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= Mé&Aog tou KEMEA

» 1t. [poedpog & AtevBUvwv XuppouvAog Ogilvy One

» 11. [evikog A/vtiig BBDO Advertising, Athens
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K&Oe start up €xeL va Kavel To SLKO TOL T oL .
'Ato TV Emiysipnuatikn 16 atn Biwaiun emiyeipnan

2Nuepa EEPOVUE OTL TO «Ta&ld» £XEL yla KaBe start up Toug LdLovg
OTOOMOUC, OTIOV TIPETIEL OXL MOVO VO TIEPATETE GAA KOL VO TOUG
YVWPILOETE KOAX KOL VO TOUG 'KOTOKTNOETE'

[Mpwv o NVwplooupe ag SOVUE TTOCO VOULZETE OTL OLOPKEL.
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o ETiXslpnuatiko ‘EAeyxog MaOnon , .
H apyikn 8éa concept AvaOswpnon Aavoaplopo KAtpakwon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

ApxwKn béa ETixeipnpatt  AZioAéynon EmiBeBaiwon  EmavoAapfav

O kN 18¢a Mapadoxwv Mapadoxwv oueveg MNwAR-
Kowé Opapa ) E sELC
Tto)OL SWOT Prototyping Product/ i ’

3 3 i EKTOOLHO-
Avéiuon) Apxwko BMC  AMayzc- Market Fit T:T:(TB g::l
RS C o eooets Aavoapiopa Business Plan

SBAnLLo- oncept BM Canvas
popAnpa Testing (MVP) .
Avon 9 Pivoting Xpnpotodo-

mon
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o ETCLXELPNHATIKO ‘EAeyxog Ma6non , :
H apxikn 8¢a concept AvaBswpnon AavoapLopLaL KAtpédkwon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

ApXKN & ETiielpnpuott A&loAéynon EiBefaiwon EnavaAapfav

Op&da KN 16éa Mapadoywv MNapadoxwv opeveg MwAR-
Kowoé Opapa  SWOT Prototyping Product/ OELQ

ZTO'XOI APXIK6 BMC A)\)\ay'éc- Market Fit ETEEKT(X'O'“.IO'
AvaAuaon BeATWWOELG Aavodpiopa ta Baoel
Ayopéc Concept BM Canvas Business Plan
MpoBAnpa/ G ik Pivoting Xpnpatodo-

N\uon Thon



SAKIE|M H apxikn 16éa

KENTPO E©@EAONTQON MANATZEP EAAAAOZ AVdAu on Avo pdc

MNMowx eival N ayop& tov anevOoveote ?

> [pocdloplonog OAwv Twv 'duvnTikwy MeAaTtwy — ayopwv’ TIov eival SLATEDELIEVOL VO
QYOPACOLV TO ‘TIPOLOV’ .

»KaBoplopog twv xapaktnplotikwy toug (Customer Profile / Persona)

> KaBoplopog tou peyeboug, TG SUVAULKAG KOL TWV XOXPOKTNPLOTIKWY KABE MG OTTO QUTEC
TIG AYOPEC TIOU QVTLTPOCWTIELOLVV TA SlapopeTika Customer Profiles.

> Emidoyn tng ayopag mov Ba Eekivnoste «Beach Head Market» .

[la teplocoTtepa otnv online BiBAL0ONkn touv KEMEA kat to &pBpo tou A. Ma&uadn «H
£PEVVA AYOPAC KA N XPrON TNC»

AVTOYyWVIOHOG :

> [Molog ival autog TTov AUVEL TO 1810 TIPOPANUC;

> [MoloL elvat oL KUPLOL AVTAYWVLOTEG GOG ?

MeAeToTE TOUG OAOLC KL ETUAEETE 5 WG 6 TTOV €lval OL TILO AUECOL O€ €00 .

KaveTe eva TivoKa e T SUVATA KOl T AdUVATA CNUELD TOVG ATIO OTIOLX EvOTNTA Tov BMC
Kol av TtpogpxovTal . ‘OxtL HOVO w¢ TTPOG TO TIPOLOV 1) TNV AUon .


https://www.kemel.gr/library/i-erevna-agoras-kai-i-chrisi-tis

SAKIE|M H apxikn 16éa

KENTPO E©@EAONTQON MANATZEP EAAAAOZ To “ p6 BA“ I.la & n Aﬁ Gn

EmiBefaiwote To IPpOPANua
> [poaodlopiote To TMPOPANUa dovAsvovtag to BMC kat to Value Proposition Canvas.

