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Abstract

Greek furniture enterprises need strategic support and continuous
information on modern developments in order to be well organized and
survive 1in an intensely competitive environment and the very big
economic recession of our days. The basic aim of the present research
is the exploration of the current situation of Greek furniture
enterprises with regard to marketing strategies planning and their
intentions regarding the changes that happen or are to happen 1in
their internal and exterior environment. The results will lead to a
better perception of their real place in the market and the location
of the required reformation mechanisms of the entrepreneurial
environment 1in the particular sector, aiming at 1its survival and
development.

Data were gathered via a very recent study of 61 Greek furniture
companies placed in Attica, Thessalonica and Thessaly, using
specifically structured questionnaires which were then registered,
processed and analyzed with the statistical program SPSS. The
methods applied were frequencies, descriptives and crosstabs. The
results are of particular importance.

It 1is actually shown that Greek furniture enterprises, 1in their
majority, do not plan, neither apply effective marketing strategies,
while they try to follow a decent path in the determination of target
- markets and the choice of a suitable distribution network for
their products. The 1integrated communication of marketing (i.e.
advertisement, personal sales, techniques of sales promotion,
publicity, public relations, direct marketing and interactive -
internet marketing) has too much room for Improvements,; it can be
planned and applied much more effectively.

Keywords: Marketing strategy planning, B2B, B2C, Branding, CRM wood
and furniture enterprises

JEL Classification Codes: M31 - Marketing
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HOepidnyn

Ol €AANVIKEQ EMNLXELPNOELC €NIMAOU OTO EVIOVA AVIAYWVIOTLKO MEPLBAAAOV
KOl OTnv MHOAU ueydAn OLKOVOULKD UQPeOon IOU HAPATNPEL(THL OTLC HEPEC
uag, €xouv TnV aVaykn ornpléng Kol TNg HOPOXNG TANPopdépenong OHiVw OTLC
oUyxpoveg €éeAiéeic yvia va opyavwboUiv og «yepéc Baoeic». Baotko okomd
NG mopoUoag Epeuvag amoTeAel n av&deién TNg ONUEPLVNC KATAOTAONG TWV
EAANV LKOV EILYELPACEWVY enimAou  S00OvV  apopd T0 oOxedlaoud TOV
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OTPATNY LKAV TOU MAPKETLVYK, KOL TV HOPOOE0EWY QVITLIUETOILONG TWV
aAAayodv mou ouuBaivouv 1 mpoKeLTAl VX OUMBOUV OTO E0WTEPLKO KAl
efwTeP KO mepLBaAAov TouC. ETtol Ba elivat duvath uUlad KAAUTEPn aviiAniyn
TN¢ HOPAYMOTLKAG TOUC B€éong otnv ayopd kol 6o ouveLdnTOHmoL)oOUV HOLO!L
Ba e€l{val ol amaLTOUMEVOL UNXAVIOUOl avadl&pbpwong TOU E€HOLXELPNUATLKOU
nmep L BAAAOVTOC TOU OUYKEKPLUEVOU KA&GOoU, ue OToOXO0 1Tnv enifiwon Kt
e€éALén Tou.

Ta oamopalitnta  Oedouéva OUYKEVIPOONKaY UECWw MLAg HOAU mpdopatng
Epeuvag 61 €AANVIKOV ETHLPLOV €mimAou mou dSpaoTnELOIoOLOUVINL OTnv
ATTLKL, Tn OGgooaAovikn KoL Tn @coocaAia, ue 1n XenHnon €L10LKE SOUNUEVOV
fpwTNUATOAOY WV, Ta omoia OTn OUVEXeELa KAaTaxwpnébnkav, ecmelepydoTnrkav
KOl QavaAUOnkoav ue 1n  XpHon TOoU OTATLOTLKOU mOpoypduuato¢ SPSS.

Epapudéoctnkav ot uébodol frequencies, descriptives Kol crosstabs Kol
IPOEKUYaY 1SLalTELA ONUAVT LKE QIIOTEAECUATA.
ETo!L armode LKVUETAL o1l otnv A€ LovoTnNTd T0UC ol EAANV LKEC

eniLyetpnoetlc enimAou oev oxedi&louv oUTe e€PaPUOlOoUV OMIOTEAECUAT LKEC
OTPATNYLKEG HAPKETLVYK, &£VQ mpoornabouv «va otaboUv oflompendg» OTOV
npoodLloptloud TWV AYyopdV — OTOX®WV KAl OTnV E€HOLAOYN TOU KATAAAnAou
SLKTUOU SLavoung 1wV OPpolovIwVv TouC. H OAOKANPWUEVNH EMLKOLVOVIX ToU
UAOKETLVYK (SLapnulon, HOPOCWILKLN HOANCH, TEXVIKEC HNOoWONONC NWANCEWV,
dnuoocitdétnta, SnudciLeg oxéoelg, adueco MKT kol OLadpactixkd — Iinternet
UGOKETLVYK) €xel TOAAE meplbopia va LBeAtiwbel, va oxediaoctel Kol vo
gpapuoctel MmepLOOOTEPLO AMOTEAECUAT LKA,

NEEeilc — KAg1d1&: oxedioaopdbg otpatnylkhg, B2B, B2C, Branding, CRM
enLxeLpnoeLg EUAoUu — enmimiou

JEL Classification Codes: M31 - Marketing

Eivoaywyy — Tomo6étnon tou IlpofAfpatog
ZxedLaopdg ZTPATNYLRAGC KAl MAPKETLVYK

Y10 oUyxpovo cmixelpnotakd mneplPdAAov oto omoio AgiltoupyolUv Ol
EILXELPNOELC OHUEPA TOPATNPEOUVIAL ONUOVTLKEC PeTofoAéc kol e€feAllelLq
1600 OTO XOPOo TNC Ttexvodoyiag, 600 KAl OTLC KATAVUAXT LKEQ OVAYKEQ KOL
OUUIIEP LPOPEC KOUL QUOLKY OTLG VEEQ HOPOEC AVIAYWVLOUOU (I idukog 2004) .
Ol petafoAréc autéc oe ouvduaoud pe tnv aufavoupevn afepfatdtnta odnyouv
aVaIOEEUKTO OTINV OoVOYKALOTNTH £PUPUOYANG OIOTEAEOUAT LKOV OTPATNY LKOV
BAPKET LVYK TIOU Oa KATAOTHOOUV TLC €AANVLIKEC emLlXelphoelg meplocdTepo
AVIOYWV LOTLKEC KOUL Opyavouéveg o€ 0woTéc PRaoetg. O oxedlLoaoudg 1wV
OTPATNYLKOV TOoU PUAPKETLVYK mou Ba seoapudoouv OBa mpémel va Pociletal
oTnVv NOAU KOAN YyVQOON TOU €0MTIEPLKOU KL €fwieplkoU meplBAAAOVIOC TING
enilxelpnong, otnv niotn oto oxédLo mou Ba amoeacLoTel KAl OTov KOAD
EAEYXO TNC £QupuoyhNC tou oxediou autoU.

Tevikd, oUuppova pe  Tov I LOduko (2004) o oT1patnylkdg oxediooudc
anmoteAe{ 1T ovotnuatixky dlLadlxkacia mou meplAaufdvel Tnv af LoAdynon
tn¢ eUong Tng eunixelpnong, ITn dlLadlkacla  oplopgoU  Twv  RACLKOV
HoaxpoxXPoV LIV oTtdXwv Tng, Tn dltadlkacia e€vIomnmLopoU IMOOOT LKOIO LNUEVRV
oToéXWV, TNV aVATTUEN KATAAANA®Y OIPATNYLKOV VYVIX TNV OIpayuatornolinon
Tov  oTOX®wV KL TNV KATovopun  Tov  adpwv  yla TNV €QAPUOYI TV
oTpaTnyLkO®V. Ol Kaplan xot Beinhocker (2003) wvnootnpilouv o1l o©
okondg TnNg dladlraoliagc ToUu oTPATnyLKOU oxedlaouoU eival va «ktileLg
IPOETO LUAOUEVA PUOAS» LROVE va AouB&vVouv owoTég armoedoeLq.

