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2TPpaTnyIKEG OAokAnpwpHeEvVNG Enikoivoviag MApKeTIVYK



‘Epaon otnv 2tpatnyikn MKT
YTITNPECIWV:

2TPATNYIKN ETAIPIKOU Mpo@iA

2x&€on TautoTnTac-Eikovacg

O H TautoTnTa smppaza TOUG TPOMNOUG HE TOUG
onmouq Hia gTaipia sn|K0|vcovs| LUE TO KOIVO ™G EiTE
aueoa e€ite €|J|J€0CI I'IpOKEI|J€VOU va I'ICIpOUGICIGEI Kal
npoacdIOpiCEl EITE TOV ECIUTO NG (sTculen TAuToOTNTA
- Corporate identity) cite To npoiov TNG

H(ekppalel TO0 NWC O&EAsl n E€Taipia va TNV
BAEnouv).

OUVEXEIQ...




2Tpatnyikn Etaipikou MNpo@iA

2x&€on TautoTnTac-Eikovac

OH g1kova
HETAIPIKN E1KOVA - corporate image, n
EgiKOova unnpeoiac — brand image)

I:Isl«ppa(sl TNV CIVTI)\CI|JBCIVO|JEVI"| leova NouU €EXEl TO
KOIVO yia Tnv eNIXEipNON Kal Ta npoiovTa Tn¢ (smppa(sl
TO N®WG avTiAagpBavovradl o1 NEAATEGC TNV €Talpia N
TO NPOIOV).

OH ®nun (Corporate or brand reputation) cival n
eunedwpevn €lkova (NPOEKTAON TOUu corporate or
brand image).




XapaKTNEIOTIKA ATTOTEAECHATIKNG
Eikovag Mapkag (Brand Image)

OMpoBaAAer eva pHovadiko MRAVUMHa (unique
selling proposition) nou Tovilel To XapakKTNpPIOTIKO
avwTEPOTNTAC-HovadlikoTNTac kalr  a&iac nou
NPOTEIVE

COMeTagpepEl TO PNVUPA PE EUBIAKPITO-EEXWPIOTO
Tpono (dlagoponolsital kal dev PnepdOeUETAl PE Td
HNVUPATa TOV avTaywvioTwV)

[(OMeTadidel ouvaioOnupaTtikn duvaun (emotional
power) £€T0l wWOoTE va snnpealsl Tnv kapdia kKal To
HUAAO TOU KOIVOoU.
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The promotional mix to support the profile strategy

Public relations

Sponsorship
Newsletters

Employee conferences

Training

The regular use of Corporate Public Relations to reach all stakeholders is
important. AHF should endeavour to understand the attitudes and
disposition of significant stakeholders and should consider adjusting its
stance as necessary.

The use of press releases and events will be important.

AHF should use sponsorship to develop awareness with potential
investors and key stakeholders.

These are to be used to reach employees, intermediaries and others
associated with the organisation.

Employee conferences, as a reward, as a motivational factor and as a
means of disseminating information, need to be held on a regular
basis.

Training for all employees in terms of providing high levels of customer
service.,
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OAokAnpwuevn Enikoivwvia MapkeTivyk
(Integrated Marketing Commmunications)
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(paiveral oto axnua

NMpowOnon
NMwARoe

*lvrepver
MI'K




OAokAnpwpevn Enikoivwvia MApKeTIVYK
(Integrated Marketing Commmunications)

Kat’ daAAouc n
OEM apopa oAo
TO MiyHa
MApPKETIVYK EVOC
NpPoioOVTOC




O 2xedlaouoc OAokAnpwuevne ETikoivwviac MApKeTIvyk
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O 2xedlaouoc OAokAnpwuévng ETTikoivwviag
MAapKETIVYK YTTNPECIWYV

A

AtrooTOAR emIXEipnoNng,

N
A

OTPATNYIKN KAl @IAOCOPia

Evappoviouévo
Meiypa MdapkeTivyk

ZUVTOVIOMEVO
Meiypa MpoBoArg

2xedloopéveg {
Emikoivwyvieg TTpogE

!
ZUuyXpPOVIoHOG [
SI10QNUICTIKAG ETAIPIOG |

Toug epyadopévoug §

Kal AoITTwv £§wT£p|Ku'ovf

ETAIPIWV ETTIKOIVWVIAG
i

OAokAnpwpéveg
Emikoivwvieg MapkeTIvyK

MeAdreg, miBavoi reAATEG,
MEAN S1a0AwYV Kail dAAol péToyol




To Miyya MapkeTtivyk &
TOo Miyua MpoBoAnc

[poiov N Ynnpeaoia
TigyoAoynon
Alavoun

Miyua MpoBoAnc

B Alapnuion

B Apeco MapkeTivyk (Direct Marketing)

B [TpowBnon NMwAnocswv (Sales Promotion)

[] AI’],.IOO'IOTI‘]C/AHLIOO’IEC; >xeoeic (Publicity/Public
tions)

B [Tpoownikec NwANOEIC
B KuBepvopapkeTivyk (MapkeTivyk oTo 'IvTEPVET)
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OAokAnpwpevn Enikoivovia
MapkeTivyk (OEM)

[poypappa €NIKOIVWVIAc HAPKETIVYK

AvayvwpiCel TNV agia evog 0apoug Kai eEunvou
NPOYyPAPHATOG

To npoypappa auTto a&loAoyei Tov oTpaATNYIKO POAO
OAWV TWV ENIPJEPOUC OTOIXEIWV TNC EMIKOIVWVIAC

B Alapnuioncg

B AQEONC anokpIonG

B [TpowBnonc NwAnoswv
B ANHOOIWV ZXECOEWV

>uvoualel Ta OTOIXEIO AUTA WOTE VA EMITUXEL:

B >apnveia
B >uveneia

W MgyioTn enidpaon enikoivwviag



Mia enavaotaon oTo
MApKETIVYK

OO0 AAAayn ano Ta peoa diapnuionc (media advertising)

