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2 TPATHI'IKOZ 2XEAIAZMOX

lMpoUnoBeon eNIXEIPNOIAKNG ENITUXIAG Ol EUPUEIG OTPATIVIKEG
via oiapkn (sustainable) avraywvioTikoTnTa kKai avanituvén :

«H @TWXN EKTEAECN EVOC OCWOTOU OXEOIAOUOU, EXEl MOAU MEPICTOTEPEC
MOaAvoTNTEC EMITUXIAC AMO Wia ENITUXNMEVN EKTEAEON Mou BaacileTal o€
AdB0oC n Kal avUNAapKTO NPAKTIKA OXEOIAOUO>» Eric Mc Gregor, “Advertising” 1984

«'Evac oToxoc OiXwc oxedI0 €ival anAd KIa EUXN>» A.de Saint-Exupery
«Av 0gv YVWPICEIC MOU NNyaivelig, OEV eXEl onuacia

nola kateuBbuvon 6a napeic»
Lewis Carroll, «H AAikn oTtn Xwpa Twv OauudTwv»

If you fail to plan you are planning to fail
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2 TPATHI'IKH

(XTpaTog + Hyoupuai)

OcueAinonc Texvikn EniBiwonc kar EEEAIENG Tou AvBpwnou.
‘Evac OpoIooTaTiKoG UnxavioHoc EAeyxou 1nc Evrponiag
HEOW TNG ANWnNG KaraAAnA@wv anoPaocewyv.

H Texvikn TnG eniAoyng kai xpnong twv Meowv yia tnv enitevén
TOWV ZTOXWV NMou unoorTnpicel Tnv EvreAgxeia.

(AnooToAn/2kono & Opaua)

.M.BAZINOIOYAOZ



2 TPATHI'IKH

(XTpaTog + Hyoupuai)

MAPROE AYPHAICE

ﬁ PILTYIL
PSS
The Art of War
Stun Tzu

EOMINS D72 IrDes I Yadal -2

SEEATN 0L

o 2 2 ; " q
7 42 N :
A Py T g I
[« ] LA | ’ ey L
v.. ‘. y
'
’ .

[loAuaivog

LTPATHI'TKON

@0616ng

IZTOPIAI
ITeAonovvnolaxég ITéAspog
BIBAIO ©°

Ewoaywys, perdgpaon, oxolia:
A.1 TIATKOIIOYAOZ, Z.E. MAAAGOYNH

Exoéoer; ZHTPOZ 8

R et
wene M, Kovzar
L —

Nuerona Heacxe

4] roto poria.gr

1uu|vn.v--urou

.M.BAZINOIOYAOZ



2TPATHIKOZ 2XEAIA2ZMO2

2TPATHIIKH

» O 0po¢ glval oTpaTIWTIKOC Kal nepiypd®el “tn diaraén kai Touc eAlyIOUC HovadwV OE
OUOXETIOLO EITE HETAEU TOUC, EITE WC MNPOC TOV «EXBPO>», rMPOoKEILIEVOU va xpnailoroinBouyv
OTO £MAKPO Ol dUVATOTNTEC TOUC.

s  Enontikn anodoon divel TO ZKAKI OMOU rMPUTAVEUEI N NMPOUEAETN EAIYUWYV BAOE!
néavoTnTwyV yia UovTeEAONOINOoN EMNIBETIKWV EVEPYEIWV UE OKOMO TNV €E0VTWON Tou Ex6pou

= H ouvexnc autn aAAnAenidpacn kabioTa Tn oTpaTnyikn hia “d1aAekTIKn TEXVN OUO
avTITIBepevwy BeANoewy Nou xpnaipgonolouyv Bia yia va eniAucouv Tn dilagopa Touc”

= O Klausewitz kavel evav npwTto dl1aXwpIlouo TNC oTPATNYIKNG anod Tn TAKTIKN w¢ TNV Bewpia
TNV OXETIKN ME TNV EMNIAOYN TWV OTOXWV PECWV & OUPNAOKWYV O0TNV €€UuNnNpETNON TOU
NOAEUOU, o€ avTIOIAOTOAN ME TNV TAKTIKN NOU €ival n 6swpia n oxXeTIKN UE TN £pappoyn /
XpNon Twv dUVAUEWY & YECWV OTN OUUNAOKN.
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2TPATHIIKH
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2 TPATHI'IKOX ZXEAIAZMOZ

H «APXITEKTONIKH»

TH2
EMIXEIPHMATIKOTHTAXZ

["'M.BAZIAOITOYAOX



2TPATHIKOZ 2XEAIA2ZMO2

2TOXOC UIac Eriixeipnonc ivai n enikparnon 1TnNG oTo rnedio Tou
avraywviouou. AKOUn OUwC Kal av 17d rpoiovra r ol UrnpeCieC rnou
rPOOPEPEI EIVAl AVWTEPA Ario EKEIvA TWV AvTaywVvIOTWV, QUTO KAOE
aAAo napa tnc¢ eEaopaliler Tnv eniTuyia....

Mia enixeipnon npenelr va udber va eniAeyer To avBpwriivo dUValiko,
TOUC managers Kal ToUC NYETEC TNC KAl PUOIKA va KATAOTPWVEI TN
owOoTH OTPaTNyIKA _ gTAIPIKN & MPOIOVTIK.
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2TPATHIKOZ 2XEAIA2ZMO2

Yrnapxouv noAAa povreAa & Bewpiec enixeIpIOIaknC oTPATNYIKIG.
O Henry Mintzberg, kabnynTtng Tou MavenioTnuiou McGill,
opilel TN ENIXEIPNMATIKN OTPATNYIKN WG:

RLD OF ORCANLZATIONS
RY MINTZBERG

<KEVA NPOTUMNO HECA OE Eva PEUMLA anoPaoCEWV >

s >TN OTPATNYIKN «NAVTPEUOUNE» TA JECA JE TOUC OTOXOUG, Yia vd
UNV «&enepaoToupe» aAAa & va UNMEPIOXUCOUNE CE €vd
avTaywvVIOTIKO MEPIBAAAOV.

