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ABSTRACT  

This article aims to present a methodology applied to new business development in the pre-

incubation phase of Brazilian startups. The structure of this methodology has its origins in 

branding and design methods, with a hybrid, non-linear and co-creative approach. Based on 

this approach, the methodology was restructured, bringing the design process orientation for 

entrepreneurs to develop new businesses. Its application occurs through Cocreation 

laboratories, which apply pre-incubation processes for new classes of entrepreneurs every 

five months. In 2020, 19 units of pre-incubation laboratories were established - called 

Cocreation Labs - whose classes of entrepreneurs could evaluate their perception of the TXM 

(Think, eXperience, Management) Business methodology. The results of this analysis are 

presented in this article and show that there is a preference for the linear conduction of 

processes, that the methodological tools indicated were perceived as important contributors 

to business development, and that the methodology contributes to creativity especially in 

relation to the development of ideas and flexibility in exploring new possibilities. 

Keywords: Business development, Design process, Innovation, Pre-incubation, TXM 

Business Methodology. 

INTRODUCTION 

The constant search for extraordinary profits, or as Schumpeter and Backhaus (2003) call 

them, monopoly profits encourage entrepreneurs to create innovative services, products, or 

processes. Operating within a structure similar to a monopoly, which guarantees 

extraordinary profits, is the arrival point envisioned by entrepreneurs. However, enjoying this 

advantage requires enormous effort since transforming ideas and inventions into 

commercially successful innovations is an arduous task. According to Schilling and Shankar 

(2019), a minimal number of ideas succeed as innovations. That is, countless ideas, endowed 

with commercial potential, arising from the human imagination. However, a short number of 

them succeed as a product, service, or process. 

The innovation can be understood as a process that leads from invention to diffusion. In this 

sense, and aiming to increase the proportion of successful business ideas, several authors have 

created methodologies that facilitate the innovation process, thus assisting in establishing new 

products, services and processes. Several processes lead to entrepreneurship and innovation 

(Section 2.1 presents the primary references found in the literature), each one with its 

applicability characteristics and the achievement of results. These processes and 

methodologies have been evolving incrementally over time. Within this context, the objective 
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of this article is to present the TXM Business methodology used for the transformation of ideas 

into business models. The methodology is applied in the pre-incubation phase of Brazilian 

startups. Its origin is associated with the development of the Cocreation Lab, which is a 

laboratory focused on co-creation processes for entrepreneurship. Questionnaires were 

applied with entrepreneurs participating in the labs in 2020 to evaluate the contribution of 

the methodology. The results of this analysis will be discussed in item 3.3. 

Thus, after the introduction, in item 1, Theoretical Background, essential aspects for 

understanding the proposed methodology will be presented. In this sense, in item 1.1, 

Methods and models for business pre-incubation, works related to the proposal will be 

presented, based on a systematic literature review. In item 1.2, Design and Co-creation 

Processes, the basic concepts on which the proposed methodology is based are presented. In 

item 2, The TXM Business Methodology Case, this methodology is presented, contemplating 

its origin (item 2.1), General Structure (item 2.2) and Main Results Obtained (item 2.3). Finally, 

the conclusions of the work are presented (item 3).  

1.  THEORETICAL BACKGROUND 

In this section are presented the main concepts to support the analysis of this study: methods 

for business pre-incubation, design and cocreation process. 

1.1. Methods and models for business pre-incubation 

In recent years, the growth of innovation environments is remarkable, especially those 

motivated by interdisciplinary approaches. The emergence of these environments also 

determines the need to adapt processes and methods from different areas of knowledge to the 

specific demands of entrepreneurship and innovation. In this sense, mechanisms arise, such 

as technopolis, technology hubs, technology parks, accelerators, incubators, and pre-

incubators. Each of these mechanisms has a role in the promotion of innovation. 

An incubator aims to support entrepreneurs in turning their innovative ideas into a business. 

Many authors consider the incubation process as a unit divided into three stages, these being 

pre-incubation, the incubation (or intermediate incubation; midi-incubation), and post-

incubation (Hirte et al., 2017; Skvortsova &, Nurulin, 2018; Famiola &, Hartati, 2018). In this 

perspective, the pre-incubation offers a set of tools and an infrastructure to assist the 

development of new businesses in a low-risk environment. The support offered by pre-

incubators surrounds training, mentoring, and equipped physical spaces. 

