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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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‘Evvoia kau Znpaoia tou Brand

¢ To brand (pdpka) eivat éva dvopa, Eéva ocnpa, éva cUBoAo
1 évag cuveUAOoUOG OAWV QUTWYV MOV EEUNMNPETEL TNV
oVayvweLon EVOG MPoiovTog 1 UNMNPEGLOG ano Evav
nopaywyo kKot tn Stagdoponoincn Tou anod autd Twv
OVTAYWVLOTWV.

e £ PMDEMARK

(B RA N D ) ISIAM

N

ING
e
i UNICATIONS TEC/ E5ine
N~ Z & g AEL

e g gpli
RETNNOE =g

Eivai uyévo auro;

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

‘Evvoia Kat Znpoocia tov Brand

‘Eva Brand €ival katt moAU apandvw ano anAd éva ovoua n éva

Aoyotuno ...

‘Eva ouvoAo aéiwv ‘Eva concept

‘Eva sraipiko «kepdAaio»

‘Eva vouiké spyalsio Mia duvarn oxéon

BRANDING i a shon beng difernt
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‘Evvoia Kat Znpaocio tov Branding

H erwvupn roAimikn (Branding) dev gival atrAd n elpeon evog
OVOHATOG YIa £va TTPOIOV | UTTNPEDIia TNG ETTIXEIPNONG...

To Branding apopd orn dnuioupyia uiag ouyKeKpIuévnG
UTTOOXEONGS OTOUS TTEAATES OXETIKA [IE TNV TTPOCYOPd UIAS
oAokAnpwuévng sutmeipiag kai emmédou amodoong.

Anuiouvpywvrag avriAaupavopeves Ola@opéc pETASU Twv TPOIOVIWV  Kail
umrnpeogiwv pyéoa amé ro branding, o1 ureUuvol Tou UAPKETIVYK OnUIoUpyouv
adia yia Toug meAdreg mou uerappadovral o€ avraywvioTiKd nAsovsKrrjpara Kai
XPNUATOOIKOVOUIKA KEPSN yIa TNV mIXEipnon. = |
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Enwvupia (branding)

= EvBappUVEL TOV KATAVOAWTH VO CUVSECEL CUYKEKPLUEVA XALPOKTNPLOTIKA UE TO TIPOIOV

= Erutpénel Tnv KablEpwon UG LOVaSIKAG TPOTANG ayopd( Yo ot cUOKEUaoia (Meiwon Tng
gvalodnoiog TNV TLUA KOL TOU avTaywvicpol)

= O udpkeg (Brands) €xouv omoudatotnta auteg kad’ autég (KabLépwon NG EUnioToolvig Kot
niotng Tou MeEAATN OTNV HAPKAL)

= Kriowo kepSwv

= [poUmoBétel éAeyxo motdtntag os LPNAS Babuod.
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MrnopoUv ta navta va yivouv enwvupa (Branded);

* Ilopadoocroxkd mpoidvta
— Koartavolotikd tpoidvta (Cadbury, Depon)
— Emyepnowokd tpoiovra (Caterpillar)

— Ipoidvta vyning texvoroyiog (Mac pc, iPhone, Samsung Galaxy Note)

* Yanpeoieg

— Xpnpartoowkovouikég vanpecieg (Goldman Sacks)

Ynnpeoieg prioeviag (Hilton, Amanzoe)

Agpomopikég vanpeoieg (British Airways)

Ynanpeoieg cvpfovievtikng (McKinsey)
— Ymnpeoieg tienucowvoviog (AT&T)

oice
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MrnopouUv ta navta va yivouv enwvupa (Branded);

* MetomoinTtég Kol Awovopeig
Tesco, Lidl, Wal-Mart
* On line wpoidvTao KoL VANPECIES
Google, Facebook, Wikipedia, Twitter, Instagram, Whatsapp

* AvOpomor kot Opyaviopoi

Lady Gaga, Barack Obama, FBI, WWF

Y ih
&/% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR \;.voger
H ﬁfl{\ DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY ‘wvoice :
9
. s ’ ’
MnopoUv ta navta va yivouv enwvupa (Branded);
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MrnopouUv ta navta va yivouv enwvupa (Branded);

* AOMpoarta, Téyves kar Poyoyoyia
Barcelona FC, MOMA, Star Wars

* T'ewypagikoi — TovproTikol Tpoopiopoi
Las Vegas, Santorini, France, United States

