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Lecture 3

2TPATHIIKH
TMHMATONOIH2ZHZ - 2TOXEYZH2
TONOOGETHZHZ
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Based on objectives and budget

Research Diagnosis
— Analysis or audit of current markets, consumers’ behaviour and satisfaction,
o Marketing Audit product trends, and other selected aspects of the internal and external

environment (refer to Figure 6.2).

(diagnosis/prognosis/stakeholders)

Prognosis
o Service Product Audit Forecasts of the same internal and external aspects noted under Diagnosis.
o PEST & SWOT analysis SWOT analysis
. Assessing strengths, weaknesses, opportunities and threats.
Segmentation ‘g g e
Ta rgeting Stakeholder analysis
Positioning

Marketing objectives

L 1

Marketing budget

L I L

Marketing Mix ¥

Marketing-mix programme

Implementation
p Covering all the actions required to achieve the objectives.

|

Control 4

Monitoring, evaluation and control

Feeds back into diagnosis.
the
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Katavowvtag tov meAdtn

If you don’t think the customer, then you simply don’t think (GE 1952)

= Tpomog Le Tov omoio YUXOAoYLKOL, TIPOCWTTLKOL, KOWVWVLKOL, TIOATLOMOL TTopAyOVTES
€MNPEAIOLV TNV OYOPACTIKA amodacn

= EMUTTWOELG YL TO APKETLVYK

the N
% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR VQVOger
H DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice :
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Movtélo Ayopaotikig Anodaong
(stimulus response model of buyer behaviour)
Stimuli Processing Response
Marketing
.ok Buyer Buyer
Communications - ;
Characteristics Buyer Behaviour
Cultural Decision What?
Other Social Making Where?
; ; Personal Processes How many?
information Pavenaiaaoal H ften?
e — sychologica ow often?
Y the
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Movtélo Ayopaotikig Antodaong

Epebiopara | MepiBailovTikd AyopaoTik
marketing Epebiopara VN
KATAVaAWToOV

«Malpo kouTi»

* QIKOVOpIKa , s

« MNpoiov s KaTavaAwTn « EmAoyr) npoiovrog
* TexvoAoyika b5

o Tipn sxvoloy ‘ - - - » Emidoyn) papkag
 MOATIKG XapakTnpioTika | AyopaoTikr) : :

= Tonog . katavahwtav | Siadikacia * Emhoyr) npopnBeut)
« [oAmopIKaG R ]

« Mpowénon . * Xpovog ayopdg
« Nopika

« [looomTa ayopag

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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1. Nnyég nAnpodoplwv: epediopata
= Emionua: Aappdvovtag mhnpodopieg HEoWw KOVAALWY ETIKOWWVIAG KAl StadOpwy Héowv

= Avenionua: Aappavovrog mAnpodopieg péow dilwy, yvwotwv, CUYYEVWY K.ATT.

Y the
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2. Ensgepyacia mAnpodopLwv: XapaKTtneLoTIKA ayopooTH

= Ennpedlouv tnv anddoon — mopAayovIeG:

o Yywewng (Awatipnong): mpokaAolv Sucapeokela av S€v UTIAPXOUV TL.X. aodAAELa,
KoBopLOTNTA EYKATACTACEWY K.ATL.

o Ymokivnong: emnpedlouv eVEPYA TNV ECWTEPLKN LKAVOTIOLNGON TL.X. TIPOCWTTLKES
EUXAPLOTEG EUMELPLEG TTOU TTIPOohEPoVTaAL LECW SPATTNPLOTATWY OTwG N Stadokédaon, n

ekSpopn K.AT.

