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1. Introduction
The aim of this document is to demonstrate the results of the implementation of the Live Projects
methodology, according to the “ELIE 2.0 Output number 9 - LIVE PROJECTS TOOLKIT”. The report
presents live projects prepared by the trainees that joined the ELIE 2.0 project and under the
supervision of community enterprise coaches or project team members worked on real life business
cases. The live projects come from all countries participating in the project.
In order to bring the xpected added-value experience while working in the live projects, the following
procedure was implemented.

•The trainees developed
first, draft version of the
live project according to
the chosen scenario

First version of
the live project

Feedback
•The community
enterprise coaches or
project team members
provided feedback to the
trainees on the developed
live project

The final versions of the live project are presented in this document.

•The trainees (usingthe
feedback) developed final
version of the live project

Final version of
the live project

2. UK Live Projects
a. Live Project 1
Pricing has been identified as an area for development of the Morecambe Riso Press Studio. This is a
new start up community business and Scenario 7 was selected with emphasis on the Pricing unit within
the Community Enterprise Toolkit.
Risograph Pricing Research
Risograph printers
The price of risograph printers are incredibly variable based on features such as digital/analog image
input, single or multiple ink drawers and page print size. This can also be based on the condition of the
printers.
Lowest price found £595.44 | Highest price found £11,350
Consumables
Inks (based on Z Type 1L barrel ink prices) vary largely based on the colour, and these prices can range
from £30 upwards to £150. Most inks are sold as a set of two, though singular barrels are available.
It is possible to refill the barrels, though the prices of the refills supersedes that of a replacement barrel.
The master rolls used to create the stencils also range in price based mostly on size. A4 rolls range from
£20 and through the sizes of rolls, the price can increase to £100. The rolls of masters are also typically
packaged in twos, though can be found singularly.
Riso Printing services
Throughout the UK ( and internationally) there are options to commission a print run. Most printers
advise a run of 50+, though some will offer a run of 25+.
Below are the average prices based on Quantity (25,50,100,200,500) & number of coloured inks (1, 2
or 3 colours)

Some Risograph studios also offer workshops for beginners to risograph printing, and free use for those
who are proficient.
These workshops differ in what they offer based on number of participants, time slots for printing
and/or designing and the inclusion of consumables. The prices for the workshop/studio time ranges
from £50 to £250. These prices are individual to the studios and their participants as some groups run
as a commercial business and others hold co-operative and community status.

b. Live Project 2
Branding was identified as an area for development for the Good Things Collective’s ‘hireable assets’
products and services offer. Scenario 7 was selected with emphasis on the Branding unit within the
Community Enterprise Toolkit.

Brand Identity report for Good Things Collective ‘hireable assets’
Good Things….
It is clear that the Good Things Collective has an established visible brand identity of colours, symbols,
logos, designs and phrases. This is demonstrated in various products, services and elements of the
company with the Good Things name translated easily across Good Things Studio, Good Things Cafe
and Good Things Shop, Good Things Library for example.
Upon completion of the ELIE 2.0 - Branding Unit the following conclusion and recommendation is
made:
‘Good Things’ should be placed at the forefront of the Company as these ‘Hireable Assets’ are the
‘Good Things’.

Uncovering the Brand Identity of the Good Things Collective’s Hirable Assets

1. What is important to you and your company? Values?
Platform to local artists
Showcasing local skills and talents
Celebrating everyday creativity
Sparking imagination
Kindness
Socially engaged ways of working
Sustainability / impact
Meaningful and relevant
Agelessness
2. What are the unique strengths of your company? Of You?
Collaborative
Artistic / Imaginative
Eclectic / Diverse
Multi-skilled
Much better offer collective - better together - collaboration over competition.
3. What do you want your company to be known for? And you?
Creativity / Excellence / Quality / Ambition / Dynamism
Fun / Positivity / Energy / Vibrancy / Memories / Connections
The work it does / Social Impact

Creating the Brand
The video by J. Bell helped to better understand the existing brand and structure. Also to better
maximise the impact of existing strengths.
www.youtube.com/watch?v=rzbXht7MJVM
‘Good Things’ is the brand - it’s suggestive of its values, its quality and ‘good vibes’. It’s also plural suggesting many good things. Once we have people’s attentions and interest - sub brands such as
Good Thing Studio, Good Things Cafe, or Good Things to book for your event are all possible straplines
/ sub brands - adding in a descriptive element to the mainly suggestive branding. The brand
collectively conveys both idea and emotion (values) highlighting the concept, work and vision of the
brand.
This was realised by observing how Alphabet - parent company of google links to the various sub
brands and companies. In addition the idea was further realised creatively when the domain for
www.alphabet.com was already taken by a car company so they created the domain www.abc.xyz The
Good Things Collective could rethink their domain name more creatively….

c. Live Project 3
Setting up
Scenario 2

a

Cooperative

Studio

creating

Socially

and/or

Environmentally

Engaged

Animated

Projects

and

Public

Art.

“My ambition is to set up a small cooperative studio creating socially or environmentally engaged animated projects and public art. I would like this to also
run as a free school, teaching people the skills they need to create their own projects and creating more practitioners within the business. I have started
running a small group with artists teaching Blender as well as developing other digital skills such as 3D photogrammetry.”

