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K € M EA ZUOTAOCEIC

NTPO ESEADMNTON MANATEIEP E

* MNMolol eijaoTE:

Evepya kai Mpwnv Avwrara AieuOuvrtika
2TEAEXN EmMXeIpROEWV,

MoV polipadovral KoIvda BiwHaTa Kol EUTTEIPIES
a1roe TNV MOAUXpPOVN OTAdI0OpOHIa TOUG OE
EAANnvVikEQG Kal NMoAueOvikéG EmYEIpROEIC Kal
OpyavioHoUg, Kal TTOU £X0UV TNV idia 1IcXupn
01a0eon EBGeAovTikng Mpoowopag Epyou oTnv
Kolvwvia.



1K € M EA ZUOTAOCEIC

NTPO ESEADMNTON MANATEIEP E

H AmmooTOAnN Hag:

«EOgAOVTIKN OECAUEVI] TEXVOYVWOIAG KOl EUTTEIRPIAG
OE€ UTTOOTHPI{N TNG VEAVIKNAG EMYXEIPNHATIKOTNTAS»

 O1 apxég pag:
Awpeav NMapoxn Ymnpeoiwv, ENMIOTEUTIKOTNTA,
AVTIKEIHEVIKOTNTA, Ala@avela, ATTOTEAECHATIKOTNTA,
EmmayyeApatikn AgsovroAoyia

 NMapoxn UTTNPECIWV:
Zepivapia, Projects, One-to-One Mentoring
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M A .
e !i mgm C Business Model Canvas

AvTIKEipEVO

H mmapouciaon mou akoAouBsti, pi1A0d0oEci va cag
EVvnHEpWOEl Yia TNV §€AIEN Tou marketing, Tnv Xprion
Kai1 Xpnoipornta rou Business Model Canvas , eveg
oUYXPOVOU EMIXEIPNHATIKOU EPpYAAEioU Yia OTTOIAONTTIOTE
EmMYEipnon, MoV €101Ka oTnVv MepinTwon Twyv startups,
HEYIOTOTIOIEI TNV SuvaroTnTa kai méavernra
HETATPOTING TNG EMXEIPNHATIKNG 10€ag o€ BiIWoINN
EmMXEipnon.

To BMC civar emivéonon Tou Alexander Osterwalder, kai

gival amé TiI¢ EAAXIOTES TIEPIMTWOEIC TTIOU éva Eupwnaiko
eEmYeipnuAaTiKO epyaAcio karakrda 1i¢ HIMA.
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[I']L:,'fmcm Egm Business Model Canvas

O Opiopo6g p1ag Startup

Mia startup gival évag mpoowpivog opyavioHog o
OTI0i0g OXNHATI(ETAI TIPOKEINEVOU VA avalnTnoEl

Eva BIwoIHOo, EMAVAAAGHBAVOHEVO KAl EMEKTAGIHNO
Business Model.
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TS E AT IR IAAIATIE ENAR SRS Business Model Canvas

80 0/ O of Apps are only used once

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

{ennirra* Tarh Crinchl




Wik € MEA Why 9 Ot_lt of 10 s_tartups fail,
KENTPO ESEAONTON MANATZER EAAAADE (accordlng to thell' founders)

Top 20 Reasons Startups Fail

Based on an Analysis of 101 Startup Post-Mortems
No Market Need

3
~
”

Ran Out of Cash

§

Not the Right Team

ﬁ |
»~
-
*

Get Outcompeted
Pricing/Cost Issucs

Poor Product

~4
»
L

Need/Lack Business Model
Poor Marketing

Ignore Customers

Product Mis-Timed

Lose Focus

-,
”

Disharmony on Team/Investors 13%

o
2

Pivot gone bad
Lack Passion

Bad Locauon

4

(e 1]
r
.

No Financing/investor Interest

fo ]
»
L

Legal Challenges
Don't Use Network/Advisors

Bum Ouwt

@x»
»

4
»
‘

: %

2/2/2017 Failure to Pivot
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w 51 Miica Busi Model C
r-{E-NTF‘D ESEADMTON MAMATIEP EAAALDE us I ness Ode a nvas

O1 ouvnOeig Arrieg EmTuyxiag n pun piag Start-up

- Aev urmpxe Avaykn tng Ayopdag (No Market Need)
 EAAsaiyn KepaAaiwv (Run out of Cash)

« Mn Zwotl Opada (Not the Right Team)

- ZEmepaoTnkav amdé rov Avraywviouo (Get Overcompleted)
- Oépara Ec6BwV/EE68wyv (Pricing/Cost Issues)

 ®Tw)o6 MNMpoidv (Poor Product)

+ Avaykn/NMapaAnyn evég Emyeipnparikod MovréAou
(Need/Lack of Business Model)

+ @PTw)6 (Poor) Marketing
- MapaBAewn NeAarwv(ignore Customers)
 Mn NpoonAwon/AnwAsia Eoriaong (Lost Focus)

10



1? 1< € M EA .
P-{E-;‘HTI'D ESEADMTON MAMATIEP EAAALDE Bus.ness MOdeI canvas

O€AeTe va eAXICTOTIOINOCETE TIC MIOAVOTNTES Va
gioTe pia amo 1i¢ “9 omig 10” ?

Av val, TOTE KATAVONOTE KUl XPNOCIHOTIOIEIOTE
owoTa To Business Model Canvas.

2/2/2017 11



ke M e H E§éAiEn Tou Marketing

KENTPO ESEAQNTON MAMATIEP EAAANDE

NMpooéyyion Mpooéyyion NMpooéyyion
Mpoiévrog Ayopag MeAarn

T €XE&IG yIa Ti1 {nTase1 n T {nTas! o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NMAHPO®OPIAZ /| MEIQZH KOZTOYZ >




& - - Ané Ta 4P Tou Marketing Mix
I'mlﬁmcmM Eﬂé oTo Business Model Canvas

AnAadp....