» Idéeg kan Evyeveig okomol

AIDS ribbons, Fashion Targets Breast Cancer

Y ih
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Znpaoia tov Branding
’ ’
ZUyXPOVEC TTPOKAROELG yLaL TOUG managers
Y the
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Inuaocia tov Branding

Tunpoodépel éva Loxupo brand otoug melarteg;

Avayvwplon Tou TapoxEa TNG LAPKAG

Anodoaon guBUVNG oe mepintwon mpoBARaTog

AmAoUoTeuon TG ayopaoTikig Stadikaciog

Melwon piokou

Anpoupyla Suvatwy oxEcEwvV

P .
Oxnua cupoAlopou
—_— - - -
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Inuaoia tou Branding

Tunpoodépel Eva Loxupo brand otig emixelpnosLg;

MeyaAUTtepn TLoT TwV TEAQATWY Kal AlyoTepn «gualoBnoio» amévavtl o
KLVINOELG TOU OVTAYWVLOHOU KOl OE YEVIKOTEPEG KPLOELG

MeyalUtepa meplBwpla KEPSOUC

MeyaAUTtepn umooTAPLEN ATIO TO KAVAALX SLAVOUNG

MeyaAUTEPN AMOTEAECHATIKOTNTA TWV EVEPYELWV LAPKETLVYK

MNePLOCOTEPEG EVKOLPLEG YLOL ETTEKTAON TNG LAPKAG E(TE HEOW TTAPAXWPNONG
Swkatwpatwy (licensing), elte péoa ano idleg emevduoeLg

MNpooéAkuaon KaAUTEpWV gpyalopéVwyY TTou BEAOUV va EpyacToUV yLa ULa LoXupn
papka

\BIEINIE F/I T S
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DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY Q)Ice

voger

14

7/5/26



Inuaoia tou Branding

Tunpoodépel Eva Loxupo brand otnv otkovopia;

MpooTaocio Tou KATOVOAWTH

Anodoon enevbuoewv

AlaopAAlon AVTAyWVIOTIKAG OLKOVOUIAG

Mpooapuoyr ota S€50uéva TNG OyoPAg KOl AVATTTUEN

EmékTaon og VEEC AyOpPES

Ataodalion OtL oL eMIXELpNOELG lval UTEUOUVEC TWV TPAEEWY TOUG

/
Y, % DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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* Brand Values (Baoikég agieg Tng HApKag)

* Brand Identity (TautdéTnTa TNG NdAPKOAG)

* Brand Positioning (Totro0éTnon tng pdpkag)

* Brand Personality (MpoocwmkoTNTA TG NAPKAG)
* Brand Image (Eikéva Tng pdpKag) @,
&QN“/*.J

W
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Baowég Evvoleg tou Branding
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¢ H kapdid tou brand

e Auto nou npeoPBevel to brand

Simplicity, ease of use, innovation, design

R

THE

BODY¢
fSH°P§ Environmental protection, Animal protection, Human rights

®

Simple luxury, rewarding 'lifestyle' experience

3

the
veyvaoger
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Baowég Evvoleg tou Branding

Brand Identity Brand Positioning Brand Image
TLOVTITPOCWIEVEL N To UEPOG EKELVO TNG Nwg
€MXElPNON UE Bdon TOUTOTNTOG TNG avtilaupavovtat
TIg aieg tnc. HOPKAG TIOU TEAKA OL TTEAATEC
EMIKOLWVWVE(TAL OTO TN HOpKa.

Mwg n emxeipnon KOLVO-0TOXO, TLouVELPpOUC
B€AeL oL meldTeG v gotiadovrag ota K&VOUV OTO MUOAS
avtilappdvovral to TIAEOVEKTA AT TOUG MOALC

brand. Evavtt okédrovral To
QVTAYWVLOTIKWY brand.
LOPKWV.
&/% DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR m\/e.v(]ger
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Brand Positioning (TomoB£tnon tng HapKog

e To Brand Positioning avadépetal otn «0€on» mou BEAoupe Kat
ETUSLWKOULE VO EXEL N LAPKO KOG OTO PUAAO TWV TTEAATWY, WOTE
va dnuloupyolvtal ol EMOUUNTOL CUVELPOL OTO LUAAO TOUG yLa

TN MOPKA UOG.

