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* Koatavoun poAwyv peTady
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ETIYELPNMATIKWY OIKTUWV
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Uncertainty

Opportunity ) Entrepreneur

3 ' Fits & Gaps
ONUAVTLKA Business plan

OUOTOTLKA TNG Uncertainty Uncertainty

ETILTUXLOLC

Resources

The Timmons Model
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The Customer

Target Audience Categories

Primary Secondary Tertiary
Target Audience (PTA) | Target Audience (STA) | Target Audience (TTA)

Common Demographic/Psychographic Categories

Demographics Psychographics
* Age * Social group (white collar, blue collar,
* Gender etc.)
* Household Income * Lifestyle (mainstream, sexual
* Family Size/Family Lifecycle orientation, materialistic, active,
* Occupation athletic, etc.)
* Education Level * Personality Traits (worriers, type-A's,
* Religion shy, extroverted, etc.)
* Ethnicity/Heritage * Values (liberal, conservative, open-
* Nationality minded, traditional, etc.)
* Social Class
* Marital Status

11
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Trend Impact

Baby Boomers | Pampers, rock & roll, television,
minivans, real estate,
McMansions

Personal Internet, media-on-demand,
VEIGENI=a[s (B Computing electronic publishing,
[ ast spreadsheets, electronic
as 50 communication
years Obesity Drain on healthcare system,

growth of diet industry, changes
in food industry, health clubs,
home gyms

Urbanization Growth and densification of
urban areas. Urban renewal.
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Sources of
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S

Suppliers | Databases
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1. MpwTtotutia

2. 2uppoatétnTa (1. JE TNV 10 6 60
TEXVOAOYIQ)
3. Evowpdtwon (1. e 1o Beopkd 10 8 80
, mAaiolo 1) tnv ayopd)
[Tivakog Nesio £ = , : o o
; 4. Nedio Eappoyns (T.x o€ TOoOUG A
aElvoyncqu , AGSOLC)
Eg[ ,lXElpT] HATIENS 5. EmBupia 1y avdykn mou 10 8 80
LOEAS LKOLVOTIOLEL
, 6. EukoAia ktrjong & xpriong (m.x o 10 7 70
(Twvidong, 2016, i T
212-213) 7. EKpeTEAeUoT NG 18€0G 8 8 64
8."YYog emevduong 10 8 80
9. AtaB€atpol épol aglomoinong 10 7 70
™G LOEaG
10. EMMTWOoEIG-€§WTEPIKOTNTES 9 8 72
Méylotn duvatn BaBupoAoyia 93 694

(93x10)=930 =



* Nt va OewpnBel ekpeTaAAeVOLUN UL
LOEQ TIPETIEL VAL CUYKEVTPWVEL

MNivakog . 0 ,
e TOUAGLoTov To 70% TG BaBuoloyiag

ETILYELPNMOTLKTG * YrtoAoyLlopog faBpou:

LOE0C » BaBudg 18€ag= TUvoro Stabuiopévng
A&loAoynong / Meylotn Auvat
BaBpoAoyia = 694/930 X 100 = 74,62%

16



(J'OAec ol eukaLpleg TIPOKUTITOUV ATIO L
ETILYELPMULOTLKT) LOEQ

Mpémel va uttdpy et pia uPLOTAUEVN KOl
QAVOTITUOOOEVT) QYo &

JO/H emiyelpnpoatiog pemEeL va £xeL TAOOG e TNV
QVATITUEN TNG ETIYELPTILATLKIG LOEAG KL VOX

: yVwpLCeL KOAX TO yVWPIoUATO TOU TOU

ETtelpnpaTkeg KOTOVOAWTT)

EUKOALPLEG

dNa $BdoelL oTov kKaTavaAwtn Kat vo
LKOVOTIOLT]OEL TIG AVAYKEG TOU KAAUTEPQ ATIO
TOUG OLVTOYWVLOTEG

JH emuyelpnpatikn €ukatpia givat Loyupr 0tav oL
OUOYETLOMOL LETAEY TWV AVTAYWVLIOTWY, TWV
TEAXTWY, TWV TPOUNBEVTWY Kat TNG
KUBEpannq elval evvoikol.




