l: I< C' M C'/\ Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Opiopo6g Emysipnuarikou MovréAou

‘Eva emIXEIPNHATIKO HOVTEAO TIEPIYPAPE]I TOV TPOTTIO HE TOV OTTOI0 £VaGg
OPYAVIOHOG SnUIoOUpPYEi, TPOO@PEPEl adia Kol apeiBeTal.

TO EMYEIPNHATIKO HOVTEAO HIOG EMXEIPNONG Eival N ATIEIKOVION TNG
EMYEIPNHATIKAG AOYIKNG Kal OTPATNYIKAG TNG. TO TTA£0V SNUHO@IAEG

epyalAcio mepiypa@ng Tou, cival o Kaufag mou emvonoe o Alexander
Osterwalder. MNMep1ypa@el To TI MPOCPEPEI N EMYEIPNON OTOUG TTEAATES TNG,
TTWG TOUG TIPOOEYYi{El Kal dnUIoUpYEi OXEOTEIS Hali TOUG, HEOW TTOIWYV

TTOPWV, SPACTNPIOTATWYV KOl CUVEPYATIWYV EMIXEIPEiI, KAl TEAOG TTWG

K£p§i§£l xpl'“.IdT(l. 10/04/2016
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YIK € M EA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

H xpnon ka1 xpnoipornra rou BMC

To Business Model Canvas ka®odnyei Tov emyeipnuaria
CUTTOXPEWTIKA» VA AKOAOUONOCEI TNV MEAATOKEVTPIKN
auUTH TTIPOCEYYION, HE TIG 4 EVOTNTEG TOU

Value Proposition

Customer Segments

Customer Relationships

Channels

...... 6omou Ta 4P (Product, Place, Price, Promotion)

peTraoxnuartifovrar pe Baon ro SAVE ok ...... 41 (MeAareg,
MpoTteivopevn asia, NpooRaon, NMNeAarelakEég OXETEIC).

ol o\ A

10/04/2016
Page 2



Business Model Canvas
IK C M GCA

Baoiko TTEPIEXOMEVO TWV 9 EVOTNTWYV
KENTPO E©OEAONTQN MANATZEP EAAAAOZ
Key Partners Key Activities Value Customer Customer
Proposition Relationship Segments
6- O1 KUPpIEG
5pGO'TI‘|pI6Tr!T£§ 4- To €idog TwV
Trou eKTEAEI N
emixeipnon OXEOEWV TTOU ] )
TTPOKEIJEVOU VA 2 ] KOAAIEPYOUHE HE KABE 1 m Ol opadeg
EQUPUOCEI TO O GUVBUACHOS pia a1ré TIg opdﬁs’g TWV TEAATGOV PO KOl T
ETTIXEIPNHOATIKO TPOIGVTWYV / TI'£)\GTG)V' Hag, ava))ova 510QOpPOTTOI
HovTéAo TNg. utrnpeoi@y oy HE TO 0TASI0 TOU KUKAOU  yqpaKTNPIOTIKG TOUG
8 - — — TTPOTEIVOUHE, wng Toug. (Anpoypa@ikd,
O1 KUpIOTEPOI Key TIPOKEIPEVOU Va ch | K;‘Jl)l((?gfsg\?)
OUVEPYATEG KAl Resources IKOVOTTOINOOUHE TIG annels

3 AOYIKEG 1} Kal
TROHRSEUTES HaS ouvaIoONUATIKEG

avdaykeg KAOe ) ;
7 m O1kup16TEPOI | OpGdag TTEAATWV Hag 3 m Ta KavaAia pEoa

uAikoi Kail dulol oo Td oTroiq
TTOPOI OTOUG Trpo?svw(ouus TOUG
oTroioug TTeAATEG Hag, )
BaoI1JOHAOTE YIO TN ETTIKOIVWVOULE padi
AgITOUpPYiO TOU TOUG, TI'PO(.UGOU}IE Kol
ETTIXEIPNUOATIKOU «Trw)\ou!m» ™mv
HovTéAOU Hag Npoteivopevn Agia.

Cost Structure Revenue Streams

9 m Ta KUPIOTEPA KOGTN TTOU QTTaITOUVTAI YId ThV 5 m O1 poég eaodwWYV, §£XU;P|°T°( Y'? KGOe TUNHA
A CIALS TeAOTWV HOG, YIa KABE «agiakn TTPOTACN» TNG
E£TTIXEIPNMATIKATTPOCTTAOEIG pag o
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IK C M GCA

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

KEY PARTNERS

Wha are our key partners?

Wha are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners parform?

COST STRUCTURE

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

KEY ACTIVITIES
What key activities do cur
value propositions require?
Our distribution channels?
Customer relaticnships?
Revenue streams?

KEY RESOURCES

What key resources do our
value propositions require?

Qur distribution channels?
Customer relationships?
Revenue streams?

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

VALUE PROPOSITIONS

What value do we deliver to the
customer?

Which one of our customers
prablems are we helping to
solve?

wWhat bundles of products and
services are wa offering to each
segment?

Which customer needs are we
satisfying?

What is the minimom viable
product?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
CUSLOMers?

Which customer relationships
have we established?

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

How costly are they?

CHANNELS

Through which channels do aur
customer segments want to be
reached?

How do other companies reach
them now?

Which ones work best?

Which ones are most
cast-efficient?

How are we Integrating them
with customer routines?

REVENUE STREAMS

Mnyn: Alexander Osterwalder & Yves Pigneur

Business Model Canvas

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our most
important customers?

What are the customer
archetypes?

