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Adelec XpAong

* To rmopov eKTALSEVTIKO UALKO UTTOKELTOL OF

adeLleg xpnong Creative Commons.

Lot EKTTOLOEUTIKO UALKO, OTIWC ELKOVEC, TIOU
UTTOKELTOL o€ AAAou TUTou adeLac xpnone, N
adela xpnonc avodEPETAL pPNTWC.
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Xpnupatodotnon

To TapoOV eKTTOLOEVTLKO UALKO €XeL avamtuxBel ota mAaiola
Tou ekmatdevtikol £pyou tou didbaokovta.

To €pyo «Avolkta Akadnuaika MoaBnuota oto TEI
Kevipiknc Makedoviac» €xel xpnuatodotnoeL HOVO TN
avadlapopdwaon tou ekmatdeuTIKOU UALKOU.

To €pyo uvlormoleital oto mAaiolo tou Emuyewpnolakov
[MpoypALUATOC «E|<rtou6£u0n kol Al Biou Maenon» KOlL
ovyxpnuatodoteital amod TNV EupwnaLKn Evwon
(Evpwraiko Kowwviko Tapelo) ko amo eBvikoug mopouc.

" ENIXEIPHIIAKO MPOTPAMMA
:* *** EEKI‘IAIAEYZH KAI AIA BIOY MAGBHEH = EXNA
P o D= [vvov: o vimic

YNOYPTEIO MAIAEIAZ & BPHZKEYMATON, MOAITIZMOY & ABAHTIZMOY

Evpwmnaiké Kowvwviké Tapeio

Me tn cuyxpnparodoétnon tng EAAadacg kat tng Evpwmnaikric Evwong

Sl
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Na KaTavonooule TRV £VvoIia TOU
ETTIXEIPNUATIKOU JOVTEAOU

Na KaTtadegicoupe TN onuaacia TTou £Xouv Td
ETTIXEIPNMATIKA JOVTEAQ

Ta KATOVONOOUUE TO OTOIXEIA EVOC
KATAVONOOUWUE TNV €VVOIQ TOU ETTIXEIPNMATIKOU
UOVTEAOU

Ma p&Boupue va dNPIOUPYOUUE ETTIXEIPNUATIKA
LOVTEAQ

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv



T1 €lval TO ETTIXEIPNMUOATIKO MOVTEAO;

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
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T1 €lval TO ETTIXEIPNMATIKO MOVTEAO;

To emmIXEIPNUATIKO PHOVTEAO €ival - PE ATTAQ
AOYIO- Jia TTEPIYpAPn TOU

Tl KGvoupe gueic 0w TTEPA &

MQ% Tou KAVOUE

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv
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OpPICHOG ETTIXEIPNHATIKOU HOVTEAOU

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv

Te)

KENTPLGHZ
MAKEAONIAZ




OpPICHOC ETTIXEIPNMUATIKOU HOVTEAOU

To emIXeIPNUATIKO JOVTEAO €ival PIa a@npenuévn avaTtapaoTaon
TOU TPOTTOU AEITOUPYIAG EVOG OPYAVIOHOU HE HOP®PI KEIMEVOU 1)
YPOPIKWV.

To €TTIXEIPNMATIKO HOVTEAO MIOC ETTIXEIPNONG €ival N ATTEIKOVION TNG
ETTIXEIPNMATIKAG AOYIKNG TNG.

[MepIypa@el TO TI TTPOCPEPEI N ETTIXEIPNON OTOUG TTEAATEC TNG,
TTWG TOUG TTpooEyyidel kal dnuioupyei oxéoelc padi Toug,
MEOW TTOILV TTOPWYV, OPACTNPIOTATWY KOl CUVEPYACIWY ETTIXEIPEI,

Kal TEAOC TTw¢ KePDICEl XpruaTa.

H diadikagia dnuioupyiag evog ETTIXEIPNMATIKOU JOVTEAOU gival
MEPOC TNG ETTIXEIPNMATIKAG AVAAUCNC KAl OTPATNYIKNG.

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv



MNapadeiypaTa ETTIX. MOVTEAWYV

* To emyeipnUaTiKO HovTtéAo «Franchise»

* To emixeipnuaTiké povréAo Tng IKEA

* To emixeipnUaTikO povTéEAO «Free»

* To emixeIipnUATIKO HOVTEAO «Freemiumy

* To EMIXEIPNMATIKO HOVTEAO KANEOW TTWARCEWV»
* To emxeIpnUATIKO HOVTEAO TNG «[Mupapidag»

* To emixeipnUATIKO HOVTEAO «OEZ yaAa»

Amazon vs. Barnes & Noble: video

P ( ANAAYZH KAI ZXEAIAZMOZX EMIXEIPHMATIKQN AIAAIKAZIQN
P o \ TurAua Aoiknong Emyelpioswyv


http://www.youtube.com/watch?v=IedYMFrceR8

MNapadeiypaTa ETTIX. MOVTEAWYV

tube.com/watch?v=hz-esaTlZto

https://www.youtube.com/watch?

