1K € M EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

BUSINESS MODEL CANVAS

Media Allocation vs Market Share Workshop

CSAP
MANENIZTHMIO NEIPAIQZ
MapTiog 2018

Part 2



Rk ¢ McA

KENTPO ESEACNTON MAMATIEP EAAANDE

Ryan Air Business Model

) Oy, e
N acor) N
{
_&\t

J’.' :
=T 3 ||co:|||||||||||||||

v.
. 14 - 4 .
»\ \ 33 .

R My g

20/3/2018



YIK € M CA o
mmcw. Es'm Ryan Air Business Model Canvas

To Eekivnpa twv Aepomoplkwv statpetwv Low Fare

Mua cuvnOLlopévn npaktiki otnv xprion mAdaylag okEPne (lateral thinking), eival n
kataypadn Twv Kuplapxwv LWOEwV Kat otnVv oUVEXeLa n apdlofritnon Kot avatponi
TOUG.

Mo napadeypa, HEXPL TG aPXEG TNE dekaeTiog Tou 70, oL AEPOTIOPLKEG

Etaupeieg nioctevav otL:

- OLteAdteg emBupoLv uPnAou emnédou e€unnpétnon.

- Ot business travelers npoTLLOUV TA HEYAAQ, KOOUOTIOALTIKO OLEPOSPOHLLAL.

- OLWANOELS elotnpiwy yivovto armokAELoTIKA orto TafdLwTtikoU¢ MNP AaKTopEC.

- Yriapyxouv oAU pikpa neplwpla dtagdopormnoinong kKGotoug elottnpiov ava B€on.

'OAeg ektog amno tnv South West Airlines oto T€€ac, oL LBLOKTATEC TNG Oomoiog
avetpedav Tig LEXPL TOTE MapadoxEG, kKat Eekivnoav tnv mpwtn Low Fare Airline. ;
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Ryan Air Business Model, kUpLa cuotatika

v' XapnAd k6otog elottnpiwv.

XpRon MKpwV MEPLPEPELOKWV OLEPOSPOMIWV.
AlyOTtEPEC AKUPWOELG/KOOUOTEPNOELC SPOHOAOYLWV.
ALlyOTEPEC ATIWAELEG ATTOCKEVWV.

XopnAd AELToUpPYLKO KOOTOC.

Internet booking system, péow tou website.

NN N N N X

YYnAo mocooto nopaAAnAwv ecodwv (daynto, avapuktika, tax free,
€uoto).

ALQPOYLATEVON LE OPXEG VLA EMLTELEN TTPOVOLLLWV.
E€tpd xpewoeLg yLa catering, petadopd amno Kot pog nOAEL.
Mn GUVOLKAALOMEVO OTEAEXLAKO SUVOLKO.

AN N NN

Opowopopdog otolog Boeing 737.



Business Model

Key Partners
MOTWTIKEG KAPTEG,
AguTepevovTa
Aegpodpdpia,
Outsourcing
UTTNPECIWY £DAPOUG,
IT/Web support
services,

E¢wrepikoi

2 UVEPYATEG

Catering food
suppliers..

Ryan Hotels

Hertz

Tour and Bus
companies.
AoQaAcIeg.
KaraokeuaoTég hand
luggage

Business Model Canvas RyanAir
Key Activities Value Proposition | Customer ST
NeiToupyia/ OIKOVOMIKES Relationship Segments

Logistics, online
sales kai check-in
2UvTRpnon Kai
KaBapIiopdg
AEPOCKAPWYV
Tpogodoaia,
UTTNPECiES €DAPOUG,
Bus KATT.

Key Resources
pageia (Spartan)
Ground and

Flight Personnel,
IT/Website support
HyeTikn €ikOva Low
Cost Airline carrier,
AlQTTPAYUATEUTIKEG
AladIKaoiEG.

TTACEIG, TTAVTA
OoTNV WP TOUG.

Point to Point
flights.

