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Y<K € M CEA To Tagid

KENTPO EQEAONTQN MANATZEP EAAAAOZ

KaBe start up €xel va Kavel To OIKO Tou TAgiOl .

‘Ao tnv Emmixeionuarikn 10éa artn Biwoiun ermixeipnon’

2NUEPA CEPOUUE OTI TO «TALIOI» £XEI YIa KABE start up Toug
idlou¢ oTABPOUC, OTTOU TTPETTEI OXI HOVO VA TTEPACETE AAAQ
KAl VA TOUG YVWPIOETE KOAQ KAl VO TOUC ‘'KOTAKTNOETE’

[1600 KpaTdael TO TAEIOI AUTO ;

AC TO yVwpioouue AOITTOV .
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IK € M GA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ
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concept

21010 Neouwv ETTIXEIpNOEWY

‘EAgyxog Maénon
Avafswpnon

Aavodpioua

KAlpdkwon
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IDEATION CONCEPTING LEARN-
ADJUST

ApXIKA 10€a
Oupada
Koivo
Opaua
2T16XOI
AvdaAuon
Ayopdg
MpéBAnua-
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Emixeipnua
TIKN 16€a
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Apxik6 BM
Canvas
Concept
Testing
(MVP)
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MNapadoxwv
Prototyping
AANayég-
BeATiwoeig
BM Canvas
Pivoting

EmBeaiwon
Mapadoxwv
Product/
Market Fit
Aavodpiopa

EtravaAaufa
VOMEVEG
NMwAnoeig
ETTekTaO1M6-

TNTA BACEI
Business

Plan
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Wik € McA

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

H apxikn 10€a

b

H apxikn 16éa

@ ® ® &

Emixeipnuatikd
concept

‘EAgeyxog Maénon
AvaBswpnon

Aavodpioua

KAlpdkwon

SCREEN
CONCEPTING LEARN-
ADJUST

- ApXIKNA 18€a
- Opada
Koivé Opapa
2TOXOI

- AvaAuon
Ayopdg

- Mp6BAnua/
Auon

Emixeipnua
TIKA 16€a
SWOT
Apxik6 BM
Canvas
Concept
Testing
(MVP)

AgloAéynon
Mapadoyxwv
Prototyping
AANayég-
BeATiwoeig
BM Canvas
Pivoting

EmiBeBaiwon
NMapadoxwv
Product/
Market Fit
Aavodpioua

EtravaAaufa
VOMEVEG
NMwAnoeig
ETrekTOO146-

TNTA BACEI
Business

Plan

Xpnuatodo-

Tno-n 28/02/2018
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IK € M CA H apxikni 10€a

e AvdaAuon Ayopadg

1. MNMoia gival n ayopd TToU atTeuBuveoTE ?

[1poadIoPIOPOC OAWY TwV ‘duvnTIKWYV NeAATWyY — ayopwV’ TTOU gival
dlaTeBeIpEVOl va ayopAaoouv TO “TTPOIOV’ .

KaBopioudg Tou peyEBoucg , TNG OUVAUIKAG KAl TWV XAPAKTNPIOTIKWY KABE PIag
atrd auTEC TIC ayopEg . ETmIAoyr TNG ayopdc 1Tou Ba ¢ekivrjoete «Beach Head
Market» .

[a TrepioodTepa oTo site Tou KEMEA
‘Epeuva Ayopdac . ApbBpo A. MNMagiuddng

2. Avtaywvioudog : olol gival o1 KUPIoI avTaywVIoTEG 0ag ?

MeAETAOTE TOUG OAOUC Kal ETTIAECTE S WC 6 TTOU gival OI TTI0 APECOI 0€ €0AC .
KaveTte Eva trivaka e Ta duvara Kal Ta aduvaTa anueia Toug arro oTrola
evoTnTa Tou BMC kai av trpoépyovral . Oyl yovo wg TTpog To TTPOIOV ) TV
Auon .
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http://www.kemel.gr/node/3346

Wik ¢ MEA H apxikn 18éa

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

e [loio gival To TTPOBANUA TTOU AUVETE ;

AQOU TO TTEPIYPAYETE , TTPOODIOPIOTE TI KAVETE KAAUTEPQ ATTO TOV
QAVTAYWVIOUO .