Ano 1o «MmopEiTE va SIAAESETE OTIOI0 XpWHA OEAETE, APKEI va gival

-«MOaUpOo» TOU Henry Ford, oTnv emAoyn Kal ayopd auTOKIVIITOU, AKOMN
Kal pEow ebay Motors!!!

wiowors ¢

1925 Ford Model T Best car buying apps

2/2/2017 13



ik € M EA H E§¢AiEn Tou Marketing

KENTPO ESEAQNTON MAMATIEP EAAANDE

Kai emmiong....

An6 116 2 emAoy£g yia 6Aoug Tou 1917 amé Tnv Converse (T1 £XE16 yia
MwWANon), ornv €mAoyn TnG ayopdg amo diapopa €idn kKal HapkKeg (T1 {nTasci
n ayopd), oTo MPOCWITIKO MRVUHA TToUu Ba NOeAe o meEAGTNG OTA TTATIOUTOIA
TOU (T1 {NTAEI O TMEAATNG).

All Star o€ ka@é kal Aeukd (No skid )  Aldpopeg papkeg ABANTIKWVY MpoowTTIKG uAvupa, oudda, Hashtag KATT

2/2/2017 14


http://4.kicksonfire.net/wp-content/uploads/2015/10/NIKEiD.jpg?feae65

l: cll=l = Ané Ta 4P Tou Marketing Mix oTo
KENTPO ESEAONTON MANATZEP EAAAAOE Business Model canvas

Marketing xoau Marketing Mix

Agv NTav TUXaio Mwg oTa 4 CTOIXEIa TOU HEIYyHATOG
marketing dev nepiAapfaverar o meAarng.

2/2/2017 15



i< € M EA

KENTPO EREADNTOM MAMATIEF EAAAADE

Ané Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Amné 1o Product oro Customer Life Cycle

Me Tnv €§€Ai1IEn Twv umoAoyioTwyv, To Database Marketing, ka1 To CRM
(Customer Relationship Marketing), To Customer Life Cycle
«umrokatéoTnoe» 1o Product Life Cycle, evw pE Thv digiocduon Twv
TTPOCWITIKWYV UTTOAoYIoTWYV Kal Tou Internet, edpaiwOnke ora TéAn TnG
oekacTiag Tov ‘90, n €e18ikeuon Tou Interactive Marketing. H cuvéxsia

gival yvwoTtn HE ThV éKkpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kAm.

Mnyn: OgilvyOne

Kevo Mvwong

O Kvkrog Zmng tov ITehd

Kevo MpoogAkuong

A:‘E’An;:.f&g Kevo ATTOKTNONG

ESutrnpérnon
MeAdrn

Kevo Alarnpho

16



19 1< '€ M IEA Ané Ta 4P Tou Marketing Mix oto
T EOEACH IO MANATIES PAASET Business Model Canvas

Ta 3 €idn oneiwyv emMa@nNg HE TTEAATEG

Paid:

Mapadooiakd Kal Yn@PIaKa S1a@nUIcTIKA KUPIwWG

HEoa, OrTwg TV spots, PPC Ads, Posters KArm.

Owned:

EAeyxopeva mAnpo@oplaka kKupiwg peoa omwg Web Page,
Blogs, Apps, Facebook page kAm.

Earned:

Mn eAeyXOHEVA KOIVWVIKA HETA OTTWG Re-tweets,

Facebook, word-of-mouth kAm.

2/2/2017 17



i< € M EA Anté Ta 4P Tou Marketing Mix oTo
s Business Model Canvas

Customer
Journey/Life Before Purchase After Purchase
Cycle

Mapping

| Touch Points |_Awareness | Evaluation | _Purchase | __Usage | _Loyalty

Website

E-Shop
Face to Face
In-Store
Call Center
Facebook
Reviews
Web Forums
Email
Post

Print/TV kAm.

2/2/2017



[ - g
I'mlfmcmM E,.(:;f:f Business Model Canvas

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadsiypya ayopag piag YWnorapiag Yypaepiouv.

2/2/2017 19



i< € M EA Anté Ta 4P Tou Marketing Mix oTo

S i Business Model Canvas
Customer
Journey/Life Cycle Before Purchase After Purchase
Mapping
Touch points | Awareness | bvaluation | Purchase | Usage | Lovaly
LeRoy Merlin, Installation Video
Website Praktiker, Media By Broil King
Markt KATt.
. Salonica e-shop, Broil King Salonica e-shop
~hop AaAAa shops €181KN Mpoodopa
. c ®itog MaparaBri/
ace to Face Chalandri Shop JuvapuoAoynon
. LeRoi Merlin,Media
n-store Markt, Chalandri
Call Center EvtoAn/Ayopa
Facebook
Amazon, Various Skroutz/Tiég,
Reviews Brands afloAoynon

Web Forums

Email Euxaplotripto email Juvtayeg/ tips.
Post AmooctoAn/Courrier

Print/TV kAm.



& - - Anoé ra 4P Tou Marketing Mix
I'mlgmcmM Eﬁ oTo Business Model Canvas

From 4 P’s To SAVE

Product » a Solution
‘ — :
Place » - Access

Price »

# - lEducaﬁonl ‘
Promotio
ain " - JEmngagement

Y4 Value

_LEE

E181ka orov Topéa B2C n €§icwon NwARocswyv 1mou givai

(Sales = Performance + Emotion/Price),

ATTAITEI SINPOPETIKN EHEPAON TIPOS TNV AOYIKN Kdl TO
ouvaioOnua Tou MeEAATN, TTOU AVTIOTOIXA ATTAITOUV SIN@OPETIKO
EMKOIVWVIOKO HiyHO EKTIAISEUONG KAl CUVAITONHATIKAG

eummAokng (Engagement), kari mou mpootéOnke oro SAVE.
2/2/2017 21



Qi< € M CA Amé Ta 4P Tou Marketing Mix
*!rﬂmwmw MANATZEP EAAALOS oTo Business Model Canvas

AvTi yia To Tpoiov (product), eoTiaocre ornv Auon (Solution)

MpoodiopicTE TV TPOCPOPA OE OXEON HE KOAUTITOHEVEG
avayKeG/AUOCEIG, OXI 1810TNTEG, AEITOUPYIES KAl TEXVIKA
XOPAKTNPICTIKA.

