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IK € M CA ZUOTAOCEIC

HTPO ESEADNTOMN MAMATIZEF EAAANDT

* MNMolol eijaoTE:

Evepya kai Mpwnv Avwrara AieuOuvrtika
2TEAEXN EmM)XeIpROEwWyV,

MoV polipadovral KoIvda BiwHaTa Kol EUTTEIPIES
a1ré TNV MOAUXpPOVN OTAdIOOpOMIa TOUG OE
EAANnvVikEQG Kal NMoAueOvikEG EmYXEIpROEIS Kal
OpyavioHoUg, Kal TTOU £X0UV TNV idia IcXupn
01a0eon EBGeAovTiknG MNMpoowopag Epyou oTnv
Koivwyvia.



IK € M €A 2ZUOTAOEIC

KENTPO ESEADNTOM MAMATIEP E

- H AmmooToAn pag:

«EOgAOVTIKN OECAUEVI] TEXVOYVWOIAG KOl EHTTEIRPIAG
OE UTTOOTHPI{N TNG VEAVIKNAG EMXEIPNHATIKOTNTAS»

 O1 apxég pag:
Awpeav NMapoxn Ynmnpeoiwv, ENMIOTEUTIKOTNTA,
AVTIKEIHEVIKOTNTA, Ala@avela, ATTOTEAECHATIKOTNTA,
EmmayyeApaTikn AgsovroAoyia

 NMapoxn UTTNPECIWV:
Zepivapia, Projects, One-to-One Mentoring



K € men www.kemel.gr

Aoyrio  Embpyooio Mgoflad lotopwo  ZewScSuxrrg  Epgodeia Bonbem
’Lf Kevepo chdovruw pavetd.. X

€ 2w « kemelgr C | B Gogk »r Q 8 4+ # =

P i< € M EA B

KENTPO EQEAONTON MANATZEP EAAAAOX Epunsipot manager BonBolv 1o smiys1prpauxo oou Exivnpa dwpsay

TG cjmapu:q Kat

pEAWV Tou KEMEA

ErkowwvnoE HE TO EDOVOAELC ll_;‘[ll'rl'l NEouU A£LTE Ta gEpLVapLa Tou
EMEA Emycipnuartia KEMEA
Avalnmic fyaupes oupflowddc yna m AxohoiDnors Tov obnyd avirrulne 10 KEMEA ORyTveEes CCpvama now
FmYRIpapaTIRG 0ou axéS smya prpanixol oxeSiou, avaxduspe aneuBivovioL £ite o vioug smysipnpaTiec
£Frowpa businness plan, pads ™ £lte 0 onovSooTEC kaL goctnuis, Mopelts
Xpadlzoo1 BoABEa Yo va BEANWOEC TO XPNEowatna tou Businness Model Canvas va Selte tpv Bepatoioyla tww
EIMEAPMPGUED 00U POVEEAS; Bpex unodeiypota marketing plan, MOPOUKAOTIIV TOU KEMEA xan va
. CVIEICPUIO0U YIG TOUG TROIMOUE CIMOOVAOETE POTL 106 WoTE va
Bl péviopa va nopaxcloubnon to XPNUaTOSSTONC KoL KaTifans £rowa ONYOVIXTOULIE RAEVTNON 1 TV o050
Yo eces XPIMCTOOOVORKA templates, oL,
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I'mlfmcmM Si} Nepiexopevo Workshop/Eionynrég

Mepliexopeva Eionynteg
« 1" wpa Business Model Canvas -

o HMapouciaon BMC,

o EpwTNOEIg /AIEUKPIVIOEIG

N (z

- \ ’ l
« 2" wpa Workshop SOV vs SOM A. Nagipadng A .Kaociparn
o e-Media Listening np.CEO OgilvyOne CEO isMOOD

o Brief mpog opadeg / Simulation Data /ZnToupeva
o AnUioupyia opadwyv / Zuvepyacoia
« 3" wpa
o Mapouciacn AaMOTEAECHATWYV ATIO EKTIPOCWITOUG OHAdWYV

o zulnTnon/AiioAoynon



M GCA .
— 5 !,,(o m(":m Em Business Model Canvas

AvTIKEipEVO

H mmapouciaon mou akoAouBci, pi1A0d0o&ci va cag
EvnHEpwWOoel Yia TnV e§€AIEN Tou marketing, Tnv Xxprion
Kai1 Xpnoipornta rou Business Model Canvas , evog
oUYXPOVOU EMIXEIPNHATIKOU EPpYAAEioU Yia OoTOIadNTTIOTE
EMYEipnon, MoV €101Ka oTnVv MepinTwon Twyv startups,
HEYIOTOTIOIEI TNV SuvaroTnTa KaiI MéaveTnTra
HETATPOTNG TNG EMXEIPNHATIKNG 10€ag € Biwoiun
EmMXEipnon.

