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ZUOTAOEIC

e Mool cipaote oto KEMEA

2 lMNepitrou 50 evepyd Kal TTPWNV avwTata OIEUBUVTIKA OTEAEXN

O TouAdyxioTov 25 xpovia gutreipia 0 KaBévag kai TouAaxiotov 10
Xpovia o€ UPnAEC BEoeic peyaAwv EAANVIKwy kail dieBvwv eTaipiwv

O Eptreipia kai texvoyvwaoia atro TTOAAOUC DIAPOPETIKOUG KAADOUG
TNG OIKOVOUIQG.

a Eptreipia atrd Neviky AileuBuvon, Marketing, MNwAnoeic,
Mapaywyn, Supply Chain Management, Oikovouikry AietBuvon,
Human Resources, Information Management
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ZUOTAOEIC

e AmrootoAn Tou KEMEA

Na cupBaAel éBeAovTikG oTnv avaTTTUEN TNG VEQVIKNG
KAIVOTOMOU ETTIXEIPNUATIKOTATAC OTNV EAAGDQ,
QCIOTTOIWVTAG TNV EKTETAMEVN TTPAKTIKA EMTTEIPIA KA

TEXVOYVWOIa TWV JMEAWV TOU
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ZUOTAOEIC

e O1apxéc Tou KEMEA

2 Awpeav Napoxn YTrnpeoiwyv

O EpmoTeutikdTNTO

O AVTIKEIMEVIKOTNTA

2 Alagavela, AtroteAeopatikoTnta, EtrayyeAparikn AsovroAoyia

O To KEMEA 6ev avraywvifeTal TOUG €TTAYYEAMATIEC
ouuBouAouc. AtreuBuveTal OTToUu OV UTTAPYXOUV TA PJECA Kal
ETTAPKEIC TTOPOIL.

0 Movo counseling kal mentoring (6x1 consulting).
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ZUOTAOEIC

EionynTtég

Q AnunTpng Magipadng
= MéAoc Tou KEMEA
= 1. [poedpoc& Alcubuvwy ZupBoulog Ogilvy One
= 1. ['evikog A/vtric BBDO Athens

a MNavwng Kwtng
= MéAoc Tou KEMEA
= T1.[Mpoedpoc ALGIDA

= Certified Mastercoach Senior Interim Manager

24/03/2016
Page 6



['vwpiote To KEMEA — www.kemel.gr
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MNepiexopevo BMC Workshop

1° M€pog
NMapouciaon Business Model Canvas
EpwTNOEIg
ArwgAsippa 10 Aerrtwv

2° Mépog/Workshop
Brief mpog opadeg
Anpioupyia evaAAakTikwyv BMC's
NMapouciaon evoeikTiIKoU Kaufa
zul{nTnon
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Business Model Canvas

AvTIKEIJEVO

H mapouciaon mou akoAouOei, @iIA0d0oEi va cag
EVNHEPWOEI YIAa TNV £§EAIEN Tou marketing, Thv XpnRon
Kal xpnoipornta Ttou Business Model Canvas , evog
OUYXPOVOU EMXEIPNHATIKOU £PYAAEIiOU YIia OTTOIAORTIOTE
EMYXEipNoON, MOU €101KA OTNV MEPITTTWON TWV startups,
TTOU HEYIOTOTOIEI TNV duvaroTnTa kKol méavornra
HETOTPOTING TNG EMXEIPNHATIKNAG 1I0£0G OE BIwWoINN
EMYEipnon.

To BMC civalr emvonon tou Alexander Osterwalder, ko
gival amod TI¢ EAAXIOTES TTEPIMTWOEIS TTOU £€va Eupwrraiko
EMYEIPNHATIKO gpyaAgio karakTa Ti¢ HIA.
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Business Model Canvas

O Opi1opog prag Startup

Mia startup €ival Eévag mpoowpivog opyaviouog o
ommoiog oXNHATI{eETAI TTIPOKEIMEVOU VA avalnTROEl

Eva BIwWOoIHO, EMAVAAAHBAVOHEVO KAl EMEKTACIHNO
Business Model.
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Why 9 out of 10 startups fail
(according to their founders)
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Business Model Canvas

O£AeTe va eAaXIOTOTTIOINCETE TIC MIOAVOTNTESG VA
gioTe pia amd 711§ “9 omig 10” ?

Av vdil, TOTE KATOVONOTE KOl XPNOIHOTIOIEIOTE
owoTa 1o Business Model Canvas.
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H E¢EAign Tou Marketing

Mpooéyyion Mpooéyyion NMpooéyyion
MpoidvTrog Ayopag MeAarn

T EXEI1G YA Ti1{nTasgl n Ti{nrasl o
MwAnon Ayopa MeAarng

TEXNOAOTIIA MNAHPO®OPIAZ /| MEIQZH KOZTOYZ >
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H E¢EAISn Tou Marketing

AnAadn....

Ano To «MmropeiTE va SIaAESETE OTTO1I0 XpWHA OEAETE, ApKEi va gival

-«HOaUpO» TOU Henry Ford, oTnv emAoyn Kal ayopd auTOKIVITOU, AKOHN
Kal yéow ebay Motors!!!