= Na dnuioupynooupe a&ia oTnV UMO OTOXEUCN ayopa KAaAuTEpa ano
TOUGC AVTAYWVIOTEC Jac, ONAAdnN avraywvioTIKO MAEOVEKTNLA.
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2TPATHIKOZ 2XEAIA2ZMO2

A€V ApKel va EXETE ia «eEQIPETIKN 10€a>» yia va exEl ENITUxIa Kai OI1AdPKEIQ.

s XpelaleTal va KaveTe APKETN KdAl MPOCEKTIKN
wWOoTE va BeBaiwBeiTe yia TNV unapén HETPNOIKNNG Kal BIwoIuNG ayopac
OMNOU EXETE . Mool €ival ol neAaTeC oag;

[oieg €ival ol eniBeBaAIWPEVEC avayKeg Touc; MepaoTe xpovo padi Toug
Kal unv ennpealeoTe ano €NIpAveEIaKeC ava@opec nx ora social media.

s 2UVTAETE KAl ONUIOUPYNOETE EyKAIpA MIA «OPYAVWTIKN OTPATNYIKN» OE
oTadld yia AnoTEAECUATIKN ETAIPIKI OPYAVWAON KAl UNOOOUN.
davTaoTEITE TNV EMIXEIPNOCN 0AC OTO NPOCEXeC HeAAov axedlalovTac
OO, OTOXOUC, OIKOVOMIKOUC OEIKTEC KAl ETAIPIKN KOUATOUpPA nou Ba
ANOTPEMOUV AVAMOTEAEOUATIKOTNTA N €€oubevwon!
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2TPATHIIKOZ 2XEAIAZMOX

lMpoiunoBeaon emituxiacg ot oI X Yot i) 1¢{dyia dtapkn, Biwaolun &
avOektikn (R EILELICR- ARl lavTaywvioTiKoTthTta Kat avamtuén :

2XEOLAOOC HEANOVTILKN G OPAOTNPLOTNTAC TTOL OEV OECUEVETAL ATTO
TO TTaPEABOV, ouTe alpvidladeTal.

Xwplc aAacoveia / vtepoia / ayeAala pipnon & pooa!

Opyaviopog TTou «paBalvel» Kal petapgopdwvetal, aéloTtolwVTag
ATTIOTUXIEG, ETALPLIKEC LKAVOTNTECG KAl AVTAYWVLIOTIKA TTAEOVEKTNATA.

Avadntnon KaWwoTOPLWY YLa IKAVOTIOINON AVEKTIANPWTWY AVAYKWV.
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2 TPATHIIKOZ 2XEAIAZMOX

lMpoiunoBeaon emituxiacg ot oI X Yot i) 1¢{dyia dtapkn, Biwaolun &
avOektikn (R EILELICR- ARl lavTaywvioTiKoTthTta Kat avamtuén :

> Aev adopolV POVO ETBETIKEC TIPAKTIKECG HE AOKNON LoXVOC AAAA KAl ACKNGCN AtaAnG
LoxUoc (soft power)

> ¢ Soft Power Bewpeital N Aocknon EMPPONG HECW KOUATOUPAC, aélwy,
GINOCOPIKWY, TIOAITIOHIKWY, YWWOLAKWY, OUTAW L ATIKWY XOPAKTNPLOTIKWY UE
LOXUPO KOLVWVLKO-TIOALTIKO ATTOTUTIWHA.

> [lapadeiypata amoTeAOUV ETXEIPNHATIKEC TIPAKTIKEC TTOL ATTOOELKVUOVTAL
TIPWTOTUTIEG KAL LOXUPNC ETPPONC («HETAMOPPWTIKEC» eUTELPlEC). loTOPLKA
mapadeiypata n elcaywyn tov KuptAAtkoU AAPaBrTou pe eKXPLOTIAVIOHO 2AdBwV &
Pwcg, ot 'apol AutAwpatiacg, To AieBveg Epmtoptlo, to American & Dubai Dream kATt
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2 TPATHIIKOZ 2XEAIAZMOX

lMpoiunoBeaon emituxiacg ot oI X Yot i) 1¢{dyia dtapkn, Biwaolun &
avOektikn (R EILELICR- ARl lavTaywvioTiKoTthTta Kat avamtuén :

» OTav oTov avopyavo KOouo Ta npayuara
AgiTtoupyouv auBopunta, npoTiuouv va Bpebouv
OTIC QéCTEI(,' HE TNV EAC’]X/O'TH EVépYEIa.(APXHE/\AXIZTHZENEPI'EIAZ)

r.x. 0 Bpdxog, N To VEPO Nou KUAAQ rnpoc¢ Touc rpornodeg,

n EVEPYEIQ EVOC NAEKTPOVIOU OTO ATOLO, OO0 LUAKPUTEPA Aro TOV
I_IU,DI? va TO'O-O /JEYC’A L'/Tgpn E/’VC”. (Tpoxiakd S= sharp P=pure, d=diffuse, f= fine)

.M.BAZINOIOYAOZ



2 TPATHIIKOZ 2XEAIAZMOX

lMpoiunoBeaon emituxiacg ot oI X Yot i) 1¢{dyia dtapkn, Biwaolun &
avOekTikn (R EILELICR-ACRIE L lavTaywvioTiKoTnTta Kat avantuén :

0 2icv0oc tiuwpodusvog wg vikntic tov Oovdov, aviimpoowmedel Ty
ATEPUOVY ETITOVY KOl ECEAIKTIKY TPOOTAOEIO O TELOWUO, TOV EPHOVYATUOD THS
KEAQYIOTNG EVEPYELOSH. ZTPWOYVOVTOS TO POPTIO TNS ETLOTHUNG, THS TEYVOLOYLOG,
THC KOLVWVIKHG TTPOOO0V OE UG GUVEXT TPOTTAOELO. VO, TO 100pPOTHOEL GTHV
KopvQN 0T0 TEAOG TNG eCéAICNS. MOvo mov n eCéAcn oev otauatd kor § avOpamivy
LOTOPLO. EIVOL VOUOTEAEIOKG, UIO. «ONUIOVPYIKN KOTOTTPOPH » KUKAOYEVEGNC!
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2 TPATHIIKOX2 2XEAIA2XMO2
10)(0)2

(Mou BEAOUNE va (PTACOUE)

2 S

TAKTIKH ME2A

T @6l (RO (@) [1852) (T1 MNMopouc & EpyaAeia Ba xpnoiJonoIinCouUlE)

SITUATION

(Mou eipaoTe)
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2TPATHIIKOZ ZXEAIAZMO2
4 OsueAiwdn Bnuara

AlQyvwon ToOU avTaywvioTikoU neEPIBAAAOVTOC (SWOT, Unmet Needs....)
KaBoplopog okonwyv & oTOXwV.
KaBopIiopocg «hiyuaTtoc» Opacewyv, HEOWV, XPOVoolaypauHaT®V.

Alapoppwon kal anodoxn &ekabapng “eikovac” TNC oTpPaATNYIKNG
ano OAa Ta CUMMPETEXOVTA PEPN EVOC OPYAVIOHOU Kal EAEYXOC
uAonoinonG — AnOTEAEONATIKOTNTAG ME OEIKTEC AAAQ Kal
E0WTEPIKNCG apuoviac & ouvoxnc.

