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KEDAAAIO 1
EIZArQrH

2TIG MEPEG OTTOU COUMPE N ATTAITNON TWV KATAVOAWTWYV YIa KAAUTEPQA
OANG KAl @ONVOTEPA TTPOIOVTA TTOU KUKAOQOPOUV OTnv ayopd OAO Kali
MEYOAWVEI PE ATTOTEAECUO VA €ival ONUAVTIKO TO TTOOOOTO €KEIVWV TTOU
TIMWPOUV TIG DIAPOPES ETTIXEIPNOEIS YIA TIG KAKES TTPAKTIKEG TTOU EQAPHOCOUV,
OTTWG ETTIONG UTTAPXOUV KOl KATTOIOI KATAVOAWTEG oI oTToiol €TTIRpaBelouv
ETTIXEIPAOEIG TTOU KATAPEPVOUV VA TTWAOUV @BNVA Kal £CAIPETIKAG TTOIOTATOG
ayaBd 1 UTINPECiEg Kal ouyXpOvwes TTPOWBOUV PE ATTOTEAECHATIKO TPOTTO TA
O1GpOopa TTPOIOVTA TOUG.

O T1eAdTNG - KATAVOAWTAG  €ival  ETTIAEKTIKOG  QTTEVAVTI  OTNV
TANpo@oOpnon Tou Ba dexBei kal atrd TTABNTIKO OEKTN €Xel €CeNixBei o€
EVEPYNTIKO, BETOVTAG OUYXPOVWG TOUG OPOUG OXETIKA ME TNV KAAUWN TwV
QVOYKWYV KAl TWV ETTIBUUIWV TOUG. O1 TTEAATES - KATAVOAWTEG TNG ETTOXAG MOG
Oev Bewpouvtal TTAéoV aTTAoi ayopaoTéEG AAAG KATAVAAWTEG PE TTPOQIA TO
OTTOI0 AVOQEPEI AETTTOUEPWGS Kal Oivel EUQacn OTa €vOIAPEPOVTA TOUG, TIG
QVAYKEG TOUG OAAG Kal TIG CUUTTEPIPOPES TOUG DIAKPIVOVTAG CUYXPOVWGS TIG
ETTIXEIPNOEIG  €KEIVEG Ol OTTOiEG WTTOpoUV  O0€  ONUAvtikd  BaBud va
d1aQOoPOTIoIOUV TOV TPOTIO TTPowlnong Twv TIPOIOVIWYV Toug aAAG o€
OPIOUEVEG TTEPITITWOEIG TA id1A TA TTPOIOVTA KAl TIG UTTNPETIEG.

2T0 Ouyxpovo TrepIBAANOV  TTOU  XapakTnpiletar amo Tnv  uywnAo
avTaywvioué n 6co 10 duvaTtov PEYAAUTEPN IKAVOTTOINON TOu TTEAATN E€ivail
KaBopIoTIKAG onuaciag yia Tnv emBiwon piag emxeipnong aAAd kai Tnv
ATTOKTNON OUYKPITIKOU TTAEOVEKTHAMATOG €vavTl OAwV Twv GAAwv. H pétpnon
TNG IKAVOTTOINONG TWV TTEAATWYV UTTOPEI va BonBrioel oTnv Xapagn oTpaTnyIiknig
Kal oTn AqWn atto@AcewV atro TIG ETAIPIEG.

1.1 XTOXOI THZ EPrAzIAZ

Mevikoi oTtdoxol: O OTOXOG TNG OUYKEKPIMEVNG TITUXIOKAG €pyaciag
atroTeAei N avaAuon TNG €vvolag TNG IKAVOTTOINONG €VOG KATAVAAWTH KABWG
€TTioNg KAl n kKaravonon Twv KpITnpiwv péTpnong tTng. H pétpnon g

IKOVOTTOINONG TWV TTEAATWY MTTOPEI va OTTOKAAUWElI TUXOV EUKAIPIEG TTOU



UTTAPXOUV OTN OUYKEKPIPMEVN ayopd wWOoTE av TIG EKMETOAAEUTEI OWOTA n
ETTIXEipNON va Tpoouv TTPog 6PEAOS TNG.

Eidikoi oT1éxol: e OcUTepo eTTiedo, €KTOG QMO TNV BewpPNnTIKA
TPOOEyylon Tou BEuaTog, Ba emixelpnBei va TTapouciacTei éva TTPAKTIKO
MOVTEAO IKAVOTTOINONG KATAVAAWTI HECA OTTO CUYKEKPIPEVN OTATIOTIKA EPEUVA
o M ommd  TIC YVWOTOTEPEG  AAUCIOEG  €0TIATOPIWV  YPHyopou
@ayntou,Goody’s, woTe va TpayyatotroinBei  emraAiBsuon  6Aou  ToOu

BewpnTIKOU UAIKOU TTOU TTAPOUCIAZETAl.
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1.2 AOMH THZ EPTAZIAZ

H doun Tng TTapoloag TITUXIOKNG epyaciag TrepIAapBavel €1 kepdAaia.

2 UYKEKPIYEVA:
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MpwTto ke@aAalo: To TTPWTO KEPAAAIO ATTOTEAEI TNG €l0QYWYH TNG
TITUXIOKNG KOBWS TTEPIAANPBAVEI TOUG ETTINEPOUG OTOXOUG Kal Tn doun
NG EpYyacCiag.

Ag0Ttepo  ke@AAalo: To Oeutepo  Ke@AAalo  TTEPIAQUPBAvVEl  ThV
TTapouadiaon TNG €vvolag Tou TTEAATN, ToUu TPOTTOU OKEWNG TOU, KABwWG
€TTiong Kal Tou BaBuou onuavtikOTNTAG TNG TTOIOTIKNAG €EUTTNEETNONG
TOU, WOTE VA TTOPAUEIVOUV IKAVOTTOINUEVOI OTTO TNV ETTIXEIPNON.

Tpito KEQAAQIO: 2TO TPITO KEQPAAQIO TTPAYUATOTTOIEITAI N AvAAUON TNG
€VVOIaG TNG IKAVOTTOINONG TwV TTEAATWYV. ZUYKEKPIYEVA, TTEPIAAUBAVEI
TNV avdAuon Tng €vvolag TNG IKAVOTToiNONG KABwg ETTiong Kal TOug
AOGyoug pétpnong tne. Emuépoug avagopd yivetal 0Toug TTayKOOUIOUG
OcikTeG IKavotroinong TeAatwy. lMNa Tnv KAAUTEPN KaTtavonon Twv
TTOPATTAVW OTOIXEIWV OIATUTTWVOVTAI Ol YEVIKEG APXEG, O TTPOCOOKIEG
KAl N QyOPAOTIKI) CUUTTEPIPOPA TWV IKAVOTTOINUEVWY TTEAQTWV.
Térapto kKe@dAAaio: To TETAPTO KEQAAQIO avaAUEl Ta IO YVWOTA
MOVTEAD IKavoTroinong TmeAatwv: To poviéAo  dldyeuong  Twv
TTpoodokiwy, TAvioAo TG avtiAapBavouevng amodoons, n Bewpia
empBeBaiwong Twv TTPoodoKiwy, N Bewpia TNG 100TIHIA, N Bewpia TNG
a1rodoong, n Bewpia Twv xaoudTtwy, intservqual, n Otwpia Twv Avo
Mapaydéviwv.

MéumrTo Ke@AAaio: To TTEUTITO KEQPAAQIO TTPAYMATEUETAI TA OTOIXEIA
OIaTAPNONG TNG IKAVOTTOINONG TWwV TTEAATWY. 2NUAVTIKO TTapdyovta
QIaTAPNONG TNG IKAVOTTOINONG ATTOTEAEI N YVWOTN TWV TTAPAYOVTWY TTOU

TNV ETTNPEACOUV.

‘Ekto Ke@dAaio: To ékTo Ke@AAaio TrepIAapBAvel TNV €peuva TTOU

TTPAYMATOTTOINONKE KABWG €TTiong Kai Tn peBodoAoyia TnG Epeuvag TTou
n otroia, TEPIAAUPAVEI TOV OKOTTO Kal TOUG OTOXOUG TNnG €PEuvac, TNV
avaAuon Tou gpwTnuaTtoAoyiou Kal TN PEBodo TnG delyuaToAnyiag. 210
TEAOG TOU Ke@aAaiou vyivetalr n avdAuon Kal O OXOMAOUOG Twv
OTATIOTIKWY ATTOTEAEOUATWY TNG €peuvag Trapoucialoviag Ta O€

TTVOKEG Kal dlaypAaupaTa.
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‘EBOopo Ke@daAaio: 210 £BOopo  kepdAAaio TrepIAauBdvovtal  Ta
ouptrepdopaTa  Tou  dieEdyovral amd TNV TTPAYAPATOTTOINCN, TNV
avaAuon Kal Tov oXOANIaouO TNG EPEUVAG PAG.

BiBAloypagia

MapdpTnua: 10 TTAPAPTANO CUPTTEPIAAPBAvETal {Evn apBpoypagia
OTTOU Hag BoriBnoe otnv KAAUTEPN KATavonon Tou BEUATOC PaG Kal Pid
ouvévTeugn atrd apuodIo ATOPO TOU COUYKEKPIMEVOU KATAOTHHATOG TWV
Goody’s TTou epwTNONKE yIa Ta onueia TTou Xprifouv BeATiwon Katd Tn

YVWHN TWV EpWTNOEVTWV.



KE®AAAIO 2
OPIZMENA XAPAKTHPIZTIKA TQN NMEAATQN

2.1 Opiopo6g Tou TTEAATN

Baoi{éuevol otn Bewpnon Tng €TTIXEipnong cav oUoTNUA, Ol TTEAATEG
MTTOpOUV va BewpnBouv cav n KUPIa €10por], EKPOA KOl AVTIKEIMEVO EPYATIOV
TOU OUCTAMATOG «OIKOVOMIKA povdada». Me autdv Tov TPOTTO €TTnNEEAGCOUV TN

Soun Kai T Aeiroupyia Tng’.

H e@appoyl Tou Xpuoou Kavova «Oa ETTPETTE va BewpPEiTE TOUg
MeAGTEG 0OG OAvV CUVEPYATEG 1] KAAUTEPO QKON Cav OIKOYEVEIa» Ba €xel oav
atroTEAEOUA T BACIKA TTPOTEPAIOTNTA ETTIXEIPNONG TTOU €QapuOlel Aloiknon
OAikAg MMoidéTnTag yia va Bewpeital emruxnuévo. lMari n Ikavotroinon Tou
TeAATN €ivalr éva dgiyya TTou pog Ocixvel TV MoidTnTa TWV TTAPEXOUEVWV
UTTNPECIWV/TTPOIOVTWY. TO va ayvoei Kaveig Tov TTEAATN I00QUVAMEI ME
«ENNEIYN EKTIPNONG» N OTTOIA OTTOTEAEI TO EYAAUTEPO €UTTODIO OTN BEATIWON.

Mia emmixeipnon €Xel avTaywvIoTIKO TTAEOVEKTNUA OTNV TTEPITITWON TTOU
EKTTANPWVEI 1] Kal UTTEPPRAiVEl TIG TTPOCDOKIEG TOU TTEAATN. MNa va €XEl OUWGS N
ETTIXEIPNON QUTO TO TTAEOVEKTNUA E€ival avaykKaio va yvwpilel TTolol gival ol
TEAATEG TOU, TI TTEPIMEVOUV aTTO QUTA KAl TTOOO KOAQ EKTTANPWVEL TIG
TTPOOdOKiEG TOUG. EKTOG auTou 0 KABe opyaviouog Ba TTpETTEl va aoX0oANBEi pe
TNV évvola Tou «MoANaTTAOU MeAGTN» KABWC oI TIEAGTEC TOU WTTOPET Vot givan:
ESwrTepikoi:

% Mikpég eTTIXEIPAOEIG
% MeydAeg ] TTOAUEBVIKEG ETTIXEIPNOEIG
% lMpounBeuTtég
EowTtepikoi:
s O1 gpyagduevol

Emopévwg évag opyavioudg mou TTpoa@épel uttnpeaieg/MNpoidvra atov

TTEAATN, €ival Katd KUplo AGyo avaykaio va kabopioel oca@wg Trolog ival o

TeAATNG. H évvola Tou TeAATN Spwg eival dieupupévn. Aéyovtag TTEAATN dev

! Kouptéoag I., 2004, Znueiwoelg oTo padnua  Aloiknon TOuploTIKWY ETmixeipAoewy.

Oeoaalovikn, oeh. 12

2 Pgykoukoc, M., 2004, MoloTikr| €EUTTNPETNON TrEAGTWY. Seminars & Consulting., , o€A. 99



EVVOOUME MPOVO auTtdév  TToU  TEAIKA atmodEXETAl  TIC TTPOOPEPOUEVEG
uTTNPETieg/TTpoidvTa piag emmyxeipnong. Mmmopei va Bewpeital kal K&GBe drouo n
TUAMA JECA OTOV OPYAVIOUO (ECWTEPIKOG TTEAATNG) TTOU QVATITUOOEI OPIOHEVEG
OpacTNPIOTNTEG TTOU £LAPTWVTAI KATA TTOAU N dia atmd Tnv GAAN Kal UTTAPXEI
TTAVTA  KATTOI0G OTTOOEKTNG, O€ OnNMEIO TTOU TOTTOBETEN TOV TTEAATN KOl
TTpounBeuTH KATToI0U GAAOU.

H >xéon epyaciag OnAadry pE€oa oTnv E€mmxXEipnon e€ival ox€on
TTPOUNOeUTH- TTEAATN. 21N diadikacia TTapaywynsg KABe epyalduevog eival
TEAATNG TOU TIPONYOUPEVOU O OTI0ioG €ival O TIPONNBeUTiAG Tou. ToO
atroTéAEOUA TTOU TTOPAYEl €vag UTTAAANAOG TO divel oTOV €TTOMEVO K.0K . H
oxéon dnAadn cival apidpoun. Kai €meidn n moidtnTa TG TEAIKNG UTTNPETIag
eCapTaTal KATA TTOAU ATTO TNV TTOIOTATA OAWV TWV E0WTEPIKWYV TTPOIOVTWV N
UTTNPECIWV TTOU €UTTAEKOVTAl OTn OladIKACia TTAPAywyNs, XPEIAZeTal va
TTpaypaTotroindei N KATAAANAN TTOIOTIKA TTPOCTTABEIA KAl TTOIOTIKEG EKPAOCEIS
EoWTEPIKA o€ OAOUG TOUG TOUEIG TNG BIadIKATIOG TTapaywWYNAG.

Eival atmapaitnto 170 KABE ATOMO 1} TUAUA OTOV XWPO TTAPOXNG
YT1npeoiwy, va eEeTalel AeTTTodEPEIOKG OTI TOU TTAPEXETAI KAl VO BewpEei auTdv
OTOV OTTOI0 TTAPEXElI TO OIKO TOU E0WTEPIKO TTPOIOV 1 UTTNPECIA, WG TTEAATN.
Edv o1 ecwTtepikoi TTEAATEG BEV gival IKavOTTOINUEVOI OTTO TNV £pYACia TOUG TOTE
n kardotaon auti Ba emnpedoel Kal TOUG €EWTEPIKOUG TTEAATES. 'Eva
IKOVOTTOINKEVO TTPOCWTTIKG €ival atmmapaitntn TEoUTTO0eon yia va TTETUXEl N
ETMIXEipNON TN dlagopoTroinon TG atmo  TIC AA\eg  emixelphoels. ari
OI0QOPETIKA n Onuioupyia TTOIOTIKWY TTPORANUATWY evdidueca Oa  Exel
ETMTITWOEIG PE TOV TTEAATN €EWTEPIKA. YTTApxel OnAadny MIa CUuveEXOMEVN
oAucida pETAEU TWV aTOMWV 1 OPACTNEIOTATWY KATTOIOU TPAMATOS TOU
opyaviopgou aTrd Tnv OTroia POVO TO TEAeUTaio PEPOG eival O €CWTEPIKOG

TTEAATNG

2.2  Tumroloyieg reAaTtwyv
ApkeToi epeuvnTéG Ta TeEAeuTaia 40 xpovid €xouv £TTIO00EI O £pEuveg

TTPOOTIABWVTAG VA TALIVOUAOOUV TOU KATAVAAWTEG O€ KaTnyopieg. H PEAETN



Twv Darden kai Ashton (1974-5) o€ KATOOTAUATA TPOQYIMWYV KATEANEE OTOV

EVTOTTIONS ETTTE KATNYOPIWY TIEAATWV - AyOpaoTwV :

1. O amabng

N o gk~ b

O amaitnTikdg

O T10I0TIKOG

O 18161poTTOg

AUTOG TTOU TTPOTIPA T EPTTOPIKA KATAOTAMOATA

AUTOG TTOU TTPOTIPA TA KATAOTAUATA TTOU €ival KOVTA TOU

AUTOG TTOU QVTITTOBE TO EUTTOPIKA KATACTH AT

Mia GAAn epelva Twv Westbrook kai Black (1985) trporeivel Tpeig

KATNYOPIEG TTEAATWYV - KATAVOAWTWV:

1. TOUG TTPOCAVATOAIOUEVOUG OTO TTPOIOV

2. TOUG TTPOCAVATOAIOCHEVOUG OTIG EUTTEIPIEG

3. TOug TTPOCAVOTOAIOUEVOUG KOl OTO TIPOIOV Kal OTIG guTTEIpies. Ol

KATOVOAWTEG auToi €ival dtopa Ta oTToia ETTIAEYOUV TTPOIOVTA YId

OUYKEKPIPMEVEG aVAYKEG TOug HE Pacon Ouwg Tnv  TTapoxn

€UXapPioTNONG ATTO TNV AYOPACTIKN EUTTEIPIAL.

O1 Lesser kai Hughes (1986) ouvdudlovtag Onuo- Wuxoypagikd

XOPAKTNPIOTIKA TTPoodIOpIcaV KAl QUTOi  €TTTA  KATNYOPIEG TTEAQATWV -

KATOVOAWTWV:

1.

3.

Avevepyog ayopaaoTrg Bewpeital autdg TTou dev ekPpadlel duvaTd
evolagépov  yia  Ta  Ywvia oUuTE TOoV  evOIQQEPOUV T
XOPAKTNPIOTIKA ayopwV OTTWG TIW.

Evepydg : 'Exel éviovo 1pOTTO0 WG Kal HAAAOV yIa auTO KAVEI
Ywvia, KUpIO TTapAyovTa OTIG QYOPES TOU TTaiCel N TIUN.
AyopaoTrig  eguttnpétnong :  Amraitei uwnAo  emiTredo
eCuTTNPETNONG, €EAVTAEiTE ypriyopa n uTTopovA Tou  OTav
TIPOKEITAI VA TTEPIPEVEI.

Mapadooiakdg : Aev TOu QpPEOOUV TA WPWVIA Kal Oev EXEI

IDINITEPEG AYOPAOTIKEG ATTAITACEIG.

3

Zipkog ., 2002, Zuutepipopd Katavahwtr & Ztpatnyikry Mdapketivyk,2" ékdoon, A6.

21auouAn, oeh. 587



5.

6.

AQoCIWPEVOS OTO DIAPOPETIKO : EMOIWKEI va gival dIAQOPETIKOG
amd  TouGg  AAAoUG  OTTAvia  €XEl  TTOANEG  KOIVWVIKEG
OUVAVOOTPOPEG Kal BEV €ival TIPOCNAWNEVOG O€ KATTOIO HAPKA.
AyopaoTig TINAG : ZuvABwg avadnTd Kal TEAIKA Wwviel TO TTI0
@ONVO TTPOoIdY.

MeTaBamikdog  katavaAwtig :  Eivar  ouvABwg  eKAEKTIKOG
KATaOVOAWTAG, OtV €XEl OUYKEKPIMEVO TPOTTO CWNG Kal OTav
evoloQepBei yia KATI TO ayopddlel OXETIKA OUVTOMA XWPIG va

WAXVEI AANEG AYOPACTIKES ATTAITHOEIG.

H Jarratt (1996) avagépel £€1I katnyopieg TTou Bacifovral o€ diapdpoug

TTOPAYOVTEG OTTWG TNV €EUTTNPETNON OTO KATACTNUA ] TO TTEPIBAAAOV. AUTEG OI

KATNYOPIEG AvaPEPOVTAl TTAPAKATW:

1.

O1 «mpéme» ayopaoTés : H Tyl 10 TEPIBAAAOV  Kal N
ecuttnpéTnon &ev £Xouv yia autoug Kauid onuaaia.

O1 petplotradeic : MNapouoidfouv PETPIO EVDIAPEPOV KAl VIO TOUG
TPEIG TTAPAYOVTEG.

O1 ayopaoTég e€UTTNPETNONG, N €EUTTNPEETNON YI' AUTOUG €XEI TV
MEYOAUTEPN ONuaCia.

O1 ayopaoTtéc ToU €mMCNTOUV TNV EUTTEIPIA, KAl Ol TPEIG
TTOPAYOVTEG £XOUV TEPACTIA CNUATIA.

O1 mpakTIKOi ayopaoTég Oivouv onuacia OTo TTPOIGV Kal Thv
ecuttnpéTnon.

Evw o1 ayopaoTég TTou €0TIGCOUV OTO TTPOIOV €VOIAQEPOVTAQI

MOVO yia TNV TTPOC@POPa Kal TITToTE AAAO.

10



KE®PAAAIO 3
TO NEPIEXOMENO THZ IKANOIOIHZHZ

3.1 OPIZMOZ THZ IKANOMNOIHZHZ

O1 1TeNdTEG HEOW TWV ATTOPACEWV TOUG KABopifouv TNV €IKOva TNng
ayopdg. O 1eAATNG KOBNUEPIVA ETTIAEYEI OUYKEKPIPEVEG PAPKES TTPOIOVTWY,
a@OU TTPWTA CUAAEEEI TTANPOQPOPIES YIa OAEG TIC EVAOANOKTIKEG HAPKES TTOU TOV
eVOIOQPEPOUV TTPOKEINEVOU VA TIG aloAoynoel Kal va TIG ouykpivel. O TTEAETNG
Kard Tn diadikaoia ARWNng Twv OTTOQACEWYV OXNUAaTiCEl OTACEIS VIO TIG
OI1dQopEeS NAPKESG. MEeTA TNV ayopd TTou £XEl KAVEL agloAOyEl TO TTPOIOV PE BAoN
TO BaBud OTOV OTTOIO IKAVOTTOINCE TNV AVAYKN YIA TNV OTToIa TO ayOPOOE.

2¢ KGOe atmrégaon TToU TTAipvEl O KATAVAAWTAG €TTNPeddeTal AtTd TO
KOIVWVIKO Tou TTEPIBAAAOV OAAG Kkal atrd TO TrEPIBAANOV  pApPKeTIVYK. Ol
UTTEUBUVOI TOU PAPKETIVYK EVOIA@EPOVTAIl VIO TIG AYOPAOTIKEG OUVABEIEG TWV
meAatwyv 10T Bdon auTtwv TTpoypapuatiCouv TR OTpPaTnyikh TTOoU  Ba
aKoAouBAoouv.

To American Marketing Association 1o 1995 £€dwoe TOV OPICPO TNG
OUMTTEPIPOPAG TOu TTEAATN MECO ATTO TOV OTTOIO OPIOBETEITAI KAl O OPOG
TEAATNG, AUTOG O OpIoHOGS cival 0 €ENG: «H duvauikn aAAnAsmidpaon tou
ouvaloBAuaToS Kai tnG yvwaong NS CUUTTEPIPOPAS Kal Tou TTEPIBAAAoVTOC
péow Tn¢ orroiac o1 avBpwrror dieEGyouv ouvaldayéc orn wh Toucts. Qg
QTTOTEAEOUA TOU OUYKEKPINEVOU OPICHOU BETOUPE TOV TTEAATN WG TO ATOPO
TTOU KAVEI TIG OUVAANQYEG JE QTTOTEAECUA va OPICEl KAl TNV HOPPr) TNG ayOPAG.

Eival TTpaypaTtikd dUOKOAO va opIoTei N €vvola TNG IKAVOTTOiNONG Kal
yiati uttdpxel pia @ofepry aAAnAoouykpouduevn BiBAloypagia. MapakdTw
QVOQEPETAl QUTO TTOU iOWG PTTOPEI TTOAU KOAG va TTpooeyyioel autd TTou
evvooupue pe Tov 0opd¢g IKavoTroinon TreAdTn. Eivar duo oplopoi 1Tou ava
ouvOuaoTOUV iowg Oivouv Tnv TI0 OAOKANpwuévn €Ikdva auTtou TOu
AM@IAEYOPEVOU £TOI KAl AAAIWG OpIoUOU.

O1 Westbrook kai Oliver opiouv Tnv IKAVOTTOINGON TOU KOTAVOAWTH WG
TN OUVOAIKAy OTAon TTOU auTOG OJIOPOPPWVEL YIa €va TTPoidv TO OTToio

XpnoigoTtroince agou 1o ammékTnaoe. MNpdkeiral AoiItTév yia pia agloAoyikr Kpion

4 http://www.marketingpower.com/AboutAMA/Pages/default.aspx
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MET& TNV €TTIAOYN TTOU TTPOKUTITEI OTTO IO CUYKEKPIYEVN QYOPACTIKN ETTIAOYN
Kal a1Td TNV EUTTEIPIA TNG KATAVAAWONG TNG,

“Yotepa o1 Giese kal Cote gpeuvwvtag d1€¢0dIKd GAOUG TOU OPICUOUG
MEXP! TWPA TNG IKAVOTTOINONG KATEANgAV OTO CUUTTEPACHA OTI N IKAVOTTOINON
gival pIa OUVOAIKN OE€TIK) OUyKIVNOIaKr avTidpaon TToIKiAng évraong TTou

BIOVEI O KATAVOAWTAC KOTA TNV KATAVAAWGN EVOC TTPOIOVTOC KABWC KAl HETA .

3.2 OEQPHTIKEZ NMPOZEITIZEIZ THZ IKANOIMOIHZHZ/
AYZAPEZKEIAZ TOY KATANAAQTH

H emixeipnon dev PTTOPEi va gival TTOTE aiyoupn OTI €XEl IKAVOTTOINOEI
TOUG TTEAATEG TNG KAI AUTO YIATI 01 TTEAATEG €ival aTTPOBAETTTOI.

MNa va yivel owoTth diaxeipion TNG oxéong Tou B€Ael va xTioel pia
ETIXeipnon pe Toug TTEAATEG TNG Ba TTpéTel va KataAdBel To Ti {nTdve atrod
autrjv. O Fredrick Reichheld (1998) é¢ypawe 1o Beyond Customer Satisfaction
to Customer Loyalty, étrou péoa amd pia €peuva TToU €Kave O€ Eva PEYAAO
Ociyua KATAVOAWTWY KAl ETTIXEIPNOEWY EPEUVNOE TIG OIKOVOUIKEG ETTITITWOEIG
TTOU UTTOPEI VA TTPOKOAECEI N CUUTTEPIPOPA TOU KATAVOAWTIKOU KOIVOU O€ Hia
emxeipnon. Karmrola a1rd 1a CUPTTEPACUATA TNG £PEUVAC gival Ta €ENG:

e 2¢ etnola Bdon 10 10 pe 40 % Twv KATAVOAWTWYV TTOU Aéve OTI gival
IKavoTToinuévol aAAGdouv eTTIXEIiPNON.

e KooTiCel TTEVTE PE €QTA QOPEG TTAPATTAVW TO va BPEl pia €TTIXEIpNON
KAIVoUpPIoug TTEAATEG ATTO TO VA KPATHOEI TOUG UTTAPXOVTEG TTEAATEG.

e To 98% Ttwv OucapeoTnUéVWY TTEAATWY OEV  TTAPATTOVIETAI TTOTE.
ATTAWG aAAGCel eTTIXEIPNON BiXWGS va TTEI TITTOTA OTAV £TAIPIA.

e O1 KOTAVOAWTEG TTOU €ival EVTEAWG IKAVOTTOINKEVOL €XOUV EEI QOPES
TEPIOOOTEPEG TMIOAVOTNTEG va Eavda-ayopdoouv T TIPOIOVTA Midg
ETIXEipNONG MEOQ OTa €TTOPEVA OUO Xpovia atrd OTl €vag aTTAd
IKOVOTTOINMEVOG KATAVAAWTIG.

e Mia peiwon 5% oTO TTOCOOTO TWV KATAVOAWTWY TTOU PEUYOUV UTTOPEI

va @épel auénon ota KEPON atrd 30% Ewg 85%.

° Mpnyopoudng B., 2007, MoidTnTa YTTNpeoiwv Kal Ikavotroinon MNeAdTn, oeA. 36
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MNa ytropéooupe va TTouue 0TI évag KATavaAwTAGS €ival IKAVOTTOINUEVOG,
TOTE TO TTPOIOV TTOU Ba £xel ayopdoel Ba TTPETTEI VA IKAVOTTOIET TIG TIPOCOOKIES
Tou. O1 eTMIXEIPAOEIG TTOU OEV KATAVOOUV I &V TTPOCTTIAB0UV VA IKAVOTTOIGOUV
TIG TTPOOBOKIEG TWV KATAVAAWTWY Toug Ba ouvavtrioouv TTPoRAnua. Oco o
QVTAYWVIOTIKA €ival pia ayopd 1600 1Mo dUOKOAo Ba eival va emBILOEl Hia
ETTIXEIPNON TTOU OEV IKAVOTTOIEI TIG TIPOCOOKIES TWV KATAVOAWTWYV TNG.

Av B€Ael pia emxeipnon va  IKAVOTTOINCEl TIG TTPOOOOKIEG TWwV
KATAVOAWTWYV TNG TOTE Ba TTPETTEI v OTOXEUOEI O€ TPEIG TTEPIOXEG. AUTEG €ival
ol®:

1. TNpoocappooTikdTNTa (Customization)
2. MNpoowTtikég oxéoelg (Personal Relationship)

3. Ymrootipign / YTrnpeoieg petd Tnv mwAnon(After - Sales)

MARKETING AREAS
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Customization
After-Sales

What Do Customers Want?

