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K[EIM Elcaywyn

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Me tnv rtapovoiaon ov akoAovBel pLAodoEovpe va avadelfouvpe

TNV CUHTIANPWHATLKA XPNoN Kat XpnoLtgotTnta

tou KapBa Mpotewvopevng A€iacg (Value Proposition Canvas),

OTNV dLaXPOVLKN TIopELa pLag eMTUYNUEvVNG Startup, pe tnv BgpeAiwon ano ta
MPWTA TNC BNuata, evocg eAatokeviplkou Business Model.

[MapaAAnAa 6a avagpepBoLpPe 0TO TIWCE Eva evotoXa cuuTAnpwpevo VPC,
TIEPA ATIO TNV oLoLWdN cuvelopopa Tov oTo {nTtovuevo Product - Market Fit,
EXEL KAl Eva KOUPBLKO pOAO oTnV ZTpatnytkn Emkowvwviag kat MNepLexopevou
ue tnv evBuvypaupton tTouv Value Proposition kat avtarnokpion ota {nNToupeva Tou
«aKpoatnplov» pacg, oe ocvvepyaola pe tIc evvolec Customer Profile kal Target
Personas.



LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. H xpnowpotnta tov Business Model Canvas.

2. N'vwprLpia pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O poAog Twv Personas, Customer Persona Templates

5. Mapadeiypata ano tTnv Ayopa Twv AVTOKLVATWY

6. O PoAog touv V P Canvas otnv Ztpatnytkn Emkowvwviag

7. MapapTnuata



K|E|M Business Model Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Omnwc towg nén yvwpilete to BMC gival n ypagpikn

e ————————————— anewkovion (Kappag) Tou Emxetpnpatikou te Movtélou .
’ = 3 ULAG ETILXEIPNONG KAl CLYXPOVWCE TO epyaleio anotumwong
;_ TNG OTPATNYLKNG TNG .

Bonba ermxelpnuatiec Kat oteAEXN va eypaduvouy, va
O 8 KATAVONOOULV Kdl VA CUH(PWVOOULV GE HLa KOLVI OTTTIKN YLd
= =" TNV aAANAETIOPAON TWV CLVIOTWOWY PLAG ETILXELPNHUATLKNG
cosew =rimecsme @) stratogyzer Tipoomabelag.
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KIE|M Katt oav to Executive Summary tov Business Plan

KENTPO EOEAONTQN MANATZEP EAAAAOZ

O KauBAag¢ EMKEVTPWVETAL OTA BACLKA HEPN TIOV ATIAPTLI{OVV EVA ETILXELPNHATLKO
TLAQVO.

XwpLG va praivel o€ HEYAAEC AETITOUEPELEG, N VEOPULNG ETILXELPNUATLK opada
ovumtAnpwvel TIc 9 evotnteg (building blocks) mou tov araptidovy, Kat ipopaivel
0€ TPOTIOTIOLNOELC KABWC N ETILXELPNUATLIKA LOEA WPLPALEL ELTE OTO EPYACTNPLO N
OTN TUAOTLKN TNG EPAPPOYN.

2 TO TEANOG, KAl EPOcoV EKTLHNOEL oTL TO business model tapayetl O£TIko
arntoteAeopa (6nAadn pra Biwaotpn, emxeipnon), aflomoleital To LALKO Kal EUTELpia
TIOU Ba TIPOKLYEL OTNV avamntugn €vog TTANPou¢ Kat Astttopepoug business plan.



KJE|IM|EA

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Moo sivat to opeAog Touv BMC yLa Ttov eTLyelpnuat

2UCTNHLKA TIEPLYPAPEL
WG HLa ETLYELlpnon
AnHLOVpPYEL,
npoowepeL aia
Kal
apeiBetat
yla avuto
Ao TOUG TEAATECG TNC

The Business Model Canvas e | = e

Mpoowepel A&l

ApeiBetal

R ) | mman s e (3) scrategyzer
o — e e e ) e e e SRR TS TTINEN =T




LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. N'vwprLpia pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O polocg Twv Personas, Customer Persona Templates

5. MNapadeiypata amo tnv Ayopa Twv AVTOKLVINTWYV

6. O PoAoc touv V P Canvas otnv 2TpatnyLkrn Emikowvwviag

7. Mapaptnuata



UKIEIM A1to 1o Business Model Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ ZTO Va I u e P ro pos ition Canvas

The Business Model Canvas

DA s Yegeee ‘

ATIO TIC 9 evOoTNTEC oNUEpPQ
Ba pacg armaocxoAncouv 2
BACLKEC
n aflakn mpotaocn
(Value Proposition)

KAl
TA TUNUATA TWV TIEAATWYV
(Customer Segments).

Value
Proposition
Customer
Segments

oocoo A g g

-—. - — . — i — -

.
e ————— D T + S — ~® C— D P—— S—— LU B L S


https://en.wikipedia.org/wiki/File:Business_Model_Canvas.png

UKIEIM A1to 1o Business Model Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ ZTO Va I u e P ro pos ition Ca nvas

Business model & value proposition

Kappag
Mpotelvopevne
Agilac

The Busens Madel Carvas — >

‘Evag¢ dopnuEvog Tpomog
yla va «taipltagete»

TL 0€AouV oL teAATEC
HE TO
TL TPOCPEPEL
N EMXELPNON oac.

Mnyn: https://steveblank.com/2014/10/24/17577/ e E’



https://steveblank.files.wordpress.com/2014/10/bus-model-and-value-prop-map.jpg

LAK|E|M|EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Customer Profile

Value Proposition

Products
& services

Gain creators

S8

Customer Profile

Customer

’ jobs :
. =

2ta 6e€La, o kappac yaproypawei to
TPOWIA TWV SVVNTIKWV MEAATWYV

> Moweg douvAereg (Jobs/Tasks)
TPOCTIAOOUV Va ETILTUYOVV,

> T eilval duokoAo N dvoapeoto
(pains) otov TpEYOVTA TPOTO/AVCN)

> Tu0a nTav EMOVHNTO N EVYAPLCTO
(gains) o€ pua OswpPoVHEVN
tbavikn/Avon



LAK|E|M|EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Value Proposition Canvas

2TA apLoTEPQ, 0 KAUBAC XAPTOYPAPEL
npotaocn aiac

> Moo elvat To mMPOoLoV N n VINPEGLa
(products & services)

>Mwg dnULovpyel Ta oeAN/KEPON
(gain creators) mov B€AeL 0 teAATNG
Kau

>Mwe KaTanpavvel HE TAVGITIOVA TOUC
Ttovoug (pain relievers) tov meAatn?

