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YTTnpeoia «Evioxoong TNG
ETTIXEI0ONUATIKOTNTAGY

e Alopyavwon

e YTTNPETIA

e EmmixeipnuaTikn
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ing

Network

e AVATITLEN POVIUGV
S1a0A@V emKoIvaviag e
OLAAOYIKOLC (POPEIC OF
TOTTIKO OCO KAl EDPVTELO
ETTITTESO, UE EMIXEIPNOTEIG
OAANG KAl Ye OANEC SOMEG
oTNEIENG TNG
EMIXEIPNHUATIKOTNTAG KAl
TTPOoWONONG TNG

KQIVOTOUIAG.

e AvamTuén SIKTLOL
mentoring yia tTnv

oTNPEIEN TNG VEAVIKNG
ETTIXEIONUATIKOTNTAC

AIKTLO Mentoring 4



’ - - ®opeig Tou TpowboUV TNV . ,
OAa &ekivouv amé Thv . Evépyeieg yia Tnv Tpowenon tng
OIKN) O0U... m:_xm_g.ﬂn_.q__mgsa gro EMIXEIPNHATIKOTATOG

Alarpnuarikéd udenua «Kaivoropia & Emixeipnuarikdrnray

Movada Kaivotopiag kai
EmixeipnuarikétnTag ExdnAwaeig — Huepideg o€ BEPaTa emIXEIPNUATIKOTNTAG

(MK.E.)
EmoKEWEIC O€ ETTIXEIPATEIS

AZ10110inON-ONKOCI0TIOINGT) TWV OTTOTEAETUATWY TNG £PEUVAG

Emiyxeipnuariki 10€a /
Epeuvnriké ArotéAeopa

Fpageio Metagopég TexvoAoyiog MNapoxr uToaTAPIGNG TNV KATOXUPWOTN TIVEUATIKWY
¢ Emrpotmg Epeuviv A.M.0.

OIKQIWWPATWY Kal T oUvayn oupBAcEWY EKXWwPnong
OIKOIWUATWY

[Mapoxr TANPoPOPNONG-UTTOTAPIENG Yia TN duioupyia
ETTIXEIPATEWV TEXVOBAAOTWV

Epyaotipia Emixeipnuartikotnrag

Ymnpeoia Evioxuong tng
EmixeipnpatikétnTag Ytnpeaia ATOUIKAG ZUMPBOUAEUTIKAG

Tou INpageiou Alaouvdeang A.M.0.
EkdnAwaeig og Bépata emmixeipnuaTikdTNTaC & KAIVOTOWiag

Aiktuo 20pBouhog Amogoitwv A.M.0. (Mentoring)
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‘ AiKTLO Mentoring

YTTNEeEeTia ATOUIKAG ZOUPBOLAELTIKNAG
TOL FPaPeioL AlaocLVEEONG

Eoyaothpia EmmixeionuatikotTnTag
TOL [PaeioL Alac\vvéeong

EvnuepwTiKEC EKENAWOTEIC 0e @¢uaTa
EmyxeionuaTtikotntag (amo 1o A, & M.K.E.)

MaBnuata TNG Movadac KaivoTouiag &
EmixeipnuatikOTNTAC
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ARUDNPUIKLI ZOPBUUALI

ExdnAwoeg FA.

AVIKONGIOEIG pageio Alaguvdeong

Ma epyodoTIKoUC Qopeic

To Mpagelo Alaouvoeonc Zrouduwv Kal Zadiodpoulac eval pfa umnpeofa Tou AplaToTeAelou Mavematnulou ©Eooarovikng, Tou
w¢ KUPIO aTOX0 Exelva mo;o;q.n._ qocncom::n Kal qqoeo:ocn TOU VO :ooomﬁ_oo% OPaAG TN PeMovTIKA Toug aTadiobpopia
kal va Siekdikroouy epyacia avakoyn _hwn WOOEIC Tou amokdpioav amd TI¢ omoudic Toug.
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Zuvbeopot

Ymnpeoieg Evioxuong me
EmXeipnuankomTaC

Aopég yia v ETrixaipnyamikéTnTa oo

ATopikn ZupBouAeuTikn yio

ETnixaipnuomkoTnTo

Aiktuo <<Zupfouloc A.N.€>> Mentoring

ExdnAwoac / Apaoag yia v evBappuvon

m¢ EmyapnpomkoTnTac

EpyaAeia Emyeipnuankou
Lxediaopou

Xatlnyiavvng EpypavounA

Evnuépwon yia BEpaTa
EMIXEIPNHATIKOTTAC

NanunAiiinea ot ESTA 2007 9012
POYRUGUPUTO ULCLIALUUI-LU]
MNen B K - - v~ 20NN
NEOC ETTEVOUTIKOC NI poc (39U ZU

Etr (IpNUaT v.m.w,nam C




[1€OI ETTIXEIONUATIKOTNTAC



TI eival eTTIXEIONUATIKOTNTA;

(a11O TOV ELAYYEAO AXIAANOTTOLAO,
http://antagonistikotita.blogspot.com/)

ETTixeionuatikOTNTa €ival N TEXVN TOL va PAETTEIC ALTA
TTOL Ol AAAOI €V PAETTOLY KAl VA KAVEIC ALTA TTOL Ol
AAAol bev Ekavay TTOTE...

Emxeipnuatikotnta AEN gival n emroxia, aAAa n
IKQVOTNTA TOL OTAV ATTOTLXEIC VA EAVACNKWVETAI
TOPOTELOG KAl KAOAVLTEQOG. ..

Emxeionuatikotnta &€v €ival N €mMTLXIA YIATI AUTOC
€ival O OTOXOG, ETTIXEIONUATIKOTNTA €ival O AyWVAC,
€ival N TTopEia TTPOoG TOV OTOXO...

ETTixeionuatikOTNTa €ival N AEETr TOL €L AywVileoOal

KAl Ol oI 5APVEC OTO TEAOG TOL AYWVA... KAl O€ KAOE

AywVa TTPETTEl VA LTTAPXOLV I0EG ELKAIPIEG... KATI TTOL
onuepa AEN coupupaivel...




EmmixeiponuatikotnTa &€V €ival oI KOAES TTOAKTIKES, €ival N
IKAVOTNTA VA ETTIVOEIC VEEC KAAEC TTOAKTIKES TTOL TTOTE
Sev S1I6AXTNKEC. ..

EmmxeipnuatikotnTa €ival OTTws 0 Xopog, dev SibaokeTal
BewpPNTIKA 0Ta Bpavia aAAQ HOVO TTPAKTIKA, WE TIG
QATTOTLXIEG MAG...

EmmixeipnuatikotnTa &€V €ival VA EKUETAAAELECAI UIC
AyopEQq, €ival N IKAVOTNTA va SNUIOLPYEIC AYOPA EKE
TTOL &€V LTTAPXEL. ..

ETTiXeioNUATIKOTNTA Eival AUTO TTOL £XEl PTATEI TOV
AvOpwTTO va Sauadel TIG TEXVES, T HaBNuATIKA, TNV
ETTIOTNMIN, TIC AOOEVEIEG ...

ETTixeionuatikotNTa €ival auTo TTOL ATTEAELOEOWVEI
TOLC SNUIOLPYIKOLCS ATTO TNV UIZEPIA KAl EELWWVEI TOLC
LTTOAOITTOLG ATTO TNV KATAPEIQ. ..

Emyxeionuatikotnta AEN eivail lifestyle, oote events,
oLTE rockstar entrepreneurship. Eival okAnpr SoLAcIq,
(paAvVTaACia KAl APETN...

Xatinyiavvng EpypavounA 12
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How To Recognize a Successful Startup

This is how investors recognize successful startups early on
By Anna Vital

Is there an MVP?
(minimum viable
product)

Successful /|
startup




Whatever you're
thinking, think
bigger.




Don't worry about
faillure; you only have
to be right once.

