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] 'Wn ETTIXEipnoN Kal

MepiaAAov

m H Tpooapuoyrn TNG ZTPATNYIKNG OTIC
2.uvonkec tou lepiBailovToc : AttapaitnTtn
[TpouTr06eon via TNV BiwoiyotnTa Kal
Avartrtuen Twv Emmixeipnoswy

m 2TOXO2 .
H ATTOKTNON 2UYKPITIKOU [TAEOVEKTAUATOC

EVAVTI TOU AVTaywVIOHoU, TNS Ayopdc Kal
Tou lepIBaAAovTog
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" IEBVECETIOIWENG ZUYKPITIKOU

[TAEOVEKTAMATOG

1900 :

1950 :

1970 :

1990 :

AtrodotikoTnta (Biounxaviki
EtravaocTtaon-functional organizations -
OIKOVOWMIES KAIMAKAG)

MoiétnTa (Total Quality Management-
multidivisional organization-
dlagpopoTroinon)

EueAigia (Matrix organization-
economies of scope).

Emixeipnuatikn Aiktowon (Network
organization - Business network
relationsbyipgeo)e keeavavn(e)



mnpa oTo MapKeTIVYK

1900 : Etroxn ToU padikou papkeTivyk (Mass

1950 :

1970 :

1990 :

Marketing)

ETtroxn Tng THNUATOTTOINONS KAl
diagpopotroinong (Era of Market
Segmentation and Differentiation

Etroxn tng pallKng TTPOCUAPMOCTIKOTNTAS
(Era of Mass Customization)

Etroxn tng Nvwong kai Tou
£CATOMIKEUMEVOU HAPKETIVYK (Knowledge
Era of Personalized Marketing,
Relationship Marketing)

Ap. Aéotroiva Kapayiavvn(c) 4



"
E¢EAicn Tou MAPKETIVYK
(R. Lusch 2004)

& = &

Méxpi To 1950 1950 - 2010 2010 +
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" J
American Marketing Association:
(ETTava)rpoodiopIicHog Tou MAPKETIVYK

H a1rod00n TwV ETTIXEIPNUATIKWY OPACTNPIOTATWY TTOU
00nyouV TN por Twv ayabwyv Kal UTTNPECIWY ATTO TOUG
TTapPAywyouc¢ oToug KatavaAwTeC. (1935, 1948, 1960)

Eival n d1adikagia oxedlaouou Kal UAOTToIiNoNG TNG
OUAANYNG IBEWYV, TIHOAGYNONG, TTPOWBNONG Kal
OlaVvONNG ayaewv UTTNPECIWY Kal IOEWV, JE OKOTTO Va
OnuIoupynaoel avtaAAayeg Je OUYKEKPIUEVA TUNPATA
AyOopdg TTOU IKAVOTTOIOUV TOOO TIG AVAYKES TWV TTEAATWY
000 KAl TOUG OTOXOUC TNG €TTIXEIpnong. (1985)

To MAapkeTIVYK €ival pia opyavwaolakn AgIToupyia Kai
Ola0IKATIEG TTOU €XOUV WG OKOTIO TN dnuioupyia,
ETTIKOIVWVIA Kal TTapadoaon agiag 0Toug TTEAATEG Kal TN
Ol0iKNON OXE0EWV TTEAATWY HE TETOIO TPOTTO WATE VA
wWPeANBEi 0 opyaviopog Kal o1 HEToxoi Tou. (2004)

Ap. AéoTmroiva Kapayiavvn(c) 6



DuPont Overview The miracles of science

Search DuPont Go Advanced Search Products & Services Consumer Solutions
DuPont Overview Investor Center News & Media Social Commitment

'i‘ DuPont Worldwide

DuPont Ho

Company at a DuPont Vision e-mail this page
Glance
DuPont Heritage

Qurvision is to be the world's most dynamic science company, creating
Board of Directors  sustainahle solutions essential to a better, safer and healthier life for people

Meet the everywhere,
Executives
People Diversity  Life. Improved by DuPont Science
DuPont
Buﬁinesses & In recent DuPont commercials, scientists share the ways that DuPont
Joint Ventures science is improving our daily lives. Click on the links to find out how DuPont
Subsidiaries innovations are making our lives better, safer, and healthier.
DuPont
Worldwide Space exploration
Motorsports Qrgan transplants
Auto safety
Toothhrushes

Cleaner water
Cell phones

el s e
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&) Clearer - Netscape

. File Edit View Go Bookmarks Tools Window Help

ﬁ[ Clearer ] U

clearer Follow our Progress: Lucite® | Film & Photo | Charlie Pedersen Make Connections

A3

wiww 1, dupont. comjdupontalobalcorpfdocuments/USien_USjoverview/anniversary

2 P
clearerjclearer inde&i’ &Search I - go LD

» Click to explore timeline

Back | Clearer Home | Close Window
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&) About 3M - Netscape

. File Edit View Go Bookmarks Tools Window Help

@ @ @ @ Q |3M http: / frww, 3m, comfabout3M)

] [Qsearh ]

_[ 3M About 3M

3M Worldwide

Contact Us About 3M

| >

Solart a lnratinn

Search 3M

3M Worldwide

Fralich >l

About 3M

Inside the Innovation

Technologies

Corporate Facts
Innovation at 3M

Business Conduct Policies
Investor Relations

Press Room

Community

A Century of Innovation
History

Contact Us

Other Sites of Interest
Environmental, Social &
Economic Sustainability

3M Branded Merchandise
E-store

Supplier Information

"Innovative and
Practical Solutions from
a Diversified Technology
Company."

Healthier
- People
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Company
Information
3M is a global
diversified
technology

company
characterized by

intercompany
cooperation in
research,
manufacturing and
marketing of
products.

Explore thousands
of 3M products and
services, Mare

| — ] e | A



@& 3M Industrial Services & Solutions: Global Packaging Services : Centers of Excellence : Engineering Services - Netscape

. File Edit WYew Go Bookmarks Tools Window Help

l @O Q @ @ Q ISM http:/{3m.comfus/mfg_industrialfpackaqing/I55D/gps_engineering_services.jhtml | [Q Search ] g@ @
» | '

) | 3M 3M Industrial Services & Solutions: Global P.. ]

3M Worldwide : United States : Manutacturing 2 Industry

Welcome to 3M Industrial Services and Solutions at www.3M.com /packagingservices

& Solutions
» Partnering with 3M

¥ 3M Industrial Services Centers of Excellence o

) Software and IT Inteqgration | Engineering Services | Automation 3IM"Global Packaging Services
¥ 3M™Global Packaging S A
Services L . . . B
+ Solving Customer By leveraging its own packaging and process engineering .
critical Issues competencies, arjd those of its alliance partners, 3M provides
 Assessment expertise regarding breakage, cost-avoidance and throughput
* [Centers of Excell as it relates to optlmhlzmg the packaglng process. Services
en "s O Xcellence
+ Solution Delivery & !nclude package de;ngnz’redesngn, packlage testing and S
ary installation/streamlining of packaging lines. ASSESSMENT
Implementation
* Meet the Team .
» 3M™Integrated They include:
Solutions & Services Package Engineering
» product Literature Utilizes six sigma-based assessment of packaging structure =
* Contact Us processes (i.e. new product packaging development, SOFTWARE
. package integrity concerns, primary and transport package m:::;:m
Press design, material performance, etc.) to provide a total cost
* Guestbook evaluation and reduction. 3M looks at ways to optimize
packaaqing processes throughout the value chain-inside and
outside of your company. You get immediate solutions to S
® Our Products mission-critical problems. You can even add on-demand
* Software Solutions engineering talent to augment your staff, without adding
* Packaging Equipment overhead.
* 3M™ Wafer Transport SOLUTION DELIVERY
) zrisvxe::r coshion Proqess Optimi_zati_on ' o AND IMPLEMENTATION
backaging Provides packaging line evaluation to optimize processes SIX SIGMA
and reduce operating expenses in your packaging line. Using
six sigma methodology, 3M helps uncover bottlenecks in
your process and systematically identifies opportunities for For questions about
improverment (reducing waste, increasing productivity, 3M™ Global Packaging
improving process reliability, reducing process variation, Services, please contact us

etc.). All of which decrease expense and increase online or call our customer

service representatives at:
1-866-585-9945

Package Line Engineering
Leverages six sigma-trained project engineers for on-site
implementation and integration of a packaqging line's new
process design or package design (specification,

manufacturing, integration, line start-up, training, financing,
etc.). 3M will integrate and support equipment from other

artner companies as necessaAfurAsastemndidap
_@ 64 B2 &FE] I Document: Done (13 secs)\_ / Iﬂn;:{ | lﬂf




"

¢ Our Products

Software Solutions

* Packaging Equipment

* IM™ Wafer Transport
System

* IM™ Ak Cushion
Packaging

outside of your company. You get immediate solutions o
mission-crtical problems. You can even add on- d-i:mand
engineering talent to augment your staff, without pddmg
overhead.

Process Optimization :

Provides packaging line evaluation to optimize proccsm
and reduce operating expenses in your packaging line, Using
six sigma methodology, 3M helps uncover bottdenacks in

your process and systamatically identfies opportunities for F
improvement (reducing waste, mcreasing productavity, M
improving process reliability, reducing process vanaton, Serv
o SEE ) M 9.t which dagres PR IOSIRASE... ... ... oo e e oee e . @IE
throug - servi

Package Line Engineering
Leverages six sigma-trained project engineers foc on-site
implementation and integration of a packagng ling's new
process design or package design (spachicaton, :

manufacturing, integration, hne start-up, trameng :financing,
etc.). 3M will integrate and support equipment froin other
partner companies as necessary for a total solutign.

Ap. Aéotroiva Kapayidvvn(c) 11



" S
Méoa AtToKkTnong EueAigiag

E=QITPE®EIZ TEXNOAOTIIEZ NAHPO®OPHZHZ
(Faxes, EDI, Internet, Modems, KATT):

Atrodotikn Avixveuon kai ZuAAoyn NMAnpo@opiwv

EZQITPE®EIZ TEXNOAOIIEZ NAHPO®OPHZHZ
(CAD/CAM, FMS, PLCs, Activity Based Cost
Systems, EIS, kKAT):

Auvatornta MNpocapuoyng Twyv Mpoidviwyv Je
BeATiwon TG AmodoTIKOTNTAS KAl TOU XPOVOoU
ATTOKpPIONSG

Ap. AéoTmroiva Kapayiavvn(c) 12



N ’
WQ TTOU WOoUV Ta

paivopeva TnG EveAigiag Kai TnG
Emixeipnuatikng AiIktowong

# Alg@voTtroinon Kal E€Vvracn Tou avTaywvioHou

@ AuvapIonog TG Ayopdg Kail TnG TexvoAoyiag

# Meliwpévol KukAol lMNpoidévtog

# Mo guaiodnTotroIinuévol TTEAATEG

@ TexvoAoyia MAnpo@opikng (Internet, EDI, FMS)

@ Avadounon Emixeipnoswyv

# (Downsizing, outsourcing, elimination of

management layers, vertical disaggregation)

Ap. AéoTmroiva Kapayiavvn(c)
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" S
EueAigia Kal ATTOO0TIKOTNTA
Baoika Kpitipia EueAigiag:

@ H duvartoTnTa Trpocapuoyns TnG
TTAPAYWYNS ME TTAPAAANAN BEATIWON
TNG ATTOOOTIKOTNTAG

# O EAgYXOG TNG ATTOdOTIKOTNTAG Eival

ATTAPAITNTN TTPOUTTO0EON YIA TNV
ATTOTEAEOHATIKOTNTA TNS EvgAIgiag

Ap. AéoTmroiva Kapayiavvn(c) 14



" ammpmworeNéopata Emixeipnoiakig
AIKTUWONG

* [lpocapuOOTIKOTNTA (AVATTTUEN)
(adaptability)

* Mlpocappoyn (eoTiaon HE oTOXO TNV
ETTITEUEN ATTODOTIKOTNTAG)
(adaptation)

e Zuvepyaoia (ocuvépysla,
ATTOTEAECHATA ApOIBAIiWY
opeAnuaTwy (win-win effects),)
(cooperation).