1925 Ford Model T Best car buying apps
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H ES€Ain Tou Marketing

Kal emmiong....

Ano 116 2 emAoYyE£G yia 6Aoug Tou 1917 ammé Tnv Converse (T1 £XEIG Yia
mMwAnon), oTnv €mMAOYN TNG ayopdg anod didpopa £idn kal HApKeS (T1 {nTacl
n ayopd), oTo MPOoWMIKO HRVUHA TTou O0a ROeAE 0 TEAGTNG oTA TTamouToIA
TOoU (T1 {NTGEI O MEAATNG).

All Star o€ Kagpé Kal Aeuko AIGQopeC HAPKES [MpoowTTIKO YAvUua,
(No skid ) ABANTIKWV ouada, Hashtag kATT
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Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Marketing ka1 Marketing Mix

Agv ATaV TUXAIO WG OTA 4 OTOIXEIA TOU HEIYHATOG
marketing 8ev nmepiAapfaverar o TeEAATNG.
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Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

H £$€Aign Tou Marketing

O1 8U0 BAOCIKEG £VVOIEG HE TIC OTTOIEG HEYOAWOAHE TIC TIPOCPATES OEKUETIES
nrav To Marketing Mix pe ta 4P, ka1 To Product Life Cycle mou 61 pévo
€01ve p1a kaBapa mmpoiovTiKl onTiKN) Tou Marketing, aAAa kal pag
Ka@odnyouoe yia To £id0o¢ evepyeiwv Marketing mou Oa £émpeme va
UAOTTOINOOUHE O KAOe oTadio.
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Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Amié To Product oro Customer Life Cycle

Me Tnv €§€Ai1IEn Twv utoAoyioTwyv, To Database Marketing, kai To CRM
(Customer Relationship Marketing), to Customer Life Cycle
«umrokaréoTnoe» 1o Product Life Cycle, evw pe Tnv digiocduon Twv
TIPOCWITTIKWYV UTTOAOYICTWYV Kal TOU Internet, edpaiwOnke ora T€An Tng
oekaseTiag Tou ‘90, n €c10ikeuon Tou Interactive Marketing. H cuvéxeia
gival yvwoTn HE ThV éKpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kKAm.

IInyn: OgilvyOne “ace 18



Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

MnyA: OgilvyOne

Me aAAa Adyia, amré 1o mpoiovTiKO AIDA (Fvwpipia, Eveiagpépov, EmOupia,
Ayopd ToU TTIPOIOVTOG), Kal Ta 4P Tou Miyparog Marketing (1961, McCarthy),
@OaoaUE OTNV MEAATOKEVTPIKN TPOOEYYIoN HE Baon Tov KUKAO (WG TOU
meAarn (Customer Life Cycle) ka1 Ta Customer Journey touch points mmou
agopoucaVv HiIad OAOKANPWHEVH AYOPACTIKN EUTTEIPIA TOU TTIEAATN.
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Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Digital Marketing, n apxn rou TéAoug Twv 4P

To digital marketing pe Tnv mpooOnkn Twv digital touch points oTo
Customer Life Cycle xai1 Customer journey management, amairovoe
mAéov pia véa Oswpnon Twv 4P’s.
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Ané Ta 4P tou Marketing Mix oT1o
Business Model Canvas

Ta 3 €idn onUEiwV eMa@nNg HE TTEAATES

Paid:

Mapadooiaka Kal Yn@laKka S1a@nMUIcCTIKa Kupiwg

HEoq, OorTwg TV spots, PPC Ads, Posters KAm.

Owned:

EAeyxopeva mAnpo@opiaka Kupiwg peoca onwg Web Page,
Blogs, Apps, Facebook page KAm.

Earned:

Mn eAeyXOHeEVA KOIVWVIKA HEoa oTwG Re-tweets,

Facebook, word-of-mouth kArm.
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Am6 Ta 4P tou Marketing Mix oTto
Business Model Canvas

Touchpoint Mapping

‘000 MEPICOOTEPA Eival TA ONHEIA EMAPNG, TOCO MO
nepimAokn (aAAd ka1 avaykaia) gival n xaproypapnon
(Touchpoint Mapping), Aaufavopévou ur’oywn oTi
oXerifovral HE TO £1Ti HEPOUG AYOPACTIKO TALEIDI
(Customer Journey), aAAd Kal Tov eupUTEPO KUKAO {WNG
ToU reAarn (Customer Life Cycle).

ZKePOeiTE OTI KAOE ONMEIO EMAPRC HTTOPEI VA ATTAITEI
O10@POPOTTIOINHEVO TIEPIEXOHEVO KOl ETMKOIVWVIAKE
oTPATNYIKN.

2TNV ouveExXela BAEmoupe Eva evOEIKTIKO Template
XapToypagpnong.
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Amé Ta 4P Tou Marketing Mix
o10o 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 kAn.