EYPQMAIKH

fHZTigﬁthB' %Qiil
.

2/2/2017 22



21K € M EA A6 Ta 4P Tou Marketing Mix
KENTPO EGEAONTON MANATZEP EAAAAOT oOTO Business Model canvas

AvrTi yia Tnv diavoun (place), eornidore ornv NpoéoBaon (Access)

AnpIoUPYNOTE £€va OAOKANPWHEVO CUCTNHA ETAIPIKNG TTAPOUCTIAS OTA
KavaAia, HE BAon To OUVOAIKO «ayopaoTIKO Taeidi» Tou meAdarn, avri
VA OWOETE EPHPAOCT CE HEHOVWHEVA ONUEIa Siavopung Kal KavaAia
EMKOIVWVIiaG.

2/2/2017 23



& - - Amé Ta 4P Tou Marketing Mix
l'mlgmcmM EAQ ot1o Business Model Canvas

AvrTi yia Tnv Tign (price), eoTiacTe ornv ASia (Value)

AvapepOciTte OTAO OQPEAN TOU TIPOIOVTOG/UTINPECIAS TAG OE OXEON HE
TNV TIHN TOU XWPEIC va OWOETE €Euaocn oTnv TIHN TOU, OE CUVAPTNON HE
TO KOOTOG TMAPAYWYNGS, TTEPIOWPIa KEPOOUG, 1| TIHES AVTAYWVICHOU.

Ecwteptkn

TopopUNCN

:2: inner drive

2/2/2017 24



&1 € M EA Ané Ta 4P Tou Marketing Mix
I'mmmcm Egmr oto Business Model Canvas

AvTi yia Tnv mpowOnon (promotion), goriaore ornv EKmaidsuon
(Education) ka1 Tnv gpmAoki (engagement) Tou KaravaAwTh

MapEXETE MANPOPOPNON OXETIKI HE O1AQPOPOTTOINHEVES AVAYKESG OE
KGOe onueio Tou «kUkKAou {wng» Tou meAdarn, avri va BacifeoTe
anmokA&€i1oTikKa og Aianuion/PR/MpowOnon.

, Ty
iy,

")Jul‘J\)J

virginatlantic 2

2/2/2017 25



&< € M EA Ané Ta 4P Tou Marketing Mix oto
T EOEACH IO MANATIES PAASET Business Model Canvas

H €¢€AIEN TOU S1aAOYOU HE TOUG TTEAAGTEG

210 mapadooiako Marketing Mix Twv 4P,

APKOUOE OUXVA N eo0Tiaon o€ Eva Baocikoe 6@eAog, TO
USP (Unique Selling Proposition), n diapnuion anoé 1-2
Baoika péoa, Kal icwg KAl N TTAPOXN KATTOIoU
TTPOWONTIKOU KIVATPOU, TIPOKEIHEVOU VA EMITUXOUHME
TMWANOCEIG.

To marketing nTav £€vag EMKOIVWVIOKOS HOVOOPOHOG.
2€ avTtiOegon pe To mapeAOo6v, n cuyxpovn
EMYEIPNHATIKOTNTA ATTAITEI S100PACTIKE, SIATIPOCWITIKN

KOl SNUIOUPYIKN EMKOIVWVIA HE TOUG TIEAATEG, TIAVTA ME
TOUG OPOUG EUTTAOKNG TOU TTEAATN).



19 1< '€ M IEA Ané Ta 4P Tou Marketing Mix oto
T EOEACH IO MANATIES PAASET Business Model Canvas

H eqpapuoyn TnG meEAATOKEVTPIKNG TIPOCEYYIONG

Onwg 0a doupe oTnv cuvéxela, To Business Model
Canvas HOG KUTTOXPEWVEI» VA EPAPHOOCOUHE AUTH ThV
MEAATOKEVTPIKE ONITIKN 0TO0 EmM)eipnuariko MovrtéAo
HOG, KAl VA TNV AITOTUTTWOOUHE OE HIa OEAida.

Agv gival TUXaio TWG AVOAUOUHE TRV ayopa
Xpnoigomoiwvrag Ta 4P, Kal TNV KATOKTOUHE HE TO
SAVE.

2/2/2017 27



LY 1K € M €A

[}
KENTPO EREADNTOM MAMATIEF EAAAADE B us I n ess M Od e I ca nvas

Value Proposition Canvas

NMPOION

Nvwppicpara/XapakTnpioTIKa
(Twg AsiToupyei)

O@éAn/MAcsovekmipara
(1 mpoo@EpEl KAAUTEPQ)

Epmneipia
(ouvaioOnua)

2/2/2017

NEAATEZ
EmOupieg

(ouvaiocOnua)

Avaykeg

(mou xaAunrovral i} 0a kaAugpBouv)

Meiwon KéoToug
(SuokoAia aAAayng ouvnOeiag)

Ymokaraorara
(HEXPp! TWpa (oUoE XwWpPig TO TIPOIOV Tag)

28
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I'mlfmcmM EEM/:,‘ Business Model Canvas

Opiopuog EmysipnuarikoV MovréAou

Eva emyeipnUariké HovTéAo TIEPIYPAPE! TOV TPOTTIO HE TOV OMMOIO €vag
opyaviouog dnpioupyei, mpoo@épel alia ka1 apeiferal.