Ap. AéoTmroiva Kapayiavvn(c) o'uvé Xa la_ . 15



] mpam ETTIXE1pNOIOKNG
AIKTUWONG

* EuveAigia (customization/responsiveness)
TTPOIOVTWV/UTTNPECIWYV OTIC ATTAITAOEIG

TNG ayopdg

e AUSNMEVN KAIVOTOMIKOTNTA

* TaxuTnTa ATTOKPIONS OTNV ayopd

« 2uvépyela (AtrodoTikoTnTAa, AUSNMEVN
Adia)

Ap. AéoTmroiva Kapayiavvn(c)
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" S
2.Uyxpovec Taoeic Alauoppwang
2TPATNYIKNG

H «MAnpo@oépnon» i «Mvwon»
avTikafioTd Tnv Evépyeia kal TNV "YAN wg
TNY£ES TTAOUTOU (Bell 1973).

H emTixeipnoiakn oTpaTnyikn 0a mTpETTel va
EO0TIAETAI OTNV «TTANPOPOPIa» KAl TNV
«kaivotopia» (Drucker, Huber, Simon).

Ap. AéoTmroiva Kapayiavvn(c) 17



" J
2.uyxpovec Taoelic oto MAPKETIVYK

O P6Ao¢g Tou MAPKETIVYK TTOAU ONMAVTIKOG
OTNV £TTOXN TWV TTANPOPOPIWYV KAl TNG

yvwong

2UVEPYATIKEC MOP®PEC ZTPATNYIKWY
MAapKeTIVYK

‘Epaon otnv agiomroinon tng T.I. amwd 10
MAapKeTIVYK

To MAPKETIVYK €ival TO CUVTOVIOTIKO OpYyavo
(integrator) AWV TWV ETTIXEIPNCIAKWYV
AEITOUPYIWYV

Ap. AéoTmroiva Kapayiavvn(c) 18



AyopQ

“2UvOoAO duvNTIKWV TTEAATWYV TTOU £XOUV
KOIV avaykn N €mmoOupia, ol oTToiol WoTO0O0,
TTapAaAANAa, Ba ptropoucav va gixav Tnv
TTPoBupia Kal TNV OIKOVOMIKA duvaToTNTa VA
ouvayouv (avtaAAayr)) ouvaAAayn
TTPOKEINEVOU VA IKAVOTTOINOOUV QUTAV TNV
avaykn N emobupia” (Kotler 1997).

Ap. AéoTmroiva Kapayiavvn(c) 19



[Ipooeyyioeic 10 MAPKETIVYK

To UQPKETIVYK UTTOPEI va BewpnOcei EiTe:

* WG OUVOAO ETTIXEIPNMATIKWY  OPACTNPIOTATWYV
(avaAuon, £€peuva, oxedIAOUOC Kal EAEYXOQ)

n,
* WG @IAocOoPia (TTPOCAVATOAIOHNOG) TNG ETTIXEIPNONG

Ap. AéoTmroiva Kapayiavvn(c) 20



" S
Oploud¢ Tou MAPKETIVYK WG
Ol1adIKagia guvawnc avraAAaywyv

American Marketing Association (198)):

“H d1oiknon Tou Mapketivyk (marketing
management) givail n d1adikacia oxediaouoU Kal
uAotroinong Tng cUAANYNG 19wV, TIHOAOYNONG,
Tpowonong Kal d10VOURS ayabwyv, UTTNPECIWYV Kal
I0EWV, NE OKOTTO VA ONMUIOUPYNOCEI AVTAAAQYEG ME
OUYKEKPIMEVOA THAHMATA AYOPAS TTOU IKAVOTTOIOUV
TOOO TIG AVAYKEG TWV TTEAATWYV 00O KOI TOUG OTOXOUG

TNG EMIXEIPRONGS .

Ap. AéoTmroiva Kapayiavvn(c) 21



" JE
ATTOWEIC VIA TNV TTPOCPOPA ayadbwyv

* [IpocavatoAGuOC GTNV TOPUYOYN
(Production concept )

 [Ipocavatolcouoc 6To TPOoiov
(Product concept )

 [Ipocavatolcouoc otV TOANCN
(Selling concept )

 [IpocavatolMcouog otnv ayopd
(Market concept )

Ap. AéoTmroiva Kapayiavvn(c)
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O llpocavaroAiouog aTny lapaywyn
(Production Concept)

* O1I KATavaAWTEC Ba TTPOTINACOUYV EKEIVA TA
TTPOIOVTA TTOU €ival EUPEWC DIadEOOPEVA OTNV
ayopa.

« O1 yavarlepc Twv production-oriented
ETTIXEIPNOEWYV €0TIAOVTAI OTNV ETTITEUCN
uypnANG amrodoTIKOTNTAC OTNV TTapaywyn Kal
oTNV €upEia dlavoun Twv TTPOIOVTWV.

Ap. AéoTmroiva Kapayiavvn(c) 23



" JE
O lMpooavaTtoAiouog a1o [1poiov

(Product Concept)

* O1I KATavaAWTEC Ba TTPOTINACOUYV EKEIVA TA
TTPOIOVTA TTOU TTPOCPEPOUV KAIVOTOMUIKA
XOPAKTNPIOTIKA, TNV KAAUTEPN TTOIOTNTA KAl
a1TOd00N.

« O1 yavarlepc Twv product-oriented etmixeipnoewy
€0TIACOUV TNV EVEPYNTIKOTNTA TOUC OTO Va
KATAOKEUAZOUV TTPOIOVTA TTOU UTTEPTEPOUV KAl
oTnVv 010pKN BEATIWON TOUG.

Ap. AéoTmroiva Kapayiavvn(c) 24



O [NpooavaroAiouoc otnv MNwAnon
(Selling Concept)

* O1 KATAVOAWTEC ATTO POVOI TOUG OEV
TTPOKEITAI V. ayOopACOoUV OPKETA
TTOCOTNTA TTPOIOVTWYV TNG ETAIPIAC

e H emixeipnon Oa TTPETTEI KATA CUVETTEIN

va KATARBAAAEI TTPOOTTABOEIEC ETTIOETIKNC
TTwANONG Kal TTpowbnaong.

Ap. AéoTmroiva Kapayiavvn(c)
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" -« FrpogavaToAioudc otnv Ayopd

(Marketing Concept)

« To KA€IOi OTNV ETTITEUCN TWV OTOXWV MIAC
ETTIXEIPAONG BPICKETAI OTO VA €ival TTIO
QTTOTEAECUATIKA ATT’ TOUG AVTAYWVIOTEC
oTNV £voTroinon Twv OIadIKACIWY TOU
UAPKETIVYK (integration), TTpokeIgEVOU va
TTPOCOIOPICEl KAl VA IKAVOTTOINCEI TIC
QVAYKEC TWV AYOPWV-OTOXWV.

Ap. AéoTmroiva Kapayiavvn(c)
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" A
Ta Tpia OTOIXEIQ TOU TTPOCAVATOAIGUOU
otnv Ayopa
(Marketing Concept Elements)

* 2UAANOYN YVWONC TNG ayopdag
(marketing intelligence genaration)

« AlGXuon TNC yvwaong HEoa atnv
ETTIXEiPNON
(dissemination of information)

» ATTOKPION TNG ETTIXEIPNONG ME
TTPOCOPUOCUEVA TTPOIOVTO/UTTNPETIEC
(organizational responsiveness).

Ap. AéoTmroiva Kapayiavvn(c) 27



BGBIJOQ |IKavoTtroinong leAaTou

(customer satisfaction)

* To aiocBnua IkavoTtroinoNng N
QTTOYONTEUONC EVOC ATOUOU TTOU
TTPOKUTITEI ATT’ TNV OUYKPION TTOU
KAVEl JETACU AVAMEVOPEVNC KOl
TTPAYMATIKNG (EI0TTPpaXOEicAC)
ATTO000NC (ATTOTEAECUATOC) TOU
TTPOIOVTOC/UTTNPETIAC PIAg
ETIXeipnonc.

Ap. AéoTmroiva Kapayiavvn(c)
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Acia

* H IKOvVOTIOINON TWV AVAYKWY TWV
TTEAQTWY OTO XAMNAOTEPO OUVATO

KOOTOGC KTONG, KATOXNC KAl Xpnong

Ap. AéoTmroiva Kapayiavvn(c)
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Ladder of cusomer loyalty

ADVOCATE

SUPPORTER

CLIENT

CUSTOMER

PROSPECT

Ap. Aéotroiva Kapayidvvn(c)
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The product lifecycle
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The marketing choices

1 Products

2 -+ Markets.

1 Development of sales of existing
products in existing markets

2  Development of sales of new
products in existing markets

3  Development of sales through
existing products to new markets

4 Development of sales through new
‘products to new markets.

Product
Present New
Strategy
r _‘ T
Market Product
Present penetration development »
L—— v ——
[
| ®
I
Market
New development Diversification
. L 4

Ap. AéoTmroiva Kapayiavvn(c)




. EvaxxaKTlKég ETTiXeipnolaKkEC
2.TPATNYIKEC

m (Al0@OPETIKOI OUVOUAOHOI KIVOUVOU-
a1TTod00NG) - Ansoff 1968)

Aucnon TTWANCEWYV OE UTTAPXOUCEC AYOPEC
KAl JE UTTAPXOVTA TTPOIOVTA/UTTNPETIEC
AucnNon TTWANCEWYV UTTOPXOVTWYV TTPOIOVTWV,
UE OTOXEUON O€ VEEC AYOPEC
AvVATITUEN VEWYV TTPOIOVTWYV TTOU Ba diateBouv
OTIC UTTAPXOUCEC AYOPEC
AvVATITUEN VEWYV TTPOIOVTWYV TTOU Ba diateBouv
OTOXEUOVTAC O€ VEEC AYOPEC

Ap. AéoTmroiva Kapayiavvn(c) 33



"
2. TpaTNVIKN MAPKETIVYK

m To Miypa MapkeTivyk
(product, price, promotion and place)

m Market Entry (Eicodoc¢ otnv Ayopd)

(acquisition, collaboration, internal
development) (atrokTnon, ocuvepyaaia, idla
avaTTucn)

m Timing (Xpovikn 2TIyun)
(leader, follower, laggard) (ny£Tng,
akOAouboc¢, kKabuaTepnUEVOC)

Ap. AéoTmroiva Kapayiavvn(c) 34



' Generic competition

Competitive advantage

Lower cost Differentiation
Broad target . Cost leadership  Differentiation
Competitive | |
scope

BTN

Narrow target | Costfocus .. .',__Focu;se&d,'d'ifferenfiotion
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About IBM
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industry's most advanced information technologies, including computer systems,
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And ourworldwide network of IBM solutions and services professionals
translates these advanced technologies into business value for our customers.
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About [BM
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Business Stories

Along with providing quality products that meet the needs of our consumers, Philip Morris is a

The History of Philip Morris concerned citizen of its communities, guided by clearly defined core values. Philip Morris Companies
Inc. is committed to reducing the environmental impact of our activities and promoting the

3 = sustainability of the natural resources upon which we depend, supporting minority- and women-

" Environmental Principles owned businesses, and being involved in community service.

