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BUSINESS PLAN
H napouaciaon nou akoAouBei nepigyel odnyieg yia Tnv dnuioupyia EvOg kaBiEpmpEvou
Business plan (BP). H kaBe eniyxeipnon avaloya pe Tig 101aIrepOTNTEC TNG PNOPEI va
MNpoaBéoel fi va apaipécel and Ta kabiepwpéva koppdmna evog BP. Me Aiya Adyia, aTic
Napaxato oelideg Ba BpeiTe guvonTikeg 0dnyieg yia Tnv eyypar vog BP. Zag
YnevOupiloupe nwe &va owaTo business plan gival anapaitnTo yia va NETUYXETE TUXOV
Tpane(ikéC ENYEIPNHATIKEG XPNHATOBOTAGCEIC Yia TNV KAAUTEPN avanTuén TG
Enixeipnong oac.

To BP nou gag napouadialoupe anoTeAsiTe and 6 Bagikeg kaTnyopieg. AUTEG sivar:

1, Eioaywyn

AvaAuTIKn NEPIYpaPpr) TNG EMIXEIPNONG
3, AvaAuTiki} nEpIypa®n TnG ayopac
MepiAnyn oTpatnyikig & epappoyng
OkovopIkO NAGvo

5. Eniloyog

N2

G o

O1 KaTNYOPIEC QUTEC NEPIYPAPOVTAI AENTOPEPLIC OTIC NAPAKATH CENDEC,



1. Eicaywyr
1.1. EEmpuAilo

H aigaywyr) nepihappBavel pia cover gehida (EEn@QUAAO) ONou PpaiveTal
KaBapa o TiTAog <Business Plan>. H geAida auTr) nepigyen:

To Ovopa aag

To ovopa NG enixeipnong
AigvBuvon

TnAépwvo/ e-mail
AoyoTuno

Huepopnvia

1.2. Eigaywyikn ogAiéa

AN 10 POPa CIYOUPEUTEITE NWCE O TITAOG BP @aiveral kaBapa.BieukpivioTe
Moiog €ioTe, NoIa €ival n ENIXEIPNCT) GAC KaI NWC PNOPEI KAVEIC va EMNKOIVWVICE
Madi oac. Zag GUPBOUAEUOUNE vVa PTIGEETE QUTT TNV GEAiBa £TOI WOTE PaIvETAI
To npoiov gac (pwToypapia) av givai duvatov, f KIa £KOVa NOU NEPIYPAPE
Tic unnpeaieg aac.



1.3. I1£p|£x6|.|sva

3. Mzolzyolzye
To o\o Busmess Plan npsna va €ival NoAU KaAa opyavasvo HE KaTnyoplsq
Kal unokaTtnyopiec, TIC onoiec Oa €ival EUKOAO va Bpel KAveic oTa nepiEXOPeva kal Ba
BonBnbsi oTo va diaBdacel Ta onueia nou Tov/TnV
EvOIapEpPOUV NEPICCOTEPO. 'OTAV EXETE TEAEIWOEI TO YPAWILO OAWV TWV KEINEVWV
AoInov, unv EexAceTe va NPOoCOECETE KAl TA NEPIEXOMEVA.

1.4. Executive Summary

To executive summary €ival To NnpwTo Npayua nou 6a diaBacel o avayvwoTng Kal
Ziyoupa To nio onuavTiko. O AOyocg yia Tov onoio ypageral Executive Summary, €ivai
[la va TpaBnéel To evoiapePOV TO avayvwaTn, £ToI woTe va 01aBAacel kal To unoAoino
Business plan. ['auTo kal npEnel va €ival KAAOYPAUKEVO, OAOKANPWTIKO aAAd
TAQUTOXPOVA CUVOMTIKO.

>UYKEKPIPEVA EXEI TNV HOPPN HIAC CUVONTIKNG NEPIYPAPC OAOKANPOU Tou business
Plan yI'auto cuvioTaTtal va ypageTal TEAEUTAio av kar napoucialeTal npwTo, Kabwe
Eniong va pnv unepBaivel Tnv 1 oeAida. Mpenel va nepiAaufavel Toug oTOXOUG TNG
Enixeipnong oac, To mission statement (okonoc Unapénc TnS enixeipnonc) Kabwce
Enionc kal Touc AOYouc yia TOUC OMnoiouc MIOTEUETE NWC N €NIXEipnon oac 8a neTUxEL.
EmBaAAeTal n nepiypagn TwV NPOIOVTWY N UNNPECIWV 0AC, TA AVTAYWVIOTIKA
[MAEOVEKTANATA TOUC O avTiBeon UE EKEIVA TWV AVTAYWVIOTWV 0ac, TN
XpNHaTodoTnon Nou XPeIaleoTe Kal TI NEPIPEVETE VA NETUXETE.