Thus, pre-incubation is the initial phase of the process that works on validating the problem, 

identifying the public and the market, and building the first foundations of the business. The 

businesses already have an initial format in incubation and begin to validate the business plan 

and prospect the first customers. The post-incubation, or acceleration, has businesses that 

have already been certified and validated in the previous phases and are ready to receive a 

boost to gain size and stability in their markets. 

In order to identify the main pre-incubation models and observe how they are structured, 

related works were researched from a systematic literature review. As a search strategy, the 

following terms were used in Portuguese and English: TITLE-ABS-KEY (pre AND (incubation 

OR incubação) AND (business OR entrepreneurship OR empresa OR negócio OR 
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empreendedorismo). The search was conducted in the Scopus database, to ensure affinity with 

the study area and access to a wider and more relevant supply of indexed papers.   

Based on these parameters, the review returned 306 results, which were then selected by 

reading the title, keywords, abstract, and finally reading the full text of those directly related, 

which resulted in fourteen articles (Moura et al., 2018; Amelia et al., 2018; Pallotta & Campisi, 

2018; Marion et al., 2018; Skvortsova & Nurulin, 2018; Martínez et al., 2017; Hirte et al., 2017; 

Famiola & Hartati, 2018; Iacono & Nagano, 2017; Stevenson, 2017; Gerlach & Brem, 2015; 

Kusuma et al., 2015; Sanchez et al., 2014; Hackett & Dilts, 2008).  

From the articles analysed in this review, it was found that in the different phases of incubation 

there are particular goals and processes. Each phase adds a degree of maturity to the projects 

and assists in their development as businesses. However, despite the differences between each 

phase, there is a difference in the very process offered by pre-incubators, incubators, and 

accelerators, making use of different strategies and tools to achieve the objectives. 

Initially, it is possible to mention that the majority of pre-incubators are linked to or within 

universities, focusing on developing entrepreneurship among students. The literature review 

found that few cases had theoretical support or mentioned the use of design methods and tools 

in their processes. 

In this sense, there is an opportunity to adapt and organize the design processes for 

entrepreneurship, especially by directing these processes in a more appropriate way to each 

business development stage. From this identified gap, the TXM Business methodology, to 

which this article refers, and the Cocreation Lab (its application environment) differ from the 

cited references. The methodology to be presented in this paper is from the Cocreation Lab's 

domain and is supported by design methods and tools. Moreover, it does not limit its 

application to university environments or students, complete and comprehensive for 

application in several fields. Finally, one of its main aspects, strengthened by the Cocreation 

Lab environment, is co-creation processes. This process is part of the evolution of design 

processes and applies to the business area. 

1.2.  Design and Cocreation Process 

It is no longer news that Design has crossed the boundaries of the areas of industrial design 

and visual communication, not only because of the new fields of application, such as service 

design and digital design, but because it changed position, from operational to strategic. 

Design is no longer just the final result of a project but rather a process that involves idea 

creation and management, innovation, research, and integration of an organization's 

capabilities (Borja De Mozota, 2003).  

This evolution of Design has also led to the development of new design approaches and 

methods, expanding the design field beyond its boundaries. One of the approaches that have 

become best known in this context is design thinking. The design thinking then began to be 

seen as a new paradigm for dealing with problems in other fields, such as technology, business, 

education, among others (Dorst, 2011). This methodological approach has gained strength in 

the business field in recent decades, bringing a more strategic perspective to design.  

In 2015, the Design Council's assessment of the impact of Design on various sectors in the UK 

proposed that economic growth can be strengthened by integrating different perspectives and 

skills into design processes. Thus, innovation and business-oriented design processes should 
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establish creative alliances between designers, researchers, multidisciplinary specialists, 

entrepreneurs, users and the community (Broadley, 2016; Norman & Verganti, 2014). 

In this context, user-centred, or people-centred design approaches emerged, which, in a way, 

evolved into collaborative design processes, applied not only to the development of products 

but also to the creation of processes, ideas and businesses in various fields of knowledge. 

