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K € McA TUOTAOEIC

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

e [lolol eipaoTte oto KEMEA

a lMNepitrou 50 evepyd Kal TTpwNV avwTtata OIEUBUVTIKA OTEAEXN

0 TouAaxioTtov 25 xpovia gutreipia o kKaBévag kal TouAdxiotov 10
Xpovia o€ UPnAég BEoelc peydAwv EAANVIKwyY kai diEBvwv eTaipiwv

0O Eutreipia kal texvoyvwaoia atmrd TToOAAOUC dIaPopETIKOUG KAADOUC
TNG OIKOVOUiaG.

O Eutreipia atro Mevik AieuBuvon, Marketing, NwARoEIG,
Mapaywyr], Supply Chain Management, Oikovopikr Aieubuvaon,
Human Resources, Information Management
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1< € M CA TUOTAOEIC

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

e AtmrootoAn Tou KEMEA

Na cuuBaAel eBeAOVTIKA OTNV AVATTITUEN TNC VEAVIKAC
KQIVOTOUOU ETTIXEIPNMATIKOTNTAC 0TV EAAGDQ,
QCIOTTOIWVTAC TNV EKTETAUEVN TTPAKTIKI EMTTEIPIA KAl

TEXVOYVWOIia TwV JEAWV TOU
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J IK|[€ M [EA TUOTATEIC

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

e O1apxég Tou KEMEA

O Awpeav Napoxn YTrnpeoiwv

0 EymorteuTikoTnTa

O AVTIKEIEVIKOTNTA

O Alagavela, AtmroteAeopaTikoTnTa, ETrTayyeApaTtik) AcovroAoyia

0 To KEMEA dgv avraywvidetal TOUG ETTAYYEANATIEC
oUuMdBoUAouc. AtreuBuveTal OTTou dEV UTTAPXOUV Ta HECA KAl
ETTAPKEIC TTOPOI.

0 Movo counseling kal mentoring (0x1 consulting).
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LY iK€ M [eA ZUCTACEIS

KENTPO EGEAONTQN MANATZEP EAAAAOZ

Eionyntég

0 AnpATpng Magiuadng
= Mé&Aog Tou KEMEA
= 1. [Npdedpoc& AlcuBuvwy 20upoulog Ogilvy One
= T1. ['evikog A/ving BBDO Athens

a Mavvng Kwtng
= MéAog Tou KEMEA
= T.MNpdedpog ALGIDA

= Certified Mastercoach Senior Interim Manager
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2K ¢ Mcen

KENTPO EGEAONTQN MANATZEP EAAAAOZ

'vwpiote To KEMEA — www.kemel.gr

K €M ER

KENTPO BOEAONTON MANATZEP EAAALADT

S BUSINESS PLAN &
TOKEMEA AMAA EPTANEIA

EMKOWWYNOE LUE TO
KEMEA

Avalnris fyxupes cupfoulss o m
ey prpaned oow oytn; Xpaddeaos
PonSoa yia va Ponudarg to
rmynpnuared cou govtiko; Ging
pévropa vo maposcAous oo to [ patd

oou; DumANewos © {

Aacdyin pnopelte va cuvavroete 1o KEMEA
oo ypopelo tou mow Ppdoxeral oto
NNCVATHENS, atrw Texvésakn tou Aquou
Abrpoluy oto Meals Kabe Acutipa o
Texdpon v Lpa 16.00 fug 18.00 wamow
HEADS Tou KEMEA Ha Pedoweron ol va oag

urobiey Bel wox va oag oxcdan!

Eyrneipot manager BonBouv to emupetpnparixd cou Eexivapa Swpedv

GEMATA
XPHMATOROTHEHT ~ APAZTHPIOTHTEE

EpvaAsicBnkn Neou
Emyelonuana

AeodotBnor Tov o0&yt ovanmuéng
emymprjponkod oxesiow, avardiuge
frawpa businness plan, pade o)

\Pr oy bom ou Businness Model Canvas,

fpeg umaaypara marketing plan,
W] SO0 L WO TOUG ERATIOUG

ypnpatoddnong wa kariPace frosun
XPnparoosovop ik templates. Adfioor

rlodtoa apfpoypagla ya o
onyEpng onsdnTa.

NEA. EIAHIEE ENIKOINONIA

AELTE ZEULVAOLA KaL
ExSnAwaosic tou KEMEA

To KEMEA apyaveve Izpavdpio kot
MohiEng nou anculdyovtal oe vioug
ey oo, of onoudootig ko
goumuic, Av sviapipeare pmopeite va
améunteine aro KEMEA. Ba Aol miong
nopouceGoots, exdnuiong, ouvevendiog
Py Tou KEMEA ota MME H Beporaiaya
clvm mAaGoxn koL opop s dooug
oviopd poveal o TV smE e ankdTra
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1< G M C—/\ Nepiexopevo BMC Workshop

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

1° M€pog
Mapouciaon Business Model Canvas
EpwTNOEIG
AraAsippa 10 AemrTwv

2° Mépog/Workshop
Brief mpog opadeg
Anuioupyia evaAAaktTikwyv BMC's
Mapouciaon evoeiKTIKOU KaufBa
2ui{nTnon
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7 IK C M GCA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

AvTIKEipEVO

H mapouciaon mou akoAouBci, @iIAodosei va cag
EVNHEPWOE! Yia TV £E€AIEN Tou marketing, Tnv Xpiion
ka1 Xpnoipoérnra rou Business Model Canvas , evég
oUYXPOVOU EMYXEIPNHATIKOU EPYAAEioU yia omToladNmoOTE
EMXEipnon, MOV €1801Ka oTnV MepinTwon Twv startups,
TIOU HEYIOTOMOIEI TNV SuvaroTnTa ka1 mOavoernra
HETATPOTING TNG EMXEIPNHATIKNG 10€ag o€ BiIwWoINN
EmMXEipnon.

To BMC civair emivonon Tou Alexander Osterwalder, kai

gival amé TiI¢ EAAXIOTES TIEPITITWOEIC IOV éva Eupwnaiko
eEmYeipnuAaTikO epyaAcio karakra i HMA.
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1< € M CA

Business Model Canvas
KENTPO EGEAONTOQN MANATZEP EAAAAOZ

O Opiopué¢ piag Startup

Mia startup €ival Eévag mpoowpivog opyaviouog o
OTI0iOg OXNHATI(ETAI TIPOKEIHEVOU VA avalnTNOEl

Eva BIwWoIHO, EMAaVAAAUBAVOHEVO KAl ETTEKTACIHO
Business Model.