Mo avaAuTika:

1. NeprypawTe TO €idOC TNC ENIXEIPNONG 0AC. ZIYOUPEUTEITE NWE AVAPEPATE OE MOIOV

KAGdo avnkel n enixeipnon oac kai noia €ivail Ta duvata (avraywvioTika) TnG onueia.

2. NeprypawTe Nwe 6a d1aPopOonoINCETE TA NPOIOVTA/UNNPECIEC 0ac anod auTd TwWV

AvTaywvioTwv.

3. Ti €idouc enixeipnon €ival; A.E, O.E kAn

4. Eival kaivoupia €raipia n ox1; Av ox1, SwoTe pia PIKpn NEpIypagn yia tnv npoodo

Kal Tn¢ eniTuxiec Tnc.

5. NeprypaywTe oUvTopa TNV opada avepwnwy nou acxoAouvTal JE TNV ENIXEIPNON

Tnv npoUnnpeoia Touc, S1IanIoTEUTNPIA KA.

6. Ynod&i&Te TO N0CO TO ornoio XpelaleoTe aAAa Kal yia nolo AOyo TO XPeIaleaTE.

7. YNoOei&Te TO PeEyeOOC ToOUu KeEPaAaiou Mou exel NOn enevouael o 1IOpUTNC TNG

Enixeipnonc kal nw¢ auto exel O1aTeOEI.

8. MepiypawTe NEPIANATIKA TNV MPOBAENOPEVN OIKOVOUIKN anodoon TG ENIXEIPNONG
oac.

2. AvaAuTIKn NEPIypa®Pn TNG EMYEIPNONG

2.1. I0IOKTOoIa T1)¢ ENIXEIPNOTIC

AIEUKPIVIOTE TO opyavoypappa 1I010KTNoiac TnG enixeipnone. AwoTe AENTOUEPEIEC VIa
Tov 10puTn TNCG, TIC OnNoudeC Kal TNV npolnnpeoia Tou. Eav unapyouv NEPICOOTEPOI
METOXOI OIYOUPEUTEITE OTI OV EEXAOATE VA TOUC AVAPEPETE.



2.2. 10TOpIa TG ENIXEIPNOTNG

MepiypawTe avaAuTIKa TNV 10TOpia TG enixeipnonc. Ti oac ekave va Tnv OnUIOUPYNOETE;
Mwc kal noTe TNV dnuioupynoate; Eav eival nalaia, nepiypayTe TNV Nopeia Tng,
divovTac

MapadeiypaTa yia O0UAEIEC MoU TUXOV avaAaBaTe, KAM. 2'auTtnv Tnv katnyopia Oa
MnopouaoaTe va €I0AYETE NIVAKEC MOU va OEiXVOUV TNV MOPEIa TWV NWANCEWV 0ac, Tou
Tdipou oac, Tou apiBoU NPOCWNIKOU Nou OIaBETETE aAAG Kal TV napouaia Tng
Enixeipnong o€ d1apopeG NOAEIC | NEPIOXEC.

2.3. neprypar) Tou kAddoou

Eival noAU onpavTiko va dwoeTe NANPOPOPIES yia Tov KAADO OTOV OMoio avnkel n
Enixeipnon oac. MeplypayTe TIC TAOEIC NOU €NIKPATouVv oTov kKAGdo oac, TIC HEANOVTIKEC
[MpoonTIKEC avanTuéng kal 0TI AANO KPIVETE €0€IC WC onuAavTiko. Eniong kaAo €ival va
NEPIYPAYETE TOUC OIAPOPOUC TOUEIC MOU UNAPXOUV EVTOC ToUu kAadou oac.



> UYKEKPIYEVA:
® M0I0 €ival TO GUVOAIKO peyeBoc Tou kAadou; (mBavec NwANCEIC, apiBPOC NEAATWV KAM)

*YNApYouVv €MNoXIaKoi napayovTec nou ennpealouv Tov kKAado;(eubi&ia oTic aAAayeg
EMNITOKIWV, VOUOI KAM)

2.4. npoiovra/ unnpeoieg
MeplypaywTe avaAuTIKa Ta NPOIOVTA N TIC UNNPECIEC MOU MAPEXETE.

>UYKEKPIMEVQ:

[leplypayTe TO Npoiov (NPoiovTa) N UNNPECIEC MOU NAPEXEI N ENIXEIPNON 0ac. AWOTE HIC
EINIKpIVI €KTiPNON TwV OuvaTwV Kal adUvaTwy CNUEIWV yia To KAOE TI MOU NAPEXETE.



