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Business Models

https://www.youtube.com/watch?v=XnLaQzi8xJc

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

https://www.youtube.com/watch?v=L HGUhXU90Ak

https://www.youtube.com/watch?v=0RLLe6xUoMg

https://www.youtube.com/watch?v=RKv3M7mdOxc

https://www.youtube.com/watch?v=dsUz6IfXCkE
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Business Model

the plan

implemented by a company
{o generate revenue

and ...

make a profit from operations

Dr Dimitrios Maditinos



Business Model

The model includes:

components and,

functions of the business,

as well as the revenues it generates
and the expenses it incurs.
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Business Models

Investopedia explains BM...

Business model is a buzzword
that everybody used (or overused)

during the dotcom boom
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Business Models

Investopedia explains BM...
In fact,

poorly thought out business
models

were the downfall of many dotcoms
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Business Models

Investopedia explains BM...
However,

the business model dates back
to the earliest days of business
It merely describes the way in which:

a company makes money '/



Business Models

Investopedia explains BM...
A business model can be

= simple or

= very complex
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Business Models

Investopedia explains BM...
A restaurant's business model
IS to make money

by cooking and,

serving food

to hungry customers...

Dr Dimitrios Maditinos



Business Models

Investopedia explains BM...
A website's business model
might not be so clear,

as there are many ways in which
these types of companies

can generate revenue
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Business Models

Investopedia explains BM...
some make money (or try to)
by providing a free service

and then

selling advertising to other
companies
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Business Models

Investopedia explains BM...
others

might sell a product or service
directly to online customers
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Business Models

Timmers (1999)... og EAANVIKA
aT1TOo000N

APXITEKTOVIKI] VIO POEC...
TTPOIOVTWV
UTTNPECIWYV Kadl TTANPOPOPIWV

TTOU TTEPIAAMBAVOUV TTEPIYPAPN TWV
OIAPOPWYV ETTIXEIPNUATIKWY OUVTEAECTWY
KAl TwWV POAWYV TOUG....
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Business Models

Timmers (1999)... og EAANVIKA
aT1TOod00N

OAAQ. .. KOl TTEQIYPAPN TWV
MOavwyv oPeAWV

YIO TOUC OIAPOPOUC ETTIXEIPNUATIKOUC
OUVTEAEDTEC KAl TTEQIYPAPN ...

TWV TTNYWV E000WV
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Business Models

TI AEE gpelC..

‘Eva emmXeIpnUATIKO UOVTEAO
TTEPIYPAPEI TOV TPOTTO

UE TOV OTTOIO £VAC OPYAVIOUOC
ONUIOUPYEI, TTPOCPEPEI acia
KAl apeipeTal...
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Business Models

T AEPE €MEIC...: Elval N ATTEIKOVION TNG
amxslpnpuTlKng AOQYIKNG KAl aTPATNYIKAS TNC.

[epiypa@el:

v TI TIPOOQEPEI N ETTIXEIPNON OTOUC
TTEAATEC TNC
TTWG TOUG TTPOCEYYICEI KAl ONUIOUPYEI
OXEOEIC padli TOuC

v

v’ JEOW TTOIWV TTOPWYV, dPACTNPIOTATWY
KOl CUVEPYAOIWYV ETTIXEIPEI, KAl TEAOC

v

TTWC KEPOICEI xpnpam
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Business Models
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Pillars / TTuAwvecg

Kaivotouia [1poiovTog
Aloiknon YTTo0ouwVv
2.X€on Je Touc lNeAaTec
XPNUATOOIKOVOUIKA
Osterwalder & Pigneur (2002)
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2UCTOTIKEG AIOOTAOEIG

[Tpoopepouevn Acia
[Inyec Ecodwyv
Opyavwaon / KooTn
AAugida aciac
AIKTUO £TAIPWYV



Components

5 Business Model Components Every
Entrepreneur Needs

Based on the 5 key Business Model Components

from the best selling book ‘Getting To Plan B’ by authors
Randy Komisar and John Mullins,

module one addresses the importance of these 5
components on your road to entrepreneurial bliss:
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http://www.amazon.com/Getting-Plan-Breaking-Through-Business/dp/1422126692

Components

C. #1: Revenue Model

C. #2: Gross Margin Model

C. #3: Operating Model

C. #4: Working Capital Model

C. #5: Financing / Investment Model
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What theory says

Since 2000, theorists have created
dozens of lists

of business model components

all differing slightly from one another
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What theory says

Three Swiss business professors
Alexander Ostenwalder

Yves Pigneur, and

Christopher L. Tucci

analyzed various models and found that
the components fell into nine major
categories.