e Exkdpadlel autd mou Ba metv)EL 0 meAdTng emAéyovtag To brand
HagG.

the
DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR V.VOgeI'
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Brand Positioning (TomoB£tnon tng papKkog

e Efnyel, p€oa amd 1o cAOyKav Tou ETUAEYEL N EMLXElpnON, TO
Adyo 1} Toug AGYOUG TTOU KAVOUV TN HAPKO oG KOVWTEPN»
arod TG AVIAYWVLOTIKEG.

e Alvel KatevOuvVoN OTN OTPATNYLKNA HLAPKETLVYK,
EekaBapilovtag TL avTUTPOoWMEVEL N LAPKA, YLOTL Elval
HovadLKA KoL TL Lnvopota pEMeL va ekdpalouv OAa oL
EVEPYELEG LAPKETLVYK.

D FERtNTI ATION

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice
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Brand Positioning (TomoB£tnon thg papKag

LE=EaKAUIS
Kupieg Adisc Mapkag - Brand Positioning
Taurornra
Workmanship, handling, —> “The relentless pursuit
comfort, luxury of perfectio n”
&}’E DPT OF ORCAN\SAT\;\T Ajl:;gggr\onirg CV\‘/?A“:{’:EDT\PV\?GUQOTS(JU/:‘\S:V\AOE\‘\AJ‘FEEESET:E}':VSXRHELLEN\C UNIVERSITY V%chger
21
Brand Positioning (TomoB£tnon tng LapKa
Messinia Greece
Kupieg Adiec Mapkag - Brand Positioning
Taurdérnra

Preserving natural beauty and ———> “Be part of our story”
heritage, environmental
responsibility, state of the art,
unique experience

, the
/
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Brand Personality (Mpoocwrikotnta papkag )

H mpoowrnikotnTa TNG LAPKAG ATTOVTA OTO TIOLPOKATW EPWTHHOTOL:

* Av 1o brand X ftav avlpwmnog:

T eld0¢ avOpwrnov Ba Rtav;
TL aoxoAieg Kal SpaotnpLotnteg Oa ixe;

TLeld0¢ poUya Oa popovlos;
TiL€ld0¢ AOAnpa Ba tov apeoe?

¢ Eival évag Kpilolpog mapdyovtag entuyiog, kabwc:
— Awadopormolel ta brands
— AvanTUOOoEL CUVOLOBNUATIKEG TIPOEKTACELC Yo Ta brand
— Au&Qvel TO TTPOOWTILKO VONUa o €XEL To brand yla Tov meAdtn.

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY ‘wvoice
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Brand Personality (Mpoocwrnikotnta papkag)

Xprion «xapaktpwv» (Brand characters) yia tn énuovpyio npoownikotntog:

/)
UncleBens

Brand

oice
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Brand Personality (Mpoocwrnikotnta papKag)

Ta Brands petadépouv OPEAN yLa toug meAateg

Agrtovpyika TovarcOnpotika AVTO-£KQPAONGS

BonOa. Ty exniipwon tyg

Ogpé&log mov Pacilerar ¢ éva  Ilpocpipel covaicOnuatino , L
AVAYKING AVTO-EKPPAGHS KOl

XOPAKTIPIGTIKO TOV Pabos kar wiovTo oY
POIGYTOS OV TPOGPEPEL sumelpia andKTNoNS Kol wrte 0 6‘?‘7/‘0? neradd Hapras
Jertovpyikij ypyouéTyTa Jprionc ]G pdprac Kol TEAATH EIVAL IGYVPOTEPOS

GTOV TEAATI)

Successful and powerful driving

Coke provides refreshment ‘Warm when reading a P "
a Porsche

Duracell offers quality that lasts Hallmark card
Save in a Volvo Sophisticated righting with a

Qual.(e.:r Oats provide a . o Mont-Blanc
nutritious breakfast cereal Energetic when drinking Coke
Y the
S vevager
(] DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY voice
-
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Brand Equity — H a§ia touv brand

I Brand Equity |

e HteAkn) Uvapun evog brand, 0Aa 6oa kepbilel n emuxeipnon
LE TO VA EMEVOVEL OTNV EMWVU LN TIOALTLKA.