For what value are gur customers really willing to pay?
For what da they currently pay?
What is the revenue madeal?
What are the pricing tactics?

10/04/2016
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KENTPO E©EAONTQN MANATZEP EAAAAOZ

Business Model Canvas ([Mepiypa®n)
EpwTnoeIc CUUTTANPWONG TWV 9 EVvOTATWYV

ey Partners Key Activiti Value Proposition | Customer Customer
Relationship Segments
: floses KavopioTses Nwe Stayeipilduacte TRV -
Moot elvat ot kUpior | | EowTepikés eTaupinés afia napéxoupe e | | 1oaiyvion, andknan
OUVEpYATES pag? Siepyaoies anairel: kerde medaretaks szrnpém:r:'.l avfnaon Kat
/1 Fpotsopew] cla opdba? moToTTR rm‘v nmedarwv?
o Moot givan o1 kUpiot -Ta Kavddia Moo mpéBAnue;/Ta M SwovvSéovratpere | Namoteg
npoundeutéq pog? EmiKotvwvie- kO redarteiakiic Aoerd il 1o neAaretanés oudbeg
Wr Stavopric? dbag Bonddye va X
w OHAOGE Doriul business model? Snutoupyoupe afia?
- Mo ﬂlﬁimm& _—Dt ﬂUE{ abbwv? Avdei? Nooco Emwﬁ Eiva? Mouot elval ol mio
(] Htﬂﬁ CTOKTAaE and Ti 6&5;1&: rrpui'&rrmv - onuavtikol poc
d OUVEPYATEG pag? Key Resources Kai/n unnpeoV Channels neAdrec?
- fowe kb Motodi kUptoug MPOOPEPOVHE OE KADE || prsiriy modiw Kaverkicoy Mwg
R népous/ péoa anairei: ERCIVREN oluba s embupoiy ot meAdreg pag | S1@poponotolvra
SpooTnpLoTnTe ; DIEC QVAYKES KATE Snpoypopid Kot
exteAolv ovvepydrec .. H mporewopevn afios, Rareintc lAsae v ToUG mpooeyylooupEe? N &
pac? .. TO KavdAia i sprsdes Mw¢ toug mpooeyyilovy puyoypapix
- ETIKOIVIWOG Kol T thasi ca aAdec eraipeles?
Q Stavourjc? A ; Mowd kevdAia elvat mo
.. I MEAQTEICKE a cfx:m g anodotkd? Me 1t kdotog? |
B ~ mpoisv /MV. NMwe ouvbéovral ue Tt | ——————
. OLp goSwWV l €1eg Twv nedatwv? |
3 : e T | :
b Cost Structure evenue Streams
lu Mo eivor T TAEov onuavtikdg kéotn touv business model :;z::;::f gt g R 0 D
pac? v
Mowe amo Ta enoitodpeva peoa Elval Ta mAgov Samavnpd? ;‘mmm:;;ggﬁ :.:qnﬁ ;;‘;ﬁ:; o el
Jlaies ke UE aRAIFOVEVeS ECAREIKEL OLEpYBDLEG SE/al Mwc¢ ta emipépouc Eooda oupBallouvy ora cuvoldikd
t mAdov Samavnpéc ? >
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l: I< C' M C'A Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Aiya Adyia yia Tnv €épguva MVP (Minimum Viable Product)

H Texvikn Tng €épeuvag MVP eSaptaTtal atrd 1o €id0g TOU TTPOIOVTOG
| UTTNPECIOG Yia TNV oTroia OIEPEUVOUHE oUuVvBwg TNV Tlavi
ATTAXNON, atrodoxn Kal TTpoBeon ayopds wg AUON C€ KATTOIO
KaTavaAwTiKO TTpoBAnua (product/market fit) , kai Tnv duvaroTnra
KATOVONTRG TTapouaiaong Tng AUoNG o€ Hop@n

TTPWTOTUTTOU, explainer video, concept board, landing page KATr.

Two-wheeled, self-balancing, battery-powered

€ 4
4¢ Dropbox
Tweet more consistently with Z buffer
ﬂ, 9 ! ot S
rl T 2 e
g (3 Pttt
!J"‘L?r\“\
n%
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" I< C' M C'A Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

MoooTikn Epguva MVP

‘Evag eUKOAOG, YPNRYOPOG, OIKOVOHIKOG TpOotTog online
oUAAoyYNnGg TTANPOPOPIWYV CXETIKA HE TV duvNTIKN amodoxn
TOU concept (ka1 g HOPPN EIKOVAG), TTAPEXETAI ATIO TNV
eAAnviIkR startup Pollfish.

Q0000000 7

-HEE

< [Export dats
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I€ C_ M G/\ Business Model Canvas

KENTPO EQEAONTQN MANATZEP EAAAAOZ

«To Business Model Canvas, 6¢gv gival anmAwg Eéva akopn
EPYOAEIO EMYEIPNHATIKOTNTAG.... Eival KATI TTOAU
HEYAAUTEPO... MNa KAOe €ido0¢g emyeEipnonNg».

 Eival o mupRvag Kai n KivhTinpla duvapun Tou EmMYEipnHATIKOU
ZXediou.

 Eival éva «UtTTEVOUHIOTIKO» EPYAAEIO TTIOU HAG UTTOXPEWVEI VA
OKETITOHOOTE MEAATOKEVTPIKA, OUOTNHIKA KOl SnHIOUPYIKA.

 Eival 0 OUVOETIKOGC KPIiKOG HETASU TMAPADSOCIAKOU KAl WYWNPIAKOU
HAPKETIVYK.

