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Meprexépevo BMC Workshop

« 1°pépoOg

o O Kaupacg EmyxeipnuaTtikot Movtélou (Business Model
Canvas) wg atroTéAeopa TNG €CEAIENG TOU JOAPKETIVK

o To mrepiexopevo Tou BMC Kal Ta TTAEOVEKTAMATA TOU
o [llapadeiyparta epappoyrs tou BMC
o Epwtnoeic/oulntnon
o 2° HEPOG
o Odnyiec Tpog ouddeg
o Anuioupyia KauBa atrd kdbe opada
« 3° UEPOG
o [lapouaidoeic BMC atro pia opada
o 2ulntnon/didAoyog
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s K & M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

AvTIKEipEVO

H mTapouaciaon tTou akoAouBei, pIA0dOLEi va oag EVNUEPWOEI VIO TNV
e¢EAIEN TOU Mmarketing, TNV Xpnon Kail XpnoigoTnTa Tou Business
Model Canvas , evO¢ aUuyXpovou ETTIXEIPNMUATIKOU EPYAAEioU yia
OTTOIAdNTTOTE ETTIXEIPNON, TTOU MEYIOTOTIOIEI TNV dUVATOTNTA TNG va
EVOTEPVIOTEI VEOUG, KAIVOTOMOUG, TTEAATOKEVTPIKOUG TPOTTOUG
TTapaywyng Kai TTpowdnong agiac.
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"IK € M GCA To Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

[Mepiypagel o€ pia o€Aida Tov TPOTTO E TOV OTTOIO HIa €TTIXEIPNON dNUIOUPYEI,
TTPOCPEPEI agia Kal aueiBeTal.

Baoikd oToIXEiO TOU €ival N TTEAATOKEVTPIKA TTPOCEYYION KAl ATTOTEAEI TO
EPYOAEIO TTOU AOTTACTNKE TO OUYXPOVOo MAPKETIVYK OTNV JETAAAQy TOU aTTo
TTPOIOVTIKO O€ TTEAATOKEVTPIKO .

DAE® (&) strategyzer

Aev gival Tuxaio o1 To Business Model Canvas 1Tou avattuXTnke atrd Tov
EABeTO Alex Osterwalder, 1o ul0B€TNOE TOCO O ETTIXEIPNMATIKOC OO0 KAl O
AKadNMAIKOC KOOMOG.

Ac doupe TTwG PBacape oto BMC péoa atrd Tnv CENICN TOU JAPKETIVK
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H E¢EAIEn Tou Marketin
K€ M EA Sehizn J
NMpooéyyion Mpooéyyion Mpoocéyyion
Mpoiévrog Ayopag MeAarn
T €XE&IG yIa Ti1 {nTas&1 n T {nTae! o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NAHPOO®OPIAZ /| MEIQZH KOZTOYZ >
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u 1< C‘ M C‘/\ H ESEAiEn Tou Marketing

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

AnAadA....

AT16 1O «MTTOPEITE Va DIOAECETE OTTOIO XPWHA BEAETE, APKED va gival ....Jaupo» Tou Henry
Ford, otnv £mmAoyn Kal ayopd QUTOKIVATOU, OKOJN Kal JEow ebay Motors!!

1925 Ford Model T Best car buying apps
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l: I< G M C'A H EE€AiEn Tou Marketing

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Kai emmiong....

ATIé TIG 2 €TTIAOYEC YIa OAoug Tou 1917 atrd Tnv Converse (T1 £XEIC yIa TTwWANoN), 0TV
eTTIAOYN TNG ayopdc atrd didgopa €idn Kal JApKeS (T1 {NTAEl N ayopd), OTO TTPOCWTTIKO
MAvVupa TTou Ba BeAe o TTeAATNC oTa TTaTToUToIa TOoU (TI {NTAEI O TTEAATNC).

All Star o€ Ka@€ Kal AeUKO AIGQOopPEC NAPKEC [MPOCWTTIKO urivuua,
(No skid) ABANTIKWV ouada, Hashtag KATT
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Ané Ta 4P Tou Marketing Mix oTo
I! IK C M GA Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Marketing xa1 Marketing Mix

Agv ATav Tuxaio TwWG oTa 4 oToIXEia TOU PMEiyMaTog marketing dev
TTEPINAMBAVETAI O TTEAATNG.
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Ané Ta 4P Tou Marketing Mix oTo

u I< C‘ M G/\ Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H €§€Aién Tou Marketing

O1 dU0 BaOCIKEG EVVOIEG ME TIGC OTTOIEC HEYOAWOAUE TIG TTIPOCPATEG OEKAETIEG ATAV TO
Marketing Mix pe Ta 4P, kai To Product Life Cycle 1Tou ox1 povo €01ve pia kabapd
TTPOIOVTIKA OTITIKA Tou Marketing, aAAG kal pag kKaBodnyouaoe yia TO €id0G EVEPYEIWV
Marketing TTou Ba £1TpeTTe va UAOTTOINOOUNE O KABE OTADIO.

- Stage of the product life cycle -

Introduction Growth Maturity Decline

Total industry
sales revenue

Total Industry
profit

S
|

— |

Sales revenue or profit

MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
e Few More Many Reduced

l Competition

Oneo More versions Full Best sellers
Product product line
Skimming or Gain market Deotond Stay profitable
Price penetration share, deal market share,
profit
: . Intorm, Stress Reminder Minimal
Promotion : eciucate competitive oriented promotion
i differencos
Place Limited More outlots Maximum Feweor outiets
(distribution) cutists
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u I< G M EA A6 1o Product oto Customer Life Cycle

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Me TnVv €CENIEN Twv uTToAOYIOTWY, TO Database Marketing, kai To CRM (Customer
Relationship Marketing), To Customer Life Cycle «utrokatréotnoe» 10 Product Life Cycle,
EVW ME TNV dIgicduon TwV TTPOCWTTIKWY UTTOAOYIOTWY KAl Tou Internet, edpaiwbnke oTa
TEAN TNG dekaeTiag Tou ‘90, n e€eidikeuon Tou Interactive Marketing. H cuvéxeia givai
YVWwOoTH JE TNV €kpnén Tou Web Marketing, Twv Social Media, Tou Mobile Marketing KATT.