Oswpia lepapxnong Avaykwv tou Maslow (1970):

o HmpoomndBeLa Tou avBpwItou yLa LKOWOToNGoN TwV avayKwy givat agvarn. Autd mou
emBupel e§aptwvtat amod autd mou AdN xet

o H &Vvaun mapakivnong Twv avaykwv givat avilotpodpwg avaioyn tou Babuol

Kavomoinong tng

o OLavBpwrveg avaykeg ival LEpapyLKa SOUNUEVES

&/% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR ’hve.voger
H lg\ DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY ‘wvoice
H Nupapida tov Maslow
Maslow's Hierarchy of Needs Alderfer's ERG Theory
g A Growth
Avaykeg oAokApwong Lol B
Self-Actualization
AVAYKEG avayvwpLong Level 4: Self-Esteem
KOWWVLIKEG avAyKe
s VES Level 3: Social Relatedness
Avaykeg aoddAelog Level 2: Safety
Existence
AVAYKES BAOLKES (PUCLOAOYIKEC) Level 1: Physiological
https://www.youtube.com/watch?v=0PpeqRAan4g
&/% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR m\/eQVGger
lg\ DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice :
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https://www.youtube.com/watch?v=oPpeqRAan4g
https://www.youtube.com/watch?v=oPpeqRAan4g

Mpoowrkn kot Owkovopkn Katdotaon

H kavotnTa LeETATPOMAG TNG tapakivnong og dpaon ennpedletal amno:
= Tnv éktaon tou StaBéotpou xpovou
= Emdyyeiua
= E006nua
= HAwia
= OLKOYEVELOKN KATAOTOON TL.X.
o DINKYs (dual income, no kids yet)
o Neotepol poutntég “time rich and money poor”

o Abela pwAld: 50s+ Twv omoiwv ta atdLd €xouv GUYEL amd To omitt

DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

3

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

vevager

voice

Kowwvikég EmppoEg

= @iloy, yvwotol, owoyeveLakd meptBaAiov
= VIPs Kot 5100npUOTNTES

= KOWWVIKEG ETULPPOEC TTPOKAAOUV TNV avamTtuén
VEWV TPOTOVTWY Kat tn SLdxuor| Toug otnv A
Kowwvia — Stdxuon kat uoBEtnon kawvotopwy /
KortuAn Sudxuong kawvotopiag (Roger, 1962)

o OLavBpwrol emnpedlovral anod moAovg
TOPAYOVTEG 0TNV arddacr TOUG OXETIKA e
To av Ba ULOBETACOULV UL KavoTopia f OxL.
KaBoplotikol mapdyovteg eivat n :
XPNOLWOTNTA TNG KAWVOTOMIAG, TUXOV
SLATAPAXEG TIOU UITOPEL VA TIPOKAAETEL 0TI
UTLAPXOUGCEC GUVABELEG, TLG TIPOOWTTKEG A
KOWVWVLKEG i, TNV Kowwvikh Béon dowv
SLapopdWVoUV TNV KOWVA YVWUN, KL TV

TIOALTLOMLKA TAON TWV ATOUWY va
KavoTopoUv (avoyn 1 avtiotaon otnv
al\ayr kouAtolpag)

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

3
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KourtuAn Awayxuong Kawvotopiog

=  Méoa o€ évav OpLoPEVO TTANBUGHO,
UTIAPYOUV QPKETOL UTIOTIANBUGHOL e

Sladopetikr tkavotnta kat tpobupia 4 Mpatpn O
va UL0BETAGOLY e neic pppy PO L0
J 1
| .

o Newteplotég (Innovators) ] .
o MNpwipot uloBetovvte( (Early g T

Adopters) E

g
3

P . = Mpwipot )
o Oypn mAeropnodia (Late e Apyonopnivor

Adopters) 13:5%
o Apyomnopnuévn (Laggards)

Newtepiotéc
2.5%
i i i
X-25D X-1sD X
/% the
DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR VQVOger
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KouAtoUpa
To dBpoLopa KOWWY OTACEWY, ALV, CUMIEPLGOPWY HLOG KOWWVLKAG OMASag
Avartuén péoa otov xpovo pe Baon t:
= Tewypadia

= |otopia

= Opnokeia

= EBvikdTnTa

= Owovopia

= \wooa

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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3. Avtamnokpion
= To pualo Tou katavaAwtr Bewpeltat Katd Baon «pavpo Kouti»