«ANUOKPATIKOTTOI-
non
ESutrnpéTtnong”.
NMAnpwveig £gTpa
MOVO yia
TPOCo0BeTEG
UTTNPECIEG TTOU
€0V ETIAEYEIG.

Automated mobile

services. Néol, Ta§idsuouv
Website. , ouyVvd yia
HDOUUUT’TIKH ] OouUAsi1a
EGUTTNPETNON HEOW | oy quyny.
Call Center.

Neapég
Channels OIKOYEVEIEG.

Website, Mobile

apps, Alagnpion,
Méoa KoIVWwVIKAG
OIKTUWONG.

Word of mouth

evikd dTopa

price sensitive.

Cost Structure

MioBoi/apoiféc/commissions.

KooTtog/atmrooBeon/ouviipnon aEpooka@wy 19iou

TUTTOU KQI JEYIOTOTTOINON XPrONG.
Kauoiuya, ouvtripnon KATT.

Website/Hardware/Software/ update/maintenance.
KooTtog diagpriuiong/INMpowBnong on kai off line

Revenue Streams

Air tickets 80%, aAAa £€000a 20%.

Ayopéc food/beverage/gifts/extras on board,
2UvePYalOPEVES TALIDIWTIKES UTTNPETIEG,
€VOIKiaon auTokIviTwy, Bus to City KATT.
Ala@ripion TpiTWV.
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Zuotnuikn Oewpnon touv RyanAir Business Model.

To Business Model Canvas evOappUVEL TNV OALOTLKN KOIL CUCTHLKN
Oewpnon Tou KOLVOTOMOU ETLXELPNHATIKOU HOVTEAOU TNG
RyanAir.

H cuotnuikn Oswpnon pog emtpenel va BeBatwOoUpE OTL OAa Ta €Tl
MEPOUC OTOLXELO TOU EMLXELPNMATLKOU HOG LOVTEAOU gpyalovTo Kot
ouvepyalovtal ANMOTEAECUOTIKA Kol aOpoLoTIKA.

Ta emtuxnpuéva Business Models dnpiouvpyouv virtuous cycles* i
avatpododotoUevoug KUKAOUG tov otnv nepinmtwon tng RyanAir, onwc Oa
S0oUpE oTNV EMOMEVN SLapAvELD, EXOUV WE ATIOTEAECOL XOLLNAOTEPO KOOTOG,
TIOU ETLTPETEL KON XOUNAOGTEPEC TLUEG, TTIOU AUEAVOUV TLC TWANOCELG Kal T
KEPON.

*Mnyn: Harvard Business Review, Jan-Feb 2011 -How to Design a Winning Business Model, Ramon Casadesus-Masarel, Joan E.
Ricard.



Ryanair’s Business Model

LOW COMMISSIONS —»  Low

TO TRAVEL AGENCIES variable REINVEST
/ cost
/~> NO MEALS Additional A /
» revenue
T = Al
FLIGHTS ngh prOﬁt

ALL PASSENGERS /
?55";%}'“ Low-quality ~ > TREATED EQUALLY ~—T—y
FARES service LOW FIXED
expected COoST
TRAVELERS
WoRD- s /
HEADQUARTERS
STANDARDIZED SECONDARY
FLEET OF 737s ARPORTS
High aircraft
utilization /
Bargaining power TR
with suppliers » » &F:Nu&m INCENTIVES
N Ntdarons (BUS SERVICE) )

Attracts

combative team NON-
CHOICE UNIONIZED
RIGID
{e0]
Flexible High volume

consequence

CYCLE 1 Low fares > Highvolumes > Greater bargaining power with suppliers Lower fixed costs

Even lower fares

CYCLE 2 Low fares »» High volumes High aircraft utilization Low fixed cost per passenger »> Even lower fares

CYCLE 3 Low fares »» Expectations of low-quality service No meals offered Low variable costs

Even lower fares

20/3/2018
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2TNV CUVEXELA BAETTOUE pLa eltiong evoladEpovoa CUOTNHLKN ATTELKOVLION
TOU EMLXELPNMATLKOU HovTEAoOU Ryan Air, Gmtou SLoKpiVOULLE TIC KUPLEC
otpatnylKEC «emAoyEc» (bold otowyeia), kot TIC EMAKOAOUOEC «CUVETELEGY.

