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In t roduct ion  
 

 

Congratulations. You’re one of the first to hear about a ground-

breaking new initiative designed to support a growing community 

of inventors, entrepreneurs and game-changers emerging from 

university: nest. The book you are holding (or PDF you are viewing) 

tells the story of nest – from the germination of an idea through to 

the present day. 

 

Unlike stories already widely read, the story of nest is still being 

written – which is where you, the reader, has a role to play. As an 

early nest advocate, the narrative middle and ending for nest is in 

your hands. What happens with the evolution of nest will depend 

on the undeniable energy and enthusiasm amongst our community 

of nest builders.  

 

We’ve got a great idea. Only with you can we bring it to life.  
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Chapter  1 :  What ’s  the  prob lem? 
 

 

Across the UK right now there are communities of entrepreneurs, 

educators, designers, makers, coders, filmmakers, writers, 

marketers, social entrepreneurs and care-givers who are working 

hard to develop a game-changing product, service, business or 

social venture.  Look even more closely and you’ll find a large 

number of them (at least 18,462 in 2012/13) emergent from our 

universities.1 

 

Whether they are self-employed or starting a business venture with 

the intention of scaling up, these graduates have had varying 

degrees of support from their university – either through direct 

advice and guidance from academics they have come into contact 

with on their course or through support from a university careers 

or enterprise team. Often, this community of entrepreneurs and 

game-changers rely on family and friends to help get their idea off 

the ground.  

 

Although students and graduates do take advantage of the support 

on offer from their university, we suspect that many of them are 

either unaware of how the university can help or decide that they 

can survive without the university’s support. When we spoke to 

entrepreneurial students, many are put off by the thought of 

sharing their ideas with the university, in the misguided belief that 

ideas might be stolen or exploited by the university for it’s own 

gain.  

 

Over the past couple of years, there has been a steady stream of 

students with great ideas coming to seek advice and guidance from 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Source: Higher Education Statistics Agency, Destinations of Leavers in Higher Education Survey, 2012/13 
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the university’s Student & Graduate Enterprise team – some 200 

each year. Based on the number of graduates reporting - through 

the annual DLHE survey - their involvement with starting-up, we 

suspect that there is a wider community of entrepreneurs who are 

not aware of the funding, advice, workshops, networking events 

and collaboration opportunities available to them. In addition, 

we’re eager to extend our reach beyond over 4500 students that we 

come into contact with each year to as many of the roughly 22,000 

students that come onto our campus as we can, with a simple 

message: if you have a great idea, we can help make it happen. Anything 

is possible and you can do it!  

 

Through discussions with students what is clear to us is that the 

language of entrepreneurship and enterprise can be terribly off-

putting. A computer science student who loves building stuff and 

wants to take his or her product to market does not see themselves 

as an entrepreneur; a geography student looking to find their way 

in the world might recognise the importance of demonstrating 

their enterprising skills for later job applications but certainly 

doesn’t see him/herself as part of the culture of start-up or business 

development. Instead, they might have the hunch of an idea about a 

new process or technique through which they might make a living, 

but they would be reluctant to explore such a nascent idea with a 

member of staff.  

 

No matter how confident, students with great ideas are seeking 

validation for these ideas and practical advice about how to make 

them happen. They’re also looking for access to specialist 

knowledge and skills – both for potential collaboration and their 

own learning. Much of this specialist knowledge is in a domain 

outside of the subject area in which they study.  

 

What we have learnt from our student entrepreneurs (and non-

entrepreneurs) is that they are looking for a place to come and 
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meet like-minded and forward thinking individuals to collaborate 

with or seek advice from in a non-corporate, dynamic environment 

– both online and offline. They need advice from credible but not 

formal mentors, coaches or advisors. And there has to be a social 

element to this interaction.  