To BMC civar emvénon tou Alexander Osterwalder, xkai

gival amod TiIg EAAXIOTES TIEPIMTWOEIS TTIOU éva Eupwnaiko
eEmyeipnuarTiké epyalcio karakrda rig HIMA.
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I'mlﬁmgmM SM/} Business Model Canvas

O Opiopué¢ piag Startup

Mia startup gival Eévag mpoowpivog opyavioHog o
OTI0i0g OXNHATI{ETAI TIPOKEINEVOU VA avalnTnoEl

Eva BIWCIHO, EMAVAAAUBAVOHEVO KAl EMEKTACIHO
Business Model.

7
STARTUP
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KK e M ER Why 9 out of 10 startups fail,
KENTPO ESENDNTEIN MAMNATZEP EAAAADE (according to their founders)

Top 20 Reasons Startups Fail

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

425

Ran Out of Cash

:4

Not the Right Team

~
-
g

Get Outcompeted
Pricing/Cost Issues
Poor Product

Need/Lack Business Model

~4
’
v

80 0/ 0 of Apps are only used once

- (00000

10% % 40% 50% 60% 70% 80% 0% 100%

Poor Marketing

Ignore Customers

Product Mis-Timed

Lose Focus

Disharmony on Team/Investors

6
P

Pivot gone bad

Lack Passion

Bad Locauon

L

3 I

e ]
r )
.

No Financing/Investor Interest

leniirrar Tarh Crinchl

3

Legal Challenges

Don't Use Network/Advisors

Bum Out

@x
P |

4
»

‘ %

20/3/2018 Falure to Pivot



YIK € M GA .
KENTPD ESEACMNTON MANMATIZEP EAAAADT Buslness Model canvas

O€AeTe va eAXICTOTIOINOCETE TIC MIOAVOTNTES Va
gioTe pia amo 11§ “9 o1ig 10” ?

Av val, TOTE KATAVONOTE KUl XPNOCIHOTIOIEIOTE
owoTa 1o Business Model Canvas.

20/3/2018 9



Wik e Mména H E¢¢Ain Tou Marketing

KENTPO ESEACNTON MAMATIEF EAAANDE

NMpooéyyion Mpooéyyion NMpooéyyion
Mpoiévrog Ayopag MeAarn

T1 €XE&IG YIa Ti1 {nTa&1 n T {nTas! o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NAHPOO®OPIAZ /| MEIQZH KOZTOYZ >




AnAadA....

Ano 1o «MmopEeiTE va SIAESETE 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

20/3/2018 11



WKk eMea H E§éAin Tou Marketing

KENTPO ESEACNTON MAMATIEP EAAANDE

Kai emmiong....

Ano 11§ 2 emAoyYEG yia 6Aoug Tou 1917 anré Tnv Converse (T1 £XE16 yia
mMwWANon), ornv €mAoyn TnG ayopdg amo diapopa €idn kKal HapkKeg (T1 {nTasci
n ayopd), oTo MMPOCWITIKO MAVUHA TToU Ba NOgAe o meAdarng oTa mamouToIa
TOU (T1I {NTAEI O TMEAATNG).

All Star o€ ka@é kal Aeukd (No skid)  Aidpopeg papkeg ABANTIKWY MpoowTTIKG uvupa, opdda, Hashtag KATT

20/3/2018 12


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

Ané Ta 4P Tou Marketing Mix oTo
Ii'ﬁmc:mM flﬂ Business Model Canvas

Marketing xa1 Marketing Mix

PRODDCT ) PRICE

a OR

PROMOTIONY

Agv NTav TUXaio Mwg oTa 4 CTOIXEIa TOU PEIyHATOG
marketing dev nepiAapfaverar o reAarng.

20/3/2018 13



& - . Anoé Ta 4P Tou Marketing Mix oTo
I'mlfmcmM SM? Business Model Canvas

H €§€Aién Tou Marketing

O1 5U0 BACIKEG £€VVOIEG HE TIG OTTOIEG HEYAAWOAHE TIG TIPOOCPATES OEKAETIES
nrav To Marketing Mix pe Ta 4P, ka1 To Product Life Cycle mou o)1 pévo
€01ve p1a ka@apa mpoiovrikn onTiK) Tou Marketing, aAAa ka1 pag
Ka@odnyouoe yia 1o £€ido¢g evepyeiwv Marketing mou Oa £émpeme va
UAOTTIOINOOUHE € KAOg oTadl0.