.M.BAZINOINOYAOZ



2 TPATHI'IKOZ 2XEAIAZMOX

ATAMOP®QXH YXTPATHI'TKHZE
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EIHIXEIPHMATIKH APXITEKTONIKH

APXLTEKTOVLKN TPOUTOOETEL

» Evtomon, aéloAoynon & mpokplon evkalpiag

» MeAetn okormpotntac (feasibility study)
» Emixelpnolako oxedlo (business plan).
» Ektipnon mopwv & tnyeg avtAnong

» Aopnon AlolknTtlkoL oxnUatoc

» Etaipikn AlakuBepvnon

["'M.BAZIAOITOYAOX



BUISINESS PLAN

( ETixeipnoiako Xxe0I0)

ANAMNTY=H / AIAPOPQ2>H

["'M.BAZIAOITOYAOX



Emtixelpnolako 2xedo (Business Plan)

To eTXELPNUATLKO OXEDLO Eival Jla armoTuTTwon TG
ETILX. LOEQAC (value proposition) TNG TIAPOVOAC KATACTACNG
(Situational Analysis) KOl EvAC OXEOLACHOC YA TO HEANOV LE
AVAAUTIKOUG TIPOYPAUMATIOHNOUCE EVEPYELWV (Tactics)

H cuvtaén tou amookoTEei o€:
= ATOTUTIWON TNG ETILXEIPNONG KAL TWV ETUSLWEEWYV / ZTOXWV.
= Kataption Ztpatnylkwy & TAKTIKWYV ETUTEVENC ZTOXWV.

= AVOAUTIKO 2Xed10 Apaonc/ epyaleio tou Management yla
ETUTEVEN TWV ZTOXWV.

=" [lpooeAkuon xpnuatodotnonc.
=" EmuAoyn otpatnylkwy eTaipwv.
=" [lapouociaon eTXeipnong MPOCG TPOUNBEVTEC Kal TIEAATEC.

" [lpooeAkuon avBpwTtivou duvaplkou oTEAEXWONC.



Emiuxelpnowako 2xedo (Business Plan)

Kataypadel ye AettopepeLleg TNV ATTOOTOAN KAl TO
Opapa plag emixeipnong Kabwce Kat OAEC TIG UTTOBECELG
Kal TTPOLBAEPELC TTAVW OTNV ETIXELPNHATLKN LOEA
(Value Proposition).

Mepypadel avaAuTika Ttpolovta/umnpecieg tng Woeag,
To Marketing Plan pe ta peyebn & xapaktnploTikA TwWV
ayopwy, Toug teAatec (vtapxovieg & duvnTiKoUg),
TOV QVIAYWVLIOHO, KABwCE KAl TV 2ZTPATNYLKN, TIG
OpyavwTtikeg Aopeg, Kat oAa ta Okovoplka otolxeiaq,

A€lKTEC, XPNUATOPOEC KAL TIC AVAYKEC OE TTOPOUC.



2 TPATHI'IKOZ 2XEAIAZMO

TapaoEIyua
Our Mission / purpose
We empower people to make a positive

difference to their health & wellbeing.

Our Vision

To be a highly performing consumer @
healthcare company, built on a portfolio of VISION
leading, trusted & proven brands.

Our Strategy

To focus on categories helping damaged skin
and supporting healthy ageing. To enable the
successful delivery of our strategy, we have
identified four priorities for the business over
the next 3 to 5 years:

.M.BAZINOIOYAOZ



2 TPATHIIKOZ 2 XEAIAZMOX

ITapaosIyua

BRAND GROWTH
We will build fast-growing brands where consumer choice is driven by the positive difference we make (USP).
We will seek to enhance the attractiveness of our high value brands, through:

o Insight-led, data-driven, measurable marketing investment

o Acquisition and in-licensing of products or technologies to support our key brands

. Innovation & development activity to keep our core brand portfolios ahead of their respective competitive sets
COMMERCIAL EXECUTION

We will increase the impact of our commercial execution, with a major focus on e-Commerce

We will continue to look for omni-channel presence in our core markets whilst recognizing that e-commerce represents
our fastest growth channels in these markets, a trend which we expect to continue for many years to come.

SUPPLY EXECUTION

We will transform our supply chain by investing in a network of strategic partnerships

We remain committed to finding ways to consolidate our supply chain, moving to a smaller, high-performing network of
strong partners with whom we can collaborate and invest for the future.

ORGANIZATION EVOLUTION

We will continue to cultivate an agile organization & culture that delivers our growth

It is the diverse combination of skills, experience and energy of our people that help to create our strong culture.

We are harnessing this culture to enable the successful delivery of our new strategy with increased focus and pace.

.M.BAZINOIOYAOZ



2 TPATHI'IKOZ 2XEAIAZMOZ
BUSINESS CANVAS MODEL

Key Value Customer
Activities Proposition Relationships

Partners // p . | 2 N — \Customers

Costs Key Revenue
Resources Channels
drawings by JAM




Emtixelpnolako 2xedo (Business Plan)

AlaBetel cuvnBwce TNV €€ng dopn:
1. Eloaywylkeg TAnpodopieg
2. Atoikntikn MNepiAnyn (executive summary)

3. Tautotnta emixeipnong— Avaluon uttootaong Kat
guvkatpiac (value proposition)

4. AvaAuon KAAdou — ayopdac — avtaywviopou
5. 2xedlo Mapketivyk (marketing plan)
6. 2Xe010 ecwTEPIKWY dladlkaolwy (operational plan)
7. OpyavwTlko oxedlo — (organizational plan)
8. Owkovouiko oxedlo — (financial plan)
9. A§loAoynon Kvduvwyv
10. Mapaptnua



MEPIEXOMENA
AIOIKHTIKH NEPINHWH (Executive Summary)
1. TMAPOYZIAZH EMIXEIPHMATIKHZ IAEAZ (VALUE PROPOSITION)
1.1 Tauvtotnta & lotopko tng Emwxeipnong
1.2 AmnooctoAn/ Opapa/Mpoidvta/Yninpeoieg
1.3 Awowkntikn & OpyavwTtiki dopn - AvOpwmivo duvaptko
1.4 Feasibility Study
2. ANAAYZH EZQTEPIKOY NMEPIBAAAONTOZ
2.1 MéEyeBog & Tunuata Ayopdac
2.2 'Epsuva Ayopdac- mapayovteg ZQTNoNG
2.3 Aviaywviouoc
2.4 Taoelg, mpoomntikeg, Horizon Scanning
3. ANAAYZH SWOT, & PESTL
4. ENMIXEIPHMATIKOZ IXEAIAZMOZ
4.1 Ztoweia dtadopomnoinong — Avtaywviotika mAsovektnuata (USP)
4.2 Ztpatnyikn — TAKTIKEG
4.3 Ztoxol (KPIs/SMART) kat Apaocelc / Kaumavieg Marketing
4.4 Xpovodiaypaupa dpacswv
5. OIKONOMIKEZ MPOBAEWEIZ
5.1 Exktwwpeva £coda - TipoAoyLakn TTOALTIKN
5.2 Exktwwpeva £€oda
5.3 EKtywpeva anoteAEopata Xpnong
5.4 TapewakeEg poeg, KedaAaro kivhong kat Kepaiawa Mayiwv
5.5 A&oAoynon tng emevduong
MAPAPTHMA : AvaAutikoi Mivakeg

ENIXEIPHMATIKO 2XEAIO

NA TH AHMIOYPTIA
ENIXEIPHZHZ-  TEXNOBAAXTOY
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Audience
determination

, Conduct market
research and
analyse existing
customer database

» Design clear audience
personas (audience
age - 18-25 years)

o Prepare realistic, clear

and measurable goals
—(increase in
revenue 10%)