What theory says

Three Swiss business professors
Alexander Ostenwalder

Yves Pigneur, and

Christopher L. Tuccl

a 10th component, outside the nine

categories, is the producer.
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What theory says

Offer or Value Proposition

Target Market Segment
Distribution or Movement Channel
Consumer Relationship

Value and Resource Configuration
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What theory says

Core Competency

Network or Affiliation Partners
Cost Structures

Revenue Streams



Components of a Business Model
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O N OAEDdhPE

What Laudon & Traver (2014) say
[TpoTaon Aciacg
MovTtéAo EcOdwV
Eukaipia Ayopdc
AvTaywvIoTIKO [NepiBaAiov
AvVTaywVvIOTIKO [TAgovEKTNUO
2TpaTnyIkn Ayopac
OpyavwTik Avartrtuen
Opada Aloiknong



Business Models

Canvas
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Kaupac EM

TTPOTUTTO €PYOAEIO OTPATNYIKOU
management

TTOU onBda otV avatrTucn VEWY N
TNV KOTAYPAPN UPIOTAPNEVWYV

ETTIXEIPNUATIKWY PJOVTEAWYV (EM)
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Kaupac EM

* Anuioupynonke atro Tov EABeTO Alex Osterwalder

* gival N TTPWTN QOPA TTOU £VA TOOO CNUAVTIKO
EupwTtraikd epyaAcio ETTIXEIPNMATIKOTNTOC
KaTekTNoe TIc HIA.

OTTTIKO JIAypAUUa ME AECEIC KAEIDIA TTOU
TTEPIYPAPOUV:

" TIC UTTOOOMEC
" TOUG TTEAQTEC
" TA OIKOVOUIKQA OTOIXEIa KABWC Kal

" TNV ACIOKN TTPOTAON TNG ETTIXEIPNONG TTPOC
TOUQ 'ITS)\(’]TEQ Tng Dr Dimitrios Maditinos 32



Kaupac EM

BonBa emixeipnUaTieC Kal OTEAEXN VA
e gufBaBuvouv
* KOTOVONOOUV Kal

* OUNPWVNOOUV

O€ JIA KOIVI OTTTIKN YIa TNV aAANA€TTIOpOON
TWV CUVIOTWOWYV MPIAC ETTIXEIPNMATIKNG
TTPOCTTABEIOC, HEOA ATTO PIa VEQ, OUVAUIKN,
ONUIOUPYIKN Kal AEITOUPYIKN TTPOCEYYION.

Dr Dimitrios Maditinos
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Kaupac EM

o EmKevTpwveTal oTa BOCIKA UEPN TTOU
ATTaAPTICOUV EVA ETTIXEIPNMUATIKO TTAQVO.

* 2UMTTANPWVOVTAI 01 9 EVOTNTEC
(building blocks) 1Tou Tov atrapTidouy,
Kal

* [1pofaivel o€ TPOTTOTIOINCEIC KABWCE N
ETTIXEIPNMATIKN 10£Q WPIUACEL, €ITE OTO
EPYACTNAPIO N OTN TTIAOTIKN TNC
Epapuoyn.
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KapBdc EM

 E@OoOoV ekTIUNOEI OTI TO business
model TTapayel BeTIKO ATTOTEAEOUO

(ONAadN pia Blwaoiun €Tmxeipnon)

* QCIOTTOIEITAI TO UAIKO KQI EMTTEIPIA TTOU
0a TTPOKUYEL

* OTNV AVATITUCN €VOC TTANPOUC Kal
AETTTOUEPOUC business plan



Kaupac EM

* 019 evornTteg (Building Blocks) Tou

KaufBa Emixeipnuatikou MovtéAou
* MTTOPOUV Va eviaxBouv o€ 4 ouadEC .
v ESwoTpéPeia
v EowoTpépeia
v 'Ecoda
v 'E€oda
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Kaupac EM