7
STARTUP
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Why 9 out of 10 startups fail
Wik € Men (according to their founders)

KENTPO EGEAONTQN MANATZEP EAAAAOZ

Top 20 Reasons Startups Fail

Based on an Analysis of 101 Startup Post-Mortems

No Market Need

o O of Coor | -+

Not the Right Team

ks
»
»

Get Outcompeted

Pricing/Cost Issues

Poor Product

~4
’
L

Need/Lack Business Model

80 0/ 0 of Apps are only used once

- (00000

10% 20% 60% 70% 80% 0% 100%

Poor Marketing

Ignore Customers
Product Mis-Timed
Lose Focus

Disharmony on Team/Investors

(5
ped

Pivot gone bad

3

Lack Passion

3

Bad Locauon

(e
)
.

lsniirrar Tarh Crinchl

No Financing/Investor Interest

3

Legal Challenges

Don't Use Network/Advisors

Bum Out

@x
»

4
»

‘ %

Failure to Pivot
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J 1< € M EA

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Business Model Canvas

O€AeTE va eAaXICTOTIOINOCETE TIC MOAVOTNTES VA
gioTe pia amoé 1€ “9 o1ig 10” ?

Av val, TOTE KATAVONOTE KUl XPNOCIHOTIOIEIOTE
owoTa To Business Model Canvas.
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H ES€A1En Tou Marketin
KK €™ e §ehign 9
NMpoogyyion Mpooéyyion Mpooéyyion
Mpoiévrog Ayopag MeAarn
T €XE&I16 yIa Ti1 {nTas1 n T {nTae! o
MwAnon Ayopa MeAarng

TEXNOAOTIIA NAHPO®OPIAZ /| MEIQZH KOZTOYZ >

31/03/2016
Page 13



u IK C© M CA H ES&AiEn Tou Marketing

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

AnAadA....

Ano 1o «M1mmopeiTE va SIAAESETE OTTOI0 XpWHA OEAETE, ApKEI Va gival

-«MOaUpO» TOU Henry Ford, oTnv emAoyN Kal ayopd AUTOKIVITOU, OKOHN
Kal pEow ebay Motors!!!

wiowors ¢

1925 Ford Model T Best car buying apps
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Ik € MEA H E£éAiEn Tou Marketing

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Kai emmiong....

An6 116 2 emiIAoyEg yia 6Aoug Tou 1917 ammdé Tnv Converse (T1 £X&16 yia
MWANoN), oTnv €mAoyn TnG ayopdg amo diapopa €idn kal Hapkeg (T1 {nTasi
n ayopd), oTo MPOCWITIKO MAVUHA TToU Ba NOgAe o0 meAGrng oTa mamouToIAa
TOoU (T1 {NTAEI O TTIEAATNG).

All Star o€ kKa@€ ka1 Aeuko AIGQOPEC PAPKES [MpOCWTTIKO Prvuua,
(No skid) ABANTIKWYV ouada, Hashtag KATT

31/03/2016
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Ané Ta 4P Tou Marketing Mix oTo
I! IK C M GA Business Model Canvas

KENTPO EGEAONTQN MANATZEP EAAAAOZ

Marketing ka1 Marketing Mix

. .

PRODLCT ™ | PRICE

N

a O®

PROMOTIONY

A

Aev QTav Tuxaio Mwg ota 4 oTOIXEIa TOU HEiyHATOG
marketing dev nepiAapfaveral o meAarng.
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& Amné Ta 4P Tou Marketing Mix oo
= K € M CGA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H €§€Aign Tou Marketing

O1 5U0 BACIKEG £€VVOIEG HE TIG OTTOIEG HEYAAWOAHE TIG TIPOOCPATES OEKAETIES
nrav to Marketing Mix pe Ta 4P, ka1 To Product Life Cycle mmou 6x1 yévo
€01ve p1a kaBapa mpoiovrikn onTikn Tou Marketing, aAAda kair pag
Ka@odnyouoe yia 1o £€ido¢g evepyeiwv Marketing mou Oa £émpeme va
UAOTIOINOOUHE O€ KaAOe oradio.

Stage of the product life cycle I
Introduction Growth Maturity Decline
§ Total industry \
s sales revenue
2
g Total iIndustry
F profit
= \
2 = O
& . —
- B
‘// —
- _/// .
o —— | —_—
MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING,
OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION
- Few More Many Reduced
Compeatition
One More versions Full Beost sellers
Product product line
Skimming or SGain market Detond Stay protfitable
Price penetration share, deal market share,
profit
Intorm, Stress Remindar Minimal
Promotion aecucate campetitive oriented promotion
difforencos
/ =
Place Limited Morae outlots z/m::nvl:;mn oweor outiets
(distribution)
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u IK C M CA Ané Ta 4P Trou Marketing Mix oTo

Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Ané 1o Product oro Customer Life Cycle

Me Tnv €§€AiIEn Twv unmtoAoyiocTwyv, To Database Marketing, ka1 To CRM
(Customer Relationship Marketing), To Customer Life Cycle
«umrokartéoTnoe» 1o Product Life Cycle, evw HeE Thv diciocduon Twv
TTPOCWITIKWYV UTTOAoYIoTWYV Kal ToU Internet, edpaiwOnke ora TéAn TnG
oekacTiag Tou ‘90, n €gc1dikeuon Tou Interactive Marketing. H ouvéxeia

gival yvwoTn HE TNV €Kpnén Tou Web Marketing, Twv Social Media, Tou
Mobile Marketing kArm.

[Inyn:

O Kvkrog Zmng tov ITehd

Kevo MNMpooéAkuong

) ! A.:.‘E’Any;‘oé Kevo ATTOKTNONG
Kevé Mvwong

EgutnpETnon
MeAdrn

Kevo Alatnpho

OgilvyOne 032010
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Ané Ta 4P Tou Marketing Mix oTo

Ik € MEA .
KENTPO E©OEAONTQN MANATZEP EAAAAOZ Bus.ness MOdeI canvas
Sales Funnel Customer Journey
The first Sales and Marketing Funnel
was created in 1898 by Trigger Events
Elias St. ElLmo Lewis, the founder of the )
Association of National Advertisers. Share | i3 H\" ,,,,,,

e ; Ex, )
b % )
" - < - o ¥
D . &mk <t ;S,._',',,h,‘-.m /

LESS MORE

MnynA: OgilvyOne

Me aAAa Adyia, amré 1o mpoiovTiké AIDA (F'vwpipia, Evoiagépov, EmOupia,
Ayopa Tou mipoiovTog), kal Ta 4P tou Miyparog Marketing (1961, McCarthy),
@Oacape oTNV MEAATOKEVTPIKN TIPOOCEYYIoN HE Baon Tov KUKAO (WG TOU
mmeAarn (Customer Life Cycle) ka1 ta Customer Journey touch points mmou
a@opoucav Hia OAOKANPWHEVN AYOPUAOCTIKN EHUTIEIPIA TOU TTEAATN.

31/03/2016
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u K € M CA Ané Ta 4P rou Marketing Mix oto
KENTPO E©OEAONTQN MANATZEP EAAAAOZ BuSiness Model canvas

Digital Marketing, n apxn Tou TéAoug Twv 4P

Digital Touchpoints
&’ f 7 \ ¢ ’
Weldsd ' \ e '

/

v ‘ J POy / ' o 2
i : \ _/I \\ . /
; A \ r
‘ @ e @ 1 .

