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A. DESCRIPTION OF DELIVERABLE 4.2.5 

 
In the Deliverable was presented the organization of a Bootcamp in the Bulgarian cross-

border region of Haskovo during which internal evaluation methods were designed, 

developed, implemented and presented to the participants at the Bootcamp. The evaluation 

methods are either for start-ups or for the development of a new service or a new product 

from existing businesses in the Haskovo region. A detailed proposal of internal evaluation 

development methodology was presented, based on the existing literature and experience. In 

the implementation of the Deliverable, a Specialized Executive in matters of quality and 

process evaluation and an executive specialized in the development of start-up 

entrepreneurship were involved. 

B. THE SUBJECT OF THE DELIVERABLE 
 
The thematic object of the deliverable D4.2.5 is Bootcamp - Internal Evaluation Methods. 

 

Business Idea Evaluation  

 

Many entrepreneurs don’t objectively evaluate new concepts before plunging in. While many 
ideas seem original and plausible, spectacular success is rare. According to some studies just 

30% of all small businesses are profitable, while 30% only manage to break even. Launching 

a small business is a complex process that must combine enthusiasm with meticulous 

research. 
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Before discussing how to evaluate business ideas, let’s define what exactly a business idea is 
and what is not: 

<It’s a thought or suggestion about which product or service to offer customers for 

financial gain.= 

Businesses are engaged in generating profits4by earning more money than they spend. So, 

the idea must be profitable and easy to monetize. 

How do people arrive at new business ideas? Successful ideas are brand-new concepts or 

better versions of existing ones.  

The first question is: What is business idea validation? 

 

<Business idea validation is determining that a proposed idea meets the minimum criteria 
required to maintain a thriving venture.= 

Before undertaking a business idea assessment, it’s critical to recognize the characteristics of 
a great idea. 

Here are some essential qualities to use when you evaluate the business idea: 

 Usefulness (Value proposition): The new product must strive to address a known or 

unknown need. Some needs exist naturally, while others are artificially created 4
where a service creates a need and offers itself as a solution. Needs may be simple or 

complex. They keep evolving, necessitating the launch of new businesses. 

 Explainable (Easy to convey): People should have an easy time understanding the 

business idea. The litmus test to determine if the concept is explainable is if it’s 
possible to communicate the value proposition in a few sentences. Henry Ford 

famously said that people wished for faster horses 4 but it was easy to explain how a 

car was different. 

 Simplicity: Awesome ideas produce simple products and services that users can start 

interacting with without requisite know-how. So, when developing an app idea, 

ensure it’s pretty easy to use. For instance, Apple incorporates simplicity into its 

products. 

 Scalable: Highly successful businesses can quickly scale with demand and take 

advantage of economies of scale. A perfect scenario is where the costs to serve 

additional customers are almost negligible, for instance, building an app like Zoom 

where overheads don’t significantly increase if the company adds 1 million new 
users. 

 Habitual (Users can’t live without it): Users should find the product or service more 

valuable, meaningful, and a must-have as they interact with it. For instance, Netflix 

requires users to set their preferences and personalizes the content to their tastes. It’s 
also integrated into their daily life and comes pre-installed on most devices. Even if a 

better company than Netflix popped up, many users would still find it hard to switch. 

Business owners should always ask: <Is my business idea so good that people can’t 
live without it?= 
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This criterion provides a basis for business idea evaluation. An idea should be useful, 

simple, explainable, scalable, and habitual. 

 

 

 

 
 

Business Idea Evaluation 

Once one have a business idea, use these steps to evaluate it and make sure it's a sustainable 

idea to help you be successful: 

1. Determine a target market 

A target market is a group of people who are likely to purchase a company's products or 

services. They're the consumers you believe can benefit most from your business idea. It's 

important to learn what you can about this group so you can better form your idea and later 
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market to them successfully. When you understand your consumers, you can anticipate their 

needs and serve them appropriately, which can make a major difference in your success. 

As you evaluate your business idea, learn more about your target market's wants, needs, 

motivations, spending habits and challenges. You can collect this information by performing 

preliminary research, asking different people questions about your business idea and 

observing shoppers. Begin to define your ideal customer by considering the following 

demographics: 

 Age 

 Gender 

 Geographic location 

 Income level 

 Profession 

 Marital status 

 Education level 

2. Create a buyer persona 

As you gather information about your target market's demographics, you can establish buyer 

personas, which are characters who represent the members of your target audience. Rather 

than being real customers, personas are fictional customers you create to help guide your 

business decisions. Personas are important because if you can view each persona as an actual 

customer, you're more likely to understand and empathize with them. 

Create a buyer persona to represent the target market you've identified for your business idea. 

Consider the persona's background, motivations, values and buying factors. Some questions 

to help you create a buyer persona may include: 

 What are their personal beliefs or values? 

 What challenges are they seeking to resolve? 

 How do they learn about products or services in the marketplace? 

 What other types of products or services do they buy regularly? 

 How does cost factor into their purchasing decisions? 

3. Conduct a market analysis 

A market analysis is an assessment of market factors, which may include economic details, 

consumer buying patterns, trends, forecasting and the competition in a market. Research 

various companies in your industry to determine whether a demand exists for the new 

product or service. You can also further understand the market and your target audience 

through efforts such as focus groups, interviews and surveys. Once you've gathered sufficient 

data, analyze the information carefully to help you determine the viability of your business 

idea. 
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4. Analyze your competitors 

It's important to know more about potential competitors so you can see what they've done to 

find success and make sure you can supply a unique or higher-quality product or service. To 

analyse your competition, gather information about the company and its offerings and write 

an observational list of its strengths and weaknesses. Search online to read reviews about the 

company's products, pricing and customer service. 

Once you know more about the competition, you can identify ways to distinguish your 

business idea. Think about why a customer might purchase from you instead of a competing 

business. You can even write a unique value proposition  that tells customers what you offer, 

how it differs from the competition and why it meets their needs. 

5. Understand your finances 

Part of evaluating a business idea is being able to understand the finances associated with its 

launch. Even if your idea doesn't require a lot of overhead costs. 

To get started, this analysis can help you gauge your financial outlook. You can use this 

knowledge to help you work on securing investments, marketing your idea and planning for 

future expenses. As you consider your finances, ask yourself these questions: 

 How can I get the necessary funds to start my business idea? 

 How much money do I plan to invest in the beginning? 

 What are my projected income and expenses? 

 What's my total earning potential in the first month? Three months? One year? 

 How can I realize sustained profits? 

6. Get feedback 

Once you've completed the other steps, you likely have an effective understanding of your 

business idea's feasibility. At this stage, it can still be helpful to get feedback from others 

who can provide insights or ask questions you may not have considered. Ask your friends, 

family, professional contacts or company stakeholders what they think of your idea. Share 

your preliminary research to explain why you've developed your idea in a certain direction. 

Collect their feedback and use it to further evaluate your business idea and determine 

whether you want to take the next steps. 

Criteria for Business idea evaluation  

 

We can group criteria for business Idea evaluation in three groups: 

 Viability 

 Innovation 

 Financial indicators 

 

A. Viability. Business viability means that a business is (or has the potential to be) 

https://t/what-is-a-unique-value-proposition
https://www.indeed.com/career-advice/career-development/how-to-calculate-overhead-cost
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successful. A viable business is profitable, which means it has more revenue coming in than 

it's spending on the costs of running the business. If a business isn't viable, it's difficult to 

recover. Before you go into business you need to determine if there is demand for your 

product, and at a price that ensures your business will be sustainable. 

It makes sense to assess if your business idea is viable before you invest too much time and 

money in it. While there's no way to guarantee your idea will succeed, thorough market 

research will reveal if the time and effort you'll invest in a business venture has a good 

chance of offering a reasonable return on investment. 

Can you answer yes to the following questions? If so, there is a good chance your business 

idea is viable. 

 Do you have a unique selling point? 

 Are there people who will want what you will have to sell? 

 Are there enough people who will want what you have to sell, at the price you will 

set? 

 Do you have enough money to last until your business is profitable? 

 

Unique selling point (USP) 

Sometimes a new business will be lucky to find a gap in the market - you might be the only 

mechanic in town, for example. But most of the time, your product or service will have to 

compete against similar products or services for customers and market share. 

 

This is why your business needs to stand out from the competition - your unique selling 

point (USP) is what will encourage customers to buy from you. 

 

Your offering might be: 

    Cheaper or more economical to use 

    Better designed and easier to use 

    Locally made with ethically sourced ingredients or components 

    Healthier 

    More environmentally friendly or cruelty free 

    Weigh less, or be made of better material. 

 

A USP is anything that makes what you offer better than similar products on the market. If 

you have a USP, it's worth further researching the viability of your business. 

 

With so many businesses online nowadays and customers able to shop anywhere in the 

world, USPs are getting harder to maintain. However, it's possible to have a business USP 

even if you don't have a product or service USP. Examples of business USPs can be your 

experience and expertise, having contracts in place with the best, most reliable supplier, or 

simply having the most convenient location. 

 

 



 

The Project is co-funded by the European  Regional  Development  Fund  (ERDF)  and  by  national  funds  of  the  countries participating  

in  the Cooperation Programme Interreg V-A <Greece-Bulgaria 2014-2020= 

Do you have a market? 

Determining who your potential customers are and how many of them are in your area are 

crucial ingredients to business success. Once you establish this, the next step is to ensure 

your market, whether it be teenagers, business people or retirees, will be interested in your 

offering, at the price you'll need to charge to run a sustainable business. In addition, consider 

whether you'll be able to sell your product or service more than once to the same customers, 

or whether you'll need a steady stream of new customers to make one-off sales to. 

 Who are your competitors?  Knowing who your potential competitors are is an 

important part of market research. You need to know their USPs, weaknesses, pricing 

and marketing strategies.   

 Does your product or service really fill a need not already being met by the 

competition? 

 Will your business be able to take a large enough share of the market to break even 

and start making a profit? 

If you're still answering yes, then it's time to crunch some numbers. 

Consider the following: 

 What will it cost you to produce the goods or provide the service? 

 What is your selling price? 

 How much demand do you anticipate? 

 

C. Financial Indicators 

 

Net Present Value (NPV). Net Present Value (NPV) is the value of all future cash flows 

(positive and negative) over the entire life of an investment discounted to the present. NPV 

analysis is a form of intrinsic valuation and is used extensively across finance and accounting 

for determining the value of a business, investment security, capital project, new venture, 

cost reduction program, and anything that involves cash flow. 

The formula for Net Present Value is: 

 

Where: 

 Z1 = Cash flow in time 1 

 Z2 = Cash flow in time 2 

 r = Discount rate 

 X0 = Cash outflow in time 0 (i.e. the purchase price / initial investment) 

https://corporatefinanceinstitute.com/resources/knowledge/accounting/statement-of-cash-flows/
https://corporatefinanceinstitute.com/resources/knowledge/finance/corporate-finance-industry/
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Why is Net Present Value (NPV) Analysis Used? NPV analysis is used to help determine how 

much an investment, project, or any series of cash flows is worth. It is an all-encompassing 

metric, as it takes into account all revenues, expenses, and capital costs associated with an 

investment in its Free Cash Flow (FCF). In addition to factoring all revenues and costs, it 

also takes into account the timing of each cash flow that can result in a large impact on the 

present value of an investment. For example, it’s better to see cash inflows sooner and cash 
outflows later, compared to the opposite. 

 

Internal Rate of Return (IRR). IRR is a form of metric applicable in capital budgeting. It is 

used to estimate the profitability of a probable business venture. The metric works as a 

discounting rate that equates NPV of cash flows to zero. 

