S mba
.III executive

MANENIETHMIO = UNIVERSITY
OPAKHEL " OF THRACE

Avantuén Emyxeipnpatikwv MovtéAwv
Business Models

3rd |ecture

Executive MBA

“Aloiknon Kawotopiag"

Madptiog 2025

Dr. Vassilis Nikolopoulos

Researcher, Entrepreneur, Executive
http://www.vnikolopoulos.com



http://www.vnikolopoulos.com/

e AAN\ayn OxL LOvo o€ vooTtporTtial aAAd Kol O€ poiovTa

e AN\Oyn O€ UTtNPEGCLEC

e AN\ayn oe Business models

e AMNayn o Operating models

e AAN\ayn OTOV TPOTIO TTOU TIOUAQLE

e AA\ayn oTo revenue stream Ko ta pricing models

e AAN\ayn otov TpoTou Tou avtlhapBavopoaote tov tehatn (CX)

e Xprion Texvoloyilac rmavtou




"...SEEING A VERSION OF THE WORLD THAT DOESN'T _
EXIST YET, AND THEN PAINTING A PICTURE OF WHAT Innovation can be a two-pronged approach.

THIS LOOKS LIKE FOR THE REST OF THE WORLD." It either imagines what is possible to solve a
problem that has never been done before, or

it re-imagines solutions for previous

For me, innovation is about solving a problem in a innovations

simple and rather creative way, for challenging
questions, in a way that hasn't been done yet.
Innovation is a new way or technique of solving existing

problem

Innovation is improving/simplifying a current problem.

Disrupting how it has been done forever with a product
or service.

Innovation is something new that has value for people
because it solves a need
Gifting value to the world to change how things are done.

Innovation is looking at a problem through a different
lens and finding a way to solve it that has not be done
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The Goods Era The Services Era

= Selling products = Delivering experiences

= Competitors = Customers

= Management (Certainty) = Entrepreneurship (Confidence)
= Model exploitation = Model exploration

= Qutsourcing = Employee engagement

= Hierarchical structures = Collaborative structures

= Big loud brands = Game-changing innovation

= Incremental improvement
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Platform Economy

Consumers / Users Supply / Producers

@Ng .. WM™

Ecosystems

@9 °
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The entrepreneur’'s and
innovator’s #1 task is to
reduce risk and uncertainty.

Uncertainty

feomasa e ]
""" & Risk

Idea | searchaTestng | Exeaution Business

Discovery validation
Discover if your general Validate the direction
direction is right. you've taken. Confirm
Test basic assumptions. with strong evidence
Get first insights to that your business idea
course correct rapidly. is very likely to work.
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Business Model Canvas - BMC Value Proposition Canvas- VPC
]
- © + —
Idea Business Model Value Proposition
B mba
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IMD Business School: A Short Video Series on the
Business Model Canvas (strategyzer.com)

e Eva emuxelpnpatikd povtéAo eplypAdeL TOV TPOTO LLE TOV OTIOLO EVOC OPYOVIOUOC
dnuioupyel, mpoodépel aia kat apeifetan (value capture and value creation)

e To EMLYELPNMATIKO LOVTEAO LILOC ETILXELPNONG ELVOLL N ATIELKOVLON TNG ETILXELPNUOTLKAC
AOYLKNC Kol oTPATNYLKNC TNC. To TTAEoV dnNUOodIAEC epyaleio eplypadnc Tou, eival o
Kappac (Business Model Canvas) rou emivonoe o Alexander Osterwalder

e [eplypddel TO TL MPOOCPEPEL N EMLXELPNON OTOUC TMEAATEG TNC, TTWCE TOUC TIPOCEYYL(EL KOl
dnULovpYEL oXEoELC Hall TOUC, LECW TIOLWV TIOPWV, SPACTNPLOTATWY KoL CUVEPYACLWY
ETIXELPEL, Kal TEAOG twG KepOilel xpnpata (Operating Model)

i
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https://www.strategyzer.com/blog/imd-business-school-a-short-video-series-on-the-business-model-canvas
https://www.strategyzer.com/blog/imd-business-school-a-short-video-series-on-the-business-model-canvas

e Tpomoc va PpTLAXVOUUE

TtV Baon Twv Whowill Howdo Whatdo Howdo  Whodo
ETUXELPN LATIKWY help you? youdoit? you do? Yotu " you help?
HOVTEAWY KEYPARTNERS T KEACHVHES T oRovosmow SEGMENT |

