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>TpaTnyikoc 2xediacpoc (Corporate
Strategy)

O MoAAoi opiouoi:

B PiCa eAANVIKNAG AEENG OTPATNYOG - Ayw=nyoupai.
IkavoTnTa anacxoAnong SUVAUEWV yia TNV
aVTIMETWNION TOU avTInaAou kai d10iknaon €vog viaiou
OUOTANATOG O0laKuBEPVNONG.

B METAyeveQTEPA: ZTPATNYIKMA= KABMKOV TNG HABNONG
TOU NWG va NPOoapHOfOUHE TOUG EQUTOUG HAG WG
OUAAOYIKNA KoIVwVvia (MPOKEIMEVOU va €NIBI®OOUV Kal
va z-:n)leaTr]oouv Tou nepiBaAAovTtoc Toug) (Shiner,
1978

[ | MaKpoxpowo Zxedlo Apdong.

O 'Exel wg gvTIKEiPEVO TNV avanTu&n evog Biwgipgou
ouUVTaIPIaCKATOG HETA u TWV IKAVOTATWV EVOG
opyawopou Kal TWV EUKAIPIOV Kal KIVOUVWYV Nou
napouaoialovTal aoto nepiBaliov” (Hoter 1976).

Enixeipnolakoc ZTpaTnyikoc
> xedlaopoc (Corporate strategic

planning)

O O TpoOno¢ nou pia enixeipnon dnuioupyei agia
MEOW TNG OIAHOPPWONG KAl TOU GUVTOVIOHOU
Twv 0pacTnPIOTATWV TNG OTIC OIAPOPEC AYOPEC
(neAaTWV, NPOUNBEUTWY, OUVEPYATWYV, KAM)
(multimarket activities) (Collis & Montgomery,
1997).
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R EFXOTILTe 7V —

EocwTepiko NepiBaAAov Emixeipnon
Eidoc, epyalopevol, HETOXOI

MepiBaAAov Ayopdc: AvTaywVioTEg,
MNeAdaTeg, NpopnBeuTEG

EupUTepo MNMepiBdaAAov: Oikovoypia,
Texvoloyia, NopoBeaia, MoAITIouOC

TTepiPpdAAov emixeipnong

\ __/

NeAdaTeg

Emixeipnon- (KaTavaAwTng,

nPouNOeUTAC enixeipnon,
Opyaviouoi)

AVTaywVIOTEG
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The Strategic Management Process

ANALYZE CURRENT STATUS
Identify mission

e Identify Diagnose
present and past <=—————— present and past
strategy performance

EXAMINE PROSPECTS FOR THE FUTURE
Set long-range

/ objectives \
Environmental Internal

analysis analysis

SET THE FUTURE COURSE
Corporate Compare strategic alternatives, Business

alternatives alternatives
PUT THE STRATEGY TO WORK

Functional strategies Organization factors

EVALUATE AND CONTROL THE STRATEGY
Identify trouble spots

The Stages of Strategic Planuing

| corPORATE MiISSION }§

| corPORATE oBJECTIVES |

y

INTERNAL AND EXTERNAL
STRENGTHS AND WEAKNESSES

¥

[ PERFORMANCE GAP ANALYSIS |

A

IDENTIFICATION AND EVALUATION
OF CORFORATE STRATEGIES

: 4 :
| cHO!CE OF CORPORATE STRATEGY

.

| PREPARATION OF STRATEGIC PLAN }
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|

The Relationship of Marketing Strategy to Corporate Planning

CORPORATE
PLANNING

—— sTrareGic PLANNING |

L——{OPERATIONAL PLANNING |

MARKETING PLANNING |

SHORT RANGE OR
TACTICAL PLANNING

LONG RANGE PLANNING |

MARKETING STRATEGY I

+ Emyeipnoroxoi Ztéyor/
216y01 SBU

Aladikaoia TpaTtnyikou
>XxedlaopoU MAPKETIVYK

> A\;d)\uf;qumcbdl \&V/Anéi);&v
(Evromopds Evkaipidv)

— A

Avédvor AvtayovioTiki Avdlvon
ITedotcv Avdlvon TepiBdAdoviog

Avddvor) Avvépeov/Advvamdy
(A10Adynon 16pwv g Emyelprong/tov SBU)

Avdmugn Zrpatykey Eﬁlx&lpqmanjq
vantogng

|

Avdnogn Zrpamykéy Eneviioeov
(Avddvon Xaptogudakiov Ipoidviey)

Extipnon Ipotnoloyiopdv
ka1 Kotavopr ITépav

ATiodéynon kon “Edeyyog

10
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>TpaTtnylkn MapkeTivyk

- Téooepig KUPIEG BACEIG

O To Miypa MapkeTivyk (Marketing Mix base) (Foxall
1981, Jain 1981)

O O KukAog Zwnc MpoiovTog (Kotler, Baker, Doyle)

O To Mepidio Ayopac (Market Share Base) (Bloom and
Kotler 1975, Buzell et.al. 1975)

O H TonoBetnon (Positioning Base) (os ayopeg Kal
npoiovTa (market and product positions -Kotler
1980)

11
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>TpaTnyikn MAapKeTIVYK

O Market Positioning (TonoBeTnon o Ayopeqg)

® (Market segmentation and targeting)
(TUnpaTonoinon kai oToXeuaon).

O Product/Firm Positioning (TonoB&Tnon

MpoidvTog/ Ayopdq)

B (How the product/firm is positioned relative to
competition in the eyes and minds of customers)
(TonoBETNON NPOIOVTOC/ETAIPIAG EVAVTI TOU
avTaywviopou, 0To HUAAO TwV NEAATWV)

12

12
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>TpaTtnyikn MApkeTIvyk

. |
O To Miypa MapkeTivyk

® (product, price, promotion and place)
O Market Entry (Eicodoc oTnv Ayopd)

B (acquisition, collaboration, internal development)
(anokTnon, ouvepyaoia, idia avantuén)

O Timing (Xpovikn ZTiyun)

B (leader, follower, laggard) (ny&Tng, akoAoubog,
KaBuoTeEPNUEVOC)

13
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EnixelpnuaTikn ZTpaTtnylkn
(Corporate Strategy)

AnoTeA&iTal and TECOEPA OTOIXEiA:

O ©Oewpnon MNpoiovTrwv-Ayopmv (Product-market
scope)
O Aiavuopa Avantugng (Growth vector)

O ZSuykpiTika NMAsovekTpaTta (Competitive
advantages)

O Zuvépyela (Synergy)

Ta onoia odnyouv OE Hia OEIPpd EVAAAAKTIK®OV
oTpaTnyik®Vv (AlapopeTikd Enineda kivduvou-
anodoong) - Ansoff 1968)

14

14
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ANSOFF

1 npoiovra
2  Ayopig

Avantugn AR ot apx 3
ayopEg HE undpxovTa npoiovra

AvanTtugn nwANCEWV O UNAPXOUTES
ayopéEg HE véa npoiovta

AvanTtugn nwANCEWV HE unapxovra
npoiovTa o VEEG ayopég

AvanTtugn nwANCEWV HE VEa
npoiovTa o VEEG ayopég

O1 €MAOYEC HAPKETIVYK

MNpoiov
Ynapxov Néo
Ayopég
Aigioduon 0 Avantugn I
Ynapyouoca oTnv Ayopa « MNpoidvrog
L ' )
=
|
Avantugn

Ayopag

— 2

Alagpopo-
noinon

15

EVAAAGKTIKEC ENIXEIPNOIAKEC ZTPATNYIKEC

O (AiapopeTikoi cuvduaoHoi Kivduvou-anodoong) -

Ansoff 1968)

B AUEnon NwANCEWV 0€ UNAPXOUCEC AYOPEC KAl JE
unapxovTa NpoiovTa/unnpecies
B AUEnon nwAfoewyv unapXovtwyv npoiovTwy, He
OTOXEUON OE VEEC AYOPEC
B Avantu&n véwv npoiovTwv nou Ba diatebouv OTIC
UNApXoUOEC ayOpEC
B Avantu&n véwv npoiovTwv nou Ba diatebouv
OTOXEUOVTAC OE VEEC AYOPEC

16

16
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>TPaTNyIKOC 2XxedIaopoc MApKETIVYK Kal
>TPATNYIKOC 2XEOIAOUOC

O Strategic Planning
B AnootoAn (The mission of the business)

B [paupec npoiovtwy kal unnpeoiwv (Product line and
services offered)

B Ayopéeg kal TuRuata ayopwv (Markets and market
segments)

B EnevduTikn oTpatnyikn (Investment strategy)
B Aiapoponoinon (Differentiation)

17

17

H Aladikaoia Zxediaopou

(The Planning Process )
M.O.S.T.

O Mission (AnooToAn)

B What business are we in? (3& nolou¢ KAGdoug
dpaaTnpionolouueda)

O Objectives (ZT0xO0I1)
B Where do we want to go? (nou 8€Aoupe va naue)
B What do we want to accomplish?(TI 8€Aoupe va
NETUXOUWE)
OO0 Strategy
B How are we going to get there?(MNwg 6a naye exei)
O Tactics

B What specific actions are necessary to achieve the
strategy? (TI OUYKEKPIMEVEG EVEPYEIEC analTouvTal)

18

18
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&) Cat.com: About Cat>At a Glance>Vision & Mission - Netscape
File Edt View Go Bookmarks Tools Window Help

Go O Q Q @[5 httpiffwm.cot comjcdaflayout7m=3803580c=7 | (Gl search ‘SO @
|

&[4 Cat.com: About Cat>At a Glance>Vision &.. | X]

CATERPILLAR e —

HOME PRODUCTS SERVICES INDUSTRIES SHOWCASE ABOUT CAT
About Cat s Ata e\ on
At a Glance

» History VISION & MISSION

» Vision & Mission
Investor Information

Corporate Vision

Governance

News & Events Be the global leader in customer value B
Employment Mission

Corporate

Responsibility «Caterpillar will be the leader in providing the best value in machines, engines and support services for customers

Supplier Information  dedicated to building the world's infrastructure and developing and transporting its resources. We provide the best

c - value fo customers.

at Businesses

Cat Worldwide «Caterpillar people will increase shareholder value by aggressively pursuing growth and profit opportunities that
leverage our engineering, manufacturing, distribution, information management and financial services expertise. We
grow profitably.