24/03/2016
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Amo Ta 4P Tou Marketing Mix
o1o Business Model Canvas

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadsiyya ayopag Hiag Wnorapiag Yypagpiou.
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Customer Touchpoint Mapping

Customer
Journey/Life Before Purchase Purchase After Purchase

Cycle Mapping

Touch Points | Awareness | _ Evaluation | Purchase | Usage | Loyalty

Leroy Merlin, Installation Video
Website Praktiker, Media By Broil King
Markt KA.
Salonica e-shop,  Broil King Salonica e-shop
E-Shop , , .

GMa shops €I0IKA TPOCaPOPa
®ilog Mapaiapry/

Face to Face Chalandri Shop ZuvapuoAdynon

Leroy
In-Store Merlin,Media
Markt, Chalandri
Call Center EvroAr)/Ayopd
Facebook
Amazon, Various  Skroutz/Tiyég,
Reviews Brands agloAdynon
Web Forums
EuxapioTtipio Zuvtayég/ tips.
: email Up Selling
Email Cross Selling
Post AmnooToAry/Courri

er



Amo Ta 4P Tou Marketing Mix
o100 Business Model Canvas

TEAIKA TO AYOPUAOCTIKO £YIVE KOl YEUOTIKO Taidl TTou
AVAVEWVETAI CUVEXWG HE VEEC OUVTAYEG

Apvioia hamburgers pe Tl{arlixi
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Customer Touchpoint Mapping
NMapadsaiypa Cross Selling

BROIL KING XTHPITMATA I'A ®TEPA KAI MIMOYTIA KOTOINMOYAO.
e Tiun 30,00 €
e 2THPIrMATATIA ®TEPA KAI MIMOYTIA KOTOINOYAOY.
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Amo Ta 4P Tou Marketing Mix oTo
Business Model Canvas

Amo Ta 4P Tou Marketing Mix oro SAVE

2TOoV EmMXEIpNUATIKO Kal TOV AKASNUAIKO XWPO £yIvav ONHAVTIKES
TIPOOCTIAOLIEG YIA TNV UTTOKATAOTAON TWV 4P ammd pia evAaAAAKTIKA
MEAATOKEVTPIKI OTITIKI) 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 dngooigUTnKE 1O GpOpo
Rethinking the 4P’s, ka1l ava@epoTav 0TV AVAYKN ava@sewpnong Twv
4P’g, HE TO OKENMTIKO OTI “Yields narrow, product-focused strategies that are
increasingly at odds with the imperative to deliver solutions®.
270 GpOpo mPpoTeIve wg uttTokaTtaoTaro To SAVE 1o omoio {EKivnoe amo Tnv
Motorola wg epyaAcio Business to Business, kai Oswpeitol ongepa wg 1o
A€oV Snpo@IAég uTTokaTtaoTaro Twv 4P’s kal otov Topéa B2C .

24/03/2016
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Ao Ta 4P Tou Marketing Mix
oT10o Business Model Canvas

E181ka oTtov Topéa B2C n €dicwon NwARogwv 10U €ival

Sales = Performance + Emotion

Price
ATTAITEI SINPOPETIKN £HEPEAC TIPOGS TNV AOYIKA Kal TO ouvdaioOnua
TOU TIEAATN, TOU IIpouUtTo0£éTel epmmAokn (Engagement), kar mmou

npooTéOnke oto SAVE.

24/03/2016
Page 29



Ao Ta 4P Tou Marketing Mix
oT10o Business Model Canvas

AvrTi y1a To mipoiov (product), eoTiaocre ornv Avon (Solution)

MPpoodIoPIoTE TNV MPOOCPOPA OE OXEOTN HE KAAUTITOHEVEG
AVAYKEG/AUTGEIG, OXI 1IB10TNTEG, AEITOUPYIES KAl TEXVIKA XAPAKTNPICTIKA.
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Ao Ta 4P Tou Marketing Mix
o100 Business Model Canvas

AvTi yia Tnv diavoun (place), eoriaore oTnv NMpoofaon (Access)

AnpIoupyYNOTE £€Vva OAOKANPWHEVO CUCTNHA ETAIPIKAG TIAPOUCIAG OTA
KavaAila, HE BACH TO CUVOAIKO «ayopaoTIKO TagEidi» Tou MEAATN, AVTi va
OWOETE EPPAON OE HEHOVWHEVA ONHEIa S1aVOUR G KOl KavaAia
EMKOIVWVIAG.
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Ao Ta 4P Tou Marketing Mix
oT10o Business Model Canvas

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

AvapepOciTe OTA OQPEAN TOU IPOIOVTOG/UTINPECIAG OAG OE OXEON HE TV
TIHN TOU XWPIC Va OWOETE EHPACT OTNV TIMN TOU, OE CUVAPTNON HE TO
KOOTOG MAPAYWYNGS, TEPIOWPIA KEPOOUG, 1| TIHEG AVTAYWVIOHOU.