/ \

\\‘ ..' d .\.r » L /

L - ’
- -
,/ \\‘.,’ _____
-
@ ,

Physical Touchpoints

To digital marketing pe Tnv mpooOnkn Twv digital touch points oro
Customer Life Cycle ka1 Customer journey management, anairtouvoe
mAéov p1a véa Oswpnon Twv 4P’s,

31/03/2016
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| Ané Ta 4P Tou Marketing Mix oTo
ST IK € M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Ta 3 €idn onueiwv emMa@ng HE TTEAATEG

Paid:

Mapadooiakd Kal YnN@laka S1a@nNUICTIKA KUpiwg

HEoa, OoTTwGg TV spots, PPC Ads, Posters KAm.

Owned:

EAeyxopeva mAnpo@oplaka Kupiwg pcoca onws Web Page,
Blogs, Apps, Facebook page KAm.

Earned:

Mn eAeyXOHEVA KOIVWVIKA HETA OTTwWG Re-tweets,

Facebook, word-of-mouth kAm.

31/03/2016
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| Ané Ta 4P rou Marketing Mix oTo
K € M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Touchpoint Mapping

‘000 MEPICCOTEPA EIVAI TA CNHUEIA ETTAPNRS, TOOO TTIO
mePITAOKN (aAAd Kol avaykaia) gival np xaproypapnon
(Touchpoint Mapping), Aapfavopévou umr’oyn oTi
oXeTiovral HE TO £ HEPOUG AYOPAOTIKO TASEID!
(Customer Journey), aAAd ka1 Tov eupUTEPO KUKAO (WNG
ToU TIeAarn (Customer Life Cycle).

ZKeEPOeiTE OTI KAOE ONUEIO EMAPNC HTTOPEiI VA ATTAITEI
O10@POPOTTOINHEVO TIEPIEXOHEVO KAl EMKOIVWVIAKE
oTPATNYIKN.

2TNV ouveEXela BAEmmoupe Eva evoelKTIKO Template
XapToypapnong.

31/03/2016
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2K ¢ Mcen

KENTPO EGEAONTQN MANATZEP EAAAAOZ

Anoé Ta 4P Tou Marketing Mix
ot1o Business Model Canvas

Customer
Journey/Life

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.

Before Purchase Purchase After Purchase

31/03/2016
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= = Ané Ta 4P Tou Marketing Mix
u I< C M C N o1o Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Channels, Customer Relationship, Customer Journey
Touch point Mapping.
To mapadsaiypa ayopag piag Wnorapiag Yypaepiou.

31/03/2016
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Wik € MEn Customer Touchpoint Mapping

KENTPO EGEAONTQN MANATZEP EAAAAOZ

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 kATt
Salonica e-shop , Broil King Salonica e-shop
E-Shop , 2 ,
&AAa shops €10IKN TTEOOT PO
diAog [TooaAapny/
Face to Face Chalandri Shop ZuvappoAdynon
Leroy
In-Store Merlin,Media
Markt, Chalandri
Call Center EvtoAn/Ayoopa
Facebook
Amazon, Various  Skroutz/Tiwuég,
Reviews Brands a&loAoynon
Web Forums
Evxaplotioto Yuvtayég/ tips.
. email Up Selling
Email Cross Selling
P AmootoAn/Courri

er



= = Ané Ta 4P Tou Marketing Mix
u I< C M C N ot1o Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

TEAIKA TO AYyOPAOTIKO £YIVE KOl YEUOTIKO Tagid! mou
AVAVEWVETAI CUVEXWC HE VEEC CUVTAYES

NS

Apvioia hamburgers pe Tlarlixi

31/03/2016
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http://www.firestuff.gr/Portals/0/productimages/522_08595.jpg

Customer Touchpoint Mapping

ik ¢ MceA Napadsiypa Cross Selling

KENTPO EGEAONTQN MANATZEP EAAAAOZ

BROIL KING 2XTHPITMATA A ®TEPA KAI MIMOYTIA KOTOIMNOYAO.
e Tiun 30,00 €
o 2THPIFMATATIA ®TEPA KAI MIMOYTIA KOTOINOYAOY.

31/03/2016
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l: IK € M CA Ano Ta 4P Tou Marketing Mix oto
KENTPO E©QEAONTQN MANATZEP EAAAAOZ Business Model canvas

Aro Ta 4P Tou Marketing Mix oro SAVE

2ToV EmMYEIpnHATIKO Kal TOV AKAONHAIKO XWPOo £YIVAV OHHAVTIKEG
TTPOOTIABdEIEC YIa THV uTTOKATAOTAOTN TWV 4P amé pia evaAAAKTIKA
MEAATOKEVTPIKI OTITIKN OTTWG:

- 4C’s (Consumer, Convenience, Cost, Communication),

- 4E’s (Experience, Everywhere, Exchange, Evangelism),

- SIVA (Solution, Information, Value, Access),

- SAVE (Solution, Access, Value, Education/Engagement).
To 2013 oro Harvard Business Review dnpooieUTNHKE TO GpOpoO
Rethinking the 4P’s, ka1 ava@epoTav oTnv avaykn avabewpnong Twv
4P’g, p€e TO OKEMTIKO OTI “Yields narrow, product-focused strategies that are
increasingly at odds with the imperative to deliver solutions®.
2TO GpOpo mpoTeIve w¢ urmokaraoraro To SAVE 1o omoio {ekivnoe amé tnv
Motorola wg epyaAcio Business to Business, Kai OswpeiTtal CRHEPA WG TO
AoV SNUHOWPIAEG uTToKaTaoTaro Twv 4P’°s kKail oTtov Topéa B2C .

31/03/2016
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Amé 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 » Solution
n - a >
 c— ) 2
P Place

o I Price

= _
3 | ‘ | — IEducationl ‘
PromotionJ » — |En = nt

E181ka orov Topéa B2C n €fiowon NwARoswv 1TOU €ival

\

Sales = Performance + Emotion

Price
ATTUITEI SIN@POPETIKNA £HEPAOCN TIPOS TNV AOYIKH Kdl TO ouvdiocOnua
TOU TTEAATN, TOU TIPpoUTTo0£TEl epummAokn (Engagement), kari mou

npooTéOnke oro SAVE.

31/03/2016
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Amé Ta 4P Tou Marketing Mix
1< € M EA oro Business Model Canvas

KENTPO EGEAONTQN MANATZEP EAAAAOZ

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

MpoodiopicTE TV MPOCPOPG OE OXEON HE KAAUTITOHEVEG
AvVAYKEG/AUOCEIG, OXI IBI0TNTEG, AEITOUPYIEG KAl TEXVIKA XAPAKTNPIOTIKA.

[3 EYPQMAIKH

MZTH W | \}i
o

31/03/2016
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Ané Ta 4P rou Marketing Mix
LYK [€ M €A oto Business Model Canvas

KENTPO EGEAONTQN MANATZEP EAAAAOZ

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

AnpiIoUpYNOTE £€va OAOKANPWHEVO CUCTHHA ETAIPIKNG TTAPOUCTIAS OTA
KavaAia, HE Baon To CUVOAIKO «ayopaoTIKO Tageidi» Tou meAdrn, avri va
OWOETE EPPAON CE HEHOVWHEVA ONUEIA S1avopung Kal KavaAia
EMKOIVWVIiaG.