= Inuavtikd yia toug marketers va Kdvouv xprion otoxeiwv pe Baon tn cuumneptdopd Omweg
ekdpaleTal

LY. servers Slaxelpilovtat 50 petabytes (50 million gigabytes!) 6eSopuévwy pe Baon 8,6
SLOEKOTOUUUPLO AEPOTIOPLKEG AVATNTHOELG OVA £TOG

>>Video — Smart Restaurant

the
/
y DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR V.voger
ﬁ!l DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY ‘wvoice

Optlopot Ikavomoinong NeAatwv

= Awdikaoia aloddynong & clykpLon PETAEL TIPOOSOKLWY KOL AITOTEAEOUATWV:

To anotéAeopa tng Sladikaciog afloAdynong KLoG ayopacTiknG eMAOYG, T omoio emBeBatwvel
otL (n emtloyn)) Atav T6o0 owoTr 600 apXLKA gixe ekTLUNOel OTL Ba eival.

To anotéAeopa oto onoio ¢ptdvel o katavaAwthg, adou efetdoel Tn Slapopd LeTAEL TwWV
T(POCBOKLWVY TOU TIPLY artd TV ayopd eVOG POIOVTOG ) LA UTtNPESLAG Kat TNG arodoong Tou
TPOLOVTOG 1 TNG uTtnpeoiag adol ayopdotnke Kat afloloyrOnke.

To ouvaLEONUATIKO AMOTEAECHA OTO OTIOL0 GTAVEL O KATaVaAWTAG, adol cuv-aflohoyrosL ta
OUVOLODA LATA AVEKTIANPWTWY TIPOGSOKLWV LETA TNV AyOPA HE Ta aloBrpata mou eixe mpLv oo tnv
0yoPAOTIKA arodaon.

(Keith, 1977; Oliver, 1981; Tse & Wilton, 1988)

Y the
/
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Awaotdoelg Ikavomnoinong

IKANOMOIHZH AMO TA IKANOMOIHZH AMO TO IKANOMOIHZH AMO TH
TEFONOTA Noy TEAIKO ANOTEAEZMA 2YNOAIKH EMMEIPIA
ZYMBAINOYN 2TH AIAPKEIA

THZ KATANAAQZHZ

*ANAMONH ZE OYPEX *AMOAAYZH *ANETMAPKHZ
*ANEZH KABGIZMATQN *AIAZKEAAZH *EMAPKHZ
*@OPYBOZ A0 TO MEPIB. *ENOOYZIAZIMO3 *YNEPMETPH
*MOIOTHTA EIKONAX *2YNAIZOHMATIKH ®OPTIZH

*MMAPOYZzIAZH TAINION

(MPOZEXQS)

*HOOMOIIA

*[TAOKH EPTOY

(Porter, 1979)

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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‘Evvola Ikavomnoinong: KaBeto Eninedo

KAOETO ENIMNEAO
IKANOMOIHZHZ:

TO 2YNAIZOHMATIKO
ATOTEAEZMA 2TO OIMOIO
KATAAHTEI ENAZ
KATANAAQTHZ >TO MAAIZIO

TQN MEMONQMENQN
2YNAANATQN MOY EXEI ME
MIA EMIXEIPHZH

oice

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

Y Jhe
: %\% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR VQVOgeI’ :

16

23/4/26



‘Evvowa Ikavomoinong: Opilovtio Eninedo

OPIZONTIO EMIMNEAO IKANOMOIHZHZ:

MEPITPA®H KAI AIEPEYNHZH TQN MAPAMETPQN MOY
EMHPEAZOYN THN IKANOIMOIZH TQN MNEAATQN

KAGQZ KAI TQON 2YNEMEIQN THZ IKANOIMOIHZHZ TOY
KATANAAQTH ANO THN YMHPEZIA NOY TOY
MAPAZXEQHKE

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

 oro o B - vexgoer
Ikavomoinon (satisfaction) & Miotn (loyalty) meAatwv
Loyalty (retention) %
90
80 /
X 70 / ;
2 60 // :
R .
50 / |
5 / |
40 /// f
230 — i
320
- / ;
0
1 2 3 4 5 ;
- Satisfaction measure i
% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR c/e%%(e]ger H
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Adociwon & MNiotn NeAatwv

Adoowwon enttuyydvetal 0tav o meAdtng XeL tnv nemoifnon OtL PmopoUpe KaAUTEPQ Ao
OMOLOVSNTOTE AAAOV VO LKOVOTIOL GOUE TLG OVAYKEG TOU O TETOLo Babud mou de Sivel kapia
ONUACIO 0TOUG AVTAYWVLOTEG, EUUEVOVTAG 0TA SLKA O TTPOLOVTA KOl UTINPECIES

Motdg meAdtng sival ekeivog o omoiog dev aAldletl mpopunBeuTH AOYW ULKPWV QLUEOUELWOEWY
OTNV TOLOTNTA 1 OTNV TLUH, TIOU TIPOTHEPEL ELALKPLVI KOLL ETIOLKOSOUNTLKI KPLTIKH KOl KAVEL
evBouowdn oxOALa yLa ERAG KaL TLG UTINPECLEG TTOU TOU TIPOOHEPOUUE 0TO TtePLBAAAOV TOU

o Share of wallet
o Share of mind

o Share of heart

3

DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

voice
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v,

H ZkdAa tn¢ Niotng twv NeAatwv

‘Epdaon otn Snpovpyia & avamntuén oxéoewv

a

‘Epdaon otoug véoug eNATeG

Juvepyartng
_ 4 |
4l l Zuviyopog
Kadg l Yrootnpktig Partner
NeAdTng
Yroyndrog B Meldtng Advocate
NeAdTng
Supporter
Client
Customer
(Christopher et al., 2002)

he
DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR v@yager
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice
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/%
=
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Awatipnon Nehatwv

= Havgnon katd 5% tou pubuou Siatripnong tou meAdtn (customer retention) emudEpet
avgnon katd 75% otn cuVOALKN, Staxpovikn kepdodopia TOU CUYKEKPLUEVOU TIEAATN yLaL TV
emnuxeipnon (customer lifetime profitability)

= H andktnon evog véou meAdtn Kootilel 5 hopég mepLooodTEPO Ao T Slatripnon evog
udLoTapevou eAdTn

= ETUXELPNOELG HE eEALPETIKN €EUTINPETNON:

v XpedWvouv katd uéco 6po 9% MEPLOCOTEPO TA TPOIGVTA/UNtNPECIEC TOUC
v Mapouacialouy 7 - 17% ueyaditepa képdn
V' Meyeduvovtat 500 @opéc Lo ypriyopa

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

Kavovag Pareto

of the
effort

20%

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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The STP Process

(@

®
Targeting

: % DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

the T
veyager
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Napadeiypata eotiaong & prhoeviag
I
Undifferentiated marketing
Fast-food mass market
McDonald's
Fast-food
mass market marketing
programs
Full Market
—
Coverage Differentiated marketing
Accommodation markets
Upper segment Sofitel Accor’s
Mid-market Novotel diff;reenua!ed
= marketing
Luxury budget Ibis programs
Economy budget Formule 1
-
Luxu
S Savoy Hotels
Upper segment focused
Mid-market ;n&ﬂ;g
Luxury budget
Economy budget
: /% the :
: DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR Y vcger :
B DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice S
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INTERNATIONAL REGIONAL
BRANDS BRANDS

SOFITEL

—
# pullman . SEBEL

RCURE

LUXURY

aevess ame ssseare GRAND

u m MyLe

ECONOMY E

ASIPACIFIC

z

DSCALE

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

%\? DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

veyoger

I
o
D

e

The Chicken Hotel

About us | Accommodation | Booking | Directions | Prices | Our coops | Extra services | The Chicken Hotel - The Movie |Just for fun...
Home
Accommodation

Accommodation comprises of coops to house up to 6 chickens or 8
bantams with open air en-suite facilities. All accommodation is on a
full-board basis with all-you-can-eat buffet style meals for breakfast,
lunch and dinner (including drinks). In the morning, as they exit their
penthouse suites, our guests will be greeted by beautiful panoramic
vistas of rolling green Cornish countryside.