Align communication
goals with
business plan

Define unique
selling
proposition

o ldentify USP of product
to differentiate it
from competitors

o Product USP canbe
Lower price
Good semrvice guality
Easily availability

.M.BAZIAOTOYAOZ

PHARMACEUTICAL MARKETING PLAN

04

Market
analysis

Perform market
researchto
analyze trends

Conduct SWOT
analysis of business as
well as competitors

Add text here

Create KPI| dashboard
in excel to
monitor performance

, Some KPls are

Inventory turnover
Average revenue




2TPATHI'IKOZ 2XEAIAZMO2
[epiexopevo evog Marketing Plan

AvaAucn YNOOTAONG (situational Analysis)

‘Epeuva AYOpC'IC (Mooorik, Focus Groups, fMRI... )
TunuatTonoinon AYOPAC (segmentation)

AVAAUO N AvTd YWVIOLO U (Competitive Intelligence / Benchmarking)
Marketing & Sales Strategy / Tactics

Product Positioning / Strategy

Life Cycle Management

Oikovouikn AvaAuacn / NpoocapuoOTIKEC MPOTOOKIEC

(Forecast/Budget/Profit & Loss / BEP-ROI / OPEX / ApIBLOJEIKTEG...)

['M.BAXIAOIIOYAOX



Management By Objectives
(MBO)

BENCHMI-\RKING
/@ (\ Em’ "4- @

PERFORMANCE PROCESS SURVEY MEASUREMENT COMPARE TARGET INDlCATOR

shutterstock.com + 1593963253

O opo¢ Benchmarking ava@epetatl atnv TEYVIKN N TO EPYAAE(O
JTOU Ypnotuoroleital yia tnv aéloAoynon tnc eniboonc evoc
opyaviouoU Kat Tnv avadetén nAeovektnuatwy N eAAgiPewv

O0€ OUYKPLON LUE TOV QVTAYWVIOUO.
Baoilstatl otov kadoplouo onueiwv avapopac BEATIOTWYV
ETMLOOTEWV/TIDAKTIKWYV KOl TNV OUYKPLON UE AUTA




EpyoAcia 2TpaTnyIiKou 20100 OU

Management By Objectives
(MBO)

PESTL SWOT
Analysis Analysis

KPIs

SMART
oTox00¢ea0ia

Balanced

Scorecards
OTOXOKATAVOWN




Political
_Multi-party political system
_Pre-election period & political instability

_Opposing party leads in exit poll

Economic

_GDP growth projection 2.9% for 2015 vs. -3.3% in 2013
_Positive current account balance vs. STLY

2 High skilled work force in pharma

2 High unemployment (~27%) although at a decreasing rate
_Reducing Y for SSFs

Jincreased out-of-pocket payments

Jlncreased pressure from shareholders, need for partnerships

Impact on business

_Diverged views on policy measures

_Push back on structural reforms — lack of decision making
_Maore pressure on prices

_Cut backs from pharma companies (labor, Investment)

Impact on business

_Potential reallocation of resources for Health ensuring Sustainability
_Potential for increased productivity

_Pressure on other stakeholders to cover expenses e.g. increased copay
for patients (~28%); imposition of excessive rebates & clawback

_Reduced disposable Y leading to pressure in prices & in search of
alternative treatments

_Opportunities for Public-Private Partnerships that could improve outcomes
& support innovation

Social

_lncreasing number of uninsured

Jlncreased prevalence of Chronic & Serious Diseases
_Ageing Population

_Patients Associations become more visible & demanding

Technological

_E-prescription

_E-patients’ medical records

JE-procurrement for Public Hospitals

_JIncreased use of Social Networking technologies

Impact on business

_Pressure on pharma budget; increased use of HC resources leading to
increased expenditure. Need for efficient allocation of resources based on
HTA & other policy measures to remove barriers that lead to inequalities in
access.

_Increased patient awareness, increased demand, thus need for improved
health outcomes

Impact on business

*Data collection on healthcare resource use such as pharmaceutical
expenditure, diagnostics, hospitalisation, epidemiological profile and more
that can allow prioritization of healthcare needs, enhanced effciencies &
improved access.

Legal
_Excessive MDs
_Great delays in judgement awards

_Many regulatory & legislative restrictions (e.g. price increases)

Impact on business

sLack of predictability; Delays in P&R processes; Disincentives on
innovation;

*Backlog of errors affecting both national & international markets (ERP); Lost
income / profits for industry




SITUATIONAL ANALYSIS
SWOT

Kaveic xaprng dev Bonbaci, av oev EEpeTe TTou gioTe!

STRENGTHS
EowrTtepika

2 UYKPITIKA TTAEOVEKTNUQTA
ITPoIOVTWYV & ETTIXEIPNONGS

WEAKNESSES
EowTtepika

2UYKPITIKQ UEIOVEKTHUATA
ITpoioviwyv & E1TIXEIPNONSG

OPPORTUNITIES
E¢wrepika

Eukaipiec Ayopwyv &
Avraywviouou

THREATS
E¢wrepika

ArreiNéc Ayopwy &
Avraywviouou

.M.BAZINOIOYAOZ




Assessing the Current Situation

The Traditional SWOT Analysis

Strengths

Effective product
Good safety profile
Convenient presentation
Heritage & reputation

Opinion leader relationships

Opportunities

Growing market
Ageing population
Patient groups
New formulations
New Customer Groups

Weaknesses

Expensive products
Restricted dosing options
Promotional expenditure
Effective sales calls
Supporting publications

Threats

Strong competitors
New product introductions
Generic competition
Reimbursement changes

Restrictions on
promotional activities

Insight?

Fuel for
competitive
thinking?

Identifying the
possibilities for
a Product
Manager?

Help encourage
creative
thinking?

Drives the
activity plans?

.M.BAZIAOINOYAOZ



ApBpa:

«H mpOoKAnoN TNG NYECciag o€ pia eroxn MErapaocnc»
«lMwg 0a sepapuooere pia AvaAvon SWOT ornv emixeipnon cag»
«T1 givai n AvaAuon PESTLE»

INTERNAL

https://epsiloncollege.gr/arthrografeia/i-proklisi-tis-igesias-se-
%C2%Bbia-epochi-%C2%B5etavasis/

https://epixeirein.gr/2009/07/31/swot-analysis-efarmogi/

https://businessrev.gr/2018/12/02/%CF%84%CE%B9-
%CE%B5%CEBAF%CE%BD%CE%B1%CE%B9-%CE%BT-
%CE%B1%CE%BD%CE®ACK%CE%BB%CF%85%CF%83%CE%BT-

pestle/

~ EXTERNAL
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https://epixeirein.gr/2009/07/31/swot-analysis-efarmogi/
https://epixeirein.gr/2009/07/31/swot-analysis-efarmogi/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
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https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/
https://businessrev.gr/2018/12/02/%CF%84%CE%B9-%CE%B5%CE%AF%CE%BD%CE%B1%CE%B9-%CE%B7-%CE%B1%CE%BD%CE%AC%CE%BB%CF%85%CF%83%CE%B7-pestle/

Management By Objectives (MBO)

SMAR

From Key Impact Indicators: = Specific

= Measurable

= Achievable
= Relevant

= Time_bond

Key
Performance
Indicators at deliverables

S

Specific

What do you want
to do?