«Caterpillar will provide its worldwide workforce with an environment that stimulates diversity, innovation, teamwork,
continuous learning and improvement and rewards individual performance. We develop and reward people u

*Caterpillar is dedicated to improving the quality of life while sustaining the quality of our earth. We encourage social
responsibility.

19

Michelin Mission, Vision & Values

Michelin Mission Statement

Michelin, the leading tire company, is dedicated to enhancing its clients' mobility, sustainably; designing and distributing the most suitable
tires, services and solutions for its clients' needs; providing digital services, maps and guides to help enrich trips and travels and make
them unique experiences; and developing high-technology materials that serve the mobility industry. Headquartered in Clermont-Ferrand,
France, Michelin is present in 170 countries, has 111,700 employees and operates 68 production facilities in 17 countries which together
produced 187 million tires in 2016.

Michelin Vision Statement

For over a century, Michelin has been committed to offering our customers the best tire at the best price in each segment of the market
and setting the standard in quality of service. To help us progress together, our principles must also be yours.

Michelin Values

¢ Trustand common interest
® Respect for people and facts
¢ Integrity and ethics

20

20
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Our Mission Statement

Danaos seeks to provide safe, efficient and cost-effective
seaborne container transportation and remain the premier
choice for containership owners.

To meet this goal, we continuously make substantial investments in operational technical and

21

21

Dupont mission statement

O Through our science, our people and our
communities, DuPont pledges to constantly
improve and innovate more sustainable ways
of contributing.

O We're making essential innovations the world
needs today.

B From probiotics to protective equipment, to
delivering clean water and enabling smarter,
faster electronics, we use science and innovation
to make so many of the things that you use
every day possible. At DuPont, we're working to
make the world a safer, healthier, and better
place to live. 2

22
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|

O Coca cola mission is: To refresh the world in
mind, body and spirit. To inspire moments of
optimism and happiness through our brands
and actions. To create value and make a
difference.

O Coca-Cola aims to maximize its profits while
maintaining a long-term sustainable growth
within the beverage industry.

23

23

O PepsiCo's mission statement is to be the
world's premier consumer products company
focused on convenient foods and beverages.
We seek to produce financial rewards to
investors as we provide opportunities for
growth and enrichment to our employees, our
business partners and the communities in
which we operate. Also in everything we do,
we strive for honesty, fairness and integrity.

24

24
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ices VvV  Industries Developers v  Support Careers

There are better ways
to treat childhood

cancer

730,000 volunteers have donated their computers’ spare time to help
researchers search for these answers and more

e Join them in tackling projects that can benefit humanity

This week at IBM

Unlock enterprise IT with hybrid We can’t make you as smart as Discover what cognitive
cloud Watson innovators are doina differentiv

25

25

>XEOoN METAEU ZTpaTtnylkou Zxediagpou
MapkeTivyk kal Enixeip/kou ZTpatnyikou

szélaoHoU

O O EnixeipnuaTikog ZTpat. ZXed1AoHOG gival
npolndBeon yia Tov Xxediaoho MAPKETIVYK

QoT000...
O H diadikacia TG avanTuéng kal Tou
nepIeEXopeEVoU kal Twv dUo axedlacpwy eival idia,

av oxl Tautoonun. O anwWTEPOG OTOXOC KAl TWV
dUo oXedlaopWV gival o neAATNC.

26

26
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SXEON METAEU 2TPATNYIKOU 2xedIagpoU
MAapkeTIVYK Kal Enixeip/kou ZTpaTtnyikou

> xedlaopou

Mpayuari:

O “Mia enixeipnon exel evav ovov
AVTIKEILEVIKO OKOMO: ...va OnNUIoUpynoel
evav neAarn” - Peter Drucker (1973).

27

27

STRATEGIC PLANNING
PROCESS

R

Strategic

5 0 — T

Marketing Plan

0O —Q ® ~ 0 =~ ~

28

28
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ORGANISATION MISSION <75 -

J \
ORGANISATION STRATEGY <> MARKETING STRATEGY ——
) y

ORGANISATION OBJECTIVES ————> MARKETING OBJECTIVES =

] e
MARKETING TACTICS |

\__/

29

29

2xe0I00UOG MAPKETIVYK

O Zxedlaopog MapkeTivyk Kai o ETrixeipnoiakdg xedlaopuog eival aAAnAévoeTol,

waoT600 dlaPEPOUV O€ TTOAAG onueia.

O 6pog "MNpodypappa Mdpketivyk- (Marketing Plan)" TrepikAgiel Tooo

OTPOTNYIKG TTPOYPAUUATA 600 KOl TAKTIKG KOl AEITOUPYIKG TTPOYPAUUATA.
7

Napdyovrag Emixeipnuarikog Zxediaopog Zxediaopog MAapKeTIVYK

Xpovikég Opifovrag Makpoxpoviog Bpoaxu-TTpog paKpo-xpoviog, TT.X. Ol ATTOPACEIG
€ival OXETIKEG WE TV YEVIKOTEPN KaTEUBUVON KAl
TTapdAAnAa via pia dedopévn ETHTIA XPNON
Alodikaoia ATrépaong MoikiAel av@Aoya e TNV €TTIXEIPNON, €iTe atd | Kupiwg atméd Tavw-TTpog Ta KATw, aAAG UTTdpxEl
TIAVW-TTPOG T KATW, ETE OTTO KATW-TTPOG T | KATTOI GUUBOAR OTOV ETTIXEIPNOIOKS OXEDIOTPO.
Tavw, A oUVBUAOPOG

Ixéon e 1O To mepIBAAAoV Bewpeital wg dUVAIKG Kal To mepIBAAAOV HETARGAAETAI OTO HAKPOXPOVIO

TmepIBaAAov PIQIKG peTaBaAAdueEvO d1doTNA, aAAG UTTAPXE! KATTOIO BPaxuTTpOBeoun
oTaBepOTNTA.

EpBéAeia KaAUTTel OAEG TIG ETTIXEIPNMATIKEG AeiToupyieg | KaAUTITEl TIG SpaaTnpIGTNTEG OI OTTOIEG EUTTITITOUV

OTA TTPOIGVTA KAl TOUG TTEAATEG TNG ETTIXEIPNONG.

Opyavwaolakn Emiteugn ouvépyeiag petagl dIapopeTIKWV AigukdAuvon podAwv yia evBEppuUvVan CUVEPYEING.
TupTtrepipopa OUCTATIKWY TOU OPYaVIoHOU, TOGO 0pPIOVTIa
600 Kkal KaBeTa.
®duon Tng epyaciag 2TPOTNYIKA ETTOTITEIA, PE DNUIOUPYIKOTNTA KOl [ ATTaITEI EPTTEIPIQ OTIG AVOAUCEIG Kal
auBevTikATNTA TpooavaToAiopd oTov €Aeyxo. H AeTrtopépeia
ival €§ ioou anpavTikr 6TTWG Kal n
dnpioupyikéTNTA.
30

30
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>xe0n META&U ZTpaTnyikou Zxedlaopou MApKETIVYK Kal
Enixeip/kou ZTpaTnyIikou ZxedIagpou

O ZTpaTnyikog IXeSIAONOC MAPKETIVYK
B Defining the business (opiCel Tnv enix/kn
opaoTnpioTNTA)
O Product market scope (akTiva npoidvtwv/ayopwv)

O Product and market segmentation (Tunuatonoinon
npoiovVTWV/ayopwv)

B Determining the mission (or role) of business (KaBopilgl
TNV anoaToAn f Tov poAo TNG enixeEipnong)

B Formulating functional strategies (KaBopilel oTpatnyikeg
TWV ENIPNEPOUG AEITOUPYIWV

31

31

Mivakac ZTpaTtnyikou Zxedlaopou

AYNATOTHTA EIIIXEIPHEHE
'A FK\!F'I‘A AAEYOEI THN EYKAIPIA

..:(p(mnmé ll(lp(iﬂupo l‘l)l\(!l- Andékrnon (Ayopd)
| piag (Strategic Window of Mépov
~ Opportunity)
. ® Néa IIpoiévia Awenoixilor)
® Neéeg Ayopeg (Diversification)

- ® Yudpyovia Ipoidvra

© Xipaupyikeég Xapxp\ljg Avéunre-  Anoguyr (Avoid)
~ &n¢ (Low Growth Strategles)
- ® Niche Ayopag
= Anore)\wpaux(hqta Kéotoug Anoengvdvon (Divest)

EYEAIPIA ETHN ATOPA

32
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ZTPOTNYIKN 0PYOVIGHOD KOl GTPOUTNYLKT EMLYEPTOLOKNG LOVAOOG
(Corporate Strategy and Business Strategy)

To otpatnyké Tpiymvo

MoAAaTtrAd
TUAMOTO

33

PORTER

' Generic _compgatiti_on

Competitive advantage

Lower cost Differentiation
Broad target Cost leadership Differentiation
Competitive
scope
Narrow target | . Costfocus .. _Focused differentiation

34

34
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PORTER
APXETYIIEY YTPATHTIKEY

(Baoeis Avraywviotikou ITAgovextrjovoc)

Awgopomnoinon Mépketivyk

ITAPATONTEZ IIOY
TO AHMIOYPTOYN

m 1SiaitepdTyta mpoidviog

m vnootpi€n petd vy ndAnorn
® o18TnTa MPoiévrog

m 6vopa PEpKog

m Stavopn
m texvoloyla

B ypoppr] npoiévtog

m Tpijpa nedatdv
B ypoppr] npoiévtog

Eotioon-Ayopd Niche B YEQYPAPIKIY IEPLOXT]
® iy
® Tevvolovia
35
35
MILES & SNOW
BAZH 2TPATHIIKEZ MPOAHWHZ | ZTPATHIIKEZ
ANTATFQNISXTIKOY (PROACTIVE) ANTIAPAZHZ

HIETEZ ATOPAZ
(Market Leaders)

OEnékTaon Ayopdc (market
expansion)

OAvanTugn pepidiou ayopag
(market share growth)
OEvépyeieg MpoANWNG
(Preemptive actions)

AvTidpaon o€
MpokAnon Tou
AvTaywvioTn

AIEKAIKHTEZ/
AKOAOYOOI

(Market Challengers /
Followers)

AIEKAIKHTHZ (Challenger)
OKaTta MeTwno
AvTaywviopog (Head-to-
Head Competition)
ONAEUPIKEC ZTPATNYIKEG
(Flanking Strategies)

AKOAQYBO0Z
(Follower)
O«AkoAouBw Tov
Hy&tn» (Follow
the Leader)

ENIXEIPHZEIZ MNOY
AMO®EYTOYN TON

ONiche Ayopéc

OJAvTaveviocuoc Nandkauwn
HAVTAYOVICHOC-H a ]

OKaTteoTnuévo
(Status Quo)

ANTAFQNIZMO
(Avoid Competition)

Ass Sas s

(bypass competition)

36

36
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>TPATNYIKEG Yia AIEKOIKNTEC

O YwnAou kivduvou

® KalvoTopia

B 'EKnNTwonc TIHWV

B OONVOTEPWV NPOIOVTWV
O XapnAou kivouvou

B BeATiowong eEunnpeTnong

B KaivoTopiac otn dlavoun Kal Jeiwan KOoToug
d1avoung

37

37

>TPATNYIKEC YIa AIEKOIKNTEC

O EiIdIkOTEPA 01 OTPATNYIKEG auTec BaoilovTal:
® KalvoTopia ota npoidovrta
B Anpioupyikn kal anoteAeopaTikn MpoBoAn

B [AeovékTnua TiuAC (kAaoikn peEBodoc ei106dou
oTnv ayopd Tou nNyeTn).