Eutuxdg undpxel miovocla BLPALoypapia (Porter 1980, Kolter 2000, Aaker
2001, MaLcolm 2001, Thomas 2001, Sidpxrog 2002, Crespo 2002, Subhash
2003, Wilson and Gilligan 2004, 3Sidxpog kol Czepiel 2007 odmou
nopoucLt&lovial ol dlLadlkaclieq €mLlAOYAC €VOAAOKT LKOV OTpATNyLKOV MKT,
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KoOOG Kol To KPLTHpla ToUu Oo mpémel Vo XPNoLUomoloUvIolL YLla TNV
EMLAOY TNGC OTIPATINYLKAGC P&PKeTLVYK 1oUu BHa axodloubnbel amd xr&be

enilyelpnon.

MeAeTOVIOC TLC €0WTEPLKEQ ouvepyaolieg Kol Tn yevikdtepn opydvwon tng
enlxeipnong n Dibb (1997) xatéAnée ot1o ouunmépooua O6TL Ol €0OWTEPLKEQ
oxéoelg Oa mpénel va BewpoUtvial 1600 WG £Lopoég 60O KAL WG €KPOEC TNC
dLadlkaociagc oxedloopol MKT.

O «ykroupoU» ToU udpketlvyk Kotler (2000) koL Kotler and Keller (2006)
avaeépel  OTL  yio vo petatpéfouv I OTPATNY LK  PAPKET LVYK  OF
TPOYPAUUATH UAPKETLVYK, T OTEAEXN TOU PAPKET LVYK HPENmel Vo nolpvouv
Baolxkég amopdoelg OXeTLk& upe TLg dandveg PAPKETLVYK, TO ulypo
BAPKETLVYK KOl TNV  Katovoun P&PEKETLVYK. Andadrn 6HBoa npémel va
aumoeac{couv TNV  KATAVOUn Tou mpoUmoAloylopoU oavdueca oT1a O L&Qopa
npolévIa, T KavaAla SLavoung, Ta péoa mpoddnong Kol TLGC TEPLOXEQ
nodAnong. TeAitxkd&, mnetuxnuéveg cenixetlpnoetc OBa elval exelveg wmou
HIopoUVv VA LKOVOIOLHCOUV TLGC ov&YKeG TOU mNeAdTn HE OLKOVORLKSO KOl
€UKOAO TPOHO KOL HE QIOTEAELOUNT LKLY £VNEEPWOT .

BéBala, o oxedloaopdc ToU PAPKETLVYK Oev e€{val pla moAU anAn undbeon
kKol étol o McDonald (1991) evitdémioe Oéxa eunddla OTNV IMIPOETOLUAC L
KoL TNV gepappoyn tev oxedlwv MKT, ta omola @UOLKY omoTeAOUV KXL TOUQ
Adyoug amotuXloag xamolwv and autd. Ta Paocixkdtepa eviomnilovial: o) OIn
oUyXUon TOKTLKOV KOl OTPATNYLKAC, B) otnv amopdvwon Ing AclTtoupylog
Tou MKT and 11¢ &AAec Asgitoupyleg, V) otn oUyxuon upetoélG 1In0¢
Agttoupylag kol Tng Ldecoloyiag tou MKT, O) O 0opyovwo Lok sunddlLo, €)
otnv éAAelyn ovdiuong oe P&Bog, ot) o1n oUyxuon petofU dLadlkoacloac
KoL amoTeréopatog, () oInv EAAeLllPn yvodong Kol LKAVOTIATIWV, 1) OTInv
EANE LN OUCTINUOT LKAG MPocéyylong oto oxedliaopd MKT, 6) oInv amotuylo
Lep&PXNONG TV OTOXWV KAL L) OTLC €XOPLKECQ €TALPLKEC KOUATOUPEC.

O McDonald (1991) IPOCPEPE L {owg 10 mLo dLadedopévo  POVTIEAO
oTPATNYLKOU oxedloopuoU udpketlvyk. To poviédo outd mpoteivel 1NV
avaAuorn OAou 1ToUu meplPdAroviog udpxeTlVyk (plxpo xrol ud&xkpo) TNV
avaAuon oyopdg, TNV oplobéTnon oTtdXwV KAl TNV ovAITUEN OTPATNY LKOV
Tou ulypoatoc pdpretivyxk (mpotdv, TtTLpnp, tomobeoia, emlxkolvevia) pe
okomd TNV emiTevuén aUuTdV TOV OTOXWV.

To poviéAo tou McDonald éxel axoloubnoel oOTnv €AANV LKA ayopd emnimAou
pLa amd TLg peyoAUtepeg eulxelphoelg Tou kA&Dou 1n NEOSET, n omnolo
AVT LANEONKE OTLC apXéc 1ng tpéxoucac 1l0stloag o611 undpyxel XoOpog
avantuéng oto mnedlo twv enimlwv koullvoag. ALéBAele o1l umnmfpxe xevd

otnv  ayop& kol  O6TL 1 (dla  dev 1mpocépepe TOAAEC AUCELC  O1N
OUYKeEKPLUEVN xratnyopila. ERors wg otdxo va ovantUisl pLa KaLvoUpLlo
oAvuc(ida xkoatootnu&tewv pe 1o Ovoupa NEOSET - KOYZINA, n omnola 6o

npocépepe TOAANEC AUCELQ O QUTIR Tnv kKatnyopla. H otpatnylxy 1Ing
UAOTMIO LAONKE HE TO VA dLAUOPPOOE L TOV XOpo Kol va avantuxbel oeg OAn
v EAA&Oa pe poyoaltd 400 T.u. Og OAx TO HEYAAX OOT LKA KEVIPX PE TNV
nébodo 1ToUu franchise. Exel vlomnolhoel A{dn 1o TAAVO autd TIOU
AVOUREVETAL VO OAOKANpwOel oe 2-3 xpdvia, 10 omolo mapaxroroubel Kol
afLolovel.

TNV EANGSO nopatnee lTot o1t TIOAAEC Mixkpoupeoalieq (ruplwg)
eILxeLpnoeLlg o1o mnAaloclo wplpoavong Toug oavayvwpllouv SAo Kol
nepLocdtepo T oUVINEn ITpaTnylkoU IA&vou Marketing wg anopaliinin
Agltoupylia yvia Tnv e€mLTuxh €&&nmAwon kol Tn PBLodoiun oavadmntuén toug. Amd
T d€LYHOTOANIT LKA €épeuva mou exkudédvnoe 1o 2008 n ICAP Group (Touéoac
Suppotiwv Enixelphoewv) og Mikpoueooaleg emixelphoelc (oe etalpelieg pe
Alyodtepoug amd 250 epyoalduevouc KAl KUKAO egpyoocldv uéxpt 50 exat.
eUp®) TNC ATTLKAQ, mpoékuPe O6TL ol meplLocdtepeg amd autég otnpllouv
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n Aeltoupyla toug oOg e€TfhoLlOo Ttpoatnylkd MNA&vo Marketing, €éo0Tw kKoL v
neyadAo pépog auitdv dev €xel okdUn oteAexdoel opyovik& TO avilioTtoLlyo
TuAua (Z1depny 2009). Elval BéRoato 61l n dLapdpowon evdC €TACLOU 1
peoconpbdOeopou 1 paxrpoupdOecpou oxedliou pdpxretivyk eivoal amapalinto
OXL PodvVo VI TLC PeydAeC KL TOAUEOVLIKEQ emLlXelphoelg, OAAX Kol Yld
k&Be nlkpn enixelipnon. H enévduon updévo otnv mnotdtnta 1 udvo oO1n
dLapnuion olyoupa dev  @épvel T  ovopevodusva  omoteAféopata. To
oTpaTnyLlkd oOxé€dLo uhpxeTLVYK e{val oautd wmnou BHBa dlopopehdosl  TLC
TOKTLKEC ovTLpeTduLong 1600 TwV JdLAPOPWY EUHOPLKOV Oeudtwnv, oAAd
KaTavéuel jpe 1oV mAéov amoteAeopatlkd  Tpdmo toug udpoug  ING
enlxelpnong pe oxkomd OLAXPOVLIKEG, TPoCcodopdpeg KL OTOXEUREVECQ
OTPATNYLKEG ovdmTUuéng.

