===H=!!zgtasa

Lecture 2

2TPATHIKO MAPKETINTK:
MPOZANATOAIZMOZ 2THN ATOPA &
NEPIBAANON

Npoypappatiopog padnpatog & AfloAoynon

Anpiiiog

= 04.04 @ 11:30-13:20
= 23.04 @ 17:30-19:20*
= 25.04 @ 11:30-13:20

Mauog
= 09.05@ 11:30-13:20
=  16.05 @ 11:30-13:20

loUviog
= 11.06 @ 19:30-21:20**
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In-class exercise

01. Mdvatlpevt ¥, éTaeTl qu/\d a\‘f
6¥eaYesS E'qs\,g

= Ao qo e leod  dgonine
0,~To les e
3 ot

02. ZTpatnytkn

03. Opyavwolakr Oswpia cheshi ged skoc'(ul!
land space
04. Opyavwolakn Zupneptdopd Mh W(mmw—(_ —“:ﬂ M:VS‘ afe “h-\:‘m

T S
Sveon o'\ﬁ\ef?n;" ’h(:'nd /\'Oe\:sef\/t

06. ArtoSotikdtnta & AntoteAeopatikoTnTa ENXElpnonc/opyaviopol Sianded &/\-‘\' Ou-(_
o MNewo

o sjuecae

) ege, %Sdin

05. ZUYKPLTLKO & AVTAYWVLOTLKO MAEOVEKTNAL

07. KepSookorkoi / Mn kepSooKoTikoi opyaviopol
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Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR vevager
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oIS

5&/}5 DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR M\/egvoger

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oIS




R-S.T.P.-MM-I.C.

= Research
o Marketing Audit
(diagnosis/prognosis/stakeholders)
o Service Product Audit
o PEST & SWOT analysis

= Segmentation

= Targeting

= Positioning

Based on objectives and budget

= Marketing Mix

= Implementation

= Control

Diagnosis
Analysis or audit of current markets, . iour and
product trends, and other selected aspects of the internal and external

|

(refer to Figure 6.2).

Prognosis
Forecasts of the same internal and external aspects noted under Diagnosis.

L ;

SWOT analysis

’ ities and threats.

L 1

Stakeholder analysis

3

Marketing objectives

3

Marketing budget

3

Marketing-mix programme
Covering all the actions required to achieve the objectives.

3

Monitoring, evaluation and control
Feeds back into diagnosis.

I T T I T A

DPT OF ORGANISATION MANAGEM
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Awayvwon & Mpoyvwon

Secondary data — Aeutepoyevi

Aebopeva

Primary data — MNpwTtoye

1]

Somef;

driy &
alo, " the r,
o0, Nder ad“”"ﬂhr
9% Searcy,
A h - ‘”"gLupky the.
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Marketing Myopia (Levitt,1984) - H mepintwon tng New Coke

New Coke: H I'kdopa tov Audva

Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Ecwtepkd/EEwTtepiko MeptBdAAov

Eowteptkd MeptBarlov

E€wtepikd MeptBaiiov

he
Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR V voger
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY 0IcS




22/4/26

E€wtepko MeptBaAlov

Mikpo-MNeptBaiiov

ECONOMIC SOCIAL TECHNOLOGICAL
FACTORS FACTORS FACTORS

DO

Makpo-MNeptBailov

the ' the
/
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O 5 Auvvapelg tou Porter

AlanPayHATEVTIKA
Avvapn Twv
MpopnBevTWV

H wavotnta twv
TipopNBeLTWY va ennpeaovv

TIG TIPEG KAl TOUG OPOUG . .

va ennpealouv TI¢ TIPEG Kat
Toug 6poug

Amelnq
YToKatdotatwyv
H diaBeopotnTa

£VAAAAKTIKWY TIPOTOVTWY i
UTINPECLWV

Y@Lotapevog
AVTaywVIopHOg
H &vtaon tou avtaywvicpou

peTagL Twv LPIoTAPEVWY
TAIKTWY TNG ayopag

va eLloéABouv aTnv ayopa

AlaTpaypaTevTIKN Amneln NEwv
Avvapn Ayopactwv AvTaywvioTtwv
H kavotnTa TWy ayopastwv H muBavotnta véwy etapetiv

Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY

SWOT ANALYSIS

THREATS

External factors that could
harm the business

11
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MISSION

¢ What you do now
¢ For whom

* How you do it

* What this achieves

GOA
* Tangible ways you'll
carry out your mission
and progress toward
your vision

2

VISION

* Where you’re going
* What you want your
mission to ultimately
achieve, for you, your
customers, and/or
society

VALUES

* What you stand for

* Beliefs through which
you create and carry
out your goals

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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AVTOYWVLOTIKEG ZTPATNYLKEG & MAEOVEKTNHAL

Spoto npoidv [TTAgovéxtnua I
XOHNAGTEPO Kdéorovg
K6OTOGg
Avraywvioriké
ITAsovéxtnua
vyYnAR TipR IAsovéxtnua
povadikd Arapoponoinong
npoiév

TInpy: Grant R M., Contemporary Strategy Analvsis: Concepts, Techniques. Applications, Blackwell
Business. 1998 . Third Edition ., page 190
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Nepypadn AVTOYWVLOTIKWVY ZTPATNYLKWV

AapBdvovtag urtoyn ta 2 ei6n avToywvLoTKoU TAEOVEKTAHOTOG, N TXelpnon €xet 3
€MAOYEG 600V adOopd TNV AVTAYWVLOTIKA oTpatnyLkn mou Ba akoAouBroeL.
1. Tn otpatnywn Hyeoiag Kéotoug
2. Tn otpatnykn Stadopomnoinong/povadikotnrag
3. Tn otpatnylkn €otioong tou Stakpivetal os:
*  STPATNYIKN EOTIOONG UE NYECLA KOOTOUG

*  JTpatnylkn eotiaong ue dapopormroinan

the
Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR Vi r
D1 0F ORcAnsATion MAVACEocT, MAPEE/ 1 & Tourias | 5 aTowAL HELENE U @Y9e

AVTOYWVLOTIKEG ZTPATNYLKEG & MAEOVEKTNHAL

IInyf Avtaywvietikov [IAsovektipatog

15

XapnAé Kéotog Awxgopotoinen
Evpeia
Ayop& Ayopd Hysola Kdotoug Awgpoporoinon
XT6)0¢
Tujpo Eotwaopévn Eotiaopévn
Ayopdg XapnAé Kéotog Awx@opoToinon
(Porter, 1980, 1985)
&/% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR V\h/e voger
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AVTOYWVLOTIKEG ZTPATNYLKEG & MAEOVEKTNHAL

: OVERALL
Industrywide DIFFERENTIATION COST LEADERSHIP
Particular
Segment Only FRsls

STRATEGIC ADVANTAGE

Uniqueness Perceived

by the Customer Low Cost Position

(Porter, 1980, 1985)

Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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ITPpATNYKEG AVATTTUENG | Intensive Growth (Ansoff Matrix)

Ynrapyovra Ipoiévra

Néa IIpoidvta

% 'V .
Yrdpyovoeg er’) Ty Ztpotnykn
- Ateigovong — P
Ayopéc 2 5 Avantoéng
TUVKEVIPOGNS TG o
e TPOTOVIGV
ayopac
s STpatnyiky
Néeg Ayopig STROEE. Atogoponoineng
Avamtolne ayopds = 2
2 dpucTnploTHTIOY

(Ansoff, 1957)

17
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ITpaTNYKEG AVATTTUENG | Intensive Growth (Ansoff Matrix)

Existing Products New Products

Introduce new
products for existing
markets

Encourage more use
of existing products

Existi .
orer by existing markets

Markets

Market Penetration

Suykévtpwon/Aieicduon Product Development

Ayopdig 4 Avarntuén Mpoidviwv
MNeIINt Market Development thatr]VLKéq Diversific;ation
arkets Avarttuén Ayopdg Aﬂszmp;ggégg?’
. Introduce new
Find new markets for
o products for new
existing products
markets
(Ansoff, 1957)
%,'Q\E D51 0F ORGAWSATION MAMAGEMENT, MARKETIG & Toumsh | ITERATIONAL HELLENC UNIVERSTY veyoger

