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KENTPO E©EAONTQN MANATZEP EAAAAOZ

BonBoupue Toug véoug
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J 1< € M EA YUOTGOEIC

KENTPO E©EAONTQN MANATZEP EAAAAOZ

e [lolol eipaocTte oto KEMEA

a lMNepitrou 50 evepyd Kal TTpwNV avwTaTa OIEUBUVTIKA OTEAEXN

0 TouAaxioTtov 25 xpovia eutreipia 0 KaBévag kal TouAdxiotov 10
Xpovia o€ UPnAEC BEoelg peyaAwv EAANVIKwY Kail dIEBvwyv eTaipiwv

0O Eutreipia kal texvoyvwaoia atrd TToAAOUC dIa@OoPETIKOUG KAADOUGS
TNG OIKOVOUIaG.

O Eutrepia atro Nevikry AieuBuvaon, Marketing, NwARoeIc,
Mapaywyn, Supply Chain Management, Oikovouikr) AieuBuvon,
Human Resources, Information Management
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J 1< € M EA YUOTGOEIC

KENTPO E©EAONTQN MANATZEP EAAAAOZ

e AtrootoAn Tou KEMEA

Na oupBaAel eBeAoVTIKG OTNV AVATITUEN TNS VEQVIKAC
KAIVOTOMOU ETTIXEIPNMATIKOTNTAC 0TV EAAGDQ,
QCIOTTOIWVTAG TNV EKTETANEVN TTPAKTIKI EUTTEIQIA KA

TEXVOYVWOIa TWV JEAWYV TOU
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YI< € M EA 2UCTAOCEIG

KENTPO E©EAONTQN MANATZEP EAAAAOZ

e O1apxég Tou KEMEA

0 Awpeav Napoxn YTrnpeoiwv

0 EymoreuTikoTnTa

0 AVTIKEIJEVIKOTNTA

O Alagavela, AtroteAeopaTikOTNTA, ETTAYYEAUATIK AgovToAoyia

0 To KEMEA dgv avtaywvidetal TOUG ETTAYYEANATIES
oupuBouAoug. AtreuBuvetal OtTou dEvV UTTAPXOUV TA HECA KAl
ETTAPKEIC TTOPOL.

0 Movo counseling kal mentoring (Ox1 consulting).
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KENTPO E©EAONTQN MANATZEP EAAAAOZ

['vwpiote To KEMEA — www.kemel.gr

LYK 1€ M ER =

EEMTPL] BEEATIMTOIN MARATIEF EAAAADIT
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12 1€ M [EA

KENTPO E©EAONTQN MANATZEP EAAAAOZ E I O- r] Y n T ég

e Anuntpng MNagipadng, Méhoc KEMEA

+ 1. [poedpoc& Avwyv 2UuuBoulog OgilvyOne

e [iavvng Kwtng, MéAog KEMEA

+ T.[Npoedpog ALGIDA

e Anuntpnc Kahoyepag, MéAoc KEMEA

+ T1. AicuBuvwy 20pBoulog Nexans EAAGG

e Aiovuong 2mnAiotroulog, Méhog KEMEA

+ T1. AleuBUvwyv 2UPBouAog Schneider EAAGG
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4[4 C_ M G/\ Neprexopevo BMC Workshop

KENTPO EOEAONTON MANATZEP EAAAAOE
* 1° Mé€pog
o Mapouciaon BMC,
o EpWTNOEIC
« 2° Mépog
o Brief mpog opadeg,
o Mapouciaon evésikTikou Kaufa

o KaBodnynon kKai dnuioupyia eVAAAAKTIKWYV
BMC's

« 3° Mépog
o Mapouciaceigc BMC a6 kabe opada,

o 2ul{nTnon



1€ C— M G/\ Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

AVTIKEINEVO

H mapouciaon mou akoAouBei, @iIA0doSei va cag
EVNHEPWOEI Yia TNV €EEAIEN TOUu marketing, Thv Xpnon
Kal xpnoigoTnta tou Business Model Canvas , €vog
OUYXPOVOU EMIXEIPNHATIKOU EPYAAEIOU YIO OTTOIONONTIOTE
EMXEIipNON, IOV EI0IKA OTNV ITEPITTTWON TWV startups,
TTOU HEYIOTOTIOIEI TNV duvaTtoTnTa Kai méavoernra
HETOATPOTING THG EMYXEIPNHATIKNAG 1I0£0C € BIWOINN
EMYEipnon.

