1K € M EA

KENTPO EOEAONTQN MANATZEP EAANAAOZ

H €¢€Aign Tou Marketing



KENTPO ESEADNTOM MAMATIEP E

BMC workshop

IK € M EA To AVTIKEIPEVO TS MAPOUTIATNC

H mapouciaon mmou akoAouOcei, @IA0BoSei va cag evnHeEPWOTEl
via Tnv €§€Aifn Touv marketing, n onmoia odnynoe ornv
XpRon Kai xpnoipérnra rov Business Model Canvas
(BMC)

To BMC cival éva ocuyxXpovo smyeipnuariké epyalecio yia
OTOIASNITOTE EMYEiIipNON, MOV E18IKA OTNV MEPITITWON TWV
startups, peyioromoiei Tnv duvaréoTnra kar méavoérnTa
HETATPOTING TNG EMXEIPNHATIKIG 10€ag o€ Biwoiun
EmMXEipnon

Eivar emvénon Tou Alexander Osterwalder,
http://alexosterwalder.com/

Mia amé TiI¢ EAGXIOTES TIEPIMITWOEIS TTOU £va Eupwmaiko
eEmyeIpnUaTiKkO epyalAcio karakra rig HIA.



& - -
I'mlﬁmcmM Sﬁf Business Model Canvas

O Opiopoég p1ag Startup

Mia startup €ival €évag mpoowpIivog opyavioHOg O
ommoiog oxnMATI{ETAI TIPOKEINEVOU Vva avalnTNoEl

Eva BiwoiIgo, EMAVAAAGHBAVOHEVO KAl EMEKTACIHNO
Business Model.

7
STARTUP

O Opi1opog cival Tou Steve Blank
https://steveblank.com/



KK e M ER Why 9 out of 10 startups fail,
KENTPO ESENDNTEIN MAMNATZEP EAAAADE (according to their founders)

Top 20 Reasons Startups Fail

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

425

Ran Out of Cash

:4

Not the Right Team

~
-
g

Get Outcompeted
Pricing/Cost Issues
Poor Product

Need/Lack Business Model

~4
’
v

80 0/ 0 of Apps are only used once

- (00000

10% % 40% 50% 60% 70% 80% 0% 100%

Poor Marketing

Ignore Customers

Product Mis-Timed

Lose Focus

Disharmony on Team/Investors

6
P

Pivot gone bad

Lack Passion

Bad Locauon

L
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No Financing/Investor Interest

leniirrar Tarh Crinchl
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Legal Challenges

Don't Use Network/Advisors

Bum Out

@x
P |

4
»

‘ %

2/5/2018 Failure to Pivot



YK € MEA
memmm EAAALOT Business Model Canvas

O€AeTE va eAaXICOTOTIOINOCETE TIC MOAVOTNTES VA
gioTe pia amo 11§ “9 or1ig 10” ?

Av val, TOTE KATAVONOTE KUl XPNOCIHOTIOIEIOTE
ocwoTa To Business Model Canvas.

Me Tnv Napouciaon autn 0a ocag eICayayoupe oTnv
E¢€EAIEn Tou MKT Ta reAsuraia Xpoévia movu oBRynoe ornv
avaykaiornTa Tou BMC

oav SOUIKOU EpYAAEiou

Emysipnuartikng avamruing — Business Development
T600 H1ag Start-up 600 kal HiIag TTOAUEOVIKAC .

2/5/2018 5




2K € M EN H E¢¢Ain Tou Marketing

KENTPO ESEACNTON MAMATIEF EAAANDE

NMwg peTafAnOnke 1o Baocikoé epwrTnua oro MKT ;

NMpoocéyyion Mpooéyyion NMpoocéyyion
Mpoiévrog Ayopag MeAarn

T1 €XE&IG yIa Ti1 {nTas1 n T {nTas1 o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NAHPO®OPIAZ /| MEIQZH KOZTOYZ >




AnAadA....

Ano 1o «MmopEeiTE va SIAESETE OTIOI0 XpWHA OEAETE, APKEi va gival

-«MOaUpOo» TOU Henry Ford, oTnv emAoyn Kal ayopd auToKIVIITOU, AKOMN
Kal peow ebay Motors!!!

wiowors ¢

1925 Ford Model T

Best car buying apps

2/5/2018



WKk eMea H E§éAin Tou Marketing

KENTPO ESEACNTON MAMATIEP EAAANDE

Kai emmiong....