EcwTepIKA
Tapopunon
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Ao Ta 4P Tou Marketing Mix
oT10 Business Model Canvas

AvTi yia Tnv mpowOnon (promotion), goriaore ornv Ekmaidsuon
(Education) kai Tnv eymmAokn (engagement) Tou karavaAwTtn

MapéXeTe MANPOPOPNON OXETIKI HE O1APOPOTIOINHEVEG AVAYKES OE KAOE
ONHEIO TOU «KUKAOU (WNAGS» TOU TTEAATN, avTi va Baci(eoTE ATTOKAEICTIKA
og Aiapnuion/PR/MpowOnon.
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Ané Ta 4P tou Marketing Mix oT1o
Business Model Canvas

H £¢€AIENn TOU d1aAOYOU HE TOUG TTIEAATEG

210 mapadooiakdé Marketing Mix Ttwv 4P,

APKOUOE CUXVA N eoTiaon o€ éva Baciko 6peAog, To USP
(Unique Selling Proposition), n diapRuion amdé 1-2 Bacika
HECO, KOl iCWG KAl N TTAPOXN KATTOIOU TTPOWONTIKOU
KIVATPOU, TIPOKEIHEVOU VA EMTUXOUHE TTWANOCEIG.

To marketing ATav €vag EMKOIVWVIAKOS HOVOOPOHOG.

2€ avTiOeon pe To MapeAOOv, n ocuyxpovn
EMXEIPNHATIKOTNTA ATTAITEI O1A0PAOCTIKL), SIATIPOCWITIKN
Kol SNUIOUPYIKN EMKOIVWVIA HE TOUG TTEAATEG, TTAVTA HE
TOUG OPpOUG ENTTAOKNG TOU TTIEAATN).

24/03/2016
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Ané Ta 4P tou Marketing Mix oT1o
Business Model Canvas

H eqpapuoyn TnG mMEAATOKEVTPIKNG TIPOOCEYYIONG

Onwg Oa doupe oTnVv cuvéExela, To Business Model
Canvas HOG «UTTOXPEWVEI» VA EPAPHOCOUHME AUTH TNV
MEAATOKEVTPIKN ONTIKN 0TO0 EmMYXeipnuariké MovréAo pag,
KOl VO TV AITOTUTTWOOUHE OE HIO OEAida.

Agv gival TuXaio MTwWG avaAUOUHE TNV ayopda
Xpnoigomoiwvrag Ta 4P, kal Tnv KarakToUupue ge To SAVE.

24/03/2016
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Business Model Canvas

Opiop6g Emysipnuarikov MovréAou

‘Eva emYEIPNHATIKO HOVTEAO TIEPIYPAPEI TOV TPOTTO HE TOV OTIOIO £VaG
OPYAVIOHOG SNUIOUPYEi, TPOCPEPEI aia Kol aUeiBeTal.

TO EMYXEIPNHATIKO HOVTEAO HIAG EMYXEIPNONG Eival N ATIEIKOVION TG
EMYEIPNHATIKNG AOYIKNG KAl OTPATNYIKNG TNG. TO TTAEOV SNHOQIAEG

EpYaAcio mepIypa@ng Tou, gival o KapBag mou emvonoe o Alexander
Osterwalder. Mepiypawel TOo TI MPOCPEPEI N EMYEIPNON OTOUS TIEAATES TNG,
TTWG TOUG TTIPOCEYYi{El Kal SnHIoupyEi oXEoEI§ Hali TOUG, HEOW TTOIWYV

TMOPWV, SPACTNPIOTATWYV KAl CUVEPYATIWYV ETIXEIPEI, KAl TEAOG TTWG

KEPOIlel xpnuara. 2410312016
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ol

Business Model Canvas

H xpnon ka1 xpnoipérnta rou BMC

To Business Model Canvas xkaBodnyei Tov emysipnuaria
CUTTOXPEWTIKA» VO aKOAOUONOEI TNV MEAATOKEVTPIKN
auUTH TTIPOOCEYYION, HE TIC 4 EVOTNTES TOU

Value Proposition

Customer Segments

Customer Relationships

Channels

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

peTaoxnuarifovrar pe Baon to SAVE ok ...... 41 (NeAareg,
MpoTteivopevn adia, NMNpooPaon, NMeAarsiakég oXETEIS).
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Business Model Canvas
BaoIKO TTEPIEXOHUEVO TWV 9 EVOTHTWYV

24/03/2016
Source: Alex Osterwalder Page 38



Business Model Canvas

Mnyn: Alexander Osterwalder & Yves Pigneur 21/2;; 20;2



Business Model Canvas ([Nepiypaen)
Epwtioeic cuuttAnpwaong Twv 9 evothTwy
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Business Model Canvas

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

H texviki Tng £épguvag MVP gapTaTtal amrd 1o £€id0G TOU TTPOIOVTOG
| UTTNPECIOG YIA TNV OTToida JIEPEUVOUNE CUVHBWGS TNV TIBavN
atTAXNon, arrodoxn kKail Tpobeon ayopds wg Auon o& KATTOI0
KATavaAWTIKO TTPOBANpa (product/market fit) , kar Tnv
OuvaTéTNTA KATAVONTHG TTapouciaons TnG AUong o€ pop@n

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

Two-wheeled, self-balancing, battery-powered
Segway was invented by Dean Kamen.
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Business Model Canvas

MoooTikn Epeuva MVP

Evag eUKOAOG, YPRHYOPOG, OIKOVOHIKOG TpOTog online
ouUuAAoyng mMANPO@ORIWYV OXETIKA HE TNV duvnNTIKA amodoxn
TOU concept (kKal o€ HOP@N €IKOVAS), TTAPEXETAI ATIO TNV
eAAnvIKR startup Pollfish.