28/02/2018
Page 6



Wik € McA

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

To emixeipnuatikd Concept

D

H apxikni 16éa

@ ® ® ®

Emixeipnuatikd
concept

‘EAgyxog Maénon
AvaBswpnon

Aavodpioua

KAlpdkwon

SCREEN
IDEATION LEARN-
ADJUST

Apxikn 15€a
Oupada
Koivo
Opaua
2T1OYXOI
AvdaAuon
Ayopdg
NMpéBAnua-
Auon

- Emixeipnua
TIKN 10€a

- SWOT

- Apxiké BM
Canvas

- Concept
Testing
(MVP)

AgloAéynon
Mapadoyxwv
Prototyping
AANayég-
BeATiwoeig
BM Canvas
Pivoting

EmiBeBaiwon
NMapadoxwv
Product/
Market Fit
Aavodpioua

EtravaAaufa
VOMEVEG
NMwAnoeig
ETrekTOO146-

TNTA BACEI
Business

Plan

Xpnuatodo-

Tno-n 28/02/2018
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¥ 1< € M CA Emixeipnuariké concept - SWOT

KENTPO E©EAONTQN MANATZEP EAAAAOX

To ecwTEPIKO TNG ETiXEipnoNng

e Avuvard onueia e AdUvarta onueia
> [1oleg gival o1 1I01aITEPES > Mou €xete avaykn BeATiwong;
IKAVOTNTEG TNG IOPUTIKNAG , , ,
, > [1olol TTOpoI 0A¢ AEiTTOUV Kal
oMadag; ;
TTWG
> [lolol eival ol TTépol Toug UTTOPEITE VA TOUC
OTTOIOUG UTTOPEITE VO AVTANOETE; £E00PANIOETE;
> [1olo €ival TO OUYKPITIKO 0ag > T1 uTTopEi va Bswprioouyv ol
TTAEOVEKTNUQ; aAAol/ec w¢ aduvapia Tou
EYXEIPAMATOG ;

Baoikéc epwTnAoeI¢ TTou ptropei va pnv e€avrAolv Tnv diepelivhon
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P 1< € M CA Emixeipnpatiké concept - SWOT (2)

KENTPO E©EAONTQN MANATZEP EAAAAOX

To mrepifaAAov Tng Emixeipnong (ESwTtepika)

e Eukaipigg o ATreIAég
> YTTAPXOUV EUKAIPIEG OTOV KAADO > [101EC CUYKEKPIUEVEC ATTEINEC
OTO OTTOI0 BEAETE va €IOENBETE; VEVVA N YEVIKOTEPN OIKOVOUIKNA
» MMola gival n tdon oTn KO"TdGTacn Y!d TO UTTO
OUYKEKPIYEVN ayopq; GUOTIGOH
EYXeIpNua;

> Mw¢ pTTopEiTte va
METAOXNUATIOETE Ta dUVATA
onMEia o€ EUKAIPIEG;

» Mola gival n B€on Twv
AVTAYWVIOTWYV OAg;

Baoikéc epwThoei¢ Ttou ptropei va pnv e€avrAolv Thy digpeluvnon
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C MCGA

KENTPO E©EAONTQN MANATZEP EAAAAOX

Emixeipnuatiké concept — Apxiké BMC

MNa va dnuioupynOei éva rpwro adiémoro BMC
TPOUTTO0EON gival va £XEI YiVeEl
n AvaAuon tng Ayopdg (Ttoulaxiotov desk research)

KEY PARTMNERS

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

Which key rescurces are

we acquiring from our
partners?

Which key activities do
partners perform?

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

KEY RESOURCES
What key resources do aur
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 we offering to each
segment?

Which customer needs are we
satisfying?

What iz the minimum viable
praduct?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
hawe we established?

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

How costly are they?