[example of one of the hotel suites with run]

hicken

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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MNarti TomoBétnon;
= Nw¢ avTtAapBAVETAL O KATAVAAWTAC TO SLKO LAG TIPOIOV GE OXECN LE TAL AVTAYWVLOTIKA
= KatdKtnon evog Eexwplotol TUAMATOG 0TO LUAAG TOU KATOVOAWTH

= Awdopormnoinon

= O unevBuvog HapkeTvyk Sivel eVEEIEeL Kal 0 KATAVOAWTHG anodacilel

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

, the .
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oice

TontoB£tnon otnv ayopa

“Positioning starts with the product. A piece of merchandise, a service, a company, an institution,
or even a person.. But positioning is not what you do to a product. Positioning is what you do to
the mind of the prospect. That is, you position the product in the mind of the prospect” (Al Ries
and Jack Trout, 1982)

= O oxebl00MOG TOU TPOTIOU HE TOV OTOI0 0 TIPOPLONOG Ba amokTroeL pla Eexwploth B€on oto
HuaAd TG ayopdg-oTdXou

= Eival o tpomog nov Béhoupe oL eAdTe pag va avtthapBdvovtal, okédrovtal Kat viwbouv yla
TO TPOILOV | TNV UTINPECIA HOG 08 OXEDN E TOUG OVTAYWVLOTEG. Eival TO GUYKEKPLUEVO KOUMUATL
8loktnoiag mov BENOUE va KATOKTHGOUHE 0TO HUOAG aKOMA KL 0TV KapSLd Tou Suvntikou
KatavoAwth

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

the
/!
%\é DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR VQVOger

23/4/26

14



XapaKTNPLOTIKA TToU 0pilouV TOV KTIPOIOVTLKO XWPOo»

‘Epeuva yLa to moteg HETaBANTEG BEwpPOoUVTOL A0 TOUG KATAVAAWTEG WG OL TILO ONLOVTLKES Kat

KPIOLUEG YL TNV aYOpd TNG LAPKAG

TEXVIKA XAPOAKTNPLOTLKA (TT.X. ULKPF KATOVAAWGN EVEPYELAG)
MAeovektnpata (Jif: yia Aapdn mou Stapkei)

Tehwkn xprion: ( TL.X. yLa OAEG TIG AEUKEG ETILDAVELEG)
Anpoypadikd xapaKkTtnpLoTka (). yia roudid péxpt 12 etwv)

Wuxoypadikd xapaktnplotikd: (Beau Mec: yia tov avSpa mou 8 xpetaletal va mpoomadrost
ToAU)

Anpotkotnta/ Méyebog: ( Heinz: n volpepo 1 kétoam otov kOopo, Grecotel: epnioteudeite tn
peyaAltepn aAuoida evodoxeiwv tng EAAGSOG yLa pia agéxaotn OAupmiakn dloevia)

MNatpdtnta: (mitoa «Kavakn» & kot aAavTkd « Mpikog»)

3

the
DR ANTONIOS A, GIANNOPOULOS - ASSOCIATE PROFESSOR veyvaoger

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY ‘wvoice
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XapaKTNPLOTIKA TTov 0pilouV TOV KTTIPOIOVTLKO XWPOo»

Awadikaoia mapaywyng/ Tuotatikd: (Jack Daniels, Skip: pe UtAe Kot mPACIVOUG KOKKOUG)
Yrniootpién: Staonuotnta fi eldikoi( Dermoprotector:to cuviotoUv oL Seppatoloyot)
JUyKpLon: (T.X. TAEVEL IEPLOCOTEPQ TILATA ATt KABE GAAO AITOPPUTIAVTLKO)