3. Polish Live Projects
a. Live Project 1 - Business Model Canvas for CAR REPAIR
Key Partners
- suppliers of auto parts
(auto parts dealers) and
consumables, having these
partnerships provides the
company with a helping
hand in areas where it
would not be feasible for it
to handle on its own.

Key Activities
- application of competitive
prices
- application of short service
delivery time.

Key Resources
In addition to basic tools
such
as
a
lift,
a
set
of
keys,
a battery, the car workshop
will have to purchase
a computer with software
that allows diagnostics of
the technical condition of
the vehicle.

Value Propositions

Customer Relationships

- Problem recognition –
diagnosing a fault in the car.
- Car repair.

- direct relationship.
Relations with SMEs with a car
fleet have not been established
The
Value
Proposition yet.
consists of a selected bundle The company builds and
of services that caters to the maintains relationships with
requirements of a Customer customers through direct contact
with them
Segment.
The Value proposition solves
a customer problem (car
repair) and satisfies a
customer need

Channels

Channels which our Customer
Segments want to be reached are
The company offers its
website, social media (Facebook)
customers services in the
and recommendation (word – of
field
of
vehicle
– mouth marketing).
electromechanics.
The company meets the
needs of customers through The company reaches to the
short service delivery time, customers through website,
social media (Facebook) and
punctuality of services,

Customer Segments
The company creates
value
for
individual
clients and companies
Our the most important
customer are individual
clients - inhabitants of the
Kutno region.

Our Distribution Channel is
stationary sales carried out
in a car workshop.
The company builds and
maintains relationships with
customers through direct
contact with them.
The company receives
revenue from the sale of its.

high quality of the service recommendation (word – of –
offered and competitive and mouth marketing).
affordable price
The company reaches existing
and potential customers through
many complementary channels.
The most cost-efficient is
recommendation
that
cost
nothing and bring the best effect

Cost Structure

Revenue Streams

The most important costs inherent in our business model are:
- Social contributions
- Consumables (chemicals, motor adhesives, cleaning products, etc.)
- Workshop rental
- Advertising and promotion of the company
- Telephone and Internet

Our customers are ready to pay for a high – quality service performed on
time.
Our customers are currently pay for the service rendered.
The customers pay in cash but some would prefer to pay by card.
The company obtains all revenue from its services

b. Live Project 2 - Business Model Canvas for TAXI SERVICE

Key Partners

Key Activities

Value Propositions

- suppliers of auto parts and
consumables petrol stations

passenger
transport service ( taxi service)
- maintenance of the taxi car

Customer Relationships

high quality of service - The company has a direct
ensuring driving comfort relationship with customers.
and getting there on time The
type
of
Customer
Relationships you put in place
The value proposition solves deeply influence the overall
the problem of the need to
customer experience.
arrive quickly.
Service gives customers Relationship with customers is
some benefit, for which they directly tied to the financial wellare willing to pay up to some being of business.
Building strong relationships with
maximum price.
customers contributes to the
development of their loyalty and
retention of valuable, long-term
customers.
The owner of the company
responds
immediately
to
customer needs, which is a great
way to build a good relationship
with them.

Key suppliers are:
- suppliers of auto
parts and
consumables
- petrol stations
- companies
connecting carriers
with passengers via
the app
- connect
carriers
with
passengers
using the app

Key Resources
A company needs an
efficient car to provide a
high-quality service

Relationships grow by carefully
integrating what the business
wants and offers with what the
customer wants and expects.
Channels
Our Distribution Channels are
Uber and Bolt Apps.

Customer Segments
- individual clients and
-companies
The most important
customers are individual
clients - inhabitants of the
Kutno region.

Distribution Channels are
direct and in-app sales
The owner of the company
establishes direct relations
with customers during the
implementation of the
service. This is to retain
customers.
Customer
Relationships
grow by carefully integrating
what the business wants and
offers with what the
customer
wants
and
expects.
The company receives
revenue from the sale of its
service

The company reaches customers
through the following channels:
- recommendation (word
– of – mouth marketing)
- social media (facebook)
Partners (Uber and Bolt Apps)
aim to ensure orders.
The
best
channel
is
recommendation (word – of –
mouth marketing) that cost
nothing and bring the best effect.

Cost Structure

Revenue Streams

The most important costs inherent in our business model are:
- Social contributions
- Petrol
- Car repair
- Telephone and Internet

The company’s customers are ready to pay for high quality of service ensuring driving comfort and getting there on time.
Customers pay for a taxi service.
They prefer to pay with cash and card.
The company obtains all revenue from its taxi services

c. Live Project 3 - Elements of the Business Model Canvas (BMC) for business-related activities
(CUSTOMER RELATIONSHIP/GROWING THE MARKET)- WHOLESALE & RETAIL SALE OF COSMETIC
PRODUCTS
Online sales conducted through the online store under the name of Fryzshop.pl. The main motive for setting up a company is the need for financial
independence and self-fulfillment, which triggers creativity and innovation, with a simultaneous desire to have influence on the realization of one's
possibilities.
Name of the organisation
Description of the areas for
improvement /problem (s) to be
addressed by the live project
Outcomes
expected
by
the
organisation as a result of the live
project implementation
Time frame of the live project
Community enterprise toolkit units
used to develop the solution
BMC/CEBMC elements used to
develop the solution (if applicable)
The description of the proposed
solution