TO EMXEIPNHATIKO HOVTEAO HIAG EMXEIPNONG Eival N ATIEIKOVION TNG
EMXEIpNHATIKIG AOYIKNG KAl OTPATNYIKAS TNG. TO MA€oV SNHO@IAEG
epyaAcio repiypa@nig Tou, givalr o Kappag mmou emvonoe o Alexander
Osterwalder. Mepi1ypa@el To 11 MPOCTPEPEI N EMXEIPNON OTOUS MEAATES TN,
WG TOUG TTIPOOEeYYilel kai Snuioupyei oxéoeig pali TOug, HECW TIOIWV
MopwWV, SPACTNPIOTATWYV KUl CUVERPYATIWV EMYXEIPEi, Kal TEAOS TTWG
Kepdilel xpRuara. 29



1< € M GA

KENTPO EREADNTOM MAMATIEF EAAAADE

Business Model Canvas

KEY PARTNERS

Who are our key partners?

Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

COST STRUCTURE

What are the most important costs inherent to our business madel?

KEY ACTIVITIES
What key activities do cur
value propositions require?
Our distributicn channels?
Customer relationships?
Revenue streams?

KEY RESOURCES

What key resources do gur
value propositions require?

Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
CUSTORMEr?

Which one of our customers”
problems are we helping to
solve?

what bundles of products and
services are we offering to each
segment?

Which customer needs are we
satisfying?

What is the minimum viable
praduct?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

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

How costly are they?

CHANNELS

Through which channels do our
customer segments want ta be
reached?

How do other companies reach
them now?

Which anes work best?

Which anes are maost
cost-efficient?

How are we integrating them
with customer routines?

REVENUE STREAMS

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our mast
important customers?

What are the customer
archetypes?

For what value are gur customers really willing to pay?

Which key resources are most expensive?
Which key activities are maost expensive?

For what da they currently pay?
What is the revenue madel?
What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur 30
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KENTPO EREADNTOM MAMATIEF EAAAADE

Key Partners

8.0 KUpPLOTEPOL

OUVEPYATEG Kol
TPOUNOEUTEG pag

Business Model Canvas
Baoiko mEPIEXOHEVO TWV 9 EVOTATWV

Key Activities

6.0 KUPLEG
SpaoTnPLOTNTEG IOV
ekteAel n emyeipnon

T(POKELUEVOU VL
edpappoceL 10
ETUYELPNHATIKO
povtéAo tng.

Key Resources

7.0 KupLoteEPOL UAKOL

Kot QUAOL TTOPOL GTOUG
onoiou¢ Bacl{Opacte
yla th A€ttoupyia Tou
ETUYELPNHOLTLKOU
povtélou pag

Value Proposition

20 ouvouaoNOG
npoidviwv /
UTtNPECLWV TIOU
TLPOTEIVOUE,
T(POKELUEVOU VL
LKOLVOTIOL{GOUHE TLG
AOYIKEG 1} KOt
OUVOLLOONUATIKES
avaykeg KAOe opadag
TLEAQLTWV HOG

Customer
Relationship

41 €idog Twv
OXEOCEWV MOV
KaAALeEpyOUUE HE KAOE
pio oo TG opadeg
TWV TTEAQTWV MG,
avdAoya HE To oTadLo
ToU KUKAOU Twrjg TOUG.

Customer
Segments

1. o OMAaSEG
TLEAQTWV HLOLG KO TAL
Swadopomnoia
XOLPOKTNPLOTLKA TOUG

Channels

3 Ta kavéla pHéoa

arnd ta onoia
TPOCEYYI{OUHE TOUG
TLEAQLTEG MO,
ETUKOWVWVOUHE podi
Toug, TPOoWOOUHE Kall
TOUG «TIWAOUE» TV

vn Adia

(Anpoypadrka,
Wuyxoypadika,
HAwLoKA KATR.)

Cost Structure

9 1a KUPLOTEPA KOOTH TIOU QUIALLTOUVTOLL YL
TNV EMUXELPNHATIKY) TIPOOTIABELA pog

Revenue Streams

gruyeipnong

5.0 pOEG £008WV, EEXWPLOTA VLo KAOE THARQ
REAQTOV PO, yia KAOe «aflakn mpdtracn» Tng
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KENTPQEREADNTOM MAMNATIEF EAAAADE

_Busitiess Mlodet-€anvas (Mepypadn)

/Erﬁtr']caq ouuni\ﬁpwcnquorﬁtwv

)fa‘ﬁje Proposition

Key Partners Key Activitie
@ Moteg kKAJoPLOTIKES
m ECWTEPLKEG ETALPLKE Tt afia napéyouvue o
o Motot givat oL KUptot Slepyaoies anautei: Kd9€ neAatelakn
ouvepydrec pac? ..n mpotewouevn adia? |\ ouada?
|.|J . Ta Kan/\’la Moo rtp6BAnua/ra
Motot givat ot kuptot EMIKOLVWVLOG Kol ade neAatelakng
\ NPOUNTEUTES uag? Siavoprig? buadac Bondaue va
i .. OL poég E006wWV udei?
U Mota onuavtikda uéca 't 5éoueg mpoidvrwy
| aroxtape ané Key Resource kat/n unnpeotwv
w OUVEPYATEG pag? MotoU¢ kUpLOUG TIPOOYEPOUUE OE KATe
% ’ népouc/ péoa anaures; ne/\aretafﬁ oyo’t{)'a?
~w 16701:-:;' KUpl'E(,‘ .. H npotewéuevn aéia) lMoteg avay’Kec K¢’119€
PAOTNPLOTNTES .. Tal KavdAta neAarelaknc ouadog
EKTEAOUV GUVEPYATES eMKOWVWVIac Kot OlVOTTOLOUUE?
uog? Stavouric? givat to
.. N meAartelaKE
OXEoelg?

Q4-p08c006WV?

Cos Structure

Mota eival ta mAéov onuavtikd K6otn tou business
model uag?

Mota anod ta anattovueva péoa ivat ta mAéov
édanavnpa?