[Inyn: OgilvyOne

O Kvkrog Zmng tov ITehd

Kevo MpooéAkuong

AuvnTiKOg

TEAGTNG Kevo ATTOKTNONG

Kevo Mvwong

ESumrnpérnon
MeAarn

Kevo Alatnpho
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L2 iK€ M €A ATT6 TO apXIKd AIDA oTo Digital Sales Funnel

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

To 1898, 0 ApEPIKAVOG TTPWTOTTOPOG dIAPrUIONG KAl TTWANOEwWY, 0 E. St.
EImo Lewis aveéTTTuge Eva TTPAKTIKO epyalEio TTwAnoswy , To AIDA Sales

Funnel.

Market
Awareness potential

Suspects

Number of
prospective

purchasers Prospects

ViVl [0]g Ml Customers
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12K € M [EA

M [N S i E—— Ao 10 apXiko AIDA oTo Digital Sales Funnel

AIDA Traditional Sales Funnel

Market
potential

Awareness

Suspects

Number of
prospective

purchasers Prospects

Action KEESLEE

SOCIAL MEDIA

EIVMIE &n

Digital Marketing Sales Funnel

Awareness
m‘l‘oo‘s (_‘n.ﬂh-l\l lv-.nv‘-u(u'-‘)_ lQKJd GOHQ'O'IOH

focha, Pad Advertisements,

SEO/SEM, Public Rolations

Primary Tools: Londing Pages, E-books,
\'owsaorror Free Tools, Case Studies, Retargeting

I ) &
i s o101

w Yools: Sales Pages, Froe Consultation, Trust
Sigrs, Fromoations, Free Trals, Demaos, Emad Marketmg

e oe——
T

T

Action w

’r*nﬂ‘? Yools: Payment Systern, Shoppng
Cart, Reviews and Referrads
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YK€ ™M e A6 T0 apxik6 AIDA oTo Digital Sakes Funnel

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

To id10 epyaleio xpnoipoTrolEiTal oAPEPa atro Tov Steve Blank, TTpoKeINEVOU va eEnNyNOEl
TNV dladikaoia «How to Get, Keep and Grow Customersy, xpnoIuoTrolwvTag owned,
paid kal earned media.

Earned and

Paid Media Physical Products

“Get Customers” Funnel “Get Customers” Pt “Grow Customers”

Updates

Loyalty
Programs

(v
[ =

e }
Customers” a5

-
")
v
.
v
-
-

Customer Customer
satisfaction surveys  check-in calls

© 2012 Steve Blank
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http://4.bp.blogspot.com/-FxqCxypvQI0/VMBszyqasdI/AAAAAAAAlow/e8Ed7G4hIgY/s1600/customer+funneling.jpg
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I! IK C© M GA H apxn Tou TéAoug Twv 4P

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Digital Marketing, n apxn Tou TéAoug Twv 4P

Digital Touchpoints
g B-@n e —
o Ernd B % Big /’ \ :",z
Vil ,.',,‘. _\ Wehe ' j . :
by \ / \ v
,. L P e §
\\‘f’:;.’ /(‘ Word of Mout! o N . z” | : .\ ,"' nobion on Iy
p N . N i -

Physical Touchpoints

To digital marketing pe Tnv TpooBrikn Twv digital touch points oTo
Customer Life Cycle kai Customer journey management, amraitouoe
TTAéOV pIa véa Bewpnon Twv 4P’s.
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Page 14



&2 1€ N [ER Ta onueia eTra@ng He Tov MNeAdTn
Ta 3 €idn onuEiwyv ETTAPNG UE TTEAATEC
Paid:
[Tapadoaiaka Kal Yneiaka dia@nuIoTIKA KUPIwGg
MEoa, OTTwg TV spots, PPC Ads, Posters KATT.
Owned:
EAcyxoueva TTANPo@opIaka Kupiwg néoa ottwg Web Page,
Blogs, Apps, Facebook page KATT.
Earned:
Mn eAeyXOMEVA KOIVWVIKA PHETA OTTWG Re-tweets,

Facebook, word-of-mouth KATT.
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Q1< 1€ M EA H Xxaproypdapnon Twv onueiwv emapng

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Touchpoint Mapping
000 mepIocodTEPA Eival TA onuEia ETTAPG, TOOO TTIO TTEPITTAOKN (OAAG

KAl avaykaia) gival n xaproypaenon (Touchpoint Mapping),
AapuBavopévou uTT'own OTI OXETICOVTAI JE TO ETTI HEPOUG AYOPACTIKO
Tageidl (Customer Journey), aAAG Kal Tov eupUTEPO KUKAO (WNAG TOU
TeAatn (Customer Life Cycle).

2KEPBEITE OTI KABE oNUEIO ETTAPNAG UTTOPEI va ATTAITEI
OlAPOPOTIOINMUEVO TTEPIEXOMEVO KAl ETTIKOIVWVIOKN OTPATNYIKN.

2TNV ouvexela BAETTOUNE Eva evOEIKTIKO Template xaptoypd@nong.
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u IK G M GA H xaproypdenon Twv onuEiwv ETTAPAS

KENTPO E©GEAONTQN MANATZEP EAAAAOZ

Customer
Journey/Life Before Purchase 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 EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Customer Touch Point Mapping.