¢ O anwtepog otoxog kabe mpoondbelag branding.

e To 0UVOAO TWV CUVELPUWYV KOl CUUTTEPLPOPWYV ATTO TNV
TIAEUPA TWV MEAQTWV TTOU ETLTPETOUV OTH UAPKO VA EXEL
ueyaAutepa neptdwpla képdouc¢ armd ot Ja eixe av Sev nrav
enwvuun (branded) ko Tou mpoo@Epouv LoxUpa Kot
SLaTNPHNOLUA AVTAYWVIOTIKA TTAEOVEKTUATA.

¢ [poodlopilel 6oa anohapBavel n papka o oxéon pe 6ca Ba
elxe av dev Atav branded.

A.GIANNOPOULOS

RISM | INTERNATIONAL HELLENIC UNIVERSITY woice

2

SSOCIATE PROFESSOR veyager
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Nwg dnuovpyeitan n afia tng papkag (brand equity)
Perceived

Quality
Brand Brand Associations
Awareness

Brand Other Proprietar
Loyalty \ BRAND <« Bra:d Y
EQUITY Assets (e.g.
trademarks, channel
relationships)

Provides Value to the Provides Value to the firm
Customer by Enhancing

by Enhancing:
Customer’s: «Efficiency and
eInterpretation / Processing Effectiveness of Marketing
of Information Programs
B Loyal
eConfidence in the -;’ri?eld/ N(I):ra |tr)1/s
Purchase Decision 9

eBrand Extensions
eTrade Leverage
Competitive Advantage

eUse Satisfaction

E DR. ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

the
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Competitors”
actions

‘What customers think and -
feel about a brand (channels,
Tndustry/environmental ~5 %] employee
conditions
‘ Awareness ‘ Associations ‘ Attitude | Attachment H Activity ‘

(Satisfaction)

‘What customers do about
abrand

Financial market impact —
- Brand Value
the
DR ANTONTOS A GIANNOPOULOS = ASSOCIATE PROFESSOR VQV(]ger
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Canada United ~
Kingdom#®
S e W
244B
Uniteg States ﬂDenmark
150.8B
France TR Germany
$22.2B @. $43.9B

. Sw nd o
Spain i ‘@ e couai'S
$17.5B Austria Aargb:a
$6.78

Italy? $7.68
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Brand Strength Index
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Mechz;%’
$8.4B

Co\ombiaéyemm . 35 - 90
$3.98 N 30 - 85
I 75 - 80

Brazil
@%B W Less than 75
How to read this map: The map shows the most valuable brands in selected countries. Each country is sized to

reflect the value of its most valuable brand (the more valuable a brand, the bigger the size of the image). The
colors represent brand strength, out of a maximum of 100.

Article & Sources:

https://howmuch.net

has been sourced from the Brand Finance Global 500 annual study
on the world's most valuable and strongest brands. https://brandfinance.com

Norway, 4
Netherlands $828B Fnl i
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Russia

$11.68 $92.3B
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B> 8 Malaysia
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\SFpingren®

Indonesia
5.2B

Australia $5.
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Thanand
$4

Brand Finance’ @ how
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o1
Apple

+26%
408,251 $m

’

06
Coca-Cola

1%
57,488 $m

1
Nike

+24%
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V

3
Cisco
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]
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%
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02 03 04 05
Amazon Microsoft Google Samsung
+24% +27% +19% +20%
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amazon g
&4 Microsoft Google SNMSUNG

o7 08 09 10
Toyota Mercedes-Benz McDonald’s Disney

% % % %
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)
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BMW Louis Vuitton Tesla Facebook
+5% +16% +184% +3%
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LOUIS VUITTON =S F FACEBOOK

7 18 19 20
Intel IBM Instagram SAP
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35,761$m 33,257 $m 32,007 $m 30,090 $m

intel

https://interbrand.com/best-global-brands/global/

SApd

vVeyvoger

voice

31

Biggest Risers

2021's top risers shared strong performances on three brand strength factors: Participation,
Agility and Direction. The technology giants Apple, Microsoft and Amazon continue to shine,
making up the top ten alongside fast risers Salesforce and Adobe.

Automotive
Business services
@ Financial services
Technology
@ Electronics
Sporting goods

SLnm
:
J.\\ Adobe

P B8 Microsoft

zoom

amazon ire
= @yager

woice
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Brand it your way!

1S \';E'l' =y your family.
Googlei.

“When people use your BRAND
as a verb, that is remarkable”

Photoshop that picture.
% the carpet.