Intensive Growth (product-market growth strategies)

= 4 basic options (Ansoff, 1987) —
product/market expansion grid

Present products New products

o Market-penetration strategy: gain more
market share with its current products
in current markets:

1 2
Market Product
penetration development

(i) Price decrease; (ii) Increase in promotion
and distribution support; (iii) Acquisition of
arival in the same market/horizontal
integration*®; (iv) Modest product
refinements

Present markets

o Product-development strategy:
develop new products of potential
interests to its current markets

3
Market
development

4
Diversification

New markets

(i) Investment in R&D of additional
services/products; (ii) Acquisition of rights
to produce someone else's product; (iii)
Buying in the product and "branding" it; (iv)
Joint development with ownership of
another company who need access to the
firm's distribution channels or brands

19

the
Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR Vi r
D7 0F ORGANSATION MAAGEENT, MARKEIG & TouRiar | NTeukaTowat HLeve Univess @Y9e

20

22/4/26

10



22/4/26

Intensive Growth (product-market growth strategies) Ztpatnywkég OAoKARpwong
= 4 basic options (Ansoff, 1987) — product/market Forward
expansion grid Present products New products = Opuovtia ONokArpwon: to acquire one or more
o Market-development strategy: find or competitors, provided that the government does not
develop new markets for its current 2 bar this move . .
£ i A . . Horizontal Vertical
products g 1 2 = KdaBetn ONokArpwon: to gain more control (gain a
(i) Different customer segments; (ii) B2C to = Marke.t Product larger share of the value-added stream) or generate
B2B (a service/product previously sold only ~ §| oo development more profit by acquiing some wholesalersor
to the households); (i) New geographical & retailers Backwards
areas or regions; (iv) Foreign markets
o Market-diversification strategy: review %
e x
opportunities to develop new products for 5 5 4 e Kd&Betn OAokAfpwon mpog Ta epmpdc (Vertical: Forward integration)
new markets E Market Diversification
5 development — Gaining ownership or increased control over distributors or retailers
Lo — ) 2
Zi\g/;e:;;ité::ilc;:tjfrgr:’gljaé:;ZIC\/e:rts:If?cation e KaBetn OAokArpwon mpog ta niow (Vertical: Backward integration)
’ — Seeking ownership or increased control of a firm’s suppliers
¢ Opuovtia OAokAfpwon (Horizontal integration)
— Seeking ownership or increased control over competitors
S/% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR {7 voger S/% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR {7 voger
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Horizontal vs. Vertical Integration
#1. Merger Direction
Horizontal Integration Vertical Integration
Vertical Merger Horizontal Merger
Purchase of Companies Purchase of Competing { \.{ }
at All Levels of Production Companies in Same Industry
Ace Meat ‘
_H.J Industries U.S. Oil Company
+ !
< Delivery 'Wagons 1 | = #2. Design
W Meat Packing Plants EI P
1 i Horizontal Integration Vertical Integration
Cooled W;rehouses W Pl Pl X » M M
Refrigerated Railroad Cars Independent Oil Refineries
P 5, 5, N e
Slaughterholise = = =l =1 The merging firms have The merging firms operates
< 32 < 38 > 48 < 38 same or similar operational at different levels of
Cattle activities in terms of product. value chain.
I.H
#3. Objective
Horizontal Integration Vertical Integration
’% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR Ve S — == Ve
y, " - y, i
) o S S e Vigyoger ) e 2T ot e atisa Vigyoger
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Horizontal vs. Vertical Integration ITPATNYKEG ZUMOXieg: E & 2
#4.Result

Horizontal Integration Vertical Integration Me rg er

il il
It results in elimination of It results in reduction of cost and
competition and maximizes wastage.

market share.

