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MabBnolakol 2toyol

Na katavorjooupe o€ BaBoC Tov TPOMO OKEYNS TWV UTTNPECLWYV, TOV TPOCOAVATOALGHO OTNV UTtnpecia
Kol tn omoudatotnta tng dthocodlag Tou LAPKETLVYK OTNV TTOPOXI UTINPECLOG

Noa avtiAndBOoU e TIC MOAVENIMESEG GUVETIELEG TWV LOLALTEPOTATWY TWV UTTNPECLWV KOL VOl YVWPLOOUUE
TOUC MNXOWVLOUOUG KOl TLG TEXVLIKEC dloiknong autwv

Na avtiAndBoupe TNV €vvola Kal tTn onuacto tng dtolknong tng eUmelpiag meAATn Kat vo yVwpLloou e
TOUC TIOPAYOVTECG EKELVOUC TTIOU UTTOPOUV VA 08nyrioouV pia statpla mapoxnc UMNPECLWY OTNV Iapoxn
APLOTNG UItnPEoiaC OTOV MEAATN TNG

Na prmopou e va oxeSLaloupe, va aELOAOYOUE KOL VAL XPNOLLOTIOL|OOUE customer journey maps
Na prmopoupe va oxedlaloupe, va aéLloAOyoUE Kal Vo XpnoLpomoloUpe service blueprints

No KTavor)GoUHE Kal val LABoupe va SLOLKOUE TOL OTOLXELQL TTOU GUVOETOUV TO XWPO OTIOU TIAPEXETAL N
uTtnpecia

Na katoavonooupe ti¢ peBodouc BEATIOTNS SLoiknong Tou avOpPwWTLVOU taPAyOVTA OTLG UTINPECLEC



Meplexopevo MaBnuoatoc

H Movadwkotnta twv Yrnnpeowwv: H dlhocodia Tou PAPKETLVYK OTLG
UTtNPECLEC

Customer Experience & Customer Service Excellence: H emnitevén tou
QVTOYWVLOTLKOU TIAEOVEKTALOTOC OTLC UTINPEOCLEC

Customer Journey Mapping: Avaluon & dlaxeiplon tTng epmeLpiog
nehatn (epyoaoia 1)

Processes & Blueprints: Aloiknon dtadikaolwv (epyacia 2)

Servicescapes & Atmospherics: H entidpaon tou meppaAlovioc xwpou
(epyaoia 3)

People & Services: o avBpwrivoc mapadyovtac oTLC Unnpeoiec (quiz)



Epyaoiec MaBnuoatoc & aélohoynon
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Epvaocia 1:

x -

Anpovpyia Customer Journey Maps ona

1. Persona

2.  Timeline

3.  Customer experience stages
4.  Touchpoints

5. Customer thoughts

6. Customer emotions

7. Opportunities/ideas for improvement




Epyaocia 2:

Anuovpyia Blueprint

BAua 1: Visualization of the experience:

NARpn¢ kataypadn TwV EVEPYELWV TIEAATN
Biua 2: Anuovpyia Blueprint mou va
ocupmneplAapBavet:
Evépyeleg Twv meAatwv
EvépyeLleg Tou mpoowrtlkou enadnic
Evépyeleg tou back office
YIootnpKTikeg Stadkaaoiec
YAwa otolxela
Bripa 3: Altotunwon riiBavwyv rpoBAnpatTwv

otn Stadkaoia kot npotaocn AVCEWV
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Epvaocia 3:

Anpovpyia Servicescape

MNpoodLopiote To KOWVO 0TO omoio Ba otoxevoeTE

KatovonoTe TIC amaLtiOeLg KOl TLC TIPOTLUNOELG TOU KOWVOU 0OC WG
TPOC Ta oToLXEla ToU TtepIBAAOVTOC

Mpoodlopiote Ta otolyeia tou meptBaAlovtog ekeiva ou Ba
EVOUVAUWOOUV TNV TIOLOTLKA EUTELPLA KOL TN BETLKA oTAoN TWV
TLEAQTWYV 00

Mpoodlopiote Ta otolyeia ekeiva mov Ba evOuvVapWOOUV TNV EUMELPia
KoL TN BTN 0TAON TOU POCWTILKOU TIPWTNG YPOUUAG

ANLOUPYNOTE OVTOYWVLOTIKO TIAEOVEKTNHO LECA OTTO TAL KOLLVOTOMA
oTOLXElO TOU servicescape oag
Awote Ovopa ot VEQ UTtNPECia oag

Yxeblaote 10 servicescape oag (tnv katoPn tou xwpou), dpovtilovrag
va paivovtal To KAOTOUO OTOLXELOL 0OC KOl N UTIEPOXH OO OE
oUYKPLON LE TOUGC QVTOYWVLOTEC




H dlocodia tou MAPKETLVYK OTLC UTINPECLEC KOl

H Movadikotnta twv Ynnpeolwv






w MAKAGEIAL ~ MPOIONTA&  HAEKTPONKH  PERSONAL
ANATKH YMHPELIEL TPANEZIKH BANKING

Eav ¢iote pioBuwrog
Miexdiknore peyautepn aja and tov pioBo oac,
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Arexdiknote peyahutepn aja and tov pioBo Avayvepioupe Ty npoapopd oag kal oag
0ag kal Kepdiote nAgovektApata yia kabe eniBpapedoupie pe 0pEAn ot kaBe muxh tng
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eninkéov npovopia yia véoug Aoyapiaapioug.



Mpoiovra & Yrpeoieq  Eummpetnon @ INTERAMERICAN (0\ my interamerican

Koo




|

SOME THINGS
YOU GCANE
BRING BACK
IN YOUR

SUI'TCASES

Fst the real excitement of travel having experiences that still enthral you? At Xmer(:mﬂnnml
we use aur expert local knowledge 1o help you enjoy exactly what mkua.desliml
In Hong Kong, for example, we cin gel you front roaw seats for one Ofﬂn
iconie skylines, asight no one should leave without experiencing. & ARE
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Vbu ve found a traveling companion for life’s journey. We offer a range of financial soluuon(
Mo build a secure future for you and your family. As a leading Fortune Global 500" company
We give you the confidence you need, whatever your moment. www.allianz.com

Alianz. Financial solutions from A-Z




15% discount on spare pa
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The best or nothing



The Intangibility Continuum

AldT
AvonyoKTikd
' AToppLTOVTIKA
’ Avtokivnta
' KaAlovtika
Kotaotmuata
' Fast-Food
KYPIAPXIA
‘ ' AYAHZ OYXHZ
|
|
KYPIAPXIA .
YAIKHY OYXZHX

Fast-Food

Kotaomuarta .

AN eTIKEG .
Etaipieg
Agpomopikéc .
Etoupiec
Etaipieg .
Enevdvoemv .
>opupovirot
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Ta XapoKTNPLOTLKO TWV

YNPEOLWV KAl OL ZUVETIELEC TOUC

ADAOTNTAL: OL UTINPEDLEC O€ yivovTal avTIANTITEC pe TNV adn 1 TS aloBnoeLg, pe Tov (&Lo Tpomo mou
yivovtal ta puoikad ayaba

=> nipofAnpata afloAoynong

Adlatpetotnta: aduvapio Stoaxwplopol TNE mapaywync TNE UTNPEciag amo Tov TOMOo KATAVAAWONC,
NG MOPOYWYNG TNG UTINPECLOC ATtO TN CUUUETOXA TOU KATOVAAWT OTNV TTopoywyr), Ko Twv
EUTTELPLWV TWV UTIOAOLITWYV KATOVAAWTWVY TTOU Ttapeupiokovtat otn dtadikaoia tng mapaywyng ano
TO TEALKO ATTOTEAECA TNC TIOPOYWYNG

=> npofBARpata dtatipnong notdtntag Kat aduvapio SOKLUAC PV TRV ayopa

Etepoyévela: aduvapia cuoTnUaATLKOTOiNoNG TNG TOLOTNTOG
=> uoKoAia otn dtatipnon Kot Tov EAeyX0 TNG IMoLOTNTOG

DOBaptotNTA: OL UTtNpEciec Sev pmopouv va anobnkeutolv Kat N Suvaplkotnta mou dev
a€LOTIOLE(TOL TIPAKTIKA XAVETOL YLOL TNV ETXELPNON

=> §UOKOAN aAAa anapaitntn n e§lcopponnon npoodopdg kat INTNong

Aduvapia Ktiong

=> {nTtpota avttAappavopevng agiog ano tn cuvaAiayn 17
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[MpokAnoelc kat MpoPAnuota

yia tTn Aloiknon twv YINPeoLwY

Aduvapia arnobnkevong

Aduvapia tpootacioc ano MATEVTEC

AvokoAia otnv avakoivwon-petadoon mMANPodopLWV OXETIKA UE QLUTEC

AvokoAia xapaénc TILOAOYLAKNC TLOALTLKNG

AvayKalOTNTO CUMHETOXNG TOU TEAATN — KATOVOAWTH

JUMHETOXA AAAWV TIEAQTWY - KOTAVAAWTWY OTNV «TtopoywyLkn» dtadikaocia
AvokoAia eEumtnpETNONC LG YEWYPODLKA SLACTIOPTNC ALYOPAC

Aduvapia emitevénc evoc cuoTAUATOC TAPOXNC TNS uTtnpEeoiag mou Ba dtaodalilel

v 100% tumornoinon tng umnpeciag

18



To Miyua MoapKeTLvyK

yLa TLC YINPEGOLEC

The service product
Pricing

Service distribution
Promotion

Physical evidence
Process

NS U kAW

People

19
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r The origin of marketing.




Value creation for customers
is leading to customer satisfaction
which in turn enhances customer loyalty

purchase more

—>
Loyalty
Path analysis for loyalty metrics: & I I.I
Pearson Correlation indices (r) YARA @ HEM PEL S the rc.are

Knowledge grows

EUROPEARMARKERI NG ACADEARY m




Omnoate tL eivo n plthocodpia HAPKETLVYK?

“The aim of marketing is to know and understand the customer
so well, that the product or service fits him and sells itself”

Peter Drucker

C Create

C Communicate
D Deliver

V Value

C to Customer
P Profitable

George Avlonitis



AEIKTHZ IKANOMOIHZHZ NEAATQN

Ewova
IIpocdoxisg mehdn ¢ .
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AvtiopPavousvn mowdtta T :

(TpOidVTL/ et td Yo PUKTPICTIKG)

AvitopPovousyvn mootta

(vmnpecisy/slumnpénon)

To Movtélo ECSI (European Customer Satisfaction Index)

- H dtadopad petafl Twv mPoodoklwy Tou TEAATN Kal TN avTlapBavopevnc molotntag kabopilel tnv avtiAnyn yia tn

oxéon o€loG-TIUNG-TIOLOTNTOG

- H avtidapBavopevn molotnta Kol n ETaLpLK Lkovag emdpouv aneuBeiag otnv kavomoinon Kol oTnV moToTnTa ToU

TEAQTN

- H wawvormoinon tou meAdtn ennpealel BeTIKA TO eMmimedo MLOTOTNTAC KAL APVNTLKA TN ouxvotnTo EUPAVIONG

TIAPOTIOVWV OO TN HEPLA TWV TEAATWY

- H miotétnta (katavoAwtiki niotn) nmpoodlopilet kat mpoodlopiletal amod tnv npobeon enavayopag kot mpobeon 73

ouotaong, KaBwe Kat anod to VP og ayopwv



OmnMoOtTE NWCE KAVW HAPKETLVYK?

AvTiAnwn Tou MeAaTn

R Research

S Segmentation

T Targeting

P Positioning

MM Marketing MiX (product, place, price, promotion + additional Ps)

| Implementation

C Control

George Avlonitis 24



Marketing & Customer Relationship Management

[Tora givar n Baoikn oiapopda??



EeKLVAEL va OKEDTETAL LD amAvTnon o€ €va TTPOBANUa.. Le TN AEEN...

????? ... e€apratod...



The quality of marketing planning decision
depends on the quality of the information they are based

.

psssrs \  THREE HUNDRED
WHAT'S | ~ BILLION GAZILLION.
746 X

o, THANKS TR

THE BIG HgLP d

THATS A THREE, FOLLOWED BY
85 ZERCES.




The Drop Block Problem

What will happen to the block of wood when
the person lets go of it?




The block will drop down as it is drawn to earth by gravity




... S0 long as the person is on earth.



It will float up if the person is under water.




And it will go nowhere (or a little bit sideways?!) if the person is in space.



Play the game you can win!!

Manchester United Vs Chicago Bulls




If we are not customer driven, our cars won't be either

Donald Peterson, former CEO, Ford Motor Company

«OL eTapeiec bev umopoUv va mPOCPEPOUV Epyaciakn aoc@palseia. Movo ot

eEAATEG urropouv!»