O KRA4BOG tou emimlou otnv €AAnV LKL ayopd

O eAAnvixrdc kA&Doc Tou enimiou elval  évag duvaplkdég KAXdoC e
ONUOVT LKA OUPPBOAN O1nv e€AAnviky oltxovouloa, xrabdg to 2007 x&Auye TO
71,6% 1tnc OUVOALKAC {ATtnong eunlmiwv otn Xopoag napdyoviog oyoubd n of lo
Twv omolwv avhAbe mepinou ota 1,4 dic € (CSIL 2008).

SUpewva pe TLC enmionueg otatloTlkég, neplmou 7.000 emixeitphoeilc (90%
Tov omolwv glval TmoOAU PLKPEG €mLXELPACELC) OIAOXOAOUV TeplLoodTEPOUC
and 11.000 epyalopévoug otov KAGdO autd. O Topéac TV emimlewv otnv
EANGOa  elval 10LalTepd KATAKEQUAT LOUWEVOS, KOBOC amotelelTal oTnv
nAetolnola ToU oamd PLKPOU Kol peoalou peyéBoug emixelphoelg, oL
neplLocdiepeg amd TLG omoleg €XoUuv TA XOPAKINPELOT LKA TV E€ILYELPNCEWV
OLKOYEVE LAKOU  XUPAKTIAPA  JE€ OXET LKA XouNAoU Qg KUKAOUCQ EPYAC LOV
(Manadbdbmrmourog 2008) .

Hepimou 1o 87% TWV OUVOALKOV KOATAOKEUQOTQOV enimiwv elival PLkpéQ
EILXELPNOELC HE TOUG eT1ACLOUC KUKAOUC epyaolodv upéxpt 300.000 €.
SApepa, mnepimou 1o 80% OAWV TV EIOLYXELPANCEWV AINCXOAOUV petafly 1-4
epyalouévoug. MOVO HPepPLKEC €mLYeLlPNOeLlC anaoyxoloUv meplocdIepoug amd
100 vnoAAnAioug. O xrA&Gdog elval 1dlaltepa aviaywvLloT LkOCG, e TOAAEQ
HLLKPEC OLKOYVEVELOKEG emLXeLlphoeLlg, xwplc dLedvh mpoocovoatoArioud, ol
onoleg x&vouv £éva peyddo pepidio ayophg and 1TLg KOAK oOpyovewuévec
neydieg EILXELPNOELC. H €AANV LKA IOPAYWOYT el AV dev Exel
autoupatomotlnOel akdun oce LravomolntLkd PBadbud.

Tevikd, o eAAnvikdc KAADOC emimAou €éxel PLa opketd KoADR mopddoon
néxplL ofpepa, KaOOC ol xroataokevuaotég Olvouv 1diLaltepn €épeoaocn oinv
motdTNITo Kol €10l eupaviletal pla KoAn oxéon tiung / moidtntoag. Autd
anodeLlkvUietal AdAAwote kol oamd T dlapk) oUfnon 1Ing  OOPAY®YNHQ
eAANV LKOU enimiou oxeddv og dSAec TLC xatnyopleg enimiwv xoatd 1nv
teAevtala 6etla (2002-2007), napd 1nv €viovn oVIAYOVLOT LKOTNTO IIOU
nopatneeltol og moaykdéoulo enimedo.

H xoatovdiwon eninmieov epeavilel otnv EAANGSa évoav onuavilkd otabepd
oubud oavamniving xatd 1tnv TeAevrtala Getla (2002-2007). To % moocootd
avténong Ing xatovdAwong e€nimiwnv edvel (amd Tnv opxn HéEXPL TO TEAOCQ
ing 6etlag) 1o 56,3%.

Avdueoa ce 17 xdpec tnc Eupwnoalxkhc Evewong, n EAAGda xatéxel éva pLxpd
nepidLo tng ayopdc qUIAG oOtov KA&DO ToU emimAou, KABOC KaToAappdvet
tnv 11" Béon 1d600 OTnv mnopayeoyy (1,8%), O6co kol OTnv  KATAVAA®ODN
enlmiou (2,3%). Moévo 1o 0,1% 11ng OUVOALKAG €AANVLIKAC TOPAYWYNC
erniniou e&byeTal.

H auinuévn outh {HTnon kKoAUntetal pe TNV cloaywyl canlmieov oad GAAeC
xbpeg (ruplwg Itaiia, Kiva kot deutepeudviwg Toupklia kot Tepupovia) .
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Ol glLoaywyéc enimiwv otnv EAANV Ik ayopd yia 1o (Lo xpovikd dL&oTnuo
éxouv auéinbel xoatd 120%.

SUpewva pe  oxetlr) €épesuva  (Manaddbmourog 2006), 1o uUynAd epyatlxrd
kbéot0Gg, n OuokoAla efeUpeong HmPATOV UAOVY, 1N EAAelln efe1dlreupévou
EPYAUT LKOU OUVOULKOU, TO HULKPSO H1éyebog TV €AANVLIKOV E€ILXELPACER®V, 0N
un  opbn  opvydvwon Tng enixelpnong, n  oamoucia  VEQV  TEXVOAOYLOV
TOPAYOYAC KoL ol gAAlmelc uvmodoupéc (ex1d6C TOU €pyooTaciou) amoteroUv
TouUC IAéov QVOCTOAT LKOUC IO PAYOVTEQ AVATITUENG TV EAANV LKOV
EMLYXELPNOEWY €MITADV.

Ta EAANV LKE mpoldvIa dev €XOUV KATAQEPE L OKOUX VO QIOKTIHOOUV E€NOVUU
brand image) oto Babpd mnou eival oautd duvatd, yiatl votepoUlv of
npo®bnon kol 1npofoArny (Karagouni and Papadopoulos 2007). OL uLkpécg
emLxeLpnoeLlg oxlvertalr voa unv  éxouv In  duvatdInta TIPOROANG  KOL
npo®dnonc Twv npoldviwv toug (dev €xouv e€xbBéoeLq) .

And 1o nmopomdve dlapaivetal fexdbBapa OTL O €AANVIKOC rKA&GdoCg pmopel va
Eenmepdoel moAAéC amd TLG OUCKOAlEeg mou €XOUV MNAPOUCLaOoTE( oRuepa oTnv
ayopd, KL He TO oOxedlooud KAL TNV £OUAPUOYH KATHAANA®V OTPATNY LKOV
pépreTLVYK (n amouci{a Twv omolwv el{val eueavhg onuepa) O UIOPECE Ll VX
otabel en&éioa kol OTNV €AANVLIKNO Kol T &Le6vh ayopd.

Baolkdg okomdg Tng mopovocac  €épeguvag  eilval va avadelfel: o) 0OwC
oxedLlalovIial Kol OoVAITUCOOVIOL Ol OIPUINYLKEC TOU MPAPKETLVYK TV
EANNV LKOV €ILYE LPpACewV enimiou, PR) mou divetal peyoaAUTepn EPOoon KoL
nmoiLeg elval ol mpoBéocelg TV EOLXELPNUATLOV VO OVILPUETWILOOUV TLC
efeAllelg ot0 gowteplrd Kol efwteplrd TOUCQ meplB&AAOV TOUC KL V) TL
XOUPOKTINELOT LKA €XOoUVv Ol emlxelphoelg mou e€eapudlouv TLC OUYKEKPLUEVECQ
OTPATNYLKEG TOU PAPKETLVYK. H KaTtaypoen Kol ov&AUon ITng uelotduevng
kat&otoong, ©6ocov aeopd TLC Hmopomdve OTpATnNyLkéQ, Ooa ouuldiesl BOetLlr
OTOV HTPOPBANUATLOUNO TV EHLXELPNUATLOV QOTE€ VO OUVELINTONIOLHCOUV TNV
kat&otoon Ttou KA&DOU TOUG, VO JdLAMLOTOOOUV oL (dlol o mola onuela
UoTepoUV KOl IIOU MAEOVEKTOUV €10l OOTe vo umdpéel xKilvniomoinon OAwv
TV QAL TOUREVROV Unxoav Loy avad L&dpbpwonc TouU ETILYXE LPNUAT LKOU
nep LBAAAOVTIOC TOU OUyKekpluévou xkA&dou, ue otdéxo Inv eniPieon Kt
eEENLEN TOU.