Moleg aro TI¢ AMAUTOUUEVES ECWTEPLKEG SLEpyaoic
glval ol mAéov danavnpéc ?

Customer
Relationship

Nwg Staxeiptlopaote tnv
TIPOCEYYLON, AMOKTNON
géunnpétnon, avénon kat
MOTOTNTA TWV MEAXTWV?
Nwg Stacuvdéovral ue ta
Aounta ototyeia Tou
business model?

Mooo éanavnpa eivat?

evenue Streams

lNa owa napeyousvn aéia oL teAarsg d€xovral v.
nAnpwoovuv?
Tt ayopadouv kat Ti/nw¢ TAnpwvouv ociuspa?
Nw¢ da npotipuovoav va nAnpwoouv?
Nwc¢ ta emipépoug écoda cuuBaAiouvv ota

oUVOoALIKa Egoba?

Channels

Méow nowwv kavailwv
emdupouv ol eAATEG pHag
va ToUG mpooeyyioovue?
Nwc¢ Toug mpooeyyifouv
dAAsc eTapeisg?

Mota kavalia ivat o
anodotikd? Me tL K6oTOG?
Nwg¢ ouvééovral ue Tig
ouvnyIeieg Twv neAatwv?

Customer
Segments

la rroieg
TEAQTELAKEC OUAOES
énuioupyouue aéia?
Moot givat ot mio
oNUAvVTIKOL pag
neAdreg?

Nwg
élapoponotovvral
énuoypa@ika Ko
Yuyxoypapika?

DQODT - DI3
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Business Model Canvas

Aiya Adéyia yia Tnv épguva MVP (Minimum Viable Product)

H Texvikn Tng €épeuvag MVP efapraral amd 1o €idog Tou IIPoiovTog
N UTINpEciag yia Tnv onoia Sigpeuvoupe ocuviOwg TV mBaviy
amxnon, amodoxn kKai mpé0eon ayopds wg AUon o€ Kamoio
KaravaAwTiké mpoBAnpa (product/market fit) , ko Tnv
SuvaréTnTra KaravonTng mapouciaong Tng AUong o€ Hop®@n
nmpwToTUTIOU, explainer video, concept board, landing page KArm.

Two-wheeled, self-balancing, battery-powered

&
4¢ Dropbox
Tweet more consistently with S buffer

? 1} Choome times 10 tweet.
Q’Dq‘ S (2 Joshhdanbent
ILilgo © o

{-'q“ﬂ?\\}»—‘\

La‘)) 8‘1
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«To Business Model Canvas, dev civalr annAwg éva akoun
EPYUAEIO EMYEIPNHATIKOTNTAG.... Eival KaTI TTOAU
HEYAAUTEPO... MNa kabe €idog emyeipnong».

« Eival o mupnpvag kai n Kivnripia Suvaun rou Emysipnuarikou
2 Xediov.

« Eival éva «utrevOUHIOTIKO» EPYAAEIO TTOU HAG UTTIOXPEWVEI VA
OKENMTOHAOCTE MEAATOKEVTPIKA, CUOTNHIKA KAl SnHIOUpYIKA.

« Eival o ouvOETIKOG Kpikog§ HETASU TTAPASOCIAKOU Kal WNPIaKoU
HAPKETIVYK.

« Eival epyaAgio «8310p0wong» TG EMYXEIPNHATIKNG KATEVOUVONG
HE EPEUVNTIKES TEXVIKES OTTWS TO MVP (Minimum Viable
Product).

- Mag xa@odnyei oTnv amorinmwon, afioAdéynon kai BeAtiwon Tou
EmyeipnuarikoV MovréAou pag.
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KENTPO ESEAQNTON MAMATIEP EAAANDE

To Business Model Canvas TnGg

Top Melibee

Virtual Business Plan www.kemel.gr.
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W<€ MEA Byusiness Model Canvas & EAAnviké MéAr

2TO Mapadsiypa 0a avapepOoUpe, 0TO MWG MIPOOCEYYI(ETAI HIA
@UAIVOHEVIKA KOPETHEVN ayopd HE MPOBANHATIKA XAPAKTNPIOTIKA OTTWG:

« 23000 MeAicookopoug pe 14000 Tovoug mapaywyn,

«  Eicaywyég xapnAng moioTnrag Kai kooroug amd EE (BAéme... BouAyapia),

- EAayiorn Siapnpion amdé ta peyaAa brands,

* MpowONTIKEG TIPOCPOPES KAl HAXN TIHWYV oTa papia (ammé 6-18 E/kg),

* TMwAnoeig oxedov mavrou (Z/M, pavapBika, Aaikég, BiroAoyika, e-shops
KATT.)

« ESaywyég Kupiwg XUHA TTOIOTIKOU HEAIOU yia avaliin

« Xwpic KAAdIK S1a@NMION KOl EMICTNHHOVIKNA UTTOOTHPISN

2Tn ouveEXEla Oa SoUpE MwG UTTopPEi va diapopormmoindei oTnv ayopda Hia
HIKPN OIKOYEVEIOKN EMXEIPNON, XPNOIHOTTOIWVTAG TNV TMEAATOKEVTPIKN
Aoyikn Tou govTréAou SAVE, 6Tw¢ auTi AITOTUTTWVETAI OTNV TTIEPIOXH TOU
Business Model Canvas mmou apopda oro Marketing.