Channels, Customer Relationship, Customer Journey Touch point
Mapping.
To Trapadeiypya ayopdag piag Wnorapiag Yypagpiou.
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HK C M CA Customer Touchpoint Mapping

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Customer
Journey/Life Before Purchase Purchase After Purchase
Cycle Mapping
Touch Points |  Awareness |  Evaluation |  Purchase |  Usage | Loyalty
Leroy Merlin, Installation
Website Praktiker, Media Video
Markt KATT. By Broil King
Salonica e-shop Broil King Salonica e-shop
E-Shop , GAAa shops e16IKN
TTOPOCPOPA
diNog MNapaiapry/
Face to Face Chalandri Shop YuvapuoAoynon
Leroy
In-Store Merlin,Media
Markt, Chalandri
Call Center EvioAn/Ayopd
Facebook
Amazon, Various  Skroutz/Tiuég,
Reviews Brands afloAdynon

Web Forums

Euxapiotnpio Youvtayég/ tips.
. email Up Selling
Email Cross Selling

ATTOOTOAR/Courr

17Ny

Post



1K € M CA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ CUStomer TOUCh pOInt Mapplng

TeAIKA TO ayopaaoTIKO £YIVE Kal YEUOTIKO TACiOI TTOU
QVAVEWVETAI OUVEXWG ME VEEC OUVTAYEC

’ .../.'(,

Apvioia hamburgers pe Tlarlixi

11/03/2019
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http://www.firestuff.gr/Portals/0/productimages/522_08595.jpg

Customer Touchpoint Mapping

KK E M En Napadaypa Cross Selling

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

BROIL KING
E10IkO Tawi ye oTnpiydaTta yia TEPOUYEC KAl JTTOUTAKIA KOTOTTOUAOU

Tiur 30,00 €
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& 1721 el Wi e Anoé Ta 4P Tou Marketing Mix oTo
KE&'TLO E©OEAONTQN MANATZEP EAAAAOZ BuSi ness MOdeI canvas

Amo Ta 4P Tou Marketing Mix oro SAVE

2ToV ETTiXelpnuaTiKO Kal Tov AKadNUAikO XWPOo £yIVAV ONUAVTIKEC TTPOOTTABEIEC
yia TNV uttoKataotaon Twv 4P atrd pia eVAAAAKTIKE TTEAQTOKEVTPIKI OTITIKA 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 oTo Harvard Business Review dnuoaoieutnke 1o dpBpo Rethinking the 4P’s,
KAl ava@epOTav oTnV avaykn avabewpnong Twv 4P’¢, e 1o OKETTTIKG OTI KATEUBUVOUV
O€ TTPOIOVTIKEC OTPATNYIKEG, OE AVTIOEDN PE TIC AVAYKEC TTAPOXNS AUCEWV.

2T0 ApBpo TTPATEIVE WG UTTOKATACTATO TO SAVE TO OTT0i0 ¢{EKivnoe atrd TNV Motorola

w¢ epyaAcio Business to Business, kai Bewpeital oruepa wg 1o TTAEOV ONUOQPIAEG
utToKaTAoTATO TWV 4P’S Kal oTov Topéa B2C .

11/03/2019
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Amnoé Ta 4P Tou Marketing Mix
I: IK C M GA oto Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

Fromm 4 P’s To SAVE
Product

—; ]

Price \ » \/ Value

\ — |JEducation/ \
| PmmotlonJ a Ly |En = nt

Ei1dikd otov Topéa B2C n eCicwon MNMNwAAcewv TTOU €ival
Sales = (Performance + Emotion)/Price atraitei d10QOPETIKN

)

EM@aon TTPOG TNV AOYIKI KAl TO ouvaioBnua Tou TTEAATN,
Kal TTpouTtoBETel euTTAOKN (ENngagement), KATI TTOU TTPOCTEONKE
oT1o SAVE.
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Ané Ta 4P Tou Marketing Mix
LY ik e M €A oT1o Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

AvTi yia To Tpoiov (product), eoTiaocte otnv Auon (Solution)

MpoodiopioTE TV MPOCPOPA CE OXECTH HE KAAUTITOHEVEG
AvAYKEG/AUOGEIG, OXI 1810TNTEG, AEITOUPYIES KAl TEXVIKA XAPAKTNPIOTIKA.

[3 EYPQMAIKH

METH W | \/"‘
. LN
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Ano Ta 4P Tou Marketing Mix
I: IK € M CA ot1o Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

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

AnMIOUPYNOTE £EVa OAOKANPWHEVO CUCTNHA ETAIPIKNG TTAPOUCTIAG OTA
KavaAia, HE Baon To CUVOAIKO «ayopaoTIKO Taeidi» Tou meAdrn, avri va
OWOETE EPPAOCT OE HEHOVWHEVA ONHEIA S1avOoung Kal KavaAia
EMKOIVWVIiAG.

11/03/2019
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Ané Ta 4P Tou Marketing Mix
I! IK C M GA oto Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

AvrTi yia Tnv Tign (price), eoTiaocre ornv Alia (Value)

AvapepOcite OTA OPEAN TOU TIPOIOVTOG/UTINPECING OAG OE OXEON HE TV
TIMN TOU XWPIiC va OWOETE EJACN OTNV TIHN TOU, OE CUVAPTNON HE TO
KOOTOG MAPAYWYNG, TTEPIOWPIa KEPOOUG, N TIHES AVTAYWVIOHOU.

EocwTtepIKn
Tapopunon

:2: inner drive
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Wik € MEn Amné Ta 4P Tou Marketing Mix
KENTPO EOEAONTQN MANATZEP EAAAAOX oTO BIISiI‘Iess MOdeI canvas

AvTi yia Tnv mpowOnon (promotion), georiaore ornv Eknmaidguon
(Education) ka1 Tnv epmmAoki] (engagement) Tou karavaAwTn

MapéEXeTE TANPOPOPNON OXETIKN HE S1AQPOPOTIOINHEVESG AVAYKES OE KAOE
ONHEIO TOU «KUKAOU {wNG» TOU TIEAATN, avTi va Baci(eoTE ATTOKAEIOTIKA
og AilapRpion/PR/MpowOnon.