DREW HOUSTON

CO-FOUNDER, DROPBOX



XONOIUEC IOTOOEANISEC VIO TNV
avalnTnNon ETMIXEIONUATIKWV
I6EQWV




http://www.new-

startups.com/

(submit start ups)

SpOMoUUIISE.CoMm

ONE OF THE WORLD'S LEADING SOURCES OF NEW BUSINESS IDEAS, POWERED BY A NETW|

http://www.springwise.com/

(promising business ventures,
ideas and concepts from the
globe)

About

COOL HUNTING

Subscribe Contact Advertise

VIDED LOCAL IPAD EDITIONS G

TRAVEL

DESIGN STYLE

TECH

http://coolhunting.com/

(seeking inspiration:
innovations in design,
technology, art and culture)

Tech Gadgets Mobile Enterprise GreenTech CrunchBase TechCrunch
what's Hot: Android Apple : Facebook | Google | Groupon Microsc
= | |

http://techcrunch.com/

(technology media property,
reviewing new Internet
products, and breaking tech
news)

Xart{nyiavvng EpypavounA




@S COOLBUSINESSIDEAS.COM

http://www.coolbusinessidea

s.com
(gathering of brand new
promising business ideas)

VentureBeat

INTERPRETING INNOVATION

~emntureBeat Profiles Events Jobs *ideos MMewrsletters

MOBILEBEAT GCREEMRNBEAT CGAMESBEAT

http://venturebeat.com/

(covere venture capital
news)

gm m :m U _m TOP STORIES MY STORIES TOPICS PE(

ALL SOCIAL MEDIA TECH & GADGETS BUSINESS & MARKETING VIDEO  MOE

hitps.//mashable.com/

(top source for news in social
and digital media,
technology and web culture)

Home | About | Contact | Widget |

Today (5) Yesterday (5)

hitp://www Kkillerstartups.com
/
(user driven internet startups
community. Entrepreneurs,
investors, and bloggers are
staying informed)

Xatinyiavvng EpypavounA




w2 wikindu

A WEB20

WEB APPS

APPLICATION

SOCIAL NETWORK

http://wikindu.com/

(sends a Daily
Email/Newsletter to
subscribers tell them about a
new cool startup)

Pixel to Product

A report on Canada’s digital media economy

http://49pixels.ca/

(measuring the size and
scope of the Canadian
digital media industry)

TNV

THE NEXT WEB

hitp://thenexiweb.com/

(one of the world’s leading

technology blogs)*

*the blog is currently ranked in the top 10
most influential blogs in the world
according to Technorati

DAILY IDEAS

ADVERTISING D1

http://www.psfk.com/

(new ideas for creative
professionals)

Xart{nyiavvng EpypavounA
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apr#storm -

=1

http://appstorm.net/

(review all the top apps and
utilities that can help you work
smarter and communicate
more effectively)

instigator blog.

About Ben Yoskowitz

‘isualize Your Website to Crystallize
ae Value Proposition and Target

hitp://www.instigatorblog.co
m/

(hands-on startup guy,
helping companies grow

Tarket
e successfully from the idea
forward)
hitp://www.starthup.com
StartHup 0:// = /

Africa Startups Analysis Entrepren=surs Middle East Startups Mobile Startups

(Middle Eastern and African
market)

Connecting startups with brand strategy & desigrn. |

E LOVE RESOURCES

Xatdnylavvne EupavounA

C

hitp://www.brandsforthepeop
le.com/

(strategic branding for small
businesses and start ups with a
shared vision to do Good n
the word) o1




: Any problem
can be made
clearer with a
picture

Dan Roam,
author




BUSIUESS
AMobDEL CAUVAS




to descnbe, challenge,
mmmmuss and invent
business waodels wore
systewatically







Canvas

Baciletal oTo RIBAIo “Business Model Generation”

Written by: Alexander Osterwalder & Yves Pigneur
Co-Created by: 470 practitioners from 45 countries

Xatinyiavvng EpypavounA 26



Def_Business Model

A business model describes
the rationale of how an

organization creates, delivers,
and captures value

Xart{nyiavvng EpypavounA
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TunuaTtotToinon TS AyoPAQ
(Customer segments)

= a
- / | /./
B~

\

-

¢ Y€ TTOIOLC TTEAATEC N XPNOTEC ATTELOVLVEOTE;

Xatlnyiavvng Epgavouna
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Atia / Xonoiuotnta
(Value propositions)

* TI TOLC TTPDOOCPEPETE;

SAS. H Seoun TV TOOIOVIWY KAl DTTNEECIWY TTOL TTAPAYOLY

a&ia yIa Eva OLYKEKPQIUEVO TUNKUA TNS AYOoPAG.

Xart{nyiavvng EpypavounA
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KavaAia (Channels)

[100C TTPETTEI VA TTOOCEYYIOETE KABE TUNUA TNC
Ayopac oac;

SAS. TG N ETAIPEIA ETTIKOIVAOVEI UE KOl TTOOOEYYICEl TO TUNWA TNG

Ayopdc TNG YIa va armodwoel agia.
Xatlnyiavvng Epgavouni
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[1EAQTEIOKEC OXEOEIC
(Customer relationships)

TI OXEOEIC SNUIOVLPYEITE PE KABE TUNUA TNS AYOPAC
OaG; (TTOOCWTIIKN; ALTOUATOTIOINUEVN;..)

Xatlnyiavvng Epgavouna
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Poec eco0dwv (revenue streams)

TI eival S1IATEBEIPEVOI VA TTANPWOOLYV Ol TTEAATEC
oag; MNwg;

Ta €006 CAC TTPOEPXOVTAI HECK TTEQIOSIKWV
OLVAANQYWV N EiVAl ETTAVAAAUPAVOUEVQ;

Xatlnyiavvng Epgavouni
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[opol
(Key recourses)

O.

[1o1ol TOpoI oTNPEICOLY TO ETTIXEIONWATIKO OAC
oX£OI0;
[1lo10 TTEPIOLOIAKA CAC OTOIXEIA EIVAI OLOIWEN;

Xart{nyiavvng EpypavounA 33




KOpleg SpaoTnNEIOTNTES
(Key activities)

* [olec SPACTNEIOTNTEC TTRETTEI VA EKTEAEOCTE
TTOAD KOAG OTO ETTIXEIONUATIKO 0ag oXedio; Tl
£ival ONUAVTIKO;

Xart{nyiavvng EpypavounA
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YOVEQYAOIEC
(Key partnerships)

[10101 CLVEPYATEC KAI TTIOOUNOELTEC ATKOLY
ETTIOPON OTO ETTIXEIONUATIKO OXESIO;
Y € TTOIOLG TTPETTEI VO oTnplleoql;

Xart{nyiavvng EpypavounA 35



AIQPBPWOoN TOL KOOTOLC
(Cost structure)

[loia eival n Soun ToL KOOTOULG;
[1o101 TTaPAYOVTEC £TTNEEACOLY TA KOOTN OAC;

Xart{nyiavvng EpypavounA 36



PARTNER
NETWORK

KEY
ACTIVITIES

OFFER CUSTOMER
RELATIONSHIPS

2

CUSTOMER
SEGMENTS

Xatlnyiavvng Epgavouna
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PARTNER KEY OFFER CUSTOMER CUSTOMER
NETWORK ACTIVITIES RELATIONSHIPS SEGMENTS
KEY DISTRIBUTION
RESOURCES CHANNELS
COST STRUCTURE REVENUE STREAMS

Xatlnyidvvng Eypgavouni
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Key Activities

Key Resources

e
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\IVA ‘s business model

OFFER CUSTOMER CUSTOMER
RELATIONSHIPS SEGMENTS

PARTNER |
NET“ o

Proie

KEY
RESOURCES

_ cos -la. ICTURE

Xatlnyidvvng Eypgavouni 4]
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@B GR

AMEEN ‘s business model

B anking for the poor

PARTNER KEY OFFER CUSTOMER CUSTOMER
NETWORK ACTIVITIES RELATIONSHIPS SEGMENTS
& rragaenat R
W
\Q\R&.\m & . persond/
w ﬂnv\\ﬂﬁﬂ.-.\m
f
KEY s ro—loans DISTRIBUTION
gVt arnmernt RESOURCES CHANNELS poor
NMNY YY) erirepreneidrs
branches
brand/
Creest “ branc hes
cgpita/ @
COST STRUCTURE REVENUE STREAMS
. \¢ :
capita/ @ .w;sﬂ.ﬁsﬁ,mﬁ
costs rates
pecple
Xatinyiavvng EpypavounA 43







for
networking
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2° MEPOL



Y KOTTOG

H avadaén ™G onuaciag  TOUL
EMXEIPNHUATIKOV TTAQVOL OTOV
TTOOYQAUUATIOYO  TWV  SpACTNPIOTNTWY
UIAC €TTIXEIONONC.

YOVOTITIKN Trapovoiacn TG SOMNRG TTOL
TTOETTEI VA EXEI EVA ETTIXEIONUATIKO OXESIO.

Karavonon T1wv PACIKWVY EVVOI®V KAl
EPYAAEIRV TTOL OXETICOVTAI UE AULTO.

Erme€nynon kai  kaBoénynon yia Tnv
ATOMIKN  EPYQOTI KATaypapnc  UIAG
ETTIXEIONUATIKNG 16€AC




[Teplexoueva TTapoLoIacNG

. TI €elval TO ETTIXEIONUATIKO TTAQVO;

—EKIVQVTAC UIA ETTIXEIONON

Aopn Tov EmmixeipnuaTiKoL TTAAVOUL
mjmmJKJQJ Kal _AQOOmJEQ_: YIa TNV
ATOWUIKN £OYACIA KATAYPAPNG MIAC
ETTIXEIONUATIKNG 16€AC




TI eival TO ETTIXEIONUATIKO TTAOVO;

Me TTolov TPOTTO Ba §EKIVRo® Hia
emxeipnon kai 6a Tnv Kave va
SOLAEWEI TTETLXNUEVQ;

Mc<_Am_6_tm<: ovvTtayn éev vTapxel!!

YTIAPXOLV KATTOIEG KATELOLVOEIG TTOL
UTTOQEI KATTOIOG VA aKOAOLONOEl KAl Va
Oeoel TIC cwoTeg Pacelc!

©a avadeiovpe TNV eyaAn onuAacia
TOL zm_.:xm_n_,__‘_ozzoc Mxmm_oq_._oc: yiQ
TNV EMTLXIA TNG ETTIXEIDNONG PECO TOL
SIKOL pag m:_me:cQj_Aoc [TAGvouv.