YXHMA: O weproyés mov mPEMEL Vo, ECTLAGEL 1] EXLYEIPNG YU VO, IKOVOTOLGEL

TOVG TELATES TNG

® Galbreath J. & Rogers T, 1999, Customer relationship leadership: a leadership and
motivation model for the twenty-first century business, The TQM Magazine, Volume 11, No 3
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O kdBe kKaTavaAwTAG £XEl DIAPOPETIKEG AVAYKES Kal €TTIOUpies. KatroTe
Ol €MMIXEIPAOEIG ékavav Madikn TTapaywyr PacifOPeEVEG OE TUTTOTTOINMEVEG
ocIpég  TTapaywyng. BéBaia onuepa Ta  Tpdpata €xouv  aAAdgel. To
QVTAYWVIOTIKO TTAEOVEKTNUO Qv €CAPTATE TTAEOV ATTO TNV IKAVOTATA TWV
ETTIXEIPNOEWY v KAVOUV pPadikh trapaywyry aAAG atmmd Tnv IKavotnta Tng
ETTIXEIPNONG VA IKAVOTTOIEI TIC AVAYKEG Kal TIG €TMIOUMIEG TTOU ONMIOUPYEI N
ID100UYyKpaoia Tou KABe kartavaAwTth. ‘Etol éxoupe @TAOEl OTnV €TTOXA TNG
TIPOCAPHUOCTIKOTNTAG TNG TTAPAYWYNAGS OTIG AVAYKEG TOU KABE KATAVAAWTH).

ToO KTIOIUO TTPOCWTTIKWY OXECEWV PTTOPEI va dWOEl dia AAAN dUVAUIKN
OTIG ETIXEIPNOEIS. OTTWG ImTwonKe Kal Aiyo TTIo TTAVW, €va TTOO0O0TO £wG Kal
40% Twv TTEAATWV aAAGCel etmixeipnon. O TPOTTOC yIa va PEIWOElI QUTOV TOV
apIBud  pia emmixeipnon €ivalr TO XTiOIJO HAKPOTTPOBECUWY TTPOCWTTIKWYV
OXE£0EWV PETALU TNG ETTIXEIPNONG Kal Tou TTEAATN. [Na va yivel autd Ba TTPETTEN
n €TxeEipnon va dwael TTPOCOoX OTOV TTEAATN, VA TOV OKOUEI KAl VA IKAVOTTOIE]
TNV KABe artraitnon tou. Me autd Tov TPOTTO Ba dnuioupynBei apoifaiog
oeBaocuog Kal 0 TTEAATNG Ba ATTOKTACEI EPTTIOTOOUVN OTNV ETTIXEIPNON.

TéNOG, peydAo poAo Ba diadpauatioel n ToIGTNTA TNG UTTOOTHPIENG Kal
TWV UTTNPECIWV HPETA TNV TTWANGTN. TOAANEG POPEGC OI ETTIXEIPAOEIGC €XOUV OTO
OKETITIKO TOUG TO VA Yivel N TTWANON Kal PETA va @uyouv. O1 ETTIXEIPAOEIG
Bacouv emmTAéov agia oTov TTEAATN TOUG HE TO va TOU divouv TTPOCOXN o€ OTI
(nTAoEl PETA TNV TTWANON. Me autd Tov TPOTTIO QTTOKTA N ETTIXEIPNON TNV

aQOCiwan Kal TNV EUTITIOTOCUVN TOU KATAVAAWTH.

A6 Tnv AGAAn TTAgupd, n IKavotroinon Tou TTEAATN (costumer
satisfaction), oUp@wva pe pia egavrAnTikr emokoétTnon Tou Yi (1991),
opileTal e dUO PaaikoUg TPOTTOUG: €iTE WG £va atmoTéAeoua (outcome), €ite
ME pia dladikacoia (process). O TTpwTog TPOTTOG KABOoPIZEl TNV IKAVOTTOINoN
w¢ pMia TENKA KatdoTaon 1 wg €va  ATTOTEAECHO TNG EPTTEIPIAG
KAaTavaAwong i Xpnong Jiag utrnpeciac.

O1 onuavTikoTEPOI KaBIEPWHEVOI OPICUOI €ival O EEAG:
e «...H ikavorroinon givar yia karaoraon Tou TEAQTN, OCOV aopa OTnv

ETTAPKN i avETTApKN avrauolfn Tou yia TIC BUOiES Kal TIS TTPOOTTABEIEC

mou éxel karaBdAer...» (Howard and Sheth, 1969)
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e «...H ikavorroinon eivai pia ouvaioBnuartiky avridpaon oTIC EUTTEIPIEC
TOU TTEAQTN, OI OTTOIEC OXETIOVTAI EITE UE OUYKEKPIUEVES UTTNPETIES EITE
UE d1adIKaTieS ayopds, €iTE aKOUQ UE OUYKEKPIUEVA XAPAKTNPIOTIKA
Tou meAarn aurou » (Westbrook and Reilly, 1983)

e «...n IKavoTroinon &ival 1o arroTéAsoua TNG ayopds Kal xpnong uiag
UTTNPETIAG, TO OTTOIO QTTOPPEEI ATTO THV CUYKPIOH TOU TTEAQTH avaueoa
otnv avrauolfn Kai 10 KOOTOS TNS ayopds , AauBavovrag umown Tic
TPOCTOOKWEVES emTTTWaelS....» (Churchill and Suprenant, 1982

e «...H ikavorroinon eivai pia diadikacia aloAdynong , n omoia e€eTadel
av n OUYKEKpIuévn emmAoyn eivar ouuBary e TISC TTPOYEVEOTEPES
rrerroifnoeic rou meAarn....» (Engel and Blackwell, 1982)

e «H ouvoAikA oTdon TToU AUTOG BIAPOPPWVEI YIA £va TTPOIOV TO OTTOIO

XPNOIUOTIOINOE Aoy TO OTTEKTNOEY .

Omwg kal TTpoava@gépdnke Kal TTapatrdvw N IKavoTtroinon Tou
KatavaAwTn (consumer satisfaction) atroteAei pia a1rd TIGC ONUAVTIKOTEPES
€VVOIEG TNG ETTIOTANNG TOU PAPKETIVYK. H IKAVOTToinon Tou KOTAavaAwTH €XEI
ATTOTEAECEI AVTIKEINEVO EKTETAUEVNG PEAETNG. O1 TTEPICCOTEPOI EPEUVNTEG
Bewpolv TNV IKAVOTTOINON WG ATTOTEAECHO TNG OUYKPION METALU Twv
TTPOOJOKIWY  ammddoong €vOG TIPOIOVTOG KAl TNG  TTPAYMATIKAG TOU
atrdédo0ong.

[Tpocdropiopog

amOd00oNg
TPOIOVTOG

SYTKPIZH | > 4
[Mpoypotikn

amOO0oN :>
TPOIOVTOG

Mia TETOIO QTTEIKOVION TIOPOUCIACEl O€ OTTAOTTIOINUEVN MOP®NR TN
diadikacia TTou odnyei TOV KOTAVOAWTH OTO aioBnua ikavotroinong A un

! 21wpkog I, IkavoTroinon Tou KatavaAwTh, 2001, oeA. 52
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amdé éva TIPOIOV. ZTNV TIPAYMATIKOTNTA N amoédoon Tou TIPOIOVTOG
(TTPOOBOKWHUEVN KAl TTPAYMATIKY ) €ival ouvhBwg TToAudidoTaTn évvola. H
MEiwon TNG IKavoTroinong atrd éva TTPoIdV UTTOPEI va gival TO aTToTEAECUa
Ol0@épwyv TTapayoviwyv. Ta ocuvnBeéoTtepa TTPORANUATA OE OXEON ME TNV
KatavaAwaon-xprnon Tou TTpoidvTog/ utrnpedia TTou YTTopouv va 0dnyHoouv
O€ PEIWPEVA TTITTEDA IKAVOTTOINONG €ival Ta akdAouba:

e XaunAf ToI0TNTA TTPOIOVTOG/ UTTNPETIQ

e Mn IKaQvoTTOINTIKA €EUTTNPETNON

e MeydaAn avauovn

e AuoKoAieg oTnVv TTapaAafr) TNG UTINPECIag

e AavBaouévn uttnpecia

e Mn avratmdkpion TNG UTTNPECIAG OTIC TTPOdIAYPAPES

Ta TeAeutaia Xpovia, €XOUV  YiVEI OCUYKEKPIPEVEG TTPOOTTIABEIES
METPNONG TNG IKAVOTTOINONG TWV  KATAVOAWTWY KAl Olapdppwong
TTPOTACEWYV YIa TNV auénon TN IKAVOTToiNoNG Toug, HECW TNG OIEVEPYEIAG
OIaXPOVIKWVY EPEUVWV TTOU ovoudlovtal «BAapOUETPA IKAVOTTOINONG» KOl

TNG AVTIOTOIXNG £EAYWYNAG OEIKTWY IKAVOTTOINONG.

3.3 TENIKEZ APXEZ IKANOIOIHZHZ NEAATQN

H yvwaon NG TautdtnTag TWV TTEAATWY, 00NYEi TN avadritnon Kalr oTov
KaBopiopyd Twv TIPOCOOKIWV TOUG, Kal OTTwG E€itme kal o Deming oTn
onuioupyia Kai diavou YE TaXUTNTA KAl TTPIV O AVTAYWVIOUOG KAVEL TO idIO,
€VOG TTPOIOVTOG TTOU VA KAAUTITEI TIG aVAYKEG auTéG. O1 TTeAdTeS nToUV £TTIONG,
TTAPOXEG TTOU BEV £XOUV APECN OXEON WE TO TTPOIOV AUTO KAB auTd, aAAG JE TIG
avNOoUXieg, AVOOQAAEIEG KAl AVAYKEG TOUG, ATTAITWVTAG avayvwpion Kal
WUXOAOYIKO  "XAdI". Tlapakdtw  TTEPIYPAPOVTAl  HEPIKEG  YEVIKEG QPXES
IKOVOTTOIiNONG TTEAQTWV.

Ti {nTouv o1 TTEAATEC-TTWG KAVOUV TOoug TrEAATEC va aicBdavovral
EEXWPIOTOI:

o ATTOQEUYOUE TUTTOTTOINUEVEG EKPPATEIG TOU TUTTOU: "0 €TTONEVOG..."

e ATTOQEUYOUUE YKPIVIO KOl apvNTIKA OXOAIQ UTTPOOTA OTOUG TTEAATEG.

e XPNOIYOTTOIOUKE TO OVOPA TOU TTEAATN.
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e KoITdloupe oTa PATIA KAl TIPOCEXOUUE TOV TTEAATN.

e Aivoupe KATTOI0 €UBUNO TOVO OTaV N culATNON €ival HakpPd.

e XpPNOIUOTTOIOUHE £Va CEOTO XAUOYEAO.

o EmAéyoupe KATAAANAN YAWOOO CWHPATOG.

o Amro@eulyoupe TNV vooTpoTria: "Aegv @Taiw eyw, GAAoI @Taive".

o Acgixvoupe evOIQQEPOV OTIG TIPOTACEIC KAl TTAPATNPACEIS TWV

TTEAQTWV.

Mrtropei va padBoupue Kai KATI.

e [lpooTraBouue va auPAUVoOUE TIC BUOXEPEIES KAl va Bpouue AUCEIG.
e Aivoupue KATI TTEPICCOTEPO ATTO AUTO TTOU TTEPINEVOUV.

o Acv Ocixvoupe apEAEIN yIA TIG UTTOXPEWOEIG PAG.

o JUNTTEPIPEPOUACTE PE QUOIKOTNTA KOl AVEDH.

o A£UE TTAVTA KATI BETIKO, TTPIV XWPICOUUE PE TOV TTEAATN.

O1 amaItAoeIg Twv TTEAATWV €ival KATTOIEG POPEG TTOAU DIOPOPETIKEG
atrod Ta XAPOKTNPIOTIKA TNG UTTNPECIAG 1 TOU TTPOIOVTOG TTOU TTAPEXEl £VOG
opyaviopog. Or uttnpeaieg TTou atroTEAOUV KivnTPO yia va TTOPAMNEIVOUV Ol
TEAATEG O€ MIA €TMIXEipnON €ival ouvBwg: n aglomoTia, n TPobuyia, n
IKQvVOTNTA, N TTPOCRACN, N EUYEVEIQ, N ETTIKOIVWVIA, N ao@AA&iqa, n KaTtavonon,
T0 TEPIBAANOV, n TTPOCAPMOCTIKOTNTA. Ta XAPOKTNEIOTIKA Kal Ol
TTPOdIayPaPES TOU idIoU TOU TTPOIOVTOG/ UTTNPECIag, TOTTOBETOUVTAI IEPAPXIKA
META TN dékaTtn B€on agloAdynong. Ta AuAa XOapakTnPIOTIKA TNG UTTNPECIAG
avTifeTa, €xouv Bapuvouca onuacia yia Toug TTEAATEG 00OV agopd Tnv
ETTIAOYI TWV TTPOUNBEUTWY TOUG.

ZUPQWVa he apbpo TTou dnuoaielTnKe 0To EMOoTNUOVIKO MAPKETIVYK N
apBpoypdgog Mammadéa N. (2006), emonuaivel 0TI 6TAV KOITAUE TIG EPEUVEG
TNG IKAVOTTOINONG KATAVOAWTWY, UTTAPYXOUV "VIKNTES" kal "xauévol', aAAd
TTPOPAVWG Kaveig Oev UTTOPEI va oTnpixTei o€ autég. Eite oTékovrar oTn
KOpu®N TNG €€UTTNPETNONG TTEAATWYV EiTE OTO TTATO, OI POPEIC TTPOCTTABOUV Va
BeATiwoouv TO oOnueio ekeivo TTou TpaRdel TTEPICCOOTEPO TN TTPOCOXNH TOUu
KAaTtavaAwTh. Av Kal JEPIKOI iowG pwTAoouv Tn hueBodoAloyia Twv Epeuvwy, N

Kopu®n givail n o emBuunTr B£on. «Ba RUOUV O TTIO XAPOUUEVOS AvBPWTTOG
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av AuaoTtav otnv kopurn», Aéel o Cindy Rock, TTpoedpog TOu TUAUATOG
IKavoTroinong meAatwv NG Sprint, «douAeloupe TTOAU OKAnpd yia va 1O
TTETUXOUMEY.

livetal eUKOAa AvTIANTTITO, AOITTOV, OTI N IKAVOTTOINGT TWV TTEAATWY HIOG

ETTIXEIPNONG ATTOTEAET TOV TIPWTAPXIKS TOUC GTAX0.8

3.4 Ol NMPOZAOKIEZ TQN TEAATQN ANO THN AIOPA ENOX

NMPOIONTOZ/ YMNHPEZIAL.

ZUPQwva Pe To apBpo "Ti BéAouv ol TTeAdTeg;" Tou Maoyou Baaiin (2007)
TTapouoIdleTal pIo €peuva TTOU PBEATILOVEL TNV aAvTiAnwn TTOU  €XOUV Ol
emxeipnoceig otn MeydAn Bpetavia OXETIKA HPE TIG TTPOTEPAIOTNTEG TWV
KaTavaAwTwyv. H épeuva oxXeTIKA e TO TI BEAOUV o1 TTEAATEG £¢nyei TOUG Adyoug
yld TOUG OTTOIOUG N IKAVOTTOINON TOUu TTEAATN €ival ONUAVTIKR KAl yia TTOI0UG
AOyoug TTpETTEl va peTpdatal. H €peuva Aoimmdv, avakaAuye OTI o1 EKA TTPWTEG
TTPOTEPAIOTATEG TTOU OIAPOPPUIVOUV TNV IKAVOTIOINON TWV TTEAATWV €ival ol
aKOAOUBEG:

e H 1TOIGTATA TOU TTPOIOVTOG ] TNG UTTNPECIAG.

e H @IANKOTATA TOU TTPOCWTTIKOU.

e H diaxeipion TPORANUATWY KAl TTOPATTOVWV.

e H rtaxurnra.

e H 1eXVIKA KATAPTION.

e H diaxeipion aITUATWV-ATTOPIWV.

e H aglopvnuoveuTn CUUTTEPIPOPA KAl PMETAXEIPION.

e H agloouvn TOU TTPOCWTTIKOU

e H gukoAia etTiAuong TTPORANUATWV.

e H ouvexng evnuépwaon kai TTAnpo@opnon.
2TNV €peuva €TTiong, ToviCetal n 101AITEPN ONUACIa TNG IKAVOTIOINONG TWV
epyalopévwV  a@oU  gival yvwoTo OTI 600 TTIO  €UTUXIOMEVOG  E€ival O
EPYACOPEVOG PE TO AVTIKEIMEVO TNG EPYACIAG TOU TOOO TTIO TTAPAYWYIKOG AAAG

KQIl TTI0 €EUTINPETIKAC Kol PIAIKOC €ival TTPOC Tov TTeAGT.”

2iwpkog I, 2002, Zuptrepipopd KatavaAwTh & Z1parnyikr) MapkeTivyk, oeh. 199
MNaoyxog, B., 2007, T1 8£Aouv o1 TreAdreg;, Customer Management (1), 0eA.18-19
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KE®AAAIO 4

MONTEAA IKANOIOIHZHZ NEAATQN KAl METPHZH THZ
IKANOINOIHZHZ KATANAAQTH

41 TO MONTEAO AIAWEYZHZ TQN NMPOZAOKIQN

To poviého didweuong Twv  Tpoocdokiwy  (The  expectancy
disconfirmation model) To povTéAo autd aTTOTEAEI TO ETTIKPATECTEPO Kal TTIO
a1rodekTd. To BOOIKO OKETITIKO TOU OTNPICETAl OTO OTI O KATAVAAWTEG £XOUV
OIAUOPPWUEVEG TTPOCOOKIEG-TTETTOIBNTEIG OXETIKA PE TO TTWG Ba A&ITOUPYAOEI
TO TTPOIOV. MeTd TNV KatavaAwaor Tou uttdpxel didyeuon TTPOCDOKIWY, OTAV
uTTdpxel atrokAion(BETIKA i apvnTIKN) avApesa oTIC TTPOCOOKIES (avapevOueEva
N €mBuuntd atoteAéopara amd Tn XPAON TOu TIPOIOVIOG) Kali oTnv
TIPAYMATIKA  ASITOUpyia(Ta  TTPAYMOTIKG  aTTOTEAéCPOTA) TOU  TTPOIOVTOG.
2UVETTWG, OTO OeUTEPO OTADIO TNG dIABIKACIAG YiVETAI OUYKPIOT AVOUEVOUEVNG
— TIPAYMATIKAG OTTOTEAECUATIKOTNTAG TOU TIPOIGvVTOoG. EAv n TrpayuaTtiki
ATTOTEAEOHATIKOTNTA €ival KAAUTEPN ATTO TNV QAVAUEVOUEVN, TOTE TTPOKUTITEI
BeTIkiy dlIdweuon Kal ouvakoAouBa, IKkavoTtroinon Tou KatavoAwTth. Edv n
TIPAYMATIKA €ival XaunAGTEPN TNG AVAPEVOUEVNG ATTOTEAECHATIKOTNTAG, TOTE
TIPOKUTITEl apvNTIKA dIdyeuon Kal QUCAPEOKEID TOU KATAVOAWTH. OETIKA N
apvnTiKA n didyweucn odnyei oTnv avabewpnon Twv JEANOVTIKWYV TTPOCOOKIWV
TOU KATAVOAWTA. ZTNV TIEPITITWON TIOU N TIPAYMATIKR) €ival ion dE TNV
QVOMEVOUEVN OTTOTEAECHATIKOTATA, TTPOKUTITEI MIa aTTAn emmRefaiwon Twv

TTPOTBOKIWV KAl CUVAKOAOUBA, IKavoTToinan Tou katavaAwTh™®.

4.2 TO MONTEAO THZ ANTIAAMBANOMENHZ ANMOAOZHZ

O katavoAwTAG TIG TTEPICOOTEPEG POPES AVTIAAPPBAvVETAI KATI yIa ThV
a1TOd00N £VOG TTPOIOVTOG. 2UXVA AUTO TTOU AVTIAQUBAVETAI O KATAVAAWTAG HE
aQuTtd TTOU TENIKA €ival TO TTPOIOV ATTEXElI TTapacdyyas. ‘ETol ouxva yivovrai
TTapeényNoeIg Kal 0 TTEAATNG TEAIKG dUCAPEOTEITE €TTEION OAAG TTEPIPEVE Kal

oAAG avTigeTwTTiCel. Eival Aoimtév oTo X€pI TNG €TAIPEIAG KAl TOU UTTAAARAOU

10 2iwpkog ., 2002, Xuptrepipopd KaravoAwTr & Ztpatnyiki MapkeTivyk, 2002, oeA.

704
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€EUTTNPETNONG VA TOU dWOEl va KATOAGRBEN TI akpIBWG TTPETTEI VA TTEPIMEVEI KAl
av Ogv TOU KAAUTITEI TIG AVAYKEG TOU, TOTE VA TOU TTPOTEIVEI KATI AAAO.
4.3 H ©EQPIA THZ ENIBEBAIQZHZ TQN NPOZAOKIQN

Me autr) TNV Bewpia 0 KATAVOAWTAG €XEI KATTOIEG TTPOCOOKIEG ATTO TO
OUYKEKPIPJEVO TTPOIOV TO OTToI0 €XEl ayopdoel. MeTd Tnv kKatavaAwaon Tou
AOITTOV auBdpunNTa TTIO CUYKPIVEI TNV EUTTEIPA AYOPA Kal KATavAAwoNnG KE auTd
TToU TTPOC0dOKOUCE. Av N TTPOCdOKIa TTOU €iXE €iTE BETIKA €iTE apvnTiKr], TOTE O
KATavaAwTAG emReRaiwveTal 0TI €ixe OikIo yia autd TTou Bewpouaoe Kal £T01 av
gival IKAVOTTOINUEVOG ATTO TO TTPOIOV OUVEXICEl va TO KOTAVAAWVEl Kal gival
XOPOUMEVOG yia Tnv €TMIAOy Tou, OIa@OPETIKA dev TO ayopddlel ¢avd Kal

TTapPAcUPEl Kal GAAOUG OTO va PNV TO ayopdoouy.

4.4 HOEQPIA THZ IZOTIMIAZ (Equity theory)

H Bewpia Tn¢g 100TIHiaG, n oTroia avatrTuxnke amd Tnv WuxoAoyia,
OupBaAAel  otnv  katravénon amo  Tov  marketer Tng  IKavoTtroinong/
OUOOPEOKEIOG TOU KatavaAwTr, Baci{ouevn oTo dikio Katd Tn OIApPKEId
OUVOAAQYWV avAapeoa o€ €vav ayopaoTh KAl €vav TTWANTA 1 YeEVIKA évav
opyaviopo (Oliver and Swan,1989). H Bewpia TnG 100TIHIAG, €PapuOlOPEVN
oto MApkeTivyk, uttooTnNPiCEl OTI O KOTAVOAWTEG O€ KABE OUYKEKPIPEVN
ouvaAAayr} TTOU KAVOUV OXNUATICOUV DIOQPOPETIKEG EKPOEG KAl EI0POESG . WG
€1I0p0£C oUVABWG xapakTnpifovtal n €I0BoAr} TTpocTTABsIag yia TN AQwn NG
QyoPAOTIKAG ATTOQAOCNG Kal yIa TN OUAAOYR TTANPOQOPIWY, TO XPNHATIKO TTO0O
(Tl TOou TTPOIGVTOG) K.O., EVW) WG EKPOEG €XOUV KUPIWG Oxéon ME TNV
TIPOKUTITOUCA IKAVOTTOiNON aT1rd Tn XPRAOn Tou TIPOIGVTOG, N IKAVOTIoinon
KATTOI0U OTOXOU Il avaykng. AvTiOTOIXEG TTIBAVEC €10P0EC TOU TTWANTH gival éva
TTPOIOV TTOIOTNTAG KAl N TTPOoCTTd0eIa TTou KAaTtaBAAAEl yia Tnv OAoKARpwaon TNG
TTWANONG, EVW N TUTTIKA €Kpon €ival To KEPOOG. O KATAVAAWTAG £TOI CUYKPIVEI
TIG OIKEG TOU EI0POEG- EKPOEG WE TIG AVTIOTOIXEG TOU TTWANTA KAl KOTAAAYElI O€
éva ouutTépaopa. Eav o katavaAwTAg dIatmoTwaoel 0TI 0 AOYoS TwV OIKWYV TOU
EKPOWV-EIOPOWV Eival TTEPITTIOU i00C PE TO AOYO TWV EKPOWV-EIOCPOWV TOU
TTwANTH, Bswpei 6TI N cuvaAAayn gival dikain Kal dpa OAOKANPWVEI TNV ayopd .
Oewpei dnNAadn, 6T aydépace Eva TTPoidv TTou €mBupouce og "dikain" TIPn.
BéBaia, o TUTTOG Twv Adywv TToU POAIC ava@épBnke O AsiToupyei oTnv TTPAEN
akpIBwg €1ol. MapoAa autd ouwg agiCel va avaeepBei TTwG OTavV 0O
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KATavOAWTAG Kpivel OTI 0 AOYoG Twv OIKWV TOU EKPOWV — EICPOWV Eival
XOUNAOGTEPOG ATTO €KEIVOV TOU TTWANTH, TTPOKUTITEI duCapEOKeIa oTn Bdon Tou

4TI N cuvalayr ATav adikn yI’ autov.

45 HOEQPIA THZ AMOAOZHE (Attribution theory)*?

H Bewpia auti TNG KOIVWVIKAG WuxXoAoyiag XpNOIKEUEl YEVIKA OTNV
Karavonon Tou TTWE Ta ATOPA EPUNVEUOUV, BPIOKOUV £ENYNOEIS YIa dIAQOopa
YEYOVOTA (QATTOTEAEOUATA EVEPYEIWV KAl CUMTTEPIPOPEG). E@apuolouevn 01O
MdapkeTivyk N Bewpia NG amédoong utrooTnpidel 611 6Tav €va TTpoidv
QTTOTUXEI(N ~ TTPAYMOTIKA  QTTOTEAECHATIKOTNTA  TOU  UTTOAEITTETAl  TNG
QVOUEVOPEVNG),KATAVOAWTAG TTPOCTIABEl va  TTPOOdIoPIcEl TNV  aAITia TNG
amrotuyiag. Eav n aitia amodobei otov idlo (kakr ) AavBaouévn xprion Tou
TTPOIOVTOG) | 0€ KATToIOV GAAO TTapdAyovTa, O KaTavaAwThg dev eival e€ioou
mOavoé va duocapeotnBei. Eival cagég, emopévwg OTI of ammodOoEIC TTOU
TTPAYHATOTTOIOUV OI KOTAVOAWTEG ETTNPEACOUV TNV IKAVOTTOINGCT TOUG UETA TNV

ayopd ToU TTPOIOVTOG, O€ JEYAAO BaBuo.

46 INTSERVQUAL. METPHZH THXZ MOIOTHTAX TQN YMHPEZIQN
2TO EZQTEPIKO TOY OPIrANIZMOY

H ovopacia “SERVQUAL” onuaiver SERVice QUALIty, dnA troiétnta
uttnpeoiwy. H Moidétnta uttnpeciwy gival yia yevik nEB0dOG yia TNV PETPNON
TNG TTOIOTNTAG UTTNPECIWY WG dla@opd PETALU TNG atTddo0NG TTOU AVAUEVETAI
aT1TO TOUG TTEAATEG Kal TNG a1TOdo0NG TToU diVETAI TTPAYUATIKA. ATTO QUTAV TNV
dlapopd MeETPATAlI N IKavoTroinon Twv TreAaTwy. To poviého SERVQUAL
avaTrTuxbnke ammd Toug Zeithaml, Parasuraman kai Berry.H peBodoloyia
SERVQUAL ¢ival €&va QVEKTINNTO €PYOAEIO TwV OPYaVIOUWY YIO VO

KATOVONOOUV KOAUTEPO TI EKTIMOUV Ol TTEAATEG Kal TTOCO KOA& o1 non

1 Malhorta, N. & Birks, D., 1999, Marketing Research, An Applied Approach, Prentice

Hall.

12

Ziwpkog M., 2002, Zupmrepipopd KatavaAwTr & ZTpaTnyikr) MApkeTivyk, oeA. 706

21



UTTAPXOUCEG ETTIXEIPNOEIS KAAUTITOUV TIG QVAYKEG KAl TIG TTPOOOOKIEG TWV

TTEAQTWV.

Mapéxel Tiong avaAuTIKEG TTANPOYOPIEG OXETIKA :

Me TIG TTPOOTITIKEG YIO UTTNPETIA TTOU £€XOUV OI TTEAATEG

Me Ta etTiTreda amédoong TnG £mMxEipnong OTTwg Ta avTiAauBavovTai ol
TTEAATEG

Me Ta oxOAIa Kal TIG TTPOTACEIG TTEAATWV

Me TIG eviuTTwWOoelG UTTOANAWY pe ogBacud oTIG TTPOCOOKIEG TWV

TTEAATWV KAl TNV IKAVOTTOiNON TOUG.

H Toidtnta Ytnpeoiwv €xel  amodeixBei om eivar €va  ammAd  aAAd

ATTOTEAEOUATIKO £pYAAEiO yIa TTOAAOUG OpyavIoUoUG.

To gpyaleio eMTPETTEI OTOUG OPYAVIOUOUG :

e Na avayvwpioouv Kal va KATAVONOOUV TIOU UTTAPXOUV Keva
UTTNPECIWY PECO OTOV OPYavIOUO Kal YETAEU TOUu opyaviouou Kai
TWV TTEAATWYV TOU

e Na 6éoouv TTPOTEPAIOTNTEG OTA KEVA QAUTA OE OXEOn ME TNV
ETTITITWON TOUG OTNV TTOIOTNTA TWV UTTNPECIWV

e Na avayvwpioouv Toug AGyoug yia Tnv UTTapén Twv KEVWV

e Na cuptmmAnpwoouyv pia oelpd atrd dIadIKATIES yIa TNV CUVEXOPEVN

€MBOEWPNON KAl KABOPIOWO TNG TTOIOTNTAG UTTNPECIWY TWV TTEAATWV.

levikd n peBodoAoyia  SERVQUAL BonBd otnv  avayvwpion Twv

TIPOOTITIKWY TNG TToIOTNTAG UTINPEoIwy Twv TeAatwyv. H SERVQUAL eivai

peBodoAoyia TTou kKaBopilel TIG dIAOTACEIG TNG TTOI0TNTAG UTTNPEECIWY. O1 5 TTI0

QVTITTIPOOWTTEUTIKEG OIOOTACEIG VIO TO €PYOAEio PETPNONG TNG TTOIOTNTAG

uttnpeoiwv SERVQUAL cgival katd ogipd onPavTIKOTNTAG :

1. H A&iomoria (Reliability) - To va k&dvouv autd 1Tou Aéve OTI Ba Kavouy,

OTNV WPA TOUG KOI CUYKEKPIKEVA.