, the
/
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Baowég Evvoleg tou Branding

Brand Values

Brand Identity

Brand Positioning

Brand Image

Brand Equity

, the
/
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stolxeia evog Brand

Verbal o

|dentity V,Oua
e >AOYKQV

- Tt AEg;

Visual elLogo

Identity oXp(bua
SplAla ey e *Xapoktipag

/%
H %‘\ DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Brand Name

Brand Name
Ovoua Mapkag
*  2uvABwg avTIKATOTITPICEI TOUG BaCIKOUG TUVEIPHOUG TTOU BEAOUNE va

KAvel o TTEAATNG PE TO ATTAG GKOUCHA TOU OVOUATOG ThG HAPKAG

* TloAU amroTeAEOUATIKOG TPOTTOG Va £TTIKOIVWYNBOoUV oUvToua Ta
TIAEOVEKTAUATA TNG HAPKAG

*  O1 reAdTeG PTTOPOUYV VA «aTTOBNKEUOOUVY» OTO JUAASG TOUG TO Gvopua
TNG MAPKAG KAl VA TO «avaoUpouv» aTTO ekei o€ Aiya SeuTEPOAETTTA

» Eivail 1o oToIx€io TG pdpkag TTou aAAddel SuokoAoTepa.

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Brand Name

Eidn Brand Name
Ovoua Mapkag

Descriptive Arbitrary

\ \

Emotive Abstract

\

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Brand Name - Ovopa Mapkag

Eién Brand Name
Ovoua Mapkog
Descriptive: ovopaTa 110U TTEPIYPAPOUV AUTO TTOU N HAPKA KAl N ETTIXEIPNON
Tpoo@épel kal gival. Mapddeiypa: American Airlines, Pamediakopes.gr

Arbitrary: TTpayuoTikég AEEEIG TTOU OUWG BeV €XOuv KATTOIa TTPOPAVH OUVOEDN PE TNV
emiyeipnon. Mapddeiypa: Double tree hotels, Apple

Emotive: cival ovopata Tou uttodnAwvouy Tnv eTTidpacn TTou €xel N Xpron tng
papKag aToug avBpwTroug. MTTopei va atToTeAOUVTAI OTTO TTPAYMATIKEG AEEEIS 1)
ouvduaopo autwy. MNapadelypa: Paradise hotel Mykonos, Visa Card

Abstract: ovoparta mou dev avTioToIXoUV O€ TTPAYMATIKEG AEEEIG 1) Eival ovopaTa TTou
Tpoékuywav atmod kabapr| gavracia. Mapadeiypara: Kodak

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR 33
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38

7/5/26

19



7/5/26

Brand Name

Napayovteg Emttuyiag Brand Name
Ovoua Mapkog

ATASTNTA KOl EUKOAia TTpo@opdg Tou ovouaTog (T1.x. Novotel)

XpARon TTOAAWY WVNEVTWY GTO OVOUA TTOU KAVOUV TV TTPopopd
€UKoAGTEPN (TT.X. Makedovia MaAAag, MeydAn Bpetavia)

MpoooxA aro@uUYAS APVNTIKWY VONUATWY PECA ATTO TO OVOUQ
MpoooxA atro@uyng avTiypa@nig ovouaTog Tou Adn UTTapXEl

XpAon ovopdTwyY TToU avadeIkvUoUV Kal TA AVTOYWVICTIKA
mAgoveKkTAPaTa TNG eTixeipnong (Thea Studios Santorini)

Ag Ba TTPETTEl VA POIACOUV PE AVTAYWVIOTIKEG ETTIXEIPNOEIS YId
aTro@uyr) oUyXuong TwV TTEAATWV.

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

Brand Slogan

To slogan avagépeTal o€ CUVTOUES TIPOTACEIG TTOU IBAVIKG Ba TTPETTEI Va
ETTIKOIVWVOUV TO OVTAYWVIOTIKA TTAEOVEKTAMATA THG HAPKOG.

OuolaoTikd eTTIKOIVWVOUV TNV ToTToBETNOoN TNG pédpkag (brand positioning), pe
OTOXO VO TTAPEI N YAPKA TNV ETTIOUUNTA €01 GTO YUAAS Kal TNV Kapdid Twv
TTEAQTWV.

Ta slogans TTapoucidfovTal o€ KAOE eVEPYEIA ETTIKOIVWVIOG Kol TIpOBOANG
TG eTTIXEiPNONG (dlagnuioelg, 10ToogAida, aAAnAoypa®ia, K.ATT.)

