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Aiya Adylx yix Tov Snpiovpyo autig TG Tapovosiaong

Anpiteng Noa&uuddng
= Mé&Aog tou KEMEA

» 1t. [poedpog & AtevBUvwv XuppouvAog Ogilvy One

» 11. [evikog A/vtiig BBDO Advertising, Athens



SKIE|M BMC workshop

KENTPO E©@EAONTQON MANATZEP EAAAAOZ To aVT lKE iusvo Tn c “apou c iacn c

H mapouciaon mou akoAouOei, @iAododsi va cag evnUEPWOEL ylX TNV
XPnon Kat xpnowpotnta tov Business Model Canvas

EVOG CUYXPOVOU ETILXELPNHATIKOU EPYAAEIOU YIX OTIOLXONTIOTE EMIXELPNON,

TOVU EL8IK& OTNV MEPIMTWON TWV startups peylotomolei Tnv duvatotnta
Kol TTOvOTNTA HETATPOTING TNG ETUIXEPNHATIKAG O€aG o€ Buwaoiun

Eivaw emtivonon tou Alexander Osterwalder, http://alexosterwalder.com/

M 1o TG EAAXLOTEG TIEPLTTTWOELG TIOV £V EUPWTIATKO ETILXELPNHATIKO
epyalAsio katakta Tig HIMA.



I:[:! E|M O OpLopog puag Startup

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Muwx startup givar évag mpoowpiLvog opyaviGHOG
0 OTOi0G OXNUATI{ETOL TIPOKELHEVOU VO val{NTNOEL Eva
Bwwaoipo, emavaAapBavVOREVO KOl ETTEKTACLHO

Emixelpnuatikdé Movtélo

O Oplopog sival tou Steve Blank  https://steveblank.com/



AKIEIM Nati 9 otig 10 vEOPUELG ATTOTUYXAXVOUV.

KENTPO E©@EAONTQON MANATZEP EAAAAOZ (26 p¢ wva us Touc Is pUTéc Tou C)

Top 20 Reasons Startups Fail

Based on an Analysis of 101 Startup Post-Mortems

No Market Need 42%

Ran Out of Cash

3

Not the Right Team

L]
-
Fid

Get Outcompeted

3

Pricing/Cost Issues

Poor Product

335

Need/Lack Business Model

Poor Marketing

Ignore Customers

:: 80 OA) of Apps are only used once

e

10% 20%

Product Mis-Timed

Lose Focus

-t
”

Disharmony on Team/Investors

S
”

Pivot gone bad

Lack Passion

% 100%

<

“

Bad Locauon

No Financing/investor Interest

lenurrar Tarh Crunchl

=
I -

Legal Challenges
Don't Use Network/Advisors
Bum Out

Failure to Pivot



AKIE|M|EA

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

O£AeTE VA EAXXLOTOTIOLNOETE TIG TMOAVOTNTEG VA £l0TE i amo Ti§ “9 atig 10" ?

Av val, TOTE KKTKVONOTE KoL XPNOLHOTIOLEioTE CWOoT& To Business Model Canvas.

Me tnv Napovciaon avtn Oa cag stoayayovpe otnv EEEAEn Tou MKT ta teAsvtaia
XPOvia Ttouv 0dnynos otnv avaykototnta tov BMC wg AopikoU epyalA&giov ywx tThv
ouyxpovn Emysipnuatikn avantuén — Business Development .



SKIE|M H EE£AiEn Tou Marketing

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Mwg exeL petaPfAnOel To Paciko epwtnua oto Marketing ;

MNMpooéyylon MNMpooéyylon Mpoocéyylon
MNMpoidévtog Ayopég MeAdtn

TL UTTAPXEL YL Tt CnTasl Tt Cnraa
MwAnon ; n Ayopq ; o MeAatng;

TEXNOAOTIA TTAHPO®OPIAZ / MEIQZH KOZTOYZ >




EAKIE[M] H E&£A&n Ttou Marketing

KENTPO E©@EAONTQON MANATZEP EAAAAOZ n poaévv lan n po.l.6VToc

Ao 1o «Mmopeite va SLaAé€ete OO0 XpWHa OEAETE, ApKEL VA Elval ....Ax0PO»
tou Henry Ford,
TNV EMAOYI KOL AYOP& UTOKIVITOV,
oKOMN Kot péow ebay Motors!!!




LAKIE[M H EE€A&n Touv Marketing

KENTPO E©@EAONTQON MANATZEP EAAAAOZ n poaévv lan n po.l.év'toc

ATO TG 2 eTIAOYEG Y 6Aoug tov 1917 amd tnv Converse (TLumapyEL ylo TwAnon),
OoTNV EMAOYI TNG AYOPAG Ao diapopa £idn kKot papkeg (Tr {nTasL n ayopa),
OTO TIPOCWTILKO URVUHa TIou Oa ROeAs 0 TEAATNG 0TX MATTOUTOLX TOV (Tt {NTAEL O TTEAXTNG).

All Star og ka@é ko Apopeg HAPKEG NMpoowTiko
Aguko (No skid) AOGANTIKWV MAVUHA, OHGd«,
Hashtag kAm


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

u KIE|M A6 ta 4P Ttou Marketing Mix oto Business

KENTPO E©@EAONTQON MANATZEP EAAAAOZ M Od el ca nva S

To mpofAnua...