Mé6odog épeuvag

Tl Tn OUyKEVIPWwon Twv Jdedopéveyv INg TIMIPRIOYEVoUg oUTINC £€pguvacg
XxpnoLuomo Lnénke Wwg  uéBodog  auUTHh ng ouvtaéng, OUAAOVAC KOl L
enefepyaciag €10Lk&d dounuévev epwtnuatoioyiev. Ol e€peuvniég nHIOV
eLdLkol emiLoThuoveg Kol amevudbUvONKoYV WPE TPOCWIILKA OUvévieuéin, Of
K&molo oOTéAexoC 1TNnNg emixelpnong emiAeypévo Uotepa oamd  1dLtaltepn
dLtadtlkaola kol Bewpoltpevo LKavO VO AIAVINCE L.

To epwtnuatoAdylo 1nc épeuvag mneplAdupove 3 dlLoapopeTlkég opddeg KoL
o1o oUvolo tOoU 38 epwifhoelg kuplwg xAgiLotoU TUnou: nominal,
dichotomous, ordinal, internal xoal scale (ZL1OUKOC Kol BaolALKOTOUAOU
2005) . H mpodtn oudda meplAdufoave 11 £pwTACELC OXETLKEQ HE TA YVEVLIKE
XUPOKTNELOTLKA kKol 1O T1mpoeiA 1tng k&Be emiyelpnong (emwvupia,
dLeUBUvVOon, VouLlKh popen, €étoc (dpuong, dpactnpldinteg, KUpLa mpoldvIia
TOPAYOYAG, OIXUCYXOAOUUEVO NPOCWILKSO KAM) . H deUtepn opdda meplAdupove
8 gpwTNOeLC OXeTLKEC Pe TA OLKOVOULKA otolxela tng x&be emixeipnong,
evd 1n  tpltn amotedoUtviav and 20 epwINOeLg KAgLoTOU TUNOU TIOU
apopoUocayv To oxedlaopd ING OTPATNYLKAC Tou RP&PKETLVYK 1Tng k&Oe
enLyxelpnong.

H ¢épsuva npaypotomolhdnke oe tuyxoaio delypa nmhve and 30% 1V
ENMLYELPACEWYV TOpaywyng enimAou ot1Lg neploxég tng ATITLKAC, 1INC
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@cocoaiov{kng kol Tng @gocoAioac mou xatoAopfdvouv 1o 80% tou pepLdiou
ayopdC TWwV E€OLXELPHCEDV TNG XOPAC HAG. AUTEQ HTOV KATAXWENUEVEG OTOV
katdAoyo 1Inc¢ ICAP mou OdnuoolLeUtbnke T10o £€tog¢ 2008. EmLAéxOnxoav oL
EILXELPNOELC OTLlC Hnupandve mIeploxéc via Adyoug IHmePLOPLOUOU  TOU
kbdotoUg, KOO n dlefaywyn ng épeuvag  QUTAHC éyLve, énwg
IPOOVUPEPONKE, UE IMPOCWIILKEG oUuvevteUielc Kol xwplc va undpyxel KATOLX
onyn xenuatoddétnong tng. H direfaywoyh tng épeuvag dpxloe 1o M&Lo ToOU
2007 xol  oAoxkAnpdbnke tov Iavoudpio tou  20009. Ol EPWINOE LC
eILAEXONKOY e TEOIO TETOLO GOOTE Vo €lval OUVIOHEQ KAL KATAVONTEQ VI
TN péyLoTn duvath O LeUKOAUVON TV £PHOTOUEVOV.

To e€pwITNUATOAOYLO ¢€ixe TLAOTLRKA egopoapuocBel og entd etailpiec. OL
didovtegc ouvévieuin KANONKAV oapX LKA voa mapéxouv TL¢ andlelg TOUC
oXeTLKA pe TLC OL&popeg TIUXEC TOU oxedloaopoU 1TNG OTIPATNYLKAC TOU
BAPKETLVYK TWV €OLXELPHOEDY Toug. And 1Inv mnpodelypatoAnyio outh
evioni{oInkav T onuela exelva TV €pWINCEWV TOU NHOeAav TeplLoodTEPEQ
OLEUKPLVACE LG KAl €T0L TO €PRINUATOAOYLO €Aofe TNV TEALKN TOU HOPOY.

Tia Adyouc meploplopod Tou KOOTOUC OUYKEVIPWONG Twv dedopéveov (mou
elval T peyaAUtepa oty xpnoLtpomoleliTtal n pébodog TINC MHPOOWIILKAC
ouvévieuing og TéTOolOC OUOswg é€épeuva), oflomolnbnke TO yveyovoég OTL
TOAAECQ amd TLCQ €mLXeLlphoelg ToUu apXLlkoU delypatog éAafav pépog otnv
éxBOgon FURNIDEC (M&ioc 2008 otnv ©Geocoarovikn) kol 417 EKGESH
SYTXPONHE KATOIKIAY (NoéuppLog 2008 otnv ABAVA) .

SUVOA LKA OUYKEVIPOONKAY, enefepy&doTNKOV KoL AVAATONKOV 61
epwtnuatoAdyLa, ATol mocootd 60% ToU apXLlk& oxedlaoBéviog delyuatog 1
nococtd 20% meplmou ToU OUVOALKOU mANOBUCUOU TV €OLXELPHOEWY IIOU
mePLEXOVIOV OTOV kKatdAoyo 1Tng ICAP. H un oviandkplon Tou UndAo LIIoU
40% TV gpwIndéviwv opeiietal xuplwg oto yveyovde Tng &PVvNOAG TOUG VLI

Aoyoug eflte gunLotooUvng, elte adlLapoplag TOUC. Ta  dedopéva
KATaxwenonkav, enefepy&oTnkoay KL avoAUBnkov  péow  Tou  £LOLKOU
OTAT LOT LkOU mpoypdupatog SPSSWIN ver 14.0 kol éyLvoayv oLl OxeTLkKOl
ENEYXOL OUXVOTATWV (Frequencies), IEPLYPAQ LKAC OTQT LOT LKACQ

(Descriptives) kol dlLactaupdoswv, (Crosstabs), eAéyxou avefapinolag
HeETAEU OAWV TV PeTHRANTOHV pe To KpltApLo X? (Norusis 2007, Howitt
and Cramer 2003).

NOYy®w TOU OnuovVTLKOU ueyéBoug Tou delypotog kKol Tou oxedlLaopoU 1ncg
épeuvag, T amoTeAéopaTtd INg TOU meplypdeovIial oOTn ouvéxela, elvoat
JdUVATOV VO VEVLKEUTOUV yId OAEC TLC €AANVLIKEC emLlXelpnoelc ToU KA&DOU
en{nmAou mou opwg meplAapfdvovial orov katdAroyo Tng ICAP. To teAevtalo
ox6AL0o amotedel xol 1O povadlkd meploploud TNC €peUvVAC VLIX yevikeuon
TV QIOTEAEOUATWOV VLI OAEQ TLC emLxelphoelg enimiou.