. H Avrtatmokpion (Responsiveness) - n 8éAnon yia Tapoxrn pornesiag kai

N QVTOTTOKPION O€ OUYKEKPIPMEVES ATTAITACEIG

H Eyyunon (Assurance) - n Katoxf Twv aTTaITOUPEVWYV IKAVOTATWY YIa
TNV TTAPOXI TNG UTTNPETIag KaBWwg Kal ueTddoon TnG EPTTIoTOoUVNG.
Katavonon (Empathy)-0¢ixvel tnv karavénon Twv avaykwy Twv

TTEAATWV KAl TNV TTAPOXH TNG CUYKEKPIMEVNG UTTNPETIAG
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5. Al didotaon (Tangibility)-mepIAapBavel  Quoikf  eugdvion  Twv
ATOUWYV KAl TWV EYKATAOTATEWV
O1 1TeAdTEG OTTWG BAETTOUPE OTO TTOPAKATW OXAMA TTOU QVTITIPOOWTTEUEl TO
MovTéAo Tou Servqual €xouv KATToleg TTPOOOOKIEG ATTO TNV ETTIXEIPNON ,0I
oTroieg axetiovral hue 4 TTapdayovTeg. AuToi ivai:
1) Emkoivwvia Kal TTANpo@opieg TTou TTapéxovtal atrd @iAoug Kal
yvwoToug (Word of Mouth)
2) lNpoowTtrikég avaykes (Personal needs)
3) lMponyouuevn guTTeipia (Past experience)
4) Emkoivwvia atmé tnv idia TV TaIpia TTOU TTAPEXEI TIG UTTNPETIES
(External communications to consume)
XpnoiyotroiwvTag Tnv peBodoloyia SERVQUAL, n tmoidtnta uttnpeciwy
KaBopileTal aT1rd TO YEVIKO KEVO PETAEU auTOoU TTOU TTPOCOOKATAI KOl AuTOU
TToU TTapaddOnke. Auté onuaivel OTI
e H TTOIOTNTA UTTNPECIWV €ival OXETIKN, OXI ATTOAUTN.
e AIOQOPETIKOI TTEAATEG PTTOPET va EKAGBOUV OIOPOPETIKA TO ETTITTEDO
TTOIOTNTAG UTTNPECIWY,
e H ToiétnTa kabBopiletal ammd Tov TTEAATN TTOU EXEl «OAEG TIG
WHQOUG», OXI TOV TTAPOXEQ TWV UTTNPECIWV
e H TT0I0TNTA TWV UTTNPECIWV UTTOPEI va €mITEUXOEI €iTe amd Tnv
KAAuwn f TNV UTTEPKAAUYWN TWV TTPOCOOKIWV
e 1 a1TO TNV aAAayr] TWV TTPOCOOKIWV
210 povTédo Servqual utrdpxouv 5 Kevd (gaps) mmou TrepiBdAAouv TO
YEVIKO auTd KevO n avaAucoh Twv OTToiwV TTPOCTTO0EI va £EaKPIBWOEI TA QiTIA
TNG MEIWONG TNG TIOIOTNTOG TWV UTTNPECIWV O€ KABE pia i o€ OAEG TIG

SIAOTACEIC TTOU TTPOavVaPEPONKaV™,

B Koopdrog, Awygipion Hehotsiaxdv Zyéosov. H Ttpamywh Emhoyh, Kisidapifuog, ABiva, cek. 7
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TO MONTEAO SERVQUAL

4.7 HOEQPIA TQN XAZMATQN

Ta 5 autd Keva TToU TTEPIYPA@OVTAl OTO TTAPATIAVW MOVTEAO gival agia
ava@opdc KaBwe oTnV yeQUPWON TOUG TTPETTEI va ETTEVOUCEI UIO ETTIXEIPNON
TTPOKEINEVOU va dlaTNPROEl TOUG TTEAATEG TNG KAl TNV TTIOTOTNTA TOUG. T TTEVTE

auTtd xadopata TTEPIYPAPOVTAl KAl avaAUoVTal TTOPAKATW.

1) Kevd petatu mpoodokiwv TTEAATN Kal avtiAngn autwv ammd Tn Aloiknon
gival To atroTEAEOA TNG OIAPOPAG PETALU TOU TI TTEPINEVOUV O TTEAATEG Kal
TTwg N dloiknon avtiAapBaverar autég TIG TTpoodokieg. H dioiknon dev
avTiIAauBaveral TTavra cwoTd To TI BEAouv o1 TTeAATES. MNa TTapddelypa ol
O1EUBUVTEG TwV VOOOKOUEIWY PTTOoPEl va vouidouv oTi oI aoBeveic BEAouv

va TOUG TTapEXETal KAAUTEPO @aynTod, oAAd o1 acBeveic pTTopEi va
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evolapépovTal TTEPICOOTEPO YIA TNV AVTATTOKPION TWV VOCOOKOUWY To va
avTIANeBei n dioiknon AGBOG TIC TTPOCOOKIEG TwV TTEAATWV  ONUAIVEI
oTTaTdAn XpnuATwy, XpOovou Kal GAwv Topwv Oe TIPAYUOTA  TTOU
ouUOIaoTIKG OEV PETPAVE YIA TOUG TTEAATEG. AUuTAy N AGBOG avtiAnyn PTTOPEi
va onuaivel ot n d10iknon Kal ETTOUEVWG N ETTIXEIPNON Oe&v PTTOPEI va
emMPBIWOEl O I TTOAU aQvTAywVIOTIKA ayopd. ZuvABwg TO Kevo autd
TIPOKUTITEI ETTEION Ol ETTIXEIPACEIG TTAPABAETTOUV Il UTTOTIMOUV TNV AvAyKn
VA KATavoroouVv TTPAYHATIKA TIG TIPOCOOKIEG TWV TTEAATWY TOUG.

O1 Adyol autoU Tou Kevou ava@EépovTal TTI0 KATW.

A. AvetTapKiG épeuva ayopdg (Market Research)

Emeidn n €psuva ayopdg cival éva Pacikd OTOIXEIO yia TNV KaTavonon
TWV TTPOCOOKIWY TWV TTEAATWY KAl TNV avTiAnyn TwWV UTTNPECIWV ATTO TNV
dloiknon, MIa €TTIXEipNON TTOU OV CUAAEYEI QUTEG TIG TTANPOYOPIES €ival TTOAU
moavoe va éxel éva peydho kevo. Mia  emmixeipnon TTou KAvel PeEV €peuva
ayopdg, aAAG Ox1 6oov agopd TIG TTPOCDOKIEG TwV TTEAATWY, ETTIONG Ba €XEI

éva peydlo kevo Gap 1.

O1 oTpaTtnyIkES £peuvag ayopds TTOU JTTOPOUV vVa EQAPUOCTOUV Eival
e n dlaxeipion TWV TTAPATTOVWYV TWV TTEAATWV
e N €PEUVA TOU TI {NTOUV OI TTEAATEG ATTO TTAPOHOIOUS KAGADOUG ayopdag
e 1 épeuva o€ eVOIANETOUG-PNETACOVTEG
e 1 €peuva o€ PeyYAAoUG TTEAATEG-KAEIDIA

e n a&loAéynaon NG IKAvVOTToinoNG HECW OTOMIKWY CUVAAAQYwWV

B. ‘EAAs1yn emmIKOIVWViag HETASU S10iKnONG KAl TTEAATWV

Oco Mo peydAn cival pia gmxeipnon, 16c0 1Mo OUCKOAO €ival yia Tn
Aloiknon va ETKOIVWVAOEI atreudeiag pe Toug TTEAATEG Kal TOOO TTIO Aiyeg
TTANPOPOPIES ATTO TTPWTO XEPI EXOUV OXETIKA UE TIG TTPOCOOKIES TWV TTEAATWV.
Aev BpiokovTal KOVTa oToug TTEAATEG £@OOOV dev diVOUV OTOUG TTEAATEG TNV

eukalpia va Toug d06¢i atreudeiag uTTnpEaia.

. "Ymapén moAAammAwyv emimédwy dloiknong
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H Ommapén mToAAaTTAWY emITTESWY B10iKNOoNG OUCIAOTIKA atTayopeUel TV

ETTIKOIVWVIQ Kal TV KaTtavonon €1eidr) dnuioupyei S1axwpIoTIKA PETALU TwV
top managers,ol o1roiol B€Touv KATTOIO TTPOTUTTA OO0V AYOopPd TNV TroldTnTA
TWV UTTNPECIWV KAl £XOUV ETTAPEG UE AVOPWTTOUG TTOU OUCIACTIKA TTapadidouV
TNV TTOIOTNTA AUTA OTOUG TTEAATEG.
Ooo Tmepioodtepa Ta emireda dloiknong 1600 AlyodTeEPn n mMOavoTNTa VA
@TACoOUV oI TTANPOYOPIEG TWV EPYACOUEVWY  YIO TOUuG TTEAATEG OTOUG
managers. E1ol, 600 peyaAuTtepog o apiBudg Twv emmmédwy dloiknong, T000
MEYOAUTEPO avapéveTal va gival Kal To kevo Gap 1.

Eivar 1mrpogavég ammd OAa Ta TTaPATTAVW OTI N KATAVONOon TWwv

TTPOCOOKIWY TWV TTEAATWV gival BACIKA YIA TNV TTAPOXI TTOIOTIKWY UTTNPECIWV.

2) Kevo petatu avtiAnwng amd 1n Aloiknon Kal Twv TTpodiaypa@uyv
TToIOTNTAG UTTNPECIWY. To KevO auTd gival ammOTEAEOPA TNG dIAPOPAg PETAEU
TWV TTPodIaypa@wyV TTou £xel B€oel n dloiknon yia TV TTAPOXI TWV UTTNPECIWY
KAl TOU TI TTPOCOOKIEC £XOUV OI TTEAATEG. Oloiknon UTTOPEI va €xel avTIAn@OEi
OWOTA TIG TTPOODOKIEG TwV TTEAATWV OAAG va pnv €xel BEoEl TIG OWOTEG
TTPOJIAYPAPES. 10 TTAPAdEIYUA O OIEUBUVTEG TWV VOOOKOUEIWYV UTTOPEI va
OWOO0UV EVTOAN OTIG VOOOKOWNESG VA TTPOCYPEPOUV YPIYOPES UTTNPECIEG XWPIG
OUWG va TIG TTPOCBIOPICOUV TTOOOTIKA. AAAOI TTPOICTANEVOI OEV UTTOPOUV 1) OEV
TTPOKEITAI VO aAAGEOUV Ta CUCTANOTA TTAPAdOONG UTTNPECIWY TTPOKEIPEVOU Va
BeATiwoouv TNV avTiAnwn Twv TTEAATWV yIa auTéS. KATI TEToI0 ouyva atTaiTei
TNV aAAayi g Oladikaoiag he Tnv otroia emTUyXAveTal n diegaywyr NG

uTTNPEEoiag. allayn utropei va atraitei kalr aAAayr eEOTTAICUOU 1 TEXVOAoyiag.

To kevd auTd PTToPEN Va TTPOKUYWEI ATTO TOUG TTAPAKATW AOYOUG :

A. Avetrapkng déopeuon Tng 810iknong yia ToidTNTA UTTNPECIWYV

IMoAAEG etTIXEIPOEIC BewpPOUV OTI Eival APOCIWUEVES OTNV TTOIOTNTA TWV
uUTTNPECIWY aAAG n ECPEUON TOUG €ival ATTO JIA TTIO TEXVIKR ATTOWn.
H 1mo1étnTa Twv UTINPECIWY O TTOAANEG ETAIPIEG ONPAIVEI VO KAAUTITOVTOI TO
TPOTUTTA  TTAPAYWYIKOTNTAG TNG ETTIXEIPNONG KABWCS Kal n atmmodoTikoTnTaA,

TTPAYPaTa TTou OUVABWG o1 TTEAATEG dev €TMIOUPOUV 1 OEv TTPOCEXOUV. 2€

26



GAAEG eTaIpieg, N TTOIOTNTA EKPPACETAI HE OPOUG TTPONYMEVNG TEXVOAOYIQG, Yia
VA KOAUTTITOVTAI KATTOIEG TTPOJIAYPAPEG ATTAPAITATES YIA TV AVTIUETWITTION TWV
QAVTAYWVIOTWV O€ TTPAYHATA OTTOU OI TTEAATEG OEV TTPOKEITAI VA TTANPWOOUV 1
oev xpelddovtal. H TTapoyxn TmoidTnTag UTTNPECIWY aTTaITE NYECia Kal dEoPEUOn
atmé 1a uwnAd kAipakia tng Aloiknong. Av uttdpxel autr] n dEoPeEUOn TOTE TA
Meoaia OTEAEXN MTTOPOUV va TTEPACOUV TN OECUEUCN QUTH TTPOG TA KATW KAl
ME QUTO TOV TPOTTO VA KAVOUV TIG TTPOdIAYPAPEG AUTEG TTOU €£XOUV TEBEI va

AEITOUPYNOOUV.

B. MpooTrTIKA OTI N emIXEipnon O&v HTTopEi va KAOAUWEI TIG AVAYKES TWV
TTEAATWV TNG

AUT} N TTPOOTITIK TEAIKA €ival ATTOTEAEOUA €VOG BpaxutrpoBecuou
TPOTTOU OKEWNG aTTO TNV TTAEUPd TWV managers, Pia ammpobupia va oKEQTOUV
onuioupyikd Kai aioiédoga OXETIKA WE TIG AVAYKEG TWV TTEAATWYV TOUG, KABWG

Kal Jia dIKaloAoyia yia va d1atnprjoouv TV UTTApXouoa Tagn TTpayuaTwy.

. Avemrapkig Tutrotroinon

Opiopéva aoteAéxn aAAd Kal managers ToTeUouV OTI Ol UTTNPETiEC Oev
MTTOpOUV va TuTtoTroinBouv. KAaT TETOIO €ival OnuUAvTIKO TTPOKEINEVOU va
UTTapxel TTapoxn uttnpecaiag uwnAng ToioTnTag. MOAANEG QOpPEC KUpPIapXED N
avTiAnwn OTI n TUTTOTTOINCN TWV KABNKOVTWY gival atrpdowTTN, QVETTAPKNG KOl

Oev TTEPIAAUPBAVETAI OTA CUPQPEPOVTA TWV TTEAATWV.

A. Atroucia ZToxoBeoiag

ETaipieg o1 oTroieg €ival €TMTUXNUEVEG OTO VA TTAPEXOUV UTTNPETIES
upnAng ToidtnTag, ouvhBwg B€Touv OTOXOUG Kal TTPOdIayPaAPES yia Va
KaBodnyrioouv Toug £pYyadONEVOUG WOTE VA TTAPEXOUV TTOIOTNTA UTTNPECIWV.
Eival onuavTtiké 10 yeyovog OTI 01 GTOXOI QUTOI TTOU PTTAiIVOUV aTTO TIG ETAIPIEG
Bagoifovral oTIC aTTAITACEIC TWV TTEAATWVY Kal TIC TTPOCOOKIEC TOUG TTap& OTIG
TTPodIaypaEés TNG €TmIXEipnong. MNMapdAo TTou UTTAPXOUV KATTOIEG OMOIOTNTEG
METACU TWV OTTAITHOEWY TWV TTEAATWV KAl TWV TTPOdIAYPAPWY TWV ETAIPILOV
UTTAPXOUV TTEPITITWOEIG OTTOU Ol ETAIPIEG TTAPOXNG UTTNPECIWV PETPOUV Kal

EAEYXOUV TIC EOWTEPIKEG TTPODIAYPAPES YIA XAPOAKTNPIOTIKA yia TA OTToia Ol
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TeAATEG Oev voiddovTal, €vid ayvoouv AAAa XOpakTnpIoTIKA yia Ta OTToia

OUCIOOTIKA oI TTEAATEG volalovTal.

3) Kevo peTagu trpodiaypa@wy TroidTnTag Kal TTapddoong UTINPECIWY 2€
OPIOUEVEG TTEPITITWOEIG N OloikNON KATAVOEI TTPAYPATI TIG TTPOCOOKIEG TWV
TEAATWV KAl BETEl TIC ATTAPAITATEG TTPOdIAYPAPES Kal TTapdAa auTd n
uTTpPEoia TTou TTapadideTal amd Tnv €miXeipnon dev gival TTAVTA AQUTh TTOU
TTEPIMEVEI O TTEAATNG. 2€ OPIOUEVEG TTEPITITWOEIG N OIOIKNON KATAVOEI TTPAyuaTI
TIG TTPOCOOKIEG TWV TTEAQTWY  Kal BETEl TIC ATTAPAITNTEG TTPOdIAYPAPES Kal
TTapOAa autd n utnpecia TTou TTapadideTal amd TNV eTxXeEipnon Oev givai
TTAVTA QUTH TTOU TTEPIYEVEL O TTEAATNG. H dla@opd PeETagU Twv TTPOodIaypaPwyV
TNG UTTNPECIOG KAl QUTAG KABEAUTNG TNG UTTNPECIAC TTOU TTAPEXETAI ATTOTEAEI TO
KEVO YTTnpeoiag-Atrédoong, oTav dnAadn ol epyaldpevol Ogv ival IKavoi rj Oev
EMOBUPOUV va TTaPEXOUV TNV UTTNPECia oTo €mBuUPNTd eTTiTredo. TTOIOTATA
UTTNPECIWV “UTTOQEPEI” OTOUG OPYAVIOUOUG €KEIVOUG OTOUG OTTOIoUG Oev
UTTapXel TTpoBupia Kal IKavoTNTa atro TTAEUPAS epyalopévwy. AuCTUXWGS AUTO

TO KEVO gival oUvnBeg OTIG ETTIXEIPACEIS TTAPOXAS UTTNPETIWV.

A. Aipopoupevol kal Acageic PoAol epyadopévwyv

O poAog TG Béong Tou KABe epyalopévou O€ MIA  ETTIXEIPNON
AVTITIPOCWTTEUEI TO CUVOAO TWV CUUTTEPIPOPWY Kal TwV dPACTNPIOTHTWY TOU
atopou TTou KaTéxel Tnv Béon autr). Otav ol epyaldpevol dev KATEXOUV TIG
ATTOPAITATEG TTANPOPOPIES 1) TNV ATTAPAITATN EKTTAIdEUON 1 dEV TOUG £XEl DOBEI
aKpIBNG TTepIypan TNG B€ong epyaciag Toug (job description) yia va kavouv
TNV OOUAEIA TOUG OWOTA, TOTE AEPE TTWG oI POAOI TOUG Eival QoaPEic N
dipopoupevol. Eival aBéBaiol yia 1o TI TTpoa®0OKOUV atrd auToUug o1 BIEUBUVTEG
TOUG KaI YEVIKA Ol TTPOICTAPEVOI TOUG, OGAAG KOl TTWGS VA IKAVOTTOIROOUV QUTEG
TIG TTPOOdOKIEC. Agv €xouv TNV KATAAANAN ekTTaideuon f IKAVOTNTEG yia va
TTAPEXOUV TNV aTTapaitnTn yia Toug TTeEAGTEG utinpeaia. EmmAéov dev E€pouv
av n atrédoan Toug Ba eKTINNBEI KAl AVTAUEIPTEI.

B. Zuykpoudpuevol PéAol Epyalopévwv
O1 epyaldupevol OTIC ETTIXEIPACEIC TTOU TTAPEXOUV UTTNPETCIEG OUXVA
Biwvouv autd TTou ovopalouue ouykpouaon poAwyv, TNV avtisnwn dnAadn oTi
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Oev MTTOPOUV VA IKAVOTTOINOOUV OAEC TIC ATTAITACEIS TWV OTOPWY TTOU
ecuttnpeTolv. Autd cupPBaivel ouvRBwg etTeldr] TToAAoI TTEAGTES XpeidlovTal i
ETTIBUPOUV TIG UTTNPECIEG TOUG TNV idIa XPOVIKA OTIYMI.

H ouykpouon poAwv eTTioNg TTPOKUTITEI OTAV OUO I TTEPICTOTEPOI EPYACOPEVOI
eKTEAOUV OAANAOKOAAUTITOMEVEG UTTNPEDieg OTTou Oev eival {ekABAPO TTOIOG
TPETTEl  va  KAVElL Ti KAl ONUIOUPYoUVTAl  YPOQPEIOKPATIKA  QaIvOPeva
€CUTTNPETNONG TTEAATWYV OTTWG TT. X CUMPQIVEI JE TNV EEUTTNPETNON TOU TTOAITN
oTIG YTTNPETieg Tou Anpoaoiou.

H ouykpouon poAwv dnuioupyei Eviaaorn, ayxog Kal avikavoTroinon.

. AkataAAnAdTnTa Epyadopévwyv oTig BEoEIg epyaciag

IMOAAEG €peuveg €0€IEav OTI TTPOBANUATA OXETIKA ME TRV TTOIOTNTA TWV
UTTNPECIWY OUXVA ouppaivouv €TTeldr] TO TIPOCWTTIKO OV KATEXEl TIG
KataAAnAeg Béoeig. ETeidry n OOUAEIEC TTOU aoXOAOUVTal PE GUEDN ETTAPH Kal
ecuttnpétnon  TreAatwy, Ppiokovral  0e  XAPNAOTEPA  KAIMAKIO  TWV
OPYOVOYPANUATWY, TO TIPOCWTIIKO TIOU KATEXEI OUVNBWG TETOIEG BEOEIg
mepIAauBavel epyalopévoug HE TTEPIOPIOHPEVN MOPPWON OAAG Kol HIKPA
TANpwUA. Q¢ atroTéAecua, HUTTOPEl va €xouv AoITTOV EAAEIYPn YAWOOIKWY,
SIATTPOCWTTIKWY Kal GAAWV IKAVOTHATWYV Kal BEEIOTATWY YIa va £EUTTNPETACOUY

OWOTA TOUG TTEAATEG TOUG.

A. AkataAAnAdTNTa TEXVOAOYiag OTIG BETEIG EpyaTiag

H mapoxr uttnpeoiwy uwnAng ToidTnTag PacifeTal onuavtikd Kal otTnv
KATOAANAOTNTA  TwV  €PYAAEIWV(TEXVOAOYIKWY) TIOU  XPNOCIUOTIOIOUV Ol
gepyalopevol yia TNV TTapoxn TG utnpeaiag. H texvoAoyia kal o eE0TTAIOUOG,
OTTWG 01 UTTOAOYIOTEG, TO AOYIOMIKO, O SIayVWOTIKOG €COTTAICNOG K.A. JTTOPOUV
va BeATIWoOUV TNV aTTGd00N TOU £PYAloPEVOU OTNV UTTNPETIAL.
‘Exouv woTd00 TTapatnEnOei TTEPITITWOEIG OTTOU  PETATITWOEIG TNG TTOIOTNTAG
TWV UTTNPECIWV TTPOKARBNKav atrd TNV EAAEIYN aTTapaitTnTNG TEXVOAOYIag aAAd

Kl TEXVOYVWOiag.

E. Averrdpkeia ZuoTnuatwy EAéyxou
270 2UuoTApata  EAéyxou n  amoédoon  Twv  ePYAlOMEVWV

TTapakoAouBeital  kal  avraueiBerar Ox1 yia TNV TTAPOXA TNG TIOIOTIKAG
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utTnpeoiag aAAd kai yia dAAoug Adyoug Tng €mmixeipnong. TETola PETpa €ivai
ouvnBwe akatdAAnAa Kal aveTtapkr yia Tnv PETPNon TnG amédoong Twv

EPYACOPEVWV OXETIKA YE TNV TTAPOXI] TNG TTOIOTNTAG TWV UTTNPECIWV.

Z. ‘EAA&1gn avTiAnyng eAéyxou

O1 avridpdoeig Twv epyalopévwy O€ KATAOTAOEIG £€vTaonG Kal AyxXoug
Bagifovral 010 av VILWBOUV OTI PTTOPOUV Va €AEYEOUV QUTEG TIG KATAOTAOEIG. H
avTiANWn Tou €Aéyxou TTEPIAQUPBAVEI TNV IKAVOTNTA VO QVTOTTOKPIVETAI KAVEIG
Ot QTEINNTIKEG KOTAOTACEIG KAl TNV IKAVOTNTA va  €TTIAEYEl  KAVEIG TO
aTroTEAEOUA pIag TTPoOTIdBelag r evog otoxou. Otav ol gpyalduevol TTou
TTOPEXOUV UTTNPECIEG EAEYXOUV TIG KATAOTACEIG TTOU TOUG TTAPOUCIACOVTOI
KATa TNV gpyacia Toug Bliwvouv Alydtepo ayxog. Otav Opwg ol epyalduevol
dev aioBdavovTal 6T £XoUV auTOV ToV £AEyX0, ViwBouv aonbnTol kal Xadvouv To

KOUPAYIO KaI TNV UTTOPOVH TOUG OXETIKA PE TNV OOUAEIG TOUG.

H. ‘EAAs1pn opadikOTNTAG OTNV Epyacia

H agia TG ouvepyaaoiag -epyalOueEVOl Kal EpyodOTEG CUVEPYALOVTAI KAl
TpooTTabouv padi yia TNV €TTTEUEN €EVOG KOIVOU OTOXOU- €ival £va onUAvTIKO
Béua yia TNV HEAETN NG TTOIOTNTOG TWV utnpeciwv. Mia d&mown Tng
ouvepyaoiag €ival To TToloi epyalopevol BAETTOuV GAAOUG £pyalOuEVOUS WG
TEAATEG. MEPIKEG  ETTIXEIPNOEIG UTTOTIUOUV TNV Onuacia Tng TroidTnTog

UTTNPECIWY KAl TNG OUVEPYATIQG yIa VO ETTITEUXDEI.

4) Kevo petagu Tapddoong UTTNPECIWY KAl ETTIKOIVWVIAG UTTNPECIWYV TTPOG
TOUG TTEAQTEG. ETTOUEVWG ATTOTEAEOUO QOUMQPWVIaG PETAEU QUTAC KABEAUTAG
TNG UTTNPECIAG TToU TTaPAdiOETAl KAl TWV PNVUPATWY KAl UTTOOXEOEWV TTOU
divovTal 0TOUG TTEAATEG ATTO TNV ETAIPIA OXETIKA PE TO TI va TTPOCOOKOUV. Edv
MIa PTTPOcOoUpa TT.X. EVOG £EVODOXEIOU TTAPOUCIALEl O PWTOYPAPIEG OUOPPa
OwudTia oA o1 ETTIOKETITEG ME TNV AQIEN TOUG PPIOKOUV @TWYXA Kal
KakodlaTnpnuéva dwHATIa TOTE N ETTIKOIVWVIA auTr) €V TAUTICETAI JE QUTO TTOU
TTeEpiyEvav va Bpouv ol TTEAATEG. EUoTOXN Kal KATAAANAN €TmKoIVWwvia OoTnv
ETAIPIO-O10PNUICEIG, TTPOCWTTIKEG TTWARCEIG, dNUOCIEG OXETEIG-Eival ONUAVTIKA
yla TNV TTAPOXI UTINPEECIWV TTOU oI TTEAATEG ekKAauBdAvouv oTi gival uwnAng
ToI0TNTAG. ETeIidny akpiBwg o1 ETMIKOIVWVIEG TNG E€TAIPIAG  OXETIKA ME TIG
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uTTNPEaieg “uttéoxovtal” To Tl Ba KAvouv ol AvBpwTrol, Kal £TTEION 01 AvOPWTTOI
OEv UTTOPOUV Va €AeyXBoUv OTTWG €AEyXovTal Ol PNXAVEG TTOU TTAPAYOUV
ayaBd, To KivnTpo yia UTTEPUTTOOXEOEIG gival uwnAd. ‘Evag Baoikdg Adyog yia
QuTO €ival N PTWXI ECWTEPIKN ETTIKOIVWVIO KAl N ATTOUCIA OIKEIOTNTAG ME TIG

OXETIKEG DIEPYATIEG.

A.AveTTapKNAG OPIJOVTIO-ECWTEPIKNA ETTIKOIVWViA

Emkoivwvia peTagu SIaQOPETIKWY TOPEWV OTNV ETTIXEIPNON OTTWG TTX
marketing kal operations gival amTapaiTnTn yIa TNV €TTITEUEN KOIVWY OTOXWV TNG
ETIXEipNONG. Av yia TTapddelyya n dIa@ruion TNG €TAIPIAG AVATITUCOETAI
avecapTnTa OTTO TO TTPAKTIKO AEITOUPYIKO YEPOG TNG TTPWTNG YPOUMNAG, TOTE TO
TIPOCWTTIKO UTTOPEI va UNV €ival IKAVO va TTAPEXEI TNV UTTNPECIa o€ €TTITTEDO
TTOU va TaIpIadel PE TNV €IKOVA TIOU  @aiveTal oTnv dla®ApIon 1 Tov

oTTo100ATTOTE AAAO TPOTTO TTPOBOARG KAl TTPOWBNCNG TTOU £QapuUOlETal.