NMapa Tto yeyovog O6TL onuepa oto emikevipo touvu Marketing Bploketal o meA&Tng, sivat
Kown diamiotwaon and tTnv eunepia pag oto Mentoring, kat Ta Emelpnuatika Xx£dwa mou
alodoyoups, Swafalovpe Kot oU{NTAUE ME TOUG VEOUG OTL OTAVIX Tipocegyyi{ouv TNV
ETuuxsipnpatikn tToug tpoontaOeia MeAXTOKEVTIPLKA.

Paivetal va Oswpouv oL TEPLoaOTEPOL WG Sedopévo O6TL N oTowx Emixelpnuatikn 16éa toug,
pHeETaTPETOpEVN o€ Mpoidv R Ynnpeoia, Oa yivel avtopata anodektr, Oa mpoosAkvosl, Oa
MEeioEL o€ ayopa Kot Oa kepdioel TRV TMOTOTNTA TWV MNMEAaTWVY TOUG.

Kol To xelpotepo eival mwg MOAAEG EAANViIkEG ETUXEPNOEL OKETTOVTAL HE TOV 810 TPOTO
Kol guxva eykAwfifovtal Kol avamTUCooUV TIPOIOVTA HME YVWHOVA TA XOPOAKTNPLOTIKX
TOUG KOl OXL TIG AOYLIKEG I} KXl CUVALCONUATIKEG AVAYKEG TWV TTEAAXTWY TOUG.



I![:! EIM Amo ta 4P touv Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u SI n ess M Od eI ca nva S

2 BAOLKEG £VVOLEG HE TIG OTIOLEG HEYRAWOAHE TIG TTPOTPATEG SEKAETIEG
ntav to Marketing Mix pe ta 4P, ko To Product Life Cycle

PRODDCT ™ - Asv RTav TUXQio TIWG

oTA 4 oTOLXEIX TOV
petypatog marketing
Sev meplAapfavetoan
O TLEAXTNG.

FLACE




AKIE|M|EA

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Amto ta 4P touv Marketing Mix
ogto Business Model Canvas

2 BAOLKEG £EVVOLEG HE TIG OTIOLEG HEYRAWOAHE TIG TTPOTPATEG SEKAETIEG

Atav to Marketing Mix pe Ta 4P, ko To Product Life Cycle

To Product Life Cycle
glval po kaBapa
TIPOIOVTIKN OTITIKN Tou Marketing.

2NUELWTEO OTL oG KaBodnyouae yia
T0 £l60G evepyslwv Marketing mouv O«
ETTPETIE VX UAOTIOI)TOULIE

oc kaBe aradio.

—~ Stage of the product life cych W
Introduction Growth Maturity Decline
—
§_ Total industry \
s sales revenue
g Total Industry
profit
MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
E‘h e — > Few More Many Reduced
More... P st=
~+Product ~One roduct

Versions i

A=
Price penetration

e

Intorm,
aciucate

Piace Limited
(distribution)

St TeTaRTeeT

share, deal market share,

profit
Stress Remindear
aompetitive oriented

difforencos

Maximum
outlets

More outlots

Stay protfitable

Minimal
pramaotion

Foweor outiets



AKI[E|M Ané ta 4P Tou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI ca nva S

Amo 1o Product oto Customer Life Cycle

O Kvkrog Zong tov IIedd

Me tnv £§€Aén Twv Kevé MNpogéAKuang
UTTOAOYLOTWV,
to Database Marketing,
AuvnTiKOg - 3 2
kot To CRM (Customer TEAGTNC Kevé ATTéKTOng

Relationship Marketing), Kevo Pviaons
to Customer Life Cycle

«UTIOKATEGTNOE» Egumnpérnon
to Product Life Cycle, MeAdrn

Kevo Alarnphc

Mnyn: OgilvyOne



Ao ta 4P tou Marketing Mix
um EIM ogto Business Model Canvas

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Muwx dtaxpopetikn ansikovian tov Customer Life Cycle

Digital Touchpoints
Search
_— ) - @ 160 BN
Uigta B :'33':" ‘ B ek Shaw Newsie -'."."
\\ ’I ‘ VLW -~
Venl Eona 4 % Blog ’ \ . ’
Veal Ema @ ; ,' \ : x'
VITUDAEC
’ ) u-". \ s
q"\ - \ &3 wve .
R 3 )
\\ ,% Word of Mouth Cat Center "' < * ?~; N 0N rOCe
@ ’ §.‘l S -
s \\~‘./
Rado
v
Deons . .
o Physical Touchpoints

To onueio ETTOUPRG ORWG KE TOUG TIEAXTEG EIVAL TTAPX TIOAAX KXL | KATAOTHON YIVETOL
KON TtLo TOAUTTIAOKN KaOw¢ yiax kaOe onpeio emapng Oa amartnOsi mbavov
SLXPOPOTIOLNHEVO TIEPLEXOHUEVO KOL ETKOIVWVIAKN CTPATNYLIKN .



AKI[E|M Ané ta 4P Tou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI ca nva S

Ta 3 €idn onueiwv eMAEPNG HE TTEAKTEG
Paid:

NMapadoolaka Kot Pn@Laka StPnUIoTIKG Kupiwg péoa, omtwg TV spots, Pay Per Click Ads, Posters
KATT.

Owned:

EAsyxopeva tAnpo@oplaka kupiwg péca ontwg Web Page,Blogs, Apps, Facebook page kAm.
Earned:

Mn eAgyXOueva KOWWWVIKA péoca OTtwg Re-tweets, Facebook, word-of-mouth kAm.