[0 MeTakivnon ano TNV npooeyylion TV PecwV Palikng
enidopaonc (mass media)

0 MetaBoAn Tn¢ duvapunc anod Touc napaywyouc OTouC
AlQVEUNOPOUC

O Paydaia avanTtu&én Tou NAPKETIVYK BACEWV OEOOUEVWV
(database marketing)

0 MeyaAuTepn )\oyoéoma (accountability) Twv
d1aPNUIOTIKWV ETCIIpEI(DV

O AAAayeg oTov TpOMo apoIBwv TwV dIa@NHIoTIKWV
ETAIPEIWV

0 Paydaia avantuén Tou 'TvTepveT
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Alapnuion evavTl AnuooioTnTag

Ala@nuion

“TNANPWPEVN, YN TTPOCWTTIKNA ETTIKOIVWVIA
(xprion media) tTou yivetal yia Aoyapliacuo
KATTOIOU XOPNYouU TTouU Eival YVWOTOG
(sponsored-identified). ”

ANUOOI0TNC

“Mn TTANPWHEVN, KN TTPOCWTTIKI ETTIKOIVWVIA
OTTOU O XOPNYOG O&V gival YVWOTOG
(unsponsored).”




KaTtnyopionoinon Aia@nuionc

EBvikN
AlaviIK®OV NWANCEwWV (Tonikn)

Alapnuion Je okono Tnv auénon tn¢ {nTnong

B [TpwToyevnc (primary) yvia Tnv Katnyopia
NpPOioOVTOC

B EniAekTIkN (selective demand) yia ouyKekpIPEVN
uapka (brand)

ETaipikn Kal enayyeApaTikn dlapnuion

B Business-to-business

B EnayyeApaTikn

B KAADNIKA
AAUOTKT]
16



ApEco MAPKETIVYK

Mepocg Tou npoypauuatoc OEM

Tunika exel EexwploTa:
B >TOXOUC
B [1poUnoAoyIOHOUC
B >TpaTnYIKEC

Meb6odol AM. MIK

B Apeon Tax/kn AnoaToAn
(Direct Mail)

B AnooToAn KataAoywyv

B TNAEPAPKETIVYK

B Alapnuioeic ageong

anokplonc (direct
response ads)

B [TwANosIC peow 'TvTeEPVET
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A1adpaoTiKO MApPKETIVYK
(Interactive/Internet Marketing)

Mia €€ oAokAnNpou vea enoxn:

B Bpaxeia 1oTopia n epneipia

B Taxeia aAAayn OTIC TEXVOAOYIEC €nIKOIVWVIAC
B AvanTtuén kail eEEAIEn aveu NponyoupdevouU

[MoAAanAoi poAoi Tou TvTepveT

B [1€10TIKO JECO dlapnuIoNc/dNUOCIiWV OXECEWV

B Meoo enikolvwviacg, d1adpacnc, Eknaideuonc
nAnpo@opnonc Kal UunooTnpPIENC NEAATWV

B M£oo anokTnonc NANPopopI®V NEAATWYV
(customer database information)

B EpyaAcio aueowVv NWANCEWV N OIEUKOAUVONC
nwAnoewyv, n.X. Internet banking

- EKrTiolpgo kal d1aTApnon HaKpPOXPOViwV OXECEWY

hue OiKTUO €Talpiac 18




Horme | Mewsletter | Help & Contact

< Lufthansa

iffers & Bookings || Miles & More || Information & Service ” My Lufthansa || The Group ” . . || Login |

rogram  Earn Milez  Spend Miles Mew:z & Specials  Partner My Miles |

A& STAR ALLIAMCE MEMBER ﬂ:"

liles & More

felcome to Lufthansa Miles 2 More, one of the most comprehensive bonus
rograrnrnes, Earn miles on the entire Lufthanza netwark together with aur

itline partners and enjoy award flights worldwide ar our exceptional Travel

wards,

Login
Hew Registration

Why zign-up?

My Miles Programme

Evervthing vou need Lufthanza's bonus
{ to know about Milas prograrmrne with its
& Mare and vour almoszst endless
mileage account, poszzibilities in
Gresce,

Earn rniles simply by
daoing what vou
often do anvpway:
flying, sleeping and
driving,

Spend Miles

Lufthansza and its
pattners offer vau a
rmultitude of ways to

We offer vou a
selection of
attractive awards,
which vou receive in earn and spend
return far the miles : vour accrued miles
that yau earn, T on attractive awards,

There's always
zormething new
happening in the
world of Miles 2
Mare!




nglish Version Edizione Italiana Deutsche Version
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NMpowBnon NwAnocswyv (Sales
Promotion)

“Apaotnprotnteg tov MApKeTIVYK TOL TOPEYOVY TPOCTOETH

" alia n KivhTpa TPOS TOVS TWANTES, TOVS OLODAOVS TWANTEWY,
1 TOVG TEAIKODS QYOPAOTES KOL UTTOPOVYV VO, DTTOKIVHGODV
aueon wtwinon.”
O MNpoc Tov TEAIKO O NMpog Toug diauAoug TNG
ayopaocTh ayopag (Alavepnopoug,
B Kounovia 6|av0|.|£|'c;, francl:nsees)
B Aciypata Awpedv [ En|60Tr']os|q npooolenor]q
mEn - e, O En@omoe;q ayopac
XOPNYNOEIG EUNOPEUPATWV
B EKNTWOEIG (Merchandise allowances)
B Alaywviopouc, Aaxvouc B JUPPWVIEC TIHOAOYNONC
B Ala@. YAIKO oTa Znueia B AlaywVIOHOUC NWANCEWV

MwAnong (P.O.P.) B Epnopikéc EkBeoeic
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Xpnoeic NMpowBnonc NwAnoswyv