Since the 1970s, the user-centred design approach has come to influence design practice. From 

this, participatory design approaches have also emerged, which bring about the collaborative 

creation. The beginning of this movement is marked by the Design Participation conference, 

organized by the Design Research Society in Manchester in 1971. Later, this perspective also 

brings the co-design approach (Lee, 2008; Sanders & Stappers, 2008). 

These design approaches occur due to the need to obtain new ways of designing become more 

recurrent, as the emerging design practices aimed at developing purposes, experiences, 

interactions, and processes. In this context, there is an evolution from user-centred 

approaches to participatory, co-design approaches. These changes modify the role of the 

actors in the process, including designers and non-designers in all phases of creation (Lee, 

2008; Sanders & Stappers, 2008). 

Co-design is a process that comprises project development involving designers in 

collaboration with different actors, with distinct areas of knowledge and experience. These 

actors can be users, suppliers, collaborators, partners, or other important people for the 

project, who participate in the projective process guided by the design team (Manzini, 2011; 

Sanders & Stappers, 2008). 

Co-design, then, is a process that involves co-creation. In turn, co-creation is the development 

of ideas, of experiences, which involves collective creation. Thus, co-design is a collaborative 

process in which the designer is not the controller of the final result of a project but the trigger 

of a process that actively involves the public (Sanders & Stappers, 2008; Prahalad & 

Ramaswamy, 2004; Lupton, 2013). 

In recent years, co-design has achieved growth both in the scope of applications and in the 

methods and tools it has available. In this sense, methods and tools that promote joint creating 

and making are an essential part of the co-design process. They offer people the ability to make 

things that describe future products, opportunities, ideas about future experiences, and ways 

of living (Sanders & Stappers, 2014). 

In this collaborative process, it is also crucial to use tools that facilitate communication and 

interaction among participants, the visualization of information, the development of ideas, and 

the stimulation of creativity. The communication is another fundamental aspect of co-design 

(Alexiou, 2010; Cantú, 2012). 

No matter which tools are adopted, they must support an inclusive, democratic and creative 

process. These tools combined with principles of co-design, participatory design and design 

thinking, in which groups of people from different areas of knowledge and relationships with 

the project, but with a common interest, direct a complex set of challenges collaborating 

mutually through phases of exploration, ideation and iteration (Broadley et al., 2016). Thus, 

more than a set of methods, co-design is a design approach, which can drive creation processes 

for products, services, and new businesses. It is from these approaches that the TXM Business 

methodology was then structured. 
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2.  THE CASE OF THE TXM BUSINESS METHODOLOGY 

In this section, the TXM Business methodology is presented, its evolution and origins, and its 

application in the pre-incubation process of the Cocreation Lab. 

2.1.  Origin: from visual identity to business pre-incubation 

The foundations of the TXM Business methodology emerged from the idea of a non-linear 

design methodological proposal based on the linearization (or not) of human thought (Gomez, 

2004). It suggests that the Design of a new product, service or business does not need to follow 

strongly structured sequences starting from the definition of a problem. The problem is 

essential for project development, but it cannot be the only way to start any activity. It often 

arises during the process and validates or invalidates an original idea. 

In the following years, the continuity of this research gave rise to the DNA Process, a method 

for building brand essence applied in branding and identity design processes (Gomez et al., 

2012). The DNA Process emerged effectively in 2009, in studies linked to the recently created 

Laboratory of Organizational Graphic Orientation (which later had its name redefined) at the 

Federal University of Santa Catarina, LOGO|UFSC. The laboratory was setting as a laboratory 

of teaching, research and extension activities in brand identity development and graphic 

pieces for actions inside and outside the University, along with studies at IADE Creative 

University (Lisbon, Portugal). The result created a tool for structuring the corporate DNA. 

Today, the DNA Process is one of the fundamental bases for the methodology applied to 

business development. 

The first version of the methodology still focused on branding was born in 2010 to meet a 

university extension project to serve over 20 startups in supporting the construction of brand 

strategy. However, in the following year, with the expansion of projects related to 

entrepreneurship linked to the Laboratory of Organizational Genesis Orientation at the 

Federal University of Santa Catarina (LOGO UFSC), the methodology became the TXM 

Business. At this moment, the methodology expanded its action to brand experience and 

business management. 