> "Go Out of Building” kot cuvouLANOTE e TIEAXTEG BETOVTOG EPWTHMAT
< [lowa eivat Ta 3 peyaAuTEPA TIPOLANUATA TIOU AVTIUHETWTTICEL ;
+ [10TE TAPOVCLACTNKE TEAELTALO POPA TO TUYKEKPLUEVO TIPOPANUS ;
< Mwg AONKe ;
+TL elval auTo TIov gival SUGKOAO aKOUN ;

‘Etol tpoadlopiletal Kot eTURERLALWVETE OTL XAPAKTNPLOTIKE TOU TIPORANUATOG !

+ O «TtOVOC» TOU TEAATN ELVOL ONUAVTIKOG

- [1olog glval 0 avtaywvloTng

« OV UTIAPXOUV OPKETOL TIEAATEG TIOV £XOUV TIOU TIPOPANMA YL VA Eival BLWOLUO TO
EyXElpNpA

« [lola xapaKTNPLOTIKA TNG AVong Tov Ba NBsAav otn AVon oL TIEAATEG
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o ETULXELPNHOLTLKO ‘EAgyxog MdaBnon , .
H apxikn 18éa concept AvaOswpnon Aavoaplopa KAtpakwon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

ApXkn Wéa Emuixeipnpatt  AzioAoynon EmBefaiwon EmavaAapBav

Opada KN 18¢a Mapadoxwv Mapadoxwv oueveg MNMwAn-

Kowoé Opapa  SWOT Prototyping Product/ OELQ

24 L)' ApXk6 BMC A7\7\ay'éc- Market Fit E“i:‘;‘g;:‘f'

Avaluon BeAtwozig Aovodplopa ¢ I

Ayopéc Concept BM Canvas Business Plan
: Testing (MVP) . .. ST e

MpoBAnpa- Pivoting PNH

N\uon ThoNn



LAKIE|M ETtixelpnpatiko concept - SWOT

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Toc owte@mMKoO K i pnongc

e Avvata onueia Ad0OvoaTta onpei o

> [oleg sivat oL olaiTepeg

LKOVOTNTEC TNG LOPUTIKNG ) ) )
, > [1olol TTépol oA AsiTTouV Kal
opadag;

TTWG UTTOPEITE VA TOUG
eCAOPANIOETE;

> [1ou €xeTe avaykn BeATiwong;

> [lolot elvat ol TTOPOL TOUg
OTIOLOU(G PTIOPELTE VO

) > T1 UTTOPEI va Bewpnoouy ol
OVTANOETE; HTTOP o

aAAol/eg wg aduvapia Tou

> [olo €lval TO CUYKPLTIKO 0OC EVXEIPAOTOC :

TIAEOVEKTN O

GUwaEeEAT Wi OYAwwail UI1T FTUITW;y EU FaE WeUEYel R



I![:! E|M ETtixelpnpatiko concept - SWOT (2)
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To mept BaAArxov 1Tn¢ Emi xei pnon

o Eukaupieg ATie 1l A€ C
> YTIAPXOUV EVKAUPLEG OTOV > M0IEC OUYKEKPIMEVEC ATTEINEC
KAGS0 YEVVA N YEVIKOTEPN OIKOVOUIKI)
OTO OTIOlO DEAETE VA ELOEADETE; KATGOTAON YIA TO UTTO
> Mol elvat n Téon otn ouoTaon gyxeipnua;
OUYKEKPIPEV AYOPQ; > MNola gival n 8éon Twv
> MW¢ pmopeite vt AvVTAYyWwVIOTWV 0AG;

METAOXNUATIOETE TX SUVATA
onMela o€ EVKALPLEG;

GUWAEAT Wi OYAwwal Ul1 FUIYT W
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KEY PARTNERS

Wha are our key partners?
Whao are our key
suppliers?

Which key rescurces are
we acquiring from aur
partners?

Which key activities do
partners perform?

ETtuxeipnuoatiko concept — Apxiko BMC

Na va dnpovpynOsi éva tpwto adiomioto BMC

MPoUTO0eaN ival va €XEL yivel
n AvaAuon tng Ayopag (toulaxlotov desk research)

KEY ACTIVITIES
What key activities do our
value propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

KEY RESOURCES
What key resources do our
value propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which one of our customers”
problems are we helping to
solve?

What bundles of products and
services are wa offering to each
segment?

Which customer needs are we
satisfying?

What is the minimum viable
product?

CUSTOMER
RELATIONSHIPS

How dowe get, keep, and grow
customers?

Which customer relationships
have we established?

How are they integrated with
the rest of our business model?

How costly are they?

CHANNELS

Thraugh which channels do aur
customer segments want to be
reached?

How do other companies reach
them now?

Which ones wark best?

Which ones are most
cost-efficient?

How are we integrating them
with customer routines?

CUSTOMER
SEGMENTS

For whom are we
creating value?