Stage of the product life cycle -
Introduction Growth Maturity Decline
§ Total industry '\
= sales revenue
g Total industry
b profit
o L S
——
-+ ///
e E
MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
- Few More Many Reduced
Competition
One More versions Full Best sellers
Product product line
Skimming or Gain market Deotond Stay profitable
Price penetration share, deal market share,
profit
Intorm, Stress Remindar Minimal
Promotion 3 aciucate aompetitive oriented praomotion
differencos
, =
Place Limited More outlots T)/I‘:ﬁl)':;mum eweor outiets
(distribution)

20/3/2018 14



Wik ¢ MEA

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Ané Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Amné 1o Product oro Customer Life Cycle

Me Tnv €§€AiIgn Twv umtoAoyioTwyv, To Database Marketing, ka1 To CRM
(Customer Relationship Marketing), To Customer Life Cycle
«umrokatéoTnoe» 1o Product Life Cycle, evw pe Thv digicduon Twv
TIPOCWITIKWYV UTTOAoYIoTWYV Kal Tou Internet, edpaiwOnke ora TéAn TnG
oekacTiag Tov ‘90, n €ge18ikeuon Tou Interactive Marketing. H cuvéxsia

gival yvwoTtn HE TNV éKpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kAm.

Mnyn: OgilvyOne

Kevo Mvwong

O Kvkrog Zmng tov ITehd

Kevo MpoogAkuong

A:\Er]\n;ﬁ;s Kevo ATTOKTNONG

Egumrnpérnon
MeAdrn

Kevo Alatnpnor

15



Wik ¢ MEA Ané Ta 4P Tou Marketing Mix oTo
KENITO FORONTER MARATEER ERAAROR Business Model Canvas

NEW FRAMEWORK

Sales Funnel Customer Journey

The first Sales and Marketing Funnel
was created in 1898 by Trigger Evants
Elias St. ElLmo Lewis, the founder of the )
Association of National Advertisers. Share | .

MnynA: OgilvyOne

Me aAAa Adyia, anté 1o mpoiovTikO AIDA (Fvwpipia, Evoiagépov, EmOupia,
Ayopd Tou mIpoiovTog), kai Ta 4P tou Miyparog Marketing (1961, McCarthy),
@Oaocape oTNV MEAATOKEVTPIKN TIPOOCEYYION HE Baon Tov KUKAO (WG TOU
mmeAarn (Customer Life Cycle) kail ta Customer Journey touch points mou

a@opoucaVv HIad OAOKANPWHEVH AYOPUAOCTIKN EHUTIEIPIA TOU TTEAGTN.
16




Wik ¢ MEA Ané Ta 4P Tou Marketing Mix oTo
KENTPO E@EADNTON MANATZEP EAAAADT Business Model canvas

Digital Marketing, n apxn Tou TéAoug Twv 4P

Digital Touchpoints

e, S e
R A e
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Se 3

Physical Touchpoints

To digital marketing pe Tnv mpooOnkn Twv digital touch points oTo
Customer Life Cycle kai Customer journey management, amaitouoe
mAéov pia véa Oswpnon Twv 4P’s.

17



¥1< € M EA Anoé Ta 4P Tou Marketing Mix oTo
(INTPO EOEAGNTGN MANATZZP EARALOR Business Model Canvas

Ta 3 €idn oneiwyv emMa@ng HE TTEAATEG

Paid:

Mapadooiakd Kal Yn@IaKa S1a@nUIoTIKA KUPIwG

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.

20/3/2018 18



IK € M CA A6 Ta 4P Tou Marketing Mix oTo
KENTPO ESEADNTOMN MAMATIZEP EAAAADT B“siness Model canvas

Touchpoint Mapping

‘000 MMEPICOOTEPA Eival TA CNHUEIA EMAPRS, TOCO 1O
mePITAOKN (aAAd Kal avaykaia) gival n xaproypapnon
(Touchpoint Mapping), Aaufavopévou urr’oywn oTi
oxeriovral HE TO £Mi HEPOUG AYOPUAOTIKO TASiO!
(Customer Journey), aAAd Kal ToV eUPUTEPO KUKAO {wNG
ToU meAarn (Customer Life Cycle).

ZKEPOeiTE 0TI KAOE ONUEIO ETAPNGS HITOPEI VA ATTAITEI
O10POPOTTOINHEVO TIEPIEXOHEVO KAl EMIKOIVWVIAKN
oTPATNYIKN.

2TNV ouveExela BAEmoupe Eva evOoelKTIKO Template
XapToypa®nong.



WK ¢ MEn An6 Ta 4P Tou Marketing Mix oTo
FETFO FORNONTAN MANATEEr Franaes 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.

20/3/2018



1< € MEA Amné Ta 4P Tou Marketing Mix
KENTPO EQEAONTAN MANATZEP EARAROT oTo Business Model Canvas

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadsaiypya ayopag piag ¥Wnorapiag Yypagpiou.