ANAAYZH KAl ZXEAIAXMOZ EMNIXEIPHMATIKQN AIAAIKAZIQN
Tunpa Atolknong Emxelpricewv
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Etrix. MoOVvTEAO EVAVTIWYV ETTIYX. OXEOIWV

Business Model
EpyaAcio emixeipnuatikng dpaong
2UAANWN Kal uAoTroinon 10€ag
Acia
EmixeipnuaTtikn dpaon
[ pa@IK avatrapAoTaon

EoTialel NQ2 Ba eracw o010 0TOXO

Business Plan

EpyaAcgio oxediauou

YAotroinon 10€ag

‘Ecoda, oTdxo!

Xpnuarodotnon

Keipevo

EoTiadel oto MNOIOZ €ival o
OTOXOG

ANAAYZH KAI XXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION

Tunua Atoiknong Emiyelpriogwyv



The Business Model Canvas

Osterwalder & Pigneur

Key Value Customer
Activities Proposition Relationships

e AR e e
-

Key /( |

ey

drawings by 1AM

( ANAAYZH KAI ZXEAIAZMOZX EMIXEIPHMATIKQN AIAAIKAZIQN
‘f':)'\ Turiua Aloiknong Emixelpfoewv




The Business Model Canvas

[MpokelTal yia Eva OTITIKO dIaypappa JE AECEIC KAEIDIA TTOU
TTEPIYPAPOUV:

*TIG UTTOOOEG,

*TOUG TTEAQTEG,

*TQ OIKOVOMIKG OTOIXEIO KABWG Kal

TNV TTPOTACN AiAg TNG ETTIXEIPNONG TTPOG TOUG TTEAATEG TNC.

BonBa emixeipnuariec kar oTeAEXN va euaduvouy, va Katavornoouv
KOl VO CUP@WYNOOUV O€ JIO KOIVA OTITIKN YIa TV aAANAETTIOpOON TWV
OUVICTWOWV MIAC ETTIXEIPNUOATIKAC TTPOCTTABEIOC, HECA ATTO PIa VEQ,
duvauikn, ONUIOUPYIKNA KAl AEITOUPYIKI TTPOCEYYION.

( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
f’"\ TurAua Aoiknong Emyelprioswyv



The Business Model Canvas

https://www.youtube.com/watch?v=QoA0zMTLP5s

ANAAYZH KAl ZXEAIAXMOZ EMNIXEIPHMATIKQN AIAAIKAZIQN
Tunpa Atolknong Emxelpricewv




The Business Model Canvas

EmkevrpwveTal o€ 9 Baoikd oToixeia/ ouoTaTiKA TTOU ATTaPTi(OUV
KABE ETTIXEIPNMATIKO MOVTEAO.

[1lpdéTa0Nn agiag
[1eAGTEC

*KavaAia

*2 XEOEIG

*BaoikEég dpaaTnpIOTNTES
[16pol

*Baoikoi ouvepyarteg
*Aoun KOOTOUC

“Ecoda

J( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
—ﬂ"'\ Tunua Atoiknong Emiyelpriogwyv



The Business Model Canvas — ev ocuvTopia
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KEY
ACTIVITIES

KEY
PALTNERS

Some activities are outsour-
ced and some resources are

acquired outside
the enterprise.

|

_A‘r‘\—'org'gnlzaﬂqn serves
one or several customer

.by performing a
number of Key
Activities.

/ CHANNELS

us\o
ed 10 V2T
i d\su\o“"‘o“

REVENUE STREAMS

Revenue streams result from volue
propositions successfully offered to

customers.

he business model elements result in the
cost structure.




To oToixeio lNMeAdTeg ava@EPETAl OTIC OIAPOPES
OHMAdEC aVOPWTTWYV 1} OPYAVICHWYV TTOU £XEI OTOXO
Vo EEUTTNPETACEI MIA ETTIXEIPNON.

Baoiko spwrnua:
lNa moiov dnuioupyouue adia;



MEAATEZ

O1 TreAaTEC €ival 0 akpoywviaiog AiBog KABE eTTIXEIPNMATIKOU POVTEAOU.
— Xw)\gig TTEAATEC (WG TTNYN €000WV), KaUia eTaIpEia OEV UTTOPEI va ETTIRILOCEI YIA

Fla gl) V KOAUTEPN IKAVOT0INON TWV TTEAATWY, gua eTQIPEIA, 1TO$£I va TOUG

TTOINOEI TQUE Q€ OIAWOPETIKA T € KOIVE KE
TTEQIP, g € (%)3\0( C&sdépGIQTanOTInggpd £C TTEA T?UV uvioTOUV
ge:)tJ wpIoTA ﬁu TQ OT