38

38
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>TpaTtnyikeg yia Niche Ayopac

O EEeidIKeUPEVN EUNEIpIa O PIKPO TUNHA TNG
ayopdag:
B [IpoidvTa «yonTpou>»
B ApioTn €EunnpeTnon
B E1dIka XapakTnpIloTIKa
B JUYKEKPIYEVO NEPIOPICHEVO target-group.

39
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& Hertz - About Hertz - Netscape EExX
. File Edt View Go Bookmarks Tools Window Help

o @0 Q O G (© [_hetp:ffwwww.hertz.comjabout_DSindex.html | (Cysearch | go Q
al

&[S Hertz - About Hertz 1 %]

YHE (2

(R)BOUT HERTZ |_cozeorare proriLe PRESSROOM EMPLOYMENT OPPORTUNITIES ]

]

Hertz History =

The Hertz Family

& & & & & & & & & 8

Car rental, the largest and best known of Hertz' activities, is
conducted from approximately 1,900 locations in the United States
and from approximately 5,100 international locations. Hertz offers a
wide variety of current-model cars on a short-term rental basis -- daily,
weekly or monthly -- at airports, in downtown and suburban business
centers, and in residential areas and resort locales.

Management Today, Hertz' Worldwide Reservations Centers handle approximately
e 40 million phone calls and delivers approximately 30 million
SEC Filings reservations annually.

Hertz, the world's leading vehicle renting organization, is represented
in the United States and more than 150 foreign countries, operating
from 7,000 locations.

Wholly owned subsidiaries of Hertz include:

Hertz Equipment Rental Corporation (HERC), which rents a full
range of construction and industrial equipment to contractors,
industrial and government markets and offers quality used equipment
for sale.

SPECIAL OFFERS | #1 CLUB | PARTNERS | BUSINESS TO BUSINESS | ABOUTHERTZ | CUSTOMER SERVICE | HE

S (@ A ©FF) | pocument: Done (5.046 secs) T BRI

40
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. File Edit View Go Bookmarks Tools Window Help

= S
@0 Q @ @ @ [ httpssfomws hertz.comjabout_0sindex.himl ] (Cysearch ) ‘go (@

13
'] [ S Hertz - About Hertz 1

LOCATIONS, CARS & MORE | RATES & RESERVATIONS I MAPS, WEATHER & MORE
liciie

T
Ut Herrz | comporate proriie | _reressroom | cmriovment osromrumimics

IHaRINY avanauie W gL LUSIUIIET S Lal 1Eal SEILE at 1,10 ]
locations in that country
RETURN TO TIMELINE
2000's
In May 2000, Hertz opened its second US reservations center in
Saraland, Alabama, a municipality of Mobile County.
In July 2000, Hertz introduced a new, three tiered program for its top
level #1 Cluh Gold members with the incorporation of #1 Club Gold®
Five Star and #1 Club Gold® Presidents' Circle®™ levels.
On March 9, 2001, Hertz became a wholly owned subsidiary of Ford
when Ford reacquired the outstanding 18.5% of Hertz' stock.
ﬂ

In June 2001, Hertz launched another new level or premium car rental
senice with the introduction of the Hertz Prestige Collection. Offering
vehicles from Jaguar, Land Rover, Lincoln and Volvo, Hertz Prestige
Collection combines luxury vehicles with Hertz' exclusive customer
senvices

RETURN TO TIMELINE

olicy Legal C

Priy Pat. Off

szcm OFFERS | #1 CLUB | PARTNE CUSTOMER SERVICE | HELP

[© 2 & ©F [ | Document: Done (5.04 secs) I = = [l
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& Avis Mission and Values - Netscape
. Fle Edt View Go Bookmarks Tools Window Help

| @o @ @ @ Q [: avi i isfcorp,_infofavis_mission_and_values.jsp ] (O search | go
-

Avis Mission and Values ]
Log In | Help | Find an Avis Location Search avis.com: Advanced Search
We try
harde™
> A
} Rates & Reservations 1 Deals ‘ Renter's Guide ; Programs { Partners | AboutAvis | MyAvis | Customer Service

>Corporate Information Avis Mission and Values
> Avis Mission and| Values .
Corporate Facts Our vision
Historical Chronology

o “We will lead our industry by defining service excellence
Executive Bios

and building unmatched

A ds d R i »
wards and Recognition customer loyalty.

Avis Corporate Responsibility
Quotable Facts Our mission

Press Room

“We will ensure a stress-free car rental experience by

providing superior services that cater to our customers’

individual needs...always conveying the ‘We Try Harder®’

spirit with knowledge, caring and a passion for excellence.”

Employment

Our values
Integrity

® ‘We will honor all commitments to our customers,
employees and shareholders.

® We will conduct business with unwavering high
standards of honesty, trust, professionalism and
ethical behavior
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&) EONIKH TPATIEZA THE EAAAAOX - Netscape Elt
. File Edit View Go Bookmarks Tools Window Help

N @0 Q @ @ @ [ httpsifwwwn.nbg.gribank.asp | [ search | go !
> |

&) [ S EoNIKH TPAMEZA THE EnMAROE 1
T T A ST T T AT TS TP TR
S Mevites oTO XpnuamiaTipio Tng NEag Ypkng. i Baowol Opor
Emyeipozig TuvaAAaydv

H ETE eival nioTwTiko idpupa Nou AEITOUpyel vOpIHa, unayopsvn otny sAANVIK Kal
KolvoTIkr) Tpaneikry vouoBeaia kal s1d1koTEPpa aTtov N.2076/92 onwc 10xUEl orUEpd, Nou
WE YVWOTOV EVOWUATWOE OTO EAANVIKO Oikalo TNy dsUTEPN TpanedIkr) odnyia
89/646/EOK Tou ZupPouhiou Twv Eupwndikody KovoThTwy. | EX

O 'Opihog TNG ETE Npoc®epel UpU QACHUA XPNHATOOIKOVOUIKMY NPOTOVTWY Kal
UNNPECIMY NOU avTANOKPIVOVTAl OTIC CUVEXWC WETABAAAOUEVES AVAYKEC EMIXEIPHOEWY
KAl 1I81WTOY, 0Nwe ENEVOUTIKEG EPYATIEC, XPNHATIOTNPIAKES CUVAMAAYEC, AOMAAEIEG,
S1axeipIon aToIXEIWY EVEPYNTIKOU - NABNTIKOU, £pyadied xpnUATodoTIKNG HicBwong
(leasing), Siaxeipiong enixsipnuaTikay anamoewy (factoring).

~ IBAN

Me To nAnpgaTaTo AiKTud TNG Nou anoTeAsital and 604 Kartaotruara kar 1241 ATMc
KaAUNTEl 0AOKANDN TN YEWYPAMIKN £kTacn TNG EAAGSac. Mapdiinia, avantiooel
£VaAAQKTIKG DiKTUQ NMANCNG TwY NPOTOVTWY TNG, ONWC ol unnpeaiec Mobile and
Internet Banking. Zrjuepa kal PETA TIG Npoo@aTeg eEayopeg OTo XWPO TNG Baikaviknic,
To AlkTUO TN Tpdanelacg ato eZwTepikd neplAauBdvel 283 povadeg o TEGOEPIC NNEipoUC.

Ol enTd ekatoppUpla Aoyaplaopol kaTaBEgEwy Kal To EKGTOUUUD\O hoyapiacpov

XOPNYOEWY.
GIkr) Ouvaun Tng Tpanelac.

Me eniBeBalwpevn TNy NYETIKN TNG BEon atny eAANvIKE TpANEJIKE ayopd Kal PE aTOxX0
TNV NANPN KAAuwn Twy NEAATOY TNS KaBd Kal Ty auZnon Tng kepdopopiac Tne, N

Tpdaneda pepiUva yia To SIAPKH EKOUYXPOVIOHO Twv d1adIkadiy TNG, nevouovTag otn
£a TEXVOAOYIa.

‘Edpa TNG Taipeiag : Aidhou 86, 102 32 ABriva. TnA. +32 10 3341000

EUAIpIa DAl S INELSCape:

. Fle Edit View Go Bookmarks Tools Window Help

‘\ @Q Q @ @ Q | http: {fwww.alpha.ar/main.asp | [QSeuﬂ:h] go :’:
2

ﬁ[ S Alpha Bank ]

Alpha Bank .
e ot laidteg

Tvwpiote mv.

Lelle

§*9 Emyeiprioeic

XPYEH ABHNA 2004 VISA

° Web Banking leposit Program ' ALPHA BANK
2 Xpnuartiotipio

T HAlphaBankidpuBnke 1o 1879 Ko gival n
2 AIrRoelg Oeltepn o€ péyeBog Tpdrreda omy
° Epyaleia EhAdda. Me 450 KoraoTripara, o OpiAog
¢ Alpha Bank dpactnpioTToleital kol ot
318w TpATTE]KT ayopd WE TTapoudia oTny
KuoTtpo ko ot NomoavoTokr EuptoTmn,
KaBug eTiong Kol otn Néa Yopkn, aTo
s MAnpogdpnon Aovdivo, oTo Jersey {Channel Islands). H
Emevdutwv Alpha Bank eivol n ETtionun Tpdmredo Twy
Ohupmmakiov Ayuoviy AOHNA 2004,

® Emrékia - AeATia
TiHwY

2 EmmikoIvwvia

2 YrroBoAn
Bloypagikou
ZnNHEIWHATOG

[ Avalamon>>

Visa Money - Olympic Games

Dopri TeAiswv  English
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EEX

. Fle Edit View Go Bookmarks Tools Window Help

:j @O @O@ Q Q | Ipha.ar/page. asp?L qelD=54

) [ Aipha Bank 1 ]
Hvéa dieupupévn Tpdmea TTOU TTPOEKUWE OTTG Ty ouyiveuan ovopdleral Alpha
Bank.