CHANNELS

Through which channels do aur
customer segments want ta 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 customers?

‘What are the customer
archetypes?

COST STRUCTURE

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

REVENUE STREAMS

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

What is the revenue maodel?

What are the pricing tactics?

28/02/2018
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IK € M GA Emixeipnuariké concept — MVP

KENTPO E©EAONTQN MANATZEP EAAAAOX

Minimum Viable Product €ivail pia diadopévn TEXVIKA YIa VA OOKINACOUME
VWPIC av Ol TTEAATEC Ba «ayopACTOUVY.

2.TN TTPACN ONUIOUPYOUUE ] TTEPIYPAPOUE HE DIOPOPETIKEC TEXVIKEC

TO TTPOIOV 1] TNV UTTNPECIa JE TA EAAXIOTA XAPOAKTNPIOTIKA KOl OIEPEUVOUE
ouvnBwcg Tnv mMoavr atrxnon, atrodoxn Kai TTpdBeon ayopdc we Auon o€
KATTOIO KATAVOAWTIKO TTPORANUC

(product/market fit)

Avaloya e 1o «TTpoidv» To MVP ptropéei va gival o€ yoper) TTpwToTUTIOU,
explainer video, concept board, landing page KATr.

28/02/2018
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Wik ¢ McA

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Emixsipnuariké concept — MVP
Napadeiyparta

MpwTtdéTUuTrOo Segway
iInvented by Dean Kamen.

Explainer video Drobox

Development TG TEAIKNC TTAATPOPUAC EYIVE
META TO EVOIAPEPOV TWV TTEAATWV

28/02/2018
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Wik ¢ McA

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Emixeipnuariké concept — MVP
Napadeiypata (2)

Tweet more consistently with = buffer

0 Choose Bmos 10 tweet,

(2 Joushurktsonbuna
) S0 % s o i i

Landing Page buffer
1 . Choose time to Tweet
2. Add tweets to your buffer

3 Buffer does the rest. Relax

Kal akoAoUBw¢ o€ TTPOTPETTE! :

Plans and Pricing

28/02/2018
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http://www.hackerchick.com/wp-content/uploads/2013/02/2013-02-Buffer-1.png

191< € M CA

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Emixeipnuariké concept — MVP
Napadeiypara (2)

Tweet more consistﬁy}y with < buffer

o

{mo

ety

-~ [ - BT

Twoet more -2 v & buffer

Py o 4 Yot o

First Landing Page buffer
Aigpeuvnon Concept

Second Landing Page buffer
Aigpeuvnon NMpdBbeong TINAG

Third Landing Page buffer

[0 TOUG EVOIAQEPONEVOUG «AYOPaOTES

«Hello! You caught us before we’re ready,

leave your email address & we’ll let you
know when we’re ready».

28/02/2018
Page 14



KK ¢ M EA 210010 Neouwv ETTixEipnoswy

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

© © ® ® ®

Emiyxcipnuatiké  EAgyxog Mdaénon
concept AvaBswpnon

SCREEN-
IDEATION CONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

Apxikn 16éa  Emixeipnua - AZloAéynon EmBeBaiwon EmavaAaufa

H apxikn 15éa Aavodpioua KAlpdkwon

Opada TIKN 18€a Napadoxwv Mapadoxwv  vOueveg
Koivo SWOT Prototyping  Product/ NMwARoeig
Opapa Apxiké BM Market Fit ETrekTOO146-
210XOI Canvas - AAAayég & Aavodpiopa  TnTa BACEl
AvaAuon Concept BeATiwoEig Business
Ayopdcg Testing Néo BMC Plan
Mp6BANpa- (MVP) XpnuaTodo-

Auon - Pivoting Tnon “Page 15



1 K € M CA Screen Learn Adjust — Napadoxég
'‘Exoupe dnuioupynoel éva BMC aiomioTo pev aAAd yeudATo
TTapadoxés. MITopoUpE va apXioCOUME va KAVOUHE £€§00a avATITUENG Kal
UTTOOONNG;

