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minimum viable strategy
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1Prototype (wireframing)

MVP (mini viable product)
3 PMF (product market fit)
4 Pivot (changement de strategle)
5 Scale (passage a léchelle)
6 POC (proof of concept)
7 GTM (Go to Market)

8 Démonstrateur, Pilot
9 Use case

(Business case, cas d'usage)
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