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Kabopiouog tov papkeTivyk

Marketing is the process of communicating the value of a product
to customers (goods or services) , for the purpose of selling that
product

(Wikipedia)

To MAPKETIVYK €ival pia KOIVWVIKNA dladikaaia aTtrd Tnv oTroia Ta
ATOMA Kal 01 OMAdEC Aapavouv OTI XpeialovTal kal BEAouV pEow
TNG dNUIOUPYIAC, TNG TTPOCPOPAC, Kal EAEUBEPNC avTaAAQYNC
TTPOIOVTWYV KAl UTTNPECIWYV agiag ME AANEC OUADEC 1 ATOMA.

(Philip Kotler)
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Boo1KEG Evvolec TOV LOPKETIVYK

KaBopiopog Miyparog lNMpoidvrog

21patnyikn MApKETIVYK
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[IpoGavaTtoAloUHOl ETLYEIPTIONG OG TTPOC TNV OLYOPQL

O1 KaTaVAAWTEG TTPOTIMOUV TA TTPOIOVTA TTOU
TTPOCPEPOUV TNV KAAUTEPN TTOIOTATA, ATTOd00N, I
KAIVOTOMO XAPAKTNPIOTIKA YVWEIoHATA

O1 KaTaVaAWTEG TTPOTIMOUV TA TTPOIOVTA TTOU Eival
EUPEWG OIABETIMA Kal avEEoda

O1 kaTavaAwTég 6a ayopdoouv Ta TTpoiovTa
ﬂw)\no'n | MOVO €4V N ETTIXEIPNON ETTIOETIKA
TTPOAYEI/TTWAEI AUTA Ta TTPOIOVTA
) EoTiaon aTig avayKeg/eTIOUMIES TNG
quKgﬂvyK | ayopdg aToxou & peradoan Tng agiag
KAAUTEPQ ATTO TOUG AVTAYWVIOTEG
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An()wmg TOV Qékov TOV E;QQKETWXK

Finance
_ . Production
Production Finance
= Human
resources
: Human )
Marketins resources Marketing

o. MAPKETIVYK WG B. MAPKETIVYK WG TTEPICOOTEPO
1I000UvVaun AsiIToupyia ONMAOVTIKI AgITOUpYid



ATOYELS TOL POAOL TOV LOPKETIVYK

Production

Y. MApKeTIVYK WG N TTAEOV A. O eAdGTNG WG
ONMAVTIKN AgIToupyia KEVTPIKOC TTOPAYOVTOC
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Tao ... 8P

A marketing mix includes those controllable
factors that have been chosen to satisfy
customer needs.

The eight controllable factors are
product, price, place, promotion,
and
packaging, programming, partnership, and
people

These are also know as the 8 Ps.
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Alternative Strategies for

Product Life Cxcle Stages

B Introduction Stage

a. Rapid-skimming strategy (high price/high
promotion).

b. Slow-skimming strategy (high price/low
promotion).

c. Rapid-penetration strategy (low price/high
promotion).

d. Slow-penetration strategy (low price/low
promotion).



Alternative Strategies for

Product Life Cxcle Stages

B Growth Stage

a. Improve service quality and add new service
features and elements

b. Pursue new target markets
Use new channels of distribution

. Lower prices to attract more price-sensitive
customers

e. Shift some advertising emphasis away from
building awareness to creating desire and
action

2 o



Alternative Strategies for

Product Life Cxcle Stages

Maturity Stage

Market-modification strategy
Product-modification strategy
Marketing-mix modification strategy

O Fd H

B Decline Stage
Reduce costs and milk the company
Sell off or get out of the business

T o



Alternative Strategies

bx Industrx Position

Market Leaders

Expand the size of the total market
Protect market share

Expand market share

O FHd H

B Market Challengers
a. Take on or attack the market leader

B Market Followers
a. Shy away from any attacks on market leaders

B Market Nichers
a. Specialize in a particular market segment



Positioning

O mpocdiopiouoc BEoNG ival n TTPALN TOU
OXEOIAOMOU TNS TTPOCPOPAC KAl TNG EIKOVAC
TNG EMIXEIPNONG YIA VA KATAAABEI p1a OIAKPITH
0éon oTnv ayopd oTOXO.