To BMC cival emvonon Ttou Alexander Osterwalder, kai
gival amod TiIC EAAXIOTEG TIEPITITWOEIC TTOU £va Eupwrtaiko
EMYXEIPNHOATIKO gpyalAgio kaTtakTa Ti¢ HIA.
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191K € M CA

Business Model Canvas
KENTPO E©GEAONTOQN MANATZEP EAAAAOZX

O Opiopoég prag Startup

Mia startup €ival €évag mpoowpiveg opyavioHog o
omoiog oxnMATi{eTAl TTIPOKEINEVOU va avalnTNoEl

Eva Biwoipgo, EMAaVAAGHBAVOHEVO KOl ETTEKTACIHO
Business Model.

Ai 7 R
STARTUP =
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Why 9 out of 10 startups fail
u IK € M GA (according to their founders)

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Top 20 Reasons Startups Fail

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

4;“

Ran Ouwt of Cash

Not the Right Team

3%

Get Outcompeted

Pricing/Cost lssues

Poor Product

o ]
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MNeed/Lack Busness Model

.
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Poor Marketing

80 0/ O of Apps are only used once

3%
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Ignore Customers
Product Mis-Timed

Lose Focus

(™)
b

Disharmony on Team/Investors
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Pwot gone bad

% 100%

#

Lack Passon

o
‘-F

Bad Location

3

No Fmancing/investor Interest

Igaurrar Tarh Crunchl

#

Legal Chalienges
Don't Use Network/Advisors

Burmm Oue

o
at

4
-

Falure to Pivot

' %
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IK G M CA

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Business Model Canvas

O£AeTE VA EAAXICOTOTTOINCETE TIC MOAVOTNTEG VA
gioTe pia amo T1i¢ “9 oTig 10” ?

Av vdi, TOTE KATAVONOTE KOl XPNOCIHOTTOIEIOTE
ocwoTtd TO Business Model Canvas.
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H E¢EAIEn Tou Marketin
KK e ™ eA gehign d
Mpooéyyion Mpooéyyion Mpooéyyion
Mpoiévrog Ayopag MeAarn
T1 €XE&I16 YIa Ti1 {nTas1 n Ti1 {nTae1 o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NAHPOO®OPIAZ /| MEIQZH KOZTOYZ >
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12K € M [ER H E€éAign Tou Marketing

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

AnAadn....

Ano 1o «MmopEiTE va SIAESETE OTIOI0 XpWHA OEAETE, ApKEi va gival

—jHaUpo» Tou Henry Ford, oTnv emAoyn Kal ayopd auToKIVI)TOU, AKOMN
Kol pEocw ebay Motors!!

1925 Ford Model T Best car buying apps
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l: I< C' M C_/\ H E¢€AiISn Tou Marketing

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Kail emiong....

Amo 116 2 emIAoyEg yia 6Aoug Tou 1917 amo Tnv Converse (T1 £X&16 yia
mMwAnon), ornv emAoyn TnG ayopdag amo diapopa €idn kKol papkeg (T1 {nTaci
n ayopd), oTo MPOCWITIKO MAVUHA TToU 0a ROeAE 0 TEAATNG OTA TTATTIOUTOIA
TOU (TI {NTAEI O TMEAATNG).