CUSTOMER
RELATIONSHIPS

e To BMC amnotelel to
BooLKO HEPOG EVOC

, What . . Howdo
Ertixelpnuatikou do you " START - you reach
! : » HERE .
2xedlou (Business Plan) need? : 2 B them?
- L i . ®® DISTRIBUTION -e
KEY RESOURCES e CHANNELS
What will it cost? How much will you
COST STRUCTURE ma‘ke ?
REVENUE STREAM
B mba
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Key Partners Key Activities Value Customer Customer
Proposition Relationship Segments
6- O1 xkUpLES

dQAOTNQIOTNTES

; 4- To gidog Twv
OV EKTEAEL T

eTILXELOTOT) 2. OXETEWY mov ’ 1 a Oiopddec
TQOKEIHUEVOL VX KkaAAegyov e HE kADe

) : : : . o
£QAQUOTEL TO O guvdvaouog i amé TG opAdES TWV m:hg-:wv Hag KoL
i0 5 4 TLOoLA
ETUXELOTMATIRO ngoiovTwv / MeAQTWV PAG, AVAAOYX m‘PUQUmﬂKd
8 povTedo e LTNEECIWY OV HE TO OTadIo Tov XAQAKTN
|

TQOTEIVOUHE, KkiKkAov Lwr)g Tovs. ks
Fron _Ke nggxugévuu va “n (Anpoyeaprka,
Llees y ueavonoaovHe TS | ~poppalg _l Woxoyeapika,
gvvegyatec kal | Resources Aoyukéc 1] Kau HAuctaed kAt.)
nQopunBevTES pag cuvaloOnuatikeg
avaykeg kade

: wdag mEAaTWV 3 ‘
7 m Ot xvgLotegol opa Elac; m Taxavdiia
vAkoi Kol avdol péoa ano Ta omoLx

OO OTOUG ngooeyyiLovpe Tovg
0TolLovUg MEAATES pas, ’
paciiopaoTe yia ™ EMUKOIVWVOULLE padi
AgLTOUDYIA TOU TOUS, ngumﬂwp.e Kol
ETUYXELQTHATIKOU «nw?xouHE» my
pOVTEAOL pag IMpotewvopevn Adia.
_ . : —

Cost Structure Revenue Streams

9 m Ta kvELOTEQX KOOTH TIOV ATALTOVVTAL YIA TV 5 m Ougots EUQE’W"’: ‘551‘991“7"5? Ylax‘cﬂﬂ& THTHA
ey elgnuatucrjgoonadeia pag TMEAATWVY HAg, Yix Kﬂﬂ'? «aELAKT] TTIROTACT) TIG
.Il' b ETUXEIQTOTG
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e Ta €€oba pag Ta

OPYOLVWVOUUE
Kol avaAUOULE
oto P&L (Profit
and Loss
template)
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ey Partners Key Activiti Value Proposition | Customer Customer

T Relationship Segments

; : . ; Nw¢ diayeipr{opacte v

MMotoi gival ot kipiot ECWTEPLKES Efmﬂ!{ffc afia Tapéxouus oE RPOoEyyLon, AméKTNON
OUVEPYATEG iac? Siepyacies amatrei: kaGe medarelaxn Efu."rf]pfl’ﬂﬂ;l avénon kat