«Av 8e oKEpteoal Tov meAdtn, TOTe &€ OKEPTEOQL!»

Jack Welch
C.E.O tnc General Electric

H évvoia tng aéiag otov meAdtn



Zuvoyn: n €vvoid TOU HAPKETIVYK

Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering,
and exchanging offerings that have value for
customers, clients, partners, and society at large.

American Marketing Association

Marketing Myopia

e

id not come

. light did
he elecric 19" improvement

continuous | ’
of candles

from the

(Oren Harar)

H @piAocopia Tou MApkeTivyk

- EniTeugn enixeipnoiakwv oToXwv

- Ikavonoinon avaykwv NEAaTwV

- Ikavonoinon avaykwv KaAUTepa and Tov avtaywviopo

(AvTaywviaTikO nAeovekTnUa = Alagpoponoinon - Hyeoia KooToug — EoTiaon)

- Anuioupyia pakpoxpoviwv oxéoswy, motoTnTac (Relationship marketing)

- MpooavaToAioPOC NPOC TNV ayopd £vavTi TOU NPOoavaToAIoPou npog To
NpPoioV N TI NWANCEIC

- H @1Aooogia Tou JAPKETIVYK oQeiAel va dIEnel OAN TNV EMIXEipnon

- H spappoyn Tou JAPKETIVYK OPEIAEl va €XEI BETIKO KOIVWVIKO NPOONKHO




MpocavatoAlopoc otnv Ynnpeoia:
S-D Logic & Servitization



H Aoyikn tn¢ Yrinpeotiag

The Service Dominant Logic

Mia oxXetTika véa TPoaoEyyLon otn Bewpila TOU LAPKETLVYK N OTIoLal EKAVE TNV
gudavion tng to 2004

MpoodEpel pLa EVAANOKTLKN TIPOCEYYLON TNE Evvolag TG avtaAAayng Ko Tng
dnuovpyiag agiag, Baollopevn oe AUAOUC TTOPOUC KOl OXETELCG

ErtikevtpwveTal otnv WOEa OTL N ultnpeoia — n aflomoinon texvoyvwolag Kol
LkavoTtATWY yla tn dnuoupyia afiag — eival n faon OAWV TwV KOWVWVLKWY Kall
OLKOVOULKWY CUVOAAOYWV

Mia armo Tig BaolkEG TNG APXEC lval n évvola Tng cuvdnuiovpyiag tng agiog ano
ToV armodEKTN TG unnpeoiag pall pe tov mapoxo

37



H Aoyikn tTng Ynpeolog

The Service Dominant Logic

The core foundational premise of service-dominant logic is
based on the idea that...

service is the basis of all exchange
and thus all economies are service economies

and all businesses are service businesses

Vargo and Lusch 2004

38



[MpooavatoAlopoc otnv Yinpeola:

Ertikevtpwon otnv lNapoxn NUoEwvV
kat oyt lpoiovtwv

- H mapoxn ayoBwv LETATPETETAL OE TTAPOXA UTINPECLWV HECA OO
npoiovia

»  [AEV ETUKEVIPWVOUOOTE O0TNV WANON TIPoilovIiwyv aAAd otnv mapoxn
OAOKANPWHEVWV AVOEWV TIOU cuvaroteAolvtal amo PoiovTa Kol

uTtnpeoiec (case api)

+ Avaykoia mpolnoBeon autrg TNG MPOOEYYLONG LVl N EMUKEVIPWON OTOV

NEAATN, OTNV TAAPN KATAVONGON TWV QVAYKWV TOU KOl OTOUG LNXOVLIOUOUC

Ttou dnuLoupyouv asla yLa Tov meAatn

39



[MpoocavatoAlopoc otnv Ynnpeola:

SERVITIZATION

210 enikevtpo Bploketal pia Baokn WOEa: n Eévvola tng mpocodopag mouv
METOUOLWVETAL 0 WPEAELA yLa TOV TtEAATN pPEca aro pa dtadkaoia
dnuloupylacg agiag

Mo val eTiiteuXOel 0 MPooAVATOALOUOC OTNV UMNPEcia, anapaitnto
OUOTOTLKO OTOLYXELO €lval Eva ECWTEPLKO KLVNTPO MOV aviikatomntpiletol
OTO ETOLPLKO OPOLLOL TTOU KLVNTOTIOLEL OAOUC TOUC EpyalOEVOUC KoL
amnoteAel Tn faon tng dnuoupylacg alac yia tov meAdtn

40



Emikévipwon otov MeAatn Ko
Katavonon tn¢ Altadikaotog
Anuwoupyiac Aélac yia tov
MeAatn



Anuuovpyia Aétac yia tov MNeAaztn

H o Baoikn Asttoupyla pLog emxeipnonc eivat n dnuiovpyia kat n
dlatipnon apolBaio EVEPYETIKWV OXECEWV, ELOLKA PE ETIAEKTOUC
TEAATEC

AUTO TTOU 08NnNYEL O€ EMTUXNHEVECG OXEOELC Eivarl n apdidpoun dnulovpyia
aiac:

0 TIEAATNC ELOTIPATTEL alal Ao TNV eMXeipnon Kot n oo auvtn
LLETOUCLWVETOL O€ afla Kal yLa TNV enxeipnon pe tn popdn avénUevng
kepdodoplac Kat emTuyiog

42



Tpomot Anpoupyiag Afiac yia tov MeAatn
NnA
AUEB

1. Baloupe tov meAdtn oto emikevipo

2. Kdavoupe tnv e€umnpetnon Kal TNV LKAVomoinon Tou meAATh
TMPWTOPXLKO OTOX0 OAWV TWV EPYULOUEVWV

3. Ailvoupe épudaon otnv evouvaiodnon
2. Kavoupue ta npayupota eUKoA



Juunepidpopa Katavalwtn
OTLC YIINPEGLEC



YUVETIELEC o€ Emimedo ZupumepLdpopac

KatavaAwtn oto Xwpo twv YINpeowwy ona

® [lw¢ Ta olaitepa XapAKINPLOTIKA TWV UTINPECLWYV EMLOpOUV OTN
OUUTIEPLPOPA TOU KATAVAAWTH KOL TTOLO TO OMTOTEAECA TOUC;

® [loleC oL oNUAVTIKOTEPEC SLaPOpPEC 0TN CUUTIEPLPOPA TOU KATAVOAWTH
HeTasL ayaBwv Kal UTINPECLWY;

® [1OLEC OL CUVETIELEC VLA TLC ETILXELPIOELG-OPYOVIOUOUC TIAPOXNG UTINPECLWY;

45



Avvatotnta/BaOuadc Atepeuvnong Mpoiovtwy

Search, Experience, Credence Attributes onA

1.  XOpOKTNPLOTIKA TTOU ETULTPEMOUV TNV Apeon Slepevvnon (search) kot aéloAoynon mpLv
TNV ayopad touc (m.X. autokivnta, pouxa)

2. XopOoKTNPLOTIKA TIou TtPoUMoBETOUV TNV ayopad (experience) TIPOKELUEVOU Va. Yivouv
KOTOLVONTEC oL LOLOTNTEC TOUC (TT.X. KOUpPEUA, SLAKOTIEC)

3. Xapoktnplotkd rtou dev eivat Suvato va aflodoynBouv akopa Kol LETA TNV ayopad
KoL xprion (credence) (r.x. oppaylopa, service QUTOKLVATOU)

=> H afloAoynon Twv mpoiloviwyv armo ToUC KATOUVAAWTEG YiveTol OAo Kot SUCGKOAOTEPN
KaBwc KlvouvTtal amo mpoiovta Tne katnyopiag 1 oe mpoiodvia tng katnyoplag 3

=> Tal XELPOTILOLOTA OVAKOUV KUPLWG oTn Katnyopia 1 evw oL UTtNPECLEC OTLC
Katnyopieg 2&3. To yeyovog auTto KAVEL TOUG KATAVAAWTEC va XPNOLULOTIoloUV

SladopeTikEG SLadilkaoieg a&loAOynong amo AUTEC TTOU XPNOLUOTIOLOUV YLo Ta
ayoBa

** kpunpla aéloAoynong umnpeoiag?

46



OIKONOMIKO
MANEMIETHMIO
AOHNAON

ATHENS UNIVERSITY
OF ECONOMICS
AND BUSINESS

MOApKETWVYK YRINPECLWV

Customer Experience &
Customer Service
Excellence



NMOIOTHTA & APIZTEIA
2T12 YINHPEZIE2



Aoknon: The Best of Times and

the Worst of Times

v AvoKoAEoTe BETIKEC
EUTIELPLEC WC TIEAATEC
UTTNPECLWV

v ALleupeUVNOTE Kall
aéloAoynote TouC AOyoug
TTOU €KOAVAV QUTEC TLC
EUTIELPLEC TOOO DETIKEC

+ AVOKOAEOTE QLPVNTLKEC
EUTELPLEC WC TIEAATEC
UTTNPECLWV

+ ALEUPEVVAOTE Kall
aéloAoynoTte Toug AOyouC
TTOU EKOQVOLV QLUTEC TLC
EUTIELPLEC TOOO APVNTLKEC

49



[Moltotnta otic YINPEOLEC

“+*ATTO T OKOTLA TOU MAPOXOU THG UMNPECIAC, N TIOLOTNTA TNE UTINPECLAC EXEL VAL KAVEL
e TO BaOUO oTOV OTIOLO TAL XAPAKTNPLOTLKA TNG TOPEXOUEVNC UTINPECLOG
avtarmokpivovtal otic mpodlaypadEc mou £xeL BEoeL N eTalpia

“*AnoO TN OKOMLO TOU KATAVAAWTH, N TIOLOTNTA TNC UTINPECLAC EXEL VO KAVEL LE TO BaBuO
OTOV OTtol0 N TOPEXOUEVN UTINPESLA KAAUTITEL } UTtEPPaLiveL TIC TtPpoodoKieg Tou, Kall
avTKkatomntpiletal oto BaBuod tkavormoinong mov npoodEPEL

“Kata ouvEmneia, n moLoTNTA TNE UTtNPECLOC E(VOL TILO CWOTA ELOWUEVN WG N
avtAauBavouevn molotnta tnG UTtNPECiog Kat oplleTal we To emninmedo tng umnpeoioag
TIOU KOAUTITEL 1} UTtEPPaivEL TIC TIPOOSOKIEC TWV TTEAATWV

50



Alaotaoelc MNMowotntog TnC Ynnpeolog

[ToLOTNTO TOU OTTOTEAEOUATOC
Reliability dimension - outcome quality

Mowotnta tne dtadkaoiog
Process dimension

EioTE IKavonoinuevol Je 99.9% eninedo noioTnTag???

51



H etalpeia pog eival tkavormoLnpevn He 99.9% molotnta UItNPECLWV. ..

AV 10 99.9% elvol AodEKTO TOTE...

1 NEOTENNHTO NAIAI KAGE TPEIZ HMEPEZ 2THN EANAAA OA AINONTAN ZE AAOOZ TONEIZ

200.000 AITHZEIZ —ETTPA(MA TO XPONO ©OA XANONTAN 2THN EQOPIA

35 TOYPIZTEZ THN HMEPA NOY ENIZKEMNTONTAI THN EAAAAA OA ENAIPNAN AAGOZ MNTHZH

4.370 EKKAOAPIZTIKA THZ EQOPIAZ OA X TANOYN ZE AAOGOZ AIEYOYNZH EXONTAZ AAGH 2THN EKKAOAPIZH
2.000 ZYNTATEZ DAPMAKQN TO ETOZ OA EIXAN NAGH

1 AEPONAANO MNMOY NPOZTEIQNETAI KAOE TPEIZ HMEPEZ 2TO «EA. BENIZEAOZ» OA KINAYNEYE ME 2YNTPIBH
1.200 NIZTQTIKEZ KAPTEZ OA EIXAN AAGOZ TA 2TOIXEIA TOY KATOXOY TOY2

lewpylog Audwvitng
(Aloiknon Mapketivyk ylo NMwANTEG)

eLearning OwkovoptkoU Maverotnpiov ABnvwv | Katdption Atavikwv NwAncewv —
I.N.E. - Z.EAA.N.E.