B. Alag@opég MoAITIKAG Kal AladIKACIWV OTA KAVAAIa Siavoung

Mia akOua gop®r TTAaPOXNG TTOIOTATAG UTTNPECIWY €ival N €4@acn oTIG
TTONITIKEG KAl TIG OIAdIKACIEG OTA TUAMUOTA KAl OTA KAvAAIQ OIAVOMNG MIOG
ETMIXEIPNONG. AV €vOG OPYQVIOUOG TTAPOXNSG UTTNPECIWY AEITOUPYEI PE TTOAAG
onueia mapouciag(tr.x. YTTOK/Ta, SiKTUO QVTITTIPOCWTTWY KATT) KATW OTTd TNV
idla ovopaoia, o1 TTEAATEG TTEPIMEVOUV Kal TNV avaAoyn atrédoon amd autd
TTOU VO CUCXETICETAI E TNV QipPA TNG UTTNPECIOG TTOU AUTA EKTTPOCWTTOUV. Av
ol uTTelBuvol Twv KavoAiwv OIaVOPNG €XOUV OCNPAVTIKI] AUTOVOMIa OTIG
O1adIKOTIEG Kal TIG TTONITIKEG, OI TTEAATEG PTTOPEI va NV AdBouv T0 idIo eTTITTEDO
ToIOTNTAG UTTNPECIWV OTa KavdAia Olavoung oTrd ekeivo TTou €xel TeBEI
KEVTPIKA.
2€ QUTAV TNV TTEPITITWON AUTO TTOU TTPOCOOKOUV Kal auTd TTou AauBdavouv atrd
éva KavaAl dlavoung uTTopei va ival d1a@opeTIKO TTaPOTI TTAPEXETAI ATTO AAAQ
KavaAia diavoung. YTro TEToleC OUVORKeS, To HEYEBOG Tou Kevou Gap 4 uTropei
va gival geyaho.

. H Tdon Twv utrEpUTTOOXECEWV
Noyw Tou aufavouevou OIAKAVOVIOMOU Kal TOU EVTAOOOMEVOU

AvTAyWVIOUOU OTOV TOMEQ TWV UTINPECIWY, TIOAAEG  E€TQIpIEC TTAPOXNS
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UTTNPECIWYV VIWBOoUV PeyaAUTepn TTiEcn OTTO0O0 TTOTE YIA VO KOTOXUPWOOUV HIa
KaAr} Béon oTnv ayopd Kal va VIKAOOUV TOV avTaywviopo. MNa va 1eTuxouv
KATI TETOIO, Ol ETAIPIEG AUTEG OUXVA DiVOUV UTTEPUTTOOXEDEIG OTIG TTWANCEIG,
otnv dIa@nuIon Kal o€ GAAEG ETTIKOIVWVIEG TNG €Taipiag. H augnon Twv
TTPOCOOKIWY OPWGS TWV TTEAATWV HUE AUTOV TOV TPOTTO, OE ETTTEdA KABOAOU
PEQAIOTIKA PTTOPEl va 0dnynRoel o PeyaAuTepn TTPOROAR Kal TTpowBdNnon aAAd
OUCIAOTIKA QUEAVEl TNV ATTOYOATEUON TwV TTEAATWV(TTOU OEV TTAIPVOUV TEAIKA

QUTO TTOU TTEPIPEVOUV).

5) Kevo petagu avtiAapBavouevwy Kal TTPOOOOKWHUEVWY UTTNPEECIWY aTTd
TOoV TTEAATN. AnAadn 11 avTIAauBAaveTal 0 TTEAATNG OTI TTPETTEI VA TTEPIPEVEI OTTO
TNV TTEPIYPAPI) TWV UTTNPECIWY, TI £XEI OTO JUAAO TOU OQV TNV UTTNPECIA TTOU
TOU TTEPIYPAPETAI KAl TI TEAIKA UTTNPECIA TOU TTAPEXETA.

To povrého SERVQUAL eCaitiog Twv Bacikwyv TTapadoxwyv Tou, UTTECTn
TNV KPITIKA apkeTwyv. Or Hemmasi, Strong kai Taylor e¢étacav TV TTAEUpd Twv
TpoodoKiwv Tou Servqual kal avakdAugav OTl ETTAoXE OCOV apopd Tnv
OXETIKOTNTA TWV TTPOCDOKIWY , Kal dAwaoav OTI Ol TTEPICTOTEPOI AvOpwWTTOI Ba
BaBuoAoyouoav pe peydho Babud Tic Tpoodokieg Toug. ANagav Aoittév 1o
epyaAegio Servqual eEaAgipoviag TIG TTPOOBOKIEG OTNV MWIOH €peuva Kal
e€etaovrag POVO TNV TTAeupd TnG ammodoons. EmmmAéov mpdoBeocav €va
“TUAPA oNUAVTIKOTNTAGS” VI VO dWOOUV OTO EPYAAEIO EPWTNOEIG TTOU VA €XOUV
BaputnTa. Autd Ba eTTETPETTE MIa €peuva yia To TToU Ba Tav KaAUTEPO va
000¢i €ugacn yia TNV BeATiWON TNG IKAVOTTOINONG TWV TTEAATWY Kal TNV
TTOPOXI OTPATNYIKWY €UKAIPIWV. AUTA N véa €kdoOn Tou PovTéEAOU ovouddeTal
“‘SERVPERF” kal TTpOKUTITEI OTTO Ta QPXIKA AEKTIKG Twv AéCewv “Service
Performance”, dnA. pe Aiya Adyia 1ng “AtTddoong Twv YTTNPECIWY”.

KaBwg o1 TTpoUTToAOYIoMOI YivovTal OAO Kal TTIO OQIKTOI, Ol ETTIXEIPAOEIG
onuepa dev XpeldleTal va yvwpifouv JOVo TO TI apECEl OTOUG TTEAATEG TOUG,
OAAG TTPETTEI KOl VA YVWPICOUV TI apECEl KAl TI OEV APECEl TTEPIOCAOTEPO OTOUG
TEAATEC TOUG yIa va yivouv Kal 1o atrodoTikoi. Auté BonBda oTnv BEATIOTN
KATAVOWN Kal agloTroinon Twv d1d@opwV TTOAUTIHWY TTOPWYV OTTWG TT.X. £ival TO
XPrua, o Xpovog, o eE0TTAICHOG KATT. Me Aiya Adyia o1 TTOpol pIag eTTIXEipNONG
MTTOPOUV va dlaTeBouv eKei TTou TTpaypaTiké TTpoadiopifovtal ol avAyKeS Kai Ol

ATTAITAOEIS TWV TTEAATWV MIAg ETTIXEipnonG. H €vvola Tng IKavoTtroinong Tou
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TTEAATN CUOXETICETAI YE TNV TTOIOTNTA TWV UTTNPECIWYV Kal n TroidTnTa TWV
UTTNPECIWV TIOU TTPOOQYEPEI £VOG OPYAVIOUOG CUOXETICETAl AUECA PE TNV
KePOOPOpPIa TOU.

Epeuvwvtag amd pia dAAn oTpaTtnyikry OTITIKA ywvia, n €mmxeipnon 1mou
MTTOPEl va BePaiwael To Ti akpIBws BEAOUV o1 TTEAATEG TNG Kal TTOCO TTOAU TO
B€AOUV yIa va TOUG IKAVOTTOINOEl, Ba PTTOPECEl VO KATAVEIUEI KOAUTEPO TOUG
TTOPOUG TNG YIA VA TTAPEXEI TNG UTTNPECIEG TNG KAl TA ayaBd Tng, augdvovtag
TNV ATT6d00N TWV YTINPECIWV TNG MEIWVOVTAG TTAOPAAANAQ Ta KOOTN TNG KOl
augdavovTag Tnv Kepdogopia TnG.

H eutreipia £xel o¢€iger OtI, n €IkOva TNG YAPKAG KAl N TTIOTOTNTA O€ AUTHV,
TTOU JTTOPOUV Vva avatmtuxbouv HECW TNG IKAVOTIOINONG TWwV TTEAATWYV,
ouvdéovTal AQUECA PE TNV augnon kai dlaThpNon Tou HEPIdIoOU ayopdg TOug
KaBwg Kal Tnv KEpBOPOpPIa Tou opyaviouou.

O eTaipieg exkeiveg TTOU TTAPOUCIGlouv PUEYAAN TTIOTOTNTA OTNV “NApPKA” Kal
E€Xouv KaA €IKOva gival o €MTUXNUEVEG OUVABWG ATTO OTI QUTEG TTOU OEV

£€XOUV Ta TTAPATTAVW.

4.8 HOEQPIATQN AYO NAPAITONTQN

O Herzberg diatummwoe TnNv Bewpia Twv dUO TTAPAYOVTWY 1} AAAIWG TNV
Bewpia TNG utTOKiVNONG, N OTTOIa KAVEI OIAKPION AVANECO OTOUG TTAPAYOVTEG
TTOU TTPOKOAOUV BUCOPECKEIR KAl O€ auUToUC TTou TTpokaAolv IkavoTroinon. ™
Ouwg n atroucia TapayovTwy TTou TTPOKAAOUV ducapéoKela eV Eival APKETH.
MAaAAov  TTpéTTeEl va  gival evepyOg N TTAPOUCIA TwV  TTAPAyOvTwyY TTou
TTPOKAAOUV IKAVOTTOINON WOTE va UTTAPEEI UTTOKIVNON ayopdc.

H Bewpia Twv duo Tmapayoviwv €xel duo ouverreieS. lMpwTov, ol
TTWANTEG TTPETTEI VA KAVOUV OTI KOAUTEPO YIA VA ATTOPUYOUV TOUG TTAPAYOVTEG
TTOU TTPOKAAOUV Ouoapéokela. AeUTEPOV, O KATAOKEUAOTNG TIPETTEl vd
EVTOTTIOEl TOUG POOCIKOTEPOUG TTAPAYOVTEG IKAVOTTOINONG A UTToKivhong oTnv

ayopd Kal OTnV OUVEXEID va TOug TIPOOQEPEL. AUTOi O TTAPAYOVTEG

* Bartlett C. and Sumantra Ghoshal, 1989,Managing Across Borders, Cambridge, MA:

Harvard Business School Press.
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IKavoTroinong Ba atmmoteAéoouv Tn PacikdTePn didgopa Goov Ggopa Tn HApKa

TTOU ayoPAZEl O KATAVOAWTAG™.

4.9 HMETPHZH THZ IKANOINOIHZHZ TQN NEAATQN
H pétpnon TG IKavoTroinong aTTroTeAEl éva aTTO  ONUAVTIKOTEPA
Bépata evOIaEPOVTOG TWV ETTIXEIPACEWV KAl TwV Opyaviopwy. H apx g
METPNONG OTTOTEAEI pIa aTmd TIG TTEVTE POOCIKEG A€ITOUpPYieG TNG OIOIKNTIKAG
ETMOTAPNG Kal divel TNV duvatdTnTa TNG KATAVONONG, TNG avAaAuong Kal Tng
BeAtiwong (Massnick, 1997).

Tig TEAEUTAIEG OEKAETIEG TO TUVOAO TWV ETTIXEIPACEWV KOl OPYAVIOUWY
€XOUV KOATAVONOEl TV OTToudaldoTnTa TNG METPNONG TNG IKAVOTTOINONG
TTeEAATWY, N oTroia uTTopei va BewpnBei w¢g 1o TMAéoV agIOTMOTO CUCTNUA
avadpaong yia TNV eTaipeia, OEOOUEVOU OTI TTAPEXEI JE OUCIACTIKO KOl AUECO
TPOTTO TNV ammown Twv TeAaTwyv. Me autdv Tov TPOTTO, N METPNON TNG
IKOVOTTOINONG TWV TTEAATWY TTAPEXEI £va OUVOAIKO Babud amrédoong yia Tnv
eTaipeia kal TTpoodiopifel TNV TTBaAv) UTTEPOXN TNG O€ OXéon ME TOV
avTaywviouo

APKETEG ETTIXEIPACEIG €XOUV ETTIAECEI TO ETTITTEDO IKAVOTTOINONG TWV
TTEAATWV TOUG WG QIAIKG BEiKTN atmdédoong Toug, e OTOXO TNV UAOTTOINON
NG PIAOCOYIOG «TTPOCAVATOAICUOU aToV TTEAATN» 0€ Kabnuepiv Baon. H
IKavoTToinon Tou TreEAATn Ba TpETTel va egpunveveTal amd £va oUVOAO
METPACINWY TTAPAUETPWY, OI OTTOIEG Ba OoxeTICovTal AUECA UE TNV EPYOTia
TOU TTPOCWTTIKOU TNG ETTIXEIPNONG, dNAAdI TTAOPAYOVTEG TTOU TO TTPOCWTTIKO

UTTOPEI VA KATAVOROEI Kal Vo TTnpedoel™®.

% XargnmavteAd M., 1998, Aloiknon AvBpwTrivou AuvapikoU, oeA. 197
% TnAikidou, E. 2004. H épsuva Tou MAPKETIVYK. OswpnTIKEC TIPOCEYYIOEIC KAl EQAPUOVEC.
EAnvika pauuara, ABriva, oeA. 101
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| oTOYO1
2.IlpotepardTnteg

H otmoudaidtnta tNg PETPNONG TNG IKAVOTTOINONG TOU KATAVAAWTA

emPBeBaibveTal Kal atmd TO YEYOVOG OTI O XWPOS TnG avaAuong Tng

OUMTTEPIPOPAS  TOU

KaravoAwTy  (consumer

behavior

analysis)

EXEI

ETTIKEVTPUWOEI TO €VOIOPEPOV TOU OTNV META-QYWVIOTIKI) CUMTTEPIPOPA TOU

TEAATN.

Ao6yol Métpnong Ikavotroinong NeAatwv

2€ YEVIKEG YPAUMEG OI KUPIOTEPOI Adyol PETPNONG TNG IKAVOTTOINONG

TwV TTEAATWY £0TIAovTal OTa €EAC onpeio®’.

1. H ikavotroinon Tou TIEAATN OTTOTEAEI

TTANpo@opia TNG ayopdg.
2. H pérpnon Tng Ikavotoinong Twv TreAatwv eival oe Béon va

TIPOCOIOPIOEl VEEG KEUKAIPIEG » OTN CUYKEKPIYEVN ayopd.

TNV TTAEOV  AVTIKEIYEVIK

3. Mia peyaAn pepida  TTEAATWV  OTTOPEUYOUV VA  EKGPACOUV T

Tapdmmova 1 TNV OUCOpPEOKEId TOUG €iTe AOYyw OUYKEKPIPEVNG

1 EmoTtnuoviké MdapkeTivyk, 2006, Ikavotroinon MeAdrn, Teuxog 21
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VOOTPOTTIAG €iTe yIaTi Ogv MOTEVOUV TTWG N €TMIXEipnon Ba TTpofei o€
OUYKEKPIPEVES DIOPBWTIKEG EVEPYEIEG.

. H epappoyn Baoikwv apxwv ouvexoug BEATIwWONG atTalTei Tnv UTTapgn
OUYKEKPIPEVNG O1adIKACIOG HETPNONG TNG IKAVOTTOINONG TWV TTEAATWV.
. H pérpnon tng Ikavotroinong ptropei va Bonbroel otnv karavonon
TWV YEVIKOTEPWYV AVTIAYWEWY TOU TTEAATN KAl OTOV TTPOCOIOPIOUS KAl
TNV avAAUON TWV AVAYKWY, TWV TTPOODOKIWV KAl TwV ETTIBUMIWY TOU
TTEAATN.

. To mpéPBAnua TNG UTTaPENG SIAPOPETIKNAG AvTiIAnWNGS TNG IKAVOTToinoNg
avageoa oTov TTEAATN Kal Tnv OI0iKNoNn TNG ETAIPEIAG MTTOPEI va
TTPOCBIOPIOTEN ATTO TNV UAOTTOINON £VOG TTPOYPAUMOTOG HETPNONG TNG

IKOVOTTOiNONG.

AVTIHETWTTION JN IKAVOTTOiNOoNG atrd Toug TTeEAATES

[Ipoywpdet o

Emduoxer anolnpioon and
™V emyeipnon

| Tpoympéet K(X?‘EOIO( onuoca
> . evépyeln . .
G€ Kamow P | Awtvndvel topdmova oe
gvepyeln EMLYEIPTHATIKOVS POPEIG
[Ipoywpdet o
O meddng dev o WOIOTIKY EVEPYELNL Amopacilel va GTopaTAoEL
elvan Vo 0yOpaGEL TO TPOIOV 1 VoL
TKOVOTTOIMLEVOG «UTOVKOTAPE TNV
eToupeia

Agv Tpoywpdel
G€ KATOoLoL
evépyela

[Ipogdomoiel Tovg pidovg
—> TOV Y10 TO TPOIOV 1 KO TNV
etapeio, TOANTY, KAT.

lNvetar katavonTd yia 1Tol0 AOYO Ol ETAIPEIEC KAl OI OPYAVIOUOI , Ol

oTToiolI £XOoUV €va Oa@r) TTPOCAVATOAIONO oTnv ayopd divouv 181aiTepN

éueaon otnv Ikavotroinon Tou TTeAdTn. O Edosomwan (1993) divel Tov

akOAouBo opIouo yIa AUTEG:

36



«...Mia mpooavaroAiouévn arov TmeEAQTN Eraipgia givar autny TTou  Eival
OcauEUUEVN va TTapPEXEl EEAIPETIKNS TTOIOTNTAS KAl QVTAYWVIOTIKA TTPoIOVTA
KQl UTTNPETIEC UE OTOXO VA IKAVOTTOINCTEl TISC QVAYKES Kal TIC ETTIOUUIES TwV
meAaTwy, o€ éva oapés KaBopiouévo Tunua e ayopac. Mia téroia raipeia
avaAuvel TIC duvaToTNTES TIC AyoPAS Kal TTPOTQEPEl TTPOIOVTA KAl UTTNPETIES
TTOU IKQVOTTOIOUV TIC AVAYKES TNG, EVW TAUTOXPOVA BswpEi TOUS TTEAATES TG
W¢ TEAIKOUS KPITES TWV TTPOIOVTWY KAl TWV UTTNPECIWVY TTOU TTPOTQPEPEI. ... »

Quoikd uTttdpxouv Kal GAAolI gpeuvnTéEG TTOU Bewpouv TTWG TA
ONUOVTIKOTEPA TTAEOVEKTHMATA HiaG €pEuvag METPNONG  IKAVOTTOINONG
TTEAATWV ouvowidovTal oTa €ENG onuEia:

1. Ta Tpoypdupara  PETPNONG IKAVOTTOINONG, €QPOCOV  OTTOTEAOUV
OUVEXEIG KAl OUOTNUOTIKEG TTPOOTIABEIEG TNG E€TAIPEIAG, BEATIWVOUV
TNV ETTIKOIVWVIO PJE TO OUVOAO TWV TTEAATWV.

2. H etaipeia  pmopei va  Oel KAt@ TTOCO Ol  UTINPECIEG NG
QVTATTOKPIVOVTAI OTIG TIPOCOOKIEG TWV TTEAATWY. ETITTPO0BETA, diveTe
n duvaroTNTa va PEAETNOEI KOTA TTOOO VEEG EVEPYEIESG, TTPOCTTABEIEG
KAl TTPOYPAMMATA £XOUV QVTIKTUTTO OTNV TTEAQTEIQ TNG ETTIXEIPNONG.

3. Evromifovrai o1 kpioipeg S1a0TACEIC TNG IKAVOTTOINONG TTOU Ba TTPETTE
va BeATIWBOUV KaBWGS Kal o1 TPOTTOI UE TOUG OTTOIOUG Ba ETTITEUXBEI N
BeATiwon auTh.

4. Tpoodlopidovral Ta CNUAVTIKOTEPA TTAEOVEKTAUATA KAl UEIOVEKTANATA
TNG ETIXEIPNONG O€ OXEON ME TOV AVTAYWVIOUO, OUPQWVA HE TIG
ATTOWEIG KA TIG AVTIAAWEIG TWV TTEAATWV.

5. Aivetal éva KivnTpo OTO TTPOCWTTIKO TNG €TAIPEIOG va AUEAOEl TNV
TTaPAYWYIKOTNTA Tou, Oedopévou OTI OI TIPOCTTABEIEC BEATIWONG TwV
UTTNPECIWY TTOU TTPOCQEPOVTAI agloAoyouvTal atrd TOug idIoug TOUG

TTEAQTEG.

Mpétrel va onueiwBei 611 TTAPOAO TTOU N IKAVOTTOINON TwV TTEAATWYV eV
gival IKavy ouvlnkn yia TNV OIKOVOMIKN BliwoIiuotnTa diag €mixeipnong,
OPKETEG EPEUVEG EXOUV OEIgEl OTI UTTAPXEI 10XUPN CUOXETION AVAUECT OTNnV
IKavoTroinon, 1o Babud diatipnong g TTeAaTeIoKASG BAONS Kal TO UYWOS TWV
KepOwyv. Emmpocbeta, @aivetalr o611 uttdpxouv uywnAoTepa  eTTiTrEd

IKAVOTTOINONG TTEAATWYV O€ TTEPITITWOEIG IOXUPA AVTAYWVIOTIKWY QYOPWV .
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Acikteg Ikavotroinong KatavaAwtwy

H évvola Twv €BVIKWV BEIKTWYV IKAVOTTOINONG TWV KATAVOAWTWYV atrd TIG
EKPOEG (TTPOIOVTA KOl UTTNPETIEG) TWV ETTIXEIPHOEWY AV KAl OEV OTTOTEAE HIa
01EOVNG eupuTEPA dladedopévn TTPAKTIKA, OEV €ival TTAVTWG, Kalvoupyid.

ApPKETEC Xwpeg, TOOO O0Tn Eupwtin 600 Kal otnv AUEPIKN, €XOuv
avaTrTugel OeikTeG PETPNONG TOU PaBuoU IKAVOTTOINONG TWV KATAVOAWTWY
aTTo TIG UTTNPECIEG TTOU TOUG TTPOCQEPOVTAI, KABWG o1 OEIKTEG auToi gival
0l0iTepa xprolya  gpyaieia 1600 v TIG ETTIXEIPNOEIG  TTOU
dpacTnpIoTToloUvVTal OTNV  OIKOVopia Tng Kd&Be xwpag, 600 Kal yia
evOloQePOUEVOUG BeOPIKOUG QOopEic , oTn ANWn atro@AcEwy OTPATNYIKOU
oXedIOOWOU YIa TO CUVOAO TNG OIKOVOMIag TnG KABe xwpag. O1 KuplidTePOI

OEiKTEG METPNONG TNG IKAVOTTOINONG €ival:

1. 2oundiko6g deikTNG IKAvoTToinong
2Uhewva pe Tov 2oundo kabnynth Claes Fornell Tou TTavemmoTnuiou

Tou Miolykav (H.M.A), 0 OTT0i0¢ TOV KATAOKEUAOE, O OELIKTNG IKAVOTTOiNONG

TWV  KOTAVOAWTWY OTnv  Zoundia  TTPOKUTITEl WG  OTTOTEAECHA  TNG

eKAaupBavouevng agiag tou €xouv Ta TTPOIGVTA / 1 UTTNPECIEC yIa TOUG

KatavaAwTéS. H aia autr gival atroTEAECUA TPIWV BACIKWY TTOPAPETPWV:

> Tng eIkévag (image) Tou €xEl O KATAVOAWTAG YIA TNV OUYKEKPIPEVN
eTTwvUpia (udpka) TNG ETTIXEIPNONG TTOU TTPOCYPEPEI TO TTPOIOV.

> Twv TPOOSOKIWYV TTOU O KATAVAAWTHG £XEI AVOPOPIKA UE TO TTPOIOV/
UTTNPECIa Kal Ol OTTOIEG €ival TO OTTOTEAECHA TNG ETTIKOIVWVIOKAG
TIPOOTIABEING TNG ETTIXEIPNONG AVAPOPIKA PE TO TTPOIGV/ UTTNPETIa TNG
Kal TnG mMOavAg TTponyouuEvNG EMTIEIPIAC TOU KATAVOAWTH OTO
TTapeABOV.

> Tng 1oI6TNTAG TWV TIPOIOVTWY/ UTTNPECIWV TNG €mmxeEipnong. H
TTOIOTNTA TWV TTPOIOVTWY / UTTNPECIWYV TNG ETTIXEIPNONG BIAKPIVETAI O€
«EPYOOTNPIOKN» KAl 0€  «ueyeBupévny»  (augmented). H
«EPYACTNPIAKN» TTOIOTNTA a@opd TNV IKavOTNTa TOU TTPOIdVTOC/
uTTNPECiag autoUu KaB' €auTOU VO QVTOTTOKPIOEI O€ OUYKEKPIUEVEG,
TTOIOTIKEG ~ TTPOJIAYPAYEG  TTOU  aTTaITeél O KatavoAwtAg. H
«MEYEBUUEVNY TTOIOTNTA QVAQPEPETAI OTIC OUVOOEUTIKEC UTTNPETIES
(eyyunoeig, o€pPIG, KATT. )
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EIKONA
(IMAGE)

I[MPOXAOKIEZ

TOY L
KATANAAQTH EKAAMBANOMENH
AZEIA
N

EKAAMBANOMEN
HIIOIOTHTA
«EPI’AXTHPIAKH»
XAPAKTHPIXTIKA
YIIHPEXZIQN

EKAAMBANOMENH
IIOIOTHTA

XAPAKTHPIXTIKA
THX YIIHPEXIAXZ

«METE®@YMENH»» T

OewpnTikd MovTéAo ocoundikouU SEiKTN IKAVOTTOiNONG KATAVOAWTA.

2. ApepIKaVIKOG deiKTNG IKAVOTTOinONG

YTapxouv TTOAAEG OPOIOTNTEG TOU QUEPIKAVIKOU OEiKTN ME TOV
ooundikd. QoT1déoo, OTOV QUEPIKAVIKO QKT N IKAVOTIOINONn  TwV
KATAVOAWTWYV TTPOKUTITEI WG TO ATTOTEAECHA TNG eKAQUBAVOUEVNS agiag TTou
Ta TTPOIOGVTA / UTTNPECiEC €xouv yia Toug KaTavaAwTéS. H agia autn eival
atroTEAEOUA BUO BACIKWY TTAPANETPWV:

1. Tng ekAauBaviouevns ToIGTNTAG TTOU O KATAVOAWTAG Bewpei OTI TOu

TTPOCPEPETAI ATTO TA TTPOIOGVTA/ TIG UTTNPECTIEG.
2. Twv mPogdoKIWV TTOU 0 KATAVOAWTAG €XEI AVAPOPIKA PE TO ETTITTEDO

TTOIOTNTAG VIO TO CUYKEKPIPEVO TTPOIOV/ UTTNPETIa.

3. Feppavikdg deikTnG IKAvOTTOIiNONG
O yeppavikog d€iktnG avamTuxOnke 1o 1992 Bdaoel €BVIKNG £peuvac.
AVTIKEIHEVO TNG €peuvag ATav n diatioTwaon Tou Babuol IKavoTToinong Twv
KATOVOAWTWYV aTTO TTPOIOVTA KAl UTTNPECIEG ETTIXEIPACEWY KAl OPYAVIOUWY
O1d@opwV KAAdWV OIKOVOMIKAG dpaoTtnpidtnTag. O Oceiktng PacifeTal oTIg
TTOPAKATW PETABANTEC:
1. Ikavotroinon kai Baacikoi Adyol IKavoTroinong
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Emuépoug dlaoTdoeig TNG IKavoTToinong Kal NG ToIdétnTag
‘Evraon kai dIApKEIa TNG OXEONG HJE TOV KATAVAAWTH

A@ociwon Tou KaTavaAwTh

o k~ 0N

2UMTTEPIPOPA OE TTEPITITWOEIG JN IKAVOTTOINONG.

Katd Tnv €TMAOY TWV OUYKEKPIMEVWY MPETABANTWY, Ol €PEUVNTEG
BacioBnkav otnv uttéBeon OTI UTTAPXEI CUOXETION METALU TwV PETARANTWV
«TTOIOTNTAY, KIKAVOTTOINON», «CUUTTEPIPOPA OE TTEPITITWON N IKAVOTTOINONG
» KAl «a@ociwong Tou KatavoAwTr». Q¢ «ekAaufavouevn TtroidTnTO»
opieTal  TO amoTéAecpa  piag  dladikaoiag  egiowong  METAEU NG
TIPOCOOOKWHEVNG UTTNPECIAG KAl TNG TTPAYHATIKAG UTTNPETIAG TTOU TTPOCYPEPEI

n €TTIXEIPNON OTOV KATAVAAWTH.

TIOIOTHTA OIAIKOTHTA
HAPAFQQ{Z //
— —> <+ EYKOAIA
AZIOIIIXTIA EYPESHS
paypotikn vanpeoio hientttehsnadbialonaalaie
AN

Y mokeyevika, .
Awdikoocio séicno eKXocuBﬁv()pav Awdkacio IKANOIIOIH
\/\) nvmpeci A ?ZTANAAQ
ITPOXAOKIEX / Y®ISTAMENEX
EMIIEIPIEX
[TPOZAOKOM
ENH
IAANIKEX YITHPEZIA YIIOZXEZEIX
ANTIAHAHYEIX THZ
ATA®HMIZEIX

4. Eupwtraikog S€iKTnG IKAVOTToinong.

To 1997 &ekivnoe n dnuioupyia Kal n avatTugn Tou EupwTraikou Agiktn
Ikavotroinong MeAaTwy, yvwotou wg EPSI. O deiktng autdg emTpéTmel TNV
OUYKPITIKI) HETPNON IKAVOTTOINONG TWV KATAVOAWTWY 0€ €BVIKO Kal EUPWTTAIKO
emmimedo. H péBodog eCaywync tou deiktn EPSI Baciletal oe éva Koivo yia
OAEG TIG XWPEG EPMUNVEUTIKO MOVTEAO TNG IKAVOTTOINONG TOU KATAVOAWTH Kal
TTeEpIANaUBAVEI TOUG TTOPAKATW KUPIOUG AEOVEG:

e |kavotroinon TTeAATWyV TTOU TTEPIAAUPBAVEL:

» [evikn) IKavoTToinon — EKTTAPWON TTPOCOOKIWV

40



» 2U0yKplion Ye TNV I0QVIKA eTaIpEia
Eikdva eTaipeiag
[Mpoodokieg TTEAATWV
ExkAauBavouevn ToI0TNTA UTTNPECIWV
ExkhauBavouevn agia TTpoo@epOUEVWV  UTTNPECIWV
money)

MioTn Kal agociwon aTnv eTalpEia

(value for
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KE®AAAIO 5
AIATHPHZH IKANOINOIHZHZ NEAATQN

5.1 NAPAIONTEZX NOY EMHPEAZOYN THN IKANOMOIHZHZ TQN
NMEAATQN

TeNKA T €ival oI KOTAVOAWTEG TTOIEG €ival oI dIAdIKACIEG TTOU TOUG
wBouv oTnv ayopd OUYKEKPIPMEVWY TTPOIOVIWY Kal ammd T auTtd Ta ATOPO
ernpedlovTal? Mapakdtw TTEPIypd@ovTal Kal avaAUovTal aQuToi Ol TTapAYOVTEG
TOO0 Ol TTPOCWTTIKOI KAl Ol WUXOAOYIKOi OCO Kal Ol KOIVWVIKOI Kal Ol

TTOAITIGTIKOI.