Eicaywyn VE®WV NpoiovTwy

Au&non NwANCEwWV ano UNAapxXovTeC NEAATEC
[MpooEAKUON VEWV NEAATWV

AVTIUETWNION AVTAYWVIOTWV

AlaTnpnon NWANCEWV EKTOC ENOXNC

Au&énon anoBeuaTwyv AlIAVEUNOPWYV

>2uvdeon diaPnuionc JE NPOoOWNIKN NWANON
Au&non npoonabsiwv NWANTWV €TAIPIAC
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Alapnuion evavTl AnuooioTnTag

NapayovTac AIAOHMI2H AHMO2IOTH2

'EAgyxOC MeyaAoc [lepIOPICUEVOC
A&lonioTia MIKpOTEPN MeyaAuTepn
Enidpaon ErmiTeu€&iun AnpoadlopioTn
> uUXVvoTNnTa >xedlalopevn XapnAn
KooToc > UYKEKPIUEVO AnpoadioploTo
EueAi&ia MeyaAn Mikpn

o = — = .
(Timing) >



Meoa AnuooioTntac (publicity)

B Anpooleuaoeic oTic Eidnoeic

I:IO)\oos)\lésq |o-rop|£q nou anoo-rs)\)\ovml ora MME nou
UMNOpPEl va avakoIvwoouV N va TUNWOOUV TO MEPIEXOUEVO
TOUG

B ApBpa
CIMakpoOoKeAn KEIPEVA NOU OUVTACOOVTAI YIA OUYKEKPIPEVO
LUECO
B dwToypaPiec
[OMe ouvodeUTIKO €ENEENYNUATIKO KEIUEVO
B >uvevTeu&eic Tunou

COMapouoiacelc o€ NpOOKEKANUEVOUC ONHOaIoypapouc Kal
OUVTAKTEC

B Fidikec EkdnAwoeic

I:IXopnylsq o€ EK5F|)\(1)G€IC;, OUAOEC I OE NPOYPANNUATA 24
dNuooiou evOIAPEPOVTOC




ANUOGCIEC ZXETEIC

[Mpoypappa dpaonc via va Kepdioel TO
evola@EPOV Kal TNV anodoxn
OUYKEKPILUEVOU KOIVOU

B AnuoaoioTnTd

B Eidikec ekdOOEIC

B Koivwvikec dpaotnpiotnTeC (Corporate
Social Responsibility — CSR).

B [ToAITIKEC OpaaTNPIOTNTEC

25



Aloiknon MpoBoARC

> UVTOVIOWOC OTOIXEIWV JiIYyHATOC
npoBoANC woTe va avanTu&éoupE eva
OAOKANPWHEVO Npoypapud
ANOTEAECNATIKNCG EMNIKOIVWVIAC
LAPKETIVYK.

[UNOC NPOioVTOC

Aladikaoia ayopaoTikNG anopaonc
>TAad10 KUkAou {wn¢ NpoiovToC
AlauAol eniKoIvVwViac
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[Mpoypapua MapkeTIvykK

Ayopd
[unuartonoinon

>TOXEUON

fonoBeTnon MpoiovToc

OAokAnpwpevn Enikoivovia
MApKETIVYK
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AuvnTikoi 2T0X0I NMpoBOANC

[Tpoownikec NMwANCEIC
NpoonAwon MeAatwyv
Eikova Opyaviopou
Eikova Mapkac
YnooTnplEN KAaTaoTNUAaToC
'Opol cuuPpwviac
'Epeuva ayopaoTtn
Eniokeywn ayopaoTtn
AOKIUN NpOoiovTOoC
IaTpikn cuvTayn
>uaTaon o€ aAAouc

Yi08eTnON NpoiovToC

28



Kupia onueia Npoypappatoc
Alapnuiong

AvanTuén pnvupaToc

B Anuioupyikn oTpaTnyikn

B Baoiko onueio €A&ENC

B KUplo pnvupa

>TpATNYIKN HEOWYV

B KavaAia enikoivwviac

B Eidoc peocwv

B > UYKEKPIPJEVOMOINON HECWYV
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Aia ZTOXwWV

EoTiaon kai ZuvTovIouOC

B BonBouv oTnv kabodnynon oAwv Twv
EUNAEKOUEVWV MPOC £vaA KOIVO OKOMNO

[MpoypappaTa kar AnNopAacelC

E Bonbouv WG KpITNpla yia TNV CIVCII'ITUEI’]
NPOYPANNATWYV KAl oTNV ANWn anopacewyv

MeTpnon kai ‘EAeyyxoc

B [Tlapexouv Ta NpoTUNA KAl Ta opoonua
(benchmarks) yia Tnv a&oAoynon
ANOTEAECUATWV.
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XapakTnNpIoTIKA ZTOXWV

Eidikoi 2ZTOX0!I Enikoivwviac

NoooTika MeTpnoipa KabnkovTa

KaAd kaBoplioPeEVO KOIVO-EMIKOIVWVIAKOC

OTOXOC

YnapxovTa Mpotuna perpnonc (Benchmark Measurt
BaBuoc enidlwkoPevnc aAAaync

> UYKEKPIUEVN XPOVIKN NEPIOOOC
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SMART Goals

Specific (simple, sensible,
significant).

Measurable (meaningful, motivating).
Achievable (agreed, attainable).

Relevant (reasonable, realistic and
resourced, results-based).

[ime bound (time-based, time
limited, time/cost I|m|ted timely,
time- sens|t|y9\

33



[MTQAH2EI2-E2OAA:
EINAI O MONO2 2TOX02;
-Ano TI eEapTwVvTal Ol NWANCEIC;

MpoPBoAd |

Moi6TnTa Mpoidvrog Avtaywviopudg|

Texvohoyia H MMQAHZEIZ)—|Aiavoun|

TipoAoyiakn

H yeVvIK OIKOVOUIKI) TOMITIKRA

KOTAOTOOT
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AveoTpappevn NMupapida
endpacewVv Enikoivwviac

90% Evnuépwon
A

%

40% lMpodiabeon

25% Mpotipynon
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[lpooeyyioeiCc ano Navw nNpoc Ta KATW

0 H yebodoc Tou epikTou - The Affordable Method
B Ti exoupe va Eodewoupe. Ti EXEl PEIVEL

0 H peBodoc aubaipernc katavounc- Arbitrary Allocation
Aev unapxel ocuoTnua. 'OTI gpaiveral kaAn 10€a o€ Pia oTIyHn.

0 NoocooTo €ni TwV NWANCEWV
B [10000TO €ni TWV KATA Jovada NWANCEWV.

[0 IooTigiac pe avraywviopo -Competitive Parity Method
B Taipiaopa pe Tn danavn Tou avTaywvioTn n
B TnG Jeong danavng Tou kAadou.