Absence of meah

Young pessengons are
wAlng o accept Sreers coM
CasC s wie CR Das e v
+ No meals
Sront fights sfow No meals [

Short haul PO moaks Getract kess from Sasies o sacta

——eeee WP aren Agivs are wcnt .

flights T O0sing T pamiengens Low variable cost

Neowng ravelers sre mose
Postve proe for amentes

WG 10 ade o . L_]
—*m-’ means s demand for them — 1

[—m‘u”
and lOwer COSt per Passenper
Yourg yevelers are more wiling 10
Attracts young & [*————tate off convenmnce for prce o

v
plessure travele: » All passengers et
i:’"'": nre e Voung Exccoans " OO EG WP passengery — T
M‘.I' ereder equa Yestment
Reputancn for taw taren ~ Lower fees
‘ resuls in Warger volurre Large SuMoent Ancillary Soecary I . ‘tﬂ Low fix cost ]

or rstance travelers —& —wohurme for -5 bus ness Vahastio

S o S volums  vessy asconcey > Secondary airports
g opons
P CR— ow cost alows low prices.
Lowest A Domand
hm Low cost alows Ow prces
| Cg:vm“
€ " maEtensroe
| . . High aircraft
::.w'm‘ Rem for ation of feet tikzation I T;é;.o’_/\_d
taren fair" fares Customers Fagoy wer Ryanm: _WMWN'MI )y § A
Vourne relatie o SToush ugh bargaining o e
to competton B‘,,?‘h’ w:pfi:m' < Commamend._ Standardized
Focrement st s lorge encugh 35 e rcade! fleet ot 737s
ow peces Ry”;boow trphes arpey
| - fgee Word of mouth velene
- 4
§ Pp v Less need for pald ads ]
B ganng ORACOTws
Low commissions e d ™
WrQOorart cost Component
Combasve__ Altracts combative team __Toowme ndvau .
I_W - Tough Spartan HO
T nose’ megotators - less costy Pan
N ionized ©0 not e negotators tractonal HQ
Ulioes NSOty sobecect |
mttfnm Oated on rcertves
AZnence of wrwons vcreases w Varabtie pay s »
for

1einood Bt varadle pay c—
will be sccepted’ incentives o3 pay
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H Apyikn |&ea Concept AvaBsipnan Aovoapiopa
SCREEN- \
IDEATION ONCEPTING LEARN- LAUNCH SCALE UP
ADJUST /
A . Emovaiappo-
3;’;’3;2_‘““' Emyzpnua-  AfoAéynon  EmBEBaiwon .
Korvd Dogug,  TEN 130 Napaboyuwy. Nopadoxwv. o apoac.
ITéyol PARE- " swo. Prototyping. e EMEKTaoIpoTn T
Avihy ';fﬂ Apykd BM AMayES Emﬂf fit. Bace
AVODG Canvas. BeATHDoEIg oLl L EMyEpnuaTIKoy
nﬁs.@ihﬁ'uﬂ_ Concept BMC Iyehiou.
Adborm. Testing (MVP)  Pivoting Xpnparobdornon
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01 5 ...mapoluopikEg (fits) emdIwEIC H1aG
startup

Vision/Founder Fit
Problem/Solution Fit
Product/Market Fit

Business Model/Market Fit
Business Model/Business Plan Fit

20/3/2018 10
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Business Model Canvas

