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MARKETING ,

Avaykeg & EmiBupieg

«TO TNC AvVAYKNG €0T’ adnpLtov cBEvoc»

(kaveic dev umopel va ta BaAst e tn¢ avayknce thv éduvaun)
Aloxulou lMNepoat oty 104-105
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MARKETING

Avaykeg & EmiBupieg

H oAlydpketa givat o puatlkog mAoUToC
KL N ToAutEAELa n texvntn ptwxeta (2QKPATH2)

H avBpwrtivn cuumteptpopa rtnyalet amo t1peiC KPNVEC:

EmmiBuuia-2uvaicBnua - vwaon (MNMNAATQN)
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MARKETING

Avaykecg & EmiBupieg
Yrtapxouv U0 Kopudaiec tnyec Yuxikneg evtaonc otn (wn:

H uia eivat n aveéaviAntn rrapaywyn emluuiwv.
H dAAn to avekmAnpwto touc!
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OPIAKH XPH2IMOTHTA

Avaykeg & EmiOupieg

H aAAayn otnv aéia/ xpnolpotnta / tkavoTttoinon ou Aappavetat aro
KAB¢e Tt TTAEOV povada eVOC CUYKEKPLUEVOU Ttpolovtog (marginal utility).

KdaBe ayopd n xprjon evog ItpolovTocg aro tov 10lo KatavaAwTtr, 0ev
ouvodeveTal KABe dopa aro tnv idla avtAnTe aéia kat KaAvyn avayknc.
(tkavortoinon emavayopdc mpoiovtoc, x n 21 r 31 cokoAdta w¢ mpoc tnv 11 KAm)
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MARKETING

THE CONCEPT

“Products (or Services) satisfy needs”

“Marketing is the process of planning and executing the
conception, pricing, promotion & distribution of ideas, goods
and services to create exchanges that satisfy individual &
organizational goals” American Marketing Assosiation 1985

“Marketing is the entirety of the business

from the perspective of the customer” Drucker 1993
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ENNIXEIPHMATIKOTHTA

Principles of
MARKETING

Philip Koliar
Gary Armslrong

Marketing eival n TeXVLKN TOU TTPOCOLOPLOHOU,

TNC £EUTINPETNONG KAL TNE LKAVOTIOINONE TWV

AvVOPWTIVWYV avayKWwV JE OKOTIO TIC TTWANCELG
(TtPOLOVTWYV - LTINPECLWYV) KAl TO KEPOOC.

Philip Kotler 1969
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Principles of

MARKETING T

©

Marketing is not the art of finding clever ways to
dispose of what you make.

It is the art of creating genuine customer value.
Philip Kotler

Amo rwinceis & kepoopopio e Win-Win!

["'M.BAZIAOIIOYAOX


http://www.google.gr/url?sa=i&source=imgres&cd=&cad=rja&uact=8&ved=0ahUKEwiuusqVzMfJAhVBQxoKHeECArcQjRwICTAA&url=http%3A%2F%2Fwww.kellogg.northwestern.edu%2Ffaculty%2Fdirectory%2Fkotler_philip.aspx&psig=AFQjCNEp414dFy2bwY_WiMT1et9kCqMFkg&ust=1449503690190732

MARKETING MIX (4 P)

Neil Borden (Mrk Mix ‘50), J McCarthy (4P ‘60), Philip Kotler (1969)

From Products to PROD UC T

Customers to
the Human

(ITPOION-YITHPEXIA)

PLACE PROMOTION

(XQPOY) (ITIPOQOHEH)

Philip Kotler in his Marketing X.0 series editions, covers the crucial
topics necessary to understand modern marketing
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MARKETING MIX (4+3P)

EIdIKGQ OTIC UTTNPETIiEC, TTpOTEIVOVTAI aKOun 3P:
People, Process, Physical evidence,

210 QapuakeuTikd Marketing agopouv Tov TTapoxo uyelovouikd Kal Tov aoBevn (stakeholders),

TIC D1adIKACIEG CUTTNPETNONG, KABWCG Kal TO TTEPIBAAAOV.

People: Kataption, Eumrteipia, 2uvato@nuatikry Nonuoaouvn, Ertikowvwviakn detvotnta & 0eEOTNTEC

Process: Atadikaaie¢ mpooBaonc & eEUTNPETNONC

Physical evidence: ®povtiouevoc xwpoc & rteptBailov mou mpodiabETouy BETIKA.
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[MPOION / ®APMAKO

OAPMAKOAOTIKH AIAZTAZH ANTIAHITH AIAZTA2H
Evidenced value Customer value
* MeTPNOLPEG LOLOTNTEG * Marketing Mix

* KAWIKEG PEAETEC * Positioning

X .
Expert opinions * Elkova etalpiac (P.R.)
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NEW MARKETING MIX (4 C)

CUSTOMER

OvVTLl

PRODUCT

CONVENIENCE |{COMMUNICATION

VTl ovVTl

PLACE PROMOTION
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MARKETING
To ouyxpovo TPORANUA

YrepnAnBwpa lNMpoiovtwy / Yinpeowwyv / NMpowOnTikwy
EVEPYELWV PUE KATAKAUOHLALEG KAUTIAVLIEC TTOU OTIOUdALOAOYOULV

ELKOVEG-OLHPBOAO- cAOyKav.

2uvemtayopevn duakoldia dtagpopomoinonc Kat KUpiwce
gykataotaonc podac rov va e€acPpaiidel povadikotnta

N aéla «otmtaviotntacg» (scarcity value)
Tou Marketing Mix ota patia tou KatavaAwTh.
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COMMODITIZATION

Mia kataotaon ottou n dtadopotoinon marketing e€adpavidetat, to
brand amadlwvetal, Ta mePLBwPLA ETIXELPNUATIKOU KEPOOULC
e&avepidovtal Kal oL KATavaAwTeC aocuykivnTol kat adladopol

ayopAadouV PE HOVO KPLTAPLO TNV TN, TNV TIPA, TNV Tn....
2TNV apUAKEUTIKN ETXEPNLUATIKOTNTA CUVOEETAL LE TV KAThyopia TwVv

vevoonuwyv (generics) av kat otnv emttonpavon touc to INN cuvodeuetal
KavovioTika pe thv Etatlpikn Ertwvuuia (cuuvn-pnun) tou KAK
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H E&ehén twv epnopnwy ooy

_a
EXTRA RICH
COLOUMBIANJHIRFEE

Experiences

Services

Commodities



H AMOIBH TH2 ETNIXEIPHMATIKOTHTAZ

» H Kowoxpnotn emixelpnuatikotnta ageifetatl yia adiadopotointa npoiovia
» H mtpoilovtikn apeifetal yia avayvwpiolpa-dlakekplpyeva tpoiovta
» H eTtiixelpnpATIKOTNTA UTINPECIWY APEIBETAL yIA TNV KATA TtapayyeAia e§umtnpetnon

» H emixeipnuatikotnta twy eunelplwy aueiBetal yia tnv atuocdaipa rmrou arroAauBaAvet o
reAATnc Kat tnv 0ECUEUCT) TOU TTPOC AQUTNV

» H emixelpnuatikotnta twyv petapopdwoswy aueifetal yia to 0peAoc mou avayvwpilel
O ITEAQTNC OTL ELCTIPATTEL ATTO TO XPOVO TTou E0OEWYE LE TNV ETTIXE(PNON



NMPOZANATOAIZMOZz MARKETING

) \
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N LA
Principles of

¢ 1960 AIAXEIPIZH MPOIONTQN
¢ 1970-1990  AIAXEIPIZH MEAATQN
¢ 1990-2010 7’’’ & BRANDING

e 2010-2020 7777”” & GENUINE VALUE
KOINQNIKO MARKETING (Avtikanviotiko, EuBoAtactikd, OikoAoyiko) & EKE

Better Marketing for a Better World (BMBW).

OGHTEINTH

@ Philip Koter * Gary Armstrong.

e 2021-2025 CONTENT / DIGITAL/ TECH

Awayeipion medatov “personalized & on demand/digital”
Philip Kotler, Marketing 5.0: Technology for Humanity
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Marketing 3.0

Philip Kotler, Hermawan Kartajaya, Iwan Setiawan, 2010

XAPAKTHPAZ

2TOX0O2

KINHTHPIA AYNAMH

AlOPA

APXE2

MARKETING 1.0 MARKETING 2.0 MARKETING 3.0
MPOIONTIKO MEAATOKENTPIKO ANOPQIMOKENTPIKO
MwAnoeLg poloviwy IkavoTtoinon teAatwy AvBpwtveg aieg

1&2n Blopnx. Emavactaocn  3n Biouny. Emavactacn  4n Biopnx. Emavdaoctaon

Noyikn & ZuvailocBnuatik  Kowwviko-Tiveuppatikol
Madikn KatavaAwaon e€atopikeuon avlpwrtol

Avartuén tpolovtwy Awadoporoinon OAokAnpwpuevn Aéia

Ol KaTOVOADTES OEV YWAVODY OVO VIO, TPOIOVTO. TOV IKAVOTOLODY TIS OVAYKES TOVS OAAG KOl
EUTEIPLES & ETLYEIPNUOTIKG UOVTEAD TTOD OVTOATOKPIVOVTAL OE DIOPKTIKO VONUO-0VO(NTHOELS!



sritplkorier |

MAR?(ETH&!G

S50

In Marketing 5.0, the celebrated promoter of the “Four P’s of Marketing,” Philip Kotler,
explains how marketers can use technology to address customers’ needs and make a
difference in the world.

In a new age when marketers are struggling with the digital transformation of
business and the changing behavior of customers, this book provides marketers with
a way to integrate technological and business model evolution with the dramatic shifts
in consumer behavior that have happened in the last decade.

Following the pattern presented in his bestselling Marketing X.0 series, Philip Kotler
covers the crucial topics necessary to understand modern marketing, including:

Artificial Intelligence for marketing automation - Agile marketing - “Segments of one”
marketing - Contextual technology - Facial recognition and voice tech for marketing

-The future of Customer Experience (CX) -Transmedia storytelling - The “Whatever-Whenever-
Wherever” service delivery - “Everything-As-A-Service” business model - Internet of Things
and blockchain for marketing - Virtual and augmented reality marketing - Corporate activism
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CONTENT MARKETING

O Kotler yta to Content Marketing:

[MpoKeLTal yla TNV HETATOTILON ATIO TO TIPOLOV OTOV TIEAATN KATW ATIO TECOEPELC AEOVEC

» Tnv dlevPUVON TNC OTITIKN G HAC VLA TIC AVAYKEC Kal ToV TPOTIo WNC TWYV TIEAATWY
» TNV eKTiPNON TNC ETUTTTWONC OAWY TWV TUNHATWY OTOUC TIEAATEC «EEATOPLKEVPEVOY

» Tnv emtidpaon otouc epyalOPEVOUC

» TNV avaAuTIK amoTUTIWoN TNE CUMTIEPLPOPAC TNC AYOPAC, TWV AVIAYWVICTWY KAl TWV
dladavOHEVWYV TIPOOTITIKWYV
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PHILIP KOTLER
HERMAWAN KARTAJAYA
MARKETING Bt
Major shifts from: N
» Product-driven marketing (1.0) to

PHILIPSKOTLER

? R_ » Customer-oriented marketing (2.0) to
MARKETING

» Human-centric marketing (3.0) to
» Digital Marketing (4.0) to

» Artificial Intelligence in Marketing (5.0) to '

| TR
: 'PHILIP KOTLER

HERMAWAN KARTAJAYA IWAN SETIAWAN

» Immersive Marketing (6.0) THE FUTURE IS IMMERSIVE \

\
N

A1té to [TPOION otnv KAGHAQTIKH EMIIEIPIA!
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Mia epmelpla
elval
TIOPOCWTILKN Kal aéExaotn
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The Experience
Economy

Work Is Theatre €
Every Business a Stage

B:. JOSEPH PINE. I
JAMES H. GILMORE




EMIEIPIEZ !

H £¢€AIEN Twv oikovouIkwyv adiwv

YTINpeoieg
[MpoidvTa -
Ayobda

Koivoxpnota
gUTTOPEUUATA

(Pine & Gilmore, 1998)



H EMMNEIPIA 2TO PAPMAKEIO

PHARMACEUTICAL CARE

Metadoon aéiag ue tnv popprn yvwong & auénuevne ppovtidag atov
«ag@gvn» pag mou ToV JETaopPwWVEL Kat ITou 000 thV.
emPepatwvel Tnv EMIOTPEPEL OE MIOTN-EUTTILIOTOOUVN-EKBELAON.

AlagopeTiKa ol UNPETIEG LE TOV avdua Tr¢ EVYEVOUG Kal
npoluunc eEuntnpetnonc potalouv NdnN KOIVOTUMTEG-KOLVOXPNOTEG
Kal avtaywvioTtika adtagpopomointec (commodities).



LATEST EVOLUTIONS
ARE DRIVEN BY TECH

PHILIP KOTLER
MARKETING 1.0 @ PRODUCT HERMAWAN KARTAJAYA
IWAN SETIAWAN
dl CUSTOMER
— ek oriee 10 - SUSTAINABILITY
the Human I‘\ '
MARKETING
SO 40 DIGITAL
, _ 50 AI-DRIVEN .‘
THE FUTURE IS IMMERSIVE \ ?T“‘
6.0 IMMERSIVE
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DINO2ODIA

H «OAI2OHPH» ENNOIA TH2 AAHOEIA2

* «H yvwon mou armoKTouuE Ye aloBnoelc (eumelptkn) elvat raparAavntikn Kal
avamo@pEUKTA CXETIKN LE TOV TAPATNPNTN» HpdkAsiTog

* «[lavtwy HETPWY AvOPWITOG» «TToAAQ yap TA KwAUovTta gidévat, 1) T adnAotne (n
un atgBntoétne) Kal Bpaxuc wv O Bioc¢ toU avBpwrtou” Mpwtaydpac

H emiotnuovikn yvwon dev vtootacladel pla «aAneita» aAAd yla tpocwpLvn
tapadoxr) Ttou Katd rmaca mbavotnta oTo EPAcHa Tou Xpovou Ba diapevoBbel!