NMPOION# 1 NMPOION# 2

MNEPITPA®H  AYNATA AAYNATA  NEPITPA®H AYNATA AAYNATA
2HMEIA 2HMEIA 2HMEIA 2HMEIA
NMPOION# 3
NEPIFTPA®H  AYNATA AAYNATA

2HMEIA 2HMEIA



[lepIlypaQWTE NWC OKOMEUETE VA NPOCTATEWETE TNV HovadIKOTNTA TWV NPOIOVTWV/ UNNPETIWV
>ac. 'ExeTe vopikn kGAuwn;

* M0IOI €ival Ol AVTaywvIoTeS 0ac; TI NooooTO TNG ayopag £xouv; Eceic TI nooooTo TnG ayopag
>KOMEUETE VA AMOKTNOETE KAl OE NOCO XPOVIKO O1A0TNHA;

eAvaAuoTe pe eINIkpivela Ta duvaTta kal aduvaTa onueia Twv NPoiovTwy/ UNNPECIwV Nou
Mpoopepel 0 kKABe avTaywvioTng odac.

) TN ) IV R TN G I e et e ettt o e e e e e e e e e e e e
MPOIONTA MNEPITPA®H AAYNATA AYNATA ZHMEIA
ZHMEIA
Lo wes L, wes L, e Lo wes
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MPOIONTA NEPINPA®H AAYNATA ZHMEIA AYNATA ZHMEIA
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MPOIONTA MNEPINPA®H AAYNATA ZHMEIA AYNATA ZHMEIA



[lepiypawTe TOV pOAO Mou nailel n TexvoAoyia aTnv dnuioupyia Tou npoiovroc/
unnpeoiag odc.

H Texvoloyia Bonbasl n OxI TOUC avTaywvioTEC 0ac OTO vad avTiypayouv auTa nou
€0EIC

[Mpoo@EPETE;

*>T0 PeEANOV TI €IOOUC NPOIOVTA/ UNNPECIEC OKEPTEOTE VA NPOCPEPETE ETOI WOTE VA
HEIVETE
AvTaywvIOoTIKOI;

2.5, @on Tn¢ enixeipnong

H ©€on Tn¢ enmixeipnong oacg oTov ouVOAIKO KAGdO MepIypagpETal OTN KATNYyopia auTr).
[MoAAEG

ETaipiec €1dikeUovTal O€ PIa OUYKEKPIPEVN opada neAatwv. MeplypayTe Nwe TO OIKO
0ac npoiov

'H unnpeoia eival diapopeTiko. Moia gival n povadikoTnTa nou dIabeTel £TOI WOTE va
NETUXEI



2.6. avlpmnivo duvauiko

To avBpwnivo duvapiko PIAag eniXeipnong €ival 0TI Mo NOAUTIYO YIa TV emiTuxia Tne. MeprypayTe
AvaAuTika O0An Tnv ouada avBpwnwv nou gpyalovrtal otn enixeipnon. Katapxac dwoTe pia 10€a
>TOV avayvwaoTn Yia To NwE €ival opyavwuevn n €NIXeipnon 000 agopd TIC OIEUBUVTIKEG BETEIC.
Mnv EexvaTe nwc 000 WIKPN N MEYAAn k'av €ival n douA&la oac, To KA&IBI TNG eniTuxiac Tng €ival
H owoTr opyavwon kai ol cwaoToi avepwnol. AvaAuoTe Tov kaBe dieubuvTnh oupnepIAapBavovTac
Kal TOUC JETOXOUC AAAN Wia gpopd. Mia kaAn 10€a gival va TonobeToeTe Ta PloypaPika TwV
Epyalopevwy nou €ival o€ dIeuBUVTIKO €ninedo, 0€ Eva NapdpTnua oTo TEAOC Tou business plan.

S UYKEKPIMEVA :
e[loia €ival Ta THAUATa TNG enixeipnong; (NwANCeIg, AoyioTnpio, marketing, kKAn)

[leplypayTe TO €id0C TNCG OOUAEIAC TOU KABE uneuBuvou.

ONOMA YNEYOYNOTHTEZ



e[lolec OE0EIC €ival akOPa KEVEC;

©EzH NEPIMPA®H

*TI npoooOvTa Kal npolnnpecia Xpelalovtal va £xouv ol avBpwmol nou 6a kaAUWouV TIC
[TAPAMAVE) BEDEIG; ....eeeveieirieeetie e et e eteeeetee e ettt e e et eeeeateeeabeeeeaseeeeasseeeasbeeesnbessaseeessseeeanreeesnreeenns
o[leplypAWTE TO NAKETO AMOIPNC YIa £0AC KAl TOUG UNOAOINOUG OIEUBUVTEC TNG

a0 [0 o el SO
o[leplypAYTE Ta NOCOCTA TNG EMNIXEIPNCNG NOU AVIKOUV G€ avBpwnoug nou doUuAeUouv
yl'auTnv.