Define your goals
clearly.

Wheo is invelved?
What do your
want to
accomplish?
Where will it be
done?

Why are you doing
this (purpose)
What are your
constraints?

~J Talkwalker

M

Measurable

How will you know
when you've done

it?

Can you track the
progress and
measure the
outcomer

Howr much, how
many, howw will
you know when
your goal is
accomplished?

A

Achievable

Can you
accomplish it?

Is the goal
reasonable
encugh to be
accomplished?
How?

Don’t choose
goals that are out
of reach, or below
standard.

R

Relevant

Is it worthwhile?

Is the goal
worthwhile and
will it meet your
needs?

Is each goal
consistent with
other goals you
hawve established
Do they fit with
vour immediate

and future plans?

T

Timely

When exactly do
you want to
accomplish it?

Your goals should
include a time
limit. Completed
in...
month/day/year.
It will bring a
sense of urgency
and improve time
management.




Management By Objectives (MBO)

Balanced Scorecard

H looppornnuevn Kapta Entéoocswv
(balanced scorecard) sivat eva epyaleio
OXEOLOOLOU OTPATNYIKNC KAl EAEYXOU TNG
arodoaonc evoc Opyaviouou mou
onutoupynoav ot Kaplan kat Norton.
Eritpemel otnv Aloiknon va EAEYXEL TOCO
KaAa Aettoupyel pLa emiyeipnon Ue
yvwuova tnv emnitevén twv otoywv (KPl)
OMTWG EXOUV KATAVEUNTEL O OAO TO
TTPOOWTTLKO BOEL TTPOYPAUUATIOUEVWV
dpaoTnPLOTNTWYV TOUC.

*Revenue
*Expenseas
*Net Income
«Cash Flow
eAssetValue

*|nventory

*Orders
*RasourceAllocstion
*Cycle Time
*Quality Control

Financial
Perspective

Perspective

-~

*Customer Satisfaction .
*Customer Retention
*Market Share

N ». °Brand Strength

| Learning /

Growth
Perspective

*Employee Satisfaction
*Employse Turnover
*Employese Skills
*Employee Education

/.



PuBuoc avantuéng ayopac

>

20%

10%

10x

2TPOTNYLKN TTPOIOVTOC
Boston Consulting™

< 0.1x
>XETIKO UEPIOIO ayopag

.M.BAZINOIOYAOZ

* B. Hedley “Strategy and the Business portfolio”



2 TPATNVIKN Marketing
Branding

Integrity (aiomotia)

Image
(eikOva)

Identity

(TautéTnNTA)

PKOTLER, Marketing 3.0 (2010)



H avaiuon tou Mikpo-llepiBdAAovtog Tpayparomolgital pe ™ Pondeia Tou
utrodeiyparo¢ mou avamtuxBnke amd tov Kabnynm Tou Harvard, Michael
Porter, yvwaoTo w¢ «dopikn avaAuan kAddou» 1 «avdAuan Twv 5 SuVAUEWY
ToU Porter».

%

The Five =
Competitive Forces
That Shape Strategy >

1évre Auvapeic Tou Porter: .

Michael E. Porter

ameIA £10650U VEWY ETTIXEIPRTEWY R e
OI0TTPAYMATEUTIKR OUVAN TWV TTPOHNBEUTWY TNE ETIXEIPNONG
OIOTTPAYHATEUTIKI OUVAHN TWV QYOPACTWY MIAE ETTIXEIPNONG

amEiAr AT UTTOKATACTATA TIPOIOVTA

EVTOON TOU QVTAYWVIOHOU avdueoa OTIC 0N UTTAPXOUGEC ETTIXEIPATEIC
oTOV KAGDO.




EIZOAOZ NEQN

ANTATQNIZTQN

1979

NMPOMHOEYTEZ

ANTATQNIXTEX

Avtayoviepog petaly
VTAPYOVOADYV HOVAI®V

ATOPAXITEZ

The Five
Competitive Forces

That Shape Strategy

An Interview with
Michael E. Porter
Professor

Harvard University

YNOKATAZXZTATA




Mpoedpog &
2UHBOUVALO

levikoc AlevBuvtig Aloiknon

ENIXEIPHMATIKO ZXEAIO

rNA TH AHMIOYPTIA
Awachaion ENIXEIPHZHZ- 1 TEXNOBAAZTOY

Mowdtntag

padeio

OlkovopIKa Marketin
Mpoowrikov H arketing

Epeuva &
Avarmtuén

Big Pharma

41



Timeline/timetable of actions (Gantt Chart).

g
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////j NA TH AHMIOYPIIA
/%

. ENMIXEIPHZHZ- } TEXNOBAAZITOY

i

_

.

%
|
.

NOTAPIAZMOZ EKMETAANEYZHZ 10 ETOZ 20 ETO2 30 ETOZ 40 ETOZ 50 ETOZ 60 ETOZ 70 ETOZ 80 ETOZ 90 ETO2 100 ETOZ

KYKAOZ EPTAZION

Meiov : Kbotog A’ & B’ YAwv

Meiov :'E€oda Aettoupyiog

Meiov : E€oba MpoBoAng - Aladrpong

Meiov : Aikawwpata Ataxeipltong AtavonTtikrg I5loktnoiag

AEITOYPTIKO AMOTEAEZMA MPO TOKQN ®OPQON &
AMNOZBEZEQN (EBITDA)

Meiov : XpnUaToOLKOVOULKA £§08a

AMOTEAEZMATA NPO AMOZBEZEQN & QOPON

Meiov : AltooBéoelg

ANOTEAEZMA NPO ®OPQON

Meiov: ®opog eLoodnpatog

KAGAPO ANOTEAEZMA

42



ENIXEIPHMATIKO ZXEAIO

rNA TH AHMIOYPTIA
ENIXEIPHZHZ-  TEXNOBAAZTOY

ANATKAIO KEQANAIO KINHEHE HMEPEE lo ETODZ 20 ETOZ 30 ETOZ 40 ETOZ 50 ETOZ Bbo ETOZ 7o ETOE Bo ETODZ 90 ETOZ 100 ETDZ

AMOLTATELS aMO MEAGTEC

Y Moy pEWTELS OE MpounBeEUTES

Avatrpnon anoBepudtwy

ANATKAIO KEQANAID KINHEHE

MetaBokr oto Keddahaio Kivnang

TAMEIAKEZ POEZ APXIKH ENENAYZH 10 ETOZ 20 ETOZ 30 ETOZ 40 ETOZ 50 ETOZ 60 ETOZ 70 ETOZ 80 ETOZ 90 ETOZ 100 ETOZ

EBITDA

Meiov: Dopot

Meiov: Enevdioelg

Meiov: MetaBoln oto Kedpdhato Kivhong

Tapelakég Poég mpog tnv Enyeipnon

MA€ov: Tpameltkog AAVELONOG

Metov: TokoL

Meiov: XpeoAUoLa

Tapeiakég Poég mpog ta'ldta Kedpdhata

MAéov: Elodopég oto Etatpikd Kedpdhato

KAGAPEZ TAMEIAKEZ POEZ

ZOPPEYTIKEZ TAMEIAKEZ POEZ




EMNIXEIPHMATIKH 2TPATHI'IKH
Red vs Blue Ocean Strategy

‘and Make the Competition irelevant

Compete in existing market space Create uncontested market space

Beat the competition Make the competition irrelevant

Exploit existing demand Create and capture new demand

Make the value-cost trade-off Break the value-cost trade-off

Align the whole system of a firm’s activities with it's
strategic choice of differentation gr low cost