Ot dev mapatnpndnke emtiong N dev eivat avapevopuevo, dev onpaivel twe dev Ba
ETLOVHREL ZUPBATIKEG EVVOLEC OTTIWC TTAVW-KATW, aplotepa-0eéla, eivat-tirota,
E£XOUV OXETLIKN Kal epyaielakn povo aéia adou taparAavouv.

(To pwc atov oupavio BoAo mou TauTideTal Ue AOTEPL TUXVA KAUTTUAOULIEVO, XPEIAOTNKE 6 AIWVEC va
¢taocel amo ta akpa tou yadaéia & dev BeBatwvet oute yia urtapén oute yia B£an)
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DINO20DIA

H «ONIZ@HPH» ENNOIA THZ AAHOEIAS
Eivat n aAnBeta «aAnBuvn»;

2UVETIWCE, OEV UTTAPXOULV «aANBLVES» aAnNBeleg
TTaPA POVO TIETIOLBNOELC TIEPLOPLOUEVNC/TIPOCWPLVN G aélac.

H aAnbewa aAAadel kata tig 60&acieg TN ETOXNC KAl TNG Kowvwviac.

ANAClel eTtiong «toTtoypadika» avaloya Pe To «cuotnua avadopdacg Tou Ttapatnpntn»
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YINOKEIMENIKH & YIMTO2YNEIAHTH ANTIAHWH

1 -

O kUBoc tou Necker eival n
amAOVUCTEPN EPUNVELA TNG
QVTIANTITLKAC LKavOTNTOC we qualia™.

* In Philosophy and certain models of
Psychology qualia ("of what sort") are defined as individual
instances of subjective, conscious experience.

H ouveidnon tou nmapatnpntn €ival
npoomer'], O}\LGTLKI"] (ouvoldo avti ouvietikwv)
& ET[L}\EKTLKFI] (Evag & oyt tautoxpovol

npooavatoAlouoi tou kuBou kade popa).

Kuplwe opwc dStapopdwvetat Kot
urtoouveidnta e MPoBOAEC WOEwV,
npoodoklwyv, cuvalocOnuatwyv &
TIPOYEVECTEPWV EUTIELPLWV.
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Eivat n aAnBeta «aAnbuvn»;

AinBeia eival n ooupwvio, Tov HDAAOD UE TV TOAPOTHPNOT.

«TEPL O€ TGS 0AnBelog we, ov TaV TO PAIVOUEVOV OANOECH AploToTeins
«dev vmapyovv yeyovota, novo epunveiesy Nitoe
O avBpOTIVOC £YKEPAAOG ElvOL TPOYPALUATIGUEVOS VA LaC EOTATA GTNV
COVTIKEYEVIKOTOIN G TNG TOPATNPN OGS ApOD DITOKOVEL LOVO GE TPOCUPLOYES EMPBImoNC.



YINOKEIMENIKH & YIMTO2YNEIAHTH ANTIAHWH

Behavioral optometry:
link between eyesight and perceptions.

Vision is much more about how we move and
respond to our environments,
as a projection of our personalities

Eye sight issues are actually related to
underlying issues like visual perception,
coordination, or challenges with eye focus

(like narrowing vision due to Screen-filled days)
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NEYPOEMIZTHMEZ & TAPAIQI'KEZ EMTIEIPIEZ

O avBpwrTtvog eykedpaiog, HOVo otov PAOLO Tou, cuvtiBetat amo 100 d1¢g
veupwveg & 100 tpLlg CUVAWELG (> dotpa tou yaragia pag) HE TNV LKAVOTNTA ATTOOAKELONG
va ektipatal og 160,000 CD 1} 20 ekat. BiPAia 500 oeA. ) Bivteo Yutube Stdpkelog

300 €TWV (av kat amAouateuTik BeWpnon Adyw mAQoTIKATNTAG) S Sk adutey s et S e Bk syt 1 e Mrw e it v,

Mia avertavaAnttn epyaAeloBnkn amo dloekaToppUpLa KUTTAPA (VEUPWVIKA
aA\a & €€ loou onpavtika veupoyAolakd) Ttou enteéepyalovtat epebiopata &
TIANpodopIieES, XWPOXPOVIKA cuvToviouEva. Me TuttoAoyieg veupwvwy
TTIOALAPLBUOTEPEC ATT OTL OAEC OAEC OL UTTOAOLTIEC TOU OPYAVIGHOU.

——Spenal cord

Brain's Main Structures

H TTOAUTTAOKOTNTA TOU £XEL TEKUNPLWOEL o€ peAeteg pe Aettoupylko MRI & SST
(Steady State EEG Topography) omou diarmiotwbnke n duvatotnta AEITOUPYIKNAG
aAAQYNG 1) UTTOKATACTACNC KATECTPAMUMEVWYV VEUPWVWV (MAASTIKOTHTA ETKEDAAQY)
KaBwg Kat ol ynxaviopoi avadpaoncg/ oculeuéng dAoLOU PE KATWTEPA KEVTPA.

H AnNYn kaBe eidouc artopaoewyv £xel amodelxbel 0TL cuvdEETAL PUE TNV APHOVIKI CLUVEPYATIA TOU
MetwTiaiov AoBou, tng Apuydainc (kevtpo doBou, Bupou) tou Itmokapuou & tou Kevtpou Avtapolng
HE TNV CUHPPETOXH cuvaloBnUATWV.
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NEYPOEINIXTHMEY & ITAPATQI'IKEX EMIIEIPIEX

METAIXMIAKO ZY2THMA / PABAQTO ZQMA A
AvaTOULKN TIEPLOXH TOU eYKEDAAOUL PETAEL GAOLOU Kal LTIOBAAAQUOU OTIOU
Bplokovtal peta&L AAwV 0 KEPKODOPOC / ETUKAVAC TTUPNAVAC, N AuUYdaAn &
O UITITOKAUTIOC OTIOU KOUBIKO POAO £XEL N VIOTTIAYivN.

2UHHETEXEL OTNV KwdIKoTolnon & pueutcn ouvalconNuATIKwWy aAAd Kat
OUVOEDEPEVWV YWWOLAKWV/PIVNHOVIKWY AELTOUPYLWY . A

Brain's Main Structures

Ekel BplokeTal kal To cuoTnua tne avrapolBre (reward system)
HE Tov BepeAlwdn pOAo oTa KivnNTpa CUUTIEPLPOPWV.

AMYTAAAH & ITTTIOKAMI10Zz

H apuydain dtadpapatidel TpwTapxiko poAo otnv enteéepyaoia tng Pvnung, aAia
KOl 0€ cuvaloBnuatikeg avtdpaoelg, he tpoeEdpxovoa auvtr tov pofou/stress.

O ITTMOKAUTIOC CUPPETEXEL OTNV EYKATACTACN TNG MVAMNG.

["'M.BAZIAOIIOYAOX



NEYPOEINIXTHMEY & ITAPATQI'IKEX EMIIEIPIEX

Mpoiov eEeAENg 0 eyKEDAAOC TOU «EPDPOVOC-VONHOVOC» avBpwTiou, xapaktnpidetal arno avamtuén

yVwolakNg / TpoBAETTTIKNC ETMEEEPYATIAC TTOU CUVETELVE OTNV ETPBIWON, 0 OXEON YE TOV EYKEPAAO

TWV EPTIETWYV (EVOTIKTA) & TWV AvWTEPWYV BNAacTtikwy (cuvaicOnua).

P B B et v s but iy Pra hbagy Bachwu bea jo Bace Copagn 9 1Y Trnes Merw Mgher £ fuaton

>TOV OUVELPULKO XapaKTnpea / TAdloiwon Tou eykedpAaiou,
artodidetal o Kopdoppiopog & n pottr tpog tnv Moda (trend
& shopaholic)

>TOV AVAAUTIKO XAPOAKTHPA N UTTOMOVH/ETTILHOVN, N
TIPOCEKTLIKN Ttapatnpnon & ta cuvaitcbnuata tov dev
avaoTtatwyvovTal arno cuppBacelg, apnynuata, pubomAaoieg, Brains Man Sirciees
AoylKQ AApata.
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NEYPOEINIXTHMEY & ITAPATQI'IKEX EMIIEIPIEX

Aebdouevou ottt otnv latpikn, n radoAoyia eival Ekeivn mou AmoOKAAUNITEL TNV QuatoAoyia, dtamlotwinke
erntionc otL BAaBec otov KoyyoueTwrLaio PAoLO, kel OnA. omou ta eéwtepika epediouata KwdLKomoLouv
ouvaitodnuarta, cuvodevovtal kot aro advvauia AnYnc armopacswv & poviun aupduuia.

210 Neupo-MapKeTLVYK OrTou UEAETATAL N pUGLoAoyia TNG ANYNC amopaoEwWV Yl AYyOpEC, N TTPOKANON
ouvalodnuatwyv onwc n vootaAyio n aAAnAgyyon n ayarnn givat moAvtiua otnv uvnun-uadnon —
entAoyn evoc npoiovtocg. To i6lo atnv veupo-otkovouia (dtaxeipton kpioewv)

Kade diadikaoia anopaonc ooo aocnuavtn Kt av ivat, (n uapko Kape nouv Yo eriAeéovus oto S/M,
n ertAoyn HETAéU MPOTEWVOUEVWV PAyNTWV KATT) apxilel Kat TEAELWVEL UE KAmoLo cuvaiodnua.

MAgov bexouaote tnv untapén veupoBiodoyiac twv cuvalodnuatwy Tou UEAETATAL UE CUYXPOVA
EPYOAE( VEUPOOTTELKOVLONG OTTWCG N OTTTOYEVETLKY (VEUPWVIKN EVEPYOTTOinon UE pwToVIA)

I'M.BAZIAOIIOYAOX



H2HMAZIA TOY BRANDING

»To eumtoplko onpa (Brand) ekmeEUTIEL TO GUVOAO TWV EVIUTIWOEWYV KOl CUCXETIOEWYV TTOU
armobnoauvupilel evag KAatavaAwtng. 2uveldnTwy & acuveidntwy (Y apxeTUTWY)

» O KATAVAAWTECG XPNOLHOTIOOVY UTINPECIEC N TTpolovTa aAAd elval Tilotol o onuata

»H emiAoyn plag uttnpeoiag N mpoiovtog HeTA TtV OOKIUN TTPOUTIO0ETEL TNV TILOTN OTO CAPA TTOU
xtidetal og XpnOTIKO Kal cuvaloBnuatiko emtinedo. Ekei dlapopdwvetal kat n avriAnmeh aéia

[LMLBAZINOMOYNOZ



Branding

Integrity (aiomotia)

Image
(eikOva)

Identity

(TautdTNTa)

PKOTLER, Marketing 3.0 (2010)



H2HMAZIA TOY BRANDING

O Kotler Aet yta to branding:

»To branding dev adopd amAd To OvVoua EVOC TIPOLOVTOC.
Eivail n ekdpaon tng oxeong Pe Toug teAatec (ouvetdntnc & un).

»Npemel va avtamokpivetatl OxL HOVo oTa HATLA KAl OTA AUTLA AAAA KAl OTLG
TIEVTE ALOONOELG TIC OTIOEC OPEIAEL CUVEPYLKA VA OUVEYEIPEL

(Sensory Branding).

»MNpokpivetal OnA. n «eumelpia tou Brand»

FMLBAZINOTIOYNOZ



Steve Jobs returned to Apple and
refocused the company's product line,
a distribution and supply chain, but most
MARKETING - significantly, reshaped the marketing
IS ABOUT one of the world's most iconic brands.
% This excerptis from an internal
VALU ES,' ' meeting at Apple from September 23,
5\ 1997, where he introduced the
Think Different campaign.

Steve Jobs on Marketing and Values (youtube.com)

["'M.BAZIAOIIOYAOX


https://www.youtube.com/watch?v=4mvHgLy_YV8

Customer Recognition - | e— Improve
\ Company Values

Customer Loyalty -
. Stay Ahead
The Benefits of of Competitors
Consistent Branding
Messaging
Brand Equity

Credibility -

TOWORK FOR" 0575

\‘/ DESIGNRUSH

Top 10 Fortune 100 companies with the highest customer loyalty

Social Customer YouGov

|
Media Service Popularity Overal

Rank ’ Company Finances Reviews NPS

Alphabet 79.2 83.3 233 97.5

Intel

Coca-Cola 39

Amazon

Microsoft
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Love Brands

EIIITYXHMENA XHMATA
EINAI EKEINA I10Y
KATA®EPNOYN NA
EINKOINQNH2OYN THN
[ZTOPIA/ EMIIEIPIA
TOYX ME TPOIIO I1OY NA
AHMIOYPI EI
XYNAIZXOHMATIKO
AE2ZMO & XXEXH
EMIIIXTOXYNHX ME
TOYX AIIOAEKTEX TOYX



2Tpatnywkn Marketing
Branding

“Value proposition 3i’!

2UuBoAo life style & sunuepiac (uuéo¢
“puornikic popuouAac” vs New Coke,
EUTTEIPIKI) OVTOAOYIa NECW APXETUTTWV
“open happinesss”, “Santa Clauss”...