2.6.1. eEwTepikoi BonBoi

Ava@epOeiTe 0 TUXOV NPOCWIMIKO NMOU XPNOIUOMOIEITE EKTOC TWV OIKWV 0ag UNaAAnAwv.
SUYKEKPIYEVA NEPIYPAYTE TNV €I0IKEUON TWV avOpwNwV auTwy, TIC ONoUdEC Kal TNV
Mpolnnpeaia Touc.



2.6.2. Ynnpeoieg EnayyeApaTiov

MeplypawTe TOUC AVOPWNOUC PE TOUC OMoiouc ouvepyaleoTe ONwE OIKNYOPouc, AoYIoTEC, TPANE(ITEC
>UpBoUAouc kKA. Mia TeTola AioTa avBpwnwv OEiXVEl NWC EXETE OKEPTEI OAEC TIG MAEUPEC MIAC
Enixeipnonc. Eniong deixvel nwg £XeTE ppovTioel va BEATIWOETE TO JIKTUO avBpwNWV PE TO OMoio
>uvepyaleoTe, Npayua nou Ba Bonbnoel TNV €Taipia oac va JeyaAwaoel e niTuyia.

ONOMA ENMAITEAMA

2.6.3. Kpitipia avBpwnivou duvapikou

>TO Oonueio auTo avaPepBeiTe oTouc UNAAANAOUC o1 oroiol dev £xouv BIEUBUVTIKEC BEoelc. Eav
MOAIG EekIVATE TNV EMIXEIPNON 0ag kal Oev EXETE akOPa uNaAlnAouc, avapepBeiTe OE EKEIVOUC Nou
xpeialeral va Bpeite. O oTOXOC TNC KATNYOPIAc auTnC €ival va OlYOUPEUTEI O avayvwoTng OTI

'EXETE OKEPTEI TIC AVAYKEC MOU £XEI MIA ENIXEIPNON Tou KAAdOU 0ac kKabwc €niong EXETE (PPOVTIOE!
[la Ta owoTa KPITAPIA MAoyNc avOpwnivou duvauikou aAAd Kal yia Ta Xprnuarta nou 6a xpeiactou
[a Tnv eknaideucn Touc.



> UYKEKPIYEVA:
® NOCOUC UNAANNAOUC XPEIATETAI N EMIXEIPNON c.ceevrereeeiereereeeeerreeeesessreeessssseereesssseeeeseann
® TI EIO0UC NPOTOVTA MPEMEI VA EXOUV.....veeeeiirrereeeierrereeseasreressesseessssassssssssssssssesssseseessns

3. AvaAuTikn Mepiypaen Ayopag

3.1. tunuaronoinon ayopag (market segmentation)

MeplypaywTe avaAuTIka Ta THNMATA NEAATEIQC TNG ayopag Ta onoia OTOXeUETE. [MoIEC
Opadec avBpwnwv 1 eNIXEIPNOEWV ival ol NEAATEC ol onoiol XpeialovTal Ta npoiovra/
unnpeoiec oac; AwaTe AOYOUC YIaTi MIOTEUETE NWC Ol AVAYKEC TWV OUYKEKPIMEVWV
Opadwv Ba kaAu@BoUV PE AUTA MOU EXETE VA TOUC NPOoPePETE. MpoonabnoTe va dwoe
AOYOUC TOUC OMoioucC Ol avTaywvioTeC oac Oev unopouv va avTiypayouyv Kal va
MPOC(EPOUV OTOUC GUYKEKPIHUEVOUC NEAATEC, HECWV TWV OIKWV TOUC NMPOoIiOVTwWV/
UNNPECIWV.



OMAAA FIATI OA FIATI OA
MPOTIMHZOYN NMPOTIMHZOYN
EZAZ; ANTANQNIZTEZ;

[MapouciaoTe TNV TUNUATonoinon Pe eva pie chart!

TTOOOOTO

30% = 1
m2
O3
04
20% 15% W5

5%




To napanavw ypagiko napadeiypa oc€ixvel nwe 1o 20% TS ayopdc TwV NEAATWV
avrnkKouv OTnV KAaTtnyopia y, n onoia Unopei va onuaivel oTl €0€i¢ opioeTe. NMpoadlopioTe
>€ MIo N noia THNUaTa anseuduvovTal Ta NpoiovTa/ UNNPEoieC oac. ApyoTEPA, UMOPEITE
Na XpnOoIMOMOINCETE TA OTOIXEIA AUTA YIA VA NPOBAEYETE TIC NWANOEIC.