20/3/2018 21



LY iK€ M €A Customer Touchpoint Mapping

KENTPO EBEADNTOMN MAMATZEP EAAAADE

Customer
Journey/Life Cycle Before Purchase After Purchase
Mapping
Touch pomnts | Awareness | Evaluation | Purchase | Usegs | Loyaly
Leroy Merlin, Installation Video
Website Praktiker, Media By Broil King
Markt KATt.
. Salonica e-shop, Broil King Salonica e-shop
=) &M\ shops €81k mpoodopd
®ihog MNapalafn/
jeceieljses Chalandri Shop JuvapuoAoynon
Leroy Merlin,Media
litizslis Markt, Chalandri
Call Center EvtoAn/Ayopa
Facebook
Amazon, Various Skroutz/Tiéc,
Reviews Brands agloAdynon
Web Forums
Euxaplotriplo email Zuvtayég/ tips.
. Up Selling
Email
mal Cross Selling

i ArracTtolA/CAlirriar



K ¢ M EA Ané Ta 4P Tou Marketing Mix
KENTPO E©EAONTQN MANATZEP EAAAAOZ ﬂo Business Model canvas

TEAIKA TO AYOPAOCTIKO £YIVE KOl YEUOTIKO Tagid1 mou
AVAVEWVETAI CUVEXWC HE VEEC CUVTAYES

Apvioia hamburgers pe Tlarlixi

20/3/2018 23


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

u IK € M GA Customer Touchpoint Mapping
KENTPO EOEAONTQN MANATZEP EAAAAOZX napaaslwa cross selling_

BROIL KING ZTHPITMATA lA ®TEPA KAl MNOYTIA KOTONOYAO.
 Twn 30,00 €
e JTHPIFMATA T1A OTEPA KAI MMOYTIA KOTOMOYAOQY.

20/3/2018 24



Wik € M CEA Ané Ta 4P Tou Marketing Mix oto
KEMTPO EBEADMNTOIN MAMATZEP EAAAADTE Business Model canvas

Amo Ta 4P Tou Marketing Mix oro SAVE

2ToV EmMYeIpnHaTIKO Kal TOV AKOONHAIKO XWPOo £YIVAV OHHAVTIKES
TPOOTMABEIEC YIa TNV uTToKATACTAOCT TWV 4P amod pia eVOAAAKTIKN
MEAATOKEVTPIKI OTITIKN OTTIWG:

- 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 oro Harvard Business Review 8nHooieUTnKE 1O GpOpoO
Rethinking the 4P’s, ka1 ava@epoTav OTNV AVAYKN avaBsewpnong Twv
4P’g, HE TO OKENMTIKO OTI “Yields narrow, product-focused strategies that are
increasingly at odds with the imperative to deliver solutions®.
2TO GpOpo mMpoTeIvVE WG uttTokaraoraro To SAVE 1o omoio {ekivnoe amdé tnv
Motorola wg epyaA&eio Business to Business, kKai Oswpeital onpepa wg 1o
A0V SNUOWIAEG uTToKaTaoTaTo TWV 4P’s Ka1 oTtov Topéa B2C .

25



& - - Ané Ta 4P Tou Marketing Mix
I'mljmcmM Sﬁﬁf oTo Business Model Canvas

Fromm 4 P’s To SAVE

n Product » a Solution
Place » Access

= >

~4 I Price » v/ Value

- = il

! 2 3
- ) mo : — JEducation/

I Sl Ao ) » I IEng.gomontJ

E181ka orov Topéa B2C n €§icwon NwANnocswyv mmou givai

Sales = Performance + Emotion

Price

ATTAITEI OINPOPETIKN EHPAOCN TIPOS TNV AOYIKN KdI TO
ouvaioOnua Tou MeEAATN, TTOU TTIPOUTTOOETEI EMTTAOKN
(Engagement), kar mou mpooTéOnke oro SAVE.

20/3/2018 26



¥1< € M CA Amé Ta 4P Tou Marketing Mix
I'mmmm — oto Business Model Canvas

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

MpoodiopicTE TRV TPOCPOPA OE OXEON HE KOAUTITOHEVEG
avayKeG/AUOGEIG, OXI1 1810TNTEG, AEITOUPYIES KAl TEXVIKA
XOPAKTNPICTIKA.

[3 EYPQMAIKH

METH W | \/"‘
. LN

20/3/2018 27



1K ¢ M EA Ané Ta 4P Tou Marketing Mix
KENTFO ECERONTON MANATEER EnmAsox oTo Business Model Canvas

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

AnpIoUpYNOTE £€va OAOKANPWHEVO CUCTHHA ETAIPIKNG TTAPOUCTIAS OTA
KavaAia, HE Baon To CUVOAIKO «ayopaoTIKO Tagidl» Tou meAATN, AVTi va
OWOETE EPNPAOC CE HEHOVWHEVA ONHEIa Siavopng Kal KavaAia
EMKOIVWVIiaG.

20/3/2018 28



& - - Amé Ta 4P Tou Marketing Mix
I'mlﬁmcmM Saﬂ ot1o Business Model Canvas

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

AvapepOciTte OTAO OQPEAN TOU TIPOIOVTOG/UTINPECIAS TAG OE OXEON HE
TNV TIHIN TOU XWPIiC VO OWOETE EJACT OTNV TIHN TOU, OE CUVAPTNON HE
TO KOOTOG TMAPAYWYNGS, TTEPIOWPIa KEPOOUG, 1| TIHES AVTAYWVICHOU.