Ano 11§ 2 emAoyYEG yia 6Aoug Tou 1917 anré Tnv Converse (T1 £XE16 yia
mMwWANon), ornv €mAoyn TnG ayopdg amo diapopa €idn kKal HapkKeg (T1 {nTasci
n ayopd), oTo MMPOCWITIKO MAVUHA TToU Ba NOgAe o meAdarng oTa mamouToIa
TOU (T1I {NTAEI O TMEAATNG).

All Star o€ ka@é kal Aeukd (No skid)  Aidpopeg papkeg ABANTIKWY MpoowTTIKG uvupa, opdda, Hashtag KATT

2/5/2018 8


http://4.kicksonfire.net/wp-content/uploads/2015/10/NIKEiD.jpg?feae65

Ané Ta 4P Tou Marketing Mix oTo
Ii'ﬁnc:mM f;/: Business Model Canvas

2 BAOCIKEG £VVOIEG HE TIG OTTOIEG HEYAAWO AHE TIG TIPOOPATES OEKAETIES
nrav to Marketing Mix pe Ta 4P, kai To Product Life Cycle

PRODDCT PRICE

Y,
To
Marketing Mix / S

4P
PLAC FQP.\Dr OTION}

W\

Agv NTav TUXAIO TTWG OTA 4 OTOIXEIA TOU PEIYyHATOG marketmg
dev nrepiAapyfaveral o meAdrng.

2/5/2018




& - - Anoé Ta 4P Tou Marketing Mix oTo
I'mlfmcmM Saf:f Business Model Canvas

H £€¢€Aign Tou Marketing

2 BAOCIKEG £VVOIEG HE TIC OTTOIEC HEYAAWOCAHE TIC TIPOOTPATESG OEKAETIES
nrav To Marketing Mix pe Ta 4P, ka1 To Product Life Cycle

To Product Life Cycle gival jia kaBapa mpoiovriky onrtikn Tou Marketing.

- Stage of the product life cycle -

Introduction Growth Maturity Decline

Total industry
sales revenue

Total iIndustry
profit

TNUEIWTEO OTI HAG /’—A\

Kafodnyouoe yia To £i80¢ §I_/ I

Sales revenus o profit

b
l\

- H MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
£V£pY£|wv Marketlng OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
4 S Few More Man Reduced
mou Oa £émpeme | cormworrion - 0 :
Va UAO"O'ﬂaOUps ( One More versions Full Best D
Product product line
1 4 1 4
as Kae£ aTaalo' Skimming or SGain market Detond Stay protfitable
Price penetration share, deal market share,
profit
g .. Intorm, Stress Remindar Minimal
Promotion > ecduocate competitive oriented pramotion
i difforencos
Limited More outlots Maxim Feweor outiets
. i '

2/5/2018 10



Ané Ta 4P Tou Marketing Mix oTo

& e -
KK € MEA Business Model Canvas

KENTPO ESEADNTOMN MAMATIEF EAAANDT

H £€¢€Aign Tou Marketing

2 BAOCIKEG £VVOIEG HE TIC OTTOIEC HEYAAWOCAHE TIC TIPOOTPATESG OEKAETIES
nrav To Marketing Mix pe Ta 4P, ka1 To Product Life Cycle

To Product Life Cycle gival jia kaBapa mpoiovriky onrtikn Tou Marketing.

- Stage of the product life cycle -
Introduction Growth Maturity Decline
§ Total industry \
s sales revenue
g Total Industry
s profit
ZNHEIWTEO OTI HOG //’
. . o / _— } \
Ka@odnyouoe yia 1o €idog S | |
- H MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
EVEPYSva M a rketl n g OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
2 . Few More Many Reduced
mou Oa émpemne | cormpormion .
: More. -Bes
vaulonomoouks T Product One |- Product
, . - S
a£ Kues aTaalo' Skimming or SGain market [ Stay protfitable
Price penetration share, doal market share,
profit
I - Inform, Stress Remindear Minimal
Promotion > aciucate acampetitive oriented pramaotion
difforencos
P Limited More outlets Max_lmum Feweor outiets
I (dl;clr.lbullon) outlets

2/5/2018 11



K € M CA Ané Ta 4P Tou Marketing Mix oto
(ENTPO EOEAONTIN MANATZED EMALOE Business Model Canvas

Amné 1o Product Life Cycle oro Customer Life Cycle

H €$€Ai1En TwV UTTOAOYIOTWYV £0WOE TEPAOTIO WONON O€
epyalcia kai pe@6doug 6mmwg Tto Database Marketing, kai
TO0 CRM (Customer Relationship Marketing) pe ammoréAsopa
Va HITOPOUV Ol ETUIPEIES VA KPTAVOUV» TOV KAOE éva
meAATN.