3.2. ZTpaTnyikn Tunparonoinong NeAatwv (target market segment strategy)
Mo avaAuTika, dwWOoTE AENTOUEPEIEC YIA TOUC AOYOUG nou OIaAEEATE Ta TUNKATA TNG
Ayopdc nou nepypayare aTnv nNponyouuevn evotnta. MNa napadsiyua, yiati OTOXEVETE
Ekeivouc nou BeAouv KaAr noloTnTa kal dev Touc evOlapeEPEl TOOO TO KOOTOG; AvTiBeTq,
FlaTi OTOXEUETE €KEIVOUG NMoU divouv NPOTEPAIOTNTA OTIC XAMNAES TIMEC aAAG OEV TOUC
Meipalel n xaunAoTepn noloTnTa; AuToi oI NEAATEC TI NAIKIAg ival, Ti ENiNedo HOPPWONC
exouv; MNwc 6a Touc NPOCEYYIOETE;

Id1aiTepa onuAvTIKO €ival va eVNUEPWOETE TOV AVAYVWOTN KAl yia Ta NapakaTw:



3.2.1. avaykec ayopag

>TO OnuEio auTo aag divetal n duvaToOTNTA va MEIOETE TOV avayvwaoTn Nw¢ NpayuaTika
kaTaAaBaiveTe TIC avayKeC TwV unownPiwv nNeEAATwv oac. AvapepbeiTe o€ TUXOV
'Epeuveg ayopdac nou EXETE KAVEI HOVOI 0AC, N EPEUVEC Nou diaBaacaTe. Eival noAu
>NUAvTIKO TO va OEIEETE NWC EXETE WAEEl TNV ayopa Kal YVWPICETE TIC AVAYKEG TIG
Ornoieg €0€iGC Ba KAAUWETE PHECW TWV NPOIOVTWV/ UNNPECIWV 0Ac. 0 AyVWOTNG

EEpEl NWC av €0€iC OV YVWPICETE TIC AVAYKEC TWV UNOWNQPIWV NEAATWV 0Ac, TOTE

Aev Ba PnopeoeTe va TIC KAAUWETE Kal n enixeipnon oag dsv Ba £xel TNV KaAUTEPN
AuvaTn nopeia.

3.2.2. Taoeic TnG Ayopdag
Mou odnyeital n ayopd oTnv onoia avikel n enixeipnon oagc; MNolec gival ol JEANOVTIKEG
B e [0 71Tl ' Tl e 1Yo oo [l

Me TI pUBHOUGC AQUEAVETAI N GUYKEKDIHEVI) AYOPG; veureeenreeeesreesereeeesseesaseesasseessssesssssessssssessssenessseees
T1 NPOBAENETE V1A TO HEAAOV TNG AYOPAGC, ..veeeereeerreeeerreeeesreeeeteeesseesssseesassesessesssnsesessssesanssesssseeesns



[1la aAAn pia gopa, O€iETe NWC YVWPICETE TIC TACEIC TNG Ayopac £TOI WOTE VA MNEICETE
Tov avayvwoTn o1l EEpeTE Npoc Ta nou BadileTe. AWOTE CUYKEKPIPEVA NAPAdEiyUaTA
[la oToixeia nou diaBacaTe, divovTac ava@opa oTnv nnyn TnS nAnpogopiac. a
Mapadeiypa: (cuppwva pe TNV EAAnvIKA ZTaTioTikn YRnpeoia, n ayopa Tne
[MAnpogopIKNG oTNV Xwpa pac 6a avantuxBei X% PEca 0TouC ENOUEVOUC 12 PNVEQ).
EEnyeioTe nw¢ Ta oToixeia nou diveTe Ba wPEANCOUV TNV €NIXEipNon odc.

3.2.1. Avantuén Tng Ayopdg

MeplypAWTE TNV NOPEIa TNG ayopdc Onwe €0eiC TNV NPOoBAENETE. AWOTE OTOIXEIQ OTA
onoia BacileTe Ta Aeyoueva oac.

3.3. AvdAuon KAadou

MepIypAYWTE TOUC HEYAAUTEPOUC CUPMETEXOVTEC OTOV KAADO. OvopaoTe 000UG VOUICETE
Nw¢ €ival onuavTikoi, 8ivovTag AENTOMPEPEIEC yIA TO NOTE 10pUBNKAV, TO NEAATOAOYIO

Touc, kal GAAEG NANPOPOPIEC MOU TUXOV YVWPICETE.



3.3.2. Tponol Ailavounc

MeplypayWTe TOUC TPOMOUC dIAVOUNG TWV NPOIOVTWYV/ UNNPECIWV 0ac. Ava@pepOeiTe o€
OAEC TIC peBOdOUC Kal Ta kavaAia diavopnc. EEnyeioTe 11 ouvnBileTal oTov KAAdO
oac. Kalr av npoBAENETE dlavoun TwV NApOXwV 0ac PECW Tou internet

3.3.3. Meyalol AvTaywVIOTEC

>TO ONUEIo auTo avapePOEITE OTOUC KUPIOTEPOUC AVTAYWVIOTEG 0aC. AWOTE
AENTOPEPEIEC YIA TO ETOC IOPUCNC TOU, TNV IOTOPIA TOUC KAl TNV NOPEia Touc. AvaAuoTe
Ta duvaTa Touc onueia, kabwc kai TIC aduvapiec oTouc. ANodei€Te oTOV avayvwaoTn
NW¢ YVWPICETE NOAU KaAd TOUC PJEYAAOUG AVTAYWVIOTEC 0AG Kal OTI MMOPEITE va TOUG
QVTILETWMIOETE.