Align the whole system of a firm’s activities in
pursuit of differentiation gnd low cost

“Defend Current Position” “Innovate & Pursue New Opportunities”

Perspective Perspective

.M.BAZINOIOYAOZ



EMNMIXEIPHMATIKH 2TPATHI'IKH
BUNDLING

Bundling is most
successful when:
*There are economies
of scale in production.
*There are economies
of scope in distribution.
* Marginal costs of
bundling are low.
*Production set-up
costs-are high. .
Customer acquisition T
costs are high. Happy Bu dlmg!
«Consumers appreciate :
the resulting
simplification of the
purchase decision

.M.BAZINOIOYAOZ



https://en.wikipedia.org/wiki/Economies_of_scale
https://en.wikipedia.org/wiki/Economies_of_scale
https://en.wikipedia.org/wiki/Economies_of_scope
https://en.wikipedia.org/wiki/Economies_of_scope
https://en.wikipedia.org/wiki/Marginal_cost
https://en.wikipedia.org/wiki/Production_(economics)
https://en.wikipedia.org/wiki/Production_(economics)

PRICE BUNDLING

* Price bundling is the tactic of
marketing two or more products
and/or services for a price below the
sum of the individual prices

* |t creates an incentive for purchasers
one product to also buy other(s).

* Examples:
— Weekend hotel packages
— Vacation packages
— Cable TV plans
— Season ticket plans

Get equipped with the MISSION Bundle!

SAVE %10

off the price of buying them separately,




EMNMIXEIPHMATIKH 2TPATHI'IKH
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EMNMIXEIPHMATIKH 2TPATHI'IKH
&

CRM

Napaywyikrn Eptreipia : O1 I0 Tpoo@aTeS TaoElg oTo CX

.M.BAZINOINMOYAOX



CRM

Customer Relationship Management / Marketing

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

H epappoyn Tou Micro / Content & Immersive
Marketing peow £vOC OAOKANPWUEVOU JOVTEAOU
EVTOMIOUOU, MPOCEAKUONG Kal d1aTnpnongG
NEAATWV OE PiA OXEON HUEYIOTNG MIOTOTNTAG.

[Tlpocapuoyn Kai avranokpion
OTIC EEATOMIKEUPEVEC AVAYKEC TWV NAPAYWYIKWV
NEAATWV UE EPPAON OTIG EMMEIPIEC TOUC padi pag
Yia avTaywvioTIKn dlagopornoinon!

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

>TOXOC TO JEPIOIO OTNV. MEAATEIA KAl OXI OTNV. ayopd.
AvAyKn N OUVEXNG AnoTUN®WON TWV HETABAAAONEV®V
TAOEWV KAl KATAVAA®TIKWV TOUC NPOTURWV.

H i1kavonoinon Twv neAarwyv OEV TOUG KAVEI
anapaiTnTa niorouc.

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

Agv Yaxvoupue NEAATEG yia Ta npoiovra
Hac aAAa npoiovTa yia TouG NEAATEG HAG.

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

Ol NeAATEC MAipvoOUV ANoPACEIC CUNPWVA UE TIC aVAyKeC Nou
BEAOUV va IKAVOMROINCOUV.

KaBe nmeAaTng €ival povadikoc JE 10100UCTATIKA KivnTpa,
au&avouEVEC ANalTNOEIC, HEIWPEVN AVEKTIKOTNTA,
oUYKpivovTac adlakona avapeosa orny nAnwpa npoc@opwy.

Mia adla@oponoinTn UNNPecia evoc KAadou
(MY (PapuaAKoMnoIiou), akOKN Kal av IKavorolel KAnolEC AVAYKEC,
Oev peTrappadleTal o€ NIOTOTNTA.

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

dpovTioTE Va EENEPVATE TIC MPOCOOKIEC TWV MEAATWY 0AG
Yid va 0ac ENIAEyOUV MAvTd.

>TOXOC N dnuIoupyia napaywyikwv euneipiwyv (CX).

AKOUTE MPOOEKTIKA TOUC OUCAPECTNEVOUC YIATI €ival n
HeyaAuTepn nnyn padnong.

Ala@opETIKA, va BUPAoTE NWCE 0 NEAATNC €ival 0 epyod0TNG
0ac NOU PMNOPEI EUKOAA va 0ac «anoAuUcEl» OlaAEyovTag
£vav Nio Napaywylko/cuvePyaoiyo ano £0dag,
nou enevouel diapkwc oTnv vonuoouvn Tou (IQ/EQ).

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing

Enevouon oTouc NeEAATEC KATA TNV a&ia mou
EXOUV YIa TNV €MIXEipnon.

(MpoonaBeia unepBaonc TwV NPOCOOKIWYV NEAATWV
uwnANnc a&iac, Ikavomnoinaon NeAATWV IKavnc a&iac kai
epappoyn AUCEWV XaPNNAOU KOOTOUC YId MEAATEC
XapNnAnNgG agiag)

.M.BAZINOIOYAOZ



CRM

Customer Relationship Marketing
AlaoTpwuatwon FMNeAaTtwy

NMPOZAOKQMENOI

.M.BAZINOIOYAOZ




EMIXEIPHMATIKH 2TPATHI'IKH
OAPMAKEIOY

BeAtiwon [Tnc spnelpiac]rou neAarn QAapuUaKeiou:

AvOpwnivn 6aAnwpn & yvnoio evoliaPEpov (EQ)

Eunpenegia ovunepipopac & eupavions / Eunioroouvn (EQ)
A&ionioTn ZuuBOUAEUTIKN) HE OTEPEN yvwon / Eunioroouvn (1Q)
lpooappuoyn oTic EEATOUIKEUMEVEG TOU aAVAYKEeG (EQ & IQ)
Alapoponoinon ano avraywviouo (EQ & IQ)

4 R
Arno to CRM oro CDM (Customer Delight Management)
Anuioupyia kai d1atnpnon rnioTou rneAaToAoyiou

. J

.M.BAZINOIOYAOZ



EMNIXEIPHMATIKH 2TPATHI'IKH
OAPMAKEIOY

[«ma'rérnra» neAarn ]

> Pharmaceutical Care ue duvnrikouc rneAdTec ToUG MAaviec!

