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Xpnupatodotnon

e To mopoVv ekMALSEUTLKO UALKO €XEL avamtuxOel ota mAailola
Tou ekmatdevtikol £pyou tou dldaokovta.
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Mpoypappoatog «Eknaidbevon kat Ao Biov Mabnon» kot

ocuvyxpnuatodoteital ano tnv Evpwnaikn Evwon (Evpwrmaiko
Kowvwviko Tapelo) kat armo eBvikol ¢ opouc.

EMIXEIPHYIAKO [TPOTPAMMA
EKIMAIAEYZH KAI AlA BIOY MAGHZH Ez rIA

= m npéypappa yia v avdnt§n

YNIOYPTEI MAIAEIAT & BPHEKEYMATON, MOAITIEMOY & ABAHTIEMOY
EvpwmaikiiEvwon EI!AIKH YMHPEZIA AIAXEIPIZHE

Eupwmnaiké Kowvwviko Tapeio 2 : e
Me tn ouyxpnpatrodotnon tn¢ EAAadag kai tn¢ Evpwmnaikng ‘Evwong



Abdeleg Xpnong

* To apOV eKTIALOEVUTLKO UALKO UTIOKELTOL OE AOELEC
xpnonc Creative Commons.

e OL €ELKOVEC TtpOEPYOVTAL ... .

©OE0



2KOTtOL EVOTNTOC

Na avadeiéel Tn onpaocia evoc Enelpnuotikov
MovtéAlou (Business Model)

Na TTapouoLACEL KOl artocadnVIOEL TOL OTOLXEL
evoc Erxelpnuatikot Movtelou

Na mopAaoxeL Eva XprioLo EPYAAELD AITOTUTIWONG
evoc Eryyelpnuoatikot Movtelou (Business Model
Canvas)

Na eLoayayel Tic evvolec tou Marketing
Na eLoayayeL Eva LOVTEAO AvaAUONC AYOPOLC



MepLexopeva evotntoC

e Business Model

* Marketing
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T elvoll To Business Model;

* Business Model = Nouwkr . apdn
* Business Model = Etalpe * <oun

e Business Model = Busine  “lan



T elvan Business Model
(Emuxelpnpatiko MovteAo)

e To eMXELPNMUATIKO LOVTEAO OEIXVEL TIWC LA ETILXELPNON
XPNOLLLOTIOLEL TOUC TTOPOUC TNC YLOL VAL TIPOCPEPEL GTOUC
nieAatec uPnAotepn acla oe oXEON LLE TOUG AVTAYWVLOTEC TNG
Kol TTw¢ Byalel xpApoto amo auto

» MNowa eiva n mpoodepopevn aéla, oe oloug mpoodEpeTal,
TOLOC TTANPWVEL, TTOCO, TTOGO CUXVA...

e To nwc Kot to oV Ba TpELEL N eTALpELa Elval TO LOVTEAD TNC.
» 1.X. Franchise, e-shop, peoadov,

* Mwc Ba dtaveunOetl to mpoidv/unnpeoia otouc MEAATEC oOC
KolBopillel TO ETLXELPNUATLKO LOVTEAO

» TU.YX. AmteuBeiog amooToAEC OTOUC TIEAATEC, ATTOOTOAN TWV
ayaOwv amo Kevtplkn anobnkn, internet (ov eivat avlo ayabo)



Tt elvan Business Plan
(Ermuxelpnpoatiko ZxE610)

To ETUXELPNUATIKO OXESLO UTTALVEL OTLC AETITOUEPELEC TNC ETILXELPNONC.
MNaipvel to Enxetpnpoatikol MovtéAo Kal XTilel Tavw o€ auTo.

E&nyel toug mopouc (E€OTALOMOC, MPOOWTILKO) TTOU ATTALTOUVTOL VLo VL
avTatoKkplOel otic SpaotTnpLOTNTEC TNC.

EEnyel Tn oTpatnyLkr LAPKETLVYK TNC EMLXELPNONG
» MNwc n emeipnon Ba tpoosAkUOoEL Kal SLATNPHOEL TTEAATEC
» MNwc Ba a.oYoAnBel pe Tov AvTaywvLoLLO

E€nyel TNV olkovoulkn otaBepotnTa TNE EMLXELPNONC OE EVAOYO XPOVLKO
dtaotnua (Owovoukn AvaAuon)

JUVOALKQ, UTTOOTNPLEL TO ETIXELPNMATLKO LOVTEAO Kal e€nyel Ta Pripata
TIOU QTTOLLTOUVTOLL YLOL TNV ETUTEVEN TWV OTOXWV TOU €V AOYyW LOVTEAOU.