Zripepa, n Alpha Bank eival n dgdtepn o péyeBog Tpdrrela oty EAMGDa.

| == |

O

O1 OpaTTNPIGTNTEG TG KAAITTTOUY OAOKANPO TO QATLIO TWY OIKOVOLIKUIY UTTNPETILIY.

AvayvuwpiZeTal Wg TTPWTOTTOPOS OTNY EIT0Y LIV VEWY NASKTPOVIKUIY UTTNPETIUY,

GTTWE YIO TTOPAOE O

¢ 10 Alphaphone yio TpOTTE(KEG UTINPETIEG [IE TO TNAEPLIVO,

@ 10 Alphaline yia TpaTTE{IKES GUVAAOYES |IE TOV TTPOCWTTIKG UTTOAOYIOTH,

< 10 Alpha Web Banking yi0 TpOTTEKE TUVOANAYEC HETW Internet,

@ ka1 70 Alpha Bank m-Banking via TpoTTe{IKEG TUvaAACYES ETW KivTOU
TNAEPUIVOU.

AvOTTTUCTE ETTIONG TIC UTTNPECIEG TNE KAl GTOV TOME TNE VOUTIAGS KOI Snioupyel
VEOUG TTOAUBIGOTATOUG AOYOPICTHOUE KATABETEWY Kal OUYXPOVOUG AOYAPIACHOUS
KOPNyroewy.

Me TIg eTa1pieg Tou OPihOU TNG KAAUTTTEI TO OUVOAD TOU ¥PNHOTOOIKOVOUIKOU TOMEN,

TTOPEXOVTOG OAOKANPWEVEG UTTNPETIES, OTTWG :

@ xpnHarodoTikEG, e TIg eTaipieg Alpha Leasing kol ABC Factors

© XPNHATOOIKOVOUIKWY UTTNPECIWY, LE TNY Alpha Alayeipioew ApoiBaiuy
Kegahaiwy, v Alpha Finance, Ty Alpha Finance U.S, v Alpha Asset
Management kol Ty AvarTruglakr Alaxeipioews Euputtaikiy MNpoypapudtuy
Oecoahiog kol ZTepeds EAMGSOG

< gmrevduoewy, [e Ty Alpha Ventures kol Ty lovIKK ZUMETOX WY

< TTaPOXAS UTTNPECIWY, LIE TNV Icap

© acqalioewy, Lie Ty Alpha AcQoioTKr kal Ty Alpha Meamkr Acgaiioewy

© KTNMATIKEG, JE TNy Alpha AcTIKG Akivitol

@ gevoboxeIaKEg, L TNy lovikr) Zevodoyelokal ETTIEIpAgelg

&
| Document: Done (1516 secs) S =) [P

. File Edit View Go Bookmarks Tools Window Help
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9 EFG Eurobank Ergasias ]

| [Q&arch ] g

o

‘Opapa & AnocToAl)

TRATYIKY ‘Opapa
> ETW‘«":‘DH ) «To opopa TG EFG Eurobank Ergasias sivol vo edpaiiioel Kol vo npowBhoel pio nyeTikn
G el T B20n oTnv EAANVIKY) 0yopd ¥phHaTo0IKoVop! unnpeoIbY, Kol va cupBdhsl piow TG

> AghTia Tunou nAdICIo Nou SIpopgu.

ol oTIg
(TEPOG OTOXOG HOG Eival vO IKOVONOIoOUpE
v HOG, VO NOPEXOUME NPWTONOPIaKEG
N GUVOTH NOIOTHTO KOl ¥PNOIHONoIMYTaG
dikaoic TG ouveyou )
fucioko nepifdAhov oTo onoio o dvBpuwnol
&va nepIBdAAoy NOU NPodyel TIG IKOVOTATEG Kal

> Kowvwvikr] EuBlvn

N .m.vauml‘\.ro
AUVOpIKO

5 OIKOVOUIKEG

ing

* 1SIwTEG
Enayyehuarieg &

* Enixelprioeig
EWG € 2,5 K.
+ Enixeiprioeig

(dvw Twy € 2,5 eK.)

¥ Private Banking

AnooTohr

«AnooToAr ThG EFG Eurobank Ergasias sival n dnpioupyia afiag npog Toug peToy
TNG, N IKOVONoINon Twy SIpkuG eEEAIDO0PEVWY OVOYKWY TWY NEANTWY TNG Kol N
oTApIEn TNG npoodou Tou avBpmnivou duvapikol TRG. ZTOX0G PUG Eival N KATAKTNON
YETIKAG NG oTnv eAANVIKA ayopd, divovTog Upaon oToug TOMEIG uwnAng

NTUENG Kol KepAOPORITG, Kal avoiyovTag véoug opilovTes oty Tpans
TV, OTHY ) Kl TH BuTikr] Tpansdikn, kKoBog kol
oTo private bai ipion nepiousicg, NPoyUaTONOIOUKE QNOPaoIoTIKE
BripaTa npog T avanTugn 1IoKUpHG Nopoudiag oTo véo Eupwnaikd Kol BoAKoviko

c
z
<
g
=]

o
=1
q

ouv o Eupwnaoikég ayopéc.
MEow Twv ene GEWY OTHY TEXVO Kol 0T evaAAoKTIKG dikTud SidBeong
npoonoBolpe vo NANDIGoOURE TOUG NEAGTEG POG KOl VO EipOOTE NPWTONOPOI OTNHY
noidTnTY Nop G unNnpecity. Zuvegifoupe TV eNITURXNpEVN NO pag,
avanTUGoOVTaC NPWTONOPIKE TOKEVTPIKG NPOIBYTE, ¥ENCIMONOILYTAC Texvohoyia
CIXHAG, KOl NPOOMEPOVTUG UNNPECIES OUMPIVEG HE T UYPNAOT u u
KOTAPTIOREVOUG enayyeAHaTIEG, TwY onoiwy TNy
unoaThpifoupe dIopKWG.»

15N Kol eNIMOpgwon

1l

) | EFG Eurobank Ergasias
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3 MAERSK AIR Home

18 0ctober 2004 [ Dansk [ [ Gty Guide | Information & Services About Maersk Air

Best Offers

3 From
To Copenhagen one way.
’ Select departure airport v
Brussels from 65 EUR Mancl?)esler ):#&pennagsn P P
Cairo from 1.195 EGP 2N To
e =l e
Manchester from 36 GBP Faroe Islands 7 )Berl|nwa ré‘a N Select arrival airport v
‘enice from 67 EUR ~ Brossels P Frankfurt
Parisd 2 frich 4 Departure
To Billund one way; Byrdsaurd L’gf‘ )G:neva runich Istanbul October v
pmsterdam  from 85 EUR L fotgeuss § Nieg Finice -
Frankfurt from 84 EUR Md Barcelona Marseille !
Paris from 66 EUR 9 Alicante 5. YROme
Malaga Mallorca
P Athens O Next
More destinations and fares Jenerife ) JCatania . R
WGran Canaria Malta & Cairoy Help

Ticket Reservation Danish Travel Award 2004

Phone: +46 7010 7474

Maersk Air Newsletter

Change resenvation: Onboard Arway Café Subscribe
. Y offers you meals from a
Prone: +4 7010 041 MAERSK AIR e assotmat
~ fly as you like
Ticket requlstions Help & Contact Order your meal here
| Legal notice | Ahout this site | Copyright - All rights reserved A.P. Moller - Maersk Group|

47

* (VNS =1 - Bl Local Maersk Air Stes v

Business Areas | Corporate Info | Inflight Magazine | Offices | Aircratt | Human Resources|

About Maersk Air Internet Booking

Maersk Air is part of the A P. Moller - Maersk Group and commenced operation in 1970, From

The Maersk Air Group employs about 1,200 people, and its fleet consists of 38 owned or leased

. N To
aircraft for transport of passengers and freight. —
Select arrival airport v

Thg group is engaged in Eurqpean scheduled aitline ser\fices ancj charter aitline operations. Other Departure
activities include aircraft leasing, purchase and sale of aircraft, air cargo sales agency and

. | . X
contracted aircraft operation for parcel =

Return

@ Next |
Timetable Help

goncept where the customer will experience greater flexibility and have more influence on his/her
ip. Maersk Air has combined the best from all the competitor airlines and can now offer low

Today, Maersk Air have 29 routes out of Copenhagen and 11 routes from Billund. Furthermore,
we have connecting flights from Aalborg, Karup, Roenne and Soenderborg via Copenhagen
operated by Cimber Air.

48

48
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f

Emirates’

Home v Flighr Status @ Flighr Schedules §F Special Offers

Worldwide sites ¥

Book a Flighr

Advanced Search

Search by Return® One way O

From ‘ Select departure airport v‘

To l Select arrival airport v‘

Departure date Return date

25 v|oc v| [ [o1 ¥[nov ¥]
Cabin class Adults Children

Dine in luxurH_ 2 Chauffeur drive
ight

before your for First and Business
- Class passengers

< =& 1 |
g A /) H
3 N

Join our frequent flver programme

49
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m McDonald’s Corporation i’'m lovin’ it’

ABOUT McDONALD'S INVESTORS FRANCHISING NEWS CAREERS OUR VALUES

People Promise

Corporate
Responsibility

Diversity
Awards and
Recognition
Diversity Facts
Education
Employmert
Franchising
Mission/Vision
Organizations
RMHC Grants
Suppliers

World Children's Day

Vision for Diversity

Mission
To leverage the unigque talents, strengths and assets of our diversity in order to be the World's best
guick service restaurant experience.

Vision

Ensure that our employees, owner operators and suppliers reflect and represent the diverse
populations McDonald's serves around the world. Harness the multi-faced qualities of our diversity -
individual and group differences among our people - as a combined, complementary force to run
great restaurants.

