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KPI 1: 

Progress

1
Corporate 
Strategy

Vision,  
Mission and 
Goas

Relevance of 
Problem

Role in the 
Society

Customer 
Demand 20,00% 63,50%

2
Customer 
Segments

Customer 
Groups

Relevance for 
the Masses 15,00% 100,00%

3
Value 
Proposition The Offer

Information-
based 
Services

Products and 
Services 10,00% 87,20%

4
Customer 
Segments

Relationsship 
per Segment

Follower and 
Fans 7,00% 100,00%

5
Sales 
Channels

Sales 
Channels

Network 
Effects Sales Scaling 6,00% 58,30%

6
Key 
Resources

Key
Resources

De-
centralization Employees Governance 10,00% 72,00%

7
Key 
Activities

Key 
Activities

Automated 
and Scalable 
Processes

Market 
Launch 10,00% 79,00%

8
Key 
Partners

Partner and 
Supplier

Un-
conventional 
Partnerships

10,00% 69,50%

9
Cost 
Structure

Important 
Costs

Algorithms at 
the Core 5,00% 58.3%

10
Revenue 
Streams

Price for 
Value

Information-
based 
Services

Price 7,00% 58.3%

(a)
(b)
(c)

(a)
(b)
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               Dimension

     Phase

KPI 3 Results
Return on Investment (ROI)

KPI 2
Criteria for 

next Iteration

25 Customer Feedbacks
5 Pilot Customers (manual)

All phases successfully passed

Customer Succcess based on positive VOC and Net-Promotor-Score (NPS)