DUkdTnTa 0TO TEPLBAANOV: (TL.X. Ta pova Tipoidvta amnd 100% avakukAwEVo xapti)
MpoiovtikA katnyopia: (m.x. o kKaAUTEPO UIKPO autokivnto, Coca-Cola xwpig kadeivn)
Twn/ Nowdtnta

Xwpa/ meploxn kataywyng: (r.x. Stolichnaya: n pwotkn Botka)

3

the
O ARTONIOS A GIANNOPOULOS - ASSOCIATE SR0F 5501 vevager
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Movrépva papxa
+ Southern Comfort +Ballantines
+Cutty Sark
+Jack Daniels
+Cardu
+ Wild Turkey
+Famous Grouse
Anadij yeion +Jameson "Evrovn yzion
+Dewar’s
+Glenfiddich
+Johny Walker
+Dimple Sﬁ(

Mapadocraxiy papxa

TonoB<tnon Avtaywviotikwv Mapkwv kot Evtacn Aviaywviopou

/
% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
I DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY

Eiva1 yovaikzio moté

+Ballantines
+Cardu
+Jameson
+Dimple +Drambue
+Famous Grouse
Azy Tapraler Tapraler pe mv
TPOCHMKOTNTE pov
+Southern Comfort +Johny Walker
+Glenfiddich
+Cutty Sark +Dewar's
+Wild Turkey *

+Jack Daniels
Eivat avépiké moté

TonoB£tnon Avtaywviotikwv Mapkwv kot Evtacn Aviaywviopou

/
%}5 DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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AvtiAnmtikog Xaptng TomoBétnong Mapkog

= AvaAuon avtliAnmuikoU X&ptn tonoBEétnong Hapkag

= Inueia/teheieg avVTUTPOOWIEUOUV TLG OVTAYWVLOTIKEG UAPKEG

High quality Price Low quality
High price 300 High price
N
N = 250 Rip-off
N N strategy ) i
N N High Price
N N\ [200
N
Star rating N
o ol N 2 1
B N\
150 -
b\ | N
N N N &! %
0N N Functional Emotional
N Benefits > “ Benefits

Unsustainable N

50
strategy N
High quality Low quality
Low price Low price

&
a DUNKIN'
JDONUTS
4
Low Price
/% the
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High
Perceived price —p, Four Seasons
Hilton
Sheraton Marriore
Holiday Inn
Low High
Perceived quality Hampion Inn
Dags Inn PERCEPTUAL
Econolodge MAP OF LUXURY HOTELS Price
IN SINGAPORE —
Motel 6 Conrad Centennial
Mandarin Oriental
InterContinental Singapore
Low Haton Singapore

M

Faimont Holels and Resorts.

Studp M Hota

Suissotel Tne S
Rating of

stic Hotai service
quality*

Wanderiust Hotal

Wednesday, March 28, 12

g

e
L
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AvtlAnmtikog Xaptng Mapkag
= O avtAnmTkdg XApTng:
O OMELKOVI{EL TNV KATAOTOON TOU AVTAYWVIOHOU

o SElXVEL TNV €VTOON TOU QVTAYWVLOHOU

o evromifovtal Kevd oTtnv ayopd (yLa eLoaywyn VEou Tpoidvtog 1 emavatonobétnon
UTtAPXOVTOG)

o evrtomifovtal ot «pwWALEG» TNG ayopdG yia utoBEtnon niche otpatnyknig

o 6gev bivel MAnpodOpLEG YLaL TO TTOLOG CUVSUACHOG XOPAKTNPLOTIKWY TPOTLULATOL
TLEPLOCOTEPO ATIO TOUG KATAVAAWTES

/
S vevager
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Cultural
difference
(verysimilar)