MOAITIZTIKOI MAPATONTEZ®

O1 TTONITIOTIKOI TTapAyOoVTEG AOKOUV TNV EupUTEPN Kal BaBUTepn €TTIPPON
TTAVW OTN CUMTTEPIPOPA Tou KaTavaAwTh. O poAog TTou TTaifouv n KOUATOUPA,
n uttd -KOUATOUPO Kal N KOIVWwVIK TAE¢n Tou ayopaoTh eival 1Idiaitepa
ONUAVTIKOI.

KOYATOYPA. H kouAtoupa cival o 1o BaCIKOG Kal KOBOPIOTIKOG
TTOPAYOVTOG TWV ETTIOUPIWY KAl TNG CUMTTEPIPOPAS £VOG atopou. Kabwg 10
TTaIdi HEYOAWVEL, ATTOKTA €va OUVOAO a&lwv, avTINAWEWYV, TTPOTIUACEWY KOl
OUMTTEPIPOPWYV PETA aTTd TNV OIKOYEVEIG TOU Kal GAAOUG Bacikoug Beauouc.
‘Eva mmaudi 1mou peyaAwvel otig H. Tl. A ekTiBetan oTig €€NG atieg: emiTuyia,
EVEPYNTIKOTATA, QTTOTEAECHATIKOTNTA, TIPAKTIKO TIVEUPA, TIPO0O0G, UAIKA
Aveon, aTOUIONOG, EAEUBEPIA, ECWTEPIKI AVEDT, OUMAVIOPOG Kal CwvTavia.

YTO-KOYATOYPA. K&Be kouAtoUpa atroTeAEiTal ATTO PIKPOTEPES UTTO-
KOUATOUPEG TTOU TTAPEXOUV TTIO CUYKEKPIKMEVN TAUTOTNTA KAI KOIVWVIKOTATA OTA
MEAN TOUu. ZTIG UTTO-KOUATOUpPEG TTEPIAaPPBAvovTal 1I010TNTEG, O BPNOKEIES, Ol
QUAETIKEG OMADBEG KAl Ol YEWYPOPIKEG TTEPIOXEG. TMOAANEG UTTO -KOUATOUPEG
ATTOTEAOUV ONUAVTIKA TUAMATA QYOPAS KAl OUXVA Ol ETTIXEIPNOEIS OXEDIAloUV
TIPOIOVTA KOl TTPOYPAMMOTA PAPKETIVYK KOUMEVA KAl PAMMEVA OTIC QVAYKEG

TOUG.

18 Kotler P., 2000 Mépketivyk Mdavarluevt. AvdAuon, Zxedlaoudg, YAotroinon kai

‘EAeyxog, oeh 334.
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KOINQNIKH TA=H. 2xedbv OAeg oI avBpwTTIVEG KOIVOTNTEG DEIXVOUV
KATTOI  OUYKEKPIMEVN  KOIVWVIKA  OlaoTPpWHATWON. MepIKEG  QOpPEC N
OIACTPWHATWON TTIAIPVEI TN MOPQr €vOG OUCTAUATOG KAOTAG OTTOU QUTOI Ol
OTTOiOI aviAKouv O€ OIOPOPETIK KAOTA YaAOuyxoUvTal yid va TIai§ouv
opIopéVOUG pOAOUG Kal BE PTTOPOoUV va OAAGEOUV TNV CUPHETOXNA TOUG OTnV
KdoTa. Mo ouxva n dlaocTpwPATWOoN TTAIPVEI TN HOPPN KOIVWVIKWYV Tagewv. Ol
KOIVWVIKEG TAGEIG €ival KATTOIEG OXETIKA OUOIOYEVEIG KOl DIAPKEIG UTTODIAIPEDEIG
MEOQ O€ MIO KOIVWVIA, O OTTOIEG €ival IEPAPXIKA DIOTETAYUEVEG KAl TWV OTTOIWV
Ta PEAN €XOUV KOIVEG agieg, evdla@EépovTa Kal ouuTtrEPIPOoPd. Ol KOIVWVIKEG
TAEEIG BV aAVTIKATOTITPICOUV POVO TO €1000NKaA, AAAG Kal GAAOUG BEIKTES OTTWG
TO ETTAYYEAUQ, TN MOPOWON Kal TNV TTEPIOXN dIapoVvAG. O1 KOIVWVIKEG TAEEIG
dlapépouv oTov TPATTO £vOUONG, OTOV TPOTTO OUIAIAG, OTIG TTPOTIMNACEIG TPOTTOU
avawuxAg Kal attd TTOAAG GAAa XapakTnpioTIKA. O1 KOIVWVIKES TAEEIG €XOUV
TTOAAG XOpPAKTNPIOTIKA.

MpwTtov, Ta ATopa TTOU QVAKOUV O€ KABE KOIVWVIKA TAgN TEivouv va
OUUTTEPIPEPOVTAI UE TTIO TTAPEPPEPH TPOTTO ATT OTI TA ATOUA TTOU AVIKOUV O€
OUO SIaPOPETIKES KOIVWVIKES TALEIC. AcUTEPOV, avAAOYa PE TNV KOIVWVIKA TAEN
oTnVv oTroia avhkel KABe Atopo, Bewpeital OTI KATEXEI AVWTEPN 1 KATWTEPN
Béon. Tpitov, n kKoivwviky B6féon evdg ardpou @aivetar amo €va TTARBog
METABANTWYV, OTTWG YIA TTAPAdEIYUA TO ETTAYYEANA, TO €100dNUA, O TTAOUTOG, N
MOpPWON Kal n Kateubuvon Twv aglwv, TTapd ammd MIa  UEUOVWHEVN
MeTaBANTA. Tétaptov, Ta ATopa PTTOpoUV va HETAKIVABOUV aTrd Tn uia
KOIVWVIKN TAEN oTnv AAAn, €iTe TTPOG KATTOIO QVWTEPN, EITE TTPOG KATTOIN
KatwTtepn, otn didpkeia TG CwAGS Toug. H KIvNTIKOTNTA auTr] TTOIKIAAEI avaAoya
ME TNV AKAPWIa TNG KOIVWVIKAG OIACTPWHATWONG O€ HIa OEDOMEVN KOIVWwVid.
O1 KoIVwVIKEG TAEEIG OEiXVOUV CaPEIC TTPOTIPNAOCEIS TTPOIOVTOG Kal UdpKa O€
TTOAAOUG TOWEIG HETOEU TWV OTTOIWV N €vduon, N €TTTTAWON, N AVOWUXA Kal Ta

auToKivnTa.

KOINQNIKOI MAPAFONTEZ™

19 Kotler P., 2000, MdpkeTivyk Mdvatluevt. AvaAuon, xediaoupdg, YAotroinon kai

‘EAeyxog, o€ 342.
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AN\oI  TTapdyovTeg TTOU  €ival  KOBOPIOTIKOI  yia TNV  QYOPOOTIKNA
OUUTTEPIPYOPA TOU ATOUOU Eival QUOIKA O KOIVWVIKOG TTEPIYUPOS TOU €V Aoyou
ATOMOU, N OIKOYEVEID PECA OTNV OTToia dpa Kal PEYAAWVEL, O POAOI TTOU

KOAEITAI VO TTAigEl KABE POPA KAl OTTWOBNTIOTE N KOIVWVIKI Tou B€0n.

OMAAEZ ANA®OPAZX. Eival 0Aeg o1 opdadeg TTOU €TTNPEACOUV AUEDA N
Epéoa éva atopo, TETOIEG €ival Ol OIKOYEVEIQ, OI CUVABEAPOI OTNV BOUAEIA 1 Ol
OUVOIKOAIOTIKEG opyavwoelg. Eival @oBepoi kal TTOAEG QopéG adidpaTol ol
TPOTIOI TTOU ETTIOPOUV Ol OUADEG TOV TPOTIO CUMTTEPIPOPAS , OKEWNG KAl
QvTIANWNG Twv aTOPWV Kal TTWG TEAIKA auToi ol avBpwTrol aAANAETIOPWVTAG
KATOAYOUV OTNV KATAVAAWON OUYKEKPIMEVWY TTPOIOVTWY. Mia kdpn TTavta
ETTIAEYET TPOQIUA TTOU ETTEAEYE KaI oUVEXICEl va ETTIAEYE N PNTEPQ TNG. 'Epeuveg
E€xouv O¢citel 0TI oI opadeg Kupiwg eTTNPEACOUV OTNV PAPKA TOU QUTOKIVNTOU
TWV ETITTAWV | TOU POUXIOWOU. e KABE TTePITITWON TTAVIWG N ETTIXEIPNON
TPETTEl CWOTA va EEPEl TTola €ival N ayopd OTOXOG TNG KAl TTOlol €ival Ol

«OIANOPPWTEG YVWHNG» WOTE VA ITTOPOUV va KaBopilouv TIg TTWANCNG TOUG.

OIKOIENEIA. Eival o atréAuTog Kupiapx0g OTIG KATAVAAWTIKEG ayOpES
Kal dpa TO ETTIKEVIPO TWV TIEPICCOTEPWY €PEUVWY . H oIkoyévela
TTPOCAvVATONICUOU gival auTr) HPECA OTNV OTTOIO PEYOAWVEI O KATAVAAWTHG,
dpa eivalr autry TTou Tov KaBopilel w¢g aTtouo ETTeiTa wg KatavaAwtr. ‘ETol,
onMIoupyei autd To ATOPO Kal TO €TTNPEACEl TTOI0 ApECA. ‘ETol o poAog TG
yuvaikag €Treidn €ival autr) TTou ouviBwg oUAAEyel (aTTd Ta apxaia xpovia n
yuvaikd @povricel To bien fait Tou omTIOU-OTTNAIAG) €ival va atro@aacidel yia Ta
TPOPIUA, TA poUXa KOl TA MIKPOAVTIKEIYMEVA, VW O AVTPAG- KUVNYOS yia TO
auTokivnTo. TnAedpaon (To TpdTTAIO- BAPaUA), TO onUAVTIKO £Ow gival OTI Kal
o1 duo padi atToPacifouv yia TNV €TTIAOYA TOU OTTITIOU Kal TV dlaoKEdaon £Ew
atrd 10 oTIiTI. YTTAPXEl WOTOCO I OTPOPr Kal o€ autd AGyo Tou vEou poAou
TNG YUVAIKAG OTNV Kolvwvid, Ta ywvia poipddovtal ) yivovrial atrd Koivou,

TTapdAUTa OPWG TTOI0G Eival 0 KABOdNYNTAG AUTWYV TWV ETTIAOYWV;

POAOI KAl STATUS. Zm d{wA ToU O KA&Be AvBpwTtOg E€ivail
AVOYKOOUEVOG va Traifel e OAn Tnv dIAPKEIa TNG NUEPAGS dlIagOpous POAOUG,
TOU YIOU, TOU TTATEPA, TOU UTTAAAAAOU, Tou @ilou. KaBe poAd cuvodeueTal Kal
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aT1rd MIa KOIVWVIKA Béon- 10XU. KdBe évag Aoirdv atrd autoug Toug poAoug Ba

eTnpedoel we éva BaBud TNV KATAVOAWTIKA TOU CUPTTEPIPOPA.

MPOZQMIKOI MAPATONTEX
O1 atToQAoEIS TWV KATAVOAWTWY val YeV eTTnpedlovTtal atrd 6Aoug Tou
TTAPATTAVW TTAPAYOVTEG, WOTOCO ONUAVTIKO POAS TTaifouv Kal O XAPAKTAPAG,

N NAIOKQ, TO ETTAYYEAPA TOUG.

HAIKIA KAl ®AXH TOY KYKAOY ZQHZ. Akpifwg etmeidn éva dtouo
aT1TO TNV OTIYMI TTOU YEVVIETAI EEKIVA VO KATAVOAWVEI €ival QUOIOAOYIKO o€ OAn
TNV dIGPKEIO TNG CWNG TOU va TTeEpVA dIAPOPES PATEIC avaloya PeE TV ¢don
TToU €ival ekeivo To didoTnua. Otav gival wpPO KATAVOAWVEI TTAVESG Kal YAAa
aAAG OTav gival JeoHAIKAG KaTavaAwvel aAAoU €idoUg TPOPIPNA AUTOKIVNTA KAl

UTTNPEOTIEG.

EMNAITEAMAZ. O KaTavaAwTIKEC GUVABEIC £VOC aTOMOU eTTNPEAdOVTal
Kal atrd 1o emmdyyeApa. O ammAdg pydtng Ba ayopdoel pouxa Kal TTatrouTola
yia Tn douA&id Kal okeun PeTag@opdag ayntou. O TTpdedpog yIag eTaipeiag Ba
ayopdoel akpIfd KouoTouuia, Ba KAvel agpoTTopIka Tagidia, Ba cival yEAOG o€
dlapopéc Aéoxeg kal Ba ayopdoel €va peyadAo 10TIoPOpo. Or eTTIXEIPAOEIG
TPOOTIABoUV Vva EVIOTTIOOUV TIGC EPYOOIOKEG OPAdEG TTou  eKONAWVOUV
EVOIA@EPOV VIO TA TTPOIOVTA KAl TIG UTTNPECIEC TOU PEYAAUTEPO ATTO £va PNECO
KatavoAwTtl. Mia etaipeia ptTopei va €€eIdIKEUOEI TA TTPOIOVTA TNG YA

OPIOHEVEG OUADEG.

OIKONOMIKEZ ZXYNOHKEZ. H katavdAwon e€aptdral Tavia amo 1o
€1000NUa TOU KATAVOAWTH, TIG ATTOTAMIEUCEIS TOU, TNV OQVEIOANTITIKA TOU

IKQvVOTNTA.

TPOMOZ ZOQHZ. Eival n uéBodog pe Tnv otroia (€l KATTOIO ATOMO Kal

EKQPALETal HECA ATTO TIG EVEPYEIEG, TA €vOIAQEPOVTA Kal TIG ATTOWEIS Tou. O

2 Kotler P., 2000, Mdpketivyk Mavaruevt. AvaAuon, Zxedlaoudg, YAotroinon Kai

‘EAeyxog, o€ 349.
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TPOTTOG (WG AVTIKATOTITPI(El OUVOAIKA TTWG OXETICETAl TO ATOPO HE TO
TePIBAAAOV Tou. TTOAAEG @opég dropa Trou KAvouv 10ia  eTTayyéAPaTA,
TIPOEPXOVTAI ATTO TNV 18IA KOIVWVIKH TAEN £X0UV dIAQOPETIKOUG TPOTTOUG (WG

Kal dpa KATAVOAWVOUV BIOPOPETIKA.

MPOZQMIKOTHTA KAI IAEA TIA TON EAYTO MAZ. H kupiapxia , n
QuUTOVOUIQ, N KOIVWVIKOTNTA, 1N  QUTOTIETTOIBNON  €ival  TAOEIG NG
TIPOCWTTIKOTNTAG Ol OTTOIEG OONYOUV TA ATOUA OE OXETIKA AOYIKEG KAl OTABEPEG
avTIOPACEIS TTPOG Ta egpebiopara TTou déxovtal. Me Bdaon Aoitoév 6T Kal Ta
TpoidévTta €ival epeBiopyata o kKABe KatavaAwTrg Opa CUPQWVA HE TNV

TTPOCWTTIKOTNTA TOU.

YYXOAOTIKOI MAPATONTEX

MAPAKINHZH. Xe pia 0edopévn oTiyurp KABE ATOMO €XEl TTOAAEG
QVAYKEG, MEPIKEG gival Bloyeveig. MPoKUTITOUV aTTd TIG OPYAVIKEG HOPPES UE TIG
otrolEG ekdnAwveTal K&TTOI0 cuvaioBnua. O1 TTEPICOOTEPES AVAYKES DEV €ival
OPKETA EVIOVEG WOTE VA TTAPAKIVIIOOUV €va ATOMO va TTPOREl o€ uia ayopd.
Octwpieg TTapakivnong €xel diatuttwoel kal 0 Ppouvt kal o Mallow pe TNV
TTEPiQNUN TTupauida Tou kKail 0 Herzberg. Kard tov ®pduvt 6Aa £xouv KATTOIO
BabuTtepo aouveidnTo aiTIO yIa TO OTTOI0 YivovTtal 1) evepyouv. MNoAAEC QOopEC Ol
yuvaikeg Otav @Tiaxvouv KEIK Ogv  KaTtaAafaivouv Tnv avdykn TOug va
TekvoTroioouv. EUAoyo 1611 OTO KEIK dTTaivel aByd Tmou €ivar ocUPBoAo
YOVINOTNTOG KAl META MTTAIVEI OTO @QOUPVO OTTOU KUOQOPEITAl Kal ETTEITA
yvevviétal. Eivalr aAnBeia 611 ival BUoKoAO va Ta avayoupe OAa g aUpBoAa Kai
OUMBOAIOUOUG WOTOCO TTOAAEG TTaPOPUNOEIC gival BaBUTEPEG KATATTIEGUEVES
avaykes. O Maslow pe TNV KATAoKEU TNG TTOCiyvwoTNG TTupapidag Bewpnoe
0TI 0 AvBPWTTOG aPXioEl va KAAUTITEI KAl VO KATAVAAWVEI CUUPWVA UE TIG TTIO

BaOIKEG TOU AVAYKEG KAl ETTEITA OUVEXICEI EXPI VA TIG KAAUWEI OAEG.

ANTIAHWH. To uTttokivoUuevo ATOPO €ival £TOINO VO EVEPYNOEI
oUP@WVa PeE TNV avriAnyn TTou €xel yia Tnv Katdotaon. H avriAnyn oev
eCaptdaral yovo atrd To AToho aAAd Kal aTTd Ta peBiouarta TTou dEXETAI ATTO TO

mepIBAAAov. ‘ETol kaTTOI0G TTOU évav UTTAAANAO TTOU MIAET ypriyopa UTTOPE va

46



TOV XapaKTnpEioel aubdadn kal avelAikpIvr) €vag GAANOG UTTOPEI va TOV TTEI EUQUN

Kal EEUTTNPETIKO.

MAGHZH. O1 Tepioodtepol epeuvnTéG WUXoAdyol Bewpouv OTI TO
MEYOAUTEPO MEPOG TNG aAvBPWTTIVAG CUMTTEPIPOPAS pPaBaivete. ETtmiong n
MaBnon Tapdyetal  péow NG AAANAETTiOpaONG TWV  KIVATPWY, Twv
ePEBIOPATWY, TWV UTTAIVIYUWY, TWV avTIOPACEWV Kal TnG gvioxuong. MTropei
KATTol0G¢  va  dnuIioupynoel  1IoXupd Kivntpa  Aoittév - yia  éva  TTpoidv

XPNOIUOTTOIWVTAG UTTAIVIKTIKA PECQ.

MIZTEYQ KAI ZYMIEPI®OPA. E@boov o1 dvBpwTrol pabaivouv va
dpouv avau@ifoAa Kpivouv Kal OUyKpivouv, £T01 QTTOKTOUV TA TTIOTEUW TOUG
Kal TNV OTAON TOUG QTTEVAVTI OTIG KATOOTACEIG KAl Apa SIAUOPPUIVETAI KAl N
QyopPAOTIKA TOUG CUUTTEPIPOPA. Eival AoITTév TTOAU dUOKOAO yia éva UTTAAANAO
TTou €xel dlapopPwael TNV ammown Ot Tou TTAve Povo Ta TNV TNG €TaIPIOg

DIESEL va mrpootadnoel va opéoel REPLAY.

OMAoi autoi o1 Trapdyovteg OnPIOUPYoOUV €va OUYKEKPIMEVO TTPOGIA
povadiko yia kdBe avBpwTro. 'ETol o1 TMIXEIpAoEIg 600, Kal va TTpooTTaouv va
EVTOTTIOOUV TNV ayopd OTOXO TOUG YIO TO TI PTTOPOUV va KAVOUV WOTE vd
IKOVOTTOINOOUV Kal va diatnpAcouv Toug TTEAATEG Toug, Travra KAt Ba
dlagelyel. H aAnBeia cival 01 o€ éva apuxo UAIKO PTTopEl va TTpocdwaEl e
Aiyn @avtacia oTroladATTOTE Agla Kal 0TO idI0 KAl OTOV KATEXOVTA auTOU, aAAd
TTpaypaTikd dgv ival duvATOV VA KATAOKEUQOTEI OUTE TO TEAEIO TTPOIOV, OUTE O
TEAEIOG UTTAAANAOG, oUTe O TEAEI0OG KaATavOoAWTAG. H avBpwTivr)y @uon eivai
TETOIO TTOU OouveEXWG aAAAClel Kal e¢eAicoeTal Kal 600 Kal va BEAOUNE va TNV

BaAoupe og KaAoUTTIO HE OTOXO TO KEPDOG, Polpaia TTAvTa Ba gipacTe Xapévol.

5.2 HAIOIKHZH TQN NPOTEPAIOTHTQN

O1 avBpwTrol TTOU TTAPEXOUV EEUTTNPETNON OTOUG TTEAATEC TTPETTEl va
KATOVONOOUV TTWG AuUTA €ival N TTPWTN TTPOTEPAIOTATA TNG BOUAEIAG TOUG. AUTO
onUaivel TTwG TTPETTEI Va TTponyeEiTal KABe AAANG eVEPYEIAS Kal TTWG O€ KaWia
TTEPITITWON OEV TTPETTEI VA TTEPIYEVEI O TTEAATNG TOV UTTAAANAO va TEAEIWOEI PIa

GAAN douAeld TTou mMOavwg va €xel. O TeAATNG "épxeTal TTAVTA TTPWTOC" O€
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mpotepaldTNTA. MOTE B dIAKOTITEI TN OOUAEIG TwV UTTAAANAWY, aAAd €ival n
douAeld Toug. OAol SouAguouy yia Toug TTEAATEG Kal OXI yia TOV €AUTO TOUG, TO
Oleubuvtry Toug N TNV eTaIpia. AuTEG cival BaoikéG apxég TNG [OIOTIKAG
E¢uttnpétnong Twv [MeAaTtwy, TIG OTTOiEG TTPETTEI va TTIOTEWOUV TTPWTA Ol
UTTGAANAOI  Kal N eTaipia. ATTOQEUYOVTOG OAQ TO TTAPATIAVW TOTE N
eCuttnPETNON TTAUEl va €ival TTOIOTIKA Kal dpa dev €xouv TTEAATEG Gpa OxI
KEPDOG.

Anpioupywvtag £va euvoiko KAiPa yia TOUG TTEAATEG QUEAVETAI O XPOVOG
TTapAapoVvAG Toug oTtnv eTaipeia. O1 TTEAATEG £XOouv Oav TTNYN] IKAVOTTOINONG TWV
AVAYKWVY TOUG TNV £TAIPIO JE ATTOTEAECUA TN dIATAPNON TOug o€ auTtryv. MNa va
oAokAnpwOei auti n aAucida "ikavotroinon — TMoToTNTA — dlaTenon”, n
eTaipia TTPETTEl va PAAEI o€ TTpWTN B€0n TOV TTEAATN KAl va TTPAYUATOTTOIEN TIG
€mBOuUpieg Tou, dnAadn va "akouel TN wvh Tou".

Mia Tpéo@aTn £pEuva  ayopaoTwv OTn  Blodnxavia TTPoidévTwyv
TIPOCWTTIKAG UYIEIVAG €0TIQOE OTO E€TTTTEDO IKAVOTIOINONG OXETIKA MPE TNV
uttnpeoia g dlavoung. Mepaitépw €peuva e¢€Tace T0 POAO TNG PWVAG TOU
KaTtavaAwTh yia Tapddelyua otn ox€on ayopaoTA-TTwANTA. YTTOTEBNKE OTI UE
TO VO AKOUG TN QwVH TOU KaTavaAwTh, Ba gixe wg ammoTéAeoua TRV KAAUTEPN
IKavoTroinon Tou. O1 TTANPO@OopPIES TTOU Ba TTapEXovTav ATTO TOUG TTEAATEG Ba
TTPOCPEPAV OTOUG TTWANTESG TTPOCAVATOANIOUEVN TTANPOPOPNON YIA TO TTWG VO
BeATiwoouv OAe¢ Toug TIG uTinpPecies. Map’ OAa autd, n TTPAYUATOTTIOINCN
TIPOOWTTIKWY OUVAVTACEWV HE TTEAATEG aTTOdEIXONKE OTI €TTNPEAEl TNV
IKOVOTTOINO TOUug O€ MPeyaAUTeEpn €KTaon atr OTI Ol €TTIONUOI PNXAVIOUOI
avaTpoPodoTnong (épeuveg 1 TnAepwvnuata). Baoifduevol o€ auth Tnv
épeuva @aivetal OTI 01 ETAIPIEC Byaivouv KEPDIOPEVES PE TO VA OKOUV TN Quvr)
Tou katavaAwTr.?* To oToixnua gival dxI HOVO va KEPDIGEIC TOV KOTAVOAWTH
aAAG Kal va Tov KpaTtroelg. Autd Aoittév TTou €itre 0 ABpadu AivkoAv Bpiokel
oTnVv TPA&N auTi akpIBWG TNV TTPOCTTABEIA TWV ETAIPEIWV :

« Mrmopei¢c va Tou¢ KOpoIidEWEIS OAOUS uIa QOopd, KATTOIOUS UTTOPEIC va TOUS
KOPOIOEWEIS KATTOIES POPES, aAAG gV yiveral va TOUS KOPOIDEWEIS OAOUC OAEC

TIC POPECH.

2 Stank P.T, Daugherty J.P and Ellinger E. A. 1997. Voice of the customer :The impact

on Customer Satisfaction. International Journal of Purchasing and Materials Management
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MoAANEG  eTaipieg €xouv  KaBlEpwoEl Ta  TTPOYPAUMATA  OUVOAIKAG
TTOIOTIKAG dlaxeipiong Ta TeAeutaia xpovia. Mia Baoikry apxfy TNG OUVOAIKAG
TTOIOTIKAG  dlaxeipiong €ival 611 n ToI0TATA  EEKIVAEI 1) OTNPICETal OTOV
KatavaAwTh. ‘Evag atmrd Toug TTPWTEUOVTEG POAOUG TTOU €XEI O KATAVAAWTH)
OTIG ETTIXEIPNOIOKEG OXEOCEIG €ival va TIOPEXEI TTANPOYPOPIEG YIA TOUG
EUTTOPIKOUG £TAipOUG. H emmiKoIvwvia atrd Toug TTEAATES UTTOpEl va BonBroel va
opaAoTToINBOUV O KOBNUEPIVEG  ETTIXEIPNOIAKEG  OdpaoTnPIOTNTEG,  Vvd
OlEUKOAUvVel Tov [poypapuaTiond Kal va peiwoel Ta TTpoARuata. ‘ETol, n
eTaIpia Ba KaTta@Eépel TNV OPOA AsiToupyia TNG PE PACIKO OKOTTO Kal OTOXO TNV
dlaTAPNON TWV TTEAATWYV TNG.

Av Kal 6Aa Ta TTOPATTAVW Eival 1IBIAITEPA EUXAPIOTA KAl iIOWG EUKOAEG
Bewpies, TTPAYMATIKA PIATTWG TTPETTEI VA AVTIOTPEWOUUE Aiyo auTr] TNV AOYIKR?
Av 0 TTEAATNG €ival EUXAPIOTAPEVOG AUTO OQEIAETAI APEVOG OTO TTPOIOV KAl
aQeTEPOU OTOV UTTAAANAO €€utTnpéTNONG, av AoITTOV autdg o UTTAAANAOG dev
€ival EUXOpPIOTNPEVOG PE TIGC OUVONRKEG EPYAOiag TOU, YIATI va KAVEI XAPOUUEVO
TOV TTEAATN. AV €V TOV IKAVOTTOIOUV O PIOBOG TOU, Ol CUVONKES EPYATiEg KAl TO
TePIBAAAOV, TTWG Ba peTa@épel autd TO KAiya kal otov TTeEAATN? Agv QpKEi
AOITTOV OI TTOIOTIKA €EUTTNPETNON TTPOG TOV TEAIKO £EWTEPIKO KATAVOAWTH aAAd
Kal TTPOG TOV TEAIKO €0WTEPIKO KATAVAAWTA TIOU €ival iCwg Kal n TTIo

VEUPOAYIKN B€on PIAg ETAIPEIAG, QUTA TOU TTWANTH.

5.3 EMMEIPIEZ EZEYMNHPETHZHZ TOY NEAATH

Eival yeyovog 1mwg OAOI KATAVOAWVOUUE KAl OAOI OXNPATICOUPE HIa
yvwun yupw atrd 10 TI JOG ApECEl Kal TI OXI, TTOIA CUUTTEPIPOPA UTTAAANAOU
TIPOTIMOUKE Kal TTola OXl. Ta KATOOTAPATA TTOU TTPOTIMOUME Eival ETTIAOYEG
OUYKPIONG KOl EUTTEIPILOV  AYOPAG. ZUVETTWG MTTOPOUME va TTOUPE OTI N
OUCOWPEUON TWV «YEYOVOTWY ayopdc» O OUVOUAONO PE TNV €EUTTNPETNON
TTOU UTIAPXE OTO TrapeABOV €xouv dnuioupyroel autd TIOU OVOMALETal
"epTrEIpia eGutTnpEéTNONG".