Nwc pe BonBda to Business Model;

Elvail Evac tpomog va ekppaow TTOAUTIAOKEC LOEEC
TEMAXL(OVTAC TEC O ULKPOTEPQA HEPN

Elvail tpormocg va aéloAoyrnow ypnyopa tn PLwolotnTa TG
L6€ac pou

Av To povteAo bev napayel £00da.... TIPETEL vaL OKEDTOUE
KATL AAAO...

Eval ETILXELPNUOTLKO LOVTEAO TTEPLYPADEL TN AOYIKA TOU TIWG
£VOLC OPYOVLOUOC SNULOUPVEL SLAVEUEL, KoL KATOXUPWVEL TNV
NPOooTIOEUEVN aia Tou MpoodEpEL



The Business Model Canvas

Key Value Customer
Activities Proposition Relationships

i
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http://www.youtube.com/v/41q zn8jMakE

| | ' http://www.youtube.com/v/QoAOzMTLP5s

Costs Key Revenue
Resources Channels

drawings by JAM

Dr. Alexander Osterwalder


http://www.youtube.com/v/QoAOzMTLP5s
http://www.youtube.com/v/41q_zn8jMaE

Customer Segments

» [loLloL elval oL TEAATEC KOl OL XPNOTEC TIOU TIAPEXETAL N UTINPEDLA
(Target Group);

» [loLeg elval ol avaykeg Toug Kal Tt BEAouv va KAvouv;



The Business Model Canvas:

CUSTOMER SEGMENTS

An organization must make a conscious decision about which
segments to serve and which segments to ignore. Once this
decision is made, a business model can be carefully designed
around a strong understanding of specific customer needs.

Customer groups represent separate segments if:
* Their needs require and justify a distinct offer
* They are willing to pay for different aspects of the offer

* They require different types of relationships
* They are reached through different Distribution Channels

* They have substantially different profitabilities

For whom are
we creating
what value?
Who are our
most important
customers?

The Customer
Segments Building
Block defines

the different
groups of people or
organizations an

enterprise aims to
reach and serve

Source: Stanford University, Steve Blank Osterwalder et , 2010




Customer Segments

Mass market
» don’t distinguish between different Customer Segments
» e.g. Consumer Electronics
Niche market
» Targets niche markets cater to specific, specialized Customer Segments
» e.g.automotive parts suppliers
Segmented
» Distinguish between market segments with slightly different needs and problems
» Sony VAIO laptops
Diversified
» Serves two unrelated Customer Segments with very different needs and problems
» e.g. Amazon.com retail and cloud
Multi-sided platforms (or multi-sided markets)
» Serve two or more interdependent Customer Segments

> e.g. credit card company, free newspaper



Value Proposition

» TLTtouc mpoodepeLg; Mola uTtNPECLO TOUC TTAPEXELG;

» Evoladepovtal yla KATL TETOLO;



The Business Model Canvas:

VALUE PROPOSITIONS

Each Value Proposition consists of a selected aggregation, or
bundle, of products and/or services that caters to the
requirements of a specific Customer Segment. In this sense, the
Value Proposition is a bundle of benefits.

The Value Proposition is the reason why customers turn to one
company over another.

You identify your value proposition from a problem-solving or
needs-satisfaction perspective.

Some Value Propositions may be innovative and represent a
new or disruptive offer. Others may be similar to existing
market offers, but with added features and attributes.

Values can be quantitative or qualitative.

What value do we
deliver to the
customer?
Which problems
are we solving?
Which needs are
we satisfying?
What bundles of
products and
services are we
offering to each
Segment?

The Value Propo-
sitions Building
Block describes the
bundle of products
and services that
create value fora
specific Customer
Segment

Source: Stanioed University, Steve Blank; Osterwalder et a, 2010.




Value Proposition

Newness — MEETING AN UNARTICULATED AND THEREFORE UNMET NEED

» Virtual Theater, Smartphone, Online antique auctions, Social funds for private
investors...

