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ABSTRACT

This chapter presents the strategies of higher
education institutions and how they can be de-
scribed using the balanced scorecard approach.
Thepedagogical ICT strategy describes the virtual
learning and e-entrepreneurship in higher educa-
tion. Strategic themes are presented to describe
what management believes must be done to suc-
ceed and achieve the desired outcomes in virtual
learning and e-entreprencurship. Strategy maps
are used to describe the strategy in a graphical
representation. In addition, the study presents
an example of the cooperation between a higher
education institution and a spin-off company.
This chapter helps the educational administrators

to better describe and implement strategies for
virtual learning and e-entrepreneurship.

INTRODUCTION

Higher education institutions (HEI) usually try
to adapt their strategies to the local community,
to society as a whole, and to educational policy.
HEIs are trying to ensure competitiveness and
employability for their students. To a large extent,
the competitiveness is based on good skills in
information and communication technology
(ICT). They are linked to entrepreneurship,
which is seen by the local stakeholders and edu-
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cational authorities to create economic growth
and welfare.

The primary purpose of this study is to explore
the strategies for virtuallearning and e-entrepre-
neurship in higher education. The pedagogical
ICT strategy is a specific functional strategy,
which describes the strategic outlines for virtual
learning and e-entrepreneurship. The aim also
is to explore the methods to communicate and
implement the strategy in an understandable and
efficient manner.

Strategic management is a matter of devel-
oping the organisation and its present activities
to achieve the desired objectives in the future
(Fidler, 2002; Davies & Ellison, 2003). The new
strategies of HEIs typically reflect the existing
strategies, which are tailored to meet the needs of
the organisation and its stakeholders. The strate-
gies are typically fairly stable, but they reflect the
changes in society, economic development, and
educational policy.

The strategies typically focus the activities on
specific fields of education according to the needs
of the local community or society. Another typi-
cal strategy is the operations excellence theme.
HEIsusually try to improve their quality, achieve
more, and reduce costs. These strategies also can
be found in the business literature, where Porter
(1990) has presented the strategies of focus and
overall cost efficiency.

The balanced scorecard (BSC) approach
developed by Kaplan and Norton (1992, 1993) is
used in this study to describe a pedagogical ICT
strategy. The strategy must be understood before
it can be implemented. The balanced scorecard
creates a shared understanding of the selected
strategies because it translates the strategy into
tangible objectives and balances them into four
different objectives: customer and regional
development; financing; internal processes and
structures; and learning and growth. The sig-
nificance of the present study is to show how the
competitive strategies and the balanced scorecard
can be applied in HEIs.

A qualitative study is made based on the
concepts of strategic planning and the balanced
scorecard approach. The focus on interpreta-
tion in how the participants make sense of these
rather than numerical exactness is the strength
of qualitative research. When a qualitative study
is carried out, qualitative data are required to
clarify and illustrate the meaning of findings.
Typically, a relatively small number of cases is
studied preserving the individuality of each of
these in the analyses.

The overall strategy of Turku Polytechnic em-
phasises high-quality learning. The pedagogical
strategy is a functional specific strategy, which
provides outlines for the development of education
to promote the overall strategy. The pedagogical
ICT strategy focuses on the pedagogical strategy
to the virtual learning and e-entrepreneurship.
The strategies of the educational departments
are aligned with the functional strategies. The
balanced scorecard can be used to communicate
and implement both the overall and specific
strategies.

The establishment of new businesses is an
effective way to transfer new knowledge from
higher education to the local environment. The
spin-off activities result from the transfer of
people and know-how from the HEI. The transfer
of'the skills and tacit knowledge embodied in the
human capital differentiate this technology and
knowledge transfer mechanism from technol-
ogy sale, licensing, joint ventures, and alliances
(Davenport, Carr, & Bibby, 2002). The spin-off
activities and e-entrepreneurship are means to
implement the strategic plan of HEIs.

This chapter is organised in that the next
section presents the overall strategic outlines of
the HEI and presents how balanced scorecard
can be used to communicate and implement the
strategy. Then, the pedagogical ICT strategy is
presented, including virtual learning and e-entre-
preneurship. Strategic themes and strategy maps
are used to describe the strategy. An example of
a spin-off company and e-entrepreneurship are

1591



11 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/strategies-virtual-learning-entrepreneurship-

higher/9368

Related Content

Developing and Delivering Online Courses

Jayavel Sounderpandianand Manohar Madan (2009). Electronic Business: Concepts, Methodologies,
Tools, and Applications (pp. 635-651).
www.irma-international.org/chapter/developing-delivering-online-courses/9309

The Influence of Social Marketing Drives on Customer Satisfaction via Demographic Variables
as Moderating Factors

Rand H. Al-Dmour, Hani H. Al-Dmourand Eatedalameen Ahmadamin (2023). International Journal of E-
Business Research (pp. 1-13).
www.irma-international.org/article/the-influence-of-social-marketing-drives-on-customer-satisfaction-via-demographic-

variables-as-moderating-factors/319325

Integrated and Transactional Platforms: Crowdsourcing and Crowdfunding Platforms
(2018). Multi-Sided Platforms (MSPs) and Sharing Strategies in the Digital Economy: Emerging Research
and Opportunities (pp. 146-166).

www.irma-international.org/chapter/integrated-and-transactional-platforms/201262

An Empirical Study on Determining the Effectiveness of Social Media Advertising: A Case on
Indian Millennials

Taanika Aroraand Bhawna Agarwal (2020). International Journal of E-Business Research (pp. 47-68).
www.irma-international.org/article/an-empirical-study-on-determining-the-effectiveness-of-social-media-
advertising/249190

Student-Faculty Joint Research as a Strategic Alliance for Knowledge Co-Creation in Academia
Neeta Baporikar (2017). Handbook of Research on Strategic Alliances and Value Co-Creation in the
Service Industry (pp. 325-341).
www.irma-international.org/chapter/student-faculty-joint-research-as-a-strategic-alliance-for-knowledge-co-creation-in-
academia/175050



http://www.igi-global.com/chapter/strategies-virtual-learning-entrepreneurship-higher/9368
http://www.igi-global.com/chapter/strategies-virtual-learning-entrepreneurship-higher/9368
http://www.irma-international.org/chapter/developing-delivering-online-courses/9309
http://www.irma-international.org/article/the-influence-of-social-marketing-drives-on-customer-satisfaction-via-demographic-variables-as-moderating-factors/319325
http://www.irma-international.org/article/the-influence-of-social-marketing-drives-on-customer-satisfaction-via-demographic-variables-as-moderating-factors/319325
http://www.irma-international.org/chapter/integrated-and-transactional-platforms/201262
http://www.irma-international.org/article/an-empirical-study-on-determining-the-effectiveness-of-social-media-advertising/249190
http://www.irma-international.org/article/an-empirical-study-on-determining-the-effectiveness-of-social-media-advertising/249190
http://www.irma-international.org/chapter/student-faculty-joint-research-as-a-strategic-alliance-for-knowledge-co-creation-in-academia/175050
http://www.irma-international.org/chapter/student-faculty-joint-research-as-a-strategic-alliance-for-knowledge-co-creation-in-academia/175050