Value Proposition

Products
& services

Gain creators

03

Customer Profile

Customer

el =
. =




‘Eva mapadewypa: Milkshake

The Job, the
Pain, the Gain,
and Customer
Segments

Steve Morris

linkedin.com/in/stevenrmorris

Copyrght © 2015 StarpSOS

https://www.youtube.com/watch?v=KQVclJnol ¢



sl

Commuters : l'oieg €ival o1 douAciec (To Job to be done) TTou TTpooTTaBouv va KAvouv KaTa TNV dIApPKEIa TNG dIadPOUNC .

(D Start presenting to display the poll results on this slide.



sl

2. Tloia eival Ta xapaktnpioTika Tou Milkshake 1Tou €TTIAEyouUV 01 UNTEPEC YIA TA TTAIOIA ;

(D Start presenting to display the poll results on this slide.



sl

3. Commuters: H Bapepdpa TNG 00Nynong Kai N rpwivn Treiva gival ol TTOVOol TToU TTPOCTTaB0UV va BEpaTtTeUo0oUV UE Eva
mTpwivo Milkshake 7

(D Start presenting to display the poll results on this slide.



sl

4. Ol PnTEpeg KEPOICOUV HIa EUKOAN Kal ypriyopn Auan Je Tn ayopad evog pikpou Milkshake yia ta Taidia Toug;

(D Start presenting to display the poll results on this slide.



SAK|EIM Value Proposition Fit

KENTPO EOEAONTQN MANATZEP EAAAAOZ

To taiptacpa (Fit)

ETULTUYYXAVETAL OTAV
Gain

GOAL . .
Creators N TIPOTELVOHEVN agla

MPOGWEPEL ALoN/EL
Products Customer P (P P I‘|/ C

& Services

oTa ItPoBANHATA TWV

OuvNTIKWYV TtEAaTwWy oag,

Relievers

o

Kal LKAVOTIOLEL,

N aKoun KaAvtepa Esmepva

TLG TIPOOOOKLEG TOUG.



SAK|[E|M To Value Proposition Canvas nua mpog¢ fnpa

KENTPO EOEAONTQN MANATZEP EAAAAOZ

» ALOAEETE eva TUNpa TtEAATWV.

> [Mpoaodlopiote TIG epyacieq (jobs to be done n Tasks) kata potepaltoTnTa
onUAavTkoTNTAC.

> [Npocdlopiote TOLC TIOVOUC TOLC (pains) emionNg KATA MPoTEPALOTNTA.
> [MpoodlopioTe Kal kepdn/opeAn Toug (gains).

» ETUAEETE TOLC 3-5 TTILO CNUAVTLKOLC TIOVOUC Kal KEPON TWYV TILO CNUAVTLIKWY
epyaclwv (jobs/tasks).

> Kataypaypte og pia Alota oAa ta opeAn benefits mou rapeyxovtal ano to
TpoLlov/vTinpeoia oac.

> Kataypayte ta navoinova (pain relievers).

> Kataypayte toug dnulovpyous Kepdwv (gain creators).



SAK|[E|M To Value Proposition Canvas nua mpog¢ fnpa

KENTPO EOEAONTQN MANATZEP EAAAAOZ

> EruAe€te 3-5 amo toug dnulovpyoug kepdoug (gain creators) Kal Ta avaoinova
(pain relievers), mov kKavouv TN peyaAutepn dlaopd oToug TEAATES 0ag.

> Tapragte/ovvdeoTte TA TAVOLTIOVA, HE TOLG ONULOLPYOLC KEPOOUG KAl TA OPEAN
TOL TIPOLOVTOC/UTINPECLA 0AC PUE TOUC TIOVOLC, TA KEPON Kal TIC OOVAELEC
(jobs/tasks) ov emtAvoOUV.

» OpLlOTE TO MWC UTIEPEXETE ATIO TOV AVTAYWVLIOUO GE AELTOLPYLKO, KOLVWVLKO N Kal
oLVALOONUATLKO €TTTEDO.

> AnuLoupynoTte dlaPopeg MPOTACELC aglag Tov elval EekABAPES Katl KTLouv
guTILOTOOLVN PE TOLC TIEAATEC 0aC Kal TEAOC.

TeotapeTe TIC MPOTACELS aiag e duvVNTIKOUG TEAATES




SAKIE|M EvoelkTiKEG EpwTnoetg: Problem/Solution Relate

KENTPO EOEAONTQN MANATZEP EAAAAOZ

v T1000 onuavTtiko Bewpouv To MPOoBAnua (Tov oxeTideTal Y€ TO TIPOIOV GAQ);

v H pn Abon tou mpoBANPATOG TL APVNTLKEG OUVETIELEG TILOTELOULV OTL BA ELXE;
v [Twe¢ To ALVOULV onNuEPa ;
v 1000 LKavoTIoLNUEVOL Eival aro Tnv Avon;

v' XpnoLPoTioLloLV KATtoLo Tipotov/vnnpeacia; Noto eivat avto; EAANVIKO n)
ELOAYOUEVO;

v ['vwpidouv aAAa TtpotlovTa TTov AUVOLV TO TIPOLBANUQ;
v' 1600 cuyva xpnolyotoleital;

v Tlolog elvat vTtevBLVOC yLa TNV ayopaq;

v a tnv xpnon/epapuoyrn Tou;

v’ Mg TL KOOTOC; ATIOTEAEOUATIKOTNTA; XApaAKTNPLOTIKA, EEuTtnpeTNON; ZUVOALKN
eumeLpla; Elval tkavortotnuevol,



SAKIE|M EvoelkTikeC Epwtnoelg: Problem/Solution Relate

KENTPO EOEAONTQN MANATZEP EAAAAOZ

v 1600 onuavTiKo Bewpolv To IPOLRANUA (Ttov oxeTi{eTAL HE TO TIPOLOV 0OAQ);

v OeTIKA/apvnTLIKA; YTIAPYXOULV KATIOLEC ATIOYONTEVOELG/EVOXANOELC;

v’ Eival n emtitAvon touv PoBANPATOC KATL «AVAUEVOUEVO» ATIO TOLC TIEAATEC TWV
eAATWY;

v TLBa Bewpovoav Loavikn Avbon oto ipoBAnua, TL Ba EeTtepvoLoE TIC TIPOOCOOKIEC
TOUG;

[MepLocoTEPEG EPWTNOELG TTIOVU OLEVKOAUVOULV ThV Onulovpyia tou Value
Proposition Canvas (Trigger Questions) vtapyovv oto NMNapaptnua B .

[Inyn : Startegyzer



LAK|E[M Ac akovcouvpe Kat tov Osterwalder

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

The Value Proposition
Canvas Explained.