= Supplier Diversity

* Agricultural Initiatives

Corporate Iniiatives

Emvironmental 7= 4;',* Supplier - Agricultural
* African American Principles -~ &7 T Diversi Initiatives
Directory % Philip Morris o, & Through our Through the
+. Companies Inc. is S\ Supplier Shared Solutions
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The Group

INTRACOM has twelve majority-owned subsidiaries,
holds equity interests of 10% to 50% in six other
companies (participations) and engages in business
with three companies that are also under the control of
its main shareholders (affiliates).

Subsidiaries:

INTRASOFT S.A.
The leading Software House and Systems
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Subsidiaries:

INTRASOFT S.A.
The leading Software House and Systems
Integration company in Greece

INTRAMET S.A.
Steel and electromechanical constructions (Greece)

INTRACOM CONSTRUCTIONS S.A.
Technical construction projects
(Greece)

INTRAROM S.A.
Telecommunication and electronic equipment
manufacturing in Romania

FORMNAX Co. LTD

Snfhware develnnment dnmectic and fareinn tradinn

/// INTRA-OFT

INTRAMET
€ e
<€) INTRAROM

Frrnx

L
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Horme Company Products R &D Projects Technical Support Investor Relations

<€) INTRACOM

dafa

HE&D S.A.
Engaged in the field of energy and power production

MOLDOVAN LOTTERY

L The Company Y |
[ S | | T SRS me—
Al
Participations
—— Chairman's Message PANAFON S A B ﬁ '
. Mohile telephony services in Greece e
H— Company Profile —y Q vodafone
- The Group UNIBRAIN S.A . R
B Customised software-hardware solutions, specialising in unlbfoln
T~ Certificates —v IEEE-1394 technology digital data transmission
——Jobs
INSTANT LOTTERY S.A.
T Press Releases Production, management and operation of instant lottery
—— Events
HELLASCOM INTERNATIONAL Telecommunication T s
services in Greece and abroad I.Em
R -

"hed

B Y
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Affiliates

INTRALOT S.A.
Tailor-made, turn-key IT solutions in the gaming and 3INTRQLOT
wagering business

AMYNA S.A,

General Insurance  WAIMYINZ

NAMACO S.A.

Importts, exports and services !’ ﬂ “l““

{ ast updiate: 22.10.2001 <€ Home
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Market
growth

10%

The 'Boston Box'

7k 0 O\Ag

O

?

9

O

0

X o
- O®
High

Ix Low

Relative market share
(share relative to largest competitor)
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XapakmptoTikd katw EvaAAakTkéG Stpatnyes nou Epap-
uéZovrat otig Ouddes g Boston Consulting Group Matrix

A PlA POB 1A A ALALA

Xapaktnplotikd Xapaktnplotikd
e Hyéteg omv ayopd e [priyopn avarttugn
e [priyopn avdrrtugn o Mikpd nepléwpla kEPSoug
e Meydha ké€pdn e MeydAn anafnor oe Xxpnuatikouq
e MeydAn anaimon ywa népoug enévduong
Samjpnon g avdrruing
ZTPATNYIKES ZTpamnykEs
e Mpootaoia Tou peptdiou e Meydan enévduon ya
ayopdqg avdrtugn Tou pepidiou ayopdg
e Enavenévduor Twv KEPSWV e Ayopd QvTaywVIOTIKGV TIPOIGVTWwV
yia BeAtiwon mg KAAuYNG ™MQ e Ttéxeuom ot éva HIKpo
ayopdg kat g anote- TURHa TNG ayopdg Kat avartugn
AEOUATIKSTNTAG TNG ENwvupiag QVTAaYWVIOTIKOU TMAEOVEKTIATOG
e [MpoomndBela andkmong oe autd

peydAou aplOpoU vEwv XpNnoTdv| @ Aroxwpenon
® Arnoenévduaon

ZKYAIA
Xapaktnplotxkd Xapakmnplotkd
® Kepdogpdpa npoidvra e ‘OAo Kal MePLOCGTEPA TIpoidvTa
e Anuioupyia neploodTEPWV anoaouUpovtat and v ayopd
kepdwv and éoa xpetdlovrat e Mapdyetal pe HEIOVEKTNHA
ya va diampen6el To pepidio é0ov apopd To KOOTOG
ayopdg Toug e Mikpég duvatdtnTeg avanTugng

HE AOYIKO KOOTOG
e To pepidlo ayopdg dev
auEdvel kat untdpxouv Aiyeg

duvatdéTeg
ZTPATNYIKES . ZTPATNYKES
e Alatjpnon kuplapxiag e ITdXeuom Ot éva HIKPS TUNHA ™G
® Enévduom Ot TEXVOAOYIKEG ayopdg kat avartugn avraywvioTikoU
eEelielg oV ayopd MAEOVEKTHATOG OE auTtd
e Alamjpnon nyeoiag kéoToug o Meiwon g enévduong katd To
e Xprjom Tou MAeovagovrog Suvatd oe GAoUG TOuG TOMEIG
KEPSOUG Yla UNMOOTHPIEN AAWY | ® AMOEMEVEUOT-IWANCT ™G
nPoidvTwy TG emxeipnong enwvupiag
® EyKaTAAswn-anopdkpuvon
and T ypapun npoiévrog

Ap. AéoTmroiva Kapayiavvn(c)



= N General Electric Business
Screen

Business strength

High Medivm Low.

-
8
<

Average Sirong

Industry (product-based)

& O o Mok

Circle represents relation size of that particular
industry segment in terms of annual sales volume.

Pie wedge represents the firm's markel share as
defined by sales volume within (hat industry segmerit
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Mpoogyyion g MiTpag XaptoduAakiou G.E.

Enuyepnuatikeég Auvatdmreg

(Eruxeipnuatikiic Apacmpidtnrog/
Mpoidvrog)

YynAi Meoaia XaunAn

YynAn

. Enévduom/Avarrutn
EruAekTikeéq Enevduoeig

EAxuoTikéTa KANGdou/Ayopdqg
Mecaia

XapnAn

Anoenévduon/Zuykoudn

Ap. AéoTmroiva Kapayiavvn(c)



Mritpa EAxuotixdtirag g Ayopds kat laxuog e Enuxeipnong (General

Electric Matrix)
T EAKYITIKOTHTATHE ATOPAZ
Meyain Méon Muxpr
Meyahn —
vz =
ENIXEIPHIHE —
Mixpr}
MeyaAn Méom . Mixpr}
ghxuoTikomra gAxuoTiKéTa gAxuoTikomTa

Ap. AéoTmroiva Kapayiavvn(c)




MetapAntég nou KabBopilouv mv EAkuatikétnTa me Ayo-
pPAq kat v Eruxeiponuatikn loyu

EAKYZTIKOTHTA

KAAAQY

! EMNIXEIPHMATIKH 1ZXYS

|

* MéeyeBog ayopdg ® JXETIKO pepidio ayopdq

¢ Avarrruén ayopag ® AvTaywvioTIKOTNTA TINAG

¢ Alagoporoinon ayopdg | ® MéyeBog, avarruén

¢ [epBwpla k€pdoug ¢ [loémra npoidvrog

¢ AvTaywvioTiKr} Soun ¢ Kepdogopia

® POAog texvoloyiag ® Auvapelg kat aduvapieg

¢ Ikavoroinom Twv neAatwv | ® TexvoAoyikr B€om

¢ [lepBarrov * ['vwon karavaAwTtwv/ayopdc

NOUIKG-KOWVWVIKO

* Ewova, punavon, maioto dropa

Ap. AéoTmroiva Kapayiavvn(c)
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Gap analysis

30- . Business objectives
25 | - =" (expectation)
- -
20 - ~~ GAP Cur:ft:,nt sales)
- — (performance
Sales 15 - -

. o 2= . FD SITUATION ASSESSMENT
10 -
. J

0 . . . . . c=——=> EXTERNAL AUDIT

4
==> OPERATING ENVIRONMENT AUDIT

INFORMATION GATHERING

=—=——="> NTERNAL AUDIT

30 | tN"s |
s ;@S °b\ % #_-Diversification gap \} _
7 "“s:" ~ _—Expansion gap = pORTFOLIO HODELLING

20 - ,.of,’. - =~ "—Operations gap
f-g —_— -
Sales 15
10 - GAP ANALYSIS
5 4
0 1 ] 1 I ]
0 1 2 3 4 5
Year
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To Mdpketivyk Mdvatluevt

MOAITIKO
NEPIBAAAON

NOMIKO
NEPIBAAAON

MOPOI KAl
STOXOI THE \seli
ENIXEIPHEHZ (&

o

i\ KOINQNIKO OIKONOMIKO
4\ NEPIBAMON N MIPONGHEH

MNEPIBAAAON

TEXNOAOIMKO
MEPIBAAAON

ANTAMQNIZTIKO
MEPIBAAON

2y ’?é? s
Ap. AéoTroiva Kapayiavvn(c)



@cwpnon MetaBAnTwyv EcwTEpPIKOU
[TepIBAAAOVTOC KATA TOV 2.XEQIQOUO
MApPKETIVYK

m AvOpWTTIVOI KOI OPYAVWOIAKOI TTOPOI, IKAVOTNTEC
Kal duvaToTnTEC (resources, skills and
capabilities)

2 KOTTOI Kal OTOXOI

duon TPOIGVTWV/UTTNPECIWV
Managerial skills

Manpower abilities

Technological skills

Employee involvement and commitment

Interdepartmental procedures, dependency and conflicts
(Koivég diaTunuaTikEG dladikaaiec, aAANAECApTNON KAl
6|C1|J(’]X£g Ap. AéoTroiva Kapayiavvn(c) 50



Marketing Decisions

Assessing the situation
-Issues
-Assumptions
-Forecasts

v

Researching the market
-Ad hoc market research
-Competitive advantage

-Generic competition

v

Segmentation, targeting and selection

-Understand the market
-Understand the segments
-Choose the segments to target
-Choose the targeting approach
-Targeting segments

.

The marketing choices for you
-Positioning
-Managing the gap
-Global versus national marketing objectives
-Positioning revised

.