 

In 2014/15 we established a new space for our start-ups and self-

employed students to work – on Floor 2 of the Innovation Space, 

Hampshire Terrace, Portsmouth. We’ve had 22 entrepreneurs 

using the space on hot-desk or permanent contracts over the last 

year and in 2015/16 begin with over 45 individuals registered to use 

our desks.  Additionally, since we developed and launched Route to 

Start-up – our all-year round available startup development 

programme – we’ve worked with over 166 individuals to help them 

turn their ideas into reality.   

 

Over the last couple of years, the Student & Graduate Enterprise 

team have been developing, literally, ground-breaking initiatives to 

promote student and staff engagement in entrepreneurial learning. 

Not only did we set out with an ambition to spread the word of 

entrepreneurialism to all of our (approximate) 23,000 students and 

to our 100’s of academic staff, but we set out to do it in an 

entrepreneurial way: 

 

• We founded Social Start-up (Portsmouth), part-funded by 
social enterprise development agency UnLtd and the 

University of Portsmouth, which is now simply known as 

Social Startup in an original partnership that included the 

Cathedral Innovation Centre, the Council for Social 

Responsibility and Highbury College. We were the first 

University to create a partnership of this kind in the 

country; 

• We articulated our framework for total entrepreneurial 

engagement with our students, which we called Project 
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23,000 which was lauded as a good example of enterprise 

education in the Higher Education Academy report 

“Enhancing employability through enterprise education: 

Examples of good practice in higher education”2 

• We led the design and delivery of the Regional 
Development Fund-ed Into The Cell Block programme, 

supporting over 90 creative and digital media 

entrepreneurs; 

• We saw an opportunity to take over a failing incubation 

space to make it our own, on Floor 2 of the Innovation 

Space, Halpern House, Hampshire Terrace where 40 start-

ups are now incubating nicely.  

 

As our community of entrepreneurs grow, so too has the need to 

raise our game. We’re conscious that although we raised awareness 

of enterprising opportunities to over 4,500 students in 2014/15 and 

provided direct support to entrepreneurs through our weekly 

enterprise clinics (n.491) and through programmes like Route to 

Start-up, there is much more work to be done in raising the profile 

of the services and support we offer, the innovative work of our 

entrepreneurs and the collective energy for making a positive 

impression on the world.  

 

nest is the big idea that aims to tackle this  problem.  

 

 

  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 Owens, J &  Tibby, M (2014) Enhancing employability through enterprise education: Examples of good practice in higher 
education, Higher Education Academy, York 
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Chapter  2 :  I t ’ s  a l l  in  the  name 
 

When we sat down to work out how best to put our message across, 

we looked to some of the world’s greatest thinkers and doers to 

help us out. From the fields of design, linguistics, lean start-up, 

business and entrepreneurship education, came experts such as 

Guy Kawasaki (one of the Apple employees responsible for 

marketing the Macintosh in 1984), design consultancy Wolff Olins 

(brand creators for (RED), Diageo, Orange, Opodo and First Direct 

amongst others) and Alex Osterwalder (co-author of Business Model 

Generation and Value Proposition Design and co-founder of 

Strategyzer).  

 

Of course, in true ‘lean start-up’ style (thank you Steve Blank), we 

invited world experts to the table without incurring huge fees by 

simply listening to and reading their advice, applied their approach 

to our own philosophy and expertise (itself manifest substantially 

through Dr Philip Ely’s expert knowledge as a former director of 

international branding consultancy Design Bridge), and worked 

collaboratively with our students to creatively (and systematically) 

develop our new name.  Guy, Wally Olins, Michael Wolff, Alex 

Osterwalder, Alex Frankel and Philip were joined by Zac, Peter, 

John, Lynda, Lindsay, Carley, Stella, Angus and Jackson.  