All Star o€ Ka@é Kal Aeuko AIGQOPEG HAPKEG [MPOCWTTIKO unvuua,
(No skid ) ABANTIKWV ouada, Hashtag kAtr
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Am6 Ta 4P Tou Marketing Mix oto
u IK C M GA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Marketing kai Marketing Mix

PRODU(_Tlﬂ PRICE

w

P\O ‘Q ION

\
W

Agv NTaV TUXAIO WG OTA 4 OTOIXEIA TOU HEIYHATOG
marketing d&v mmepiAapfaveral o meAATNG.
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2 IK (€ M €A

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Am6 Ta 4P Tou Marketing Mix oto
Business Model Canvas

H €g€Aign Tou Marketing

O1 5U0 BACIKEG £€VVOIEG HE TIG OTTOIEG HEYAAWOAHE TIC TIPOCPATES OEKAETIES
nrav to Marketing Mix pe Ta 4P, ka1 To Product Life Cycle mou ox1 pévo
€01ve p1a ka@apa mpoiovrik onTiK Tou Marketing, aAAda kol pag
Ka@odnyouoe yia 1o £€idog evepyeiwv Marketing mou Oa émpene va
UAOTIOINOOUHE O KAOg oTadlo0.

MARKETING
OBJECTIVE
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HARVESTING,
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bRl
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Am6 Ta 4P Tou Marketing Mix oto

" I< C' M C'A Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Ané 1o Product oro Customer Life Cycle

Me Tnv €§€AiIgn Twv umoAoyioTwy, To Database Marketing, ka1 To CRM
(Customer Relationship Marketing), To Customer Life Cycle
«umrokartéoTnoe» 1o Product Life Cycle, evw pe Thv d1giocduon Twyv
TTPOCWTTIKWYV UTTOAoYIoTWYV Kal Tou Internet, edpaiwOnke ora TéAn TnG
oekacTiag Tou ‘90, n €$e18ikeuon Tou Interactive Marketing. H cuvéxeia
gival yvwoTtn HE TV €éKkpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kAm.

O Kvklog Zong tov Ilehd

Kevo MNMpocehkuang

AUVnTIKOS
- . TEAGTNG
Kevé Mvwong

Kevé ATTOKTNONG

Efutnpérnon
MeAdrn

10/04/2016
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u K € M CA Amé Ta 4P Tou Marketing Mix oto
KENTPO E©OEAONTQN MANATZEP EAAAAOZ B uSi “ess M Odel ca nvas

Digital Marketing, n apxn Tou TéAoug Twv 4P
Digital Touchpoints

4 - | _-' ¥ ‘l' " " -
5 . - sai ¥
S s .
- F LY ¢ L
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\\:::;'_,_ : Word of Mogth L S ! n '.\ ’_.:- it o0 o

.
i ’ \"' 1’-‘ "‘-\-...-r""
- ’ -
- .

Physical Touchpoints

To digital marketing pe Tnv mpooOnkn Twyv digital touch points oro
Customer Life Cycle ka1 Customer journey management, anmaitoUoe
mAéov pIa vEa Oswpnon Twv 4P’s.
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Ané Ta 4P Tou Marketing Mix oto
S IK € M GA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Ta 3 €idn onpeiwyv ema@ng HE TEAATEG

Paid:

Mapadooiakd Kal YnPIaKa S1a@nUICTIKA KUPiwg

HEoO, OmTwg TV spots, PPC Ads, Posters KAm.

Owned:

EAgeyxoueva mAnpo@oplakda Kupiwg peoca omws Web Page,
Blogs, Apps, Facebook page KArm.

Earned:

Mn eAeyXOHEVA KOIVWVIKA HECTO OTTWG Re-tweets,

Facebook, word-of-mouth kAm.
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Ao Ta 4P Tou Marketing Mix oTo
. 1K € M GA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Touchpoint Mapping

000 MEPICCOTEPA EiVAl TA CNHUEIA EMAPNRS, TOOO TTIO
mePITMAOKN (aAAd Kal avaykaia) gival n xaproypapnon
(Touchpoint Mapping), Aapfavopévou umr’own oTi
oXeTi{ovral HE TO £1Ti HEPOUG AYOPAOCTIKO TASEIDI
(Customer Journey), aAAa Kal ToV eUPUTEPO KUKAO {wing
ToU TreAarn (Customer Life Cycle).

ZKePOEITE OTI KAOE ONUEIO ETAPNG HTTOPEI VA ATTAITEI
O1aPOPOTIOINHEVO TIEPIEXOHEVO KOl ETMIKOIVWVIAKN
oTPATNYIKNA.

