Marketing
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Hiypa papketivyk ® KUKAOC {wn¢ Tou poiovioc ®  uloBetnon
KQLVOTOUWY ®  Tipolov/TipoAoynon/mpowBnon/dtavoun
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Meiypa MapKeTvyK
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Tu eivon To peiypa marketing

To mokéto mpoodopac n Helypo marketing n 4P
(ovopadetal €tol H10TL Ol AVTLOTOLKEC aYYALKEC AEEELC
apxilouv amno P) eivat o cuvbuaopoc epyaAeiwv Tou
marketing ywa va kavouv 1o mpoiov emBupNTO Ko
TPOGLTO OTOUC KOTOVAAWTEC TNC OlyOPAC-CTOXOU.
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To peiypa marketing meptAappBavet:

4 Ps
* Mpoiov ("roduct)

* MPoBoAf ("romotion) | govennc | <ewevedis
* Twn (Price) \

°* Awavopun (“lace)

Meilypa
nPoBoAng

E€wteplko
niepLBaiiov
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...KOlL AIOTEAOUV Ta Baokad otoxeio twv 12 1 21 R
....OTOLYELWV TOV piypatoc marketing
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Marketing Mix

Promotion
- Personal Selling
-Advertisement
- Public relations

- Promotion

Product
- Design
- Uniqueness
- Quality
- Package
- Support
- Warranty

- Brand name

Target
Market

Price

- Pricing Strategy
(skimming
Penetration...)

- discounts

- Bundling

B8 - Price discnimination

Place
-fransportation
ditribution channels
- order processing
-Inventory

- Location




Meiypa HOPKETIVYK

Aiota dpaoctnprotiitwv marketing
KoL Katovoun BaceL twv 4 p's
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4 P’s

MARKETING / Adpnpoc Mkiouénag

The Marketing Mix

I

Design
Quality
Functionality
Technology
Branding
Packaging
Services
Availability
Warranty

|

Trade Channels
Strategy
; Coverage
List Price
Assortments
Discounts ,
Locations
Allowances
. Inventory
Payment period ,
Transportation
Credit terms L i
ogistics
Payment methods &
E-Commerce

Promotion

Advertising
Personal selling
Sales promotion
Public relations
Direct marketing

Corporate Identity
Form of promotion




4 P’s: epndaon
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Emphasis on

T -
" Promotion 13

Examples

Discount supermarkets
Low-cost airline

Soap powders
Furniture retailers

Luxury motor vehicles
Tailor-made holidays

Convenience stores
Coffee shops




4P's=4C’s

Mpoiov (Product) EmiOupiec mehatwv (Customer needs and wants)
Twn (Price) Kootog ywa tov meAatn (Cost to the customer)
Awavoun (Place) EvukoAia (Convenience)

MpowOnon (Promotion)  Emwowwvia (Communication)
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Aleupupevo peiypa marketing unnpeocwwv

Twn TonoBecia

KootoAdynon KavaAia Atavopng MpowBnon

AvOpwTivo Duoikn AnodeLén NeLtoupyikn
Auvva ko NeptBaAiov Awadikaocia

MARKETING / Adpnpog [kiovénag
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e F§

[Mpolov
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Mpoiov

Mpoiov eivat Eva UALKO N aDAo €l60C¢ ou poodEPETAL Yo TwANCN
O€ ATOMA TIOU TO £XouVv avaykn. KaBe mpoiov sival piypa
oTolxelwv (oTUA, Ttolotnta, mpodlaypadEC, K.al.), TTOU UImopouV va
TpornomnolnBouv yla va TalplalouV PE TLC LVAYKEC TNC AYOPOLC

OTOYXOU.
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Enineda npoiovtoc

Mpoiov elval Eva cUOTNUA UALKWV
Kol AUAWV oTolxeiwv Tou dla
LECOW TWV XPNOLUOTATWY TOU
napayel wPpeAela