SERVQUAL: Baoikeg Ato.otaoelg Metpnong

NG Mowotntag tnG Ymnpeoiog onA

XELPOTLALOTA OTOLXELQ TTOU GUVOSEVOUV TNV UNnpeoia
—  EyKaTtooTtAoelg

— E¢omAlopog

—  Epdavion tou mpoowrikou

Alomotia

— Avvatotnta anodoong tng umnpeoiag pe akpifela katl aglomiotia
AwaBeopotnto/Badpoc avtanokpLlong

— [pbBeon / d1dBeon epyalopévwy va eEUTINPETHOOUV TOUC TTEAATEC AUECA KOLL
OTIOTEAECHATLKA

Eprmiiotoouvn/aioOnpa aocpaAeiog
—  |kavoTNnTEC, YVWon Kol EVYEVELA EPYALOUEVWV
—  lkovotnta Twv £pyalopEVWY VO EUTIVEOUV EUTILOTOOUVN

Katavionon neAatwv - EvouvaioOnon
—  E€atopikeupévn mpoooxn Kal EvOeLEn mpayUatikol evolapEPOVTOC yLa TOV TTEAATN

Berry, Parasuraman kat Zeithaml| (1985)
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The Service Quality Gap Model

MNpocdokwpevn
MeAatng E§unnpétnon

Avtidapupavouevn
Eéuntnpétnon

Etaipia

Npoodepopuevn
E€éuntnpétnon

Gap 7

Erwowvwvia pe
KatavaAwTtEg

T

Gap1l
Gap 3

Npodiaypadéc Mowdtntog

Gap 2

AvtiAnyn Awoiknong ya
Mpocdokiec MNeAatwv

Gap 4
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H AAuoida tnc Aélog

Mool YynAn Nowdtnta :
f IKavomotnuevol
Epyaldpevol - Ynnpeouov ‘

NeAdtec
Ikavomolnpévol Mwotol
Epyaldpevol NeAdtec

OsTIKO

EcwTePLKO — DN Ko
KAipa Kepbdodopia
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Alolknon tn¢ MNMowotntog:

Emtttuyyavoupe povov o,tL Metpape

@&oron npodiaypadwv

Enwkowvwvnon twv npodlaypadwv autwyv 0€ OAOUC TOUG EPYAlOUEVOUC

TomoB£TNON HNXOVIOUWYV HETPNONG TNG anodoong otn Baon Twv
npodlaypodwv aUTwV

KaBoplopog unxavicpwyv avadpaong kat dtabeon yia anodoxn
oAy wv
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SERVICE EXCELLENCE:
DELIVERING EXCEPTIONAL
SERVICE QUALITY

57



Service Excellence Means...

= Doing ordinary things extraordinarily well

» Going beyond what is expected

= Adding value and integrity to every interaction

» Being at your best with every customer

- Discovering new ways to delight those you serve

- Surprising yourself with how much you can do

+ Taking care of your customer like you would take care of a loved one
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2npovtika intpota otnv Mopoxn

Aplotnc Epumerpioc MeAatn

Mpoowrnornoinon / E€atouikevon

Entidelén Akepadotntog

Awaxelplon Npocdoklwv

Ertituxnc Emtiduvon MpoPAnuatwv
BeAtiotomnoinon Xpovou kat MpoomndBeLog

A A T o

EvouvaioBnon

https://www.youtube.com/watch?v=WT1EqycVETA
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MpocéEyyion

Mpoodlopiote TNV KOUATOUPO TTAPOXN G UTINPECLOC TToU BEAETE va 00C
XapaKTnpLlleL: Tola eival ta Tpla mpaypata touv BEAETE oL TEAATEC OOC VAl
AEVE yLOL TNV EUTIELPLO TOUC LE E0AC;

Anplovpynote T KatdAAnNAec cuvOnkeg: emAEETe avBpwTLVO SUVOLULKO TTOU
VOl UITOPEL va uTtooTnPLEEL auTH TNV uTtOoYXEOoN AL

[MpoeTolAOoTE TOUC avOpwWIoUC oac: eKMaldeVOTE TOUC KATAAANAQ KoLl
OUVEXWC

Metpriote tnv anodoon: av KAmoLloc Sev Ta KATadEPVEL, TOU TIPOOPHEPOUE
ETUIMAEOV UTIOOTNPLEN KOl KATELBUVON... AV KATIOLOC TIPOLYLLOTLKAL TOL TLALEL

TtoAU KoAd tov erBpoBevoupe

https://www.youtube.com/watch?v=enkws35tioY



Ecwtepkr) KOUuAToUpa TPOCOVATOALOUEVN OTN ouvexn BeAtiwon

Epyalopevol xopoUpevol Kol ipoBbupot va Swoouv Tov KaAUTEPO
£0LUTO TOUC OTNV €EUTINPETNON TOU TIEAATN

Hysola mou emidlwkel va Swoel To mopadeypa Kat oL Hovov va
eAeyxeL ad’vPnAou
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Ta 4 Itoweia mov Odényouv ce

Aplotn NMNapoyxn Yrinpeoiog

1. Delivering the promise
2. Providing a personal touch
3. Going the extra mile

4. Dealing well with problems and queries
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To Puzzle tn¢ Aploteiag e

OrNnA
AUEB

Emituxng
Sdlaxeipion tou
avOpwrivou

opayovta

'vwon tTwv
OLVOLYKWV TWV
TLEAOLTWV MOC

Service
E¢umvn Excellence
Slaxeipion Twv
UALKWV
OTOLXELWV

MpooekTikn
Sdtaxeipion tn¢
ooTuYioG

Entitevén
LKAVOTTIOLNONG
kot adooiwonc



Tpomot Anpoupyiag Afiac yia tov MeAatn
NnA
AUEB

1. Baloupe tov meAdtn oto EMIKEVTPO

2. Kavoupe tnv e€unnpEtnon Kal TNV LKavoToinon Tou meAdtn
TMPWTOPXLKO 0TOXO OAWV TWV EPYALOUEVWV

3. Ailvoupe €pdaon otnv evouvaiodbnon

2. Kavoupe ta npayupota eUKoAa
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CUSTOMER LOYALTY LADDER

Yroyndrog NMNeAdatng

NeAatng

Taktikog MeAatng

Muotdc NeAatng



Remember ... 3
if you want loyalty.. get a dog p—
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BIG PICTURE...

It's all about the relationship!

{i
>

Epmiotoolvn  Emkowvwvia Euriotoouvn  Emukowwvia

A¢opeuvon ylo...
Kowol otoyot KEPSOG
(Value)

Aéopevon yo...  Kowwvikn
kown Twn uTtooTNPLEN

Etapikn

Kowol otoxot ,
umootnpLn

(Weitz et al. 2000)



ENMITEY=H API2TEIAzZ:
MEAETH NEPINTQ2H2
FISH STORY



OIKONOMIKO
MANEMIETHMIO
AOHNON

ATHENS UNIVERSITY

OF ECONOMICS
AND BUSINESS

MOApKETWVYK YIINPECLWV

Customer Journey Mapping:
AvaAuon & Aloxeiption tng
Epnelpiog MNeAatn



BUILDING A GOOD CUSTOMER EXPERIENCE
DOES NOT HAPPEN BY ACCIDENT...
IT HAPPENS BY DESIGN

Claire Muscutt



Design Thinking:

Outside the Box Thinking

Design thinking is often referred to as ‘outside the box’ thinking, as designers are
attempting to develop new ways of thinking that do not abide by the dominant or

more common problem-solving methods

Design thinking is essentially a problem-solving approach, which combines a user-
centered perspective with rational and analytical research with the goal of creating

innovative solutions

Asking the right questions and challenging assumptions is at the heart of design
thinking

The intention to improve products by analyzing and understanding how users
interact with products is also at the heart of design thinking
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Design Thinking Phases

Empathize with your users

Define your users’ needs, their problems and insights

Ideate by challenging assumptions and creating ideas for innovative solutions
Prototype to start creating solutions

Test solutions

Stanford d.schoal Design Thinking Process




CUSTOMER EXPERIENCE



Customer Experience - CX

H ouvoAikn avtiAnyn tou EAATN YL TNV EUTIELPLA TOU HE ULOL ETILXELPNON,

LLLOL ETMWVU LA ) €va TTpoToV

Eivat to anotéAsoua OAwV TwV ENAEPWV TOU TIEAATN UE TNV ETIXELPNON,
aro tnv avalntnon oto dLtadiktuo Kot TNV ThAEdWVLIKN emadn LEXPL TNV

TToPOXN TNG UTINPECLOC N TOU TPOTOVTOC KAl TNV OAOKANPWON TNE EUTIELPLOC

[MA€0ovV n enitevén HEYLOTNE LKAVOTIOLNONC KOL TILOTOTNTOG TIEAQTN TIEPVAEL

LEoA ATtO TNV Aplotn Staxeipton tTN¢ CUVOALKNC EUTTELPIOC TOU TTEANTN



MaBnua (wnc..

Vision without Action is a daydream..
but Action without Vision is a nightmare!!

Benson Shapiro



re
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Do
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experience
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H Znovdatotnta tov CX

81% TtwV OTEAEXWV OE TIAYKOGULO ETtiedO
SnHLOUPYOUV TO AVTOYWVLOTLKO TOUG
TMAEOVEKTNUO O0TN BAon TNG EUMeLplag TTEAATN
(Gartner 2018)

H dnuoupyia BeTIKAC
geumnelplac meAatn eivatl avtn I
OTLYMN N VOUUEPO Eva
NMPOTEPALOTNTA TWV
ETLYXELPNOEWV OE O\o ToV KOOMO H SLEPEUVFIOT] ¢ Eunglp(aq
(Roggenveen et al. 2020) / / /
TLEAQTN ATTOTEAEL TTAYKOOULWG
EPEVVNTLKNA TPOTEPALOTNTA
(Mahr et al. 2019)
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MNQz MNOPOYME NA AIAXEIPIZTOYME
THN NMOAYNAOKOTHTA
TH2 EMMNEIPIAZ TOY NEAATH;

( ANALYSIS )
SPARALYSIS




Awaxeipion tn¢ MNoAumAokotntog 6A

AUEB

« Katavonon tou npodiA Twv meAATWY oG

« [AQPNC Katavonon TN MPOYLOTLKOTNTAC LECA ATTO TO LATLOL TOU TIEAATN
« Katavonon tTwv ovaykwy, TPoPANUATWY KAl TPOTILACEWVY TWV TTEAATWV
« Katavonon 6Awv Twv otadiwv TNG EUMELPLOC TOU TTEAATN

« AvAAuon OAwv Twv oToLXElwV Kal onpelwv emadnic (touchpoints) mou

OUVOETOUV TNV euTELpla TOU TTEAATN
« ETukEévTpwon oTLC OKEYPELS KoL Ta ouvaloBripata

« Anuwoupyia customer journey maps



ANAAYZH &
XAPTOMPA®HZH TH2
EMIEIPIAZ NMEAATH



Customer Journey Maps

Find Follow u
Decide it’s Search for headphones Buy Headphones Store Eroin P
time for new headphones on sale at an et iones arrive replaces G DT
headphones online e-commerce P DOA headphones ,
store service

ee

https://www.youtube.com/watch?v=IBF2dwCP80Y
https://www.youtube.com/watch?v=mSxpVRo3BLg
https://www.youtube.com/watch?v=3bdjeBDHdrM
https://www.youtube.com/watch?v=A2LFJF1SUBg




R:EE S to create

a customer journey map

2. 4. 6. 8.

Create user User reseqarch can Chaose the Informa- Make your user
personas help you flesh out tion you wish to journey map

your ideas

emphasize

1. 3. S. 7.

Conduct an initial Make an Identify avery Choose the tools
brainstorming empathy map passible customer you'll need to develop
meeting with touchpoint your Customer

team members Journey Map



2TOoLYEla TTOU ZUVOETOULV TAL

Customer Journey Maps

Persona

Timeline

Customer experience stages
Touchpoints

Customer thoughts
Customer emotions

Opportunities/ideas for improvement

o oo o]

Choesing  Opening Entering  Discovering  Inserting
efoodApp  efoodApp  theaddress  dealsofthe  filterseg
day “Pizza”

Restaurant
ction

Dt of e iy

Looking e Lookngforspeed ot enough
easrass and e of e s &
ascouss

Losking for 3 aram
seection of gt

Losking for 3
large seection
oFfners

Use sunzmanicaly Otar a tager
inAdvrking  platicrm smple e "eckie oty of dal selection of
and user andy and dcsunis ivers calliorated

Omar s e
decsion.

Ordering

) & v /

Adding to
eart

Ganctmion
pratess sk
mueh time.