Positioning Is the development of a marketing

mix, to occupy a specific place in the minds
of customers within target markets.



Steps Required for Effective Positioning (the five Ds)

B Documenting
H Deciding
| B Differentiating
\ H Designing
- H Delivering

il 5



The 5 Ds of Positioning

B Documenting B Differentiation
What benefits are the Which competitors do
most important to your you want to appear
current and potential different from, and what
customers? are the factors that you

will use to make your
organization different

- Deciding from them?

What image do you want
your current and
potential customers to
have of your
organization?




The 5 Ds of Positioning

B Designing
How will you develop

and communicate these
differences?

B Delivering

How will you make good
on what you’ve promised,
and how do you make sure
that you have “delivered?”
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A. CASE STUDY



Case study

Mmnopeite v GKEPTELTE TO TEPLEYOUEVDL
tov Marketing Plan puog etaipeiog
Aoylouikov ?



Marketing plan - Aoun

Executive summary
Table of contents

Situational analysis and target market
Market Sergmentation

Marketing objectives

Marketing strategies

Marketing tactics

(Schedules and budgets)

(financial data and control)
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MMarketing Plans

- Marketing Flan Singular Enterprise

- Marketing Flan Sein On Board

- Marketing Flan Business Office

- Marketing Flan Small Office

- Marketing Flan Office Manager

- Marketing Flan Smart Home Manager

- Marketing Flan Singrilar Accotwtarnt

- Marketing Flan Theia Forecaster
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Aerospace & Deferse X X X X
Antoanative X X X|X X X X
Chenmcals X X X|X X X X
Electronics/Hi Tech X XX X X X
Food & Beverage X X
Famitare and Wood Products X X X
Indust. Fabrication & Assenbly X XX X
Marmfachning and Distibution X X |X X X
Pharmacenticals X X X|X X X
Primany Matals X X
Seruconductors
Tezrhiles X
Services X X ¥ |X | X X XXX |X|X|X |X|X
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Tunuatomoinon Ayopac

HAT'OPA TOY JTAILTIKOY TOMEA
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Avopd SML EMYEIpHCEwyY
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Emmycipfioac 0,5 -30 G0 4.996 §.600.000.000.000 11.400.000.000
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‘Epevva Ayopac - Mepiowa

Torve bbb s = mor pry iy =A 11N
S/W HOUSE iifog | Mepidw :S/WHOUSE Tiifog | Mepidw "W HOUSE | ITiffog | Mepiduo |
Ildhotay | oyopog : Ilghotay | oyopog - Ilehotmy | oyopog |
IN HOUSE 207 2352% :IN HOUSE 35 14 ,96% =IN HOUSE 141 28,48% .
UNISOFT 196 2227% SUNISOFT 6% 2906% SUNISOFT 69 13,04% |
SINGULAR 168 10,00% :SINGULAR 63 26.92% :SINGULAR 84 16,07% |
COMPUTEE, 71 5.07% =COMPUTER 26 11,11% =COMPUTER. 37 7.47%
LOGIC LOGIC SLOGIC
DI 50 443% I3 g 1,28% :DIS 32 f,46%
SAF 27 3,07% BAP 3 1,28% a3AF 24 4,55%
Q&F. 15 1 70% =0&R 4 171% =0&R. 11 2,22%
W&D 5 0,57% si&0 ¥ 0,85% an&O ¥ 0,40%
ATABOPOI 121 13,64% =AIADOPOI 25 11,07% =sAIADOPOI 67 15 54% |
ANHXANOIF 5 0,57% =AMHIANOIP . 0,85% =sAMHIANOIP . 0,40%
APHTOI =4 GHTOI =4 BHTOI
OFTANQTIKH 13 148% = SOFTANG TIKH 13 2,63% |
SOFTECON r 1,02% = =50F TECOM g 1,62%
IB IV g 0,57% = =IF, IV 5 1,01%