31/03/2016
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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 Aia (Value)

Ava@epOciTe OTO OPEAN TOU TIPOIOVTOG/UTINPECIAS A OE OXEON HE TV
TIMN TOU XWPIiC VO OWOETE EYHAOT CTNV TIHN TOU, OE OUVAPTNON HE TO
KOOTOG TMAPAYWYNG, TTIEPIOWPIN KEPOOUG, | TIHEG AVTAYWVICHOU.

ol

EocwTepIKN
Tapopunon

:2: inner drive

31/03/2016
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Ané Ta 4P Tou Marketing Mix
1< € M EA oro Business Model Canvas

KENTPO E©QEAONTQN MANATZEP EAAAAOZ

AvTi yia Tnv mpowOnon (promotion), goriaore ornv EKnmaidégsuon
(Education) ka1 Tnv eummAoki] (engagement) Tou KaravaAwTh

MapéXeTe MANPOPOPNON OXETIKN HE OIAPOPOTTOINHEVES AVAYKES OE KGO
ONHEIO TOU «KUKAOU {WAGS» TOU TMEAATN, avTi va BacileoTe AMTOKAEICTIKA
og AilapRpion/PR/MpowOnon.

31/03/2016
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Ané Ta 4P Tou Marketing Mix oTo
"IK € M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H £¢€AIEn TOU O1aAOYOU HE TOUG TEAAGTEG

210 mapadooiaké Marketing Mix Twv 4P,

APKOUOE OUXVA N eo0Tiaon o€ éva Baoikoe 6@eAog, To USP
(Unique Selling Proposition), n diapnuion amdé 1-2 Baocika
HECO, KAl iCWG KAl N TTAPOXN KATIOIOU TTPOWONTIKOU
KIVATPOU, TIPOKEIHEVOU VA EMTUXOUHE MWANOCEIG.

To marketing NTav £évag EMKOIVWVIOKOS HOVOOPOHOG.

2€ avrtiOeon ye To mapeAOov, n ouyxpovn
EMYEIPNHATIKOTNTA ATTAITEI S100PACTIKE, SI1ATIPOCWITIKN
KOl ONUIOUPYIKN EMKOIVWVIA HE TOUG TIEAATEG, MAVTA HE
TOUG OPOUG EUTTAOKNG TOU TTEAATN).

31/03/2016
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| Ané Ta 4P Tou Marketing Mix oTo
2 I € M EA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H eqpapuoyn TnG mEAATOKEVTPIKNG TIPOCEYYIONG

Onmwg Oa doupe oTnv cuvéxela, To Business Model
Canvas HOaG «UTTOXPEWVEI» VA EQAPHOCOUHE AUTH TV
MEAATOKEVTPIKN OTNITIKN 0TO EmM)eipnuariké MovréAo pag,
KOl VO TNV OITOTUTTWOOUHE CE HIa OEAida.

Agv gival TuXaio Mwg avaAUOUHE TRV ayopa
Xpnoigomoiwvrtag Ta 4P, kair Tnv karakrtoupe pe To SAVE.

31/03/2016
Page 35



u I< C‘ M C'A Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Opiocpog EmyeipnuarikoV MovréAou

Eva emyeipnuaTiké HovTéAo TIEPIYPAPE!I TOV TPOTIO HE TOV OTTOIO €vag
opyaviouog dnuioupyei, mpoo@épel alia kar apeiferal.

@@ mypetendes

TO EMXEIPNHATIKO HOVTEAO HIAG EMXEIPNONG Eival n ameikévion TG
EMXEIpNHATIKIG AOYIKNG Kal oTPpATNYIKIG TNG. TO MA£OV SNUHOPIAES

epyaAcio repiypa@ng Tou, givalr o Kappag mmou emvonoe o Alexander
Osterwalder. MNepiypa@er To TI IPOCPEPEI N EMYEIPpNON OTOUG TTEAATES TN,
WG TOUG TIPOoOEYYilel kai SnuIoupyei oxEoeig pali TOug, HEOW TTIOIWYV

MopWV, SPpACTNPIOTATWYV KUl CUVERPYATIWV EMXEIPEil, Kal TEAOS TTWG

Ktpﬁi{tl xp|'||.|a'r . 31/03/2016
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"IK € M CA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H xprion ka1 xpnopornra rouv BMC

To Business Model Canvas ka®odnyei Tov emyeipnuaria
CUTTOXPEWTIKA» VA AKOAOUONOCEI TNV MEAATOKEVTRIKN
auUTH TIPOCEYYION, HE TIGC 4 EVOTNTEG TOU

Value Proposition

Customer Segments

Customer Relationships

Channels

=== OTIOU Ta 4P (Product, Place, Price, Promotion)

peTraoxnuari{ovrai pe Baon o SAVE ok ...... 411 (NeAareg,
Nporaivopevn adia, NpéoBaon, NMNeAarelakEg oXETEIS).

P O DR
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r—— Business Model Canvas
KENTPO EGEAONTQN MANATZEP EAAAAOZ BGGIKO 1T£p|£X6|J£VO va 9 £VOTr’]va

Key Partners Key Activities Value Customer Customer
Proposition Relationship Segments

6- Ot kvQLEG

doaatnolotnTeg
MOV eKTEAELT)

4- To €idog Twv

TIQOKELHEVOL VA ) KaAAlegyovpe pe kabe /
ePaQUOTEL TO O ovvdvaoUO0G pio amo TG OMAdES TV MEAATWV PG KAL T
ETUXELQNUATIKO nQoiovIwv / MEAATWV PAG, AVAAOYQR dLaogomot
8 p_()vf:éAo ™e. UT[]]Q&O'[(DV oV e to oTd&dL0 TOV XOLQ(XKTT]Q[O’TUCO’(
- — TIQOTELVOVUE, KkUKAOV Cwng TovG. [EOUCEE
Ot kvgLoTEQOL Key TIQOKEILEVOL VAL (Anupoyeadpuea,
S LKOVOTIOLOOUE TLG Cha | WuxoYQa@IKA,
QYaTes Resources Aoyurés 1) kan il HAuctakd KAL)
mQounBevTes Hag ovvaloOnuatikég
avaykes kaOe
7 m Ouxvglotegot opadag meAATWY 3 m Ta kavaAia
ag ] , )
vALKOL KAl dvAot b péoa amod Ta onotx
TOQOL OTOVG mMQEOOeYYILOVE TOVG
0Tolovg mMEAATES PAG,
Baollopaote yix eMUKOLVWVOUHE Hadi
AslTovQyia TOU Tovg, mEowOovuEe KAt
EMLXELQTHATIKOV «MWAOVUE» TNV
pHovTéAOL pag IMootewvouevn Aéia.
]
Cost Structure Revenue Streams
9 m Ta KUELOTEQA KOOTH TIOV ATALTOVVTAL YLK TNV 5 m Ot Q0éG 30DWYV, EeXWQLOTA YL KAOE TUNUA
EMIXELQNUATIKNTIQOOTAOELX paG MEAQTOV HAG, VLA KADE «aLaKT) mQOTACT) TNS
gmxeignong

31/03/2016
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KENTPO E©OEAONTQN MANATZEP EAAAAOZ

KEY PARTNERS

Whao are our key partners?
Whao are our key
suppliers?