 

Applying a number of principles and idea generation techniques – 

ranging from the consideration of the phonetics and 

phonosemantics to an analysis of brand categories, values and 

personality – we created over 200 variant names.  We were looking 

for a name (and subsequent brand) that would reflect the values we 

espoused:  we wanted to create an alternative name for Student 

and Graduate Enterprise that would come across as non-corporate, 

approachable, wise, social and cutting-edge. Ideas ranged from the 
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outlandish (Phil’s Start-up Club) to the esoteric (XO); from the 

inspirational (Launchr) to compound (PortSeed). We settled on nest.  

Why?  

 

Well, we’d explored the idea of making our new name and brand 

related to the local area, building on our naval heritage being based 

in a naval port city. Through this we came up with names such as 

The Bridge, StokeWorks, and Compass.  

 

We explored names related to the kind of start-up activities that we 

run: SyncTank, Uspire, and seedu; hothouse, colo.ny and kernel. 

 

We considered hundreds of possibilities.  Then created a long 

shortlist. These included bridgedeck, deck, launchdeck, bridge, launch, 

beam, uventure, launchr and beachcombers. As we drew up our 

shortlist, Lindsay Macadam came up with the idea of crow’s nest (or 

CrowsNest) and when we discussed it further, decided that our 

solution was staring us in the face: nest. He wouldn’t want to be 

singled out, but Lindsay’s crows nest reminded us of one of our 

earlier ideas we had. An incubator called nest – pretty obvious to us 

it seemed. Our students didn’t like the idea of anything too 

Shoreditch – LaunchLab, Incubus, Startup Bureau – instead 

something a little abstract worked for all.   

 

The name nest encompasses all those emotional and cognitive 

reactions we want to encourage. It communicates exactly what the 

new student enterprise has to offer, namely: 

 

• Nest is the home of entrepreneurs, inventors, and change 
makers; 

• Nest is the place to come for sharing advice, guidance and 

tips for getting your idea off the ground; 
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• Nest is the learning platform (real-life and online) to help 
you develop yourself and your product/service/business 

idea; 

• You can trust nest with your ideas and problems; 

• Everyone in the nest community gathers new knowledge 
and skills for the benefit of the community: it is a rich 

source of all the people, tools and resources you need. 

 

Nest is, metaphorically and literally, the home of new ideas being 

incubated and is constructed from a rich tapestry of people, ideas, 

resources and activities. Nest is where you’ll find mock-ups, stashes, 

channels, lists, teams, mentors, life stories, challenges, problems, 

seed funds, coffee and tea. All curated by community members so 

that only the useful (not useless) is suggested.  

 

During development, we took a look at the learning environments, 

incubator spaces and online resources that would inspire us 

towards a new vision for what we want to become.  Stanford 

University’s d.School, Denmark’s Kaospilots, Amsterdam’s 

Knowmads Business School and Google’s Campus London were 

spaces, programmes and people that we know and/or love. 

 

 

 

 

 

 

 

 

 

	   

 

 

  



	   11 

Once we settled on the idea of nest as our student and graduate 

incubator, we spoke to staff (our secondary not primary audience) 

who asked, in true university-style, “what does NEST stand for?” 

anticipating a long-winded explanation of the acronym we created. 

What does it stand for? Nothing. What does it believe in? We think 

progress, creativity, collaboration, the ‘cutting-edge’; turning ideas 

into action.  
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Chapter  3 :  Tak ing  shape 
 

Now that we had a name for our collective community, workshops, 

resources, hot-desks, funding and more, it was time to think visual.  

Having a great name is only the start of it all.  

 

We’ve been busy working on a visual identity to go with the name. 

The most obvious identity to create with a name like nest is one that 

includes birds, nests or eggs. Indeed, that’s just what one of our 

team created right after our last naming session:  

 

 
 

Now, as a first stab at an identity that isn’t too bad, right? Not quite.  