Armro Tnv Emysipnuarnikn 18éa oro Emysipnuariko Zx&Edio

Emysipnuarnikn 18éa / Ayopa

Business Model Canvas

2X€010 MwANnocewyv /| MapkeTIvyk

2ZX€0810 Ymodopung/Opyavwong

XpNHATOOIKOVOHIKO ZX£810

(nsplvpatpﬁ 18€ag/ MNMpoiévrog - AvaAuon )
Ayopag - Avraywviopuog - ZuoTnpara
Aravopng - Tipég - MpowOnon /Aamaveg -
Positionings - MePIEXOHEVO EmMKOIVWViag
KavaAia emxkoivwviag - Mepidia ayopag
@vﬂucn SWOT- Zrparnyiké¢ xareuOuvoeig Y,

(0||d6£g MeAarwv- MNMpoéraon ASiag - Kavdlua\

Emxoivwviag/MwAnong/Aiavoung - ZXE0EIg

pe NMeAareg - Kopieg ApaoTnpioTnreg — Kaopiol

Moépoir — Kupiol Zuvepyareg - Poég ECOdwv -
Aopn] KéoToug

. J

fz'réxmltrpu'rnleﬁl Emkoivwyvia BZBIBZC-\
Baoikil Tomo@érnon - Malika/Wnelaka
/Koiwvwvika Méoa - Epeuva Ayopdg / MVP-
MwAnon - Up/Cross Selling, CRM - Xpovikni
EgéAign, Pre-Testing, Metrics, KéoTn KAm.

. J

fOpvcvévpappa - ZTEAEXWON - Appoalé'rn'rsa
Zuvepyacoieg — MpounBeutég — NMépor - Méca-
EfonmAiopdg - NMapaywyn MpooTi@épevn ASia-
Eyxkaraoraoeig — Outsourcing — Logistics -
Nouixn — MNpappareiaxn vmrootnpién — Back
\_office - Kéotn kAm. Yy,

4 Mapadoxég /MpoBAéweig - K6oTog Apxlxﬂg\
Enévduong - looAoyiopog - Enevdooeig
Oixovopika anoreAéopara - TaAUEIAGKES POES
Oixovopikoi deikreg — AvaAuon BEP -
AvdaAuon piockou KA.

. J
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Business Model Canvas

KEY PARTNERS

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

‘Which key resources are
we acquiring from aur
partners?

KEY ACTIVITIES
what key activities do our
walue propositions require?
Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS
What value do we deliver to the
customer?

Which ane of our eustomers’
problems are we helping to
solve?

What bundles of products and

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

Houw are they integrated with

CUSTOMER
SEGMENTS

For whom are we
creating value?

Wha are our most
important customers?
what are the customer

Which key activities do services are we offering to each [ the rest of our business modet? | srchetypes?

partners perform? segment? How costly are they?
Which customer needs are we
satisfying?
What is the minimum viable
product?
KEY RESOURCES CHANNELS

Wwihat key resources do our Through which channels do our
value propositions require? customer segments want ta be
our distribution channels? reached?
Customer relationships? How do other companies reach
Revenue streams? them now?

: Which anes work best?
Which anes are mast
cost-efficient?
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?

Vihich key activities are most expensive?

REVENUE STREAMS

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

Vilhat is the revenue model?

What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur

BMC ka1 Business Plan kata Osterwalder

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

eTarget Markets

eMarketing Plan

eKey Resources and Activities
Financial analysis

eBreakeven Analysis

eSales Scenarios and Projections
eCapital Spending

eOperating Costs

eFunding RequirementS

27/02/2016
Page 6
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BMC kot Business Plan katd Osterwalder
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Business Model Canvas

KEY PARTNERS

Whe are our key partners?
Who are our kay
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

KEY ACTIVITIES
‘What key activities da our
value propositions require?
Qur distribution channels?
Customer relationships?
Revenue streams?

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

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which ane of aur customers

CUSTOMER
RELATIONSHIPS

How do we et, keep, and grow
customers?

problems o
solve?

wWhat bundles of produets and
services are we offering to each
segment?

Which customer needs are we
satisfying?

What iz the minimum viable
produet?>

have we established?

Houw are they integrated with
the rest of our business madel?

How costly are they?

CHANNELS

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

How da other companies reach
them now?

Which anes work best?