In 2019, the TXM Business methodology was approved as a Market Solution by SEBRAE-SC, 

leading the Cocreation Lab to expand its activities significantly in 2020. In addition to the 

projects in pre-incubation, by 2020 more than 700 training have been offered by the 

Cocreation Lab units. More than 1000 entrepreneurs were trained, with a completion rate 

estimated at 70%. It can be said that this number of ideas converted into businesses exceeds 

expectations and the average of other pre-incubators in operation in the country (Gomez et 

al., 2020). 

The Cocreation Lab became a network dedicated to the pre-incubation of creative businesses. 

Its activities are based on applying the TXM Business methodology, which has its foundation 

in methods and tools used and validated by the design and business area and promotes co-

creation between teams and projects. The Cocreation Lab's primary goal is to transform 

company ideas into structured organizations and into entrepreneurs capable of acting in the 

market, minimizing the risks that can compromise the business' survival. 

Among the main differentials of Cocreation Lab are the collaborative infrastructure, access to 

a network of contacts and the support of the Cocreation Lab brand, which provides more 

credibility through other programs and partner institutions. Besides, there is the constant 
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contact with the entrepreneurial and innovative environment, the sharing of risks, the offering 

of training and lectures, as well as the continuous flow of knowledge encouraged by the TXM 

Business methodology and partnerships between the projects, support teams and other actors 

inserted during the pre-incubation process. 

2.2.  Structure of the Methodology 

The TXM Business is one of the generations of the TXM methodology, which was initially 

developed for the branding area. There was a restructuring in its composition to adapt its 

application to the pre-incubation laboratories (Cocreation Labs). In this restructuring, the 

macrostructure of the TXM Methodology was preserved, which remained organized in the 

three stages (Think, Experience and Management). However, a new configuration was 

presented in its microstructure. New outputs were established to achieve the objectives of 

each stage in the development of business, and new methods and tools were added that were 

more appropriate for the new objectives. 

The methodology was structured according to the diagram presented in Figure 1. Its design 

uses modular forms to represent the non-linear approach to its use: the methods and tools can 

be used in the order that best applies to each project. Although for a business in the initial 

phase, it may be more convenient to develop the project following steps T, X, and M, 

respectively, there are many cases of projects in which there are already some results or some 

developed stages. Thus, the methodology can be organized as needed.  

 

Figure 1: TXM Business methodology structure. 

Associated with each macro stage of the methodology are the desired outputs. The Think stage, 

represented by the brain icon, is the moment to think about the business, collecting 

information about the market, the competition and the business itself, working together with 

the stakeholders. The critical aspect of this stage is the construction of the business DNA. The 

Business DNA is the first desired output, and is obtained from the DNA Process method is 

recommended, which involves a co-creation process for defining the essence and identity of 

the business (Gomez et al, 2010; Lopes & Gomez, 2012). 

Based on an analogy to the DNA of living beings, the DNA proposed in this methodology is 

defined by four fundamental elements: Emotional, Marketing, Technical and Resilient. Besides, 

there is a fifth element which is the Integrator. It is a characteristic that is related and present 
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in the other elements and synthesizes the essence of the brand and the business. Each concept 

that corresponds to these categories will compose the corporate DNA and be responsible for 

representing the characteristics that make up the business's identity. The crucial aspect in the 

process of identifying these elements is co-creation. For this, different stakeholders are 

involved in the process, sharing information and experiences (Gomez et al, 2010; Lopes & 

Gomez, 2012). 

Besides the DNA, still in the Think (T) Stage, it is essential to obtain a clear vision about the 

competition and the referential cases for the business through Benchmarking. Based on these 

outputs, it is possible to get to the other outputs of the stage: the Purpose and Positioning of 

the business. The Purpose defines the reason for a brand or business to exist. It will define the 

committal of value to customers, engaging employees and stakeholders in a common goal 

(Reiman, 2018). The Positioning will be instrumental in differentiating the company and 

building a solid image before its customers (Iyer et al., 2019; Kotler, 2012). 

Thus, the Think (T) stage will define, through co-creation processes, how the business should 

be perceived and which fundamental concepts should be highlighted as a strategy, validating 

the paths that will support future decision making. 