24/03/2016
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Business Model Canvas

«To Business Model Canvas, 8¢gv cival amAwg Eéva aKOHn
EPYOAEIO EMYEIPNHATIKOTNTAG.... Eival KaTI TTOAU
HEYAAUTEPO... Na KaBe €idog emyeipnong».

Eival o mupivag Kai n KivhnTiapia Suvaun Tou EmY&ipnUAaTIKoOU
2 xediou.

Eival éva «UTTEVOUHIOTIKO» €PYAAEIO TTIOU HOG UTIOXPEWVEI VA
OKETITOHOOTE TIEAATOKEVTPIKA, OCUCTNHIKA Kal SNHIOUPYIKA.
Eival 0 OUVOETIKOG KPiKOG HETASU TTAPASOOCIAKOU Kal YN@IaKoU
HAPKETIVYK.

Eival epyaAgio «310p0wong» TNG EMYEIPNHATIKAG KATEUOUVONG
HE EPEUVNTIKEG TEXVIKES OTTWG TO MVP (Minimum Viable
Product).

Mag kaBodnyei oTnv amoTunmwon, afioAdynon kKai BeAtiwon Tou
Emyeipnuarikov MovréAou pag.

Mag uttoxpewvel 6Aoug va HIAGUE TV id1a yYAwooa Twv 4E

24/03/2016
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Business Model Canvas

Mola gival Ta ...0avaocipa Aabn ora BMC Twv Startups

1. Na mmporeiveTal pia yeviki (generic) adia og 6Aoug (11.X. UTTEPOXES
KAAOKOIPIVEG SIOKOTIEG YiIA OTTOIOV ayarnd Tov RAIo Kal TV O6aAaocoa).

2 Na cupmmAnpwveral 1o Business Model Canvas o1o gUvoAo Tou. Hi1a KP’
ESw.

Na pnv aAAaler to BMC ammé oTradio o oT1adio €§€AISnG Tng Startup

NMwg va Ta armo@YEUYOUHE

EoTiaon o€ mpwWTAPXIKO KOIVO Kal TIPOTEIVOHEVN adid TTOU TOU TTIPOCPEPEI
OUYKEKPIHEVN AUON O€ AOYIKO | CUVAITONHATIKO TPpOBANHa TOU.
ZUVEX NG S1Epeuvnon/mmpoocappoyn/emaAn@suon aAAnAoemidpaong
MapPAaAdoxXWwV.

Mpooappoyn Tou BMC amé oTadio og oTad1o £$EAIENG HEXPI TNV ETITEUSN
product/market Fit

24/03/2016
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Business Model Canvas

To Business Model Canvas Tng

Top Melibee

Virtual Business Plan - www.kemel.gr

24/03/2016
Page 45



Business Model Canvas & EAAnvikoe MéeAl

2TO TIOPAdEIYHa Oa avaeEPBOOUHE, OTO TMWG TIPOCEYYI(ETAI HIO PAIVOHEVIKA
KOPEOHEVN Ayopd HE MPOBANHATIKA XAPAKTNPICTIKA OTTWG:

23000 MeAioookopoug pe 14000 Tovoug mapaywyn,

Eicaywy£g XapnAng moiornrag Kai kKé6oroug anmd EE (BAéme... BouAyapia),
EAayiorn diapnuion amo ta peyaAa brands,

MPpowONTIKEGTTIPOOPOPES KAl HAXN TIHWYV oTd pagia (ammé 6-18 E/kg),
MwARoCeIg oXESOV TavTou (2/M, pavaBika, Aaikég, BioAoyikd, e-shops
KATT.)

ESaywyég KUpiwg XUHA TTIOIOTIKOU HEAIOU Yia avapign

Xwpi¢ KAadIKN Si1a@RMION KOl EMICTNHHOVIKN UTTOOTHPISN

2T ouVvEéxEla Oa SoUpHE WG UTTOPEi va diagopomoindei oTnv ayopd pia
HIKPI OIKOYEVEIOKN EMXEIPNON, XPNOIHOTTOIWVTAG TNV MMEAATOKEVTPIKN
Aoyikn Tou povtéAou SAVE, 6TTWG auTh AIMOTUTIWVETAI OTNHV TIEPIOXN TOU
Business Model Canvas mou agopa oro Marketing.
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Business Model Canvas & EAAnviké MéAl

H S1adikacia gival amAn apKei KATTOI06 VO OKEPOEi SNHIOUPYIKAG KOl va
EQPAPHOCEI TRV EICWON TWV MWANCEWYV
Sale = Performance + Emotion

Price
KOl TNV «KCUVTAYN» TNG AMMOTEAECHATIKNG EMKOIVWVIAG TIOU 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