 

Our nest is a metaphoric name for a community, a place and 

resources to help turn ideas into reality. We are not a figurative 

nest to live in. We don’t sell birds or hay, or eggs (chocolate or 

otherwise).  As we are trying to communicate an alternative view to 

university start-up support, we’re looking for a visual manifestation 

of our name that is in keeping with our philosophy. We want our 

brand to encourage students (and staff) to sit up and watch, listen 

and engage. We don’t want them cosying up, sitting back and 

attempting to soak up all our knowledge in the typical lecture 

theatre professor-student didactic format. Instead, we want to 

cognitively engage our audience.  
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There are two elements to many (not all) brands – their visual mark 

and its accompanying logotype – that regularly constitute visual 

trademarks. Occasionally, ‘name marks’ are constructed merely 

from the typographic representation of the brand name; IBM is a 

good example of this.  The challenge when creating a trademark or 

brand is to create a visual mark and/or logotype that will capture 

the attention of the viewer. It would be easy to create a visual mark 

accompanying a logotype that is purely pragmatic, like the Shell 

logo accompanied by (or incorporating) an image of a shell.   

 

There is a theory in psychology that serves our purpose well in 

helping our brand stand out. Leon Festinger’s ‘cognitive 

dissonance theory’3 posits that a person possesses certain 

knowledge or cognitive elements about themselves, their 

environment, attitudes, opinions and past behaviour. If each of 

these cognitive elements is consistent with the other, this is said to 

be consonant. If these elements do not follow logically, this is said 

to be dissonance. In the world of advertising and marketing, 

cognitive dissonance theory has been applied to the development 

of marketing and advertising communications with the express aim 

of avoiding cognitive dissonance. Thus, if you are communicating 

the values of a product or brand that are in dissonance with its 

actual function (let’s say a gun marketed as a life-saver) then there’s 

something inherently wrong with your advertising! 

 

However, a little cognitive dissonance can help avoid the literal and 

the mundane. Yet another coffee shop promoted with yet another 

steaming coffee cup is not going to stand out well in an 

overcrowded marketplace. Like it or loathe it, the Starbucks Siren, 

symbolic of the seafaring roots of Seattle, created an unexpected 

standout mark in the coffee shop world. So that’s a long-winded 

way of saying that we won’t be seeing a bird’s nest on our logo.  

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 Festinger, L (1957) A Theory of Cognitive Dissonance, Stanford, California: Stanford University Press.  
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This was our shortlist of logotypes, which we’ve shared with 

students and our nest team: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Option 3 (bottom right) was soon rejected due to its similarity – at 

least visually – with pharmaceutical behemoth Pfizer, who one of 

our team used to work for. She didn’t need reminding of where she 

used to work and many of our students felt it was far too corporate 

for their liking.  

 

Options 2 & 4 look similar. Option 4 displays a slightly more 

prominent (enlarged) ‘n’; Option 2 is deliberately angled to 

promote the idea of dynamism.  

 

We settled on Option 1, with its ‘t’ offering a helping hand to its ‘s’; 

a bold sans serif ‘n’ denoting stability and wisdom alongside the 

friendlier serif ‘est’. However, we haven’t lost the creativity of the 

handwritten, dynamic script of Options 2 & 3, for we have 

developed a headline font for use in our communications.  

 



	   15 

 

So here it is, our final logotype, here applied to an image of one of 

our social enterprise workshops: 

 

 
 

At the time of writing, this then (on the following page) is our nest 

logotype with its headline font and sample body copy.  We say at 

time of writing, because whilst the logotype itself is now fixed in 

print and pixel, the colour scheme that we use with it is open to 

creative interpretation. Over the coming months we’ll see the 

brand communication evolve to include a full suite of style guides 

for a variety of applications.  
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   Turning ideas into action 

 

  Headline Font 
To be used for grabbing attention, section headers 

and more. Our headline font is called ‘Charlottely’. It’s 

particularly good for posters: 

 

 

 

 

 

   

 

 

 
 

 

We use two font families for body copy and section 

headers, to be used to fulfil differing needs. DIN 

Alternate Bold and DIN Condensed can be used for 

buttons, sub-sections and body copy. Lengthy 

streams of text – for instance articles or factsheets – 

should use Athelas Regular, an eye-friendly font that 

we’ve used throughout this book.    