Which key rescurces are
We acquiring from aur
partners?

Which key activities do
partners perform?

COST STRUCTURE

What are the most important costs inherent to our business made(?

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

KEY RESOURCES

What key resources do gur
value propositions require?

Dur distribution channels?
Customer relationships?
Revenue streams?

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

VALUE PROPOSITIONS

What value do we deliver to the
customer?

which one of our customers’
problems are we helping to
solva?

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

Which eustomer 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?

Howr are they integrated with
the rest of our business modal?

How costly are they?

CHANNELS

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

How do other companies reach
them now?

Which ones work best?

Which ones are mast
cost-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 our customers really willing to pay?
For what do they currently pay?
What is the revenue model?
What are the pricing tactics?

31/03/2016
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KENTPO E©OEAONTQN

e

Business Model Canvas (Nepiypaen)

UUTTANPWONG T

EVOTNTWV

wa - E€o

’

EocwoTtp

EpwTtnoe
Z

ey Partners Key Activiti Value Proposition | Customer Customer
: Relationship Segments

Moteg KaBoploTIKES i

f ., , eowrepixéc eTaipiéc . , Nwg Staxeptopaocte tnv
o Elyal > KU;) = Siepyaoiec anattei: 'a&a rtapexou;’ze N TPOOEYYL01), AMOKTION
OUVEPYATEG POG? e af.ia? Kou?e n;‘/\aretakn e€unnpétnon, avfnon Kau
n , . Jr,a :avd/\ta” L i opdéa: ) TUOTOTNTA TWV MEAQTWV?
otoL elvau ot kUptol . : I'Ic’uo npoB/\npa/'ra Mwc¢ Stacuvdéovtat pe ta lNa roteg
npounSevtég pag? emxow¢lu|;(ac = kaUe neAatelaKng Aound otouyeia Tou MEAQTELAKEG OUABES
: 63“""","" s oudbac Bonddue va | | pysiness model? Snptoupyolpe afia?
n")la N avr'ma i '_itiec,eoo i Avdei? Mooo 6anavn2d gival? Motot givat ot mto
UEOO QITOKTAUE QIO Tt 6éouec npoidviwv onNUavTIKoi pog
ouvepydres pag? Key Resources Kat/n unnpeotiv Channels neAdreg?
Hotec Kiipiec MotoU¢ kUploug "g; JPCPOUNS a; K‘:"E Méow motwv kavaAtwv Nwg )
SoaonipiAnes népouc/ péoa amautei: A ,g' emdupouv ot meAdTes pag 6‘““"’""""“’,"“"‘
- : .. H npotewduevn afia?, E1E AUCYXES XOUE Vot TOUG Mpooeyyiocoupe? Snpoypaguxd Ko
EKTEAOUV OUVEPYATEG > nadarelaknc opadog . Juyoypapika?
> .. Ta KavaAla ; lNwg¢ toug npooeyyi{ouv

Hag: E LKaVeTolovpe? : :

EMIKOWVWVIKG Kot dAAeg eTtaupeieg?

. lMoto elvat to % g .
Siavouri¢? ] , Mowa kavaAla givat o
. «eAayiotoNGLwotuo» 2 ;

.. N TEAQTELAKE 5 anodbotika? Me Tt KooTog?

B - - npoiév /MVP? : B |
2 Mwg ouvdéovrat ue Tt 1
.. OL pgs€eaodwvr I NUeLeC Twv MeAatwv? |
o - e 2
~Cost Structure _~Revenue Streams
Mota eivat ta mAéov onuavtika kéotn tou business model L n?ta TapExapEvs alio otreAiaec oy Vo
nAnpwoouv?

uag?

Mowa arté ta anaitovusva péoa eivat ta tAéov Sanavnpd?
IMoleg arto TI¢ AMAUTOUUEVES ECWTEPIKEC SlEPYaTisS gival
L mAéov Samavnpéc ?

Tt ayopalouv Kat Ti/mtw¢ mANPWvouv oruepa?

lNw¢ Sa npotipovoav va mAnpwoouv?

Nwc¢ ta empépoug éooda cupBaAAovv ota oUVOAIKA
| o?

5
~
o

o
Q
O
2

1

’

m
O
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KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Business Model Canvas

Aiya Aéyia yia Tnv épeuva MVP (Minimum Viable Product)

H Texvikn TnNG £épeuvag MVP ggapTaTtal atrd To £i00G TOU TTPOIOVTOG
| UTTNPECIOG YIa TNV OTroia OIEPEUVOUE OUVHBWG TNV TIdavi
ATTAXNON, aTrodoXN Kal TTPpoBeon ayopds wg AUON O€ KATTOIO
KATavaAwTIKO TTpOBAnua (product/market fit) , kai Tnv
OuVaTOTNTA KATAVONTIG TTOpOoUCiaocng TG AUoNG C€ HOP @I

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

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

&+ Dropbox

Tweot more consistently with  buffer

om«-mwm

e ASG twpets 10 your taster

9 Dufer Goes e rest. Relan.

P

31/03/2016
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KENTPO E©OEAONTQN MANATZEP EAAAAOZ

MNoootikn Epeuva MVP

Evag eUKOAOG, YPYOPOGS, OIKOVOHIKOG TPpOTTOG online
oUAAoyng TANPOPOPIWYV CXETIKA HE TNV duVvNTIKA amodoxn
TOU concept (ka1 g HOP@N EIKOVAG), TTAPEXETAI ATIO TNV
eAAnvikN startup Pollfish.

Password msagMs / 00000000 / Ry

b
-0EE
— |
R R R )

Export data

31/03/2016
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YIK € M CA Business Model Canvas
KENTPO EOEAONTQN MANATZEP EAAAAOZ
«To Business Model Canvas, 8¢ev cival annAwg éva akopn
EPYUAEIO EMYEIPNHATIKOTNTAG.... Eival KaTI TOAU
HEYAAUTEPO... MNa ka@be €idog emyeipnong».

- Eival o nnupfivag kai n Kivnripia 8ovaun rou Emyeipnuarikov
Zxediov.

« Eival éva «urrevOUHIOTIKO» EPYAAEIO TTOU HAG UTTOXPEWVEI VA
OKENMTOHAOTE MEAATOKEVTPIKA, CUOTNHIKA Kal SNUHIOUPYIKA.

« Eival o ouvdeTIKOG Kpikog§ HETASU TTApadooiaKkoU Kal Yne@iaKkou
HAPKETIVYK.

« Eival gpyalAgio «8160pO0wong» TNG EMYXEIPNHATIKIG KATEVOUVONG
HE EPEUVNTIKEG TEXVIKES 6TTWGS TO MVP (Minimum Viable
Product).

- Mag xka®odnyei oTnv amoTinMWon, afioAdéynon kai BeAriwon Tou
Em)eipnparikoU MovréAou pag.