W IK '€ MCA Bysiness Model Canvas & EAAnviké MéAs

H di1adikacia gival amAf apKeEi KATIOI06 va OKEPOei SnUIoupyIKa Kai va
EQPAPHOOTEI TV ESiCWON TWV MWANCEWV
Sale = Performance + Emotion/Price,

KOl TV KOUVTAY» THG ATTOTEAECHATIKNG EMIKOIVWVIOG TTOU EVUTTAPXEI
oto pyovréAdo SAVE ( Solution, Access, Value, Engagement ) ka1 givai:

 Know your prime prospect
 Know your Prime Prospects problems
- Position your brand as a solution to a problem
- Communicate effectively
(nnyn: BBDO Discipline)

To Business Model Canvas ka@odnyei Tov emysipnuaria
CUTTOXPEWTIKA» va dKOAOUONOoEl TNV MEAATOKEVTPIKN AUTH TTIPOCEYYION,
HE TIG 4 evoTnTEG TOU Value Proposition, Customer Segments, Customer
Relationships ka1 Channels, émmou Ta 4P (Product, Place, Price,
Promotion) peraocxnuarifovrai o€ ...4IN (MeAareg, Mporeivopevn alia,
NMpoéocPaon, NeAareiakég oXETEIS).
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& i & W CR Business Model Canvas
KENTPO EGEAONTON MANATZER EANAROE ETalpla napavwvf‘s Kdl Alavopf‘s Mdlo"’

Key Partners Key Activities Value Proposition | Customer Customer

Relationship Seaments
KatavoAwtég peAol &
ouvadwv NPoIOVIwWV:
1. NeAarteg
ETUAEYHEVWV
ZEVOSOXELOKWV.
Movadwv.

2. Kdaroikol
Kev R . AVATOAIKWV
ey Resources Channels MpoaoTiwv.

3. Néa Jeuydpia,
TTEANGTEG ETAIPEIWV
UTTNPECIWV
yAaupou/BaTTiong .

4. E-Shoppers
TTapadooiakwy
TPOPiHWYV

Cost Structure Revenue Streams
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Business Model Canvas

NMpoo@epopuevn Atia
NewTEPIOHOG - Emdoosig - NMpoocapuoyn
Tiun - Design - Brand / Status
Meiwon Kéotoug - Meiwon Piokou - HMpoéoBaon
 EukoAia

2/2/2017

EuxpnoTia
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KENTPO EREADNTOM MAMATIEF EAAAADE

Key Partners

Business Model Canvas

ErTaipia Mapaywyn¢ kai Aiavoung MeAiou

Key Activities

Key Resources

Value Proposition

AEEXOLOTEG OTIYHEG YLaL
neAdteg Zevodoxeiwv
Ko {evyadpio Tou
navtpevovTal i
Bamtilouv.

Movadiki To16TnTA
Kol yeuon o€
«TTPOCWTTIKA»
OUOKEUOOId.

AtréAauon Kal
EUEPYETIKNA dpaon
OTOV OPYQVICUO.

"EpXETaI EKEi TTOU
Bpiokeoal avéoda.

Customer
Relationship

Customer
Segments

KoatavaAwtég peltov &
ouvadwv NPoIoVIwWV:
1. NeAareg
ETUAEYUEVWV
Z€VOSOXELOKWV.
Movadwv.

2. Kartoikol
AvVATOAIKWV

Channels

MNpoaocTiwv.

3. Néa euydpia,
TENATEG ETAIPEIWV
UTTNPECIWV
yaupou/BaTTiong .

Cost Structure

Revenue Streams

4. E-Shoppers
TTapadooiakwV

TPOQipWV
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Key Partners

Business Model Canvas

Key Activities

Key Resources

Value Proposition

AEEXOLOTEG OTIYHEG YLaL
neAdteg Zevodoxeiwv
Ko {evyadpio Tou
navtpevovTal i
Bamtilouv.

Movadikn To1oTNTA
Kal yeuon o€
«TTPOCWTTIKA»
OUOKEUOOTia.

AtmréAauon kai
EUEPYETIKNA dpaon
OTOV OPYQVIGUO.

"EpXETaI EKEi TTOU
Bpiokeoal avégoda.

Customer
Relationship

ErTaipia Mapaywyn¢ kai Aiavoung MeAiou

Customer
Segments
KoatavaAwtég peltov &
ouvadwv NPoIoVIwWV:
1. NeAareg
ETUAEYUEVWV
Z€VOSOXELOKWV.
Movadwv.

2. Kartoikol
AvVATOAIKWV

Channels

Telesales, Mobile
Marketing, email,
newsletters, Social
Media, Home delivery.
QR Code e-shopping.
Web Marketing.

MpoaoTiwv.

3. Néa euydpia,
TEAAGTEG ETAIPEIWV
UTTNPECIWV
yaupou/BaTTiong .

4. E-Shoppers
TTapadooiakwV

TPOPiHWV

Cost Structure

Revenue Streams
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Business Model Canvas

ErTaipia Mapaywyn¢ kai Aiavoung MeAiou

Key Partners Key Activities

Key Resources

Value Proposition

AEEXOLOTEG OTIYHEG YLaL
neAdteg Zevodoxeiwv
Ko {evyadpio Tou
navtpevovTal i
Bamtilouv.

Movadiki To16TnTA
Kol yeuon o€
«TTPOCWTTIKA»
OUOKEUOOId.

AtréAauon Kal
EUEPYETIKNA dpaon
OTOV OPYQVICUO.

"EpXETaI EKEi TTOU
Bpiokeoal avéoda.

Customer
Relationship

Texvikég CRM otn Bdon

Customer
Segments

KoatavaAwtég peltov &
ouvadwv NPoIoVIwWV:

kUKAoL Twiig Twv 1. MNeldteg
TEAQTWV. o : ET[I.AEVHéV(I)V
Npoowrukn £EUnNpe- ZeVOSOXELAKWV.
non péow Movadwv.
Telemarketing

& Internet. 2. Kartoikol
Mail/e-mail marketing AVOTOAIKWV
Channels MpoaoTiwv.

Telesales, Mobile
Marketing, email,
newsletters, Social
Media, Home delivery.
QR Code e-shopping.
Web Marketing.