Payment rder Qrder Customer
Method (nmnlelinn Support
= via e-mail

- oW

Walting for

Food
the order Enjoyment

tapng
Daliry Paricn

ey and Naghins clude or ot

s5p the custamer
[T
ambedsod in the elosd
e

Feedback
Rating

Twaneafas,
easy ratirg,
process




Customer Experience

Customer Journey Maps

Touchpoints

Thinking & Feeling

Recommendations

Tours detail 7]
@ PFre-sales support
channel 7

Tour booking page [{]

« Lack sophisticated tour

searching [ [

« Brochure not printable

&

« Lack realtime support

channel [ 7]

» Mo way to compare

tours [& <]

Tour booking page 7]
Company apps 7]

Complicated booking
process [A [
Unable to book via
smart devices [#] F]

Tickets details page ]
Tour details page 7]

Mo direct way for
printing tickets [ ]
Lack recommendation
that aids the
preparation [ [x]

Lack travelling
information (local) [ &

= LUnhappy due to being

@ Tour guide 7] Photo album 7]

« Delighted when

persuaded to buy receiving the album [
EXPENSIVE Souvenir [f ]|
i)

« lUnable to communicate

with local people [ ]

Ideas for Improvement

= Supports advanced

searching [

s Support printer-friendly

brochure 7

« Support more sharing

opticns for tour details
pages [

« Support WhatsApp [#
s Allows comparison of

tours [

Simplify the page flow
of booking [#

Add hints te fields [
Support booking via

apps [4)

Support a direct print
function for tickets [
Provide a planning
checklist [

Shows how to travel to
the airport [#

= Train the tour guide for

« Easy album sharing 7]
+ Account based album
collection [#

better communication

skills [

+ Ensure that the tour

guide knows the
language required to
communicate with the

local people &



1. User action 4, User action 6. User action 7. User action
2. User action 5. User action 8. User action
3. User action 9. User action

[ User Thoughts

User Thoughts ]

{ User Thoughts

User Thoughts ]

User Thoughts

User Thoughts ]

{ User Thoughts

User Thoughts
User Thoughts

Opportunities Opportunities Opportunities Opportunities




Before Consultation

During
Consultation

After Consultation

Doing Reach clinic on way to
office and park
vehicle.

Feeling Anxious to meet doctor
quickly as | have to go
to office.

Thinking Difficult to park my
vehicle as the clinic
does have parking
space.

Interactions Parking staff is not

with Staff available. Hence, | had
to park the vehicle on
the main road.

Environment

Ambience

Takeaways

Opportunities

Meet Front Desk
staff.

Seeing the long queue
of 20 patients
worries me.

Not sure whether |
should wait for my
consultation or visit
another doctor.

Front desk staff was
busy entering details
on her computer. Did
not have time to look
up and ask for my
name.

| did not find any
magazines or
newspapers to read
as others in the
queue were already
reading them.

Meet Doctor.

Really tired waiting at
the reception for 45
minutes.

| hope the doctor does
not ask meto go to
the lzb to take tests.

As | was the last
patient, | was not sure
how much time the
doctor had for
consultation.

Doctor was friendly
and he quickly asked
about the symptoms
and wrote few
medicines.

The room had only
one chair for the
patient. However, the
chair was very
comfortable to sit.

Purchase medicines
at the pharmacy
store next to the
clinic.

Had to wait longer at
the pharmacy store.

Should | purchase
the alternate brand
or purchase from
another pharmacy
store?

Staff suggested that
they could deliver the
specific brand noted
on the prescription
within the next few
hours to my home.

The pharmacy store
was air-conditioned
and there were
separate counters for
prescription and
billing.

Leave clinic.

Relieved to leave the
clinic after an hour.
Hope that traffic to
office does not
increase.

Check with my
colleagues as to
whether there are
clinics nearby to my
office.

Follow-up from
clinic.

Surprised to receive
an SMS from the
clinic asking me how
was | feelingand a
healthcare tip
related to my
healthcare issue.

Plan to recommend
this clinic to my
colleagues.
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Elvan Azutépa mpwi. H
Mehiva Eunvaet oTig
7:00my, erowdletol,
UMOIVEL OTO msxagran
iz v EvnueEpBEl Ko
otig 7:45 Byaivetand to
onin.

Mepnotas: péxpt ta
Metpd Xahavbpt. Lto
Lovraypa aAhalet
ypappn pETPG Kal
anofialeTal oto
oTaBpo Zuyypod ¢iE.

Mnaiver oo KoTdompa
fpnydpng mou Bpioketal,
atnv €080 Tou MsTpd,
atnv 0do Luyypou 72,

Npoywpast 1o Siabpopo
TOU PaynTel Kal
onopoacilel T ba
napayyeihet. {fuvidug
QNOPACIoEL GO

npw)

MNapayyelvelto
KOBIEQWHEND YEHIOTO

Kouholpt g€ yahomotAa,

NaipveL TO KOuAoDPL KaL
MPOYWPAEL MPOg TO
TopElo.

OTavEL 00 TapELD,
MaPaYYEAVEL TOV KOPE
Cappuccino OKETO Kau
MANPWVEL TV
napayyehio me
avénaya pe To apple
watch 6710 TEQHATIKO.

Npoywpdst oo néoto
T0U Kaé Kou biver
napayyeAio g oT0
barista.

Nepipével va eTopacTel
0 KOpES TNG.

Nopahappave: Tov Kape
™, ELyapioTel Tov
barista kot Byoivet ono
TO KOTAOTHA.

Nepnardel 100m, gravel

T HOLAELS TG,
Kotavahuwvel Tov Kape
KQLTO MPWIVe TS Kat
EVNUEPWVETAL Y10 T VED
péow fb & sites.

Mnaivel oo Instagram
Tou Mpnyopn, avepalel
pie pwroypayio pe 10
TIPWIVO XTI TO YPOYELD
g, pe ™ Aedavra O
Tpnyopng pou épTiage
Hépa®

Noota ko nelva

'z thinking & fee

NuoTto, fraolvn kot
ayxoc

')

Buxabvn kot npocpovh

Biaauvn, mpacpovn Kot
olKEOTNTa

Biagtvn, mpoopovn Kat
CIKELOTAT

Biaolvn, mpoopovh xat
OIKELOTATA. Anopia yiaTi

fev undpyet loy
npdypappa.

Nuwger peyakitepn
OLKEWOTNTO WE TOV bansta
{apieTnon nov a
TIApPE TOV KOYE TG,
Nuwéet avunopovnaia.

KQLE

Bapepdpa, flaclvn,
Evigyuon Tou ayxo
pAnWS cpyRoeL Kal
KoBuGTEPAOEL TNV
Souheld.

N

Xapd kat aiabnon
nAnpémTas

Ikavonolnon
avakolpion Kat
andhavon Tov mpuwivol
G- IXEYEIS Vi TOV
TPOYPOUHETIORS TG
npépag Kot Tou
pecnpeplavol Tng
(mapayyehia)

NiwBet yopd nou
avepalet wpaio
TIEPLEYOHEVO KaL O
Tpnyopne péoa oe 5' Exet
avobdnuooielos To post
mg. Qotéao, viwbet
anoyontevan mov &
pnopei va K&VEL review
NV nopayyehia pécw
rating system.

nstagram ads péow
mobile

Ads/ notffication péow

mebile

Eloobog kataatApoTog

Aidbpopog mpag 10
noaTo T0U YaynTod

YraAAnheg paynrol

Taplog

Barista

Xuipog avapovig
ETOIUGGIAG TOU KOPE

Barista xow notipL Kapé

Fb & GON ads, péow
laptop

Gregorys's Instagram
profile

of Improvment

Facebock xat GON SMS n mobile notification
Advertising yio 1o yix review g

gregorys eorder, WOTE va napayyehiag g pE
TPOYPOUMOTIOEL V& KOVEL kamolo offer incentive
online napayyehio Yia TNV ENGpEVn
delivery To peonpeplave igkewn f v online

Evnuépweon ond Yndpén digitzl signage
ofovay pe duvatdTnTa

eyypagng ato loyalty

0 bansta va ypoweL pe
MpOGWTONOMEEVD
Ppdon navw oTo totripl
programme f duvatémra Kahnuépa Mehiva* ka
noiyvibiol evég quiz VO OMOYIPETAGEL PE
game, pe kAfpwon LeaTo yapoyehe

Npocwnonoinpévn
unahinho Topgiou yia £mkovwyia ond barista,
loyalty programme kai uE yapoyeho kat
npovopiwy yypapnc EVEPYEWX

Eibikég onpavaelg oto
Siddpopo pe v
npoidvTa

Kapnavia notification
ong 8:15np pe Gregory's
offer yix mapahopn pe
take away

Mposwnonoinpévn
EMKOWWVi ané Tov
unéhAnAo payntod Kat
Yapobpevog Tovog
PWVAG (OYETIKES
NPOTATEL] VEWY

Instagram Advertising
KOMMAVIES PE content
breakfast

Evioyuon npofoArg
Kémoiow véou npoidvTog
atnv eloobo A éva pikpd
KEépaopa anod undAAnho
atnv eisobe




B .

ITAAIA
EMMEIPIAZ

TOUCHPOINTS

IKEWEIX &
IYNAIZIOHMATA

EYKAIPIEL/AY -
NATOTHTEL

exeCUtiv

Natalia, 35

AievBuvTtpia AvBpwrivouv Avvapikol

Bio: H Natahia sivar spyafopev pntépa VoS ayoplod 1 ETOUG PE NEPLOPLOPEVD EAEUBEPOD Xpovo otav Byaivel yia wwvia Atatnpei va smart
business oTuA Kal MPoTIPA Ta NOLOTIKA alha oyt oAl axpifa povya kat afsoovap.

Ivoyou Mpoiovia oe xkntwon - Valuefor-money stuhoyeg = Napakapyn “‘oupuwy” Tapiwy/Soxipactnpiwy

Customer Journey Map

Iupneptpopd: Mpotipnon aTn UOLKRA ENap/ETAoYT NPOIOVTOS PEOW PLOIKOY KataoTiparog = Mot} 08 OUYKEKPIUEVES ETALPEIES.
InUeia MOVOU: POKPLEC OUPES OTa Tapia/SoKipaotipla o8 MEPLOBOUE EXTITWOEWY - T0 EMBUPNTO PEYEBOG/xpwpa dev eival SlaBeoiyo oto

KaTacTnpo

Mpaoelxueral and my
evrunwoaks) irpiva, o
NENOKOEVOL PWTIONOG, TO
YV PWATa 0L O0PES, iy
lounge povaks kat

o108y T Tou modem-classic. :

Emiong, anpavtikdg lvar n

awoniatia Tov brand Ko Twy

UInpECILY TOu,

Ynopouw vea mpolovta;
840 E)EL CUVDOTIONS OTO
Karaornpd,

Yrapye: nowihia brands
oMM TO Massamo Dutt
S10B£TE1L xaAn noldTnTa
KAl KAAEC TIHES,

NiwBer avera

Exet avaywn yia
srkowvwvia s£'snapis,

Kara tnv gicodo gto
KATAoTpa oxeTiKes
nAnpogopies Ba
yYwoTonodvTal
MPOWBOUVTAL YETW TOL APP.

v L8
I KATAOTARATOC RWANTRLR

i MNou eival Ta S1agopa

i Tppare;

: Moboo edkoka pnopw va
i evoniow Yo uEyeBog o/ :
P XPWAIA MPOTINANG

¢ Nwéw aopaksia and
i PofBeia/kaBobiyron Twy :
ALAN (pLWY.

i Angnoupyia sections pe
I RPOTENVOPEVOLS

i ouvbuaopolx.

i MNepLogoTEpes KOUKAES:
i PovTENG OTO (UIPO TOU
Karagtpares.

EvBepyo kakoaopiopa and © Epeuva yua Yo katdhnia

HeyeBog/ ypwpa/atul.

¢ Y motd ypupn/péyetog
¢ givar SlaBéaipio;
I Yndpyel obryos yua ta

peyelng

¢ Eivol 05 EXTITWAN TO
I QUYKEKDIUEYD POV,

Me 1 aAho prndpls va to

TP,
¢ To xpwya f péyedos nov

I wdvw Sev sival ma
: SuoBtanpo.

: vaTo Taipiafw ps eniuyla,

: NpoTageis SopopsTiKod

¢ auwvdaopod Tou xabe

I npoibvrog yid ) Sploupyla
: Slapoparikod oTeh,

Avagiov oty oLpa yia To
¢ Soxipeatriplo.

: Noox sivarn péan diapxeia

D AVRUOVIR OTIY QUpd;

: Nanepigévw otr oLpd pove
Dy dva ipoidy,

B0 £X51 KOA EPAPPOYT OTO

: owpa pow fy Ba xpeinotel

¢ petanolinorny

© Mou teipaZe Yndpyet

E KGTIOLGE VO HOU TIEL TIY YVANIN
ioTow

: ¢ Elval o owatd volpepo, 8a
I Aeveipat olyoupn 1L proply :
 owoTd vobyepo fi Ba

: xpeinoTEl va fyw and 1o
i boxpaoriplo;

HOU (PEPEL N MWANTALA TO

: MNeptoatTepa BokyiaoTipIa
¢ Neproodrepal nuwhnres/

tpLee,

NWARTPLES EKTUDEUREVES
i o8 Sépara styling.