Maximize investments in the quality of community life in the diverse markets we serve.

Expanding the range of opportunities for all our people - employees, owner operators and suppliers -
to freely invest human capital, ideas, energies, expertise and time.

’ CORPORATE HOME »} RESTAURANT LOCATOR »} SEARCH b} CONTACT US »} ’ RONALD McDONALD HOUSE CHARITIES »}

50
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m McDonald’s Corporation

i'm lovin’ it"

ABOUT MCDONALD'S INVESTORS FRANCHISING NEWS CAREERS OUR VALUES

People Promise

Corporate
Responsibility
Diversity

World Children's Day

Our Values

McDonald's People Promise

For McDaonald's to achieve our goal of heing the world's best quick
service restaurant experience, we must have the hest experience for
all McDonald's employees. So we formalized our beliefs into our
People Vision and our People Promise.

McDonald's Corporate Responsibility

Corporate responsibility is an important part of McDonald's heritage.
We have a long track record of industry leadership in community
invalvement, environmental protection, diversity, opportunity, and
work with our suppliers to help improve their practices. We are
committed to do still more to earn the trust of our customers and
everyone else affected by our business.

McDonald's Diversity

McDonald's is the world's community restaurant. Ve are proud of
our long-standing commitment to a workforce that is diverse. We
helieve in developing and maintaining a diverse workforce that will
strengthen the McDonald's system.

McDonald's World Children's Day

Participating McDonald's restaurants in more than 100 countries
worldwide are gearing up for World Children's Day at McDonald's
2003, an annual global fundraiser benefiting Ronald McDonald

House Charities® (RMHC®) and local children's causes.

STOCK

Current Price: $28.99
Change: $-.09 -
as of 10-15-04 15:10 CT

Stock split and dividend

Corporate

10/13/2004 McDonald's Reports
Strong Global Comparable
Sales and Preliminary Third
Quarter Earnings Per Share

10/06/2004 McDonald's® Destiny
Fulfilled with New Music
Partnership

10/05/2004 Ronald McDonald
House® Program Celebrates 30
Years of Helping Children and
Families Smile Again

09/14/2004 McDonald's Boosts
Dividend 38% To 55 Cents Per
Share; Dividend Has More Than
Doubled Over Two Years

51

>TPATNYIKN TOonoBeTNON

O Eniteu&n d1aTnproigou NAEOVEKTHATOC UE TO Va
d1aTnpnaoeIg TI €ival EEXWPIOTO-HOVADIKO
(distinctive) og pia enixeipnon.

O Znuaivel va Kaveic d1aPopeTIKEG dPacTNPIOTNTEG
and TOUC aVTaywVIOTEG i VA KAVEIC TapOuoIEC
dpacTnPIOTNTEC AAAA UE OIAPOPETIKOUG
TPOMNougG.

52

52
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Tpeic apxec-kA€Id1a yia Tnv
oTPATNYIKN TONoBeTNON

1. 2Tparnyikn €ivai n onuioupyia Hiag Hovadikng
kal noAuTIHNG B€ong (Unique Selling
Proposition, USP)uéow d1apOpETIKWY
ouvduaopwyv dpacTnplioTNTWV. AnAadn n
oTpaTtnyikn 6€on avadueTal and Tpia
OlaMOPETIKA OET NNYWV:

B H eEunnpétnon Alywv avaykwv NoAAwV NeAaTwV
(n.x. Lidl).

B H eEunnpéTnon eupUTEPWV AVAYKWV Aiywv
neAatwv (n.x. Golden Hall, Delicatessen)

B H eEunnpéTnon eupUTEPWY AVAYK®OV NOAA®YV
neAaTwV o€ Pia Pikpn ayopad (n.x. Aegean, Lux,

Eya)
SUvExela... 53

53

Tpeic apxec-kA€Id1a yia TNV
oTPATNYIKN TOnoBeTNON

2. H oTpaTtnyikn anaitei avTioTdduion oTa avraywvioTiKa

EPEICUATWV — Va ENIAEEEIC TI VA LNV KAVEIC.

B MepIKEC dpaaTNPIOTNTEC AVTAYWVIOTIKOU
NAEOVEKTAMATOC ival un cuPPBaTeC, €Tl KEPON O€ Wia
neploxr pnopoUv va eniTeuxBouv JOVO PE TNV HEiwan
Twv KepdwV oe AAAN (n.X. Ta Neutrogena ) Ta
KAAAUVTIKG KoppEg, TonoBeToUvVTal WG PAPHAKEUTIKA
npoiovTa, Napa w¢ JEGA OPoPPIAC).

B AvTiBeTo Nnapddeiyya n aveniTuxng anogaacn Tng
Maytag va anokTnoel Kal AAAEC HAPKEG 0dNYNOE OE
au&non Twv €00dWV €IG BAPOC TNG anodoong TwvV
NWANCEWV (KEPOWV).

B Emonuaiver TNy avaykn va emAEEeIg kar va
NEPIOPICEIC TV NPOOPOPA TNG ENIXEIPNONG.

SUVEXEld... 54

54
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>TpaTnyikn: AvTioTaouion
avTaywvVIOTIKWV EPEICUATWV

Our values

Korres natural products are based on 4 fundamental principles:
* Naturally derived, top quality active ingredients,

* Clinically tested effectiveness with no inflated promises,

* Aesthetically pleasing,

* Reasonably priced to enable every-day use,

SUVEXEID... 55

55

Tpeic apxec-kA€Id1a yia TNV
oTPATNYIKN TOnoBeTNON

3. H oTpaTtnyikn agopa Tnv dnuioupyia TaipiGdouartog (fit)

METAEL TwV OpacTnPIOTHTWY TNC EMIXEipNONG.

B To Taiplaoua Xl Va KAVEI HE TOUG TPOMOUG HE TOUG
onoioug ol dpacTnPIOTNTEG KIag niXeipnang
aAAnAenidpolyv Kkal evioXUouv n dia Tnv aAAn (n.x.
Ikea, Praktiker, Zara).

B To Taipiacuya PeTa&l Twv dpacTnploTATWV €ival
BEPEAIWDOEC OXI HOVO YIA TO AVTAYWVIOTIKO
NAEOVEKTNUA AAAG Kal yia Tnv 81aTNPNOINOTNTA ToU.
Eival nio dUOKOAO yia TOV avTaywvioTr vda TalplaEa
€va oUvoAo and aAANAEvOETEG dpacTnNPIOTNTEG anod To
va PIPnoOei Hia npoosyylon TWV NWANCEWV, Pia
napaywyikn diadikaacia ) eva-dUuo XapakTnpIioTIKa
npoiovtog (Gap, Zara).

56

56
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MapayovTeg Tou EowTepikoU MepIBAAAOVTOG Nou
ennpealouv TNV dIAUOPPWAON OTPATNYIKNG

|
O AvBpwnivol Kal opyavwaolakoi nopol, IKavoTnTEC Kal

ouvaTtoTnTeg (resources, skills and capabilities)
B JKOmnoi Kal gToxol

dUon npoidvTwv/unnpeciwv

Managerial skills

Manpower abilities

Technological skills

Employee involvement and commitment

Interdepartmental procedures, dependency and conflicts
(Koivéc diaTpnpaTikee diadikaoiec, aAAnAeEapTnon Kai
dlapaxeg

57

57

KUpIEC eTIXEIPNUATIKEC OIAOIKATIEC
(core business processes)

* AladIkaoia avatTugng véou
TTPOIOVTOG/UTTNPETIEG

* AladiIkacia dlaxeipiong ATTOOEPATWYV
* Aladikacia dlaxeipiong rapayyeAiwv

« AladiIkacia e§UTTNPETNONG TTEAATWYV

58

58
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AhugiBa AElag
r YTIOACMH ENIXEIPHENE [y, ¥pyarabdmmam, Eyehoapte)
—— AOIKHIH ANSPOMNGH NOPGH :
PP — ANANTYZH TEXNOADTIAL
L i ! MPOMHBEIA
INBOUND MAPAMH DUTBOUND MAFKETINMK &)  ESYTIHPETHEH
LOGISTICS LOGISTICS MEAHEEID META THH
NOAHIH

Ljarnpa AEudy
Aduoifia ABlns  Alsaifa Aflag Aduaifia Aflag
m&ﬂt Emyeipnomg L AYopoTTENY

59

MNapayovTtec nou ennpealouv TNV
d1auoOpPwWaon aTpaTNYIKNG

EITOYP

MAPKETINI'K B @¢on otnv ayopd

5 XapaxtnploTtikd npoiovtog

® [vootikdtnta (awareness) HapKog

. B KavdAta Sravoprs

ITAPATOI'H B Epyootdoto

= [Towotnra

= Teyvoloyia
XPHMATOOIKONOMIKA : = KepdAato

® Xpnpatki poy

B A8140et) ikavotyta Savelopot
ANOPQITINOI ITOPOI B Epmelpia

B [RavOeTNnTeg OTPOTNYIKOU management

60

60
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Fall Winter 05

Lang-length simple cut coats contrast with
filmy floating folk dresses in feather-light
silks. Other highlights of this collection
include short woollen jackets with elaborate

trimmings, worn over Russian style blouses.

ZARA

Catalogue
Showroom
Trends

Stores

Customer service
Work at Zara

Business

61

61

Avozig yio 6Ao, 9Bnva xoi unciBuvo

KaAmc npBare oTov KOOP0 TwV KataoThpdTwy Praktiker.
MionynBeite oTi¢ oeAidec Tou Kal paBeTe yia gpac!

Edw Bo

Enickep

(ma 209566) .