H eutreipia atmmoteAei Tov 0dnyd yia Tnv €1MAOYr) TOU TTPOUNOEUTH, €iTE
gival TTEPITITEPO €iTE €ival EPYOOTACIO TTPWTWV UAWYV 1 TTAPAYWYNS ETOINWY
TTPOIOVTWYV. ZUVETTWG, N dnuioupyia BETIKWYV EUTTEIPILOV EEUTTNPETNONG €ival TO

MUOTIKO yia TN dIaTAPNOoN TWV TTEAATWY Kal TNV aTTOKTNON VEWV PETA aTTO OIKN
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TOug ouotaon. To MUoTIKG yia Tn Onuioupyia Twv OETIKWY EUTTEIPIWV
e€uTTNPETNONG €ival 0 KABoPIoPOS Kal 0 €AEYXOG TWV YEYOVOTWY ayopdg, TToU
arroteAouvTal atod TIG "OTIYMEG ETTAPAG" TTOU £XEl O TTEAATNG WE TNV ETTIXEIPNON
MEOW TWV AVOPWTTWY TOU THAMATOG TOU. Ta TTpWTA AETTTA TNG ETTIKOIVWVIAG JE
ToV TTEAATN €ival ekeiva TTou Ba BaAouv Tn oepayida TNG PETETTEITA oxéong. H
dladikaoia auth emavalapBaverar KGO @opd TTou £pxeTal o UTTAAANAOG o€
eTTa@r pe Tov TTEAATN. Eival AoImtév Kpioiga autd T1a AETTTA TTPOKEIMEVOU O
UTTAAANAOG va Kepdioel TRV eUvola TOUu duvNTIKOU TTEAATN Kal va ETTITUXEI TV
TTOIOTIKY €EUTTNPEETNON.

To KUPIO XAPOKTNEIOTIKO TTOU dNUIOUPYED Tn BETIKN TTpWTN €vVTUTIWON
gival n epeavion. H gpeavion divel TRV TTPWTN EIKOVA OTOUG TTEAATEG KAl TOUG
OIOUOPPWVEI MIa avTiAnwn yia To TI TTPOKEITAI va eTTOKOAOUBNOEl. Av auTh n
€IKOVa €ival BeETIKA, n OupTTEPIPOPd Tou TIEAATN CekivAel UE  BETIKEG
TTPOUTTOBEDEIC, VW) av €ival apvnTIKr, TOTE EKIVOUV T CUVEPYATia TOUG ME
TNV oKEWN TTwG OAa Ba TTave oTpaBd. H eppavion TTPETTEl va ival EKEIVN TTOU
éXel kaBoploTei amoé TN dloiknon TNG  ETIXEipnong. Av  dev  UTTAPXEI
OUYKEKPIPEVN evOupaaoia, Ba TTPETTElI TTPOCWTTIKA 0 KABEVAG va TNV ETTIAEYEl UE
KPITAPIO TTAVTa TO €TTAYYEAUQTIKO TTEPIBAAAOV. OI €TTIAOYEC QUTES Ba TTPETTEI VO
UTTOOTNPICOUV TO ETTAYYEAMOTIKO TTEPIBAAAOV TnG ETTIXEIPNONG KAl va gival
QVTIOTOIXEG TOU QVTIKEIUEVOU TNG DOUAEIGG. Z2
AapBdvovrtag autég TIG TTANPOQOPIEC UTTOWN N ETTIXEIPNON  KPATAEI
IKOVOTTOINKEVO TOV TTEAATN TNG ME ATTOTEAEOUQ O idIOG va TTPOCNAWVETAI O€

QUTH KAl va YiVETAI KOPMPATI TOU QUVAUIKOU TNG.

5.4  ANTIMETQIMIZH TOY AYZKOAOQOY MNEAATH

APKETEC POPEC TIBETAI TO £pWTNUA av UTTAPXElI OUOKOAOG TTEAATNG N
EKVEUPIOUEVOG TTEAATNG ME KATI. Agv gival Aiyeg ol QopEG TTOU O1 TTEAATEG
avTIdpoUV AoXNUa O€ JIa KAAp ouptrepIpopd Xwpic epgavr) Adyo. O Adyog
MTTOpEI va €ival WuxoAoyikOG 1 KAtrola Oikn TOU AOXNKN TTPONYOUNEVN
euTTEIpia, OTTWC Kal va £XEl 0 UTTAAANAOG eEuTTNPETNONG OEV UTTOPEI EUKOAQ va
TOV QVTIMETWTTIOEL. 2T KOTnyopia aut KatatdooovTal duoapeCTNUEVOL KAl

Buuwpévol TTEAATEG, oI @AUQpol TTEAATEG Kal O aTToAoynTIKOi  TTEAATEG.

22 Cram, T. 2001. Customers that Count. Pearson Education Limited, London, oA, 38-39.
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AuOTUXWG, O XEIPIOUOI EVOG TETOIOU ATOMOU KAl WG KATAVOAWTH TTAVTA OTA
TAQioId TNG KOANG OUUTTEPIPOPAG Oev  €ival €UKOAN umtoBeon Kal TIG
TTEPICOCOTEPEG POPEG Eival ATTOTUXNMEVN, EQOCOV KAl O UTTAAANAOG gival dtouo
ME TTaPATTANOCIOUG TPOTTOUG CUUTTEPIPOPAS Kal avTidpaong. ‘ETol dilapdxeg Kai
OIXOYVWHIES gival avaTtéoTTaoTO PEPOG TNG €CUTTNEETNONG CUXVA TTUKVA 600
Kal av TTPETTEl va atro@euyovTal. O1 dIapdxeg gival JEPOG TNG KABNUEPIVAG MG
CWNAG, KAl OTIG TTPOCWTTIKEG POG OXEO0EIG OANG Kal OTIG ETTAYYEAUATIKES. 2€
QUTEG TIG TEAEUTAIEG, KAl €IOIKOTEPA OOOV APOPA TOUG TTEAATEG, XPEIALETAl OF
KABe TrePITTTWON va avTieTwTTi(ovTal e Wuxpaldia kal aveon. O Buuwuévog
TTEAATNG UTTOPEI va gival oapkaoTikOg, TTPOORANTIKOG, va atTelAei OTI KAvVEl TO
€va TO AAAO Kal YEVIKA VA £XEI MIA ETTIOETIKA CUUTTEPIPOPA TTOU TTPOKOAEI.
YTrapyouv BERaIa TEXVIKEG QVTIUETWTTIONG TETOIWV TTEPITITWOEWV KAl N
Baoikn Toug apxn €ival n Babid katavonon Tou BupoU Tou TTEAATN Kal UoTEPQ
N Yuxpaiuia, woTe va KataAGBel 0 KAaTavaAwTAG TOUG TPOTTOUG AEITOUPYIAG EiTE
TIG ETTIXEIPNONG, €ITE TOU TIPOIOVIOG TIOU TOU €XOUV OnNMIOUPYROEl TOV
EKVEUPIOUO. Ze KABE TTEPITITWON TTAVIWG TO PNTO 0 TTEAATNG €XEI TTAVTA OiKIO
Oev 1oxuel Kai KGAo Ba ATav 0 CEPACPOC TTPOG TOV TTEAATN TTOU EVVOEITAI
o0edopévog Kal emREPANUEVOC va gival Kal 0gBacudg TTPog Tov UTTAAANAO

€guTTNPETNONG.

5.5 HENNOIA THZ A®OzZIQZHZ

H évvoia Tng mpoonAwong 1 agociwong (brand loyalty) utropei va
UTTAPXEl OTIC AYOPAOTIKEG TTEPITITWOEIG TOU  TTAPOKATW  TTIVAKA  TTOU
TTAPOUCIALEl OEKA CUVEXOMEVEG UTTOBETIKEG AyOPEG OEKA TTIBAVWYV PAPKWY TNG

1Siag karnyopiag Tpoiévroc. 2

2 2iwpkog M., 1994, ‘Tuptrepipopd KatavaAwTr & E1patnyikr) MapkeTivyk’, o€l 84
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Iotopiké  ayopav  popkov g | Xewpa pe v omoic ayopacTiKOvV o1

KaTyopiog TPpoiovtog RApKES

AOd1GKOTIN TPOGNAMOT 6T RNAPKOQ A A A AAAAAA
IIpoonimon ot papka/ mepotocwokiy [A A A B A AT A AA
gvairayn

Ipoonimon ot papka/ evarlayn AAAAABBBBB

Ayoopévn TPooAmon 6 papKa AABABBAABB

Adwgopia Yo TNV papKa ABTAEZHOI K

Eival 6pwg duvatdv n ayopacTiKr) CUPTTEPIYOPAE aTTO oV TNG va
atroTeAei £vOEIEN TTPOONAWONG OTN CUYKEKPIPEVN PdApka? H auyxpovn gpelva
NG €vvolag TnG ag@ooiwong oTn Jdpka £0eige o1 duo eival Ta atmmapaiTnTa
OTOIXEIA PE PACN TA OTTOIA UTTOPEI KATTOIOG KATAVOAWTAG va XOPAKTNPIOTEI

TTPOONAWUEVOG OTN HAPKA :

1. BeTIKA OTAON YyIA TNV CUYKEKPIYEVN JAPKA KOl

2. OUOTNUATIKN ayopd TG 180G JAPKAG dIaXPOVIKA.

To va AdBoupe povo uttéywn aav KPITrPIo TTPOCAAWGCNG TN CUCTNUATIKN
ayopd Tn¢G 10iaG PApkag Oev eival apKeETO Kal Oev pag €Eaa@alilel Tnv
agooiwon Tou KAatavoAwTh. MNa mTapddeiypa €vag KATavaAwTnAG MUTTOPED va
ayopddel yia Xpovid Jia JapKa €TTEIBN auTr] gival N @nvoTepn TTou Bpiokel OTO
karaoTnua. Eival e0Aoyo TTwg av To KataoTnua apyioel Tnv d1aBeon uIag o
@TNVNG HAPKAG, 0 €V AOYO KATaVOAWTAS Ba aAAGEElI TNV JAPKA TTOU «TTPOTIMA»
yla TNV Kalvoupla TTou gival invoTepn.

O1 petpnoeig TNG TTPOOHAWONG OTn PAPKA OUuxvd YivovTal MPE TNV
BonBela oToxaoTikwv PovTéAwv. Ta poviéAa autd eivalr TTapduola  JE
KAUTTUAEG pABnong, kail utroAoyiouv Tnv mOavoTnTa €TTavaAauBavOuEVwWY
ayopwv HE Oedopévo TOV apIBud Twv TTPONYOUUEVWY QYOPWV OE £Va
OUYKEKPIMEVO XpoVIKO didoTnua. EmimAéov, xpnoluoTtroloUuvTal TTPo0dIoPIoTIKA
MovTéAa yia Tnv TTPORAewn Tou T Ba Tpdfouv o1 KaTavaAwTeéS, PeE BAon Ta

XOAPOKTNPIOTIKA, TIC OTACEIS WG TTPOG OIAPOPES HAPKES KAl TIG AVAYKES TOUG.
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O1 TrepioodTepeg PEBODOI TTOU XpPNnOoIYoTToloUvVTal OTn PETPNON TOu
Babuou TTpoonAwong oTn YAPKA MIOG KATnyopiag KatavoAwTwy, Baacifovral
otn MeEAETN panel data (dedopéva TTOU TTPOKUTITOUV ATTO QUTO-QVAQPOPEG
ayopwvV TTou divouv 0l idI0I Ol KATAVOAWTEG).

O Lawrence Trapouciaoe TIG TOAVEG QAYOPOOTIKEG AVTIOPACEIS TOU
KATaVOAWTA PETA atmd pia aAAayn pdpkag. O KaTavaAwTAG NTTOPET va aAAGEEI
Kal TTAAl T véa pApKa KAl va eTMOTPEWEI OTNV apXIKh (reversion), va
TTOPAMEIVEI aPOOIWUEVOG OTN vEQ PApPKa (conversion), 11 va €GakoAouBei va
aAANGCel Tuxaia TIG AYOPEG TOUG AVAPECO OTN VEQ KAl OTNV apXIKA MAPKA
(vacillation), kai va egakoAoubroel va dokIudalel Kal AANEG UApPKES TTEPA aATTO
QUTEG TIG BUO.

MVwoTIKEG PEBODOI PEAETNG TOU TIPOCNAWMEVOU OE€ HIO  PAPKO
KAaTavoAwT €XOUV €EVTOTTIOEl TA PaOCIKOTEPA XAPOKTNPEIOTIKA Tou. O
AQOCIWHEVOS KATAVOAWTAG O€ YIa JAPKA :

1. cival mBavoTePO va eTTNEEAlETAl ATTO OUADES avaPOPAG,

2. €ival TTEPICOOTEPO OiyOUPOG yIa TNV ETTIAOYH TOU,

3. avikel o0€ OpAdeC uwnAoTépou €1000nRuaTog (o1 XapnAdtepou
€1000NUATOG KATAVOAWTEG TTPOTIMOUV TIG TTPOCQOPEG AV Kal Ol
UWPNAOGTEPOU  EI00BMNUATOG PTTOPOUV VA CUYKPIVOUV TTEPICCOTEPO
MAPKEG TTPOKEINEVOU VA UEIWOOUV TO XPNHATIKO Kivduvo),

4. €xel upnAoTEPO ETTITTEOO AVTIANTITOU KivOuvOou Kal

5. eivar mBavoTepo €TTiong va eival TTPOONAWPEVOS Kal O€ KATTOIO
KATAoTNUa a1rd 10 011010 ayopAdel TN APKA TTOU TTPOTIUA.

lNa katnyopieg TTpoidvTwy TToU ayopdlovTal ouxvd, avagépel o Raj 10
1982, oI KaTavoAWwWTEC AQUEAVOUV TIG AYOPEC MIAG CUYKEKPIMEVNG MAPKAG KOl
TOU TIPOIOVTOG, OTav aufdvetal n dla@ruion yia TNV Pdpka auth. Etriong
TTOPATNEEITAI OXETIKA MIKPA aAAayry OTIG TTPOTIUACEIC TWV KATAVOAWTWY Ol

oTT0i01 AAAGZOUV TIG JAPKEG TTOU TWPA XPNOIUOTTOIOUV UE TN dla@nuICouEvn.

5.6 ENINEAA NIZTOTHTAZ

2€ apBpo Tou MavTika AAéECavdpou (2006) avagépeTal o€ pIa IDIITEPO
evola@Epouca PHEAETN TOU, OTTOU OI KABNYNTEG TOU TTAVETTIOTNUIOU Tou TEEQ,
eIdIkoi TTavw og Bépata TreAateiakns ouptrepipopds, A.S. Dick & K. Basen,

EEnyouv 611 1o emitredo deaipatog (attachment) mou aiocBdveTal évag TEAGTNG
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yla KATOI0 TIPOIOV 1} uTtnpecia aTtroteAei Baoiky TTpoUTToBeon yia Tnv
MOoTOTNTA, KAl OTI £VaG OEUTEPOG TTAPAYOVTAG TTOU ATTOOEIKVUEI TNV TTEAQTEIOKN
mOoTOTNTA €ival N ouveXg Kal eTTavalauBavouevn Tpagn idiwv evepyeiwy. Ki
OMWG Ta TTEPICCOTEPA TTPAYMATA OTN CwH, £€TO1 KAl N TMOTOTNTA €XEI DIAPOPQ
etrimeda:

KaBéAou TmiotétnTa: vyia didgopoug Adyoug TroAAoi  TTeAGTEG  Oev
avaTITUOOO0UV TTOTE TTIOTOTATA yIa dId@opa TTPoIovTa i utTnpeoieg. Kuvnyouv
TTAVTOTE TN KAAUTEPN TTpOoPOPA Kal Oev gival diateBelévo va Byouve £Ew atrd
TO TIPOYPAMUA TOUG YIO va TTATPOVAPOUV KATTOIO KataoTnpa. H €AAeiyn
TTATPOVOPIOUATOG KAl OECINATOG PE KATTOIO OUYKEKPIMEVO KATAOTNUA OEiXVEl
Kabapd Tnv atroucia moTdTNTAG

AdpavAg mIOTOTNTA: XOUNAO E€TTTTEDO TIOTOTNTAG ME KATTOIO TIPOIOV I
UTTNPECia o€ oUVOUAOUO PE OUVEXEIG ETTaVAAANPBaVOUEVES ayopEéG odnyouvV O€
adpavr] mMoToTNTA. AUTOI O TTEAATEG ayopAlouv WG €TTi TO TTAEiOTOV ATTO
ouvnBeia, emeidn Tavia autd ayopddw, €ival oTo OPOPO Pou, K.ATT. hE AAAa
AOyIa, o1 Baoikoi Adyol TTATPOVAPICHATOG €XOUV VA KAVOUV AIYOTEPO ME TO
O£0INO TTOU €XEl O TTEAATNG ME TO KATAOTNUA KAl TTEPIOCOOTEPO HE AOyoug
€UKOAIag 1 atrAd ouvABelag, 6TTws o TTEAATNGS TTou Bdadel Bevdivn TTAVTOTE OTO
Bevqivadiko TTou BpiokeTal oTo OPAOMO yia Tn BOUAEIA TOU, KAl Wwvilel atrd Tnv
ayopd KOVTA OTO OTTITI TOU.

AavBdavouoa mioToTNTA: UYWPNAG €TTiTTESO OECINATOC HME KATTOIO TTPOIOV N
uTTNPECia o€ oUVOUAONO HPE OTTAVIO ETTAVAAANPBAVOUEVEG QYOPEC 0dnyouV O€
AavBdvouca mOoTOTNTA. TN TTEPITITWON AUTH, av Kal 0 TTEAATNG aioBAveTal
uWnAoG d€0IPo Pe KATTOI0 TTPOIOV, UTTNPECIA 1] KATACTNHA, Ol KATAOTACEIG dEV
TOU €MTPETTOUV va €mOEIKVUEl uwnAn TOoTOTNTA. A TTApAdEIlyPa, KATTOI0G
MTTOPEI va ayaTtrdel To KIVECIKO @aynTo Kal va €XEl ayaTTNHEVO €0TIATOPIO, AAAG
N Yuvaika Tou va unv noeAe.

YynAl mmoTtéTnTAa: ATmoTEAEl TOV KOAUTEPO TUTTO TNIOTOTNTAG YIA KABE
ETTIXEIPNON, TTPOIGV I UTTNPETIA, KAl uPioTaTal OTAaV CUVUTTAPXOUV Jadi uwnAd
ETTITTEOO DECINATOG PE KATTOIO TTPOIOV 1] UTTNPECIA, 0€ OUVOUAOUO PE OUVEXEIG
eTTavOAQUPBOVOPEVEG AyOpPEG. 2TNV  KOAUTEPN HOpP@r, oI TTEAATEG Eival

TTEPNPAVOI TTOU YVWPICOUV Kal XPNOIYOTIOIOUV TO TIPOIOV Kal YyivovTal ol

2 MavTikag, A. 2006. Customer Loyalty, Customer Care (50), 0eA.17-18.
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KAAUTEPOI TTPECPEUTEG TOU aPOoU To dla@nui¢ouv TTavTou, o€ PIAOUG, YVWOTOUG
Kal oikoyévela. O1 MoToi XpAOTEG TOU YVWwOTOoU paxaipiou Swiss army Knife,
armroTeAOUV  pia  ouvexr Cwvtavry dia@nAPIon TOu TIPOIOVIOG agou TO
ETMOEIKVUOUV CUVEXEIQ KOl ava@épovTal ouxva oTnv TTOAAATTAR XpnoluotnTd

TOU KQI EUKOAIa Xpriong Tou.

5.7 H ENNOIA THZ AIATHPHZHZ KAI THZ MIZTOTHTAZ

Ovtwg OAol pag wg KATavaAwTEG ETTIAEYOUUE VO YUPICOUPE OTO idIO
KaraoTnua f otnv 18ia utnpeoia akpIfwg €TTeidf n euTTEIpia ayopdg TTou
gixape oto TTAPEABOV POG APECE KAl PAG APNOE EUXAPIOTEG AVAUVAOEIG. Agv
gival govo 1o TTEPIBAANOV 0 UTTAAANAOG Kal TO TTPOIOV AAAG Kal TO aicBnua TTou
gixaue OTav ayopdoape KATI TTOU  Pag Ikavotroinoe. Eival éror éva
ouvoVvBUAeuua ouvaloBnudaTwy Kal AOYIKWYV ETTAYWYWV.

H meAarteiaky motétnta (customer loyalty) Ommwg kalr K&GBe GAAN
avBpwTrivn oxéon PacifeTal o ouvaloBnuaTikd oToIxeia, aAAd TTOAU Aiyeg
ETTIXEIPAOEISC @aiveTal va TO €xouv avriINMjebn oe BdBog 1 €0Tw va
TPooTTaboUv va To €QAPUOOOUV UTTEP TOUG. AVTIOETA, OI TTEPICOOTEPES
ETTIXEIPNOEIG ouveXiCouv va opiCouv TNV TTEAATEIOKN TOUG TTIOTOTATA ME
KPITAPIO TTOU OXETICOVTAl ME TNV OUPTTEPIPOPA Tou TreAdTn (behavioral
terms)omTTwg yia TTapddelyya 0 apiBUOg Kal n ouxvoTnTa ETTIOKEWEWYV, TO
OUVOAO TWV ayopwy, N XPOVIKN TTEPIOdOC TTOU TTAPAMPEVEI O TTEAATNG, K.ATT.
AuTS TTOPATNEEITAl KUPIWG YyIaTi ouyxEovTal OUO €VVOIEG, N TTIOTOTNTA KAl N
dlatipnon (retention) Tou TTEAATN, TTOU €ival oUYXPOVWGS TAUTOONPESG OAAG KO
O1aQOPETIKES. H dlatripnon Tou TTEAATN €ival évvola TTou €XEl AUECT OXEON ME
TN CUMPTTEPIPOPA TOU EVW N TTIOTOTNTA OXI, ME ATTOTEAECUA TTOAAEG ETQIPIEG VA
TMOTEVOUV, OTI Ol TEAATEG TOUG E€ival TTIO TTIOTOI Q1O OTI €ival oTnVv
TpaypaTikdéTNTa. YTdpxouv BéRaia Adyol TTou wBOoUV TIG ETTIXEIPNOEIS O€
TETOIOU €iO0OUG PETPNOIUNG, APEVOGS, €ival TTIO EUKOAO va PETPNBEl, agol oTa
onueia TTWANONG CUAAEYETAI AUECA aAUT N TTANPOQPOPIA, Kol AQETEPOU, O
OPICMOG TNG TTOTOTNTAG PACEI TNG CUPTTEPIPOPAC Eival APKETA €UKOAO va
KatavonBei xwpig Tnv avdaykn va evipu@noel KATTolo¢ o€ BEuata Wuyoloyiag
Tou TTEAATN. BEBaia kapia emmxeipnon e¢aipwvrag iowg Tnv Coca-Cola dgv
gival eUKOAa va e€mTUXEl TOV PaBud mMOTOTNTAG TWV OTTAdWV  HIOG
000 PaIPIKAG OUAdAG i MIag TTOAITIKNG Bewpiag. AUCKOAQ £vag KATAVAAWTAG
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Ba Bawel To TTPOOWTTO TOU OTA XPWHATA EVOG KATAOTAUATOS APIAOKEPOWS KAl
Ba TpEXEl o€ OTTOI0 KATAOTAMA KAIVOUPIO TTOU QVOIYEl N CUYKEKPIPEVN UApPKA.
Eival Aoimmov epgpavig o pdAog Twv ocuvalicOnNuATwy TNV TOTOTATA KAl i0Wg
Taifel POAO Kal N nNOIKA Twv ETMXEIPACEWV O€ QUTO TO KOUMATL. ETmi
TTapadeiyhaT T Kavel 0 MaoouAdg yia 1o TrepIBaAAov, TTou cupBdaAAouv Ta
ZAHRA o1n Aoyou xapn 1mpoo@opa yia TOUgG TTUPOTTANKTOUG. [pOoKeIpnévou
AoItév va  kaveig TmoTo éva TTeEAATn Oev @TAVEI POVO TO OKANPO  Kal
TIPOONAWUEVO PAPKETIVYK HME OTOAEG, KAVOVEG OCUMTTEPIPOPAG KAl wpaia
MOUOIKA OTO XWPO aAAd va @avei TTpaypaTik@ Tov avBpwTTivo TTpOCWTTO aPou
Ta ATopa TTOTE OEV yivovTal QiAoI UE TA AWUXA TTPOIOVTA TTOU ayopadouv attAd

yIa va KATAVAAWOOUV.
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KE®AAAIO 6

EPEYNA IKANOINOIHZHZ NMEAATQN
6.1 ZKOMNOZ EPEYNAZ
To €peuvnTIKO KOMMPATI TNG TTapoloag €pyaciag, OKOTTO €xel va
dlgpeuvnoel Tov BaBud IKavoTroinong TTEAATWY PIAG OUYKEKPIYEVNG ETAIPIOG
epappoloviag OAo 10 BewpnTmikd UAIKO TTOU avaAuBnke Ttapatrdvw. H
TEKUNPIWON TNG €pYaOiag PE €PEUVNTIKA ATTOTEAEOUATA TTPOODIOEI ETTITTAEOV

Kl TTOPOUCIAgel d1ayxpoVIKA duvaun oTa OedOPEVA TTOU AVOTITUXTNKAV.

6.2 HTAYTOTHTA THZ EPEYNAZ

H etaipia n Otmola €MAEXTNKE yIa TNV TTEPATWON TNG E€PEUVNTIKAG MAG
TPooTIAdeIag gival n yvwoTh aAucida eoTiatopiwv GOODYS A.E.. H emAoyn
TNG €v AOYO E€TTIXEIPNONG EYIVE HUE YVWHPOVA TO YEYOVOG OTI N OUYKEKPIYEVN
eTaipia KataAaupavel nyeTikrp B€on otov KAGdO TnG. Ta ammoTteAéopata €xouv
oXeOIOOTEI KOl OCUYKEVTPWOEI ouoTNUATIKG aTTrd OANn TNV TTopEia Kal To UPOG TwvV
eTevduoewyv TnG. TMapdAAnAa 1o UQOG AcIToupyiag TNG €ival TTPOCEKTIKA
OXeOIAOPEVO KOl TTPOCAVATOANICUEVO VA €XEI OUYKEKPIYEVA aTTOTEAEOUATA OTNV
QvTiAnwn TTOU €XEl yI' AUTH TO KATAVOAWTIKO KOIVO OTO OTroio arreuBuveral. H
€peuva £xel OKOTTO va €EETACEI KAl va avaAUCEl TIG ATTOWEIC TWV TTEAQTWV TNG
aAucidag Twv goTiatopiwv GOODY’S yia eTPEPOUG EIBIKA Kal YEVIKA {NTAUATA

TTOU ApOopPOUV TNV TTAPOXI UTTNPECIWY KAl TNV TTwANCN ayabwyv atrd auTh.

6.3 TENIKOZ-EIAIKOI ZTOXOI THZ EPEYNAZ

Fevik6¢ oTé)x0¢ TNG €peuvag eival va dlgpeuvnBoUv o1 ammoYelg Twv
meAaTWV TNG aAucidag Twv eoTiatopiwv GOODY’S yia emuépoug €1dIKA Kal
YEVIKA {NTHMATA TTOU aPOPOUV TNV TTAPOXN UTTNPECIWY Kal TRV TTWANCN ayabuwyv

aT1TO AUTH, O€ £€Va CUYKEKPIPEVO KATAOTNPA OTO KEVTPO TNG OccoaAovikng.

Eidikoi oroyoi:
v" Na digpeuvnBei T6GO ouxvA €0TIAZOVTAI Ol EPWTWHEVOI OTO KATACTNHA.
v" Na digpeuvnBoUv ol Adyol TTPoTiuNoNG TOU KATAOTAMATOG.

v" Na digpeuvnBei To UYPOS TWV AyOoPWYV TWV TTEAATWV.
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v" Na digpeuvnBei 1o péyebog IkavoTToinong Twv TTeEAaTWV o€ dAoug oxedov
TOUG TOMEIG TTAPOXNG UTTNPECIWV ATTO TO KATACTNUA KAl TNG YEVIKAG
€Ikdvag TOU.

v" Na OigpeuvnBei n ouppeToxn Tou deiyuaTog o€ dIAPopPEeG TTPWTOROUAIEG
TOU KOTAOTAUATOG.

v" Na digpeuvnOei TTola yeUPaTa TTPOTIMOUV OI KATAVOAWTEG atrd auTtd TToU
TTPOCPEPEI TO KATACTNUA.

v Na OigpeuvnBolv Ta dNUOYPAPIKE XAPAKTNPIOTIKA TwV XPNOTWV TOU
internet (@UAO- nAIkia- eTTayyeApa- pépewaon).

v Na digpeuvnBei katd 11600 oI TEAATEC €ival IKavoTroinuévol atré TO
MEYEBOG TWV YEUNATWY Twv KataoTnuatwyv Goody’'s o€ oxéon ME TO
@UAAO TOUG.

v" Na digpeuvnBei TG00 GuyVa TPWVE ol TTEAATES OTa eaTiaTopla Goody’s o€
oX€on PE TV NAIKia TOUG .

v" Na digpeuvnBei To UYPOG TWV AyOPWYV TTOU TTPAYHATOTTOIOUV OI TTEAATEG O€
KABe emmoKeWr TOoug oTa eo0TIoTOpIa Goody’s, oe avaloyia pe 1o KATd
OO0 KATAVOAWVOUV TTPOIOVTa TTou Trpoopifovtal yia @IAaVOPWITIKO
OKOTTO.

v" Na diepeuvnBei n IKAVOTTOIRGN TWV TTEAATWY aTTo TNV uTinpecia delivery
Kal TwWV AOYWV dUCAPETKEING.

v" Na digpeuvnBei n IkavoTTroinon Twv TTEAATWY 600V apopd Tnv ToTToBeaia
TWV KATACTNUATWY O€ OXEON JE TNV EUKOAIQ TTAPKIVYK.

v" Na digpepvnBei n IKAvOTToiNGN TWV TTEAATWY ATT® TNV TTOIGTNTA-TIKA TWV
YEUPATWY Twv Goody's o€ oxéon MHE TO HOPPWTIKO ETTITTEOO TWV
EPWTNOBEVTWV.

v' TéAog, va digpeuvnBei n IKAvoTToinon Twv TTEAATWY atrd TNV €IKOVA TWV
Goody’s oe oxéon Pe To av Ba Trpoteivave Kal 0 AANOUG Tn OuxvA

€0Tiaon Toug oTnV aAucida auTh.

6.4 MEOOAOAOTIIA

To epwTNUATOAOYIO TTAPOUCIACTNKE O€ TTEAATEG 18 £TWV Kal TTAvw Tou
eaTiatopiou GOODY'S otnv TMOAN TnG Oe00aAOVIiKNG KAl OUYKEKPIPEVA OTO

karaoTnua TG odou EBvikAc Aupuvng 32A. O1 meAdreg amdvinoav OTIG

58



EPWTNAOEIS KATA TNV €000 TOUG OTTO TO KATACTNUA KAl TAV OTO GUVOAO TOUG
TTOAU TTPOBUPOI VO CUUMPETEXOUV.