11/03/2019
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& C M GA O S1a8paocTIkOg S1aAoyog HeE TOUuG TTEAATES

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

H e€EAIEN Tou DIOAGYOU PE TOUC TTEAATEC

210 TTapadooiakd Marketing Mix Twv 4P, apkouoe ouxva n €oTiaon
o€ €va Baolko 6pehog, To USP (Unique Selling Proposition), n
dlagripion ato 1-2 Bacika pEoa, Kal iowg Kal n TTapoxn KATTolou
TTPOWBNTIKOU KIVATPOU, TTPOKEINEVOU VA ETTITUXOUME TTWANCEIC.

To marketing Arav £€vag £TTIKOIVWVIAKOC JOVODPONOC.

2.€ avTiBeon ye 1o TTAPEABAY, N oUyXpPOVN ETTIXEIPNMATIKOTNTA ATTAITEI
O1adPACTIKN, OIATTPOCWTTIKNA KAl ONUIOUPYIKN ETTIKOIVWVIA UE TOUG
TTEAATEG, TTAVTA E TOUG OPOUG EUTTAOKING TOU TTEAQTN.

AG douE Eva evOlapEPOV TTAPADEIYUA ONUIOUPYIKNG ETTIKOIVWVIAG KAl
dlaAdyou Je Toucg TTeAaTeC pe Baon 1o SAVE (Solution, Access,
Value, Engagement).
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LY i< € M €A Pedigree DentaSTIX case study

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

e To 2018 avti va dnuioupynael GAAN pia dla@nuion yia va KaTadEigel TIG
akatapaxnteg 1010TNTEC Tou Pedigree DentaSTIX n Pedigree dnuioupynoe
éEva “Trpoidv-ouvTpooo» - To Pediaree SelfieSTIX.

e ‘Eva €1dikG oxedlaopévo aceooudp TnAe@wvou TTou ouvdéel éva DentaSTIX
O€ OTTOIOONTTOTE TNAEPWVO, WOTE VA UTTOPEITE VA KATAYPAPETE TO TEAEIO
...pet/owner selfie.

11/03/2019
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http://www.campaignbrief.com/nz/assets_c/2017/09/SS_photos%20(1)-264296.html

LTIK € M EA Pedigree DentaSTIX case study

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

AnuioupynBnke €1Tiong pia eQappoyn TTou TTPOcBeoe «@iATpa dlaoKEdATNC»
OTIC PWTOYPAPNOEIC, ME ECEAIYUEVN TEXVOAOYIO avayvwpionS TTPOCWTIOU TTOU
XPNOIYOTTOIEITAI VIO TNV AVTIMETWTTION TNS ECAIPETIKNG dlaKUMAVONG TWV
TTPOCWTTWY OKUAIWV.

Getiton
o P Google play
—
# Download on the

® App Store

Download the app
/. \‘.‘ RSN ~‘ ]
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https://d3nuqriibqh3vw.cloudfront.net/pedigreer_selfiestix_filters_-_hero.png_0.jpg?xUiLuBBZkLN0.lEsWOzkUvQAiCsGKSr4

71K € M EA Pedigree DentaSTIX case study

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

H epapuoyn SelfieSTIX xpnoipotrolei Texvikég facial recognition machine
learning yia va avayvwpioel Ta TTpO0WTTA OIA@OPETIKWY OKUAIWY,
ETTITPETTOVTAC OTOUC IBIOKTATEC VA TTPOCBECOUV dIaoKEDAOTIKA Kal 1I016ppubua

“@iATpa” oTO AyaTTNUEVO TOUG CWAKI.
& PEDIGREE" "2
i SelfieSTIX S}

H SelfieSTIX nrav dwpedv pe kGBe ayopd Tou Pedigree DentaSTIX kai
UTTOOTNPIXONKE aTTO TNV KAPTTAVIA KAl TV EQApPoyn

11/03/2019
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LTIK € M EA Pedigree DentaSTIX case study

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

[a K&O¢ 1010KTTN oKUAoU oTn Xwpa (HIMA), n ekoTparteia dnuioupynoe 5
aAAnAemmdpaoccic kai To Pedigree DentaStix TrTapouciace augnon TTWANCEwWYV
24% o¢ €tnoia Bdon
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LY i< €l M €A T givau éva emixeipnMaTiKO MovTéAo ?

KENTPO E©GEAONTQN MANATZEP EAAAAOZ

‘Eva €TTIXEIPNMATIKO JOVTEAO TTEPIYPAPEI TOV TPOTIO UE TOV OTTOIO £VOC
OPYOAVIOUOG ONUIOUPYEI, TTPOOPEPEI Alia Kal auEciBeTal.

11/03/2019
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"IK € M GCA To Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

[Mepiypagel o€ pia o€Aida Tov TPOTTO E TOV OTTOIO HIa €TTIXEIPNON dNUIOUPYEI,
TTPOCPEPEI agia Kal aueiBeTal.

Baoikd oToIXEiO TOU €ival N TTEAATOKEVTPIKA TTPOCEYYION KAl ATTOTEAEI TO
EPYOAEIO TTOU AOTTACTNKE TO OUYXPOVOo MAPKETIVYK OTNV JETAAAQy TOU aTTo
TTPOIOVTIKO O€ TTEAATOKEVTPIKO .

The Business Model Canvas

DAE® (&) strategyzer

Aev gival Tuxaio o1 To Business Model Canvas 1Tou avattuXTnke atrd Tov
EABeTO Alex Osterwalder, 1o ul0B€TNOE TOCO O ETTIXEIPNMATIKOC OO0 KAl O
AKadNMAIKOC KOOMOG.