 

Great 
Ideas 
Deserve  
Funding 

  £500-£2000  
            Available Now 
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Chapter  4 :  Ins ide  Nest  
 

We’ve introduced our new name. You’ve seen our new brand. Now 

let’s introduce you to the products and services available. We’ll 

start with those focussed on students and graduates.  

 

1. Advice & guidance 

The first point-of-entry for anyone with an idea that they 

want to explore is the Enterprise Clinic. We currently run 

our enterprise clinics in Purple Door on Wednesdays 2-4pm 

and Fridays 9.30-11.30pm. Once we have worked with 

anyone on their idea and they’ve started on one of our start-

up programmes, we also provide 1-2-1 appointments (subject 

to availability and needs) during these times at nest. 

 

During an Enterprise Clinic we use a short diagnostic tool to 

understand the individual needs of a student/graduate. In 

the majority of cases, we refer these entrepreneurs to one of 

our Start-up programmes or other services.   

 

We encourage students/graduates to come to an Enterprise 

Clinic during the scheduled time not because we don’t want 

to see them at any other time, but because we simply would 

not be able to manage the ad-hoc flow of visitors to nest and 

provide the level of support they might need. With our 

Enterprise Clinic at Purple Door, we can at least guarantee 

that someone will see you.  

 

For those distance learning students/graduates who cannot 

make an Enterprise Clinic we offer Skype or telephone 



	   18 

consultation.  

 

2. Start-up Programmes 

We run two start-up programmes at nest, available to any 

student or graduate once they’ve been to see us about their 

idea in an Enterprise Clinic.  Our programme supporting all 

types of start-up venture is called Route to Startup™ (below).   

 

 
 

Route to Startup™ runs all-year round and includes three key 

stages comprising three semi-structured half-day 

workshops, an on-demand workshop/networking series and 

1-2-1 advice in preparation for being business-ready.  

 

 

 

 

 

 

 

 

 

 

 

ThinkThough, DevelopStation 1 & 2 and Entrepreneurs Lounge 

are workshop/meet-ups designed to connect entrepreneurs 

to experts, mentors and friends in the start-up world. 

ThinkThrough and the two DevelopStation workshops are 

intense workshops that allow innovators to learn about the 

latest techniques and processes to build great businesses or 

products. We reject dogmatic business-school style learning 
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through lectures in favour of practical, interactive and 

iterative approaches commonly used in the best start-up 

cultures and communities in London, Aarhus, Amsterdam, 

California and…Calgary. We use open-source and best-of-

breed tools such as NESTA Creative Startups Toolkit, the 

Innographer’s Super Hunch Sketchpad, the Business Model 

Canvas and The Value Proposition Canvas. We encourage 

students to use resources available to them on udacity.com, 

canvaniser.com, Trello and more. We don’t endorse one 

method over another (although we do favour the Business 

Model Canvas and the accompanying book Business Model 

Generation somewhat), instead offering the latest tools we 

think are far more useful to students and graduates than a 

business plan template downloaded from Google!  

 

Our other start-up programme is Social Startup™,	  designed	  

for	  individuals	  with	  an	  idea	  for	  a	  social	  enterprise	  or	  

social	  project	  (below).	  

	  

 

 

 

 

 

 

 

Social Startup™	  is	  the	  pioneering	  social	  enterprise	  

development	  programme	  that	  originally	  emerged	  from	  

our	  partnership	  with	  local	  communities	  looking	  to	  

develop	  more	  financially	  sustainable	  social	  ventures.	  	  

 

Social Startup™ is now comprised of five half-day 

workshops, a Social Enterprise Blueprint business 
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modelling tool and an online toolkit available at 

www.socialstartup.org.uk.  