ECwoTpEPEIO

(Value Proposition, Customer Segments,
Channels, Customer Relationship)

EocwoTpEpeia

(Key Activities, Key Resources, Key
Partners)

‘Ecoda (Revenue Streams)
‘E€oda (Cost Structure)

lllllllllllllllll
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Business Models Canvas

Value Proposition
Customer Segments
Channels

Customer Relationships
Revenue Streams

Key Resources

Key Activities

Key Partners

Cost Structure

Dr Dimitrios Maditinos
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Business Models

https://strategyzer.com/canvas/business-
model-canvas

https://www.youtube.com/watch?v=2tdpNKdH
/sSM

https://www.youtube.com/watch?v=RzkdJiax6
Tw&t=82s

Dr Dimitrios Maditinos 39
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The Business Model Canvas
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Business Models Canvas
Skroutz Inc

Key Partners

Wyl

o

Key Activities

Key Resources

LA,

Value Propositions -5

Customer Relationsh fp:(:'f )

Channels T ,f?

Customer Segments E ?

Cost Structure
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9.Ta KUpIOTEPA KOOTN TTOU aTTaITOUVTl
yIa TNV ETTIXEIPNPATIK TPOOTIaeId pHag

Key Partners Key Activities Value Proposition | Customer Customer
6.01 xopies Relationship Segments
omnr
6?:;?23; ATI ;q 4.Ei60§ OXEOEWV
emiyEipnon 2.0 ouvduaopds | | mrou kahhigpyoUpE
TIPOKEIPEVOU VO u;nzc:;:g‘::r,w e Fges piaAan'é ns| 1. 0ropddes
: £QAPHOTEI TO OPQOES TTEAQTWV TEAATWV HOG KOl
8.0 K“‘,"m‘:;' £1:xf|‘;npuﬂK6 TTPOTEIVOUE, HOg, QVaAoya HETO | 1o BiagopoTrold
ouvsvaTtg HOVTEAQ TIG. TTPOKEIPEVOU VO 01510 TOU KUKAOU XAPOKTNPIOTIKG
TpopNBeUTES KOS : IKAVOTTOIOOUPE | Jwig TOUG. TOUC
Key Resources TG AoyIkég 1) kai | Channels (Anpoypa@ikd,
7 : OoUVaIOBNUOTIKES YuyoypaQIKd,
.01 KupIOTEPOI avaykeg Kaoe 3.Ta KavaAia péoa HAIKIGKG KATT.)
uAiKoi kai duAol opddag TEAATWV | | amé Ta oToia
TIopOI 0TOUG pag TPOCEYYI{OUHE TOUG
9"0l°U§ TEAATEG MG,
Bao '("W""‘- ylam £TMIKOIVWVOUHE padi
Aeiroupyia Tou ToUg, TTPOWBOUHE Kal
Cﬂlxi'f?ﬂPﬂT'KOU TOUG «TTWAOUME» TNV
povrEAou pag Mporevopevn Agia
Cost Structure Revenue Streams

5.0| poé¢ E06BWY, §EXWPIOTA Yia KGBE
TPfpa TEAQTQV pag, yia kae «aiakn

TpOTACT» TNG EMIXEIPNONG
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INTPO DOMAONTOMN MAMATIIF LAAALOY

Business Model Canvas {Nepiypad i}

Nepiexdpevo viwy 9 svorfitwy {bullding blocks)

Key Partners

Key Activities Value Proposition | Customner Customer
Relstior=hip Segmenis

Notsc kadopPLtoTiKES
Notot glvar ot KUPLOL LOWTEPIKEC ETAPIKEC Mo 5,‘,,,,.‘,‘(@.,“ my .
CUVEPYQTES pag? Swepyacies anosi: Tt afle napéyouus os npoctyyian, ansKtnon la moueg meAaTELanES

. npotswopevn afla? | xade neAareiaxn opada? | Sfumnpénon avinen ral | ouadec SnuioupyoduE