Travel Mexico l Brazil Travel
distance

distance
(veryclose) 1 2 3 4 5 (very far)
4
5
Cultural
difference
(quite
Hoilday destination perceptual map : Source: www.marketingstudyguide.com
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Positioning: Multidimensional Maps

13 | Attribute key: |

Good value for meney.
Accessible

Good facil
Good entertainments

Ireland

Peaceful and quie
Friendly and hospitable
Wild areas

Good cultural experience
9 Beautiful scenery

vd different

Q.
1)
Al
o
@ N W —

Netherlands Finfand — 10 10 Unique
o :

—= 4]

= Denmark _
°

I3 Poor facilides

Austria Norway
°

14 Poor er
1S Not qui
16 Unfriendly

17 No wild areas
18 Poor cult

@ Sweden

Germany
o

al experience

Switzerland @ 19 Not scenic
20 Simifar to others

(Sounte: G Hooley, The Finnish Tourist Buard', in Peter Dovle and Normun Hare (eds), Case Snutles in Internotional

Marketing (London; Heinemann, 1982), p. 68.)
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37

ZUVSUAOHAG XaPpOKTNPLOTLKWY TIOU TIPOTLHATOL

= H ouykévtpwon MoAWVY HapKwv YUpw armd éva onpeio dev cuvendyetal OtL og ekeivo To
onueio Bpioketal kat to LSAVIKO TIPOIOV TOU KOWOU-0TOX0G
= [W¢ evtomilou e To LBAVIKO TIPOioV;
o Pwtwvtag katd tn SLApKELa TG EPELVAC TIOLO CUVEUACUO XOPAKTNPLOTIKWY BEwpPoUV oL

KOTOVOAWTEG TO LBAVIKO

o ZUyKpLON TWV IPoidvtwy Ketafl Toug, Ke Xpron tng conjoint analysis (texvikn, n omoia
oUVSUATOVTOG TO XAPOKTNPLOTIKA TWV TPOIOVTWY KATA OUASEC, Talvouel Toug
oUVSUOGHOUG AVANOYQ HE TNV TIPOTLUNGCN TTOU TOUG SEIXVOUV OL KATAVOAWTEG)

< the
/
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Zuvduaopnog Npotipnoewyv Tunpdatwv kot MNapovcag TomoBEtnong

‘Yriopén MEPLOCOTEPWY TOU EVOG ONUELOU OTIOU CUYKEVTPWVOVTOL OL TIPOTLUACELG TWV
KATAVaAWTWY

o E&eTAToVTOC TG TTPOTLUACELG TWV KATAVAAWTWY 0T SLAPOopa TUAOTA GE OXECN HE TIG
QAVTIAAPELG TOUG YLa TNV TOTOBETNON TWV UTIAPXOVTWV TIPOIOVTWY HaBaivoUpE TIOAAG YL

v\ TNV avTaywvioTikr SUvapn Twv Hapkwv ota Sitddopa TuAuata
v’ TNV évtaon Tou avVToyWwVIoHOU OTO ECWTEPLKO TWV TUNUATWY

v 1n Suvatdtnta amdkTnong g Sltadopornotnpévng B€onG o€ EVal GUYKEKPLUEVO
THAMA

3
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1.

2.

Awadikacio TomoB£tnong Npoiovrtog

AVOyvwpLon TWV OVTOYWVLOTIKWY TPOTOVTWY TTOU 6TOXEVOUV OTO (510 KOO

AvOyvwpLon TOU GUVOAOU TWV ONUAVTIKWY XAPAKTNPLOTIKWY TIOU 0pi{ouV TOV «TTPOLOVTIKO
XWpPo» oTov omoio BpiokovTatl oL TOMOBETACELS TWV UTIAPXOVTWY, AVTAYWVLOTIKWY TIPOohopwv

JuAhoyn MAnpodopLwV amd éva Selypa UTTAPXOVTWY Kl SUVNTIKWY KATAVOAWTWY yLat TLG
AVTIAAPELG TOUG VLA TA TIPOLOVTA O OXECN HE TA ONUAVTIKA XAPAKTNPLOTIKA TOUG

o focus group, epwtnuatoloyla KA. (r.x. n Euplotikn punxavi X givat ebxpnotn/ xpdvog
£KMAONONG Tou TPoToU Xpriong, ouxvotnta epdaviong tpoBAnudtwy, TaxvTnta
Euplopatog k.a.)