 

We run Social Startup™ at least once a year, depending on 

interest amongst the community. In 2015/16 academic year, 

we have begun the programme with 24 budding social 

entrepreneurs – a mixture of university students and 

graduates alongside member of the Portsmouth local 

community. A diverse group of individuals wanting to start-

up or develop their social ventures come from a wide range 

of faiths, race, age, nationalities and education. All share 

our values in doing a social good for their communities – 

across city boundaries and continents.  

 

3. Workspace 

On Floor 2 of the building Halpern House – also known as 

Innovation Space – is the home of nest.  The second floor is 

where we host all of our workshops and networking events. 
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In the picture above you can see part of our workshop area 

at the southwest end of the floor; in the distance you’ll see a 

row of desks in our open plan office. These desks are 

available to hot-desking and to permanent desk holders – 

some of whom are on a university-accredited self-

employment placement for a year. Both students and 

graduates can hire desks for a monthly fee if they want 24-

hour access; students on enrolled courses at the university 

can use a hot-desk for free during office hours.  

 

At the northeast end of the office (in the far distance in our 

photo), you’ll find Philip, Lynda and Lindsay offering ad-

hoc advice and support and planning the next exciting 

support initiative for the university.  

 

We regularly share ideas, insights, contacts and more 

between us all in the kitchen area or workshop space. 

There’s on-tap hot water to provide the caffeine rush we 

need, free wi-fi and access to colour printing. As it is open 

plan, the workshop area is often used for discrete phone 

calls, meetings or hackathons. The rest of the building 

provides meeting rooms and hosts local start-ups from the 

wider city community. 

 

4. Funding 

In the past we’ve managed to leverage university funds to 

secure further funding from social enterprise development 

agency *UnLtd  for small start-up grants for social start-ups. 

This year we’ve secured funding from Santander 

Universities to offer £500-£2000 in grants to potentially 

great start-ups.  

 

Our work with Social Startup leveraged funding from local 

charity The Partnership Foundation to provide grants of up to 
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£10,000 for social enterprises. There is still some funding 

available there. In the early part of 2016, we anticipate 

another tranche of funding available from the Solent Local 

Economic Partnership through their Young Entrepreneurs 

Fund. Last year it took a while for our start-ups to receive 

the grant income they secured from this fund, so we’re 

hoping the LEP will become a more efficient and regular 

source of grant income for start-ups in the future.  

 

We’re looking to improve the number and size of funding 

streams available to start-ups over the coming years. Nest 

will help us in fulfilling that objective – helping identify us 

as the source for a growing pipeline of business-ready start-

ups    

 

5. Enterprise Showcase 

In March 2015, we ran an inaugural celebration event for the 

University, which we called the Enterprise Showcase. In it, we 

featured over 30 entrepreneurs emergent from our 

programmes, with an exhibition of 17 start-ups and an 

award ceremony. We surveyed all of our participants and 27 

entrepreneurs reported sales or grant income of over 

£737,000.  

 

In 2016, we’ll be hosting another Enterprise Showcase at the 

University and we’ll be looking to our next generation of 

innovators, game-changers and entrepreneurs to put 

themselves forward for an award.  We’ll also be looking to 

external sponsors to provide incentives to support our next 

generation – cash, expertise, facilities and other resources.  
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       Chapter  5 :  He lp  Bu i ld  Our  Future  
 

In the previous chapter we outlined many of the activities we’ve 

been involved with. We’ve excluded a whole load of work we have 

been doing with academics on changing the curriculum. For 

example, our co-delivery of the Leadership Foundation project 

Leadership Development for Entrepreneurship Education or our 

snapshot review of undergraduate programmes in our Enterprise in 

the Curriculum Review.  That side to our work – which is substantial 

– is less relevant to the idea of nest, which is focussed now on 

raising awareness amongst and reaching out to students and 

graduates.  