Mowot eiva oL KUPLOL .. Ta KevaAla oo mpoBAnuafta xads | moTorIa rwlf meAorav? afia?
npoundcutés pag? £ruxOVwvias Kol neAareiakic opadac | ';:‘:‘m'f:’:::' HETE | nocor elvan o1 o

Stavourc? Bonddue va Avdsi? w;}'“:::x odel? onpaveixol pag
Nowx anuaz;d uéoor - Ot poég eodSwv? . Tt f/toysc npofc'bvrwv Moo Sanawipd eivar?] r’;e::‘re(?
QOKTAUE Ko/ UnnPESLV = '
ouvepydTes pac? Key Resources RPOOWPEPOUNE OE KADE c T nnels o I Siagoporrololvral

o Méow mowwy kavaAiwv | SpuoypaPiKa Kai

Notou¢ kKUplovs nopous/ neAareiaxy opada? ‘ .
Noisg KUPLES uéon amairei: Noteg avdywes xade emdupolv Ot NEAGTES U | wuyoypaPIKa?
SpaotnpioTnreg . H mpotewdpevn afia?  mEAaTewaxi opadag v 1oUg mpooEyyloouuE?
exTeAodv ouveEpYaTES | | ror xavaAia (KAVOROIOUuE? Mg Tous nwﬂouv

? v Moo civar 10 «gAdYIoTO GAAEC ETQIPEIEC!
o ;::rooplk?“ o Brrapor mpoldv? Mo kavdia sivat o |
? : . )|
Or poéc £006wv? - Musg ouvbéovTat pe Tig
= l ouvridries twv neAdatun? |
it sl ALl

Coxt Structure

Mot elvat Ta Afov onuavrixd xéatn Tou business
model pag?

Mowx and Ta anaoiusva ptoa givar Ta nAdov
Saravnpd?

MIOLEC amd Ti¢ ANATOUHEVES EOWTEPINES Suepyaoisg
civat ot MAov Sanavnpég ?

| el B =

Revenue Streams=

la ose napexousvn afla oL neAdre Séxovrat va
nAnpwoouv?
Tt ayopadouy Kau Ti/mews mAnpuvou onfupa?
Nw¢ da npotipodoav va nAnpwoouv?
Nwe ta eruépous cooda oupbBailouv ota
ouvoAika fooba?




Business Models Canvas (KEMEA)

2Uupwva pe 1o Kevipo EBeAovTwv Mavartlep
EANGOOC (KEMEA)

gival o TTupnvac Kai n Kivntipla duvaun Tou
ETixeipnuaTikou 2xediou.

*  «UTTEVOUPNTIKO» EPYOAAEIO TTOU POAG UTTOXPEWVEI
VA OKETTTOMOOTE TTEAQTOKEVTPIKA.

* 0 OUVOETIKOG KPIKOG METACU TTaPaOOCIOKOU Kal
WNQIOKOU JAPKETIVYK.

o gPYOAEiIO «dIOPBWONC» TNC ETTIXEIPNMATIKNC
KATEUBUVONG ME EPEUVNTIKEG TEXVIKEC OTTWG TO
MVP (Minimum Viable Product).
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Business Models Canvas (KEMEA)

WECO evBAppuUvONG TNC TTAAYIAC OKEWNC,
EPEUPETIKOTNTAC, ONUIOUPYIKOTNTAC KAl
KQIVOTOMIAC.

WECO ETTITAXUVONC N KAl ATTOTPOTINC TNC
ATTOPACNG VA TTPOXWPNOOUMPE OTNV METATPOTTN
MIOG I0€QC O€ TTPOIOV.

BonBa oTnVv KaTavonon KAl CUYKPITIKN acloAoynon
TNC ETMIXEIPNMATIKAC OTPATNYIKAC TWV
AVTAYWVIOTWYV JAC, TTAVTA JE ETTIKEVTPO TOV
TTEAQTN.