MARKETING /Aounpoc [KlouZénag

[apddoom Buouxo ngoidy

Aopeéc yio
KOLVOVIKOVG
GKOTIOVG

Zuoxeracio

[owdte

Erovuuia

[Mpoypappoto
ToTOTNTOG

Torwmzol

ool Baoua wpéhew

Emotpopn
xpnudtov

Xapuxmouotiwd

Eyyino

Zuvajonor
Atevpupevo T—
npoiov oo
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Enineda mpoiovtoc

Epapuoote TNV Evvola TOU PacLKOU, TTIPOYLOTIKOU Kot
SOLEVUPUEVOU TTPOLOVTOC

MARKETING / Adpnpog [kiovénag
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Enineda mpoiovto¢

1. Baoko mpoiov
Metadopa

2. MpoyHOLTIKO TP OLOV

TeXVIKA XapaKTNPLOTIKA: amodoaon KvnTtRpo, KATAVAAWGCH, AVTOX KoLl TIOLOTNTO UALKWY
MpooBEeTA XAPAKTNPLOTIKA OTIWE CUCTAMATA TTAOYNONG, KAUEPEG, aaepoaakot, ABS, ESP,
ASR, KTA.

2xedLaopog (design)

3. AlEUPUUEVO TTPOLOV
Aftersales service, Mapadoon, Eyyunon, 06k Bonbela, Motwtikol 0pol, Zuvtrpnon,
rontpo

AUGMENTED
XTRA FUNCTIONS

EXTRA FUN
OF PRODUCT
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2ELPEC MPOLOVIWV

Otav pa etapia tpoodEpet pa opada ano cuvoadgn npoiovia
TOTE AEME OTL EXOUUE OELPA TIPOLOVIWV

OL OELPEC TPOLOVTWV:
* QVTOTIOKPLVOVTOL O€ TTOAPOMOLEC AVAYKEC TLEAQTWV
e OLOVEUOVTOL OTTO TIOPOLLOLO CNMELX TWANGNG
* EUMLITTOUV OE CUYKEKPLUEVN KALUOKOL TLLWV KOlL
e amevBuvovtol o€ TTOPOUOLEC OMAOEC-OTOXOUC

MARKETING /,

Aapnpog [kiovénag



Mpoiovtiko peiypa (product mix):
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Mpoiovtiko peiypa (product mix): BaBoc (depth), ebpog (width), uikog (length)

Product Mix of IKEA

A Living Room Bedroom
B |
[=%
2 v v v v ¥ 7 3y 1
= Sofa's & Armchairs Tv Stands Living Room Coffe & Side Beds
= Fabric solas & Starage Tables Wordrobes & Bedroom  Bedroom Mirrors
= ‘Leather sofas e -Bookeases -Coffee tables -Double & king Storage Lighting
= -Sofa Beds Tv benches -Shelving units -Console tables Size beds ANardrobes Tolie larnps -Wall mirror
2 -Modular Sofas T e “Wall sheles -Side tables -Single beds -Clothes storage Wl lights -Decorative
a iyt -Tw media storage -Storage boxes -Storage beds -Underbed siorage Led lights Round

JEXIFA COVETS -Under beds -Diressing tables Floor lights
v Footstools
; Pr line Lengh
Product line Length oduct line Lenght

Product Mix Width

MARKETING / Adpnpog [kiovénag



Mpoiovtiko peiypa (product mix)

BaOog¢ (depth) ko pkog (length) ypoappung

PROCTER & GAMBLE

Laundry

detergents Toothpastes Bar soaps Deodorants Shampoos Tissue/Towel

lvory Snow 1930 Gleem 1952 Ilvory 1879 Old Spice 1948 Pantene 1947 Charmin 1928
Dreft 1933 Crest 1955 Camay 1926 Secret 1956 Head & Shoulders Puffs 1960

< || Tide 1946 Zest 1952 Sure 1972 1961 Bounty 1965

& | Cheer 1950 Safeguard 1963 Vidal Sassoon 1974 Kigs’ Fresh

Q  Bold 1965 Oil of Olay 1993 Pert Plus 1979 Wipes 1998
Gain 1966 lvory 1983
Era 1972 Physique 2000