ONOMA ETOZ IAPYZHZ AYNATA ZHMEIA AAYNATA MOPEIA
ANTTQNIZTH ZHMEIA



4. NepiAnywn oTpatnyikng & epappoyng (Strategy% Implementation Summary)

>TnV KaTnyopia auTr Ba npenel va avanTu&eTe To BEpa TNG OTPATNYIKNG 0AG GE OTI APOopd TOV
Tpono pe Tov onoio Ba NpPowBNOETE Ta NPOIOVTA N/ Kal TIC UNNPETIEC 0ac. =avaavapepPOeiTe
>Tnv opada NeEAATWV NOU OTOXEUETE Kal AVAAUOTE TOV TPOMO HE TOV Ornoio 6a TOUC EVNUEPWOETE
la TIG NapoxEC oac.

AleUkpIVIOTE TO positioning TnNG enixeipnong oac oTnv ayopd. Me Aiya Aoyia, eEnyeioTe nou akpiBwg
BpiokeTal n enixeipnon oac oTnv ayopa.

Eniong, NeplypAyTE NOU OKOMEVUETE VA OUYKEVTPWOETE TIC EVEPYEIEC 0AC OTO VA AMOKTNOETE TO

EMIBUUNTO MOCOGTO TNG AYOPAC; e uveeeiureeeeureeeareeesseeeaasseesassesessesesssesaasesssssessaasesesssssesssessanseeesnsenes
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4.1. ZTparnyixi) lMpoiovrwv

Mola €ival n oTpaTnylkr oac 0oov agopa Ta NPoiovTa/ unnpPeoiec Nou NpooPePeTe; MNa napadeiypa
YnooxeoTe noioTNTa, PYe apiotn eEunnpeTnon; Me aAAa Aoyia, TI akpIBWG NAPEXETE OTOUC NEAATEC
>aG To onoio OEV NAPEXOUV Ol aVTaywvVIOTEC 0aC;



4.2. Ztparnyixn Marketing

Mola €ival n oTpaTtnyikn oag ooov apopa To marketing; MNwc oxedIAleTe va ENIKOIVWVNOETE PE TIG
Opadec NeEAATWV NOU NEPIYPAYATE OTIC Napanavw evoTnTteg; Moo €ival To budget To onoio Ba
XPNOIYOMOINOETE YIA AUTEG 0ag TIC KIVACEIG;, TiI elkova Ba dnuIoupynoETE yia Ta NPoiovTa odc;
TI TINEC Ba XpEWVETE Kal yIaTi;

[la NEPICOOTEPEG AENTOPEPEIEG YIA TETOIOU €I00UC Keipeva, avapepbeiTe aTIC 0dnyiec Tou site
Mac yia To marketing plan.

4.3. ZTparnyixn Aiavourg
Mola Ba €ival N oTpaTnyikn SIAVOUNG TWV NMPOIOVTWY/ UMNPECIWV OAGC) ......eeeeecrreeeeerereesirereesseeneeeans
T1 €i00UC TPOMOUC NMWANGNG BQ EMIAEEETE; ......cvvieeeieeeeetieeeettee ettt e eette e e etee e e eteeeetee e e eaeeeeenreeessseeeereeeennes

4.4. MwAroeig
MpwTov, kKaAd Ba NTav va cupnepIANeOEi Pia ypa@ikrn napouaciacn TG NOPEIac TwV NWANCEWY 0ag
Ma Ta TeheuTaia 3 pe 5 €Tn. MNa napadeivua:

MwARoeig (3pX)
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AgUTEPOV, EVNUEPWOTE TOV AvayvwaoTn yia TNV NPoBAENOUEVN Nopeia TwV NWANCEWV 0ag yia Tov
Enopevo xpovo. MeplypayTe TIC UNOBETEIC NOU opioaTe KaBwG kal AAAa oToIxEia Nou oac odryynoav
OTNV OUYKEKPIKEVN NPOBAEWN.