Avagiovi) atny ovpa yia ta
: rtopia

: Nanepyévi atry ovpad 1
S OBIpA pou fj va mapayyeilw
: anb 1o App; -
¢ Exetnpéypappa bbaewy r
I Xefon MOTWIIKAG KapTag,
: Ynapyel suvepyacin ps

¢ master card, visa kol diners; :
i Ayxos - npooyiovi - aywvia

: ®opnva POS wots va pnopsi
¢ va yives 1y cuvahhay)

: onoudhnate evees Tou
I KATOATAPATOS,

: Loyalty cards pe e18ikd
: npovdpa

: _
.
3

H epnepia evids Tou
i karaorfjpareg.

: Toyperalopouy
TPAYPATIKG AUTO TIOU

: ayopaon;

: Yrdpyed mohorik)

I EMOTPOPNS XPOHATLV,
: Mnopw va Kavie alhayn
g onoLodmoTs AAAD
 wardorpa Méoo xaips
ety

: Afwonoinos Tov

: shsigEpa xpovo pou;
 Xopd - wavonoingr -

i bucappovia - appiodia

: Motk EmATPORAS
ypnpaTwy (Blabéowyn kat
: gt App).

: Awvardrnra napalefig
: G EMOTPOPAS aMo TO
xwpo pou (Ue PR
yptwan)

Aldayr) oe anoledinote
KOTaoT)e




Ooﬁwﬂza

Hear from friends,

CUSTOMER see offline or online
ACTIVITIES ad, read from
newspapers
No goals
CUSTOMER atthis point
GOALS
Word of mouth,
traditional media,
TOUCHPOINTS social media

EXPERIENCE

BUSINESS GOAL

ORGANISATIONAL

ACTIVITIES

RESPONSIBLE

TECHNOLOGY
SYSTEMS

Interested, curious

Increase awareness
and interest

Number of
people reached

Create marketing
campaigns and
content both offline
and online, PR

Marketing &
: Communications

Marketing &
Communications

CRM, analytics,
programmatic
buying platform,
social media

Compare & evaluate

§ alternatives

................................................................ P P PP PP PPN

Find the best solution
: to buy food :

................................................................ Feesaserescscatanananananes
¢ Word of mouth,

: website,

: brick & mortar store,
: social media

Requires effort but excited

: Increase number
: of website visitors

: New website
: visitors

: Create marketing
: campaigns and

: content both

: offline and online

CRM, analytics,
: CMS, marketing
¢ automation

CUSTOMER JOURNEY MAP

Example of an online grocery store

Add groceries to
: shopping cart

Find and select

: products easily,

: getinspired

Fxcited

ncrease shopping
art value &
onversion rate

hopping cart
alue,

: conversion rate

Optimise grocery

: shopping experience

Online development,

: Customer service

: CRM, analytics, CMS,
: ecommerce platform,

: PIM

Make an order

Order effortlessly

¢ Website, app,
¢ order confirmation
: email

“Payment is painful”

¢ Increase online
: sales and
: conversion rate

.......................... Vessessessssssscscarcasens

: CRM, analytics, CMS,

: ecommerce platform,
: PIM, inventory system, :
: marketing automation :

Recewe or pick up

: on order

Receive or pick up an
: order effortlessly
: and when needed

.......................... T T ooty reaaaaoress
: Delivery service,

: packing, messages

: (email, SMS, phone

Requires effort, happy
when received

: Deliver on time and
: minimise the delivery :
: window

CRM, analytics,
: order & delivery

system, marketing
automation

: Contact customer
: service

: Gethelp if
: problems appear,
: request for refund

Frustrated

: Increase customer
service satisfac-

¢ tion, minimise

i waiting time

: CRM, analytics,
¢ help desk,

¢ ticketing system, chat :

: Food products,
: packages, other
: materials

EnJoy groceries

¢ Have the right
¢ and good quality in-
i gredients

www.columbiaroad.com

STAGE AWARENESS CONSIDERATION DECISION DELIVERY & USE LOYALTY & ADVOCACY

Share
5 experience

Order again and/or
§ order more

......................... . 3 Y ¥ X OO T R A S 5 R URNRURR RN RN P ERRRR R RR RO
: Repeat good
i customer

i experience

Share feelings,
: give feedback

Word of mouth,
:+ social
: media

Satisfied

Make products
to match
expectations

: CRM, analytics,
: vendor management :

system, PIM

........................ -

“This Is easy” “I have to share this”

: Increase retention
: rate and order

: value and/or

i frequency

: Turn customers

: into advocates,

: turn negative

{ experiences into
posmve

: development : development

: Online sales, i On time delivery : Customer service  : Product i Retention rate, : { Customer
: conversion rate : rate, average : success rate, t reviews : order value and : satisfaction
: delivery window : waiting time : : frequency :
.......................... . . A O A A A T 00055 A A XK OO0 T NRRORNRRRRRNN JONRNRRRRRRR R
: Optimise online ¢ Picking & i Organise : Develop products i Target marketing, : Manage feedback
: purchase funnel, i delivery i customer : &product range ¢ make re-ordering : and social media,
: order handling : i service : : easy, upsellingand/  : develop sharing /
2 s : i or cross-selling : inviting possibilities
Online development, : Warehouse, : Customer : Product : Marketing, : Customer service,
: warehouse, logistics ¢ logistics : service : development, : online : online
: : : : purchasing

¢ CRM, analytics, : CRM, analytics,
marketing automation,: marketing automa-

: ecommerce platform : tion, ecommerce plat-
: : form, social media

: analytics




ANAAYZH TQN 2TOIXEIQN MNOY
2YNOETOYN THN
EMIIEIPIA NMENAATH:
TOUCHPOINTS & PERSONAS

https://www.mycustomer.com/hr-glossary/customer-touchpoints
https://www.canny-creative.com/how-to-define-brand-touchpoints-for-a-winning-customer-experience/



TOUCHPOINTS

* ‘Eva onueio erapnc n aAAnAenidbpaoncg ovAapLeca OTOV TTEAATN KAl TNV

enxeipnon — moAAa dtadopetikd idn onpeiwv

* AnploupyolV EURELPIEC YLOL TOUG TIEAATEC OE L0l EVPELD YKAMA KAVOALWY KoL

onueiwv dtemadnic

* Otav oL teAATEC €pYovTal o€ emadr HE AUTA T onpeila aAAnAertidpaonc

tou¢ Sivetal n duvatotnta va npoPouv os aétoAoynoeig



Kataypadn kat AéloAoynon

Touchpoints

Anplovpyla Altotac pe oAa ta touchpoints

Atlohoynon (self-evaluation, team evaluation, expert evaluation, client

evaluation)

lepapyxnon



PERSONAS

» [MAQOHATIKOL XOpAKTPEC TTOU TOUC dnuloupyou e Baot{opevol ot
QTTOTEAECLATA TNC EPEVVAC OLYOPOLC

+ AmoTtunwvouv to £(60¢ Tou xpriotn nov Ba ayopAcEL Ta TPOIOVTA 1] TLC
UTtNPECLEC HOC

- Alvouv pa avBpwrivn dtaotaon og moAurtAoka Sedopeva

» ANUILOUPYOUV LD OLOLOYEVH ELKOVA ETILKOLVWVHOLUN TIPOC TOL ECWTEPLKAL
KOlvA Tou ouvepyalovtal otn SLoXelpLlon TNG EUMELPLOC TTEAATN

Personas




Mwc¢ Odnyoupaote ota Personas?

H Alodikaota tov Customer Profiling ona

. Anpoupyia urto-opddwyv eEAATWY Mou Yapaktnpilovtal amo Kowvoug
OTOXOUC KOl XOLPOLKTNPLOTLKA

» [lo KABe umo-opada SNLOUPYOUE UL cadn ELKOVA, EVOL TIOPTPETO
Xpnotn

» H kaBe umo-opada amoktd nepypadn, ovoua kol pwrtoypadia, otolxeia
arapoitnTa yo
TNV KaAUTtepn oklaypadnon tou npodih tou kKABe TUTIOU XprioTn

TNV 0PTLOTEPN ETLKOLVWVNON TWV XOPAKTNPLOTIKWY ECWTEPLKA HETAED TWV
opadwv epyaociog

95



Opadikn Epyaota 1:

Anutovpyia Customer Journey Maps ggé

* Persona: tpodiA teAdtn

®  XPOVIKN ypauun

°* To otadla tng epmelplog Tov meAdtn
* Touchpoints

* OLokePelc Tou eAdTn

°* To ouvaloBnpota Tou EAATN

* Eukatpleg/duvatotnteg yia BeATiwon
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OIKONOMIKO
MANEMIETHMIO
AOHNAON

ATHENS UNIVERSITY
OF ECONOMICS
AND BUSINESS

MOApKETWVYK YRINPECLWV

Processes & Blueprints:
Aloiknon Altadikaociwv



AvaAvon/Zulntnon:
Customer Journey Maps

CUSTOMER JOURNEY LAYERS
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AladLkaolec oTLC YIINPEOLEC

“What the customer actually experiences” . = e,
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AladLkaolec otiC YINPEOLEC

Processes are the architecture of services

They describe the method and sequence in which service operating systems
work, specifying how they link together to create the value proposition that
has been promised to customers

In high-contact services, customers themselves are an integral part of the
operation and the process becomes their experience

Badly designed processes are likely to annoy customers because they often
result in slow, frustrating, and poor-quality service delivery

Similarly, poor processes make it difficult for front-line staff to do their jobs
well, result in low productivity, and increase the risk of service failures

100



Alolknon Twv AladLlkactwyv

OTLC YTINPEGLEC

. Operations management

. Capacity utilization

. MoloTkog EAeyxOC

. O poAoc Tng TeXVoAoyiag

. Front & Back-office linkages & interfaces

. E¢atopuikevon

101



Blueprinting

[padLkA avarmapactacn OAWV TwV CTOLXELWV TTOU CUVBETOUV TNV MapoxN
NG unnpeoiog

AmtoteAel Eva xaptn, Eva oXeOLAYPOLLO TIOU QTTOTUTIWVEL HE aKpiBeLa T
onueia aAAnAentidpaonc etapiog — meAdTn

E€OpETLKA ONUOVTIKO EPYAAELO YLa TO OXESLAOUO TNE TAPOXAC TNG
UTtNPEOLOC



[Tt to Blueprinting eivall 2NMovTLko

MpoodEPEL pLLa GUVOALKH ELKOVA TNC UTtNPECLOC

Mog emitpEmneL va SOUE TNV UTINPECLO LLAC ATTO TNV OKOTILA TOU
mteAATn

MNopouotdlel OAeC TIC HLAOLKACLEC KoL TLC EVEPYELEC TTOU CUVOETOULV
TNV Unnpeoia

BonBa va katavonooupe To BaBuo otov omolo mpoodEpou e
TIOLOTLKEC UTINPEGCLEC

EmtpEmel Tnv katavonon avaykng aAAaywv

103



YUOTOTLKA 2TolYela Twv Blueprints

EvEpyeleg Twv EAATWV

EVEpyELEC TOU MPOCWTILKOU €TtdN G
Eveépyeleg tou back office
YTOOTNPLKTIKEG SLadLKaoLEC

YALKQ otolxela

Custcmer
actions

e of incoracson

Onstage
actions

o of visbadey
Backstage
actions

OrnA
AUEB

bt of Intermid prenction

Support
processes

e . N g s ra
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reServidoom !-‘-.‘n;u o
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e & beacnd Lind
W Aevy ‘ doc ot s
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SUOTATIKA STOlKElo TwV Blueprints

OrnA
AUEB

Physical Evidence _—

Customer Action

Line of interaction {

Onstage Contact
Employee Actions

Line of visibility

Backstage Contact —
Employee Actions

Line of internal interaction

Support Processes 11
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Hotel Stay (booking on phone) Blueprint
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CUSTOMER PHYSICAL

CONTACT PERSON

(Back Stage)

SUPPORT

EVIDENCE

(On Stage)

PROCESS

Service Blueprint:

Express Mail Delivery

Truck Truck
Packaging Packaging
Forms Forms
Hand-held Computer Hand-held Computer
Uniform Uniform
Consumer Consumer Receives
Calls Gives Packages Package
A A
1 1
Driver picks ;
up package Deliver Package
A 4
Consumer

Service Order

A 4
Airport
> Dispatch Driver Receives & —> F'é to tSO't
Loads enter
J’ Load on
Sort
Packages