Which ones are most
cost-efficient?

How are we integrating them
with customer rautines?

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are aur most
important customers?
What are the customer
archetypes?

COST STRUCTURE

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

REVENUE STREAMS

For what value are our customers really willing to pay?

External environment

eThe Economy

eMarket Analysis and Key Trends
eCompetitor Analysis

e Competitive Advantages of Our
Business Model

Implementation roadmap
eProjects

eMilestones

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

For what do they currently pay?

What is the revenue model?
What are the pricing tactics?

eRoadmap

Risk analysis

eLimiting Factors and Obstacles
eCritical Success Factors

eSpecific Risks and Countermeasures
Conclusion

Annexes

Mnynh: Alexander Osterwalder & Yves Pigneur
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2E1PA UTTOOTNPIKTIKOU UAIKOU video pe B€pa: «From
Idea to Business»

 http://Iwww.entrepreneurship.org/business-model-

canvas.aspx

« "E&Ivideos:

O
O
O
O
O
O

Getting from business idea to business model
Visualizing your business model

Prototyping

Navigating your environment

Proving it

Telling your story / Pitching your business.

14


http://www.entrepreneurship.org/business-model-canvas.aspx

WK € MEA
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Ep 1 - Getting From Business ldea to Business Model

Ep 1 - Getting From Business Idea to Business Model

https://www.youtube.com/watch?v=wwShFsSFb-Y

15


https://www.youtube.com/watch?v=wwShFsSFb-Y

I!polﬁmgmMSﬂ Getting from business idea to business model

Ep 2 - Visualizing Your Business Model

Ep 2 - Visualizing Your Business Model
https://www.youtube.com/watch?v=wIKP-BaCO]A

16


https://www.youtube.com/watch?v=wlKP-BaC0jA

WK € MEA

Tk e AN RS Getting from business idea to business model
Ep 3 - Prototyping 0 <
= ")S
1
=
= 3

A : I [
‘L
Ep 3 - Prototyping

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

17


https://www.youtube.com/watch?v=iA5MVUNkSkM

Ii'ﬁmgmmfﬁ Getting from business idea to business model

Ep 4 - Navigating Your Environment

= ¥ g
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n U n;:::: a- J go 0 0
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goooo - 0 000
a AN
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goflo0 N ot |lag g9
COJO0G0 =S e 500 ) o} | Pg O0|foooooo
] Bl M fun ] —l ﬂ ﬂ |m]

Ep 4 - Navigating Your Environment

https://www.youtube.com/watch?v=7036YBn9x 4

18


https://www.youtube.com/watch?v=7O36YBn9x_4

IgﬁlﬁmgmMSﬂ Getting from business idea to business model

Ep 5 - Proving It 0O <

)

)
J
2

Ep 5 - Proving It

https://www.youtube.com/watch?v=-2gd vhNYT4

19


https://www.youtube.com/watch?v=-2gd_vhNYT4

WK € MEA
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Ep 6 - Telling Your Story

Ep 6 - Telling Your Story
https://www.youtube.com/watch?v=SshqlHDKOCc

20


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

IK € M GA
lgofmgmugm AraAsippa ipiv To Workshop

21


https://www.google.gr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiY27rm-MfZAhWChiwKHeOqAwAQjRx6BAgAEAY&url=http://commonpence.co/15-minute-clock/&psig=AOvVaw0C7feudU9EdpBEu6ySnUSR&ust=1519883904210063

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Workshop

AvaAuon Kol cuoXETion TNE damavng
Méeowv, onwe kat Twv Social & Web user
generated data Analytics, otnv €€€ALén

TOU pepLéiov ayopac proc Mapkoc.
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2TO TIPWTO HEPOG TOU CEHIVAPIOU HMIANOCAHE YiAa TV
€SEAIEN TOU MAPKETIVYK N OTTOIA KATECTNOE avayKaia pia
MEAATOKEVTPIKN OEwpnNOoNn TOU EMIYXEIPNHATIKOU YiyveoOal
TNV omoia eEUNTNPETEI WG epyaA&io To Business Model
Canvas.