FLVLBAZINOTIOYNOZ



NOT ONLY

Ceetaly

WAS INVENTED BY PHARMACIST

CALEB BRADHAM

1S ALSD ONE PHARMACIST
WHO INVENTED %53

©

| -

May 27, 1867 — February 19, 1934)

was an American Pharmacist,
(New Bern/ North Carolina) best known
as the inventor of soft drink Pepsi.


https://en.wikipedia.org/wiki/Pepsi

O Caleb Bradham wyayvetl yio éva eumoptkod
onua oto Brad’s Drink, mov 10n movAdel 6to
Qopurokeio tov, and 1o 1893.

drvoooEmvtac va pundet v emtuyio g
Coca Cola, mov eiye mpdopaTa KUKAOPOPNCEL,
aAAG KOl TIGTEDOVTAC OTL TO OVOYVKTIKO TOV
BonOd otnv mEYn ko eveéio OGOV TO
Katavalovooy, entvoet to Pepsi Cola.

To mpoidv amodeiydniKe TOGO ONUOPIAES, DOTE
10 1902, idpvce v PepsiCo kot Katoyvpmoe
NV TaTEVTA Yo TNy Pepsi.

‘Ewc 10 1910, 1 Pepsi Cola gpproimvotav and
tovAdytotov 300 etoupeiec oe 24 molteiec.
AMace yépra 4 popéc g to 1931 omdte N
PepsiCo ypewxonnoe mepAde vio Tov
éleyyo tov Charles G. Guth. Xuepa
npayuoronotel tlipo mov Eemepvd ta 90 dio. $
etnoimg, oe pia owwvia pudyn pe tnv Coca Cola
Y10 TNV KOPLOT] TNG AYOPAC AVOYUKTIKOV.

NOTONLY

WAS INVENTED BY PHARMACIST

. a4 | CALEB BRADHAM
4 7 ISALSD ONE PHARMACIST
‘ 2 WHOINVENTED 53

(May 27, 1867 — February 19, 1934)

was an American Pharmacist,
(New Bern/ North Carolina) best known
as the inventor of soft drink Pepsi.


https://en.wikipedia.org/wiki/Pepsi

COCAvs PEPSI COLA

THE PEPSI CHALLENGE (1975)

e «ATAN-TUDAN» YELOTIKN OOKLUN O€ eKATOVTAdECG TToAUKATAoTHHAaTA &
SUTIOPLKA KEVTPA PE KATAVOAWTEC TNC ayopac Twv 68 dic $ otic HIMA £d0eiée
YEUOTLIKN TtpoTipnon otnv PEPSI > 50% Kat yeploe TTPoodoKIEC Kal
evBOULOLAOPO TNV ETALPLA TTOU OPWCE OV EETIEPACE TIOTE TO UEPLIOLO aAyopac TOU
follower.

* ApyoTepa auTo armodobnke oto AABOC TTPWTOKOAAO TOU TEOT (focus group) AOYW

TNC HIKPNG TTooOTNTAC OOKLIUNG OTIOU TTAVTA N TIPOTIPNoN €ival 0Tto YAUKUTEPO,
KATL TTOU &V LoXVLEL OTNV KATAVAAWGON EVOC YEUATOUL TToTNPLOV.



COCA vs PEPSI COLA

H Coca Colla opwcg avnouxnoe amo to
ATIOTEAEOHA AUTHC TNE YEVUOTLKNG OOKLUNG Kal
artodacioe va Kavel O1KA TNG YEVOTIKA
Telpapata tportortow'uvrac TNV yeuon. Etotl
ePptaoce o€ |JlC1 vea c|>oppouAc1 1(e]V) aTts6SLxer]
OTA YEUOTIKA TECT AVWTEPN TNG Pepsi OTIOTE Kal
artodpaotoe to 1985 va avilkataoTrnoel TNV
taAta pe tnv New Coke.

To amoteAeopa nrav KataotPoPLko!

AeKABEC XMABEC $ AMWAELEC KUPIWE OPWE éva ; 2 : :
TOOULVAUL QUCAPECTNHEVWY KATAVAAWTWY Amerlcas taste jl.lst got better,

(8000 tnAcdwva nuepnoiwg!) katekAulav tnv g o ot
eTXEiIPNON. e e b

Better tasting. Smoother feeling.
& Myotepo amd 3 pAveg n etalpia anéoupe Ty e ey
vea ekdo0oN Kal etavnABe otnv aAalotepn e e
To Brand Classic Coca Colla! Coke is it!

Neuromarketing: The new science of consumer decisions | Terry Wu | TEDxBlaine



https://www.youtube.com/watch?v=UEtE-el6KKs
https://www.youtube.com/watch?v=UEtE-el6KKs

COCAvs PEPSI COLA

THE PEPSI CHALLENGE (1975)

* To 2003 o Dr Montague Aving epyaotnpiou Neuvpoareikoviong otnv latpikn 2xoAr tou XtouoTov,
ertaveAafe to eipapa pe fMRI kat emaveniBeBaiwoe to artoteAsopal

* Evtomioe uttepevepyoTtoinon Tou KolakoU-dakoeldou g tupnva tou eykedalou (ventral
putamen) TTou cUVOEETAL UE TIC EUXAPLOTEC YEVOELC.

* EmtavaAapBavovtag Opwc To TEOT e davepo TO TIPOLOV TO aroteAeopa nrav avtr tn ¢opa 75%
npotipnon otnv Coca Cola mapatnpwvtag TautoXpova hla EVEQYOTIOINCN TOU TTPOUETWITLAIOU
dAolov/emikAwvr tupnva (medial prefrontal cortex) ottou edpadouv TO KEVIPO EUXAPIOTNONG
(pleasure center) & To cuotnua avrtauolBng (reward system) & ertnpeadovtal 0l CUCXETIOELG
KLV TPWV Kat cuvatcdnpuatoc!

H Coca Cola arredeix6n mrwc ivat eva “lifestyle / feel-good” mapa “tasty” mpoiov



COCA vs PEPS|I COLA

TASTE
THE
FEELING

THE PEPSI CHALLENGE

That t’nutc-ﬁmul
rcclin(z

) 66
74 . The best feeling
o 1N the world.”

b/ /{’-ﬂ'///.
(oilie Fosod

love what you love®

2ZUUTTEPACUATLKA, | CLUVALCONUATLKN VONUOooUvN VIKNoe KAt KpATog TNV AoyLkr/
YEUOTLKI, ATTOOEIKVUOVTAC TIWE TA cuvalodnuata Kuplapxouv otnv KwdlkoTttolnon pLag
avtiAnTmeng aélag.

Ekel dnA O1tou €KTOCG TNCG yevong emdpouv to TM/logo, To xpwpua & oxedLo TNG
ouoKevaoiag, ol YVNUEC/EUTIELPIES, TO ETILKOWVWVLIAKO concept.....

EvkedpaAlkeg avTopatieg Tou Mapovcia cuvalcdtnuatwy yivovial EAAXLOTA YVWOTIKEC.

Etoltpoekue kat o opoc Love Brands (/ON-Lacta, Dior, Harley, Alfa Romeo) ta omtoia

TTUPOOOTOUV TOV ETUKALVA TTUPAVA / KEPKOPOPO TTUPr VA OTIOU YEVVWVTAL cuvalclnuarta,
eykaBiotavtatl aveéitnAeg yvnueg Kat uttoBLBadetal N GUPPETOXN TNG AOYIKNG OTLG
artopAaocelq.

Neuromarketing: The new science of consumer decisions | Terry Wu | TEDxBlaine



https://www.youtube.com/watch?v=UEtE-el6KKs
https://www.youtube.com/watch?v=UEtE-el6KKs
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AIAOOPATIPOQOHZH2 METAZY ®APMAKQN
KAl KATANAAQTIKQN ATA©QN

H mpowBnon papudkwy eival n aocknon ¢papuakeuTIKNG HEPLLUVAC
(Pharmaceutical Care) tou arneuvBuvetal o€ mMPAYUATIKECG HOVO
AVAYKEC Kal AoyLlKA KivnTpa, EVw TwWV KATAVOAWTIKWY ayadbwy sivat
TPOTPOT) O KTon / Xpnaon Ttou YTopel va amevbuvetal Kat o€

TEXVNTEC / TPOKANTECG AVAYKEC N KAl cuvatoclnpatka Kivnrpa.
(«KATAOKEUT AVAYKWYV - TIPOTIHUNOCEWV»).




H EMMNEIPIA 2TO PAPMAKEIO

PHARMACEUTICAL CARE

“Katraogtatikr) oxeon petaév pappakomolov Kat acOevij
Katd tnv omoia o papLaKkomolog (Ue KataAAnAeg
YVWOELG Kat O£§IOTNTEG) AOKEL EpapoauEVn
¢apuakoBepaneia ye yvwuova tnv avtiAnygn Kat
I(Kavomoinaon Tou cuupEpovtog tou acgBevn”

Hepler and Strand, Am J Pharm Ed, 1987



H EMMNEIPIA 2TO PAPMAKEIO

PHARMACEUTICAL CARE

Metadoon aéiag ye tnv poper yvwong & auénuevne ¢ppovridag atov
«ag6gvn» MOU TOV UETALOPPWVEL KAL TTOU 000 TNV EMIPBELAIWVEL
THV emoTpePel o mioTN-EUTTIOTOOUVN-EKBEIAON.

AlagopeTika ol UNPETIEG LE TOV avdua TG EVYEVOUG Kal
npoBuunc eEuntnpetnaonc potalouv NdnN KOIVOTUTTEG-KOLVOXPNOTEG
Kat avtaywvioTtika adtagpopomointec (commodities).



Most customer experiences

will take place in the
physical world

Every physical
touchpoint and
interaction is
three-dimensional

Customers have
privacy and
security concerns
when dealing with
businesses

H EMMNEIPIA Z2TO ®APMAKEIO

THE PHYSICAL
AND DIGITAL DIVIDE

The data that
businesses must
collect are digital

Digital experiences
are limited to
two-dimensional
screens

Digitalization
means collecting
comprehensive
customer data

DIGITAL

THE IRL EXPERIENCE

Frontline
Persona

Product Contextual

Knowledge Q\ / Interaction

®
Other Customer-facing Support
Tangibles Process Process

Space
Design

Multi-sensory
Ambiance

USER EMPOWERMENT

THE MORE
EMPOWERING INTERNET

HUMAN-CENTRIC (FUTURE)

+ Blockchain-based decentralization
+ Users own their content
+ Communities control published content

CUSTOMER-CENTRIC (2004-NOW]

« Platform business model
« Users create and share content
« Platforms control and own content

PRODUCT-CENTRIC (1989-2004)

+ Publishers created static content
+ Users could only consume content






XQPOZ (PLACE)

 KANAAIA AIANOMHZ (puoika & Yndlaka kataotnpata, logistics...)
 MPOZBAZIMOTHTA-AMEZOTHTA-TAXYTHTA

* 2YNOHKEZ EMIMIZTO2YNH2-OAATTQPH2 - OIKEIQ2H2 - ANE2H2
* 2YNOHKEZ BEATIZTOY CUSTOMER SERVICE

) | L F@ ®
' s Gs e - _] 3
N - ——
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XQPO2 - PAPMAKEIO

APXE2 2TOXOI

« KaAaioBntn sEwtepikn * 2UVONKeC OUHPBOUVAEUTIKNG
epdavion GappakoTTwAEioU * EAKLOTIKOG-KaBapog-Zeotog
N LOTOTOTIOU KATT -APHOVIKOC XWPOG Kal

. , , DIALKOC LOTOTOTIOR ToU
AeLtoupyLkn ToroBetnan TPOJLABETOLY ELVOIKA TNV
TPOLOVIWYV £l0000 & TTapApoVr] Tou

e ATOHIKOC TTAYKOC TTEAATN C AUTOUG
géutmtnpetnong/ incognito * TortoBetnon mmou guvoei tnv

. , , OTITIKN TTPOCPBacn G eKelva

* OeTikr mpoolabeon T0oo HOVO TA TTPOLOVTA TTOU WG
yla O.GGEVSLC OO0 KaLyLa Xpr]o"[r](; pT[OpSl
KATAVOAWTEC TTPOLOVIWYV OUHTANPWHATIKA VA
uyeilag kal kKoopntoAoyiac. TpounBeuTeL.

I'M.BAZIAOIIOYAOX



XQPOZ (PLACE)
Visibility

Visibility (Onrtikn NpocBaacn)

*H e§wtepikn oYn (tx BLtpiva), n cUVOALKN AeONTIKN £vOg pappHaKeiou, N
gudpung dLappLOULON TOU ECWTEPLKOV TOU XWPEOU Kal N TTPAKTLKN Toto0ETnoN
TWV polovtwy (Bepatika & katd Brand) oe puowka n /& Pnolaka padua,
eTOpoUV OETIKA OTIC MTWANCELG.

*H mAsoPndia twv antopacswyv ayopag mpoiloviwy diag emAoyng,
Aappavovtal arno Tov KatavaAwtn pEoa oto papuakeio.

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Merchandising

H armoteAeouatikn tomo0gtnon kat onuavon (phasing & category
management) Twv npoiovtwy oTo xwpo/pdgt yta yeytatomoinon
TWYV TWARCEWV.

AttoteAel TpoodLoPLoTIKO Ttapayovta {ntnong & ToAUTIpNn AVon Ttou
ATIOOKOTIEL OTNV EAKUCGTIKOTEPN KAl XPNOTLKOTEPN dlataén oto
XWPO HE OTOXO va JeTATPEYPEL TNV AvayKn Kat embupia tou
KatavaAwTtn, o€ anodaon yia ayopda.