[0 MeBodoc Tnc anodoonc TnE enevouonc
® O1 diagp. danavec BewpouvTal WC enevouon KepaAaiou
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AMoyn TnNG enikKoivwviag nou

BaoileTal oTnv anown TnCG

Sl1apnuIong
Wyorrom’ ra Méoa

AyopaoTIKN)

ITAOEIG MN'vwon MNpotiunon MeBw > UUTTEPIPOPU

Apaon emmi Twv KaravaAwrwy

37
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Baoikn Apxn TnC OpPIaKnAC
AvaAuonc

Auénoe Aandavec . . . EAN:

To au&avopuevo KOOTOC €ival YIKPOTEPO
ano Tnv oplakn anodoon.

Meiwoe Aandvec . . . EAN:

To au&éavopevo KOOTOC €ival
LEYAAUTEPO ano Tnv oplakn anodoaon.

AldTNPNOE TO eninedo Aanavoy . . .
EAN:

To auéavouevo KOOTOC €ival i00 UE TNV

oplakn anodoon. 39



[MTpoBANuATa PE TNV OpIAKN
anodoon

YnoBeon:
B O nwANOCEIC €ival 0 BAoiKOC
AQVTIKEIJEVIKOC OKONOC TNC O1apnMIonC

Kal/ f TNG NPoBoAnG

Ynobeon:
B OI NWANOCEIC €ival ANOTEAECHA POVO TNC

dlapnuionc Kal TnS NpoBoANC Kal Kavevoc
aAAou.

40



[TpoUnoAoyiouOC ano Navw Npoc Td
kKatw( Top-Down Budgeting)

_|
H avwTtaTtn diloiknon kKabopilel To 6pl10
oaTtravwy

SRR TTNYY

O TpouTTOAOYIOCNOG ATTOVWYV
KaBopileTal WOTE va TTEPIOPICOEI pEoO
OTA 0PI TOU DATTAVWYV

41



NMpoUnoAoyioHOC ano KatTw NPpoc Ta Navw
(Bottom-Up Budgeting- objective & task
method)




Napadeiypa Tnc peBodou ZTOXWV Kal
‘Epywyv - Objective and Task Method

— i i \
KaBopiouog Z1oxwv
(OnUIoUpYia EVNUEPOTNTAG OTO KOIVO
OTOX0G 0€ TTO000TO 20 %)
N /
(. , . .
KaBopIouOG OUYKEKPIMEVWYV EPYWV
(d10MIcCN OTNV TOTTIKN TNAEOpACH KAl
OTO PAdIOPWVO, KOOWG KAl OTIG
\EPNHEPIOEQ)
(. . , )
KaBopiopuodg Ko6oToug TTou oXeTICETAI ME

T Epya

(dnUIoupyia EVNUEPOTNTAOG OTO KOIVO-
\ OTOXOC 0& TTo00O0TO 20%) . 43




[evikoi MNapayovTec nou ennpealouv TNV
eniAoyn Twv Meowv MpoBoAnc/Media
Ol KaTavaAwTEC

To diaBeoipo nooo npolnoAoyiopyou Aan. Alag.

H anodoTIKOTNTA TOU JECOU OE OXEON UE THV
napouadiaon Tou MPoiovTocC

H yewypa@ikn KaTavoun Tou npoiovToc

To OXETIKO KOOTOC TWV O1aPOpWV HECTWYV

H diaBeocipoTnTa TWV HECWV

O1 dpaoTNPIOTNTEC TWV AVTAYWVIOTWV

O kukAoc {wNC TwWV NPoiovTWV

H yop®n Tou gnvupaToc piac olapnuionc

44



Eidikoil NMapayovTec nou ennpealouv
TNV eniAoyn Twv Jeowv/media

H kaAuwn (Reach)
H ocuyxvoTnTa (Frequency)

O ouvoAIkOC apiBuoc npooAwv Gross
Rating Points - GRP’s = RxF

45



Eidikoil NMapayovTec nou ennpealouv
TNV €NIAOYN TWV JEOWV

H anoTeAeopaTikn ocuxvoTnTa
(Effective Frequency):

B EAaxioToc apibuoc enavaAnyewyv oTov
onoio Ba npenel va ekTeBEi 0 OUVNTIKOC
KAaTAvaAwTnc oTn XpoVvikn nepiodo Tou
ayopaoTIKoU KUKAouU (HeTa&u duo
enavaAauBavouevwy ayopwy) N aTo
XPOVIKO OlaoTnua TecoapwVv eROopadwy,
yia va €ival oe 6€on n diagnuion va
ennpeaocel BeTIKA TNV NPOBECH TOU YIaA

/O | > 46




Eidikoil NMapayovTec nou ennpealouv
TNV €NIAOYN TWV JEOWV

H anoTeAeopaTikn ocuxvoTnTa
(Effective Frequency):

B KaBopioTikoi MNapayovTec:

[OH npocoxn nou diveral oTo J.J.€. - Vehicle
attention

O>Toyxoupevo AkpoaTnpio - Target Audience

COOEnmikoivwviakoi otoxol - Communication
Objectives

OAlanpoownikn Enidpaon - Interpersonal
Influence
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H diadikaoia Enikoivwviac

| Media EpTreipiag

Moputrég/
ATTOOTOA£OG

KwdikoTtroinon .
MHNYMA Toinon

-‘IIIIIIIII A'lTéKplO'n, AVdTpO(poaéTnO'n Fllllllllv
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H Aladikaocia EniAekTIKNC
AvTiAnwnc