‘Who are our most
important customars?
‘What are the customer
archetypes?

REVENUE STREAMS

For what value are our customers really willing to pay?
For what do they currently pay?

What is the revenue modal?

What are the pricing tactics?

COST STRUCTURE

What are the most important casts inherent to our business madel?
Which key resources are most expensive?
Which key activities are most expensive?




SAKIE|M Emtixeipnuatiko concept - MVP

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Minimum Viable Product €ivail pia diadopevn TEXVIKNA YIa va OOKINACOUUE VWPIC av ol TTEAATEG Ba
«ayOPACOUV».

2.TN TTPACN ONMUIOUPYOUUE 1] TTEPIYPAPOUUE HUE DIAPOPETIKEC TEXVIKEC TO TTPOIOV 1 TNV UTTNPETIa
LE TA EAQXIOTA XAPOKTNPIOTIKA

Kal dlEpEUvVOUE ouvnBwWC TNV TBavry atrixnon, amrodoxn Kal TTpdbeon ayopdc we Auon o€
KATTOIO KATAVOAWTIKO TTPORANua  (product/market fit)

AvaAloya pe 1o «tTpoiovy» 1o MVP ptropei va gival o€ yop@pn TpwroTtuTtrou, explainer video,
concept board, landing page KATT.
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Landing Page buffer
1 . Choose time to Tweet
Tweet more consistently with & buffer 2. Add tweets to your buffer

3 Buffer does the rest. Relax

Kal akoAoUBwC¢ o€ TTPOTPETTEI :



http://www.hackerchick.com/wp-content/uploads/2013/02/2013-02-Buffer-1.png
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ETtixelpnpatiko concept - MVP
Napadsiypa (1)

Tonet mirw cvaninty v § butfor
[ e W

o---—-. Ay,
’

Tweet more oonsistelz)y with € buffer

. L - . - .—-—--
.‘—---h .._--* .-—n—--ﬁ

T - -

First Landing Page buffer
Aigpeuvnon Concept

Second Landing Page buffer
Aigpeuvnon MNpdBeonc TIUAC

Third Landing Page buffer
['1a TOUG EVOIAPEPOUEVOUG «AYOPATTEGY

cHell o! You caught wus bef
| eave your email address
know when wedre readye.



LAKIEIM| ETtixelpnuatiko concept - MVP

KENTPO E©@EAONTQON MANATZEP EAAAAOZ n apass iv I.laTa (2)

Explainer video Dropbox

Development Tn¢ TEAIKAG TTAATQOPUAGC EVIVE
META TO EVOIAPEPOV TWV TTEAATWYV

Mpwt atouv Segway
iInvented by Dean Kamen.
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H apyikn 18éa E"'ﬁgﬁgﬁ;"xé - A E l O )\ O y r] 0 r] I_I a p a 6 Q\G\(&plgﬁ; V KAlpdkwon

Prototyping
IDEATION CONCEPTING LAUNCI> SCALE U>

- AAANayeg & BeAd1l wae 1 £

ApxIKi 15¢a ETrIXEIpnHa MOV o0d0nyei o€ N E-aspaiBnVEGvarapa

Opada TIKN 15€a Mapadoxwv  vOueveg

Koivé SWOoT Product/ NwAnoeig

Opaua Apyik6 BM i . Market Fit EmekTacipo-

Zroxol Canvas - P|V0t|ng Aavodpiopa  TnTa Bdoel

AvdAuon Concept Business

Ayopdg Testing Plan

MNpoBAnpa-  (MVP) Xpnuarodo-

Adon ™Ton



K&Be evotnta tou BMC éxsL YmoOéoeig

Eivon To epyal&io mtov pag Bonda va tig kataypa@oups sivar to BMC

T2 O™ | 4 VAUE | |
7. ke :@&; . omosrions| & (VSTMEE ) (VS TOMER

RTINS .
PR sﬂg,@m s
N+«

o — oo
. O\v
#.\ O b, &Y : 3 CWN@SP 4'00"

9, o ghgean 5. TRy S8t




LAKIE[M Screen Learn Adjust — Mapadoxég
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Fra va 1 A0C@OAl COLMPME TNV HPEYIOTN €TmMILTULUXIia o1n
ETI BePBal AT TUL WITO-GTDPIOOTKEL, € XOULHPUE KAV E L |

YITapXel €vag¢ OoOwWOoOTOC TpPpOmMOC VvVa yivel -60T8Kwia PBo
PWTNOOUMPWE TOV KTMEAAT N>»

DZ1T AU T OYAWITIW ?
People try to be nice to you
Therefore they lie in your face without realizing it .