 

Our plan has always been to build up interest amongst students 

and graduates who will themselves act as ambassadors for the idea 

of nest. In Chapter 6 we’ll explore the values of nest still further, but 

in this chapter we want to share some of our immediate ambitions.  

 

The primary aim of nest is to create a learning community for 

change-makers, entrepreneurs and innovators and to encourage all 

of our students or graduates with the seed of an idea to come 

forward to get the help they need to realise these ideas.  

 

Over the coming months we’re looking to do a few more things in 

nest, as follows: 

 

1. Develop our presence online, so that we provide a 

curated set of resources and create online social networks 

to allow our entrepreneurs to reach out to each other. 

Thanks to one of our entrepreneurs (he’ll hate us calling 

him this, so let’s instead call him a pioneer) – Zac Colley. 

Zac has helped us create nest.community as a holding 
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page for nest online, using GitHub. By the time you’re 

reading this, we may well have updated nest.community 

(yes that really is the URL) so that it offers at least more 

than a holding page.   

 

We’ve already created a presence on one of the world’s 

fastest-growing collaborative workplace tools – slack.com. 

Lindsay and Carley have created 

studentstartupteam.slack.com where we have a growing 

community of our nest builders already sharing tips, 

advice and arranging meetings. We’ll be renaming the 

slack team there soon.  

 

Our plans for nest.community include the creation of: 

a. A skills-project exchange where companies and 

start-ups can place ‘challenges’ or problems and 

entrepreneurial students can put themselves 

forward as problem-solvers 

b. A Product Hunt-style collection of resources (or 

hacks) for start-ups, displayed in a gallery-style 

format 

c. A comprehensive overview of what nest has to 

offer, including workspace, funding, workshops, 

clinics and one-off events 

2. Making the home of nest more homely. Floor 2 is a 

creative and inspiring space to work, but the Innovation 

Space building, with low ceilings, poor acoustics and a 

slightly over-corporate feel (bright white walls; grey 

partitions) means that some internal decoration of our 

nest is required. We want nest to turn into an emporium of 

stimulating ‘artefacts of learning’ – whether these are 

books, worksheets, case studies, technologies or people.  

There are precedents – The School of Life in London (and 

Amsterdam) and the reception area at Google Campus 
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London. At The School of Life’s shop you’ll find “tools for 

a thoughtful life” which include ‘Philosophical Honey’, 

‘Toolkit for Life (Vol.1 & 2)’ and ‘100 Questions: Original 

Edition – A Toolkit for Conversations’ card pack4. At 

Campus London a traditional red telephone stands tall in 

reception alongside old home entertainment 

technologies, computers, vinyl records and dog-eared 

novels and atlases. An eclectic mix that stimulates the eye 

as well as the mind.   

3. Promote our brand and our ethos amongst our students 

and graduates. This is the most important aspect of our 

work – getting our message across that there is a place to 

come, whether you see yourself as an entrepreneur or 

not, to help turn your ideas into reality. This is the aspect 

of our expansion that requires you, dear reader, most of 

all.  In the following chapter we’ll explain more about our 

values and a tool that you can use to help us build nest.  

 

 

 

 

  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
4 There are mind-stimulating, life-changing courses, articles, meetings and ‘swag’ at www.theschooloflife.com  
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 Chapter  6 :  nest  E thos  
 

Back in May 2015, Ed Miliband, then-leader of the Labour Party 

unveiled Labour’s six election pledges on an 8ft 6in limestone 

structure. The so-called ‘Ed Stone’ is now reportedly somewhere in 

a lock-up in central London, although there is still some mystery 

surrounding it5.  

 

We don’t have an ‘Ed Stone’, but we do have a clear idea about 

what our values are and what our mission is.  

 

Our mission is to provide the learning environment, advice 

and resources that enable students and graduates to turn 

great ideas into entrepreneurial success.  