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Merchandising

2ULBAAAEL :

»0TNV Opyavwon TOL XWPOU £KOECNC TWV TIPOLOVTIWY Yla TAKTIKN &
guxAplotn atpoodalpa, BEATIOTN atodoon avda m? padplov &
AELTOUPYLKN dlaxeiplon arobepatwy

» 0TnV eVUKOAN-ypnyopn eviotmion & aloAdynon Tpoloviwy aro Tov
TteAdTn

»0TnV EVUKOAOTEPN ATtOdACN TOU TIEAATN yla TNV TTPWTN & TNV
ETIAVAANTITLKH ayopa

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Merchandising

2UUBAAEL :

»0oTtnVv avénon Kepdoikavotntag ota mpowbdoupeva tpoilovia
»0TnV eVKoAOTepN dladlkaoia tapayyeAiag aro tov mpoundeutn
» O0TNV EVKOAOTEPN amoypadn

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Merchandising
Apxéc

> Category Management: Na avtamokpivetal ota evoladpepovta tou 80% tou

TteAAToAOYIOU (TToU £xEL ATOdEIXTEL TTWC eETINPEAlETAL ATIO AUTO), Baoel dnuoypadikwy &
Juxoypadplkwy XapakKTnNPLoTIKWY (OXL TwV dIKWwYV oac)!

»XwpPoBETNON e TPOCOXH OTA «ONMeia eoTiaocng» :

Jwvn anoouumieonc (3-4 petpa), kUpta {wvn (Kupiwcg deéla) yia tpotovia tpowdnong &
Jwvn avayvwpiocwwyv/Taxukivntwy oto Badoc.

»Ta padla amo To OTEPVO WE TA patia Ba tpemel va prtho&evoly TaxuKivnTa tpoiovia
adou Bonbouv T TwAnoelg >60%. Ao TN PECN wWE To oTtePVo Bonbouv < 40%. ApvnTika
AELTOUPYOULV TA «TINYHEVA» padla.

» Opllovtia tomtoBeTNON TTPOLOVTWY TIPOROANC, TouAdGxLloTov kKatd 20cm+/pdpka (facing),
<45° amo papkeg onpatodoteg & pakpla aro tn wvn arnocutieonq.

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Merchandising

2NHELOAOYIA XPWHATWY :

» Kokkwo: TpaBdetL tTnv mpoooxn, evkapia, aicdnon emeiyovtog
»MmA€ : Hpepia, aélomiotia, epmiotoouvn
Kitpwo: Evépyela & atolodoéia (my onuavon-katsubuvaon)

NMoptokaAi: EvEpyewa & atclodoéia (my onuavon evkatpiag)
»Mavupo: MoAvteAeia & Kupog (luxury line)

€UKO : KaBapotnta, AuBevtikotnta (pharma grade)
»lMpaowo: duon, Yyeia (mx mnpoBoAn ¢ucikwyv mpoioviwy)

I'M.BAZIAOIIOYAOX



XQPOz (PLACE)
Digital Merchandising

To NAEKTPOVIKO euTtOpLO (E-cOommerce) aAAaée TiC
ayopaoTIKEC oUVABELEC, dnUloupywvTacg UETAEU AAA WV
TO NAEKTPOVIKO padt.

Eivat avaykaio mAgov va AauBdvovtat urt' oYn n eukoAia
npoofaancg twy npoiovtwy atoucg on line shoppers, ta
Reviews & Ratings, to stock & n taxutnta mapadoaong.

Visibility, Category Management, Mepidto oto NAEKTPOVIKO
pdgotL urtapxouVv Kat oTov Wnolako KOOLO HECW TTPOTEPALOTNTAC
eugavianc orouc browsers, Key Words kAn

I'M.BAZIAOIIOYAOX



TIMH ( PRICE)

H rtpoBoAn tou kaBapou otkovoutkou ogpeAouc (net economic gain) OAd tn¢
TIUNC TTOU EvAc ayopaaotnC mANPWVEL EvavTl aQuthn¢ Tou Ntav dlateBeuevoc Kal
(0lwc¢ evavtl Tn¢ aélacg mou arrokKTa.

* ANTIAHIITH A=IA

“Price is what you pay, value is what you get” Warren Buffett

* EPTAAEIAKH XPH2IMOTHTA
* EMIMNIZTO2YNH / TMOIOTHTA
* KYPOX / KOINQNIKH NPOBOAH
* HOIKH / [AEOAOTIKH NMPOBOAH

“k00TOC BLOAOYIKOU-0LKOAOYIKOU, LUIKPNG — Eyxwplag emixeipnong....”

I'M.BAZIAOIIOYAOX



2XE2H TIMH2 - A=ZIA2

Bpeite tnv loopportia

H ANTIAHATH AZIA ENOZ MPOIONTOS SYNAEETAI ME
THN TIMH ATTOKTHZHZ TOY KAl ®EPETAI NA 2YNAEETAI
ME TON BAOMO IKANOIOIHZHZ THZ XPHZHZ TOY !

Researchers (Rangel and colleagues) from Stanford University
and California Institute of Technology using functional MRl,
found that inflating the price of a product, led to increased
activity in a specific area of the brain -- orbitofrontal cortex -- that
encodes" subjective pleasantness.

Proc Nati Academy of Sciences USA 2008, Jan 22 105 (3): 1050-1054
https://www.medicinenet.com/script/main/art.asp?articlekey=86413

['M.BAXIAOIIOYAOX
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Marketing actions can modulate neural
representations of experienced pleasantness

Hilke Plassmann’, John O'Doherty”, Baba Shiv', and Antonio Rangel**
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https://www.medicinenet.com/script/main/art.asp?articlekey=86413

Researchers (Rangel and colleagues) from Stanford University and California Institute of
Technology using functional MRI, found that inflating the price of a product, led to
increased activity in a specific area of the brain -- orbitofrontal cortex -- that "encodes"
subjective pleasantness.

* 20 people rank their enjoyment of differently priced red wines while undergoing functional magnetic
resonance imaging. But there was a catch: Two of the wines were presented twice, once with a high
price tag and once with a low price tag.

* Theresearchers found that people said they liked the "expensive" wine more than the "cheaper”
one. And the fMRI scans showed that when people drank the "expensive" wine, they had more
activity in the medial orbitofrontal cortex, which reacts to experienced pleasantness for odors, taste
and music.

The study results offer insights into the "neural” effects of marketing, suggesting that the perceived
price of a product affects a person's enjoyment of that product,

This ability to manipulate basic biology to increase perceived pleasure is an example of what is called
"neuromarketing," the researchers said.

Proc Nati Academy of Sciences USA 2008, Jan 22 105 (3): 1050-1054
https://www.medicinenet.com/script/main/art.asp?articlekey=86413



https://www.medicinenet.com/script/main/art.asp?articlekey=86413

KOSTO3 EYKAIPIAS (opportunity cost)

Kootog eukapiag eival n aéia mov emeAeée va otepndel Evag KATtavaAwing
TIPOKELHEVOU VA ATIOKTOEL TO CUYKEKPLUEVO TTPOLOV.

2 UVETIAYWYLKA, yla ToV KatavaAwTtn, n aéia (avtiAnmtn) cuviotatalt oto oPpeA0C

TIOU TIPOCOOKA VA ATIOKOMIOEL ATTO TNV Ayopd TOU TIPOLOVToG/uTtnpEeoiag Kat yia
TNV oTtola «TANPWOoE» TO KOOTOG euKalpiag.

['M.BAXIAOIIOYAOX



TIMH ( PRICE)

* 2XE2H TIMH2-ANTIAHITHZ AzIAZ

* PRICE ELASTICITY / WILLINGNESS TO PAY

* 2APHNEIA TIMHZ

* OPOI NMAHPQMH2 / TIAAZTIKO XPHMA / TTI2TQ2EI2

* Conditional payments based on performance (Managed Entry
Agreements Pappakwyv)
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2XE2H TIMH2 — ANTIAHTTTH2 A=1A2
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2XE2H TIMH2 — ANTIAHTTH2 A=IA2

Thinking a drug is a knockoff generic can cause worse side effects

People seem to assume that expensive branded drugs will be less likely to cause them harm than their

generic counterparts, which manifests via the "nocebo effect By Chris Simms, 22 January 2025

Drugs seem to cause worse side effects if people think they are cheap. This finding could encourage doctors to explain to people that treatments can be
effective and safe regardless of whether they are trademarked brands or less expensive copies.

“Most people have heard of the placebo effect,” says Kate Faasse at the University of New South Wales in Sydney,
Australia. “It’s this idea that you can take a sugar pill, think it will work, and it’s going to cause health improvement.” The
phenomenon examined in this study, however, is the nocebo effect, which is when a negative attitude can mean a drug
ends up causing you harm, she says. “The way | think of the nocebo effect is as the dark side of the placebo effect.”

When pharmaceutical firms have a new drug, they patent the discovery, give the treatment a catchy name and, if it gets
approval for use, put it on the market. Once that patent expires, other companies can make generic versions, which are
pharmacologically identical, but sold more cheaply.

“We see, at least under some circumstances, that when a medication is described or labelled or priced as a generic, it

seems to both sometimes work less well and also cause more side effects,” says Faasse.
https://www.newscientist.com/article/2465198-thinking-a-drug-is-a-knockoff-generic-can-cause-worse-side-effects/

I"'M.BAZIAOIIOYAOX



2XE2H TIMH2 — ANTIAHITH2 A=IA2

Thinking a drug is a knockoff generic can cause worse side effects
People seem to assume that expensive branded drugs will be less likely to cause them harm than their

generic counterparts, which manifests via the "nocebo effect« By Chris Simms, 22 January 2025
Drugs seem to cause worse side effects if people think they are cheap. This finding could encourage doctors to explain to people that treatments can be
effective and safe regardless of whether they are trademarked brands or less expensive copies.

To pick apart what is behind this, she and her colleagues recruited 196 people who were told they were receiving an oxytocin nasal spray, aiming to
examine its effect on feelings of cooperation and trust. Sixty-eight of the participants got information that made the treatment look like a branded drug,
while for 66 others it was implied that the drug was generic. For about half of each group, this information related to its price (either AUS$2 or $30, which
is about US$1 or $19). For the other half, it related to its name: short and catchy for the branded one (Halpam) and long and scientific-sounding for the
generic (Halyazeoiipam).

All these participants were actually only given a saline spray, which they were told may cause side effects, such as headache, nausea or rashes.

A further group of 62 people received nothing. At the end of the study, those taking part rated their expectations of the drug and how bad any side effects
had been using a standard scale.

Those on the branded or more expensive sham drugs reported slightly more symptoms than the control group, but those on the

generic-sounding or cheaper ones reported twice as many as the control group and had the lowest expectations.

This could help doctors or pharmacists word things in a way that elicits a healing response to a treatment, says Faasse.
“We are kind of indoctrinated to like expensive things: we think they’re better, they’re higher quality, they’re going to work better.”
https://www.newscientist.com/article/2465198-thinking-a-drug-is-a-knockoff-generic-can-cause-worse-side-effects/



2XE2H TIMHZ — ANTIAHTTH2 A=IA2

Not so great expectations: The role of price and hame information in the nocebo effect
Authors: Kiarne Humphreys, Kirsten Barnes, Andrew Geers, and Kate Faasse, January 16, 2025

Abstract

Background. The perception of taking a generic medication can result in reduced efficacy and increased side effects,
despite equivalence to brand name medications under double blind conditions. It may be that cues typically
associated with generics, including lower price and more complex name, exacerbate negative expectations and cause
nocebo effects.

Methods. Healthy participants (N=196) were randomised to receive sham-oxytocin nasal spray associated with either a
generic (complex name, low price; n=66) or brand (simple name, high price; n=68) cue, or to no treatment control
(n=62). Participants were informed that oxytocin could enhance trust and cooperation, but might cause side effects of
headache, nausea, vomiting, rapid heartbeat, feeling faint or light-headed, and skin itching or rash. Treatment-related
side effects were assessed at baseline, and after 3 days of sham-oxytocin use.

Results. Nocebo effects were observed across sham-treated participants relative to control (p=.015; d=0.28).
Association with a generic relative to branded cue significantly enhanced nocebo effects (p=.042; d=0.36). Negative
expectations mediated the observed nocebo and branding effects. Conclusions. Cues associated with generic
medications can exacerbate nocebo effects and these findings may explain clinical observations of increased side
effects from generic medications. Results have important implications for medical care, and interventions to mitigate
nocebo effects from generic medications are needed.

PsyArXiv Preprints | Not so great expectations: The role of price and name information in the nocebo effect



https://osf.io/preprints/psyarxiv/9jq7t
https://osf.io/preprints/psyarxiv/9jq7t

Today

Patient + Prescription

Patient + Prescription + Outcome

Meadicine works/does not work

Medicine is safe/unsafe

Frr

Specified populations in which
medicine works and is safe

— Payment based on performance
Source: PricewaterhouseCoopers
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TIMH - PAPMAKEIO

APXEZ
* AlaBeolpeg ETUAOYEC

(evaAAaktikd mpoiovta & tpdmrot TAnpwunic)

 [KavoTtoinon
AYyOPAOTLKN G dLVAUNG
(price elasticity)

e Aplotottoinon oxeong
LULKTOU KEPOOUC/
LKavoTtoinong xpnone.

2TOXOI
* |[KavoTtolnon TPoYPAUUATIOHOU

* EmBeBaiwon «aélag» tpolovtog
(oxeon TunNg/ «elkovac» )

* |[KavoTtoinon BepameuTIKNG
aAvAaykKng.

e ATtotportry hocebo effect!