3. Néa euydpia,
TENATEG ETAIPEIWV
UTTNPECIWV
yaupou/BaTTiong .

Cost Structure

Revenue Streams

4. E-Shoppers
TTapadooiakwV

TPOQipWV
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Business Model Canvas
ErTaipia Mapaywyng¢ kai Aiavoung MeAioU

Key Partners Key Activities

Key Resources

Value Proposition

ASEXAOTEG OTIYUEG YLl
neAdteg Zevodoxeiwv
kot {Evyapla Itov
navtpevovTal i
Bamtilouv.

Movadikn TTo1éTnTa
Kol yeuon o€
«TTPOCWTTIKA»
OUOKEUOOTia.

AtroAauon Kal
EUEPYETIKN dpdon
OTOV OPYQVIGUO.

"EpXETaI EKEi TTOU
Bpiokeoal avé§oda. |

Customer Customer
Relationship Segments
) . KatavaAwtég peAtov &

Texvikég CRM ot Baon | y,yadiv npoidviwy:
KUKAOU {wNG TwWV 1. MNeldteg
TEAQLTWV. » ’ EMAEYHEVWV
Npoowrukn £EUnNpe- ZEVOSOXELOKWV.
tnon péow Movdadwv.
Telemarketing

& Internet. 2. Kdaroikol
Mail/e-mail marketing AVATOAIKWOV
Channels MpoaoTiwv.

Telesales, Mobile
Marketing, email,
newsletters, Social
Media, Home delivery.
QR Code e-shopping.
Web Marketing.

3. Néa Jeuyapia,
TENATEG ETAIPEIWV
UTTNPECIWV
yauou/BAaTmTiong .

4. E-Shoppers
TTapadooiakwV

TPOQiNWV

Cost Structure

Mayia oroixeia, £é§0da Asitoupyiag Kai
marketing, pic@oi/apoifég, avaAwoipa
UAIKA TTapaywyng, ouvripnon,
aoc@daAion, Aoirég datrdveg

Revenue Streams

Ecoda nwArnoswv peAtol Kat Aowtnwv npoioviwv (Baoc.

TLOATOG, yUpn KAT.

‘Ecoda ano nibavn eENEKTOON O CUOKELAGLA

MPOIOVIWV AAAWV TTAPOYWYWV.
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To Business Model Canvas Tng NIKE

The drive to push ourselves beyond our limits.

JUST DO IT.

"
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Key Partners
Apple
Converse
Hurley
UEFA, FIFA, NBA,
FIBA, NFL
Footlocker,

Dick’s, Sports Direct
Macy’s
Wieden+Kennedy,
Mindshare

Xopnyieg opddwyv Kai
aBAnTwv (Barcelona,
Ronaldo, Lebron
James, Tiger Woods,
KATT.)

Franchisees,
Worldwide Factories,
Importers,
Distributors
Wholesalers.

Nike Business Model Canvas

Key Activities
‘Epeuva, oxedlaouog,
Tapaywyn, mpowénon,
UTTOSNUATWY, POUXWV
Kal aggooudp.

Supply chain logistics,
Marketing on/off line,
Alaxeipion xopnyiwv
events, brand support,
In house use of tech
power, big data kai
social media, Recycling
Nike Foundation

Key Resources

Aovapn Tou Nike brand
TadTiON pE TTOIOTNTA
Xopnyikn egtreIpia

R&D expertise, Hi tech,
innovation
MeAaTokevrpiké DNA kai
culture.

Value Proposition

‘Eptrveuon
KIVNTOTToinon Kai
EVEPYOTTOINON TWV
«OBANTWVY,
TTPOKEINEVOU VO
yivouv péAn Tou
oikoouoTtiuarog Nike,
Kal va uTreEpBouV Kal
ol id101 TA TTPOCWTTIKA
TOUG 6pla, péoa aTrd
TNV SUvVaun TwWv
sports.

MoiéTnTa TTPOIGVTWYV.
MoiéTnTa (WNG.
AyopaoTIKA guTTEIpia
TTou SETTEPVAEI TIG
TTPOODOOKiEG TOU
KATaOVOAWTA.

Customer

Relationship
Anpioupyia deocpwyv
Héow B1A8PACTIKWYV
EVEPYEIWV OTTWG:
Nike + running
community, Design
your shoes, NIKEID,
FuelBand, Sport watch
GPS, Live chat with
Nike expert etc.

Channels

Website, Mass media,
special events, Sports
casting, Apps, Social
media, Nike brand
stores, Specialty Sport
Shops, Large sporting
goods chains, Dept.
stores, Nike.net,
membership awards

Customer
Segments

ABAoupevol peTadu 14
Kal 25 ETWV.
MpwTtapxiké KOIVO
Teens 14 - 18.
Performance oriented
Evdiag@épovrtal yia
MOoIOTNTA EMPAVION,
kai life style/fashion.
Méon Koivwviki taén &
8aupaoTég kai followers
ETTAYYEAPATIOV
aBAnTwv.

Social media fans.

Cost Structure

Revenue Streams

NMwARoeig XxovdpikAG: YTéodnon (60%),
‘Evduon (35%), ASecoudp (5%), aTTOKAEIOTIKA
karaoTAaTta Alavikig Nike, Nike.net,
dlavopeig XovopIKAG.

Fpageia, ApgoiBég rpoowTikoU, R&D,
Xopnyieg opddwyv kai abAnTwyv, Mapaywyn,
Atmrofnikeuon, Logistics diavopung, Nike Town
stores, AilapnAuion, Mpow0nTikég Evépyeieg,
E-CRM, ‘Epeguva Ayopdg, Recycling costs.