Agv avagePOoUal o€ Eva EixeipnuaTiko
TTAGVO 200 oAbV Le SiIaypauuaTa
KQll TEXVIKEG AVAALOEIG, AAAQ O€ HId
ATTOTOTIWON TWV OKEWPEWV CAG, TOL
OPAHATOG KAI TWYV OTOXWV TTOL EXETE
Beoel, akOAOLOWVTAG HIa ATTAN
ueBodooyia.

50



TI eival TO ETTIXEIONUATIKO TTAOVO;

EmiteAikn ZOvown

« Eivain on<o<8=m<:

KAraypaen 16ewy,

Meprypagn Tng emyeipnong/ Spaoctnpiotntag — Evkaipia
OTOX®V KAl OXESIQV

mﬁﬂq EQV. Mpoiodvra/ Ynnpeoieg

KAadog - Ayopad
*  Mia véa emmixeipnon eival

SVOKOAO VA TTETLXEI AV AvaAvon AVIQYGVIGHOD
EIVAl «AVOPYAVATNY,

®J>Q®J XOOD_W IXE610 MAPKETIVYK
LTTOAOYIOHOULG . .
_AOQ.._.OCW Q<Q>Cqsﬂ Ixedlo Aarovpyiag

KIvéLvaV, a§loAoynong

eV _AQ_U_OO< _A._.> OpyaveTiko IXESio — AloiknTikn Opdada

OikovouIko Ixédio — Mooo xpnuarodoTnong mou nreital

«  Mia TTOAD CLVOTITIKN
Soun evOog

AvaAvon KIvSLvVeV

Emmixeionuankou mAavouo,

. .
UTTOPEI VA TTEQINAUPBAVEI: apaptipara

7




[1aTI VO KAVOULUE ETTIXEIONUATIKO TTAQVO;

“NMuéida” kaBodrynong Tou eTxeEIoNUATIC

KaAn &kova mpog T1a &€, 1Siaitepa  OTIC TINYEG
e€CaoPAANIoNC XpNUATodoTNoNG (TPaTTeleC KATT),

BonBa otnv katavonon Kalr avaAvon ToL €1I60VC KAl TV
ISIAITEPOTATWYV TNG EMIXEIPNONG,

Aivel TANOOPOENON YIA TO EMEVOLTIKO KEPAAQIO KAl TO
KePAAalo Kivnong, TOTe Oa XpelaoTel kal TS Oda
e€aoPaNOTE,

ATIOTEAEI Eva oLOTNUA EAEyXOL Kal TrapakoAovOnong
TV ATTOTEAECHATOV, WOTE VA TTOOAAUPAvVOVTAl AN,

[NoooTaTeLEl ATTO TO PIOCKO KAI TIC KIVNOEIC «OTA TOPAQY,

Ye avaykadel va KATAYPAWYEIG KAl va AVAALOEIG TOV
AVTAYWVICUO.



H Siadikaoia Tov EmmxeipoNuUaTiKoOL
[TAQvOUL

« KaBopIiouog emIXeipnNUATiKNG 60aoTnEIOTNTAC

« [leprypapn :Qboooon _AQﬂQQSQ:n

*  AVAALON AYOPAG: AVTAYWVIOHOG KAl TOTTOBETNON PAG
(abvvauiec Kal I0XLEA oNuEIa)

« EVTOTIONOC KIVOLV®YV KAl ELKAIPIWV

« KaBopIiopodg oTOXwWYV

* AvAMTLuén OTPATNYIKAG YIA TNV AVTIUETWTTION TGV
KIVOLVWYV KAl TNV Qm_Ojo_JQ: TV mc_AQ_D_8<

« AIQUOPPWON QSQS/\__Sw O€ OLYKEKQIMEVA KAl
ATTOTEAECUATIKG OXESIA

« [MpoPoAEG datravayv, KEPEWV KAl TAPEIAKWY POWV
« OANOKANP®WON —EAeyXOC KAl AvAOKOTTNON.



YOOTATIKA PEON ETTIXEIONUATIKNG

16€Q1C
Emix&ipnoiakn
16¢a
1xESIo 1xEdSIo
MApPKETIVYK Ymmodoung

XPNHATOOIKO-
VOMIKO
1x£S10

54




1. Ti €ival TO €TTIXEIONUATIKO TTAQVO;
2. ZEKIVOVTAC UIA ETTIXEIONON
3. Aopun 10V ETTIXEI0oNUATIKOL TTAGVOUL

4. Emeénynon kar kaBobnynon via tnv
ATOMIKN EOYAOIA KATAYPAPNG MIAC
ETTIXEIONMATIKNG 16€0C




BAOIKEC EOWTNOEIC EVOC ETTIXEIONUATIKOU
oXedIoL

« [loL PPICKETAI N €TTIXEIONON COAC TWEQ;
« [lov Ba BEANaTE va TNV 6€iTE OTO MEAAOV;
* ME TTOIO TPOTTO OKOTIEVETE VA (PTACETE EKEI;

AULTEC gival o1 BAOIKES EPWTNOEIS OTTOL £va
EMXEIPNUATIKO oXESI0 KaAgital va §®oel amavinoEigs.




—EKIVWVTAC

—eKAOBapPN Kal Karavontn mmapovoiacn TV
OTOX®V KAl §pACTNPIOTATAYV TTOL TTOOKEITAI VA
AVATITOEEI N mj_Xm_D:QJ oQg.

XPNOIUEC EOPWTNOEIC:
— AT BeWPEEITE TNV ETTIXEIONATIKN O0AC 16€0

@89:3
— TI TTPOIOVTA KAl cj:bmq_mn TTOLAQTE;

— Tarti va emAégel e0AG KATTOI0G KATAVAAWTNG KAl
OXI TOLC avVTAYWVIOTEG OAG;

— T m_QGOij_Ao UTTOPEITE VA TOL jboqewbﬂm

— [oIEG avaAyKeG TNG AYOPAG OKOTIEVETE VO
KOAOWETE;



N N

T
. ZEKIVQVTAC IO ETTIXEIPNON

EIVAI TO ETTIXEIONWATIKO TTAQVO;

Aopn Tou EmmixeionuaTtikoL TTAOVOUL

a

Ere€énynon Kkar kabodnynon yia tnv

'OMIKN €OYA0IA KATAYPAPNG UIAC

A

IXEIONWATIKNG 16€AC



H Aoun ToL ETIXeioNUATIKOL XxeSIOL

« [lpoiovVTa-YTTNEETIEG:

—  Ti TTOLAQUE;
m_m__AO._.MDQ TO M._._._XM_DJ—‘_Q._.:AO —  Tragieg xprong éxerl o EAATNG aTTd Ta
ox&dio, =mb_>ctmc<m_ mEOIOVTA HAG;
— Mol mpoidvTa/uTTNEETiEg EXOLY
« A) Elcaywyn Kal GLVOTITIKNA LEYAALTEEN {TNON;
TEPIYPAPN: — NiaTi Eexwpilovy amd avTd TV
(ESwpLANO, O md_.m_ooxo%m<ow VMu_aoﬂow. AVTAYWVIOTWV UAG;
oLvVoWN KEVTPIKAC 166aC TTAOVOUL . _ _
1_<Q_Acmm jmb_mxo:chSin _A.__. mwmmmww%._o TNG €TTIXEIONONG
’ wv Nepiypagn Tng mﬂ_xm_D:Q:w —  Me Baon TG TTAPAKAT®W EQWTNOEIG
(AnAadn «Moid eival n 60LAEIA Yag;) UTTOPOULWE Va EMAEEOLUE (OTNV Evapén)
— Mepiypagn kal TautotnTa TNG TOTTOBETIA:
ETTIXEIONONG: —  Tixwpoucg Ba xpelaoTei;
—  Nopikr) LTTOCTACN, HOPPN ETTIXEIPNONG ~  Le T €i6OLG TTEPIOXN TTOEMTEN val e6PEVE
— Eidog épactnpiotnTag. —  Oa gival eEDKOAN N TTEOCRACN TV
— [poiovta / <130mq_mm TTEAQTQV;
— AOYOI yIO TOLG OTTOIOLG TTICTELOLE OTI —  AlaBETEl XPOoLS OTABUELONG;
Ba cival _Ambmon_uooo (avarTuén). — Eivai opatn;
—  [0IEG LEPEG KAl WPEG Ba AEITOLPVYE; —  DORTIETal 0 SPOUOC ETTAPKEGS; KATT

— XTolxgia amd Aegrovpyia TapOuoIwy
ETTIXEIONOEWV.



H Aoun 1oL ETTIXEIONUATIKOL XXeSIOL

* ) To oxedio papkerivyk (marketing-plan):
— la va griagouvpe 10 oxedlo marketing TmpeTTEl Vo
KATAYOAWOLUE KAI VO AVOADOCOULE:
« AouvaTa onueia TG Emxeipnong.
« AbdLvara onueia TS Emixeiponong.
« ELKQIPIEC TTOL PTTOPOLYV VA EKPETAANELTOLV
«  ATTEINEC-ETTIXEIONUATIKOI KIVOLVOIL.