I'M.BAZIAOIIOYAOX



MPOION (PRODUCT)
dapuako

ANAIKEZ
e AfloTtiiotn Beparteia

e ATtoteAsopatikn Oepareia Xwplc aéloonUeilwTeg
TTapEevEpPYELEG, TIPOPULAAEELC & TTEPLOPLOPOUC

 AodaAela xopnynoswyv (popodn, akpifeta doocoloyiag,
ntpoduAAaéelg, avtevoeiéelg, aAnAeTidpaceLg)

* [Towotnta dwnc - Life Style
* EukoAla xpnong (edappoyeg, yevon....)/ cupypopdwon



MPOION (PRODUCT)
dapuako

IKANOINOIHZH
¢ EEO.'EO H (KEU OnN (evavtu doocewv-Evdeiéewv-TNeploplopwyv)

e EuANTITOTNTA (patient friendly)
* PIL (POX)

° Packaging (tamper evidence-quality-safety-user friendly)

e Brand — line extension



YI_I H PEZIA (ANTI [TPOION) /CDAPMAKEIO

APXES 2TOXOI

Pharmaceutical Care Mpoogopd A’ Babutag ppovridag

2YNTATOI'PAOOYMENA

* Emdpkela anobéparoc, * Ekmaidevon-katevBuvon opbNg xpnong
aplotomnoinon «hiypatog» Rx/Gx.  ETUAOYHA TIPOTOVTWY PE KPLTAPLO TIG

QVAYKEC Twv TteAatwy (ekdnAwBeioecn

OTC / NAPADAPMAKA Hn) KAt AlyOTEPO TIG TIPOTIMNOELG TOUC.

e A&loAOynon avaykwy TOTIKNG
ayopacg/ Avtaywviopog/
TuiuoAoyLlakr) TIOALTIKN / 2Xeon
Tlipou-Kepdoug/ MapakoAoubnon
TACEWYV ayopag

* AvaBewpnon kat e€atopikevon
ETUAOYWYV CUUPWVA PE TIC TACELG TWV
AYyOPWYV KABWCE Kal «attodeDELYHEVOU
KOOTOUC EUKALPIiag-0pLaKNG
XPNolpoTNTac».

["'M.BAZIAOIIOYAOX



YI_I H PEZIA (ANTI [TPOION) /CDAPMAKEIO

MPOMHOEYTEITE AITOTEPA AAAA EZYTINOTEPA

AttoBepa oto 20% twv TtpolovIwy e 1o 80% Tou KUKAOU £pYyaAcLwyV

TApnon apxng 3punvng KUKAOGOPLaKH G TaxLTNTAC armtobepatog

EMENAYZH 2THN 2YMBOYAH MAPA 2THN NMPO2Z®POPA 2TA
MHZY®DA/CE/KAAAYNTIKA

Emtoxikeg aélotiiote mpoodpopeg HIKPNEG OLAPKELAC OE ETUAEYUEVA TTPOLOVTA

AoOKNON CUPTIANPWHATIKOTNTAC TIPOLOVIWY cuotaong Ue Leaders
Avotnpn emtiAoyn onuatwy (Mpotovra 2votaoncg/ OXI pipnon SM)

AuoTtnpn eTtiAoyr KwOLKWYV atto oeLlpeC idlov orpatog



[MTPOQOH2H (Promotion)

«Mop¢n emiKovwViag MoV ATTOCKOTIEL GTNV KolvoTtoinon tou marketing mix otov
urtoPndlo katavaAwtn Kabwg Kat otnv vAomoinon tng Ztpatnyikng Marketing
yla TNV EMITEVEN TWV CTOXWYV TOUL»

H amtoteAeocpatikn petadopa :
» TOU KATAAANAOU HNVUUATOC
» HE TNV KATAAANAN popdn
» OTOV KATAAANAO XpOVO
» OTOV KATAAANAO TOTIO
» TIPOC TOV KATAAANAO ATTOJEKTN




TA APXETYINA TOY MARKETING

* Ta Apxeturta cupdwva pe tov Karl Jung, eivat tpotuta PuxoAoyIKNG
OUUTIEPLPOPAC TTOU CUPHPETEXOUV OTNV avaAuon & ekONAwaon pLag
dpaonc. Mwa Baon dedopevwy TTOU BploKeTal EYYEYPAUUEVN OTO
«2UA\OYLKO AocuveldnTo» Tou avBpwrTtivou eidouc. Ekel €xouv
ArtoKpUoTAANwWBEel TtpoTUTIA PUXOVONTIKNG CLUPTIEPLHOPAC ALWVWYV TTOU
arto dhoocodikn artoPn, ymopei va BewpnBouv MNMAatwvikeg popdegn
APLOTOTEALKEC EUTIELPLEC EVW ETILOTNHOVIKA, EPUNVELIEG HE XPNON TWV
OOMIKWYV VALKWYV TTOU ouVBETOULV TO oLVELDNTO.

* ATtoteAOULV Kopudalo OTOXO TNC 2ZTPATNYIKNG Tou Marketing (avaykec-
TpowonTka tpotuTa), kKabwc kat tou Management.

I'M.BAZIAOIIOYAOX



TA APXETYIA TOY MARKETING

Some common examples of setting archetypes include:

* The Garden - Symbolizes love and fertility

* The Forest - Can be a wild place with dangers and beasts; it can also be a place to
reconnect with nature

* The River - Water symbolizes life, and the river can show life's journey or boundaries

* The Sea - Can be both good and evil, with dangers and treasures. It can also show infinity
* The Island - Symbolizes isolation

* The Mountain - Climbing up can represent a spiritual journey

* The Tower - Represents worship or power

"' M.BAXIAOIIOYAOZ



TA APXETYTTA TOY MARKETING

p
. 68
Jeep " Google
o g e

kAP ' a"' =D

ROLEX ®ﬁ5N£P

AAAAAAAAAAAAAAAA



TA APXETYTIA TOY
MARKETING
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TO MONTEAO ETIKOINQNIQN

* Mnyn -
&

 Kwdwkomoinaon

.

 KavaAt

Enavatpododotnon
° A <

 Amokwadikomoinon

I ——

* Avtamokption
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[MPOQOHTIKA TPOTYTIA

Megyiotn mpokAnon n mTpooEAKUON THC ITpoooxn¢ (Attention)
OTNV KOPETLEVN UNVULATWY ETTOXN HAC, adou 0oo
peyaAutepn n ekBeon oe epebiouata, T0oo VYNAOTEPN N
“ovdoc” & dtapkeatepn n “avepeblotn tepiodoc”.

Ta orttika epeBiouata mapaueEVoUV IOXUPOTEPA YA TOV LETCO
avBpwrito, aAAa n cUVEPYELA TOUC UE 00PPNTIKA, AKOUOTIKA
KATT Bswpeitat ravrote “Ouvauikn” (rtxy sensory branding)!

I'M.BAZIAOIIOYAOX



[MPOQOHTIKA TPOTYTIA

A.l.D. A.

Attention [Tpoooxn

Interest Evdladepov
Desire EmtiBupuia
Action Evepyela



[MPOQOHTIKA TPOTYTIA

A.1.D. A.
Attention [MTpoooxn

OXFORD

OXFORD DICTIONARY'S 2025 WORD OF THE YEAR Word of

RAGE BAIT .

rage bait

Online content deliberately designed
to elicit anger or outrage by being
frustrating, provocative, or offensive,
typically posted in order to increase
traffic to or engagement with a particulaf
web page or social media account.




[MPOQOHTIKA TPOTYTIA

A.1.D. A.
Interest Evdladepov
Desire EmtiBupuia

The Cambridge Dictionary




AIAOHMIZH & GRP s

“Half the money | spend on
«» Ay advertising is wasted; the trouble
. 4 is 1 don’t know which half.”

John Wanamaker

father of modern advertising and
a pioneer in marketing.

O p€ooc nmoAitng Autikng kolvwyviacg wg ta 65 tou, Exet det >2.000.000
dlagnUIoTIKA OITOTAKLA TTOU AVTIOTOLX0UV o€ 6 Xpovid TNAEOMTIKNG
mrapakoAouBnoncg emt 8wpeg nuepnaiwc Kat 7 nUeEpeC tnv edouada!

To 1965 umopouoe va avakaAgoet 34% autwy twv diapnuiocsewv
evw 1o 1990 LIoAc 8%.
To 2007 o< €peuva tncg Nielsen kataypagpnke duvarotnta avakAnong

HOAc 2,21 oot amt’ ooa eixe det o€ 0An tou tnv {wn



AIAOHMIZH & GRP s

“Half the money | spend on
advertising is wasted; the trouble
is | don’t know which half.”

¢ GrOSS Rating POint | | John Wanamaker

father of modern advertising and
a pioneer in marketing.

To ytvouEVO TOU MOT0OTOU TNG «ayopaC aTOX0oU» ITOU
MTPOOEYYIOTNKE ETL TNV CUXVOTNTA TNC EMIKOIVWVIAC UE AUTO.

nty 30% tng ayopacg atoxou X 15 gugavioeic =450 GRPs

['M.BAZIAOIIOYAOX



[MPO2QIIKH TQAH2H

Mua mapaywyikn cxeon

AE=IOTHTEZ

v EMIKAIPOIMNOIHMENH FNQZH (Kwdtka-tdtotTHTwv-wdEAnUATwy)

v KAAAIEPTEIA-EYTENEIA

v EN2ZYNAIZOHZH-ENAIAGETO ENAIA®EPON

v ANIXNEYZH EZATOMIKEYMENQN ANATKQN (dtaxesipton EpWTACEWY)
v AIAAEKTIKH IKANOTHTA-MEIZTIKOTHTA-YIMEPBAZH A[TPOGYMIAZ

v AYTOlEMOIOHZH

['M.BAZIAOIIOYAOX



[MPO2QIMIKH TQAH2H

MONTEAO TQONSP
Preparation Mpoetowpacia
Prospecting Alepevvnon
Preapproach [MAnpodopnon
Presentation Mapouociaon
Postsale Yrtootnpén

AIEPEYNHZH & TAYTOI1OIHZH ANATKQN
» Needs (Physical/Social)
» Wants (needs shaped by personality)

» Demands (buying decision) Principles of Marketing, P.Kotler

“To 110 onuavTiko gival va akoucg auTto TToU OV AEYETAL” prucker

['M.BAXIAOIIOYAOX




[MPO2QIIKH TQAH2H

MONTEAOTQNSP
Preparation [Mpostowacia
Prospecting Alepevvnon
Preapproach [MAnpodopnon
Presentation Mapouaciaon
Postsale Yrtootnpn

XAMOTrEAO : To 2008 o€ peAETN PE fMRI (Roberto Cabeza, Takashi Rsukura) KATAOEIXONKE N HEYAAN HAG
gvalcbnoia o BeTikaA KowvwVIKA pnvoupata!l MeyaAUTepn evepyoTtoinon TOU TTPOHETWTILAIOU
dAolov o dwrtoypadlieg pe xapoyeAaota tpoocwta & KAAUTEPN ATIOUVIHOVEUGN-AVAKANGH
OVO|JC'1TUUV! (“Just a smile”, Scientific American, April/May 2008)

['M.BAZIAOIIOYAOX



MARKETING vs SALES

MARKETING SALES

Eudaon ot avaykeg Eudaon oto rtpolov
» Kepdopopla * [TwAnon
e Katdktnon TunUAatwy ayopag e Kataktnon reAdtn

* MakpoTtpoBeopo oxedLlo * Bpaxuxpovio oxedlo

['M.BAZIAOIIOYAOX



MARKETING vs SALES

MARKETERS SALESMEN

ALABETOUV AVAAUTIKEC IKAVOTNTEC KAl AL0BETOLV ETIKOWVWVLIAKEC LKAVOTNTEG YA

KAWOTOHA oKEWN Yla avtiAnwin tnce OLATIPOCWTILKEG OXAoELG, Epeon yla pabnon/
olKovopiag, TnNG ayopdc, TWV avTaywvioTwV yvwon, telbapxla Kat anoteAeopatikotnta
TIPOKEIPEVOU va avalnTtouV EUKALPIEC, va TNV GELOTIOINGT TOU XPAVOU GTNY ayopd.

AvATITUOOO0UV CTPATNYLKECG KAl va
oxeodlalovyv dpacelc.

['M.BAZIAOIIOYAOX



NMPOQOHTIKA MEZA

* O Kotler ertionuaivet :

Tatapadooiaka tpowonNTIKA peoca Kat Ldlaitepa n TNAEOTITIKA dladrpion
£XOULV TIOAU XOpNAR avTaroKpLlon oToUG VEOUC.

Ouwveol katavaAwrtec (Gen X, Z, A) volwBouv TtEpLocOTEPO LTIOWPLACHEVOL Kal
EVNHEPWHEVOL, TIPOTIHOULV € TIG DLAdPACTIKEC ATIO TIE TTAONTIKEC ETIKOIWVWVIEC.

Artatteital etol e€atoplkeEVPEVN TTPOWONON HE pavtaoia kKat dSNUIoVPYIKOTNTA.

['M.BAZIAOIIOYAOX



NMPOQOHTIKA ME2ZA

* A Venn diagram (also called primary diagram, set diagram or logic diagram) is a diagram that
shows all possible logical relations between a finite collection of different sets.

* These diagrams depict elements as points in the plane and sets as regions inside closed curves. A Venn diagram consists of
multiple overlapping closed curves, usually circles, each representing a set. The points inside a curve labelled S represent
elements of the set S, while points outside the boundary represent elements not in the set S. This lends to easily read
visualizations; for example, the set of all elements that are members of bothsetsSand 7, Sn T, is represented visually by the
area of overlap of the regions Sand T.