Setting marketing objectives
-Developing frameworks
-Topics for objectives
-Marketing strategy
-Planning and control

Ap. AéoTmroiva Kapayiavvn(c)
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- Marketing information
systems

Strategic

Tactical

Operational

Types of customers’

Performonce of |nd|v1dua| sales

people

Competitive sttafegies ..

| Trends in demand for
.specific products or services

Impact of a price promotion

Ev‘?f\iihg cusfzém‘_efr::h_‘e{edé

impact of marketing
expenditure

Share of a particular
customer's business

Environmental chcmges o
{Political, economic;. socml
technicdl, legal treiids}

Customer loyalty patterns

Competitive activity with
key customers

Levels of customer
satisfaction

Market share data

Pdﬂerns of shopping
behaviour

Distribution of products
Findncial performance

Sales volumes

Ap. AéoTmroiva Kapayiavvn(c)
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The external enanli® ﬁ SITUATION ASSESSMENT

—————> EXTERNAL AUDIT

-

—> (PERATING ENVIRONMENT AUDIT

INFORMATION GATHERING

= > INTERNAL AUDIT

Distribution
and Dealers

Customers

Facilitators
and Marketing
Firms

Ap. Aéotroiva Kapayidvvn(c)



Suppliers

The bargaining power of suppliers
refers to the relative importance of
buyers to suppliers. If a large
proportion of the supplier's%usiness
goes to one indusiry or organisation,
and there is oversupply of that
product, then the supplier is in a
weak position.

The competitive forces

Entrants

New entrants may be domeslic or
overseas competitors. They consider
the market potential weighed against
the costs of entry to the market.

f

Rivalry

The r.ivalry.belween industry
competitors depends on the industry

b growth and margins, and the extent

of product uniqueness.

e ©

Buyers

The bargaining power of buyers
represents the other side of this
rocess. They can dictate the terms
at which they will buy and will
substitute with alternative providers'
products if their demands are not met.

Substitutes

Substitutes may be generic
compelitors. Their impact depends
on how easy it is for customers to
change to new options.

Ap. AéoTmroiva Kapayiavvn(c)
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An overview of external market forces

3
§

*  OOOO0000

O aooooooo o

Political climate of society
Taxation and investment policy
Foreign trade relations and policy
Government stability
Concentration of power

‘Distribution of resources

The polilical system

onomit
Nature and location of economic

planning

Growth rales

Business cycle

Interest rates

Inflation

Disposable incomes
Patterns of savings and debt
Banking system
International balance of payments
and debt -

Level of state invesiment

Social oh
Demographics
- lnco:ig distribution
Cultural values, norms
Role of the family
Lifestyle
Educational level
Attitudes to work and leisure
Diversity of market needs
Growth of pressure groups

echnological

Level and dispersion of scientific
and technical knowledge
Innovalions and improvements
Speed of technology transfer
Applications of information
technology

Provision of plant and equipment
Growth of new indusiries
Product development lead-limes
Obsolescence

¢ 00Oaooaaaa

0000 Oooa a

Ap. AéoTmroiva Kapayiavvn(c)
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Legal (and regulatory)

Constitutional system

.Regulating ies
“Monopoly mﬁm
Trade and consumer production
legal restrictions on marketing
activities
Environmental legislation
Employment law

O

’

00 0Oooa

nvironmental

Nature and quality of natural
resources

Availability of raw materials
Recycling

Energy costs and use
Pollution
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" I
S.W.O.T. (AvaAuon Auvauewv-
Aduvauiwv-Eukalpiwv-ATtTeIA WY

m H koAl SWOT avdAuon sgaptaTtal amro Ta
EUPAMATA TNG AVAAUONG TTAPOUCAG
Katadotaong (audit findings)

m H SWOT avaAuon Oa mrpétrel va Aaufavel
UtTTOYN TNV AtTOYn TOU TTEAATN

m H SWOT avaAuon Oa mrpétrel va Aaufavel
UTTOWYN TO OUYKPITIKO TTAEOVEKTNMO

Ap. AéoTmroiva Kapayiavvn(c)
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- mpq EpeOicparog-Avrtidpaong

2UMTTEPIPOPAC TOU KATAVOAWTA

Avur 1111°] >  ZTPATNYIKEG
MKT MKT
' I é
AvTidpaon AQqyn Emidpaceig
. [ ATTOPACEWV aTro TO
Karavahwn KOTAVOAWTA mEPIBAAAOV
A
Avar, TTMon
TOV i3I0 XapOKTNPIOTIKA

KOTOAVOAWTY > KOTOVOAWTA
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" I
H lepdpxnon avaykwy Tou

10%

MaoAoou
AUTO-TTPAYHATWONG
f\‘/ (AvatrTugn eautou, oAOKARpwON)

40% Avaykeg EKTipnong
r‘/ (auTogKkTiMNnON, Avayvwpion, KUPog)

0% KoIvwVIKEG aVAYKES
r‘/ (avaykn va aviKeig KGTrou, aydrrn)

70% KoIvWwVIKEG avAyKeG
r‘/ (ao@dAcia, TTpooTACiO)

DuoIKkéG AVAYKES
85% | (treiva, Siya, évBuon, avatTapaywyn)
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H Aladikaoia ATTogpaonc yia
Ayopd

‘ Avayvwpion TTpoBARMATOG I
‘ AvalnTnon TTAnpo@opIwv I
‘ AZI0AOYNON EVAOAAOKTIKWY TTPOCPOPWV I

‘ AtTé@aon yia ayopd I
‘ AZloAOYyNnoNn META TNV ayopd I

Ap. AéoTmroiva Kapayiavvn(c) 59




PYES AVayvwpiong
[TooBARuATOC

- Meiwon atrobeudTwy

- ATTOoyonTteucon

- N€Eec avayKkecg ) ETTOUNIEC

.+ 2UYYEVEIQ YE NON ayopaloueva
TTPOoIOVTA

- Avayvwpion TTPoRANMATOC
wOoUuEVO aTT’ TO NAPKETIVYK

- Néa trpoiovTia

Ap. AéoTmroiva Kapayiavvn(c)
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" A
Avalntnon TTANPoOYopIWYV
B [1pOCWTTIKEC TTNYEC
®ilol, ouyyeveic, auvadeApol
m EYTTOpPIKEC TTNYEC
Ala@nuiocelg, TTWANTEG, ETTIOELICEIC
m ANUOOIEC TTNYEC
ApBpa oTtov TuTro, véa, TNAeOpaaon, padioPwVvo
m [1pOOWTTIKNA EPTTEIPIO
Aon, €¢€Taan, doKIun, Xxpnon

Ap. AéoTmroiva Kapayiavvn(c) 61



" S
Aladikaoia Anwnc¢ Atropaoncg

TOTTOG 2UYKpPOUONG Meprypaepn- NMNapadeiyua

O KaTavaAwThG TTPETTEI VA ETTIAESEN
NMpooéyyion-Npoocéyyion avapgeoa o€ dUo £mMOUUNTEG
evaAAakTIKEG (OUO Kaivoupyia Cd)

O karavaAwTNG NpEnel va eNIAEEEl avapeoa
o€ Ouo aveniOupunTeg EvaAAakTikeG (n.X. va
Atropuyn-Atro@uyin OwoElI pApATA Yia va ENICKEUVUACEI TO NAAIO TOU
OTEPEOPWVIKO, N V. ayOopdoEl £vd KAIVOUpPYIO
EodsUovTac aKOHNn NEPICCOTEPA.)

O KaTavaAwThG ETTIOUMEI KATTOIO TTPOIOV TO OTTOI0
OHMWG CUVOEETAI NE APVNTIKEG OUVETTEIEG (TT.X. Eva
TTAXUVTIKO @aynTo B0a Tov £Ryade £EEw aTtrd 1O
auoTnpo Tpdypappa diaitag

Mpooéyyion-ATro@uyn

Ap. AéoTtroiva Kapayiavvn(c) 62



AgloAdynon EvaAAakTikwyv AUocewv

Madpka A Madpka B
Mapka Z Mapka H
Madpka A Mapka M

Mapka B

74

Mapka Z

Ap. AéoTmroiva Kapayiavvn(c)

Mapka I Mapka A Mapka E
Mapka © Mapka | Mapka K
Madpka N Mdpka = Mapka O

EmikpaTtéoTepo 2UVvoAo Mapkwv

Mapka E

Mapka |

Mdapka N
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MetaBAntég F
Eigpowv

d

YuyxoAo-

YIKO :>

2 UvoAo
Kartava-
AwTAH

Avape-
VOMEVN
IKavo-

TToinon

EpéBiopa

1I

Avalitnon EmmAéov
MAnpogopiwv

Avayvuwpian
Avaykng

AN

20vdeapog  ~ AAAayég oTo WuxoAoyikod

AvAaykng

*OpIopdg Avaykwyv
‘lepapxnon Avaykwv
*Agl0AGynon KAaBe pdapkag

ME TN Xpnon
ATTOPACTEWV

KOVOVWYV

‘Ex8eon oe 7y AvtiAngn Epg@ioparog

NMpoooxn
<

Kartavoénon

b
Alatipnon

4

2UvoAo

AANayég ota Kpithpia Avaykng

i

AANayR oTACEWYV EVaVTI

dﬁ%ﬁ%&a Kapayiavvn(c)

Mvnun
NMponyouUpueveg
TTANPOPOPIEG

Néeg
NMAnpogopisg
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N
Avadntnon kKai ere¢epyaoia NMAnpo@opiwv
VIO T AQWN ayopaoTIKWY ATTOPATEWV

m AuZnon TNG TTo1I0TNTAC TWV TTANPOPOPIWV
QUEAVEI TNV EPTTIOTOOUVN TWV
KOTAVOAWTWV

m AuZnon TNG TTOOOTNTOC TWV TTANPOPOPIWY
UEIWVEI TNV EUTTIOTOOUVN TWV
KOATAVOAWTWV

m YWnAOTEPN TTOIOTNTA ——)> MEYAAUTEPN
TTOOOTNTA TTANPOPOPIWYV OXETIKA UE TO
TTPOIOVTIKA XAPAKTNPIOTIKA

Ap. AéoTmroiva Kapayiavvn(c) 65



" HEPEYOVTEC avalATNOoNG Kal ETTEEEPYATIOG
MAnpo@opiIwyv TTOU £TTNPEAlOUV TN ARYN
OYOPOUOTIKWYV ATTOPATEWV

m O ouvOUOOUOC OIAPOPETIKWY TTNYWV
TTANPOPOPNONG

m O d0100£01p0C Xpovocg eTTNPEeAdlel TN
OladIkagia ANWnc atroPpacewy

m To QUAO

m H nAIKia (aQu@IAeyOPEVOC 0 POAOC TNG

m H avalntnon TTAnNpo@opIwy £ival oTeEVA
ouvoedeuEVN UE TRV avauign (involvement)

Ap. AéoTmroiva Kapayiavvn(c) 66



" HEPEYOVTEC avalATNOoNG Kal ETTEEEPYATIOG
MAnpo@opiIwyv TTOU £TTNPEAlOUV TN ARYN
OYOPOUOTIKWYV ATTOPATEWV
B 2 OUVOUOQOUO TTNYWV TTANPOPOPNCNC

MEYAAUTEPN PapUTNTA £XOUV AUTEC TTOU
TTPONYOUVTAI XPOVIKA TWV AAAWV
m 2E1PA TTPOTIMNONC YIA TOUC XPOVIKA
TTIECHEVOUC:
BiTpiva
2 XETIKA GpBpa

[TPOOWTTIKEC OUVEVTEULEIC ME AAAOUG
KATavaAwTeG (word-of-mouth)

OlAPNMICEIC

Ap. AéoTmroiva Kapayiavvn(c) 67



“FTOXEON TG avagimang

TTANPOPOPIWYV Eival...