Performance - BETTER-CHEAPER-FASTER—MORE FLEXIBLE-MORE FUN

» Amazon, e-Bay, Skroutz.gr, AutoMarin.gr, weendy.com, The USB stick, ...
Getting it Done — SEEMLESS INTEGRATION OF FULL SERVICE OFFER

» Xerox copier service, IBM’s B-Model revolution, Catering...

Price — SIMILAR VALUE AT LOWER PRICE. SEEN AS THE VP THAT MOBILIZES MOST
PROFOUNDLY ALL THE OTHER CANVAS ELEMENTS IN ORDER TO ACHIEVE COST
REDUCTION

» Greek Potatoes Movement and its more sophisticated forms, Micro loans,
Generic Drugs, City Rental Bikes, Ryanair ...

Customization — PROVIDE THE SAME SERVICE/PRODUCT BUT TAILORMADE

» Dell computers, Nike shoes...



Channels

» [wc KABe Topeag KaTavoAWTwY BEAEL val TOU TTAPadWOELC TO
nPoLoV;

» [lowa eival ta KataAAnAa peoca aAAnAentidpaongc;



The Business Model Canvas:

CHANNELS

Communication, distribution, and sales Channels comprise a
company's interface with customers. Channels are customer touch
points that play an important role in the customer experience.

Channels serve several functions, including:

* Raisinglawareness ymong customers about a company’s

v products and services

company’s Value Proposition

v Allowing customers M pecific products and services
r Value Proposition to customers
v Providing(post-purchasécustomer support

* Helping custome

Source: Stanford University, Steve Blank; Ostenwaider et a, 2010).

Through which
Channels do our
Segments want to be
reached? How are we
reaching them now?
How are our Channels
integrated? Which
ones work best?
Which ones are most
costefficient? How
are we integrating
them with customer
routines?

The Channels
Building Block
describes how 3
company com-
municates with and
reaches its Customer
Segments to deliver
a Value Proposition




Customer Relationships

» TLemkowwvia kat aAAnAentidbpaon XpeLAlETAL YLOL TOUG
KOTOVOAWTEC;

» [poowrikn); AUTOUATOTIOLNMEVN; LECA ATTO KLvNTPQ,



The Business Model Canvas:

CUSTOMER RELATIONS

WHAT RELATIONSHIP FOR WHAT SEGMENT?

Customer relationships may be driven by the following motivations:
» Customer acquisition

e Customer retention

* Increasing returns from each sales (upselling)

* Increasing sales volumes (commoditize)

THE RELATIONSHIP IS WHAT DETERMINES THE EXPERIENCE!

The range is from Personal to Automated, BUT
The relation can also be a MIX of these!

What type of
relationship does each
of our Customer
Segments expect us to
establish and maintain
with them?

Which ones have we
already established?

Which ones will we
prioritize to establish?

How costly are they?

How are they
integrated with the

rest of our business
model?




The Business Model Canvas:
CUSTOMER RELATIONS

* Personal Assistance (incl. dedicated personal assistance) What type of
Clothing - also on-line, restauration-recreation, any type of consulting | relationship does each

] of our Customer
+ Self-Service Segments expect us to
Traditional retail, increasingly also Travelling, Banking establish and maintain
with them?

* Automated Service _
. . Which ones have we
Recommendations, proposals based on cust. data, subscriptions, already established?
automatic payments. Travelling, Banking, Media... Which ones will we

. prioritize to establish?
* Communities

. . ?
Build groups that reflect segments, and leverage ‘tribe’ How costly are they?

communication. Create communication and interaction between How are they
b Fideli d i i facebook integrated with the
members. Fidelity cards, on-line communities, facebook, rest of our business

competitions... model?

* Co-Creation - Lead User involvement
Book, cine, hotel reviews, self-publishing, athletes — scientists
providing expert input




Revenue Stream




The Business Model Canvas:

REVENUE STREAMS

The CASH you will generate from each
Customer Segment!

Your earnings will be this cash minus your costs.

If customers comprise the heart of a business model, Revenue
Streams are its arteries.

Each revenue stream corresponds to some specific value proposition
for some specific customer segment .

Hence: Behind the answer to the question «For what value is each
Customer Segment truly willing to pay?» lies a revenue stream.

Each Revenue Stream may have different pricing mechanisms,
involving one or a combination of
‘Spot’ Payments, Repetitive Spot Payments, and Ongoing Payments.