 
Differences between NPV vs IRR 

Under the NPV approach, the present value can be calculated by discounting a project’s 
future cash flow at predefined rates known as cut off rates. However, under the IRR 

approach, cash flow is discounted at suitable rates using a trial and error method that equates 

to a present value. The present value is calculated to an amount equal to the investment 

made. If IRR is the preferred method, the discount rate is often not predetermined, as would 

be the case with NPV. 

NPV takes cognizance of the value of capital cost or the market rate of interest. It obtains the 

amount that should be invested in a project in order to recover projected earnings at current 

market rates from the amount invested. 

On the other hand, the IRR approach doesn’t look at the prevailing rate of interest on the 
market, and its purpose is to find the maximum rates of interest that will encourage earnings 

to be made from the invested amount. 

Similarities of Outcomes under NPV vs IRR 

Both methods show comparable results regarding <accept or reject= decisions where 
independent investment project proposals are concerned. In this case, the two proposals don’t 
compete, and they are accepted or rejected based on the minimum rate of return on the 

market. 

Conventional proposals often involve a cash outflow during the initial stage and are usually 

followed by a number of cash inflows. Such similarities arise during the process of decision-

making. With NPV, proposals are usually accepted if they have a net positive value. In 

contrast, IRR is often accepted if the resulting IRR has a higher value compared to the 

existing cutoff rate. Projects with a positive net present value also show a higher internal rate 

of return greater than the base value. 

Conflicts between NPV vs IRR 

In the case of mutually exclusive projects that are competing such that acceptance of either 

blocks acceptance of the remaining one, NPV and IRR often give contradicting results. NPV 

may lead the project manager or the engineer to accept one project proposal, while the 

https://corporatefinanceinstitute.com/resources/knowledge/accounting/sales-revenue/
https://corporatefinanceinstitute.com/resources/knowledge/valuation/what-is-free-cash-flow-fcf/
https://corporatefinanceinstitute.com/resources/knowledge/finance/capital-budgeting-best-practices/
https://apps.newyorkfed.org/markets/autorates/fed%20funds
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internal rate of return may show the other as the most favorable. Such a kind of conflict 

arises due to a number of problems. 

For one, conflicting results arise because of substantial differences in the amount of capital 

outlay of the project proposals under evaluation. Sometimes, the conflict arises due to issues 

of differences in cash flow timing and patterns of the project proposals or differences in the 

expected service period of the proposed projects. 

When faced with difficult situations and a choice must be made between two competing 

projects, it is best to choose a project with a larger positive net value by using cutoff rate or a 

fitting cost of capital. 

The reason the two abovementioned options works is because a company’s objective is 
maximizing its shareholder’s wealth, and the best way to do that is choosing a project that 

comes with the highest net present value. Such a project exerts a positive effect on the price 

of shares and the wealth of shareholders. 

So, NPV is much more reliable when compared to IRR and is the best approach when 

ranking projects that are mutually exclusive. Actually, NPV is considered the best criterion 

when ranking investments. 

 

C. DESIGNATION OF SPEAKERS 

 
The instructors/coaches of the Deliverable are: 

 

Nikolay Sterev  

Diana Kopeva 

 

 

 Nikolay Sterev 

Nikolay Sterev is full professor at University of National and World Economy 3 Sofia. He is 

Head of Industrial Business Department and his main interests cover: industrial development, 

industrial growth, regenerative economy, Industry 4.0 and Industry 5.0 and others. He has 

PhD in marketing management and habilitation in marketing leadership  

He is chairman of the (Bulgarian) Association of Professors in Economics and Management 

of Industry (APIUI) and chairman of Organization Committee of Industrial Growth 

Conferences. 

Professor Nikolay Sterev has publisher more than 100 publications and has participated in 

more than 25 international projects. He has been a keynote speaker on different international 

conferences and has been appointed as guest lectors in different universities worldwide. 

 

 

 Diana Kopeva 

Diana Kopeva is a full time professor at the University of National and World Economy 

(UNWE), Business Faculty. She has a vast experience in leading and managing international 

projects. Currently she teaches courses in Entrepreneurship in Agribusiness, Strategic 

Management, Project Management, Innovations in Agribusiness. She is expert in 

development and improvement of materials for distance learning, online courses and 
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teaching, as well as higher education teaching curricula and training courses. She participated 

in development of training modules for adults and participates as a trainer in different 

trainings. She is well aware of the European Qualification Framework (EQF) and National 

Qualification Framework (NQF). She participated in development of training modules for 

improving the competences according the EQF and NQF. As an external key expert and 

monitoring expert she participated in elaboration and implementation of a projects related to 

diversification of activities in rural areas establishment of Innovation Centers, as well as 

assessment of their efficiency from the point of view of beneficiaries and society. She has 

participated in the development and implementation of a number of EU funded projects 

concerning innovation management tools and foresight implementation. 

 

 

D. PROGRAM PREPARATION 
 

 

D4.2.5 Bootcamp & Interim Evaluation - BG 

1st Cycle 2nd Cycle 

THEORY THEORY 

25.Jan 2023 4 prof. Diana Kopeva 
/ Prof. Nikolay 

Sterev 

28.March 2023 2 prof. Diana Kopeva / 

Prof. Nikolay Sterev 

26.Jan 2023 6 prof. Diana Kopeva 
/ Prof. Nikolay 

Sterev 

29.March 2023 10 prof. Diana Kopeva / 

Prof. Nikolay Sterev 

27.Jan 2023 2 prof. Diana Kopeva 
/ Prof. Nikolay 

Sterev 

   

PRACTICE PRACTICE 

26.Jan 2023 4 Prof. Nikolay 

Sterev/ Prof. Diana 

Kopeva 

30.March 2023 6 prof. Diana Kopeva / 

Prof. Nikolay Sterev 

27.Jan 2023 8 Prof. Nikolay 

Sterev/ Prof. Diana 

Kopeva 

31.March 2023 6 prof. Diana Kopeva / 

Prof. Nikolay Sterev 
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ANNEX 1. Presentations 
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A. Description of deliverable 4.2.1 

 
The general objective of the Deliverable 4.2.1 is to present organization and implementation of a 

Bootcamp in Haskovo during which the Lean Startup methodology of Eric Ries has been presented, 

for the creation of start-ups or the development of a new service or a new product from existing 

businesses. During the Bootcamp has been elaborated and submitted a detailed proposal for the 

implementation of the Lean Startup approach, which has been adapted to the needs of the reference 

area. In the implementation of the Deliverable, a Specialized Executive in innovation issues and an 

executive specialized in the development of start-up entrepreneurship will be involved. 

 
 

 
B. The subject of the deliverable 

 
The thematic object of the deliverable is the Lean Start-Up Methodology. 

Start-ups are newly established companies entering a highly competitive market, such as the 

globalized markets of the 21st century. Studies show that over 90% of these companies declare 

bankruptcy in the first year of their activity.  

Newly established Start-ups in Bulgaria are faced with the difficult situation of overcoming a 

number of obstacles that often prove insurmountable for them. Among them is the difficult access 

to financing, especially for innovative activities and it is almost impossible provision when the 

company is newly established.  

Another factor is the highly competitive market from Western and Central European companies; the 

shrinking domestic market; the necessary narrow specialization, which is severely limited by the 

ongoing reform in education, etc. Complicating factors are also the impossibility of market 

expansion in a large part of the lost foreign markets such as the Middle East and Africa; the distrust 

built up in recent years towards Bulgarian products and the lack of traditions in a large part of the 

sectors and productions. These are still extremely relevant and painful problems for the Bulgarian 

economy, leading to the decrease of its competitiveness. 

The rapid expansion of companies operating in the Internet space and the speed with which a part 

of them develop (known as "dot com - .com" companies) as a start-up. To determine:  

 

A start-up business company, association or temporary business organization, whose main 

goal is to find a business solution to a recurring, cyclical problem, through innovative methods 

and means.  

 

This definition assumes that only an entrepreneurial business initiative is defined as a START-UP 

business, which is at an early stage of its development and the entrepreneur/s creates a certain 

business organization, a structure to under-ensure financing and realization of the initial innovative 

entrepreneurial idea. This suggests that an enterprise (regardless of whether it has remained small 

or medium-sized or has developed into a large business) at some point in time can be defined as a 

START-UP business. This moment occurs when: 

• The entrepreneurial business idea fails, regardless of whether the business continues to exist or 
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there is a termination, bankruptcy of the entrepreneurial organization, structure.  

• The entrepreneurial business idea develops and it becomes an attractive object for carrying out 

a merger or buying out the business from other business agents (companies). But the first step 

in identifying START-UP business ideas is to fill out the following checklist (Table 1.) 

 
Table 1. Checklist of START-UP business ideas  

 

MAIN DIRECTION MAIN  CHECK QUESTION  

OPPORTUNITY  Where does the business idea come from?  
INNOVATION  What is the innovation of a business idea?  
CUSTOMERS  Who is the customer?  
COMPETITION  Who is the market opponent - the competitor?  
SALES  Through what sales channel can the customer be 

reached?  
MARKETING  How is consumer demand created and used in the 

market? What is done for business development 
of the idea? Deals? Partnerships? Sales?  

THE ESSENCE OF THE BUSINESS 

MODEL FOR PROFIT  

What makes the idea holder to make money?  

INTELLECTUAL 

PROPERTY/ACQUISITION OF PATENTS  

Do intellectual/industrial property rights exist 
and how long can they be retained?  

TIME TO MARKET  How long does it take to get to market?  
MODEL OF PRODUCT DEVELOPMENT  How is the development by the bearers of the 

idea guaranteed?  
PRODUCTION  What does it cost to produce the product?  
TARGET SEED FUNDING  How much? When?  
FOLLOW-ON FUNDING  How much? When 
LIQUIDITY How much? When? 
 
 

Lean START-UP is an approach that allows companies, especially START-UP companies, to shape 

their products or services to meet the needs of their customers without initial funding and excess costs. 

The main principle of this business approach is BUILD - MEASURE - LEARN.  

An example of this is the creation of an MVP (Minimum Viable Product). "Minimum Viable Product" 

is a product that has only those properties that allow you to provide it to your earliest customers (the 

so-called market pioneers) in order to get the most feedback on it, with the least possible time and 

capital expended.  

Examples of MVPs include the following:  

o Foursquare uses a Google Docs poll to gather its users' opinions about the next city on their 

list. They measure registrations.  

o The creator of Dropbox releases the MVP in the form of a demo video, showing how the 

service works. Measures pre-launch user sign-ups (jump from 5,000 to 75,000 sign-ups 

overnight after video launch).  

o Richard Branson's company, Virgin Airlines, started with just one Boeing 747 in 1986 to see 

if their airline would be used. They measure airline usability.  

o Groupon started as a WordPress blog to send PDF coupons to its users' emails. They measure 

registered emails and purchased vouchers.  

o Yahoo in the beginning is simply a list of the favorite sites of its creators. They measure the 
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usability of their search engine. 

 

Usually, the development of START-UP companies is divided into three main phases: formation 

(mission, vision and strategy), validation (proving the ideas) and growth (creating an effect of the scale 

of the business).  