‘Epevova Ayopac — Mepiowa (Brounyavia — Eumopio — Yanpecieqg)

ETAIPELA IIAHOOT | B % ! E % Y | %
IN HOUSE 207 81 | 2149% ; 76 | 22,49% ; S0 |3067
%
UNISOF T 196 107 | 28,38% : 72 | 21,30% : 17 |1043
: : %
SINGULAR. 163 73 | 1936% ¢ 71 | 21,00% § 24 |1472
%
COMPUTER. 71 28 | 743% 30 8.88% : 13 |7.08%
LOGIC s 5
DIS 30 23 | 6,10% § 11 3.05% & 5 |3.07%
AP 27 11 | 292% ¢ 10 206% | 6 |3,68%
Q&F. 15 4 | 106% i 7 207% & 3 |1,84%
OFT ANQTIEH 13 0 | 0,00% : O 0,00% : 13 |7.08%
SOF TECON 0 4 | 1,06% 4 118% : 1 |0,61%
EM 5 1 | 027% ¢ 0 0,00% : 4 [245%
&0 5 3 | 0,80% 2 050% § 0 [0,00%
ATNGETH 120 40 | 1061% § 53 | 15.68% | 26 [1595
%
ANHXANOTPA®H 5 2 | 053 1 2 059% : 1 |0,61%
TOI s s
ZYNOAOD 880 377 | 100% : 338 | 100% : 163 |100%




‘Epevva Ayopac — IIpo0eon Ayopdc «vEov AOYIGULKOV

11 mpotiptor 21 mpotipnon

ETAIPEIA ITAH®HOZ %o ETAIPEIA ITAH®HOZE %0
IMNFSOFT I1f 12, 61% | |(SINGULAR a9 I X%
SINGULAR If6 1265% | |[UNISOFT 500 5. 0E%
nAP all 0 0%% CONE. LOGIC 42 4,77%0
CONE. LOGIC 40 4.55% | |IDIS 37 4,30%
DI 33 3.75% nAP i 2955
IB I 16 1,62% | (MICEQSOFT 11 1,25%
WICEOS0FT 16 1,52% IB IV f 0.68%
OFACLE 10 1.14% | (J D EDWARDS f 0,6&8%
INHOUGE 0 1.02% | [ALTEC 33 3.75%
JE&F. 0 1.02% | [AEMATTANTHEARN a6l A5,91%
CTTSTON 5 0.57% aal

MEMTA 4 0.45%

OTHEE. gl 5.08%

AEN ATTANTHEAM a1 44 43%

gl




‘Epevva Ayopag — Tacelg Xvykpatnong 1 Metaxivnong

ME PIAIO [ SINGULAR [UNISOFT | COMP. LOGIC | SAP | Q&R | DIS |OTHERS| M.O
SINGULAR T6d 143 =0 77 K] 3 1z 73

15647 | MWEE% | 1529% 14.02% 10.95% | 1,2% | 2324 | 14,02% | 10,98%
UNISOFT 154 45 172 25 12 3 15 20

205 | 2371% | 88,66% 12.589% GaFn | Laaw | 6704 | 1031% | LTd%
COMP.LOCIC| T 1% 14 55 7 0 5 3

T05% | 27.14% | A00% B4, 79% 10,00% | 000 | 7144 | 857% | 1Ll4%
SAP % g 5 0 25 0 1 7