 Eival gpyaAgio «d810pO0wong» TnNG EMYEIPNHATIKAS KATEVUOUVONG
HE EPEUVNTIKEG TEXVIKEG OTTWG TO MVP (Minimum Viable
Product).

« Mag ka@odnyei oTnv amoTuMWon, afioAdynon kai BeAtiwon Tou
Emy&sipnuarikov MovréAou pag.

« Mag uttoXpewvel 6Aoug va HIAGuE ThyV id1a yYAwooa Twv 4E

10/04/2016
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¥ 1€ M [EA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Moia gival Ta ...0avaocipa Aadn ora BMC Twv Startups

e 1. Na mpoTeiveral pia yevikn (generic) asia og 6Aoug (TI1.X. UTTEPOXES
KAAOKOIPIVEG SIOKOTIEG VIO OTTOIOV ayarrd Tov nAiIo ka1 Tnv O6dAaocoa).

e 2 NaouunAnpwveral To Business Model Canvas o1o oUvoAo Tou. pia Kr’
£Sw.

e Na pnv aAAaler o BMC ammé otadio og oradio €§EAigng tng Startup

NMwg va Ta armo@PEUYOUHE

e EoTiaon og mpwWTAPXIKO KOIVO KOl TIPOTEIVOHEVN ASid TTOU TOU TIPOCPEPEI
OUYKEKPIMEVN AUON O€ AoYIKO | ouvaioOnHATIKO MPOBANHA TOU.

e 2uveXNG diepeuvnon/mpooappoyn/emaAl@euon aAAnAoenmidpaong
mapadoxwv.

e Mpoocapuoyn Tou BMC amé oradio o€ oTadio £$EAIENG HEXP! TNV EMITEUEN
product/market Fit

10/04/2016
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u IK C M CGA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

To Business Model Canvas Tng

Top Melibee

Virtual Business Plan - www.kemel.gr

10/04/2016
Page 10



91K /€@ M EA Business Model Canvas & EAAnviko MéAi

KENTPO E©EAONTQN MANATZEP EAAAAOZ

2TO mapadsiypa 0a ava@epOOUHE, OTO MWG TPOCEYYI(ETAI HIA PAIVOHEVIKA
KOPEOCHEVN ayopd HME MPOBANHATIKA XOUPAKTNPIOTIKA OTTWG:

23000 MeAicookopoug pe 14000 Tovoug mapaywyn,

Eicaywyé£g xapnAng moiotnrag kai kooroug ammd EE (BAéne... BouAyapia),
EAaxiorn Siapnuion amo Ta peyaAa brands,

MpowONTIKEC IPOOCPOPESG KAl HAXN TIHWYV oTa papia (amo 6-18 E/kg),
NMwAnoeig oxedov mavrou (Z/M, yavaBika, Aaikég, BioAoyika, e-shops
KATT.)

ESaywy£g Kupiwg XUHA TTOIOTIKOU HEAIOU yia avauin

Xwpi¢ KAadIKn S1a@AHION KOl EMOTHNHOVIKN UTTOOTHPISN

2Tn ouVvEXElIa Oa SOUHE WG HTTOPEi va diagopommoindei oTnv ayopd Hia
HIKPN OIKOYEVEIOKK EMXEIPNON, XPNOIHOTTOIWVTAG TNV TMEAATOKEVTPIKN
Aoyikn Tou povréAou SAVE, 6TTwg auTn AImMOTUTTWVETOI OTHV TIEPIOXN TOU
Business Model Canvas mmou agpopa oro Marketing.

10/04/2016
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Q<€ M EA Business Model Canvas & EAAnvik6 MéAi

KENTPO E©EAONTQN MANATZEP EAAAAOZ

H d1adikaoia gival amAn apKEi KATTOI06 VO OKEPOEi SnUIOUPYIKA Kal va
EQPAPHOOEI TV ESiCWON TWV MWANCEWV
Sale = Performance + Emotion

Price
KOl TNV KOCUVTAYR» TNG ATTOTEAECHATIKNG EMKOIVWVIOG TTOU EVUTTAPXEI OTO
povTéAo 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 Kka@odnyei Tov EMXEIPNHATIA CUTTOXPEWTIKA»
va aKoAouOnoel TNV MEAATOKEVTPIKI AUTHA TIPOOCEYYION, HE TIC 4 EVOTNTEG
Tou Value Proposition, Customer Segments, Customer Relationships kai
Channels, 6mmou Ta 4P (Product, Place, Price, Promotion)
peTaoxnuarti(ovral o€ ...4I (MeAareg, NMpoTreivopevn agia, NMNpooBaon,
MeAaTelakég OXETEIG).

10/04/2016
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Business Model Canvas

C C EtTaipia Mapaywyng ka1 Aiavopng MeAiou

KENTPO EQEAONTON MANATZEP EAAAAOZ

Key Partners Key Activities Value Proposition | Customer Customer

. . Se
Relationship Kq%%ﬁﬁ%g peAIOU

& ouvapwv
TTPOIOVTWV:

1. NeAdreg
EMIAEYHEVWV
ZeVODOXEIAKWV.
Movdadwv.

2. Karoikol
AVATOAIKWV
MpoacTiwv.

Key Resources - Channels

3. Néa Zevydpia,
TENATEG ETAIPEIWV
UTTNPECIWV
ydaupou/BaTTiong .

4. E-Shoppers
TApPaS0oIaKWV

|. TPOPiHWV

Cost Structure Revenue Streams




Business Model Canvas

|< C— M GA ETalpia napavwvﬂ; KOl A|av0|.||'1§ MeAioU

KE AQT
Key Partners Key Activities Value Proposition | Customer Customer
AgEXOOTEG OTIVHEG B e Eﬁ%\%ﬁﬂﬁig MEAIOU
yla TTEAATEG & ouvapwyv
Zevodoyeiwv Kal TTPOIOVTWV:
{euydpia TToU 1. MeAdreg
TTavrpevovTal N EMIAEYHEVWV
Barrtidouv. ZeVODOXEIOKWV.
Movadwv.
Movadikn To16TnTd
Kol yeuon o€ 2. Karoikol
Key Resources «1-rpoow'rr||§r’|» Channels AvaToAIKWV
OUOKeUdOia. MpoacTiwv.
AmréAauon Kal 3. Néa Ceuyapia,
EUEPYETIKA dpdaon TTEAGTEG ETAIPEIWV
OTOV OPYAVIOUO. UTTNPECTIWV
yGauou/BarmTiong .
"EpXETaI EKEi TTOU
Bpiokeoal avé¢oda. 4. E-Shoppers
TTOPAdOCIAKWYV
I TPOPIHWV

Cost Structure Revenue Streams
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Key Partners

Business Model Canvas

ETaipia Mapaywyng ka1 Aiavopng MeAiou

AOT
Key Activities Value Proposition | Customer Customer
AgEXOOTEG OTIVHEG B e Eﬁ%\%ﬁﬂﬁig MEAIOU
yla TTEAATEG & ouvapwyv
Zevodoyeiwv Kal TTPOIOVTWV:
{euydpia TToU 1. MeAdreg
TTavrpevovTal N EMIAEYHEVWV
Barrtidouv. ZEVOBOXEIOKWV.
Movadwv.
Movadikn To16TnTd
Kol yeuon o€ 2. Karoikol
Key Resources «1-rpoow'rr||§r’|» Channels AvaToAIKWV
OUOKeUdOia. MpoacTiwv.

AtréAauon Kai
EUEPYETIKA dpdaon
OTOV OPYQVIOUO.

"EpXETaI EKEi TTOU
Bpiokeoal avé¢oda.

Telesales, Mobile
Marketing, email,
newsletters, Social
Media, Home
delivery.

QR Code e-
shopping. Web
Marketing.

Cost Structure

3. Néa Zeuyapia,
TEAATEG ETAIPEIWV
UTTNPECTIWV
yGauou/BarmTiong .

4. E-Shoppers
TTOPAdOCIAKWYV

I TPOPIHWV

Revenue Streams
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Business Model Canvas

EtTaipia Mapaywyng ka1 Aiavopng MeAiou

Key Partners Key Activities

Key Resources

Value Proposition

AgEXOOTEG OTIVHEG
yla TTEAATEG
Zevodoxeiwv Kal
{euydpia TToU
TTavrpevovTal N
Barrtidouv.

Movadikn To16TnTd
Kol yeuon o€
«TTPOCWTTIKA»
OUOKEUOOia.

AtréAauon Kai
EUEPYETIKA dpdaon
OTOV OPYQVIOUO.

"EpXETaI EKEi TTOU
Bpiokeoal avé¢oda.

Customer
Relationship

Texvikég CRM oTn
Bdon kUkAou Jwng
TWV TTEAATWV.
MNpoowITikA
é€utrnpé- TNON HECW
Telemarketing

& Internet.

Mail/e-mail marketing

Channels

Telesales, Mobile
Marketing, email,
newsletters, Social
Media, Home
delivery.

QR Code e-
shopping. Web
Marketing.

Cost Structure

Customer

Segments .
KaravaAwTég peAiov

& ouvapwyv
TPOIOVTWV:

1. MeAdreg
EMIAEYHEVWV
ZEVOBOXEIOKWV.
Movadwv.

2. Kdrtoikol
AVOATOAIKWV
MpoacTiwv.

3. Néa Zeuyapia,
TEAATEG ETAIPEIWV
UTTNPECTIWV
yGauou/BarmTiong .

4. E-Shoppers
TTOPAdOCIAKWYV

I TPOPIHWV

Revenue Streams




Business Model Canvas
I(Eu I< C- M C_A Etaipia NMapaywyng xkai Aiavoung MeAiou

AOT

Key Partners Key Activities Value Proposition | Customer Customer
i i Segments
AgEXOOTEG OTIVHEG SEREHEE [ qugva)\wrég ’us)\lo(l
yia TreAATEG Texvikég CRM oTn & oUVaPWY
=evodoxeiwv Kal Bdon KUKAOU Jwng TPOIGVTWYV:
euydpia TTou TWV TTEAATOV. 1. Mehareg
ravrpedovTal f MpoowTmIKH _sm)\sypsvw’v
Barrriouv. £€uTTnpé- TNON PEOW :EVOEO)’(EIGKOJV.
Telemarketing Movddwy.
Movadiki] To1dTNTa | & Internet. :
Kal yeuon o€ Mail/e-mail marketing K KGT)?'K?'
«TTPOCWTTIKA» VATOAIKWV
Hey Resources OUOKEUOOid. Channels MpoacTiwv.
Telesales, Mobile : :
AtréAauan kai Marketing, email, 3. Néa geuydpia,
EUEPYETIKA 5pdon | hewsletters, Social TEAGTEG ETAIPEILV
OTOV OPYQVIOUO. Media, Home uﬂnp:‘:olwv
delivery. ydpou/Barmmong .
"EpXETQI EKEi TTOU QR Code e-
Bpiokeoal avé§oda. | ghopping. Web 4, E-Shopper"s
Marketing. 1'rapcx60’o|a|(wv
I TPOPipWV
Cost Structure Revenue Streams