— [iBava gpwTNUATA TTOL KAAOLUACTE VA
ATTAVTHOOLHE APOPOLY CTO Troloi Oa &ival ol
MEAATEG HAG, AV N ayopd pag avfaverai n
CLPPIKVAVETAI, TTWG OKEPTOUAOTE VA .
OlIATNOENOOLE KAl VA ALENCOLUE TNV TTEAATEIA HAG,
(S1IapNUION-ONUOCIEC OXEOEIC) OTPATNYIKN O€
OXEOT ME TIMES KATT.



YXESIAOUOC MAPKETIVYK

Mpoypappa marketing

Tipn
_ | _ |
Tipn Opol kal H€603o1 NANPWHNG EKNT®OOEIG KOoTOG avTaAAAKTIK®OV
MpoBoAn
_ | _ |
Aiapnpion ZUHHETOXI OE EKOECEIG AnNHOOIEG OXETEIG ExkOEoeiq
Tonog

M£00odo1 kai dikTua 31IavoHNnG ZuyxvoTnTa napadoong




YXESIAOUOC MAPKETIVYK

« EPEYNA ATOPAX
— Ymmapxouv Lo €N £peLvVAC AYoPAC: N
(TTPWTOYEVNCH KAl N «OELTELOYEVNCN
— To INTERNET, Ta search engines, blogs,
KATT TO BACIKAO 0AC EOYAAEIT EpELVAC

AYOPAC



AvaAuon

nePIBaAAovTog SRR ONISTION

Aopn ZUYKEVTPWOT)

Mpoopopa

Epnodia 10000u

AuvnTiko

MpaypaTiko

"‘Epguva ayopag

Karnyopionoinon

Aiadikaoia
IKavonoinong

MapayovTeg

Thnpata ayopag ennpeacpoy X




To emmIXelPNUATIKO TTERIRAAAOV
O1 6 51I00TACEIC TOL PUAKPO-TTEPIBAAANOVTOC

* OC TTOETTE vVa So0B6oLv AnHoypagia
ATTAVTNOEIC O€ EPWTNUATA TOTTOL
«TI 0a TTOLA®), «(OE TTOIOLGY,

«YIATD) KATT. Maykoopa

* [TOOKUTITEI AOITTOV N avaykn yia

uia CLOTNHATIKN Kal Mékpo-
OAOKANPWHEVN avaivon TOL mepIBartov

MEPIBAANOVTOG TTOL TTPOKEITAI VA
Spaocsel n HEANOVTIKN emixeipnon
KAl va EKTIUNOOLYV Hia celpa atmo
TTAPAYOVTEG, TIOL  eTNPEEAloOLY
AUECA TIC TMBAVOTNTEG ETTITLXIAGC
NG OTTOIAC  ETTIXEIONMATIKNG
TTOWTOROLAICC.

OIKoVOouIKA

AEIOAOYNON TOL KUAKEO-TTEQLIRAAAOVTOC) VIO TOV EVTOTIIOUO ELKAIPIOV KAl
amelA@V. AToTeAEiTal amo 6 SlaoTaceg: T SNUOYPAPIKN, KOIVAVIKN,
TEXVOAOYIKI), OIKOVOWUIKI), TTONITIKN-VOUIKN KOl TTAYKOOUIQA.




O1 6 SI00TACEIC TOL HAKPO-

TEQIBAANOVTOC

OIKONOMIKH TEXNOAOTIKH

v AKOBJPIOTO £YXWPEIO TTPOIOV v EOVIKA dammavn yia ¢pevva & TeXVOAOYia

v [lpoocpopd XPNUATOC v Aatravn TNG PIopnNxaviag yia Epevva kal avanTuén
v TIANBWPICTIKES TATEIC v EOTIQON TEXVOAOYIKGV TTOOOCTTABEICOV

v' Emimedo avepyiag v'NEa TTpoiovTa

v EAeyxol piobawv / Tipwv vTp00b0G OTN LETAPOPA TEXVOAOYIAG ATTO TO

v AIaBecIpOTNTA & KOOTOC EVEQYEIAG £OYQAOTNEIO OTNV AyopPd

v AlaBecIuoTNTA €I008NUATOGC v BEATICOON TNG TTAPAYWYIKOTNTAC UE ALTOUATIOPUOLGS
MNOAITIKO-NOMIKH KOINQNIKH

v'NouoBeoia katd TV POVOTIWAIWY v ANNaYEC oTO TPOTTO NG

v'Nopol yia TNy TTpooTAacia Tou TTepIPaAAovToc | vKapiépa

v ®opoAoyia

v EISIKG kivnTpa

v KavoVvIoUOoIi €€WTEPIKOL EUTTOPIOL

v KuPRepvnTtikn 0100€00TNTA

v'NOpOoI yIa TIC TTPOCANYEIC KAI TIC TTPOAYWYES

v ApAOTNPIOTTOINCN TV KATAVAADTWV
v MeTakivnon TANBLouoL

AHMOTPA®DIKH

NMATKOIMIA

v'PLBLOC abENoNG TOL TTANBLOUOL
v'Katavour Tou TANBLCPOL KATA NAIKIC
v'PLBUOC yevvnoewy

v EkTiucopevn diapkeia {wng

v'Néec 61EBveic ayopEg

VY PIOTAUEVEG AYOPEC TTOL AAAaGloLY

v AleBvn TTOAITIKA Spwpeva

v AIEBVN XOPAKTNEIOTIKA AYOPWV 65




TO eTTIXEIPNUATIKO TTEQIRAANOV :
O1 8I00TACEIC TOL MIKPO-TTEQIRAANOVTOC

To mepBaiiov movu
TQOMELTAL VX
dpaotrptorombet 1
eTLyElpoN:

AVTAYW VIOTEG,
wpounbevteg,
weAdTeg, T

VT OAXTAOTATL,
VEO-ELOEQY OUEVOS
AVTAYWVIGROG (Ot
TIEVTE OLVAUELS TOV

Michael Porter).

NPOMHOEYTEZ

Aanpayparsutin _ 4 ddvapn npopnBeutuv

Kivduvoe
£10000U Ancihn and

NEO! ANTATQNIZTES ﬂv NTATONETES Au YTIOKATASTATA
VEWY UNOKATAOTATa

QVTaYWVIOTUN

Manpayparsutin j duvapn nehaTwy

MEAATEZ

66




BM environment



environment




INDUSTRY

FORCES

- competitive analysis -

- foresight -

MACRO
ECONOMIC
FORCES

- macroeconomics -

Xatinyiavvng EpypavounA

MARKET

FORCES

- market analysis -
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REGULATORY 1 | SOCIETAL & CULTURAL TRENDS
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Stick these cards on the wall fto the
right side of the business model poster

MARKET ISSUES
MARKET SEGVIENTS
NEEDS & DEMANDS

SWITCHING COSTS

|
v

REVENUE

_ ATTRACTIVENESS




NMARKET ISSUES

ldentifies key issues driving
and ftransforming vour market from
Customer and Offer perspectives

VW hat are the crucial issues affecting
the customer landscape™

VW hich shifts are underway?

VW here is the market heading?



MARKET SEGMENTS

ldentifies the major market segments,
describes their attractiveness, and
seeks to spot new segments

VW hat are the most important
Customer Segments?

VW here is the biggsest srowth
potential?

VW hich segments are declining?

W hich peripheral segments
deserve attention™?



NEEDS & DEMANDS

Qutlines market needs and analyvzes
how well they are served

VW hat do customers need™?

VWV here are thhe bigssgsest unsatisfied
customer needs?

VW hat do customers really want
to scet done™?

VW here is demand increasing-?
Declining?



SWITCHING COSTS

Describes elerments refated to custormers
switching business to competitors

VW hat binds customers to a
company and its offer?

VW hat switching costs prevent
customers from defecting to
competitors?

Is it easy for customers to find
and purchase sim.ilar offers?

How important is brand™?



REVENUE
ATTRACTIVENESS

ldentifies elements reflated to revenue
attractiveness and pricing power

- VWhat are customers really
willing to pay for™>?

= Where can the largest margins
be achieved™@

- Can customers easily find and
purchase cheaper products
and services?



Stick these cards on the wall, along the
fop side of the business mode/l/ poster

TECHNOLOGY TRENDS
REGULATORY TRENDS
SOCIETAL & CULTURAL TRENDS

SOCIOECONOMIC TRENDS




TECHNOLOGY TRENDS
ldentifies technology trends that could

threaten vour business model — or enable i

to evolve or improve

VW hat are the major technology
trends both inside and outside
vour miarket™?

VW hich technologies represent
iMmportant opportunities or disruptive
threats™?

VWhich emerging technologies are
peripheral customers adopting?



REGULATORY TRENDS

Describes regulations and regulatory tren
that influence vour business mode/

= Which regulatory trends influence
vour miarket?

= VWhat rules may affect vour busines
model?

= VWhich regulations and taxes affect
customer demand™?



SOCIOECONOMIC
TRENDS

Qutlines major socioeconormic trends
relevant to your business mode/

VW hat are the key demogsraphic
trends™?

How would yvyou characterize income
and wealth distribution in your
market™?

How hish are disposable incomes?

Describe spending patterns in your
market Ce.g. housing, healthcare,
entertainment, etc.)?