Na va d100@aAicOUNE TNV MEYIOTN ETTITUXIO OTN TTWANOCN TTPETTEI VO
KaTaAdBoupue Kail va eTIRERAIWOOUNE TIC TTAPAOOXEC TTOU EXOUME KAVEL;

AKOAOUBWG TTPETTEI KO MTTOPOUME VO KAVOUUE EiVal VO PWTHOOUNE TOV
«TTEAATN»

Ti kKal TWC TO pwWTAME ?
People try to be nice to you
Therefore they lie in your face without realizing it .
Ano To Mom Test by Rob Fitzpatrick

TTola peBodoAoyia Eépeuvag akoAouBolue ?
Oa ptTropouca va ava@Epw TToAAEG. Mia akoAouOei

28/02/2018
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https://www.youtube.com/watch?v=Hla1jzhan78

ik e M eA Exercise: Riskiest assumptions

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

High Impact
A
<« >
Certain Uncertain
v ClimateLaunchPad Chrysallis Leap

Low impact

Page 17



LK € MeA

KENTPO E©OEAONTQN MANATZEP EAAAAOX

THE RISKIEST ASSUMPTIONS - June

2016

Team

Accessibility

A6

A7

High Impact 4

Waste & Energy Cost

A8
: . Waste Energy Coupling
Financing

. Regulations
Certain Funding | A9
<€
Al0 A4 Uncertain
Suppliers [ Infrastructure &]
ManPower

102CHP

( ON-SITE ENERGY PRODUCTION

AS
v Low Impact

28/02/2018
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LK € MeA

KENTPO E©OEAONTQN MANATZEP EAAAAOX

THE RISKIEST ASSUMPTIONS - June

W E :
L aste & Energy Cost ] ngh Impact 4 Ab6
r Team
Regulations ]A3 Al
- Biomass handling
Unit waste handling |3 A9
A Funding - AS
Pricing Model
Certain Financing
<€ >
A4 Uncertain
_ A2 Infrastructure &
Waste Energy Coupling ManPower m
AT Al10
Accessibility Al
2
Low Impact
@ BiozcHP b owime

28/02/2018
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Experiment Template

ClimateLaunchPad Chrysallis Leap

1. Hypothesis: define the assumption you want to validate

2. Experiment Design: define how you are going to test
the hypothesis

4, Results: What are the results obtained?

5. Lea rnings: What can we learn from the results?

6. Validated / Invalidated / inconclusive

3. Minimum Success Criteria: what are the criteria to
validate the hypothesis as true?

7. Next Steps: what are the next steps?




KRk ¢ Mca

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Aavoapioua

D

H apxikni 16éa

@ ® ® ®

Emixeipnuatikd

concept

‘EAgyxog Maénon

AvaBswpnon

Aavodpioua

SCREEN
LEARN-
ADJUST

Apxikn 15€a
Oupada
Koivo
Opaua
2T10XOI
AvdaAuon
Ayopdg
NMpéBAnua-
Auon

Emixeipnua
TIKA 16€a
SWOT
Apxik6 BM
Canvas
Concept
Testing
(MVP)

AgloAéynon
Mapadoyxwv
Prototyping
AANayég-
BeATiwoeig
BM Canvas
Pivoting

- EmiBeBaiwon
Mapadoxwv

- Product/
Market Fit

- NAavoapiopa

KAlpdkwon

EtravaAaufa
VOMEVEG
NMwAnoeig
ETrekTOO146-

TNTA BACEI
Business

Plan

Xpnuatodo-
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KENTPO E©QEAONTQN MANATZEP EAAAAOZ

KAIluakwon

D

H apxikni 16éa

@ ® ® @

Emixeipnuatikd

concept

‘EAgyxog Maénon

AvaBswpnon

Aavodpiopa KAipdkwon

SCREEN
LEARN-
ADJUST

Apxikn 15€a
Oupada
Koivo
Opaua
2T1OYXOI
AvdaAuon
Ayopdg
NMpéBAnua-
Auon

Emixeipnua
TIKA 16€a
SWOT
Apxik6 BM
Canvas
Concept
Testing
(MVP)