210 Workshop 0a soTiaooupe ornv evornra Ttou Kappa
“Customer Relationships” mou ava@éperal oTnv
oTparnyikn “How to get, keep and grow Customers,
TTOU TEAIKA peETAa@pPAaleTal OE HEPIOIO ayopdag, KEpdowopia
KATT.
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Kai BéBaia To pepidio ayopag (Share of Market) £xen
Gueon oxéon HE 1o HEPISIO PwvVvNS (Share of Voice), kai
NTaV AVEKOOEV £€va amé TAa TTIPWTA OTOIXEIAa HETPNONS TNG
ATTOTEAECOHATIKOTNTAG TNG EMKOIVWVIAG HIAS HAPKOG.

TOTE KUPIAPXOUOCE N IBEA OTI 000 TMIEPICOOTEPA XpRHATA
SamavwvTal oTnV di1agnUIon, TO0O TTIEPICCOTEPO
AUSAVETAI TO HEPISIO ayopdag HIaG HAPKAG.

Kari moAU AOYIKO O€ IO «TIPOIOVTIKA» ayopd O1ToU N
EMKOIVWVIA ATav H1ag¢ Kareubuvong pe kupio Mé€oo Tnv
TNAE6pAOCH TTOU TIPOCEPEPE EIKOVA, X0 KAl Kivhon.
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ZNHEPA OHWGS EXOUHE AU@IdOpOMN EMKOIVWYVIA,
TTPWTAYWVIOTEI 0 TEAATNG, TIPOEXEI TO “customer
experience”, ta onueia ema@ng (Touch Points),
E£xouv moAAamAaocilaoTei Ta HEoa, gival paid, owned
Kal earned, Kal TO HOVO KOIVO ONHEIO HETASU TOU XO€¢
KOl TOU CRHEPA PAIVETAI VA €ival TO ... Sales Funnel
kol To AIDA concept Tou ....1898.

Ag d0UHE KOl oXNHATIKA TOV pOAO TOU o010 “HoOW to
get, keep and grow customers” nmou givail Kai 1o
Baociké {nToupevo Tou Marketing.



Amto to AIDA oto Digital Sales
Funnel

The Purchase Funnel SOCIAL MEDIA

S Plink Y
Market
Awareness et Digital Marketing Sales Funnel

Awareness

sm“ Primary Tools: Content marketing, Lead Generation
Social Media, Paid Advertisements,
SEO/SEM, Public Relations

Primary Tools: Landing Pages, E-books,
Newsletter, Free Tools, Case Studies, Retargeting

Primary Tools: Sales Pages, Free Consultation, Trust
Signs, Promotions, Free Trials, Demos, Email Marketing

<
<=
e
Action W
A c t i 0 n c | ' Primary Tools: Payment System, Shopping

Cart, Reviews and Referrals



https://en.wikipedia.org/wiki/File:The_Purchase_Funnel.jpg

How to get, keep and grow
customers




How to get, keep and grow customers

I*Digital Trad itionT]

SEO/SEM/PPC Print/Ads

Ads, Blogs, Social arkEting Mix TV/Radio

Email/Mobile Events/Expos

Feeder Websites Telesales

-.. other ... other
. -

Demand
Generation

Capture &
Conversion
Engage
Tactics
Capture
Engage
Tactics
Qualify
Engage
Engage Tactics

Tactics

Automation Follow Up


http://www.sitepronews.com/wp-content/uploads/2017/05/image-18.jpeg

K ¢ M GA .
..Dmcm Egm Business Model Canvas Workshop

H oTpaTnyiKn OHWG OEV XAPACTETAI EV KEVW.