AKI[E|M A1t ta 4P Ttou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od EI ca nva s

Touchpoint Mapping

O0co TePICOOTEPA Eival TA ONUEIA ETTAPNG, TOOO TTI0 TTEPITTAOKN (OAAQ KOl avaykaia)

gival n xaproypaenon (Touchpoint Mapping), AapBavopévou utr’ oyn o611 oxeTiCovTal
ME TO €Tri NEPOUG ayopaoTIKO Tageidl (Customer Journey), aAAd Kal TOV €UPUTEPO
KUKAo wn¢ Tou treAdTtn (Customer Life Cycle).

2KePOeiTE OTI KABE ONUEIO ETTAPNG MTTOPEI VA ATTAITEI OINPOPOTTOINMEVO TTEPIEXOMEVO
KOl ETTIKOIVWVIOKA OTPATNYIKA.

2Tn ouvéxela BAETToupue Eva evOEIKTIKO Template xapToypda@nong.



AKI[E|M A1t ta 4P Ttou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI ca nva s

Customer Journey/
Life Cycle Mapping Before Purchase After Purchase

Website

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

Print/TV kAT



um EIM Napadstypa Touch Point Mapping

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

H ayop& piag Wnotapiag Yypagpiov.




SAK|E|M Napadstypa Touch Point Mapping

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Customer
Journey/Life Before Purchase After Purchase

Cycle Mapping

Touch Points | _ Awareness | _Evaluation | _Purchase | Usage | __Loyalty

Leroy Merlin, Praktiker, Installation Video
Website Media Markt kAT, By Broil King
E-Sh Salonica e-shop , aA\a Broil King Salonica e-shop
i) shops £L8LKN pocdopd
®iAog Napaiapn/
Face to Face Chalandri Shop JuvapuoAoynon
Leroy Merlin,Media
In-Store Markt, Chalandri
Call Center EvtoAr/Ayopd
Facebook
Amazon, Various Skroutz/Tipég,
Reviews Brands aglohoynon

Web Forums
Euxaplotiplo email  Zuvtayécg/ tips.
Email Up Selling
Cross Selling

AnootoAr)/Courrie

Post r

Print/TV kAn.



SAK|E|M Napadetypa Touch Point Mapping

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Apvicwax hamburgers pe t{at{ikt

Kot TO ayopaoTIKO EYLVE KOL
YELOTIKO TaéidL TTov
QAVOVEWVETAL CUVEX WG UE VEEG
OUVTOYEG

BROIL KING otnpiypata yix dtepi
kot MmoUTia Kotomtoulov.

[1POTACELG YLO ETUTIAEOV OYOPEG



http://www.firestuff.gr/Portals/0/productimages/522_08595.jpg

AKI[E|M A1t ta 4P Ttou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od EI ca nva s

Amto6 ta 4P touv Marketing Mix oto SAVE

2Tov Emixelpnuatikdo kat tov AKASNHaiko Xwpo €ylvav CNUAVTIKEG TIPOOTIAOELEG yix TNV
UTTOKATAOTACH TWV 4P amo pix EVOAAXKTIK TTEAXTOKEVTPLKI OTITIKH OTIWG:

- 4C's (Consumer, Convenience, Cost, Communication),

- 4E’s (Experience, Everywhere, Exchange, Evangelism),

- SIVA (Solution, Information, Value, Access),

- SAVE (Solution, Access, Value, Education/Engagement).

To 2013 oto Harvard Business Review dnuoaolevtnke to apBpo Rethinking the 4P’s,
TIPOTEIVOVTOC WG UTTOKATAOTOTO TO SAVE
TO omolo &ekivnoe amno tnv Motorola w¢ epyaicio Business to Business,
KQi EYLVE TO ONUOPLAEC UTTOKATAOTATO TwWV 4P’s kot otov Topea B2C .



AKI[E|M Ané ta 4P Tou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI ca nva S

A1t Tta 4P tov Marketing Mix oto SAVE

Fromm 4 P’s To SAVE

od Promotion » :‘ Education/
Engagement




AKI[E|M Ané ta 4P Tou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI ca nva S

Avti ywx to tpoiov (product), eotidote otnv Avon (Solution)

NMpoaodlopicTe TNV MPOCYPOPA& Of OXEON ME KOXAUTITOMEVEG AVAYKEG/AVOELG, OXL LOLOTNTEG,
AELTOUPYIEG KO TEXVIKA XXPOUKTNPLOTIKA.

[3 EYPQNAIKH
MZETH 2,

e



AKI[E|M A1t ta 4P Ttou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od EI ca nva s

Avti ywx tnv dtavopn (place), eotiaote otnv MNMpoaoPacn (Access)

Anpovpynote éva OAOKANPWHEVO CUCTNHA ETALPLKNG TTAPOUCING OTA KAVAALX, HE Baon To
OUVOALKO «OyOPOOTIKO TOéiO1» TOu TMEAATN, AVTL VX OWOETE EUPAOT OE MEHOVWHEVO CMMUELX
SLaVOHMNG KAl KAVAALX ETTLKOLVWVIXG.




u KIE|M H EZicwon twv NMwARcswv/Mapadsiypota

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

NMwAnon = (Aoyikég + TuvaraOnpatikéc Aisc)
Koéotog

UGIVENCHY

L | bt

2% GENTLEMEN
S o HTERONEY:

L 2 THE NEW FRAGRAICE £6H MEN

I'D NEVER LET MY WIFE RIDE IT.
L AT LEAST NOT UNTIL SHE'S 18.