Tpan€Q) kage
Euhivo

pe emkaAvgn
PVC

- 50x50%55
uivo 89.90€

Tyripo Ep
08.10.05 TonoB€mon nAakidi
Tyrpa N\
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H ZTpatnyikn MApKeTIVYK OTIC YNNPETIEG
BacileTal o€ TPeIG AEOVEC

Company
|
Internal External
Marketing Marketing
” TSy,
[ o /’
a1 @ “‘ £
Employees Interactive Customers
Marketing

63

63

To povtélo “Servuction”: Eva poviého mov ypnoiponoteital yio, vo
EMEENYNOEL TOVS TAPBEYOVTES TOV EXNPEALOVY TV EUTELPIO TAPOYNG LG
Ynnpeoiog, counepthapuavouévav tov tapaydviov Tov ivat opatoi oTov

i) ROV BRI e o S L

- AYYXO MEPIBAAAON
MH EM®ANEIZ MPOXQMIKO MOY
ATAAIKAZIEZ KAI | KANEITHN ENAGH
LYETHMATA A
MPOMHOEYTHE
N YIHPEZIAY
MH EM®ANEX OPATO

IIEAATHX
A ’

=

IIEAATHX
B,

LYNOAO QOEAEIAX (KEPAOYY)

IOY AAMBANEI
ONEAATHT A’

64
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Xrpotnywki s Emyeipnong & Xootnpe Hapadoong g Yanpeoiog

Aratnpnopdmt Avénon
o Epyalopévav Ecodov

TMowmta Lyl Ixovomoinon
Ynnpeoiag Epyalopévov

T

« Tyediacpog —

Avtikappovopev Txavonoine Totog
> >
n Aéia n Mekdtn TlekaTng

Ymn Tmag
Hopoyoyuwodme

. * Amotérec o
. o Epyalopévav .
Xopov pyacop Mottrag * AlotpnopdTnTa

* Zyedlaopog Ymnpeoiog yia TTehotoroyiov
Oécemv tov Mehdrn * Enavolapfavopeveg
Epyaciog TMoAoelg

« Enthoyn * Zhotoon
IIpocwmikod kot
Exnoaidevon * Zyedroopog Yanpeoiog

« Aviapoipy Y10 TV IKAvoToinon
TIpocwonikod Kot GUYKEKPIHEVOV
avayvapion avaykdv Tov TekdTn

« Epyokeia

Efvanpérnon
IPETHONS

0V MELGTY 65

65

Marketing Decisions

Assessing the situation
-Issues
-Assumptions
-Forecasts

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

v

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

.

Setting marketing objectives
-Developing frameworks
-Topics for objectives 66
-Marketing strategy
-Planning and control

66
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- Gap analysis

30 Business objectives
25 - =~ (expectation)
20 Current sales
Sales 15 (performance) )
0 SITUATION ASSESSMENT
5
0 L c———=>> EXTERNALAUDIT
3
3 ==>> QPERATING ENVIRONMENT AUDIT
=
2
= > INTERNAL AUDIT
30 qwes
. e85 w\:"/Diversificaﬁon gap
2 ‘“"“i"” Expansion ga| ;
=T o Dpanson 9o PORTFOLIO MODELLING

- -
===

——
—

— = “—Qperations gap

GAP ANALYSIS

67

'he e I I'nﬂl -lld“' ﬁ S|TUATIONﬁSESSMENT

—————> EXTERNALAUDIT

> OPERATING ENVIRONMENT AUDIT

(2]
=
o=
]
=
=<
&
-
=
g
o
=
==

—————>> INTERNAL AUDIT

Distribution
and Dealers

Customers

Markets Suppliers

Facilitators
and Marketing
Firms

68
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[MpaKTIKEC EVTONICUOU
avTaywvioTwyv

O00ono

demand)

O

MEB0JOC YNapxouowVv KaTnyopiwv
Texvikn duvaTtoTnTa yia unokartaoraon
Kpion 01EUBUVTIKWV OTEAEXWV

>Taupoeldng eAaoTikoTnTa (cross elasticity of

Kpion Tou katavaAwTn (customer judgment

based measures)

69

69

AvaAuon AvTaywvIiOPou

The competitive forces

Entrants

New entrants may be domestic or
overseas compelitors. They consider
the market potential weighed against
the costs of entry fo the market.

!

Suppliers
The bargaining power of suppliers
refers to the relative importance of
buyers'to suppliers. If a large
proportion of the supplier's business
goes to one indusiry or organisati

Rivalry Buyers

The rivalry between indusiry The bargaining power of buyers
competitors depends on the industry represents the other side of this

growth and margins, and the extent R Lo They can dictate the terms
- of product uniqueness. at which they will buy and will
substitute with alternative providers'

and there is oversupply of that
product, then the supplier is in a
weak position.

Substitutes

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

' products if their demands are not met.

70
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O KUKAOG ZwNn¢ TnG Biopnxaviag

71
MetaBAntéq nou Kabopifouv v EAkuatikétnra me Ayo-
pag kat v Eruyeionuatikn loxu
EAKYZTIKOTHTA l ENIXEIPHMATIKH IZXYZ
KAAAOY }
* MéyeBog ayopdq ZXETIKO pepidlo ayopdq
e Avdrttugn ayopdg AvtaywvioTikémra g
* Alagpopornoinamn ayopdq MéyeBog, avarTuén
* MepBwpla kEpdoug MNowdmra npoidvrog
* AvtaywvioTikr} Sopn Kepdogpopia
® PoAog texvoloyiag Auvapelg kal aduvapieg
® |kavonoinom Twv neAatwy Texvoloyikr 8€om
® MepBarov Mvion karavahwtwv/ayopds
® NOUIKO-KOWWVIKO Ewdva, punavon, maioto Gropa
72
72
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General Eleciric Business
Screen

Business strength

) D@

iveness
Average smmg§

Weak
(9

Industry (produci-based)

O Circle represents r size of that parti
industcy segment in terms of annual sales volume.
% Pie wedge represents the firm's markel share as
" defined by sales volume within that industry segment

\ | ;

73
Mpoogyyion g MiTpag XaptogpuAakiou G.E.
Enelipnpatikég Auvatémreg
(Eruxelpnpartikiiq Apaompidmrog/
Mpoidvrog)
Yynin Megaia XaunAn
s
183
$s
< >
2
o]
S o
S8
o 8
E_ s
2 . . .
E . Enevduon/AvdrTugn
% .<g l:l Erukektikég Enevduoelq
g
x Aroeniévduon/Zuykopd
74
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Mijtpa EAxuotidtrag g Ayopds kat laxdos g Enixefpriong (General
Electric Matrix)

EAKYZTIKOTHTA THE AFOPAZ
Meydy  Méon Mg

Meydn

ENIXEIPHIHE

i

i

Meydhn Méan Mecpi
ouvoNiKr QuVOAIKT}
eAKuoTIKOTTa e\xuoTdTTa eAxuotikémra

75

= T O =R 7 2] A AL =

B Meropoon  zuvbione ¥ @~

Y7 - 2 || searchweb |+
f MINOAN LINES

@]~ | ...attempting to retrieve buttons from Yahoo!...

EMMNOPIKEC ZTUVERDYOASIEC 0—

»3 Mpodypappa Sail & Drive and Ti¢ MINQIKEEZ MPAMMEZ ka1 Tn Hertz

'Ew¢ Kar 50% o
Mpovopiakég Tipég and pia iuvsnvun‘m nuvauewv

I'IpuKElml yia T quspvcmu Twy MINQIKON TFPAMMON, Tng usvnkurepnc
eAAnvikic Buddooiac duvapng Kol Tng Hertz, Tng No 1 eTaipeiug evoikiaong
AUTOKIVATWV GTOV KOGHO.

01 800 eTaipeieg dnpiovpynoay To Npdypaupa "SAIL & DRIVE", npocpépovtag Tny
£UKQIPIO OTOUG NEAGTEG TOUG va TOEIBEU0UY g NPOYOLIOKEG TIMEC.

ZUYKEKPINEVE, TO NPOYPOpUa “SAIL & DRIVE", napéye of 0loug Toug eniBaTeg Twy
MINQIKQN TPAMMQN onuovTIKr éKnTwon  péxpl kol S0% oTny  evoikiaon
QUTOKIVATOU Tng Hertz. Bagikn npolUndBeon, n evaikiaon va yivel péxpl Kol 2 nuépsg
peTA ano K&Be TaZidl pe nhoio Twy MINQIKQN MPAMMQN.

Yndpye n SuvatoTnTa, £Av éxel yivel NPOKPATNON TO EVOIKIQJOUEVD QUTOKIVTO vl
BpiokeTan A8 oTo Apdyl KaTd TNV dQiEn TOU NEAATN OTOY NPOOPIOUS Tou. M auTd
TOV TPONO, BV UNAPXEl OUTE XAOILO ¥POYOU, 0UTE N EAGXIOT ToAcINwpid.

Mia véa npocopd 6Touc emBarec Twv MINQIKQN FPAMMON o€ guvepyacia pe
70 KTEA HpukAsiou-AuciBiou

500% 'Ef oTa | 0Awv Twv ypappcv Tou KTEA HpakAsi

O1 MINQIKEZ MPAMMEZ, pe qunvu névTa To 0 uu]s)m( Tou

KOIv0U, £500QAMOTY HEST TNG TN GTEVF KOl HOKPOXPOYN CUYEPYODIO Nou £xouv uE
T0 KTEA Twy voumy Hpakieiou-AaciBiou, £kntwoen 50% oTa EIOITAPIC TWY
Aswpopsiwy, o8 00oug eniBdTe¢ Tafidslouy PE Ta NAoIa TNG ETOIPEIOG OTOUG YOMOUG
HpokAgiou ko AadiBiou.

® Internet

76

76
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Blue Star Ferries:

crealed by IDEAL SYSTEMS

Blue Star Ferries

H uteuBuvdéminia  Ka
afiomaTioc sivar To0 Paokd
YOPOUKTNPITTIKG Tou
Slakpivouy Ty TroAUxpOvN
Topein Kol T ouverh pog
£EENEN.  Xapdloviag  pia
Kawvolple  Tropeic  aTov
Kéopo Tou TafISIoU, oug
Tepoumdfoups 10 aTdAO
Tou  Gnuioupyei T véa
Sedopéva ato Tagidn 1o Blue
Star  Ferries. 0 véog
Suvapikdg TToAOG TTOU UG
TpoTYipsl T 1IBAVIKOTEPEG
guvBAKkeg Kol pETaTpéETEl 10
Tl oug oMy MO
ATOAGUTTIKY EPTTEIpic.