YIMNOOEZEIZ:

Mia kaAn 10€a €ival va napoucIAosTE TUXOV OUVEPYATIEC MOU EXETE ONUIOUPYNOEl HE EEWTEPIKOUC
napayovTec ol onoiol fonBouv oTnv avénon Twv NwANcewv oac. EninAsov, dwoTe napadeiypara
>TPATNYIKWV HEBOOWV MOU XPNOILOMNOIEITE, 1) Nou oXedIAlETE va XpnOILOMNOINCETE, WOTE Ol UNAANA
0ac va £XoUV KivnTpa nou £XoUV w¢ ArnoTEAEONA TIC KAAUTEPEC dUVATEC NWANOEIC.

MNEPIFPA®H KINHTPQN A YIAAAHAQOYZ:



5. Oikovopiko MAavo

H evoTtnTa autn oacg divel TNV EUKAIpia va NApoucIACETE GTOV AvayvwaoTn TNV OIKOVOMIKN (€1kova)
Tnc enixeipnoeig oac. MpoTeivoupe va dNUIOUPYNOETE TPIWV EIOWV OIKOVOMIKOUG MiVAKEC:

(1) Iooloyiopog, (2) AnoTteheopaTta xpnoewe kai (3) AvaAuon XpnHaTopowy. ZUYKEKPIKEVQ,

(2) AnuioupyeioTe Toug nivakec autoug e nahaia otoixeia (historical) kaBwc kai Ta npoPAenopeva
>Toixeia (forecasts) yia Ta enopeva 1 i 2 xpovia. Mnv &exaoete va dIEUKPIVIOETE TIC UNOBEDEIC Nou
Xpnoiponoinoare yia TIG NPoBAEYEIG aac.

O1 NapakdaTw UNOKATNYOPIEC MAPEXOUV NEPIOCOTEPEC AENTOPEPEIEC YIA TNV OIKOVOUIKN avaAuon
Tng enixeipnong oac.

5.1. Kupieg YnoBsoeig

'OTav NPoBAENETE TO OIKOVOMIKO MEAAOV TNC EMIXEIPNONG 0AC NPENEI VA KAVETE KAMOIEC UNOBECDEIC,
Ma napadeiypa, npoPAEneTe NWC Ta eMTOKIa Ba aveBouv n Ba katéBouv; To NOCOCTO POPOAOYNCN
>e TI 0TAdIa NpoPBAENeTE va BpiokeTal o 1 1 2 xpovia; O1 NWANCEIC 0ac NwE VOUileTe Nwc Ba
e€eAixBouv Ta enopeva xpovia; Ta €€0da oac; Me Aiya Aoyia, avapepOeiTe OTIC UNOBETEIC NOU
KavaTe yia TIc npoBAEYEIG 0ac kal npoonadnoTe va eEnynoste nou Baci{ovTal ol UNOBECEIC AUTEC,



5.2. IooAoyrouoc

O 100A\0YIOHOC TNG EMIXEIPNONG 0ac, Oivel OToV avayvwaoTn Hia €IKOva yia TNV OIKOVOUIKN UYEia
TNG O€ HYIa OUYKEKPIPEVN XPOVIKN OTIYUN. Meplypa®el To EvEPYNTIKO TNG ENIXEIPNONG, TO NABNTIKO
Kal BonBael oTo va ekTiynoel kaveic Tnv a&ia Tne. MNa napadelypa 1o evepynTIKO oac nepIAapPBavel
Tuxov akivnTn nepioucia, eEonAICKO €ninAa, autokivnTa kKAn. To naénTiko nepIAapBavel TUXov
Advela nou exeTe napel,accounts payable kAn. TeAog n kaTnyopia 1I0iwv Ke@aAaiwv nepIAauBavel
To Ke@AAaIo Kal ol TUXOV OUVETAipol oag enevOUCATE OTNV ENIXEipNON, KABWC Kal Ta anoTeAeoUaTa
Eic veo (retained earnings)

AkoAouBei eva napadelypa yia Tnv KaAUTEPN evnuEPWON oac. Mnv &exAoeTe va NPooBETETE OTO
Business plan oag €vav I00AOYIGHO YIa TNV XPOVIKI OTIYUr Nou BPioKESTE, Evav NPonyouPEeVo
(av unapyxel)kal evav npoPAenopevo yia Ta enopeva 1 n 2 xpovia.

5.3. Kardoraon AnoreAsouarwv Xprjoewg

Mapouoialel Ta kepdn N TIC (NUIEC TNG ENIXEIPNONG 0AC YIA KIa CUYKEKPIKEVN XPOVIKN NEPiodo.
Mepiypagel avaAuTIka Ta €I000NKATA TNG ENIXEipnong kabwce kal Ta €€0da TnG. H eToiyacia Tng
KaTaoTaong ouvioTaTal va yiveral kabe unva, N TouAdaxioTov pia ¢popa To TPiunvo, £TOI WOTE va
Mnopei n dloiknon va kavel TiIc kKataAANAOTEPEG Kivhoeic. Me duo Aoyia, n kataoTtaon deixvel TNV
Anodoaon TG enixeipnaong.