NOTORIOUS SINCE 1803, 1| BAIS

2uvaioBnua easy rider /
«=£YVOIaOoTOG KaBaAapne» EvoyxoTtroinon / EmOuuntn eikdva xpnotn /
[oveig gentlemen



LAKI|E[|M An6 ta 4P tou Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO BUSi ness M Od el ca nvas

AvTti yuax tnv mpowOnon (promotion), gotidote otnv Ekmaidsvon (Education) kat Tnv gumAokn
(engagement) Tou KATAVOAWTH

WHAT THE NEW CAR
HAS BEEN WAITING FOR.

The new car. o

The 1002 electric, no-gas Nissan LEAF. Innovation for all.

———————

7 \Y

® — ]

1'\
()]

\ai-x A ~£"l
. T
— |

SHIFT the way you move




YUKIEIM Amt6 ta 4P Ttouv Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI Ca nva s

H g&lowon NwAnocswv

MpoUmo60eon yiax omowadnmote mwAnon gival N mpoo@epopevn adia (Aoywkn n Ko
ouvaloOnpaTikn) va givatl HeyaAUTEPN ATIO TO KOGTOG THG XYOPAG TOU TTPOIOVTOG
N TNG UMnpPeoiag, kKol ekPpaldstal anod tnv eéicwon:

NMwAnon = (Aoywkég + TuvoraOnuatikég Adieg)
Kootoc

ATtonTEL SLAPOPETIKNA ERPACT) TTPOG TNV AOYLIKN KL TO CUVXICONUa Tou TtEAKTN, TTOU
npoUToOétel eumtAokn (Engagement), k&t mou mpootéOnke ato SAVE.



AKIEIM Amo ta 4P touv Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si ness M Od el Ca nvas

Mapadeiypata




YUKIEIM Amt6 ta 4P Ttouv Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ GTO B u Si n ess M Od eI Ca nva s

H g&lowon NwAnocswv

Kot tpokelpévou va EMITUXOUHE TWANCELG O TtpéTeL:

Na Nvwpidovpe tov Mpwtapxiko MeAdtn (Customer Persona)

Na Nwpi{ovpe to MpoPfAnua tou (Problem Detection Research)

Na TomoOetiooupe to Mpoiov/Yrmnpeoia wg Avon oto mpoBAnpa (Positioning)
Na Emikotvwvnoouvpe anoteAsopatika (Targeted Media/Content)

Mnyn: BBDO Discipline



AKIEIM Amo ta 4P touv Marketing Mix

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

oto Business Model Canvas

H spappoyn tThG TTEAXTOKEVTIPLIKNG TIPOTEYYLONG

Onwg Oa dovupe otnv cuvéxewx, To Business Model Canvas pag «umoxpewvel» va

EQPAPHOCOVHUE OUTH TNV TMEAXTOKEVTIPLKN OMTIKN 0To Emixeipnpoatikdé Movtédo pog
KOl VX TNV XTTOTUTTWOOVUHE O L GEAISa.

Agv gival TUXQio TTWG AVAXAVOUME TNV ayopd XpPnolpomowwvtag to 4P, kat tnv
KXTaKTOUuE pe To SAVE.



I! KIE|M Business Model Canvas

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

OpLopog Touv EmXelpnUatiko povtéAo

To ETuXelpnUaTtiko pHovtéAo
MEPLYPAPEL TWG ML ETiyeipnon:

Anpovpysi Adia ,

TNV MNpoo@épel oo MNMeAatn

Ko Apeifetat

Steve Blank



https://www.youtube.com/watch?v=bVQO1p2rn7k

Business Model Canvas

u KIEIM 9 Evotnteg Opidouv to ETixsipnuatiko Movtélo
KENTPO EQEAONTON MANATZEP EAAAAOL Kdes ETt lxsipnonc

CUSTOMER
RELATIONSHIPS

CUSTOMER
SEGMENTS

KEY PARTNERS
Wha are our key partners?

KEY ACTIVITIES
What key activities da our

VALUE PROPOSITIONS

What value do we deliver to the

Who are our key value propositions require? customer? How do we get, keep, and grow For whom are we
suppliers? Our distribution channels? Which one of our customers’ cus_mmers? _ ) creating value?

which key resources are Customer relationships? problems are we helping to Which customer relationships Who are our most

we acquiring from our Revenue streams? solve? hawve we estab_hshed? _ important customers?
partners? What bundles of products and How are they integrated with What are the customer
which key activities do services are we offering to each [ the rest of our business model? archetypes?

Segment?

which customer needs are we
satisfying?

what is the minimum viable
product?

KEY RESOURCES CHANNELS

partners perform? How costly are they?

What key resources do our Through which channels do our
value propositions requirs? customer segments want to be
Cwr distribution channels? reached?
Customer relationships? How do other companies reach
Revenue streams? them now?
Mnyn: Which ones work best?
Alexander Osterwalder Which ones are most
& Yves Pigneur cost-efficient?

How are we integrating them
with customer routines?

COST STRUCTURE

What are the most important costs inherent to our business model?
Which key resources are most expensive?
Which key activities are most expensive?

REVEMUE 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?