Ecwteptkn

TapopUNGCN

:2: inner drive

20/3/2018 29



i< € MCEA Ané Ta 4P Tou Marketing Mix
I'mmmcm Egmm oto Business Model Canvas

AvTi yia Tnv mpowOnon (promotion), goTiaore ornv EKmaidsuon
(Education) xai Tnv epmAoki] (engagement) Tou karavaAwTi

MapEXeETE MANPOPOPNON OXETIKI HE S1APOPOTTOINHEVES AVAYKESG OE
KGOe onueio Tou «kKUKAou {wng» Tou meAdarn, avri va Bacif{eoTe
anmokA&€10TIKd og Alanuion/PR/Mpow6non.

20/3/2018 30



K € M CA Ané Ta 4P Tou Marketing Mix oto
(ENTPO EOEAONTIN MANATZED EMALOE Business Model Canvas

H €¢€AIEN TOU O1aAOYOU HE TOUG TTEAATEG

210 mapadooiako Marketing Mix Twv 4P,

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

To marketing nTav £€vag EMKOIVWVIOKOS HOVOOPOHOG.
2€ avTiOeon HE TO MAPEAOOV, n CUYXpOVN
EMYEIPNHATIKOTNTA ATTAITEI O100PACTIKE, OIATIPOCWITIKN

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



¥1< € M EA Anoé Ta 4P Tou Marketing Mix oTo
(INTPO EOEAGNTGN MANATZZP EARALOR Business Model Canvas

H eqpapuoyn Tng meAATOKEVTPIKNG TIPOCEYYIONG

Onwg Oa doUupe oTnv cuvéxela, To Business Model
Canvas HOG KUTTOXPEWVEI» VA EPAPHOOCOUHE AUTH ThV
MEAATOKEVTPIKN ONTIKN 0TO0 EmM)eipnuariko MovrtéAo
HOG, KAl VA TNV AITOTUTTWOOUHE OE HIa OEAida.

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

20/3/2018 32



I:m'ﬁmgmM Sﬁ Business Model Canvas

Opiopuog EmysipnuarikoV MovréAou

Eva emyeipnUaTiké HOovTEéAO TIEPIYPAPE! TOV TPOTTIO HE TOV OTMOIO €vag
opyaviouog dnpioupyei, mpoo@épel adia ka1 apeiferal.

TO EMXEIPNHATIKO HOVTEAO HIAG EMXEIPNONG Eival N ATTIEIKOVION TNG
EMXEIpNHATIKIG AOYIKNG Kal oTPpATNYIKAS TNG. TO MA£oV SNHOPIAES
epyaAcio repiypa@nig Tou, givalr o Kappag mmou emvonoe o Alexander
Osterwalder. Mepiypagel To 11 MPOCPEPEI N EMXEIPNON OTOUS TTEAATES TNG,
WG TOUGS TIPOOEeYYilel kai SnuioupyEi oxéoeig pali TOug, HECW TIOIWV
MopwWV, SPACTNPIOTATWYV KUl CUVERPYATIWV EMXEIPEi, Kal TEAOS TTWG
KePdilel xpApara. 33



K € M GA

KENTPO ESEADNTOM MAMATIEP E

Business Model Canvas

H xpnion xkai xpnoipoérnra rov BMC

To Business Model Canvas ka@odnyei Tov
EMYEIPNHATIA CKUTTOXPEWTIKA» VO OKOAOUOROGEI ThV
MEAATOKEVTPIKI AUTH TIPOCEYYION, HE TIC 4 EVOTNTEG TOU

1. Value Proposition

2. Customer Segments

3. Customer Relationships
4. Channels

...... é6movu Ta 4P (Product, Place, Price, Promotion)
peraoxnuari{ovrai pe Baon ro SAVE ok ...... 4n
(NeAareg, NMpoTreivopevn adia, NpoéoPaon, NMeAareiakég
OXEOTEIQ).



K € M GA

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Key Partners

8.0 KUpPLOTEPOL

OUVEPYATEG Kol
TPOUNOEUTEG pag

Business Model Canvas
Baoiko mTeEPIEXOHEVO TWV 9 EVOTATWV

Key Activities

6.0 KUPLEG
SpaoTnPLOTNTEG IOV
ektelel n emyeipnon

T(POKELMEVOU VQL
epappoceL 10
ETUYELPNHUATIKO
povTéAo tnG.