 Mag uTToXpEWVEI 6Aoug va HIAGUE ThV id1a YAwooa Twv 4E

31/03/2016
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"IK € M GA Business Model Canvas

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Mola gival Ta ...0avaoipya AaGén ora BMC Twv Startups

e 1. Na mporeiveral pia YeVIKA (generic) asia og 6Aoug (I1.X. UTTEPOXEGS
KAAOKOIPIVEG SIAKOTIES YyIa OmToIoV ayand Tov RAIO Kal Thv OaAacoa).

e 2 NaoupmmAnpwveral To Business Model Canvas o1o ouvoAo Tou. pia kP’
£Sw.

e Na unv aAAaler o BMC ammré oradio og oradio £§€AiEng Ttng Startup

NMwg va Ta amo@eVYOUHE

e EoTiaon og mpwTAPXIKO KOIVO KAl TIPOTEIVOHEVN aid TTOU TOU TIPOCPEPEI
OUYKEKPIHEVN AUON O€ AOYIKO | ouvalioONUAaTIKO MPOBAnua Tou.

e 2uveXNG digpeuvnon/mpoocappoyn/emaAl@euon aAAnAoemidpaong
mapadoxwv.

e Mpoocapuoyn Tou BMC amé oradio o€ oT1adio £{EAIENG HEXPI TNV EMITEUEN
product/market Fit

31/03/2016
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KENTPO EGEAONTQN MANATZEP EAAAAOZ

To Business Model Canvas Tng

Top Melibee

Virtual Business Plan - www.kemel.gr

31/03/2016
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1K '€ M EA Business Model Canvas & EAAnviké MéAl

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

2TO Mapadsiypa 0a ava@epOOUHE, OTO WG TIPOCEYYI(ETAI HIO (PAIVOHEVIKA
KOPECHEVN ayopd HE MPOBANHATIKA XAPAKTNPICTIKA OTTWG:

23000 MeAioookopoug pe 14000 Tovoug mapaywyn,

Eicaywyég xapnAng moiornrag kai ké6oroug anmd EE (BAéne... BouAyapia),
EAaxiorn Siapnuion amo ta peyaAa brands,

MpowONTIKES IPOCPOPES KAl HAXN TIHWV oTa pagia (ammdé 6-18 E/kg),
NMwAnRoeig oxedov mavrov (=/M, pavaBika, Aaikég, BiroAoyika, e-shops
KATT.)

ESaywy£g Kupiwg XUHA TTOIOTIKOU HEAIOU yia avapién

Xwpi¢ KAAdIKN SIA@AHION Kdal EMOTHHOVIKI UTTOOTHPI¢N

2Tn ouvEXela Oa SOoUNE MG HTTOPEi va diagopommoinOei oTnv ayopd pia
HIKPN OIKOYEVEIOKN EMXEIPNON, XPNOIHOTTOIWVTAS TNV TTEAATOKEVTPIKN
Aoyikn Tou povréAou SAVE, 6TTwG auTh AmmOTUTTWVETAI TNV TIEPIOXN TOU
Business Model Canvas mou a@popa oro Marketing.

31/03/2016
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¥1<'€ M EA Business Model Canvas & EAAnviIk6 MéA:

KENTPO E©OEAONTQN MANATZEP EAAAAOZ

H di1adikacia gival ammAf] apKei KATTOI06 va OKE@POei SnUIoUpPYIKaG Kal va
EQPAPHOOEI TNV EICWON TWV TWANCEWV
Sale = Performance + Emotion

Price
Kdl THV «OUVTAYN» THG ATMOTEAECOHATIKNG EMKOIVWVIAG TTOU EVUTTIAPXEI OTO
HovTéAo SAVE ( Solution, Access, Value, Engagement ) xai 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 EMIXEIPNHATIA CKUTTOXPEWTIKA»
va aKoAouOnoel TNV MEAATOKEVTPIKI) AUTH TTIPOCEYYION, HE TIC 4 EVOTNTEG
Tou Value Proposition, Customer Segments, Customer Relationships ka1
Channels, 6mmou Ta 4P (Product, Place, Price, Promotion)
pHeraoxnuarifovral o€ ...4I1 (MeAdareg, NMporteivopevn afia, MNpoocPaon,
NMeAarelakég oXETEIG).

31/03/2016
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KENIPO EQEAONTON MANATZEP EAAAAQZ

Key Partners

Business Model Canvas
aywyng kai Aiavopng MeAioU

Key Activities

Key Resources

Value Proposition

Customer
Relationship

Customer

Seam ,
%at%tg’)\wteg

peAtot & ovvaEWV
MQOIOVTWV:
1. IleAateg
EMUAEYUEVWV
ZevOdoXELAKWV.
Movadwv.

2. Katoikol

Channels

AvaTOoAIKWV
MNpoaocTiwv.

3. Néa Jeuydpia,
TEANATEG ETAIPEIWV
UTTNPECIWV
yAaupou/BaTmTiong .

4. E-Shoppers
TApPaS0oIaKWV

I TPOPINWV

Cost Structure

Revenue Streams




- - Business Model Canvas
I< C M CA ErTaipia Napaywyn¢ kai Aiavoung MeAiou

KE AQT
Key Partners Key Activities Value Proposition | Customer Customer
A&éxaoteg OTLYPES Relationship Selgmgc&%\wtég
Yo MEAATES HeALOV & oUVAPWY
Eevodoxelwv Kkat TMQOIOVTIWV:
CevyagLo mov 1. IeAateg
MAVTQEVOVTAL N ETUAEYUEVWV
pamtiCovv. EeVOOOXELAKWYV.
Movadwv.
Movadikn To1oTnTA
Kal yeuon o€ 2. Kartoikol
Key Resources «'rrpoowmlfr'l» Channels AvaToAIKWV
OUOKEUOTIia. MpoaoTiwv.
AtréAauon Kal 3. Néa euyapia,
EUEPYETIKN dpaon TEAATEG ETAIPEIWV
OGTOV OPYQVIOHO. UTTNPECIWV
yaupou/BaTmTiong .
"EpXETaI EKEi TTOU
Bpiokeoal avégoda. 4. E-Shoppers
TTOPAdOCIaKWY
I TPO@ipwWV

Cost Structure Revenue Streams
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IK € M CA Etaipia Nap

Key Partners

AQOT

Business Model Canvas
aywyng kai Aiavounig MeAioU

Key Activities

Key Resources

Value Proposition

A&éxaoteg OTLYPES
Yo MEAATES
Eevodoxelwv kat
Cevyapla mov
mavTEeVOVTAL N
pamTiCovv.

Movadikn To1oTnTA
Kal yeuon o€
«TTPOCWTTIKA»
OUOKEUOTIia.

AtréAauon Kkai
EUEPYETIKN dpaon
OTOV OPYQVIOUO.

"EpXETaI EKEi TTOU
Bpiokeoal avégoda.

Customer
Relationship

Customer

Selg ments |
ATAVAAWTES

HeALOV & oUVAPWY
mQOIOVTWV:
1. ITeAateg
ETUAEYUEVWV
ZevodoXELAKWV.
Movadwv.

2. Kartoikol

Channels

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

Web Marketing.

QR Code e-shopping.

AVaTOAIKWV
MpoaoTiwv.