Copyright Bitner & Ostrom 2005

Fly to

S —> Unload & Sort —» Load on Truck
Destination

Airplane ‘I‘

CENTER for SERVICES
LEADERSHIP

BSU Y.7 SAREY

ARIZONA STATE UNIVERSITY



Blueprint for Reserving a Ticket at the BGSU Theatre Box Office

T g o ticket parking e  boxoflicewm o ficket ticket o  cookie o assigned
73 order University Hall dow envekpe cash'check/bursar can seat
f E form ticket envelape e ticket envelope w/ mame theatre pass *  programs e msxlcoal
w/ mame w/ mame e  benches theatre
o snacks
-
8
= Call m reserva. Arrive at theatre Go towill=call Check in w/ Pav for tickets Wait until thea- Take seat in
Y
5 ticm window name tre opens theatre
LINE OF CUSTOMER INTER ACTION @

z . .. Usher takes to

- Greet at window Find name Take Payment o o
; %  (Botticmech 1 ) seat
p =
-
- 2 4 [
=5
1
Z
e o LINE OF VISABILITY
=] ™
O é‘

- Reservation Ticket stub

E taken marked

LIINEOQOFINTERNAU WNTERACIRON

’ v Y
& o . . - .
[ Verify name in Name envelope Double check Stuband Cash Ushers
o - = > = ) > Jshers chosen
g theatre pass sys- filed into day |: system into audit system
= tem and time :
7 s



Onadwkn Epyaotia 2:
Anuwovpyia Blueprints
o€ 3 anAa BRuoata

https://www.youtube.com/watch?v=gE_SNjP7Pik
https://www.youtube.com/watch?v=fUOx9D7B7AS8



Anuwovpyta Blueprint

Bua 1: Visualization of the experience: NAnpnc¢ kataypadn Twv

EVEPYELWV TIEAAQTN
Bua 2: Anuoupyia Blueprint tov va guumnepl\apfavel:
—  EVEpyeleC TWV ITEAATWV
—  Evépyelec Tou tpoowrikol emadnic
—  Evépyeleg tou back office
—  YMOOoTNPLKTLKEC SLadLkaolec
—  YAWKQ oTolEla

Brina 3: Artotunwaon mbavwv tpoBAnuatwy otn dtadikaoia Kot

npotacn AVCEWV
110



Blueprint Exercise: A. Visualizing Experiences




Blueprint Exercise: B. Identifying Processes

Physical sound \
5 Zore of voice
evidence
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./ Py g 3
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Blueprint Exercise: C. Identifying Fail Points

STA ¢ 2
. y . acC ezL
/
- P b
reservoalion &

3
Contirsr dale

! / /h
¢ Looking
J

R s
>l il co

- —N
resSevaticon

Sy sten
')

- line of interaction -

~line of visibility

- |ine of internal interaction —-




AlIOIKH2ZH THZ ANOTYXIAZ -
AIAAIKAZIA AIAXEIPIZHZ MAPATMONQN
KAI ANNOKATA2TAZH2 TH2
EMMNIZTO2YNH2 TOY NEAATH

HOW TO HANDLE
CUSTOMER COMPLAINTS

£



2TLYMEC TNC AANBEeLoc

Moments of Truth

OL oTLYHEC TNC aAnBelac eival ekelveg tou KaBopilouv eav pia etatpia Oa
ETUTUYXEL N Ba amtoTU)EL

Elval oL OTLYHEG KATA TLG OTIOLEG EXOUE TNV eUKalpio va anodeifoupe otoug
TEAATEC OG OTL TIPAYHATIKA {paOTE N KAAUTEPN TOUC ETAOYNA

H wavotnta, n 6€Anon, ta epyaleia kat ot Stadikaoiec mov Bplokovtal otn
S1aBeon Tov MpoowTikoL emadnc

.. KoL oL Ttpoodokiec kKal cupmnepldopa Tou eEAATNn

kaBopilouv armo kowvol TNV avttAopPovopevn moloTNTO KoL TO OTTOTEAECHA TNG
TIOPEXOUEVNC UTTNPECLOC

115



Mpocoxn otov eAdTn

Zadnvela otnv aAAnAenidpaon Ue Tov TEAATN

Katavonon twv avaykwyv Tou TTEAATN

AvakAnon ntAnpodopLwv yLo Tov EAATN

2eBACUOC OTOV TIEAATN

Tayutnta oTnNV EMLKOLVWVIA PE TOV TIEAATN

AileukoAuvon Twv NEAATWV o0To va Bpouv auTto ou Paxvouv

Aikoan T(poAoynon



Tpomol Anuioupytac Aéloc yia tov MNelatn

Napoxn AVoewv ota TTPOLANHATA TWV TTEAATWY KAAUTEPWV OO TIC AUCELC TTOU
TOUC POOHEPOUV OL OLVTAYWVLOTEC

MNapoxn XpRACLUWV cUMBOUAWYV KoL £ETpa TANPOPOPLWY OTOV TIEAATN
Mapoxn KN AVAUEVOREVWV UITNPECLWV TToU Seixvouv OtL evlladepopaote
Anplovpyla ox€ong cuvepyaoiog e TOV TTEAATN

AlaocdAaAilon TG A€LOMPETELOG TOU TIEAATN

117



Kplowua MNeprotatika

Critical Incidents

Kolowa meplotatika eival Ta TEPLOTATIKA EKEIVA TTOU Eival tdlaitepa
guxapiota N blaitepa duoapeota yLo eva armo ta U0 cuuBaAAousva uepn
(Lovelock, Vandermerwe and Lewis, 1999)

Euxdplota Kpiolpo TEPLOTATIKA UtopoUv va 0dnNynoouV o€ anpocdOKNTEG
EUXAPLOTEC EKTTANEELG YLOL TOUC TTEAATEC

Avodpeota KPLOLLOL TIEPLOTATIKA TIOU ETULAUOVTOL ETITUXWE UITopoUlV va
CUUPBAAAOUV ONUAVTLKA OTN CUVOALKN LKOVOTTOlNON TOU TIEAATN KoL vat
avéoouv tnv mbavotnta o MEAATNC VA TIAPOLUELVEL TTLOTOG



MpoBAnuoata otnv MNapoxn tng

Yninpeotog (Service Failure)

OL oTIYHEC TNC aAnBelac elval WoLaitepa eumabeic

O avBpwrvoc apayovtoac, N adlalpeToOTNTA, N CUMUETOXA TOU
nieAatn, n SuokoAia otnv aéloAdynon tng moLoTNTOC TNG UTINPECLOC
=> gUVTELVOUV oTnV UTtapén avénuevng mBavotntac yla Aabn kot
npoPfAnuata

MeplmAOKOC OUWC ELvaL KOL O LNXOVIOUOG artodoong eLBUVWYV OTLG
urtnpeotec (attribution of failure in services) - MNarti;
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Service Failure & Recovery

“"Customers don’'t expect you to
be perfect. They do expect you
to fix things when they go

wrong.
- Donald Porter V.E, British Airways




Xelplopoc Maparmovwy

Nw¢ avtipetwnilouvv ot

ETALPLEG Trapoxns Nwg Oa émpene va
un)l\']pec’nwv Ta napanova QVTLUETWTIOUY oL
TLEAQTWYV gTAUPLEC TTALPOXNC
UTTNPECLWV TAL
77,5 cos,;',;;f / MAPATIOVA TIEAQTWV
15 ALwAys| L.
WRONG. cg, '

© Onginal’&nizt
Reproduct o'n m‘;?ﬁg Obamakl ~h'_om—-
www. CartoonStock.com
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“Eutuywc exw eva duoapeotnuevo teAatn oto tnAepwvo!
[t auTOoUC YLO TOUC OTTOLOUC aVNOUXW ELVAL VLo TOUC
rteAatec tou O€v erttkotvwvouv poli pouv”

Lovelock, Vandermerwe and Lewis, 2013
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Avtipetwriion MNapamovwy |

ArtoAoyla Kol AMEC OVILUETWITLON TOU TIPpOoBANpaATOC

EUYEVLKN OLVILUETWITLON TOU TIEAATN

Katavonon tou mpoBARpatog amno tnv nMAEUpA Tou TEAATN
EvouvaicOnon: mpaypatiko evoladEpov yia Tov EAATN Kol ELAKPLVAG
d1dBeon ywa ebpeon AVoEwWC

Anoduyn aviunapabeong

[MPOOCEKTLIKOC XELPLONOAC TNC EMKOLVWVIAC

AVTLUETWTILON OTTO TO MPOOWTILKO EMAPAC

Evéuvapwaon tou mpoowrikou enadnc => eveliéia
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Avtipetwriion MNMapamovwy |

® AvAantuén cuoTAMATOC MOPAKOAOUONOoNEC TWV MOPATOVWY, TOU XELPLOUOU
TOUG KOlL TOU OITOTEAECUATOC TOU XELPLOpOU => KaAUtepn eunelpla yla 1o
HUEAANOV

® AentopePnC avaAuon otov nteAatn tng dtadikaoiag mov Ba akolovBnBel
ylo va eTtlAuBeil to mpoBAnua

® JUVEXNG EVNUEPWON TOU TEAATN yLa TNV €EEALEN TNC SLadikaoiog
® Emnipovn mpoonadeia ylo tnv avaktnon tn¢ KaAng 6EAnong tou meAatn
® JupuBoAwkn anokataotocn-arnolnuiwon

® BeAtiwon tTwv dtadikaolwv
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Ta MNMAgovekTnuota Twv MNapamovwy

Alvouv:

Mio deUteEPN VKapia

Avvatotnta va Sel€ou e EUTTPAKTA OTOUC TIEAATEC OTL TIPOLYLOLTLKAL
eVOLAPEPOUAOTE YLOL OAUTOUC

AuvatoTnNTA AMOTPOTAG OLEPVNTLKWV OXOALWV Tpo¢ dAAoUC TiBavou¢
TIEAATEC, KATL TO OTIOLO UTOPEL va €XEL eyaAAn emimtwon otn drpn tTng
gTaplog

Eukalpla ylo MEPLOCOTEPO LKAVOTIOLNUEVOUG EAATEC
Eukatlpia va paBoupe ti O€Aouv oL meAATeC pog
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“To va kaveic Aadoc eival avipwrivo,

TO VO KXTAQEPELC vo etavopBwaoelc, Jeiko”

Hart et al., 1990
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Epyaocia 2:

Anuovpyia Blueprint

Bua 1: Visualization of the experience: NMAnpn¢ kataypadr Twv

EVEPYELWV TIEAATN
Bripna 2: Anupioupyia Blueprint mou va cupmeptAapBavet:
—  EVEpYELEC TWV TTEAATWV
—  Evépyeleg Tou mpoowritkol emadn(
—  Evépyeleg tou back office
—  YnootnplKTLKEC SLadLkaoleg
—  YAwad otoueia

Bripna 3: Antotunwon nibavwv poBAnuatwy otn dtadikaoio kot

npotacn AVCEWV
128



OIKONOMIKO
MANEMIETHMIO
AOHNAON

ATHENS UNIVERSITY
OF ECONOMICS
AND BUSINESS

MApKETWVYK YIINPECLWV

Servicescapes & Atmospherics:
H loxuc tou NepiBailovtoc Xwpou



AvaAvon/Zulntnon:
Anuovpyia Blueprints og 3
arAa Bnupata
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Servicescapes

The Service Setting
The Service Environment
Physical Evidence
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O PoAoc tou Servicescape

Eva kAo oknviko kot KaAa kootouuta SV UITOPOUV VA CWOOUV UL KK
oapaotacn, aAda Utopouv va eVOUVOLWOOoUV TNV LKAVOTTOiNaN TOU KOLVoU Ao
uia kaAn mapaotoon

Mia kakn npwtn evtunwon givat moAv dUuokoAo va EemepaocTei
Exouue LOvo pia eUKapio vae KAVOULLE TNV MTPWTH EVTUNTWON




o

O Xwpog NMNapoxng tng Ynnpeoiog &

1278
LA

Servicescape A

O XwWpPOC OTIOU OL TIEAATEC EpYOVTAL YL VO SwoOoUV TtapayyeALieg
KOLL VOL TTAPOUV UTTNPECLEC

ALeUKOAUVEL TN Xprion TNG UTNPEGCLOC
Emidpa otn Stadikaoio mapoxng tng unnpeociog

Elval €éva Loxupo ETLKOLVWVLOKO epYyaAEio




2ToLXEla Tou Xwpou &

Ayopaotikn Zuunepipopa

H atpoodaipa Touv Ywpou Uopel va AELTOUPYNROEL WC OLVTAYWVLOTIKO
TTAEOVEKTN LA KOl Oswpeitat TOAU onUAVTLIKOC IOPAYOVTOC EMLTUXLOG

O xwpo¢ £xeL arodeLyOel OTL amoTeAEL ONUOVTLKO KPLTAPLO ETILAOYAC QAN KoL
TILOTOTNTOC TLEAATN

To rtepLBAANOV TIPETEL VAL ELVOLL ETOL OPYOVWIEVO WOTE N OLYOPOLOTLKN EUTELPLOL
vaL ElVOIL EVYAPLOTHN KOl TTPOOOVOTOALGUEVN OTLG OLVALYKEC TOU TTEAATN