Key Resources

7.0 KupLoteEPOL UAKOL

Kol UAOL TTOPOL GTOUG
omnoiou¢ Bact{Opacte
yla th A€ttoupyia Tou
ETUYELPNHOLTLKOU
povtélou pag

Value Proposition

20 ouvoUaoNOG
npoidviwv /
UTtNPECLWV TTOV
TLPOTEIVOUE,
T(POKELUEVOU VL
LKOLVOTIOL{COUHE TLG
AOYIKEG 1} KOl
OUVOLLOONUATIKEG
avaykeg KAOe opadag
TLEAQLTWV HOG

Customer
Relationship

41 €ld0¢ Twv
OXECEWV MOV
KaAALepyoUnE PE KAOE
pio amo TG opadeg
TWV TEAQTWV MG,
avdAoya pE To oTadLo
ToU KUKAOU Twiig TOoUG.

Customer
Segments

1.0 OMASEG
TLEAQTWV HLOLG KO TAL
Swadopomnoia
XOLPOKTNPLOTLKA TOUG

Channels

3 Ta kavéla pHéoa

amnd ta onoia
TPOCEYYI{OUHE TOUG
TLEAALTEG MO,
ETUKOWVWVOUHE podi
Toug, tPOoWOOUHE Kall
TOUG «TIWAOUUE» TV

Npotewopevn Adia

(Anpoypadrka,
Wuyxoypadika,
HAwLoKd KATR.)

Cost Structure

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

Revenue Streams

gruyeipnong

5.0 pOEG £608WV, EEXWPLOTA VLo KAOE THAHQ
REAQTOV PO, yia KAOE «aglakn mpdtacn» Tng
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KENTPO ESEADNTOMN MAMATIEF EAAANDT

Business Model Canvas

KEY PARTMNERS

‘Whao are our key partners?

‘Whao 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 our
value propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

KEY RESOURCES

What key resources do our
valus propositions require?

Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
cUstomer?

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

Howr do we get, keep, and grow
customers?

Which customer relationships
hawe we established?

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

Howr costly are they?

CHANNELS

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

How do other companies reach
them now?

Which ones work bast?

Which ones are mast
cast-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 most expensive?

For what da they currently pay?
What is the revenue madeal?
What are the pricing tactics?
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KENTPOLPOEADMNTOMN MAMATIEF EAAALDE

_Businiess Mlodet-€anvas (Neplypadn)

/E;ﬁtﬁostq ouv un)\l’]pwcnquomtwv

Key Partners Key Activitié
@ Moteg kKaJoPLOTIKES
m EOWTEPLKEG ETAUPLKE
o Motou givai ot kUptot Slepyaoies amaurei:
ouvepydrec pac? ..n npotewouevn afio?
.. Ta KavdAla
w Motou giva ot kUptot gnukovwviag Kait
npoundeUTEC poG? éavouric?
I .. Ol poé¢ ea66wv

Moia onuavtikd uéca

/éﬁje Proposition

Tt aéia napéyovue os

ka9 neAateiakn

ouada?

Moto npdBAnua/ta
ade neAatelakng

buadac Bondaue va
vdei?

i 6éouec npoioviwv

Key Resource

MotoU¢ kUpLoug
nopoug/ uéoa anaitey;
.. H npotewvouevn aéia’

QUTOKTAUE ATTO
CUVEPYATEG paG?

Moteg kUpLES

TPEQPEIQ

Spaotnpiotnreg .. Ta KavaAior
EKTEAOUV GUVEPYATES EMKOWVWVIac Kot
pag? Stavounc?
.. N meEAatelaKE
Oxéoelg?

QU 008CECO0WV?

kai/n unnpeoiwv
TIPOOYEPOUUE OE KATe
neAatelakn ouada?
Moiec avaykeg kade
neAatelakng ouadag

Cost StrucCture

Mota eivat ta mAéov onuavtikd K6otn tou business
model uag?

Mota anod ta anattovueva péoa ival ta mAéov
édanavnpa?

Moleg Ao TiI¢ AMAUTOUUEVES ECWTEPLKEG Slepyaoie
glval ot mAéov danavnpég ?

/ BEgwg

Customer
Relationship

Nwg Staxeiptiopaote tnv
TIPOCEYYLON, AMOKTNON
géunnpétnon, avénon kat
MOTOTNTA TWV MEANTWV?
Nwg Stacuvdéovral ue ta
Aouna ototyeia Tou
business model?

Mooo éarnavnpa eivat?

evenue Streams

la nowa napeyxouevn aia ot teAdareg Sexovrat v
nAnpwoouv?
Tt ayopalouv kat ti/nw¢ mAnpwvouv cnuspa?
Nw¢ da npotipuovoav va nAnpwoouv?
Nwcg ta emipépoug écoda cuuBdaAiouvv ota

OUVOALIKO Eg0ba?

Channels

Méow mowwv kavaiiwv
emdupuoUv ol eAATEG pHag
va ToUG mPooeyyioouue?
Nwc¢ Toug mpooeyyifouv
dAAsc eTapeisg?

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

Customer
Segments

la rroieg
MEAQTELAKEC OUAOES
énuioupyouue aéia?
Moot givat ot mio
onuavtikoi pag
neAdreg?