1< € MEA

KEMTPO EQEADMNTON MAMNATZEP EAAANDE

Business Model Canvas

01 5 Baocikég paoeig e¢€EAIENG pi1ag startup

v (» @) ) (5

SCREEN
IDEATION ONCEPTING LEARN-
ADJUST

H Emy&gipnuartikn
OHASA «WPAXVETAI»
va dei Kard méoov n
1I0€a prropEi va
oTabgi ka1 va
HETATPOATIEI OE
Biwoipn emyxeipnon,
aviXVEUOVTAG TNV
ayopd Kal
SnuIoupywvTag Eéva
1ISaVIKA KAaIVOTOHO
EMYXEIPNHATIKO
HOVTEéAO

Opapa, ZTparnyikn,
0381k6g XapTng
Ap)1KN di1EpEUvNON
amodoxng 18éag kai
ToU EmyY&eipnparikovu
MovTtéAou, péow
¢peuvag MVP
ouvnOwg o€ Hoppn
concept i kai
Prototype testing.
Aigpgvvnon
MAPASOXWYV Kol
uUmmoBéoewv

ZuveyileTan pEXPI va
EmMITEVXOEI Kal
emBeBaIwOEI n
TAUTION
TMPOTEIVOUEVNG asiag
Kol KGAuypng avaykng
TnG ayopdg (Product/
Market Fit) ka1 n
A£ITOUPYIKOTNTA TOU
EMYXEIPNUATIKOU
povréAou(Model/
Market Fit), Pivoting
Kd.

‘Exovrag me1o00¢i yia
TNV BIWCIHOTNTA TNG
18€ag pe Baon
Kamolag HopPng
EmXE1pNHATIKOU
Zxediou, {exiva n
EMYEIPNHATIKN
mpoonadseia evw
E£XOUV CUH@WVNOEI
O¢para IP, Share
holder agreements,
Partnerships, ka.

H emy&ipnparikn
mpooTIadeIa £XEl
SEKIVIIOEl, UTTAPXE! Hia
Aoyikn Baon meAarwyv,
Kol EMISIWKETAI
MEPAITEPW ESpaiwon
Kal avanTuén Baocel
EMXEIPNHATIKOU
oxediou Baciopévou
OTO EMYXEIPNHATIKO
povTéAo, MpooéAkuon
MPOCOeTWYV KEQAAaiwyv
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KENTPO E2EACMNTON MAMATIEP EAAANDT Bus.ness MOdeI ca nvas

Amo Tnv Emysipnuarikn 16éa oro Emysipnuariko Zx&dio

Emyxeipnuankn 18éa

Business Model Canvas

2X€010 MwANnoceswyv /| MapkeTivyk

2ZX€810 Ymodopung/Opyavwong

XpNHATOOIKOVOHIKO ZX£810

frlsplvpatpﬁ 18¢ag/ MNMpoiévrog - Avaduon )
Ayopag - Avraywviouog - ZuoTnpara
Aravopng - Tipég - MpowOnon /Aamaveg -
Positionings - MePIEXOHEVO EmMKOIVWViag
KavaAia emxkoivwviag - Mepidia ayopag
\Avdl\ucn SWOT- Zrparnyiké¢ xareuOuvoeig Y,

('Opaasg MeAarwyv- MNpoéraon ASiag - Kavdl\m\

Emkoivwviag//MwAnong/Aiavopng - ZXECEIg

pe NMeAareg - Kopieg Apaotnpiornreg — Kapiol

Moépoir — Kupiol Zuvepyareg - Poég ECOdwv -
Aopn) KéoToug

\_ J

fzréxmlz'rpm'nleﬁl Emkoivwvia BZBIBZC-\
Baoikil Tomo@érnon - Malika/Wnelaka
/Koivwvika Méoa - Epsuva Ayopdg / MVP-
NMwAnon - Up/Cross Selling, CRM - Xpoviki
EgéAign, Pre-Testing, Metrics, KéoTn KAm.

\_ J

(Opvcvévpcppc - ZTeAéEXwon - Appoﬁlé-rn-rsg\
Zuvepyaoieg — MpounBeutég — NMépor - Méoa-
ESonmAioudg - Napaywyn MpooTi@épuevn ASia-
Eyxkaraoraoeig — Outsourcing - Logistics -
Nouixn — MNpappariaxn urrooThpifn — Back
\_office - Kéotn kAm. Y,

(" Mapadoxég /MpoBAéweig - K6oTOGg Apxlmjg\
Enévduong - looAoyiopog - Enevdooeig
Oixovouika amoreAéopara - TaUEIAGKES POES
Olovouikoi deikreg — AvaAuon BEP -
AvdAuon piokou KA.

\_ J
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Business Model Canvas xai

Business Plan xara Osterwalder

Business Model Canvas

KEY PARTNERS

Who are our key partners?
Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

KEY ACTIVITIES

What key activities do our
value propositions require?

VALUE PROPOSITIONS | CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS
What value do we deliver to the

customer? How dawe get, keep, and grow ll £or viom are we

Customer
Revenue streams?

Our distribution channels? Which ane of our customers’ custemers? creating value?
L bl ping to et Who are our mest
solve? have we established? important customers?
What bundles of products and [l How are they integrated with What are the customer
services are vie offering to each I the rest of our business model? | archetypes?
segmentz How costly are they?
Which customer needs are we
satisfying?
what is the minimum viable
product?
CHANNELS

KEY RESOURCES
‘What key resources do our
value propositions require?
Qur distribution channels?
Customer relationships?
Revenue streams?

Through which channels do our
customer segments want to be
reached?

How da other companies reach
them now?

Which ones wark best?

Which ones are most
cost-sfficient?

How are we integrating them
with customer routines?

COST STRUCTURE

What are the most important costs inherent to our business madel?

Which key resources are most expensive?
Which key activitles are most expensive?

REVENUE STREAMS

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

What is the revenue model>

What are the pricing tactics?

NMnyn: Alexander Osterwalder & Yves Pigneur

BUSINESS PLAN

Executive summary

The team

eManagement Profile

eWhy We Are a Winning Team
The business model

eVision, Mission, and Values

e How Our Business Model Works
eValue Proposition

e Target Markets

eMarketing Plan

eKey Resources and Activities
Financial analysis

eBreakeven Analysis

eSales Scenarios and Projections
eCapital Spending

eOperating Costs

eFunding Requirements
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