O1 mpoowmiKoi UTTOAOYIOTEG OTAa TEAN TGS SekasTiag Tou ‘90
kal n ékpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kAmn. edpaiwoe 1o Interactive Marketing.
AnAadn eMETPEWE OE MEAATEG KAl ETAIPEIEG VA ETTIKOIVWVOUV
ameuBeiag .

To Product Life Cycle d&gv pmmopei mMA€OV va EKTTIPOCWTIEI
TNV VEA KATACTAON .

To Customer Life Cycle, To «ummokaréoTnoer,



WK € MEA

Ané Ta 4P Tou Marketing Mix oTo

-
KENTPO ESEACNTON MAMATIEP EAAANDE B“Sl ness MOdeI canvas

Amné 1o Product oro Customer Life Cycle
Molo givan autd ?

O Kvkhog Zmng tov Iledd

Kevo MpooEAkuong

AuvnTiko - . 2
) ! n::,AndTngg Kevo ATTOKTNONG
Kevo MNvwong

ESutrnpernon
MeAdrn

Kevo Alatnpho

Mnyn: OgilvyOne

13



Ané Ta 4P Tou Marketing Mix oTo
Ii'ﬁTSMM Suf: Business Model Canvas

Amné 1o Product oro Customer Life Cycle
Molo givan autd ?

Mmopeite va 1o 8&iTe ka1 HE AQuTi TRV HOPPN

EITOXEIDIETD,

14



K € M CA Ané Ta 4P Tou Marketing Mix oto
(ENTPO EOEAONTIN MANATZED EMALOE Business Model Canvas

H €¢€AIEN TOU O1aAOYOU HE TOUG TTEAATEG

210 mapadooiako Marketing Mix Twv 4P,

APKOUOE OUXVA N eo0Tiaon o€ Eva Baocikoe 6@eAog, TO
USP (Unique Selling Proposition), n diapnuion amnoé 1-2
Baocika péoa, Kal icwg Kal N TTAPOXN KATTOIoU
TTPOWONTIKOU KIVATPOU, TIPOKEIHEVOU VA EMITUXOUHME
TMWANOCEIG.

To marketing nTav £€vag EMKOIVWVIOKOS HOVOOPOHOG.

2€ avTiOeon HE TO MAPEAOOV, n CUYXpOVN
EMYEIPNHATIKOTNTA ATTAITEI S108PACTIKE, OI1ATIPOCWITIKN
KOl SNUIOUPYIKN EMKOIVWVIA HE TOUG TIEAATEG, TIAVTA ME
OpouUg EUTTAOKNG TOU TTIEAATN).

AnAadn



¥1< € M EA Anoé Ta 4P Tou Marketing Mix oTo
(INTPO EOEAGNTGN MANATZZP EARALOR Business Model Canvas

Ta 3 €idn oneiwyv emMa@ng HE TTEAATEG

Paid:

Mapadooiakd Kal Yn@IaKa S1a@nUIoTIKA KUPIwG

HEoa, orTwg TV spots, PPC Ads, Posters KArm.

Owned:

EAeyxopeva mAnpo@oplaka kKupiwg peoa omwg Web Page,
Blogs, Apps, Facebook page kAm.

Earned:

Mn eAeyXOHEVA KOIVWVIKA HETA OTTWG Re-tweets,

Facebook, word-of-mouth kAm.

2/5/2018 16



Wik ¢ MEA Ané Ta 4P Tou Marketing Mix oTo
KENTPO E@EADNTON MANATZEP EAAAADT Business Model canvas

ZNUHEpA Ta onueia (touch points) mou o MeEAATNG EpXETAI OE ETTAPN
HE TNV eTaIpEia og KaBe paon Customer Life Cycle cival mapa
moAAd ka1 ota NMapadooiaka Eéxouv TPOOTEDEI Ta YN@PIAKAG .