ETI'I)\E'.KTIKi' 'EK9£O'E

E1T|A£KT|Ki' I'IEOGOE?
EHIAEKTIKE' KaTav()EGE
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2 XE€QIAONOC NMPOoPBOANC

A€eKTNC/KATAVONON

B Mnopei o OEKTNG va KataAaBer Tn dia@nuion;

AiauAoc/napouaciaon

mloia péoa Ba «auEnoouv» TNV napouaciaon;

Mnvupa/anodoon

H [ToloC TUNOC UNVUUATOC Ba ano@EPEl EUVOIKN
oTaon;

Mnyn/npoooxn

B [Toloc Ba €ival anoTeEAECUATIKOC OTO VA

TpaBn&sl Tnv Npoooxn Tou OEKTN; 52



XapakTtnpioTika Mopnou kal Tunol
Ene&epyaoiac AekTwV

XOapakTNEIoTIKA TTohTTou  Aladikaaoia

A
AR

AglotrioTia
A




A&lonioTia nounou

H ekTaon kaTta Tnv onoia o Nounoc
BewpeiTal OTI EXEI:

B vwon

B IkavoTnTa

B Euneipia

Kal n nAnpogopia Bewpeital OTI €ivail:
B AEionioTn

B ApEpOANNTN

B AVTIKEIJEVIKN
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EAkuoTikKOTNTA MNounou

OuolopgopPpia

B OpoloTnTa PYETA&u ToU NMOPNOU Kal ToU
OEKTN TOU PNVUHATOC

E€oikeiwon (Familiarity)

B[ vwon Tou Nounou JeEow
enavaAauBavouevne N EKTETAPEVNC
ekBeanc

>upnabBeia (Likeability)
l@auuacpoq yia Tov nouno nou nnyadel ano

TV PUOIKN Napouadia, N aAAa Nnpoocwnika
xapiopaTta =




H xpnon AilaonuoTnTWV
(celebrities)

Ynootnpi&n (Endorsements)

B H diaonuoTnTa, €iTE €ival €10IKOC, €iTE OXI, ANAQ
CUMQWVEI 0TN XpNon ToUu ovOopaToc Kal EIKkovac Tou/Tnc¢
Kal oTnv NpoBoAn Tou NpoiovToc.

>uoTaocic (Testimonials)

B H diaonuoTnTa, ouxva evac €10IKOC UE EUNEIpia OTO
npoiov, enifeBaiwvel TNV QUOIKN KAl OIKOVOJIKN a&ia
TOU.

TonobeTnosic — nAaoapiouara (Placements)

B H papka «nAaodperal» g€ €va KIivnuaToypag@iko epyo N
o’ e€va BguaTa TnAeonTIKO onou BAENETal an’ To KOIVO

KAl XpNOoI1JonolI&iTal N OUVOEETAI JE TOUC XAPAKTNPEC TOU

£pYOU. 56



H xpnon AilaonuoTnTwyV

ApauaTonoinoeic (Dramatizations)

O AICIOT]LIOI I’]GOI‘IOIOI N pows)\a snlélevuouv ™
xpnon ™NC uapKaq KaTa ™ dlapkela O'KI‘]V(DV o€
EPYO N 0€ ONUOOIEC spcpavmslq nou sxouv
oxedlaoTel yia va €nidei&ouv TO NPoiov.

Eknpoownol (Representatives)

B H dilaonpoTnTa Oup(pwvsl va sKnpocwnsuoa
(spokesperson) TN NApKaA usow NOIKIAWV HECWV
yia Hia EKTETAMEVN XPOVIKN NEPindO.

TauTion (Identification)
mH 6|aon|J0TnTa ouvnlwc o€ ouvspvama UE TOV
napaywyo, EIGCIYEI nv 6|Kn TOoUu/TNC |Jap|<a
)(DI‘IOILIOI'IOI(L)VTCIC TO OVOMA TOU/TNC WC TO OVONQ

TNC Japkac. 57



Xpnon AlacnuoTnTwyv oTIC Enixeipnoeic Mapoxng
YNNpeCIWV:
Evioxuon A€lonioTiac kal Egyniotoouvng

Hewlett-
Packard CEO Carly Fiorina
appears as a spokesperson
for the company in this
commercial




Lindsay
Wagner is an effective
endorser for Ford dealers
because she does not over-
shadow the product 59



Revlon makes
effective use of supermodel
Cindy Crawford in this ad

R
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Michael
Jordan’s many endorse-
ments indlude Gatorade

61



"EAEN Tou ®OBou kal Anodoxn
TOUu MnvupuaToc

ATTO00X >

/

Emdpdaocic AieukOAuvang

ETrakoAouBn
Mn JOVOTOVIKA KQUTTUAN
ETriTredo ¢p6Bou

AvaoTaATIKEG ETTIOpACEIC

<{_Améppiyn
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Yoan oo pick R hepbtirh whes e g The n: e Liresms ar Diwepa: Crooaliod aadl

Tt sisld coretes 5 e thee 'L rddet] tye, | oo Prewshgbpn o0 1] recomsse npdn imimmimisticn e
raw sBaWieh of Wodir e dnn 1t B rgpe gl irxeekars in b ek s, Flarnc cradbdike i oosey
vrl. e Frman iment o] Fedete — Bl sl i cim s, can pesenl Yog leoin hepamis A
preered] by powpds wia den® ke i e oL IMENT prevy o SHE S0 I o0 L0 S |
Az worn the besd [flagea digld legdagder

. Ak Ty physioen phamd e

Syanme ol A .
in_ll::li:;,'i.r.lril::l'. mﬁ:-_:h‘il_ r!'l_llllnmll.ﬂ:rm o wiar mra
fewer, vemneting ol oEop e Sl s il ar i Lt 2 wieelis befare
1 CLE: R SION, s ey il TiX YR DAL sl furoe a2 vl iy
e wrk amal o vigrics sl wtﬂ-ﬁ.mm Frlumet o frmymorian? patiei
Bl Irereticated i Tidic, adecenl 1o this 24,
The woeki's firet hopedtitie & i