>ac oupBouAeuoupe Eava va nepiAaBeTe oTo business plan (e " 6oov unapyouv) NPonyoUNEVEC
KaTaoTaoelg, TwpIvEG kaBwe Kal NPoBAENOUEVEC.



5.4. AvaAvon Xpnuaropowv

H dnAwon auTn €ival noAU onuavTikn yiaTi O€iXVel TNV NOCOTNTA HETPNTWV NMou dIaBETEI N
Enixeipnon. Mnv &xvaTte nwc pia enixeipnon Oev MNOpEi va AEIToUpynoel Xwpic HETPNTA, ONAad
Xwpic peuoTOTNTA. TO CUYKEKPIUEVO Statement avTavakAd TNV PEUOTOTNTA TNG ENIXEIPNONG O€
hia Xpovikn oTiyun. H avaAuon auTn eNITPENEl 0TOV ENIXEIPNUATIA Va BAEMNEI NOTE EXEI NApPaAnav
METPNTA Kal NOTE EXEI AVENAPKN YETPNTA. ZuvioTaTal va eToiyadeTal Yia gopda Tov hnva n
TOUAQXIOTOV Hia (popd TO TPINNVO £TOI WOTE O EMNIXEIPNMUATIAC Va UNOPEl va Naipvel EYKUPEC Kal
>WOTEC anoPacelc.

ApXIKG PMopei va aac (paiveTal nwe o 1I00AoyIoHOG kal To cash-flow statement poialouv va civai
Td1a. Ynapxel opwe pia noAu onuavtikn diagopa! Autn €ival nwg To cash-flow statement nepiey
AENTOUEPEIEC YIa TNV OTIYUN NOU TA €l00dNUaATa €I0NPATTOVTAl Kal TNV OTIYKN Nou Ta £€00a
MAnpwvovTal.

>ac ouhPBouAeUoUpE va anopuyeTe Ta akoAouBa Aadn:

_NV KAVETE UNEP-AIOIOD0EEC NPOPBAEYEIC YIa TNV NMopeia TwV NWANCEWV oac. OI NEPIOOOTEPEC
Enmixeipnosic e€eAiooovTal e Babpuiaiouc pubuouc.

e NV &EXVATE Va UNOAOYIOETE TUXOV EMOXIAKEC TAOEIC. [a napadeslypa, auéavovTal ol NWANCEIC
To kaAokaipi n Ta XpioTouyevva;

e LNV UNOTIMATE TIC AQUENOEIC TWV £E00WV NMOU £pxovTal Yadi Ye TIC AUENMEVEC NWANOEIC.



5.5. Break-even analysis

Mia aA\n noAU xpnoiun 10€a €ival va dnPIoUPYNOETE TNV YVwaTr avaiuon break-even.
AnAadry, unoAoyioTe TIC NWANCEIC NOU NPENEI VA NPAYHATONOINCETE (EiTE O€ VOUIOUA
(OpaxuES/ euro), €iTE O KOYUATIA) ETOI WOTE TO OUVOAIKO KOOTOC va €ival akpiBwe ioo JE TO
OUVOAIKO €1000nua TNS enIXEipnong.

6. Eniloyog

TeheiwvovTacg Eava-ava@epOeiTe 0TOUC OTOXOUG 0AC Kal OTIC BAEWEIC MOU EXETE yia TNV
enixeipnon.

Eav o Aoyog yia Tov onoio ypayarte To Business Plan €ivai yia xpnuatodoTtnaon, ToTe &ava-
avapepBeiTe 0TO NOCO nou {NTaTe Kai yiati akpIBwc To XpelaleoTe. O eniAoyoc npenel va
gival E&kabapoc, oUVONTIKOC Kal va aPnvel BeTIKEC evTUNWOEeIC. Mnv EexvaTe nwe To
Business Plan oac np&nel va sival TOGo duvapiko 0G0 KAl TO OVEIPO MOU EXETE YyiA TNV
NETUXNMEVN NOpEia TNG enixeipnong oac!

ZnHeiwon:

>ac Oupifoupe Nwc eva business plan xpelaleTal apKeTO XpOVO Yia va YpAPTei 0woTd, aAAd
a&ilel oiyoupa Tov KOMo, yiati fonBasl 0To va NApeTE OWOTEC MEANOVTIKEC AnOPACEIC.
MponavTog, NpENEl va €ival EunapouciacTo Kal opyavwuevo. Ouunbeite nwc Bondave NoAuU
Ol YPAPIKEC NAPACTACEIG KAl Ol NMIVAKEC OTO VA YiVEl EuavayvwoTo Kal OPopPo.

>ac euxodaoTe KaAn niTuyial