AKIE|M|EA

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Key Partners

Key Activities Value

Na va Snpoupynoet €va AMOTEAEGUATIKO
ETULXELPNHATIKO HOVTEAO, HLX ETILXELPNON TIPETTEL
TPWTA VX OHASOTIOU)TEL TOUG SuVNTIKOUG
TMEAATEG TNG O SLAKPLTOUG TOMEIG
Snpoypaika, Puxoypa@ik Kot Bacet
OVAYKWYV , CURTIEPLPOPWYV 1 GAAWV
YVWPLOHATWV.
2Tnv ouvéxela Oa emiAé€eL moloug O
gdumtnpeTnoel kat mooug B ayvonoetl kat O
OXESLAOTEL TO EMIXELPNHATIKO HOVTEAO avaAoya
HE TLG OUYKEKPLHEVEG AVAYKEG TOUG.
BonOa n xprion Personas (apXéTuma mMeAXTWY).
[~

APEXOUUE OE
N K’i

Business Model Canvas

Customer Customer
Relationship Segments
Nwg Slaxeptlopacte tnv

TIPOGEYYLON, AMOKTNON
eéunnpétnon, avénon Kot
MoTOTNTA TWV TEAATWVY?

lNa roteg
MEAQTELAKEG OUAOES
énuioupyouvuc aéia?
Mouot givat ot mio
nels onuavtikoi pag
MTOLWV KaVaAlwv neAdreg?
oV ot neAdrec pag - N1wWG
uc npooeyyioouue? | Slaopornolovvrat
Tou¢ npoaoeyyifouv énuoypa@ika Kat
£¢ eTaUpEiEC? Juxoypapika?

Mota kavalia givat mo
anodotikd? Me tL k6oTog?
NMwg¢ ouvééovral ue g
ouvdeieg Twv neAatwv?

Cos

Mota givat ta mAéov onuavtika KOotn tou business
model uac?

Mota ano ta anattovusva uéoa givat ta MAEov
darnavnpa?

Moleg aro TI¢ AMATOUUEVEG ECWTEPLKES SLEPYATIES
elvat ol mAéov danavnpécg ? |

Revenue Streams

la nowa napexouevn aia ot meAareg Sexovrat va
nAnpwoouv?
Tt ayopalouv Kot Ti/Ttw¢ TANPwWvouv cHuspa?
Nw¢ Sa npotipovoav va nAnpwoouv?
Nwc¢ ta emiuépouc écoda cuuBaAiouvv ota
ouvoAlka égoda?




AKIE|M|EA

KENTPO E©@EAONTQON MANATZEP EAAAAOZ

Business Model Canvas

Key Partners

Motot givau ot kUpLOL
OUVEPYATEG HaGg?

Motot givau ot kUpLOL
npoundeutég uag?

Mota onuavtika uéooa
QITOKTAUE O
OUVEPYATEG HaGg?

Moteg KUPLES
dpaotnpiotnteg
EKTEAOUV OUVEPYATES
uog?

Key Activities

Moieg KaJoPLOTIKES
ECWTEPLKEG ETAUPLKES
dlepyaoisc anattei:

..n mpotewvouevn aéia?
.. T KavaAia
EMmIKoVwWviag Kat I
Siavoung?

.. OL poég ecodwv?

Key Resources
Motoug kUpLoug
népouc/ uéoa arautei:
.. H mpotewvouevn aéia?
.. Ta KavaAla
EMIKOLVWVIOG Kol
Siavoung?

.. N mEAQTELAKEG
oxéoeig?

.. OL poég ecodwv?

Value

Ti aéia mapéyovue oe
kade neAareiakn
ouada?

Mowo npdé6Anua/ta

Kkade neAatelakng \
ouadag Bondaue va
Avdei?

Tt 6éoueg npoioviwv
Ka/n unnpeoiwv
TMIPOCPEPOUUE O KATe
neAatelakn ouada?
Moteg avaykeg kade
neAatelaknc ouadag
LKQVOTTOLOUUE?

Moto givat to
«gAaytoto Buiwaotuo»

Cost Structure

Mota givat ta mMAéov onuavtika Kk6otn tou business

model uac?

Mota ano ta anattovusva uéoa ivat ta MAéov

darnavnpa?

Moleg Ao TI¢ AMAITOUUEVEG ECWTEPLKES SLEPYATIES

elvai oL mAéov bdanavnpéc ?

efunnpétnon, auvénon Kot

Customer
Relationship

Nwg dlaxetpilopacte tnv
TIPOCEYYLON, AITOKTNON

Customer
Segments

ATNTA TWV MEAQTWV?
£ovral Ue Ta

e

b
né

Chan H ouAloyn «[poiovtwyv & Ynnpeowwv mov
Még TIPOCGPEPOVTAL YLK VX LKAVOTIOLF)GOUV TLG

& OVAYKEG KAOE TIEAXTELAKNG ORGSO,
ZOppwva pe tov A Osterwalder, n
Mpooyepopevn Adia gival auto Ttov tnv
SLPOoPOTIOLEL ATTO TOV AVTAYWVICHO

mpoidv /MVP? AQopETIKA GTOLXEIX TIPOTSiSouv
\ «lMpotewvopevn Adia» 0To TEAKTN OTIWG
Revenu KawoTtopia, atodoon, customization, "getting
the job done”, design, brand/status, Tipn, peiwon

‘ Mo rota

nmAnpwaouv? KOGTOUG KL/ piOKOU , TIPOGRAGIUOTNTA , KO
Tt ayopalouv ka , ,
‘ Nwg¢ Sa npotipovoa £UKOAi Xpnoneg .
Nwc¢ Ta emiuépouc €606
ouvoAlka égoda?
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H e&aoc@aAion tng emBiwong kau
N EMITUXi OTMTOLXGSTTOTE
emXeipnong, mpoodlopideTar amo
TN oxéon mov emiBupel va
SnHovpynoel pE Ta THRHAT
TWV MEAXATWVY TNG , TTPOKELHNEVOU
V& TOUG TPOCGEAKUOEL, OTIOKTOEL,
Swaxtnpnost kot va auinost.

