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Fewpylog I. ZIWPKOG
KalnynTng MapkeTivyk



MeTpikeC MeAarn




= Awareness & Knowledge
(AvayvowpioipornTa & N'vmwon) Mbodol
Metpnonc (aided/ unaided): Top of Mind, Ad
Awareness, Brand/ Product Knowledge

» Attitudes (ZTaosic)

» Attitudes (ZTaoe€ic) Acsiktec MéTpnonc:
Attitudes/Liking/Image (kAipakec Likert, Fishbein),
Perceived Value for Money (AvtiAnnTn MoiotnTa/
EkTiunon), Intentions (MpoB&oeic), Purchase
Intentions (AyopaoTikec MNpoBeTelc)

= Usage (Xpnon)



%

Merpikéc MeAdarn (2/3) N
= Time-Driven Activity-Based Costing
(TDABC)

= Customer Satisfaction (Ikavonoinon
MeAatn)

= Net Promoter Score (NPS)
= Share of Customer (Mgpidio NMeAarTn)

= New Customer Gains (Kepdn Newv
NMeAaTwv)

s Customer Losses (AnwAeiec NMNeAaTwv)
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Merpikéc MeAarn (3/3) N

= Average Acquisition Cost (M&oo
Kootoc AnokTtnong Neou MeAaTn)

= Average Retention Cost (Meogo KooToc
Aiatnpnong MNeAarn)

= Retention Rate (PuOuoc Aiatnpnonc)

= Churn Rate (PuOuoc Xapevng
NMeAaTteiac)

= Customer Life Time Value (CLTV)



MEeTPIKEC Ayopac
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MeTpikég Ayopag (1/2)

= Market Demand (ZnTnon oTnv
Ayopa)

» Market Growth (AvanTuén Ayopac)

= Market Penetration (Aieicduon oTnv
Ayopa)

= Market Share Index (MSI)

= Market Share (Mgpidio Ayopdac)

= Relative Market Share (ZxeTiko MA)



%

MeTpikéc Ayopac (2/2) \

= Share of Walet (Megpidio
MopTOopoAiou)

= Category Development Index — CDI
(AcikTnc Avantuénc Karnyopiac)

» Heavy Usage Index — HUI (A&€ikTNC
Bapiag Xpnong)