With this, it is possible to start materializing the business, turning it into an experience. This 

is the goal of the Experience (X) stage, represented in Figure 1 by the test tube icon in the 

centre of the diagram. In this step, the interactions of people with the brand and the business 

being developed will be created. The outputs to be achieved starts from an adaptation of the 

classic 4P's of Marketing, transformed into 4P's of Design (Gomez, 2004). The 4P's of Design 

includes the definition of the Problem to be solved by the business, the Overview (Panorama, 

in portuguese) in which the company will be inserted, the Brand Value Proposition and the 

Pilot or Product that will be delivered.  

The Problem aims to clarify what the company proposes to solve for its clients, verifying if 

they are willing to consume the product or service offered and if they recognize the value of 

the solution that will be delivered. The Overview (Panorama) analyzes the context for the 

insertion of the business and the factors that influence it. The Proposal refers to the brand's 

value proposition, defining the main benefit that will be delivered to customers. Finally, the 

result of this stage is the Product or Business Pilot, which does not refer to a physical object 

specifically, but to everything that will be offered to solve the customers' problem, to deliver 

the brand's value proposition, considering the scenario in which the business will be inserted. 

The goal is to arrive at a Minimally Viable Product (MVP), a simplified demonstration, applying 

few resources that can exemplify the composition of the solution delivered to the customer.  

For each of these outputs, a set of tools can be used to facilitate the process. The primary tool 

that accompanies the entire Experience stage is the DPI Canvas - Innovative Product 

Development Canvas (Teixeira et al., 2012). This is a visual tool developed to expand 

innovative products based on other management and visualization tools such as the Business 

Model Canvas (Osterwalder et al., 2010) and the Value Proposition Canvas (Osterwalder et al., 

2015).  

Therefore, the Experience stage will help the team to elaborate an MVP. Also, it will be possible 

to discuss pricing, business strategies, marketing and sales, human resource training, funding 

and cash flow. The maturity aimed at this stage can also help understand the laws that 

determine the creation and maintenance of companies, such as registrations and patent. Those 
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are the objectives of the Manage (M) stage, represented by the green colour and the icon of a 

commercial establishment in the diagram of Figure 1. This stage comprises three outputs: (i) 

Planning, (ii) Laws and rules, and (iii) Capital.  

The Planning output aims to obtain the final business plan, including marketing and staff 

planning and the strategies and actions needed for the future implementation of the business. 

In these processes, collaborative and information visualization tools are indicated, such as the 

Business Model Canvas (Osterwalder et al., 2015). In addition, the business communication 

should also be planned, which includes as a first step the construction of the brand identity of 

the new company and its first points of contact with the customer. 

The output Laws and Rules aim to instruct the entrepreneur on registering a company and the 

procedures required for this. By the end of the program, the entrepreneur has a legal 

registration. Also, guidance is provided on trademark and patent registration so that the name, 

the graphic brand, and the products or processes generated by the new business are legally 

guaranteed. 

Finally, the last output of the Manage stage corresponds to the Capital of the business. It 

includes tools to help the entrepreneur define his or her financial planning, specifying costs, 

investments, billing forecasts, and growth, thus enhancing its results.  Besides, the 

methodology offers support in the search for funding and investors for the new ventures. 

All this methodological structure is organized in a specific online platform, which works as a 

virtual learning environment and allows entrepreneurs to get to know and apply the proposed 

tools. In addition to the virtual environment, the physical spaces of the Cocreation Labs 

provide a series of face-to-face activities, offering flexibility and greater scope of the pre-

incubation process. 

The online platform is an exclusive access portal for participants of the Cocreation Lab. In this 

environment, users can visualize the entire methodology and the expected outputs for the 

development of their business, obtaining guidance for carrying out the necessary processes to 

transform an idea into a business. The platform provides videos, e-books, resources for 

download, and exercises for each tool proposed in the methodology. Also, participants have 

contact with their mentors and with the program's managers through this channel, who can 

comment on the tool's results and the project's progress as a whole. 

Through the platform, the entrepreneurs also have access to other channels of the TXM 

Business methodology, such as a chat room for communication between teams and managers, 

and a video channel containing Webinars and Workshops with specific themes and videos on 

the tools used in the methodology.  