VW hat portion of the population lives

iNn urban areas as opposed to rural
settings™?



SOCIETAL AND
CULTURAL TRENDS

Identifies major societal trends that may
influence yvour business Mmode/

- Describe key societal trends.
W hich shifts in cultural or societal
values affect your business model™?

= VWhich trends miight influence buvyver
behavior?



o o =

Stick these cards on the wall, along the
bottorm side of the business model poster.

GLOBAL MARKET CONDITIONS
CAPITAL MIARKETS

COMMODITIES AND OTHER
RESOURCES

ECONOMIC INFRASTRUCTURE



GLOBAL MARKET
CONDITIONS

Qutlines current overall conditions from
a rmacroeconomic perspective

Is the economy in a boomm or bust
phase™”

Describe general market sentiment.
VW hat is the GDP growth rate™

How high is the unemplovment rate™



CAPITAL MMARKETS

Describes current capital market condition
as they relate to yvour capital needs

- VWhat is the state of the capital
markets™?

= How easy is it to obtain funding
iNn your particular market?

= |s seed capital, venture capital,
public funding, market capital or
credit readily available™?

= How costly is it to procure funds™?



COMMODITIES AND
OTHER RESOURCES

Highlights current prices and price trends f
resources required for your business mode

= Describe the current status of
markets for cormmodities and other
resources essential to your business
Ce.g. oil prices and Ilabor costs).

- How easy is it to obtain the resource
Nneeded to execute your business
model Ce.g. attract prime talent)™?

= How costly are they?

= VWhere are prices headed™



ECONOMMIC
INFRASTRUCTURE

Describes the economic infrastructure of
the market in which yvour business operate

= How good is the (public) infrastruc-
ture IiNn your market?

= How would you characterize trans-
portation, trade, school quality, and
access to suppliers and customers™?

- How high are individual and
corporate taxes™?

= How gcood are public services for
organizations?

e How would vou rate the gquality
of life™?



Stick these cards on the wall, fo the
left side of the business model poster

SUPPLIERS & OTHER VALUE
CHAIN ACTORS

STAKEHOLDERS e |

COMPETITORS ——_
CINCUMBENTS) = w

NEWVW ENTRANTS ‘ v
CINSURGENTS) == ‘ ~

SUBSTITUTE PRODUCTS
e SERWVICES



COMPETITORS
CINCUMBENTS)

Identifies incumbent competitors
and their relative strengths

VW ho are our competitors™?

VWho are the dominant players in
our particular sector’™>?

VW hat are their competitive advantage
or disadvantages™

Describe their main offers.

VWhich Customer Segments are they
focusing on?

VWVWhat is their Cost Structure™?

How much influence do they exert
on our Customer Segments, Revenue
Streams, and miargins—r



NEW ENTRANTS
CINSURGENTS)

ldentifies new insurgent players and
determines whether they compete with
a business model different from yvours

VV ho are the new entrants
iNn your miarket?

How are they different?

VW hat competitive advantages or
disadvantages do they have?

VW hich barriers miust they overcorme
VW hat are their Value Propositions™?

VW hich Customer Segments are the
focused on™?

VvV hat is thheir cost structure?

To what extent do they influence
vour Customer Segments, Revenue

n+'\!DD-\|jn U'\Jl '\d\lﬂU.\Q-Jnu



SUBSTITUTE PRODUCTS
AND SERVICES

Describes potential substitutes
for vour offers — inclfuding those from
other markets and industries

VW hich products or services could
replace ours?

How much do they cost compared
to ours=e

How easy it is for customers to
switch to these substitutes™?

VW hat business miodel traditions
do these substitute products sterm
from Ce.g. high-speed trains versu:
airplanes, mobile phonmnes versus
cameras, Skyvpe versus long-distar
telephone companies)™?



STAKEHOLDERS

Specifies which actors may influence yvou
organization and business rmodel

= Which stakeholders miight influence
vour business miodel™?

= How influential are shareholders™?
Workers”? The covernment?
Lobbyvyists™?



SUPPLIERS AND OTHER
VALUE CHAIN ACTORS

Describes potential substitutes
for yvour offers — including those from
other markets and industries

VW ho are the key players in your
industry value chain?

To what extent does your business
model depend on other plavers™?

Are peripheral playvers emerging?

VWhich are most profitable™?



YXESIAOUOC MAPKETIVYK

H TexvIKN TTAELPA UAOKETIVYK
o TexvIKN TTAQTPOPUA KAl EQYAAEID X1 Avaykn TTOL KOAOTITETA
« Kaivotopia [X] XaunAO KOOTOG
« MovabdikotnTta [X] EumoToouLvn
« KooTocg Aeitovpyiag X1 AglommoTia
« [loioTNTa, KATT [X] EELTTNPETNON TTEAATN

X Prestige
XI EuxpNnOoTIa, KATT

XIAnA: A&ia Trov Aappavel amo
™ XPnon
[TookAnon: Na €€nyrnoeic To mMPOIOV oL MOLAAG OTO XPNOTN (XWPEIC TEXVIKOVG
OOULC KAl buzzwords) £TC1 TTOL va YiVEl EOKOAQ KATAVONTO AQTT AQLTOV.



YXESIAOUOC MAPKETIVYK

ATOPA

ZE MOIA ArOPA OA MNEIZ;
— Méyebocg ayopdc;
—  EmOBounto pepidio Ayopdc;
— MNapovoa {NTnon oTNV ayopeaA TTOL OTOXELEIC

— Taoeg oty ayopdg- OTOXOG: AvATITLEN, TTPOTIMNOEIG KATAVAA®TH, £&EAIEN
TTPOIOVTOG

— [pooTTiKA avattuéng KAl EVKAIPIES YIA ETTIXEIDNON TOL PEYEBOLS COL

EMMNOAIA EIZOAOY ZTHN ArorPA

YWNAO KEPAAQIO/ KOOTOG KEPAATIOL

YWnAO KOOTOG TTAPAYWYNG

YWnAO KOOTOG Marketing

ATTOS0XN KATAVAAWTN KAl avayvwpIon JAPKAG

Extraibevon kar §e€10TNTEG

EiSikn TexvoAoyia kail MaTévTeg



YXESIAOUOC MAPKETIVYK

[TEAATEL

¢ Y& TIOI0 TTEAATN aAmeLOLVECTE;, XAPAKTNEIOTIKA KAl  SNUOYPAPIKN

KATAvVOWUN TNC TTEAATEIOC OAG.

— HAKic

— OOANO

— Tommog/Tewypapia (oTnv EAANGSa N TaykOouUIg;)
— OIKOVOUIKN KATaoTAON

— Koivawvikn Ta€n Kal armacxoAnon

— Ekmaibevon

— AAANO OXETIKO UE TO TTPOIOV, KATT

« AV QTTeLOLVECTE O¢  TIEPICOOTEQA ATTO £€vA KATAVAA®TIKA KOIVA

TOOCSIOPIOTE TIC OUASEC TTOL OEWPEEITE TNIO ONUAVTIKES, KAl YIO KABE
ouada TTPOCSIoPIOTE TO SNUOYPAPIKO TTPOMIA.




YXESIAOUOC MAPKETIVYK
ANTATQNIZMOX

. TI TTPOIOVTA/LTTNEECIEC KAl ETAINEIEC BA OAC
AVTAYWVIOTOLV;

« KAglbi: 20T KAl ETTIOTAUEVN AVTAYWVIOTIKN £0ELVA
KAl AvaALON.

— Baoikoi avTtay®vVvIoTES KAl TIPOoIoVTa

— ©a &ival QVTAY@VIOTIKOI g OAA TA EMTTESA N |
EMIAEKTIKA O€ KATTOIA TTOOIOVTA, TTEAATEC N TTEPIOXEC;

— @4 £XETE ONUAVTIKOLG wttmqofvw Q<A.Q<8<_Qﬂ.u0

— MNw¢ 6a cLYKEIVOVTAI TA TTPOIOVTA N Ol LTTNEECIEC
0aC PJE TA AVTIOTOIXO AVTAYWVIOTIKA;

« [TolO €lval TO KUPIO AVTAYWVIOTIKO OAC TTAEOVEKTNUC;



blue oceans



RED OCEAN

compete In existing markets
beat the competition

explore existing demand
make the value/cost trade-off

align with differentiation OR lower
cost







four actions framework

eliminate raise

reduce create

A +




apply the four actions framework to the
traditional higher-end hotel

eliminate raise

— 7

reduce create

N +







citizen

\{.

affordable luxury



citizen

\{_

eliminate raise
table seated bed &
restaurant - Pllows
wo kitchen _ io“u.&“ﬂn» N
Fitness, wet living foow
Afeas, spa lxury iy wid- atmosphere
segment
reduce create
(oo Prce Lee free




YXESIAOUOC MAPKETIVYK

* H«OEXH» 2OY LTHN ATOPA ?Ocm NICHE)

* «Your nichen amoTteAei TO TIAEOV KPIOIHO OTOIXEIO £VOG
start-up, TTOL EXEl TIEPIOPICHEVEG SLVATOTNTEG KAI HECA VO
cekivnoel. My:

— YMINPEoieg ouvinENong & eKTaibeLONG AOYIOUIKOL XXXXX o€
MIKQEG EUTTOPIKEC ETTIXEIONTEIG KAaboL MMMMM katw Twv 10
ATOUV) OTNV :o>: YYYWwy ue aixun TNV moiotnta

— [IPWTOTLITO TTOOIOV AOYICUIKOL, add-on OTO AOYICUIKO/TTaIXVidI
XXXXX, yia 10 <mQ<=Ao KOIVO TOUL internet ue aixun tnv 1moiotnTa
KQl TO TTOAD XQuNAO KOOTOC

» Bepaidg moAlol  Eekivhoav G niche  players  kal
eCeAixTnkav oe big players



empathy map

Xatlnyidvvng Eypgavouni



empathy map: simple customer profiler

what’'s on his/her mind?