* InVenn diagrams the curves are overlapped in every possible way, showing all possible relations between the sets. They are
thus a special case of Euler diagrams, which do not necessarily show all relations.

* Venn diagrams were conceived around 1880 by John Venn. They are used to teach elementary set theory, as well
as illustrate simple set relationships in probability, logic, statistics, linguistics, and computer science.

['M.BAZIAOIIOYAOX


https://en.wikipedia.org/wiki/Diagram
https://en.wikipedia.org/wiki/Set_(mathematics)
https://en.wikipedia.org/wiki/John_Venn
https://en.wikipedia.org/wiki/Set_theory
https://en.wikipedia.org/wiki/Probability
https://en.wikipedia.org/wiki/Logic
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Linguistics
https://en.wikipedia.org/wiki/Computer_science

NMPOQOHTIKA MEZA

e Omnichannel s a cross-
channel business model and content
strategy that companies use to improve
their user experience. Omnichannel is an
Integrated way of thinking about people’s
relationships with Organizations. Rather
than working in parallel, communication
channels are designed to cooperate and
build a coherent, evolving, cross-channel
experience. The approach has
applications in any industry, but early
examples have been in financial
services, healthcare, government, retail,
and telecommunications industries.

["'M.BAZIAOIIOYAOX



NMPOQOHTIKA MEZA

YHOIAKE2 EQAPMOIE2 & INPAKTIKEZ TIA
OMNICHANEL ETNIKOINQNIA

» Wndlomolnuevn apxao@érncn Ttpoloviwy & TAnpodopLwyv
yla npocBaon TTEAQTN HECW oeovnc OTO XWPO. ZUVEPYELA PUE

TUXOV € pharmacy yla cwotr teplypadn USP (xapaktnplotika,
woeAnuata, d1a6eon, TIHOAOYLAKI) TIOALTIKN.....)

» Apps UE ATOUIKO LOTOPLKO TIEAATN (GDPR compliant) YL
e€aTOULIKEVHEVEC XpNoTIKEG TTANpodopiecg & links.

»Beacons: Padlomoptoi tuttou Bluetooth pikpnc epBeAetag,
yla OLAKPLTLKA pa Kat duvapikn tpowbnon/evnuepwon
TPowWONTIKWY evepyelwy ce smartphones.

["'M.BAZIAOIIOYAOX



NMPOQOHTIKA MEZA

YHOIAKE2 EQAPMOIE2 & MNPAKTIKEZ TIA
OMNICHANEL ETTIKOINQNIA

» OLKlvoUpEevEC elKOVECG TPABOUV TTEPLOCOTEPO TNV TIPOCOXN

»000vec 2tpatnylkd TortoBeTnUEVEC O€ OnNUEia aAvapovig he
KOAN €otiaon tapa otnv BLrpiva.

»20vtopga Mnvopata to oAU 107

» ETtikowvwvia Ttou emtevduel otnyv afia tou emmayyeApatoc &
EKTIEUTIEL COBAPOTNTA KAl TIpWTOTUTIIA pe aéia pnvupatog.

["'M.BAZIAOIIOYAOX



NMPOQOHZH (Promotion)

XAPAKTHPAZ NMPOQOH2HZ
AlTO TON «[MAI'KO»

PHARMACEUTICAL CARE
avti

PRODUCT SALES

["'M.BAZIAOIIOYAOX



NMPOQOHZH (Promotion)

XAPAKTHPAZ TNMPOQOH2H2
AITO TON «[MAI'KO»

H2H

(Human to Human)

avti

B2C

(Business to Customer)

["'M.BAZIAOIIOYAOX



[MPOQOH2H (Promotion)

XAPAKTHPAZ MNMPOQOGHZH2
AlMO TON «[TAIKO»
*2UUBOUVAEUVLTLKOCG
*EVNUEPWTLKOCG

[MPOYTOGEZEIZ
* Emikaipn N'vwon * Evdladepov
*Ytmtopovn) * Alottiotia

["'M.BAZIAOIIOYAOX



AEITOYPIIA THZ MPOQOHZHZ AMNMO TON NAIKO

Metadepel TANPOoPopieC - CUPBOUAEC YA VEA TTPOLOVTA KAl EPAPHOVER

YttevBupidel n Kat cUPBOUAEVEL OXETIKA PE TTAAALOTEPA TTPOoLlovTa KAl EHAPHOYER

Ymiepvika tnv adpavela kat Toug dloTaypoug TOU KAatavaAwTh Ttpo TN arnodoxng Tou
TIPOTELWVOUEVOU TIPOLOVTOC

KateuBuvel Kal evioxXVEL TNV EYKATECTNHEVN BOVANGCN TOU KATAVAAWTH TtPOC TNV 0p0n (BA.
ATIOTEAECHATLKN) XPNON TOU TIPOTELVOUEVOU TIPOLOVTOG

* MpocOeTEL KUPOCG OTNV ETMIAOYN TOU PapHUAKOTIOLOU Kal a&ia oTo mPoiov.

EvioxUeL TNV mpoBeon Xprong Tou TPOoloVIog KAl TwWV UTINPECLWYV TOU ¢apHaKoToLoU-
CUMBOUVAOU Kal eTloTRHOVA TTpwWToAadpLag ¢povtidag vyeiag.

["'M.BAZIAOIIOYAOX



AEITOYPIIA THZ MPOQOHZHZ AMNMO TON NAIKO

[Mpoocappodletal OTIC KATAVAAWTIKEG TIPAKTLKECG KAl KivnTpa Twyv kalpwv XQPIZ NA TA
YIOOETEI ATNTOAYTQ2

O kivduvog AkpLTNG ULOBETNONC KATAVOAWTIKWY TIPAKTIKWY Kal podag, AANOLWVEL TNV
TAUTOTNTA TOU GAPHAKELOU KAL TO HETATPETIEL OE EvVA AKOMN / adladopoTioinTto Kataotnua
AlavepuTtopiou.

KatavoAwTtikeg Pndplakeg & TpowbBNTIKEG TIPAKTLKEG, EKTETAMEVEC NAEKTPOVIKEG TTWANOCELG,
dlaywviopol - emBpapevoelg & SKT['EUUO'SLC, «TIEPLOWPLOTTIOLOUV» TOV CUHPBOUAEUTIKO pé?\o TOU
pharmaceutical care. AvtiBetan tr]pr]crr] l.IJr]d)lCtKI’]C KapTteAag teAatn-acbevr ye cuvaiveon
(GDPR) cuvdualetal He TNV T[pOGSXI‘] TIPAKTLKI TwWV wearables kat tng remote therapy pe
edpappoyecg cloud, evw yivetal aplota armodeKTH ATto TI¢ yevieg Twv millennials & evtevBev.

Aélottolnon Tou NAEKTPOVIKOU GAKEAOU yLA TIPOCWTIOTIOLNHEVN CUPBOUAEUTIKN &
eéatoplkevpevn emmdoyn tpotoviwy (Content Marketing).
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AEITOYPIIA THZ MPOQOHZHZ AMNMO TON NAIKO

Ot avBpwTol/TieAATEG £X0UV HOVADLIKA / IOLOCUYKPACLAKA XAPAKTPLOTIKA, dladopeTiKa
Jpuxoypadplka / a&laKka XxapaktnELoTtika & TPOTio (WG, dLAPOPETIKEC AVAYKEG (akdun Kat TAoXovTES
arné to {3lo véonpa) ! ZUXVA HAALOTA €ival 0€ AdUVAUIA VA TAUTOTIOL|COUV AUTEC TOUG TIG AVAYKEG N
gutiiotevovtal pyla dtadnuioTikn utooxeon n tov Dr Google!

H dladikaaoia LkavoTttoinong Twv avaykwy TOUG TPETIEL VA HETATPETETAL OE CLVALOBNUATLKY)
& yvwaolakr) eptelpia mou dev avilypadetal, mapd o pia arAn «adlapopoTointn xoprynon»
TIPOLOVTWYV I EKTITWOEWYV TIOU OpWE Kabevag propel va tpoodepPEL.

Otarropdosig twv neAatwyv papuakeiov Ba npenet va kabopi{ovral amo TETOLOU TUTTOU
duvaL KA avaveoUUEVEG Osuksc eumnepicg. O dwaonuog Neupoentotrjpovag Damasio
TIG ovouaoe «somatic markers» kat EVTOTIOE AMEIKOVIOTIKA THV VEUPOPUTLOAoyIKN
enidpaar) Toug atnv dnuioupyia avtiin L/ch & anogaonc, yeta amo atobntika &
oguvatgbnuatika epeBiouara eumepilwy BeTIKOU TUMTOU.

Epmelptwy ou e§gAicoovtal o€ LoXupOo dECHO TOU TIOAITN JE TOV GAPHAKOTIOL0 TOU TIOU
XAapn oTnV EMOTNHOVLKA TOU ETTAPKELA KAL TIG ETILKOWVWVLIAKEG TOU OEELOTNTEC EKTIEUTIEL
uUTtELBOULVOTNTA PE auToTeEToiBNoN Kal evouvaiconon.
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EPEYNA AIOPA2 (Market Research)

2TAAIA TH2 EPEYNA2 ATOPAZ

Alatumtwon
EPELVNTIKOU
QAVTIKEIPEVOU

Sxedlaopdc Mpostowpacia  ZuMoyrp  Emefepyacia AmoteAéopata
Epeuvag UALKOU dedopévwy OsdopEVWY &
dleaywyng 2udTepaocpata



Xopaxtnpiotika, Ayopac paoel lotopikns Evipomiog

Therapy 1S changing fundamentally

We are already experiencing a maj or revolutionin , ...

]
a
) reatmen
ﬂ

pharmacotherapy, mainly beeaq_se of the human genome YT
decoding and the introduction of precision & ,"\‘ : : \: m'"'"":"
personahzed treatment. - ,f §, A
A revolut1on demandmg for new skills versus the « ever-II t "3:@;:3" j\
growing range of tools, like Artificial Intelhgence / v
Machine Learning &‘Inteme’{ef Th1nks ‘“\""" e o0

A T/ T LUTL
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http://www.google.co.uk/url?sa=i&rct=j&q=%CF%80%CE%B1%CF%81%CE%B1%CE%BA%CE%B5%CE%BB%CF%83%CE%BF%CF%82&source=images&cd=&cad=rja&docid=v-XQTmCAEJcevM&tbnid=i93En6JS-jcWJM:&ved=0CAUQjRw&url=http://el.wikipedia.org/wiki/%CE%A0%CE%B1%CF%81%CE%AC%CE%BA%CE%B5%CE%BB%CF%83%CE%BF%CF%82&ei=xfQfUbj6GOHy4QSC2YGAAw&bvm=bv.42553238,d.bGE&psig=AFQjCNGozZP42J25_TM5X2Luom1wpUwfgA&ust=1361135122581360
http://www.google.co.uk/url?sa=i&source=images&cd=&cad=rja&docid=xFvl5R0m15TqDM&tbnid=y_giSJfPUtQtqM:&ved=0CAgQjRwwADiTAg&url=http://www.celesio.com/en/Group/history/1903_1947_/&ei=QvYfUcfFDuWC4gSfz4DwCw&psig=AFQjCNG9Btw47fS3BsFU281AJLw6riNTZQ&ust=1361135554293345
http://www.google.gr/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiZqfGhk6fLAhWEWBQKHSRfAmIQjRwIBw&url=http://www.ibiscusmarket.com/el/15-agalmata-miniatoures-&psig=AFQjCNFxrxG8nPT741vaDHWMhDR5jQny2g&ust=1457184400383359

Xopoxtnpiotixo, Ayopds paoel lotopixns Evipomiac

People are starting to control their own health treatments

Human beings are by nature inquisitive creatures,
equipped with intellectual capacity that never refrain

from wondering '~

Branding the Cure

A consumer perspective on Corporate Social
Responsibility, Drug Promotion and the
Pharmaceutical Industry in Europe

Patients empowered by digital tools, inspire this

sense of wonder, becoming more than passive

recipients of therapies, proactively looking to

understaid\an(i' manaie thelr health issues.

Patient 1nf0rmat10n Webs1tes and call centers have
massive and frequent visitors J¢

Ma or determmant remains of course the quality of
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HEALTH LITERACY

["'M.BAZIAOITIOYAOX

O 0po¢ AmOIOOUEVOC MG EYYPOULATOCVUV| GE
Oépata vyeioc (EY) meprypdopet tnv ikavotnta
TOV TOMTOV / UN E0TKOV ETGTNUOVOV VYELNG

- | va koTavoouy kat va dtaepilovion oyetikés

TANPOPOPIEC Y10 TNV ANYT TEKUNPLOUEVOV
KOl ETIKOPO EVILEPOUEVOV ATOPAGEMV.
>mv EE exmovnOnke oyetikn peAétn oe 8
yopes (tng EALGdOg cuumeptlapfPavouévng)
Ko otomotwnke Tmwe 1o 35% etvar og
wpoPAnuatiko eninedo evod to 12% og
OVETTOPKES. 2TNV YOPO LG 2 6Toug 3
OVGKOAEVOVTOL VO KATAVOT)GOLV PACIKEG
mAnpogopiec ko 1 otovg 3 va Ppet
aE1OTIGTH TANPOPOPia.