Often the first phase begins with finding a problem and a solution to it, as well as creating a vision for 

the company. These phases consist of different steps and activities from the starting point of idealizing 

the formation of a company to its creation. These are presented in Figure 1 below: 

 
 
Figure 1. Lean start-up life cycle 

 

 
 
 

Using the features of the development stages of START-UP companies, some tips on how to create a 
successful innovative company can be systematized:  

• If you need investors, start with the development of a large-scale idea that will allow achieving 

the effect of scale in its implementation;  

• Increase your social skills and abilities, incl. skills for better communication, presentation, 

skills for making contacts (networking), marketing through social networks;  

• Build a business plan and model that is attractive to investors;  

• Use a demo version of your innovation and test it directly on the market (minimum viable 

product) to validate the model;  

• Build a strong team to get off the critical path and think about the future of the business;  

• Don't let bad assumptions demotivate you, they are acceptable and even part of the progress 

on the implementation of the innovative idea;  

• Use external contractors (through outsourcing) as part of your business model - this means 

outsourcing a certain ancillary activity that is not part of the main activity and business;  

• Focus on marketing and indirect channels to broadcast your innovations as quickly as possible 

and reach the maximum number of potential customers;  

• Make an effort to define your potential clients in as much detail as possible;  

• Use various tools and applications for social networks;  

• Don't limit your potential customers i.e. the analysis of your potential customers must be 

continuous;  

• Consider how it is possible to automate your business from the very beginning;  

• Explore all licensing and franchising options - these models provide opportunities for scaling;  

• Choose a business that is open and constantly improving;  

• Start realizing your ideas: this is sometimes the easiest, but also the most difficult;  
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• Build something you believe in;  

• Do a competition analysis;  

• Use creative active channels for communication and connection with customers;  

• Don't plan in detail, action is more important;  

• Do your business systematically;  

• Work on building the brand identity of your innovation idea;  

• Keep your company efficient and optimal even as it grows;  

• Create conditions for building an innovative climate and culture in the organization and teams;  

• Trust yourself and your personal intuition;  

• Focus on one idea! 

 
Despite the advice, the specific actions depend on the sector, the market, the strategy, the vision, the 

team, the market niche, etc. But there are still some general guidelines that can be studied before 

building the innovative company and that can be revisited frequently so as not to lose focus. 

 
Although there is no single approach to creating a START-up innovative business, in practice a useful 
approach to creating a START-up has been described, which is described in 82 steps. Of course, the 
steps are too general and may not be usable in certain situations, but they could still be used as a kind 
of checklist and thus be useful for each of the three phases of the creation and development of START- 
up the company.  

1) Figure out what change you want to make in the world;  

2) Start researching your existing industry and competitors;  

3) Determine how to create your innovative product or service;  

4) Contact potential customers and users for feedback;  

5) Come up with a name for your company and product;  

6) Start building your brand identity from the very beginning of presenting the innovation idea;  

7) Build your company's field of work. This is especially important if you need to raise funding.  

8) Create financial estimates and forecasts for at least 3 to 5 years ahead;  

9) Determine how much capital is needed to reach positive cash flow by calculating the 

investment's breakeven point;  

10) Get feedback on your company's field of work from your mentors, advisors, friends and family;  

11) Find a co-founder, if necessary, whose skills complement your own and can help you achieve 

more;  

12) Choose a quality corporate law firm when you are ready to get some legal advice;  

13) Create your company by officially registering it according to the requirements of commercial 

law; / 

14) Consider the trademark of the company and product names;  

15) Open a company bank account;  

16) Look for financial opportunities to finance start-up projects to take advantage of;  

17) Build a prototype of the conceptual core product, or at least a minimum viable product to test in 

the market;  

18) Hire employees and conclude official employment contracts with them;  

19) Create non-disclosure agreements from the start for everyone, both employees and contractors 

you work with;  

20) Determine the structure and meetings of the board of directors, governing bodies and determine 
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the responsibilities of these structures;  

21) Assess whether you need external capital to start the START-UP company;  

22) Explore the following opportunities: grants, contests for idea projects, business incubators, 

venture capital companies, crowdfunding platforms, etc.;  

23) Increase the initial capital through the specified means, if necessary;  

24) Choose who and how will do the accounting of the company;  

25) Create your own logo; 26) Find an office space to work in (if necessary);  

26) Buy the necessary software or hardware. Use licensed software or hardware;  

27) Contract for high-speed Internet access, which is obviously crucial for a high-tech company;  

28) Design labels and packaging as needed.  

29) Complete your initial demo / prototype of the innovation product and bring it to market as soon 

as possible;  

30) Obtain initial feedback from users and customers and use it to refine the innovation product idea;  

31) Order your initial stock if needed.  

32) Register your domain name;  

33) Design your company website;  

34) Install appropriate analytical tracking tools such as Google Analytics on your company's website;  

35) Add a "shopping cart" option to your website if you choose to do e-commerce;  

36) Add a 'payment' option to your website if you want to accept electronic payments;  

37) Optimize your website for search engines by adding content and/or adding a blog and including 

links to other websites to link to you;  

38) Install a customer relationship management (CRM) system - a tool that can track your customer 

base and the interactions you have with your customers and users;  

39) Hire your initial staff so you can start your operations;  

40) Create your company vision and mission, goals;  

41) Announce the product launch through local media;  

42) Start selling;  

43) Hire a team to fulfill your orders and provide customer service;  

44) Start an affiliate program or distributor program that allows you to get other people to sell your 

product for you for a percentage of the sale. For this you can use alternative channels or multi-

level marketing;  

45) Rent office space for affiliates and/or enter into contracts with appropriate distributors;  

46) Set up an ad tracking system so you can track your ads and their results, incl. and product 

conversion rates and advertising costs.  

47) Try different types of online advertising techniques, incl. and cost-per-click advertising with a 

small testing budget;  

48) Get and analyze some results for this ad and make a quick change when it doesn't work 

effectively in your case;  

49) Optimize the ad and the ad message and modify it as needed;  

50) Determine the percentage of product realization costs for each channel. You can then combine 

these costs to determine the exact cost per customer acquisition of the product for each specific 

channel;  

51) Calculate the lifetime value of each customer/customer types. Once you know this, you'll know 

how much you can spend to acquire a new customer, which is critical to learning how to leverage 
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marketing scale for your business.  

52) Test social ads and display ads and calculate ROI. 

53) Change the scale, form and content of your advertising activity until the marginal cost of 

acquiring new customers equals the marginal value of income from this newly acquired 

customer;  

54) Optimize your advertising to reduce your costs for acquiring new customers;  

55) Collect testimonials from customers;  

56) Work on building and managing the word-of-mouth communication tool for your product, using 

application tools or apps like HootSuite to manage what the media is saying about you, your 

product and your brand;  

57) Create a YouTube video promoting your product;  

58) Attend a trade show relevant to your industry or attend an applied conference related to your 

innovation product.  

59) Consider wholesaling your product to achieve more sales and initial brand awareness;  

60) Create an employee directory.  

61) Start reviewing your profit and loss (or income statement) and balance sheet monthly, even 

weekly. 

62) Consider what are the most important KPIs that allow you to check all matters related to business 

performance and check them regularly. Use a business analysis (BI) tool;  

63) Compare your initial prediction with the actual results. Make a new budget for the following 

periods;  

64) Hire your first salesperson/trader;  

65) Create a seller compensation plan that allows you to pay someone based on a percentage of sales;  

66) Create a company social and health program, as well as consider other social benefits for your 

employees.  

67) Establish your labor policy, incl. employees' leave;  

68) Create an online internal platform or intranet for your company where you can track your 

processes;  

69) Create and disseminate an appropriate policy for working outside the office;  

70) Once you can show that a $1/Euro investment can mean $4/Euro revenue, increase the company's 

capital;  

71) Build relationships with bloggers from different industries and different people in the media;  

72) Look for product reviews;  

73) Hire an assistant or office manager to manage your schedule and the daily tasks of the business;  

74) Build a product management process to incorporate ongoing customer feedback. Use the 

principles of the Lean START-up method;  

75) Contact your investors and inform them regularly about the development of the company;  

76) Determine how much to increase your capital. A good rule of thumb is to raise at least twice 

what you'll need for the next year;  

77) Go to the companies you want as a partner and make presentations for them;  

78) Make 20 affiliate presentations in 1-2 weeks. You must have a disciplined, rigorous process;  

79) Respond to all complaints and complaints that come to you;  

80) Close your investment capital;  

81) Now is the time to grow. 
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C. Designation of speakers 

 
The instructors/coaches of the Deliverable are: 

 

 Nikolay Sterev 

Nikolay Sterev is full professor at University of National and World Economy – Sofia. He is Head of 

Industrial Business Department and his main interests cover: industrial development, industrial growth, 

regenerative economy, Industry 4.0 and Industry 5.0 and others. He has PhD in marketing management 

and habilitation in marketing leadership  

He is chairman of the (Bulgarian) Association of Professors in Economics and Management of Industry 

(APIUI) and chairman of Organization Committee of Industrial Growth Conferences. 

Professor Nikolay Sterev has publisher more than 100 publications and has participated in more than 

25 international projects. He has been a keynote speaker on different international conferences and has 

been appointed as guest lectors in different universities worldwide. 

 
 

 Diana Kopeva 

Diana Kopeva is a full time professor at the University of National and World Economy (UNWE), 

Business Faculty. She has a vast experience in leading and managing international projects. Currently 

she teaches courses in Entrepreneurship in Agribusiness, Strategic Management, Project Management, 

Innovations in Agribusiness. She is expert in development and improvement of materials for distance 

learning, online courses and teaching, as well as higher education teaching curricula and training 

courses. She participated in development of training modules for adults and participates as a trainer in 

different trainings. She is well aware of the European Qualification Framework (EQF) and National 

Qualification Framework (NQF). She participated in development of training modules for improving 

the competences according the EQF and NQF. As an external key expert and monitoring expert she 

participated in elaboration and implementation of a projects related to diversification of activities in 

rural areas establishment of Innovation Centers, as well as assessment of their efficiency from the point 

of view of beneficiaries and society. She has participated in the development and implementation of a 

number of EU funded projects concerning innovation management tools and foresight implementation. 
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D. Program preparation 
 

Implementation dates, times, final program are presented in Table 2 and Table 3. 
 
 

Table 2. Program for training 
 

1st Cycle 2nd Cycle 

D4.2.1 Bootcamp & Lean Startup - BG 

Date Duration 

(hours) 

coach-instructor Date Duration 

(hours) 

coach-instructor 

THEORY THEORY 

16.Jan 2023 4 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

25.March 2023 10 prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

17.Jan 2023 6 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

26.March 2023 2 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

18.Jan 2023 2 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

   

PRACTICE PRACTICE 

17.Jan 2023 4 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

26.March 2023 8 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

18.Jan 2023 8 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

27.March 2023 4 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 
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Annex 1. Presentations of LEAN Start Up Approach 

 
Presentation 1. 
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Presentation 2. 
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A. Description of deliverable 4.2.2 

 
The general objective of the Deliverable 4.2.2 is the organization and implementation of a 

Bootcamp in Haskovo during which the Business Model Canvas methodology has been 

presented, for the creation of start-ups or the development of a new service or a new product 

from existing businesses. During the Bootcamp has been elaborated and submitted a detailed 

proposal for the implementation of the Business Model Canvas approach, which has been 

adapted to the needs of the reference area. In the implementation of the Deliverable, a 

Specialized Executive in innovation issues and an executive specialized in the development 

of start-up entrepreneurship has been involved. 

 

 
B. The subject of the deliverable 

 
The thematic object of the deliverable is Business Model Canvas. A Business Model Canvas 

is a visual representation of a business model, highlighting all key strategic factors. In other 

words, it is a general, holistic and complete overview of the company's workings, customers, 

revenue streams and more. The trainees / participants in a Bootcamp are equipped with a 

knowledge about the different level of influence of key factors and will try to find/identify 

measures to smooth and/or eliminate those that have negative impact, and strengthen those 

that have positive influence on their business idea. 

 

1. Business Model 

 

The term business model refers to a company's plan for making a profit. It identifies the 

products or services the business plans to sell, its identified target market, and any anticipated 

expenses. Business models are important for both new and established businesses. It is 

necessary to distinguish business model from business strategy. Business model refers to the 

logic of the firm, the way it operates and how it creates value for its stakeholders. Strategy 

refers to the choice of business model through which the firm will compete in the marketplace.   