.OETIKN ME:

Tnv avauién Tou KaTavaAwTh JE TRV ayopad

Tn otaon Tou KAatavaAwTtn w¢ TTPog Ta ywvia
VEVIKQ KAl

Tn d1008e01uoTNTA TOU XPOVOU.

...ApvNTIKN ME:

Tnv utTdpxouoa yvwaon ToU KATaVOAWTH yUpw
QTTO TN CUYKEKPIUEVN KATNYOopIa TTPOIOVTOC

Ap. AéoTmroiva Kapayiavvn(c) 68



.Favu(nl ,EKTeTapévn AnNWnATTOPAONG

Avayvwpion TTpoBARpaATOG ‘ A@UTTVion Avaykng I
[_zomort mperop || [ETERYeer oo
‘ A§|o)\<')yr|<lr\|l]J GSZ((:))\\,)\GKTIKU'UV I ‘ TOYKPIoN MapKmv I
TV -
‘ ATtrotéAecpa I ‘ Agﬁi‘fg ?G\I’];\niplgag I
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" S
ExteTauevn Anwn AtTo@acewy

m - Ortav 10 TTPOIOV :
gival akpifo,
EXElI MEYAAO KUKAO (wng,
gival upnAou KIivOuvou (ETTEVOUTIKO PiOKO)
Eival upnAng texvoAoyiag
AlakpiveTal atro uynAn avauicn
ATTaiTei evepyn Opdaaon atrd TTAEUPAC KATAVAAWTN

m (auTtokivnTo, aTriti, H/Y, KATT)

m [o MKT emonuaivel Ta ocnuavTiKa KpIThpId
ayopag

m [IAnpoopiakn diapnuion

B 2 UYKPITIKA Olapnuion
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" I
[leplopiopevn Anywn ATTopacewyv

m - Otav 10 TTPOIOV :
Eival nIKpAGC OXETIKA aciag
AyopadeTal KOTA TAKTA XPOVIKA dlaoThMaTa
m Eppdvion veag papkag o€ TTPoIoV TToU O
KATAVAAWTNG €ival yvwoTNnG:
€Al va o€l TIG DIOPOPEG O OXEON HE TIG UTTAPXOUOEG
MAPKEG
Na KAvel OUYKPIOEIG
m [o MKT epapuodel Eva TTPOYPAMMA EVAMEPWONG
WOTE va BonBnoel Tov KatavaAwTn va
KOTOVONOEI :

TA XAPOKTNPIOTIKA Kal 0PEAN TNG VEAG MAPKAC

TIG O10OPEG TNG OTTO TIG UTTOAOITTEG AVTAYWVIOTIKEG
WOTE VA KEPOITEI TNV EUTTIOTOCUVN TOU O QUTOV

Ap. AéoTmroiva Kapayiavvn(c) 71



Mnxavikn R Autopartn Aqwn ATTo@Aacewy
(atTO@ACEIC ATTO CUVNOEIN)

m [1poiovTa apKETA PONVA Kal XPNOIKJOTTOIoOUVTAI
ouxva
m To MKT Ba tmrpétrel va ecac@alidel:

2.TA0EPN TTOIOTNTA O€ XAPOAKTNPIOTIKA KAl UTTNPETIEC
TTOU oUuVvOOEUOUV TO TTPOIOV

2.UOTAMUATIKNA IKAVOTTOiNON TWV KATAVOAWTWY
[TpoCEAKUON VEWV QYOPAOTWY ME:

EI0AYWYN VEWV XAPOKTNPIOTIKWY

EIOIKEC TIMEG,

TTPOCPOPEC, KATT.
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" JEE
Mnxavikn R Autopartn Aqwn ATTo@Aacewy
(atTO@ACEIC ATTO CUVNOEIN)

m [lapExel OUO ONUAVTIKA OQEAN:
Meiwon Tou Kivouvou

AleukOAUvOon TNG dladikaaiag Anyng
ATTOPACEWYV UE TNV ECOIKOVOUNON XPOVOU Kal
EVEPYEIAC YIa TN AYWnN ATTOPACEWV

Ap. AéoTmroiva Kapayiavvn(c) 73



" JE
2xéon 2uvnoBeiag-Badbuou AvalnTnong
[MAnpo@opiwv

YwnAn

AvalATnon I'Inpo<popw’o\>

XapnAn

AoOeViAC Tuvi@sia > loxupn
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" ERPITR"ZUvAOciac pe ExkTeTapévn ARWN
ATToQAaocewv
Ava@opikd Je Tn d10d1IKacia AYNG ATTOPACEWV:

m |OXUPOTEPEC OTATEIC UE MIA CUYKEKPIMEVN HAPKA
(ouvdEeTal he TNV TTpoocAwon otn yapka (brand loyalty)

m [1EpIOOOTEPO CUOTNUATIKEC OTACEIC ME TIC TTETTOIONOEIC
yUpWw aT1TO TO TTPOIOV

m [leplopiopevn avalntnon TTANPOPOPIWV

m MeyaAuTtepn €MIAEKTIKA £€KBeON O€ unvUPOTA TTOU

a@pOoPOUV TO TTPOIOV

Movo pia papka Aappaverar uttoyn

MeyaAUTepn ouxvoTnNTa Ayopag

MeyaAuTepn mOavoTnTa £TTAVAYOPAC

NIYOTEPOC XPOVOC PETACU TNG TTPOBEONC YIa ayopd Kal

NG ayopag TG HAPKag
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"
2UyKkpion 2uvnoOelag pe EkTeTapévn Anwn
ATToQAaocewv

Ava@opIika JE TNV a1Tdé@aon, TO TTPOIOV TTOU
ayopadlstal atrdé ocuvnBsia givai:

NAIYOTEPO TEXVOAOYIKA TTEPITTAOKO TTPOIOV

NAIYOTEPN avAyKnN YIa UTTooTAPIEN/OEPPIC

NAIYOTEPO KEPDOC ava Jovada TTPOIOVTOC

NIYOTEPOC EAEYXOC TNC TIMNAG, TNV TIMA TNV KaBopilel o
TEAIKOGC TTWANTAG O€ JEyaAo BaBuod

YwnAoTepn avaAoyia dIa@PnUIoTIKWYV £€00WV —TTWANOEWV
EvTaTikdTepn diavoun

YWnAOTEPEC dATTAVEC TTPOWONONC TTWANCEWV
XaunAoTepa TTireda diapaxnNS avapeoa oToug
evOlauECOUG Tou dlauAou MKT
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"
21paTNYIKEG Yia Ta 4 P Tou MKT yia ayopég atro

ouvnosia:

m [lpoiov
Eivar ouvABw¢ ocuokeuaopéva KAatavaAwTIKG ayabd Kal atraitouv TTOAU
MIKPO BaBuo TTpoowTTKWY TTwARcewy (direct selling)

m  Alavoun
EvraTikn).

Ta mmpoiovTa ayopdadovTtal ouxvd, £XOuV XAUNAG KaTA pJovada KepOOog Kal
TTWAOUVTAI O€ JEYAAEG TTOOOTNTEG.

[a va diatnpnBei N agociwon Tou KaTavaAwTry, 8a TTPETTEl va gival
dl0B6€oiua og 600 TO dUVATO TTEPICCOTEPA CNUEIa TTWANONC.
m [1poB0oAn
Xpron dla@nuicewy utrevlupiong.
2.UX VI €TTavaiAnyn d1a@NUICTIKWY INVUPATWY
Xpnon €I0IKwV pEgwv TTPoBoANRG oTa aonueia TTwANOoNG (Trpowdnon
TTWAACEWV) Kal N B€on oTa PAPIA TWV KATAOTNUATWY
m TigoAoynon
[Na va aAAGEEl yapKa 0 KATavVOAWTAG TTOU ayopadel apka
AVTAYWVICOTIKN Ba TTPETTEI va yivel XprAon:
m [lpocpopwyv yvwpliuiag
m Awpedv OEIYUATWY (TTAPEXEI TV EMTTEIPIA TNS XPHONS TOU TTPOIGVTOC)

Awpeav doKIUN
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"
2TPpaTNYIKEG Yia Ta 4 P Tou MKT yia
ayopéc EkTeTaNEVNG AMWNGS ATTOQPACEWY

m [lpoiov
Eival ouvBw¢ TToOAUTTAOKA TTPOIOVTA MEYAANC OIKOVOUIKNG Ogiag.
[MpoidvTa uPnANS avaueicns, o POAOC TWV TTWANTWYV Eival oNUAVTIKOG.
m  Alavoun
EmAeyuéva onueia TwAnong, YIKPO KavaAl diavoung
Ta mpoidévra ayopdadlovTal apald, €xouv uwnAo Kata povada KEPDOGC.
m [1poB0oAn
XpAon d1a@nuicewyv TTAnpopopnong, oUuykpiong.
[TpoBOAr dIAQNUICTIKWY UNVUUATWY JE OUYKEKPIMEVEC TTANPOPOPIEC OF
OUYKEKPIMEVA TUAMATA TG AYOPAG KOIVO-OEKTEC
ANUOOIEC OXEDEIC
AnuooiotnTa
m TigoAoynon
KivnTtpa TTpo¢ Toug evOIaNEOOUG (TTPOUNABEIES, TTIOTWTIKEC OIEUKOAUVOEIC)
Emoniuavon aciag (value for money)
YwnAn Tin €vOoeign ToidtnTag

Ap. AéoTmroiva Kapayiavvn(c) 78



"
2xéon MoOavoérntag ETravayopdg-Badpou AvaliTtnong
NMAnpoopiwv
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0 ETravaAaupBavopeveg Ayopég




ZUvoAo Méavwyv EvaAlakTikwv Mapkwyv

y |

Y1roouvoAo Mapkwv YtroouvoAo Mapkwv
TTOU YVWPI{oOUuE TToU O€EV YVWPI(OUME
Y1troouvoAo Adiagpopo AvapupooTto
Oswpnong Y1roouvoAo Y1roouvoAo
(Evoked Set) (Inert Set) (Inept Set)
Mdpkeg TTOU EVOAAOKTIKEG .
Oewpolpe UTTOOTAPIENG rﬁgKig T::LU e
OTTOOEKTEG % (backup) PEUYOUH
Mdpkeg TTOU MdapKeG TTOU
fswpnoaue Bewproaue
ATTOOEKTEG KAl ATTOOEKTEG AAAG
ayopAoauE Ogv ayopaocape

Ap. AéoTmroiva Kapayiavvn(c)



" S
AvVTIANWN

m Eival n diadikaoia Tnv oTroia
XPNOIJOTTOIOUV OI AvOpwWTTOI YIa VA
alc0acBouv (va £xouv TNV €IKOVA) TO
TTEPIBAAAOV TOUC.