Mayia oToixeia, £€§0da AsiToupyiag Kai
marketing, pio@oi/apoifég, avalwoipa
UAIKG TTapaywyng, ouvthpnon,
ao@daAion, AoITrég daTtraveg

‘Ecoda TwARoewV PEAIOU Kal AOITTWYV TTPOIOVTWV
(Bao. TTOATOG, yUpN KATT.
‘Ecoda amrd mlavn €MEKTACT O CUOKEUATIa
TPOIOVTWV AAAWV TTAPAYWYWV.
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KENTPO E©EAONTQN MANATZEP EAAAAOZ

Top MeliBee ka1l KaivoTolia

N =

O1 kaivoToueg AUoeIC TTOU Oa TpooB£éoouv aia oTnv
nporaon Tng Top MeliBee mmpog Toug meAATESG TNG Eival:

H «ovopaoTikn» eTiIKéETa (laser printed) yia Zevodoxeia,
H mMpooWITIKN EKTUTTWON ETIKETOG Yia SwpPo N
1IS010KaTavaAwon,

O1 MPOCWITOTIOINHEVEG ONHIOUPYIKES CUOKEUNTIES Yia
yaupoug kai Baerioia,

H nmpéTaon emavaAnnrTikKng ayopdag o€ ToupioTeg HEow QR
Code oTnVv eTIKETA KOl TTApammoun o€ e-shop.

H nmpootyyion Kail dnUioupyia OXECEWV HE TOUG TIEAATES
HE Xpnon gpyaAciwv CRM /RFM/ LTV analysis, o€ 6Aa Ta
oTad1a TOU KUKAOU (WG TOUG.

H xpnon Internet Marketing oTov CUYKEKpPINEVO KAGOO.

10/04/2016
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KENTPO E©EAONTQN MANATZEP EAAAAOZ
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KENTPO E©EAONTQN MANATZEP EAAAAOZ

Business Model Tng RyanAir
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S IK E M CGA Ryan Air Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

To ekivnua Twv AgpoTTOPIKWYV £TaIpEIWV Low Fare

Mia cuvn@iouévn TTPAKTIKAR oTNV XpRon TAdyiag okéyng (lateral
thinking), gival n kataypa@ni TwWV KUpiapXwV I0EWV KAl OTNV CUVEXEIA
N AUPICRATNON KAl AVATPOTTH TOUG.

MNa Tapdadeiyya, HEXP! TIG ApXES TNG OeKAETIOG TOU 70, 01 AEPOTTOPIKEG

ETaipeieg rioTeuav oOTI:

- O1 TreAATEG £MIOUMOUV UYPNAOU eTITTEOOU £EUTTNPETNON.

- O1 business travelers TTpoOTIHOUV T HEYAAQ, KOOHOTTOAITIKA
agpodpouIa

- O1 TWANCEIG gI0ITNPIWV YivovTal ATTOKAEICTIKA a1Td TagIdIWTIKOUG
MNpdkTopeg

- Ymdapyouv 1TOAU HIKPpA TTEPIOWPIA SIAPOPOTTOiNOo NG KOOTOUG
E1I01TNPIioU ava 0éon

OAeg ekTOG a1rd Tnv South West Airlines oto T€Sag, o1 IBIOKTATEG TNG
OTroiag AvETpEWYaV TIG NEXPI TOTE TTAPAdOXEG, KAl EEKiVvoAV TV
"p(i)Tn Low Fare Airline. 10/04/2016
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Y IKIE M CGA Ryan Air Business Model Canvas

KENTPO E©EAONTOQN MANATZEP EAAAAOZ

Ryan Air Business Model, kUpia XapakTnpIoTIKA

N N N X X X

AN NN

XaunAS KOOTOG E101TNPIWV.

XpRon HIKPWV TTEPIPEPEIOKWYV AEPOOPOMIWV.
AyoTEPEG AKUPWOEIG/KOBUOTEPHOEISC OPOMOAOYIWV.
AIYOTEPEG ATTWAEIEG ATTOOKEUWV.

XaunAoS AsIToupyikKO KOO TOG.

Internet booking system, péow Tou website.

YYnAo TooooTo TTapaAAnAwy e060WV (@aynTo, AVOWUKTIKA,
tax free, SuoTO).

AlQTTPAYMATEUOT HE APXEG VIO ETTITEUS TTPOVOMIWV.

ESTpa xpewoeig yia catering, HETA@OPA ATTO KAl TTPOG TTOAEIG.
Mn cuvOIKOAIOHEVO OTEAEXIOKO OUVAUIKO.

Oupoi1é6pop@og otéAog Boeing 737.

10/04/2016
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Business Model Canvas RyanAir

Key Partners
MOoTWTIKES KAPTEG,
AeuTepevovTa
Aepodpdyia,
Outsourcing
UTTNPECIWY £BAPOUG,
IT/Web support
services,

E¢wrepikoi
2UVEPYATEG

Catering food
suppliers..

Ryan Hotels

Hertz

Tour and Bus
companies.
Ac@OAcIEG.
KaraokeuaoTég hand
luggage

Key Activities
NeiToupyia/
Logistics, online
sales kai check-in
2UVTAPNON KAl
KaBapIoudg
QEPOOKAPWV
Tpogodoaia,
UTTNPETiEC €dAPOUC,
Bus KATT.