FRYZSHOP.PL HUBERT PIETRASIK
Beauty industry customer acquiring/growing the target
market
acquiring new business clients from the beauty industry
and maintaining long-term cooperation with them
01/07-25/08/2022
Intellectual Output 3 Unit 5: Growing your market
As described below: Customer segments, Customer
relationships, Channels
Developing a method of reaching the target group with
information about the offer, acquiring new customers and
establishing long-term cooperation by increasing
expenditure on promotion and marketing, and continuous
development of distribution channels.

Customer Segments
Regarding the business profile, the main recipients of
cosmetic products are female (individual clients) as
well as hairdressing and beauty salons which want to
purchase professional, high-quality cosmetics at an
affordable price (enterprising client).
Because of the above, the most important recipients of
my products can be divided into two main categories:
1) individual clients – mainly women
2) business customers
Individual customers more and more often buy
professional cosmetics online, while hairdressing and
beauty salons have been ordering most of the products
to provide services online for some time.
I estimate the number of potential individual clients I
will reach with the offer at around 5,000 per year, and
the number of potential business clients at around 200
per year

Customer Relationships
Following types of customer relationships exist in the
company:
INDIVIDUAL CLIENTS’ RELATIONSHIPS:
1. Transactional - the most popular type of
customer relationship with individual clients
of my business.
2. Self-service - in this type of relationship, a
company maintains no direct relationship with
customers. It provides all the necessary means
for customers to help themselves.

Channels
Selling using the internet as an ordering source and
postal delivery as a delivery channel is an effective way
of overcoming distance issues with potential
customers. Especially in pandemic conditions.
During the coronavirus epidemic, not only has interest
in online shopping increased, but also consumer habits
have changed. This is the result of the latest DPD
research. According to the "Barometer E-shopper"
report, e-buyers have shown openness to new
products offered by the e-commerce industry and the
courier services market. According to the analysis, over
BUSINESS CUSTOMERS’ RELATIONSHIPS
70 percent. of them plan to stick to the new purchasing
1. Transactional - the most popular type of
habits also after the pandemic. The report indicates
customer relationship with firs time business
shoppers.
that 39 percent. e-buyers were discovered during the
2. Self-service - in this type of relationship, a pandemic by one or more new online stores, and as
company maintains no direct relationship with many as 29 percent. of consumers took advantage of
customers. It provides all the necessary means previously unknown, smaller e-shops.
for both types of customers help themselves.
In addition, 72 % Polish internet users are active e3. Long term relationship - the most expected customers. The year 2020 brought more players to the
and desired type of relationship with a
e-commerce scene for the Polish market. According to
business customer
the report "Omni-commerce. I buy comfortably 2020"
of the Chamber of Electronic Economy, only from
Transactional and self-service relationships with all March to the end of last season, approx. 11 000 new
clients have been established. I was able to establish online stores were created. In general, the results of
long-term cooperation with several business clients, domestic
but their number is still not satisfactory. To build long
e-commerce reached the level of PLN 100 billion. As a
term relationship takes time, commitment and money.
result, they exceeded 10% share of turnover in total
retail trade. Analysts from the National Bank of Poland

Customer relationships grow by carefully integrating
what the business wants and offers with what the
customer wants and expects.
The measure of my success is the ability to acquire new
customers and retain them long-term. So far, the most
effective ways of gaining customers for me are:
1. Content marketing – publishing
texts
documents or videoes file created for each
product, which present the effect of the
cosmetic and its application. I constantly
present new and refresh the old content to
keep my brand relevant and up to date.
2. Highly targeted advertising – I defined my
target individual client regarding the gender,
age, interests, etc. I also I direct my marketing
activities to entities widely related to the
beauty industry (enterprising customer)

estimate that 104,7 million internet transactions were
spent in the three quarters of 2020. A large share in this
segment was enjoyed by customers focusing on
convenient, and above all, mobile payments, as the
value of purchases with cards reached PLN 13.9 billion
- an increase of PLN 3.7 billion compared to the
previous year.
Due to the fact that I created an online shop - my
clients want to be reached mostly via internet and
online tools.
I implemented the mix of channels to satisfy how
customers want to be reached. The company can
choose between reaching its customers through its
own channels (B2C) – mostly individual clients,
partner channels (B2B) – mostly enterprising
customers, or through a mixture of both.
How are we reaching them now?
All activities are aimed at acquiring new customers and Consider the following, the most effective way of
retaining the existing ones to grow the customer base reaching the customers are:
and sales.
1. Social media
2. Email
As it is written above - to build long term relationship
3. Phones
takes time, commitment and money. Long term
4. Forums
relationship is desired with both customer segments. I
5. Mobile messaging
implemented a loyalty program for all clients of my
company in order to build long-lasting business Most of the channels indicated above are used for both
of segment of clients.
relationships.