: Ynolakd I
! Méoa eTTa®n l
: Social Ads s “”’"“‘e"
- PPC Revi Community /.
: " .. ‘ rikc Forum Social Networks " !
! Email Blog ’v‘_ I
I - ’ l
! Online Ads‘ | :

.\ /4 Word of Mouth
m
Radio j
v Mapadooiakd

Print Méoa eTTa@NnC

Ecommerce

L 17




YIK € M GA A6 Ta 4P Tou Marketing Mix oTo
KENTPO ESEADNTOMN MAMATIZEP EAAAADT B“siness Model canvas

H Oswpnon Twv 4P’s Kal TTOYIWHEVES EVEPYEIEG AV (PAOCH
KUKAOU TTPOIOVTOG OEV HTTOPOUV VA AVTATTIOKPIOOUV oTnVv
VEA TIPAYHATIKOTNTO .

Ta onHEia ema@ng gival Tapa MOoAAd Kal n KaTaorTaon
YiveTal aKOHN MO MOAUTTAOKN KaOwGg yia KaGBe onpeio
ema@ng Oa amairnO&i mOavov diaopomoinuEvo
TIEPIEXOHEVO KAl EMKOIVWVIOKN CTPATNYIKN .

Touchpoint Mapping

OONnYyoUHaoTE AOCITTIOV OTNV AVAYKN VA KAVOUME HIA
xaproypapnon (Touchpoint Mapping), n omoia 6a
Aappavel ur’ oYwn Tov eUupuUTEPO KUKAO {wN¢S TOou TEAATN
(Customer Life Cycle).

Oa doUpe MpwTa TA 3 €idN oONUEIWV eMA@PNS HE TTEAATES KOl
OTN OUVEXEIA €va EVOEIKTIKO Template xaproypa@nong.

2/5/2018 18



WK ¢ MEn An6 Ta 4P Tou Marketing Mix oTo
FETFO FORNONTAN MANATEEr Franaes Business Model Canvas

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 KA.

2/5/2018



1< € MEA Amné Ta 4P Tou Marketing Mix
KENTPO EQEAONTAN MANATZEP EARAROT oTo Business Model Canvas

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadsaiypya ayopag piag ¥Wnorapiag Yypagpiou.

2/5/2018 20



LY iK€ M €A Customer Touchpoint Mapping

KENTPO EBEADNTOMN MAMATZEP EAAAADE

Customer
Journey/Life Cycle Before Purchase After Purchase
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 aAAa shops £181kn mpoodopd
®ihog MNapalafn/
Felin i Chalandri Shop JuvapuoAoynon
Leroy Merlin,Media
In-Store Markt, Chalandri
Call Center EvtoAn/Ayopa
Facebook
Amazon, Various Skroutz/Tiéc,
Reviews Brands aflohoynon
Web Forums
Euxaplotriplo email Zuvtayég/ tips.
] Up Selling
Email Cross Selling

-~ s ArracTtolA/CAlirriar



K ¢ M EA Ané Ta 4P Tou Marketing Mix
KENTPO E©EAONTQN MANATZEP EAAAAOZ ﬂo Business Model canvas

TEAIKA TO AYOPAOCTIKO £YIVE KOl YEUOTIKO Tagid1 mou
AVAVEWVETAI CUVEXWC HE VEEC CUVTAYES

Apvioia hamburgers pe Tlarlixi

2/5/2018 22


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

u IK € M GA Customer Touchpoint Mapping
KENTPO EOEAONTQN MANATZEP EAAAAOZX napaaslwa cross selling_

BROIL KING ZTHPITMATA lA ®TEPA KAl MNOYTIA KOTONOYAO.
 Twn 30,00 €
e JTHPIFMATA T1A OTEPA KAI MMOYTIA KOTOMOYAOQY.