— O1 avAyKeS TOUG aTTAITOUV KOl OIKAIOAOYOUV HIO EEXWPIOTH TTPOCPOPA
— E&uttnpeTouvTal HECW OIAPOPETIKWY BIKTUWYV OIAVOMNG

— ATtraitouv dI10QOPETIKOUG TUTTOUG OXECEWV

— 'Exouv ouo100TIKG DI0QOPETIKEG DOPESG KOOTOUG ) E000WV

Migx eTTixEi TTPETTE) VO TIAPEI MI ATTOPACT) OXETIKA YE TO TTOIA
T}J%[JGT 8@%311 p£T£IJ Kal Troﬁ)a aayvor]%al 09X H

TuTtrol Tunuatwy MNeAatwv.

— Madikn ayopd

— Niche ayopa

—  TunUATIKES/ DIAPOPOTIOINUEVES AYOPES

Sl
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MPOTAZH A=ZIAZ

H TTpoo@opd TnG £mIXEipnonNg TTou dnUIoUpPYEi agia yia Tov
TMEAATN, ETTIAUOVTAS TTPOBARNMATA TOU 1] IKAVOTTOIWVTOG
OVAYKEG TOU

Baoiko epwrnua:
NaTi o1 TTEAATEC Uac avopalouVv aUTO TTOU TOUC TTDOCWEDOULIE:



MPOTAZH A=ZIAZ

 H mpodtaon aciag eivar O AOIMOz rnoy ...
— ol TreAATeG ayopdalouv
— ETMAEYOUV TNV Mia €TTIXEIpNON ATTO Wia AAAN.

 H mpdtaon aciag sivai
— €va oUVOAO W@EAEILWV TTOU TIPOCPEPEI N ETTIXEIPNON KAl TTOU
BewpolvTal oNUAVTIKA atrd TOUG TTEAATEC

— EmAUel eva rpoBAnpa Tou TEAATN 1) IKAVOTIOIEI Mid avAYKN TOU
TeEAATN.

*  MepIKEC POPEC OI TTPOTACEIC Aia EiVal KOIVOTOUEG.

* AMN\EG QOPEG OI TTPOTACEIG AgiA Eival TTAPOUOIES e OAAES TTPOTYOPES
TTOU UTTAPYOUV 0TV ayopd, aAAd yia va gival eTTITuxnuéveg Ba
TTPETTEI VO EPTTEPIEXOUV KAl OPIOUEVA OIKA TOUG, I0IAiTEPA
XAPAKTNPIOTIKA (TT.X. AEITOUPYIEC).

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv
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MPOTAZH A=ZIAZ

* H agia ptropei va givai:
— [loooTikAg eUong (TT.X. TIYMA, TaXUTNTa £EUTTNPETNONG)
— [loloTikA (17.X. design, eUTTEIpia yIa TOV TTEAATN).

« 2TOIXEIO TNG dnuIoupyiag agiag:
— MovTtepVIoPog
— Nermoupyia — €MOO0EIG
— [pocappooTikOTATA
— “Getting the job done”
— Design
— EukoAia xprnong
— A&ImoupyIkOTNTA
— Brand/ status
— Ty
— Meiwon k6oToUg
— Meiwon Kivduvou
— [MpooBaociudétnTa

( ANAAYZH KAI ZXEAIAZMOZX EMIXEIPHMATIKQN AIAAIKAZIQN
A TuApa Awoiknong Emetproewy




AIKTYA AIANOMHX

Ta dikTua dIAVOMNG TNV ETTIXEIPNON HE TA THAMATA TTEAATWYV ME
OKOTTO VA «TTapadwoouv» TNV TTPoTaon agiag oToug TTEAATEG.

Baoiko spwrnua:
NMwg 6a pTadocoupe OTOUG TTEAATES HAG YIO VO TTOUANOOUUE TNV
mTPoTAON aigC MOC:



AIKTYA AIANOMHX

* Ta OIKTUA OIOVONNG €ival TA ONUEIT ETTAPNG JE TOUG
TTEAATEG.

* Ta OIKTUO OIAVOPNG ECUTTNPETOUV OIAPOPES AEITOUPYIEG,
OTTWG .

— Emkoivwvia
* Evnuépwaon Twyv TTEAATWV YIQ TNV TTPOCEPOPA Agiag TNG ETTIXEIPNONGS
« BonBouv Toug TTEAATEC va KATAVONOOUV TNV TTPOTACH a&iag
» [lapExouv UTTOOTAPIEN/ UTTNPETIEC META TNV TTWANCN

— Alavoun
* [Tapadidouv TNV TTPOTAON ACIAC OTOUG TTEAATEC

— [wAnoeig

 Aivouv Tn duvatoTNTA OTOUG TTEAATEG VO AYyOPACOUV TTPOIOVTA KAl
UTTNPECTIEC

( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
‘—"\ Tupa Aloiknong Emyelprioswy



AIKTYA AIANOMHX

Own

Partner

MT1TOpOUE VO DIOKPIVOUUE METAEU:
— QAUECWV Kal EPUETWYV DIKTUWYV dIAVONNG
— 10iwV OIKTUWYV dIavVOoNNG Kal JIKTUWV dIaVOUNG TTOU AVAKOUV O€ £TAIPOUG.