E€etdletal n TomoB£TNON TWV AVTAYWVLOTIKWY TIPOLOVTWY Kat N £VToon TOU avToywvLoHoU

Anodaaciletal molog cuVEUACUOC XAPAKTNPLOTIKWY EVaL AUTOG IOV TIPOTLUATAL TIEPLOCOTEPO
Q7O TOUG KATAVOAWTES

E€etdletal To taiplacpa HeTafl TwV MPOTIUACEWY TWV TUNUATWY TG Ayopag Kot Tng
Tmapovoag TonoBETnong Tou POIoVTog

Ipadetat n SAwon tonoBEtnong ) n potaon agiag yia va ka@odnyRoeL tThv avamtugn Kat
edappoyn TG oTpaTNYLKAG MAPKETIVYK

3
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Npotaon Aéiag (Value Proposition)

= To teAKO amoTEAECHA TNG TOTOBETNONG ElvaL n SNULOVPYLKA EMTUXNUEVN TtpoTAoNG agiog pe
€0Tiaon oTNV ayopd - BaoLKOG AOYOG WOTE N 0lyOPA-0TOXOG VA 0lYyOUPATEL TO TIPOTOV (GAOYKaV)

= Hxprion moAMwv SLadpopeTIKWV XAPAKTNPLOTIKWY TIPoKaAoUV clyxuon

= Ae dunyeioal Lotopia, oANG EMUKEVIPWVECAL O €vVa SUVATO XAPAKTNPLOTIKO & odnyeical pe
QUTO OTO HUOAO TOU KATAVAAWTH

= “A brand’s value proposition is a statement of the functional, emotional and self-expressive
benefits delivered by the brand that provide value to customers in the target segment. A
balanced value proposition is the basis for brand choice and customer loyalty, and is critical to
the ongoing success of the firm”. (Aaker 1996)

, the
/
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Npooeyyioelg TomoBtnong

\ O@éAn ) \ Tupr )

A

= Functional benefits: Aettoupytkr| TpoagyyLon yLa Ty enilucn ayopaoTIKWY IPoBANUATWY

= Emotional benefits: epmneipikii/ouvatodnuatiki mpooéyylon ya thv npoodopd alodnthpLag
euxapiotnong

= Self-expressive benefits: cuBOALKN TTPOCEYYLON VLA TNV LKOWVOTIOINGN ECWTEPLKWY QAVOYKWY,
QUTOEKTIUNONG, aioOnua Tou avikew

\ the
/
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Baoelg Zrpatnykwv TomoBtnong

J€ OXEON JLE TOV.
QVTAYWVLIGHO

J€ OXEON HE
XOPOKTNPLOTIKAL
TIPOLOVTOG I TA

odEAn

J€ OXEON HE
KaTnyopiol
TIPOLOVTOG
STPOTNYLKEG
TomoBETnong

Z€ OX€on ME T
Xprion/edapuoyn € oxX£on HE TV
TOU TIPOLOVTOG N TLUN - TOLOTATAL
TOV Xpriotn

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Napddsiypa evaAAakTKw ITpatnylkwv Tonoétnong

= Competitor positioning: having a greater variety of animals than a competitive park
= Attribute positioning: the largest theme park in the world

= Benefit positioning: a theme park that delivers a fantasy experience

= Quality or price positioning: offering the “best value” for the money

= Use or application positioning: for the tourist who has only an hour to catch some quick
entertainment

= User positioning: the best for “thrill seekers”

=  Product category positioning: not as a “recreational theme park” but as an “educational
institution”

Vgyager
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