To EMYELPNUOTIKO MOVTEAO

Méepog B’




To ermyEPNUATIKO povtelo (ouvBeon)

Sources of
Revenue

Revenue
Model .

Business | Costof |
Model _______________ Goods Sold
- | . (COGS) |

Cost Model

Operating
Expenses

\J




REVENUES & COSTS (s Millions)

To ermyelpnUATKO HovTeEAO TNE Amazon

$60,0

Revenues just exceed costs

@
~
o

o

$20,0

©$
1

$(20,0)

$(40,0)

(46.7)

m Operating
Expenses

B Cost of Revenue

H Other

M Electronics

B Media
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Key Value Customer
Actmt_:__t_afs Proposition Relationships

] -
Key | _ < \3 &gustomers
\

Pa rtners_/¢

S

Business | S amm" = X
/& f'f I", k r,ﬂ-y'”l
Model ( il
J n. \
Canvas / “..,
Costs Key / "ul Revenue
Resources/ | Channels

drawings by JAM

O Kappag tou Emiyelpnuatikov MoviEAou
ap) K& TIpoTdOnKe Kol avantuyOnke amod
Alexander Osterwalder to 2004, Baclopgvog
oTn otatpLPr) tov “Business Model
Ontology”. Q¢ epyaAeio avamtuyOnke to
2008.




BMC

Template

Key Partners

(Key

( \: 2| Key Activities ! "i
‘b NS

(Key

Partners) | Activities)

Key Resources

(Key
Resources)

=

et
>
=

Value Propositions £ 5
¥
(Value
Propositions)

A
Customer Relationship{” /
LA

(Customer
Relationships)

Channels )
WY

(Channels)

Customer Segments

P

(Customer
Segments)

Cost Structure

(Cost Structure)

/& Revenue Streams

(Revenue Streams) \Z

wwbusinessmodelgencration.com

The tesaphates here are made avalatile o0 he same OC ioceso torms as the cagil e, Sommgassmrmasrm im0 00 @




Stepsto

prepare a
BMC

Customer Segments: Who are the customers?
What do they think? See? Feel?

Value Propositions: Why do customers buy, use?

Channels: How are these propositions promoted, sold
and delivered?

Customer Relationships: How do you interact with
the customer?

Revenue Streams: How does the business earn
revenue from the value propositions?

Key Activities: What uniquely strategic things does the
business do?

Key Resources
Key Partnerships

Cost Structure: What are the business’ major cost
drivers?



v Na eloé\Bet pwtn 1] vwpig otnv ayopd

Il va emTuy el v" Na katoAdBel €va peydAo TocooTo NG
O TIPWTOTIOP ayopéc yprivopa

emyelpnon yopagypnyop

TIPETIEL v' Qotdoo untdpyouv Kal Kivouvol TIOAAEG

dopEG Otav 1 TIHOAOYNnoN elval eTIOETIKN
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2TIAVLQL OL TIPWTOTIOPES ETIYELPTITELG KUPLOPYOUV

OTOV KAQOO

Industry First Mover Current Leader
Social Networking Friendster Facebook
Video Games Atari Nintendo

Web Browser Mosaic Google
Internet Search Engine Excite Google

Word Processing Software WordStar Microsoft Word
Personal Computer Altair Dell

Email Juno Yahoo Mail
Diet Soda No-Cal Diet Coke
Presentation Software Harvard Graphics Microsoft PowerPoint
Online Bookseller Book Stacks Unlimited =~ Amazon

ATM Machines Docutel Diebold

25



Avarttuén

OTPOTNYLKNC
gLlo0d0u

Mpotumomoinon Twv
AVTOYWVLOTWV YL TNV
AavtAnon KoAwv
TTPOAKTLKWV

!