AnoteAéopata
To mpopiA TWV EMLXELPAOERV

OL meplLocdtepeg euixeLlphoelg (40,8%) dnAdvouv wg dpactnpldInta Kol
TNV KATOOKeUN KL 1o eumdplo enimiwv, evd omoKAELOTLKA To eundplLo
e {mAwv dnAdve L to 53,1% outOv. To peyoAUtepo 1mocootd TV
EILXELPNOEDY QUIOV Huplyel 1) eumopeUeTal ENLTAX OLKLOKOU €EOMALOUNOU
6nwg elval ol tpamelapieg, ol kpePatorkduopeg xrol Ta dLdpopa ofccoudp
onLTLoU (33,3%), evd éva onuavilkd mnocooctd Jdpacinplomotleltal OTLC
koullveg, Vviouldmeg koL Tov céomAlopd Eevodoxelwv (19%). Asv egival
Alyec Spwg xol oLl emlXelphoelg mou sumopevovial kouliveg oe ouvduaoud
KoL émimA OlKLOKOU Xdpou (11,9%).
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0O péooc 6poc TwV gmilxelphocwyv amaoxoAel mepimou 18,8 &topa TpoowIlko,
¢k Twv domoiLwv ot 5,1 eivalr oand AEI, oL 2 ond TEI, oL uvnmdloimot 3,8
and xr&molo IEK, evad ambpoltol A’R&OuLac & B/Ouiag avépxovial oce 4,4
3,9 d&topa oviiotoixo. OL pédvoatlepg KAl OVOTATX OTEAEXD OVEQXOVTAL
oToUg 2 KaTd& péco 6po, €vH Ta OTeAéXn ToUu Texvniou toupéa oce 1,9. 0L
undAAniot ypapeiou elval 2,4 kol oL OwAntéc 2,8. OL texviteg eivat
2,5, €vd oL XeLploTég unyxovnu&tTewv Kol €fomALopoU oavépyxoviol otoug 4.
Térog, oL aveldixreutol epy&teg KOl XeLlLpdvakTeg ot 5,9 xatd péco o6po.
ToE LVOUOVTING TLQ emLlXelphoelg og KAACELQ ovAAOya ue TOV aplbud Tou
ATIOCXOAOUIEVOU TPOOKILKOU o K&ATw kKol ndve and 10 &topa, oailvetal 6T
1o aviiotolxo moocootd Toug avépyxetoal ot 54% kol 46% aviiotolxa.

AVOQEOP LKA He TN VOULKA HOPON TWV E€IOLYXELPANOEWV IOU OCUUHETE(Xxoav oOTnv
nopoUoa  £peuva, TO HeEYAAUTepo Tmocootd (38,2%), elval oudbppubuecg
EILXELPNOE LG KL aKoOAOUBoUV ol A.E. pe éva 29,1%, oL aTtoulkég (21,8%),
oL A.E.B.E.(7,3%) xoL oL EIE (3,6%). Aev pedAetndOnkov mNepLlOTOOELC
EILXELPNOEDY IIOU VO OoVAKOUV O TOAUEOVLIKEC 1) O un  €AANVLIkoUC
opyov LopoUcq.

Stnv mAeloyneia Toug mPEOKELTHL YIX QPLUEC KOl EUIELPEC e€mLXelphoeLcg
nou éxouv 1dpubel mpLv To 1980 o mocootd 47%, evd Eva onuovtLkd
nocootd (22,8%) éxouv ovotabel 1n 10etioa 1991-2000. TéArog, ofidroyo
elval kol TO moocootd 15% Twv emixelphoswv mou éxouv dnuioupyndel to
tedevtala entd étn, OnA. upetd& to 2000.

O oxedLaopdg TNG OTPATNYLKAG TOU HAPKETLVYK EMLXELPHOEWV emimiou

Katd tnv épeuva mnoapatneelitoal 611 n otpatnylky pdpxretlvyk raboplletal
kuplwg amd 1ov (dLo Tov LJLOKTIATN OTILC Tmeploodiepeg €MLYXELPAOELG OF€
nocootd 63,6%, evd og  éva  peydAro moocootd 20%  dev  glval  rav
dLatuneuévn. Te moAU Alydtepeg smlxelphoelc nmapatnpeltal 1o @aALVOREVO
va ouveldniomoleltTal Kol vo mpokUntel péoo omd Tnv nopoloa Epeuva
(9,1%), evd oce axdua ALydtepeg oalveTtal va epappdletal oamd To OTeAEXDN
ng enixeipnong(7,3%).

Eva oamd T mLO  ONUOVTLKE  TUAPXTO  TOU  OmPEmELl VO AIOTEAOUV  TO

opyovoypapua Tng k&Be emixeipnong, elval 1o TUARK TOU MHAPKET LVYK.
AUCTUXOC Ouwg OTLC meploocdtepeg meplutdoelg dev undpyxel wg £eXwploTn

ovidétnta (76,4%), eVl o€ TOAU Alyeg emixelpioeLlc otnv  EAA&Oa
Bewpeltatl and T mLo onuovilxd (7,3%). BéBala o Eéva onuovt Lk

nocooTd TOo TUARa auTtd AgilToupyel péoo OTOo TUAUX TV ToARcewnv (14,5%).
0 éAegyxog X? pfoa amd 1n dlLadlkacio crosstabs ue Tn XPAOn TOU
OTOT LOT LKOU mpoypdupotog SPSS, €0eiée 611 undpxel UYL OTATLOT LKA
ONUOVT LKA OXE0N TV ITUPAIAVE TAPARETPOV KoL

) TNC VOULKAG HOPEAC TwVv e€mLXelphoewyv Tng épeuvag (Pearson Chi-Square
= 17,42, V Cramer = 0,405, kendal’ s tau-c = 0,727 vyia a<0.05,).
AnAcd) Ol OTOULKEG Kol ol oudppubusg etalpleg dev €XOUV OPYAVOUEV
TuAPOTA PAPKET LVYK, €vd otLl¢ EINE xoal AEBE ooalvetal o1l Ta OTEAEXN
TOUC OntedouVv OTO TUAUX TOU UAPKETLVYK O TMOAU PeYOAUTEPO MOCO0TO KOl

B) Twv xA&osgwv (dpuonc twv e€miLxelpnoewv (Pearson Chi-Square = 12,77,
V Cramer = 0,350, kendal’ s tau-c = 0,048 vyia a<0,05,). Aniwadhy ol
noAoLdéTepeg emLxeLpnoetlg (étog (dpuong <1980) otattoTlk& dev £€xouv
OPYOVOUREVO TUAPX PAPKETLVYK, €€VO oTLlg vedtepeg (étog (dpuong >2000)
Brwpeltal wg éva and Ta TAEOV ONUOVT LKY TUAUXTA.

Tevikd, ¢épeuveg oayopdc amnd TLC €nLyxelpnoelg enimiou dev yivoviol
ouoTnuot Lk& oe mocootd 58,2%, egvd moAU Alyeg tnv avabéTtouv TokILk& o€
efwteplxroUg ouppolirouc (27,3%). Yndpxel €UTUx®OC Kol €éva 1ocooTd
(14,5%) 1wV €nOLYXELPACEWVY TOU Ol €pguveg ayopdg yivovial oamd KATOLO
Eexwpltotd tunua tng i(diLag tng emixeipnong.
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ST OTeAéXn TwVv €mLyxelpnoewv dev vivetal xapla ditaltepn exnmaideuon
oe Oépata pdpxretlvyk oe mnoocootd 50,9% autdv, evd TOo 43,6% QqUTOV
dnAdvel O6TL éxouv evdLlapepbel yia Tnv exknaideuon TV OTEAEXOV TOUQ OF
Béuoto PAPKETLVYK KXl IPpo®Onong nwAnoewv TouAdxLlotov pla eopd. Te &va
TTOAU PLKPS mocooTd TwV €OLXELPACEDV TNg épeuvag (5,5%) OAa Ta avdTepo
OTeEAEXN TOUG OnteUouv yvia plia nepiodo 010 TUAUX TOU UAPKETLVYK.