Ac doupE TO BAOIKO TTEPIEXOMEVO TWV 9 EVOTATWY TOU.
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https://en.wikipedia.org/wiki/File:Business_Model_Canvas.png

Busi
2 IE W R usiness Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ Bao.IKé "aplsxéuavo va 9 £VOTr'lva
Key Partners Key Activities Value Customer Customer
Proposition Relationship Segments

6 m O1kbOpIEG

§paoTNEIOTNTES

TOL £KTEAEI N 4- To £€i60G TV

emxeipnon 2 OXEOEWV TTOL 1
TIPOKEINEVOD Va n KaAAIEPYOLHE pE KAOE pia m Ol ouadeg
EQAPUOCE TO O GLVELACHOG amé Tig opaseg TV meAQTOV HAg Kai 1a
EMIXEIPNUATIKO MPoIdVT®YV / meAaTOV Hag, avaloya Siaoporrold
8 - HovTéRo TNG. LTINPECIMV TTOL HE TO OTA8I0 TOL KOKAOL | yqpaKTNPIOTIKA TOLG
[ — TTPOTEIVOULHE, goong TOULG. (Anuoypaqika,
O1 KLPIOTEPOI Key TTPOKEIYEVOL Va YouxoypagpIka,
oLVEPYATES Kal Resources ikavomomoovpe ig | Channels ] HAIKIGKG KATT.)

TMPOUNOELTEG pag AOYIKEG 1) KAl
ouvalioONUaTikég
7 ' avaykeg Kade 3 ) .

m  Ol1 KLPIOTEPOI opasdag meAaTeV Hag m Ta kavahia yeca

LAIKOI Kal AvAol amod Ta ofoia
TOPOI GTOLG TPooEeYYi{OLHE TOLG
otroiovg mMEAATEG HAG,
BaciopaocTe yia TN £MKOIVEVOLHE padi
AaTovpyia Tov TOLG, TTPOWOOLHE Kal
EMXEIPNHATIKOL «TAOLUEN TNV
pHovTéAov Hag Npeotavoéuevn ASia.
]
Cost Structure Revenue Streams
9- Ta KLPIOTEPA KOOTN TTOL aTaIToLVTal Yia TNV 5- Ol poic €066V, §eXPIOTA YIa KABE THAUA
emIXEIPNHATIKNTTPOoTTA0ad pag meAaTédV pag, yia kade «aglakn mpoTacny TNg
emyeipnong

P1/03/2019
Page 35



IK C M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS | CUSTOMER CUSTOMER
) RELATIONSHIPS SEGMENTS
Whao are our key partners? [ What key activities do our : zliver to the

Who are our key value propositions reguis Howr do we get, keep, and grow
suppliers? Our distributic

Which key rescurces are Ousig I'IE)\C(TU'L)V ) : A are our most

we acquiring from our et ) portant customers?
partners? MNa va dnuioupynoel £va atmroTEAETHATIKO What are the customer

Which key activities do EMIXEIPNMATIKO JOVTEAO, I ETTIXEIPNON TTPETTEI archetypes?
partners perform? TPWTA VO OUABOTTOINTEI TOUG SUVNTIKOUG

TEAATEG TNG (ATOUA ) OpYAVIOUOUG) O€

SIaKPITOUG TOMEIG DNHOYPAPIKA, WUXOYPAPIKA

Kl BATEI AVAYKWY , CUUTTEPIPOPWYV 1 GAAWV

YVWPITUATWYV.

2TNV OUVEXEIX Ba ETTIAEEEI TTOI0UG B

€EUTTNPETATEI KAl TTOIOUG Ba ayvonoel Kal 6a

OXedIAOTEI TO ETIXEIPNHUATIKO HOVTEAO avaAoya

ME TIG CUYKEKPIPEVEG AVAYKEG TOUG.

Evdeikvutal n xprion Personas (apxETutrwy
eAATWV).

Gwr are we integrating them
with customer routines?

COST STRUCTURE REVENUE STREAMS

What are the most important costs inherent to our business madel? For what value are gur customers really willing to pay?
Which key resources are most expensive? For what da they currently pay?
Which key activities are most expensive? What is the revenue madel?

What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur lgggfoég
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KEY ACTIVITIES

What key activities do our
value propositions require?

Our glis

KEY PARTMNERS

Wha are our key partners? e deliver to the

‘Whao are our key
suppliers?

Which key rescurces arg
we acquiring from g
partners?

ustomers’
elping to

Mpotaoeig Aiag

O ouvduaoPog TTPOIGVTWY Kal UTTRPECIWY TTOU
TIPOTPEPEI JIa ETTIXEIPNON YIA VA KAAUWEI TIG AVAYKEG
TWV TTEAQTWV TNG.

H Tpoa@epobuevn aia Tng eTaipeiag ival auto Trou
TNV SIAKPIVEI ATTO TOUG AVTAYWVIOTEG TNG OE AOYIKO I
Kal guvaiodnuartiké eritredo.

H poraon agiag rpoa@épeTal HETW dlapopwv
OTOIXEIWV OTTWG N KAIVOTOUia, Ol ETTIOOTEIC, N
TTPOgappoyn, N "ekTéAean TN douAeldg”, o
oXe0IaOUOG, N HAPKA, N TIUA, N HEiWaN Tou KOATOUG, N
MEiwaN Tou KIVOUVOU, N TTPOTRadIpOTNTA N EUKOAIA, N
XPNOTIKOTNTA, TO KOIVWVIKG status KATT.

COST STRUCTURE

What are the most important costs inherent to our business madel?
Which key resources are most expensive?
Which key activities are most expensive?

RELATIONSHIPS
Howr do we get, keep, and grow
customers?

Which customer relationships
hawe we established?

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

How costly are they?

NELS

which channels do our

T sepments want ta be
El

h other companies reach
ow?
ones work best?

ich ones are most

How are we integrating them
with customer routines?

REVENUE STREAMS

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

What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur

Business Model Canvas

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our mast
important customers?

What are the customer
archetypes?