 

The most basic definition of a business model is that it defines how a company will create, deliver, 

and capture value. 

 

Business models distill the potential of a business down to its essence. Companies across 

every industry and at all stages of maturity need business models. Some rely on lengthy 

processes to build complicated models, while others move quickly to articulate the basics and 

take action. Either way, having the discipline to work through this planning tool forces internal 

alignment. 

For established enterprises, a business model is often a living document that is reviewed and 

adapted over the years. For companies launching products and services or entering new 

markets, a business model helps ensure that decisions are tied back to the overall business 

strategy. And for early-stage startups, a simple one-page business model enables founders to 

explore the mechanics of a business and how you anticipate it will be successful. 
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Defining and documenting a business model is an essential exercise. Whether one is starting a 

new venture/start-up, expanding into a new market, or shifting to go3to-market-strategy, one 

can use a business model to capture fundamental assumptions about the opportunity ahead and 

tactics to addressing challenges.  

Unfortunately, many companies fail to integrate their business model into all aspects of the 

organization 4 from recruiting talent to motivating employees. Part of the issue is 

accessibility. That is why forward-thinking companies choose tools that make it possible to 

quickly build and share your business model. 

The four types of business models widespread in practice are: 

 Business -To- Business Models (B2B): ...  

 Business -To-Consumer Models (B2C): ...  

 Subscription Based Models: ...  

 On-Demand Business Model 

 

2. Business Model Canvas 

2.1. Business Model Canvas (BMC) Definition 

The Business Model Canvas is a strategic management tool that lets entrepreneurs to visualize 

and to assess their business idea or concept. It’s a one-page document containing nine boxes 

that represent different fundamental elements of a business.   

The business model canvas beats the traditional business plan that spans across several pages, 

by offering a much easier way to understand the different core elements of a business. 

The right side of the canvas focuses on the customer or the market (external factors that are 

not under your control) while the left side of the canvas focuses on the business (internal 

factors that are mostly under your control). In the middle, you get the value propositions that 

represent the exchange of value between your business and your customers. 

The business model canvas was originally developed by Alex Osterwalder and Yves Pigneur 

and introduced in their book Business Model Generation as a visual framework for planning, 

developing and testing the business model(s) of an organization. 

2.2. Why BMC is needed 

The BMC provides a quick overview of the business model and is devoid of the unnecessary 

details compared to the traditional business plan.  The visual nature of the BMC makes it 

easier to refer to and understand by anyone. It’s easier to edit and it can be easily shared with 
employees and stakeholders. The business model canvas can be used by large corporations as 

well as startups with just a few employees. It clarifies how different aspects of the business 

are related to each other.  
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2.3. Elements of the Business Model Canvas  

There are nine building blocks in the business model canvas and they are: 

1. Customer Segments 

2. Value Propositions 

3. Channels 

4. Customer Relationships 

5. Revenue Streams 

6. Key Resources 

7. Key Activities 

8. Key Partners 

9. Cost structure 

Illustration of the BCM is given on Figure 1. 

 

 
Figure 1. Business Model Canvas 
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To start preparation of a Business Model Canvas one will need to breakdown and analyze each 

of the 9 building blocks.  

 

(a) The first block of the Business Canvas Model is about understanding who is the most 

important customer(s) you’re delivering value to. Or, in other words, who are they? What do 
they do? And why would they buy your product or service? Not a single company exists 

without its clients, making customer segments the best block to start with while drawing out 

your business model canvas. It is important to create profile of the company’s buyer 
persona(s). Buyer personas are fictional depictions of an ideal or hypothetical client. Typically 

when brainstorming a buyer persona you’d want to define certain characteristics (age, 

demographic, gender, income, industry, pain points, goals, etc.). However, at this stage we 

want a snapshot of the customer segment. There’s no need to jump into great detail just yet. 
 

EXAMPLE:  

In the case of Zara, there are three distinct customer segments to whom they offer different 

products. 

1. Men 

2. Women 

3. Children 

The products created for each of these customer segments (clothing, shoes, and accessories) 

are not trans-consumable. That is to say, a woman’s dress is highly unlikely to be worn by a 7-

year-old child. 

Once we know exactly who it is we are targeting, it’s time to look at what we as a company 
have to offer.  

 

(b) The second block is about figuring out your company’s value propositions, and 

importantly, the UVP (unique value proposition). The <what= that makes customers turn to 
you, over your competitors? Which of their problems are you best at solving? 

Each value proposition consists of a bundle of products or services that fulfil the needs of a 

buyer persona from your customer segment. It’s the intersection between what your company 

offers, and the reason or impulse customers have for purchasing. 

Some popular questions to ask while determining your UVP are: 

 Which specific customer pain point are you trying to solve? 

 What job are you helping customers get done? 

 How does your UVP eliminate customer pain points? 

 What products or services do you provide that answer this specific pain point? 

 

EXAMPLE: 

Let’s try and apply this to Zara. Why do people choose to purchase from them, over their 

competitors? 

Zara’s principal value propositions are fairly clear. They offer various ranges of stylish men’s, 
women’s, and children’s clothing and accessories at an affordable price.  
But there’s more to it than that. 
If we dive a little deeper we see Zara’s value propositions are more complex, which are behind 
the success of the brand: 
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Fast fashion 

Zara adds new clothes and designs to its collections every 2-3 weeks, both in its stores and 

online. It keeps the brand updated, fresh, and modern while maintaining its all-important 

medium price point 

Great e-Commerce experience 

Once you enter Zara’s online store you’re presented with a clean, easy-to-navigate, and high-

end feel. The customer segments are visible on the left navigation bar with a search tab to 

further aid customers with their online experience.  

Localized stores 

You can find a store in nearly all major retail locations (shopping malls, retail outlets, airports, 

etc.) meaning accessibility is not an issue for the majority of consumers. 

Flagship stores 

Zara demonstrates its aesthetic evolution to customers through its flagship stores. Customers 

shop around its vivid, minimalist layout offering them an experience aligned with the brand’s 
deeper, eco-friendly values. 

 

(c)The third block is to ask yourself how you are reaching your customers, and through 

which channels? This includes both the channels that customers want to communicate with 

you as well as how they’ll receive your products or services. Is it going to be a physical 

channel? (store, field sales representatives, etc.) Or is it a digital channel? (mobile, web, cloud, 

etc.).  

 

EXAMPLE: 

Zara has 3 primary channels in which they communicate and deliver products to its customers: 

1. Direct sales through their stores 

2. Online (both app and website) 

3. Social media 

Customers can go to a traditional <bricks and mortar= store to browse, model, and purchase 
different items of clothing at one of their retail stores. Alternatively, they can shop online or 

through their mobile application and have the product delivered straight to their door or 

nearest store. The choice is completely up to them.  

So that covers Zara’s commercial channels, but what about how they communicate with 
customers? While they do communicate through their mobile app, their predominant channel 

is social media. What’s more, they’re really, really good at it. 

For example Zara invests less than 0.3% of its sales revenue into advertising? This is only 

possible due to an A-rated social media presence. Customer queries are not only dealt with 

quickly, but recommended re-works are sent back to HQ, forwarded onto in-house designers 

who then apply the feedback to future collections. This customer-first approach through fluid 

communication channels has saved them thousands of dollars in marketing, strengthened their 

brand, and created a loyal customer base.  You should only step away from this building block 

once you’ve decided how each of your customer segments want to be reached. 

https://www.retailgazette.co.uk/blog/2019/01/how-does-zara-survive-despite-minimal-advertising/
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(d) The fourth block is Customers relations. Once the business has acquired customers, it 

will need to think about how it can build, nurture, and grow those relationships. 

Now, this can be automated and transactional like large eCommerce brands Amazon or 

Alibaba. Or, it could be at the complete opposite end of the scale and require a more personal 

relationship you’d typically have with a bank or your local bike shop.  

 

EXAMPLE 

Zara’s relationship with its customers is threefold, and lies somewhere in the middle of 

transactional and personal: 

1. Salesperson at store 

2. Brand through social media 

3. Sentimental attachment to a product 

Yes, you have the initial transactional touchpoint at the store or online, something relatively 

impersonal and for many the only interaction they’ll have with the brand. 

However, customers (especially in the fashion industry) are encouraged to continue to interact 

with a brand through social media platforms. 

As we mentioned before when discussing channels, Zara has a very effective communication 

system in place. Not only can people instantly get in touch with the brand, but also engage 

with new posts, images, and collections uploaded to social media. 

This personal approach to customer relationship building can, in some cases, lead to the 

natural growth of brand ambassadors and communities. 

An attachment can also develop between customers and particular garments or accessories 

from one of their collections. The sentimental attachment to these products also creates 

another potential form of brand loyalty 

 

The fifth block is Revenue Streams.  

What are your revenue streams? Is it going to be a transactional, direct sales strategy? Are 

you going to consider a freemium model, where you give a portion of your product or service 

away for free with the idea of converting later on down the line? 

At Zara, it’s extremely simple. They make their money by selling clothes and accessories 
either at a store or online  
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The sixth block are Key Resources. The key resources are all things you need to have, or the 

assets required to create that value for customers. This could be anything from intellectual 

property (patents, trademarks, copyrights, etc.) to physical holdings (factories, offices, 

delivery vans, etc.) right down to finances (the initial cash flow perhaps needed to start your 

brand). Another key resource every company needs to consider is its human capital. Are you 

going to need highly specialized software engineers? Or field-based sales teams? 

They are relatively capital-heavy resources that need to be factored into your business model. 

 

EXAMPLE 

In the case of Zara, they are going to need a number of key resources if they hope to deliver 

their propositions: 

1. Stock management 

2. A large, interconnected network of physical stores 

3. A strong brand 

4. Logistics and supply chain infrastructure 

Stock is vital for both online and offline customers. If they are unable to supply their range of 

products and meet customer demands, satisfaction levels fall and they have a serious problem 

on their hands.  

A large distribution network of brick and mortar stores combined with a strong brand name 

help mitigate these factors, as well as reinforce any ongoing marketing activities and 

communication efforts. 
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Finally, an efficient logistics process within Zara is critical, especially when you consider the 

complexities involved with such a large-scale operation.  

They will require the necessary technology to analyze data on inventory, storage, materials, 

production, and packaging, with the staff to execute each of these stages and manage the 

delivery of the final products. 

 

The seventh block is Key Activities.  The key activities 3 the areas you need to be good at to 

create value for your customers. 

EXAMPLE: UBER 

Their key activities can be broken down into: 

1. Web and mobile app development 

2. Driver recruitment 

3. Marketing: customer acquisition 

4. Customer service activities: drivers’ ratings, incidents, etc.  
They need a fast, clean UX for their customers using the app, drivers to carry out their service, 

and the ability to both market the product and deal with any customer queries. 

 

ZARA. Zara’s key activities will differ to those of Uber. Some of the things they need to 
consider would be: 

1. Design 

2. Manufacturing 

3. Retail process (point of sale and 3rd party management) 

4. Distribution channel / logistics 

Design is a key activity as Zara’s value proposition is to provide stylish garments at an 
affordable price. Their collections need to be constantly updated to follow the latest fashion 

trends at the time. To produce their collections Zara will also require manufacturing 

capabilities. Now Zara doesn’t own their own factories (we will get to that in the Key 

Partners section) but they still need to be involved in the garment manufacturing process. 

Everything from fabric selection to pattern making, to detailing and dyeing affects the 

outcome of the final product which of course they have to then go on and sell. 

The effective management of the retail and distribution channels (online, offline, shipping, 

and communication with providers) is also key. A breakdown in either of these activities, such 

as a poor relationship with an important provider will have serious consequences for the 

business. 