Tt it Tt T gy b L ol mr, oy mptaleral. bl B, i
L-HOHEERA- A |1 B 45 7-2020]

W a 1ilr it

et iy gk il PR

Hamailrem T T L L

This ad uses a
mild fear appeal but
reduces anxiety by offering
a sofution to a probiem
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Xpnon Xioupop

Ava@QopIka PE TNV NPOCOXIN KAl TV EVNHEPOTNTA:
[ Mnopsl va BAayel Tnv avaK)\ncn Kal Tnv KaTavonGn
B Mnopsl vda cupBa)\)\sl OTNV anoTunwon Tou OVOUATOC Kdl
E£VOC anAouU KEIJEVOU
B Mnopei va BAQWEl TNV anoTunwaon evoc MOAUNAOKOU
KEIMEVOU
B Mnopei va cuuBaAAel ornv diatnpnon

Ava@opika pe TNV neibw:
B Mnopei va cuuBaAAel aTnv a)\)\ayn LapKWV
B Anuioupyei 6eTikn d1aBg0on, evioxuovTac TNV Nebw

Agv oupBaAAel otnv a&lonioTia Tou NOoPNoU

Agv €ival anoTEAECUATIKO OTO VA NMPOKAAECE]
dpaon, NWANCEIC
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Yellow
O RO G . Pages — Mistletoe.
B R SRR The gentle use of
! SR o 1 I!//p ™ humour is
, . GOOD OLY'! exemplified by
s g g s Yell P oG
= YELLOW PAGES. JASAES

74 w o Y Picture
4 S reproduced with

~

the kind permission
of Yellow Pages.
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Xpnon XI0Upop

EYNOIKOI PO= TO AY2MENEI> [IPO2 TO
XIOYMOP XIOYMOP

ANMIOUPYIKO MPOCWIKO O YneuBuvol gpeuvac
Padiopwvo kal TNAeopaacn O Apecn anooToAn HNVUNATWV
KatavaAwTika ayadd pikpnc (Direct mail), epnuepideg
diapkelac wng O Alapnuion €NIXEIPNOEWV
Enixeipnoeic unnpeciwyv O MpoiovTa nou ansuBuvovTal

[poiovTa nou €ival oxeTIKA O€ ENMIXEIPNOEIC
LUE TO XIoUUOP O AyaBa kar unnpeaieg

Kolva nou ivar: €uaiobNTNG PUONG

B NewTepa og nAikia O Koiva nou eivai:

B [1epIO0OTEPO HOPPWHEVA B MeyaAuTepnc nAIKiac
AVWTEPOU OIKOVOMIKOU AIYOTEPO HOPPWHEVA
ennedou XapnAOTEPOU €1000NNATOG
AVOpEC ' [uvaikeg
EnayyeAparieg A1IYyOTEPO €EEIOIKEUNEVOI N

aveldikeuTol




Texvikec «QOnonc»

Enideiéeic oTo onueio nwAnonc, stands
Eunopikec cudpwvViec, €10IKEC EMIOEIEEIC
[looooTa npoc Touc evdlapeoouc, Bpapeia,
dwpa

> UMPWVIEC VIA CUVEPYATIKNC dlapnuion
Ala@nUIOTIKO UAIKO, EVBETA
XpnuatodoTnon n "spiffs"

KataAoyol, eyxeipidia, Collaterals,

>uvedpla €raipiac, cupuBouUAla =



«'EAENC» TEXVIKEC

AglypaTiopol, Owpeav OOKIUN
[1pOCQPOPEC EKNTWONC

EKNTWTIKA KOUnovia

> UVOUAOHOC NMPOOPEPOHEVWV EIDWV
[NooooTa n dwpa

Alaywviopoi, Aaxeiopopoc ayopd

Alapnuion oto onueio ayopac (Point-
of-purchase)

68
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'0non evavTi 'EAEswC

TT(!KTIKI] 'QGr]ong

NMNapaywyog

Xov6pa|mopog

I: Alavaprropog
KatavaAwTng

Pon [TAnpo@opiwv *



2TPATNYIKESC ETTIKOIVWVIAGC VIO
Emixeipnoeic apoxng Ymrnpeoiwy

XpNon ¢ekabapwyv Kal 0a@uwyv uNVUPATwy

‘Ep@aon ota opEAn (agia) yaAAov TTapd oTa TEXVIKA XOPAKTNPIOTIKA
Y1rooxeon povov o€ OTI JTTOPEI VO TTPAYPATOTTOINOEI

Ala@nuion (ETTIKOIVWVIa-ONUOOIEC OXETEIC) TTPOC TOUC £PYAlOMEVOUC
ATTOKTNON TNG MEYIOTNG dUVATAC OUVEPYOATIag ATTO TOUG TTEAATEC
XTiolgo emavw oTnv etmkoivwvia word-of-mouth

[Mapoxn amTwV-UAIKWYV OTOIXEIWYV WOTE VA EVOUVAHWOEIC TO
OlIa@NUICTIKO pAvuua

L1 AvATrTucn ouvéxeliag otnv TTPOoROoAN

L1 AppBAuvon Tn¢ aBeBaidotntac heta TNV ayopd

L1 Tpoowtrik TTwAnon (11.X. private banking, pharmaceutical care)

OO00O0000
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Movtého Ilowotntog ¢ Yanpeoiog

®Aun amd MPOOWTTIKES AVAYKEC Eptreipia
yvoTo MapeA@b6vTOG
o€ YVWOoTO
Avapevopevn
ESutrnpétnon- NMpoodokieg
Kevo 5
AvTtiIAapBavopevn
ESutrnpétnon
. Kevo 4
I'Iapgxn ESwrepikn
ESutrnpétnong Emikoivwvia
M€ TTEAATEG
Kevo 3
) Metdo@paon avrIAQPewyv
Kevo 1 o€ TTPOdIaYPUPES
moI0TNTAG EEUTTNPETNONG
Kevo 2

Aloiknon AvtiIAQYewv
TwV NMpoodoKiwv
TwV KatavaAwTtwyv



To povtélo “Servuction”: Eva poviélo mov ypnowonoteital yio vo
eneENYNOEL TOVC TAPAYOVTES TOV EXNPEACOVY TNV EUTELPIO TTOUPOYNC LG
Ynnpeoiog, couneptiopPovopivmy tov Topayovimy Tov Eivol 0paTol GToV
KOTOVOAM®TT] OAAQ KO QUTOV TOL OEV E1vaL.