Design products and services
customers want

G Strategyzer

https://www.youtube.com/watch?v=ReM1ugmV{PO
Nnyn: Strategyzer.com



LAK|EIM To BMC+VPC ctnv Awaypoviki Mopeia prac Startup

KENTPO EOEAONTQN MANATZEP EAAAAOZ

The Startup Curve

Initial

L@) Enthusiasm - | s \09
| eality Q
\ Sets in z‘?’(’
Before 3

@ | Startup Business Model Canvas+ PO '

-= \ Value Propositioning Canvas ﬂpo('reh(ua“'

et T T e e e e AmoxKtnon,

= TROUGH OF . Awipnon &

SORROW Avartvén Mehatwv

+—__  Product/

@ Market Fit! (Go-To-Market)
. Time
\ [ » \ Stars Xpnon Tov Sales Funnel
Experimenting Wc:ld:g Growth

& Pivoting

Credits: Paul Graham



sl

5. To Value proposition Canvas xaptoypa@Ei TIC UTTOBECEIC VIO TV ACia TNV OTTOIA TTIOTEUOUNPE OTI TTPOCPEPOUPE OTOV
TTEAATN MOC;

(D Start presenting to display the poll results on this slide.



sl

6. To Value Map tou Value proposition Canvas kataypdagel To TTpoAnua tou treAaTn; (Apiotepd MEpog)

(D Start presenting to display the poll results on this slide.



sl

/. Ta Customer profile kataypda@el Tn AUon TTou OiVOUE OTOV TTEAQTN ;

(D Start presenting to display the poll results on this slide.



sl

8. To Taipiacpa (Fit) emiTuyxaveral OTav N TTPOTEIVOUEVN ACia 0aC TTPOCPEPEI Auon/eIC aTa TTPoBANUATA TWV dUVNTIKWYV
TTEAQTWYV OAC;

(D Start presenting to display the poll results on this slide.



LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. 'vwplpta pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O polocg Twv Personas, Customer Persona Templates

5. MNapadeiypata amo tnv Ayopa Twv AVTOKLVINTWYV

6. O PoAoc touv V P Canvas otnv 2TpatnyLkrn Emikowvwviag

7. Mapaptnuata



LAK|EIM Airbnb BMC & Value Proposition Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

> Tn ouvvexela Ba yvwploovpe tnVv Airbnb,

To Business Model kat to Value Proposition
ue eypaon oto Customer Segment

Kat 1o Value Proposition Business model & value proposition
yla Ta OLapopETIKA segments e o

[T 'l—-s- B e r— ®|® - W rvensns 2

TwV Hosts katL Twv Guests.

- — d

P00 P =t irprr T - —

Nnyn: https://steveblank.com/2014/10/24/17577/
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LAK|EIM Airbnb BMC & Value Proposition Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

2Tn ouvvexela Ba yvwploovpe tnVv Airbnb, To Business Model kat To Value Proposition
ue eggpacn oto Customer Segment kat to Value Proposition yia ta dtapopeTika segments

TwV Hosts kat tTwv Guests.

Business model & value proposition

The BusSess Model Carvas »

Mia ap@imtAevpn MAATPOPHA NAEKTPOVLKIG
ayopag = A
(two sided peer-to-peer market place ‘
platform)

TIOL OLVOEEL TOULC TAELOLWTEC PUE TOUC
TOTILKOUC OLKOOEOTIOTEC..

Nnyn: https://steveblank.com/2014/10/24/17577/
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LAK|E|M|EA

Airbnb Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Key Partners Key Activities Value Proposition | Customer Customer Segments
Relationship
A@aipeon “IpIBNS” 10 OIKOBECTTOTEC: : Macro segmentatiun
. . . TWV
OIKQEEG‘ITDTEQ, ouvaAAaywyv, AVATITUSN  Anpioupyia €I008APATOC Zoét:zrjhlﬁﬁ};xﬂpl on
Business Travel TTAQTPOPHAG, EUTTAOKN EykoAia oUVOAAQYWY 6:5:'15 ucniqg VEIDIOUOC/ E1TIU'K€1TT£§E
Partners, ﬂUUUETEX‘jVTf-W- Eutreipia yvwpigiwy, Eﬂihﬁﬂ BE, ATV Eidog Tuﬁlﬁlﬂu
Travel Managers, uvé(hucn' OTOIXEIWV KAl Hygpoloyiakn X nhan?)pé\tlmv (S10KOTTEG I‘|'
Invegtu_rsNenture O10pKNAG BEthqu dlaxeipion KPATATEWY, E‘im K EIKfNC:T TTpOC Enuwahuunm?)
Capitalists, TTPOTEIVOUEVNG QGIOG. | MpoéAeyxoc, P o KOG Anpoypa@ika
Lobbyists. . i ) : . emiReRaiwan. EUpUTER ' FewypaPIKa '
mﬂ‘?' ZUV;W“TEC: Key Resources [potrAnpwpn, Channels SUITIEPIPOPIK
Ev:nt:guﬁie?;s, Network, Listings, | Ao®dhel . ~ Digital Ads OIKOBECTTOTEG:
Cloud storage TIEPIEXOMEVO, ‘;‘-Xupn]\? KOOTOC  Word of mouth, Social AnpOYPOPIKS
Maps standards ‘ »EukoAia ouvaAAayng messaging KATT. FEWYPOOIKE
ApPXITEKTOVIK > AUBEVTIKI EPTTEIPIA  Referral programs , )
P t , . p prog O€IC EVOIKIQONG.
Aymen TTAATPOPUAG, Dgta »>MeydAn TToIKIAia suvahhayi:App.Pages [poTIUNCEIQ ne
analytics, AA\yopiBuol, | >Ag&IomoTa ratings Engagement: mails : ntation
AvBpWTTIVO SUVAUIKO | KATT KATT. Micro segme
. - _

Cost Structure Revenue Streams

Customer Acquisition cost (CAC)
kooTo¢ kepahaiou (WACC), avamrugng,
UTTOSOMNAC, MAPKETIVYK, UTTOOTAPIENG
TTEAQTWYV, VOUIKES UTTNPECTEG AOPAAEIEG,
lobbying, training KATT.

MeTaBANnT6 transaction fee, 3-5% amo Tov
O1KodeoTOTN, 5-15% Q116 TOV ETTNOKETITN
Event Hosts 20%, event guests 0%




SAKIE|M Mapadeypa epappoyng VPC otnv Airbnb

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

©a onuioupynoouue 1o Airbnb Value Proposition yia 10 UTTOOUVOAO TWV ETTIOCKETTTWYV (Guests)
TTOU TaCIOEUEl YIa OIOKOTTEC O€ group QiAwyv Kal avalnTouv TNV KATaGAANAN KAToIKia aTnV TTEPIOXN
TTOU ETTEAECAV.