O mpoodloplopdg TwV AyopdV Twv €ulXelphoenyv (ZxAHupa 1) otnv nieioyneia

Touc vivetal pe pB&on Ta XAPAKINPELOT LK& emipépoug ouddwv — OTdXWV
(target groups) oe mnocootd 57,4%. Avotuxdg vundpxelt €Eéva 10000TH
(22,2%) mou autdg vyivetalr pe tuxaio 1pdmo, KaOOG mpdOKELTAL YVLId
EILXE LPNOELC ou aroAouboUv TLC efeAlleLc ToU €EWTEPLKOU

TePLBAAAOVTIOGC KOL A€LTOUPYOUV ©C OIOTEAECUN TV  EVEPYELOV  dAAWV
JQUVOU LKAV €mILXELPAOEDV. AvtiBeta, €10Lk& POVIEAN M[POCHLOPLOUOU TWV
nopomndve  ou&dwv  ealvetoal voa  eeapudlel 1o  18,5% TV  €AANVLKOV
€ILYeLpAOewyV enimiAou, ol omolec TeAlk& vyivovial alttia ndve otTLg
cpapuoldueveg otpatnylkégc mou kaboplilouv TOo (dLo TO WPEAAOV TOUQ.
Stat ot k& eaivetal va uvndpxel oxéon petolld 1ov 1pdnev npocdloplouol
TV AYyopOV TV E€ILXELPHOEWV KAL TNG VOULKAC Toug uopopng (Pearson Chi-
Square = 13,91, V Cramer = 0,369, kendal’ s tau-c = -0,123 v.a
a<0,1). Anhadfl oL aTtoulkég kKol ol oudppubuec etalplieg mpoodiopllouv
ouvAOwg TLC ayopég TOUG pe tuxalo tpdmo.

0,0%
AEBE 33,133
66,7%
10,08
0, 0%
10,08

80,0%

OMe Ypfion €181kOV ppvtéAwv mpood LopLopoy

OE 50,0%
OMe pdon xoapaxrtnpiofikd twv target groups
ATOMIKEE 745,5%
i O Tuxaia
0% 20% 40% 60% 80% 100%

IxApa 1. MNpoodLoplopdg TV ayopdv oe OxEon HPE TN VOHLKA HOPPH TV
EMLXE LPAOEDV

Sxetik& pe 1o dixtua  dLavoung, oeaivetalr O6tL 1O 1oC0o0Td TwV
€mLYe LPpNOewy emimAou mou €xel dOnuLoupynoetr To OLkd 1Tng dlkTvuo
anmoteAe{ TO peyoAUTiepo mnocootd autdv, Htol TO 76,9%. Eva onuavtixkd
10C000Td  QUTOV (17,3%) éxouv k&vel oupowvieg pe  ratd  16mIOUCQ
QVT LIPOORIOUC KOl  €UHOPLKE KaTaoThuoToa. ANlyeg (5,8%) elval ol

eILXeLpnoeLlg ekelveg mou ouvepy&dlovial pe peydAeg oAucideg dLovVOung.

T1n ouvepyacla pe TOUC VI LIPOOHIOUC TOUC Ol E€ILYXELPACELC TNC £PEUVAC
dev opaiveTtal va emepPfaivouv oto épyo Toug o¢ mocootd 44,4%, evd éva
onuavt Lkd mocooTtd (35,6%) dev oealveTtal va kaAdlepyel paxkponpdbecued
oxéoelg ue autoUC, KoL TLC aAA&louv oavdioya upe tnv anddoorn toucg. To
10000Td TWV EHOLXELPACEDV TIOU €éxouv ocopelc xal &ex&Bopec oxéoelg KAl
ouppaxleg mou éxouv oupewvnOel upe oupPfdAala pe TOUC VI LIIPOOKOIOUC
ToUug, oavépxetal oto 20%. To TteAevtalio otoixelo eilvar 1ditaltepa
evOappuVILkSd via 1nv PeAtlwon ITng opy&dvwong TV  EIOLXELPNOEWV OF
dLedbvn mpdtunma kol dedopéva.
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‘Ocov apopd 10 branding kol nv enovupia TV Tpolo6VIWVY TWV
EILXELPNOEDV TNG €épeuvag, oamodelrvietal O6TL aUTEC ToOU €xouv Ta OLk&
TOUCQ emoOvuua mpoldévia avépyxovial oe mooootd 42,6%, €vd autéc mou dev
aKOAOUBOUV TNV OIPATNY LKA TV £OOVUPRVY Opoldviwv amoteAoUv 1o 38,9%.
OL emixeLlphoeLlg mou ayop&louv enwvuunleg kol mAnpdvouv royalties péow
Tou ovothuato¢ franchise, amoteiroUv 1o 18,5%.

Tia 1t Onuioupylo 1ng dLaenulotlkAC Toug koundviog, 10 44,4% 1wV
EANNV LKOV  egmilxelphoelc enimiou ouvepy&dletal He TOONLKA OLAONULOT LKA
vpapela, evd 10 42,6% auUuTt®v dev ouvepydletal e xoapla dLaenuloT LKA
etalpla xal ovohouRdvouv pdvol Toug OAeEC TLC dLAPNULOTLKEC TOUQ
evépyelteg. MoOvo 1o 13% oautdv ouvepydleTal Pe dLeOBVOC AVAYVOP LOREVH
dLoeNULOoT LKA ypape (a.

Qc  péoa  dLaehulonc  via  Tnv  TIpofoAn Ty  mpoldviwv  TOouCg, ol
EILXELPNOE LG emimAou mou XpnoiLpomoloUv 1In dlavoun evivtnov oand Inv
{dla tnv emixeipnon, avépxovial oe mooootd 59,3%. Ta padlowv KA OmOT
ouvnBiletal vo yxpnoiLpomoiLoUvial oe 1mocootd 13% amnd TLg emiyelphoeLg,
eVO oautéc mpofdArovial péow TnNg TnAedpaocng oe nocootd 5,6%. Evo
onuoavI Lkd 1mocooTd TWV EMLYXELPNCEDV AUIOV (22,2%) XxpenolLpomnoloUv OAoUC
Toug duvatoUug Tpdrnoug, aeoU €feTdoouv OAX T KAVAALX TIPo®ONoNg KoL T
katove fpouv avdroya pe 1o dLabéoilpo mpoUmodoyloud tng dlaehuLong.

Ta péoa MTOCOOTA TV JdAmovAv YId oayopd EUIOPLKOV OonuidTov Kol Yyl
dLapAutlon eml  ToUu KUKAOU €pyooLl@®VvV 1TNC TedAeutaloag OdLAXELPLOTLKAC
nepLbddou, ovépyxovial og 1,8% xalL 7,4% aviiocTtolyxo.

SINV €pOTINON av oL (dleg e€miLxelPNoOeLlg TNG épeuvag KAVOUV dLapnuloT LKA
IPOoBOAN TNGC E€TALPLKAC TOUC €LlkOVOC avelapTHTWG TV HTPOLOVIOV TOUQ
(corporate branding), n an&vinon ATov OeTLK) yVix 1o 34% Kol opvnT LKA
yia 1O 66% Twv emiXelphoewyv ouUuTt®v. H avdAiuon £€deitfe o1l undpxel pLa
OTAT LOT LK& onuavt Lk oxéon petalU TOU corporate branding kol Twv
kA&oegwv €10V (dpuong Twv eniyelpnoswv (Pearson Chi-Square = 11,02, V
Cramer = 0,469, kendal’ s tau-c = -0,085 yia a<0,05), dnAwdfy ot
vedTepeg E€HLXELPACELC QalveETALl VO TPAYUATONOLOUV 0 peyoaAUtepo Padud
10 corporate branding.

Yadpxouv TOAAEC emLyelpnoeLlg (ta dUo Tplta, AHTOL TO 67,3% QUTOV 1TNC
nopoUoag €épeuvag) mou mpoPfdAAlouv Ta mpoldé4via TOUC OTIO0 internet via
Abyoug pP&PKETLVYK, €V apxretég omd autég (14,5%) deiyxvouv ueydiro
evdLapépov yLla XpHon Tou internet yvia AOyoUQ UAPKET LVYK Kol TPOKELTOL
VO TO ovontUfouv mpooeXdC. Etalplkl LotooeA({da dev undpxel o€ moocootd
12,7% 1twv eulxelphoenv, evd oaviiBeta undpyxouv emixelphoelg mou €XOouv
ODANPEC OUCTNUA NAEKTIPOVLKOU eumopiou pe duvatdinta MIPAyPATOonoinong
on-line ocuvodiayd®v oce moocootd 5,5%.