H emyxeipnon Oa mpémel va
«mpooPépel» Aia oToug
TEARTEG HE TA TILO ATMOSOTIKA
KOVAALx

“"ETkolvwviag” “Logistics” kau
“TMMTwARoswv”

Key Activities

anld
Kolvwviag Kal

aéia?

Value

Tt aéia napéya

POCWPEPOUUE OE KAde
neAatelakn ouada?
Moieg avaykeg kade
neAatelakng ouadog
LKOVOTTOLOUUE?

Business Model Canvas

Customer
Relationship

1 7I1w<; Slayelpl{ouaocte tnv

TIPOGEYYLON, AMOKTNON
eéunnpétnon, avénon Kot
nLoTOTNTA TWV MEAATWV?
Nwg¢ Stacuvdéovral ue ta
Aouwna otoyeia tou
business model?

Mooo éaravnpa eivar?

Customer
Segments

lNa noteg
MEAQTELAKEG OUAOES
énuioupyouvuc aéia?
Motot givat ot o

Moto €ivat to .
M

Channels

Méow nowwv kavaiiwv
emdupoUV oL TEAATEG pag
Vo TOUG TPOCEYYioOUUE?
Mwg¢ toug npooeyyijouv
dAAeg eTaupeieg?
| Mouwd kavdAwa givau o
anodotikd? Me tL k6oTog?
NMwg¢ ouvééovral ue g
ouvdeieg Twv neAatwv?

onuavtikoi uag
neAareg?

MNwcg
dtaoponotovvral
énuoypapika Ko
Yuyoypapika?

Revenue Streams

la nowa napexouevn aia ot meAareg Sexovrat va
nAnpwoouv?
Tt ayopalouv Kot Ti/Ttw¢ TANPwWvouv cHuspa?
Nw¢ Sa npotipovoav va nAnpwoouv?
Nwc¢ ta emiuépouc écoda cuuBaAiouvv ota
ouvoAlka égoda?
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Key Partners Key Activities FI & Customer
Mote¢ KadopLOTIKES Segments
Motot givat ot kUpLOL ;awrsp “,(EC eraip
OUVEPYATEC Hag? IEPYATLES aTto ,
..N TPOTELVOUY nsplvpaq)sl WG rl
; . .. To KavaALo ’ ; ’
Moot givau ot kUpLoL  mioovia ETLXEiPNON €XEL €00
npoundevtéc pag? o r , TOLES
Savopric? aTo TG 5to’upop§'tu<£q atetonée oudSec
Mota onuavtikd péoa - Ot poec €6 MeAatelakég opadeg uLoupyouue atio?
QUITOKTAUE O oot givat oL Lo
OUVEPYATEC HOG? Key Resou onuavtikoi pag
Motou¢ kuptloug neAdrec?
Spaotnpiotntes .. H npotewdpuevn afia: sficoupe? | Slapoponotovvral
EKTEAOUV OUVEPYATES .. Tot KavaAla Yooeyyifouv Snuoypa@ika Ko
uog? ETMLKOLVWVLOG KOl , iec? d;uxoypa‘pu(d?
Stavopung? I'lo;o' Elvat ;o , a gival rto
.. ) TEAQTELOKES «eAaxioto “‘;m” o» an Me t k6otog?
oyioeic? npoiov /MVP: Nwe atpe e
.. OL poé¢ £066wV? ouvnYel v neAatwv?
00

Business Model Canvas

Cost Structure

Mota givat ta mAéov onuavtika KOotn tou business
model uac?

Mota ano ta anattovusva uéoa givat ta MAEov
darnavnpa?

Moleg aro TI¢ AMATOUUEVEG ECWTEPLKES SLEPYATIES
elvat ol mAéov danavnpécg ?

N
Revenue Streams

la nowa napexouevn aia ot meAareg Sexovrat va
nAnpwoouv?