2/5/2018 23



& - - Ané Ta 4P Tou Marketing Mix
I'mljmcmM Sﬁﬁf oTo Business Model Canvas

Fromm 4 P’s To SAVE

n Product » a Solution
Place » Access

= >

~4 I Price » v/ Value

- = il

! 2 3
- ) mo : — JEducation/

I Sl Ao ) » I IEng.gomontJ

E181ka orov Topéa B2C n €§icwon NwARoswyv 1mmou gival

Sales = Performance + Emotion

Price
ATTAITEI SINPOPETIKN £HE@EAOCH TIPOCS TNV AOYIKH Kdl TO ouvaiodOnu
TOU TTEAATH, TTOU Ipoutto0éTel eummAokn (Engagement), kari mou

npooTéOnke oro SAVE.
2/5/2018 24



¥1< € M CA Amé Ta 4P Tou Marketing Mix
I'mmmm — oto Business Model Canvas

AvTi yia To mpoiov (product), eoTiaocre ornv Auon (Solution)

MpoodiopicTE TRV TPOCPOPA OE OXEON HE KOAUTITOHEVEG
avayKeG/AUOGEIG, OXI1 1810TNTEG, AEITOUPYIES KAl TEXVIKA
XOPAKTNPICTIKA.

[3 EYPQMAIKH

METH W | \/"‘
. LN

2/5/2018 25



1K ¢ M EA Ané Ta 4P Tou Marketing Mix
KENTFO ECERONTON MANATEER EnmAsox oTo Business Model Canvas

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

AnpIoUpYNOTE £€va OAOKANPWHEVO CUCTHHA ETAIPIKNG TTAPOUCTIAS OTA
KavaAia, HE BGon To OUVOAIKO «ayopaoTIKO Taeidi» Tou meAdarn, avri
VA OWOETE EPUPAOCT CE HEHOVWHEVA ONUEIa Siavopung Kal KavaAia
EMKOIVWVIiaG.

2/5/2018 26



& - - Amé Ta 4P Tou Marketing Mix
I'mlﬁmcmM Saﬂ ot1o Business Model Canvas

AvrTi yia Tnv Tign (price), eoTiacTe ornv ASia (Value)

AvapepOciTte OTAO OQPEAN TOU TIPOIOVTOG/UTINPECIAS TAG OE OXEON HE
TNV TIHIN TOU XWPIiC VO OWOETE EJACT OTNV TIHN TOU, OE CUVAPTNON HE
TO KOOTOG TMAPAYWYNGS, TTEPIOWPIa KEPOOUG, 1| TIHES AVTAYWVICHOU.

Ecwteptkn

TapopUNGCN

:2: inner drive

2/5/2018 27



i< € MCEA Ané Ta 4P Tou Marketing Mix
I'mmmcm Egmm oto Business Model Canvas

AvTi yia Tnv mpowOnon (promotion), goTiaore ornv EKmaidsuon
(Education) xai Tnv epmAoki] (engagement) Tou karavaAwTi

MapEXeETE MANPOPOPNON OXETIKI HE S1APOPOTTOINHEVES AVAYKESG OE
KGOe onueio Tou «kKUKAou {wng» Tou meAdarn, avri va Bacif{eoTe
anmokA&€10TIKd og Alanuion/PR/Mpow6non.

2/5/2018 28



¥1< € M EA Anoé Ta 4P Tou Marketing Mix oTo
(INTPO EOEAGNTGN MANATZZP EARALOR Business Model Canvas

H eqpapuoyn TnG mMeEAATOKEVTPIKNG TIPOCEYYIONG

Onwg Oa doUupe oTnv cuvéxela, To Business Model
Canvas HOG KUTTOXPEWVEI» VA EPAPHOOCOUHE AUTH ThV
MEAATOKEVTPIKN ONTIKN 0TO0 EmM)eipnuariko MovrtéAo
HOG, KAl VA TNV AITOTUTTWOOUHE OE HIa OEAida.

Agv gival TUXaio TWG AVOAUOUHE TRV ayopa
Xpnoigomoiwvrag Ta 4P, Kal TNV KATAKTOUHE ME TO
SAVE.

2/5/2018 29



I:,..o'ﬁTSMM fuf;‘ Business Model Canvas

Opiopuog EmysipnuarikoV MovréAou

Eva emyeipnUaTiké HOovTEéAO TIEPIYPAPE! TOV TPOTTIO HE TOV OTMOIO €vag
opyaviouog dnpioupyei, mpoo@épel adia ka1 apeiferal.