Nwg
élapoponotovvral
énuoypa@ika Ko
Yuyxoypapika?

DQODT - DI3
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KK € MEA Business Model Canvas

KENTPO ESEACNTON MAMATIEF EAAANDE

Aiya Adéyia yia Tnv épguva MVP (Minimum Viable Product)

H Texvikn Tng €épeuvag MVP efapraral amdé 1o €idog Tou IIpoiovrog
N U pEciag yia Tnv onoia digpeuvoupe ocuviROwg TV mBaviy
amxnon, amodoxn kKai mMPpoédeon ayopds wg AUoNn o€ Kamoio
KaravaAwTiké mpoBAnpa (product/market fit) , ka1 Tnv
SuvaréTnra KaravonTng mapouciaong Tng AUong o€ HopPn
mpwWTOoTUTIOU, explainer video, concept board, landing page KArm.

Two-wheeled, self-balancing, battery-powered

%+ Drophox

Tweet more consistently with S buffer

L} Gcm-mnm

emm»ww. [Py

—

I En‘ (3 Yottt

20/3/2018 38



& = -
KK € MEA Business Model Canvas

KENTPO ESEADNTOMN MAMATIEF EAAANDT

MNoooTikn Epeuva MVP

Evag eUKOAOG, YPYOPOGS, OIKOVOHIKOG TpOotToG online
oUAAoyng MANPOPOPIWYV CXETIKA HE TNV duvNTIKA amodoxn
TOU concept (ka1 g HOP@N EIKOVAG), TTAPEXETAI ATIO TNV
eAAnvikn startup Pollfish.

s
i )
T o Toue a6 s TSe 0o S8 s fj:-_-,l ..

Export data
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IK C M GA Business Model Canvas

KENTPO ESEADNTOMN MAMATIEF EAAANDT

«To Business Model Canvas, d¢v cival anAwg éva akoun
EPYUAEIO EMYXEIPNHATIKOTNTAS....

+ Eival o mupnivag kai n Kivnripia Suvaun rov Emyeipnuarikou
ZXediov.

« Eival éva «utrevOUHIOTIKO» EPYAAEIO TTOU HAG UTTIOXPEWVEI VA
OKENMTOHAOCTE MEAATOKEVTPIKA, CUCTNHIKA KAl SNUHIOUPYIKA.

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

« Eival epyaAgio «83160p0wong» TG EMYXEIPNHATIKNG KATEVOUVONG
HE EPEUVNTIKES TEXVIKES OTTWS TO MVP (Minimum Viable
Product).

 Mag xa@odnyei oTnv amoTinwon, afioAdéynon kai BeAtiwon Tou
EmyeipnuarikoV MovréAou pag.

*  Mag utroxpewvel 6Aoug va HIAGpE TV idia yYAwooa Twv 4E
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KEMTPO ESEADMTIIN MAMATIEP EAAAAGE

Business Model Canvas

Moia gival Ta ...0avaoipa AGén ora BMC Twv Startups

« 1. Na mporeiveral pia yevikn (generic) adia og 6Aoug (T1.X. UTTEPOXES
KAAOKOIPIVEG SIAKOTIES yIa OmToIoV ayarnd Tov RAIO Kal Thv OdAacoa).

« 2 NaoupmmAnpwveral To Business Model Canvas o1o ocuvoAo Tou.
Hi1a K’ €§w.

« 3. Na unv aAAaler o BMC a6 oradio og otadio €§€AiEng tng Startup

NMwg va Ta AImo@WEVYOUE

« 1. EoTiaon o& mpwTapXIKO KOIVO KOl TIPOTEIVOHEVN adia TTOU TOU
TIPOCPEPEI OUYKEKPIHEVN AUON, O AOYIKO | ouvaIoONHATIKO
nmpoBAnua Tou.

« 2. ZUuVveXNG digpeuvnon/mpooappoyn/emaAn@euon aAAnAoemidpaong
mapadoxwv.

« 3. Mpoocapuoyn Tou BMC amé oradio o& oT1adio £{EAIENG HEXPI TV
emiteuén product/market Fit



ik e MEn Business Model Canvas

KENTPO ESEACNTON MAMATIEP EAAANDE

To Business Model Canvas 1Tng

Top Melibee

Virtual Business Plan www.kemel.gr.
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K€ MCA Bysiness Model Canvas & EAAnviIk6 MéAI

2TO Mapadsiypa 0a avaepOOUHE, OTO MWG TIPOCEYYI{ETOI IO
@UAIVOHEVIKA KOPETHEVN ayopd HE MPOBANHATIKA XAPAKTNPIOTIKA OTTWG:

« 23000 MeAicookopoug pe 14000 Tovoug mapaywyn,

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

- EAayiorn Siapnpion amdé ta peydAa brands,

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

* TMwAnoeig oxedov mavrovu (Z/M, pavaBika, Aaikég, BloAoyika, e-shops
KATT.)