g UT Mom Test by Rob Fitzpatrick
https://www.youtube.com/watch?v=Hlaljzhan78

DOH1 a peBodoAoyia €peguvvac aOKOAouvBoULUE ?
Qa pPmMmopoOLOO VA AVAQPEPW TOAANEC. MI o OKOAOULBOEI


https://www.youtube.com/watch?v=Hla1jzhan78

Bpa 1:

YTtoO£o£1g 0TO EMIXELPNHATIKO XXESL0

K&Oe evotnta Tov BMC éxeL YtoOéoeig

T 4@33? LAV | s 0, LISTMER

e o™ %foem 7
q<° N

g

l M T 3 cwuasr 4-00%‘(\

I«- e [
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Brjpa 2 :
MpotepatotnTa

AVO PoolkeG OLOOTACELG
* H afefaotnta

* H emintwon oto eyxeipnua
ov Sev gival oAnBnc¢

EAGxiotn
ABeBaotnTa

TepaoTia
Emtintwon

-

EAdxiotn
Emintwon

Tepaotix
ABeBaiotTnTa

ClimateLaunchPad Chrysallis Leap
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Napadsiypa : BIO2CHP

THE RISKIEST ASSUMPTIONS 1 June 2016

Al
Waste & Energy Cost
' A2

Waste Energy Coupling

: A3
Regulations

A6 :
r ) High Impact %
Team J P
r \ A7
Accessibility A3
- g [ Financing ]
Certain [ Funding ]Ag
Al0
[ Suppliers ]

A4 Uncertain
Infrastructure &
ManPower
A5

Pricing Model

| Low Impact
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THE RISKIEST ASSUMPTIONS 1 June 2017
‘ Wasﬁfe & %:rferby.ﬁost] Al AB

= SR Team
'-Reguliatior%s} A3 Al

- Al Biomass handliig
Unit waste handling]g A9 A
A8 [ Funding ] -.Pficin'gM&é;:e}'r.
Certain [ Financing ] |
AD nfrastructure & A4 Uncertain
STl el e i T nfrastructure
‘Waste Ene'}r Cou in};
[ ; ray ok .p1 { ManPower ] Suppliers

Al10

. A7
[ AcceSS|b|I|ty] g\l

Low Impact




IK[E[M[EA Brjtor 3

2xedlaon & EktéAeon melpaptog ywx emifeBaiwaon

1. HypothesiSdefine the assumption you want to validate || 4. ReSultSwhat are the results obtained?

2. Experiment DeSigI’MZefine how you are going to test
the hypothesis

5. LearningSwhat can we learn from the results?

6. Validated / Invalidated / inconclusive

3. Minimum Success Criteri@mnat are the criteria to|| 7. NeXt StepSihat are the next steps?
validate the hypothesis as true?
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o ETULXELPNHOLTLKO ‘EAgyxog MdaBnon , .
H apxikn 18éa concept AvaOswpnon Aavoaplopa KAtpakwon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

ApXKN Oéx ETiielpnpuott A&loAéynon EmiBefaiwon EnavaAapfav

Ollé(5,°‘ KN 16éa MNapadoxwv Mapadoxwv opeveg MwAR-
Kowo Opapa . OELC
Stéyot SWOT Prototyping Product/ ’
Avéduon Apxiké BMC  AMayéc- Market Fit 5"j§‘;‘:;:‘:’
Ayopag C BERTI0TEL SR B?ISihESS Plan
MNooBAnuo- oncept BM Canvas

POBAnpc Testing (MVP) ;
AVOon 9 Pivoting Xpnpatodo-
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o ETULXELPNHOLTLKO ‘EAgyxog MdaBnon , .
H apywkn 8éa concept AvaOswpnon Aavoaplopo KAtpakwon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

ApXKn 6éa Emixeipnpatt  AZioAéynon EmBeBaiwon  EmavoAapfav

Ollé(5,°‘ kN 16¢a Mapadoxwv Mapadoxwv opeveg NMwAnR-
Kowo Opapa . OELC
FtéyO0L SWOT Prototyping Product/ ’
AvéAuon Apxwo BMC  AMayéc- Market Fit 5"i§‘;‘:;:‘:’
Ayopag C BERTI0TEL TR Brtllsiness Plan
MNooBAnuo- oncept BM Canvas

POBAnpc Testing (MVP) ;
AVOon 9 Pivoting Xpnpatodo-

mon
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Customer Customer Customer Company
Discovery Validation Creation Building




LAKIE|M Roadmap evog Startup

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Htaoknvég amod 10 «TAZ=ZI Al » ToOoU £ XET

TollpoypapwaomcOxkabodnynoel

Eoei ¢ €xeTe va KAveETE TOAUL dOoULAE!L O
OTl pPmopeEiTE TAa OUVLOKOAO.