‘EocTw AoITTOV OTI AVvO@QEPOPOOTE OE€ TTAPEA PIAWYV, VEOUC Kal VEEC aTTO TNV Bopela EupwTrn, £xouv
[TaveTTioTAUIAKA HOPPWON, Eival EAEUBEPOI ETTAYYEAUATIEC KAl OTEAEXN ETTIXEIPNOCEWYV, Kal
ammopaacioav va mave 10nPePEC OIAKOTTEC, EVOIKIACOVTAC Eva OTTITI KATTOU OTIC KUKAQOEC, .

2UNTTANPpWOoaUE Kal To Persona Template ( uttapxouv utrodsiyuaTta -0mrwe 10 slide 1Tou
OKOAOUBEI - 0TO O1adIKTUO), KaI aC OOUUE OTNV CUVEXEIQ TA £TTI HEPOUC aTolIXEia Tou Customer
Profile kal Tou Value Map, cekivwvtac ttavta atmo 1o Customer Profile (gains, pains Kai tasks.)



LAKIE|IM Airbnb Personas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Taylor is a Business Analyst based in
San Francisco. She loves cooking,
spending time in outdoor activities
such as hiking, mountain biking,

rock climbing, and traveling. She
travels internationally three times a
year and nationally five times; her
most recent trip was to Iceland. She
has visited 16 countries and aims to

visit 30 before the age of 30. 4 P :j;
| 4
TAYLOR CARTER
“I love that | get
AGE OCCUPATION LOCATION
to experience the 26 BUSINESSANALYST  SAN FRANCISCO
. GOALS
area like a true

To save money on accommodations, want an
authentic experience, and find a host that provides

local. safity



LAKIE|IM Airbnb VPC Customer Profile

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Customer Jobs

Jobs/Tasks to be done
Ta AELTOUPYLKQ, KOLVWVLIKA Kal ouvaloonuatika

KaBnKovTta/epyacleC TIOL ETILXELPOVV VA EKTEAECOUV OL TIEAATEC
KAl Ol AVAYKEC TIOV ETILOVUOLV VA LKAVOTIOLI|OOLV

v’ JUYKpPLON Kal EvolKiaon KatolKiac ya dLaKorTieC.

v' Evtoruopoc kKaAvtepou duvatoL cuvoévacpou TLUNG,
KataAvpatoc €utmelplac.

v AlaBouAgvon/cuppwvia ge TNV Tapea



LAKIE|IM Airbnb VPC Customer Profile

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Customer Pains

Customer Pains

OL apVvVNTLIKEC EUTIELPLEC, TA oLVALOBNUATA KAl OL Kivouvol
TIov BLwvel o teAATng Kata tn dtadikaoia paypatonoinong
TwWV epyaoctwv/tasks

v" AUOKOAO v OUYKEPACTOLV Ol ATIOWELG OAWV.

v TIoAAEC AvoeLg, OVUOKOAN eTILAOYN.

v' ALOKOALO eVpeEONC EMLBLUNTNC KATOLKIAC O€ ATIOOEKTH
TLUN.

v ABeBatotnta meavng hn tTnpnong VTTIOCXECEWV.



LAKIE|IM Airbnb VPC Customer Profile

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Customer Gains

Customer Gains

Ta o@EAN TIOL 0 TTEAATNC avapevel Kal xpeladetay,

TL Ba evxaploTovoe TOuC EAATEC N Kal Ba EeTtepvoLOE TIG
TPOOCOOKLEC TOUC, WOTE va avénbei n mbavotTnTa vloBeTNONC TNG
npotaonc aélag

v' Avvatotnta avalntnong aro 0Aou¢ Toug ouLvTa&LOLWTEC.
v' EUKOAN cuyKkplon HETAEL TTIOAAWY EVAAAAKTIKWY KATOLKLWV.

v H TOoTUKN ETtAYn/eTELpLQ.



LAK|E[M Airbnb VPC Value Map

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Products and Services.

Ta mpolovTa Kal oL UTINPECLES TIOL dNULOLPYOLV OPEAN,
avakov@idouy amo Tov TOVo Kat otnpidouvv Tn dnuiovpyia agiag ya
TOV TtEAQTN.

v Emtagrn), KAELOLPO Kal TTANPWHN UE ac@aAr) TPOTIO.
v [lpoypappa yLa olkodeoTOTEG.
v' Aemttopepn reviews Kat profiles.

v’ EEumnpetnon 24/7.



LAK|E[M Airbnb VPC Value Map

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Pain Relievers

Pain Relievers.
[lepLypagpn Tov WS akpPLBwWS To TPOLOV N N vTnpecia
avakov@LZeL TOUG TIOVOUG TWV TIEAATWV.

EUpeon KataALUATOC EVKOAQ Kal ypnyopa.
ATtopuyn HecaloVTwYV yld XAPNAEG TIPEG.
Kpioelg (reviews) AAAWV ETILOKETITWV.

Other visitor reviews

N XN X X X

Online booking.



LAK|E[M Airbnb VPC Value Map

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Gain Creators

Gain Creators.
[Tw¢ TO polov/uTinpecia ONULOLPYEL OPEAN OTOUG TIEAATEC KAl
TIWC TOUG TIPOCYPEPEL TIPOOTIBEPEVN ala.

v «Taiplacpa» HETAEL ETILOKETTWY KAl OLKOOEOTIOTN.

v OIALKO Kal eLKOoAO interface.

v' EvToTilopocg tng KaAvtepnce duvatng eumetpiacg dtapovng



LAK|E|M Value Proposition Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Products/services Gain Creators/Pain Relievers Gains/Pains Jobs to be done

» «Talplaopa» petaly » «Molpaopa» TG
aval{ntnonc arno oOAn
TNV TTOPEQL.

» EukoAila ouykplonc
HeTalL TTOA WV

ETILOKETITWY KOl OLKOOEOTIOTN.
» DW\LKO Kot eUKOAO

interface.

» EVTOmopoc tne KaAUTEPNC
duvatnc eumnelplog SLapoVNG EVOAAQKTIKWV
KOTOLKLWV.

» H tomukn

entadn/sumneplo.

[nyn: businessmakeover.eu



LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. 'vwplpta pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O poAog Twv Personas, Customer Persona Templates

5. MNapadeiypata amo tnv Ayopa Twv AVTOKLVINTWYV

6. O PoAoc touv V P Canvas otnv 2TpatnyLkrn Emikowvwviag

7. Mapaptnuata



LAKIE|M O Oplopoc Twv Customer Personas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

© O

Customer ) user Personas,
eivat ewkovikol (virtual) mpoTumotL

Intent Interests MEAATEC 1] XPOTECG TWV TTPOLIOVTIWV I
UTUNPECLWV.
. @ H vontikn xpnon Twyv, HAa¢ EMTPENEL
Va CXNHATOTIOLOOVHE Vi KATAVONOOUHE,
Demographics Personality

Va ECTLACOUVHE, VA CTOXEVCOUHE Kat va
ETKOLVWVNOOUHE AMOTEAEGHATIKOTEPA
TOUG OUVNTLKOUG KL UTIAPYOVTEC
MPWTAPYLKOUG TTEAATEG HAG.



http://my.mastersindigitalmarketing.org/gpunic/wp-content/uploads/sites/701/2015/11/Understading-people.png

LAK|E|M|EA

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Airbnb Customer Personas

Andrew

Persona

Business Guest
Mlotivatled: |'.'-':|' oMY e
&nd comiart.”