Acquisi
#5. Control

Horizontal Integration Vertical Integration A e A ° A

The strategy helps in gaining The strategy is useful to gain
control over the market. control over the industry.
C the C the
’% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR veyager ’% Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR veyager
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BCG Matrix (Boston Consulting Group)
A€loAdynon xaptodulakiou mpoidvTwv/unnpecLwWV

A BCG miatrix
|pricrit|ze divest

high |
: TV
3 [ J
9 —— —— — — — —
o
x
=
L
=

kill

Boston Consulting Group Growth-Share Matrix

high
A QUESTION MARKS STARS
remainder
divested
Low Market Share High Market Share
& &
High Market Growth High Market Growth
The opportunities no one you're well-established,
kr and these are fantastic
Th opportunities
= ased invest
[ inve warranted.
g v
3 DOGS CASH cows
s dEmiquicate
Low Market Share High Market Share
Low Market Growth Low Market Growth
your market presence is ‘re well-established
weak. It's going to be er, the market isn’t
difficult to make a profit. growing and your
opportunities are limited

high Markgt Share low low
© Maxipedia ) e
ket Shar B
' the. ' the.
) )
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high
r 3

IMOUID 319

QUESTION MARKS

remainder select
divested afew

Low Market Share
&

High Market Growth
The opportunities no one
knows what to do with
These opportunities need
serious thought as to
whether increased
investment is warranted.

Boston Consulting Group Growth-Share Matrix

Relative market share refers to the SBU’s market share relative to that of tis largest competitor
in the segment (measure of company’s strength in the relevant market segment)

STARS

High Market Share
&

High Market Growth

you're well-established,

and these are fantastic
opportunities.

invest

DOGS
d=iquicate

Low Market Share

&
Low Market Growth
your market presence is
weak. It's going to be
difficult to make a profit.

CASH COws *

High Market Share

&
Low Market Growth
you're well-established.
However, the market isn't
growing and your
opportunities are limited

Tow
" >
ket Shar P higl
&/\é Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
2y DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY

Case Study 2

Your neighbours have a young family and enjoy taking the children on
outings, when they usually travel by car. They are pretty safety
conscious and after seeing an advert on TV for a new model with
additional safety features which protect rear-seat passengers, they go
along to the showroom for a look. The salesman offers them a good
trade-in for their existing car and they decide to buy the new model.

Case Studies

Case Study 1
Your parents buy a new front door after a company calls them on a

Sunday night and persuades them to have an adviser call round the

next day as they are doing a special promotion in your area. There

was nothing wrong with the old front door, but the adviser was very

persuasive and your folks end up buying from the company. [It

probably wasn't their first choice of colour but the special promotion

ended that day so they had to buy it in order to get it at the

promotional price.] Case Study 3

You receive a telephone call telling you that you have won a free
holiday - all you have to do to claim your prize is to attend a holiday
presentation on a specified date. You agree. On the day, you and

wo® e“\“; about 30 others listen to a presentation about a holiday property
s o ownership scheme which you can buy into for a special promotional
0 8 adlo price of §5.000 and which seems to have amazing benefits and the
oY o 25® (\42\"“9’\@(@ © company can arrange loans to help you finance it. The only snag is
082 ™ ne® that this price is only offered on the day and you have to sign up
ot W before you leave. There is a lot of pressure on people to sign up
AW %° e(\ce‘J there and then, but you decide against it, and ask instead for the free
S gket holiday, which was the main reason you came.

The presenter’s attitude changes from ‘best mate’ to ‘I've just wasted
three hours of my time on you and now I won't get my commission’!
The ‘free’ holiday turns out to have so many conditions attached to it

Dr. ANTONIOS

that in the end you put it and all the forms in the bin — and put the
DPT OF ORGANISATION MANAGEME 7

whole episode down to experience.

29
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Mopdég NMpooavatoAtopou tng Emyeipnong
Forms of Orientation

The business operates under a basic belief or philosophy — firm’s orientation. It can operate under

some combination of all. Not all forms of orientation provide a sustainable performance over time.