The eight block is Key Partners. This includes partnerships such as joint ventures and non-

equity strategic alliances as well as typical relationships with buyers, suppliers, and 

producers. A great example of a strategic partnership would be between ThePowerMBA and 

Forbes. In exchange for exposure of our brand to the magazine’s global audience, we provide 
expertise and content on high-level business education programs 
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EXAMPLE: 

ZARA.  Most modern business models now require brands to build out and work with various 

key partners to fully leverage their business model. As we touched upon when discussing key 

activities, Zara requires strategic partnerships with many different providers if they are to 

design and produce their collections.  

 

Another key partner is their major holding company, Inditex. Inditex has several subsidiaries 

including Massimo Dutti, Pull & Bear, and Oysho. Being a subsidiary of Inditex means they 

share a consolidated balance sheet, stakeholders, management and control, and various legal 

responsibilities. While as a subsidiary Zara is afforded certain freedoms when it comes to 

design, delivery, and the general running of the company, the overall strategy will need to be 

aligned with Inditex and its other subsidiaries. 

 

The ninth block is Cost Structure. The final step of the Business Model Canvas is to ask 

yourself, how much is it going to cost to run this model? This includes some of the more 

obvious needs such as manufacturing costs, physical space, rent, payroll, but also areas such as 

marketing activities. If you are unsure of exactly what to include in your cost structure take a 

look at a Profit and Loss statement (P&L) from a competitor or company in a similar industry 

to yours. You’ll find many items overlap such as research and development (R&D), cost of 
goods sold, admin expenses, operating costs, etc. Once that’s done you should prioritize your 
key activities and resources and find out if they are fixed or variable costs. 

EXAMPLE: ZARA 

As Zara is such a large, corporate business they are going to have both fixed costs (rent, 

payroll, point of sales personnel) and variables, such as costs associated with the fluctuating 

sale of goods, purchase of materials and, manufacturing costs. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.massimodutti.com/us/
https://www.pullandbear.com/us/
https://www.oysho.com/us/
https://www.investopedia.com/terms/p/plstatement.asp
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Figure 2. Business Model Canvas - ZARA 

 

 

CASES 

1. EXAMPLE of BMC of NETFLIX 

The global media company offers an online streaming service of various movies, 

documentaries, and TV programs produced in-house or licensed 3rd-party content. Their 

success sparked a revolution in the online media world with the likes of Amazon, Apple, 

Disney, HBO, and Hulu all rushing to launch their own online video streaming platforms. 

Netflix started life as an online DVD rental company, basically a web version of the more 

popular (at least at that time) <bricks and mortar= Blockbuster. Co-founder Reed Hastings 

predicted as far back as 1999 that the future of media was in online streaming, saying <postage 
rates were going to keep going up and the internet was going to get twice as fast at half the 

price every 18 months.= It wouldn’t be until 2007 that Hasting’s prediction would become true 
when Netflix, as we now know it, was born. 

 

 

 

 

 

 

https://variety.com/2018/digital/news/netflix-streaming-dvds-original-programming-1202910483/amp/
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NETFLIX – BUSINESS CANVAS MODEL 

 

Customer segments 

As you probably know, there are very few people out there who haven’t subscribed, watched, 
or at least heard of Netflix. There is content for everybody: wildlife documentaries, sci-fi 

movies, rom coms, action-thrillers, you name it 3 it’s there. 

That’s why their customer segment can be classified as a <mass market= as the base is just so 

diverse.  

All people require is a computer, TV, internet, and/or smartphone and they’re good to go. For 
most developed markets, that covers just about everybody. 

Value Proposition 

Whether on the train to work, sitting in the car (if you’re not driving!), or relaxing at home in 
front of the TV, you can consume their online, on-demand video streaming service. 

They also have a huge library of content for consumers to choose from, ensuring that people 

keep coming back, as well as increasing their mass-market appeal.  

They also produce high-quality, original content to differentiate themselves from their 

competitors. 
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Channels  

Most people access Netflix either through their website or mobile/TV App. Another popular 

channel that you may have picked up on is their affiliate partners.  

You’ve perhaps signed up for a mobile, TV, and internet package where the provider offers 
Netflix as an extra to sweeten the deal, so to speak.  

That would be an example of an affiliate partnership between Netflix and mobile service 

providers. 

Customer Relationships 

I doubt many consumers have had direct contact with Netflix unless it’s to resolve a 
subscription issue or general query. It’s very much a self-automated service 3 you download 

the app, select the program you wish to watch, and hit play. 

Very simple, very effective. 

Revenue Streams 

Again, this doesn’t need much embellishment. Netflix generates money from the different tiers 
and packages put together in their subscription services.  

This varies depending on the region to account for local markets, but on the whole, it’s sold at 
a low price point. 

Key Resources 

Originally, Netflix’s Key Resources would have been their unrivaled DVD collection 
combined with a cost-effective mail-order system.  

Nowadays it’s undoubtedly the rights to stream online video content. Netflix has brokered 

deals with some of the biggest production studios worldwide.  

Combined with their huge library of in-house productions, it’s more than enough to 

encourage customers to renew their subscriptions. 

To help sustain interest in their product, Netflix understands they need to serve-up relevant 

content for each sub-sector of their mass audience. Therefore their machine learning 

algorithm selects content for consumers based on streaming habits (what they watched, at 

what time, etc,.) to personalize the customer experience.  

This explains why over 80% of all content streamed on Netflix was cherry-picked by this 

algorithm, making it a Key Resource for their business model.  

https://uxplanet.org/netflix-binging-on-the-algorithm-a3a74a6c1f59
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Also, Netflix accounts for a whopping 12.6% of global bandwidth usage. The literal capacity 

to stream their services must be met meaning bandwidth must also be included here.  

Key Activities 

Content procurement is arguably their biggest Key Activity. They need to find people to 

produce and deliver their original content, including actors, studios, writers, etc. as well as 

secure the licensing and streaming rights from 3rd party producers such as Sony, Warner 

Bros, and Disney. 

Finally, they need a fast, easy-to-use application to host their online streaming service. This 

needs to be available for both TV and mobile devices if they are to deliver their <on-demand= 
value proposition. 

Key Partners 

Seeing as Netflix’s entire business model is largely based around streaming 3rd party content, 
key partnerships need to be built with production studios. No content, no Netflix! 

Also, as we touched upon earlier Netflix is one of the largest consumers of bandwidth 

worldwide. If the speed and delivery of their streaming service are to be continued then deals 

will also need to be made with internet service providers (ISPs). 

Cost  

Netflix’s biggest expenditures come from both their in-house content procurement and 3rd 

party licensing agreements. The high-quality standard of video streamed on Netflix is only 

possible due to the speed and performance of its online platform and application, which has 

additional costs of staff, software, etc.  

 

2. Case 2: VINTAE 

To show you just how flexible the business model canvas can be, I wanted to throw in a 

slightly leftfield example. Vintae is a Spanish wine producer who, after a detailed analysis of 

the business model canvas, was able to innovate and disrupt one of the world’s most 
competitive industries. The wine industry is extremely competitive. It’s also steeped in history 

and tradition, making it very challenging for newcomers to grab market share, let alone think 

about year-on-year growth and revenue. 

However, CEO <Richi= Arambarri looked at the traditional <bodega= business model and saw 
a chink in its armor. A <small= innovation in the business canvas model helped them to 

become one of the region’s most important winery groups, with over 10 installations and a 
presence across all regional denominations (Rioja, Priorat, Rias Baixas, etc.) with year on year 

growth of 30% 3 practically unheard of in such a competitive industry. 

So how did Vintae analyze the business model canvas to find a niche in their market? 

To answer that question, we must first look at the traditional winery business model. 

https://www.sandvine.com/inthenews/netflix-falls-to-second-place-in-global-internet-traffic-share
https://vintae.com/en/
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As you can see, the wine industry has historically been patrimonial. Vineyards and estates are 

passed down through generations with the winery responsible for all phases of production, 

clarification, and distribution. The traditional winery business canvas model suggests you 

must be the owner of the winery/vineyard where the wine is <manufactured=, meaning 
physical assets are a key resource of the business model. 

 

So, if you wanted to start producing a Rioja, for example, you’d have to set up your vineyard 
in the region. This is monumentally expensive as you need to: 

 Purchase the land 

 Plant a vineyard 

 Absorb set-up and installation costs 

 Deal with maintenance costs 

It’s here where Vintae saw their opportunity. 
What if we move vineyard ownership across the business model canvas from key resources to 

key partners? 

By leasing the equipment and space of large wineries (of which there was plenty), they could 

still produce their wine but reduce the cost and exposure associated with land purchase, 

crushing equipment, huge storage tanks, vineyard maintenance, and their bottling line. 

This enabled them to focus on their sales, marketing, and distribution channels to create a 

better brand experience for their customers.  

Also, it afforded them more flexibility when creating new wines as they were no longer 

confined to the limitations of grapes grown on their vineyard. 
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The lightness of this new business model eliminates maintenance overheads, channels energy 

into personalizing the customer experience, and allows for unprecedented levels of growth in 

one of the world’s most competitive industries. 

 
 

C. Designation of speakers 

 
The instructors/coaches of the Deliverable are: 

 

Nikolay Sterev 

Diana Kopeva 

 

The instructors/coaches of the Deliverable are: 
 

 Nikolay Sterev 

Nikolay Sterev is full professor at University of National and World Economy 3 Sofia. He is 

Head of Industrial Business Department and his main interests cover: industrial development, 

industrial growth, regenerative economy, Industry 4.0 and Industry 5.0 and others. He has PhD 

in marketing management and habilitation in marketing leadership  

He is chairman of the (Bulgarian) Association of Professors in Economics and Management of 

Industry (APIUI) and chairman of Organization Committee of Industrial Growth Conferences. 

Professor Nikolay Sterev has publisher more than 100 publications and has participated in 

more than 25 international projects. He has been a keynote speaker on different international 

conferences and has been appointed as guest lectors in different universities worldwide. 

 

 Diana Kopeva 

Diana Kopeva is a full time professor at the University of National and World Economy 

(UNWE), Business Faculty. She has a vast experience in leading and managing international 
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projects. Currently she teaches courses in Entrepreneurship in Agribusiness, Strategic 

Management, Project Management, Innovations in Agribusiness. She is expert in development 

and improvement of materials for distance learning, online courses and teaching, as well as 

higher education teaching curricula and training courses. She participated in development of 

training modules for adults and participates as a trainer in different trainings. She is well aware 

of the European Qualification Framework (EQF) and National Qualification Framework 

(NQF). She participated in development of training modules for improving the competences 

according the EQF and NQF. As an external key expert and monitoring expert she participated 

in elaboration and implementation of a projects related to diversification of activities in rural 

areas establishment of Innovation Centers, as well as assessment of their efficiency from the 

point of view of beneficiaries and society. She has participated in the development and 

implementation of a number of EU funded projects concerning innovation management tools 

and foresight implementation. 

D. Program preparation 
 

 

Table 1. Programme for training 

 

 

D4.2.2 Bootcamp & Business Model Canvas 

1st Cycle 2nd Cycle  

THEORY THEORY 

DATES HOURS INSTRUCTORS DATES HOURS INSTRUCTORS 

19.Jan 2023 4 prof. Diana 

Kopeva / Prof. 

Nikolay 

Sterev 

23.Feb 2023 6 prof. 

Diana 

Kopeva / 

Prof. 

Nikolay 

Sterev 

20.Jan 2023 2 prof. Diana 

Kopeva / Prof. 

Nikolay 

Sterev 

   

PRACTICE PRACTICE 

20.Jan 2023 8 prof. Diana 

Kopeva / Prof. 

Nikolay 

Sterev 

24.Feb 2023 8 prof. 

Diana 

Kopeva / 

Prof. 