] rrponfwdptevn et opdda? MoToTHTH m:v neAatwv?
Motou eivat ot kbpioL =Xe MIF Moo npébAnua/ta Nuw¢ Staouvséovral peta  Tamoteg
npoundevTéc pag? Em'mwfwmc' kade nelaveiakng Aound ototyeia tou MEAXTEIAKES OUADEC

SUAOHNCES opadag Bonbape va | | pysiness model? Snuioupyoupe afia?
Mo onuavtikd -Otpoég eadbwv? || |Audei? Méoo Saravnpd eivai? Motot givai oL o
péoa aaToKTAUE o Tt beoueg mpoidviwy onuavtixol pog
ouvEpYATEG pag? Key Resources Kka/n urnpeoLwv Channels neAdtec?
flotee xtpies Motwous kipLoug n&a:;ii:{;‘; i;;;?ﬂs Méow nowiv kavaAuov 2:;‘? e ey
SpeonpubTiTes nopoug/ uéoa anattel: e cgRE MR emiBupouv ot na!r.&rer; pag p '3‘; P S
el i | = H nmporewouevn afiarf, . iaan e va Toug mpooeyyicovue? | 2NHoYpagp 2

g .. T KavdAia : Mwg toug mpooeyyiouv PONOPPRRINGE:

pacs : LKaVRJTOLOUE ? : :

EMmiKoVWVinG Kol P diis v dAAeg etoupeisc?

Siavoung? s, e Mowa Kal’(i'f‘lﬂ' givau l:l'lo

Rpoidv /M amobdotkda? Me 11 kooTog?
|| Nwg ouvdéo Tl |
' ELEC TWV MEAaTWV? |

Cost Structure

Mowx eivan ta mAgov onuavtika kootn tov business model
uog?

Mowax amo Ta anairovueva peoa gival Ta Aéov damavnpd?
Moieg arro TIC AMAITOULEVES ECWTEPIKES SlEpyaTiec eival
t mAéov Samavipég ?

evenue Streams

Na ol mapeyopevn aia ol meddrec Séyovral va
mAnpwoouv?
Tt ayopalouv Kai Ti/Tiw¢ TANpwvouy orjepa?
Nw¢ Ga npotipotany va mAnpwoouy?

Nw¢ T eniuépous écoba oupBdllovv ora ouvoldikd
?
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husiness model canvas

name

Uber

key partners

&

license providers

investors

<

key activities

maintain and develop

software

driver ratings and feedback
legal affairs

background check of drivers

-

key resources

platform

drivers network

developers

value & services

new source of revenue

additional income

connect drivers with
passengers

more for less

reliable transport with one

click

customer
relationships

self service

channels

app for passengers

app for drivers

if

customer
segments

passengers

amateur drivers

professional drivers

cost structure

software development

infrastructure

driver fee

revenue structure

commission per ride

O III




e Etalpia

Mapaywyng
MeALoU
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Key Partners Key Activities

Key Resources

ALEXOTES OTIVUES

yioe MEAQTES
EevodoxElwV Kal
Cevyagia mov
MAVTEEVOVTALT)
pamriCovv.

Value Proposition

Movadiki Troiétnra | & Internet.

Kol yeoon o€
«TTPOCWITIKI»
ouoKEUATia.

Amohauon Kal

EUEPYETIKN Spdon

oTOV OpYQVICHO.

"EpXETQI EKEI TTOU

Bpiokeoa avétoda. | QR Code e-shopping.