For what value are
our customers
really willing to
pay?

For what do they
currently pay?

How are they
currently paying?

How would they
prefer to pay?

How much does
each Revenue
Stream contribute
to overall
revenues?




The Business Model Canvas:

REVENUE STREAMS

+ Asset Sale «Ownership Rights to a Physical Product»
The largely dominating stream for products. Complemented, as, e.g., in
cars by after-sales streams and accessories streams

* Usage Fee
‘Pay per use’, ‘The more usage, the larger the stream’. Mobile tarifs,
electricity, water... Data Banks, Analysis Firms, Consulting, Coaching...

* Subscription fees
Selling continuous access to a service or product. Gym, publications, on-
line retail of , e.g., collectors items, cosmetics, health products... Also
web hoisting & maintenance.

» Lending/Renting/Leasing
Temporary granting ownership againstt a fee. Xerox, Techn. equipment -
household water filter! Cars, IT equipment...

* Licensing Brokerage Advertising
L: Exploiting a protected technology / product / concept
B: Charging for an intermediation servce; real-estate, finance...
A: Media in general — Free Press! Apps, Any type of freeware...

For what value are
our customers
really willing to
pay?

For what do they
currently pay?

How are they
currently paying?

How would they
prefer to pay?

How much does
each Revenue
Stream contribute
to overall
revenues?

Pricing
Mechanisms

v' Fixed Menu
= Customer
Segment
Dependen
t
= Volume
Dependen
t
v Dynamic
= Auctions



Key Resources




The Business Model Canvas:
KEY RESOURCES

: ; ?
What are the assets required to make the business model work? What Key

Resources do our
Value Propositions
require?

Key resources can be

* Physical - equipment (from laptop to machinery), space,
material and components supply, distribution networks...
CAPITAL INTENSIVE! Our Distribution

* Financial - Own capital, FFF, Venture or Seed capital, Channels?
supporting cash flow... GUARANTEES, LINES OF CREDIT! Customer

* Intellectual - software, applications, design, brand, text Relationships?
(literature, analysis, critiques...), imagination...
PATENTS, LICENCES, COPYRIGHT! Revenue Streams?

* Human - knowledge, know-how, competency, social capital,
networks, behaviour, communication, flexibility, diplomacy...
KNOWLEDGE WALKS!

Key resources can be owned or leased hy the company.
They can be acquired from key partners or shared with partners.




Key Activities




The Business Model Canvas
Key Activities

What do you have to do to make the
Business Model work?

Examples of Key Activities needed for the ‘front-office’ elements
to operate effectively:

* CUSTOMERS require Awareness- and Relationship-Building...

* VALUE PROPOSITIONS require Production, Development, Problem Solving or Platform
Maintenance and Evolution...

» CHANNELS require Partner Selection and Monitoring, quality control, efficiency
optimization...

* CUSTOMER RELATIONS require Data Collection and Analysis, Pro-Active and Re-Active
Communication...

» REVENUE STREAMS require accounting, financial planning, investment analysis,
reporting...



Key Partners




The Business Model Canvas

Key Partnerships

The NETWORK of suppliers and other
partners that make the model work

Social media have brought true life to the notion of
extended partnerships:
Who are your friends, fans, links, followers, diggers..., ...?

Key partnerships are ALL your relations except customers (who are
treated at the right side of the canvas model)

Supplier Relations: Lean Supply (early 1990s from lean Production) is
the reference

You must attempt to classify your other relations — IMBA example:

Who are our Key
Partners?

Who are our key
suppliers?

Which Key
Resources are we
acquiring from
each partner?

Which Key
Activities do

partners perform?




Cost Structure




The Business Model Canvas
Cost Structure

What are the most
important costs
inherent in our
business

model?

All COSTS incurred to operate your
business model

ATTENTION! It is not just the ‘cost spiral’ or ‘cost burden’
aspect; Cost Structure can be THE differentiating element of your
new venture business model!

Which Key
Resources are most
expensive?

The main cost items stem from

* Key Resources,

+ Key Activities,

* Key Partnerships.

In some business models Customer Relations can also be very costly.

This is acceptable if unique relations is the differentiator!

Which
Key Activities are
most expensive?

Wood for Trees Alert! Cost Monitoring is Great, but Cost Productivity is GREATER!