Eival n amreikévion Tng emyeipnuaTikig AOyIKNG§ Kal oTparnyikig Tng

NMwg cival Suvarév va nmepiypa@ei e caPivela yia Hia eEmyeipnon ;

To mmAéov SNHOPIAEGS epyalEgio TrEpIypa@ig Tou, gival o Kappdag mmou
emvonoe o Alexander Osterwalder. A TO S0UpE 30



1€ v A

KENTPOLPOEADMNTOMN MAMATIEF EAAALDE

_Businiess Mlodet-€anvas (Neplypadn)

/E;ﬁtﬁostq ouv un)\l’]pwcnquomtwv

Key Partners Key Activitié
@ Moteg kKaJoPLOTIKES
m EOWTEPLKEG ETAUPLKE
o Motou givai ot kUptot Slepyaoies amaurei:
ouvepydrec pac? ..n npotewouevn afio?
.. Ta KavdAla
w Motou giva ot kUptot gnukovwviag Kait
npoundeUTEC poG? éavouric?
I .. Ol poé¢ ea66wv

Moia onuavtikd uéca

/éﬁje Proposition

Tt aéia napéyovue os

ka9 neAateiakn

ouada?

Moto npdBAnua/ta
ade neAatelakng

buadac Bondaue va
vdei?

i 6éouec npoioviwv

Key Resource

MotoU¢ kUpLoug
nopoug/ uéoa anaitey;
.. H npotewvouevn aéia’

QUTOKTAUE ATTO
CUVEPYATEG paG?

Moteg kUpLES

TPEQPEIQ

Spaotnpiotnreg .. Ta KavaAior
EKTEAOUV GUVEPYATES EMKOWVWVIac Kot
pag? Stavounc?
.. N meEAatelaKE
Oxéoelg?

QU 008CECO0WV?

kai/n unnpeoiwv
TIPOOYEPOUUE OE KATe
neAatelakn ouada?
Moiec avaykeg kade
neAatelakng ouadag

Cost StrucCture

Mota eivat ta mAéov onuavtikd K6otn tou business
model uag?

Mota anod ta anattovueva péoa ival ta mAéov
édanavnpa?

Moleg Ao TiI¢ AMAUTOUUEVES ECWTEPLKEG Slepyaoie
glval ot mAéov danavnpég ?

/ BEgwg

Customer
Relationship

Nwg Staxeiptiopaote tnv
TIPOCEYYLON, AMOKTNON
géunnpétnon, avénon kat
MOTOTNTA TWV MEANTWV?
Nwg Stacuvdéovral ue ta
Aouna ototyeia Tou
business model?

Mooo éarnavnpa eivat?

evenue Streams

la nowa napeyxouevn aia ot teAdareg Sexovrat v
nAnpwoouv?
Tt ayopalouv kat ti/nw¢ mAnpwvouv cnuspa?
Nw¢ da npotipuovoav va nAnpwoouv?
Nwcg ta emipépoug écoda cuuBdaAiouvv ota

OUVOALIKO Eg0ba?

Channels

Méow mowwv kavaiiwv
emdupuoUv ol eAATEG pHag
va ToUG mPooeyyioouue?
Nwc¢ Toug mpooeyyifouv
dAAsc eTapeisg?

Mota kavalia ivat o
anodotikd? Me tL KOGTOG?
Nwg¢ ouvééovral ue Tig
ouvnyIeieg Twv neAatwv?

Customer
Segments

la rroieg
MEAQTELAKEC OUAOES
énuioupyouue aéia?
Moot givat ot mio
onuavtikoi pag
neAdreg?

Nwg
élapoponotovvral
énuoypa@ika Ko
Yuyxoypapika?

DQODT - DI3




K € M GA

KENTPO ESEADNTOMN MAMATIEF EAAANDT

Key Partners

8.0 KUpPLOTEPOL

OUVEPYATEG Kol
TPOUNOEUTEG pag

Business Model Canvas
Baoiko mTeEPIEXOHEVO TWV 9 EVOTATWV

Key Activities

6.0 KUPLEG
SpaoTnPLOTNTEG IOV
ektelel n emyeipnon

T(POKELMEVOU VQL
epappoceL 10
ETUYELPNHUATIKO
povTéAo tnG.