205% | 2308% | 19,55 0,00 96,150 | O,00% | 58509 | 25,020 | LL18%
Q&R 15 4 1 0 5 10 4 3

170% | 26677 6T 0,000 20.00% | 66,67% | 26,670 | 20.00% | L66T%
DIS = 7 5 4 12 1 25 4

4 09%, 19 445, 5.5 11,11% SO00% | 2,78% | 7,78 | 11,11% | 17,13%
OTHERS 575 A E¥ 24 53 7 51 2

4261%% | 1707% 5.5 E.A11% 10,40% | 0.55% | 5,274 | ThEI% | %53%
M.O TR | 13,51% T, 40% 1844% | LO1% | 999% | 1516% | LL62%




‘Epevva Ayopdc: Aamdvec yia ICT ava katnyopila entyeipnong
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modules Tng sgapployT)c 08 OyEOT| e ToV

AVT O ALTLD.

ANORATOTAERLC avT oy lapRon (omd egnTeplid
& sEmrepd)

H dmop ) cvrasirvatiad v A asmy e
EVKUTUTTUTEL,

TIfavos voakeiopdg g Oracle amd
Microsoft (000 dev gyovps axdpa mpoidy o
B0L).

TIpooayyior) kol dmploupyie and aviayoviopnd
EP (Business Partners).

EvshuEia npohoviaxdy anogdasny amnd

VT VIO,




Xovunepacuata — Katdotaon / Ilpoontikn yia tn pecaio ayopd

IZXYPH
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o Al SINGULAR
= B| UNISOFT
d DIS
Dl COMPUTEE L OGIC
E| Q&K
F| 5AP
ATOEHHE
K AAH METPIA KAKH

KATAITAZIH



Apdceic: Product Mix / Kopa IToMtikn ovd Tpoidv

H srapein ovowoticd atdyo Exel

o) LUE TO V€O ApOLOYy v SLorhprioer To leadership oTn pLegUic cyopd, TPOSPEPOVILS
APOLOVIN GE TEYVOALOVLE CUYLT|G

B) Ty ovidein mreniktys 8éorg oty ovopd twy ERP cveruitmy  (Professional
Services).

T v emitevin tov Topoandvo oroyow Ag MpEmEL amapaitnion v olokdnpobolv o
TLOP QKT

1. Avaen Easy to Install - Ready to Run zpocgépovros :

O DAOKATPmUEYH Aven g8 £vo bundle apoiovioyv Hardware — Software- Yanpeoieg
(Easy to install),

B. erkoreornuivy & AopopsTpommnuévy T e@opuoyr)  Singular/Enterprise
APOGPEPOVIOS ETOLHO EMYELPTUETIKO UOVIELD, TTOU VO EETQUALLEL GTV EMYELPTIOT) THY
EAMNGTOROLTGT] TOv Ypovou Asvtovpyicg tov ILnpogopuokov SUGTIUOTO; KOl TOV
KOgToUg VA oroinets tov éprov(Ready to Run).

2. EmBenkT] mpombner] Tou TOGO0 GTT] SUVIPTIKT] Oy0pd 060 KOl GTTY CVTLGTOLYT)
EVK OTEGTHUEYT] Pfion wov Bo PociieTol 68 3 dioves emK VLS Alwpruuan - Direct
Marketing — Exdnjim g,




Tpéyovta ko Xtoyevoueva Mepiota Ayopag avd Tpoiov

All Products {per

roduc i) = z |3
! Fr |82 |9f |2 |2i |5
se |3 25 |5€ |E% |&
= 2 = I P2 - b P& | o
4 i K B |2
=
AEn 1276 | 16.14% 206 23.82% | 304 | 131
SEH] 131
Burojasma
Mercimurn
Sen On Board 4008 | 2947% | 1472 ] 3513% | 1755 | 313
sen On Board)| 129
Burofasma 194
Marcivaurn
Business Flus 12079 | 27 4% 3314 3% | 4.214 | 1.270
Business Flus 670
Burofasma B0
Smgular Accountant 20000 1 244% | 4830 3% 5878 |1.355
aingular Accountant 1185
smgular Aoviorsg 200
Theta Forac qstor 3,186 0% I 5% 160 | 140