Eivai évag TTOAU aTrOTa)\scpaTlKég TPOTTOG anloupviag uvavvalclpémwg
TNG HAPKAG, KABWG éva eTITUXNUEVO slogan PTTOPE va KAvel T dlagopd Kou va
EVTUTTWOEI OTO HUAAS TWV TTEAATWV.

S\oﬁa“
Beamene el Sopn

DR. ANTONIOS A. GIANNOPOULO!
DPT OF ORGANISATION MANAGEMENT, MARKETING &

CIATE PROFESSOR
| INTERNATIONAL HELLENIC UNIVERSITY
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Ertdoyn Slogan

* 2UVTOMN TTEPIYPAPN TNG BACIKNAG Q&g TNG JAPKAG

K</_\/ Red Bull gives you wiiings.

Think Different

SINGAPORE AIRLINES >

A great way to fly

TURKISH
AIRLINESQ ‘ WIDEN YOUR WORLD

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Desti-nation branding: Greater Copenhagen

GREATER
CoPENHAGEN

About  Why Greater Copenhagen At your service ~

Yy S

https://thevovggervoice.com/2017/01/25/greater-copenha en

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY oice
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* H emAoyr Tou AoyoTuTrou givail eEQIPETIKA

* Eival dAAog €vag aTTOTEAEGUATIKOG TPOTTOG

Logo (ZApa/ZuppBoAo/Noydtumo)

Brand Logo

+ ATroTeAEl TNV OTITIKA éKPPACT TNG HAPKAG.

ONPavTIKA O0TnNV KaBiépwon HIag HApKag,
€18IKG O€ pia avTaywvioTIKr ayopd.

yla TNV €TTiTeuén TNG €mMBUPNTAG
diagpopotroinong.

* ‘Eva kaAd oxediaouévo AoyoTtutro fonbd

ONMAvVTIK& OTNV avayvwpeIicIHoTNTA TNG
MapKag.

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Logo (ZApo/ZuopBoAo/Aoyotuno)

Eién Brand Logo

‘Eva AoydTtuTro ptropei va givai: H T
1 SOFITEL
m To 6vopa TNnG €MIXEipNONg Ypapuévo Mj\ e e

ME €I0IKO TPOTTO, XPWHA Kal
ypapparoaeipd. GRAN MELIA

m Kdrtrola gikéva / ox£D10 TTou XwpileTal
atré 10 GVOoua Kal £XEl KATTOIO {})
TTpo@avr) cUvdeCH WE TNV €TTIXEIPNON, ﬂ
TO 6voud TNG Kal TIG BPaCaTNPIOTNTEG i
™mg.

B Agpnpnuéva AoyoTuTra TTou dev £XouV
KATToIa TTpoPavr oUvOeon e TV

&

DOUBLETREE
HOTEL

BURJ AL ARAB

ETTIXEIPNON, AAAG avTIKATOTITPICOUV
ouvnBwg TIG agieg TnG.

The Ritz-Carlton®|

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Aoyotumo — Ta XpwHaTa Kot | VTLAQBOVOLEVN ONACLa TOUG

AvTIAauBavopevn onuacia

K6KKIVO gs\\//gfgraonm, CeoT6, TTaBI0OEVO,

Mpdoivo Ao@dAcia, npepia, UOIKOTNTA

M1rAe Kuplapyia, oeBacuog

Maupo 20QIOTIKE, JUOTAPIO, dUvauN
ZeoTa01d, KalvoTouia, TTpoooxn

A~ E’i
—>1_ (& Lufthansa Holiday Inn

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Brand Characters
Brand Character
»  'Evag €18iIk6g TUTTOG GUMBOAIGHOU Tou brand.
*  Zuvnbwg dnuIoupyeiTal yIa TIG ETTIKOIVWVIOKES TTPOOTIAOEIEG TNG ETTIXEIPNONG.

+  Mrropei va €xel KEVTPIKO pOAo OTIG dla@nuicelg TG HAPKAG Kal OTIG DIAPOPES

TTPOWBNTIKEG EVEPYEIEG.

+ Eival éva akdpa oToixeio Trou ptropei va Bonbriocel otn diagopoTtroinon Tng

MépKag aTrd TOV avVTayWVIoUO.