Febreze Clean
Wash 2000

Width

MARKETING / Adpnpog [kiovénag



2TPOTNYLKN TPOIOVTOC

1. Evtatiki MARpoug Fpappng: Miele (OlKLAKEC CUOKEUEC)
2. Evratikn Neploplopévnc Mpoppnc: Bosch (ASUKEC OLKLOKEC CUOKEVECG)
3. EkAektikn Fpappn Mpoiovtog: Carrier (KALUOTIOTIKA pLNXOLVLOTOL)

4. Movonapaywyng: Morris (TAuvtipla matwv)

MARKETING /,

dpmpoc [kiovlénag



Brand: Znpa

‘Eva brand énuioupyeital amo Eva ovoua, pa dppaocn, Eva cUBoAo,
uia ypadlkn mapaotoon r Eva cuvouaopo oo avtd. (opLopog
AMA 1960)

To onua oG LapKac eivol To cUPBoAo N N ypadikn mapactacn mou
XPNOLUOTIOLELTOL VLA VO AVaLYVW PLTETOL OTTTLKAL TO TIpoiov. Otav
LLALPKOL TIOLPEL TOL VOULKAL OLKOLLW LLOTOL, UAQLLE VL0l EUTTOPLKO GALIOL.

MARKETING /... riiouenoc



2TPOTNYLKEC CNMUATOMOLNONG

H xpnotluomoinon tng idlac ovopaoiag papkog oe KaBe npoiov
(oTpaTNylKN TNG OLKOYEVELAKN G LAPKAC).

H xpnolpomnoinon pog EexwpLlotng ovopooioc os kaBe npoiov
(otpatnykn moAAATTANG AP KOC)

H xpnolupomnoinon evoc cuvouaopoU TOU EUMOPLKOU OVOUOTOC
TNC €TOULPLOC KOl TOU OTOULKOU OVOLLOTOC TOU MTPOLOVTOC, Kall

H xpnotponoinon pog EexwpLotng ovopooiog Hapkac os KaBe
opada npoioviwy, ou dnULoupyel N etapia cUUPwWvVA PE TNV
noLotTnTa.

MARKETING / Adumpoc [kiougémag



JUOKEV OOl

H cuokevaoia néEpa tov ot e§aocdaAilel Tn pn kataotpodn Kat
tn un $Oopad tOou mMpoiovroc, Bonbdsl tnv nwAnon divovtog
OTOV KOTOVAAWTH CUYKEKPLUEVEC TAnPOPOPLEC:

®* Qo TL aroteAElToL

* TIWC va xpnotpormnolnBei
*  TWC Vo amoBnkeuTel ‘ ,
* 0t TL SladEPEL o Ta AVTOYWVLIOTIKG Tipetévta , . F

e &va SLadNULOTIKO UAVU O

* TNV Eyyunon &

° TNV TLUA K. AL

MARKETING /“"“4,111"“‘»\}«, [kloud¢nag



MARKETING / Adpnpog [kiovénag

KukAo¢ Zwng NMpoiovtoc
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KapmUAn kOkAovu {wn¢ ntpoiovrog (KZn)

MARKETING / Adpnpog [kiovénag

ANAMNTY=H

\

OPIMOTHTA

T TN

KEPAH

\ KAMWYH
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KapmnuAn kOkAovu {wn¢ itpoiovroc (KZN)

ZTABI0 CrC ToU NpaidvTog

- XpivoC LOBETNONG NpoTovToC

BEiFaywyr Avanmutn  QpipdTnTa Mapak g

MARKETING / Adpnpog [kiovénag
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KukAo¢ {wn¢ Tou mpoiovtocg
* Eloaywyn: NAEKTPLKA aUTOKLVNTO, OAoypadLkn
npofoAn, YyuaAld EmMavéNUEVNC TIPAYLOTLKOTNTOG,

stick PCs
e Avantuén: smart watches, tablet PCs
* Qpuotnta: laptops
* Napakun: desktop pc (;)

MARKETING / Adumpoc [kiougémag



KukAoc {wnc Tou mpoiovtoc: oAoypoadikn mpofoAn

28
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KukAoc¢ {wn¢ tou mpoiovtoc: otadlo 1 (etocaywyn)