Ap. AéoTmroiva Kapayiavvn(c)
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"
ETTIAEKTIKN AVTIANWN

Eival n diadikagia Kartd Tnv oTroia ta
aToua eceTalouv Kal ETTIAEYouV Ta dlagpopa
QVTIKEIJEVA KAl ETTIOPATEIC TTOU
avTaywvicovTal TNG TTPOCOXNC TOUC.
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" A
EtmiAekTIKR) Opyavwaon

m Katnyopliotroinon Twv TTPayNATWY Kal
EMOPATEWY CUNPWVA UE TO TTEDIO
AVA@POPWV UaAC

B 2TEPEOTUTTA.

["EVIKEC KATNYOPIEC (TT.X. AVOPpWTTWYV,
KOTAOTACEWV) OTIC OTTOIEC AVABETOUE
KOIVA XaPAKTNPIOTIKA.
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H oladikaoia TS AvTiAnwng

evika 21adI10 21adl1o 21adIo
21adia ‘EkBegong NMpoooxng Karavénong
MvAun/
EpTreipic “/
MTTEIPIEG /,///// ‘
EpeBiopara AioBnon AvTiAnyn
7
| | V4 -
Y/ Npoodokieg
A 4
NMpoooxn
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: A Aladikacia ETTIAEKTIKNC
A\%
EtiIAekTIK 'EKBeON 1

+

EmiAekTIKA NMpoooyxn |

—— .

EmiAekTIK ) Katavonon 1

+
Ei ’Hﬂ’

Ap. Aéotroiva Kapayidvvn(c)
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" S
Assumptions (YTT06£0¢€IC)

m H ouxvornta aAAayng

O puBuo6g aAAayng

H ayopa

To ouoTnua d1avoung

H ayopaoTIK) CUMTTEPIPOPA

Ta ayopaoTIKA KPITAPIA

H ocuutTEPIPOPA TWV AVTAYWVIOTWYV
H ouutTEpIPOPA TWV TTPONNBEUTWYV

Ap. AéoTmroiva Kapayiavvn(c)
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| _ The market segmentation, market targeting, and
product positioning process (exhibit 6-2)

The market

;

- Segments
(A,B,C,D,E F)

v

Markets targeted
(A E, F)

Y

Product positioning
each targeted segment

Y

Marketing program each
targeted segment

Ap. AéoToiva Kapayiavvn(c)
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Targeting segments

Abc

organisation

Segment 1

S0 SBaten 2‘1&
ﬁ!«\tg}%’%%’w

e %
\"
4

]

Segment 3

Segment 2
SR B N St IR
C. Segment 3.y

Ap. AéoTmroiva Kapayiavvn(c)

Mass
marketing

Concentrated
marketing

Multiple segment
marketing
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Undifferentiated marketing

FIRM

FIRM

-
- -
-
- -
-
- -
- -
- -
- -
- -
- -
- -
-
- -
- -

™

-
-~
-
----
-
~--
---
~---

—---

FIRM

-----------------------------

FIRM

Ap. AéoTmroiva Kapayiavvn(c)

'I MARKET

» SEGMENT 1

» SEGMENT 2

» SEGMENT 3

SEGMENT 1

» SEGMENT 2

SEGMENT 3

'l CUSTOMER
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"
EVOAAOKTIKEC 2TpaATNVIKEC [1PpOIOVTOC

m Tutrotroinon-Mn lNpocapuoyn (mass,
standardized, undifferentiated marketing
strategy)

m [Ipocapuoyn
AlagpopoTtroinuévn (Differentiated Multi-
Segment marketing strategy)

2 UYKevTPWTIKN (Concentrated marketing
strategy)

EoTiaouEVn O€ NEPOVWHPEVOUC TTEAATEC
(Customised marketing.sirategy) %0



. ‘ uttotroinon (Mn

[Tpocapuoyn) lNpolovToc:
[TAeoveKTApATA

m OIKOVOuieC KAIMOKOC aTnNV TTapaywyn
m OIKOVOMIEC OTNV £€PEUVA KAl QVATITUCN

m OIKOVOMIEC OTOV YEVIKOTEPO
TTPOUTTOAOYIOMO TOU TTPOYPAUUATOC
MAPKETIVYK
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] 'Ppooappoyr']-mcxcpoponoinon
[TpoiovToc (multisegment marketing
strategy)

m [unuaroTroinon TNG ayopdc € OUOIOYEVN
TMHAMOTO KATAVAOAWTWY, O OXEON WE
OUYKEKPIMEVA KPITAPIA KAl IKAVOTTOiNON
KAOE THAMATOC PE DIAPOPOTIOINMEVO
(TTPOCOPPOCHPEVO VIO TNV CUYKEKPIPEVN
ayopqd) TTPOoIoV Kal OIa@OPOTIoINMEVN
UTTOOTNPICN MAPKETIVYK
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" JEEEKEVTPWTIKN [TOAITIKNA
[1poiovTOC
m EoTiaon o€ €va povo Tunua (Je Paon Eva n
ETTIAEYUEVA XAPOAKTNPIOTIKA OTTWCG €ival TO
£1000NMAa N N NAIKIA) KAl CUYKEVTPWAON TTOPWV KAl
IKAVOTNTWYV OTNV APIOTN €EUTTNPETNON TOU
(tr.X. Rolls Royce, madava Steinway, tour operators
Saga).
m MeiovekTnuara
TO OUYKEKPIUEVO TUNMO UTTOPEI VA EKAEIWEI TTOAU
ypnyopa (dev EUVVOEI TTPOIOVTA TTOU XapakTnpilovTal
aTTO OUXVO PpUBUO aAAaywv)
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" I
EoTiaouevn oe MePovWUEVOUC
[TeAaTec [MoAITIKN poidovToC
(customised product strategy)

m 2TOXEUEI OTNV OnuIoupyia
TTPOIOVTWV/UTTNPECIWYV VIO JENOVWHPEVOUC

reAaTteg (11.X. General Motors, Nissan,
XPNUOATOOIKOVOUIKA TTPOIOVTA)
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Mass marketing

Concentrated marketing

Multiple-segment marketing

General description

of strategy

Low cost production

Focused differentiation

Differentiation

Markel(s)

Very few

Niche markets

Most markets for most products

Typical market
characteristics

Little or no difference in demand

High disposable income for
specialised products

Demand differs on an individual basis

Product Homogenous Strong brand image Differentiated

Price Low High Varies

Place Mass distribution Selected outlets Standard distribution
Promotion Mass media advertising Subtle, discerning Product and market specific
Example The National Lottery Chanel General Motors

organisation

Advantages

Simple operating structures

Market penetration

Extra soles absorbs capacity

Disadvantages

Lack of potential mass markets

Profits likely to attract competition

Higher marketing costs

Ap. AéoTmroiva Kapayiavvn(c)

95




1 Can you find

and measure the —pYes
segments? J
l 2 Are they large
No enough and h— Yes
profitable
’ enough? l
The segment I 3 Are they
is not No sufficiently
meaningful distinctive to reach

}

them uniquely?

) Yes

The segment

-

i - A Arethey .
mel:n?:;ful N'o sufficiently stable? ™= Yis
| |

The segment
is not
meaningful

No

SCQnyQu

support markefing
<Gl N o my orarammes for -

each segment?

mYesmp

Ap. AéoTmroiva Kapayiavvn(c)

Consider
choosing this
segment
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. RplTﬂl pla Tunuatotroinong

m KoIVWVIKA -Anuoypa@ika
m [ ewypagIka
m Yuyoypa@ika (TTpoowTrikoTNTa, life-style)
m Emdiwkoueva OpEAn
O@EAN TTPOIOVTOC
KOIVWVIKA OPEAN
m Eutreipia INpoidvtog
BaBuoc Xprong
[lioTn oTO TTPOIOV, TTPOCTTABEIO TTWANONC.
Atropaaciwyv yia TNV ayopd, KATT.)

Ap. AéoTmroiva Kapayiavvn(c)
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= S
TunuaTtoTToinon

KpitApia Tunuarotroinong (r.x. Aiebvoug
Ayopdcg)

[1Tpoadiopiociuo
[Mpoofaoiuo

Opoloyeveg

OIkovouIKa ACIOTTOINCIUO

Ap. AéoTmroiva Kapayiavvn(c)
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Consumer markets.- bases for segmentation

Demographic variables Geographic variables Benefits sought
Age Country . Product features
Sex Region Social benefits
Marital status Population
Product experience
Race or ethnic background Densily
Rote of usage
Housghold size Climate
User state
Family lifecycle Type of area {rural, urban)
Brand loyally
Income occupation Housing type
Purchase of associated products
Education .
Psychographic variables Buying condifions
Seciol class
Personality Buying effort
Lifestyle Decision-making unit

Ap. AéoTmroiva Kapayiavvn(c)
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] Rﬂavnl OTNV 2ZUNTTEPIPOPA TNC
AieBvouc Ayopac - Tunuarotroinon

Ta TUAMATA UTTOPEI VA opilovTal:

Ava yeEwypa®IKN TTEPIOXN
Baaoiletal o€ HETABANTEC ETTIMEPOUC XWPWV Kal OXI
O£ KOIVOUG TUTTOUC KATAVAAWTWY
YTTOOETEI OPOIOYEVEIQ KATAVOAWTWY ava
YEWYPOAPIKO THAUA
[TapaBAETTEI TNV TTEPITITWON OUOIOYEVEIQC
KATAVOAWTWY PETACU DIAPOPWYV KPATWYV

()¢ 010V TuNUaTa ayopacg (Global Market
Segments)
BaaoileTtal o€ KOIVEC aQVAYKEC YIa £va TTPOIOV
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EmAoyn-210xeuan Tunuatwy Ayopdc

KpITAPI0 OTOXEUONG

#:MéyeBoc Kal duvnTIKA avATITUEN
#*Evraon Avraywviouou

;2 UMPBATOTNTA AVAYKWY TUNMATOC ayopac
UE AEITOUPYIEC KAl TTOPOUC TNG ETTIXEIPNONG

Ap. AéoTmroiva Kapayiavvn(c) 101



EmiAoyn Tunuatwyv
via ZT1OXEUOo

S;::v::hd - (ompetifion

B What is the size of the segment,
and what is its growth potentigl?

B How intense is the competition
within each segment?