=  Production orientation — MpocavatoAopog otnv Mopaywyn
=  Product orientation — MpocavatoAtopog oto Mpoidv
= Sales orientation — MpooavatoAlopdg otig NwAnoeLg

= Market orientation — MpocavatoAiopog otnv Ayopda

the

NAL HELLENIC UNIVERSITY

TONIOS A. GIANNOPOULOS

DPT OF ORGANISA MENT, MARKETING & sw | In

olce

ASSOCIATE PTTJFESSOR vaOger

Production orientation

= Essentially inward looking

= Focus on the needs and operations of the business (organisational efficiency)

o May offer products/services that the customer does not want

=  Emphasis on production capacity, finance for increasing production and maintaining the
efficiency of profitability

= The attitudes and responses of businesses with products experiencing strong and rising

ineffective applications in the hospitality industry e.g. Holiday Inn mega-size standard
operation manuals

Starting point | Focus Means End
Production orientation
nnovative, strong, Satisfying New technology Profit through
hospitality products high demand generating mass mass sales
production at low
prices

demand (low-cost and mass-produced product/service i.e. McDonald’s expansion in China) or

the

DPT OF ORGAN

vic UNIVERSITY VQQYQQQGI’
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Product orientation

Essentially inward looking
Focus on creating better versions of the existing product to attract new customers
o May offer products/services that the customer does not want

Emphasis on quality and cost controls

The attitudes and responses of “established” businesses in stable market conditions vs.

changes in tastes/fashion etc. e.g. sophisticated menu of celebrity Chefs

Starting point | Focus | Means I End

Production orientation

Innovative, strong, Satisfying New technology Profit through
hospitality products high demand generating mass mass sales
production at low
prices

Product orientation

Sales orientation
= Despite external focus, management still inward looking

=  Focus to secure sales, increase expenditure on advertising and distribution channels, sales
promotion or price discounting

o May offer products/services that the customer does not want

= Emphasis on sales (tend to accept every possible sale) and advertising to persuade customers
they need a product — salespeople and promotions that communicate message to sell a product
(frequently mixing customer segments)

= The attitudes and responses of businesses whose products are no longer enjoying steady
growth in demand or are in decline (i.e. supply exceeds demand) e.g. filling bedrooms, bars and
restaurants

Starting point | Focus [ Means [ End

Production orientation

nnovative, strong, Satisfying New technology Profit through
hospitality products high demand generating mass mass sales
preduction at low
prices

sell more stuff
to more people
more often

Product orientation

for more money Existing hospitality Maintain and improve Minor improvements Profit dependent upon
K fi product/service existing product and adaptations of stable market
to make more profit concept existing marketing mix | conditions

Selling orientation

Existing hospitality Existing and new Aggressive selling and Profit through sales
product/service fadlities promotional tactics volume

ger

Existing hospitality Maintain and improve Minor improvements Profit dependent upon
product/service existing product and adaptations of stable market
concept existing marketing mix conditions
C he
v % Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
% D7 0F ORcANsATIoN MAVACEEAT, MARKEING & Toumiar | TuaTona: HELenc U veyager
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Market orientation

Outward looking — focus on the needs and expectations of th marketplace: more
empbhasis on market research and produce/adapt products in line with what the
customer wants .

Still use advertising and selling, but as tools to inform and persuade customers about
a product/service which is tailored to their needs

A clearly defined approach to existing, potential and long term markets

A market-oriented service firm:

marketing understood and practised throughout the entire organisation
pre-supposes CEO sympathetic to the marketing philosophy
marketing functions effectively (close collaboration with other departments)

no “amount” of marketing will make the company a success, if inadequate control over
product quality results in poor value for money, however well advertised, or hard sold,
the product is

the
Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR vevager
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oIS

Market orientation (MO)

‘No, slogans and glossy
programs don’t give a
company a market One of; the first attempts

orientation. It takes a to capture the notion of:

philosophy and a culture M@ was done before
that go deep in the almost two decades
organization’ (Shapiro
1980, p.123)

The implementation of:
the marketing concept is
then connected withithe

term ‘market
orientation’

@\g Dr. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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MARKET + ING = Marketing To papketvyk AEN dnpoupyei avaykeg

“Marketers do not create needs: Needs preexist marketers.
Marketers along with other societal factors influence wants.
Marketers might promote ideas ... They do not, however, create

the need ..."
- Philip Kotler
[mpoodopd — {rtnon — mehdteg — katavaAwtég]
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To pdpketvyk AEN tavutileton pe TIG TWANCELS To pdpketivyk AEN sival tpoBoAi/mpowdnon/diadruion

OELLING 15 NARKETING
BUT MARKETING

IS NOT SELWG

9 ine

9 ine
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Time to reconsider?
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