* OEV EXEL CUYKEKPLUEVN XPOVLKN OLapKELaL
* SladEpeL Ao nPoiov o€ npoiov

e mept\apfavel upnAa KOoTN

e £xeLuPnAo Babuo amotuyiog

* OAn n nmpoonaBela tov marketing mou yivetal elvol va
dnuoupynoet embupia ywo To mpoiov auto kab’ auto
KOlL OXL YLOL TN CUYKEKPLUEVN LAPKOL

MARKETING / Adumpoc [kiougémag



KukAoc¢ {wng tou npoiovtoc: otadlo 2 (avamtuén)

* oL TMWANOELC KoL Ta KEPON avéavovtol

* ELOYWPOUV OVTAYWVLIOTEC OTNV ayopa HULMOULLEVOL TO
NMPWTOTOPO TTPOLOV

e Slvetal peyalutepn Epdaocn otn LapKa
e elval Suvatov n TN va apxloel va mePTEL

MARKETING / Adpnpog [kiovénag
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KukAoc {wnc Tou mpoiovtog: otadlo 3 (wpLtpotntoy)

* OoLTWANOELS ouve)ilouv va avéavouv aAAd pe puBbuo 1o apyo
art’ OTL oTNV IPonyouUevn tepilodo

e oLTwANoEeLC ayyilouv to uPNAOTEPO oNUELD
* 0 QVTOYWVLOMOC ELVaL EVTOVOC

e oLTapaywyol darovouv MEPLOCOTEPO OE TIPOOTIAOELEC
npowbnonc kat dtadpnpLong

* OLTIapAYWYOL EVIOXUOUV TO TIPOLOV UE VEA XOLPOLKTNPLOTLKA

* HELWON TWV KEPSWV KalL YLOL TOV TIOPOYWYO KOl YL TOV TTWANTH) Tou
NPOLOVTOCQ

MARKETING / Adumpoc [kiougémag



KUkAog {wn¢ Tou mpoiovtog: otadio 4 (mopakun)

* oLTtwANOCELS Ko Tt KEPSN dBivouv

* TIOAAEC €TOUPLEC atOcUpOVTAL OO TNV ayopd

* 0 EAEyXOC TOU KOOTOUC €lval TtOAU CNUAVTIKOG

* 0L ETAOYEG TOU management tng statlplog ival:

" VO QVOVEWGOEL TO TIPOLOV

= va afloAoynoeL TNV armodoTIKOTNTA TWV TIPOYPAUUATWY TTOPAYWYNG Kol
marketing

= vo KoTapynoeL ta pn kepdodopa mpoiovia amno tn OELPA MPOIOVIWY

" va e€aVTANOEL TO POIOV HELWVOVTAC O T KOOTN 0° OAa Ta eTtimeda LEXPL TNV
OALKN TOU armocupaon Ao tnv ayopa

MARKETING /Aulmpm, [KlouZénag 32



KZIM: edpappoyn

* Avadepete 1 mpoiov yia kabe paon tou KZIM

* Nepypayte o Mpoiov Pacel Twv MEAATWY, TNG TLUNG,

Tn¢ tomoBeaoiac Ko TNC mpowbnong

MARKETING / Adumpoc [kiougémag



KOkAocg Zwnc Mpoiovtoc kat aviidpaocelc tov marketing

2TadLa kKUKAOU Zwrg Npoiodvtog
X0 paKTNPLOTLKA
Ewaywyn Avarntuén QpLpéTnTa Napakun
Ztoxog marketing KawotopoL ayopaotég Enéktaon Stavoun g kal oepég | Awtipnon Stadopomoinong Meploplopog 1 Sokomn
TpoiloVTOog S81aBeongn avavéwon i
QVTIKATA.0TOO N
NwAnoeLg Auv&avovtat Au€avovtal ypriyopa Stabepgg Melwvovtal
Avtay WVLo oG EAd)LOTOG €W ¢ kKaBOAou Mukp6g Meyalog MepLoplo pévog
Képdn Muikpa Au€avovtal ypriyopa Melwvovtat Melwvovtatl
NepO wpLa KEpSoug Muikpa Meyala Melwvovtat Melwvovtal
NeAdrteg Katvotopot Ayopd 0to g UVOAo TNG Ayopd oto 6UVOAO TNG KaBuotepnuévol
Awavopn Emuleypéva onpeia Au€non onuelwv Slavoung AU€non onuelwv Stavoung Melwon onpeiwv
SLavounc
TwoAoynon Y{nAn MeyaAUtepn MOWKIALA T WV MAAPNG OELPA TILWY Meiwon
MpowBnon MAnpodopLakn MeLoTikn AVTOyWwVIOTIKN MAnpodopLokn