To dciypa pag armoteAsital ammd 220 KATNYOPIKEG TTAPATNPACEIS Ol
OTTOIEG OKOAOUBOUV TNV KAVOVIKI KATAVOUA, YIO TNV OTToTUTTWON KAl
ETTECEPYOTIA TOUG XPNOIUOTTOINONKE N TEXVIKN TWV WEUBOUETARANTWYV. TEAOG N
eCaywyn Twv aTToTEAEOUATWY £yIve e TNV BonrRBeia Tou OTATIOTIKOU TTAKETOU
SPSS 17.0 Multilanguage Edition.

To epwTnuaroAdyio tng Epeuvag pag OxXEOIAOTNKE EXOVTAS WS yvwHova
Tnv géaywyr 000 TO OUVATOV KAAUTEPWV CUUTTELACUATWY YIQ TNV CUVOAIKN
dmrown tmou éxouv ol KaravaAwréS yia tnv eéetalouevn emixeipnon. H uopen

TOU TTAPOUCIAdeTAl TTAPAKATW !
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6.5 MNAPOYZIAZH EPQTHMATOAOrIIOY

ANE=ZANAPEIO TEXNOAOTIKO EKMAIAEYTIKO IAPYMA GEZZANONIKHZ
TMHMA: EMMNMOPIAX KAI AIAOHMIZHZ

EPQTHMATOAOQOTIO

IKANOIMOIHXZH TEAIKOY KATANAAQTH

A&LoTiun Kupla/ A&Lotipe Kople,

To TOPOKATW EPWTNUOTOAOYLO, OTOTEAEL TNV €PEUVNTIKA €VOTNTA TNG TITUXLOKNAG MOG
epyaoiag. H stoupia mou emAéxTnke ylo peAéTn ival N aAvoida eotiatopiwv GOODY'S. Y¢
ouVOUVOONO pe TO BewpnTikd uTORaBPo Ba yivel TpoomdBela yia TNV e€aywyr ao@oAWY
OUUTIEPATUATWY, OTO BEUA TIOU TIPAY LA TEVOUOTTE.

oG TIAPAKOAAOUHUE VX ATAVTIOETE O OAEG TIG EPWTNOELG HE EAKpivELR, BalovTag éva
[V] oto avtioToLyo TETPAYywWVO TNG EMAOYRG 0OG.

* Emtiong mptv apyioovus Ba Bédaus va gog SiafeBaiioouus 0Tt OAG ol amaAVTNOEIS TIOU
Slvete gg autv ) oUVEVTEUEN lval TEAEIWG EUTTIOTEUTIKEG Kot Ba xpnaotuoroinBolv udvo
Ylo eKTToSEVUTIKOUG OKOTTOUG KAl Yl TNV SIEKTEPQIWAN TNG TTTUXLOKNG EpYATING UAG.

Me ektipnon
O1 umevBuVEC TNG €peLVaC

KATZATOY AHMHTPA

MTAPIZIAQY ANAZTASIA

TZOPTZH OYPANIA

QoitnTpleg Tou Tunuatog Eumopiog &
Awapnuong Tou TEI Osagoalovikng

AP. EPQTHMATOAOQTIOY:

OgoooMovikn, Aeképfplog 2009 — Iavoudplog 2010
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7.

Mo6co cuUXVA TPWTE OTA ECTIATOPLA
Goody's
1. ApKeTéQ POopEG TNV efSouada
2. Mia @opd tnv epdopdada
3. APKETEG POPEC TO PNRva
4. Mia pop& TO uiva
5. Imavia

Jooou

IepapXOTE TOUG KUPLOTEPOUG AGYOUG TIOU TIPOTIUATE TA E0TIATOpLA GOODY'S

yla Tnv gotiaon oag;
1. Nowdtnta
2. Tyn
3. Euxaploto TepAAov
4. Kovtd otnv gpyaocia pou
5. AA\og Adyoq :

T OYog ayopwv tpaypatomnoleite ouvHOwWG og kaBe emiokePn oag ota

goTIatopla GOODY'S;
1. € 20 kot dvw
2.€15£éwg €20
3.€5amo6 €15
4. Ewc€S

Moéco ouXVA £0TIA{ECTE OE KATATTHHATA YPHYOPOU (PAYyNTOU;

1. MoAV ouyva
2. Juxvd

3. Imavix

4. MoAv omévia
5. KaBodAov

Jooou

Jooou  0ooo

Moo Ao TA MAPAKATW TIAPOHOLO HE T Goody’'s KATAOTNHA ETIOKETITECTE

TIEPLOCOTEPO ;
1. Mc Donald’s
2. Ruby Tuesday
3. Applebee’s
4. Friday's
5. AMo:

Kotd oo Oa Aéyate OTL £I0TE IKOVOTIONMEVOG/N OTIO TO TIPOCWTILKO TWV

goTITOPLWV GOODY'S 600V apopd:

1. Tn oupumepLpopd

2. Vv &umnpéTnon

3. TNV ToxvTNTA

4. TNV aVTOTOKPLON OTIG SIEVKPLVNTELS

|
Qw
=

Jooo

=
=
(@)

Jooo

=
>

Jooou

©
(@Y
>
O
<

Jooo

Kot mooo Ba Aédyate OTL £i0TE IKAVOTIONMEVOG/N OO TA e0TINTOPLA GOODY'S

o6gov apopa:

1. Tnv avapovn otnv oupd

2. To péyeBog NG pepidag Twv
YEUUATWY

3. TIG KTIPLOKEC EYKATAOTATELG
4. tnv kKaBoploTNTA

=

|
o
=<

A\

0o

2

3

4

5

APKETA METPIA AITO KAGOAQY]

()
()
)
(.

0o

0o

0o

01[]

02] 1]
03[ 1]
04[]
05[]
06[ 1]

0711

08[ 1]

09[1]

10[ ]
11[ ]
12 ]
13[ ]

14 ]
15[ 1

16[1]
1711
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10.

11.

12.

13.

14.

Katéd mooo Ba Aéyate OTL £i0TE IKAOVOTIOINMEVOG/N OO TA e0TINTOPLX GOODY'S
o6gov apopd:

1. Tnv TomoBsoia

) O O O 3
2. Tov aplOpd Twv UTICAARAWY ) () 1 g g
O O ..

3. Tnv gukoAia evpean parking

Katéd mooo Ba Aéyate OTL £i0TE IKAVOTIOINMEVOG/N MO TA e0TINTOpLa GOODY'S

0600V aopd TNV oX£oN TOLOTNTAG-TIHAG;
1. MoAY

ApPKETA

MéTpla

Aiyo

KaBdAou

Jootu

vk wN

Kot mogo Ba Aéyate OTL £I0TE IKAVOTIOINUEVOG/N OTIO TN GUVOALKH EIKOVA TWV

goTatopiwv GOODY'S;
1. MoAY

ApKeTQ

Métpla

Aiyo

KaBdAou

Jootu

vk wiN

H yevikn gikova Twv gotiatopiwv GOODY'S emidéxeton mepoattépw PeAtiwon:
1. Zuppwvw apKeTA
2. TuppWVW
3. OUte OUPPWVW OUTE SLAPWVW
4. Alopwvw
5. Alpwvw apKeTA

Jooou

Oa TpoTEivaTE Kol 08 AAAOUG TNV GUXVH £0TioON oTa E0TIATOPLx GOODY'S;
1. Nou
2.0x1

Iepapxnote Ta onueia tov xpr{ovv BeAtiwong ota eotiatopia GOODY'S:
1. Twég
2. Nowdtnta
3. MeptpdArov
4. ApBpdG oo OAOUPEVWY

Jooo 00

Mo amo Ta MAPUKATW YEVHATA TWV £0TIATOPiwY GOODY'’S emiAéyete Tto
GUXVG;
(TTOAOTIANG ETTIAOYNAG - MEXPL 6 ATIAVTAOELG)

1. Club sandwich

2. Burgers

3. Napadoactokd

4. Salad Bar

5. Junior

6. AMo (8leukplvnoTe):

J 0oood

18[ ]
191 ]
20[ ]

21[]

22[ ]

23[]

24 1]

25[ 1]
26[ 1]
27[ 1]
28[ 1]

29[ 1]
30[ ]
31[ ]
32[ ]
33[ 1]
34[ ]
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15. Zuvelopépete 0TO PIAAVOPWTIIKO £pyo TNG eTalpeiag Goody’s pe TV KatavaAwon
TPOIOVTWYV OV Tipoopi{ovTal yla To GKOTIO auTo; (TtX. arGoodaki)
1. Nouw (N
2.0yt )

16. ‘Exete Xpnotpomotnost Tnv unnpecia delivery Twv gotiatopiwv GOODY’S Ttou
EPAPHOOTNKE TA TEAEUTAiX §V0 Xpovi;

1. Nou

2.0x1

0

Av amavtrioate OXI TPOXWPEIDTE OTNV EpWTNON
19:
17. AnAwvete guxaplotnuévog/n anod tnv unnpscia delivery Twv eotiatopiwv
Goody's;
1. Nau
2.0x1

0

18. O Aoyog mov SnAwvete SuocapeotTnuévog and tnv untnpecia delivery givau:
1. Aoxnpo Siktuo KAAUYNG TIEPLOX WV
2. AVOKOAOG TPOTIOG ETKOWVWVING
3. Mey&Ao KOOTOC EAGXLOTNG
mopayyeAiag (€ 10)
4, KaBuoTtépnon oTig Tapadooelg
TIAPAYYEALWY
5. AA\og Adyog:

J 0000

3511

36[ ]

3711

38[1]
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AHMOTPA®IKA ZTOIXEIA

19. ®vAo 39 1]
1. Avépag
2. Nuvaika

20. HAwia

1. 18-25
26-35
36-45
46-55
56-65
65 KoL Avw

4010 1]

O Uk wWwN

21. MopypwTIkO emtitedo
1. Até@oltog ANpOTIKOU
2. Anogottog MNpvaciov
3. Antogottog Aukeiov
4. Antéportog IEK
5. Imovdaotic/tpta MANEMIXTHMIO/TEL
6. Artoottoc/n MANEMIZTHMIO/TEI
7. K&toxog MeTamTuylakoU-AlSaKTOPIKOU

411 1]

22. EmayyeApa
1. Anpootog vTtEAANAOG
2. I8lwTtikd¢ uTtdAAnAoG
3. EAe0Bepog emayyeApotiog
4. QoltnTAC/TPIX
5. Avepyog
6. AN\O:

421 ]

JUoooo 0000000 0ooboo - 00

EYXAPIZTOYME TTA TH ZYNEPTAXIA ZAY !
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6.6 ZXOAIAZMOZ ANOTEAEZMATQN

I1660 ovyva TpdOTE 670 goTIOTOPLro. GOODY’S;

Frequency Percent Valid Percent Cumulative Percent

Valid Apketég popéc v efdopddo 12 55 55 55

Mia @opd v efdopdda 17 7,7 78 13,3

ApPKETEG POPES TO VoL 50 22,7 22,9 36,2

Mia @opd o piva 66 30,0 30,3 66,5

Enévio 73 33,2 335 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

H mpwrn €pwtnon EMKEVIPWVETAlI OTNV  OUXVOTNTA  ETTICKEWILOTNTAS TNG
aAucidac eomiaropiwv  GOODY'S amd rt1ou¢ epwrwuevous. Or  TTEPIOCTOTEPOI
EMOKETTTOVTAI TA £0TiaTOpia omravia ( 33,6% ). H amavrnon pia gopd 1o unva AauBavei
70 1T0000TO ToU 30% Kai akoAoubBei n amavinon uia @opd tnv eBooudda ue 22,7%.
lMporeAeuraia givar n arravrinon ‘Mia @opa tnv e8oouada’ ue 7,7%. H arravinon apKeTéS

QOPES TNV ELOOUAda aTnV TeEAuTdia Béon Epxeral n arravinon omavia e UoAic 5,5%.

Méoco ouxva TpwTe oTa £0TIATOPIa GOODY’S;

407

307

207

Percent

T T T T T
APKETEG POPEG TNV Mia gopd Tv ApPKETEG popéG To  Miat popdi To priva Smavia
£BdopAda £Bdouada pRva

Méoo cuxvd TpwTE oTA £0TIOTOPIa GOODY’S;
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ZNTwvTac amro ToUC EPWTWHEVOUC va IEPAPYNTOUV TOUC AOYOUC VIid TOUC

oT1ToioucC TTPoTIOUV Ta goTiatopia GOODY'’S.

nPQTOX AOI'OX
Iepapynote Tovg KUPLOTEPOLG AOYOVG OV TTpoTIRdTE TO EoTioTOpra GOODY’S Ya TNV €0Tioon oog
Frequency Percent Valid Percent Cumulative Percent

Valid oo 29 13,2 13,3 13,3
Twn 27 12,3 12,4 25,7
Evydpioto mepipdriov 58 26,4 26,6 52,3
Kovta oty epyacio pov 78 355 35,8 88,1
Alho 26 11,8 11,9 100,0
Total 218 99,1 100,0

Missing System 2 9

Total 220 100,0

To 35,6% rtou Ociyuarog Bswpei OTI O KUPIOTEPOS AOYOS TTOU TTPOTIUG Ta
eariaropia GOODY'S eivar 1o 611 Bpiokovral Kovrd ornv gpyacia tou. lNapdAAnia éva
26,4% éxel we mpwTo Adyo eoTiaong ora gotiaropia GOODY'S 1o suxdpioro mepiBaAlov
ToU auta mpoo@épouv. AkoAouBouv n troidétnTa, n TiuR Kai aAAor Adyor ue mmooooTta
13,2%, 12,4% ka1 11,9% avrioToixa.
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lepapxnoTe Toug KUPIGTEPOUG AOYOUG TTOU TTPOTIUATE Td £0TIATOPIa GOODY’S
yla MV €0TiOON COG

407

307

k=
[]
(3]
o 207
o
10
0 T T T T T
MoidmTa Tiun Euxdpioto Kov1d oV epyacia AAAo
TepIBAAAov uou
lepapxnoTe Toug KUPIGTEPOUG AGYOUG TTOU TTPOTIUATE TA £0TIOTOPIa GOODY’
S yia TNV £0TiooN COg
AEYTEPOX AOI'OX

IepapyoTe TOVG KUPLOTEPOVG AOYOVG TOV TTPOTIRATE TO €0TIoTOpLa. GOODY’S Yo TNV €0Tioon 60G

Frequency Percent Valid Percent Cumulative Percent

Valid IMowmrto 49 22,3 22,5 22,5

T 22 10,0 10,1 32,6

Evydpioto mepidriov 87 39,5 39,9 72,5

Kovtd oty gpyacio pov 53 24,1 24,3 96,8

Alro 7 3,2 3,2 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

2av OeUTELO ONUAVTIKOTEPO AGYO

10 39,9% cmmiAéyel 10 euxdpioTo mepIBaiAoy, 1o

24,3% 011 10 e0TIATOPIO BPICKETAI KOVTA OTN gpyaaia Tou Kai 10 22,5% tnv moidtnra twv

yeuudrtwyv. Emkoupikd 10 10,1% I1spapxei arnv 0eurepn Béan tnv tiun Kai 10 3,2%

aAAoug Adyoug.
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lepapxnoTe Toug KUPIGTEPOUG AOYOUG TTOU TTPOTIUATE Td £0TIATOPIa GOODY’S
yla MV €0TiOON COG

40

30
k=
[]
(3]
o 207
o

10

0 T T T T T
MoidmTa Tiun Euxdpioto Kov1d oV epyacia AAAo
TepIBAAAov uou
lepapxnoTe Toug KUPIGTEPOUG AGYOUG TTOU TTPOTIUATE TA £0TIOTOPIa GOODY’
S yia TNV £0TiooN COg
TPITOX AOT'OX

Iepapynote Tovg KuPLoTEPOLS AdYOVG TOL TPOTINGTE T E6TIaTOPLo. GOODY’S Yo TNV £6TiOGN GUg

Frequency Percent Valid Percent Cumulative Percent

Valid IMowmrto 89 40,5 40,8 40,8

T 54 24,5 24,8 65,6

Evydpioto mepipdriov 43 19,5 19,7 85,3

Kovtd oty gpyacio pov 27 12,3 12,4 97,7

Alo 5 2,3 2,3 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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2av 1pito Adyo emiAoyng Twy goTtiaropiwv GOODY'’S 40,8% cmiAéyel Tnv ToI0TNTQ,
10 24,8% 1V Tiun, 10 19,7% 10 TTEPIBGAAOV TOU £0TIaTOpioU Kal TO 12,4% TO yeyovog OTi
TO E0TIATOPIO BPIOKETAI KOVTA OTHV gpyacia Tou. TéAog, 10 2,3% emmAéyer aAAoug Adyoug

yia v 10itn 6é0n NS KATdTaéng.

lepapxnoTe Toug KUPIGTEPOUG AOYOUG TTOU TTPOTIUATE Td £0TIATOPIa GOODY’S
yla MV €0TiOON COG

50

401
€ 307
[]
2
(]
o

20

107

0 T T T T T
MoidémTa Tiun Euyxdpioto Kov1d oV epyacia AAAo
TepIBAAAov uou
lepapxnoTe Toug KUPIGTEPOUG AGYOUG TTOU TTPOTIUATE Ta £0TIOTOPIa GOODY’
S yia TNV £0TiooN COg
TETAPTOX AOI'OX

Iepapynote Tovg KuPLoTEPOLS AdYOVG TOVL TPOTINGTE T £6TIOTOPLo. GOODY’S Ya TV €6TiCon oag

Frequency Percent Valid Percent Cumulative Percent

Valid IMowmrto 49 22,3 22,5 22,5

Twn 90 40,9 41,3 63,8

Evydpioto mepipdriov 25 11,4 115 75,2

Kovtd oty gpyacio pov 52 23,6 23,9 99,1

Ao 2 9 9 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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O rérapro¢ Adyo¢ eoriaong ora eoniaropia GOODY'S civar yia 1o 41,3% n miun,
yia 1o 23,9% t10 011 BpioKeTAl KOVTG OTNV £pyaadia Tou, yia 1o 22,5% n troidtnra, yia 10

11,5% 10 cuxapiaTo TepIBaAAov Kai yia 1o 0,9% dAAor Adyol.

lepapxnoTe Toug KUpIGTEPOUG AOYOUG TTOU TTPOTIUATE Td £0TIATOPIa GOODY’S
yla MV €0TiOON OOG

50

40
€ 307
©
2
o
o
20
10
0 T T T T T
MoidémTa Tiun Euxdpioto Kov1d otV epyacia AAAO
TePIBAAAOV Hou
lepapxnoTe TOUg KUPIGTEPOUG AGYOUG TTOU TTPOTILATE Ta £0TIOTOPIa GOODY’
S yia TV £o0Tiaon 00g
HNEMIITOX AOT'OX
Iepapynote Tovg KupLéTEPOLS AdYOVG TOVL TPOTINGTE T E6TIaTOPLo. GOODY’S Yo TNV £6TiOGN GUg
Frequency Percent Valid Percent Cumulative Percent
Valid IMowmrto 15 6,8 27,3 27,3
T 28 12,7 50,9 78,2
Evydpioto mepipdriov 3 1,4 55 83,6
Kovtd oty gpyacio pov 6 2,7 10,9 94,5
Alo 3 14 55 100,0
Total 55 25,0 100,0
Missing System 165 75,0
Total 220 100,0

O reAeuraiog Adyoc yia 10 50,9% Ttou Ociyuaro¢ uag yia tnv emAoyn Tou

£0TIATOPIOU YyIa TV £0Tiaon Tou gival n tiun, yia 1o 27,3% n mroidrnra, yia 1o 10,9% 1o o1
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Bpiokerar kovid ornv gpyacia Tou kai yia 10 5,5% 10 cuxapioTo 1TEPIBAAAOV 11 dAAol

Aoyol.

lepapxnoTe Toug KUpIGTEPOUG AOYOUG TTOU TTPOTIUATE Td £0TIATOPIa GOODY’S
yld TV £0TiOON TAg

50

40

30

Percent

207

107

I I S O

0 T T T T T
Moi6TNTal Tiun EuxdpioTo KovTd oty epyacia AAAo
TePIBAAAOV Hou

lepapxnoTE TOUG KUPIGTEPOUG AOYOUG TTOU TTPOTILATE Ta £0TIOTOPIa GOODY’
S yia Tnv £0TiOon cag

T oyog ayopav mpoypatonoleite cuvimg o kGO emickeyn cog 6to esTiatépra GOODY’S;

Frequency Percent Valid Percent Cumulative Percent

Valid 20 € kot Gve 5 2,3 2,3 2,3

15 € é0g20 € 45 20,5 20,6 22,9

S€émg15€ 117 53,2 53,7 76,6

Edg5 € 51 232 234 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

H emmouévn €pwrtnon EMKEVIPWVETAI OTO UWOS TwV XPNUATwyv mou E00EUOUV Ol

EMMIOKETTTEC TOU goTiaropiou. lMaparnpouue Ot otn mAgiovoTnTa Tous odevouv amd 5
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éwe¢ 15 eupw, ue mooootd 53,7%. To 23,4 éodevel éwg 5 eupw, 10 20,6% 15 éwg 20

EUPW Kai UOAIS 10 2,3% mavw aro 20 supw.

T1 0yog ayopwV TTPAYMATOTIOIEITE CUVRBWG O€ KABE ETTIOKEYNH 0AG OTA

eomnaropia GOODY’S;
60
50
407
€
[/]
2
o 30
o
20
107
— 1
0 T 1 1 T
20 € ka1 avw 15€£wg 20 € 5€cwg15€ Ewg5€
T1 0yog ayopwV TTPAYHMATOTTOIEITE cuvﬁewg o€ KABe eTioOKEWY R 0ag OTA
gomiaropia GOODY'’S;
I1660 oVYVa £0TIGLESTE 6E KOTAGTNOTA YPIYOPOL QAYNTOV;
Frequency Percent Valid Percent Cumulative Percent
Valid TToAv cuyva 10 45 4,6 4,6
Zoyva 62 28,2 28,4 33,0
Travio 68 30,9 31,2 64,2
TIoA0 ondvio 70 31,8 32,1 96,3
Kaborov 8 3,6 3,7 100,0
Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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32,1% amavrd TloAu omavia’, 1o 31,2% 2mavia’, 1o 28,4% Zuxva’,

ouxva’ kai 1o 3,7% ‘KaBoAou'.

Percent

21V gpwrnon TIéoo ouxva omidle0Te O KATAOTAUATA YPHYOPOU @ayntou;’, TO

Néoo cuxvd £0TIAE0TE O€ KATOOTHUATA YPHYOPOU @aynToU;

40

307

207

[ ]

T
MoAU ouyvd

T
Suxva

T
Smavia

T
MoAU o dvia

T
KaBoAou

Néoo cuxvd £0TIAJE0TE O KATACTAMATA YPYOPOU @ aynToU;

o6 omé To TapokdTo Tapoéporo pe to Goody's KATAGTNNA EMOKENTESTE TEPLGGOTEPO;

Frequency Percent Valid Percent Cumulative Percent

Valid Mc Donald's 79 35,9 36,2 36,2

Ruby Tuesday 45 20,5 20,6 56,9

Aplebee's 24 10,9 11,0 67,9

Friday's 40 18,2 18,3 86,2

Ao 30 13,6 13,8 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

10 4,6% ‘TloAu
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21nv epwrtnon ‘Tloid amd ra mapakarw mapouoio ue Ta Goody's KaTaaTnUa ETIOKETTTEOTE
TTEPIOTOTEPO;’, O EPWTNOEVTES aTTO TIC OIQBETIUES ETTIAOYES ammavTnoay To KaraoTnua Mc
Donald's kard 36,2%, 1o Ruby Tuesday kara 20,6%, 10 Friday's kard¢ 18,3% kai 10
Aplebee's kard 11%. To 13,8% cmAéyel kammoio dAAo kardornua i Kavéva Karaornua

armro Ta mapaTavw.

Moi16 a1rd Ta TTAPAKATW TTOPOOI0 pE Ta Goody's KATACTNHA ETTICKETITECTE
TMEPICOOTEPO;

40

3077

20

Percent

T T T T T
Mc Donald's Ruby Tuesday Aplebee's Friday's AAAo

Mo16 a1é Ta TTaPAKATW TTapopoIo He To Goody's KATAOTNA ETTIOKETTTECTE
TEPICOOTEPO;

Kotd méco 0o Aéyate 6T gioTe KavoTompévog / 1 a6 To TPocmmIKG TV goTiaToprtwv GOODY’S

660V AQOPa TNV CLUTEPLPOPQ

Frequency Percent Valid Percent Cumulative Percent

Valid TToAd 90 40,9 41,3 41,3

Apxetd 98 445 45,0 86,2

Métpa 22 10,0 10,1 96,3

Afyo 5 2,3 2,3 98,6

Kaborov 3 14 1,4 100,0

Total 218 99,1 100,0
Missing System 2 9
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Koata méco 0o Aéyate 6T gioTe iKavomompévos / | 06 10 TPocwTKS TOV goToTéprov GOODY’S

0660V A QOPa TNV GLUTEPLYOPQ

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 90 40,9 41,3 41,3

Apketd 98 445 45,0 86,2

Métpa 22 10,0 10,1 96,3

Atyo 5 2,3 2,3 98,6

Kaborov 3 14 14 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

2mv epwrnon ‘Kara moéoo Ba Aéyare Ot €ioTe Ikavotroinuévos / n amd 10
TPOOWTTIKO TwV goTiatépiwv GOODY’S 6oov apopd tnv ouutrepipopd’, 1o 45% armravrd
‘Apketd’, 10 41,3% TIoAU’, 10 10,1% ‘Métpia’, To 2,3% Niyo’ kai 1o 1,4% ‘KaBoAou'.

Katd mooo 8a AéyaTe OTI €£i0TE IKAVOTTOINMEVOG / N ATTO TO TIPOCWTTIKO TWV
gomiatopiwv GOODY’S 600V agopd TNV CUHTTEPIPOPA

507

307

Percent

]
0 T T T T T
MoAU ApKeTd MéTpia Aiyo KaBoAou

Kard mr6c0o 8a Aéyate 6T €i0TE IKAVOTTOINMEVOG / N ATTO TO TTIPOCW TTIKO TWV
eomiatopiwv GOODY’S 600V a@opd TNV CUHTTEPIP Opd
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Koata oo 0a Aéyate 6T eiote iIKavomompévos / | amd 10 TPOSOTIKS TV goTiatoprov GOODY’S

660V aQopa T &umnpétnon

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 108 49,1 49,5 49,5

Apketd 81 36,8 37,2 86,7

Métpa 25 11,4 11,5 98,2

Atyo 4 18 1,8 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

Ooov apopd TNV CUUTTEPIPOPA TOU TTPOCWITIKOU Tou eaTiaropiou, 10 49,5% twv
meAQTwyv gival TTOAU euxapioTnuévo armro auth, 1o 37,2% &ival ApKETA euxapioTnUéVO, TO

11,5% pérpia kai uoAig 1o 1,8% eivai Aiyo euxapiotnuévo.

Katd 6o 8a AéyaTe OTI £i0TE IKAVOTTOINPEVOG / N ATTO TO TTPOCWTTIKO TWV
gomaTopiwv GOODY’S 600V agopd mv e{urnpémon

50

40

30

Percent

20

107

1
0 T T T T
MoAU ApkeTd MéTpia Aiyo

Kard mroco 8a AéyaTte OTI €i0TE IKAVOTTOINMEVOG / N ATTO TO TTPOCW TTIKO TWV
£0TIOTOPIWV GOODY’S 600V agpopd TRV e§utrnpéTnon
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Koata oo 0a Aéyate 6T eiote iIKavomompévos / | amd 10 TPOSOTIKS TV goTiatoprov GOODY’S

660V aQopa TNV TaXVTNTA

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 37 16,8 17,0 17,0

Apketd 95 43,2 43,6 60,6

Métpa 56 255 25,7 86,2

Atyo 30 13,6 13,8 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

oAU uvwnAa civar ta mOCOOTA IKQVOTTOINONG TwV TTEAQTWY, OO0V AQPOopd ToV
XPOVvo 1ToU auToi darravouv éwg oTou e€uttnpetnBouv. To 43,6% amavra o1 gival APKETa

euxapiotnuévo kai 1o 17% 1moA0. To 25,7% armravra ‘Mérpia’ kai 1o 13,8% ‘Aiyo’.

Kard méoo 8a Aéyare 6m gioTe |vao1'rompsvog /'n a1ré 1O TTPOCWITIKS TWV
€omaTopiwv GOODY’S 600V d@opd MV TaxUmmTa

50

407

Percent

20

T T T T
MoAU ApKeTa MéTpia Aiyo

Kard 600 Ba Aéyate 6T €igTE IKAVOTIOINUEVOG / N ATTG TO TTPOCW TTIKG TWV
£0TIOTOPIWY GOODY’S 600V agopd TRV TaXUTNTA
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Koata méco 0o Aéyate 6T gioTe iKavomompévos / | 06 10 TPocwTKS TOV goToTéprov GOODY’S

660V 0QOPa TNV AVTUTOKPLGT] OTIS SLIEVKPLVIIGELS

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 98 44,5 45,0 45,0

Apketd 78 355 358 80,7

Métpa 31 14,1 14,2 95,0

Atyo 9 41 41 99,1

Kaborov 2 9 9 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

21y epwrtnon ‘Kara moéoco Ba Aéyare Ot €ioTe Ikavotroinuévos / n amod 10
TPOOWITIKO Twv eomiaropiwv  GOODY'S ooov agopd T1nv avramoOkpion OTIC
oieukpivioeic’ 1o 45% amavrd TIoAU’, 1o 35,8% ‘Apkerd’, 1o 14,1% ‘Mértpia’, 10 4,1%
Niyo’ kal éva TToAU uiIkpo 1000010 TS Taéews Tou 0,9% arravrnoe Ot dev gival kaBoAou

IKaQVOTTOINUEVO.