Nikolay 

Sterev 
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ANNEX 1. Presentations of Business Model Canvas 
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A. Description of deliverable 4.2.3 

 
The general objective of Deliverable 4.2.3 is the organization of a Bootcamp n Haskovo during which 

Assumption Validation methods will be developed, concerning either start-ups or the development of 

a new service or a new product from existing businesses. In the implementation of the bootcamp, 

focus was given in the Assumption Validation approach that should be adapted according to the needs 

of the reference area. In the implementation of the Deliverable, a Specialized Executive in innovation 

issues and an executive specialized in the development of start-up entrepreneurship were involved. 

 

 

 
B. The subject of the deliverable 

 
The thematic object of the deliverable is Bootcamp Assumption Validation Methods. 

 

The assumption validation Approach is based on the development of innovative business idea and its 

preliminary validation just before the start of making entrepreneurial start-up costs. The leading 

concept is innovation and established innovation leadership. 

Basically, in management, innovation is defined as "the creation and provision of goods and 

services that provide consumers with a certain benefit and are perceived by them as new or 

more perfect." 

 

The reasons for the existence of innovations can be divided into the following areas:  

 new needs - arise from changes in the external environment: demographic changes, standard 

of living, politics, technology and fashion. They lead to the emergence of new needs.  

 new solutions - more effective and advanced products are created as a result of the 

achievements of the NTP and in the accumulation of new knowledge in technique, 

technology, management, marketing, etc.  

 a gap in the company's strategic plan - due to the R&D, the profit of the company changes 

according to the stage at which the individual product units are located.  

 

Innovative leadership is a complex economic concept, but also a phenomenon that includes in its 

composition two difficult-to-measure variables - innovation and leadership. The topic of both 

innovation and leadership are wide-ranging, independent of each other and different in characteristics 

and principles of action. However, at their point of intersection, they form an extremely strong 

management tool, and it is this plane that outlines the two curves (of innovation and leadership) and 

their overall impact on start-up companies with high growth potential.  

The reason why innovation leadership is an increasingly topical topic is the uncertainty and 

increasingly rapidly changing conjuncture (or business environment) in which businesses must draw 

and execute their business plans. In such a changing environment, sometimes strategy, long-term 

plans and categorical principles are not considered benefits of an organization, but are considered a 

manifestation of backwardness and lack of flexibility in its management. That is why innovation and 

leadership are sought the new cornerstones of modern business in general, and this is especially 
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relevant when we consider start-up companies.  

Both concepts cannot be easily evaluated and are not subject to a single classification. At the 

intersection of leadership and innovation in the so-called innovation leadership, they represent an 

extremely interesting topic for observation, analysis and study. And why not for modeling in the 

future. Innovation leadership in start-up companies can be viewed along two main lines:  

1. Innovative leadership approach;  

2. Leadership to support innovation. 

 

The innovative leadership approach implies the use of new, innovative and non-traditional 

management styles, innovative thinking when making decisions, managing tasks and people, 

and dealing with problems.  

 

This approach is associated with innovative organizational structures, flexible methods for making 

decisions in a dynamic environment (agile methodology, holistic approach, etc.) and the use of 

models for working out quick solutions to improve current what the known management and 

leadership skills and approaches.  

 

Leadership that supports innovation, in turn, is a skill and application of leadership that favors, 

provokes, and seeks innovation from the organization's employees.  

 

Such leadership provides the necessary climate for the proper direction of human potential in the 

creation and application of innovations. An important criterion for implementing innovation-oriented 

leadership is the creation of a culture of innovation, not the search for specific innovators or 

innovative ideas. This type of leadership is seen as a process of consistent activities to stimulate 

organizational participants to be innovative and generate ideas.  

 

In both approaches to considering innovation leadership, the application of innovation leadership 

qualities is observed, which aim to bring the organization ahead of the competition, applying new 

methods and organization of work. And according to this criterion, the terms innovation and 

leadership find an intersection, namely - in the indisputable goal of start-up companies not to follow 

the environment, the market, trends, but to create them and be among the leading positions.  

Looking at the two approaches separately and together, however, it can be concluded that they 

mutually complement and overlap. This is due to the fact that the application of leadership that is 

aimed at fostering innovation (2nd type) is itself an innovative type of leadership (1st type). And vice 

versa - applying an innovative type of leadership, setting an example to search for the new, the leader 

himself provokes the employees of the organization to be more open to innovations, be they of an 

organizational nature, product, process or marketing.  

In both approaches, the leader is an innovator, due to the application of innovative techniques. In the 

second type of leadership, however, he also involves the team he works with for the purposes of more 

comprehensive and creative innovative solutions, outside the organizational ones. The second 

approach can be compared to some types of leadership that use the team's synergetic effect and the 

use of its potential by provoking creativity.  

 

In order to make a more complete comparison between the two approaches to innovation leadership, 
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it is useful to compare the so-called business thinking of leaders with the innovation thinking of other 

leaders. The thinking of most leaders in business organizations is subject to extensive experience in 

practice, accumulated knowledge and already played situations. Decision-making, process 

organization, product development and overall managerial functions are based on the practice and 

experience of leaders. Business thinking is logical, based on statistical calculations, high probabilities, 

formulas, proven and tested business models. Deductive and inductive approach to decision making 

are favored as tools of business thinking. Very often, the reason for this is the need to justify the 

decisions made and the need to apply specific criteria by which the decisions were made.  

Despite the logic and consistency of business thinking, it is not always applicable for the purposes of 

the innovation development and implementation process. And the cases in which its advantages are 

exhausted are the unstable business environment, the unclear and complex tasks before business 

organizations, new business challenges without a source from which to draw knowledge and practical 

experience. In today's business reality, volatility is characteristic and high dynamism is the only 

lasting trend. 

For the application of innovative thinking, along with the application of innovative leadership, six 

basic skills have been identified by the Center for Innovative Leadership. These are:  

 attention to detail;  

 customization;  

 describing the situation with more tools;  

 enrichment of work methods; good teamwork;  

 hypothetical analysis and thinking.  

 

Attention to detail gives an additional opportunity to discover currently unnoticed niches and to 

realize an innovative business idea. For the purposes of this skill, adeptness in observation and 

dispassionate analysis of what is happening should be developed by looking at the details and being 

alert for signals of innovation niches. An innovation niche in itself is a hitherto undiscovered potential 

of a process, product, marketing performance or organization, which would lead to the improvement 

of the activity and to the realization of higher utility and profit. Observation and attention to detail in 

the context of innovation thinking should be done through new perspectives, and why not through 

several at the same time. Admissions are allowed and encouraged. 

 

Collaboration and co-working are extremely important in innovative thinking and in creating a 

company with high growth potential based on specific innovations. Rarely is a given innovation 

realized by a single innovator.  

Good ideas are most often the result of successful communication, constructive criticism and sharing 

of experience between specialists of different types and methods of work. This is due to the reason 

that the combination of knowledge, skills and creative work of more specialists multiply the chances 

of achieving a better result by successfully combining opinions from different fields and satisfying 

more fully the client and market needs.  

For the successful application of this skill for innovative thinking, it is necessary to formulate 

questions on the part of the participants in cooperation (partnership), to be provided to the other 

participants in the team and to be used to enrich the idea/innovation. 

 

A successful START-UP business implies the achievement and/or implementation of a successful 
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innovation, the focus of which should be the knowledge of the customer. Most products are not based 

on a deep analysis of customer behavior and needs, and this is a major reason for their failure. 

Innovating should include an analysis not only of the customer per se, but also what the expectations 

are for the interaction of the product with the customer, how the product will affect him and what 

changes in customer behavior it will lead to.  

The in-depth analysis of the client starts from an analysis of the environment in which he lives, works, 

interacts with the surrounding world. It is often assumed that the innovation process is driven by the 

innovator's limitations in terms of the organization and the sector in which he works; the market in 

which he already sells and knows; resource security; the team's channeled ideas and principles; the 

personal and individual preferences of managers and investors; the innovator's own preferences.  

With all these limitations on innovation, innovation does not directly serve the customer, but is a 

consequence of a complex system for the realization and implementation of innovation, which is not 

distinguished by innovation in itself. For the implementation of more successful innovations, their 

rapid application and implementation are of crucial importance. That's why when you have a good 

idea, you shouldn't waste time on slavish analysis, seeking feedback from potential users or market 

research.  

The innovative approach implies the rapid development of a prototype and its testing. In very complex 

and large projects, only part of the innovation could be tested. Prototyping should not be applied 

solely to product innovation. It can also be applied in process and organizational innovation by 

modeling situations and their approval through innovation. 

 

Innovation promotion has an impact when it is fully communicated to employees at all levels of the 

organization. The innovation Start-up leader must demonstrate fairness in the process of creation and 

presentation of ideas, criticize and solve constructively, recognize and reward innovative 

performance, develop a working and effective mechanism that guarantees a constant source of ideas.  

To achieve the above, it is necessary that there are no organizational obstacles to innovative 

presentation and the generation of ideas. Organizational obstacles and fixed company policies are a 

counterpoint to the principles of innovative leadership. Therefore, existing procedural barriers, harsh 

criticism of new ideas, destructive competition among employees, fear of failure among idea-carrying 

employees, and the desire to maintain the status quo should be removed. 

 

Jeffrey Baumgartner defines the innovation leader as a revolutionary with good ideas who finds 

the right team to make the innovation happen. 

 

Or one that finds people with ideas and manages to put the ideas into practice and turn them into 

innovations. According to management specialist Glen Lopis, an innovation leader is a manager who 

knows how to connect the small points of ideas of the different specialists of the team and turn these 

differences and ideas into an innovation. According to Lopis, innovation must be a combination of 

internally and externally sourced ideas, and it is the innovation leader who brings together and 

combines ideas to result in innovation. He himself points out five basic skills that are the basis of 

successful innovation leadership: collaboration in discoveries; belief in oneself and the team; sharing 

and communication; decisive and courageous search for change; perfectionism.  

The consulting company McKinsey summarizes the following good innovation practices of 

innovation leaders: defining the type of innovation that is profitable and sought by the 
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organization/leader; adding innovation and the status of innovation projects to daily goals and regular 

meetings; building an innovation measurement system; targeting innovation.  

Innovation researcher Deschamps summarizes that innovations are inspired by good ideas, but 

implemented and realized through an innovative culture. According to him, the main skills for an 

innovative leader are: feeling for the customer, building a network, rewarding ideas and free time in 

which to generate ideas. 

 

Madick and Ziger have identified 8 (eight) success factors for innovations in the start-up company:  

1. understanding the needs of users;  

2. achieving cost efficiency;  

3. increase the time of overtaking the competitors;  

4. increasing the initial profit margin;  

5. increasing the costs of advertising and implementing the product on the market;  

6. stronger support for the fiche manual;  

7. active cooperation between the divisions of the company in the development of the new offer. 

 

Methods for generating and assumption validation of start-up innovative ideas can be grouped into 

the following two dimensions:  

 intuitive and rational methods.  

o intuitive methods (intuitive-creative) - are applied in the so-called creative groups 

based on collective or individual creative abilities. The most popular methods included 

in this group are: brainstorming method, Delphi method, heuristics, synectics, etc.  

 "brainstorming method" - is based on the principles of free association and 

creative reasoning of the participants in the creative group. The method is 

conducted in the form of an intensive discussion of all participants and a 

positive exchange of associations and opinions. The discussion is followed by 

an evaluation of the results. For the successful implementation of this method, 

a number of conditions must be met: *participants must be from 5 to 15; *the 

duration of the session should be from 15 to 30 minutes; *participants must be 

equal in the meeting; *criticism of ideas, censorship and rebuke of ideas are 

prohibited; *quantity is more important than quality; *the topic was 

communicated to the participants immediately before the meeting; *the 

assessment takes place in a period of 3 to 5 days after the session.  

 synectics - is based on the principle of systematic alienation from the original 

problem. Alienation is achieved by using analogies from other areas of life. 