Afe: 45

Cocupation: Excutive Sales

Location: San Francieso

Staved: 56 times

“I love to feel at home when away from my family.”

“I like to know what to expect before | arrive. It's one
less thing to worry about.”

&

Behavior

Says at ‘Business Travel Ready
homes

Books only antire homesapt
whether for ousinase or
wacation,

Raquirae intermnat access and
BLSINEEE £AFICES. -

E normalhy waey busy and is
dalightad whan things are just
‘dore’ for thiem.

Concerns

‘WWasted time transition
from awrport fo check-in.

Vi'ould like batier rates for
muftiple gtaye,

Aurbnb 1B unrespondive 1o
ey faature requests.,

Needs

KMoro comenianca are
comiorti.

veanting 1o feel a1 har
wihien on businass fran

Woeuld like rry
prafarances known ar



LAKIE|IM Airbnb Customer Personas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Taylor is a Business Analyst based in
San Francisco. She loves cooking, ey
spending time in outdoor activities » &
such as hiking, mountain biking, e e f’
rock climbing, and traveling. She '

. i i .-
travels internationally three times a

year and nationally five times; her ,

most recent trip was to Iceland. She 1
has visited 16 countries and aims to |

visit 30 before the age of 30. 4 P :j;
M A
TAYLOR CARTER
'/
I love that | get AGE OCCUPATION LOCATION
to experience the 26 BUSINESSANALYST  SAN FRANCISCO
) GOALS
area like a true

To save money on accommodations, want an
authentic experience, and find a host that provides

local. safity



LAKIE|IM Airbnb Customer Personas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

UDSEN FEROUNA

Shane Wilson

BIO:

Shane, a dedicated husband and father, works long hours running his small business. He purposefully plans annual
family vacations every summer in destinations close to nature, so that he and his similarly career-driven wife, can relax
and spend time together with their 2 young children, ages 10 and 12. He wants to decompress from the stress of
managing his company and minimize the duties of parenting, so that he and his wife can enjoy a more restful vacation.

—~ GOALS: FRUSTRATIONS:
\\ ® Plan annual vacations with his family e Prefers not to take time away from work
e Enjoy vacations without the full e Difficult to relax while traveling with young children
o responsibilities of parenting e Need to plan vacations around work and school schedules

e Spend more quality time with wife and 2 kids

MOTIVATIONS: PERSONALITY (MBTI): FAVORITE ACTIVITIES:
Convenience Ecioiars . Exiravis . . ‘
Comfort Intuition 8 Sensing
Feeling . Thinking . @ @
Luxury
Perceiving . Judging
OISI6

FAVORITE BRANDS:

Mgtomanagen family
swas ahuyetmgforw .

Organized Entrepreneurial

8, T D
Prepared Practical airbnb | * travelocity’ Dy Guit Lint




LAK|E|M Target Customer Personas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

persona e Carol

name Carol bio

Carol is a hard working mom, who does her
best to create a safe and warm home for her
children. She is highly invested in the lives of

her children.

gender Female

age 45 year

status  Single

quote interests

occupation Saleswoman
Carol wants to help as much as possible at

"Sharing is caring” the school of her kids.
location Amsterdam
personality goals in context preferred channels

axtrovert introvert | Despite not having a lot of money, Carol tries | Carol is an online shopper, because it saves
l x , | to create a safe living environment for her her time and she can shop at any moment.

children.
observing intuition
[ b ]
thinking feeting frustrations in context brands
| ¢— | Carol has little time and is annoyed with Wehkamp

everything that costs needless time. H &M
iudain arceivin Sometimes she worries about unexpected
! =gi:g P EI financial setbacks. Zara

bol.com

date Inspired by the Buyer Persona developed by Tony Zambiio o e




LAK|E|M|EA

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Target Customer Personas

Opportunities/
Eukawpileg
MNMolec sival oL BETIKES
EUKALPLEC IOV BLwWVOLY
Ta atopa otn {wn Toug;
Oa pmopovoav va sivat
oTNV €pyacia n otnv
LOww Tk wn).

i

DESIGN A

PERSONA CANVAS

NEGATIVE TRENDS \'\ POSITIVE TRENDS
Megative trencds from the /J ﬂ J{/ﬁ Positive trends from the
A ——— envircnemant
A Eﬁi - ; OPPORTUNITIES
: [FETSON ' : Professional and work related
rals .. raally want? -. pOSITve uUlcomes

) : Qp
FEARS 7 | HOPES
Parsonal kesies Parsonal goals and
ROLE opes

=) (@) (0 @ (F) | Y DESIGMABETTERBASINESS (1M

B A o L T I | TR
[ Bt et g e Ay A O e o] o b e ST
T Srwreres] Sireem: TUES San Framcpers Califernes S IDE LR,

Nnyn: https://brucey.com.au/marketing-tools/value-proposition




LAK|E|M Target Customer Personas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

DESIGN A

PERSONA CANVAS —

NEGATIVE TRENDS

Megative trencds from the
el Fon sk

Fears/
®dopol <

POSITIVE TRENDS
C‘/ O g{:} Positive trends from the
armdranmeant

TL OoBoug €Xouv
yia Tto HEAAOV;

AFADR NEED S OPPORTUMNITIES
Professional and work QErso ' : Professional and work relatad
‘ ralatad Istuas ' posilive cUloomies

FEARS  NAME : HOPES
Parsonal ssues Parsonal goaks and

ROLE hopes

bt DESIGMABETTERBUSINESS [
?ﬂ{?ﬂfffmlmm.mﬂm.mmm.m Nnvyn: https://brucey.com.au/marketing-tools/value-proposition

I':_Iu'ﬂnm-mmqah'rmllg et oy o o by B e e
T S S, Ul aan Framcnor oo 10 LR




LAK|E M Personal Canvas Template

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

PERSONA CANVAS TESLA DRIVER

POSITIVE TRENDS

-t " | SR '.‘.

NEGATIVE TRENDS

,“".. e Trew s ’. lor~oeo- )

" ey !