BonBa oTov EVIOTTIONO KAl OZIOAOYNON «KKEVWV»
oTNV ayopa.
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Facebook — World’s leading Social Networking Site (SNS)

Key Partners

Key Activities

Platform
Development

Data Center
Operations Mgmt

Value Propositions Relationships Customer Segments

Same-side
Connect with your Network Effects

friends,
Discover & Learn,
Express yourself

Internet Users

Content Partners
(TV Shows,
Movies, Music, Key Resources Channels
RIS ) Facebook Website,
Platform Personalized and Mobile Apps
Social Experiences, Developers
Technology Social Distribution,
Infrastructure Payments
Developer Tools
and APls
Cost Structure Revenue Streams
Data center Marketing and Research and Payment
costs Sales Development iz Revenues
General and

Administrative

www.businessmodelgeneration.com




facebook: Strategic analysis T—m—

NETWORK

EFFECT
model

Business Model

A )

Revenue stream :

BRAND

i

ADVERTISING

M Wit o=

* Everyone on the

E- R Ty Cuamar X
* Facebook * Smart people ) intemet
appsand Platf and technology * SME, rpicm
game ! d evez:)nment * Huge brand . Lqrg—term 3 adwertisers
developers and * Huge user base sticky * Facebook Apps
maintenance relationship and Games
developers

- P

» Network effect
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Twitter Business Model

Key Partners

Search Vendors

Device Vendors

Media
companies

Mobile Operators

Key Activities

Platform
Development

Key Resources

Twitter.com
Platform

Value Propositions

Stay connected

News/Events

Targeted
Marketing

Relationships

Channels

Website,
Desktop Apps,
Mobile Apps,
SMS

Customer Segments

Users

Enterprises

Employees

Cost Structure

Servers

Licensing Data
Streams

Promoted Trends

Revenue Streams

Promoted
Accounts

Analytics

Promoted
Tweets

www.businessmodelgeneration.com




Google Business Model

Key Partners

Distribution
Partners

Key Activities

R&D — Build New
Products, Improve
Existing products

Manage Massive IT
Infrastructure

Key Resources

Datacenters

IPs, Brand

Value Propositions

Web Search, Gmail,
Google+

Targeted Ads using
Adwords (CPC)

Extend Ad campaigns
using Adsense

Display Advertising
Mgmt Services

Hosted web-based

Google Apps

Relationships Customer Segments

Automation (where

possible) Internet Users
Dedcatog Saes or | paerisrs
9 Ad Agencies

Google Network

Members
Channels

Global Sales and
Support Teams

Multi-product Sales
force

Enterprises

Traffic Acquisition

Cost Structure

Costs personnel)
Data ce nter S&M. G&A
operations

R&D Costs (mainly

Ad Revenues —
Google websites

Enterprise Product
Sales

Revenue Streams

Ad Revenues -
Google n/w websites

Free

www.businessmodelgeneration.com




amazon

* ATTOOTOAN: Na €ivail n Mo TTEAATOKEVTPIKI)
ETAIPEIQ TOU KOOMOU , OTTOU Ol TTEAATEC UTTOPOUV
va BPOouv Kal va avakaAUyouv O,TI UTTOPEI va
BEAouv va ayopdaoouv OIadIKTUOKA,
TTPOCTIABWVTAC TAUTOXPOVA VA TTPOCTPEPOUV
OTOUC TTEAATEC TOUC TIC XAMNAOTEPEC OUVATEC
TIMEC.



V.V V V V

amazoncon R

[1EAQTOKEVTPIKN ETTIXEIPNON
AVTOYWVIOTIKEC TINEC
AcloTTIOTIiO

Acia yia Tov TTEAATN
EuTtropikd onua




Business Model Canvas: amazoncom

Key Partners

Suppliers and
manufacturers

Network of
sellers

——————————

Key Activities

Merchandising

Key Resources
Human: Web and
: aFP“"aﬁon
Physical: d eve\OPme"t
Warehouses

Cost Structure

Value Propositions

Price

—————

Convenience

———

Customer Relationship | Customer Segments

Self-service
Mass market
Automated

—  SETViCES

#

Channels
Amazon.com

Mobile apps

Cost-driven Economies of
scale

Oniline Retail

Retail sales

Revenue Streams

Prime monthly

Comission on subscriptions

reseller sales

‘

DigitalBusinessModelGuru.com



Virgin Atlantic vs. Ryan air

MEXPI TIC ApXEC TNG OEKAETIOC TOU 70, OI AEPOTTOPIKES

ETaipeieg mioTeuav Ot

* Q1 1TeAaTeg €mOUPOUY UWPNnAOU €TITTEQOU ECUTTNPETNON.