MARKETING / Adpnpog [kiovénag
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KZN: edappoyn

Mwc eival n KoputuAn yua tpotovra: 1. podac (r.x.
pouyxa), 2. dnuodlAn (m.x. coca-cola), 3.
vootaAyloc (m.x. tTnAematyvidla ), EmoyLaka

(maywta);

MARKETING / Adumpoc [kiougémag



Mopdec KUKAOU {wNC TPOIOVTOC

MARKETING / Adpnpog [kiovénag
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KZN: edpappoyn

» >kedteite eva npoiov ava popodn KZM;

MARKETING / Aapmpo lkiovénag
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KukAog {wnc mpoiovtoc Kot otpatnywkec marketing

* H otpatnylkn enovatonobeTnong
* H otpatnylkn entpnkuvoncg tne (wnc Tou mpoiovtoc

* H otpatnykn Stakomnc tnc SLaBeonc Tou mPoiovtoc

MARKETING /,

dumpo Mkioudénag
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KOkAog {wnc mpoiovtoc Kot otpatnytkec marketing

@ Dulux

Inspiration Colours My projects Practicalities

— L @ Py sprafﬁw£>

_OIoUr Ccnaert ‘:‘tﬁ‘)’ Explore decorating ideas onling About the scrapbook

Inspiration & Colours ® My projects® [Practicalities ®
Choose ‘I,;'air't ai‘ruorrl| with your Get decorating :? and

lavourite colours advice m

Take the colwr i
|| chemuitry quiz. () o yor colmars ()

Contact us DuilLi Trade Cther ICI site= Accessibilty statement Colour accuracy statement Legal Privacy policy

@ Copvrioht 2003 Imeerial Chemical Industries PLC

MARKETING / Adpnpog [kiovénag
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Y100£TNnON KOLLVOTOMULWV
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Ywo00£tnon kawvotopuwyv: to xacuo (Moore 1991)

TBKconsu't

the way to grow

2
2

The Early Market ‘

£ CHASM

— h

The Mainstream Market

This illustration is from the book “Crossing the Chasm” by the renowned author, Geoffrey A. Moore.

g

MARKETING / Aapmpog [kiouémag



Yw00£€tnon kawotopwyv: to xacuo (Moore 1991)

Accelerating Diffusion of Innovation: Maloney’s 16% Ruleo

Psychology of

e an iah Scarcity Social Proof Maloney’s 16% Rule:
. Once you have reached 16%
& adoption of any innovation, you
must change your messaging and
media strategy from one based
on scarcity, to one based on
‘,"/ The Tiopi social proof, in order to
. o3 .lpplng accelerate through the chasm to
Point+ UK 3
the tipping point.
/
///'
—"25%] 13.5% 34% 34%
Adoption Early Early Late
Profile™ Innovators Adopters Majority Majority e
Psychographic®* Technologists Visionaries Pragmatists Conservatives Sceptics
Social c Critics & Joiners & Fspti
Technographic# Eedtors Collectors Spectators RENGS

A Robert Cialdini *Everett Rogers #Forresters ~Geoffrey Moore + Malcolm Gladwell

MARKETING / Adpnpog [kiovénag
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TOMELC KOLVOTOMLOG
Ten Types of Innovation