(nnyn: BBDO Discipline)

To Business Model Canvas kaB@odnyei Tov emY&EIpNHATIA «KUTTOXPEWTIKA»
va dKOAOUONOEI TNV MEAATOKEVTPIKI AUTH TIPOCEYYION, HE TIG 4 EVOTNTEG
ToUu Value Proposition, Customer Segments, Customer Relationships kai
Channels, 6mou Ta 4P (Product, Place, Price, Promotion)
peTacxnuari{ovrail og ...4I (MeAareg, Mporeivopevn asia, NMpoéoPaon,
MeAarelakEG OXETEIG).
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Business Model Canvas
ETaipia NMNapaywyng kai Aiavopung MeAiou
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Business Model Canvas
ETaipia NMNapaywyng kai Aiavopung MeAiou

KeyPartners

KeyActivities

KeyResources

Value Proposition

AEEX0OTEG OTIYUEG
yid TEAATEG
SevodoxXEiwV Kol
{euydpia mou
mavTpelovTdl )
BamTitouv.

MovadIKi} TTo10TnTa
Kol yEUOT O€
«TTPOCWITIKNA»
CUOKEUaOid.

AtréAauon Kal
gueEpyETIKA Spdon
oTOV OpYyavioHo.

"EpXeTal EKEI TTOU
Bpiokeoal avifoda.

Customer
Relationship

Channelﬁ'

Customer

Segment :
Kutgvahwrﬁzg pEAIOU

& guvagpuwyv
T POIOVTWV:

1. Nehareg
EMIAEYPEVWV
ZevoDoXEIOKWV.
Movadwv.

2. Karoixkol
AvaToAIKwv
MNpoaoTiwy.

3. Néa Jevydpia,
TEAGTEG ETUIPEILIV
UTTNPETIWV
yapou/panTiong .

4. E-Shoppers
mapadooiaKwy

I TPOPipwv

Cost Structure

Revenue Streams
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ETaipia NMapaywyng kai Aiavopung MeAiou

24/03/2016
Page 50



Business Model Canvas
ETaipia NMNapaywyng kai Aiavopung MeAiou

24/03/2016
Page 51



Business Model Canvas
ETaipia NMNapaywyng kai Aiavopung MeAiou

24/03/2016
Page 52



E1di1kn| cuokevacia MeAiov yia Bammon

24/03/2016
Page 53



Business Model Canvas

To Business Model Canvas Tng NIKE
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Key Partners
Apple
Converse
Hurley

UEFA. FIFA, NBA.
FIBA, NFL
Footlocker,

Dick’s, Sports Direct
Macy’'s
Wieden+Kennedy,
Mindshare

Xopnyieg opddwyv Kal
adAnTwyv (Barcelona,
Ronaldo, Lebron
James, Tiger Woods,
KATT.)

Franchisees,
Worldwide Factories,
Importers,
Distributors
Wholesalers.

Nike Business Model Canvas

Key Activities
‘Epevvdad, oXeSI00HOC,
TTapaywyn, Trpowénon.
UTTOSNHATWY, pou YWV
Kal afecoudp.

Supply chain logistics,
Marketing on/offline,
Alayeipion xopnyiwyv
events, brand support,
In house use of tech
power, big data Kal
social media, Recycling
Nike Foundation

Key Resources
Avvapntov Nike brand
Ta0TION HE TTOIOTHT A
Xopnyikn epTTEIpia
R&D expertise, Hi tech,
innovation

Melarokevrpiko DNA Kal

culture.

Value Proposition

‘Eptmrvevan
KIVNTOTTOINGN Kal
EVEPYOTTOINOT TWYV
«0BANTWVY,
TTPOKEIPEVOU Va
yivouv péAn Tou
olkoovoTiparog Nike,
Kal va UTTEpROUV Kal
018101 T4 TIPOGWITIKG
TOUg Gpla, HEG OTTO
™V d0vapn Twy
sports.

Mo1éTnTad TTpOTdVTWV.
Moé6TnTa {wiig.
AYOpUGTIKI) EPTTEIpia
TToU {ETTEPVAEI TIC
TTpocdoKieg TOU
KATavoOAWTI.

Customer

Relationship
Anpiovpyia Secpwv
HEGW B1adpacTIKWV
EVEPYEIWV OTTWG:
Nike + running
community, Design
your shoes, NIKEiD,
FuelBand, Sport watch
GPS, Live chat with
Nike expert etc.

Channels

Website, Mass media,
special events, Sports
casting, Apps. Social
media, Nike brand
stores, Specialty Sport
Shops, Large sporting
goods chains, Dept.
stores, Nike.net,
membership awards

Customer
Segments

AbBAoOpevol perafo 14
Kal 25 eTWV.
MpwTapXIKG KOIVO
Teens 14 - 18.
Performance oriented
EvSilagépovTtal yia
TToI0TNTU EQPAVIOT,
Kal life style/fashion.
Méon Koivwviki 1din &
davpaoTtég Kai followers
ETTAYYEAHATIWY
adAnrwyv.