AgloAéynon
Mapadoyxwv
Prototyping
AANayég-
BeATiwoeig
BM Canvas
Pivoting

EmBefaiwon - ETavaAauBavé-
NMapadoxwv peveg NMwARoelg

Product/

Market Fit - ETrekTaciyoéTnTa

Aavodpioua Baoel Business
Plan

- XpnuatodoTnon



12K 1€ M EA

KENTPO ESEADNTON MANATIEP EAAANDE

Business Model Canvas

Armro Tnv Emysipnuarnikn 18éa oro Emysipnuariko Zx&Edio

Emysipnuarnikn 18éa / Ayopa

Business Model Canvas

2X€010 MwANnocewyv /| MapkeTIvyk

2ZX€0810 Ymodopung/Opyavwong

XpNHATOOIKOVOHIKO ZX£810

(nsplvpatpﬁ 18€ag/ MNMpoiévrog - Avaduon )
Ayopag - Avraywviopuog - ZuoTnpara
Aravopng — Tipég - MpowOnon /Aamaveg -
Positionings - MePIEXOHEVO EmMKOIVWViag
KavaAia emxkoivwviag - Mepidia ayopag
@vﬂucn SWOT- Zrparnyiké¢ xareuOuvoeig Y,

('Opaasg MeAaTwyv- MNpoéraon ASiag - KavaAm\

Emxoivwviag/MwAnong/Aiavoung - ZXETEIg

pe NMeAareg - Kopieg ApaoTnpioTnreg — Kopiol

Moépor — Kupiol Zuvepyareg - Poég ECOdwv -
Aopn) KéoToug

. J

fz'réxmltrpu'rnleﬁl Emkoivwvia BZBIBZC-\
Baoikil Tomo@érnon - Malika/Wnelaka
/Koiwvwvika Méoa - Epeuva Ayopdg / MVP-
MwAnon - Up/Cross Selling, CRM - Xpovikni
EgéAign, Pre-Testing, Metrics, KéoTn KAm.

. J

fOpvcvévpappa - ZTEAEXWON - Appoalé'rn'rsa
Zuvepyacoieg — MpounBeutég — NMépor - Méca-
EfonmAiopdg - Napaywyn MpooTi@épuevn ASia-
Eyxkaraoraoeig — Outsourcing - Logistics -
Nouixn — MNpappariaxn vrrooTipifn — Back
\_office - KéoTn kAm. Yy,

4 Mapadoxég /MpoBAéweig - K6oTOog Apxlxﬂg\
Enévduong - looAoyiopog - Enevdooeig
Oixovopika anoreAéopara - TaAUEIAGKES POES
Orovouikoi 8eikteg — Avaiduon BEP -
AvdaAuon piockou KA.

. J




i< € M EA >1a01a Neoguwv ETixeiprioswy

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Customer Customer Customer Company
Discovery Validation Creation Building

SCREEN-
IDEATION CONCEPTING )> LEARN- LAUNCH SCALE UP
ADJUST

ClimateLaunchPad Chrysallis Leap

28/02/2018
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LIk € M [En >1ad1a Neopuwv ETTiXeIprocwy

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

DISCIPLINED ENTREPRENEURSHIP

24 STEPS TO A SUCCESSFUL STARTUP

& comreanity and Bars more abest

'l
!

I

I

|

|}

|

|

I

1

1

I

] |

N e Ny .

\ d .=y A~ V¥is/ Disciplined Entrepreneurship
* TSN R\ By Bill Aulet

~
.....
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YIK € M CA Roadmap gvog Startup

KENTPO E©EAONTQN MANATZEP EAAAAOX

‘Hrav oknvég atrd 1o « TAZIAI» TTou €XETE va KAVETE .

To OKI!Thess €ival €édw yia va cag odnynoel Kal va oag Kabodnynoel .

Eocic £xeTe va KAVETE TTOAU OOUAEIA Kal €ial oiyoupog OTI UTTOPEITE TA
OUOKOAQ .
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