(Health Literacy Survey in Europe HLSEU

Health literacy in Europe: comparative results of the European

health literacy survey (HLS-EU) - PubMed (nih.gov)




Tunuoromoinon Ayopdg (Segmentation) by Generation

“
Ma;:ms B‘@ """w -

BORN 1945 BORN
AND EARLIER 1946 - 1964

\ natV o)

e :
a%me \

as a0t

BORN 1996
1977-1995 AND LATER

['M.BAXIAOIIOYAOX



Tunuoromoinon Ayopdg (Segmentation) by Generation

GENERATION ALPHA: THE NEW KIDS ON THE BLOCK THE DIFFERENT PROFILE OF
= GEN [ AND GEN ALPHA

~  Millennials
| 1980-1994 1

BENIAMJBGNAMIA

[lIEITAl SAWY DIGITAL NATIVE

Grew up with the Intemet during
teenage years and young adulthood

Internet as a tool nternet as an integral part of life

Separation between online and o0 separation between online and
offline activities » activitie

= 3 S 1L
A is lb ‘. 2 _’ \_I X a { i
|\ A s ' i o N -
o ™ - R/ P no
[ el A W,
'J U= 1) \ "\l | I
|\["7 GenAlp a | :
| A 7 i

i i “ 2

I | / ¥ |
\ 4’( ] =)

Idealistic and conformist

Prioritizing material possesions




Tunuoromoinon Ayopdg (Segmentation) by Generation

GEN Z AND GEN ALPHA
ARE PHYGITAL NATIVES

Connect cont uuuuuu ly through
multiple screens, even in social

. : . 7 \ ¥
BENZMDBENAI.PHA
o border betwee th

phy l and digital worlds in thei

daily lives
<o METAVERSE
€ s

U derstand the value fAIf Comfortable with immersive

ontextual a dp alized environmen ts and virtual

THE UNIQUENESS OF
GEN Z AND GEN ALPHA

e VALUE
AUTHENTICITY

SEEK SELF-EXPRESSION
AT A YOUNGER AGE



Tunuotomoinon pooel KOTAVOAWTIKHS KOIVOTOUIKOTHTOS

The Chasm

Innovators Early Early Late Leggards
(Tech Adopters Majority Majority (Skeptics)
Enthusiasts) (Visionaries) (Pragmatists) (Conservatives)
Early Market Mainstream Market
people who want people who want solutions

new things



Tunuatomoinon KoTo ATOUIKC. YOPOKTHPLOTIKO,

ATOMIKO NMPO®IA (The Five Mys)

O avBpwroc eivat Eva kKAaagua pe aptBuntr tnv ala tou Kal Tapovouaaotn TNV LdEA mouU EXEL
yta tnv aéia tou. Ogo PeyaAutepoC 0 TapoOVoLAaTrHC TOTO UIKpotepn N tun. /A ToAatol

* My motivation

Characteristics that drive behavior and expectations

My attention

Ways we direct our attention and focus

* My connection

How we connect to devices, information and each other
* My watch

How we balance the constraints of time and how that changes across life
events

* My wallet
How we adjust our share of wallet across life events



ATOMIKO NMPO®IA (The Five Mys)

WS, My.Te,

1. FHve Mys profies

For years, marketers have touted demographic segmentation for targeting
customers. Looking at demographics alone, however, risks missing the multifaceted
way in which people make decisions.

Millennial comparison: India

Shikha, 32, millennial My motivation
Editor at men’s magazine,
Mumbai, India

Single

“Everything organic. | will research
for hours to make sure what I'm
buying, eating or experiencing is
honest and authentic.”

Me, my life, my wallet | Third edition

My connection

“Being without my phone

s me anxiety! | would
onnection to people |

love and all my photos.”

/Ir ) more Indian millennials

= report being without

LJ ¥ their phone is greater
cause of anxiety than
witnessing a crime

My wallet
arted taking uberPOOL
money. It takes longer

to get places, but | have more
money to spend going out with a

small trade-off of my time.”

My attention

“I glance at my phone
constantly with
notifications. | get alerts
for everything happening
in my social network and

news. | want to be the first
to know.”

[— of Millennials in
India report being
% interrupted by their

primary device at
least once every 10

2.

only of Indian millennials
would cut dining out/take
out if their budget was
reduced by 10%

minutes.

My watch

“Spending time going out to dinner
and drinks with friends is what
keeps me happy. My social life is
my status and my everything.”



Me, my life, my walet

1Ne FHve MyS profies

For years, marketers have touted demographic segmentation for targeting
customers. Looking at demographics alone, however, risks missing the multifaceted
way in which people make decisions.

Millennial comparison: India

. Shikha, 32, millennial My m[][lvanon
s Editor at men’s magazine,

— Mumbai, India
Single

“Everything organic. | will research
for hours to make sure what I'm
buying, eating or experiencing is
honest and authentic.”

My connection

“Being without my phone
gives me anxiety! | would
lose connection to people |
love and all my photos.”

My attention

“I glance at my phone
constantly with
notifications. | get alerts
for everything happening
in my social network and
news. | want to be the first
to know.”

of Millennials in
India report being
% interrupted by their

primary device at
least once every 10
minutes

more Indian millennials
report being without
% their phone is greater

cause of anxiety than
witnessing a crime

o

o/

My wallet 21 My watch

“1 have started taking uberPOOL a “Spending time going out to dinner
to save money. It takes longer only of Indian millennials and drinks with friends is what

to get places, but | have more would cut dining out/take keeps me happy. My social life is
money to spend going out with a  out if their budget was my status and my everything.”

small trade-off of my time.” reduced by 10%



Boomer comparisan: UK

Tom, 68, boomer My motivation

Manchester, UK
Retired,
Married

“l am a lifelong fan of Manchester
City Football Club. | schedule my
life around matches.”

My connection

“| still use my paper calendar
to schedule appointments.
And | use my home phone.

| don't have time to learn a
new iPhone that changes
every year.”

of boomers in the UK "-,'.
report that they would ...........................
% prefer to lose their phone ‘-,_.

over losing their wallet

My attention

“l am just me. | don’t have
any presence online that

| know of. And nothing
interrupts me except
salesmen at my door.”

of boomers in the
UK report that
% theyare not on any

online platforms

My Wa”el[ Boomers in the UK report that

“l am worried about 823/
outliving my pension. Now 0

that I'm retired, | have more of their wallet goes
time than income.” toward necessities (vs. luxuries)

% A o :

My watch

“My wife has been sick, so I've
spent more time taking care of
her lately.”



Nurse,

My connection

“We are in survival
mode. | glance at my

phone so rarely right
now. If you're not a
doctor or a delivery
person, I'm probably
not responding.”

of Gen Xers in the UK report being

interrupted by their primary device
% atleast once every 10 minutes

33% in China

50% in India

50% in US

My wallet

“| have started taking uberPOOL to
save money. It takes longer to get
places, but | have more money to
spend going out with a small
trade-off of my time.”

Stacey, 38, Gen-X

Liverpool, UK
New mom of twins,
in long-term relationship

of Gen Xers in the UK report that
they use their mobile device to
pay for goods and services up to
20 times per month

88% in China

86% in India
71% in US

My motivation

“As a new mom to twins, my drivers
right now are around taking care of my
babies. And sleep! | need sleep.”

My attention

“I measure my life in
minutes between cries,
feedings and naps.

My babies have my full
attention 24/7 right now.

Is the average share
of wallet allocated
% to household

expenses in the UK

"

36% in China
32% in India
35% in US

My watch 80%

“l don’t even have time to of Gen Xers in the UK report
sleep right now. Everything on  that their trust level for on-

demand means we can spend  demand services is very high
our time with the babies.”

36% in China
55% in India
43% in US




O NMEAATHZ TOY ®APMAKEIOY

KatavaAwTtiko arotunwia

* Miotn (My motivation)

KatavaAwon otov MO pe gpmiotoouvn oto Brand rj otov ®appakoTttolo

* Mpoooxn-Evouvewdnoia (My attention)

KatavaAwon «yvwolapxlka», KPLTIKA, TtpoBAETTTIKA & pe aloBnua euBuvng
* «Evnuépwon» (My connection)

KatavaAwon (avw touv MO) Bacel «ttAnpodoplwv» & Dr Google

* Buaouvn- «[Mpaktikotnta» (My watch)

KatavaAwon avaykaoTtika & akaboplota (katw touv MO), xwpig tiotn

* AmoteAeopatikn olkovoplkn dwaxeipion (My wallet)

KatavdAwon pe olkovoulka Kpttipla (cuvnbwe avw tou MO), Ttemelopevol
OMWC yla TNV «€ELTIVN ETILAOY» TOUG



NMPO®PIA KATANAANQTH PAPMAKO-OEPATIEIQN

AY=HMENH AYTONOMIA AIAXEIPIZHZ YTEIAZ AOT'Q:

o AYZXEPEIQN (ZYXNA TEXNHTQN) 2THN MNMPOZBA2H 2TI1Z AHMOZIEZ AOMEZ AOTQ
EMIBAPYN2HZ 2Y2THMATQN

* KAAAIEPTEIAZ KOYATOYPAZ TMTPOAHWHZ

e [MPO2BA>HZ & ANAZHTHZHZ MAHPO®OPIQN >E AIAOEZIMEZ MHIEX YTEIASZ ME
KPITHPIO KYPIQZ THN AME>XOTHTA & EYKOAIA (WH®OIAKEZ & PAPMAKOTIOIOI) KA
AITOTEPO THN A=IONIZTIA.

* WHO: AIAKYPH=H ALMA-ATA 1978, AIKAIQOMATQN AZOENQN 1981 & PYOMIZTIKH
OTC PAPMAKQN 1990 (AIKAIQMA ASOENQN STIHN AIAXEIPISH THS YTEIAS TOYS)

* OAHIIEZ EE : 92/26 & 2YMITAHP 2008, 2013 NEPI AZDAAEIAZ & NMPOZBA2IMOTHTAZ
2E OTC ©OEPATIEIEZ



news247.gr Ti1 {nTovy mAE0Y 01 TOAITES OTTO TU PAPUAKELD,
27 AT[pL)\LOU 2023 Ta onpavtikéd Tpofiiparte mov avripetonilel to EOvico >vomuo Yyeioc (EXY),
T, peydro Keva oty tpotofada vysio, to Tunpoata Exetydviov [epiotatikadv
TY& loL oe ‘KO&‘L’&pp&‘UO’V], oL 0&0’981)8!’.9 (TEII) oto vocokopeia, oArd Kot TiG peydres KaBveTEPNGELS 6TV sq)upuoy"{] T0V
Z o @ov);é Y Ogopov Tov OlKO’Y:‘lVSl(lKOI) YWTPOO, e;')xswt V(x"COVlGSl pe eppatikd tpomo EPEVVA
Y| w S Popw Tov IvotitovTtou MoAtTIKAG YYEIXG, mou éyve yio Aoyoptaoyd
loTopio omé Méwwn AeBetibyAou tov MaveAARVIOU PAPHUAKEVTIKOU ZUAAOYOU.

Ta @apuokeio Eyovv uetoTpomel KOTI KATOLOV TPOTO
o¢ kévipa npwrtofdbuias vysiog, kolwng o1 acleveig oevy
HTTOPOVY va Eyovy auson wpocfacy o€ ylaTpo yia KAmolo
TPOPAUa vYELAS 1] YIA YOPRYNOH QOAPUAKDV.

«Exyovue 01k0yevelaKo papuaKomolo Kol oyl 01K0YEVELAKO PLATPO. Kal oL uTinpeaieg TTov {NToUV oL TIOAITEG OO TOUG
(POPUOAKOTIOLOVG UTTIEPRaivouV TOoV TTIaAPaSOCLOKO TOUG POAO», OXOALALEL O K. XOUALWTNG.

To 80,8% TWV MOALTWVY EKTIHA OTL N ELKOVA TOU (PAPHAKEIOU Elval «EEAPETIKN>» N «TTOAV KaAR» evw To 17,6 Tn
XOPOKTNPILEL LKOvOTIOINTIKN. MOALC TO 1,1% amdvTnos oTnV €pEVVA OTL N ELKOVA TOU QAPPOKEIOU EVAL «KOKH».
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https://www.news247.gr/esy
https://www.news247.gr/

Ti {nrovv mAéov 01 mOLITES ATTO TA PAPUAKEID

To w0 ovo1TTIKO EDPNUO. THG ONUOTKOTHONS OTO KOIVO £ival N kaBoAikn
emBouio Twv Toritwv, g T0600TO IOV Kvuaivetor oo 80% éwg 90%,
VIO TH O1EVEPYELQ EC1 DTNPETIAV GO TO. papuokeia. AvTES eival:

Hapoyn Tp@TOV Bondel®v (oe eykaduota ) tpadpata) oe 1060610 90%.
"EAeyyog 10 aArepyiec, OVTEVOEIEELC KO OAMAETIOPAGELS e GAADL
PapLoKa 6TV TEPITTMOT YOPNYNONS VEOL PapurdKkov o€ T0G06TO 87%.
Evnuépoon ywo to EOvikd [lpoypappota EEeTdoemv oc noc0otd

NELOAIYN THE PULSE OF SOCIETY 86%
"l 21N (00 2022 AleEoyoyn Kol GALOV YPIYOPOV TECT OmG yio TOV 10 TG Ypinng (extdg
MGYdMI nqosvugﬁx 0&6IKI’1 'Epeuva TOV KOPOVOi0V) 6€ T0G0GTO 84%.

Aevépyero enfoilociod tov evniikov pe Ol to dradicipo epBoiio oe
1060010 82%.

"EAEYY0S OTOTELEGUUTIKOTITOC KOL 0.6QUAELOS TOV QUPUAKOV 5TV
TePInTOOT TNG €K VEOL YOPNYNONG T0L 6€ T0605TO 80%.