- AYYXO MEPIBAAAON IIEAATHY
A’
MH EM®ANEIL MPOZQMIKO MOY
ATAAIKAZIEZ KAI | KANEITHN ENTA®H \
SYSTHMATA ﬁ
IHEAATHX
MPOMHOEYTHE B
N\ YIHPEZIAY
MH EM®ANEX OPATO

2YNOAO QOEAEIAY (KEPAOYY)
ITIOY AAMBANEI

OHNFAATHY A’
\UAS B VAVaSY S S V—ba \




Xrpoatnyikn ™ Emycipnong & Xvompo lopdaodoonc e Yanpeoiog

A A A A

Awtnpnopdt-
ta. Epyalopevov

Avénon
Ecddov

A 4 A\ 4
[Howvtnta ,| Ikavormoinon T Avtioppavope- .| Ixavomoinom [Totog
Yrnpeoiog Epyalopévav l vn Aéia [Tehd ITelang

v

T Y7mn pfciocg 3

= ‘ Kepdopopia

. [Hopayoywodma
* Xxed10.6 10 E?)y&guév 0;1\/ » AmotéAecpa

Xdpav Mot tag * AloTnpnopoTnTaL

* 2yedtoo g Yanpeoiog yia [Tehatoroyiov
Oécemv tov Ilehdn * EnavoriapPavopeveg
Epyaciog HeAnoceg

* Enthoyn » 200T00N
[Ipocwmikov Kot
Exnaidsvon * XYEQGOC Ynn’ peciog

* Avtapopn Yl TNV IKOVOTToinon
[Ipoocwmuko Kot GUYKEKPLEVOV

AVOYKAOV TOV TEAATN

OVOYVMPLoT

* Epyaieia
ESummpétnong
TOL TTEANTT
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'Egpaocn oTo E0WTEPIKO MAPKETIVYK

(M

m McDonald’'s Corporation m lovin’ it"

ABOUT McDONALD'S INVESTORS FRANCHISING NEWS CAREERS OUR YALUES

People Promise

Corporate
Responsibility

Corrnunity
Ervvironmert

Responsible
Purchasing

FPeopla

Resources &
Recognition

CR Reports
Diversity

World Children's Day

People

e value ol Wour growth ahd ol contributions.
McDaonald's People Promise

AtwcDonald's, we know that people are our mostvaluable resource. We

aim to be the best employer in each community around the world where we
do business.

COur People Principles
Cuar People Principles guide us in delivering on aur Peaple Promise. They commit us o

# Fair and respectiul treatment.

=« Recognition and rewards for good work,

® Openness, attentive listening, and appreciation of diverse opinions.
s Competitive pay and benefits.

« Support for personal and professional development.

¢ Resourcesto getthe job done.

Opportunity

Work at McDonald's means opportunity. Many of odr corporate employees started as members of a
restaurant cresy. They include President and CEQ Charlie Bell; Claire Babrowski, Corporate Senior
Executive Yice President and Chief Restaurant Operations Officer; and Mats Lederhausen, Managing
Directar, McDonald's Wentures. Yice Chairman Jim Skinner started as a restaurant manager trainee.

Cur commitment to opportunity includes support for our employees' education. McDonald's Argentina,
Alstralia, Japan, Russia, and the LUK provide callege schalarships for employees. There are alsa
scholarships for McDonald's LS. restaurant employvees. McDonald's Romania suppors crew
development through an international student work exchange program.

74
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EvdeikTika KpiTnpla a&loAoynong
UNNPECIWY VOOOKOUEIOU

J.D. Power Consumer Center  puto  Boats Electronics Finance/Insurance Travel Telecom Homes [(EENGIe o

hetter decisions
siart here,

Making informed healthcare decisions is not always easy. J.D. Power and Associates can
help you choose a hospital that provides an outstanding patient experience.

Distinctions
Distinguished H'Eﬂ'.thf.are
Hospitals ) ) _
Distinguished Guidelines for Choosing a High-Quality Hospital W HEALTHGRADNS
Health Plans
By HealthGrades
News 1. How does it rate?
Check out the hospital's quality ratings provided by a number of different arganizations, including
P"""'E"!:a'lcts - HealthGrades (waw healthgrades com), The Leapfrog Group {ww. leapfroggroup.org), and the Joint
Hospitals Commission on Accreditation of Healthcare Organizations (wewee jcabo. org).
PowerFacts -

2. How many do you do?

Health Plans Find out how often the procedure you may need has been pedformed at the hospital and compare it

PowerInsights with established guality minimums and with other area hospitals.

More about the 3. Is this the best hospital for my specific service?

Hfff"-'_h':ﬂ"e Mot all medical and surgical services are covered by all hospitals, and skill levels and guality ratings
Division of each semice line are likely very different, even in the same hospital.

4. What does your physician recommend—and why?

Better Business Bureau Your physician is respaonsible for guiding your care and is likely familiar with facilities and options in

File a complaint your area.
3. How good is the hospital staff?
Why should I trust Find out the percentage of physicians that are Board Certified in their specialty, and what is the |evel
of training of the surgeon or surgical team. Also ask about the nurse-to-patient ratio. Typically there
1.D. Power is one R.M. for every three to six patients for a typical nursing unit, and ane R.M. far every twa
ratings? patients in the Intensive Care Linit.