3. Néa euyapia,
TEANGTEG ETAIPEIWV
UTTNPECIWV
yaupou/BaTmTiong .

4. E-Shoppers
TTOPAdOCIaKWY

l TPO@ipwWV

Cost Structure

Revenue Streams
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Key Partners

AQOT

Business Model Canvas
aywyng kai Aiavopng MeAioU

Key Activities

Key Resources

Value Proposition

A&éxaoteg OTLYPES
Yo MEAATES
Eevodoxelwv kat
CevyagLa mov
mavTEeVOVTAL N
pamTiCovv.

Movadikn To16TnTA
Kal yeuon o€
«TTPOCWTTIKA»
OUOKEUOOia.

AtréAauon Kal
EUEPYETIKN dpaon
OGTOV OPYQVIOHO.

"EpXETaI EKEi TTOU
Bpiokeoal avégoda.

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

QR Code e-shopping.
Web Marketing.

Customer Customer
Relationship Segments
/ ATAVAAWTES
Texvires CRM ot [ eA 100 & ovVap@V
Baon kvkAov Cwne MQOIOVTWV:
TWV MEAATWV. 1. IleAarteg
I:IQOG(M:UKTI : EMAEYUEVWV
€EUMIQE- TNOT) HEOW EevODOXELAKWV.
Telemarketing Movadwv.
& Internet.
Mail/e-mail 2. Karoikol
n ré(ﬁtrllfé S AvaToAIKGV
MpoaoTiwy.
Telesales, Mobile

3. Néa euyapia,
TEANGTEG ETAIPEIWV
UTTNPECIWV
yAauou/BAatTiong .

4. E-Shoppers
TTOPAdOCIaKWY

Cost Structure

Revenue Streams

%
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AQOT

N ErTaipia Nap

Business Model Canvas
aywyng kai Aiavoung MeAioU

Key Partners Key Activities

Key Resources

Value Proposition

A&éxaoteg OTLYPES
Yo TEAQTES
ZevodoxelwV Kol
Cevydola mov
mavTEeVOVTAL N
pamTiCovv.

Movadikn TTo1éTnTa
Kol yeUon o€
«TTPOCWTTIKA»
OUOoKEUAOia.

AtroAauon Kal
EUEPYETIKN dpdon
OTOV OPYQVIOUO.

"EpXETaI EKEi TTOU |
Bpiokeoal avégoda. ‘

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

QR Code e-shopping.
Web Marketing.

Customer Customer
' ' Segments

Rel atl/ons hip lgamv L —_—
Texvixes CRM ot [ eA 100 & ovVap@V
Baaon kvxAov Cwne MQOIOVTWV:
TWV MEAATWV. 1. TleAdrec
HQOG(‘”:‘““/\ : EMAEYHEVQV
£EUTNQE- TNOT HEOW EevODOXELAKWV.
Telemarketing Mov&dwv.
& Internet.
Mail/e-mail 2. Karoikol
marketin AvaToAIKV
GIEIES MpoaoTiwyv.
Telesales, Mobile

3. Néa euyapia,
TEANGTEG ETAIPEIWV
UTTNPECIWV ‘
yAauou/BAatTiong .

4. E-Shoppers
TTOPAdOCIaKWY

fes ]

Cost Structure

Mayia oToixeia, £é§0da AsiToupyiag Kai
marketing, pio@oi/lapoifég, avaAwoipa
UAIKA TTOpaywyng, ouvTipnon,
aoc@aAion, Aoitrég datrdveg

Revenue Streams

‘Ecoda mwArjoewv peAlov kat Aotmwv
MEOIOVTWYV (Bao. MoATOG, YOEN KA.
‘Ecoda and mibavr) emékTaon oe ovokevaoia

MEOIOVIWV AAAWV MAQAYWYWV.




Wi e men Edikn cuoxkevacia MeAiov yia Banmion

KENTPO EGEAONTQN MANATZEP EAAAAOZ
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KENTPO E©QEAONTQN MANATZEP EAAAAOZ

To Business Model Canvas Tng NIKE

The drive to push ourselves beyond our limits

JUST DO IT.

"
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KENTPO E©OEAONTQN MANATZEP EAAAAOZ

Key Partners
Apple
Converse
Hurley

UEFA, FIFA, NBA,
FIBA, NFL
Footlocker,

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

Xopnyieg opadwyv Kai
aBAnTwyv (Barcelona,
Ronaldo, Lebron
James, Tiger Woods,
KATT.)

Franchisees,
Worldwide Factories,
Importers,
Distributors
Wholesalers.

Nike Business Model Canvas

Key Activities
‘Epeuva, oxedlaouog,
Tapaywyn, mpowbnon,
UTTOSNUATWY, POUXWV
Kal afeooudp.

Supply chain logistics,
Marketing on/off line,
Alaxeipion xopnyiwv
events, brand support,
In house use of tech
power, big data kai
social media, Recycling
Nike Foundation

Key Resources

Aovapn Tou Nike brand
TadTiONn Ye TTOIOTNTA
Xopnyikn guTTEIpia

R&D expertise, Hi tech,
innovation
MeAaTokevTpiké DNA Kkai
culture.

Value Proposition

‘Eptrveuon
KIVNTOTToinon Kai
EVEPYOTTOINON TWV
«OBANTWVY,
TTPOKEINEVOU VA
yivouv péAn Tou
oikoouoThparog Nike,
Kal va utrEpBouUv Kal
o1 i5101 Ta TTPOCWTTIKA
TOUG OpIa, péod aTrd

1 ™v 80vaun Twv

sports.

MoiéTnTa TTPOIGVTWV.
MoiétTnTa {wAg.
AyopaoTIKA epTTEIpiQ
TTou ETTEPVAEI TIG
TTPOOodOKiEG TOU
KATaOVOAWTA.

Customer

Relationship
Anuioupyia deopwv
MEOoWw S10dPACTIKWV
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

ABAoupevol peTado 14
Kal 25 €TWv.
MpwTapXIK6 KOIVO
Teens 14 - 18.
Performance oriented
EvdiagépovTal yia
moIoTNTA EUPAVION,
Kai life style/fashion.
Méon Koivwviki Taén &
@aupaoTég kai followers
ETTAYYEAMATIOV
aOAnTwyv.

Social media fans.

Cost Structure

Fpageia, ApoiBég TpoowTmikoU, R&D,
Xopnyieg opadwyv kai abAnTwyv, Mapaywyn,
Atmrofnkeuon, Logistics diavoung, Nike Town
stores, Ailapnuion, NMpowBnTikég EVépyeieg,
E-CRM, 'Epeguva Ayopdg, Recycling costs.