For the successful application of the method, several conditions must be met: 

*5-7 people participate; *preliminary training of the participants is carried out; 

*the duration of the meeting is from 90 to 120 minutes; *mandatory 

visualization of the individual steps of the method.  

o rational methods (logico-systematic) – based on a systematic analysis of product 

characteristics or usage situations. Among this group of methods, the most popular 

are: functional analysis, the characteristic inventory method, and morphological 

analysis.  

 functional analysis – the behavior of users when consuming the product is 
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studied. On this basis, opportunities for modification or improvement are 

sought. It is most often applied to industrial markets;  

 inventory of the characteristics – the characteristics of the product are studied. 

The method is based on a search for the characteristics that are desired by the 

users and in this way new ideas for product improvement are sought;  

 morphological analysis – the main properties of the products are studied.  

 

R. Cooper in his research gives 10 (ten) practical ways to generate and validate innovative start-up: 

1. holding a "pizza-video" party (informal meetings of constructors and designers with users);  

2. providing specialists with free time to prepare their own projects;  

3. holding a brainstorming session with users during a field trip to the enterprise;  

4. studying the attitude towards the company's products and towards that of competitors;  

5. unspoken study of user needs;  

6. use of interactive sessions with the participation of users who give ideas and specialists of the 

company who look for the reasonable solution;  

7. routine search for information in industry publications;  

8. visiting trade exhibitions;  

9. visit of the sales and technical staff to suppliers' laboratories to study new technological and 

production processes;  

10. creation of an "idea bank" accessible to the company's specialists. 

 

 
C. Designation of speakers 

 
The instructors/coaches of the Deliverable are: 

 

 

 Nikolay Sterev 

Nikolay Sterev is full professor at University of National and World Economy – Sofia. He is Head 

of Industrial Business Department and his main interests cover: industrial development, industrial 

growth, regenerative economy, Industry 4.0 and Industry 5.0 and others. He has PhD in marketing 

management and habilitation in marketing leadership  

He is chairman of the (Bulgarian) Association of Professors in Economics and Management of 

Industry (APIUI) and chairman of Organization Committee of Industrial Growth Conferences. 

Professor Nikolay Sterev has publisher more than 100 publications and has participated in more 

than 25 international projects. He has been a keynote speaker on different international conferences 

and has been appointed as guest lectors in different universities worldwide. 

 

 

 Diana Kopeva 

Diana Kopeva is a full time professor at the University of National and World Economy (UNWE), 

Business Faculty. She has a vast experience in leading and managing international projects. Currently 

she teaches courses in Entrepreneurship in Agribusiness, Strategic Management, Project 

Management, Innovations in Agribusiness. She is expert in development and improvement of 

materials for distance learning, online courses and teaching, as well as higher education teaching 
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curricula and training courses. She participated in development of training modules for adults and 

participates as a trainer in different trainings. She is well aware of the European Qualification 

Framework (EQF) and National Qualification Framework (NQF). She participated in development 

of training modules for improving the competences according the EQF and NQF. As an external key 

expert and monitoring expert she participated in elaboration and implementation of a projects related 

to diversification of activities in rural areas establishment of Innovation Centers, as well as assessment 

of their efficiency from the point of view of beneficiaries and society. She has participated in the 

development and implementation of a number of EU funded projects concerning innovation 

management tools and foresight implementation. 

 

 

 

D. Program preparation 

 
Implementation dates, times, final program are presented in Table 1. 
 

Table 1. Bootcamp program 
 

1st Cycle 2nd Cycle 

Date Duration 

(hours) 

coach-instructor Date Duration 

(hours) 

coach-instructor 

THEORY THEORY 

D4.2.3 Bootcamp & Assumption Validation - BG 

THEORY THEORY 

19.Jan 2023 6 Prof. Nikolay Sterev/ 

Prof. Diana Kopeva 

27.Feb 2023 6 Prof. Nikolay Sterev/ 

Prof. Diana Kopeva 

PRACTICE PRACTICE 

24.Jan 2023 9 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 

28.Feb 2023 9 Prof. Nikolay Sterev/ 
Prof. Diana Kopeva 
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Annex 1. Presentations of an Assumption Validation Methods 

 
Presentation 1. 
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A. DESCRIPTION OF DELIVERABLE 4.2.4 

 
The general objective of Deliverable 4.2.4 is the organization of a Bootcamp in Haskovo during 

which Pitching techniques and approaches were implemented, concerning either start-ups or the 

development of a new service or a new product from existing businesses. The Speakers presented 

to the trainees the implementation of the techniques and methodology of the Pitching approach, 

and how it can be adapted to the needs of the reference area. In the implementation of the 

Deliverable, a Specialized Executive in innovation issues and an executive specialized in the 

development of start-up entrepreneurship were involved. The Deliverable includes a Pitching 

programme, List of Participants, Photo Gallery, Press releases. 

 
 

B. THE SUBJECT OF THE DELIVERABLE 

 
The thematic object of the deliverable is D4.2.4 Bootcamp & Pitching – BG. 

 

One of the main characteristics of a start-up business idea is its innovativeness and the 

accompanying impossibility of being assessed as promising in the early stages of its 

implementation.  

The reason is that modern investors are usually attracted to these new companies that have reached 

a certain stage of their development and have established themselves as distinguished companies 

with a risk/profitable profile and possessing development potential. I.e. investors are looking for 

business ideas that have lower initial costs, their development is associated with a higher business 

risk, but also have a sufficiently high potential for return on investment.  

When studying the investment financing of innovative business ideas in the US Silicon Valley, 

the financial investment cycle in START-up business ideas was also constructed (Figure 1). 

 

Figure 1 Financing of Start-ups (https://silicon-valley-news.com/page/2/) 
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The figure shows several specific financing opportunities for start-up. These financial instruments, 

however, are different for the individual phases of growth and development of the business idea. 

Regardless of the fact that the practice is initially for newly started business ideas to be financed 

by the owners of the idea themselves - the innovators, founders of the business idea, the challenge 

of rapid growth is also related to providing sufficient financial resources to support and 

additionally to ensure this rapid growth.  

Most often, at this first stage, venture capital firms are used as "business angels" or through 

factoring in the mediation of flexible financing funds.  

 

• Business angels  
Most often, business angels are defined as individuals who invest their own money directly in the 

development of new companies. The concept gained popularity in the early 1990s in the USA, but 

there are examples of business angels even in the years of the industrial revolution. For example, 

Alexander Graham Bell and Henry Ford used private funding to create and develop their 

businesses, a practice currently described by the term "business angels".  

Currently, business angels are widely recognized in government policies in developed market 

economy countries. The reason for this is that business angels support certain promising business 

ideas with larger sums than venture capital firms, a process that has been likened to a relay. This 

also takes into account the fact that business angels provide the so-called "smart money", i.e. not 

only financing, but also consulting through investor advice, ideas, knowledge and personal 

business contacts.  

 

• START-up Accelerators 

Accelerators are programs for start-up businesses, most often in the technology, web and mobile 

sectors. They provide the teams with initial financial means to start developing their business idea, 

help from mentors and partners and some of them - a workplace in a business incubator. The initial 

monetary investment they make varies from 20 thousand euros to 50 thousand euros.  

Some accelerators provide the opportunity for further investments of up to 200 thousand euros 

(for example, the two Bulgarian accelerators LunchHub and Eleven). Usually, the programs of 

most accelerators have a duration of 3 months. 

 

• Funds for flexible financing  
Funds offer financing by factoring future income. To a large extent, these funds depend on the 

development of the financial market and free money in an economy. Where this type of financing 

is offered, the loans are flexible and determined by the changing needs of the start-up business. In 

this way, the necessary financial means for the development of the business idea are available at 

any time and throughout the life of the loan, for a partial amount of the loan or at the level of the 

loan portfolio, depending on market availability. 

 

At the second stage in the development of start-up innovative business ideas, funding sources are 

included such as:  

 

• Venture and private equity funds  
These funds invest in companies with the potential to achieve rapid growth and sustainable 
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competitive advantage. Venture and private equity funds take an equity stake in the company for 

an average period of time (typically 5 years) and work together with management to improve the 

competitive market position.  

Often Venture Capital Funds and Private Equity Funds are confused. Regardless of the fact that 

there is a great similarity between the Venture Capital Funds (VC) and the Private Equity Funds 

(PE), there is a significant difference between them arising from the way they operate and interact 

with the START-UP the bearers of business ideas:  

o VC invests in start-up new companies (START-ups), while PE invests in already 

established companies that have been on the market for several years and have stable 

revenues;  

o VC makes a large number of venture investments in a smaller amount than that of PE 

(respectively above 1 million euros but below 10 million euros) and it is clearly expected 

that not all companies will become successful, i.e. there will also be lost invested funds. 

PE makes few in number, secure investments of much larger size (typically for developed 

economies over 100 million euros).  

o VC aims to invest in companies that will grow rapidly in the next few years, PE invests in 

companies with already established and tested models, where growth in a short period of 

time is not so important. o A VC is focused on investments in the technology and 

biotechnology industries, while a PE invests in companies from all industries;  

o Both types of investors (VC and PE) are interested in private companies, not public 

companies, i.e. invest in businesses that are not traded on the stock exchange. One of the 

basic rules for financing such kind of companies is that financial means (capital) can be 

secured, regardless of the total volume of the required investment expenditure. The key 

issue here is to prove to investors that this is the company and this is the innovative 

business idea that has a huge potential for growth, which of course can be reached in a 

relatively short time. 

 

• Business partnerships  
START-UP business ideas usually need to establish a partnership with other companies to help 

their business development. But in order to become attractive for investment by other business 

companies, start-up companies must translate to partners their internal capabilities such as: 

management style or product positioning in the market. By finding a suitable partnership, a 

START-UP business has a greater chance of becoming a successful company.  

 

• Venture investors acquiring capital (co-founders)  

Co-founders are people involved in the financing process at a later stage of the idea's launch, 

unlike business angels who support the business idea from its very beginning. Anyone can be a 

co-founder, even existing companies can be such, but most often the group of venture investors 

includes: entrepreneurs, engineers, venture capital companies, web developers, web designers and 

others who are involved in the formation of a new, often high-tech enterprise. 

In fact, in practice there is no official definition of what makes a person a co-founder. The right to 

be called a co-founder can only be established by a business, commercial agreement with any or 

all of the co-founders, or by permission from the board of directors, investors and shareholders of 

the start-up company. If there is no such decision, disputes may arise as to who was the co-founder, 
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especially if the business idea is successful.  

One example of such a dispute is a lawsuit against Elon Musk by the co-founder of Tesla Motors. 

Martin Eberhard argued that Musk did not have the right to identify himself as a co-founder 

because Eberhard contributed much of the capital and played a key role in saving the company 

from bankruptcy. 

 

How to Start-up to be financed? It needs to prepare a pitch speech or presentation! 

Basically, Pitch is defined as: a presentation of a business idea to potential investors for the 

purpose of raising startup cash, and other resources. 

 

So, to understand pitching as a process in the Start-up life cycle, we need to understand that Pitch 

is: 

 communication effort of the idea owner that present the most valuable points of the 

business idea. 

 a business proposition to potential investors or co-founders in order to secure funds for 

start-up; 

 presentation of products and services to potential customers to elicit sales before the start. 

 

Some different pitching speech are found: 

 

 The Twitter Pitch: expects the presenter to summarize the whole business idea in one 

catchy, logical and punchy sentence. It is most common used when you meet people at 

events and they have never heard about your ideas and business. 