Key Resources
"pageia (Spartan)
Ground and

Flight Personnel,
IT/Website support
HyeTIKA €iIkOva Low
Cost Airline carrier,
AlQTTPAYUATEUTIKEG
Al0dIKACiEG.

Value Proposition

OIKOVOMIKEG
TTAOEIG, TTAVTA
OTHV WPA TOUG.

Point to Point
flights.

«AnNUOKPATIKOTTOI-
non
ESutrnpétnong’.
NMAnpwveig £ETpa
MOvo yia
TPOCOETEG
UTTNPECIEG TTOU
€0U £MIAEYEIG.

Customer
Relationship
Automated mobile
services.

Website.
[MpoowWTTIKNA
e€uTTNPETNON MECW
Call Center.

Channels
Website, Mobile

apps, Ala@rjuion,
MEoa KOIVWVIKNAG
OIKTUWONG.

Word of mouth

Customer
Segments

Néol, Tagidevouv
ouyxVvd yia
OouAsid
avayuyn.

Neapég
OIKOYEVEIEG.

Fevika dropa
price sensitive.

Cost Structure

MioBoi/apoiBég/commissions.

KéoToc/atmrdéoBeon/ouviripnon aEpOCKAPWY 10iou

TUTTOU KOl JEYIOTOTTOINON XPNONG.
Kauoiua, ouvTrpnon KATT.

Website/Hardware/Software/ update/maintenance.
KooToc diagruionc/MpowBnoncg on Kai off line

Revenue Streams

Air tickets 80%, dAAa £é00da 20%.

Ayopéc food/beverage/gifts/extras on board,
2uvePYalOPEVEC TACIDIWTIKESC UTTNPETIEC,
gvolkiaon auTokiviiTwy, Bus to City KA.
Ala@ruion TpIiTwV.
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2uoTnMIKN Oewpnon Tou RyanAir Business Model.

To Business Model Canvas evBappUvel TNV OAICTIKN KOl CUCTHHIKNA
Bswpnon TOU KAIVOTOMOU ETTIXEIPNHMATIKOU HOVTEAOU TNG
RyanAir.

H cuotnuikn Bswpnon pag emiTpétrel va BeRBaiwBoupe 0TI OAa Ta eTTi
MEPOUG OTOIXEIO TOU ETTIXEIPNHATIKOU HOG HOVTEAOU gpyalovTal Kal
ouvePYAZOVTal ATTOTEAECHATIKA KOl 0B8pOICTIKA.

Ta emiTuxnuéva Business Models dnuioupyouv virtuous cycles*
avaTPOPOOOTOUHEVOUG KUKAOUG TTOU OTNV TTEPITITWON TNS RyanAir,
OTTWG 0a SOUE OTNV ETTOMEVN DlA@AVEIQ, £XOUV WS ATTOTEAECHA
XOMNAOGTEPO KOOTOG, TTOU ETTITPETTEI AKOMN XOMNAOTEPEG TIMEG, TTOU
augavouv TIG TTWANCEIS KAl Ta KEPON.

*I'nyn: Harvard Business Review, Jan-Feb 2011 -How to Design a Winning Business Model, Ramon Casadesus-
Masarel, Joan E. Ricard.
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= Low

0 TRAVEL AGENCE variable REINVEST
_-""* cnm.c
: Additienal \ }

STANDARDIZED
FLEET OF 727%
High aircraft
unilization

Bargaining power HIGH-POWERED
with '5Hp-|'.'||iﬂ'|'$ ANCILLARY INCENTIVES

Attracts
combative team |(NON-

\__.m

High volume

Flexible
Consequance

'S KEY VIRTUOUS CYCLES
CYCLE 1 Low fares -+ Highvolumes »» Greater bargaining power with suppliers Lower fixed costs -» Even lower fares
CYCLE 2 Low fares - Highvolumes - 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
)16
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2 TNV OUVEXEIQ BAETTOUUE HIa £TTIONG EVOIQ@EPOUCA CUOTNUIKI ATTEIKOVION TOU
ETTIXEIPNMATIKOU PovTEAOU Ryan Air, OtTou OIOKPIVOUUE TIG KUPIEG OTPATNYIKEG
«€TMIAOYEGY (bold oToixeia), Kal TIG ETTAKOAOUBEG «GUVETTEIEGY.

Vonmg paseengors are Ansorcn of et
wArg o accapt vy OO
AR bl [ Tl o
+ No meals
Gron tugrts sbow no mesle [
w PO et OetraCT 3 froer Socaamiss of seshe
— WTF arar s are PG .
flights TomETANT eIttt e Low varable cost
Novng wavelers sre mose o I
g 10 Tase of Postve proe Lot s
I_mluwm ——= Nothing free s demand flor them —
@ e COM Der POLSEngReT
Vourg Fevsiecs are more wlong 1o
Attracts young & [*———1tade of convenmncs for proe
Segment wen pleasure travelers All passengers SGeanomins of scnte
i - Young Cuorcgeans i m " ey Wi Py P
Py
Reputatcn for L lares - Lowes lees
resls i Wrger wolure Large  SuTosn Ancillary Seecay ,_tﬂ K fixe
Wor rarance U elers ——8 —vohume for -0 b o nNess ok ! oW cost
I S TR S | . = »~* Secondary airports J
frst) argons
° ; - Low cost slows low pross.
Lowest I— e
'm - Low cost alows Wow prices A
ang
| EOS r martens ce
- - arcraft
care st Reputation for ——— . Hﬂhm g i
tares fair” fares Custormens Fappy witn Ryanm: _ Suppier proes can be redaced v
:ﬂ::v-tm - mmw ""::WWWW
- 10 hovige gl with suppliers “"..mm I““‘— mﬂ.“ l'n"nl zialhllli
s h— Word of mouth —_—
1 g s 3 . Less need for pasd sds—
L gamana] OnlCor s
L - issions Loy COMEIAMIES 3T A
WTSOrtECT SO COrmpOrert
w Corbatve redvdasiy
comtanve__ Altracts combative team o o ard e 5
l_m T reme sepomanes Tough less coslly Bhan
Non-unionized” 2205 ™ negotiators tractona: HQ
e L R =] l
nﬁﬂm Bates on mcerTves
Arrsercn Of e Coreases m Varatie pay n 8
e o0d hat varabie pay  —8 subsron Yor
will be mccepted’ incentives fred pay )16
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To Business Model Canvas Tng NIKE