Ta dikTua dlavouNnG uttooTNPI(oUV TTEVTE (PACEIC:
— Evnuépwon
— ACioAoynon (Trpiv TNV TTWANON)
— [wAnon
— Ailavoun
— ECuttnpéTnon PETA TNV TTWANCON
KdaBe dikTuo dlavoung UTTopei va KAAUWEI OPICUEVEG ) OAEG ATTO

/4
fa Al b o adV ol J Wl ] W' le ¥ od IVl

Channel Types Channel Phases
Sdles force
-
8
8 Web sales 1. Awarenass 2. Evaluation 3. Purchasa 4. Dalivery E. After sales
How do we raise aware- How do we help custom-  How do we allow custom-  How do we deliver a Value  How dowe provide
ness about our compamy's ~ ers evaluate ourorganiza-  ers to purchase specific Proposition to customers?  post-purchase customer
(hwn stores _ o T e o . . =
products and services? tion's Value Proposition? products and services? support:
E Partner
B stores

Wholesaler



2XEZEIZ ME TOYZ NEAATEX

O1 oxéoeig pe TOUuG TTEAATEG ONUIOUPYOUVTAI VIO KAOE
EXWPIOTA KATNYOPIa TTEAATWV.

NMwg ETIKOIVWVOUHUE HE TOUG TTEAATES MOG?



2XEZEIZ ME TOYZ NEAATEX

e Q1 oyéoelC Ue TOUC TTEAATEC KUMAivovTal aTTO TTODOCWTTIKEC W
GUTO)L(JGTO%gInU%Vgg 5 KUM P 5 WS

« Ol oxéoeIg pg ToUug TTEAATEG ETTNPEACOUV, TNV QUVOAIKI| EUTTEIPIC
yg,g(glggﬁgfcao TeAGTec eNpEGCoUY Y QUYONIKA ETrep

. Mnopo(;\us va OIOKPIVOUUE TTOAAEG KATNYOPIEG OXETEWYV UE
TOUG TTEAATEC:
— [poowTikn uttooTrpign (Personal assistance)
— 1diaitepn MNMpoowTrikA uttooTApPIEn (Dedicated personal assistance)
— Self-service
— AutopartoTtroinuéveg uttnpeoiec (Automated services)
— 2XE0€IC o€ KOIVOTNTEG TTEAATWV (Communities)

— 2uvdnuioupyia (Co-creation)

( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
—"‘\ Tupa Aloiknong Emyelprioswy



MHIEzZ EZOAQN

O1 lNnyég EcOdwV TTpoEpXoVvTal ATTO TNV ETTITUXNMEVN
TTOPOXN TTPOTACEWYV Ogiag OTOUG TTEAATEG
Me 1TOIO0V TPOTTO ONMIOUPYOUME £€0000 Kl KEPON;



MHIMEZ EZOAQN

*  O1lnyéc Eoddwy gival ol apTnpieg Tou ETTIXEIPNMUATIKOU MOVTEAOU.

*  O1lnyég EcOdwv TTPOKUTITOUV ATTO TIG ATTOPACEIG TIMOAOYNONG

- M& dﬁ;&l&ﬁg 1;'?\;1&8 O\(/(13(T gggﬁg}{&%&ég\%g;a TIUA €ival TTpayuaTikad TTPOBuun va TTAnpwaoel KABE Katnyopia

—  Kdbe Nnyn Ec6dwv utropei va £xel d1Ia@opeTIKOUG HNXAVIOHOUG TIMOAOYNONG

. i ETTIXEIPNON UTTOPEI VA £XEI Yia N TTEPICOOTEPEC TTNYEC £000WV ATTO KABE TUAUA TTEAATWY TTOU
ls\gump“gn n pTop XE€l Jia N mep PEG TINYEG MAM

— ’'Eocoda a1rdé ouvaAdayég (transaction revenues)

—  EmavalaupBavopeva éooda (Recurring revenues) (TT.X. MNVIAIEG OUVOPOUEQ)

* Ymapxouv TToAAOi TPOTTOI VO dNPIOUPYNOEI KAVEIG POEC E0OOWV:
—  TMNwAnoeig (ueTagopd 1810KTNTIAC)
— ApoiBég xpnong (Usage fee)
—  ApoiBég ouvdpoung (Subscription fee)
— Evoikiaon (Lending/Renting/Leasing)
— ApoiBég diapecoAdpnong (Brokerage fees)
— Alagiuion (Advertising)

, ( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tﬁ\ Tupa Aloiknong Emyelprioswy



BAZIKOI MOPOI

Ta TTEPIOUCIOKA OTOIXEIO KAI Ol IKAVOTNTES TTOU ATTAITOUVTAI
YIO VO KAVOUV £VA ETTIXEIPNHMATIKO MOVTEAO VA AEITOUPYNOEI

lMoloug TTOPOUG Kal IKAVOTNTEG TTPETTEI VO EXOUME VIO VA
TeTIIVOLILIS?