~ his/her preoccupations ’,
So his/her worries 7
So what he/she thinks 7

what does he/she
see?

what does he/she
hear?

his/her environment
nis/mer friends
what the market offers him/mer

what his/her boss says
what his/her friends say
what media influences him/her

e what does he/she say? N

nis/her attitude
how he/she appears in public
what he/she tells others

[Source: XPLANE, the visual thinking company]

Xatinyiavvng EpypavounA 109



YOUR BUSWESS ANODEL PROTOTYPE?

KEY KEY OFFER CUSTOMER i CUSTOMER
PARTNERS ACTIVITIES RELATIONSHIPS SEGAENTS
| |
m - " -0 “ _. | ‘ “ -' _ _
. _ - _ @
__ | r:ks!o _ {3 _
- building ,_ e ! block !
. bleck i
_ KEY _
RESOURCES % |
.  bullding
uilds _ block |
I b L |
. block _
1 _ -
COST md._ UCTUI Nw REVENUE <TREAMS
’g’.“ | - m— _ |
. {— u .__, f ._. )
block _ block |
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YXESIAOUOC MAPKETIVYK

« XITPATHIIKH MAPKETINT

TowEda, ye PACN TA TTOONYOLHEVA, OXESIAOTE PiIa OTPATNYIKN WAPKETIVYK TTOL
€ival ocopPAT PE TN «YWVIO» OAC.

AIAOHMIIH

G B6a o pabouv/PPoLV oI TTEAATEG; Tola eival N €IKOVA TTOL BEAEIC VA
ETTIKOIVGVNOEIC; [o1a €IKOVA BEAEIC VA £XOLV OI TTEAQTEC YIA OEVQ;

TIMOAOTIAKH NMOAITIKH

[loia €ival N TIMOAOYIAKI COUL TTOAITIKNZ LLYKPIVETE TIC TIMEC OAC UE EKEIVEC TOL
AVTAYWVIOUOUL. Eival bwnAOTERES, XaAUNAOTEPECS, i81EC Kal yiaTi; [oia gival n
TTOAITIKN ©AG OTnNV  €ELTTNEETNON TOL KATAVOAWTN;, H T1010TNTa, N
KQIVOTOMIA, N €ELTTNPETNON TOL TTEAATN, KATT &ival TTIO ONUAVTIKA AQTTO TNV
XaunAn Tiun yia eva start-up.




TOMNOO®ELIA THX ENIXEIPHIHY

Eival n BEon onuavTikn yIa TNV TTEAATEIQ; AV val, TTWG ;

YTTAPXOLY POPOAOYIKG N OAND VOUIKG BEuaTQa;
AIELKOAVVETAI N xPNUATOd0TNON;
Eivar «couPaTthy ye TNV €IKOVA oag;

[oia cival N BEon TOL AVTAYWVIOUOUL; Eival KOALTEPAO va €I0TE KOVTA
TOLC N PAKPIA TOVG;

KANAAIA AIANOMH}

Me TTIO TOOTTO Ba TTOLAATE TA TTPOIOVTA KAl/N LTTNEECIEC OAC ;

MPOBAEWH NQAHIEQN

H moOoRAewn TTWANCEWV YiVETAI O¢ pnvidia Pacn yia 1o 10 £T0C Kal
£TNOIA YIQ TA ETTOUEVA 2 £€TN




H Aoun ToL ETIXeioNUATIKOL XxeSIOL

« A)To oxedio dioiknong-diaxeipiong Tov Avepmivou
Avvapikov (management-plan):

— O 1Mo oNUAVTIKOC TTOPOC €6 €ival oI avlpaTtrol TTov Ba
OTEAEXGOOLV TNV ETTIXEIONON UAC Ol OTTOIOI EVEQYOTTOIOLY
KAl TOLC AAANOLC PN EPYPLXOLS TTOPOLC (CLVTEAEOTEC
Tapaywyng). Ta €pwTAUATA TTOL KAAOLUAOTE £6W VA
ATTAVTNOOULE:

— [Molol Ba amoTeAOLY TNV NYETIKN OuAdA OTNV ETTIXEIONON
uagc;

— TI kaBnkovTa Ba £xovv;

— TOIEC OI TPEXOLOEC AVAYKEC UAC OE TIPOCWTTIKO;

— Ti oxed1a £XOLME YIA TNV ETTIAOY, EKTTAISELON KAI ALIOAOYNON
TTOOTWTTIKOV);

— T oBovg, Tapoxes Ba SiVOLE;

— Mg Ba cival Ol TTEPIYPAPEC TWV BECEWY TOLC; KATT.

114



H Aoun Tou ETTixeionuaTiKoOL
YXEOI0OL

. mv To oxedio o__8<o_.___c._w Siaxeipiong:

A) KOOTOG TTOOCWTIKOL (UICOO0I, LTTERWPIEG, boNus, EDYOSOTIKEG
EI0POPEC KA)

— B) Evoikia kal 6a1TAvVEC KOIVOXPNOTWY XWPWV.

— T) YANKG cuokevaoiag kal epodia ypapEiov.

—  A) JoVvEPOUES, SWPEES KATT

— E) Aammaveg emokKeLLY, CLVTNENONG KAl KABAPICHOV.

— 11) MpoPoAn kar Aiapnuion,.

— 1) ApoIBEG AoyIoT®V Yia TNV TNoNon BIBAICV kal ApoIBEG
OLURBOLAGYV

— H) ApoiPEc SIKNYOP WV KAl OAAWY CLUPROVLAWYV

— ©) Tokol daveiwyv

— 1) AlGpopoI TOKO!

— K) AttocPeoeig

— A) AIQpopES KAl ATTPOPRAETTTEC SATTAVEC



XPNUATOOIKOVOUIKO MNMAGvVO Tou Business
Plan

Alapnuion g Npocenon
a MpoiovTa
OIKOVOHIKO 9

NpounOcieg

MicToeg - MAavo
NwAnoeg /
MioOoi

AgIToLPYIKA
'E€06a




O1 Xpovikoi opilovTec ToL Business Plan

Aiec

5¢wc +10 €1n
“10 Opaua”

MeoOTTOOBEC O
3-5€1n

EThoio

\ %

Xpovol



KepaAaia / Xonuatodotnon NG
eTTEVOLONC

+ Armairovpeva KEGAAAIA yia Tnv evapin
TNG ETTIXEIONONG:
— [ooa kepaAaia xpeialoual;
— [orte 10 Xpeialoual;
— T _A_<mo<ocw SIOTPEXW);
— [lola eival N KATAAANAOTEON TTNYN

xb:cQSmOSQJw

— Tiarmodoon Ba exovy Ta KepaAAIa TTOL BO
eTTEVOLOOLYV;

— Mg Ba emOTPEW TA XONHATA TTOL
SAVEIOTNKQ;



[MIBavec TTNYEC xpNuaTtodoTnonc Tov BP

Evapén Emxeipnong: MOaveg MNnyég
xv:_._aqomo:,_qq_n

1610 KepaAaia
— KegpaAaia atmo EmevouTeg

* Angel Investors
* Venture Capital Funds

— Tparmedikn Xpnuarodotnaon
» MakpoTpoBeoun
> Bpaxummpobeoun

— Leasing
— Kpartikée Emyxopnynoels / Ermevéutika Kivntpa
— [Miotwon ammo MNpouNBeLTEC



Source: hit

What is the one

thing your product does
really well?

A lean team can usually
build one feature fast
without burning out.

i . e £ ! il

Simple pitch deck with
product+market size +team+
monetization strategylif any)

VCs invest $.5 M and up:
Angels average $345K per
round, Use Linkedin,
Angel.co, etc to find them.
Demo at events.

Prototype just that 1 feature.
Make 2-5 screens in
Photoshop. Balsamiq,

on paper, etc -

anything that visually shows
how the product works.

Now that you have
traction/cash, develop

the product to scalability on
Python, Ruby PHP Java, elc

Hussle, but be human.
Show you are sharp and
trustworthy. Tell everyone
what you are doing. sooner
or later you will be refered
to the right person.

Ask people in coffee shops,
run Google/FB ads, make a
landing page, email

If the prototype makes
sense to them. keep

going, if not go back to N°2.

Monetizing is not

necessary if your traction

is high. But if it is not,

and you can monetize,

your chances with investors
will be higher.

While you are fundraising,
keep improving your product
No investor wants to fund
marketing or development.
They prefer to invest

in scaling.