B How compatible are the
segments’ needs with the current
organisation's operations and

' 'eﬁy.'ﬂ%owa Kapayiavvn(c) 102



Old and new target market focus

Old target
focus
New
target
focus

Germany France Spain

IIcly

Belgium

Eurocluster A

pr | — — — — — —

Eurocluster B

P ———e E— — — e —

Euro-cluster C

Euro customer cluster target

Ap. AéoTmroiva Kapayiavvn(c)
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" I
AlagopoTroinon Npoiovtocg

B 2 UVETTAYETAI UYPNAOTEPO KOOTOC £PEUVAC KAl
AVATITUCNG, OXEDIAOUOU Kal TTpowbnong
TTPOIOVTOC,

m Baoiko KpItTriplo yia TNV €TTIAOY QUTNG TNG
TTOAITIKNG QTTOTEAEI N AvAAUCN KOOTOUG-OPEAOUC
METACU TWV TTPOCOOKWHEVWY AUENUEVWV
TTwANoewyv (incremental revenue) kai Tou
ATTAITOUMEVOU QUENUEVOU KOOTOUG £QAPHOYNG TNG
(incremental costs).
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" SEERTgETAVIKA Ala@opoTroinong
[1poIOoVTOC
m Avixveuon avaykwv (TTpoo0lopiciuo, TTpooBAciuo
OMOIOYEVEG, KEPOOPOPO)
m Avixveuon ouvlnkwyv avTtaywviouou

m [1p00dIOPITUOC AVTAYWVIOTIKOU TTAEOVEKTNMATOG
(market positioning)

m [1poodIopIouoC duvNnTIKNG CNTNONCG

m [1p00dIOPICUOG TTPOUTTOAOYIGHOU UAOTTOINONG
(XPNUOATOOOTIKEC AVAYKEQ)

B 2UPPBaTotTnTa JE douN Kal OTPATNYIKEC
B 2UVEXION N aTTOppPIYNn TG OTPATNYIKNAG
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AE/\TA

EGONIKH TPATIEZA
THE EAAAAOX

{Erzsmms ROLEX @

AGHNA 2004

3M Worldwide QR

Ap. Aéotroiva Kapayidvvn(c)

Mercedes-Benz
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" EEENEEETovopte paorag (Branding)
H paoxo (Brand) eivou:

m'Eva mpoabrogiotpo ayado, vneeoia, TEOCKWTO 7
tonobeotia

movoBoaOuwopevo €101 wote o0 ayopaotng 1N O
YONOTNG VoL oV TLAa ik BoveTort

mXyetneg xot povadieg npootlepeveg aleg, ot
OTIOLEC

BT apialovy  oTevd pe TG AVAYHEG  TOU
0YOQUOTY /Y ONOTN
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" X0 POKTNPIOTIKA

ATroTeAEOMATIKNG EIKOVOG
Mapkag (Brand Image)

m[1pofBaAAel €va govadiké pAvupa (unique selling
proposition) Tou  TOVi(El TO  XOPAKTNPIOTIKO
AvVWTEPOTNTAC-UOVAdIKOTNTAC KAl  aciag  TTou
TTPOTEIVEI

mMeTO@EPEl TO PVUPA PE EUDIAKPITO-EEXWPICTO
TPOTTO (dlagopoTroicital Kal dgv UTTEPOEVETAI YE TA
UNVUUOTA TWV QVTOYWVIOTWYV)

mMeTadidel ouvalioOnuatiky Ouvaun (emotional
power) €101 WoTe va emmnpeadlel Tnv Kapdid Kal To
LUOAO TOU KoIvou.
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" S
Acia uapKag

m H avTITpoowTreuon TNG acgiag evog
TTPOIOVTOC VIO TOV KATAVAAWTN, TTEPA ATTO
TNV agia TTou Oa TTPOEKUTITE YIa Eva AAAO
TTAVOUOIOTUTTO TTPOIOV XWPIC OUWC TO
ovopa Tn¢ papkacg (Keller 1991).
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ﬁ aglla NC ual pkac (brand equity)

Avayvoplotpotre
Ovépatog Maprog
(brand name awareness)

AEIA MAPKAS

IIpooriAwor oty
Mapxa

(brand loyalty)

4

~ (BRANDEQUITY)

AvuAnmu) Howotta
Mdapxkag

(percetved brand quality)

Ap. Aéotroiva Kapayidvvn(c)

YOVOEOELS e 1)
Mapxa
(brand assoctations)




Tutrol Aloiknon¢ Mapkac

m Aloiknon Mapkac¢ (brand management)

2.TPATr

YIKOC TTPOCAVATOAIOHOC

m Aloiknon Karnyopia¢ yapkac (category
management)

B 2TPATNYIKEC ONUATOTTOINONG

B [OIWTIKO

2Nuata (private labels)

m ETrektaoeic papkacg (brand extensions)

Ap. AéoTmroiva Kapayiavvn(c) 111



" EEEREEevopic Maorag (Branding)
mEvOxpobver TOov  xotoavahwtyy  vae  ouvoEast
GLYAEAQIUEVE YAQAATYQLOTIXA YE TO EVOL TTQOLOV
mEmtoener v xabicpwory  wog povadiung
TEOTAUGY|G ALYOQAS Yot W oLaxevacid (UElWOY, NG
suoitainolag aTNY TIUY %o TOL AUVTAYWVIGUOD).
mO: popxeg (Brands) eyovv omovdatotrtar ovTEg

wa®  autéc (ubidpwaon TG EUTIOTOGOYNG Kot THGTYG
TOL TEAXTY] GTN)V LOLOHAL).

mKrtictpo »e@dwv.

mlIpobnolstet eleyyo notdotyTog o LYMAO Bobpo.
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] mpiag (Branding)

m O@péAn TTEAGTOU
BonBd&el otov TTpocdiopioud
TWV TTPOIOVTWYV
MTTopei va peiwaoel Ta
etTitreda avTiAauBavouevou
KIVOUVOU Kal ETTONEVWG TNV
TTOI0TNTA EUTTEIPIAG AYOPAGS
EukoAOTEPN KaTavONon
ETTITTEOOU TTOIOTNTAG
TTPOIOVTOG
MTTropEi va TTapacxel
WUXOoAOVYIKN emBepaiwon N
avTapoIpn
[MTapExel EVOEICEIC OXETIKA JE
TN ®UON TNG TTPOEAEUONG TOU
TTPOIOVTOG KAl TWV
ouUVOEOUEVWY U aUTO IV

m O@péAn MNMpopnbeutn

EmiTpEtrel TNV augnuévn TipoAdynon
BonBdel otnv diagopoTroinon Tou
TTPOIOVTOG ATTO TA AVTAYWVIOTIKA
AUCAvel TNV CUCXETIOMEVN
TTpowonon TTPOIGVTWY (Cross-
product promotion) Kal TIC EUKAIPIES
ETTEKTAONG MAPKOG

BonBasi otnv avarru¢n Kai xprion
OAOKANPWHMEVNG ETTIKOIVWVIAG
UAPKETIVYK

2UVEIOQEPEI OTA TTPOYPAUMATA TNG
ETAIPIKNG TAUTOTNTAG

[TapExel VOUIKA TTpoCTACIA

[TapExel TN yeyaAuTepn duvaTtn
OEUATIKI) CUVETTEIQ KOI OOIOHOPPia

OTO UNVUMNA Kal TIG ETTIKOIVWVIOKEG
OTPATNYIKEG
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" S
2xéon TautoTnTag-Eikovag

mH TOUuTOTNTO EKPPACEI TOUG TPOTTOUG HME TOUG
OTTOIOUG MIO ETAIPIO ETTIKOIVWVEI UE TO KOIVO TNG EITE
AUECQ E€iTE EUPEOQA, TTPOKEINEVOU VA TTAPOUCIACEl KAl
TTPOOOIOPICEl €ITE TOV £AUTO TNG (ETAIPIKA TAUTOTNTA
- Corporate identity) cite 10 TTPOIGV TNC

(eK@pPAclel TO TTWG BEAEI n eTaIpia va TNV BAETTOUV).

OUVEXEI...
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" S
2xéon TautoTnTag-Eikovag

mH gIk6va

ETAIPIKNA €IKOVA - corporate image, R

£IKOVA TTPoIovVTOG — brand image)
meKPPAdlel TNV avTiIAauBavopevn €IKOVA TTOU £XEl TO
KOIVO VYId TNV E€TIXEipnon Kal Ta TIPoIiovTa NG
(exppadlel To TTWG avTIAapBavovTal o1 TTEAATEG TNV
ETAIPIO | TO TTPOIOV).

mH ®PRun (Corporate or brand reputation) civai n
EMTTEOOUEVN €IKOVA (TTPOEKTOON TOU corporate or
brand image).
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Aoyol atroTuxiac vewyv [polovTwy
MIKPO TuNMO ayopdcC

PTwYXO TAIpIOOPA PE IKAVOTNTEC ETTIX/ONC
To 1Tpoiov dgv gival Hovadiko

Agv xapaktnpietal atro UTTEpEXoOUCa
ToloTnTa

MIKPO O@peEANOC O€ OXEON UE AVTAYWVIOUO
PTwyn TOTTOBETNON

AVETTAPKNG UTTOOTAPIEN ATTO KAVAAI DIaVOUNG
NABOC OTIC TTPOLAWEIS o 116



"
Aoyol atroTuxiac vewyv [polovTwy

AvVTaywVvIOTIKN avTidpaon
AAN\ayEC O0TO TTEPIBAAAOV
AVATTOTEAEOUATIKO AavoapIioud
AVETTAPKNC KEPOOPOPIa
Opyavwaoliaka TTpoANuaTa
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" JE
AladIkagia avaTrTuegng VEwy
TTPOIOVTWYV
m [€vvnon 10wV
m ETnIAoyn Kal agloAoynon 10ewv
(QIATPGpPICUQ)
OikovouIk avaAuon
KaTtaokeun/avarTuén TpoTUTIou
AoKiun ayopac
Eicaywyn Kal eytropia
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" J
2TPATNYIKEC AVATITUCNC VEWV
TTPOIOVTWYV
m /\Oyol emiTuxiag
Taiplaopa TTPOIOVTOC PE TIC AVAYKEC TNG AYOPAC
(85%)
'aipIOOUA TOU TTPOIGVTOG UE ECWTEPIKEG
AEITOUPYIKEC IKAVOTNTEC TNC ETTIXEIPNONG (62%)
TexvoAoyik UTTEpPOXN TOU TTPOIOVTOC (52%)
Y1rootnpign atro 1o top management (44%)

Xpnon d1adikaaiag avaTrTucng VEWV TTPOIOVTWY
(33%)

Euvoiko avtaywvioTikO TTEpIBAAAoV (32%)

Aoun opydvwaong VEwV TTPoiovTwy (15%)

['pRyopn kai TTANPNG diavoun (TrapaBupo
eukaipiag 12 eBOQHAQWN.Jawnco




Aladikagia Aladoonc KalvoTodiwy

| Kawotdpot
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S Tpéyor |
~  AnoGékres |
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Aloiknon poiovToc

m Meiyya Tpoioviwy (OAa Ta TTPOIOVTQ)

m [ pauun TPOoIOVTOG (ONAdA ONOIWY TTPOIOVTWYV)
EUpoc (width) Tou peiypartog TTpoidvTog (ap1Buocg
OIAPOPETIKWY YPAMMWY TTPOIOVTWV)

BaBoc¢ (depth) ypappng mTpoiovTog (apiOuog
TTPOIOVTWY TTOU QVAKOUV O€ [dia YPAPMNA TTPOIOVTOG)
[TAGTOC (breadth) TTAGTOC YPAUPNAC TTPOIOVTOC (N
TTOIKIAIQ TNGC YPAMMPNAG, O APIBPOC TWV TUTTWV TOU
TTPOIOVTOC TTOU TTPOCPEPEI N YPOAUUN).
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[PANUEC NPOIOVTWYV

Meiyua npoiovTwyv
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Pyoducts
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l Choose by Brand v}

P Cosmetics

P Feminine Protection

P Hair Care

P Hair Color
Personal Cleansing
Prestige Fragrances

M\Skin Care

PRIl Product Information

» CoverGirl

«  Afull line of beauty products for face, lips, eyes and nails
COVERGIRE forwomen of all ages who want a clean, fresh and
natural beauty look but don'twant to spend a lot oftime
and money achieving it.