HEADACHES —

r'.:-‘{ MID"a & oJ ors

OFPORTUNITIES

& OO

ROBERT JOHNSON

~ IDRIVE LONG DISTANCES, SO FOR ME IT IS
IMPORTANT TO DRIVE A SUSTAINABLE CAR, THAT
IS SAFE, WITH ENOUGH SPACE FOR MY FAMILY

HOPES




LAK|E|M|EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Personal Canvas Template

PERSONA CANVAS

‘-.‘\"gu'.-

jorlnd SLVe A
N " S - B ”

NEGATIVE TRENDS

.-‘.'-.’ Y ':-

- T

HEADACHES

i »
L2100 51
— e
“
I e
.“d - & y -
-' "
FEAR | e
Halah' : . ]
. — AN ) T -
Herzora amion ,“' : ol
. : v
g ot TN b8

08 ® ) DESIGMABETTERSUSINESS

TOYOTA DRIVER o

POSITIVE TRENDS

™ -, !

v
i
..
¢
4"‘ : Tt A"
. - .

OPPORTUNITIES

™ (po.. »

FOR ME IT IS IMPORTANT TO DRIVE A COMFORTABLE CAR 'EQUIPMENT | HOPES
SPACE AND WHICH IS SAFE. b




LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. 'vwplpta pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O polocg Twv Personas, Customer Persona Templates

5. Mapadeiypata ano tTnv Ayopa Twv AVTOKLVATWY

6. O PoAoc touv V P Canvas otnv 2TpatnyLkrn Emikowvwviag

7. Mapaptnuata



LAK|E|M To avatpentiko Tesla Business Model

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

BUSINESS MODEL CANVAS (Tesla)

Key Partners & ‘

. ommm |
m\umﬂovoh) |

* Car Leasing Company _
MalotSuppllus

Mnyn: https://bstrategyhub.com/tesla-business-model-tesla-business-model-canvas




LAK|EIM Value Proposition Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

VALUE PROPOSITION CANVAS

© BUSINLYS MODLL FOUNDAY M Q

el ot o AR o



LAK|EIM Value Proposition Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

VALUE PROPOSITION CANVAS

© BUSINESS MODEL FOUNDET AG @ Stm



sl

9. 2uyva uttapxouv TTOAAQ €idN KOIVOU PE TA OTTOIO BEAETE va ETTIKOIVWVNOETE, KAl AVTIMETWTTICOUV OIAPOPETIKA
TTpoANuara.

(D Start presenting to display the poll results on this slide.



sl

10. INola TTPETTEl Va €ival N Kopu@aia €TTIAOYN YIA JECA ETTIKOIVWVIAC JOC JE TOUC TTEAATEC .

(D Start presenting to display the poll results on this slide.



sl

11. O1 customer Personas ival

(D Start presenting to display the poll results on this slide.



sl

[10TE ¥pnolyoTtToloupe oTO pNvuua pag eva call to action . Otav BEAoupe va

(D Start presenting to display the poll results on this slide.



LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. 'vwplpta pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O polocg Twv Personas, Customer Persona Templates

5. MNapadeiypata amo tnv Ayopa Twv AVTOKLVINTWYV

6. O PoAog touv V P Canvas otnv Ztpatnytkn Emkowvwviag

7. Mapaptnuata



LAK|E|M O PoAoc tou VPC oto Marketing kat Tnv Emukowvwvia

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

2TPATNYLKN VS TAKTLKN

Onwce avapepel o Steve Blank, ol vEO®pULELC ETALPELEC CLYXEOLV CLXVA TLG TAKTLKEQ
ETILKOLVWVLAC PUE TNV OTPATNYLKD.

[La tapadelypa EpwWTNOELC TUTIOU:

«Mw¢ Ba empeme va eg@avidetal n LOTOGEALOA HOU;» I)
[Mpemel va xpnotpomoww Facebook / Instagram / Twitter;»
elval Oepa TAKTIKNG KAl OXL oTpatnylkng.

H eTiLKOLVWVLAKN OTPATNYLKN ATavTa oTnv Epwtnon:
"MaTl KAVOUUE AUTEC TIC OpaoTNPLOTNTEG;”



LAK|E|M O PoAoc tou VPC oto Marketing kat Tnv Emukowvwvia

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

[0 TTapadElyuad, 0 OTOXOC UAC OTPATNYIKAG B0 YutTopouceE va givail:

» Anuioupyia NTNONCS VIA TA TTPOIOVTA/UTTNPECIEC UAC KOl KATEUOBUVON TNC OTO KAVAAI
TTWANCEWV.

» Anuioupyia yvwoncg (Awareness) yia TNV ETalpEia Kal TN JApKaA Pag, o€ TTieavoucg
TTEAQTEG.

> VWwPIMIa JE TNV ETAIPEIA KAI TIC OPACTNPIOTNTES TNG, ME OTOXO TO Fundraising
(VC, ayyeol, ETaIPIKOI CUVEPYATEG).

> vwpIidia Kal euaiocdntoTtroinon yia milavoug ayopaoTES TNC ETAIPEINC MOAG KATT.



LAK|E|M Kowo, Mivupa, Méca, Messenger

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Anulovpyeite AoLToV

HLa ETILKOLVWVLAKN OTPATNYLKN
KATAVOWVTAG TO «yLaTL»

Kdl OTnNV cLVEXELA

AKOAOUBEL TO «TTWC»

yla Tnv vAormoinon tng.

- _- ’-‘c‘-.
.
i .
- - T »
SRS 31 ;:‘.‘/ =
> ) - A
.‘._ ;‘ ."-'"
- e .-
‘ P
| —————

Media

To «Ttw¢» AMatTel JOVo TECOEPA Pripata: a&s J
G 2 pa pnu ,

1. Katavonote to Kowvo oag (Audience) Messenger

2. AnULOUPYNOTE TO HNVUHA YLA AUTO TO CUYKEKPLUEVO Kowvo (Message)

3. EmAe€te ta peoa (Media) ota omoia 6eAete va draBdadletal / akovuyeTal / BAEMETAL TO HRvLud
4. Erule€te Tov Messenger 1Iov BEAETE va HETAPEPEL TO PVLPA OAG

Mnyn: Steve Blank



LAKIE|M Brijpa 1: Audience/ To Kowvo-0TOX0G;

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

To AkpoaTtnpid cag, ONAadN TO KOIVO-OTOXOG £ival 000l CUYKEKPIMEVA BEAETE va PTAVOUV TA
unvupara cacg. lolol gival Opwe auTol;

v Eival 6Aol oI KATOIKOI TOU KOO UOU; v ZTENEXN ETAIPEIWV PUE OUYKEKPIMEVO TITAO

v OI KATOIKOI MIOC NTTEIPOU; MIOG XWPOG; MIOG v AIaXEIPIOTESG TTPOIOVTWYV 1 TTPOYPOAUUATWYV;
TMOANG;
v O CFO, o Chief Information Officer K.ATT.;
v Th@avoi TreAdTeg, OTTWC TTAIKTEC (gamers),
TTOU TOUC ap€0e€l va TTai(OuUV OUYKEKPIPEVOUC v Venture Capitalists 1Tou ptTopei va B€Aouv
TUTTOUC TTAIXVIOIWV; Va €TTEVOUCOUV;

v AANAEG TOIPEIEC TTOU PTTOPET VA BEAOUV va
Oa¢ ATTOKTNOOUV;