Customer Customer
i i Segments
Relationship Nents réc
Texvikeg CRM ot | 44ep 100 & ovvagav
paomn kokAov Lwms nQOIoVIWV:
TWV MEAQTWYV, 1. TeA d’.’!ﬁg
Iigoowmuer) emAEYHEV@Y
¢Eunné- o pEcw ZevoDOXEIAKWV.
Telemarketing Movddowv.
Majrfe-mail 2. Karoikol
etin AVOTOMIKWY
%ﬁanne s MpouoTiwy.
Telesales, Mobile 3. Néa :EW&F'“,
Marketing, email, TEAGTEC ETQIPEIDV '
newsletters, Social UTIMPECIGY
Media, Home Ydﬂwpﬁ'lﬁloﬂg 5 !
| delivery.
_ 4. E-Shoppers
| Web Mal‘ketmg. “maoalumv
_

Cost Structure

Nayia oroixeia, £éoda AsiToupyiag Kal
marketing, jioBoi/apoipéc, avaAwoipa
UVAIKG TTapaywyng, ouvthipnon,
ac@pdaAion, Aoimrég darrdveg

Revenue Streams

Ecoda mwAnoewv pediov kai Aormtawv
npoiovrwv (Bao. moAtTog, yvon kAm.

‘Ecoda amo mBavr) eméktaon os cvokevaoia

npoiovrav allwv tapaywywv.




How to Use Value Proposition Canvas: The Definitive

Value Map

Describes the features of
a specific value propo-
sition in your business
model in a structured
and detailed way.

Products and Services

List the products and services
your value proposition is built
around.

|

Gain Creators

Describe how your products
and services create customer
gains.

®

Pain Relievers

Describe how your products
and services alleviate cus-
tomer pains.

i
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Customer Profile
Describes a specific
customer segment
in your business in
a structured and
detailed way.

o —
' —
O ——

Customer Jobs

Describe what customers are
trying to get done in their
work and in their lives.

h -

Gains

Describe the outcomes cus-
tomers want to achieve or the

concrete benefits they are
seeking.

i~
Pains

Describe the bad outcomes,
risk, and obstacles related to
customer jobs.

The Value Proposition Canvas

Value Proposition

Guide (digitalnatives.hu)

Products
& Services

Gain Creators

2o

Customer Segment

Pain Relievers

®

v
N

Customer
Job(s)

o —
J_

O =



https://www.digitalnatives.hu/blog/value-proposition-canvas/
https://www.digitalnatives.hu/blog/value-proposition-canvas/
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Persona

Mia Persona fon0d va katavorjooupe KaAUTEPA Kal Va
OTTTIKOTTOIN)OOUME TOUG TTEAATEG OTOUG OTTOIOUG OTOXEUOUIE.

Eival Evag @avTaoTIKOG XapaKTAPAG TTOU TTEPIYPAPEI TV
TTPOCWTTIKOTATA, TA VOIA@EPOVTA, TA TTPOBANUATA, TOUG
OTOXOUG KOl TN CUMPTTEPIPOPA EVOG TUTTIKOU TTEAATNG.

Mia Persona BonBdsi va AdBoupe atropaceic avag@opIKa HE TN
oTOXEUON TTOU Ba KAVOUUE O€ ETTITTEO0 NAPKETIVYK KAl
TTWANOEWV.

Mia Persona ptropei va xpnoidoTroinBei kKal OTav o TTEAATNC
oag Ogv gival KaTavaAwTNS aAAG pia eTTixeipnan. Anuioupyeital
EVa TTPOCAPPOCHEVO TTPOTUTIO YIQ dia ETTIXEIPNON.




name Carol

_——— [ RPN .

Design Thinking Process Diagram*

bio
Carol is a hard working mom, who does her
best to create a safe and warm home for her

children. She is highly invested in the lives of
her children.

B create lo-res objects and experiences
® role play to understand context and key feature
®m quickly build to think & learn

is caring”

interests

Carol wants to help as much as possible at
the school of her kids.

it of money, Carol tries
mnvironment for her

@ PROTOTYPE
. .
[ ]

® reframe and create human-

preferred channels

Carol is an online shopper, because it saves
her time and she can shop at any moment.