+  BonBd tov TreAdTn v ouvoeBei EUKOASTEP e TN PAPKA OTOV AUTO EXEN Kal Evav

avBpwTTIvo ] GANO XapaKTApPaA.

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

Memorability [ — Adaptability

Kputipla EmtAoyng tTwv Ztoweiwv tou Brand

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Awaxeiplon Xaptodulakiou twv Brands tng emyeipnong

Brand Portfolio
Brand Portfolio

¢ To Brand Portfolio avadépetal oto cUvolo Twv papkwv (brands) mou €xet
Kol XELpileTan pia eTuxeipnon

To noAutiudtepo Brand Portfolio ivat auto émou ta

étapopa brands aAAnAsmidpouv uetaév toug,
gvéuvauwvovtag to va to aAlo.

Zrpatnykn Brand Portfolio— Brand Architecture

¢ Mpoodlopilel tn doun tou brand portfolio, kat to
€UPOG, POAO KaL OXECELG LETAEU OAWV TWV HAPKWY
TOU 0pyQavLouOoU.

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Apxttektoviki Emwvupiag (Brand Architecture)

“Branded House” Endorsed Brands
(Virgin group) g pprangs  (Double Tree g ice of Brands”
(Aegean by Hilton) (P&G, Unilever)
Miles & Bonus)

(1S
%

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

the .
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oice
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Awayxeipion Xaptodulakiov twv Brands tng emyeipnong

Brand Architecture
Ei6n Brand Architecture

Branded House

Brand
Architecture

o

Endorsed Brands

House of Brands

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Awayeipion Xaptodulakiov twv Brands tng emiyeipnong

Brand Architecture
Branded House

Ztnv nepintwon auth o Touplotikdg Opyaviopog £xet éva Baotko brand, pia
KUPLOL LAPKQL TIOU XPNOLUOTIOLEL yiLa OAEG TIG TPoodopEG Tou.

@
Hilton

HOTELS & RESORTS.

Hi(légn @

Papagayo Cosla Rica Resorl & Spa Hilt
)
D

@
Hilton

'Whistler Resort & S;

o
Hilton
CHICAGO/INDIAN
LAKES RESORT

Athens

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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51

Awaxeipion Xaptodulakiov twv Brands tng emyeipnong

Brand Architecture
House of Brands

TNV nepintwon auth o ToupLloTikdg Opyaviopdg £xXeL éva etatpko brand mou 6pwg Sev
nipoBAaAAstal WSiaitepa npog ta £§w, KaBWG n KAOe tpoodopd £XeL TN SLKA TG LAPKAL.

starwood

Hotels and
Resorts

P“' ‘AAQ
7 N,
WESTIN EASA? W
505 SNP7 ‘
Sheraton .

‘/~MERIDIEN| &

ST. REGIS

Hotels & Resorts

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
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Awaxeipion Xaptodulakiov twv Brands tng emyeipnong

Brand Architecture
Endorsed Brands

TNV nepintwon auth o Touplotikdg Opyaviopog £xet éva Baotko brand mou xpnotuomnotei yia
TG NepLocoTePEg Poodopég Tou, aAAdG 6tav Snpoupyei pia véa tpoodopd tote dnuoupyei
pia véa pdpka ou urtoothpileton Gpuwe ard t Booikr enwvupia - brand.

o \\arriott

B
COURTYPrRDO

A\arriott

AMANZOE

PORTO HELI, GREECE

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFE
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Ztoxot Brand Portfolio

A
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Enéktaon papkag — Brand Extension

Brand Extension

e EméKtoon PLAapKag £XOUME OTav Hia EMLYEipnon XpnNoLLOTOLEL
pia Aén edpalwpévn papka ya pia véa npoogopad.

‘ DAIOS COVE

Line extension [==Ele=

LUXURY LIVING

a
ool easyJet | YcasyHotel com
extension Simple comfort, great value,
DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Enéxktaon papkog — Brand Extension

MNote pnopol e va npoxwpnooupe o€ Brand Extension;

e Otav n apXtki — «UNTPLKA» HAPKA £XEL AITOKTAOEL SUVAKN Kal
Loxupn 0€on oto pUaAG Twv neAatwv (strong brand equity).

e Otav ot teAdteg avtihapBdvovtal pia «ouvéeon» / «taiplaopo»
METOEY TNG TPOTELVOUEVNG EMEKTACNG KOl TOU BOOLKOU — aLpXLKOU
brand.

e Otav n enéktaon TG Lapkog 0a cupBAAAEL kKat Ba evioXUOEL TN
SUvapn Kat Lo Tou Baoctkol — ap)tkou brand.