O ouyxpovog marketer TIPETTEI TPWTA VO KATOVONOCEI
TO TI CUHBAiIVEI OTO EMIKOIVWVIAKO YiyveoOal, kal
1I01AITEPA OTO YNPIAKO, TIOIA Eival N OTPATNYIKI TTOU
aKoAouBOouUv o1 avTaywvVvIioTEG TOU, VA EVTOTTICE! TIG
BEATIOTEC IPAKTIKEG, va Kavel Hia avaAuon SWOT, va
EVTOMICEI KAl VA aloAOYNOEl EVAAAAKTIKES
KATEUOUVOEIG, KOl HETA VO OXEDSIACEI KAl VA
OnuIoupyNOEl Eva OAOKANPWHEVO TIPOYPAHHA
EMKOIVWVIAS TTou Oa HEYIOTOTTOINCGEI TO HEPIDIO
ayopdag Tou.
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210 workshop mmou akoAou0¢i, 0a mpooma®nooupe (N
HaGAAov Oa mpooTTaONOETE) va CUCXETIOETE TO “Share
of Market” pe 1o “Share of voice”, e§eralovrag kai
AavaAUuovTag TTAPAYOVTEG TTOU EMIOPOUV TNV ayopd
EMBATNYWYV AQUTOKIVATWYV OTTWG:

1. Aammaveg avraywviotwyv ota Malika Méoa.
2. Ap1Ouo6 ka1 pepidio avagopwyv ora Social Media.
3. ApiIOuO Kal HEPISIO AVAPOPWYV YEVIKA KATT.

Oa dciTte TWpa Kamola oroixeia post evaluation mmou
apopouv Ta SUV Nissan Qashqai xar o VW
Tiguan.
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Nissan Qashqgai vs VW Tiguan
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https://www.volkswagen.gr/el/models/the-new-tiguan.html
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EVSELKTLKOC TPOMOC TOLPOUGLOONC OTOLXELWV

Ayopdc EmiBatnywv oUToKIVATWY

BRAND I“.l February '16

Total Posts

Facebook Post
Social Media Posts acebook Fosts

Twitter Posts

Nissan Qashqai

Volume of cars sold (pieces)

Market share

VW Tiguan Total Posts
VW Tiguan
Facebook Posts
VW Tiguan
Twitter Posts

Social Media Posts

VW Tiguan
VW Tiguan Marketing Spent

VW Tiguan Volume of cars sold (pieces)

VW Tiguan Market share

4113

292

1180

€349.032,42

3806

76,6%

2871

352

777

€254.462,69

1162

23,4%

448

66

€34.549,75

165

98,2%

78

35

1,8%

438

14

57

€1.470,53

51

87,9%

113

40

32
12,1%
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ETIALCapE YVWOTA «KOBIEPWHEVA» MOVTEAQ OTA iO10 «KUBIKA»
WOTE VA NNV UTTAPXOUV «OVATPETTTIKOI» TTOPAYOVTES TTOU
emidpouv oTnVv {ATNON VEWV NOVTEAWYV OTTWG PRHNn/cIkéva
HAPKAG, KATAVAAWOT KAUCIMOU, NEYAAEG DIAKUMAVOEIG TIMAG,
HovadIkEG eTIOO0EIG, ONUAVTIKA OlaPOPOTTOincN KOGTOUG,
AVOTPETTTIKA Ola@AMION, EIKOVA XPAOTN KATT.

Kart autd Tov TpoTTO TO HEPIDIO ayopdg Ba eCapTaTal
TTEPICOOTEPO ATTO TO piypa paid/owned/earned media, Tnv
OTPATNYIKN KAl TNV OATTAVI ETTIKOIVWVIOS OTNV ETTIAEYEICA
UTTOKATNYOPIiO QUTOKIVATWY, Kal OXI aTTd ONMAVTIKEG AAAAYEG
OeOOHEVWV OTTWG EPPAVIOTN VEWV AVATPETTTIKWY HOVTEAWYV, VEQ
TEXVOAOYIKA ETTITEUYUATA KATT.
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To Workshop aua-fRua

Xwpilovral apXika ol CUHHETEXOVTES O€ 3 oOpGdeg
Kal N KGfe opada exmpoowrnei To THRpa marketing
UTTIEUOUVWYV Yia pia amrd 3 HAPKES AUTOKIVRITWV.