11/03/2019
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KEY PARTMNERS

‘Whao are our key partners?

KEY ACTIVITIES

What key activities do our

‘Whao are our key

suppliers?

MeAATEIOKEG ZXETEIG

VALUE PROPOSITIONS
What value do we deliver to the
customer?

qQe of our customers’

1

MNa va e§aocealioTei n emBiwon Kal n emTUXiA
OTTOIACBNTTOTE ETTIXEIPNONG, Ol ETTIXEIPNTEIG
TTPETTEI VA TTPOCBIOPIcOUV TOV TUTTO OXEONG
TTOU ETTIOUPOUV VA SNUIOUPYHACOUV HE TA
TUAMATA TWV TTEAATWYV TOUG TTPOKEIMEVOU VA

TOUG TTPOTEAKUCOUV, ATTOKTHTOUV,
S1aTnPRooUV Kal aufoouy.

KavaAia

Mia eTaipeia PTTOPEI VA TTPOCPEPEI
TRV TTPOTACT Agiag OTOUG TTEAATEG TNG
HEOW BIAPOPETIKWYV KAVAAIWV.

3 TuTTo! :

MwAnoewv, eTIKOIVWVIAG Kail SIaVOUNG.

CUSTOMER
RELATIONSHIPS

Howr do we get, keep, and grow

ML

stomer relationships
ave we established?

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

How costly are they?

CHANNELS

Through which channels do our
customer SEE,mEnEE want to bﬁ
reached?

How do other companies reach
them now?

dhes are maost
-efficient?

How are we integrating them
with customer routines?

Business Model Canvas

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our mast
important customers?

What are the customer
archetypes?

at value are our customers really willing to pay?
fr what do they currently pay?
What is the revenue model?
What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur
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KEY PARTMNERS KEY ACTIVITIES

Wha are our key partners? [ What key activities do cur
L it i ?
Who are our key value propositions require’

suppliers? Cur distribution channez|s?

Which key resources are Customer relatiof

we acquiring from our Revenue streams?
partners?

Which key activities do
partners perform?

KEY RESOURCES

What key resources do our
value propositions require?

Our distribution channels?

Business Model Canvas

VALUE PROPQ

KUpieg ApaatnpidtnTeg

O1 onuavtikoTEPEG dpaaTnPIOTNTES YIA VA
ONUIOUPYNOETE, VO TTPOTPEPETE KAl VA
QTTOKOpIoETE agia.

Which custa

satisfying?

What is the minimum viable
praduct?

Kupioi MNoépoil

Customer relationship
Revenue streams?

COST STRUCTURE

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

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

Mnyn: Alexander Osterwalder & Yves Pigneur

O1 répoI TTOU gival aTrapaiTnTol yia T
onuioupyia agiag yia Tov TTEAAGTN.

Ta mrepiouaiakd aToIXEia HIag ETAIPEIAG
TTOU €ival aTrapaitnTa yia tnv
opaoTnEIOTNTA, KAI UTTOGTAPIEN TNG
ETMIXEipNONG.

Auroi o1 {wTikoi TTépol Ba ptTopouaav va
gival avlpwTITivol, OIKOVOUIKOI, QUOIKOI KAl
TIVEUHIATIKOI, KaI €ival SIQQOPETIKNG
Evraong 1.X. KE@aAaiou 1 yvwong.

For what

What is the re

What are the pricing

11/03/2019
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KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS | CUSTOMER CUSTOMER
L RELATIONSHIPS SEGMENTS
Wha are our key partners? [ What key activities do cur

value propositions requjs How dowe get, keep, and grow B eor whom are we
? .
ISTOMErss creating value?

Kl'J p|0| Z Uve deTEg custamer relationships wWha are our maost

established? important customers?

Wha are our key R
suppliers? Cur distribution cf

Which key respurce rela ) -
we acquiring from our Mpokeipévou AsiTtoupynaoel TO

partners? ETTIXEIPNHOATIKO HOVTEAO Ol What are the customer
B‘;’:{ﬂ,ﬁjﬁﬂmfs do opYyavigpoi auvBwe KAAANIEPYOUV ypes:
OTPATNYIKEG TUVEPYATIEG OTTWG
OXEOEIC AyopaaTH-TTPOUNBeUTH, YIa
TNV €§a0PAAITN YPAUHWY
gpodiaguou, Koivotrpagies (joint
ventures), aTPATNYIKEG CUUHAXIES 4 which channels do our

KOl YEVIKA outsourcing epyaciwv. ffomer segments want to be
eached?

How do other companies reach
them now?

Which anes work best?

Which anes are mast
cost-efficient?

How are we integrating them
with customer routines?

Our distrnibution channe

Customer relationships?
Revenue streams?

COST STRUCTURE REVENUE STREAMS

What are the most important costs inherent to our business madel? For what value are gur customers really willing to pay?
Which key resources are most expensive? For what da they currently pay?
Which key activities are most expensive? What is the revenue madel?

What are the pricing tactics?

11/03/2019
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KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS MER CUSTOMER

s . SEGMENTS
Wha are our key partne awgctivities do our What value do we deliver tg
| customer? For whom are we
Which ane of our cu creating value?

problems are we hg Who are our most
solve? nportant customers?

Wha_t bundles af at are the customer
SErVICES are w hetypes?

segment? POég Eoodwv
i O TPOTTOG E TOV OTTOIO pIa

Aopun KoéoTtoug ETAIPEIQ TTPAYHATOTTOIE
MePIYPAPEI TIC THO TNPAVTIKES £000a aTro KABe TopEa
SATTAVES TTOU ATTaIToUVTal TTEAQTWV.

TTPOKEIMEVOU VA €ival AEITOUPYIKO

TO ETTIXEIPNMUATIKO LOVTEAO .

with customer

COST STRUCTURE REVENUE STREAMS

What are the most important costs inher)  fto our business madel? For what value are gur customers really wiling to pay?
Which key resources are most expensive? For what da they currently pay?
Which key activities are most expensive? What is the revenue madel?