Mrraivoupe hormdy oF pia

Ferries!

s e
Blue Star Ferries

vEQ €TTONA TTOU 10 Trio dvero, euxdpiaTo Kol ypryopo Tagidl aTrokTd Idiaitepo yapakTipa. Mio Suvapike eToxh,
Trou TpoRdAia aTov opifovia Tou KETPOU P& TO TrIo ayaTrnpévo EAMNvIKG xppa: 1o pTrAe g Blue Star

ANAAYZH YHOBELEIY nia

10 ITEPIBAAAON

ITEPIBAAAONTOZ

(A) Maxpo-mepifddiov
- moATkG
- OIKOVOLKG
- KOWGOVIKG
- Teyvoloyixé
|
(B) Heprfddrov Ayopdy/Bropryaviag
- péyebog kan Svvardnta ayopds
- oupnEePLPOpd Katavadwt
- TpnpaTonoinon
- Gravopeis
- Tdoelg Toddynong
- mpopnfevtés
- evatofnota {fmong

- GeooL avray@vioTég

- mbavol avtayoviotés

- UTIOKQTGOTOTo POTGvTaL

- xaBetonoinon end mpopndevtég
(epupdotia odoxArjpwor)

- xaBetonoinon and KoTaveAwTég

- wovdrnta oty oAy
Kat 10 oxediaopd npoidviav
- KavOTTa OtV Napayoys
- avéuqte oto MKT
- wavétne oty Ypnpetodston
- wovdte oty Soiknor)

ANAAYZH YIOOEZELS yio.
ANTATANIETQN [l tovc ANTATQNIZTES

ANAAYEH IIOPON YIIOQEZEIY yio.
KAI IKANOTHTQN toug IIOPOYX

EYKAIPIEX
& ATIEIAEY

IKANOTHTEL
& AAYNAMIEL

78

78
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S.W.O.T. (AvaAuon Auvapewv-
Aduvauiwv-Eukaipiov-AnsiAwv

O H kaAn SWOT avaAuon sSapraral and Ta eupngara
TnG avaAuong napovoag karaoraong (audit findings)

O H SWOT avaAuon 0a npénel va Aagpavel unoyn Tnv
anoyn Tou neAdarn

O H SWOT avaAuon 0a npénel va AapBaver unoyn 1o
OUYKPITIKO NAEOVEKTNHA

79

79

The 'Boston Box'

a2
=K o el ?

@)

@)

O

9

o)

Oo

10x

Low & O
" O®
High

Ix

Relative market share
(share relative to largest competitor)

0.1x

80
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apaxtproTnd kar EvoAaitués Zrpamywes mou Egap-
wolovral ong OuGdes ™ms Boston Conauiting Group Matrix
Xapaxumpotsd X
= Hyéwg oty ayopd * Tpriyopn avérmuin
* priyopn avértrudh o Mxpd replama
* Meydia xépdn . analmoT oe XenEaarass
* Meyd\n anafmon o
| Haripnon e avérubng
Trpanyywde Txpanyywés
* Mpocracia Tou pepedioyv - Nsy‘_u_mm(wucqv\a N
* Enaveréwiuom Tav xepdiv * Ayopd QVIGYUMOTIKGY paibvt
na e K6 ms b os éva
c‘wopdqw-rrnm T ™G ayopds ko awlotuin
* Mpoondteia o% QuTé ]
peydiou apBpol wiaw xpnowiv| ® Anoxdenon
ArnoerivBuon
Xapaxomotwd Xoparopirroes
* KepSopépa npolévra » Do Kot mepoodtepa NPok
p o POVTGL Gnd Ty ayopd
Kepdav and Goa xpedlovra . HE peloveExTrG
a va Samen el o puepho Saov apopd To KEoTeg
ayopds Toug - SuvaréTreg awdrruing
* To pepino ayopds Sev
QUEAVEL ka1 UTLEOXOWY
Trpamyysés Trparrywés 5
- rupopfos = Irdxeuon oe éva uxpd Tue ™Me
* Enéwiuom oe rexvoloyedis ayopds Ko awdrrrudn
oV aYopd MALOVEXTHLATOS OE QUTd
. on nyea(og kd < - ervSuong kaTd To
* Xorion tou mAeowdlovrog Suvaré oe S\ouUs Tou TopeiG
dp?gnmur\oaﬂvmdw ms —_—
me e pilog 81
* Byxardieuyn-anopdpuvor
s ™ Ypaax| 1

81

[ Mé0ooot [pofreyng lMoimosmv

r

Yrnokewuevikéc M£Ooodor:
IIpocdoxkieg [leratdv

Avtikeinevikég M£0odor:
AokipaoTikég Ayopég
AvdAuon XpovoAoyikwv Zeiplwv

Extymogg lloinrav -Kivntég M.O.
Emtpomi Avoikntikav -Ex@eTikn) E€opdAuvon
Xreley®v -AlaXwpi1opog loTopikwyv NMwARoewv
M£0080g TV AeAQGOV ZramioTiki AvaAuon Zitnong
K (MaAivdpoépunon)

82

82
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| e || I 1 1
MpoBAswnNc
%
M£6030¢ Emixeipnoswv AkpiBeia
EkTipnosig NwAnToOv 61 2.81 -
EKTINAOEIG AIEUBUVTOV 60 3.32
ZraTioTikn AvaAuon 41 3.40
MNpoBioeig NeAaTav 40 3.22
Kivntég M.O. 28 2.92
M£0050G TV AsEAPDOV 27 2.73
EkOeTikr) ESopaAuvon 17 3.20
AlaXwpIoHOG XpOVOAOYIKNG
Zeipdg 10 3.50
H akpipeia TG npOBAewnG HETPRONKE PE KAIp 1-5 (1 B0A
5=noAU akpiBng)
83

83
TunuaTonoinon
O H diadikacia opadonoinong Twv ayopacTwV O€
UNO-TUNHMATA WOTE Ta MEAN KABE opddac va
napoucialouv Tnv idla andkpion o€ pia
EexwploTn OTPATNYIKN TONoBETNONG.
84
84
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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 Populalion
Product experience
Race or ethnic background Density
Rate of usage
Housghold size Climate
User state
Family lifecycle Type of area (rural, urban)
Brand loyally
Income occiipation Housing type
Purchase of associoted products
Education
Psychographic variables Buying conditions
Sociol class
Personality Buying effort
Lifestyle Decision-making unit

85

85
TunuaTonoinon
O Taipiaopa nNpoTIUNOEWV a&iac Twv ayopaoTwV
(buyers’ value preferences) pe TiC duvaToOTNTES
TOU opyavigpou
O Zuykpion OUVAPEWY TOU OpyaviopoU HE TIG
duvapeic (kal aduvayiec) Twv Baoikwyv
avTaywvioTwv Tou.
86
86
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O0Ooo

Kpitnpia TunuaTtonoinong

Kolvwvika -Angoypagika

Fewypa@ika

Wuxoypapika (npoownikoTnTa, life-style)
Emidiwkopeva OPEAn
H  0QEAN NMPOIiOVTOC
B KOIVWVIKA OPEAN
Euneipia ApoiovTog

B BaBuog Xprong

B [lioTn oTo npoidv, npoondabsia nwAnongc.
B Ano@aoilwv yia TNV ayopd, KAm.)

87

87

Segments - Tynuara Ayopacg -
ZTOXOl

TYPE OF
MOBILE DESCRIPTION ACCESSORIES CONNECTION SERVICE DESCRIPTION PROMOTION
Teens "
Needs fashion mobile, peers usually have same SMS & GAMES free of charge
brand/model Body glove mobile cases Prepay Games, sms, mms, internet offers. Prepay internet offers.
YAF Personalization of mobile phone|
Phones that are perceived to be expensive, with | Car kit, hands free radio, | Vodafone bundle Voice and text, personalization |.e. screensavers with own video,
many features fascias minutes programs services ring tones ring tones
Target cost control, discount on
APU From very expensive to quite simple phones. Any accessory that clothes, school tuitions. Discount
Tends to choose the phone brand that would last| preserves the mobile phone| Vodafone basic | Ring tones, sms informing on current | on mobile phone usage that can|
for many years l.e. cases programs bill situation be used for fixed line bills
Awareness is a barrier to service,
Mature quick dial to family is the only service
Cheap phones, model does not matter Phone battery Prepay that applies Cheap prepay packages

Self choosers

Needs to fill an entrepreneur thus builds on an
image one of the attributes is an expensive
mobile phone that helps him fill successful

Accessories that have
features, those that o
something more than other

Business plus 1,
Vodafone 240

Cost control services for employees
News and sport weather, internet

Good phone for self, cheaper for
the others, business prepay

access to similar

for

88

88
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Segments
Handsets_ Vodafone live !
Handset: Segment Tariff USP Scenario Accessories  Price range Segment / Criterion
Prepay AlaokedAoTE pE TTOAUPUMKOUG FXOUG &
- - = - e
Shar Youn Credit Java 5IUXDO)IIKG TTGIV\'IIEIU. I@r]lfr] . Vodafonej‘lve, LMMS'
x4 T Kerktidto 066006 — GamesHitect
V420 MoAuguwikoi ol |pwroppagieg oag otov HY péow eidikou {ouvdeong pe H/Y vMmCC
Family KaAwdiou.
Prepay AviAuon 080! To povadiké pe Video ,Flash & zoom Ofikn
shar Credit o n ofowng o r‘ . 'TJ e KaAdsio Vodafone Livel , MMS,
P Aqut vi120,va2 (Y% VIO KE TV UYNAGTERN GYAAVON—{opu5eong pe HIY 200 - 800€ | Games , Nice & Easy,
GX20 Flash 086G = -
0,V600 Ado 086 Me 500 € 56 DoprioTrg Hi tech, VMCC
Family U0 0B6VEG £ 500 £yXpwuES 0BOVEG A
Credit
V120 - Vodafone Live! , MMS,
Self V600 Games , Nice & Easy,
Business Mikp6 oe péyeBog, ToAaTAG Tredia avd | Onkn Hitech, VMCC
chooser : . . . .
Sony B€on pviung oTov TNAEQuMKS KaTdhoyo. | KaAwdio
Ericsson Prepay Bluetooth Zuppatdrnta pe Outlook , pe EUKOAN ouvdeang e HIY | 200€ - 800€ | Vodafone Live! , MMS,
T610 Youn Credit Siayeipnon Bluetooth yia Games , Hitech,
Ac tivz V60,V120, Bluetooth HY VMCC
V420
Family
unoypagies OIKO\A‘)vaI'] OUOKEUN pE TTOAAG
z z TIAEOVEKTANATA.
uynAng avaAuong . . . . - .
Sagem Hyoypaono! AuvatéTnta nxoypdaenong TrpoowrtikoU 1 Ofkn SUOKEUES e povTEPVO
M E)’(G Teens Prepay 'XOl\)IPGW i fxou kAiong KaAwdio 170€ - 190€ |oxediaous, Games,
4 nMXo oTToiNo MeydAn avapow pmmatapiag oUuvoeang pe HIY MMS, Vodafone live!.
P‘P nen AlapépQWOn QWTOYPAPILIV PE TTPEOBEDT
eIkOvag
effect
ZXedIATPOG Neavikog oxedlaopég . .
Nokia Team = Video AuvaTéTNTa ETTEKTAONG PVALNG Covers " — ZUOKEUES e yomwepvo
3650 el T8P3Y" " Bluetooth Exel video & Bluetooth yia peragopd Kdpreg pviung ve-TI0e Udaliidieas
" . . A MMS, Vodafonegitye!.
EmrékTaon pvipng |Sedopévv r xprion hands free

