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entrepreneur? Sourced from over twenty years of firsthand experience
working with entrepreneurs, new ventures, and high-growth startups,
author Ken Colwell, PhD, MBA has the answers. He concisely presents
the core fundamentals that all new entrepreneurs need to know to get
started, find success, and live the life of their dreams.

Business and entrepreneurship students, small business owners,
managers, and soon-to-be entrepreneurs will all find a wealth of value
within the pages of the Starting a Business QuickStart Guide. From

the very first steps conceptualizing your venture to winning your

first customers, delivering value, and turning a profit, this book acts

as an invaluable blueprint for your path to entrepreneurial success.
Colwell’s clear voice, extensive experience, and easy-to-understand
presentation come together to make this book a must-have resource in
the library of every budding entrepreneur!
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KEN COLWELL, PhD, MBA, is a seasoned strategic and operational
leader with extensive experience working within entrepreneurial
ecosystems and interacting with relevant private and public sector
stakeholders at all levels in order to accomplish objectives. He has
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Connecticut State University. He has taught strategic management,
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consulting at the undergraduate, graduate, and executive levels.
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The Enironment

atextthe environmentisicthe naural environment but olitical,

e of conrol over the irure o your business, This means tht it
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Environmental changes can be positve or negtive
Just because an cvent is outside your control docsst mean that the
fmpact it has on you will be negative Technological deselopments that
edce costs,lgislation orregalatory ele,and shiftng socet! atiudes
can contribute pasiively o the success of your venture. Tracking these
developments will ut you in the best possble positon to capitalize on

them—or brace for impact should they change course
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