What are the pricing tactics?

11/03/2019
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KENTPO E©QEAONTQN MANATZEP EAAAAOZ

e H mmo onuavTtiki evotnTa gival n mpotaon aciag (Value Proposition) o€
ouvOuaouO ME TIC opadec TTeAaTwy (Customer Segments).

Business model & value proposition

The Busiiens Model Carvas

Plesses - Blwe s v sl Kaupag MNMpoteivopevng

Agiag:

B | . Q >a¢ Bonda pe Sounuévo
TPOTTO, VO «TAIPIACETE» TO TI

UV Ol TTEAQTEG UE TO TI
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S IK C M GA Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOX

[Molo €ival To 6PeA0C TG Xpnong Tou BMC yia Tov €mmixeipnuarTia:;

e Eival Eva «UtreVOUMIOTIKO» EPYOAAEIO TTOU PAG UTTOXPEWVEI VO OKETTTOMOOTE
TTEAATOKEVTPIKA, CUOCTNMIKA KOl ONUIOUpPYIKA.

e [leAaTokevTpIKA yIaTi €CeTAlEl TO Piypa marketing pe Tnv Aoyikny Tou SAVE
(Solution, Access, Value, Engagement/Education), OTTou n TTPOTEIVOUEVN
acia Ba TTPETTEl yIa Eva ONUAVTIKO JEPOG dUVNTIKWV TTEAATWYV, va AUVEI KATTOIO
AoyIkO 1 Kal ouvaioOnuaTiko Toug TTPORANUA, KOAUTEPQ ATTO AAAEC
TTPOOPEPOPEVEC AUCEIC OTNV AyopPd, TTPOKEIMEVOU VA £XOUME AVTAYWVIOTIKO
TTAEOVEKTN Q.

11/03/2019
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® 2UOTNMIKA yiaTi gival Eva OAIOTIKO €PYAAEIO TOU OTTOIOU 01 9 EVOTNTEC
aAAnAogcapTwvTal Kal aAAnAoetTnpeddovTal Kal Jag ETTITPETTEI va
BeBaiwBoupue OTI OAQ Ta ETTI HEPOUC OTOIXEIO TOU ETTIXEIPNMATIKOU UAG
HovTéAOU gpyadovTal Kal ouvepyAlovTal ATTOTEAECUATIKA KAl aBpOIoTIKA.

e AnMIOUPYIKA YIOTI JOC TTAPEXEI MIA EIKAOTIKA ATTOTUTTWAON TTAPAKIVEI TNV
AgIToupyia Tou OECIOU PEPOUC TOU EYKEPAAOU TTOU OXETICETAI PME TNV
dnUIoUPYIKOTNTA.

o [lepiypd@el TNV TTPOTEIVOPEVN ACia TTOU TTPOCPEPEI HIA ETTIXEIPNON OTOUG
TTEAQTEG TNG, TTWC TOUG TTPOoO0EYYilel Kal dnUIoupyEi oxEoelg Jadi Toug, HEoW
TTOIWV TTOPWYV, OPACTNPIOTATWY KOl CUVEPYACIWY ETTIXEIPEI, KAI TEAOC TTWG
KePDIlel XpNuara.

11/03/2019
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KENTPO E©EAONTQN MANATZEP EAAAAOX

Eival o Truprjvag kai n Kivntripia duvapn Tou Emmixeipnuartikou 2xediou.

Eival 0 OuvOETIKOC KPIKOC JETACU TTapadOoaIaKoU Kal Wn@IoKou
MAPKETIVYK.

Eival epyalgio «d16pBwong» NG €TIXEIPNMATIKAC KATEUBUVONG ME
EPEUVNTIKEG TEXVIKEG OTTWGS TO MVP (Minimum Viable Product).

Mac kaBodnyei oTnv atroTUTTWON, AZIoAOYNoN Kal BEATiwaon Tou
Emixeipnuatikou MovTtéAou pag.

Mag uttoxpewvel OAOUC va gipaoTe oTny idla oeAida Kal va JIAGUE TNy idia
YAwooaQ.
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kENTI-’O EQEI\ONTQCNMANATZEP EISAAOZ B u S I n eS S M O d el Can VaS

H xpnon kai xpnoipoétnrta tou BMC

To Business Model Canvas kaBodnyei Tov €TTIXEIpnUaATia
KUTTOXPEWTIKA» VA aKOAOUBNoEl TNV TTEAQTOKEVTPIKA AUTN
TTpooEyyion, ME TIC 4 evoTnTeg Tou: Value Proposition, Customer
Segments, Customer Relationships kair Channels...

...... otrou ta 4P (Product, Place, Price, Promotion)

peTaoxnpaTtiovTal e Baon 1o SAVE o€ ..eAAnvika 411 (MeAdreg,
MNMpoTeivopevn agia, NMpooBaon, NMeAaTelakES OXECEIG).
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Business Model Canvas ([Mepiypa®n)
EpWwWTACEIG CUNTTARPWONG TWV 9 EVOTATWYV

Key Partners

Moot eivat ot kUpLot
OUVEPYATEC Hag?

Motot eivat ot kUpLot
npoundeutéc pag?

lMowa onuavtikd
UETQ QUTOKTAUE QUTO

Key Activitia

Moteg kaBoploTikéG
ECWTEPIKEG ETAUPIKES
Siepyaoiec amaurei:

.n npotewvouevn aéia?
Tt KavaAta
EmKovwviag-
Swavouric?

.Ot poéc¢ ec6bwv?

OUVEPYATEG pag?

Moteg kUpLES
Spaotnpiotnreg
EKTEAOUV OUVEPYATEC
uag?

o

Key Resources

Motoug kUptoug
népou¢/ uéoa arautel:
.. H npotewvduevn afia?,
.. T KavaAlx
EMiKoVwviag Kat
Stavopuric?