OL etalpleg 1Tng é€peguvag mou NON XpPnoLpgomolLoUv Kol AgLlToupyoUv TO
nAekTpovIkS eumdplo petaéy Tng emnixeipnong xol TV npoundevutdv  /

TeAATOV XOoVvOpLlKAC (business to business - B2B) ovépyxovial og 1moocootd
10,9%, evo éva onuoviikd moocootd autdv  (14,5%) eepapupdblouv  Adn

TLAOT LK& TNV €QUEPUOYH TOU OUCTIAUNTIOC ouTtoU. BéRola, unmdpxel kKol £éva
neydio mocootd (36,4%) Twv cmlxelphoenyv mou dev delxvouv (TOUAdXLOTOV
npo¢ To0 mapdv) dL&beon eoapuoyng €voOg TETOLOU OUCTAUATOC, €VA TO
38,2% dnAdvel O6tL meplAappfhvetal autlh ot dueoco OxEDLA TOUG.

Avtiotolxa, n dlLepedvnon ITng XPHONG TOU NAEKTIPOVLKOU sumoplou petaly

Ing emixelpnong KXol TV  OeAATOV  AlovikAg noAnonc (business to
costumer - B2C) deilxvel o1l dev evdlLapépel &ueoo TLC €AANVLIKECQ
eILxeLlpnoeLlg enimiou og mocootd 50,9% (ZxHAua 2). To oUortnua outd

undpxel Adn xrol Agltoupyel oe mooootd 16,4%, evd cepopudletal TLAOT LKA
oe mocootd 12,7%. ITa ODAGVA €QUPUOYAC TNG XPHoNG auTHg meplAaufBdvetal
o1o 20% TV €mLXelphoewVv ING €PEUVAC. ZTATLOTLKRKE oalvetal va undpxel
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oxéon petafd 1Tng €oxpuoyng B2C KoL VOULKAC HOPEAC TV EILXELPACEWV
(Pearson Chi-Square = 18,82, V Cramer = 0,344, kendal’ s tau-c =
0,159 via a<0,1). AnAodh Ol OTOULKEC KoL oLl oudppubuec ectalpleg
oxiveTal va deilyxvouv pLrpdTIEPO eVvdLapépov egeapuoyng Tou B2C kol
npocdLlopl{ouv OUVABWG TLG ayopEC TOUC ue tuxaio tpdmo.

HpéxreLtaL va
avantuyxOei mpooexdg

Aev evdiapépel

0% 20% 40% 60% 80%

ZxApa 2. Egappoyn) B2B kal B2C oe oxéon pe tnv KAAOn ToUu apLOpold twv
epyalopévev Tev emixelpfoewv enimiou (<10 dtopa) (to uvndroimo mocootd
péxpt to 100% agpopd tTiLg emixeiLpfoetg pe >10 atdpwv)

Sto IxAua 3 mapoucl&leTol n goopuoyn Paoewnv SeS0REVOV TOU PAPKET LVYK
(database marketing) xXol TOU CUCTAUXTOC HAPAKOAOUONONG TwV OXE0EWV UE
ToUg TmeAdTEC (customer relationship management) OTLGC EAANVLIKECQ
eILXEeLpNoeLg enimiou. H mpdtn soopudletal aad 9,6% Twv E€ILXELPACEWV,
evd TOo deUtepo amd 1O 29,6%. Ipdbeon eeapuoyng Kol yia T dUO
oUoTAUXTOC undpXel og onuaviikd nmocootd (36,5% xal 40,7% aviioctolxow) .

CRM

Database
marketing

0% 10% 20% 30% 40% 50%

ZxApa 3. Egoappoynl Paocewv dedopévev TOU pApKReTLVYK (database
marketing) XKoL TOU OUCTAPATOC MAPAKOAOUOnong Ttwv OxE0Ew@V HPE TOUG
neAdteg (customer relationship management) otTL¢ eAAQVLKEQ
emixXeLpHoeLg emimlou
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Zupnepdopata — IIpotdoeLg

H épeuva kotédelfes NG 1 OTIPATNYLKA TOV E€ILXELPHOEWV TOU €AANVLKOU
kAGdou enimiou xkobopliletal xuplwg amd Tov (dLo TOV LOLOKTIATN 1INC
enilyxelpnong, o omolog o0& TOAAEC TepluT®oelg umopel va unv éxel 1O
KATHAANAO YyVWOTLKO undPfabpo oxeTlkd pe 10 ovilkelpevo oautd. AUCTUXOC
UndpxXouvVv Kol €IOLYeLlpAoelc mou dev €XOUV Kov dlatunwpévn oTpaInyLlkn,
oUte dpopua oUte oOTOXOUC KL avayKA{ovIal Vo oKOAoUBoUV amAd TLC
efeAleLg mou dLapoppidvovIial amd GAANECQ E€HILXELPNOELC TOU KA&SOU, Xwplc
va elval oe 6éon va xoap&louv pLla dLKH TOoUC mopela.

EtoL, 6oov aeopd TO PAPKETLVYK TV (dlwv Twv eniyxelpnoswy oautd oe
TIOAAECQ TePLITOOE LG dev gopapudletal, aeoU oTLg mneplLocdiepeg amd AUTEQ
dev undpxel kKov 010 opyovdypouud toug. To (dito oalvduevo mopatnpelitot
Kol kKatd T dlLefaywyn €peuvdv ayopdc yla Tto mnpoldvia Toug, OTLC
onofeg dev dilvouv 1dilaltepn onuoacia. H teAevrtala mopathpnon épxetal
va enlBefalwbel omd 1nv npdoeatn npdokinon 1ng ITET oxeTlxk&d Pe 10
XxenuotoddINnon TV KOUMOV LAV Koalvotouloag, xoAUntoviag 100% 1n doamdvn
dlevépyelag €RTOC TV ANV KAl €peuvdv oayopdc, n omola dev oalvetal
va oaflomoteltal omd TLC €E€AANVLIKECQ emlxelphoelg oto Poabud mou Oa
érnpene. H x&poén 1TnC OTPATNYLKAG Tpotelivetal va  yivetalr and
efeldLKEUREVH OTeEAEéXN TNG €Talplag ) €EwTeplkoUg EUIE LPOUC OUVEPYATEC
INg Og ouvepyaola kol pe Tov LOLOKTIAHTIN TNC.

AV KOl OTLCc mepLoocdtepeg emLyxelpioelg Ta OteAéxn TOoUg  Oev
exmoLldeUovIal Ldlaltepa o OGépaTa PAPKET LVYK, Eéva onuoavilkd 1mocootd
dnAdvel 6Tl éxouv evdlapepBel yia tnv ermaideuon Twv OTeAeXdV TOUg OF
Oéuoto PAPKETLVYK KXl TIPo®ONONG mwANcewv TOoUAdXLoTtov pla eopd. @etLxrd
elval via tnv emixeipnon va €éxel ¢ Poaoclkhy 1ng enidiwén, xal va 10
kK&vel mp&in, n e€miludpewon TOU MPOCWIILKOU TNng TOUA&XLoTOoVv ulia gopd 1n
dtetlia.

St Betik& tng mAgioynoiogc TV gAANVLIKOV  emLXelphoswv  emimAou,
onue LOvovIal aeevdg 6Tl o mpoodloplondg TV ayopdv Toug yivetal ue
B&on T XUPAKTINELOT LKA emlpépoug ouddwv - otdxwv (target groups) xal
apetépou  OTL  €éxouv dnuloupynoel TOo OLkd ToUug LdLalTtepo SlxTUO
EXAEKT LKAC SLavoung (Selective Distribution) pe ocwotég ouvepyaclieg ue
TOUC OVTLIPOORIOUC TOUC. RAAAWOTE, I €KAEKTLKA dlavoun omodelrvUetal
WC n koatoAAnAdTepn kKuUplwg yvia T dlLavoun mnpoldviwv emlAoyng Onwg
elval 1To énimia. Etol, eival duvatdv ol emixelphoelc Vvo PReATLOOOUV
KoL Tnv kepdopopla Toug KAl Vva dLaTnpehoouv Toug HeAdTEC TOUG, VA
evBappUvouv Tnv KaLlvotoula KO L Vo éxouv CTOXEUUEVECQ KoL
EMLKEVIPWUEVEC enLlkOoLVoOViec MKT (Doyle 1998).