 

 The Elevator Pitch: expects the presenter to give a short description the business idea or 

business model within couple of minutes, usually 15 to 30 seconds that it takes to rise an 

elevator. Usually, it is used when you meet CEOs, Business Angels and VCs at the 

elevator or by rare chance and you which to share your ideas and models. 

 

 The Competition Pitch: expects the startup founders to compete for grants, awards and 

investors’ attention within 3 to 15 minutes using a media deck to explain their start-ups 

based on given presentation formats. Often it is used when you are invited to share your 

ideas and models before panelists, CEOs, Business Angels and VCs at formal business 

competition. 

 

There were found some basic rules of a Pitch that rise the pitching success rate: 

1. Nice appearance and look 

2. Be confident and manage your nerves! 

3. Respect Your Audience's Time - Few slides and Few minutes 

4. Be audible 

5. Make the pitch personal and passionate 

6. Be Honest in your models and assumptions 

7. Keep the presentations simple using pitch deck, a PowerPoint presentation or a BMC chart. 

8. Know the financials – FC, VC, TC, PBP, Income, Expenses, Profit, ROI, ROS, BEU  
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Preparation of the Pitching speech must follow the next 17 steps: 

 

1. Keep your startup pitch simple 

Start out with a brief explanation of your business idea that immediately conveys your vision and 

purpose. Explain the problem that your startup is attempting to solve and why your business offers 

the solution. Outline how your business plans to generate revenue. Above all, avoid getting bogged 

down in details that distract from your message. 

 

2. Manage the timing of your startup pitch 

Optimizing the time you’re given to present your business pitch is critical. Little else frustrates 
investors more than a pitch that goes too long; at the same time, you don’t want to waste the time 
you have by running short. Whether you set the time-frame for your pitch or your prospective 

investor does, stay within the time allotted and pace your presentation so that you aren’t stuck 
rushing at the end. 

Additionally, 

 Optimize your timing during the actual pitch so that you don’t run over, or worse, flounder 
and run out of things to say in the opening minutes. 

 Remember slides are a tool for you to use, but shouldn’t be a crutch. In other words, never 

read directly from the slide and don’t spend more than three minutes on any one slide. 
 Move at a steady pace without rushing. You want to engage with your audience without 

overburdening them with facts or leaving them with too much time to think about anything 

other than your presentation. If your audience is daydreaming, it is a good sign that you are 

going too slowly. 

 Leave time for questions. A great pitch recognizes that a conversation is needed if a person 

is going to invest in your startup. After all, just as you excitedly talk about your startup to 

anyone who will listen, so too do you want your future investors to feel that excitement. 

 

3. Tell your start-up story 

It’s easy to get bogged down in facts, figures, and spreadsheets when making a pitch, but this 

information will almost always fail to capture your investors’ attention. Rather than approaching 
the opportunity as a sales pitch, use the occasion to tell your investors the story behind your 

business. 

Telling a story is as simple as: 

 Being expressive and animated while still maintaining a level of professionalism. 

 Reading the room. Know when to tell a joke and when to take things down a more serious 

path. Either direction can lead you to the same destination, but only one will resonate with 

your audience. 

 Subtly integrating data as the support structures for your startup’s story. 
 Creating something that is memorable and uniquely singular to your startup. 

4. Stay focused 

In telling your story, however, don’t lose sight of the focus of your pitch. Respecting your investors’ 
valuable time should always be in the front of your mind. When developing your pitch, make sure 
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that its core elements are clearly developed and emphasized to avoid getting lost in irrelevant 

tangents. 

 

5. Convey the unique value of your startup’s product or service 

One key component of winning investors is showing them why your product or service is different 

from anything else available on the market. It’s not enough that your startup can solve a problem; 
it needs to be able to solve a specific problem in a way that no other business can match, and you 

need to be able to demonstrate that in your pitch. Highlighting any patents or licenses that your 

product has or any significant purchase orders or distribution deals can help support your claims. 

 

6. Let potential investors experience your product first-hand 

Another effective way to show investors the distinctive features of your product is to let them see 

it and experience it first-hand. Pictures or screenshots of your product can help make it more 

tangible for investors, but if possible, letting your audience actually handle the product or try out a 

live demo can increase your impact. 

 

7. Be clear on who your target audience is and why 

As much as investors want to know what your product is, they also need to understand who will be 

using your product. Using information about your target market to paint a picture of your ideal 

customer will help convince investors that there’s enough of a demand for your startup’s product 
to justify their involvement. 

Whether your startup focuses on a service or a product, one thing is certain, if you want to make 

money then you need to have a target audience. Use demographic data and psychographic features 

to pinpoint your target audience. Explain why these individuals are your target audience. Use 

relevant data points to back up your claims and show the profitability of targeting the specific 

group. 

 

8. Know your numbers 

In telling your startup’s story, you will still need to speak to the key figures that investors are 

interested in: how much money your startup needs to raise, what your current overhead is, the point 

you need to reach to be profitable, and what your timetable for achieving profitability is. While 

including too many numbers in your pitch can take away from your focus, making sure that your 

presentation includes a few critical figures will allow you to demonstrate that you are prepared and 

understand what’s relevant for your business and its industry. 
 

9. Be prepared to support any claims 

Always keep in mind that any assertions you make in your presentation–regarding your target 

customers, financial projections, marketing strategy, or anything else–need to have adequate 

support. Being unable to intelligently back up any claims you make will undermine your attempts 

to convince investors that you understand your business and that you’ll be able to provide them 
with a return on their investment. 

 

10. Be passionate and enthusiastic about your startup opportunity 
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Ultimately, it doesn’t matter how well-crafted and professional your pitch is: if you aren’t 
passionate and enthusiastic about your business, your investors won’t be either. Get out of your 
comfort zone and look to increase your natural energy level while presenting. This doesn’t mean 

that you should fake enthusiasm, but letting your passion for your startup shine will help convince 

investors that you’ll have the drive to overcome any setbacks that your business faces. 
 

11. Make sure you have a strong close 

Remember to keep the end in mind as you are telling your startup’s story. The conclusion of your 
startup pitch should contain a brief, clear summary of your argument as to why investors should 

put their money in your startup. Again, as you work on your pitch’s pacing, be certain not to get 

stuck rushing through the end so that you don’t lose this key opportunity to bring all the elements 
of your pitch together. 

 

12. Present a solid startup pitch presentation 

Your startup’s pitch presentation will act as a visual reference during your speech, helping you 

highlight key points that you want your prospective investors to pay close attention to. 

Incorporating graphics such as charts and graphs can help you present complex data in a simple 

and engaging manner. 

Creating a startup pitch presentation can be made easier when you implement the following tactics: 

 Follow the 10 / 20 / 30 rule. Your pitch deck should be no more than 10 slides long, it 

shouldn’t take longer than 20 minutes (or the prescribed time allowed for the pitch), and it 
should be typed in at least 30-point font. 

 Start with an elevator pitch slide that boils your startup and its vision down to one or two 

sentences. 

 Include a demo to engage with potential investors. 

 Talk about market opportunity. Focus on the general market opportunity, the specifics of 

the target market, and your ideal customer. 

 Talk about how your startup does (or will) make money. Potential investors are numbers 

people; they want to see concrete proof that your startup has the potential to generate a 

positive ROI. 

 Include graphical elements that condense your data into digestible and eye-catching charts, 

graphics, or photos. 

 

13. Understand how to market your startup’s social value 

Many startups today have an important social cause at their core, and the power of giving back can 

be a powerful impetus for investors. However, while promoting social good is important in 2019, 

take care in how you present your startup’s social mission to investors. Tying your business too 
closely to a divisive social cause has the potential to alienate certain investors. 

 

14. Build a strong support team 

Particularly if your startup has not yet had time to establish a clear successful track record, the 

strength of the experience and background of your startup’s employees is a key part of convincing 

investors that you’ll be able to carry out your business plan–especially if your team has prior 
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experience working together on past successful projects. Highlight the successes of your support 

team and how their individual track records will help bolster your business’ own success. 
 

15. Dress professionally 

It may not be completely fair, but how you present yourself will influence how investors perceive 

your startup. The most polished presentation can be undermined by a sloppy, ill-fitting suit. A 

relatively small investment made in a new suit can go a long way to establishing your credibility in 

front of investors and helping you secure the capital your startup needs. 

 

16. Practice, practice, practice 

No matter how well you think you know your business, practicing your presentation and getting 

feedback from those you trust is an important step in ensuring your pitch is as convincing as it can 

be. Your goal should be to commit your pitch (including any key figures) to memory so that you 

can maintain a connection with your listeners rather than needing to constantly reference note cards. 

Be certain to have peers and colleagues ask questions as you practice; you may find that you’ve 
failed to address a key concern that investors are likely to have. 

 

17. Hire a professional to help you refine your startup pitch and presentation 

You may be an expert in your particular business area, but that doesn’t mean that you’ll naturally 
know how best to pitch your startup to investors. While you certainly need to create the core 

business idea yourself, hiring a professional to fine-tune your pitch can help you better convey your 

business to others. For example, a good graphic designer can help you make your pitch deck more 

organized and visually engaging, helping you communicate more effectively with your prospective 

investors, and a professional speech coach can help you deliver an award-winning (or 

funding) performance. 

 
C. DESIGNATION OF SPEAKERS 

 
The instructors/coaches of the Deliverable are: 
 

 Nikolay Sterev 

Nikolay Sterev is full professor at University of National and World Economy – Sofia. He is Head 

of Industrial Business Department and his main interests cover: industrial development, industrial 

growth, regenerative economy, Industry 4.0 and Industry 5.0 and others. He has PhD in marketing 

management and habilitation in marketing leadership  

He is chairman of the (Bulgarian) Association of Professors in Economics and Management of 

Industry (APIUI) and chairman of Organization Committee of Industrial Growth Conferences. 

Professor Nikolay Sterev has publisher more than 100 publications and has participated in more 

than 25 international projects. He has been a keynote speaker on different international conferences 

and has been appointed as guest lectors in different universities worldwide. 
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 Diana Kopeva 

 

Diana Kopeva is a full time professor at the University of National and World Economy (UNWE), 

Business Faculty. She has a vast experience in leading and managing international projects. 

Currently she teaches courses in Entrepreneurship in Agribusiness, Strategic Management, Project 

Management, Innovations in Agribusiness. She is expert in development and improvement of 

materials for distance learning, online courses and teaching, as well as higher education teaching 

curricula and training courses. She participated in development of training modules for adults and 

participates as a trainer in different trainings. She is well aware of the European Qualification 

Framework (EQF) and National Qualification Framework (NQF). She participated in development 

of training modules for improving the competences according the EQF and NQF. As an external 

key expert and monitoring expert she participated in elaboration and implementation of a projects 

related to diversification of activities in rural areas establishment of Innovation Centers, as well as 

assessment of their efficiency from the point of view of beneficiaries and society. She has 

participated in the development and implementation of a number of EU funded projects concerning 

innovation management tools and foresight implementation. 

 

D. PROGRAM PREPARATION 
 

Implementation dates, times, final program are presented in Table 1. 
 

Table 1. Bootcamp program 
 

1st Cycle 2nd Cycle 
D4.2.4 Bootcamp & Pitching - 

BG 

Date Duration 
(hours) 

coach-instructor Date Duration (hours) coach-
instructor 

 
THEORY 

 
THEORY 

23.Jan 2023 6 Prof. Nikolay 

Sterev/ Prof. 

Diana Kopeva 

27.March 2023 6 prof. Diana 

Kopeva / Prof. 
Nikolay Sterev 

 
PRACTICE 

 
PRACTICE 

23.Jan 2023 6 Prof. Nikolay 

Sterev/ Prof. 

Diana Kopeva 

28.March 2023 8 prof. Diana 

Kopeva / Prof. 
Nikolay Sterev 
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ANNEX 1. PRESENTATIONS 
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