Both categories of customers have access to all
subcategories of the online store, but under different
online store policies.
An individual customer is able to purchase a given
product at a regular price with the possibility of
obtaining a given number of loyalty points. Each loyalty
point is assigned based on the amount spent in the
online store, and then assigned to an individual
account. After obtaining the appropriate number of
points, the customer can exchange them for a discount
assigned to the next ordered online basket.
A business customer has a special B2B account on the
online store platform. After prior verification via the tax
number, the customer receives an account in which a
permanent discount is assigned for the purchase of
cosmetic products with the previously agreed terms of
the minimum order and the percentage discount
assigned to the account. On the main page of the online
store, the customer is able to find the searched product
through the product search engine or a created
category, thanks to which the potential customer is
able to choose the appropriate department, in which
the products of the selected category is available. A
text document or a video file is created for each
product, which will present the operation of the
cosmetic and its application. The form of sale is online
sale, which allows for the implementation of orders
placed on the basis of descriptions and photos of
products posted in the Fryzshop.pl online store.

Definitely, the best channel of reaching customers is via
social media. That channel is crucial regarding the
activities of my competitors. It must be absolutely
updated on regular basis, supplemented with new
content to maintain ongoing contact with existing and
potential recipients of products

4. Greek Live Projects
a. Live Project 1 - Creation of a small business in the country side of central Greece entitled ‘Deleria’
The core idea of the living project entitled ‘Deleria’ is the creation of a small restaurant in a village of central Greece. The potential owner is a young couple
who aspire to transform and renovate a family business so to become a modern business based on traditional gastronomy.
The existing business was started 30 years ago by the family of the potential owner and it is coming to its end due to the retirement of its current owner. The
business was quite successful but in order to continue needs to be totally renovated and to include in the new business plan new fresh ideas and innovations.
In this live project, after they get acquainted with this business idea, they worked with a coach (post graduate student) for 9 weeks on several business issues,
they created 7 different scenarios and finally they choose the first scenario.
The live project was developed as a "virtual business" and at the end the potential entrepreneurs and the coach agreed to continue their cooperation in order
to create a real business within the next 10 months.

Title of the project
Contact person
Description of the current situation.

Description of the detected problems and areas for
improvement to be addressed by the live project

Deleria
Ms Areti Boukistianou
The project derived from an existing family business started 30 years ago by the family of the
potential new owner.
The existing business is coming to its end due to the retirement of its current owner.
The business was quite successful but in order to continue needs to be totally renovated
The main problems of the potential business owners are:
-

Outcomes expected by the organisation as a result of the
live project implementation
Time frame of the live project
Nr of training hours
Community enterprise toolkit units used to develop the
solution

Elements used to develop the solution (if applicable)

The succession procedure of a family business
The current situation of the premises and the fact that the business was unchanged
for 30 years
The fact that the financial management of the existing business was and is not ideal
The lack of experience of the new / future owners and the lack of entrepreneurial
knowledge

The main expected result will be the creation a new business in the next 10 months.
9 weeks
45 hours
Module 1, Unit 3: Explore existing products and services
Module 1, Unit 5: - What funding do you need? How to get funding
Module 1, Unit 6: How to pitch your idea
Module 2, Unit 4: Budgeting and forecasting
Module 3, Unit 2: Promotion and advertising
Module 2, Unit 5: Grow your market
How can we organize the financial plan for the renovation of the premises of the existing
business?

What are the strong points of the existing business?
What are the weak points of the existing business? What are the alternatives so to improve
them?
How we can detect the satisfaction/dissatisfaction of the clients
What are the new things / ideas / services so to improve the performance of the business and
to expand its clientele?
What are the human resources needed to develop the business?
What other resources will be most important to achieving success?
Record in detail the current customers and describe the potential new target needed need to
contact and attract them in the restart of the business.
What will be the communication media and the advertising to reach target customers?
Set-up the budget of the business restarting.
Set-up a time schedule and set your milestones

Brief description of the proposed solutions

•

•
•
•
•

Set the budget necessary for the renovation and the new start of the business. Contact
the different crews and workshops and ask and receive offers. Use a template to
record the different costs.
Detect the potential funding sources and set the criteria to make a decision: bank
loan, microcredit, sale of a family property etc.
In situ observation of the current operation of the business.
Daily recording of the daily income and expenses of the business. Evaluation of this
operation and make an improvement plan.
Evaluation of the clients’ satisfaction. Set up the procedure and implement it. Evaluate
the results.

•
•
•
•
•

Set up an improvement plan inserting corrections, new ideas, new services,
innovations.
Make some decisions on the needed human resources
Plan advertising and promotion activities. Record the different media one can use, the
social media that fits better to the business, check the costs.
Use a template to set the budget
Use a business model canvas and be ready to start

b. Live Project 2 - Creation of a women cooperative in a small village of Northern Greece ‘Ano Poroia’
This live project was inspired by an older Greek rural business model, based on one of the women cooperatives, a good Greek example from the 80s. Although
the last 15 years seems to be a fading story, there are still many options and possibilities for the rural women to work together, to create a rural business
model based on their personal experiences and at the same time to take advantage of local capabilities and resources.
On the other hand in the Greek country side, especially in the most remote villages, the job opportunities for women are almost nil.
So some of the women of ‘Ano Poroia’ with a creative mood started an open discussion and at least 5 more women followed. They asked for support and
training and the Community Enterprise Coach Ms Chryssa Grigoriou responded. They worked together for 3 months, they created several scenarios. Finally
they took the decision not only to choose the 7th scenario but to go for a real rural business.