Mpayuatomoinon apytkou
eA€éyxou TNC ayopdc (beta
tests) KOl TTPOCOPLOYN
OTPATNYLKAC

'

Anuwoupyla hLag
mAATPOpHAC YL TN
OUYKEVTPWON EUTTELPLAC




Mpotumnomnoinon twv avtaywviotwv: To mapadeyua
¢ JetBlue

Strategy

Core
Customer
Competitive
Advantage

Revenue
Model
Cost Model

Other

JetBlue
Low cost

Leisure
traveler
Cost structure
(non-union, no
hubs, smaller
airports)
Airfare, freight

Labor, fuel,
aircraft, landing
fees, and
infrastructure

Investment in IT,
customer focus,
employee
focus, hands-on
CEO

Southwest UAL
Low cost Geographic
coverage

(national and

international)
Leisure Business and
traveler leisure

Cost structure Size of fleet,
(no hubs, smaller geographic
airports) coverage

Airfare, freight Airfare, freight

Same Same plus
higher costs
associated
with “hub”
system
Standardized
aircraft,
customer

and employee
focus, hands-on
CEO

AA
Geographic
coverage

Business and
leisure
Size of fleet,
geographic
coverage

Airfare, freight

Same plus
higher costs
associated
with “hub™
system

FedEx
International,
overnight
package
delivery
Business

Size of fleet,
geographic
coverage,
entry barriers
Package

Same plus
higher costs
associated
with ““hub”
system
Investment in
IT, employee
focus,
hands-on CEO
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3 Baowka

TTAEOVEKTN AT
Tou Franchising

* EmavaAnyipotnra
. KoBlepwpeveg kal ammodedeLyEVEG
ueboodol

* N€€g InyEG E000 WV
- Royalties and fees amo toug
franchisees

- Mey£Buvon KoL CUYKEVTPWOT) VEOU
kepalaiov

To franchising eival mpotipdTEPO ELOIKA OTLG
ETILY ELPTOELG TIAPOXT|G UTINPECLWYV, OTIOU N avTlypadr)
glval TLo EVKOAN). Eival Opwg onpavTIKOG 0 EAEYXOG TWV
franchisees 6oov adopa o1 dtayeipion Ttou brand
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US Total us Sales per
Franchise Franchise store (%

Sales ($) Units rounded)

McDonald’s 24 billion 11,833 2 million
Subway 8.2 billion 21,195 387,000
Burger King 7.6 billion 6,280 1.2 million

TO p 10 US Wendy's 5.8 billion 4,662 1.3 million

fra nChiSOFS Bg:l:icr; 5 billion 5,451 913,000

d() WEI I Taco Bell 4.2 billion 4,322 983,000
KFC 4 billion 4,302 925,000
Pizza Hut 3.9 billion 6,196 629,000
Applebee’s 3.3 billion 1,343 2.5 million
SONIC Drive- 3 billion 2,706 1.1 million
Ins

Source: Technomic/Restaurant Finance, compiled by Blue MauMau 2007 30



Emektoon pe
TO piypa

NPOLOVTOC

> € mopakelpeveG TIEPLOYEG

JAlaoTopd TWV TPEYOVTWY SATIOVWV
* Tl vEQ TIPOTOVTO UEAVOUV TIEPLOCOTEPO
T £0000 TIOPA T KOOTN — OLKOVOLEG
KAlpOKOG

At pnon KAToLwY KaVaALWY SLAVOUTG
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3 {nTAMOTA TTOU
AopBavovtal

vrtoPn npPLv TV

VEWYpPODLKN
ETLEKTOON

dMeAdtec

- Mov Bplokovtay

- Mi{pnon amodedELYEVA ETUTUYTUEVWV
OTPUTNYLKWV

dMpopnBevtég

- MTtopeig va Y pnoLUOTIONOELG TOUG (dloug
TPOUNOeVTES;

- MpokUTITOUV VEX KOOTN); I\/on)\suon

(leverage) He Bdon tnv tponyoupevn
OUVEPYOOLQ yLa TNV ETITEVEN KAAUTEPWV
TIHWV

dAwavopn

- Me ta (01 KavaALo;
- 'OyKOG cUVOAAOYWV WG LOYAEUON
(leverage)
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