H atpoodatlpa dSnuiouvpyel cuvoloBnuota otoug MeEAATEC Tou SUvaAVTOL va €XOUV
ONMOVTLIKA EVOUVOUWTIKA eNidpaon otn Otk aloAdynon Toug, otnv
OlYOPOLOTLKN) CUMTEPLPOPA TOUC KOl 0T OUVOALKA TOUC LKOvoTtoinon
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O PoAoc tou Servicescape

Ertitpenel va StapopomotnBoupe oo tov avtaywviopo Kot Bonba otnv
npooEAkuon neAatwv (attention-creating medium)

Mropel va EMKOWVWVROEL TRV TOLOTNTA KOl TO €60C TNC EUMELPLAC TTOU
Urtopel o meAATNC va avapevel (message-creating medium)

Mrmopei va dnpioupynost | va avénoetl tn dtabeon twv meAatwy yla
OUYKEKPLUEVA TIPOLOVTA, UTINPECELC N euTteLplec (effect-creating medium)



Muotika Atoiknonc Xwpovu
AUEB

E€wTteptko/BLTpilva mou npooeAKUEL

H (wvn anodoptiong

H Slolknon tn¢ Kivnong Tou TteAATn O0To XWPOo
TpomoL mapATaonG ToU XPOVoU eTtiokePNC
Tpomol dnuovpyiag aicbnong aveong
EveAléia kol aANayEC LECO OTO XPOVO

H oAokAnpwon tn¢ eniokePng



Ot AlaoTAOELC TOU Servicescape

e HtonoBOecia

(location, location, location)

e Ta ¢uoika oToLXELQ TOU XWPOU

(layout, equipment, furnishing)

e OLouvOnkeg tou nepBAAAovTOC

(temperature, air quality, lighting, noise, music, scent)
e INMavon, CUMBOAC KL AVTLKELHEVA TEXVNG
(signage, personal artifacts)

e ALAMPOCWTILKEG CUVONKEC

(proximity, queuing, crowding)



Kotnyoplomotinon

AlaoTtaoewv Servicesca pes

External variables ' Interior variables Ambient variables

entrance i color : temperature/ humidity
parking flooring - circulation/ventilation
building architecture wall covering _ noise
building design finishing ' music/acoustics
exterior design material lighting
surrounding area style aromafscent
location attractiveness | cleanliness
5 ' comfort
\ 37 7 \

{3) Functional variables {P) Product/Furniture/Displays (S) Social variables
scale/size F furniture other customer
layout - (layout, arrangement, number) (number, appearance, appearance)
(easy to move, convenience) @ | painting/picture/fartifacts service personnel
space : decorationfaccessory (number, appearance, appearance,
traffic flow P equipment/display credibility)
wayfinding P | signage/sign crowding
accessibility P plants privacy
: 5 communication



Ol ZUVERELEC TWV ZTOLYELWV TOU

NMepBaAlovroc otic ECWTEPLKEC ALEPYACLEC

<+ Opyavikeg avtidpaoelc (Physiological)
<+ Tvwolakeg avtdpaoelg (Cognitive)

< ZuvouoOnuatikéc avibpaocelc (Emotional)
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H Zuumepldpopikn Emimtwon tou

MeptBailovtoc

< Zrouc Meldrtec

< EAEN: mapauovn otov ywpo, eéepevvnon, aavénon tnc dartavng,
Lkavortoinaon

< Anoduyn

< 2touc Epyalopévoug

< EAEN: dtadeon aAAnAertibpaonc ue touc neAateg, BeAtiwon tou
ermedOU TAPOXNC UNtNPEaTiac, tkavoroinon

< Amoduyn



S O R

STIMULL: ORGANISM: RESPONGE: e
ENVIRONMENTAL INTERNAL BEHAVIOR OnA
DIMENSIONS REACTIONS AUEB

COGNITIVE EMOTIONAL § PHYSIOLOGICAL APPROACH
ATIBIENT BELIEFS FEELINGS PAIN AFFILIATION

CONDITIONS B cATEGORIZATION | MOODS COMFORT 2GRN
AIR QUALITY MEANING PHYSICAL FIT SHSICINON

AVOID
NOTSE (OPPOSITES OF

MUSIC EMPLOYEE APPOACH)

LAYOUT BETWEEN
LAYOUT g:SDTOMERS
EQUIPMENT

EMPLOYEES
FURNISHINGS CUSTOMER

——H
RESPONSES APPROACH

SIGNS, SYMBOLS ATTRACTION
& ARTIFACTS COGNITIVE EMOTIONAL § PHYSIOLOGICAL STAY/EXPLORE
SIGNAGE BELIEFS FEELINGS PAIN SPEND MORE

CATEGORIZATION | MooDs COMFORT MONEY

ARTIFACTS SYMBOLIC ATTITUDES MOVEMENT AVOID

STYLE OF DECOR MEANING PHYSICAL FIT (OPPOSITES OF
Bitner, 1992 Journal of Marketing APPOACH)

I
SCENT RESPONSES

SOCIAL
SPACE/FUNCTION INTERACTION




Sensory Marketing:
Videos & Analysis

https://www.youtube.com/watch?v=YrERR8SpDs0
https://www.youtube.com/watch?v=duDNbKWEy5M
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Atmospherics & Servicescapes

Ta ontika epediopata Sev eival navia opKeTA

H atpoodoipa Tou KataoTnUatog ennpealetol kat ano aAla epebiopata,
OTIWG OL OCMEG KOl N LOVUOLKNA

Ta StadopETIKA OTOLXELOL TOU XWPOU Elval TTOAU OnUAVTIKO va Bpiokovtal
O€ CUUTIVOLOL KOlL VOL ETILKOLVWVOUV £VOL OLLOLOYEVEC VUL




e H emidépaon Tou XpwHOTOC

https://www.youtube.com/watch?v=QMXISwMcZag
https://www.youtube.com/watch?v=r9gYdD-REIO

e H enidépaon tTnC LOVOLKAC

https://www.youtube.com/watch?v=s19Fr-_WaXo
https://www.youtube.com/watch?v=SePL2w5f6dE

e H enidpaon twv apwuaTwyv

https://www.youtube.com/watch?v=dBiXVOrAsZA
https://www.youtube.com/watch?v=nkmYivLSyfI




H Emtidpaon tou XpwHaTtoC

https://www.youtube.com/watch?v=QMXISwMcZag
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H Entbpaon tnc¢ MouoLKAC

https://www.youtube.com/watch?v=s19Fr-_WaXo
https://www.youtube.com/watch?v=SePL2w5f6dE



https://www.youtube.com/watch?v=dBiXVOrAsZA 14
https://www.youtube.com/watch?v=nkmYivLSyfI 3



2TOLYELOL TOU XWPOU

& Emidbpaon otn Zuumnepipopa

H LouoLKN amoTeAELl CNUAVTLKO OTOLXELO TNC ATHOOdALPOC TOU XWPOU,
XPELALETOL OLWC TIPOCOXI OTO £L60¢ KaL TNV €vtaon TN LOUOLKNC

H LouowKn propel va €xel o TToAU ONUOVTLIKA XOAXPWTLKA EMOpOon 0TOUC
TEAQTEC KOlL OTO TIPOOWTILKO KOl ETILTUYXAVEL TN MELWOCN TOU OTPEC

H oopn pumopel va €xel po toAU €vtovn kot evdladEpovoa enidpaon Ko
urtopel vat kavel tn dtadpopd petaél EAENG Kol artoduynC YLt TOUC TIEAATEC,
aAAd BEAeL mpooo)xn, KaBwC ival TTOAU onUOVTLKO va ival KatdAAnAn
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TGI Fridays




e 8 Hard Rock Cafe

CAFE
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http://en.wikipedia.org/wiki/File:Nespresso.png

Opadikn Epyaota 3:
Anuoupyla Servicescapes




Opadikn Epyaota 3:

Anpoupyla Servicescapes

1. Mpoodlopiote 10 KOO 01O Omoio Ba otoxevoETE

2.  KOTavonoTe TIC AIMALTAOELG KOL TLG TIPOTLUNOELG TOU KOLWVOU 0a¢ WG TTPo¢ Ta
otolxeia Tou mepBarAovtog

3. Npoodlopiote ta otolxeia tou meptBaiAovrog ekeiva mou Ba evduvapwoouv
TNV TIOLOTLKA EUTELPLa KoL TN OETIKN OTACN TWV MEAATWV OO

4. T[poobdlopiote T oTOLXELO EKELVAL TTOU Bt EVOUVAUWOOUV TNV EUMELPLO KAL TN
BETIKA OTACN TOU TIPOCWTILKOU TIPWTNG YPOUHAS

5.  AnNUIOUPYNOTE AVTAYWVLOTIKO TIAEOVEKTNOL LECO ATIO TOL KALVOTOLO OTOLXEL
TOU servicescape oag

6. AwOTE OVOUO OTN VEQ UTINPECLA 0OC

7. Xxedlaote to servicescape oac (tnv katoyPn Tou xwpou /aicbnon Ttou xwpou),
dpovtilovtac va daivovtal T KULVOTOUO OTOLXELOL OO KaL N UTIEPOXN OOC OE
oUYKPLON UE TOUC OVTOYWVLOTEC.



OIKONOMIKO
MANEMIETHMIO
AOHNAON

ATHENS UNIVERSITY

OF ECONOMICS
AND BUSINESS

MapKeTVyK YIINPECLWV
People & Services:
O AvBpwrmvog NMapayovtog
OTLC YIINPEGLEC



Opadikn Epyaota 3:
[Moapouolaoelc Servicescapes




O AvBpwmivoc Mapayovtog

OTLC YTINPEGLEC

Movo eéatpetikoi epyalouevol (iocwc¢ va)
Umopouv va odnynoouv o€ eéapetikn
JTOLOTNTO UTTNPECLWYV



H Zniovdatotnta tou AvBpwritvou

Napayovta otnv Mapoxn Yrmnpeowwv ona

To TeALKO TPOIOV KOl TO TIPOCWTILKO TIOU TIAPEXEL TNV UTINPECLO Elvarl
Aapeca cuvupaopeva

OL LKAVOTNTEC KAl N KATAPTLON TOU TIPOCWTILKOU TIapoXNC TNE UTINPECLAC
elval e€alpetikad onpavtikeg (know-how)
O XOpOKTAPOC KOL TO TIPOCWTILKA XOPOAKTNPLOTLKA Elval OpUwWC e€loou
onpavtka (individuality and personal attributes)
To nBKO Twv epyalopévwy emiong emnpealel TNV moLoTNTA TNC
napeXoUevVnC uninpeoiac (employee morale)
AUO SL00TAOELC TNC CUUTTEPLPOPAC TOU TIPOOWTILKOU TTOLPOXN G TNG
UTtNPECLOC ELVOIL ONLOVTLKEC:

(1) to anotéAeopa tng epyaociag toug (technical dimension)

(2) n dtampoowrikn cupnepldopd KoL oxEon e Tov eAdtn (process dimension), oAU
duokolo va emitevyBel, petpnOeil kat emavaindOet
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Aloiknon AvBpwrivou Auvaptkou

OTLC YIINPEDLEC

O meAdtng mpemneL va ‘epxetat devtepoc’
“Only when people know what it feels like to be first in someone else’s eyes, can they
sincerely share that feeling with others”

H etoiplki KOUATOUpO TIPETIEL VAL ELVOLL TTPOCOVATOALGMEVN OTNV TTAPOXN
APLOTNC UTINPECLOC OTOV TIEAATN

MpooeKTIKN eMAOYN KoL EKTTOLOEUON TIPOCWTILKOU
Hire intelligently — Train intensively

Mpooektikn dloiknon Kat evBdappuvon
Monitor incessantly

JUuVeEXNC uTtokivnon kat dtatripnon vPnAou nBkoL
Reward inspirationally

Evouvapwon twv epyalopeEVWV
Allow employees to own processes and tasks



There is no such thing as the perfect, universal employee:

no company is perfect for everyone

good places to work: firms which tend to have real character...
their own culture

Companies with distinctive personalities tend to attract or keep
away certain types of individuals
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To Mapadeypa tnc Nordstrom

“People will work hard when they are given the freedom to do their job the way they
think it should be done, when they treat customers the way they like to be treated.
When you take away their incentive and start giving them rules, boom, you have
killed their creativity” Jim Nordstrom

H dhoocodia: o otox0oC eival vor KAVOUE TOUC TTEAATEC XOPOU LLEVOUC

No return policy: ol teAdtec prmopouv va erotpéPouv 0,TL BEAOUV Kal OTIOTE
B€Aouv

Floor level is always overstaffed — epdaon otnv moldtnTA KAl TNV EEUTMINPETNON TOU
meAaTn