MARKETING / Adpnpoc Mkiouénag

INSIDE OUT

—

Proprietary
processes that
can add value

Enterprises
structure / value
chain &
partnering

How you
service your
customers

Extended system
that surrounds an
offering

Basic features
performance and
functionality

Source: Doblin On Innovation Effectiveness, March 2005

OUTSIDE IN

Process  foftering  Joetivery  JFinance |

How you create
an integrated
experience for
customers

How you express
your offering’s
benefits and values to
customers

How you
connect your
offerings to your
customer

Enterprise structure
and value chain

How the
enterprise makes
money
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Yi00€tnon kawotoplwv: epapuoyn

e YKedTELTE VLA TTIOLO TTPOLOVTO,/UTINPECLEC AELITOUPYNOATE:
e KollvoTtopol
* mpowpn vlobetnon (apxtkol KaTtavaAwtec)

* mpowpn rmAsoPndia (apxkn mAeloyndia)
 npoodoatn nAsoPndia (Votepn MAsoPnodia)

* Bpadukivntol (xpovikn votEpnon)

* [lolol ATawv oL Aoyol:

MARKETING / Adumpoc [kiougémag



YI00£TNnon KAWOTOMLWV:

* KOLVOTO MLOL: pioko, social status, owovoptkr Aveon, OXECELG HE GAAOUG KKOLLVOTOHOUGY

® T[pé(l)pl'] ) LOGéTI’] OnN. kowwvikol nyeteg, Snpoding,

¢ T[pé(Upf] TIAE lOl.IJ N CI)((IZ TIOAAEG (TUTIEC KOWVWVLKEC ETIALPEC

® T[péO'd) atn TIAELO LIJ N d)ia: duomLoTtog, mapadooLakog, X UNAGTEPN KOLVWVLKOOLKOVOULKN B€on

¢ Bp(I&U Kl'.VF]TO L. ouyeitovec kat ot piloL ival KU pLeg tNyEC TAnpodopLwy, GOBOC Tou XPEOUG

MARKETING / Adumpoc [kiougémag



Yi00£tnon Koltvotoptwyv

5. HOUSEHOLDS CONSUMPTION SPREADS FASTER TODAY

w—V——7-— —" —7§F ] __o.esesprT==== — ===z

B

]

:14]

50

40

CLOTHES WASHER:
CLOTHES DR\'ERE

30

20

1200 1915 1930 1945 1960 1975 1990 2005
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Mpoiov-TipoAoynon-NMpowOnon-Atavoun

MARKETING / Adpnpog [kiovénag
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TipoAoynon: M€06oébot

 Még£Boboc tTipoAoynonc pe Baon To KOOTOC cuv KEPOHOC
 MéeBoboc tipoAoynonc pe Baon tnv npoodopa-{ntnon

* Mée£Bobo TIpoAoynonc pe Baon ta oTolxela Tou
QVTAYWVLOUOU

MARKETING / Adumpoc [kiougémag



Kootn mapoaywylkng diadikaoiac
* Ta Apeoca KOOTN
* Ta Eppeca KOOTN
 Ta petafAntd KOoTN

* Ta otaBepa KOOTN

MARKETING /,

dpnpog fkioulémag

49



NekpO onpUeLo EVOC TTPOLOVTOC

elval 1o mood ekelvo Twv MwWANcewV (KUKAOU £pyaciLwy), LE TO Omolo pLa emyeipnon KaAUTTEL aKpPB WG
TOOO Ta otaBepd 600 Kal Ta peTaPAntd TG €€oda, XwpLc va mpaypatomnolel oute kKEpdog oUTE {NULA.