Tt ayopalouv Kot Ti/Ttw¢ TANPwWvouv cHuspa?
Nw¢ Sa npotipovoav va nAnpwoouv?
Nwc¢ ta emiuépouc écoda cuuBaAiouvv ota
| ouvoAlka égoda?
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Key Partners Key Activities Value Customer
s S s . Relationship AOME
. e Ti aéia napéxovue oe
; . EOWTEPLKEG ETAUPLKES ,
Moot givat ot kUptLoL . :
.n mpotewdpevn agia? | oHada? SpaCTNPLOTNTEG, TTIOU ATALTOUVTAL
Y — " [ A7 o
Moot givat ot kUptot - T KavaA'ta Kade riE ylux T™h AI] HLOUPYLX n pPoCcPopx
TTOOUNSEVTEC LaC? EMIKOVWVIaG Kol , p s 1
POUNUEUTES o Stavouric? opasag 6o Adiag kat “AvtoapotBig” pag
. .. OL poéc e066wv? Audei? ETILXELPNO
Mo afmavrtlfa ueoa Tt 6£0pec MPoidVTwY g ne
OQUITOKTAUE OItO Ka/n UTNPEGLOV oL Ttio
no"sc K‘jplsc n'OpOUC/ ueo'.a ana":€“ nOlec anVKEC Ko9s ETHI?UHO ) ot ZleKOi népOl TTOV
Spaotnpiotnreg o lbedereistappiay) w70 [ Aateanric opddoc || V2T ATTOTOUVTAL VI Th “AnLutoupvio”
EKTEAOUV OUVEPYATEC .. Tot KavaAia o taTraLAriLe D n " Yy Y , n L Py
pac? smkow:’uviaq Kat npoo(popa Aiag kat
Stavopung? «EAGyIOTD “AVT o OlBﬁ C" .
.. N MEAQTELOKEG 7 - , p ,
oyéoeic? npoiov /MVP: Elval T «TtEPLOVCLAKA OTOLYELO»
— .. OL poég e066wv? \ HLlXG ETTILXELPNONG TIOV XPEIGZOVTGL
Cost Structure Revent g“x T,r"’ unoatn%t{n Kat ,
Mowa givat ta mAgov onuavtika k6otn tou business M rowa ta‘tnp’nor! Twv p(XO"Tnl.)IOTI‘]TwV.
model pag? nAnpwoou AnAadn MNopor AvOpwmvor ,
Mota and ta anaitovpueva péoa givat ta TAéov Tt ayopaiouvv Owovo |.I.lKOi , Duokol kat
Samavnpe? i Da POk [IVEUPATIKOL/AUAOL
Moleg aro TI¢ AMATOUUEVEG ECWTEPLKES SLEPYATIES MNwg ta emipepoug eot K y
eivat oL mAéov Sanavnpég ? , ouvoAika €coda?
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Key Partners Key Activities Value Customer Customer
Moie¢ kadopLoTikég Relationship Segments
; : Tt aia mapExovue oe 3
Moot ivau ot kiptot ;"wffptlfsc ETALPLKE Kd&i nsmi;ifakg Zﬁfi‘:ﬁfﬁ?’,"ﬁf&fﬁi ;nv
oUVEpPYGTEC Hac? LEpyaoiss amautei: - 1o, arol
.. potewopevn aia? | ouada: g§unnpé
- Moto npoBAnua/Ta
Motot givat ot kUpLOL - a KavaA'ta s P A H /
npoundeutéc pac? EmKoVwviog Ko kave neratela |
’ ; iSac 6 , ,
SiTvoKIST RO ”®” H BeATIOTOTIOINGN TWV AELTOUPYLWV KOL N
Mot onuavtika péoa | il psiwaq TWV pio KWV £V6§ £Ttl.X£lpl1|.laTlKOl')
QTOKTAUE IO

MovTtéAov, odnysi TIG EMIXELPNOELS OTN

OUVEPYATEC pac? Key 'Re' , . .
Molous kupLoug Snuovpyia oxéoswv «MpounBsuth-

Moteg KUpLEG népoug/ uéa'a analtf':'l.' AVOP aGTﬁ»,

SpaotnploTnTes .. H mpotewvouevn aia? 6 , , ,

extehody ouvepydrec || - Ta Kaviia TOXOG Eivou VX EGTIATOUV OTNY KUpL

pc? EmKowvwviag Ko SpacTnploTNTA TOLG .

.5 , ,
5"‘;"7’1‘:’)‘\’;;‘“’(8,( ZUUTTANPWHOTIKEG ETULXELPHATIKEG
oxtoeic? OUHHO)iEG HTTOPOUV Va SnuioupynOovv

— | - Otpoés eadéwv? - o€ SLAPOopPEG HOPPEG OTIWG GTO

Cost Structure Outsourcing i ko to Affiliate Marketing.

Mota givat ta mAéov onuavtika KOotn tou business

model pag? U ;

Mota ano ta anattovusva uéoa givat ta MAEov Tt ayopddouv kot 1i/nwg mAnpwvouv oruspa?
danavnpa? MNwg da npotipuovoav va tAnpwoouv?

Moteg amo Tig AmAUTOUUEVEG ECWTEPLKES SLEpyaaies MNwg ta ertipépous é0oba oupBaAiovv ota

givat oL mAéov Sarntavnpég ? OuVoAlka Egodar?
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eV B3 Key Activities Value Customer Customer
Mote¢ KadopLoTikéS Relationship Segments
TEPLKEG ETOUPLKES Tt adia napéxovue oe Nwg diaxeptiopacte tnv
oigC amautei: Kkade nedateakn TPOCEYyLON, ArOKTNON
wopevn aia? ouada? egéunnpétnon, avénon kat
2 ’ Mowo npd6Anua/ta moTotNTa TV neAatwv?
o
HEPIVPG(PEI. T EF LIMTTWOELG e Katt Kdi9€ MEAQTELOKIG Nwg dtacuvdéovral ue ta
OTO KOOTOG TIOV EXEL N oudSag Bonddue va 2011.10’1 oro:xe;'al;r'ou ”;l; Z:;f; .
: , Avdei? usiness model
Anpov PV}“ Kot n , 06wv? Tt Séopec npoidvIwy Méoo Sanavnpd sivou? énuioupyouue aéia?
TIPOOWPEPOUEVN I'Iporaan y Motot givau ot o
1 : sources ALYl Ty e Channels onuavTIKoi pag
Azlaq gtov "57\0('"1 A TIPOCWPEPOUUE OE KaTE i
prose .| meAareiakr opdba? Méow nowdv kavahwpy | TEAGTEG?
/ Heoa arattel: Motec avdykes Kade emudupouv ot neAdrec pag - [1W¢
POT-?WOMEV"I asia? neAatetaxric opddac | va toug npooeyyicouue? | Slaopornotovvrar
.. Ta KavdAla IKOVOTOLOULLE? Mwg toug npoceyyiouv Snuoypoapika Kot
EMIKOVWViag Ko i HE: GAAec statpeisc? UXOVDO QLKA ?
loto €ivat to - Yuyoypap
Stavopung? , , Mowd kavdAia ivat riio
.. ) TEAQTELQKES «gAdyioto Buioiuo» anosotika? Me Tt K6oTog?
oxéoeic? npoiév /MVP? Mwg ouvséovrat ue Tig
S .. Ot poéc £666wV? ouvrideieq Twv meAaTiv? | ‘
Cost Structure Revenue Streams
Mota sivat ta mAéov anuavtikd k6ot tou business la rowa tapexopevn adia oL meAdreg 6éxovrat va I
model pag? nAnpwoouv?
Mota amd ta anatroUpeva péoa givat to mAov Tt ayopddouv kot T/nwg mAnpwvouv oruspa?
danavnpa? MNwg da npotipuovoav va tAnpwoouv?
Moteg aro Ti¢ AMAUTOUUEVEG EOWTEPLKEG SLEPYAOIES Nwg ta empépoug é0oba cupBaAAovv ota
givat ot mAéov Sanavnpég ? . ouvoAwkd egobda?
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Eocowotgédheila - EE0da

o Partners

Motot givau ot kUpLOL
OUVEPYATEC paG?