—— 6. What are the hospital’s outcomes?
Hel_p Ask about outcome measures for your procedure, including mortality rates and complication rates.
Also find out what specific after-care will be provided by the hospital, and the discharge planning and
FAQs coardination function for your full recovery.



EvdeikTika KpiTnpla a&iohoynonc
UNNPECIWV VOOOKOUEIOU

mEar a e rEEEpr -

Why should I trust

1.D. Power
ratings?

Help

FAQs

5. How good is the hospital staff?
Find out the percentage of physicians that are Board Cerified in their specialty, and what is the level
of training of the surgeon or surgical team. Also ask about the nurse-to-patient ratio. Typically there
is one R.N. far every three to six patients for a typical nursing unit, and one R.M. for every two
patients in the Intensive Care Lnit.

6. What are the hospital’s outcomes?
Ask about outcome measures for your procedure, including mortality rates and complication rates.
Also find out what specific after-care will be provided by the hospital, and the discharge planning and
coordination function for your full recovery.

7. What are the results of the hospital’s latest consumer satisfaction survey?
Patient satisfaction scores are a likely indicator of what your experience will be in a particular
hospital, and they can allow you to judge guality based on the experience of many previous patients.

8. Does the hospital look clean?
If it doesn't look clean, then it likely isn't, and that can lead to serious problems for you. Ask if the
hospital has a dedicated Quality Assurance Department and if they have an Infection Control
Coordinatar.

9. How well do they communicate?
A hospital's willingness to communicate with the patient—as well as the family and other
caregivers—hbefare, during and after the hospital experience shows concern and compassion for the
community.

10. Is there a patient “hbill of rights™?
Make sure that the hospital is "patient-centered” in their beliefs and wision.

Mate: This list identifies some of the issues to consider when choosing a hospital. Any decision about
where to seek medical care should be made in close consultation with a patient's healthcare provider.

About HealthGrades

Health Grades, Inc, is a healthcare guality ratings, information, and advisory services company. Clients
include healthcare praviders, employers, health plans, insurance companies, and consumers.
HealthGrades works with healthcare providers to help assess, improve, and pramote their gquality.
HealthGrades provides consumers access to information about healthcare providers and practitioners
through its Web site and provides liability insurers, employers, and payers with critical information about
healthcare quality. For more information regarding hospital quality, please visit waww. healthgrades. com.

Privacy policy | About us | Contact us | © 2004 J.D. Power and Associates



>T0 MKT unnpeoiwv n egpaacn OiveTal oTnv Xpnon
anNTWV-UAIKOWX OUUBOAWV NMPOKEIPEVOU VA
EVIOXUOEI NG auAnc unooraonc TNG
unnpeol

EBNIEH TFPATIEZA

THE EAAAADE BE &1 ii04d
H TPANEZA
H Tpancla Bpped aeblda = H Tpdnedo = H Tpdnsla | gonfmon

IoTopikd ETaixEia H TpﬁWEEﬂ | [

B D fer oy
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Luwad AayproTog
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89764 BfEQK Tou ZupPauliouw Tay Eupondiwy KomoThToey, IBAN

Broakm 'O
Tunroad A myrise
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&4 KLM Royal Dutch Airlines Comprehensive Travel Planning Site - Netscape

.| File  Edit “iew Go Bookmarks Tools Window Help

ﬂl [Qﬁearchl ‘

‘ Q e @ @ ‘Q | hikkp: e, K, comtravel_enfsplash.jsp
b

+
I...

Rellable Airline I(LM

Royal Dutch Alrlines

select your select your
country language
of residence of preference

I Metherlands j I Diutch ﬂ Go to the site o

Select your country of residence for your local KLM webzite m Seleccione su pais de
residencia para la pagina de Internet local de KLM u Selecteer het land waar u woont
voot de lokale webzite van KLM a Wihlen Sie das Land Ihres Wohnsitzes fir die
betreffende KLM-Internet-Seite m Choisissez votre pays de résidence pour votre zite Wehb
local KLM m Selezioni il Suo Paese di residenza per entrare nel locale sito web di KLM

ﬂ Remember these settings



PENNSTATE
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Penn State Budget | Penn State Tuition | Fact Book rCommon Data Setp\ppropdation equest| Public Accountability | High School Proj

Budget Presentation

Operating Budget Detail

A
Appropriation Request
We.lcom.e tO the - Stairs’Rhoades Report
University Budget Offi e e
University Policy Manual bn Request

Qur goal is to make Penn Statg's Budget {National Repot tard on
information available tq faculty, §taff, studenft.scher Education
citizens of the Commonwfealth for the\r inspection

Iperating
Tuition Task Force Report Report

Browse through our wehsite using\the main g:“m“p"l:sc"mem‘“'s"“' By,

above or use the searchltool helow to N\nd speci Tuition
Graduation Rates

interest.
Student Financial Aid
P. Richard Althouse Common Data Set iz ;
% : e n
University Budget Officer djgulation Agreements

Official Press Release

'Epgaocn 0 oTolixeia Tou
uiynaToc Enikoivwviakng
ZTpaTnler']q NOU OTOXEUOUV

O‘rnvllKownytwmyn Kal1.0"..0A0UG

865-7641 | 214) 863-2050

TOUG EUNAEKOUEVOUG

estions an ymments - Privacy Inform ation

(Sha reh@' @S} ListSers - AboutUs - Site Map




r HOME FEMIKOINGMNIA + SITEMAP rENGLISH r FAQS + MEDIA CENTER

: Tandvraya : Fun&info  : Online - My . ETaipikég : Vodafone
Tﬂ' KLYNTO urr.lq shop "nr'u-:lnfnnu urmpamr, livel

vodafone™

ZUVTOpEUOEIS: B vodafone Mail Bl MMS Photo Album B Pubpioeic Zuokeuhv B =-Billing B =-Care

Vodafone Mail (6]

wodafone™

= Mpoomopoi I

Itow Dido g Vodafone Dpapa kar wabBnpEpivr emidiotn anoTeAs
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