Eivanl onpavtikd to yeyovog 0Tt Katoypaonke 1 copéotatn entBupio Tpidv oTo TEGGEPO ATOUMV AVED TOV 25 ETOV Y10, TV AVITTLEN TEGGAPMOV OKOUN
vInpecIdV. Avtég givat: H avtipetdnion amlodv tpofAnudtov vysiog pécm g Bondeiag tov eoppakomotod oe T06ootd 78%, 1 evesobepaneia (w.y.
AVOAYNTIKES EVEGELG) 08 TOGO0TO 76%, 1 0viyvevom ypovimv vOcmV 6 To60oTd 76% Kabdg Kot 1) Tapoyr| cLBovA®V yio Bépata vyeiog oto 73% tov
epwTNOEVTOC detypartog.

Emumiéov, 6 ota 10 dtopa emtBupodv Ta epfoiia yio ToV KOPOvoio va TPayILeTOTOLOVVTUL EVTOS TOV QUPUUKELMV, TPUKTIKN TOL £)el vioBetnOel amd
TOALEG EVPOTATKEG YDPES, EVA M MBLUIN Y100 TV OVATTLEN VINPEGIDV Y10 TOV EAEYYO TOL BAPOVGS KO T1) OLOKOTT TOV KATVIGHLOTOS LUE GOULUAYO TO
Qoppakomold kopaivetar 6to 46%.

Té\oc, 10 70% TV TOAMTAOV emNTd TV HIopén evog ELOLKOV=- YOPLGTOV YDPOV EVTOS TOV QUPUIKEIMV 0T0V 00 O1EVEPYOVVTOL
oL v pecicc DY, evéd o 54% tov noltdv avayvopilel v avaykn amolnpioong/ apopng yia tig vanpecieg mov Ha Tov TapEyovTaL.
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https://peifasyn.gr/%CE%BC%CE%B5%CE%B3%CE%AC%CE%BB%CE%B7-%CF%80%CE%B1%CE%BD%CE%B5%CE%BB%CE%BB%CE%B1%CE%B4%CE%B9%CE%BA%CE%AE-%CE%AD%CF%81%CE%B5%CF%85%CE%BD%CE%B1-%CF%80%CE%B5%CE%B9%CF%86%CE%B1%CF%83%CF%85%CE%BD-%CE%BC/
https://peifasyn.gr/%CE%BC%CE%B5%CE%B3%CE%AC%CE%BB%CE%B7-%CF%80%CE%B1%CE%BD%CE%B5%CE%BB%CE%BB%CE%B1%CE%B4%CE%B9%CE%BA%CE%AE-%CE%AD%CF%81%CE%B5%CF%85%CE%BD%CE%B1-%CF%80%CE%B5%CE%B9%CF%86%CE%B1%CF%83%CF%85%CE%BD-%CE%BC/
https://peifasyn.gr/%CE%BC%CE%B5%CE%B3%CE%AC%CE%BB%CE%B7-%CF%80%CE%B1%CE%BD%CE%B5%CE%BB%CE%BB%CE%B1%CE%B4%CE%B9%CE%BA%CE%AE-%CE%AD%CF%81%CE%B5%CF%85%CE%BD%CE%B1-%CF%80%CE%B5%CE%B9%CF%86%CE%B1%CF%83%CF%85%CE%BD-%CE%BC/
https://peifasyn.gr/%CE%BC%CE%B5%CE%B3%CE%AC%CE%BB%CE%B7-%CF%80%CE%B1%CE%BD%CE%B5%CE%BB%CE%BB%CE%B1%CE%B4%CE%B9%CE%BA%CE%AE-%CE%AD%CF%81%CE%B5%CF%85%CE%BD%CE%B1-%CF%80%CE%B5%CE%B9%CF%86%CE%B1%CF%83%CF%85%CE%BD-%CE%BC/
https://peifasyn.gr/%CE%BC%CE%B5%CE%B3%CE%AC%CE%BB%CE%B7-%CF%80%CE%B1%CE%BD%CE%B5%CE%BB%CE%BB%CE%B1%CE%B4%CE%B9%CE%BA%CE%AE-%CE%AD%CF%81%CE%B5%CF%85%CE%BD%CE%B1-%CF%80%CE%B5%CE%B9%CF%86%CE%B1%CF%83%CF%85%CE%BD-%CE%BC/

	Slide 1:  ΦΑΡΜΑΚΕΥΤΙΚΟ MARKETING     
	Slide 2:   MARKETING 
	Slide 3:  MARKETING 
	Slide 4:   MARKETING 
	Slide 5: ΟΡΙΑΚΗ ΧΡΗΣΙΜΟΤΗΤΑ
	Slide 6: MARKETING
	Slide 7: MARKETING
	Slide 8: MARKETING
	Slide 9: MARKETING MIX   (4 P) Neil Borden (Mrk Mix ‘50), J McCarthy (4P ‘60), Philip Kotler (1969)
	Slide 10: MARKETING MIX (4+3Ρ)
	Slide 11: ΠΡΟΪΟΝ  /  ΦΑΡΜΑΚΟ
	Slide 12: NEW MARKETING MIX   (4 C)
	Slide 13: MARKETING Το  σύγχρονο  πρόβλημα
	Slide 14: COMMODITIZATION
	Slide 15
	Slide 16: Η ΑΜΟΙΒΗ ΤΗΣ ΕΠΙΧΕΙΡΗΜΑΤΙΚΟΤΗΤΑΣ
	Slide 17: ΠΡΟΣΑΝΑΤΟΛΙΣΜΟΣ MARKETING
	Slide 18: Marketing 3.0 Philip Kotler, Hermawan Kartajaya, Iwan Setiawan, 2010 
	Slide 19: MARKETING
	Slide 20: CONTENT  MARKETING
	Slide 21: MARKETING
	Slide 22
	Slide 23
	Slide 24
	Slide 25: Η ΕΜΠΕΙΡΙΑ ΣΤΟ ΦΑΡΜΑΚΕΙΟ 
	Slide 26
	Slide 27
	Slide 28
	Slide 29: ΥΠΟΚΕΙΜΕΝΙΚΗ & ΥΠΟΣΥΝΕΙΔΗΤΗ ΑΝΤΙΛΗΨΗ
	Slide 30: Είναι η αλήθεια «αληθινή»;
	Slide 31: ΥΠΟΚΕΙΜΕΝΙΚΗ & ΥΠΟΣΥΝΕΙΔΗΤΗ ΑΝΤΙΛΗΨΗ
	Slide 32: ΝΕΥΡΟΕΠΙΣΤΗΜΕΣ  &  ΠΑΡΑΓΩΓΙΚΕΣ ΕΜΠΕΙΡΙΕΣ
	Slide 33
	Slide 34
	Slide 35
	Slide 36: Η ΣΗΜΑΣΙΑ ΤΟΥ BRANDING 
	Slide 37: Branding
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45: COCA vs PEPSI COLA
	Slide 46: COCA vs PEPSI COLA
	Slide 47: COCA vs PEPSI COLA
	Slide 48: COCA vs PEPSI COLA
	Slide 49
	Slide 50: ΔΙΑΦΟΡΑ ΠΡΟΩΘΗΣΗΣ ΜΕΤΑΞΥ ΦΑΡΜΑΚΩΝ  ΚΑΙ  ΚΑΤΑΝΑΛΩΤΙΚΩΝ ΑΓΑΘΩΝ
	Slide 51: Η ΕΜΠΕΙΡΙΑ ΣΤΟ ΦΑΡΜΑΚΕΙΟ 
	Slide 52: Η ΕΜΠΕΙΡΙΑ ΣΤΟ ΦΑΡΜΑΚΕΙΟ 
	Slide 53: Η ΕΜΠΕΙΡΙΑ ΣΤΟ ΦΑΡΜΑΚΕΙΟ 
	Slide 54
	Slide 55: ΧΩΡΟΣ  (PLACE)
	Slide 56: ΧΩΡΟΣ  - ΦΑΡΜΑΚΕΙΟ
	Slide 57: ΧΩΡΟΣ  (PLACE) Visibility
	Slide 58: ΧΩΡΟΣ  (PLACE) Merchandising
	Slide 59: ΧΩΡΟΣ  (PLACE) Merchandising
	Slide 60: ΧΩΡΟΣ  (PLACE) Merchandising
	Slide 61: ΧΩΡΟΣ  (PLACE) Merchandising
	Slide 62: ΧΩΡΟΣ  (PLACE) Merchandising
	Slide 63: ΧΩΡΟΣ  (PLACE) Digital Merchandising
	Slide 64: ΤΙΜΗ ( PRICE)
	Slide 65: ΣΧΕΣΗ ΤΙΜΗΣ – ΑΞΙΑΣ Βρείτε την Ισορροπία
	Slide 66
	Slide 67: ΚΟΣΤΟΣ ΕΥΚΑΙΡΙΑΣ (opportunity cost)
	Slide 68: ΤΙΜΗ ( PRICE)
	Slide 69: ΣΧΕΣΗ ΤΙΜΗΣ – ΑΝΤΙΛΗΠΤΗΣ ΑΞΙΑΣ
	Slide 70: ΣΧΕΣΗ ΤΙΜΗΣ – ΑΝΤΙΛΗΠΤΗΣ ΑΞΙΑΣ
	Slide 71: ΣΧΕΣΗ ΤΙΜΗΣ – ΑΝΤΙΛΗΠΤΗΣ ΑΞΙΑΣ
	Slide 72: ΣΧΕΣΗ ΤΙΜΗΣ – ΑΝΤΙΛΗΠΤΗΣ ΑΞΙΑΣ
	Slide 73
	Slide 74: ΤΙΜΗ - ΦΑΡΜΑΚΕΙΟ
	Slide 75: ΠΡΟΪΟΝ  (PRODUCT) Φάρμακο
	Slide 76: ΠΡΟΪΟΝ  (PRODUCT) Φάρμακο
	Slide 77: ΥΠΗΡΕΣΙΑ (ΑΝΤΙ ΠΡΟΪΟΝ) / ΦΑΡΜΑΚΕΙΟ
	Slide 78: ΥΠΗΡΕΣΙΑ (ΑΝΤΙ ΠΡΟΪΟΝ) / ΦΑΡΜΑΚΕΙΟ
	Slide 79: ΠΡΟΩΘΗΣΗ  (Promotion)
	Slide 80: ΤΑ ΑΡΧΕΤΥΠΑ ΤΟΥ MARKETING
	Slide 81: ΤΑ ΑΡΧΕΤΥΠΑ ΤΟΥ MARKETING
	Slide 82: ΤΑ ΑΡΧΕΤΥΠΑ ΤΟΥ MARKETING
	Slide 83: ΤΑ ΑΡΧΕΤΥΠΑ ΤΟΥ MARKETING
	Slide 84: ΤΟ ΜΟΝΤΕΛΟ ΕΠΙΚΟΙΝΩΝΙΩΝ
	Slide 85: ΠΡΟΩΘΗΤΙΚΑ   ΠΡΟΤΥΠΑ
	Slide 86: ΠΡΟΩΘΗΤΙΚΑ   ΠΡΟΤΥΠΑ
	Slide 87: ΠΡΟΩΘΗΤΙΚΑ   ΠΡΟΤΥΠΑ
	Slide 88: ΠΡΟΩΘΗΤΙΚΑ   ΠΡΟΤΥΠΑ
	Slide 89: ΔΙΑΦΗΜΙΣΗ & GRP s
	Slide 90: ΔΙΑΦΗΜΙΣΗ & GRP s
	Slide 91: ΠΡΟΣΩΠΙΚΗ  ΠΩΛΗΣΗ
	Slide 92: ΠΡΟΣΩΠΙΚΗ  ΠΩΛΗΣΗ
	Slide 93: ΠΡΟΣΩΠΙΚΗ  ΠΩΛΗΣΗ
	Slide 94: MARKETING  vs  SALES
	Slide 95: MARKETING  vs  SALES
	Slide 96: ΠΡΟΩΘΗΤΙΚΑ   ΜΕΣΑ
	Slide 97: ΠΡΟΩΘΗΤΙΚΑ   ΜΕΣΑ
	Slide 98: ΠΡΟΩΘΗΤΙΚΑ   ΜΕΣΑ
	Slide 99: ΠΡΟΩΘΗΤΙΚΑ   ΜΕΣΑ
	Slide 100: ΠΡΟΩΘΗΤΙΚΑ   ΜΕΣΑ
	Slide 101: ΠΡΟΩΘΗΣΗ  (Promotion)
	Slide 102: ΠΡΟΩΘΗΣΗ  (Promotion)
	Slide 103: ΠΡΟΩΘΗΣΗ  (Promotion)
	Slide 104: ΛΕΙΤΟΥΡΓΙΑ ΤΗΣ ΠΡΟΩΘΗΣΗΣ ΑΠΟ ΤΟΝ ΠΑΓΚΟ 
	Slide 105: ΛΕΙΤΟΥΡΓΙΑ ΤΗΣ ΠΡΟΩΘΗΣΗΣ ΑΠΟ ΤΟΝ ΠΑΓΚΟ 
	Slide 106: ΛΕΙΤΟΥΡΓΙΑ ΤΗΣ ΠΡΟΩΘΗΣΗΣ ΑΠΟ ΤΟΝ ΠΑΓΚΟ 
	Slide 107
	Slide 108
	Slide 109
	Slide 110
	Slide 111
	Slide 112
	Slide 113
	Slide 114
	Slide 115
	Slide 116
	Slide 117
	Slide 118
	Slide 119
	Slide 120: Ο ΠΕΛΑΤΗΣ ΤΟΥ ΦΑΡΜΑΚΕΙΟΥ Καταναλωτικό αποτύπωμα
	Slide 121: ΠΡΟΦΙΛ ΚΑΤΑΝΑΛΩΤΗ ΦΑΡΜΑΚΟ-ΘΕΡΑΠΕΙΩΝ 
	Slide 122
	Slide 123