The drive to push ourselves beyond our limits

JUST DO IT.

-

10/04/2016
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;;I‘o',e"‘"*““"“ Kau Activities Value Proposition | Customer Customer

pELVA, OXEBIAOHOG, Ralatinnchin
I(-I;OI'IIVGFSG TTGPGYUJ,YI‘], npo(*’)eno'n, 'E|.ITI'V£UO'I’] Anploupvia 6EO'|JGJV segments
UELZy FIFA. NBA u1'ro5r|pa1u’)v, pouxwv KivnToTroinon Kai MéOW B1a8PACTIKWV ABAOUPEVOI PETAED 14
FIBA ,NFL ’ ’ ;0" u§lsoohuc_xp.| isti gvepyoTtroinon Twv EVEPYEIWV OTTWG: Kai 25 zw’ov H
F tl, k Mi?l?e)t,ir(: ac;:/oofgllisn::s’ «aBAnTGvy, Nike + running MpwTta |K<-') KOIVO
D(i):k’:cse:), rts Direct | Atayeipi C?n X0 PnVIU'U\; TTPOKEIJEVOU VA community, Design T§ens ﬁ(_ 18
Mac ’s, P events, brand support yivouv péAn Tou your shoes, NIKEiD, Performance c.>riented
Wiegen+Kenned In hou;e use of tech " | oikoouoTApatog Nike, | FuelBand, Sport watch EvBiapépovial yia
Mindshare Y, power, big data ka Kal va utrepBOUV Kal GPS, Live chat with TOIBTNTG EPaVION
Xopnyieg opadwv kai | Social media, Recycling ol ii01 Ta wpoowmika 1 Nike expert etc. kau life style/fashion.

. Nike Foundation Toug 6pla, péoa aTro : PRy
aBAnTwv (Barcelona, . Channels Méon Koivwvikn Taén &
Ronaldo, Lebron Ke Reso rces ;g\cl)zzva“n Twy WebSite, Mass media, eauuao'rég ko followers

i \ u . special events, Sports A 1
i::r] 1)38, Tiger Woods, Auvapn Tou Nike brand | noigmra mpoiovrwy. casting, Apps, Social ZTOT:r\](:(éwualev
Franchisees ;aunon b el flotoTnra dwic. media, Nike brand Social media fans.
‘de E: i OPNYIKN EFTTEIPLT AyopaoTIKN EPTTEIPIa | stores, Specialty Sport
Worldwide Factories, R&D expertise, Hi tech, ITOU EETTEPVAEI TIC Shops, L orge sportng
:;r_Ipo_rters, Moo TPOoSoKie Tou oods chains, Dept
istributors MeAaTokevrpiké DNA kai KATAVOAWTF g 3 » vept.
Wholesalers. culture. i storets), leI:_e.net, d
membership awards
Cost Structure Revenue Streams

NMwARoeig Xovdpikng: Yrédnon (60%),
‘Evduon (35%), ASecoudp (5%), aTrToKAEIOTIKA
kataoTthpata Alavikiig Nike, Nike.net,
Siavopeig XovOpIKAG.

Mpageia, Apoiég rpoowtrikou, R&D,
Xopnyieg opddwyv kai aBAnTwy, Mapaywyn,
AtroBnkeuon, Logistics diavoung, Nike Town
stores, Ailapnuion, MNMpowBnTikég Evépysieg,
E-CRM, 'Epsuva Ayopdg, Recycling costs.

10/04/2016
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Business Model Canvas

01 5 Baocikég paoceig e€EAiIgng p1ag startup

v (2 (3) (4 (5)

SCREEN
LEARN-
ADJUST

H Emy&gipnparikn
oHada «PAaxverai
va d€i Kard méoov n
1I8€a pmropei va
oTaB&i ka1 va
MHETATPOATIEI OE
Biwoipn emxyegipnon,
AVIXVEUOVTUG THV
ayopda Kai
SnuIoupywvTag Eva
1ISaVvIKa KaivoTopo
EMYXEIPNHATIKO
HOoVTEAO

Opapa, ZTpaTnyikn,
031K6¢ XapTng
Ap)1kNA di1gpelvnon
amodoxng 18€ag Kai
ToU Emy&eipnparikovu
MovTéAou, péow
¢peuvag MVP
ouvnOwg o€ HopPn
concept i kai
Prototype testing.
Aigpevvnon
mapadoxwyv kai
uUmmoBéoewv

ZuveyileTal HEXPI Va
EMTEUXOEI Kai
emBefaiwOei n
TAUTION
TIPOTEIVOHEVNG agiag
Kal KGAuyng avaykng
NG ayopdg (Product/
Market Fit) ka1 n
AsiTOUPYIKOTNTA TOU
EMYXEIPNHATIKOU
povTéAou(Model/
Market Fit), Pivoting
Kd.