Title of the project
Contact person
Participants
Description of the current situation.

Ano Poroia
Chryssa Grigoriou
6 members of the temporarysteering committee
The project is based on the older Greek model of the women cooperatives, a good Greek
example from the 80s. Although the last 15 years seems to be a fading story, there are still
many options and possibilities for the rural women to work together, to create a rural business
model based on their personal experiences and at the same time to take advantage of local
capabilities and resources.
On the other hand in the Greek country side, especially in the most remoted villages, the job
opportunities for women are almost nil.
So some of the women of ‘Ano Poroia’ with a creative mood started an open discussion and
at least 5 more women followed. They asked for support and training and the Community
Enterprise Coach Ms Chryssa Grigoriou responded. They worked together for 3 months, they
created several scenarios. Finally they took the decision not only to choose the 7th scenario
but to go for a real rural business.

Description of problems, challenges, targets to be solved
The main problems that need to be solved during the next period are:
through the BMC / CBMC
- Choose the correct legal form
- Plan the set – up budget and the operation budget
- Search for different sources of funding
- organizing the administration of the business
- Insert team building procedures
- Create a market plan and choose the promotion methodology
Outcomes expected by the organisation as a result of the
live project implementation
Time frame of the live project

The expected result is the starting of a new cooperative business
3 months

Nr of training hours
Community enterprise toolkit units used to develop the
solution

40 hours
Module 1, Unit 4: Location (online/physical)
Module 1, Unit 5: - What funding do you need? How to get funding
Module 1, Unit 6: How to pitch your idea
Module 1, Unit 7: What business structure should I choose? (sole trader, partnership, co-op
etc)
Module 2, Unit 1: Leadership skills
Module 2, Unit 4: Budgeting and forecasting
Module 3, Unit 2: Promotion and advertising

Questions raised during the procedure as a base to develop
the solution

What is the most fitting legal type of business?
How can they organize the financial plan? Set-up and operational budget.
How can they fund their plans, cover the budget?
How can they set the decision making procedures and to set a democratic methodology for
the administration and management?
How can they motivate other women to participate to the cooperative? How will the new
comers participate?
How can they reach their market? How can they meet the needs of their clients?

Brief description of the proposed solutions

•
•
•

Detect the strong and weak points of the business.
Raise an open dialogue with the women of Ano Poroia, explaining the aims, the
aspirations, the expectations of the new cooperative business
Select the most useful and fitting legal type of organization: social cooperative,
women cooperative, partnership, association or even private enterprise?

•
•
•
•
•

Set the necessary budget for set-up of the business and the next year’s operation. Use
a template
Detect the potential funding sources. Contact an expert to search among the available
programs
Plan market research and develop a marketing plan
Set an advertising and promotion plan. Improve the social media of the organization.
Set a special team for this.
Use a Community Enterprise Business Model Canvas and be ready to change the
organization and work on its scaling-up

c. Live Project 3 - Create an Organization of the ‘Thessaloniki’s Eco Festival’
This live project background started 10 years ago when a group of small innovative farmers and handicraftmen started a festival in Thessaloniki. They started
a self-organized open exhibition and market in a park in the east of Thessaloniki.
The idea is to upgrade the organization of the festival and from an unofficial and informal body to become an official organization with a permanent operation.
The idea started during the preparations of the 10th festival. The coordination team started a discussion on how to improve several issued and how to solve
some important organizational problems. With the support of a coach who organized a training based on the Elie 2.0 Community Enterprise Toolkit they
succeed to make the first decisions and to organize a working plan for the next 6 months, the time frame for the creation of the new body which will have as
main task to organize the Eco Festival.
They worked for 3 months, they started with 7 different scenarios and they choose the second one.

Title of the project
Contact person
Participants

Thessaloniki Eco Festival
Vasiliki Chourou
10 members of the steering committee of the Eco-festival

Partners
Description of the current situation.

Municipality of Thessaloniki
Region of Central Macedonia
The Eco-Festival started 10 years ago when a group of small innovative farmers and
handicraftsmen organized a festival in Thessaloniki. They started a self-organized open
exhibition and market in a park at the east of Thessaloniki with 23 participants. The
Municipality of Thessaloniki provided its support from the beginning
After 10 years they reached the number of 60 participants with constantly increasing
numbers. The interest of the audience is also increasing every year. On the other hand the
lack of a formal body/organization every year showed a series of problems: lack of continuity
in the administration, problems in receiving funding, problems in contact with the
municipality and the region, etc.