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Enéktaon papkoc — Brand Extension

Brand Extension

¢ Hxpnon pag e5patwpévng Kol LOXUPNG LAPKOG KOTA TV EMEKTACH
o€ pia véa ayopad xapoktnpiletol ano:

MAgovekTApOTA MeiovekTipaTa

H ammodoxn TNG ETMEKTACNG OIEUKOAUVETQI » Mmropei va HTTEPSEUTOUV. OI TTEAATEG ME
XApn oTnNV. NéN IGXUPN EIKOVA THG OPXIKNG TIG TIOAOTTAEG TIPOC(POPES

HApPKAG

MEIWPEVO PIGKO IO TOUG TTEAGTEG, KOBLIG Mrropei va BAdel kai THV EIKOva THG
£UTTIOTEUOVTON 15N THV. OPXIKNA PGPKO OpXIKNG PAPKAS AV 1] ETTEKTACT) BEV
€iVol EMITUXNHEVN 1 OV Ol OSIEG TG
ETTEKTOONG EPXOVTOI OE TTANPN
avTiBEOT) ME THV. TAUTOTNTA THG APXIKNG
ATtTopuyn £§00wWV. ONHIOUPYIOG MIOG VEAG HOPKAG

HAPKAG Kl ETTIKOIVWVIOG aUTHG

AugnuEvn amodoxn OO Ta KAVAAIa
dl0voung

Evioxuon kol avaveéwaon THG apXIKNG
HApPKAG

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR
DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Success Factors of Brand Extensions (i)
Main Effects: Direct Effects of A Source
A brand extension is more successful...
the Success Factors (examples)
Parent-Brand Characteristics
g‘;?ll(lity (strength) of the parent If the quality of the parent brand is high Smith and Park, 1992
If the history of previous brand extensions
is successful. For example,
- high number of previous brand
History of previous brand extensions
extensions - high variability among product types
offered by the parent brand
- low variance in quality among previous
brand extensions Dacin and Smith, 1994
DPT OF ORGANISAT\ODV\T V\;/\li;gggséV:T,GJA’\:(’:ST\PV\?GUQO'?JU/:{\SSSI\(:?TVJTEE::IETF\ESNSSRHELLEN\C UNIVERSITY 58
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Success Factors of Brand Extensions (ii)

Main Effects: Direct Effects of A Source
A brand extension is more successful...
the Success Factors (examples)
Extension’s Marketing
Context
If the marketing support is high. For
. example, Reddy, Holak and Bhat,
Marketing support - Advertising support 1994
- Firm’s marketing competence
Retailer acceptance If the retailer acceptance is high Nijssen, 1999

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR

DPT OF ORGANISATION MANAGEMENT, MARKETING & TOURISM | INTERNATIONAL HELLENIC UNIVERSITY
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Success Factors of B

rand Extensions (iii)

Main Effects: Direct Effects of
the Success Factors

A brand extension is more successful...

Source
(examples)

Relationship of Parent
Brand to Extension Product

Fit between parent brajd and
extension product

If the fit between the parent brand and |
the extension is high. For example,

- high global similarity

- high ability of the owner of the

parent brand to make a product in the
extension product class

Adker and Keller,
1990

- high relevance of the extended
associations for the extension product‘

Brgfiiarczyk and Alba,
1994

_~

Extension’s Product
Category Characteristics

pae—————

Perceived risk

If the perceived risk is low

Nijssen and Bucklin,
1998

Consumer innovativeness

If consumer innovativeness is high

Klink and Smith, 2001

DR A
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Enéktaon papkag — Brand Extension

Too many brands?

e KArmoleg eMIXELPOELG AVAKAAUTITOUV
Twg To portofolio toug mephapfavet
€€ALPETIKA PLEYAAO QPLOUO PapPKWV

— Zuyxuon meAatwv
— MNapdAuon otn Staxeipion tou portofolio

— OLTOAAEG UKPOTEPEG LAPKEG amoppodolV
TIOAUTLHOUC TIOPOUG OO TLC LOPKEG —
vauapyidec.

DR ANTONIOS A. GIANNOPOULOS — ASSOCIATE PROFESSOR 61
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Co - Branding
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