Lovohiko aTabepokoatos  uvotko oTa6epa KooTo
ety mepovades T molnang-
T YEVIKG £Coda 1E00 (ETRATTO KooToe

NEKpé onpelo 0¢ Hovadec mpoiovioe 3

MARKETING /Aounpoc [KlouZénag 50



KourtuAn gntnong

P P=Twun

H koumuAn
¢ntnong
QTTELKOVILEL
TNV ernidpaon
JTOU EXEL OTN e |
{ntnon n
dlakuuovon

TWV TIUWV. >
AQ Q

Q=ZNTOUUEVEG TTOCOTNTEC
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EAaotikotnTa {NTNONC

AQ
Ep — @ _ 42 P~
& AP AP Q
P
AQ:MetafoAr {NTtnong P:ApxlknA TIUA

Q:Apxkn gntnon
DP: MetafoArn TIUAC

MARKETING /Aaunpoc [Kiouénag
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Alddopol TUTIOL EAALOTLKOTNTALC
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2TPOTNYLKEG TLLOAOYNO NG

*  ToAdynon kopudng N ttpoAoynon vPnAwv TLHWV
e TiuoAdynon dieiocduonc

e TiaoAdynon ava povada HETpnong

* TwoAdynon guBuypdppiong (2 i 3 tipnég/ypapupn)
*  TiuoAdynon npofoAn¢

e TioAdynon e T “60Awpa”

e TwaoAdynon yontpou (prestige)

e Aptia - nepttn TioAoynon (odd-even)

*  TLHUOAGYNON ME EKMTWOELG

* lewypadikoi moPAyovteC oTNV TLLOAOYNON
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MpowOnon

To marketing énuiovpyel kKot OTEAVEL LNVUUOTO OE CUYKEKPLULEVOUC
A0S EKTEC, KUPLWC TOUC KaTtavaAwTeC. Otav autd ta pnvopato
dBavouv oTouc amodOEKTEC, Elval KATAVONTA KAl TOUC KAVOUV va

gVEPYOUV, MIAQLE VIO ETIITUXNMEVEC ETLKOLVWVLIEC TOU marketing.
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BAOIKEC EVVOIEC: TO NPOWONTIKO HIYHA (zaros 2008)

[ MpowONTIKO Hiypa ]

' NpowBno
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J

| |
[PpOCWNIKEG : : :
NWARCEIC ] [ EkBeoeic ] [AI’"JOGIOTI’]TCJ [ Xopnyia ]

[ZuoKsuaoia]

>xnua, di1aTtaén
KATAoTNHaTOoC,

> nNUEio NwAnoNng
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dlaxuon
HNVUPATOoC

Kolvwvikn ]
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Awovoun

To LAKOC TWV KAVOALWY SLOVOUNC TIOLKIAEL.

Av TO IIPOLOV N N UTtNPECLa TtNyaivel kKatevBeiav Ao tov
TIOLPOYWYO OTOV TEALKO XPNOTH, TOTE EXOUME Eval UNOEVLKOU

ETUWTEOOU KOAVAAL

Me tnV euAokn evoc pecalovia, TPooTIBeTaL 0TO KOVAAL Eva AAAO

eTimedo Kal £TOL HOKPOLVEL
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TuTiKA KaVAALO SLOVOUAC
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KuplotepolL napayovteg mou ennpealouv tn dtavoun

* H ayopa
e To ntpoiov

e O usoalwv
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KaBeta kavaAia SLovopng

H t6ea twv kadetwy kavaAlwv dtavounc odnynoe ota
Kagetonolnueva ocuotnuata marketing

* To 1dloktNTOo KaBeTomoLlnpevo ocvotnua marketing
* To eAeyxopevo kabeTomolnpevo cuotnua marketing

* To oupBatiko kaBetomotlnpuevo ocvotnua marketing
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Evoiapueosot Aloviknc mwAnong

OL KUPLOTEPOL TUTTIOL ETILXELPN OEWV ALAVIKAC TIwANONG £lva:

*Ta KATOLOTAATA TTARPOUC EEUTINPETNONG
*Ta super markets
*TOl EKTTTWTLKA KOTOLOTI LOLTOL

*Ta KaTOoTAMATA XWPLS PUOLKN UTIOOTOON
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QDuown dravoun

Quowkn Swavoun: Mapaywyog

Kavadl Siaxvoung , ,
> KatavaAwtng n

BLOMNXOVLKOC XPOTNCG

OL Asttoupylec thc duokne SLavounc:

* AtoUnkeuvon

* Atakivnon twv UAIKWV

* EAeyyoc aroveuarog

» Aleknepaiwon tn¢ napayyeiiac

* Metapopa
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