2TNV ouveEXela BAEToupE Eva evOeEIKTIKO Template
Xaproypapnong.
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Page 21



Aro Ta 4P Tou Marketing Mix
u IK € M GA oT1o Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

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.
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” IK € M CA Amé Ta 4P Tou Marketing Mix

KENTPO EOEAONTQN MANATZEP EAAAAOS o10 Business Model Canvas

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadeiypa ayopag piag Wnorapiag Yypagpiou.
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u IK € M CGA Customer Touchpoint Mapping

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Customer
Journeyl/Life Before Purchase After Purchase

Cycle Mapping

__TouchPoints | Awareness | Evaluation | Purchase | Usage | __loyalty

Leroy Merlin, Installation Video
Website Praktiker, Media By Broil King
Markt KATT.
Salonica e-shop , Broil King Salonica e-shop
E-Shop . . .
AaAAa shops €10IKI) TTPOCPOPA
dilog MapaAaBr/
Face to Face Chalandri Shop S UVOPHOAGYNON
Leroy
In-Store Merlin,Media
Markt, Chalandri
Call Center EvTtoAn/Ayopd
Facebook
Amazon, Various Skroutz/Tiuég,
Reviews Brands aglohdéynon

Web Forums

EuxapioTtipio >uvtayég/ tips.
email Up Selling

Email Cross Selling

AtrooToAr/Courrie
.

Post



” IK € M CA Ané Ta 4P Tou Marketing Mix

KENTPO E©EAONTOQN MANATZEP EAAAAOZ oTo BlISIneSS MOdeI ca“vas

TEAIKA TO AYOPAOCTIKO £YIVE KAl YEUOTIKO TaSid1 TTOU
AVAVEWVETOI CUVEXWG HE VEEC OCUVTAYEG

Apvicia hamburgers pe Téardiki
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Customer Touchpoint Mapping

LY K [€ M [EA Napadeiypa Cross Selling

KENTPO E©EAONTQN MANATZEP EAAAAOZ

BROIL KING XTHPIFrMATA IN''A ®TEPA KAI MIMOYTIA KOTOINOYAO.
e T 30,00 €
e 2THPITMATATIA OTEPA KAI MIMOYTIA KOTOINOYAOY.
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u IK € M CA Amé Ta 4P Tou Marketing Mix oto
KENTPO E©EAONTQN MANATZEP EAAAAOZ BUSi ness M Odel ca “vas

Armo Ta 4P rou Marketing Mix oro SAVE

2ToVv EmYeipnUaTIKO Kol TOV AKASNHAIKO XWPOo £YIVAV OHHAVTIKES
TTPOOTIABOEIEC VIO TV UTTOKATACTAOT TWV 4P amé gia eVaAAAKTIKA
TMEAATOKEVTPIKI OTITIKN OTTWG:

- 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 dnuooisUTNKE 10 GpOpo
Rethinking the 4P’s, ka1 ava@epoTav oTnv avaykn avabewpnong Twv
4P’g, HE TO OKENMTIKO OTI “Yields narrow, product-focused strategies that are
increasingly at odds with the imperative to deliver solutions®.
2T0 GpOpo mMpoTEIVE WG uTToKaraoTaro To SAVE 1o omoio {ekKivnoe amé tnv
Motorola wg epyaAcio Business to Business, kai OswpeiTtal cRHEPA w¢ TO
mMA£0oV SNUOWIAEG uTToKaTaoTaro Twv 4P’s kKal oTtov Topéa B2C .
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Armo Ta 4P Tou Marketing Mix
u IK C M GA oto Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

From 4 P’s To SAVE

n Product #— a Solution
= 3 l

3

—

k- Price Value
> | e Education/
g “J » BEnwmng

E181ka orov Topéa B2C n €liowon NwARoewv 1OoU gival

Sales = Performance + Emotion

Price
ATTAITEI OIAPOPETIKN €HPAOCTH TIPOS TNV AOYIKI Kal TO ouvaiocOnua
TOU TTIEAATN, TTOU IIpoUTTo0£Tel epmmAokn (Engagement), kar mou

npooTEOnke oro SAVE.
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Aro Ta 4P Tou Marketing Mix
I! IK G M GA oT1o Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

AvTi yia To ipoiov (product), eoTiaore ornv Avon (Solution)

MpoodiopioTE THV MPOCPOPA OE OXEON HE KAAUTITOHEVEG
AvVAYKEG/AUOGEIG, OXI 1810TNTEG, AEITOUPYIEG KAl TEXVIKA XAPAKTNPIOTIKA.