Revenue Streams

MwARoeig xovopIkAG: YTodnon (60%),
‘Evduon (35%), Ageooudp (5%), aTTOKAEIOTIKA
karaoTAuarta Alavikig Nike, Nike.net,
dlavopeig XovlpIKAG.
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Business Model Canvas

O1 5 Baocikég paoeig eEEAIENG p1ag startup

(v (2 (3) (4 (5

SCREEN
IDEATION ONCEPTING LEARN-
ADJUST

H Emx&ipnuankn
OHAda «WAXVETAI»
va d&ei kKara mooov n
1I0€a pITOPE| Va
oTabgi ka1 va
HETATPOATIEI OE
BiwoIpn emyeipnon,
aviXveUOVTAG TNV
ayopd Kai
SnuIoupywvTag éva
1ISaVIKA KAIVOTOHO
EMYEIPNHATIKO
HOVTEAO

Opapa, ZTpaATNYIKA,
0381k6g XapTng
Ap)IKNA Sigpevvnon
amodoxng 18éag kai
ToU Emy&eipnparikovu
MovTtéAou, péocw
é¢peuvag MVP
ouvnOwg o€ poppn
concept i kKai
Prototype testing.
Aigpevvnon
MAPASOXWYV Kal
ummoBéoewv

ZuveyileTan pEXPI va
EMITEVUXOEI KAl
emBeBaIWOEI n
TAUTION
TMPOTEIVOHEVNG aiag
Kol KAAuywng avaykng
TnG ayopdg (Product/
Market Fit) ka1 n
AsiITOUPYIKOTNTA TOU
EMYXEIPNHATIKOU
povréAou(Model/
Market Fit), Pivoting
Kd.

‘Exovrag me1o0¢i yia
TNV BIWOoIPNOTNTA TNG
180¢ag ye Baon
Kamoiag popPng
EmXE1pNHATIKOU
Zxediou, ¢exiva n
EMYEIPNHATIKN
mpoonadsia evw
E£XOUV CUH@WVNOEI
O¢para IP, Share
holder agreements,
Partnerships, ka.

H emxgipnuarikn
mpooTTadsla £Xel
EEKIVIIOEl, UTTAPXEI Hia
Aoyikn Baon meAarwyv,
Kol EMSIWKETAI
mMEPAITEPW ESpaiwon
Kal avanTuén Baocel
EMYXEIPNHATIKOU
oxediou Baciopévou
OTO EMXEIPNHUATIKO
povTéAo, NMpooéAkuon
MPOTOeTWYV KEPUAdiwyv
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Business Model Canvas

Amo Tnv Emysipnuarikn 18éa oro

Em)eipnuariké Zx€dio

Emyxeipnuarnkn 18£a

Business Model
Canvas

2X€010 MwANnocewv /| MAPKETIVYK

ZX€0810 Ymodopung/Opyavwong

XpNUATOOIKOVOUIKO ZXE810

)< -<-< <-4

(rleplvpaqn] 18¢ag/ MNMpoiévrog - AvaAuon )
Ayopag - Avraywviopuog - ZuoTiuara
Aravopng — Tipég - MpowOnon /Aamaveg -
Positionings - mePIEXOPEVO EMKOIVWVIAg
KavaAia emxkoivwviag - Mepidia ayopag
\Aval\ucn SWOT- Zrparnyikég kareubuvoeig Y,

('Opaasg MeAarwv- MNMpéTaon Adiag — Kavﬂla\

Emkoivwviag//MwAnong/Aiavopng - ZXETEIG

pE MeAareg - Kopieg ApaoTnpioTnreg — Kupiol

Moépoir - Kupior Zuvepyareg - Poég ECOBwyvV -
Aopn) KéoToug

\. J

(z'rémeZTpd'l'l]lel']I Emkoivwvia BZBIBZC—N
Baoiki] Tomo@érnon - Malik@/Wnelaka
/Koivwvika Méoa - Epeuva Ayopdag / MVP-
NMwAnon - Up/Cross Selling, CRM - Xpovikn
EgéAign, Pre-Testing, Metrics, K6oTn kAm.

. J

(Opvcvévpcppc - ZreAéxwon - Appo!ilé-rn-rsa
Zuvepyacoieg — NMpopnOeutég — MNoépor — Méoa-
EfonmAiopég - Napaywyn MpooTiOéuevn Adia-
Eyxkaraoraoeig — Outsourcing - Logistics —
Nouixn - Fpappariaxs urrooTipién - Back
\_office - Kéotn kAm. )

(rlcpuaoxég IMpoBAéyweig - K6oTog ApXIKAS
Emévduong - looAoyiopdg - Emevduoeig
Oikovopuika anmoreAéopara - TaAUHEIAKES POES
Olovopikoi dcikteg — AvaAuon BEP -

\AvdAucn piokou KAm.
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Business Model Canvas

KEY PARTNERS

Wiho are our key partners?
Who are our key
suppliers?

‘Which key resources are
we acquiring from aur
partners?

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

VALUE PROPOSITIONS
What value do we deliver to the
customer?

Which ane of our eustomers’
problems are we helping to
solve?

What bundles of products and

CUSTOMER
RELATIONSHIPS

How do we get, keep, and grow
customers?

Which customer relationships
have we established?

Houw are they integrated with

CUSTOMER
SEGMENTS

For whom are we
creating value?

Wha are our most
important customers?
what are the customer

Which key activities do services are we offering to each [ the rest of our business modet? | srchetypes?

partners perform? segment? How costly are they?
Which customer needs are we
satisfying?
What is the minimum viable
product?
KEY RESOURCES CHANNELS

Wwihat key resources do our Through which channels do our
value propositions require? customer segments want ta be
our distribution channels? reached?
Customer relationships? How do other companies reach
Revenue streams? them now?

: Which anes work best?
Which anes are mast
cost-efficient?
How are we integrating them
with customer routines?

COST STRUCTURE

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

Vihich key activities are most expensive?

REVENUE STREAMS

For what value are our customers really willing to pay?
For what do they currently pay?

Vilhat is the revenue model?

What are the pricing tactics?

Mnyn: Alexander Osterwalder & Yves Pigneur

BMC ka1 Business Plan kata Osterwalder

BUSINESS PLAN

Executive summary

The team

eManagement Profile

eWhy We Are a Winning Team
The business model

eVision, Mission, and Values

e How Our Business Model Works
eValue Proposition

eTarget Markets

eMarketing Plan

eKey Resources and Activities
Financial analysis

eBreakeven Analysis

eSales Scenarios and Projections
eCapital Spending

eOperating Costs

eFunding RequirementS

27/02/2016
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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 | CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS

What value do we deliver to the

customer? How do we get, keep, and grow | ror whom are we

Which ane of our customers’ customers? creating value?
problems are we helping to Which customer relationships Who are our most

solve? have we established? important customers?
What bundles of produets and I How are they integrated with What are the customer
services are we offering to each I the rest of our business modet? | archetypes?
segment? How costly are they?
Which customer needs are we
satisfying?
What is the minimun viable
product?
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?

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?

Mnyh: Alexander Osterwalder & Yves Pigneur

External environment

eThe Economy

eMarket Analysis and Key Trends
eCompetitor Analysis

e Competitive Advantages of Our
Business Model

Implementation roadmap
eProjects

eMilestones

eRoadmap

Risk analysis

eLimiting Factors and Obstacles
eCritical Success Factors
eSpecific Risks and Countermeasures
Conclusion

Annexes
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YEe1pd VTOSTNPIKTIKOD VAIKOV Video pe Oépna: «From Idea to
Business»

« "E&uVvideos:

O O O O 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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