Motot givau ot kUpLoL
NPOUNTEUTES uag?

Moiwa onuavtika péoa
QUITOKTAUE a0

Key Activitis

Moteg kaBopLoTIKES
ECWTEPLKEG ETAUUPLKES
dlepyaoisc anattei:

..n npotewvouevn aéia?
.. To KavaAla
EMmKoVwviag Kot

étavoung?
.. OL poég ec6bdwv?

Key Resources

Value
Propositig

T aigl napéxovue oe
a9€ nedatsiakn
oada?
dto npoBAnua/Ta
kaPe meAarsiakng
ouddbac Bondaue va
Avgei?
Tt Jéoueg npoiovrwyv
kay/n unnpecLwv

Business Model Canvas
EpWTNOEL CUUTTARPWONG TWV 9 EVOTATWV

Customer
Relationship

Nwg dlaxelpilopacte tnv
TIPOCEYyLON, AMOKTNON
géunnpétnon, avénon kat
TOTOTNTA TWV MEAXTWV?
Nwg dtacuvééovral ue ta
Aouna otolyeia tou
business model?

Mooo éanavnpa eivai?

OUVEPYATES Hag? Motoug kUpLoug NPoPEPOUpE O KATE
) népou¢/ péoa anoutei: ||\ o Aatsiakn ouada?
Moieg KUPfEC .. H npotewvouevn aéia? || \g OLEC AVAYKEC KATE
GPGOTnPlOWITSC ) .. Ta KavaAla nsAatelakng ouadag
sxrs;\ouv OUVEPYATES ENMIKOLVWVIaG Kot LKANOTTOLOUUE?
Hag: éavouric? Moto dyait to
. n' neEAQTELOKES «eAdyiote BLwoiuo»
oxéoeig? npoiév /M
.. OL poéc egpdwv? ~
C 3 R

ola gival ta MAEov onUAVTIKA Koot Tou business

model uag?

Mota anod ta anattovusva uéoa givat ta mAEov

édarnavnpa?

Moleg Ao TI¢ AMALTOUUEVEG ECWTEPLKES SLEPYATIES
(yat oL mAéov danavnpég ?

Channels

Méow mowwv kavailwv
enLSUUOUV Ol MEAATEG pag
va ToUG mpooeyyioovue?
NMwc¢ Toug mpooeyyi{ouv
dAAs¢ eTapeisg?

Mota kavaAwa ivat nito
anodotika? Me Tt kK6oTog?
NMwg¢ ouvdéovral ue tig
ouvideieg Twv neAatwv?

S

lNa rowa napeyousvn aia ot meAdreg Séxovrat va
nAnpwoouv?
Tt ayopalouv kat Ti/Ttw¢ MANPWVOUV CHUEPA?
Nw¢ da npotipuovoav va nAnpwoouv?
Nw¢ ta emuépoug écoda cuuBaAiouvy ota
oAlkd Ecoba?

Custorer
Segments

lNa noteg
MEAATELOKEG OUAOES
énuioupyouvue adia?
Motot givat ot o
onuavtikoi uag
neAareg?

MNwg¢
Slapoponotlovvral
Snuoypapika Kot
Yuyxoypapika?

10M3]

,F.
]

4

10Q007
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The Business Model Canvas T """'

AnpuoupyEi?

ApeiBetou?
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TRENDS
KEY TRENDS
Social and Cultural
Technological S Socioeconomics
Mpw aoxoAnBeite pe 10

E mwmyﬂsn Hdw WHAT who BUSIIHESS Model lCanvas
g, Key S JEAETAOTE TIC SUVAUELG TTOU
3 = stokeholders . At b s s oo z ET[LGPOUV otov KAabdo, t’nv
; § Parkiers Poposiicn Segreots > oyopQ, TOV OVTAYWVLOUO, T
= cmc""" Koy Channels Gzt S; XPNUOTO- OLKOVOULKA KOl TLG
S 2 3 g KOTAVAAWTLIKEC, KOLVWVLKEC Kal
E Q  New competitors A Shoa a TLOALTLOULKEG TAOELC
o s Cost Structure # Revenue Streams a
= o fitut Affractive revenue
3 B et o To Awadiktuo eival orouvdaia

Terms economic infrastructure _ 'T[nvn ’ ) )

ZEKLVNOTE Ao €KEL
Capital markets Commodities and other
resources
MACROECONOMIC FORCES

MACROECONOMIC ENVIRONMENT
Mnyn: https://www.researchgate.net/figure/BMC-blocks-24_figd 301699805
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200G EVYXOPLOTOVHE YIX TNV TTPOocox cog!

www.kemel.gr

https://www.facebook.com/kemel.gr

Email: info@kemel.gr


http://www.kemel.gr/
https://www.facebook.com/kemel.gr