BAZIKOI MOPOI

. gaeg ng]l EIerGTIK() MOVTEAO aTTaITEI OPIOUEVOUC BACIKOUC TTOPOUC, Ol OTTOIOI ETTITPETTOUV OTHV
TTIXEI

Anpioupynoel kai va TTpoo@épel pia Mpotaon Agiag.

Alatnpei Aiktua AlavopRg yia va QTACEI OTIG AYOPEG.

Alatnpei Zxéoeig ye Ta TuRparta MeAarwyv
— 'Exei’Ecobda.

. Aloa g osnKo'( €idn BaoIKWV TTOPWYV ATTAITOUVTAl AvAAOYa HUE TOV TUTTO TOU ETTIXEIPNMATIKOU
MOV u.

—  Quoikoi
—  Oikovouikoi

—  NvgupaTixoi (EUTIORIKA,GAUATA, YVIOEIC, DITTAWUATA EUPETITEXVIAG & TIVEUHATIKA JIKAIWHATA, ETAIPIKE
OxEotic, 80%%%880”&&6 TEAdTON, KRT) T H PECITEXVIAS H H PIKEG

— AvBpwTivol

*  O1 Baoikoi TTépol PTTOpE va gival:
— 1d16kTNTOI
— «Noikiaopévor» (leased)

— Na ammoktwvtal amd Toug Baoikoug ETaipoug.

( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
E_— f\ Tunua Atoiknong Emiyelpriogwyv



BAZIKEZ APA2ZTHPIOTHTEX

Ta TTI0 ONUAVTIKA TTPAYMOTO TTOU TTPETTEI VA KAVEI Mid
ETTIXEIPNON YIA VA KAVEI TO HOVTEAO TG VO «OOUAEWYEI»
T1 TTPETTEI VO KAVOUME YIO VO TTETUXOUME; -



BAZIKEZ APA2ZTHPIOTHTEX

KdabBe tTixeipnuUaTikOG HOVTEAO aTTAITEI KATTOIEC BACIKES OPACTNPIOTNTEG WE TIG OTTOIEG ...

Ba dnuioupynBei kai Ba TTpooPepBei ACia oToug MeAdTeC
Ba Acitoupyrioouv Ta Aiktua Alavoung,

Ba dlatnpnBouV ZxE0€IC UE TOUG TTEAATEG

Ba dnuioupynBouv ‘Ecoda.

gélBaolKeg ApaoTnpioTnTEG dlaouvdEouv Toug Baaikoug Nopoug pe tnv [Npotaon

O1 Baoikéc A amo&% Ts%KGGS ETYEipnong diagEpouv, avaloya e 10

ETTIXEIPNMAETIKO PO

£POPUOLEI.

O1 Baolkég ApaoTnpidTnNTEC ITTOPOUV VA KATNYOPIOTToINBoUV oTa akOAouBa:

Mapaywyn

EttiAuon TrpoBAnuatwy (Problem solving)

Alaxeipion (Management)

Anuioupyia uttodopwv/ dikTuwong (Platform/network)
Emkoivwvia (Communication)

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
Tunua Atoiknong Emiyelpriogwyv



BA2IKEZ 2YNEPTAZIEZ

To SIKTUO TWV TTPONNBEUTWY KAl CUVEPYOATWYV TTOU UTTOOTNPIOUV
TN AEITOUPYIA TOU ETTIXEIPNMUATIKOU MOVTEAOU
2 € TTOIOUG TTPOMNOEUTEG KAl OUVEPYATES BacileTal N ETTITUXIO TOU
MOVTEAOU HOG;



BA2IKEZ 2YNEPTAZIEZ

O1 Baoikég Zuvepyaaoieg a@opouV TIC CUVEPYATIES E OAOUG, EKTOG aTTd Toug NeAdTeC.

O| ETTIXEIPATEIC KAVOUV ouvsp\éaoisg ylova QTTOKTIIOOUV TTOPOUC, VO KAVOUV OTTODOTIKI) TN
AeiToupyia Tou¢ Kal va PEIWOOUV TO UVO TOUC.