Description of the detected problems and areas for
improvement to be addressed by the live project

The main problems that need to be solved during the next period include:
-

Outcomes expected by the organisation as a result of the
live project implementation
Time frame of the live project
Nr of training hours
Community enterprise toolkit units used to develop the
solution

search for new sources of funding
organization of the administration of the new body
HR, team building
Advancement of the participatory process among the participants
cooperation with the official authorities of the local and regional-government
promotion of the festival
scaling the operation of the organization, expand the plans to new places out of the
City of Thessaloniki

The expected results is to set-up a formal organization who will organize the Eco-Festival in
Thessaloniki in June 23
3 months
50 hours
Module 1, Unit 3: Explore existing products and services

Module 1, Unit 4: Location (online/physical)
Module 1, Unit 5: - What funding do you need? How to get funding
Module 1, Unit 6: How to pitch your idea
Module 1, Unit 7: What business structure should I choose? (sole trader, partnership, co-op
etc)
Module 2, Unit 1: Leadership skills
Module 2, Unit 2: Motivation and how to motivate
Module 2, Unit 4: Budgeting and forecasting
Module 2, Unit 5: Operational management (purchasing, invoicing, credit control, record
keeping, contracts, VAT and taxation, insurance, bookkeeping)
Module 3, Unit 2: Promotion and advertising
Module 2, Unit 5: Grow your market
Questions raised during the procedure as a base to develop
the solution

What is the most fitting type of organization?
How we can organize the costs plan?
How we can fund our plans?
How we can set the decision making procedures and set a democratic methodology for
administration and management?
How to motivate new farmers and handicraftsmen to participate enter to the new
organization? How will the new participants be able to take part in the administration and
management and to implement the different tasks?
How we can motivate the audience to visit our events? How we can promote our events
better?

Brief description of the proposed solutions

•
•

•
•
•

•
•

•

Record the strong and weak points of the organization.
Raise an open dialogue on the aims and targets of the new organization. Record the
problems, weaknesses, challenges, new ideas and proposals. Share the results with
the plenary of participants
Select the most useful and fitting legal type of organization (cooperative, partnership,
association)
Set the necessary budget for the next year’s operation. Use a template.
Detect potential funding sources. Contact the Municipality of Thessaloniki and the
Region of Central Macedonia. Set a group of experts to search among the available
programs
Make some decisions on the needed human resources
Set an advertising and promotion plan. Improve the social media of the organization.
Set a special team for this. Ask for cooperation with the special departments of the
Municipality and the Region
Use a Community Enterprise Business Model Canvas and be ready to change the
organization and work on its scaling -up

5. Bulgarian Live Projects
a. Live Project 1 - Fundraising campaign for the "Give an Hour" initiative
The idea of a living project of Joanna Novachkov was inspired by the activities of Znanie Association. Observing the activities of the organization, Yoana decided
to implement a fundraising campaign for the "Give an Hour" initiative.
After getting acquainted with the idea and result 9 of the project Ellie. Yoana decided to work on scenario 7 - Addressing specific community-based needs /
Development of elements of the Community Enterprise Business Model Canvas (CEBMC) for community-based activities (e.g. not business-oriented).
The live project was developed as a "case study", and this is the motivation of Yoana Novachkova "I chose it because I decided that my live project should be
linked to an already existing volunteer initiative, which has proven to be very successful over the years, but mainly in terms of participants.
It is very important for such an initiative to exist and to be implemented for years that there are both resources and people who want to get involved as
volunteers.
It is for this reason that the plan you are about to see is precisely on the topic of how to raise funds and volunteers."
Name of the organisation
Znanie Association
Description of the areas for improvement /problem (s) to The project is linked to an existing initiative of the Society, which has been going on for many
be addressed by the live project
years.
It will be aimed at raising various funds for the purchase of equipment, donation of old
equipment to conduct training sessions aimed at forming and increasing the knowledge and
skills of older people to work with new technologies, donation of time, people to become
volunteers to the initiative.
Outcomes expected by the organisation as a result of the The expected results are the collection of enough equipment or funds to purchase new
live project implementation
equipment, and finding new volunteers who would like to become trainers.
Time frame of the live project
3 months
Community enterprise toolkit units used to develop the Module 1 - What funding do you need? How to get funding
solution
Module 1 - How to pitch your idea
Module 3 - Promotion and advertising

BMC/CEBMC elements used to develop the solution (if
applicable)

The description of the proposed solution

Module 2 - Motivation and how to motivate
Who are the people and groups you need to involve to achieve success?
What are the critical activities you need to perform?
What solution do you propose to a problem identified in the community?
Will you create any cooperatives with other community enterprises?
What are the primary sources of revenue (e.g., income, grants, donations, etc.) you will
generate to support your work?
What resources (human, financial, physical, or technological) do you have or will you need to
acquire or develop?
Which resources will be most important to achieving success?
Which customer needs are you meeting?
What communication, distribution and sales channels will you use to reach your target
customers?
How are they currently paying?
How would they prefer to pay?
A fundraiser will be done. There will be an event that will be advertised online, other society
and volunteers who have previously participated in Knowledge initiatives will be invited. The
person who the whole initiative came from will be invited as a keynote speaker to talk a bit
more about how this idea came about and how it was implemented.
People who have already gone through this training will also be invited to the event so they
can talk a little more about their experience, what they learned and how it helped them. This
will serve as a very good example of how one step of training can change a person's daily life
a little or a lot and will motivate people to help.
Of course, people who want to be participants in the training will be invited. They will be given
the opportunity to ask questions and tell because they wish to be trained.
Money will be collected both at the event and online for people who wish to contribute to the
cause but have not been able to attend.
A date and location will be set for those donating equipment to come and drop off their
donation.