‘Exovrag meioO¢i yia
™V BIWCIHOTNTA TNG
18€ag pe Baon
Kamolag HopPNng
Em)eipnUaTikoU
Zxediou, exiva n
EMYXEIPNHATIKA
mpooTmadsia evw
EXOUV CUHPWVNOEIi
Oépara IP, Share
holder agreements,
Partnerships, ka.

H semyeipnuarikn
mpoonadsia £xel
SEKIVIIOEl, UTTAPXE! Hia
Aoyikn Baon meAarwy,
Kal EMSIWKETAI
MEPAITEPW ESPpAiWOTN
Kol avanruén Baocel
EMYEIPNHATIKOU
oxediou Baociopévou
OTO EMIXEIPNHATIKO
HovTéAo, MpooéAkuon
nmpooOeTWV KEPaAaiwv

10/04/2016
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Business Model Canvas

Armo Tnv Emixeipnparnikn 18€a oro

EmXEIpNUATIKO ZXES10

Emysipnuarnikn 18éa / AvaAuon
Ayopag

Business Model
Canvas

2 x€010 NMwAnocswyv /| MApKeTIVYK

ZX€810 Ymmodoung/Opyavwong

(I'Isplvpacpl'] 18€ag/ Mpoioévrog - AvaAuon )
Ayopdg - AVTayWwVIOHOG - ZUCTHHATA
Ailavoung — Tigég - MpowOnon /Aamraveg —
Positionings - TIEPIEXOHEVO EMKOIVWVIAG
KavaAia emkoivwviag - Megpidia ayopdg
@vdAuon SWOT- ZT1paTnyikéG KATEUOUVOEIG Y,

('Opdaag MeAaTtwv- Mpoétaon Aiag — KavaAia
Emkoivwviag//MwAnong/Ailavopng - ZXECEIG
pe NeAareg - Kupieg ApaotnpioTnreg — Kopion
Mopor — Kupiol Zuvepydreg - Poég ECOBwyV —

XpNHATOOIKOVOHIKO ZX£810

Aoun Kéotoug
_J

fZ'réxle'rpaﬂ]leﬂl Emkoivwvia BZBIBZC-\
Baoikl Tomo@érnon - Malika/Wnpraxkd
/Kowvwvika Méoa - Epguva Ayopag / MVP-
MwAnon - Up/Cross Selling, CRM - Xpovikni
ES€Aign, Pre-Testing, Metrics, KéoTn kAm.

\ J

(Opvavévpuppu - ZTEAéXwon - Appoblém'rs?
Zuvepyacieg — NMpounBeutég — NMoépor - Méoa-
ESomAiopog - Mapaywyn MpooTi®épevn Atia-
‘EykaraoTdaoeig — Outsourcing - Logistics -
Nopixn - Mpappariakny umooTApPIén — Back
koffice - Kéotn KAm. )

Mapadoxég /MpoPAéweig - KooTog ApXIKAG
Enmévduong - looAoyiopog - Emevduoeig
Oikovopikd amoreAéopara - TapElakég PoEg
Olovouikoi deikreg — AvaAuon BEP -
AvdaAuon piokou KAm.
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BUSINESS PLAN
Executive Summary
The team
« Management Profile
 Why we are a winning team
The Business Model

e | s * Vision, Mission and Values
e « How our Business Model works
ey Tesees » » Value proposition

« Target markets

* Marketing Plan
I ——— + Key resources & Activities
et Financial analysis
« Breakeven analysis
» Sales scenarios & projections
« Capital spending
» Operating costs
* Funding requirements

CUSTOMER CUSTOMER
o | RELATIONSHIPS SEGMENTS.

Cummma relatinasict

COST STRUCTURE
Wi e the most imporian corta ishevnt 53 e busse modl?
Which ey rEacurce st Mt sxgentiveT

Wik vy Betrid e e i e

10/04/2016
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BMC kai Business Plan katd Osterwalder

PpriosfunT

Eammea relatioashget

CUSTOMER

Vi e ey Yy it s Wil iy STt e v SR — L
W e et ey et [ DA R Eustia o e gt Lpep, ar pr
ppam Cur chtribucion channaly which ane of ur eptomeny | ERRISTTEY
Witkich by resmarnen [ prothems e we Beising to wuhq weste bl
o detparg oo Wervaron virrarm? et o
s Wit trnelien. ol s s Ly irtingeatind it
Veich ko acthteen da v S v S £ i g 1o o Dngiergs s
partrery perloenl et o ary they?

o

irhirg?
v

CHANNELS

Throaggh which chasrely da o
bz pmg el ek L e

CUSTOMER
SEQMENTS

COST STRUCTURE
What s the most imponiany ooais iskevant 53 oo bundnae madel?
Whech llary 'ERasT LA Mot periveT

Which iy et il ey rrant enpevraive

External environment
 The Economy
* Market Analysis and Key Trends
« Competitor Analysis
» « Competitive Advantages of Our
Business Model
Implementation roadmap
» * Projects
* Milestones
» « Roadmap
Risk analysis
« Limiting Factors and Obstacles
 Critical Success Factors
« Specific Risks and Countermeasures

Conclusion
Annexes
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Ep 1 - Getting From Business Idea to Business Model

Ep 1 - Getting From Business Idea to Business Model

2€1pA UTTOOTNPIKTIKOU UAIKOU (6 video) pe Oépa: «From Idea to Business»

10/04/2016
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EuxapioToUpue TTOAU yIa TV TTPOCOYXN COG
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