Social media fans.

Cost Structure

Fpageia, ApoIpég TrpocwTTiKoU, RE&D,
Xopnyieg opddwyv ka1 adAnrwy, Mapaywyn.

AtroBnkevan, Logistics diavopn¢, Nike Town
stores, Alagnpmorn. MNpowdnrikég Evépyeieg,

E-CRM. Epeuva Ayopdc. Recycling costs.

Revenue Streams

NwARoeig Xovapikng: Ymodnon (60%),
‘Evbuaon (35%). Afeoovudp (5%). aTTOKAEIOTIKG
KartaoTApara Aavikij¢ Nike, Nike.net,
Slavopeic YovapIKnic.
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Business Model Canvas

01 5 Baocikég paoceig e¢EAIENGS p1ag startup

(1 (2 (3) (4 (55

SCREEN-
IDEATION ONCEPTING LEARN- LAUNCH SCALE UP
ADJUST

H Emy&1pnpaTikn
OHAda «WPAXVETAI»
va d€i Karda méoov n
18£a prmopei va
oTaO¢&i kai va
HETATPATIEI OE
Biwoipn emyeipnon,
AVIXVEUOVTOG THV
ayopd Kal
SnuIoupywvTag Eva
1I8aVIKG KaIVOTOHO
EMYXEIPNHATIKO
HovTéAO

Opapa, ZTPATNYIKN,
O31K6G XapTNg
ApX1kn S1Epedvnon
amodox ¢ 18€ag Kal
Tou Emy)eipnparikov
MovTéAou, péow
¢pevvag MVP
ouvnOwg o€ HopPn
concept i Kai
Prototype testing.
Aigpgdvnon
mapadoxwv kai
UnmoB£oswv

ZuvexifeTal pExpr va
EMTEUXOEI Kal
emBeBaIwOEi n
TauTION
TIPOTEIVOHEVNG adiag
Kl KGAUYnNng avaykng
TnG ayopdag (Product/
Market Fit) xa1 n
AgiTOoUpPYIKOTNTA TOU
EMYEIPNHATIKOU
povTéAou(Model/
Market Fit), Pivoting
Kd.

‘Exovrag meio0¢i yia
TNV BIwoIHoTNTA TNG
18éag pe Baon
Kamolag HoPPng
EmXe1pnHATIKOU
Zxediou, Sexiva n
EMYEIPNHATIKN
TpooTIa0&e1a EVW
E£XOUV CUHPWVNOEi
Oéuara IP, Share
holder agreements,
Partnerships, ka.

H emy&ipnpartikn
mpooTadeia £XEl
EEKIVNOEL, UTTAPXEl Hia
Aoyikn Baon meAaTrwy,
KOl EMOIWKETAI
TEPAITEPW ESpaiwon
Kal avanrudn Baocel
EMYEIPNHATIKOU
oxediou Bagiopévou
OTO EMXEIPNHATIKO
HovTEéAo, NMpooéAkuon
MPOocOETWYV KEPAAaiwyv
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Business Model Canvas
Armo Tnv Emysaipnuankn 18éa oro

Emxeipnuarikd Zx&dio

<G

Emysipnuarikni 10€a

Business Model
Canvas

2x€010 MwANnocewyv/ MApKeTIVYK

2 X €010 YImodopung/Opyavwong

XpNUATOOIKOVOHIKO ZX €810

.\----

(" Nepiypacpn 15¢ag/ Mpoiovrog - AvaAuon )
Ayopdg - AVTaywVIOHOS - ZuoThpaTa
Aiavopng - Tipég - Mpow6non /Aarmaveg —
Positionings - TIEPIEXOHEVO EMKOIVWVIOG
Kavahia emxoivwviag - Mepidia ayopdg
\_AvaAuon SWOT- Z1paTnyikég KaTeuBUvoelg Yy,

Opadeg MNeAaTwv- Mporaon ASiag — KGV(’!M(!\
Emxkoivwyviag/MwAnong/Aiavoung - ZX£oE€Ig
pe MeAareg - Kupreg ApaoTnPIOTNTES —
Kupioi NMopoi — Kupior Zuvepyareg - Poég
Eocodwyv - Aoun KéoToug

J

(" £r6x01/ETparnyiki/ Emkoivwvia B2B/B2C- )
Baoikn TomoOérnon - Malika/Wneilaka
/Koivwvika Méoa - ‘Epguva Ayopag / MVP-
MwAnon - Up/Cross Selling, CRM -
Xpovikn E§€Aién, Pre-Testing, Metrics,
\_Ko6oTn KkAm. Yy,

(" Opyavéypappa - EreAéxwon - AppodioTnTeg N
Zuvepyaoieg — MNMpounBeurég — Mopor — Méoa-
E¢omhionog - NMapaywyr MpoomiBépevn ASia-
‘Eyxaraoraosig — Outsourcing — Logistics -
Nopixn] - Mpappamiaxks) urmoothpi{n — Back
\ofﬁoe - KéoTn kAm. Yy,

Mapadoxég /MpoPAéweig - KooTog ApXIKNAg
Enévduong - looAoyiopog - Emevduoeig
Oikovouikd amoteAéopara - TAPEIGKES POES
Oilovopikoi deikteg— AvaAuon BEP -
AvaAuon piokou KA.