For donating time, or more specifically to volunteer, they can sign up at any time for any
initiative.

b. Live Project 2 - Creation of a dining establishment in Bulgaria
This live project was created by Ivana Petriiski with mentor Velina Dragiyska.
The model they worked on is the creation of a dining establishment in Bulgaria. But the idea is a little different from the standard restaurant. Ivana Petriiski's
idea is to create a restaurant/bar where artists can present their art and make it an informal stage for them.
Since the business idea is new and the idea is to create from scratch, the team choose to work on scenario 1 - Development of the Business Model Canvas
(BMC) for a new business*.
Key Partners

Key Activities

Value Propositions

Customer Relationships

Customer Segments

Who are our Key Partners?
What Key Activities do our Value What value do we deliver to What type of relationship does For whom are we creating value?
Influential, local and internationally Propositions require?
the customer?
each of our
based Bulgarian art, fashion & Open kitchen, offering a fusion
Customer Segments expect us to General public, who are fond and
culturally renown and upcoming between French and Bulgarian Modern dining & drinking
establish
or are involved in the Art &
artists.
cuisine.
and maintain with them?
culture community, by creating a
Who are our key suppliers?
Quirky, relaxed yet elite social
social & networking space (better
Bulgarian food suppliers.
Modern dining areas, inspired by setting
High level of customer service name for space).
Local & international artists & elite London venues including
Who are our most important
fashion brands.
private dining rooms.
Art & performance visibility Trustworthy relationship to customers?
Which Key Resources are we
and recognition
include
confidentiality
and
acquiring from partners?
privacy
Regular clientele

Fresh local produce, which can Staging for live performance & Which one of our customer's
adapt to a French/Bulgarian fusion art.
problems are we
Industry influencers
menu.
helping to solve?
Which
ones
have
we
Paintings, sculptures & live music. Our Distribution Channels?
Accessibility, collaborations established?
Which Key Activities do partners Social media, reputation & word and an element of discovery
perform?
of mouth, website, local to a new audience.
Established key partner in
Exhibitions,
launches, advertising.
Fashion & art
entertainment,
What bundles of products and
Customer Relationships?
services are we
How are they integrated with the
Deliver a unique, and refined offering to each Customer rest of ourbusiness model?
experience incorporating the Segment?
best of food, drink, art & fashion
They’re the key to the business
in a luxury yet relaxed setting. Artists,
performers
& model.
designers – offering a space to
Revenue streams?
showcase their art and mingle How costly are they?
with a like minded society.
Food & beverage
General public – accessibility There is no cost involved due to
Private events
to view, purchase and mutually beneficial exposure.
Art & fashion commissions
experience
live
entertainment,
art
exhibitions,
designer Channels
Key Resources
garments and modern dining.
What Key Resources do our
Through which Channels do our
Which customer needs are we Customer Segments
Value Propositions require?
satisfying?
want to be reached?
Vibrant food and drink
offering.
Our Distribution Channels?
Private functions & viewings
Artists & their supporters

Theatrical dining experience. Booking platforms

Musicians & their supporters
Designers & their supporters

Cost Structure

Celebrating the best of Face-to-face communication
Bulgarian and French culture
through clever menu twists & How are we reaching them now?
service standards.
How
are
our
Channels
Customer Relationships?
integrated?
Social calendar of events.
Building a community of likeN/A
minded people that have a
genuine passion for food, drink
Which ones work best?
and the art & entertainment
N/A
industry.
Which ones are most costefficient?
Revenue Streams?
Face-to-face
How are we integrating them
Food & beverage
with customer routines?
Private events
Art & fashion commissions
By building a database of
followers
Revenue Streams

What are the most important costs inherent in our business model?
Rent
Infrastructure
Design & interior
Labour
Food & drink

For what value are our customers willing to pay?
Food & beverage
Entertainment
Events
For what do they currently pay?
N/A
How are they currently paying?

Which Key Resources are most expensive?

N/A

Infrastructure
Rent
Which Key Activities are most expensive?

How would they prefer to pay?
Cash & credit card

Day to day running of operations

How much does each Revenue Stream contribute to overall revenues?
70% Food & Beverage
30% entertainment & events

c. Live Project 3 - Rental and development of guest houses
The main concept of this common project is to create a common framework business model in the field of tourism and culture with the main objective of
recreation, education and development of the municipality of Haskovo or in particular the village of Susam or Mineralni bani.
The idea concerns the rental and development of guest houses in this region, with visitors benefiting first and foremost from its unique climate and its water
mineral resources, which have not been developed to date.
The programme targets several visitor segments in different seasons and periods:
- Group tourism, youth exchanges under various Erasmus programmes
- groups of foreigners (esoteric, cultural, archaeological, ornithological tourism
- Student internships
- Retreats on different themes
- Camps for teenagers
Since the business idea is new and the idea is to create from scratch, the team choose to work on scenario 1 - Development of the Business Model Canvas
(BMC) for a new business*.