Thus, TXM Business is not only a structured model for the development of projects in the 

business area.  It is complete support to the entrepreneurs who participate in the Cocreation 

Lab, with a collaborative methodology, supported by a set of validated tools and a learning 

platform, communication channels, development of training materials, mentoring, and an 

extensive networking. 

2.3.  Main results obtained 

Since the first pre-incubation classes started in the Cocreation Lab, more than 520 projects, of 

which about 450 have already graduated. Another 70 are still in the process.  



Gomez, L. S. R.; Pereira, P. Z.; 

Salvi, N. C. (2023). TXM Business 

methodology applied to the 

development of new businesses. 

Strategic Design Research Journal. 

Volume 16, number 02, May – 

August 2023. 235-246. DOI: 

10.4013/sdrj.2023.162.02. 

 
 

page 243 

 

In 2020, the pre-incubated participants in the program answered a questionnaire to evaluate 

the methodology. This questionnaire was conducted through the Google Forms platform and 

sent by email to the entrepreneurs. From a total sample of 339 participants, 63 valid answers 

were obtained. The form was structured in an initial block with questions about the 

participant's profile and a second block with questions about evaluating the methodology and 

its communication channels. 

The first question of this second block sought to verify how the methodology is used, which 

proposes a non-linear structure for the use of methods and tools. Of the respondents, 47% said 

they use it in a non-linear way, choosing the tools that seem most appropriate to the moment 

of the project, regardless of the stage or order in which they are presented on the platform. On 

the other hand, this shows that approximately half of the respondents still prefer to follow a 

traditional approach, carrying out the steps in the order they are presented on the platform.  

The intention of proposing non-linearity in the development of processes is to balance 

different profiles and experience levels of entrepreneurs. In other words, the creator of a new 

business in the pre-incubation process can be utterly inexperienced in the subject and possess 

several previous experiences that will meet some of the needs of his or her business.  

Another critical question in the formulary was a qualitative evaluation scale for all the tools 

presented in the methodology. The entrepreneurs should mark a scale from 0 to 5 as to their 

preference concerning each of the tools, considering whether they liked using them and the 

results obtained with their application - considering the ease of use, the perceived 

contribution, and the provision of adequate resources such as videos and supporting e-books. 

The scale means 0 - I cannot give an opinion because I have not used the tool; 1 - very little; 2 

– poor or not very good; 3 - regular; 4 - very good; 5 - extremely or excellent. 

There were 31 tools evaluated, all those proposed in the steps of the TXM methodology. Of the 

total responses, 42.5% marked option 0, which could not give an opinion because they had not 

used the tool. This high index is due, in part, to the moment when the questionnaire was 

applied, which was launched approximately halfway through the program and, therefore, 

many entrepreneurs were still forwarding their projects. Only 0.7% marked option 1 and 4.4% 

marked option 2, the most negative evaluations. Most respondents who had applied the tools 

marked option 4, with 24.6% of answers, followed by option 5, with 18.1% of the results. This 

shows an excellent perception regarding the ease of use and the results provided by the tools 

that the methodology proposes. 

When analysing the evaluation of the tools by stages, it can be seen that in the THINK stage, 

the indexes are similar, with most answers between option 4 (35.4%) and 5 (28.8%). 

However, the zero option obtained a lower percentage than in the total, with approximately 

20% of the answers. This is justified because, for those who prefer to follow a linear order of 

methodology used, the Think stage corresponds to the beginning of the process and, thus, 

more tools had already been applied. In the Experience stage, 55% of the respondents said 

they have not an opinion because they had not applied the tools. Among those that had been 

evaluated, 12.3% scored 5, and 15.6% scored 4, representing the majority of the evaluations. 

The Manage stage, being the last in a linear order of the methodology, was the one that 

obtained the highest percentage of those who had no opinion, with 71% of the answers. 

Regarding the rest, option 4 was also the most marked, with 13.2% of the answers. These 

numbers can be seen in Table 2. 
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Table 2: Evaluation results on the tools of the TXM methodology. 