B guidelines for
centric problem statements evaluating project
8 identify meaningful nork "“'7“:“”“'
surprises and tensions ® openly giving &
® infer insights B test with customers .CI__"__.ll“th_ Setuon
to refine solution ® integrating
and gather data eedback
® gain deeper empathy d is annoyed with
® enmbrace failure eedless time.
d.school Executive Education ; about unexpected

Hosso Plattner Institue of Design at Stanford University *not necessarily linear, apply as needed ©2019

brands
Wehkamp
H&M

Zara

bol.com

mba

executive




“Do they want this?”

e EAEyxOUUE TIC 3 TIEPLOXEC
Tou BMC
— Edkto (Backstage) FEGSible DeSirClble
— EmBupunto (Frontstage)
“Can we do this?” \/
- « Bva('VEl'» OLKOVOI"lLKd’ ? The risk is that a business
e e o each.
nologuy, IP, brand, etc.), key

activities, or key partners.
Feasible Desirable
\/
“Should we do this?”
The risk that a business
cannot generate more
revenue than costs (revenue
- b
executive

The risk is that the market a
business is targeting is too
small; that too few customers
want the value proposition; or
that the company can't reach,
acquire, and retain targeted
customers.

stream and cost structure).

Types of Hypotheses

Adapted from Larry Keeley, Doblin Group and IDEO.



e To Front Stage oto BMC
TPETIEL val TaLPLATEL e
to Value Proposition
Canvas (VPC)

— O agieg talplalouv otnv
aia Tou meAdn

— OuLunnpeoiec/npoiovia
TOu AUVOUV €va
NPOPANUA

— ‘Exoupe avaAvoel o€
BaBocg tnv persona tou
TEAATN HOG

i
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The Value Proposition Canvas contains mar-
ket risk in both the Value Map and Customer
Profile. Identify the desirability hypotheses

you are making in:

customer Profile
We believe that we...

« are addressing jobs that

really matter to customers.

« are focused on pains that

really matter to customers.

+ are focused on gains that

really matter to customers.

value Map
We believe...
« our products and services

really solve for high-value
customer jobs.

= our products and services
relieve top customer pains.

= our products and services
create important customer
gains.

The Business Model Canvas contains mar-
ket risk in the value proposition, customer
segment, channel, and customer relation-
ship components. Identify the desirability
hypotheses you are making in:

customer Segments
We believe...

« we are targeting the right
customer segments.

+ the segments we are
targeting actually exist.

+ the segments we are
targeting are big enough.

Value Propositions
We believe...

« we have the right value
propositions for the cus-
tomer segments we are
targeting.

« our value proposition is

unique enough to replicate.

Channels
We believe...
« we have the right channels

to reach and acquire our
customers.

+ we can master the channels
to deliver value.

customer Relationships

We believe...

+ we can build the right rela-
tionships with customers.

« itis difficult for customers
to switch to a competitor’s
product.

+ we can retain customers.



V. Recombination

Digital transformation is changing the structure and nature of all industries
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Harvard approach

e Value Creation: How does your firm create value for your
customers (i.e., what benefits would you provide or what
problem would you solve)? Please try and quantify where
possible.

 Value Capture: How would you earn revenue from the
value you create?

OPERATING MODEL

e Structure: How is your business and your value offering
structured?

e Assets: What facilities, equipment, human capital and other
assets would you need to enable your business?

e Capabilities: What unique strengths and abilities would you
need to enable your business? How are these difficult to
replicate?

i
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business model operating model



You’re holding a guide to the world’s best business models.
Use it to inspire your own portfolio of new ideas and reinventions.
Design a culture of innovation and transformation to become...

The
Invincib

Read it !

Yves Pigneur @

Fred Etiembl Strategyzer
Alan Smith Series

This book integrates with

-1 i Py

Value Proposition Design,
& Testing Buslness Ideas
International Bestsellers

40+ Languages
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Laloux Model

https://www.youtube.com/watch?v=g0Jc5aAJu9qg
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https://www.youtube.com/watch?v=g0Jc5aAJu9g
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