LAK|EIM Brijpa 1: To Kowvo-6Ttoxoc¢ & To Value Proposition Canvas

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Eav TTwAeiTal Eva Tpoiov o€ taipeia B2B , 1rolo gival To Koivo 2T10X0c¢:

CAD - Cecinion Naber

v AUTOG TTOV AMoWaoilel ;

e ) NMwc¢ katahaBaiveTe oo sivat
Decision Maker = o el To Kowo - Itoxog ;
e Me Ttn Xpnon
e Customer Discovery
v AUTOC IOV Ba ETIAEEEL AT
Kat Oa EMNPEeAcet ; N . i KaiL tou
Recommender — - o\
influence! .2_ R—— T & .o
s N Value Proposition Canvas,
Wi —— YVWPL{ETE KAAd TtOLOV Va
v 0 XpRoTNC Nl T (== OTOXEVUGETE.
v = o (e
advocates "::."’..:.‘.: a:



LAK|E|M Brjpa 1: Audience/ To Kowvo-0TOXO0G;

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

NMw¢ kKataAaBaiveTe OLOC £Lval 0 TILO oNHAVTLKOCG; MNMolo¢ ival 0 ALYOTEPO CNHAVTLKOC;

v' 0 XpnoTNG TOU TPOLOVTOG;

v 0 MPOTELVWV;

v 0 UTIELOBLVVOC ANYPNG ATIOWPACEWV;
v 0 ...0QUTIOTEP;

Kabwg XYapToypapeLTE TO EMLYELPNHATLKO TOTILO, Oa HABETE yLa TO POAO IOV
OLadpapatidel KABE CUYKEKPLUEVO KOLVO 0T dLadikacia ayopag.

ApLepwaote Xpovo dnprovpyiac tov Kappa MNMpotaong A€iag yia ta drapopetika €idn
KOLVOU, Kal EXETE TIOAAQ VA KEPOLOETE.

> EQV MPOCTIABELTE VA TIPOGEYYLGETE OUVINTIKOUC AyopaACTEC Il EMEVOUTEC, N dLadikacia
aAvakaAvypne meAatwy elval n Loua.



LAK|E|M|EA BApa 2: Message

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Ta pnvogata, Eivat autd Tov Ao TEAAOVTAL 0TO ETMAEYHEVO AKPOATHPLO KAL ATIAVTOUV
OE EPWTNOELC OTIWG:

v TLaTi TPETEL VA EVOLAWPYEPETAL TO KOLVO;
v TL IPOCYPEPETE;
v Mouwa eivar n EKkKAnon ywa 6pacn/Call to Action;

O1 duvntikoi tehateg cag pecw tov Customer Discovery cag £Xouv dwoel VALKO yLa va
«TAGOETE» TO HNVUHA oacg HEoa ano Eva KahodouvAepuevo Value Proposition Canvas.

H atavtnon oto "Tuati MpENEL va evOLapEPETAL TO KOLVO 0AG;" TTPOEPXETAL anevBeiag ano
1o Customer Profile (Job to be done, pains, gains) otn 6e€w1a mAsvpa Tov VPC

H artavtnon otn dgutepn epwtnon tov “TL TPOSWEPETE;” mpoEpxeTal ano to Value Map
otnv aplotepn Asvpa tov Kappa.



LAK|E|M|EA BApa 2: Message

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

TO TLO ONUAVTLKO :

TL OEAETE VA KAVEL TO KOLVO 0a¢ otav dtapBacetl To ynvur-” <A\non ywa

E . €N O

Apacn/ Call to Action; \&o“f’o@t\‘\
‘-’\0‘\ N o<®
4 r v : Po Q“’e ' ‘60Q
v O€AeTE va KateBacouvv pua emtidelép ’ c 0\\&9 “e\“ < JRA
( (?
v Na mpoypaupATIoOOUV pLd ETa” | 66:,“9“90“5“ N,
, O ot A S . :
v" Na ETILOKEWPOOULV LA Pur \\"\‘N\:,b““\‘ o¢ ¢ N €vav wototomo; Na katefacouv
. 2\ .

Hla epappoyi; 60\‘\@"‘9

v Na KaQvouv KAWK ° \\‘° -]POPOPLEG;

v Na agag¢ dwaooun _ w0l NAEKTPOVLKOU TAXVOPOHELOV TOUG K.ATL.;



L4K|E|M|EA Brpa 3: Media

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Media sival To €160¢ TWV HECWV ETILKOLVWVIAC Ttov duapalel / akovel /
TAPAKOAOUVOEL
10 Kolvo-oTtoYoc.

v TOTo¢ (epnuepideg / mepLodika),

v duadiktuo (Lototonog, podcasts K.AL.),

v petadoon (tnAeopacn, padlopwvo K.Am.)
v Kowvwvika péoa (Facebook, Twitter ) K.Am.

210 otadlo Customer Discovery, pwtnoate Toug HUVNTIKOUC TTEAATECG TWG
avalntouv TTANPOWOPILEC OXETLKA HE VEEG eTalpeieg/brands kat vea
T(POLOVTA/UTINPEGLEG;

(Eav o)L, ETOTPEYPTE KAL KAVTE TO!)

Ta HEcA IOV 0AC £LTTAV OTL XPNOLHOTIOLOUV Ol HEAAOVTLKOL TEAATEG 0AC MPETIEL VA
glval oL KOPUWPALES EMAOYEC OTOYXEUONG..



LAKIE|[MIEA Bpa 3: Media

KENTPO EOEAONTQN MANATZEP EAAAAOZ

Ta dladikTuaka peca Mov EAEYYXEL N ETALPELA 0AC

v’ 0 ETALPLKOC LOTOTOTIOC 0AC,

v' n oeAlda Facebook tn¢ etatlpelag,

v' 1o Twitter,

v 1o Instagram

v AN\Q

Ba MPEMEL va €ival N TPWTN ETLAOYI IOV 0a MELPAPATIOTELTE YLA VA EVTOMICETE KAl va
TELCETE TO KOLVO PE TA HNVUHATA GAG.

ES’ aAAov €ival Kat ) OLKOVOULKOTEPN.



L4K|E|M|EA Bpa 4: Messengers

KENTPO EOEAONTQN MANATZEP EAAAAOZ

O1 Messengers gival onUAivovTa ATOMO TTOU £XOUV ETTIPPON OTO KOIVO-OTOXO OAG.
MeTa@EPOUV KOl EVIOXUOUV TO UNVUPA 0OC OTO KOIVO 0a¢ JEga aTtro Ta Media TTou €0€IC EXETE ETTIAECEL.