EZYNOAOD




Apdoceic: Product Mix IIpotovtoc / Aviaymviouov

Smuall Busmess FONC




Apdoeic: Marketing Action Plan

MONTH ACTION COMMENT
8/2000 Ilultimedia [T epovoudasg AvoTredua i Ko o GrTudn
8,/2000 e bupaplt & vAomoinon Marketing Intranet published (Mareting
B &g info, docwments, ppt ete,
Constant databaseupdates available to everyone in
Singular), existing and new type
of infortration (new customers,
success storles)

1000 senon Board Bundle & Pricing Finalization
OHp0ple, GUORED GTiA, A0YOTIITD
¥IAT.

1072000 Mg ot wd: Ao prein Sucgr) puo o
. Tevnred duowgmpuaotd guidaiuno Akl [ 2aEMbon) owd module
(s000y weBG wo ewd ¢ vevur o
2. Ourovopr ¢ Suogelpuang & Topdoy (4aEabon)
(250007
3. Epmopurs Avegeipam g (250000
1072000 Infosystem
1042000 Doweprtwcol wivoeg e Tow Avtavonod | Atlantis - Unisoft
CLERF (f2pevay - Logic
Crama - Q&R
1142000 2 Exdmhioeg 2-3 mpav o S0B LUV RE 9 TP aT] KoL TP ou LT
v Toug auwepy dreg SBC TOu TPOTToL Tpombnan g Tou
SEMN 0N B OARD (matketing &
Sales) oro GTic qUVEpy BT
TG Singular A B wie wo
e oM
1272000 Direct mailing (3000 emarois) Esmpspman mpoapopd; SOB
CSAWHHAW Bundle) o=
EYKOIZTTNUE) Pian &
ST ot mEASTE G
1272000 Mg e e Sen ko EYPL o1ov

1070




[Tpobmoroyiouodc Marketing Actions

=] v - -2 - ; = =
= = = z .2 E Ein E
= Eo |[Eo |52 o 5 e S iy )
= ig |22 |38 |33 |24 B E <8 &g 2T |22 |EglE
< 5 5 2% 2% |e2% |2& |ES Ep|fy |58 |88 |52 |52 |EE|iEf
o = B Ee |ET |Es [EQ |& g |5 EE EE EE 28 |EF =~=gm
G 2 = 5o |£F |8% |B5 |EE |EE|BE |27 (27 |B2 |g® |EE|ig|xls
<] =5 = s = E& | s = - = = = | FE
s |28 |28 |28 |74 gz |5 |E® - E
5 5~ |5 5 5 g 2 M2 |Ee |E
<] <] < <] : 2 g |HP = =
1 S04 1oG0 | 1280 | L5Gg 304 IR0 | R0 | 500080 | Le0000) 30 008800 | 6000 06 @ o
HI-END SEN | somooo ] 12000 1500 2 1 1 2 52450000
58.450.000
MIDLE WARE SEN ONEBOARD 15000 | 15000 5000 | 300 E 1 55650000
BUSINES S PLUS 5000 17.500 1 55250000
o8 000,000
SOHO SMALL BUSINESS 10,000 20.000 2 1 34 000.000
OFFICE MANACER 50,000 1 21 000000
SMART HOME 1 30000.000
MANACER
&5 0. 000
VERT ICAL ACCOUNTANT | z2oomoooo | [ [ zom | | [ [ 10m | =2 | [ 1 [ [ | | | zesmoomoo |
F6.000.000
THIRD PARTY THET A | | 5300 | [ som0 | | [ gooo [ s5m0 | | [ [ [ | | | szo00m |
S. 300000
AIKTYO SBC'S | l | I l l I I l ] I I I l Ll 0 |
i
EEAHADEEIL 10 000,000 10000000
TENIEA 20000000 200000000
FO.000.000

TOTAL | F6S50.008
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