Key Resources

7.0 KupLoteEPOL UAKOL

Kol UAOL TTOPOL GTOUG
omnoiou¢ Bact{Opacte
yla th A€ttoupyia Tou
ETUYELPNHOLTLKOU
povtélou pag

Value Proposition

20 ouvoUaoNOG
npoidviwv /
UTtNPECLWV TTOV
TLPOTEIVOUE,
T(POKELUEVOU VL
LKOLVOTIOL{COUHE TLG
AOYIKEG 1} KOl
OUVOLLOONUATIKEG
avaykeg KAOe opadag
TLEAQLTWV HOG

Customer
Relationship

41 €ld0¢ Twv
OXECEWV MOV
KaAALepyoUnE PE KAOE
pio amo TG opadeg
TWV TEAQTWV MG,
avdAoya pE To oTadLo
ToU KUKAOU Twiig TOoUG.

Customer
Segments

1.0 OMASEG
TLEAQTWV HLOLG KO TAL
Swadopomnoia
XOLPOKTNPLOTLKA TOUG

Channels

3 Ta kavéla pHéoa

amnd ta onoia
TPOCEYYI{OUHE TOUG
TLEAALTEG MO,
ETUKOWVWVOUHE podi
Toug, tPOoWOOUHE Kall
TOUG «TIWAOUUE» TV

Npotewopevn Adia

(Anpoypadrka,
Wuyxoypadika,
HAwLoKd KATR.)

Cost Structure

9 1a KUPLOTEPA KOOTH TIOU QUIALLTOUVTOLL YLaL
TNV EMUXELPNHATIKY) TIPOOTIABELA pog

Revenue Streams

gruyeipnong

5.0 pOEG £608WV, EEXWPLOTA VLo KAOE THAHQ
REAQTOV PO, yia KAOE «aglakn mpdtacn» Tng




4
I'm 'f mgm o CA Business Model Canvas

H xpnion xkai xpnoipoérnra rov BMC

To Business Model Canvas ka@odnyei Tov
EMYEIPNHATIA CUTTOXPEWTIKA» va aKOAouOnoer tnv
MEAATOKEVTPIKI AUTH TIPOCEYYION, HE TIC 4 EVOTNTEG TOU

1. Value Proposition

2. Customer Segments

3. Customer Relationships
4. Channels

...... é6mov Ta 4P (Product, Place, Price, Promotion)
peraoxnuari{ovrai pe Baon ro SAVE ok ...... 4N
(NMeAareg, NMporeivopevn adia, NpéoBaon, NMNeAareiakEg
OXEOTEIQ).
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KENTPO ESEADNTOMN MAMATIEF EAAANDT

* Business Model Generation

A Handbook for Visionaries, Game Changers, and Challengers
Written by Alexander Osterwalder and Yves Pigneur

6 MIKpa video yia To BMC
Strategyzer (www.kemel.gr/node/1393)

« BMC, Auvauiké EpyaAgio ETTIXEIpnUATIKOTNTAG .

ApBpo ara eAAnvika aro A. lNayiuddn | Site KEMEA
www.kemel.gr/node/536

* Ryan Air vs Virgin Atlantic. BMC otnv npaén

ApBpo ora eAAnvika amo A. lNaéiuadn | Site KEMEAN
www.kemel.gr/node/540
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Business Model Canvas

KEY PARTMNERS

‘Whao are our key partners?

‘Whao are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Which key activities do
partners perform?

COST STRUCTURE

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

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

KEY RESOURCES

What key resources do our
valus propositions require?

Our distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver to the
cUstomer?

Which one of our customers’
problems are we helping to
solve?

What bundles of products and
services are we offering to each
segment?

Which customer needs are we
satisfying?

What is the minimum viable
praduct?

CUSTOMER
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 mocdel?

Howr costly are they?

CHANNELS

Through which channels do our
CuUstomer segments want ta be
reached?

How do other companies reach
them now?

Which ones work bast?

Which ones are mast
cast-efficient?

How are we integrating them
with customer routines?

REVENUE STREAMS

CUSTOMER
SEGMENTS

For whom are we
creating value?

Who are our mast
important customers?

What are the customer
archetypes?

For what value are gur customers really willing to pay?

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

For what da they currently pay?
What is the revenue madeal?
What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur 35



|!|< € M EA

HTPO ESEADNTOM MAN

MTropeiTe va BpEiTe TTEPICOOTEPA YIA TNV £CEAIEN TOU
Marketing ka1 AQuTAV TNV TTAPOUCIAcT OTNV ICTOOEAIOA
Tou KEMEA oTig d1euBuvoeig:

www.kemel.qr/node/101

www.kemel.qgr/node/3616



http://www.kemel.gr/node/111
http://www.kemel.gr/node/3616