 Think Stage: 
Number of 
answers 

Think 
Stage % 

Experience 
Stage: 
Number of 
answers 

Experience 
Stage % 

Manage 
Stage: 
Number of 
answers 

Manage 
Stage % 

Total    % 

5 = Extremely or 
Excellent 

273 28,8 62 12,3  19 3,7 354 18,1 

4 = Highly or 
Good 

335 35,4 79 15,6 67 13,2 481 24,6 

3 = Regular 116 12,2 43 8,5 26 5,1 185 9,4 

2 = Poor or not 
very good 

26 2,7 30 5,9 31 6,1 87 4,4 

1 = Very little 3 0,3 9 1,7 3 0,6 15 0,7 

0 = I can't give an 
opinion, because 
I haven't used the 
tool. 

192 20,3 281 55,7 358 71 831 42,5 

 

These numbers confirm the significant portion of entrepreneurs who prefer to follow a linear 

structure for the use of the methodology, which was also noted in the previous question of the 

form. However, considering the evaluation of the effectively applied tools, the overall average 

was quite positive in the perception of the pre-incubation program participants. 

In the same way, the virtual channels made available to entrepreneurs were evaluated. The 

main one, the platform's virtual environment, obtained the most favourable evaluation, with 

46% of the respondents marking option 5, affirming that it contributed significantly to the 

learning and the development of the project, and 39.6% marking it 4. The e-books made 

available also had the majority of grades between 5 (44.4%) and 4 (36.5%) and the support 

videos, with 53.9% for grade 5 and 25.3% for grade 4.  

Finally, it was also sought to evaluate the contribution of the TXM Business methodology to 

creativity, considering the main competencies for creativity, according to the main theories on 

the subject: fluency, flexibility, originality and capacity to elaborate ideas (Guilford, 1967; 

Kneller, 1978; Kowaltowski et al, 2010; Marín Ibañez & De La Torre, 1991). According to the 

perception of the entrepreneurs, on a scale of 01 to 05, with 05 being the maximum score, the 

main perceived contribution is to the elaboration of ideas, developing them and adding new 

details and information, with 60.3% of the answers for score 5 and 26.9% for score 4. In 

second place appeared the flexibility in exploring ideas related to the project, having more 

openness to change strategies, with 41.2% of the answers for grade 5 and 33.3% with grade 

4. In the sequence, the fluency capacity, considering the exploration of many new ideas, even 

different from the ideas existing at the beginning of the project, obtained 41.2% for grade 5 

and 33.3% for grade 4. Finally, the aspect considered with the lowest evaluation was 

originality, understood as the ability to generate new ideas and solutions appropriate to the 

context and innovative, unusual. This factor obtained 28.5% of the answers with grade 5, 

33.3% of the answers with grade 4, and 28.5% with grade 3, totalling most of the results. 

Thus, it is observed that, in general, the evaluation of the methodology by the participants 

obtained positive results, both concerning the resources offered, the virtual environment in 

which it is made available, and its contribution to stimulating creativity. Regarding this 

contribution, it is expected that a methodological structure will contribute more to developing 

ideas than to the originality of the solutions, given that several other factors will influence this 
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aspect, such as individual skills, teamwork and the external environment in which people are 

inserted. The results may lead to new reflections on the subject and possibly to improvements 

in the methodological structure, such as the inclusion of other creativity techniques that 

stimulate more intuitive thinking, for instance. 

3.  CONCLUSIONS 

The TXM Business methodology applied to the pre-incubation process of the Cocreation Lab 

and presented in this article is the result of numerous cycles of experimentation and 

observation. It is considered validated in terms of applicability since it presents significant 

results in the consolidation of new businesses. However, its application has only been 

extended to a broader range of areas and types of businesses. 

In this sense, the processes must be revisited and constantly evaluated to ascertain attention 

and improvements. Considering the results obtained by the evaluation form applied with the 

users, we can consider a high level of compliance with the objectives and satisfaction in 

achieving the results, presenting a positive impact on project development. 

A tendency towards linearity is still perceived, often motivated by a lack of knowledge of pre-

incubation or entrepreneurship processes. This factor is considered only in exploratory terms 

since it does not significantly interfere in achieving project results or success from what has 

been observed so far. 

This article is part of a larger research project that seeks to validate and evaluate each factor 

involved in the pre-incubation process and in conducting the methodology.  
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