Kivntpa yia Tn dnuioupyia cuvepyaciwy:
— BeATioToTr0inoNn Kal 0IKOVOWieG KAiJaKaG
— Meiwon Kivduvou kal aBeRaidtnTag
— AmOKTNON TTOPWV Kail OpacTNPIOTATWY

Qr?t)é)FE) E1 stlpnoﬂg AEITOUPYOUV CNUEPO WG «EKTETANEVEC ETTIXEIPNOEICY (“extended

MT1TopoUuE va dIaKPiVOUNE TIC aKOAOUBEC KATNYOPIEC CUVEPYATIWV:
—  2TPATNYIKEG OUPHAXIEG HETAEU UN-QVTAYWVIOTWY
— Co-opetition: ZTpaTnNyIKEG CUPHAXIEG METAEU AVTAYWVIOTWYV
— Koivotrpagieg (Joint ventures) yia 1n dnuIoupyia VEWV KOIVWV ETTIXEIPNUATIKWY OPATEWY
—  2ZXEOEIG JETALU TTEAATWV KAl TTPONNBEUTWY
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AOMH KO2TOYx

O1 TTNYEG KOO TOUG TTOU TTPOEPXOVTAI ATTO TIG

O1a@OPEG AEITOUPYIEG TNG ETTIXEIPNONG
[Molo €ival To KOOTOG TNG AEITOUPYIOG HAG;



AOMH KO2TOYx

' ;%3‘#'0”6% Ao ) ATt qo%'agwgggg J6ha dUTA afraTouv
KATToIEC OPACTN OTI‘] £C TTOU cuvsTrayov al Ko TOC

e To KOOTOC QUTO Ta] A1TO TNV ATTOKTNON Kai dlaxeipion Baoikwyv MNopwv
Kal TV 8!8’ sorﬂé) £ PAOTN IOTnUTan " XEIPIon P

. I0KPiVOUUE dUO BaaikE KO(T OPIEG ETTIXEIPNMUATIKWY HOVTEAWV O€ OXEON ME T
Q KOOTOUG TTOU Xpn uorrv €6 ETTIXEIPAH M X€ON WE TN

— Cost-driven
— Value-driven
— in-between models

* H Aopn KéoToug utropei va €xel Ta akOAouBa XapaKTnPIoTIKA:
—  2T00gpb KOHOTOC
—  MeTaBAnT6 KOOTOC
— Oikovopieg KAipakog
— Oikovopieg EUupoug ApacTtnplothTwy (economies of scope)

, ( ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
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The Business Model Canvas

The Business Model Canvas

Key Partners

Key Activities

Value Propositions -7

™

Customer H{'I’Ufiﬂﬂﬁhiﬁz

Customer Segments ri‘{"

Key Resources . ;}' Channels - -F';j,
Cost Structure J Revenue Streams ,_'Z_TJ,E_,
e
e nesmodgeneationcom R




The Business Model Canvas

LEFT BRAIN
logic

RIGHT BRAIN
emotion




The Business Model Canvas

KP KA VP CR CS

KR CH

LEFT CANVAS RIGHT CANVAS
efficiency value

C$ R$
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The Business Model Canvas:

Managerial and Economic Aspects

/Organization

4

\/ Offer \

Key =
Activities

Partner
Network

v

/ Custome)

Value
)

> Relationship
Management
Customer
Segments

Key
Resources

Distribution
’ il 7 J

Econom& Cost _/ \ Revenue /
Structure Flows
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AvVTaywviouoGg?

o Qaivetal apeAEC va pnv AGBel uTOWn KAvEic Toug
UQPICTAMEVOUC Kal TOUG OUVNTIKOUG QVTAYWVIOTEC OTAV
oxedlAalel Eva ETTIXEIPNMATIKO WOVTEAO.

¢ Opwc o avraywviopog dev gival NEPOC TOU
ETTIXEIPNMATIKOU JOVTEAOU, OAAQ gival HEPOC TOU
TTEPIBAAAOVTOC OTO OTTOI0 OXEDIALEI KAVEIC TO
ETTIXEIPNMATIKO JOVTEAO.

o ... AKPIBWC OTTWC £vag apXITEKTovAC oxedlalel Eva KTiplo
0€ EVA OUYKEKPIMEVO TTEPIBAAAOV.

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
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To TTpoIoV?

e Agv yivETAI KOUIO AUEON AvVAPOPA OTO TTPOIOV UAG, 10iWC
LE TNV TUTTIKN TTEQIYPAPN TWV TTPOIOVTWYV (AEITOUPYIKA
XOAPOAKTNPIOTIKA, TEXVIKA XOPAKTNPIOTIKA, TIUN, KATT.).

* TO TTPOIOV HOAG OEV EVOIAPEPEI TOV TTEAATN.

* AUTO TTOU evOIa@EPEI TOV TTEAATN Eival N agia TTou
atroAappBavel yEoa atro 1o TTPOIOV.

e [10 auTO KOl OTO OVTEAO YivETAl apa®opd oTnV TTPOTACN
aciag TToU TTPOCYPEPOUNE, Kal OXI OTO TTPOIOV KaB' auTo.