Key Partners

Key Activities

Value Propositions

Customer Relationships

Customer Segments

Who are our Key Partners?
What Key Activities do our Value What value do we deliver to What type of relationship does For whom are we creating value?
involve the wider business Propositions require?
the customer?
each of our Customer Segments
community,
residents,service Recreation, leisure, education, The main value for the client expect us to establish and Who are our most important
users and other important development of various arts..
in this region is first of all the maintain with them?
customers?
organisations
(local,county
ecologically clean air in the
authority, university etc,who can Our Distribution Channels?
area, still devoid of pollution Which
ones
have
we
help develop the business
the schools themselves, NGOs, from factories and other established?
Who are our key suppliers?
community, various training and activities, which makes it
Bulgarian producers: food, drink, exchange opportunities for young extremely attractive.
furniture.
people, Instagram, Facebook, Next value is the food from How are they integrated with the
Which Key Resources are we "word of mouth".
local producers with a rest of ourbusiness model?
acquiring from partners?
Customer Relationships?
traditional character, as well
Fresh local produce, which can the aim is to create warm as offering vegan cuisine. Also
adapt to the needs
relationships with customers, the environment would be How costly are they?
Which Key Activities do partners relatives and visitors themselves to conducive to creating lasting .
perform?
create such at the place itself.
relationships between guests,
sharing experiences and
Revenue streams?
common values, giving birth
to new ideas and possibly
accommodations,
programs collaboration.
developed,
tours
in
the Nature in the Haskovo region
surrounding area, art activities, spa is still not very popular among
resources, ornithological tourism, Bulgarian and foreign tourists,
retreats, etc.
and it offers a unique diversity
in its flora and fauna and is a Channels
Key Resources
major factor worth spending

What Key Resources do our Value time on. In the surrounding Through which Channels do our
Propositions require?
area there is a rich variety of Customer Segments
financial and human resources
archaeological, cultural and want to be reached?
esoteric values that give the
Our Distribution Channels?
place an additional value. In Private functions & viewings
instagram, mail, Facebook, direct the houses and the centre
contact
with
schools
and itself, the main value is the Booking platforms
educational institutions, etc.
activities and activities that
will be carried out according Face-to-face communication
Customer Relationships?
to
the
groups
and
programmes, possibly using How are we reaching them now?
the spa resources that are How
are
our
Channels
Revenue Streams?
conducive to complete rest integrated?
would
come
from
the and recreation.
comprehensive programmes and Advantages of the Haskovo N/A
packages
that
are
being region:
developed,
including Unique
mineral
water, Which ones work best?
accommodation, food, on-site ecologically clean region, N/A
activities or limited organised depopulated villages (this is a Which ones are most costexcursions in the surrounding area. good opportunity to develop efficient?
The use of spa resources, as well as the region gradually and Face-to-face
the purchase of various handmade universally),
there
are How are we integrating them
items that could again support the opportunities for developing with customer routines?
local population...
various activities, it lies in the
The main revenue streams would Central South Bulgaria and By building a database of
come from organized retreats , the region has good transport followers
camps, groups, youth exchanges links, both internal and
on various programs combined border. In ancient times, an
with included tours in the region. ancient settlement developed

Ornithological
tourism
is into a craft centre, which can
developed in these parts of be developed today with all
Bulgaria, dealing with the other aspects of tourism.
observation of various rare birds. Which one of our customer's
This is a specific type of tourism problems are we helping to
that is taken up by highly valued solve?
and solvent tourists. Tours could The most important clients
be organized in specialized groups are those who are interested
from Bulgaria and abroad, in different experiences, open
including bird watching, which to
new
approaches,
would enrich the visitors, appreciating
everything
introduce them to the rare and mentioned in the above lines
unique species of this region and as resources and advantages
part of the continent, and this of the region, basically loving
would support the team business nature, old, history, culture,
and the local population.
crafts,
activities.
For
people,who are looking for
like-minded
people
in
unconventional places in a
different atmosphere and are
open
to
exchange
experiences,knowledge and
ideas. For the curious, who
together with us would love
to be direct and indirect
participants in the change of
the more deserted territories
of Bulgaria. For those,who
want to address the observer

and the contemplator in
themselves. For lovers of
homemade food and natural
relationships.

What bundles of products and
services are we offering to
each Customer Segment?

Which customer needs are we
satisfying?

Cost Structure

Revenue Streams

What are the most important costs inherent in our business model?
For what value are our customers willing to pay?
The most important costs are related to finding and renting or buying the houses
and if necessary (which is almost certain) renovating them. Furnishing or refurnishing, as much as possible, could be done by keeping old furniture and For what do they currently pay?
giving it a new lease of life. The next major expenses are utilities, company N/A
expenses of all kinds. Materials for the activities that would be developed there How are they currently paying?
as an example can be pointed to ceramics, russeting , weaving and others...
N/A
It is possible to optimize these costs to some extent , by using any natural
materials that can be incorporated to the processes.
How would they prefer to pay?

Cash & credit card
Which Key Resources are most expensive?
Which Key Activities are most expensive?
Day to day running of operations

How much does each Revenue Stream contribute to overall revenues?
70% Food & Beverage
30% entertainment & events