> «MaleuTikn» & «OIAAEKTIKN> (avii pnropikic) IKAVOTNTA
OTNV KAravonon Kal IKkavoroinon TwV avaykwV ToUuG

> BeBaioTnTa nwc OV UNdpXEl IKAVOMoINTIKO
UMOKATAoTATo YIad TNV AUOH MouU TOUC MPOOQPEPETE!
("Personal Branding”).
.M.BAZIANOIOYNAOZ



EmiTuxnuevn ETaipia

ETOIMH H «2YNTAIH»?

["'M.BAZIAOITOYAOX



EmiTuxnuevn ETaipia

«H 2Zuviayn» ?7?77?

OplouEVECG XpPNOIUEC APXEC Yia eva Eekivnua:

> 2710 eklvnua tx pag veag startup, dev apkel pla ealpetikn LOEA TIPOKEIPEVOU VA EXEL ETILITUXLA.

> [lpemelvamponynbel apKeTr Kal KUPLWCE TTPOCEKTIKA OTOXEVHUEVN €pEuva yla va Bepatwbeite otL
UTTAPXEL Ayopa Kal evkatlpia. BeBaitwbeite yia tnv avaykn ou TTPOKELTAL VA KAAUETE KAl HETPNOTE
TNV O€ TIPOOTITIKI TIWANOCEWV XWPELG va BacloTeite o€ TP AVELIAKECG EKTIPNOELG OIKEC OAC I TOU
KUKAOU 0a¢ N KATIOLECG AVAPTAOELC OTA HECA KOWVWVIKNG OIKTUWOoNC. Av eival duvatov, TtEpAoTE
XPOVo pe uttoPndloug meAATER yia va toug kataAapete (tx oe focus groups).

>  Kataotpwote pla avaAuTikn OpyavWTIKE oTPATNYLKE HE TIPOBAedn oTOXWV Kal dOUNG
(opyavoypappa Kat PoEC EPYAciag) yia Toug EMOPEVOUC 12 TOUAAXLIOTOV PNVEC, XWPLg va
TTapaAeleTe 0 AUTH TNV ETMIOUPNTH ETALPLKN KOUATOUPA KAL TA XAPAKTNPLOTIKA cuvepyatwy &
TOUuCG UTTAAANAWYV TTov Ba xpelaoteite. Noool teAdteg Ba xpelactouv Kat TL uTtodoun.

> OmAloteite pe adBovn mepLlEPyELa, UTTOPOVH, ETTLHOVH, adociwon Katl Tteiopal

["'M.BAZIAOITOYAOX



EmiTuxnuevn ETaipia

«H Zuviayn» ?77?

Oplopeva otepeotumna n pubotl Bewpouvtal «[LUCTIKA ETUTUXIAGC:

ETXELIPNHATIKWY CLVEPYACLWY 0TNV LWNAN OLWCE TEXVOAOYLA KAl «WPLHOTEPOL» TOAUNTLEC!

lewypadikol NMNupnvec: Ymapxouyv e€aipeaelc av kat ot HIMA, n Kiva kat n ocuyKevIpwon akopn Kat eKel
o€ Silicon Valley, LA, NY, Bootwvn, San Diego emiepatwvel!

KedbaAaia kpatika n Hedge Funds : Ot Beopikoi etevOUTEC eival olyoupa ATTOTEAECUATIKOTEPOL OE
peyeBbn & KoUAToUpa aAAd TTOAAEG start ups Eekivnoav amo AAUTIPEG LOEEC, pTwXN XPnpatodotnon &
meiopa apkel va pnv epttoodidovay.

Big is better but Smallis the new Big: Ow peyaAecg AleBbveic dpaotnplotnteg & ta Mega Mergers €xouv
OUVTPLUITTIKO TTAEOVEKTNHA AAAA KAl cUXVA OOULKEC OLOTIPAYLEC.

Kawotopa «mpwtosicakta» mpolovia: 2iyovpa BonBouv aAAd n ETIXEPNUATLKA EVPUIA TTPETEL VA
ouvuTtapxel evw apketoi followers ta katadpepav KAAUTEPA ATIO TOUG pioneers.

["'M.BAZIAOITOYAOX



First-mover (dis)advantages:
retrospective and link with the

resource-based view First-mover

advantages

First published: 04 December 1998

First published: Summer 1988

Abstract

This article surveys the theoretical and
empirical literature on mechanisms that
confer advantages and disadvantages on
first-mover firms. Major conceptual
issues are addressed, and
recommendations are given for future
research. Managerial implications are
also discussed.

Abstract

This article reflects upon and updates our prize-winning paper,
‘First-mover advantages,” which was published in SMJ 10 years
ago. We discuss the evolution of the literature over the past
decade and suggest opportunities for continuing research. In
particular, we see benefits from linking empirical findings on
first-mover advantages with the complementary stream of
research on the resource-based view of the firm. © 1998 John
Wiley & Sons, Ltd.

Marvin B. Lieberman David B. Montgomery

H npwTornopiakn akadnuaikn/epeuvnTikn O1aTpifBn rnou e0€iée Ta
oNMUavTiKa oPeEAnN MouU MPOKUMTOUV yid TOUC MPpwTOonopouc TNG ayopdcd,
aupioBnTnénke 10 xpovia UETA arno Touc [dlouc! Baoilouevol oe
EPEUVA TWV enionc akaonuaikwv P.Golder & G.Tellis (1993) o 500
Brands 50 01a(pOopeTIKWV KATNYOPIWV 0oy oianioTwlnke nw¢ 10 48%
aneruxav evavri JHOoAIC 8% oowv akoAouBnoav!!!

"' M.BAXIAOIIOYAOX
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First-mover (dis)advantages:
retrospective and link with the
resource-based view

First-mover
First published: 04 December 1998 adva ntages

First published: Summer 1988

Abstract Abstract

This article reflects upon and updates our prize-winning paper, This article surveys the theoretical and
‘First-mover advantages,” which was published in SMJ 10 years empirical literature on mechanisms that
ago. We discuss the evolution of the literature over the past confer advantages and disadvantages on
decade and suggest opportunities for continuing research. In first-mover firms. Major conceptual
particular, we see benefits from linking empirical findings on issues are addressed, and

first-mover advantages with the complementary stream of recommendations are given for future
research on the resource-based view of the firm. © 1998 John research. Managerial implications are
Wiley & Sons, Ltd. also discussed.

To nAeovekTnua (?) TNG NPWTNG POopPAC oTNV ayopda!

Lycos, Yahoo, AltaVista.....vs Google

Nokia, Ericson ............... Vs Apple, Samsung, HTC

Kodak, Adgfa.................... vs Digital Brands

Chux (J&J).......cccovvuun. vs Pampers (PG standard practice)
Captopril........................ vs Renitec, Triatec
Tagamet......................... .VS Losec

H Google dev nrTav n npwtn Unxavn avalnTnonc ouTe 1o iPhone 1o NpwTo KIVATO

O1 KaAol KAAAITEXVEC avTiypd@ouV, 01 0rnoudaiol KKAEBOUV> Steve Jobes
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EmiTuxnuevn ETaipia
«H 2uvtayn» 7?7

>E LIEAETN YIa TA XAPAKTNPIOTIKA THNG EMITUXNMUEVNG EMIXEIPNONG TOU
HeAAovTOoC nou ekave n IBM peraéu 1000 OTEAEXWV TG, AVEDEIEE MEVTE
akovec oAol eniTourn «EAeUBEPNG BouAnonc» :

» [lleivaocpevn via aAAayn: va aAAadel ypnyopa kai Je enituyia. AvTi va
avTanoKpIiVETAl anAwWG OTIC VEEC TACEIG, TOUG OIVEI oxNUa Kal TiIG kaBoonyei. Ol
aAAQyeG oTnVv ayopd €ival Eukaipia yida KivrioeIiC JAPOCTA ano TOV avTaywVIoHO.