89

TunuatoTtroinon

Kpithpia Tuynparotroinong (1r.x. AieBvoug
Ayo

”

a

IMpoodiopioipo
IMpocBdoipo
I0Opoloyevég
I0IKovOopIKG ACIOTTOINCIKO

90

90
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Segmentation
1 Can you find
and measure the =) Yes
segments?
I 2 Are they |o;ge
enough an hna—
o profitable Yes
’ enough?
mosegment | | St
mo:n?:;ful P;: distinclive‘to reach [ Yes
them uniquely?
The segment I & Ave the
. Are they |
is not No sufficiently stable? [™=> Yes
meaningful ’ l
| -
5 Canyou ¢
The segment No you. Consider
isnot | g o wppet g;;';ﬁ}gs uYesmp| choosing this
meaning each ségm;nl? segment
91
91

AN\ayr oTnv ZupTtrepipopd TnG AleBvoug
Ayopdc¢ - TunuaTtotoinon
O TUNUOTA JTTOPEI VO opilovTal:

IAVG yewypa@Ikn TTEPIOXN
I Baoifetal o€ HeTABANTEG ETTIMEPOUG XWPWV Kal OXI
O€ KOIVOUG TUTTOUG KATAVOAWTWV
I YTToB<Tel opoloyEveia KAaTavaAWTWY ava
YEWYPAPIKO TUARMO
I MapaBAéTTel TRV TTEPITITWON OUOIOYEVEIAG
KATAVAAWTWV PETAEU BIAQOPWV KPATWV

1Q¢ di1ebvi TpApaTa ayopdcs (Global Market

Segments)
I Baoietal o€ KOIVEG avAyKEG yia €va TTPOIOV

92

92
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Old and new target market focus

Old target

focus

New Germany France Spain

target
focus

ltaly

Belgium

Euro-cluster A

Eurocluster B Euro customer cluster targe

Eurocluster C

93

93

Sgi::\::hd Competition

Compatibility 1

B What is the size of the segment,
and what isits 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
resources?

EmAoyf Tunparwyv
yia Zréxeuon

94

94
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EmiAoyn-216xeuon Tunuatwyv Ayopdg

Kpithpia o16X€UONG

#:MEyeBog Kal duvnTIKr) avaTTugn
#*Evraon Avraywviopou

#:2 UuBaTOTNTA AVAYKWYV THAMATOS ayopdas
ME AEITOUPYIEG KAl TTOPOUG TNG ETTIXEIPNONG

95
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Targeting segments

Mass
marketing

Segment 1

Concentrated

organisation marketing

>

Segment 3

Segment 2 Multiple segment
marketing

96
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Undifferentiated marketing

----------------------------
— —
Differentiated marketing
____________ » SEGMENT 1
esziz --------------- » SEGMENT 2
~~~~~~~~~~~~ » SEGMENT 3
Concentrated marketing
SEGMENT 1
---------------------------- » SEGMENT 2
SEGMENT 3

""""""""""""""" CUSTOMER 97

97

EVaAAQKTIKEC ZTpaATNYIKEC MpoidovTOC-
>TOXEUON

O Tunonoinon-Mn MNpooappoyn (mass, standardized,
undifferentiated marketing strategy)
O Mpooappoyn
B Alapoponoinuevn (Differentiated Multi-Segment
marketing strategy)
B >uykevtpwTikn (Concentrated marketing strategy)
B EoTiaopévn o€ pePovwpEVoUC neAaTteg (Customised
marketing strategy)

98

98
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Tunonoinon (Mn Npooapuoyn)
D e ¥ . Dz I'ZIIEI:Fa

O OIKOVOMIEC KAipakac oTnv napaywyn

O OIkOoVOMIieEG oTNV €peuva Kal avanTuén

O OIKOVOMIEG OTOV YEVIKOTEPO NPOoUNOAOYIGHO
TOU NPOYPANKHATOC HAPKETIVYK

99

99

Mpooappoyn-Aiagoponoinon
MpoidvToc (multisegment marketing

strategy i

O TunuaTtonoinon TNG ayopdc O OMOIOYEVH THAKATA
KATAVaAWTWV, OE OXEON HJE OUYKEKPIPEVA KPITAPIA
Kal Ikavonoinon KAabe TUANATOG HE
dla@oponoinuevo (NPOCApPUOCHEVO Yia TNV
OUYKEKPIYEVN ayopd) Npoiov Kal dla@oponoinyevn
unooTNPIEN HAPKETIVYK

100

100
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Alapoponoinon MpoiovToc

O Zuvendyetal upnAoTEPO KOOTOG EPEUVAG KAl avanTuéng,
oxedlaopou kal npowbnong nNpoiovTog,

O Baoiko KpITAPIO Yid TNV EMAOYN AQUTAC TNC MOAITIKNAG
anoTeAei N avaiuon KOOTOUC-OPEAOUC HETAEU TwV
NPOoOodOKWHEVWYV aUENUEVWY NWANOewy (incremental
revenue) Kdl TOU andiToUPeEVoOU auEnUEVOU KOOTOUC
g@appoync TnG (incremental costs).
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& Welcome to The British Museum - Netscape =&)X
. Fle Edt View Go Bookmarks Iools Window Help

O O O k,) @ [ hetp:ffwwwv.britsh-museum. ac.uklindex_nf.html | (Cysearch do @
2 Radio [W] Netscape €l Search EJBookmarks < Nielsenj/NetR... S World Economi... S Events Directo... “-Emerald Fultext: < Elsevier Autho... - EMA

[0 forward one - page
EI S\ Welcome £o The British Museum

"BRITISH
MUSEUM

Register for our Newsletter

I ]
»

'WHAT'S ON

VISIT

'WORLD CULTURES

LEARNING

COMPASS

Children’s COMPASS

TICKETS

JOIN

SHOP

Sitemap | Search

=T aOn

News | About Us | Departments

| X]

Enlightenment

Discovering the World in the
Eighteenth Century
in the restored King's Library
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& children’s COMPASS Home Page - Netscape

. Flle Edt View Go Bookmarks Tools Window Help

Q9,009 o e ettt e ey (e | <5, )
A / E.\ (4 Mail 4% Home G Radio [My] Netscape RSearch| E3Bookmarks - Mielsenf/NetR... < World Economi... - Events Directo... - Emerald Fulltext: - Elsevier Autho... < EMA
&) [ X children's COMPASS Home Page 1 0

= . ‘
BRITISH This month's

MUSEUM : Object

illuminating world cultures o “ A
(11
¢ , Search N

'I [ ) Tours

C) Folders 2‘(’
D Help ’ ‘

N‘Gf L HOME ) Ask the Expert &%) Contact Us

Teachers and Parents O Curriculum rch 0 About children
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>Tpatnyikn Alagpoponoinong MpoiovToc

O Avixveuon avaykwv (npoadiopioiyo, NnpooBAacipyo, OUOIOYEVEG,
KEPOOPOPO)

O Avixveuon ouvenk®wv avrtaywviouou

O MNpoaodlopIoPOG avTaywvIoTIKOU MAEoVeEKTHPaATOC (market
positioning)

O Mpoadiopiopds duvnTikAG ZATNONG

O MNpoadiopiopog npolnoAoyiopgoU ulonoinong (XpNHUATOdOTIKEC
avaykec)

O SupBaTtoTnTa Pe doun Kal oTPAaTNYIKEG

O Suvexion n andéppiwn TNG oTpaTNYIKNG

104

104
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SUyKevTpwTIKN MoAITikn MpoiovToc

O Eotiaon og €va yovo Tunua (Pe Baon €va r eniAeypEva
XAPAKTNPIOTIKG ONWC gival To
£1000NKa 1 N NAIKIa) KAl CUYKEVTPWON NOPWYV KAl IKAVOTHTWV
oTnVv apioTn €EUNNPETNOT TOU
(n.x. Rolls Royce, niava Steinway, tour operators Saga).
O MeiovekTnuara
B TO OUYKEKPIMEVO TUANA PMNOPEI va eKAEIYPE MOAU
ypnyopa (dev suvvosi npoidvTa nou xapaktnpidovral
anod ouxvo pubuo aAlaywv)
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a Airplane | Jet Charter | Executive Jet Charter | Charter Air Service | Charter Broker | Company - Microsoft Internet Explorer, @8
Apyeio  Enefepyacia MpoPohy Ayonnuéva Epyaheia  BornBesia :,"
iow A O A A ¢ 3. 2 - 35
Q- © [ @ & Pwimm Sommin @ 2% W -3
izt | &) httpsffwwmw. sircharterteam.comf v| B meropoon  zuvdionc » @~
Y7 - 2| ][ search web [+] @4+ | ..attempting to retrieve buttons from Yahoo...
HOME
T CLIENT LOG-IN
SAFETY AND SECURITY
harter leam SERVICES AND INFORMATION
EMERGENCY AIR CARGO [ PRECISION APPROACH || CHARTERNAVNET REQUEST A QUOTE
CONTACT US

TURBOPROPS

LIGHT BUSINESS JETS

MIDSIZED BUSINESS JETS

LARGE BUSINESS JETS

CLIENT LOG-IN

AIRLINERS

.

AR CHARTER TEAM,
YOUR SOLUTION FOR

EXECUTIVE AIR

CHARTER SERVICES,
WORLDWIDE 24/7.

Ask us about getting a

7.5% return on your

charter investment with
PRECISION APPROACH
our prepaid program

| CONTACTUS | 800205.8610 (insicde the U.S.) | 816283.3280 | sales@aircharterteam.com I Request Information
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