» Get in Touch with Us

»Products

¥Personal & Beauty

» House & Home

» Health & Wellness

» Baby & Family

» Pet Nutrition & Care

» Max Factor

MAX FACTOR Full line of beauty productg for face, lips, and eyes for
women who wantto look like a star.
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.‘U.S. Wpoaﬁ‘cﬁl;ormation

I Choose a Categony LI

I Choose by Brand LI

P Get in Touch with Us

»Products

» Personal & Beauty
v House & Home

» Health & Wellness

» Baby & Family

» Pet Nutrition & Care

Samples, Offers,
and Sweepstakes
» brandSAVER .com

Click here to return to eu.pg.com ﬁ
~ Products

Laundry Fpappun MPOIGVTOG  »oish care

» Household Cleaners

) » Laundry
= » Tide » Paper Products
1 Fabric cleaning and care atits hegk » Special Fabric Care
J » All Product Information
» Downy Feature
Advanced fabric care conditioning that keeps clothes gause: of Fabric Conditions
feeling soft and smelling fresh. roughtto @
you hy:
» Gain There are a variety of

prohlems that can change
your favarite garment into
something you'd consider
tossing in the rag hag.

Click here for full article

Great cleaning power and the smell that says clean.

» Cheer

Helps protect against fading, color transfer, and fabric
wear in powder or liquid, with or without bleach.

» Bounce

Bounce-The start of something freshl Bounce dryer
sheets help soften and freshen clothes.

eZe clean away odors from household fahrics

E » Febreze
(b" Fabric spray with unigque odor eliminating technology to

» Dreft
Direft sewssisuerassjmainsp stains and proects

—
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‘115 expectin a dandruff shampoo. Head & Shoulders has 12 ap gn-line reference by Dr.
/ customized formulas - one justforyou. Take a look below  jonn Gray, provided by the
to find out more. P&G Hair Care Research

) Center.
» Daily Defense
Line of shampoos and conditioners that have a unigue
maoisture-lock system that replenishes and protects your
hair fram drying out, so your hair is healthier, shinier and
more heautiful.

Click here for full article

» Pert

f‘ ’.P-ERT Pert Plus gives you Lighter and Livelier Hair than the best
rius  Selling Shampoo and Conditioner Systemn!

» VS Sassoon
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SERVICE
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» Client Registration

» E-Card

» Recommend Website
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favourite Fabric Conditioner Freshness! I-’IAdTog rpap p r’lg
“ 12 § | '

A freshness that lifts your
spirits like throwing the curtains
open on an sunny day.

@ MORE

Extreme invigoration? A freshness
that gets you going, gives you an
energy kick/boost and leaves you
thirsty for more.

@ MORE

A freshness that leaves you feeling
revived and awake, like the tingly
feeling you're left with after a
crisp, cool shower,

© MORE
Click here to order your dosing device.

© MORE
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"
TotroBETNON

m O oxedlaouocg TOU TTPOIOVTOC () UTTNPECIAC) Kal TNG
£IKOVAG TOU, €101 WOTE VA KATAAGBOUV Hia OUCIAOTIKH KOl
QAVTAYWVIOTIKN €0 0TO JUAAO TOU KATAVAAWTA-OTOXOU.

m [0 TEAIKO QTTOTEAECHA €ival N ETTITUXNG ONMIOUPYIa MIOC
TTPOTAONG Agiag — MIa aTTAn TTPOTACH TOU «YIaTi» Ba
TTPETTEI O KATAVAAWTHAC-OTOX0G- VO ayOopAdEl TO TTPOIOV
(USP- unique selling proposition)

m AnAadn

H diadikagia dnuioupyiag Kai diaTtripnong evog OUYKPITIKOU
TTAEOVEKTIUATOG OTA UATIO TOU KATAVAAWTN
Ries kai Trout :the battle for your mind”
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"
[Tpooeyyioeic TotmroBETNONC

m /\EITOUPYIKN
[MpoidévTa TTou AUVOouV ayopaoTIKA TTPOBAAATA ATTOPPUTTAVTIKO
Tide odovTtokpepa Crest, autokivnTta pe Baon TIG TTPOdIAYPAPEQ)

m 2UMPBOAIKA

[TpoIGVTa TTOU IKAVOTTOIOUV ECWTEPIKEC AVAYKES TOU KATAVAAWTN
YIO QUTOEKTIUNON, ayaTrn, aioBnua Tou avrikw (Vodafon,
Cosmote, Rolex, Harley Davinson, Ferrari)

m EuTtTeipikn

[MpoidévTa TToU TTPOCPEPOUV aloONTripIa euxapioTnon f dIEyEpon
(1r.x. Chivas Reagal: atroAauoTe utreuBuva)
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" B
[Mapadeiyuata [Npotaonc Agiac

Goody’s KaAuTtepa d¢ yiveTal

Tellas: Mg 1n duvaun t1n¢ AEH

Nokia : connecting people

Cosmote: lNdaue ytrpooTad

Vodafone: Aivel {wr) 0TV €TTIKOIVWVIQ OOU
[[epuavOC: 2aC OUVOEEI UE TNV TEXVOAOYia

Pizza Hut: INarti ...ol yiIkpoi Aoyapiaouoi Kavouv Toug
KaAoU¢ @iAoug

Fiat: To TdBo¢ yac odnyei

DAlE: Aev Ba @TId)xvauE TTOTE £va TTPOIOV TTOU OEV
Oa divaue ota TTaIdIA Pag

URSUS: H véa rpoTtaon atrdé tnv loAavdia
lotravia: Everything under the sun —Passion for Life
KLM: We earn our wings everyday.
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"
Tpotrol ETTnpeacpou 21acewyv KatavaAwTh

m Au¢non n aAAayr) duvapng n IEPAaPXNONS MIOG
d0ocaoiac yia gia Japka n Eva onuavTtiko
XOPAKTNPIOTIKO

m AAAQYI OTIC QVTIANWEIC KATAVOAWTWY YId TNV
oTToudaIOTNTA N TNV Ogia EVOC
XOPOKTNPIOTIKOU

m [1p00ONAKN evOC XapaAKTNPIOTIKOU OTNV
Oladikagia dlauOPPWaONC OTACEWV
(odovTokpepa Crest ue whitening, Alpha
Romeo: beauty is not enough)

m AANayn avTIAQPEewWY yia IEpapxnon d0caciwy

OXETIKA JE QVTAYWVIOTIK Hc’pra
. p. AégTToiva ayigyn(c .
(Stolischnava/Smirnof Coca-cola/Pensi)
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" S
TotmroBeTNOoN: 2TPATNYIKEC

m EvOouvapwon tng 6Eong piag YyapKac oTo
MUAAO Tou KatavaAwTn (Alpha Romeo,
Avis)

m EUpeon vEOU THAUATOC ayopAc (Z0KOAATO
Kinder)

m AvaToTTo0£TNON N UTTOEKTIUNGN TOU
avTaywviouou (Stolichnaya)

m «H TpwTN TPIAdAY
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. !TpaTnleég TotmobeTnoncg

m Kevrpikd onueio TTOMITIKNAG: H TOTT0B£TNON TOU TTPOIOVTOC
0€ OUYKEKPIMEVN ayopa (positioning).
m H diagopoTtroinon ytropei va BaaoileTal:

oTn doun (XapakTnpIoTIKA), cuokeuaaia  oPEAn (1TX. Volvo,
BMW)

oTnV TIPA (TT.X. MEOW KAPTTUAWY EUTTEIRIAC) ) TTOIOTNTA (TT.X. N “TIMNA
uttodnAwvel TroiotTnTa’) (Pizza Hut, Q-telecom)

oTI¢ Xpnoeig (1r.x. Kellog’'s cereals, American Express Nio1. Kapta)
oTn Xwpa mmpoEAseuong (Ursus: n Botka atrd tnv IoAavdia)

OTn OUVOEDN ME KOIVWVIKI opada ayopaoTwy (Brio, TrpoidvTa ue
XauNAG AiItapd, kpéua yaAaktoc QAIE)

oTnV atreuBeiag ouykpion Pe avraywvioTég (Avis, Wendy’s)

OTO TMAMA TNG ayopdc TTou B€Ael va TTpooeAkuoel (Marlboro,
Lucozade Sport)
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" EEEgTTO0€Tnon Mpoidvtoc
- KpItnpia
B 2NMAVTIKO
m [DlaiTePO
m AvWwTEPO

m ETTIKOIVWVNOIYO (utropsi va yivel yvwoTé atmé
TOUC QyOPOOTEQ)

m AlaTnpnaoiyo
m EQIKTO
m ETIKEPOEC
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"
AaBn TotroBETNnoNC

m Y1rotorro0Ernon (me too 1poiov)
m YmreprommoBetnon (Tifanny’'s AB BaolAOTTOUAOG)
m Au@iBoAn TotroBeTnon (OUOKOAQ TTIOTEUTN)

m [OTT00£TNON O€ XAPAKTNPIOTIKO TTOU OEV gival
onuavTiko (Trauaitrovo Duration yia
TTAPATETAUEVN AVAKOUPIoN/AOYOC ATTOTUXIAC: Ol
KATAVOAWTEC NBeAav aueon Kai oxl
TTAPATETAUEVN AvaKoUu®lon).
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Posil‘ioning_ |

‘High

quality

UK children's wear: positioning of mag’or
retailers, featuring the repositioning of Adams

2 A
I
I

M &S

™~

Low High
price Price
A = Adams
M = Mothercare
W = Woolworth
1 = Traditional perception of Adams' market position B = Boots
2 = New market positioning of Adams Bhs = British Home Stores
Low M & S = Marks and Spencer
quality

Ap. AéoTmroiva Kapayiavvn(c)
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Characteristics of PLC stages

Stage Introduction Growth Maturity Decline
Factor
Marketing emphasis | Product owareness 8rond prelerence Brond loyalty Harvest, conlrac!
delete
Customer type Innovators Eorly odopters Moaoss morket loggords
Segmentation Undifferentioted Some segmenis Several segments Loyol customers
morkeling emerging
Type of purchase First Some first, some Repeol Repeal
repeat
Sales Low Ropid Growth Peaking Declining
Competition Little, if any Growing Intense Reducing
Product One or two Minor vorialions full product lines . Best sellers
Place Limited More outlets Intensive Reducing
Price High or low, depending | Reducing. low Rising lo cover cosls
on whether o skimming
or penelration siralegy
is used .
Promotion ‘Try this product' 'Buy my brond’ ‘Keep buying my brond’ | 'Remember us'
Profit None Initially brecking even, Beginning to decline Rapid decline, losses
then profils ol peck possible
Cash flow Negaotlive Moderaote High Poor
Marketing High per unit Average per unil Low per unit low per unil
expenditures
Possible strategy Expond markel Morkel peneirotion Holding/defending Elficiency, niche
, i position or exil
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