 
We achieve this through a commitment to the following values: 

 

Design Thinking 
Just as we do with our students, we encourage creativity and 

innovation in all aspects of our work, whether this is through the 

creative design of learning programmes or the design of our 

environment. We design always with the end-user in mind.  

 

Saliency 
We want to make sure that everything we say or do in support of 

our students is up-to-date and represents the latest thinking in 

business venturing or product development.  

 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5 http://www.theguardian.com/politics/2015/may/13/the-ed-stones-fate-resting-in-peace-in-a-south-london-garage 
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Integrity 
When we work with students, partners and funders we will do so 

with the utmost professional care. We’ll uphold the spirit of the law 

and the values of higher education.  

 

Adventure 
We harness the spirit of adventure and believe that everything is 

challengeable and anything is possible.  

 

Inclusivity 
Entrepreneurship and enterprise are for all – regardless of race, 

gender, religion, wealth, politics or sexual orientation.  

 

Our set of values is not carved in stone and we expect to re-

articulate our mission and aims as nest evolves. We want to see nest 

grow not only in Portsmouth, but also across the UK. Our model is 

not unique – there are incubators and university start-up zones and 

entrepreneurial and intrapreneurial communities across the world. 

What is different about us is that we are not ‘university-led’ but 

‘university-born’ which means that we are independently-minded, 

passionate about our ambitions, unshackled (we hope) by 

restriction and – because we are here to support our students – 

entirely led by their needs rather than our own.  

 

That’s enough about us. Now let’s turn to you.  

 

Whether you are a budding entrepreneur, a student with a great 

idea, a member of academic staff busy teaching or researching, or a 

member of executive leading our university into new waters, the 

growth of our community of entrepreneurs and changemakers is 

going to rely on you. Nest is a meme. It will require all of us to turn 

this idea itself into entrepreneurial success. In the following 



	   28 

chapter we have created the nest pledge, which we’d like you to 

commit to as a fellow nest-builder.  

Chapter  7 :  Turn ing  an  idea  in to  ac t ion  
 

Everyone who works at nest, is committed to turning great ideas 

into entrepreneurial success.  

 

Everyone who commits to the growth and success of nest is a nest 

Builder.  

 

Anyone who demonstrates their loyalty to our cause, through the 

provision of learning resources, workshops, funding or other 

support to our community of entrepreneurs may become a nest 

Fellow.  University executives, sponsors or partners may become 

nest Fellows.  

 

As we have already explored, nest is a place to work and be inspired 

to take entrepreneurial action. To ensure that the culture of ‘can-

do’ persists, we thought about an appropriate tool that we could all 

use to guide us in our work.  This tool we call the nest Pledge.  

 

We’d like you to photocopy, sign and display your own copy nest 

Pledge wherever you work.  
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The 
 

 

 

 

PLEDGE 
The collective community at nest pledges to support the entrepreneurial student in turning ideas into 

success. 

 

We will do this through the application of the positive values of design thinking, saliency, integrity, 

adventure and inclusivity.  

 

We encourage a culture of collaboration, constructive criticism and effective action.  

 

We encourage risk-taking, learning from failure and the promotion of resilience.  

 

We believe that every student or graduate has the potential to make anything happen.  

 

We welcome change, new ideas and new approaches. Like our entrepreneurs, we learn and grow and 

don’t have all the answers.  

 

 
Our Staff Pledge: 

We will work to break down the organisational barriers that prevent students and graduates 
benefiting fully from a dynamic and fully supported nest. 

 
We will explore new ways of creating the learning environment and resources required of 

entrepreneurial action. 

 
 Our Student Pledge: 

We will take individual responsibility for the development of our ideas.  
 

We will conduct ourselves with the utmost professionalism and integrity. 
 

We will make it happen. 

 

We hereby sign up to the values and mission of nest 

 

 

 

    Signed       Dated 
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