Now build the functionality.
Still just one feature.

To minimize the cost, see

if you can do it in Wordpress
or AppBuilder.

Now the Challenge. Get
traction.Try everything:
FB, Twitter, email,
celebrities bloggers.TV,
launch party partner with
another startup, etc

The Founder of Pandora.com
was rejected by 300
investors before he got a yes®
You are in it to win it.

So keep going.

fundersandfounders.com/how-to-raise-money-for-your-start




Startup Financing Cycle

| VCs, Acquisitions/Mergers & | Secondary Offerings
m Strategic Alliances m
| - > |
Angels, FFF m Later Stage m
- a0 y > -
L Seed Capital i Early Stage M m
- | — ;
= m i m
& “ _ “
L ” m Public Market
o : “
m Mezzanine !
| e
Break even m m

Valley of Death

TIME

Source: hitp://en.wikipedia.org/wiki/Seed. money
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We asked successful startup founders how they would test a startup idea spending only $50

Finding out fast is the idea behind lean startups. By Anna Vital

% %% Buy 20 Strangers a Coffee Dine with an Influential Blogger

and ask them to use your prototype/product Show them your product. and ask
! for S minutes. Watch how they use it. if they would be interested in
: reviewing it/ writing about the problem
you are solving with a quick

mention of your product.

Organize a Focus-Group Buy a Cool Costume
around the problem that your product solves. and pass out your fliers outside
Invite an expert, then at the end mention a really large tech event

that you created a solution.

+ "= = Run a Google ads campaign Make a Video
& "= " You can buy 50-100 clicks. : ;
¥ ¥ ® Which wording people click on more. Mrﬂﬂw,:cn:ﬁ.”_w\wuhuuwm ey o
Run A/B tests. Make a video. It may go viral.

¢k @ Funders and Founders

We connect Startups with Capital

Source: http://fundersandfounders.com/how-fo-fest-your-startup-idea-for-50,

ACTCIYTICV VT IS TSV O otTr




Baoikd XpNUATOOIKOVOUIKO
BepaTOo
« 'Eva owoto BP armraitei MIPOBAEWEIL,
OTTAG:
— [1poobIoPICUOC TOL KNEKOOL LNUEIOLY
— MPpoRAEWYN TTWOANCEWV
— AVAOALON KOOTOLC

— [MpoPAeTOpeva AmmoTeAéopara Xpnong
— [NpooPAeTOpEveC TapelakeS PoEg
— [poPAeTTOpEVOC loOAOYIOHOG




yevapla NMQAHIEQN Ttou
OIKOVOUIKOUL TTAOVOUL

[TANENC KAOTAAOYOC TV PACIKWYV
TAOASOXWY YIA:

— TO PACIKO OEVAPIO
— TO XEIPOTEPO TEVAPIO

PO
PO

BAEL
BAEL

OEVAPIO

oevAPIO

JEIC €006V YIA TA SLO CEVAPIA
JEIC IOOAOYIOUWY YIA TA SVO

| _Do_@/wEm_ﬂ XONUATOLOWYV YIA TA SLO



Baoika AoyioTiKa EpyaAcia

» dToypailel TNV OIKOVOUIKN KATAOoTAON

_ UIAG ETTIXEIODNONG O€ pIa SeS0UEVN XPOVIKN
_O.O>O<_O.T_Oﬂ 9_<c3§.x.2\5\_:

. o Atreikovilel Ta 'Eocoda kal 'E§oda uiag Emyxeipnong
>._|_.O._.m>mO.CQ._.Q KATA TNV SI0PKEIQ WMIAC CLYKEKPIUEVNGS TMepiodou
' (tTrx ammo 1/1/2011 €w¢ 31/12/11) ka1 mpoobiopilel
XDJO.MOO@ 5_c.ub.m:_“_5<w::=.u3njmb_oaoc.

o ATTelKoVilel TNG elIoTIPAgEIG Kal TIG TTANPWHES KATA
| . TNV SIAPKEIQ HIAC OLYKEKQIUEVNG TTEQLIOSOL (TTX
._.Q_(_m_Q_Amﬂ _UOmﬂ ammo 1/1/2011 éwg 31/12/2011) kai mpoodlopilel
TIC TOMEIAKES AVAYKEC N TO TAPEIAKO TTEQICOELUA

TNC TTEPIOSOL ALTAC

4

_ * [lpoCbI0PICel TNV amaITtovUEVN TOGOTNTA
[100CSIOPICUOC | mwARoewv omoL N Afia MwANoLwY IcoVLTAl
Zm_ADOO thmmoc ue To Kootog MNwAnBevIwy.



1000 8I0PICUOC NEKOOL INUEIOL

« AVOALON VEKOOL ONUEIOL:
— 'OYKOGC TTWOANCEWY YIA TOV OTTOIO &€V EXE
oLTE KEPSEN oLTE CNUIEC

— 'H aANI®G: TO onpeEio oTo OT1T0I0 TA £€006a
ATTO TTWANCEIC KAALTITOLY TA £€06Q, ETOI
WOTE VA PNV LTTAPXEI OLTE KEPLOOC OLTE

(nuia.

‘Ecoda-E€odba =0



‘Ecoda/
‘E€oda

[Mooo6I0PICUOC NEKOOL INUEIOL

NMwAnoeig 2UVvoAIKO KéoTog

2ta0epd '‘ESoda

MoodétnTa
NMwARocswyv




XOAQOINIMOL
(kaTa TNV 31 Aek. 2011)

EvepynTiko MNadnTikd
SV 16ia KegpdAaia
Atro0épaTa

Makpoxpovieg

YTTOXPEWOEIG
MeAdTeg

Bpaxutrp608sopueg

Tapsio YTTOXpEWOEIG

T0VoAo Evepyntikob = TbvoAo MadnTtikoL



KATaoTAOEIC ATTOTEAEOUATWV

[MGOANCEIC

= KooTtocg MNwAnbBevtwv

0

MIKTO KEPOOC

= A&iTovpyIKa E€oda
= XpNUATOOIKOVOUIKG EE0dO

= Y1aBepa 'ECoba

0

Kepdboc oo Popwv

= Dopol

0

KaBapo Kepdog
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KAtaoTAoeIC ATTOTEAECUATWV




Cash Flow

MpoBAeTTopevn Tapesiakn Pon (12 unvwyv) -- Projected Cash Flow

Apxn OIk

Tausio lav-09 DeR-09 Map-09 A1rp-09 M ai-09 louv-09 IoUA-09 Auy-09 Se1r-09 OkT-09 Noz&-09
oTnv

Ala@ioipa HeTPNTAG (apXn) TOU 25 18 18 18 18 18 18 18 18 18 18 18

nAwva)

EIZMPA=EIX ZE METPHTA
ATTO TT WANCEIG TOIG NETPNTOIG 10

ATTO TTWANCEIG ETTI TTICTWOEI 20

ATTO dAvEIo N AAAEG TTNYEG 30

ZYNOAO HZIMNPA=EQN ZE 60 o o o o o o o o o o o
METPHTA

ZUVOoA O SIa0E£CIHWY HETPNTWV

L ~ 85 18 18 18 18 18 18 18 18 18 18 18
(TTp1v yivouv TTANnpwuHE£Gg)

=
N

MNa 1T pounBeieg

Mo T pouABEIEG ETTI TTICTWOEI
Mic©6oi

DPOPol/IKA/KATT £€€0da
Nllalalatatalaile o

Mo uTT NPecieg TpiITWV
AVOAWOCINA UAIKA Y pagpEeiou
Emiokeguég & ZuvtApnon
Aapripion
AUTOKIVNTO/TAEEISIO/TAXUS POMIK A
A\oyIoTNG/SIKNYyOpog
Evoikio

TnAépwvol/internet
Nepd/peUpa/koivoxpnoTa
AocpaAisia

> UVOAO AOIT WV pOpwV
Tokol

AAAa £€€0da (Sleukpivnoe)
AAAa £€€o0da (Sieukpivnoe)
AAAa £€€o0da (Sieukpivnoe)
NonT & £égoda

a
o o

OCOOOQOQUNONNN=2WOONN N

ATTOTT ANPpwWHN dav eiIaKkoU KEPOAA.
Avyopd TTayiwv O ToIXEiwvV
(Sleukpivnoe)

“"AAAa £€€oda start up

ATTO6Bepa og HETPNTA

AvAANWN atT o ISIOKTATN ETTIXEIP.