ANAAYZH KAI ZXEAIAZMOZ EMIXEIPHMATIKQN AIAAIKAZION
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Business Models & Anuioupyia I0swv

The Busiaess Model Cawvas

lets vus experiment with
UAriovs ploaus thot evnble

ovr |PEA ...
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Ta €TTIX. MOVTEAO ATTOTUYXAVOUV?

A2ZDANQZ NAI!

[1aTi?

Aev TTPOC@PEPOUV ACia OTOV TTEAAQTN

Aev avTatrokpivovTal oTo TTEPIBAAAOV Kal dev
TTapakKoAouBouv TIC aAAayEC TOU

[ivovTal AavBaopuéva

Agv ekTEAOUVTAI OCWOTA
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NESPRESSO

STRATEGIC VALUE
PARTNERS PROPOSITION
= ittt

CUSTOMER
RELATIONSHIP

" hefpfﬂfftﬁow
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NESPRESSO

Value Customer Customer
R0y e sunitips oy Actnton Propositions Relationships Segments
Procureme
nt &
9rd party oroduett “tel::.mo
manyf . Marketin
urer. 96 chob Ypper
4 maintena seqment
nee home
fasy fo
use
perfect
espresso
Key Resources Channels
£COM 2
N segment
espresso,
IFe Cup- Cup- com “::‘:’: offiet
Rainforest fastory patent
Alllance
Stands in Machines
Pistributio ...,' M"" wld
n network 2 anywhere
Cost Structure Revenue Streams
Small B
Coffee Manetact pistributio Marketin revenst revenve
procuremn urimg n 3 on on cups
et machines
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Soccer WC

2010

KEY KEY OFFER CUSTOMER CUSTOMER
PARTNERS ACTIVITIES goccer RELATIONSHIPS SEGMENTS
e "live”
QOrganizaton ; 3 L Vi g
BES and safety In stadWiT “We love soccer ('ISJEZI;
Soccer
: "live" :
Ticket on tv Visitorg
S sales (global)
rtise :
go\rl:l. Visa, Merchandise
Adidas, Kia, KEY Japulatl. CHANNELS TV viewers
comcal | | resounees | ~ )
Brand! FIFAWC
Ticket Fund” FIFA.co So
Soccer players & te:r;esr
Stadium Music
“shakira Advertisers
COST STRUCTURF ‘ REVENUE STREAM>
Safety P

\nfra

.
Te) —4(
KENTPUCHZ
MAKE

ENONIAZ
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The business model of FC Bayern Munich

KEY ACTIVITIE LUE PROPOSITI | CUSTOMER RELATIONSHIP |  cUSTOMER SEGMENTS
)
find the best
and tHon \
‘f::; them Meare | Devo | o ;'|
Clever | } = Football!” | e ,
Talent Scouts | | B - | —— |
e Ungrudgingyy |
— Acknowledgment | :
:
Ve offer o : Football Friends
attractive N—— |
Germa | KEY RESOURCE attacking CHANNELS
eeg: Foothay | ‘ Football and see = | |
elory | : | what it achieves | “
— | Emh\ﬁlaﬁ“ A ¢ ‘
talents e, — stadium |
| ! ]
~=="  Master co, =
Media } I/ \ ach: | ,
: ¥- T ——— I v | |
— . r ' !
— gradium S | Sponsors |
o —
= TOST STRUCTURE REVENUE STRE
wigh “ Expensive Star Stadium (“ Admission & | Spons ) ||' pandise
yransfer fees \ Encembile Ma nagement |! Rights ‘ orship I Nerc “
— I — = ! —
— e — T —— — —— L —
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SWATCH

SWATCH
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AirBNB Business Model

E»%}_..,' = Partners
* payment providers
* ex. PayPal

* Traveler networks

* investors
* ex. Sequoia Capital

* Locals
* ex. high-volume
local renters

o s
&ﬂ,\: Key Activities

* Platform development
and maintenance
* Videos & photography

» City events,
community
engagement

* |ocal marketplace
development

* Stay in unigue places
with locals, meet new
people (traveler)

Rent out an extra
room, share local
knowledge, meet
travelers (local)

Efficient resource

&3
_ 47 Key Resources

<t

* Traveler network

* Selection of local and
international places to
rent

* AIrBNB brand
* Platform

consumption

e 24/7 customer
support

* Online community
rankings

¢ Local brand
ambassadors

* Word of Mouth

* Social Media

¢ Local Events

* Partner programs

&
Travelers (renters)

* Budget travelers
* Business travelers
* Globetrotters

Locals (leasers)

* Extra room
* Social tour guides
* Expats and students

Cost Drivers

* Platform development and design
* Local and Traveler Insurance
* Marketing and community management