The Business Model Canvas

Cost Structure

Cost related issues to consider:

Cost-Driven Business Model - Chase and cut costs everywhere -
Creative elimination of costs

Fixed Costs - Independent of volume - Lean startup pushes this
towards zero (credit card limit!).
Cost productivity might make your day for the fixed costs!

Variable Costs - Linearly related to volume - Relate as much as possible
to sales (and not to ‘production’).

Be ware of the variable cost bubble - if an exponential function takes
over from the linear...!

What Economies of Scale can you exploit?

What Economies of Scope can you exploit?

What are the most
important costs
inherent in our
business

model?

Which Key
Resources are most
expensive?

Which
Key Activities are
most expensive?




Business Model Canvas

» , - /. - |
Key T Key "Q })‘71”" L Customer a Customer )

D, . N/ Anéfosiion I\ roposition } ( t mahing S0 : i
Partners < | Activities NS ¢ Relationships / Segments .”
Key s Channels e
Resources o U\

S . Sy
Cost 3] Revenue A\
Structure €N f Streams P
~

G




Cola Sabco

Business Model Canvas — Coca
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BiAloypadia

e Alexander Osterwalder, A. & Pigneur, Y.,
(2010),

* Business Model Generation, John Wiley &
Sons.
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Marketing Mix

4 Ps and 7 Ps -
» Product
» Price
> Skimming, Penetration, neutral
> pricing models
» Promotion -
> advertising, public relations,
> sales organization and sales promotion
» Place (Distribution)
> Push, Pull

» Physical Evidence

> Receipt, invoice, packaging
» People
» Process

10npoudd |eaisAyd

cWIISELS



AvaAvuon Ayopac Porter’s 5 Forces

>

» Supplier switching costs

Strength of distribution
channel

Bargaining

power of
suppliers

Sustainable competitive
advantage through innovation

Powerful competitive strategy

Level of advertising expense

substitute
products
or
services

Intensity of
competitiv
e rivalry

Bargaining
power of

customers
(buyers)

» Buyer propensity to substitute
» Buyer switching costs

» e.gtap water vs Coke & Pepsi

Threat of

new
entrants

Capital

Buyer switching requirements

costs
» Economies of

Buyer price
yerp scale

sensitivity
» Government
policy

» patents



SWOT Analysis

Strength (S) Weakness (W)
A distinctive competence? No clear strategic direction
: ; 9 ilities?
yfgctl'lk;gj\%}lgdof l;y stzllkehpl(}eril g vasr:;(lt?te fac‘l)lmes. Helpfil Harmful
ged academic leader’ eak image’ o aciing ot o aciving ot
Well conceived operational strategies? Falling behind in R&D?
Location advantages? Too narrow ranges of courses offered? o
[nsulated from competitive pressures? Lack of managerial depth and talent? g;
Proprietary technology? Missing any essential skills or competencies? 8t
Adequate financial resources? Poor track record? g' Strengths Weaknesses
Access to economies of scale” Plagued with internal operating problems? g1
Cost advantages? Vulnerable to competitive pressures? L
Product innovation abilities? Competitive disadvantages?
Proven Management? Below-average marketing skills?
Other? Unable to finance needed changes in strategy? nau
Other? gl
Opportunities (0) Threats (T) :  Opporfunities Threats
Serve additional customer groups? Likely entry of new competitors? g
Enter new market or segments? Growing of substitute courses? E’
Expand courses to meet broader range of | Slower student growth? .
customer needs? Adverse government polices?
Diversify into related courses or services? | Growing competitive pressures?
Add complementary courses or services? | Vulnerability to recession and business cycle?
Vertical integration? Growing bargaining power of customers or
Ability to move to better strategic group? | suppliers?
Complacency among other institutions? | Changing stakeholder needs and tastes?
Faster market growth Adverse demographic changes?
Other? Other?




Aoknon MNpoBspupavonc

e Etowpaote to 61kOC oac Emyelpnuatiko Movtelo

e JTLC opadeC oac (Twv 2-3 ATOUWV) ETOLUACTE TO
ETILXELPNMATIKO LOVTEAO TNG LOEQC IOV £XeTE OKEPTEL (20
AemTal)

* NMapouciaon Twv amoteAeopdtwy otnv atBouvoa kot culntnon
(10 Aemta)
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