[0 EYPQNAIKH

METH W: 1‘%
L BN
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Armo Ta 4P rou Marketing Mix
u IK € M CA o1o Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

AvTi y1a Tnv diavopn (place), eoTiaore ornv MNpooBaon (Access)

AnpIoUpPYNOTE £€Vva OAOKANPWHEVO CUCTHHA ETAIPIKNAG TTOPOUCIAS OTA
KavaAia, HE BGon To OUVOAIKO «ayopPaoTIKO Tageidi» Tou meAdrn, avTi va
OWOETE EPPAOC OE HEHOVWHEVA CHHEIa S1avounNg Kal KavaAia
EMKOIVWVIiaG.
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Aro Ta 4P Tou Marketing Mix
u IK C M GA oto Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

AvTi yia Tnv TigR (price), eoTiaore oTnv Aia (Value)

Ava@epOciTe OTAO OPEAN TOU TIPOIOVTOG/UTINPECIOG OOG OE OXEON HE TV
TIMN TOU XWPIiC va OWOETE EUAC CTNV TIMN TOU, CE CUVAPTNON HE TO
KOOTOG TMAPAYWYNG, TTEPIOWPIa KEPOOUG, N TIHEG AVTAYWVICHOU.

EcwTepIKN
Tapopunon

:2: inner drive
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Aro Ta 4P Tou Marketing Mix
I! IK G M GA ot1o Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

AvTi y1a Tnv mpowOnon (promotion), goTiaore ornv EKmaidsuon
(Education) ka1 Tnv epmmAokn (engagement) Tou KaravaAwTi

MapEXETE TANPOPOPNON OXETIKN HE S1APOPOTIOINHEVES AVAYKES OE KAOE
ONHEIO TOU «KUKAOU {WNGS» TOU TTEAATH, avTi va Baci{eOTE ATMOKAEIOTIKA
og AilapRpion/PR/MpowOnon.

-
ABrva

g . j Freeway

)
MIAIOMETPHTHL

o
o4 T

10/04/2016
Page 32



Am6 Ta 4P Tou Marketing Mix oto
y IK € M [EA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

H €¢€AIEn ToUu S1aAOYyOoU HE TOUG TEAAGTEG

2710 mapadoociako Marketing Mix twv 4P,

APKOUOE OUXVA n eoTiaon o€ Eva Baociko o@eAog, To USP
(Unique Selling Proposition), n diapnuion amoé 1-2 Baocika
HECO, KOl iCWG KAl N TTAPOXN KATTOIOU TTIPOWONTIKOU
KIVATPOU, TIPOKEIHNEVOU VA EMTUYXOUHNE TWANOCEIG.

To marketing NTav £€vag EMKOIVWVIOKOG HOVOOPOHOG.

2€ avTiOeon pe To mapeAOov, n cuyxpovn
EMYEIPNHATIKOTNTA ATTAITEI S1AOPACTIKN, SIATIPOCWITIKNA
KOl ONHUIOUPYIKN EMKOIVWVIA HE TOUG TIEAATEG, TIAVTA ME
TOUG OPOUG EUTTAOKNG TOU TIEAATN).
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Ané Ta 4P Tou Marketing Mix oto
S IK € M GA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

H eqpappoyn TnG mMEAATOKEVTPIKNG TIPOCEYYIONG

Onmwg Oa doupe oTnV cuveEXela, To Business Model
Canvas HaG KUTTOXPEWVEI» VA EPAPHOCOUHE AUTH TV
MEAATOKEVTPIKE ONITIKN 0TO EmM)eipnuariké MovréAo pag,
KOl VA THV OITOTUTTWOOUHE CE HIa OEAida.

Agv gival TUXaio TWG aVOAUOUHE TRV ayopa
Xpnoipomoiwvrag Ta 4P, ka1 Tnv karakToupe pe To SAVE.
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