* G - 12% of booking fee (traveler)
* 3% successful booking fee (local)

template borrowed from BusinessModelGeneration.com
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The IPod Example

In 2001 A le launched its iconic iPod brand of portable
‘m @. was not the first company to bring a porta

%ﬁ@iﬁ{ﬁu Fﬁﬁ?%ﬂw%?g)@@@gg@%&ﬂ Vi'ﬁe iPod

|eve such dominance? Because It
ﬁuﬁ#@%%ﬁ\ﬂé%’ﬁbo provides a seamless connection to Apple’s

ORI R hHRG (S 6&&‘*‘“@&% %”Qe%ﬂWé‘é FORENE.
This pe@taince Qﬁfgﬂ@om% g\detices Witk @m}\l@ﬁ store
qumklytdtsrusmt@d th@ID‘HJIrOpﬁSiIUStT)SMﬂdl@&)\/ﬁjétppierﬁtu casiy >

dominambmarket position.
— On the other hand, to make this Value Proposition possible, App

| Photos
| | Podcasts

Videos

Extras

Settings
Shuffle Songs
Now Playing

caiuvli, vuy, aiiu

le had to

negotiate deals with all the major record companies to create the world’s largest

online music library.

The twist? Apple earns most of its music-related revenues from selling
'IPods, while using integration with the online music store to protect itself

from competitors.

I
=S
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The 1IPod Business Model
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The 1IPod Business Model

STRATEGIC KEY VALUE CUSTOMER CUSTOMER
PARTNERS ACTIVITIES PROPOSITION RELATIONSHIP SEGMENT
gt Risstatdided IS

LR

XPLANAT ONS”™ by XPLANE®
DXPLANE 2008 & Ostercoa/der



The GROUPON Example

GROUPON

Collective Buying Power

« Groupon is a deal-of-the-day recommendation se
24 hours, Groupon broadcasts an electronic coup... . R

store in your city, recommending that local service while also offering you a
40% to 60% discount if you purchase that service.

« Groupon is a middleman service that encourages people to try a different
restaurant or store each day, and earns a commission whenever they
successfully refer a customer.

« Groupon itself is a free service for the customer. Each day, Groupon will
send an email announcement to its subscribers, describing the deal-of-the-
day in that metro area. Commonly, the deals are 50% discounts at a
particular restaurant, or 50% discounts at a particular store. If you like the
deal-of-the-day, then you purchase an electronic coupon directly from
Groupon using your credit card or PayPal account. You print that coupon,
take it to the restaurant or store, and redeem it for commonly double the
value you paid.

« Groupon is a commission-based middleman service. They I|9|_rOV|de a
motivated customer base to the seller, and a Fromls_e to achieve X number
of sales per day. If Groupon doesn't meet that promised quota, there is no
need for the seller to Pro_vlde any discount services, nor any commission
Pay to Groupon. As of this writing, Groupon earns a commission of 50% of

he coupon sell price. It's a very powerful win-win situation for all 3 parties.
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The GROUPON Example

GROUPON

Collective Buying Power

« Groupon is very popular for two reasons:

— Firstly, its subscribers are modern consumers who love to spend money.
They especially love to spend money where they get a discount or a
perceived bargain. Groupon works because it provides motivating
choices for its motivated group of consumers.

— Secondly, Groupon can easily become viral, and its daily discounts
spread quickly through email. Groupon subscribers like to forward the
deal-of-the-day as recommendation links to their friend. In a world of
social media and online personal suggestions, an email suggestion
carries a lot of clout. Groupon subscribers are even given a $10
incentive to refer friends, so people are extra motivated to spread the
word about Groupon to their personal networks.

, ( ANAAYZH KAI ZXEAIAZMOZX EMIXEIPHMATIKQN AIAAIKAZIQN
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The GROUPON Business Model

Key Partners (TS Customer Relationships Customer Segments E

%Criﬂi‘ L3
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The Skype Business Model

« Skype allows users to communicate with peers by voice, video, and
iInstant messaging over the Internet.

— Phone calls may be placed to recipients on the traditional telephone
networks.

— Calls to other users within the Skype service are free of charge, while
calls to landline telephones and mobile phones are charged via a debit-
based user account system.

— Skype has also become popular for its additional features, including file
transfer, and videoconferencing.

. Skydpel's business model is a good example of a Freemium business
model.

— Everyone can use the basic service (calling other Skype users) for free.

— Although most Skype users stick to the basic free-of-charge service, a
minority of users pay for premium services (calling users outside the
Skype network). The number of these premium users is large enough to
make Skype profitable.

, ( ANAAYZH KAI ZXEAIAZMOZX EMIXEIPHMATIKQN AIAAIKAZIQN
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The Skype Business Model
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Alexander Osterwalder, A. & Pigneur, Y., (2010),
Business Model Generation, John Wiley & Sons.
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