Mpoosktikn eEMAoyn Mpoowriltkov: company-specific personality assessment scale

(N
NORDSTROM



O PoAog tou MNpoowrnikol Emadng

KaBopLotikdc o poAog Toug

Elval autol mou kaAouvtal va XELPLOTOUV TLC ZTIYUEC TNG aAnBeLog Kot Ta
Kplowa Meplotatika

MrmopoUV va EVIUNTWOLAOOUV TOV TIEAATN LE TO VO KAVOUV KATL TTEPQ
Qo Ta oUVNBLOUEVA VLA VAL AVTATIOKPLOOUV KOAUTEPOL OTLC AVAYKEC TOU
TEAQLTN

Mo va eivatl Opwe auto duvarto sival amapaitntn n evéuvapwon tou
TMPOOWTILKOU €Tt G
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O PoAog tou lMNpoowrikou Emadng

MoAAarmAoi polot (boundary spanning)
AcUpuBatol pohol (role conflict)

Emotional labor = n npoomndBela va ekppdcouv ta KatdAAnAa ava
nepiotaon ocuvaloBnpoata Katd tnv SLApKeLa TNG EMadnC LE TOV TTEAATN



Epyalopevol pe PoAo Atacuvdeonc

To mpoowrnikd TNG emuxeipnong mou PBpioketalt oe emoadr HE TOV TEAATN
gfuTnpeTWVTAC TOV KOl TtpoodEpovtac umnpeoia aAld mapdAAnAa Pploketal oe
enadn Kal e TO CUCTNHUO UTTOOTAPLENG TNE UTINPECLAC TTOU TIPOCHEPETOL OTOV TIEAATN

Juvexela twv EvaAdaktikwv lepapyikwv Emtimedwv PoAwv Atacuvdeonc

YNOZTHPIKTIKEZ _ EEIAIKEYMENES
YMHPESIEE > (Professional)
YMHPESIES

To KupLOTEPO MIPOBANUA LE TOUG EPYAlOEVOUC TIOU
KATEXOUV POAOUC SLacUVdEDONC elval oL CUYKPOUOELC
KOLL TO OTPEG TIOU OVTLUETWITI{OUV
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Back office vs Front office

Managing Conflict:
When Key Employees Clash
AvaAvon kot Zuintnon



This relationship should be characterized by...

Construct

Definition

Author(s)

Collaboration

the existence of shared goals, resources and activities, as well as mutual understanding

Kahn & Mentzer,
1998

Effective interaction

the formal and informal communication processes and information flows

Guenzi & Troilo,
2007

Harmon the degree of communication, interaction, and collaboration among organizational units iggg etal.,
v and their general sense of responsibility and satisfaction with their relations
Quality of the extent to which there is a state of collaboration between members is characterized :'e‘::ebn”rg &
cooperation by unity of effort and harmony 2007

Coordination

the synchronized utilization of company resources in creating superior value for target
customers

Narver & Slater,
1990

Justice deals with notions of the fair distribution of resources, the fairness of procedures and the ;'gi';"d etal,
guality of interaction between parties in an organization
Credibility refers to whether the receiver views the source of information as believable %Tghe’
) the extent to which activities carried out by the two functions are supportive of each Rouzies et al.,
Integration 2005
other
Massey &
Functional conflict | involves consultative interactions, mutual respect, and useful give and take Dawes,

2007




Eowteplk0 MAPKETLVYK
H spapuoyn twv apywyv tou
UAPKETIVYK OTO EOCWTEPLKO TNC
EMIXEIPNONC



Eowteptko MAapKETLVYK

Mua otpatnyikn dtadikooior TNG EMLXELPNONG N omola armtoPAEMEL OTOV va
KAVEL OAOUC TOUC £pYO{OLLEVOUC TNC ETILXELPNONG TIPOCOVATOALOUEVOUC
TPOC TNV TIOPOXH UTINPECLWV KOL TNV APLOTN EEUTINPETNON TOU TIEAATN

It is impossible to satisfy your external customers
over any length of time unless you also listen to
and satisfy your internal customers



O 2to)oL Tou EowteplkoV MAPKETLVYK :1-:-
AUEB

¢ Kotavonon Kot LKavomoinon TwvV aVOoyKWwV TwV
epYO{OHEVWV

® Anuoupyiac eEQLPETIKAC EPYOCLAKNG EUMELPLAC VLA TOV
epyol{OMEVO

® Anuoupyia aiog yia tov epyalopevo

* ‘Epmpoktn mpoconAwon otnv aploteia

Yrtokivnon epyalouevwy va AELTOUpyoUV UE YVwUOoVA TNV KAAUTEPN
eEUMNPETNON TWV MEAQTWY, ECWTEPLKWYV KAl EEWTEPLIKWV

e Bé£AtioTn SLoiknon TNG EMKOWWVIOG

[1Anpo@opnan mou MPETTEL VAL EXOUV WOTE Vo EEUTTNPETOUV ECWTEPLKOUG
Kot eEWTEPLKOUC TTEAATEC.
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Limitations — Future
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EMAC

EUROPEAN'MARKETING ACADEMY

Defining Internal Market Orientation

v'The importance of IMO for service firms lies on contact employees’
critical role during the service encounter (Liao and Chuang, 2004).

v'By treating front-line employees as internal stake-holders and satisfying
their needs increases their motivation and job performance. Hence
becomes easier/possible for the company to meet customer expectations
(George and Gronroos, 1989).

v' “Initiating, maintaining and developing relationships between
employees, their management, and the organization for the purposes of
creating superior value for customers” (Bell et al. 2004).

v'Diffusing IMO philosophy is a top-down process in which manager’s
role is indispensable (Harris and Piercy, 1999).
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Linking IMO and MO

Market orientation

v'The extent to which a firm engages in the generation, dissemination,
and response to market intelligence pertaining to customer needs,
competitor strategies, channel requirements and the broader business
environment (Kohli and Jaworski, 1990).

v'An intangible resource which leads to superior firm performance
(Jaworski and Kohli 1993).

v'Firms should not promise superior service quality unless their front-
line employees can actually provide it (Voola et al. 2003).

v'IMO adoption is strongly related with MO adoption under a broader
company effort to embrace the Marketing Philosophy in practice
(Gounaris et al 2010).
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Drivers of extra-role performance

IMO
Front line employees’ performance severely influences customer
outcomes (Hartline and Ferrell 1996; Snipes et al. 2005).

AN

v Failures that occur during service delivery are considered as less
important from customer due to employees’ extra-role activity
(Netemeyer and Maxham 2007).

v Motivating employees to “go the extra mile” in servicing customers
is a key driver of positive customer evaluations (Dabholkar and
Abston 2008).

2.MO

v Developing competences adds value for the customer by fostering
the creation of competitive advantage through superior employees’
performance (Ketchen et al. 2007).

v" If employees successfully adopt a market orientation, they will
eventually develop organizational competencies that will
enhance their individual performance.
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Sampling and data collection

Sampling frame | Retail service context

Purpose of the study Sample 89 managers and 417 front line employees

Brief Literature
Review Sex 30.4% females, 69.6% males

Working status 68% worked full-time
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Extra role performance is the corner-stone of the company
effort to delight the customer, not just to satisfy needs and
expectations.

Motivation of the study
Customer delight is is one necessary condition for customer
retention and also acquisition through the positive WoM

Literature Review :
delighted customers produce.

Hence extra-role performance and the employee's willingness
o perform beyond and above their (official) job description is

Methodology

a significant resource and potentially a basis for sustainable
competitive advantage.

Results

Discussion and

Implications This resource is internally produced (cannot be acquired for

instance through transfers and hiring from competition) as the
moderation effect denotes.

Limitations — Future

research
Store Managers are the company agents responsible to produce

and cultivate this resource.
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O PoAoc tou MeAaztn

=> AOYW TNC CUMHUETOXNAC TOU TTEAATN, N evBUVN yla TNV €mLTU)ia i TNV amotuyia

BapUVeL Kal TOV TTAPOXO KoL TOV TTEAATN

=> H cupmnepldpopd Vo EAATN UMOPEL v EMNPEACEL TN CUMTEPLPOPA TWV

UTtOAOLITWV TTEAQTWYV

=> Compatibility Management: a process of first attracting homogenous
consumers to the service environment, then actively managing both the physical
environment and customer-to-customer encounters in such a way as to enhance
satisfying encounters and minimize dissatisfying encounters.
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H Aloiknon tou lMeAatn

Aloiknon mpoodokLwy
Awoiknon cupunepipopag: the mirroring effect

Awoiknon tou poAou toug otn Sladilkaoia Kat TG cUPBOANC Toug OTo

QMOoTEAECUA

Aloiknon tn¢ eMMTWoNG TouC o€ AANOUC TIEAATEC

Organizational socialization: the process by which an individual adapts to
and comes to appreciate the values, norms, and required behaviour patterns
of an organization
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Aloiknon Tou Xpovou AvauoviG

/ "%\ :
TwvV MNelhatwv OnA
AUEB

Anploupyla evooXoAnoewv yLol TOUC TIEAATEC
Melwon Tou ayyxoug yla tnv évapén thg eEumnpETNong

EENynon twv Adywv avapovic Kat SIKatoAdynon Twv XpOVwV oVOLUOVIG
(fairness of waiting)

Auénon tng alac tnc uninpeoioc (unnpeoiec ue aéia SikatoAoyouv
UEYUAUTEPOUC XPOVOUG AVOLLOVIC)
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Flower Model

Ynnpeoieg AieukdAuvong

TTAnpogdpnon Baoikn kai ZupmAnpwpaTiKES
TTapayyeAioAnyia y .

Xpéwon TNPECIEC

TTAnpwpA

MEpiuva
EEZQIPECEIC

@INOEEVIA «

Suupoundsuon =

< IXpEwon

> Tnanpwyn

Nnapayyenionnyia

v
finnpowopnon

Ynnpeoieg MeyéBuvong

ZupupouAcuon

Pihogevia

Mépipva aopdAciag

ESaipéocig - AVTIHETWTTION ATPOPAETTTWY TEQIOTATIKWY



10 Znpeia yia Emtuxnpévn Ztparnyikn
E€urnpétnong Tou TTeAarn (a)

H onpacia tng e§umnpéTnong Tou TeAdTN amoTeAsi oUGIAOTIKG OnpEio TG AmOOTOANC
TNG £mIXEipnong.

Evepyn ouppetoxn kai evdiagépov amd tnv Avwrarn Aioiknon yia Tig pebddoug kai
d1adikacieg Thg e€uTnpETNONG Tou TTeAATN.

To kAipa oTnv emixeiphon mpowBei Tnv onuaacia Tng e§umnpéTnong Tou meAdrn.
AekTikoTnTa amd pépouc Tng Avwtatne Aloiknone via véeg 18£eC Kal KAIVOTOUIES
Tou PeATIWVOULY To emimedo eEUTTNPETNONG Tou TTeAdTN.

O mapatnpnoeic Twy epyalopévwy, aveapTiTwe emmédou, AaupdvovTal copapa
umoyn 6Tav mpokeITal yia Bépara mou apopouv To emimedo e§umnpéTnong Tou TeAdTh

O1 epyalopevol oTny emixeipnon éxouv EekaBapiopévn Tnv eikova Tou Twg Ba mpémel
va AsiToupyoUyv woTe va cupPdAAouy aTny kaAutepn eEuTnNPETHON Tou TTEAATN.



10 Znpeia yia Emtuxnpévn Zrparnyikn
ESurnpéTtnong Ttou TleAarn (P)

To emimedo efumnpéTnong Tou TeAdTn amacxoAei Tavra Ta ZTEAEXN ThG ETIXEIPNONG
kal aoxoAouvTal e autd og KaBe sukaipia ¥ ocuvavTnor Toug.

TTpoogépeTal ouoTNUATIKA EKTaideuon oTouc epyalOpevoUC TTou euTTAEKOVTAI AUECA
H éppeaa atny eEUTNPETNON Tou TeAdTh WaTe va PeATiwvouy Thv amodoan Toug Kabe
PopdA TTOU £pXOVTAl O£ APEON N EUPEDN £TTAPN HE TOV TTEAATN.

H gmixeipnon Ba mpémel va evBappUvel Tnv emikoivwyia pHeTalu Twy TunudTwy Kai
Twyv AiguBlvoswy yia Bépara mou pmopolv va PeATILUGOUY TO TPOCTYEPOUEVO £TTITTEDO
efuTnp£Tnong Tou TeAdTN.

Zuvohikd, kaBe AloiknTiko Tpnpa Tng emixeipnong Oa mpéTel va £XEl KATAVONTEI TN
onpaocia Tng e§umnpéTnong Tou TeAdTh kal va poonaBei va ouppalel otn yevikdTepn
TpoomdOsia TG £MIXEipnoNG.



Euxoplotw yLa TNV mpoooxn 00.C

Lionakis@aueb.gr
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