« ESaywyég Kupiwg XUHA TTOIOTIKOU HEAIOU yia avaién

+ Xwpi¢ KAASIKN OS1a@NHION KOl EMICTNHOVIKNA UTTOOTHPISN

2Tn ouveEXela Oa SoUpE Mwg UTTopEi va diapopormmoindei oTnv ayopd Hia
HIKPIN OIKOYEVEIOKN EMXEIPNON, XPNOIHOTTOIWVTAG TNV TMEAATOKEVTPIKN
Aoyikn Tou govTréAou SAVE, 6Tw¢ auTi AITOTUTTWVETAI OTNV TTIEPIOXH TOU
Business Model Canvas mmou apopa oro Marketing.



K€ MCA Bysiness Model Canvas & EAAnviIk6 MéAI

H di1adikacia gival amAf apKei KATIOI06 va OKEPOei SnUIoUupyIKa Kai va
EQPAPHOOTEI TV ESiCWON TWV MWANCEWV
Sale = Performance + Emotion

Price
Kdl TV «CUVTAYN» THG ATTOTEAECHATIKAG EMKOIVWVIAG TTOU EVUTIAPXEI!
oto pyovrédo 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
(nMnyn: BBDO Discipline)

To Business Model Canvas kaBodnyei Tov emysipnuaria
CUTIOXPEWTIKA» VO dKOAOUONOEI TNV MEAATOKEVTRIKI] AUTH TTPOOCEYYION,
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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Business Model Canvas
Eraipia Napaywyns xoi Aiavoung MeAioo

Key Partners Key Activities Value Proposition J Customer Customer
i i Segments
AEiXQOTEG OTIYHEG a?v?nlc%g%ﬂirm'n gqqu)\oorég
yia eAaTeg BAon KOKAOL NS | pehiod & cLvaPoV
ZevOSOXEIY KAl | TGV TTEAATGV. MPOIOVTGV:
{evyapia mov MPoCowIKNA 1. Nehareg
mavrpgbovTal gfumnpé- TNON HEOW EMAEYHEVGV
BamrTidouyv. Telemarketing ZEVOSOXEIAKAV.
& Internet. Movadav.
Movadiki TroiétnTa | Mail/e-mail l|
Kol yeUon o€ i 2. Karoikol
Key Resources «TTPOCWITIKI» | Channels AvaToAikwv
OUOKEUAODIa. MpoaoTiwv.

Telesales, Mobile
Marketing, email,
newsletters, Social
'Media, Home
delivery.
‘Epxerai ekei Tou | QR Code e-
Bpiokeoon avé¢oda. shopping. Web
Marketing.
i

ATtroAauon Kai
EVEPYETIKN dpdaon
OTOV OPYQVIOHO.

Cost Structure

MNayia oToixeia, é§0da AsiIToupyiag Kal
marketing, Hio60i/auoIBEG, avaAwaIpa
UAIKd TTapaywyng, cuvtipnon,
ac@aAion, AOITEG BATTAVES

3. Néa Jeuyadpia,
TEAGTEG ETAIPEIWV
UTTNPECIWV
ydauou/BarmTiong .

4. E-Shoppers
TOPASOCIOKWY
TPOQIJWV

Revenue Streams

'‘Ecoda mwANoewV HeAIOL Kal AOITTGV TTRPOIOVT®YV
(Bac. MOATOG, YOPN KAT.
'Ecoda amo meavn emEKTACT O CLOKELATIA
TPOIOGVTI®V AAAGV TAPAYWY V.




IK € M GA Business Model Canvas

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Top MeliBee ka1 kaivoTolia

O1 kaivoTopeg AUoeIC TTOU Oa MpooBéoouyv aiia oTnv
npoTtaocn Tng Top MeliBee mmpog Toug meAATESG TNG Eival:

1. H «ovopaoTIKR» eTIKETA (laser printed) yia =Zevodoyeia,

2. H mpoowmmiKN EKTUTTWON ETIKETAG YIAa SwWPOo N
1IS1okaravaiAwon,

3. H mpoownmonmoINUEVES ONHIOUPYIKEGC CUOKEUNTIES YIO
Yauoug kal BaeTioia,

4. H mpoéTaon emavaAnnriKng ayopdag & TOUPIOTES HEOW
QR Code oTnV £TIKETA KAl TTAPATIOUTIH O€ e-shop.

5. H mpoofyyion Kal SNUIoUPYia OXECEWV HE TOUG TTIEAATEG
HE XpRon epyaAciwv CRM /RFM/ LTV analysis, o€ 6Aa Ta
oTAdIa TOU KUKAOU (WG TOUG.

6. H xpnion Internet Marketing oTov CUYKEKPINEVO KAGSO.



7K [€ M €A EidikR ouokevacia MeAiov yia Bamrion

KENTPO ESEACNTON MAMATIEP EAAANDE
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