greater benefits to those who demand its services than comparable other 
providers. This requires a differentiated business idea. In turn, vague, ill-conceived 
ideas are not enough; these have no justification for market existence and thus no 
chance. On the contrary, all successful founders had very concrete plans about 
their respective business ideas. Of course, fortunate coincidences, accompanying 
circumstances, positive external influences, etc. came along, but these did not lead 
to a change of the business idea, but at best to an optimizing adjustment. In most 
cases, founders’ business ideas are innovative, so it is important to find, train and 
protect such new ideas. This is the content of chapter 4.
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In addition to the structure of existence, operational processes are increasingly 
important. The most important factor is the creation of value. Only this legitimates 
to the market existence. That means however by no means that one should make 
everything itself, completely on the contrary. One should only do what one can do 
better than others. What others can do better, one should on the other hand, buy in 
from them. The operational value chain in its width and depth provides information 
on how this can be integrated skilfully and efficiently. It is then important to 
dovetail external and internal services by coordinating processes as frictionlessly 
as possible. This process environment is the decisive yardstick for the successful 
implementation of a concept. This is the subject of chapter 5 of this book.

In order to establish an entrepreneurial existence, very precise ideas about 
the basic function of operational coordination in personnel and organization are 
required. In most cases, these are decisive for success and form the basis of the 
existence. Especially in the entrepreneur himself qualities like leadership and 
entrepreneurship must be present. This can hardly be learned, but must already be 
“in the genes”. Anyone who does not have these qualities has no chance of success. 
But not everyone who has it is really a suitable entrepreneur. At the same time, 
there are always important decisions to be made at forks in the road which require 
this intuition, but above all also analytical and systematic thinking. This is the 
content of chapter 6 of this book.

Likewise, very precise ideas about the basic functions of business capital man-
agement are required. This includes significant functions such as cost accounting 
and calculation, financing and investment as well as bookkeeping and accounting. 
Even if these tasks are outsourced to consultants / experts, which is recommended 
in a large number of cases, it is still important to know the framework conditions 
and interrelationships so as not to be dependent on the expertise of outsiders who 
may not be sufficiently familiar with and able to comprehend the start-up scenario. 
The underlying facts may be dry and unspectacular, but they are nevertheless to be 
regarded as the lifeline of existence. This is the content of chapter 7 of this book.

Finally, it also requires very precise ideas about the basic functions of mer-
chandise management in procurement and logistics, in production and quality, and 
in market information and sales. And in the end, it’s not the brilliant idea which 
makes the difference, but the pedantic processing of critical variables in the value 
chain. Before one stumbles over seemingly boring and insignificant inadequacies 
here, this should definitely be prevented. This is the content of chapter 8.

In fact, every company lives only from the presence and reward of its products 
and services on the market. All activities must absolutely be customer-driven. 
Far too many founders are enamored of technology or overconfident of their 
entrepreneurial abilities. In the end, however, an opportunistic, error-intolerant 
demand decides on the prosperity or ruin of the existence. In this respect, market-
ing is considered a bottleneck for the success of any company, and it is always the  
bottleneck which limits the success of the overall project. The “thickest boards” 
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are the pricing policy and the distribution policy. In this context, it is important to 
consider the valid options and to knowledgeably select the most suitable of them. 
This is the subject of chapter 9.

However, success is also decisively influenced by the planning and control of 
operational activities. Both elements belong firmly together and are meaningless 
without the other. For this reason, it is first necessary to keep the planning 
fundamentals in mind and to implement their results. It is then essential to check 
these results to see whether or not the desired targets have been achieved. This is 
content of controlling, which therefore means significantly more than just check, 
but steering the young company. For this purpose, a number of tools are available 
to help stay on course. This is the content of chapter 10.

For a successful existence, the elaboration of a strategic conception is essential, if 
one does not want to depend on lucky coincidences. Three elements are essential for 
this: first, a thorough analysis of the current situation; second, the exact definition of 
the target content; and third, the appropriate setting of strategic parameters. Without 
these orientations, one is mainly dependent on luck, i. e. a very risky basis. A variety 
of tools are available for the status quo analysis. The target contents result from der-
ivation from the superordinate company goals through progressive concretization.  
And in view of densely occupied, highly competitive markets, the strategy is increas-
ingly determined above all by the competition. This is the subject of chapter 11.

In order for a business to be set up in the first place, it is often necessary to 
provide start-up support, which is offered in a variety of forms today. Various 
financing instruments and sources can be used. In view of the wave of start-ups, 
the opportunities in this area have also been greatly expanded. The fact that there is 
a lot of investment-seeking, vagabond capital and only a few profitable alternative 
investment options is an advantage here. Investors are therefore willing to accept 
even higher risks. In this respect, there is hardly any bottleneck for founders. In 
addition, the state also provides start-up subsidies to further reduce the unemploy-
ment figures. However, there are considerable bureaucratic hurdles to overcome, 
which should not be underestimated. This is the subject of chapter 12.

In order to obtain financing or subsidies, it is necessary to provide the financiers 
with a coherent concept of the basis and structure of the business start-up. The 
business plan has become an established document for this purpose. In it, the 
founder(s) transparently present the framework and content of their desired activ-
ity. Important here are the principles of simplicity through concentration on the 
core factors, exactness through comprehensible data and facts, and resourcefulness 
to overcome adversity. This is the content of chapter 13.

After a successful launch, there must be no gap in development. Rather, there 
must be pre-conceived and planned perspectives on how the young company 
will fuel its further growth. This can take place organically, i. e. through internal 
growth, which is comparatively low-friction but also slow, or inorganically through 