= KdailvoTOUOoG NEPA ano Th (pAvTAcid TOU NEAATN: MPOKAAEl EKAARER GTOUG
NEAATEC TNC.

= [laykoouionoinUeVN: Vva exel Npoofaocn OTIC KAAUTEPEC IKAVOTNTEG, YVWON
Kal MNY&EC, Kal va TIC XpNOoIKonolei onoudnMnoTE €ival anapaiTnTEG.

= Anuioupyvei pnEsic ek ®UOEWC: MeTakivei TNV NpoTaon a&iag, avaTpenel
napadoolakec PeBOOoUG, avaoxedialel TOV EQUTO TNG KAl TNV Ayopd, oTNV oroia
dpaocTnpIonoIEiTal.

s  AuBsvTikn, oyl anA®c vevvaiodwpn: OgixvovTag aubevTiKo evOlAPEPOV Yid

TNV Kolvwvia.... Na AeiToupyei katw ano ouvebnkec adiakonng aAAaync... N
TaxuTnTa TNG aAAayng €ival nio GnUAavTikn ano Tnv idia Tnv aAAayn.
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BUSINESS ESSENTIALS

In Search of Excellence (1982) Fiuarram

Peters & Waterman

bocks

To Best Seller tou Management, UETAPPACLIEVO OE |n Sear Ch’/
OAEG OXEOOV TIC YAWOOEG, EKAVE OIAONIOUG Kal Of EXCE"B"CB
AAOUOIOUG TOUG OUYYPAPEIC TOU. -4

Lessons from America’s Best-Run Companies
#I National Best Seller

Avapeperal oTo Nnapaoelyla tTwv 32 KaAUTEPwYV enixeIpnocwv Twv HIIA.
2€ pia 10eTia ouwc, ol JMIOEG aro auTeG eyivav npoBANUATIKeG.

2€ uia 20eTia €niong, ol UICEC ano auTeC OEV UNdpyoUV Kal ApPKETEC Ario
TIG UrioAoinec naoyiCouv va diacwBouv!

TinoTa Otv anoTuyxdVvEl 000 HIA <«<ouvrayn» yia enirtuxia
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EmmiTuxnuevn Etaipia

«H 2uvtayn» ?7?77?
ANOEKTIKOTHTA ME AAPBINEIA MPOZAPMOZTIKOTHTA

Ol avarnoPpeuKTeg OLAKLVPUAVOELC TNG AELTOLPYIAC PLAC ETIXEIPNONG ATIAUTOUV WG
AvTiBapo eva eTimedo avOEKTIKOTNTAC TTOU TTApABAAAETAL PUE LOXUPO
«Op0ol00TATIKO» OCUVETIWC Kal «AvOCOpPPULUBULOTIKO» Mnxaviouo.

Optlopevol Idputeg, «kKAnpovouilkoi» Metoxol aAAa Kal euttelpa AlolknTtika
2TEAEXN OLAXELPLOTIKWY OPJWCE KLUPLWCE OEEloTNTWY, Eival cuxva TTOAU
ePpnouLXACHEVOL, TtELOPATAPNOECG N KAl HUWTILKOL YLa VA TTAPEKKALVOULV ATTO pLa
«OTPWHEVN» AAAA ATTIOTUXNHEVN TTAEOV TPOXLA TTPLV Elval TTOAU apya!

Na avayvwploouV TTwE Eva aTtapXalwPEVO ETIXELPNHATIKO HOVIEAO TIOU NTav
e&alpeTikn ALoN Tou XBeg eival To TTPOPBANUA TOU cnpepa Kat alwvel veeg LOEEC.
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EmmiTuxnuevn Etaipia

«H 2uvtayn» ?7?77?
ANOEKTIKOTHTA ME AAPBINEIA MPOZAPMOZTIKOTHTA

Ot pakpoBlotepeg emixelpnoelg Eexwpidouv Ao TNV IKAVOTNTA va avavewVvovTal e
ouverela kal emituyia. AtapAemouv & tpoBAETTOLY eyKalpa & EyKupaq,
avaAappBavovtag yevvaieg dpacelg otav xpeladetal.

H peyaAn diadpopd Oocwyv TIETUXAIVOUV Kal OcwV deV Ta Katapepvouyv eivatl n Lkavotnta
va aAAAQEOLV TTOAU YPYyopPa KATL TTOU deV AELTOUPYEL KAl va UL0BETOUV TIPWTOPAVTEC
AAAQ KaAQ eTteéepyaopevVeEG AUOELC.

Ta 2teAexn toug tapalAnAa pe tig Texvikeg toug (STEM) deélotnteg exouvv poltnoel
otnVv Kopudaia 2xoArn Aloiknong 1ou ivat avtn tng lrevikng MNawdeiag, KAAALEpywvtag
soft skills otwg n evouvaiocBbnon & n «kpLtikn dlaicbnon». MTopouV £TCL VA AVIEXOULV
OTLC OUOKOAEC TIEPLOOOUC Kal TtapAAANAa va dLABAETIOUV TIC HETAPBOAEC TTOU TLG
ouvodeLOoUV. MTTOPOUV AKOMN KAl JE TIPOCWTILKO KOOTOC va pnv dtotalouv va Aaouv
ArtopacIOTIKA HETPA VLA PLa eTiiTUXNHEVN Aloiknon AANayng, WOoTE VEECG LOEEC KAl
dopecg va eEaocdaAidouv TN CUVEXELO PaCg ETIITUXNHEVNG LoTopLag.
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l'1ari amroruyxavouV Ol AAOTE EMITUXNMUEVEG ETTIXEIPHOEIC;

s Nonmika MovTteAa & XTeEpEOTUMA EMITUXIAC

(mindsets & napadooiakec OOUEC)
s Epnouyxaopoc — Autapeokeia — AAacoveia
s Adpavela / Auckapwia

(Apxn / Ioopponia EAaxioTng Evepyeiag, yiyavTiopog, YpapeiokpaTia, EAAEIWn npwToBouliac & eAeubepiac,
0pYyavwaolakn olwnn, «{wvn aveonc», «WuxoAoyia xaAapou BaTpaxou o€ oTadiakd BepUAIVOUEVO VEPO»)

s AvTioTaon & ayvoia yia AAayn
s YNoBaBuIOUEVOC B avinapkTog 2TPATNYIKOC 2XE0IAOLOC
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