.. N TEAQTELAKE

.. Ot pgs¢eaddwv

)

Value Proposition | Customer Customer
Relationship Segments
Nwc Stayeptlopacte tnv
'a{la MAPEXOUUE OF npocéyyion, anéxtnon
’““?5 neAaveLat efunnpétnon, avénon Kat
opdba? noToéTNTA TWV NTEAQTWV?
Moto npéBAnua/ta Nwg Stacuvbéovtarpe ta = N moieg
K&e neAateiai Aowné otoyeia tou neAarewakés opdbes
opdbag Bonddpe v | pysiness model? nuioupyovpe afia?
Avdel? Mégo Sanavnpd eivar? Mo eivat ot o
Tt 8éoueg npoidvrwv onuavtikoi pag
Ka/n unnpeowv Channels neAdrec?
TPOOPEPOUNE OE KADE | | prsiiy mowdy kaveidov Nwg
eAare«amj opdbar emdupodv ot meAdres pag | Slapoporolovvra
pLes avdyweg kade va touc npoceyyicoupe? | SNHOVPAPIKA Kat
- are:axlli ¢ opdbag Nwg Toug mpooeyyilouv Yuyoypagpixa? 1
::toe O‘:‘i‘f? dAAeg etaupeieg? /
i el || Mowd kavaAwa eivat o
«erzwr R anobotikd? Me T kéoToc? | \
npotdv /MVPY MNwg ovvdéovrat ue Tt ’
: ELEC TWV TeEAaTWV? |

Cost Structure

uag?

t tAéov Sanavnpéc ?

MNMotwa eivat ta mAéov onuavtikd kéotn tov business model

_~Revenue Streams
la ot napeyouevn afia ot neAdreg Séxovrat va

Mowa arté T anaitovpeva péoa eivat ta mAéov Sanavnpa?
Moteg o TIC AMAUTOUUEVES ECWTEPLKES Stepyaoiec elvat

nAnpwoouv?
Tt ayopd{ouv kat t/nw¢ mAnpwvouv orfjuepa?
Nw¢ Sa npotipuovoav va mAnpwoouv?

Nwc ta enipépous écoda ouubBaAlouv ota oUVOAIKA,
} o?

dio

Q003 - P
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Moia givail Ta ...0avacipa Aaén ota BMC

e 1. Na mporteiveral pia yevikn (generic) agia o€ OAOUG (TT.X. UTTEPOXES KOAOKAIPIVES DIOKOTTEG
yia OTToIoV ayaTrd Tov fAIo Kal Tnv BaAacoa).

e 2 Na ouutmrAnpwvertal To Business Model Canvas oT1o cUVOAO Tou, JIa KI' €EW.
e 3.Na unv aAAaler to BMC atré otadio g otadIo €ENICNG TNG ETTIXEIPNONG

NMwg va Ta atroPeUyoulE
e 1. EoTiaon o€ TpwTapXIKO KOIVO Kal TTPOTEIVOUEVN Aia TTOU TOU TTPOCYEPEI CUYKEKPIMEVN
Auon o€ Aoyiko ) ouvalodnuaTiko TTPOBANUa Tou.
e 2. 2uvexNc digpeuvnon/rpoocapuoyn/eTTaAfBeuon aAAnAosTTidpaong TTapadoxwy.
3. MNpocappoyn Tou BMC atd o1ddio oe o1ddio €CEANIENG MEXP! TNV TTiTEUEN product - market
Fit.
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KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Emyeipnuarnikn 18€éa /AvaAuon
Ayopag

Business Model Canvas

2ZX€010 MwANnocswyv /| MapkeTivyk

2X€0610 Ymodopng/Opyavwong

XpNHATOOIKOVOUIKO ZX£810

(ﬂaplypa(pr'] 15¢ag/ Mpoidvrog - AvdAuon )
Ayopdg - AVTOYyWVICGHOG - ZUCTAMATA
Alavopung — Tipég - NMpowbnon /Aatrdveg —
Positioning - TepIEXOUEVO ETTIKOIVWVIAG
KavdAia emikoivwviag - Mepidia ayopdg

\Avd)\uog SWOT- Z1paTnyIKEG KATEUBUVOEIG y,

(Opdésg MeAarwv- MNpoéTaon ASiag — KavdAia
Emkoivwviag/MwAnong/Alavoung - Xéoe€Ig
pe MeAdreg — KOpieg ApaoTtnpioTnteg — Kupiol
Moépoi — Kupiol Zuvepydreg - Poég EcOdwyv —
\Aopr’] KéoToug

J

fZTéxleTpamler']/ Emikoivwvia B2B/B2C- )
Baoik TomroBérnon - Madika/Wneiakd
IKoivwvikd Méoa - 'Epguva Ayopdg / MVP-
MwAnon — Up/Cross Selling, CRM — Xpovikn
E&EANIEn, Pre-Testing, Metrics, Zx€610 dpdong,

\ Xpovodidypappa KATT.

fOpvavévpuppa - ZTEAéEXWon - AppodIOTNTEG )
Zuvepyaoieg — MpounBeutég — Moépol — Méoa-
ESomrAiouog - NMapaywyn NpooTiBépevn ASia-
‘EykaraoTtdoeig — Outsourcing — Logistics —

NouikA — Fpappareiakn utTtooTAPIEN — Back

\_office - KoéoTn KATT.

Mapadoyxég MpoBAéyelg - KéoTog ApXIKAG

Emrévduong - looAoylopog - ETrevduoeig
OikovouIka atroteAéopaTa - TaPEIOKEG POEG
Oikovopikoi deikteg — AvdAuon BEP —
AvdAuon piokou KATT.
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2uvexela oto Mepocg 2
OT1rou Oa Bpeite
[Mapadeiypara
Business Model Canvas
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