O1mrwc¢ avapepel o Steve Blank, uttapyouv tecoepic TUTTOI Messengers:
v Anuooioypd@ol (Reporters),

v Ei1dikoi (Experts),

v [peoBeutéc/EuayyehioTéC (Evangelists) kal

v’ 20vdeopol (Connectors) JE YVWPIUIEC

(KGBe KoIvO-aTOXO0C Ba £XEl TO OIKO TOU UOVAOIKO OUVOAO ayyeEAIOPOPWV).



K[EIM To Customer Discovery dev otapata MoTe.

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H Katavonon Tou KoIVOU-OTOXO0G €ival ONMAVTIKR O0XI MOVO YIA TIG
VEOOUOTATEC ETTIXEIPNOEIC, AAAA VIO ETAIPEIEC TTOU NON TTWAOUV
TTPOIOVTO/UTTNPETIEC.

2.0C BonBa va YEVETE EVNUEPWMUEVOI JE TOUG TTEAATEC, VO AVAKAAUTITETE
VEEC IOEEC VIO AAAEC TTIOAVEC AVAYKEC TOUC TTOU TTPETTEI VA KAAUWETE, KAl
va ONUIOUPYEITE VEQ TTPOIOVTA KAl UTTNPEOTIEC.

O KUkAo¢ Audience> Message> Meoa > Messenger
0aC OIEUKOAUVEI

v' oTnV avatTu¢n Tng oTpatnyikng MapkeTivyk Kal ETTikoivwviag Kai
v' Y10 TNV UAOTTOINON TWV S10XPOVIKWYV TTPOYPAMHATWY ATTOKTNONC,

Alatnpnoncg kal Avarrtu¢nc mreAatwy (Get, Keep and Grow
Customers).




LAKIE|M Meplexopeva/EvoTnTEC

KENTPO EOEAONTQN MANATZEP EAAAAOZ

1. Hxpnowotnta touv Business Model Canvas.

2. 'vwplpta pe to Value Proposition Canvas.

3. Airbnb BMC & Value Proposition Canvas

4. O polocg Twv Personas, Customer Persona Templates

5. MNapadeiypata amo tnv Ayopa Twv AVTOKLVINTWYV

6. O PoAoc touv V P Canvas otnv 2TpatnyLkrn Emikowvwviag

7. MapapTnuata



LAK|EIM Ta MNapapTApata

KENTPO EOEAONTQN MANATZEP EAAAAOZ

2 To KepaAato avto uttapxel
Ldlaitepa XpNoLHn yvwon

YL TOV EVTOTILOHO SLVNTIKWV a&Lwyv
IOV B4 PTIOPOVOE VA «KAADYEL» TO
OLKO oag value proposition.



EAKIE|MIEA Napaptipata A

Ta 10 Xapaktnplotika Twv Great Value Propositions

1. Eival EVOWHATWHEVEC OE
ETMLTUYNHEVA ETUYELPNHATIKA
HOVTEAQ.

6. EvBuypappiovtal HE TOV TPOTO HE
TOV OTIOi0 Ol TTEAATEC «KHETPOVV» TNV

EMLTUYLA.
2. Eotualovuv ota jobs, gains, pains mov , . . .
£YOUV HEYAAUTEPN oNUAGLA YLa TOUC /. I'Ea'rtaZouv oE jgbs, gains, pains Touv
NeAATEC. £XOULV TtoAAOL avBpwoL i) Tov
HEPLKOL 0 TTANPWGOUV TTOAAQ LA VA
LKAVOTIOLIJCOUV.

3. Eotialouv o€ avikavomnointa
jobs/tasks, avemiAvta pains,

: : 8. AlapopomolovvTatl amno Tov
Kat pn TipaypatototnOeva gains. avTaywvioHo ota jobs, gains, pains

4. Ttoyevouv o€ Atya tasks, pains Kat TOU EVOLAPEPOUV TOUG TLEAATES.

gains aAAd To KAQvouv e§alpeTiKa - . :
wa\d. 9. ZEMEPVOUV TOV AVTAYWVLIGHO

OUCLACTLKA, GE TOVAGYLOTOV Hia

5. Mnyaivouv TEpa amo Ta AELTOVPYLKA diactaon.

tasks kalw artevOuvovTal Kat o€ , , ,
CUVALGONUATIKA/KOLVWVLIKAL. 10.Eival SUoKOoAO va avtiypapouy.

Mnyn: Strategyzer.com



AKIEIM Napaptipata B

KENTPO EOEAONTQN MANATZEP EAAAAOZ T ri g g e r Q u eSt i O n S

Gain Creators Customer Gains

b

.

Pain Relievers

Customer Jobs

Customer Pains



../../../KEMEL Useful Docs/VPC/Pain RelieversTrigger Questions.pdf
../../../KEMEL Useful Docs/VPC/Gain CreatorsTrigger Questions.pdf
../../../KEMEL Useful Docs/VPC/Customer PainsTrigger Questions.pdf
../../../KEMEL Useful Docs/VPC/Customer JobsTrigger Questions.pdf
../../../KEMEL Useful Docs/VPC/Customer GainsTrigger Questions.pdf

LAK|E[MIEA Napaptnpata l

KENTPO E©OEAONTQN MANATZEP EAAAAOZ H “u pau iﬁa aVQVKwV To U M as I Ow

H mupapida Tov Maslow sival
YVWOTH KAl 6TOUG KUKAOUG TOU
management, apov oL avepwmol
gpyadovtal yLa va LKavoToLoouyV
AUTEC TOUG TLG AVAYKEG.

"ETOL TO £pYO TIOV £XEL VA
vAoTolnOei cuvOEETAL HE TNV
LKAVOTIOLNGOI TWV QVAYKWV TWV
epYalOHEVWY, TLC OTIOLEC
0 manager 0a mpemneL Ailyo-moAv va
(ava)yvwplilel.

Mnyn:https://sciencearchives.wordpress.com/2017/04/01


https://sciencearchives.files.wordpress.com/2017/03/maslow2.jpg

LAKIEIMIEA MNapaptipata A

KENTPO EOEAONTQN MANATZEP EAAAAOZ H “Upau iﬁa aVGVKwV TOU MaSIow

The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.
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“ ° 00 o Kwvntomoinon o OwKoyevelako KeLHNAL0 o Yrtaywyn/evraén
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SOURCE < 2015 BAIN & COMPANY INC.
FROM “THE ELEMENTS OF VALUE,” SEPTEMBER 2016 < HBR.ORG
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https://kwiksurveys.com/s/ANroQkL1