* Oi1 business travelers TTpoTiyoOUV TO PEYAAQ, KOOUOTTOAITIKA
aePOOPOIA.

« O1 TWANOCEIC €101TNPIWYV YivovTal ATTOKAEIOTIKA ATTO
TacIdIWTIKOUG TTPAKTOPEC.

e YTrapxouv TTOAU PIKPA TTEPIBWPIa dIaPOoPOTToinoNng
KOOTOUG Kal TIHWV ava B€an.

OAecg k106 a6 TNV South West Airlines oT1o TEcag ol

IOIOKTATEC TNG OTTOIAC AVETPEWAV TIC MEXPI TOTE TTAPADOXEC,

Kal ¢ekivnoav tnv Tpwtn Low Fare Airline.

Dr Dimitrios Maditinos 54



Virgin Atlantic vs. Ryan air

Oa £CETACOUME OUO K OIAUETPOU
QVTIOETA ETTIXEIPNUATIKA JOVTEAQ :

* Virgin Atlantic (Full Service)
* Ryanair (Low Cost Airline)

Ol OTTOIEC KATEXOUV £€EXOUCO BEON OTO
XWPEO TWV AEQOPETAPOPWV



WHAT IS VIRGIN ATLANTIC'S STRATEGY GOING
FORWARD?

Our objective is to fly a profitable airline that
people love to fly and where people love to work.

Our focus iIs on further improving customer
services for our business and leisure travelers, as
well as setting new standards for the rest of the
Industry to follow.

Our strategy Is to ensure we offer the best
business product in the air, grow our leisure
business even further, and run an efficient but
effective global airline.




Business Model

B M C Virgin Atlantic

Mo Bovaporfie/commis sions
Koorog cnocﬁ:cr)wv'rpron SLPOTKIPIV TUYYPOVIS
':xvo).ovoq Kauvapa, ouvmnpnon kA
Websta'Hardwar'Software’ update' maintenance.
Koorog SognongT pastnong on xan off line

KooTog mpopnSensy owyaRav

Airtickets

Key Partners Key Activiti_os Value Proposition Cusu_mer . Customer
nm“ﬂméc (dpygg_ Fl);h! Logrstics. B2C: MOVG&KI’] RellhOﬂShlp segmts
Meyaia Customerservice. | oinenia pe Customer B2C
Arpolpoua, handiing in-fight KQIVOTOREC Relationship Global and
Asrport entertainment, red Moonic of oMa ra | Programs, Flying Corporate
lounges/facites carpet treatment, rabiBiw TG Clubbonus miles, | travelers.
IT/Web suppont Airine Lounges, npoBAfpara, mou| YUParades, . _
services. CRM.. ouvexXng EemepvoUV TIC Corporate Expensive Holiday
Vfglﬂ Gfouo UWG’G:OOQ 3 “poo&‘|£< 10U schemes. travelers
SO b s Channels Neapi
:ﬁf“;’;"' :.'1 Resources B2C:MovaBikd | Website, Mobile offo‘:ft‘vmc e
Catering fgoc G:bh:lrgioidaym i TPOYPAUKATa Ka! | 3pps. BOPACN. | o, xovopikn Gveon.
suppiers expertise, nalletg’ ’0'50'0 OVWwvInNg B82B
Trans p-én.zx-on Exmabtuptvo Ground g 25 ST Y Sruwaong, Corporate xat
supphers (chauffer | and Flight Personnel, | ToUBIWTIXOUS | Richarg Branson | Trade
services 10 and IT/'Websitesupport WPOKTOpEL. FR effonts.
Sy 4 ) Emdva huxury Airline | T01pTICC, Internat.
L events xAm. Word of mouth
Cost Structure Revenue Streams

On board shopping,

Zuvepyolpeveg rofluuTiis uTmpeoics,
gvouioon autonviTwy, leisure flying xAm.

Vtgngfoup compamts
H0PNECN TOTWY.