BéBala n aAfnbela eival 6tL o opilopdc tng ayopdc (market definition)
elval éva egfailpetird xploltpo xoat dUokodo PHua oto niroiocLo 1ng
dradtkaociagc ovamtuénge otpatnyLlxng MKT, KaBdhg oautd  elval  Béua
OTPATNY LKAG €mLAOYAC.

H oloxAnpwopévn emixkolvovioa Tou PEPKeETLVYK (OLUPAULOnN, IIPOCW®IILKN
IOANCn, TEXVLIKEC mpohbnonc mnwAncswv, dnuooitdinita, dnudolLeg oxéoeLlg,
dueco MKT kol dLadpacTlkd — internet updpkeTLlVyKk) IpayuotornolLel{tal pe

TNV €QOPUOYN MPLOC OUCTNUATLKAC OTPATNYLKAC dLadlkacliag Kol Ouvhbwg
cpapudleTal 10 poviéAo Belch and Belch (2001) 1o omoio meptlAoaupdvet
entd Paoclxkd PApaTa. IdLaltepo evdilapépov éxouv apyxloel va delyxvouv ol
EAANV LKEC emLyeLlpNoeLlg enimlou via TITnv TOpoBoAn] Twv TPoldVvIiwy Toug
péow tToOUu internet. To embduevo PHua nioteletal Oa elvoal xral 1O
NAEKTPOVLIKSO eumdplo 1TV enlmlewv nou coopudletal NONn upe  peydAn
enlTuX{a oTLg HIA kot 1dltaltepa ol mnwAhoel¢ business to business
(B2B) kol Dbusiness to costumer (B2C). ©Opwg, 1n OUCTNUOTLKA KoL
ETIAYYEAUNT LKA O LaenuLloT LK koumdvio oamouct&lel kol pdvo €évoag pLkpdc
apLOudég ouvepy&dletal pe dLEBVOHC avAYVEPLOPEVA dLaenuLloT LKY ypaee (o
damovadvitag koat& péco 6po 1O 7,4% TOU €TACLOU KUKAOU €pyaoLldV TOuC.
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Idlaitepa o meplddouc OLKOVOPLKAC Kplong, o6mwg n onueplvh, mpémel ol
emLxeLlpnoeLlg va divouv peyoAUtepn £ueoaocn oOtn JLU@APLOnN KoL TNV
IpoRoAN TOUC, dLaBéTOVING aKOUN PeYaAAUTepo 1mood Kol QUOLKA og roula
neplintwon vo punv k&Vouv TmePLKOTEC OTOV Touéa autd.

Ol emiyetlpnoelg €mevdUouv JdLaXpovikd TOAAX OT0 «XTloLuo» KoL Tnv

evioxuon 1TV KUplev popxrdv Toug (Barron 2003). Tevikd w¢ aofla 1ng
ndprac OewpelTal n Xxpnuatoolxovoulky tng afla n omola uvmolovyiletal ue
dihpopa  epyoareila omwg elvalt: 10 Brand Asset Valuator, 10 Brand
Stewardship kol 1o Brand Scan (% Lopkog  2004). H mnpoondBe Lo

dnutoupyloagc endvupnyv mpoldviwvy ov KoL dnAdveTtal 61l yivertal omd éva
onuovi Llkd 1moocooTd TWV  EHLXELPAOERV Tng €épeuvag, oalvetal vo  un
Baoiletal ot1Lg dLaltepeg OTIPATNYLKEC TV €nOVUROY npoldviwv. H
dLtolknon 1tnc¢ pdpxag (Brand Management) omotedel éva 1dlalTepo TuAUX
ToUu oXedlaopuoU TNg OTPATNYLKAC TV enimieov kol 6Oa mpénmel voa dobel
1dtaitepn mpoooxh omd TLC €AANVLIKEG ETLXELPAOCELG TOU KA&DSOU GOOTE Vo
vivouv outéc meploocdTepo QAVIAYWVLIOTLKEQ Kol vo dlLakplbolv Kol oOf
dLebvég emimedo.

Inuovt Lk& epyaAie{a yvia 1tov mpoodloplopd TNGg OXEONG ITNCG OTPATNYLKAC
Tou MKT Kol Tng OUUHEPLEOPAC TOU KATOVOA®TH QmoTeAoUVvV 1 €QUPUOVH
Baong dedouévewv Tou P&PkKeTLVYK (database marketing) kot TtOo OoUoTnuUo
nopakoAoUONoONg TV OXE€0gwv He Toug meAdTeg (customer relationship
management) OTLC €AANVLIKEC emixelphoelg eninmilou. Ta epyorela outd
npog¢ To Tmopdv  xpnoilpomotloUvial oamd upLkpd apldud emixelphoewyv  JuE
onuavT Lk O6uwg npdbeon €PUPUOYNC TOoUug OTo &ueco péAArov. Eilval olyoupo
6TL ol emevdUoelg auTég Oa 0odNYyAOoOUV TLC e€mlXelphoelc ToUu KA&GdOU Ot
véoug Spduoug ovdmTUiNg TOUC.

SHuEpo un&pyouv eLdLkol €mLOTAUOVEC, oXedLlACTEC emimAou KoL
TexvVoAdyol emimAou kol EUAO pe e€feldilxreupéveg yvooelg otov KAGDO TOUCQ
mou umopoUv va Ronbioouv TLGC EONLYXELPANCELC QUTIEC okOUX Kol OTO
oxedLaopd TWV OTPATNYLKOV TOU HUAPKET LVYK. IUUNANPOUATLKE, n e€ntdlwin
ouvepyoo g TOV €OLYXELPACEWV €MN{MAOU HUE TO E€ILOTNUOVLIKSO MPOCoWILKSO TOU
TuApatog xedLlaopoU kol TexvoAdoyioag EUAou kol Enimiou tou TEI A&plLoag
uévo OeT LKA amoTeAéouaTa umopel va éxel yL’ autécg.

H d1atUnwon TV €PpWINCE®V TNg nopoloag épeuvag éxel yivel pe tétolo
Tpbéno Gote va glvoal duvath Kol n ouykplt Lk of LoAdynon (benchmarking)
TV  €AANVLIKOV €mLXELpHoewy enimAou 1Ing €peuvag, ®ote va gfaxbouv
akdéun mLo Xpholua ouunepdouota yia To mapdv Kol TO HPEAAOV TOUC. H
nopomndve ToPATHPENOnN amoteiel mpdtaon yia OUVEXLON TNC €peUvag aUuing.

DepalTépw fpeuva ToU Oéuatoq o  umopovoe Vo omoTeAfOoE L o
IP0C0d LoPLONOG OCUCTAUATOC O€LKIOV TWV EMILYXELPACEDV TOU KA&OOU emimAou
mou vo ouoxetilouv tnv amodoT LlkoéTNT& TOUC KAL TNV E€ILTIUXN A£LlTOoUpPYlo
TOUGC JPE€  TLGC O1patnylkégc mou oautég eeappdlouv 1  eedppoocav  OTO
nopeAB6V. ITn ouvéxela elval duvatdv voa avantuxbel £Eva npdypouu
benchmarking petafd TV €AANVLIKOV €IlXelphoewy Tou KAAdou, KaBOC
en{ong voa enexktabel 1 épsuva oe dlLebBvéc enimedo xal voa yivel 7
oUYKPLON TV €AANVLIKOV Pe AAANEC €UPWIALTKECQ E€MLXELPAOELC €mimAOU OTOV
Topéa TNC avadeling TWV «KKOUADOV» OTPATNY LKAV TOU PAPKETLVYK.
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