v' Moipddlovtal Ta oTolXEia post evaluation d1a@NUICTIKAG
datravng, avagopwyv oto Web, Social media Posts kai
18uNVwWY TTWARCEWYV avd NAVA, 3 AVTOYWVIOTIKWY HOPKWV,
1 o€ KGO ouaGoda.

v EENyouvTal 01 OTT0I1EC ATTOPIEG/DIEUKPIVIOEIG

v EpydlovTal ol ONddeg HECO OTNV ETTOMEVH WP CUAAOYIKA,
OUOCTNHIKA KOl avaAUOUV TO OTOIXEIO, TA CUOCXETICOUV ME TIG
TTPAYHATIKEG TTWARCEIG KAl HEPiIOIO ayopdg, Kal utTtoAoyi{ouv
TIG OTTOIEG OCUOXETIOEIG.
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v Atro@acifouv Troia oTpaTnyIKn 0a akoAouBioouv To €TTONEVO
6unvo, kal Tov Baduéd diagopoTtroinong atmd TV CTPATNYIKI
TOU TTponyoupevou 18unvou.

v MpofdAAovTal ol dnuioupyndeiceg oTpaTNYIKES KOl N AOYIKA KAl
N aITioAdynon atrdé KA0e opuada, OXETIKA HE TNV TTPOTEIVOUEVN
oX€on HEPIdIOU TTAPADOCIOKWY KAl YNPIaGKWY HECWYV, KAl TO
TTPOBAETOHEVO HEPIOIO AYOPAG TOU ETTOMEVOU GURVOU. .

v MapouaidlovTal ol TTPOTACEIS KABE opadag oTnv 086vn (o€ PPT
N photo).

v MapouoidlovTal Ta TTPAYMATIKA OTOIXEIO dATTAVWYV HECWV,
Social Media/Web buzz kai TTwARCewWV/HEPIdiWY ayopdg Tou
“MeEAAOVTIKOU” g€aprvou Kal akoAouBei oculnTnon.
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v' AuTO TTOU EVOIaQEPEI TTEPICTOTEPO Eival O CUOTNHIKOG TPOTTOG
TPOOEYYIONS TNG AVAAUONG KOl CUCXETIONG TWV TTOPAYOVTWYV
OeOOMEVOU OTI TTPOKEITAI VIO HIO MIKPOYPOA®IO TNG Ayopds atrd 3
MOVO HOVTEAA ETTIRATNYWYV QUTOKIVATWY TTOU gV
OUMTTEPIAAMBAVEI OAOUG TOUG TTOPAYOVTEG TTOU OUVEICPEPOUV
o€ £iTTEdO0 OUVOAIKAG ayopdg (TT.X. O100£C1MO £10600NHa) R
TTOIOTIKAG S1a@opoTtroinong (61TTwg TToIoTNTA JIA@NMICTIKAG
TPOOoEyyiong), virality coefficient KATT.

v KaAod &ekivnua Aoitrov
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http://www.pvhc.net/img242/szkeqqekwsrstkseuyxu.png
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BRAND Metrics Total July 2017 - Dec 2017

Total Posts 1595

e Facebook 224
e Twitter 839

Toyota Yaris

 Marketing Spent €105.015

Market share 49,9% vs 46,7%

. Total Posts 926
« Facebook 45
« Twitter 612

Opel Corsa

 Marketing Spent €705.820

Total Posts 480
« Facebook 76
e Twitter 177

Marketshare 28,1% vs 32.6%
Renault Clio

 Marketing Spent €260.083 s

20/3/2018

Market share 21,9% vs 20.7%
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http://www.opel.gr/vehicles/modela-opel/aftokinita/corsa-3-porto/index.html

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Mmnopeite va «KOTEBAOCETE» AUTAV
TNV napovoiacn otnv ditevbuvon

www.kemel.gr/node/3661
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