Key Pariners
MotmTikEg k&pTES,
Azursprlovia
Acpodpopn,
Qutsourcing
UTTNPETIN W £GP OUG,
ITAWeb support
services,

Eimrepikol
SUVEPYATES

Catering food
suppliers..

Ryan Hotels

Hertz

Tour and Bus
companies.
ATpahciss.
Karaoksuaorég hand
luggage

Business Model Canvas

RyanAir

Key Activitiex
AziToupyio
Logigtics, online
sales k1 chedk-in
ZUYTHP NOT KX
mﬁupmmég

QED TR PUI Y
Tpogodoaia,
UTMpETisg e8dgpous,
Bus KA.

Key Rexources
I ponp sl (Spartan)
Ground and

Flight Personnel,
ITAWebsite support
Hy ki sikdve Low
CostAirline carrier,
SNTT PO YHATEUTIKEG
Andikaaizg.

Walue Proposmition
OmovolIREg
WIRDEIE, TEVWTa
OV MPa TOUEL.
Point to Point
flighi=
udnuorpanEonoi-
non
EfunmnpErnong".
Mirpoaveg ifrpa
HOwO Wia
PO OE TEL
UTMPESIEL WOU
EOU EWIAEYEIL

Cusiomer

c
Relstionship s:;hmer
Automated mobile ments
SErvices. : "

5

Website :E o, !l;t'lc £l ouw
ngpocrm mKHR 60“1 m""l& q
EEUTMPETNOT PEdw 2
Call Center. avayRixm.

Neapég
Channelx OILOYEVE IEC.

Website , M ohile

apps, Magrpiam,
MEoo KOV VIKAG

SIKTUWON .
Wordof mouth

Mg dropa

pric e senwmive.

Cost Structure

MioBoifapoiBéc/commissions.

Kéarogla o offson/ouyTApnoT aspooragmy 15iou

TOTTOU K JEYIOTOTIDNINOT % pHomC.
Kadmpa, CuvTAPNOT KATT.

Website/Hardware/So tware/ update/maintenance.
Kdorog¢ Siagipione/NpomnBnom¢ on ki off line

Reverue Streams=

Ajr tickets 80%, dardx Zooda 20%.

Avopéc foodbeveragelgits/exdras on board,
Tuvepyaldpeves TaEISiwTIKES UTMPETiEC,
evoIKiaom autorw Ty, Bus to City kAT

Al pApIoT TpiTwY.




KuUpla cucoTtaTika b.m. Virgin Atlantic

2.UyYpova JeyAAa UTTEPATAQVTIKA AEPOTKAPN.
EocwTtepikn diauop@waon/oxedIaouOC aEPOTKAPWV.
Awpoyo on-board kai ground service.

ETTIAOYN KEVTPIKWYV, HEYAAWY QEPODPOUIWV.
[ToAuteAn Airline Lounges.

In Flight entertainment.

2 UVEPYQOiEC e prestige brands.

[TpoypAuPATA TTIOTOTNTAC TTEAQTWV.
EKTTAIOEUMEVO TTPOCWTTIKO ETTITTEQOU.
ANMIOUPYIKEC, KAIVOTOUEC EQAPUOYEC TEXVOAOYIAC.
Auvarto Branding/Richard Branson PR.
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KUpia guaTartika b.m. Ryanair

XapnAO KOOTOC EI0ITNPIWV.

Xpron MIKPWYV TTEPIPEPEIAKWY AEPOOPOMIWV.
NIYOTEPEC OKUPWOEIG/KABUOTEPNOEIC OPOMOAOYIWV.
NIYOTEPEC ATTWAEIEC ATTOOKEUWV.

XapNAO AcIToupyikd KOOTOC.

Internet booking system, yéow Tou website.

YWnAOG 1000010 TTApAAANAWY 000wV (paynTo,
QVAWUKTIKQ, tax free, CuoTo).

AIQTTPpAYUATEUON PE APXEC YIA ETTITEUEN TTPOVOMIWV.
ECTpa Xpewaoelg yia catering, JETA@OPA ATTO KAl TTPOG
TTOAEIG.

Mn ouvOIKAAIOHEVO £PYATIKO OUVAMIKO.

OpoiduopPoc oToAoc Boeing 737.
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