J
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Business Model Canvas

KEY PARTNERS

who are our key partners?
wha are our key
suppliers?

which key resources are
wie acquiring from our
partners?

wihich key activities do
partners perform?

KEY ACTIVITIES
‘What key activities da our
value propusitions require?
Qur distribution channels?
Customer relationships?
Revenue streams?

KEY RESOURCES
‘What key resources do our
value propesitions require?
Qur distribution channels?
Customer relationships?
Revenue streams?

VALUE PROPOSITIONS

What value do we deliver ta the
customer?

Which ane of aur customers”
problems are we helping to
solve?

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

Which customer needs are we
satisfying?

What is the minimum viable
product?

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

How are they integrated with
the rest of our business model?
How costly are they?

CHANNELS

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

How do ther companies reach
them now?

Which ones work best?

Which ones are most
cost-efficient?

How are we integrating them
with customer routines?

CUSTOMER
SEGMENTS

For whom are wie
creating value?

Who are our most
impartant customers?
What are the customer
archetypes?

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?

REVENUE STREAMS

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

Mnyn: Alexander Osterwalder & Yves Pigneur

BMC kai Business Plan katd Osterwalder

External environment

eThe Economy

e Market Analysis and Key Trends
e Competitor Analysis

e Competitive Advantages of Our
Business Model

Implementation roadmap
eProjects

e Milestones

eRoadmap

Risk analysis

eLimiting Factors and Obstacles
e Critical Success Factors
eSpecific Risks and Countermeasures
Conclusion

Annexes
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Business Model Canvas

Xe1pd vTooTNPIKTIKOV VAKOV video pe Ospna: «From Ideato
Business»

* "E&uvideos:

O O O 0O O O

Getting from business idea to business model
Visualizing your business model

Prototyping

Navigating your environment

Proving it

Telling your story / Pitching your business.
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Evyaprotoope moAd ywo tnv tpocoyn cog !!!

24/03/2016
Page 61



	BUSINESS MODEL CANVAS�WORKSHOP
	Bοηθούμε τους νέους�να τολμήσουν το όραμά τους!
	Συστάσεις
	Συστάσεις
	Συστάσεις
	Συστάσεις
	Γνωρίστε το ΚΕΜΕΛ – www.kemel.gr
	Περιεχόμενο BMC Workshop
	Business Model Canvas
	Business Model Canvas
	Why 9 out of 10 startups fail �(according to their founders)�
	�Business Model Canvas
	Slide Number 13
	       
	                     Η Εξέλιξη του Marketing
	                                           
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	                                                       ��                                                      �����
	Από τα 4Ρ του Marketing Mix στο Business Model Canvas�
	                                                       ��Customer Touchpoint Mapping��
	Από τα 4Ρ του Marketing Mix στο Business Model Canvas�
	                                             Customer Touchpoint Mapping�                                                     Παράδειγμα Cross Selling
	Slide Number 28
	Από τα 4Ρ του Marketing Mix �στο Business Model Canvas�
	Από τα 4Ρ του Marketing Mix �στο Business Model Canvas�
	Από τα 4Ρ του Marketing Mix �στο Business Model Canvas�
	Από τα 4Ρ του Marketing Mix �στο Business Model Canvas �
	Από τα 4Ρ του Marketing Mix �στο Business Model Canvas�
	Slide Number 34
	Slide Number 35
	Business Model Canvas
	Βusiness Model Canvas�
	Business Model Canvas�Βασικό περιεχόμενο των 9 ενοτήτων
	  Business Model Canvas
	Business Model Canvas (Περιγραφή) �Ερωτήσεις συμπλήρωσης των 9 ενοτήτων 
	Business Model Canvas    
	Business Model Canvas
	Business Model Canvas    
	                                                       Business Model Canvas 
	Slide Number 45
	�Business Model Canvas & Ελληνικό Μέλι� 
	�Business Model Canvas & Ελληνικό Μέλι� 
	Business Model Canvas�Εταιρία Παραγωγής και Διανομής Μελιού
	Business Model Canvas�Εταιρία Παραγωγής και Διανομής Μελιού
	Business Model Canvas�Εταιρία Παραγωγής και Διανομής Μελιού
	Business Model Canvas�Εταιρία Παραγωγής και Διανομής Μελιού
	Business Model Canvas�Εταιρία Παραγωγής και Διανομής Μελιού
	Ειδική συσκευασία Μελιού για Βάπτιση � 
	Slide Number 54
	 �Nike Business Model Canvas�
	                                                       ���                                                     ����                                                     �                                                    �                                                                     ��                                             �                                                                     Business Model Canvas� �                                        ���   ����
	Business Model Canvas� Απο την Επιχειρηματική Ιδέα στο Επιχειρηματικό Σχέδιο�
	Slide Number 58
	                                BMC και Business Plan κατά Osterwalder
	Slide Number 60
	Slide Number 61