NNN O O

18 18 18 18 18 18 18 18 18 18 18

a
[00]

AlaBéocipa HeETPNTA (OTO TEAOG

NMwANoeig (Og eUPW)
/A\oyaplac Hhoi e1I0TT pakTEol (TEAOG
uNVocQ)

EmicpdaAcieg (TEAOG pAva)
ATToB€uaTa (TEAOG NNVOG)
NA\oyaplacpoi TT AnpwrTéol (TEAOG
uNnvoc)

ATTOoBecn TTaAyiwv oToixiwv




YOUTTEQAO A

O owoTog Oikovouikog Mpoypapuatiopog piag
ETTIXEIONONG TTOETTEI VO CLVEKTIUNOE OAOLG TOLG
TTAPAYOVTEG TTOL EMTNPEAZOLY TIG OIKOVOUIKEG TNG
e§eNI§eIG, (OOTE VO UTTOPOLHE VA ATTAVTHOOVLHE OTIG
TTAPAKATW EPWTNOEIC:
— ©Qa £XOLUE IKAVOTTOINTIKA _abmoeonmc.
— Oaq £XOLUE IKQVOTTOINTIKN PELOTOTNTA YIA VA
Q<Sjo_6_®oc1m OTIC Q<Q<_Amw TV mD<QQ_8< uagc;
— T Q<Q<_Amﬂ 0a mXOCCm yIa vEQ KePAAaIa n SAvelq;
— T yePIoPATA UTTOPOLHE VA SWOOLUE OTOLG HETOXOLG XWPIG
va SIAKIVOSLVELCOLUE TNV PELOTOTNTA TNC ETAIPEIAC;

— [Nwg Ba diapopPwbei N OIKOVOUIKN BE0N TNG ETAINEIAG WG
ATTOTEAECUA TV AVATEQW;



1. Ti €ival TO €TTIXEIONUATIKO TTAQVO;

2. 10T CLVTAOOCOLUE EVA ETTIXEIONMWATIKO
TAQVO;

3. ZEKIVOVTAC UIA ETTIXEIONON
Aopn Tou Emmixeionuatikov TTAOVOUL

5. AvamTuén oTtn aiBovoa Tov EpyaAciou
oLVTAéNG ToL EmxeipnuaTikoL MNMAGvoL

P
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what is Sony Playstation’s
business model?

Xart{nyiavvng EpypavounA 135



Sony Playstation

KEY KEY VALUE CUSTOMER CUSTOMER
PARTNERS ACTIVITIES PROPOSITION RELATIONSHIPS SEGMENTS
KEY CHANNELS
RESOURCES
COST STRUCTURE REVENUE STREAMS




RED OCEAN

e competie in existing markets
¢ beat the competition

e explore existing demand

e make the value/cost trade-ofi

e align with differentiation OR lower
cost







what’s different in Nintendo
Wii's business model?
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W

eliminate raise

reduce create




—

W

CREATED
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NEQ CUSTOMER

SEGUENT

s

LORLE OR 7 “woEleT
MUTIZE CUSTOUER | -
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how much did the cost of home
coffee consumption change for
Swiss households over the last

couple of years?
&




600%
to
800%
maore




N

SO
SPRES
NE



Nespresso
changed the
business
model for
espresso



one of the fastest-
growing businesses In
the




average
since 2000




over
with 1 product line
(3.2 bio USD)




Discuss and describe what
you think Nespresso’s
business model Is



..OMOI.P ’

Cost Structure

Revenue Streams

f

wwwbusinesamodelpene rativacem

eeesd



moochm

NUTRITION

ADVANCED




a business model might look

great on paper...

The Businegy Model ¢ anvas

.. but after all
it is only a...




... a set of hypotheses

Key Partners W N Key Activities .% (°="1 | Customer Relationship{ W
Ko v b u'. e { Uw 3t % ow AL Wx funooy d'l»»l. 13 STw
== GUESS | = GUESS
—a =
=6

, ¢ C.m m m Key Resources

L
oy

(O

Cost Structure

' FVPETET YUY I e 0L

wiwwDasinesanod dgemeru foecon

MY 0008 ®




you need to get out of the
building and ...



/ test each hypothesis
(e.g. with customers)




business model layer

.......

=gl (®/FT (W




hypothesis layer

The Bugineex Model Canvag "~

- e

Ly vy - — Sy AT e Tuler Propss
k | a-




test layer

The Buginess Model Canvaz ™

.:.7”.(4. .\_.N_fil.la’ -'_WI _-l-.’..)oo.l.l.- & .-l'l.q‘t.\ol.:....ﬂb. | e Ny ml
S e i e

[r

The Buginess \ test |

Loy vy

!
- L fmurim fJ | hwm's Ww
- —— — est

The Buginess V

L

fo e e




The Customer-Value Canvas
Map v.0.8

cusTo1 ER-VALUVUE CANVAS Vvo8

<>rcm #ncﬁdzmnm
, PROPOSITION | SEGHENT

QC&WN‘@O..) E .m .—.OW!#O! alm p)-—- mmnm O.T
_Qm,.*. ,ma.n_m of mM.MQ\mnoh creqtors Qs ©ﬁ be-deone 00..”\0% —UDMQQ.
canvas based on observations

on design

pain &’ pains @

relievers




OCM._.OS ER-VALULUE CANVAS Vo8

HH (COS == R IF

CROF IoN | SEa
7 . : —_—r -
products 8( geia | gains @igt 45

Xatinyiavvng EpypavounA 160



cusTON ER-VALUE CANVAS V08

- -

VALU v bee HH | CUOST stotesy R
ﬂno_u%% ION mm‘m.f.g.ﬁ... #

Rodvcts 2 350s'C | gains @

£it
pains D,

pan &

relievers
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cusToONM ER-VALUE CANVAS VvO08
VALU... S [ COST. oo jie
CROF = TIION | SEG e

e

pan &

relievers
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cusTON ER-VALULUE CANVAS V08
VALU i bee umu,\..... CUST strategy R m
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cusTON ER-VALUE CANVAS V08

<> —‘C nu..,\auitv Aep ~ T I =
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cusTON ER-VALUE CANVAS V08

VAL v ber
CROF

1- oducits no.w  (ntuitive)
Se(CVices cauulting
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do you want to try to tackle
a really, really big issue In
the world?






2.6 pillion
people lack
AaCCesSS




4 out of 10 people In the world lack even
the most simple latrine to perform their
needs










* single-use toilet bag

* self-sanitizing

* blodegradable

* turns into fertilizer

* (mainly) targeted at poor people



come up with a good business model
idea of how Peepoople could build a
profitable business and scale quickly



THE BUSWHESS MoDEL CAUVAS

KEY KEY OFFER CUSTOMER CUSTOMER
PARTNERS ACTIVITMES RELATIONSHIPS SEGMENTS

CHANNELS
RESOURCES

COST STRUCTURE REVENUVE STREAMS




. — " s S A ——— o — ey R Sep—
- s - —— —— —_

.r.:-...-Ed!r.

qocmmq_ozmqo \
ASSESS YOUR BUSINESS |
MODEL DESIGN ,

ALEXANDER OSTERWALCER

Ultimately, customers are the only
relevant judges of your business model.
However, even before you test your
model in the market, you can assess its
design with 7 questions that go well
beyond the conventional focus on
products and market segments.

| G-
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SWITCHING
COSTS

How easy or difficult is it for customers
to switch to another company?




this amazing device
you can have thousand
songs in a pocket




s and
you'r screwing us
because it has just
become more difficult to
switch devices




RECURRING
REVENUES

Is every sales a new effort or will it result

in follow-up revenues and purchases?
How evenly distributed are your revenues
through the year?







EARN BEFORE
YOU PAY

Are you earning money before
you are spending it?







GAME CHANGING
COST STRUCTURE

ls your cost structure substantially

different and better than those of
competitors?




phone
calls will be totally
free in the future




GETTING OTHERS
TO DO THE WORK

How much does your business

model get customers or third parties
to create value for you?







go
ahead and share
on your facebook



‘ ..that

will make my

platform more
valuable...




...and
raise my platform’s
value(ation)...




SCALABILITY

How rapidly and how easily can you
grow your business model without
hitting roadblocks (e.g. infrastructure,

customer support, etc.)?







PROTECTION FROM
COMPETITION

How much is your business model

orotecting you from competition?




\

o — T N
C TESTS LAVYER= —
. =

B HYPOTHESES TAYER _

Ny '-Wa "u‘.

A BUSINESS MODEL LAYER



BIBAIOYpa®pIa

* Business Model Generation
(http://www.businessmodelgeneration.com/book)

— The Customer-Value Canvas Map v.0.8
(http://www.businessmodelalchemist.com/2012/01/the-
customer-value-canvas-v-0-8.nhtml)

— Empathy Map (http://www.gogamestorm.com/ep=42)

« URENIO, The Business Toolbox (e-Tools)
hitp://www.urenio.org/e-tools/index.niml

« Kévrpo EBedovTov Mavartlep EANGSOC (KEMEA)

(http://www.kemel.gr/,
Z_hﬁvvu\\ééé.wmﬁ:m_.Q\_Amﬁjm_ new/index files/Page 102.ht
ml
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Further Reading...
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“Business Model Generation: A Handbook for Visionaries,
Game Changers, and Challengers”

click to LOOK INSIDE!

«oc.n..ua.um.z:&co:c. s»...&.ﬂ».qm!h."ﬂmﬂ.:?

ard cha lengers striving to defy cutmoded busioess models
ard desgn lomomow’s enderprses It a book for the

Business

Model
Generation

YRITTIN OY -
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"Blue Ocean Strategy: How To Create Uncontested Market
Space And Make The Competition Irrelevant”

Click to LOOK INSIDE!
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“The Lean Startup: How Constant Innovation Creates Radically
Successful Businesses”

click to LOOK INSIDE!
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“What | Wish | Knew When | Was 20: A Crash Course on Making
Your Place in the World” Tina Seeling

Click to LOOK INSIDE!
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