Katd mooo 8a AfyaTe OTI £i0TE IKAVOTTOINMEVOG / N ATTO TO TTPOCWTTIKO TWV
gomaTopiwv GOODY’S 600V a@opd TV avTaTTOKpIoN OTIG BIEUKPIVITEIG

50

407

Percent

20

: —

T T T T T
MoAU ApPKETA MéTpia Aiyo KaBoAou

Katd moéco Ba AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TO TIPOCW TTIKO TWV
eoTIaTOPIWV GOODY’S 600V agopd TNV AVTATTOKPIOT OTIG SIEUKPIVAOEIG
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Koata néco 0o Aéyate 6T giote wavomompévog / n and to gotiotépre GOODY’S doov agopd tnv

AVAPOVI] 6TV 0VPa

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 13 59 6,0 6,0

Apketd 72 32,7 33,0 39,0

Métpa 77 35,0 35,3 74,3

Atyo 54 245 248 99,1

Kaborov 2 9 9 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

2XETIKA uwnAQ gival Ta TTOOOOTA IKAVOTTOINONG TwWV TTEAATWY, 000V a@opd Tov

XPOvo 1Tou autoi darravouv éwg OTou e€utTnPETNBOUV. To 6% cival TTOAU IKavoTTOINUEVO

kai 10 33% apkerd. To 35,3% amavra ‘Mérpia’, 10 24,8% Niyo’ kai puoAigc to 0,9%

‘KaBdoAou'.

Katd méoo 8a Aéyate 6T gioTe IKAVOTTOINUEVOG / N aTrd T eoTiaTtOpia GOODY’S
600V a@opd TNV avapovh TV oupd

407

30

Percent

| —

T
MoA0

T
ApPKETA

T
MéTpia

T
Aiyo

T
KaBdAou

Kard 1600 8a AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TA E0TIATOPIA
GOODY’S 600V agopd THV avapovi oTnv oupd
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Kata noco 0o Aéyate 6T ciote wavomompévog / N and ta gotiorépra GOODY’S d6ov agopd To

pnéyeog TG pepidag TV yeopdrmv

Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 34 15,5 15,6 15,6

Apketd 40 18,2 18,3 339

Métpa 26 11,8 11,9 45,9

Atyo 20 9,1 9,2 55,0

Kaborov 98 445 45,0 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

2mv epwrnon ‘Kara moéoo Ba Aéyare O1 €iote Ikavorroinuévos / n amod 1a
eoariaropia  GOODY’'S d6oov agopda 10 uEyeBOC TnG uEPIGAC Twv yeuudtwy' T1a
arroreAéouara dev givalr evlappuvtika. ‘KabBoAou’ amravrd 10 TOAU ueyaAo moocooTo Tou
45% twv gpwTtnBéviwv kai ‘Niyo’ 10 9,2%, 10 18,3% ‘Apkerd’, 10 15,6% TIoAU’ kai TéEAog

10 15,6% amavrd ‘Mérpia’.

Kata néoo 00 Léyote 6T eioTe iIKavomompévos / | 0mé Ta eotiatépra GOODY’S 660v 0.9p0opd TIS KTIPLOKEG EYKATUCTAGELS

Frequency Percent Valid Percent Cumulative Percent

Valid IToAd 40 18,2 18,3 18,3

Apxetd 99 45,0 45,4 63,8

Métpa 63 28,6 28,9 92,7

Atyo 13 59 6,0 98,6

Kaborov 3 14 1,4 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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2¢€ TTEPIOTTTN 60N QaiveTal va EXOUV TIC KTIDIAKES EYKATAOTAOEIS TWV ECTIATOPIWV
GOODYS o1 Bauwveg TouS. 2UYKEKPIUEVA, TO CUVTPITITIKO 1TTO000TO TOU 63,8% T1TOAU
IKQVOTTOINUEVO 1) QPKETA IKavoTtroinuévo amo autés. To 28,9% amavrd ‘Mérpia’, evw

‘Niyo’ nn ‘KaBdAou’ arravrd uoAig 1o 7,4% abpoioTika.

Katd mooo 8a Aéyate OT €i0Te IKAVOTTOINMEVOG / N aTTO Ta e0TIATOpIa GOODY’S
600V aQOopPA TIG KTIPIOKEG EYKATACTACEIG

50

30

Percent

20

—
0 T T T T T
MoAU ApPKETA MéTpia Aiyo KaBoAou

Kard 1oc0 8a AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TA E0TIATOPIA
GOODY’S 600V a@opd TIG KTIPIOKEG EYKATOOTATEIG

Kata néco 0o Léyate 6T eioTe iIKavomompévos / 1 omé Ta eotatépra GOODY’S 660v apopd Ty koBaprotyTa;

Frequency Percent Valid Percent Cumulative Percent

Valid IToAd 78 35,5 35,8 35,8

Apxetd 79 35,9 36,2 72,0

Métpa 37 16,8 17,0 89,0

Atyo 18 8,2 8,3 97,2

Koddorov 6 2,7 2,8 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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lMpoxwpwvrag otnv epwrnon ‘Kara méco Ba Aéyare 011 €ioTe IKAvOTTOINUEVOS / N
arro 1a eoriaropia GOODY’S 6oov apopd tnv KaBapiotnta’, maparnpouue o1l 1o
TO000TO B€TIKNG IKavoTToinong @ravel 1o 72% abpoioTikd, 1o 17% armravrd ‘Mérpia’, 10
8,3% ‘Niyo’ kai 10 2,8% ‘KabdAou'.

Katd mooo 8a AéyaTte OT gioTe IKAVOTTOINMEVOG / N a0 Ta e0TIATOpIa GOODY’S
600V a@opd TV KadapioTTa

40

30

20

Percent

0 T T T T T
oAU ApPKETA MéTpia Aiyo KaBoAou

Kard 11600 8a AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TA £0TIATOPIA
GOODY’S 600V ag@opd Tnv KadapioTnTa

Kata néco 00 Aéyate 6T eioTe IKavomompévos / 1 omté Ta eotiatépra GOODY’S d60v 09popd Ty ToT00EGIW;

Frequency Percent Valid Percent Cumulative Percent

Valid TToAd 54 24,5 24,8 24,8

Apxetd 98 445 45,0 69,7

Métpa 50 22,7 22,9 92,7

Afyo 13 59 6,0 98,6

Kaborov 3 14 1,4 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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Ooov agopd tnv tomobeoia ToU Karaothuarog, 10 24,8% dOnAwvel 1TOAU
IKavoTtToinuévo, 1o 45% apkerd kai 1o 22,9% uérpia. Aiyo n kaBoAou armravra 1o 6% kai

1,4% avrioToixa.

Katd mooo 8a Aéyate OT €i0Te IKAVOTTOINMEVOG / N a0 Ta e0TIATOpIa GOODY’S
600V a@opd MV ToTTodeCia

507

407

3077

Percent

207

107

| —
0 T T T T T
oAU ApPKETA MéTpia Aiyo KaBoAou

Kard 11600 8a AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TA £0TIATOPIA
GOODY’S 600ov agopd TRV ToTrofecia

Kata néco 00 Léyote 6T eioTe iIKavomompévos / 1 amé Ta eotiatépre GOODY’S 660v 0.9opd Tov aptOpd TV VTaAIA®V:

Frequency Percent Valid Percent Cumulative Percent

Valid TToAd 33 15,0 151 15,1

Apketd 89 40,5 40,8 56,0

Métpu 87 39,5 39,9 95,9

Atyo 9 41 41 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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lMpoxwpwvrag arnv gpwrtnon ‘Kard méco Ba Aéyare O €ioTe IKavoTtroinuévos/n amo 1a
eoniaropia  GOODY'S 6oov agopd tov apiBud twv umaAAnAwv’ maparnpouue o1l 10
15,1% amrdavrnoe TIoAU’, 10 40,8% ‘Apkerd’, 1o 39,9% ‘Métpia’ kai 10 4,1% ‘Niyo’. Kaveic

arré Touc epwTtnBévrec Oev emédeée Tnv amravinon ‘KaboAou'.

Kartd méo0 Ba Aéyate OTI €i0Te IKAVOTTOINMEVOG / N aTTO Ta e0TIaTOpIa GOODY’

Percent

S 600V a@opd Tov ApIfo TwV UTTAAARAWY
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3077

20

[ ]

T
oAU

T
ApPKETA

T
MéTpia

T
Aiyo

Kard 1600 8a AéyaTe OTI €i0TE IKAVOTTOINMEVOG / N ATTO TA £0TIATOPIA
GOODY’S 600V agopd Tov apiBué Twv utTraAAQAw YV

Kata méco 0a Aéyate 6TL gioTe wavomompévog / | amd ta gotiatopie GOODY’S dcov agopd Ty

gukoAia gvpeong parking:

Frequency Percent Valid Percent Cumulative Percent

Valid Apxetd 29 13,2 13,3 13,3

Métpa 32 14,5 14,7 28,0

Atyo 28 12,7 12,8 40,8

Kaborov 129 58,6 59,2 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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2TOV TOUED TOU EUKOAOU TTAPKapIiouarog, Ta armoteAéouara avrioTpépovral Kabwgs
10 69,2% a1mo TOUS EPWTWEVOUS OEV Eival IKavoTToinuévol o€ ueyaio Babud. To 12,8%

onAwver Aiyo ikavorroinuévo, 1o 14,7% uérpia kai 1o 13,3% apkera.

Kartd méoo Ba Aéyate OTI €i0Te IKAVOTTOINMEVOG / N ATTO Ta eoTIaTOpIa GOODY’
S 600V agopd TV euKoAia eupeong parking

607

50

30

Percent

207

0 T T T T
ApPKETA MéTpia Aiyo KaBoAou

Kard 600 8a AéyaTe 6T €i0TE IKAVOTTOINMEVOG / N ATT6 TA £0TIATOPIA
GOODY’S 6o0ov agopd Tnv eukoAia eUpeong parking

Kata néco 00 Aéyate 6T eioTe IKavomompévos / 1 and to eotiotopre GOODY’S doov agopd v oyéon ToLOTNTUS-TIUNG;

Frequency Percent Valid Percent Cumulative Percent

Valid IToAd 12 55 55 55

Apxetd 48 21,8 22,0 275

Métpa A7 21,4 21,6 49,1

Atyo 74 33,6 33,9 83,0

Kaborov 37 16,8 17,0 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0
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21NV gmouévn £pwrnaon ¢nraue amo 10 O&iyuda pag va pag Qmavinoel o€ pia
ouoxénon troiotntac-tiung. O1 amoweIs Twv TTEAQTWV TTOIKIAOUV O€ QUTOV TOV TOUEQ,
kabwg 10 5,5% cival ToAU IkavorToinuévo, 10 22% apkera kai 1o 21,6% uérpia. To 33,9%

Aiyo ka1 1o 17% kaBoAou.

Kartd méco Ba Aéyate OTI €i0Te IKAVOTTOINMEVOG / N a1rd Ta eoTiaTopia GOODY’
S 600V a@opd MV OXECN TTOIOTTUG-TIUNAG;

40

307

20

Percent

T T T T T
MoAU ApKETA MéTpia Aiyo KaBoAou

Kard méco 8a Aéyare OTI €i0TE IKAVOTTOINMEVOG / N ATTO T ECTIATOPIA
GOODY’S 600V agopd TNV oX£0n TToIGTNTAG-TIUAG;

Kota méco 0o Aéyate 6T €ioTe WKAVOTOMPEVOS / N OTO TNV GUVOMIKY] €IKOVE TOV  EGTIOTOPIOV

GOODY’S ;
Frequency Percent Valid Percent Cumulative Percent

Valid TToAd 10 45 4,6 4,6

Apxetd 96 43,6 44,0 48,6

Métpa 60 27,3 275 76,1

Aiyo 44 20,0 20,2 96,3

Koddorov 8 3,6 3,7 100,0

Total 218 99,1 100,0
Missing System 2 9
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Katd méoo 0o Aéyote 6T ciote wovomompévog / 1 amd TNV CUVOMKY £kévVe TOV  goTLOTOPi®V

GOODY’S ;
Frequency Percent Valid Percent Cumulative Percent

Valid TToAv 10 45 4.6 4.6

Apketd 96 43,6 44,0 48,6

Métpa 60 27,3 27,5 76,1

Atyo 44 20,0 20,2 96,3

Kaborov 8 3,6 37 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

AéloAoywvrac 1n ouvoAikn gikova twv eatiaropiwv GOODY'S ra maparnpouue ot
10 Ociyua pag eivalr Kard 44% apkera ikavorroinuévo amé aurd, 1o 27,5% amavra
‘Mérpia’ kar To 20,2% ‘Niyo’. TIoAU uikpa givair ta moooora or1i¢ arravinoels TIoAU” kai

‘KaBoAou’ ue 4,6% kai 3,7% avrioroixa.

Kartd 000 Ba AfyaTe OTI £i0TE IKAVOTTOINMEVOG / | ATTO TNV CUVOAIKN £IKOVA
TWV goTmiaTopiwv GOODY’S ;

50

407

Percent

20

:

T T T T T
MoAU ApPKETA MéTpia Aiyo KaBoAou

Katd méco Ba Aéyarte OTI €i0TE IKAVOTTOINHEVOG / n o1r6é TNV OUVOAIKI EIKOVA
Twv goTiaropiwv GOODY’S ;
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H yeviki eikéva Tov gotiatopiov “ GOODY’S ” emdéyeron mepartépm Pertioong;

Frequency Percent Valid Percent Cumulative Percent

Valid ZVHOOVEO apKETA 59 26,8 27,4 27,4

Zopemvd 112 50,9 52,1 79,5

0Ob1E GUUEOVHD 0VTE SLUPDOVED 28 12,7 13,0 92,6

Aovo 14 6,4 6,5 99,1

A0QoV® apKeTd 2 9 9 100,0

Total 215 97,7 100,0
Missing System 5 23
Total 220 100,0

2KIaypaQwvtag uia aAAn mAeupd tng yevikng ikovag Twv eariaropiwv GOODY’S
TapATNPOUNE OTI OTHV EPWTNON YIA TO AV 1 YEVIKH EIKOVA TOUS ETTIOEXETAI TTELAITEPW
BeAtiwong 10 62,1% armravra Suuewvw’ kal 10 27,4% ‘2Uu@wVvw apKeTA’, TTOOOOTO TTOU
abpoioTikG @ravel Tnv oAU uwnAn Tiun tou 79,6%. To 13% amavrd ‘Oure ouupwWvVWw

oure diapwvw’, 10 6,5% ‘Alapwvw’ kai 10 0,9% ‘Alapwvw apKeTa’.

H yevikn €IKOVa TwV eoTiaTopiwy “ GOODY’S ” €mMBEXETAI TTEPAITEPW

BeAtiwong;
60
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c
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o 30
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207
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0 T T T T T
TUPQWVW apKETA ZUHOWV® OUTe GUPPWV L OUTE Aloouwvm AloQuv® apkeTd
SloPLVwW

H yeviknA €IKOva TwV goTiaTopiwy “ GOODY’S ” embEXeTal TTEPAITEPW
BeAtiwong;
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Oa poteivaTe Ko 6€ GAAOVG TNV oYV €0Tioon ota eoTaTopra GOODY’S;

Frequency Percent Valid Percent Cumulative Percent
Valid Now 139 63,2 63,8 63,8
()} 79 35,9 36,2 100,0
Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

2TV €oWTNON yIa 1O AV ol EpwTNOEVTEG Ba TTPOTEIVAY KAl O AAAOUS ThV ouxvh
eariaon ora eoriaropia GOODY'S 10 63,8% & aurwv amavrd Berikd@ kai 10 36,2%

apvnrika.

Oa poTeivaTe Kal og AAAOUG TNV CUXVH £0TidON oTa eoTIaTOpioa GOODY’S;

60

407

Percent

20

0 T T
Nai Ox

Oa mpoTeivaTte Kal o€ GAAOUG TNV OUXVH €0TiaOoN OTa eoTiaTopia GOODY’S;
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mPQTO XHMEIO

Iepapynote Ta onpeio mov ypilovy fertimong Ta estatépra GOODY’S

Frequency Percent Valid Percent Cumulative Percent

Valid Tpég 136 61,8 63,8 63,8

Moo 42 19,1 19,7 83,6

IepPéirov 13 59 6,1 89,7

Ap1BUOG TPOCOTIKOV 22 10,0 10,3 100,0

Total 213 96,8 100,0
Missing System 7 3,2
Total 220 100,0
AEYTEPO XHMEIO

Iepapynote Ta onpeio mov ypilovy fertimong Ta estatépra GOODY’S

Frequency Percent Valid Percent Cumulative Percent

Valid Tuée 43 19,5 20,2 20,2

TTowvmto 134 60,9 62,9 83,1

[epBairov 19 8,6 8,9 92,0

Ap1BUOG TPOCOTIKO 17 7,7 8,0 100,0

Total 213 96,8 100,0
Missing System 7 3,2
Total 220 100,0
TPITO XHMEIO

Iepapynote Ta onpeio mov ypilovv ferrioong Ta estatépra GOODY’S

Frequency Percent Valid Percent Cumulative Percent

Valid Tuwég 14 6,4 6,6 6,6

IMowtnto 28 12,7 13,1 19,7

[epBdirov 99 45,0 46,5 66,2

Ap1Opdg mpocmmkon 72 32,7 33,8 100,0

Total 213 96,8 100,0
Missing System 7 3,2
Total 220 100,0
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TETAPTO XHMEIO

Iepapynote Ta onpeio mov ypiiovv ferrioong Ta eotatépra GOODY’S

Frequency Percent Valid Percent Cumulative Percent

Valid Tipég 19 8,6 8,9 8,9

oo 12 55 5,6 14,6

Meparrov 80 364 37,6 52,1

Ap1BUOG TPOCOTLKOV 102 46,4 47,9 100,0

Total 213 96,8 100,0
Missing System 7 3,2
Total 220 100,0

Zntwvtag ammd 10 KoIVO va IEpapxnoel ta onueia mou xpnlouv BeAtiwong ora

eariaropia GOODY'’S mraparnpouue 011 arrd 10U TTEPICTOTEPOUS TTeEAdTES (63,8%), oav

TPWTO ONEIo BEATIWONS ava@épovral oI TIUES. 2av OEUTEPO KUPIOTEPO OnuEio BeATiwong

armro 10 62,9% sugavileral n moIOTNTA TWV TTPOIOVTIWVY TTOU TTPOCPEPOVTAl Kal 0aV TPITO

10 TEPIBGAAOV Tou eoTiatopiou ue 46,5%. TéAog oav teAeutdio onueio mou xpnder

BeAtiwong emAéyerar n avénon Tou aplBuoU Tou TPOOWTTIKOU ammé 10 47,9% TOoU

ociyuarog.

lepapxnoTe Ta onpeia Tou Xpridouv BeAtiwong Ta eoTiatépia GOODY’S

60

Percent
N
N

20

[ 1]

T
Tipég

T
MoidTa

T
MepiBaAAov

T
ApIBUOG T POCWTT IKOU

lepapxnoTe Ta onueia Tou XpRgouv BeAtiwong Ta eoTiatépia GOODY’S
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Percent

Percent

lepapxnoTe Ta onpeia Tou Xpridouv BeAtiwong Ta eoiatépia GOODY’S

607

407

Tuﬂég I'lou')lmw I'lsplBtIi)\)\ov ApiBuog T[[I)OGLU'ITIKOU
lepapxnoTe Ta onueia rou Xprdouv BeATiwong Ta eoTiatopia GOODY’S

lepapxnoTe Ta onpeia Tou Xprndouv BeAtiwong Ta eomiatopia GOODY’S

50

407

30

TuIJé; Fblc')lmm ﬂEplB(If()\)\OV ApiBuog Trpl)oouleoU
lepapxnoTe Ta onueia TTou XpRouv BeATiwong Ta eoTiatéopia GOODY’S
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Percent

lepapxnoTe Ta onpeia Tou Xpridouv BeAtiwong Ta eoiatépia GOODY’S
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T T
Tipég MoidéTTa

T
MepiBaAAov

T
ApIBUAG T pocwTT IKOU

lepapxnoTe Ta onueia rou Xprdouv BeATiwong Ta eoTiatopia GOODY’S

o4 am6 Ta TepoKaTO Yevpate TOV eotiaTopicy GOODY’S emiéyetor morwo ovyvd;

Responses
N Percent Percent of Cases
Club sandwich 146 32,7% 67,0%
Burgers 112 25,1% 51,4%
IMoapadociakd 61 13, 7% 28,0%
Salad bar 83 18,6% 38,1%
Junior 44 9,9% 20,2%
Total 446 100,0% 204,6%
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Responses
N Percent Percent of Cases
Club sandwich 146 32,7% 67,0%
Burgers 112 25,1% 51,4%
Mapadociakd 61 13,7% 28,0%
Salad bar 83 18,6% 38,1%
Junior 44 9,9% 20,2%
Total 446 100,0% 204,6%

2KIQypaQwvrtag TIS TIPOTIUNCEIS TwV TTEAaTWV oTa dlagopa
yeuuara tmou mpoopépouv Ta GOODY'S maparnpouue om 1o Club
sandwich épxerar otnv mpwTtn Béon KaBwgs emiAéyeral amd 10 67%
autwyv, OeUTePn pxeTal n mAoyn Twv dlapopwv Burgers ue 51,4%
Kai Tpito 10 Salad bar ue 38,1%. AkoAouBei 1o lNapadooiakd ue 28%,
EVW TEAEUTAIO OTIS TTPOTIUNCEIS EPXETAI TO Junior TO OTToIO ETTIAEyETal

armro 1o 20,2% Twyv TEAATWV.

Howd and Ta mopakdto yevpata Tov eotiatopicov GOODY’S emiéyetor moro ovyvés

o ap
M salad bar

M junior
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ZoveloQépeTe 610 PLovOpOTIKO £pyo TG eTarpiag Goody's pe THY KATAVAA®MGT TPOLOVIOV TOV

npoopilovrar Yuo T0 6KOTH 0VTO;

Frequency Percent Valid Percent Cumulative Percent
Valid Now 132 60,0 62,3 62,3
O 80 36,4 37,7 100,0
Total 212 96,4 100,0
Missing System 18 3,6
Total 220 100,0

2TV €pwTnNON ‘2UVEICQPEPETE aTO QIAaVBPWITIKO épyo Tn¢ eraipiac GOODY'S ue v
KaravaAwaon mpoidviwy 1Tou 1Tpoopilovral yia 1o OKOTTO auto;’, 10 62,3% amavrnoe vai

Kal 10 37,7% Oxl.

ZUVEIOQEPETE OTO QIANAVOPWTTIKOG £pyo TG eTaIpiag Goody's pe v
KATAVAAWON TTPOIOVTWY TroU TTPoopifovTal Yia To OKOTIO auTo;

607

407

Percent

207
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Tuvelo@EpeTe 0TO PIAAVOPW TTIKO £€pyo TNG eTaIpiag Goody's e TRV
KOTAVAAW ON TTPOIGVTW YV TTOU TTPOOPIJoVTal YIO TO GKOTTO aUTO;
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Xpnowonowgite v vanpecia delivery tov gotwatopiov GOODY’S mov gpappéotnke

Televtaio 000 ypévia;

TO

Frequency Percent Valid Percent Cumulative Percent
Valid Now 116 52,7 53,2 53,2
O 102 46,4 46,8 100,0
Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

Ta redeuraia xpovia, ta soniaropia GOODY’S gionjyayav tnv utrnpeoia delivery

ora karaornuara toug. To 53,2% rtwv amavrouviwv EXel KAVEl XpPHON TS UTTNPEDIAS

authig evw 10 46,8% OX1.

Percent

XpnoipoTroigite v utrnpecia delivery Twv eoTiatopiwmwv GOODY’S 1Tou
E£QAPHOOTNKE TA TEAEUTAIO SUO XPOVIaA;
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XpnoipoTrolgite TNV utrnpeoia delivery Twv gotniaropiwmv GOODY’S 1mrou
£PAPHUOCTNKE Ta TEAEUTAIa SUO XpOovia;
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Anrovete gvyaprotnpévog/n amo Ty vanpecia delivery Tov sotiatopiov Goody's;

Frequency Percent Valid Percent Cumulative Percent
Valid Now 10 45 8,8 8,8
()} 103 46,8 91,2 100,0
Total 113 514 100,0
Missing System 107 48,6
Total 220 100,0

AéloAoywvrag Tov Babuo ikavoTroinong arro tnv v AOyo UTTNpETia TTaparTnpoulE
Or1, uoAig 1o 8,8% amd auroug TTou armavinoav OTl EXOUV KAVEI XPHON TN UTTNPEDIAS

gival euxapiotnuévo aro autn evw 1o utrdAoio 91,2% dev eival.

AnAwveTe euxaplompévog/n atro v utrnpeoia delivery Twv eoTiatopiwv
Goody's;
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AnAwvete euxapioTnuévog/n atro Tnv utrnpeoia delivery Twv goTiatopiwv
Goody's;
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O Loyog mov dnhavere dvuoapeotnuévog omé Ty vanpeocio delivery givon :

Frequency Percent Valid Percent Cumulative Percent
Valid Acynuo diktvo kGAvyng nepoydv |17 7,7 16,5 16,5
AVGKOAOG TPOTOG EMKOVOVING 51 23,2 49,5 66,0
Meydro KOGTOG eAdyotnc)29 13,2 28,2 94,2
Topoyyeiog
Kabvotépnon  otig  mopaddoeig)3 1,4 2,9 97,1
TOPAYYEMDV
Alhog AdYog 3 14 2,9 100,0
Total 103 46,8 100,0
Missing System 117 53,2
Total 220 100,0

To 49,5% o6oov O¢v eival gival euxapioTnuévol arrd Tnv utrnpeoia 1o ornpifouv
oToV OUOKOAO TPOTTO ETTIKOIVWVIAS UE TO KATtaoTnua, 10 28,2% OTO LIEYAAO KOOTOS TG
eAaxiorng mapayyediac mou avépxerar ora 10 eupw, 1016,5% OTO GOXnuUO OIKTUO
KaAuwng mepioxwv Kai 10 2,9% o€ KaBuoTepnoels oTIS TTapadOOoEIS TwWV TapayyeAIwV.
To r1eAguraio 1mOOOOTO €ival OuoIo E QUTO TTOU QVTIOTOIXEI O AAAoug Adyoug

OUOQPETKEIAS TTPOG THV UTThpPETia delivery.
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O Adyog TTou SnAwveTE SUCAPECTNUEVOG ATTO TV UTThpPETia delivery givai :

50
407
€ 30
[]
(3]
S
(]
o
20
107
0 I . . I . . I . . I I .
Aoxnuo diktuo,  AUokohog TpoTTog  Meydho k6oTog  KaBuoTépnon oTig AAAog Aoyog
KAAUYNG TT EPIOXWV ETTIKOIVWVIOG eAaxioTng T apadOTElg
TTapayyeAiag TTapayyeAiwv

O Ab6yog Tou SnAwvete SuocapeoTnUéVog atrd TNV utnpecia delivery sivai :
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AHMOIPAO®IKA ZTOIXEIA

Dv)ro
Frequency Percent Valid Percent Cumulative Percent
Valid Avdpag 92 41,8 42,2 42,2
Tovaiko 126 57,3 57,8 100,0
Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

Ocoov agopd T1a OnuUOYpa@IKa XAPAKTNPIOTIKAE ToUu OEiyUaros uag¢ apxIKa

TaparnPouue Ot 10 42,2% autou armoteAsital ammé Gavdpeg kai 1o 57,8% arrd yuvaikeg.

®uAo

60

50

407

Percent

30

20

T T
Avdpag Fuvaika

®dUAo
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Hlwia

Frequency Percent Valid Percent Cumulative Percent

Valid 18-25 48 21,8 22,0 22,0

26-35 67 30,5 30,7 52,8

3645 54 245 248 77,5

46 — 55 33 15,0 15,1 92,7

56 — 65 16 73 73 100,0

Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

To 22% twv ouuuETEXOVTWY OTnV épeuva eival ammo 18 éwg 25 erwv, 10 30,7%
armd 26 éwg 35 eTwyv, 10 24,8% amd 36 éwg 45 etwyv, 10 15,1% civai ard 45 éwg 55 etwv

Kal 1€Aog 10 7,3% gival arro 56 éwg 65 eTwv.

HAKia

407

30

20

Percent

T T T T T
18- 25 26 - 35 36-45 46 - 55 56 - 65
HAkia
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MopooTiko eninedo

Frequency Percent Valid Percent Cumulative Percent

Valid Andportog Anpotiko 4 18 18 1,8
Amndgottog 'vpvdoion 22 10,0 10,1 11,9
Amogpottog Avkeiov 76 34,5 34,9 46,8
Amndgorrog LE.K. 27 12,3 12,4 59,2
Ynovdaotig/tpia A.E.L-A.T.E.L 37 16,8 17,0 76,1
Amogportog A.E.L-A.T.E.L 33 15,0 15,1 91,3
Kdroyog Metantoyokod-§19 8,6 8,7 100,0
AS0KTOPIKOD
Total 218 99,1 100,0

Missing System 2 9

Total 220 100,0

To UeyaAUTEPO UEPOC TOU OEiyUATOC LA ATTOTEAEITAI ATTO ATTOQYOITOUS AUKEIOU

(34,9%), 10 17% civai omroudaotés A.E.I. n A.T.E.Il., 10 15,1% ¢civai amégoiror A.E.I.-

A.T.E.l., 0 12,4% civai amrooirol |.E.K., o 10,1% civar amégoirol yuuvaaoiou, 1o 8,7%

KATOXOI UETATITUXIAKOU 1 OI0QKTOPIKOU TITAOU Kai TEA0S uoAig o 1,8% rtou dciyuarog uag

givar arréoiTor dnUoTIKOU.

102



Mop@wTiKO eTriTredo

40
30
-
c
@
S o
° 20
o
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0 T T T T T T T
> > > > =M > >x
=] E] El El m3 E] IS
o o [} o —0 o Q0
S s s s & s 33
3 3 g g g 3 Tz
a) A A A =X e o
g g g m s > <
z < 3 ~ E m =
3 Qe 5 Q T c
3 g e > > 3
& F n g
> - :
Endayyeipa
Frequency Percent Valid Percent Cumulative Percent
Valid Anpoociog vdAniog 39 17,7 17,9 17,9
131w TiKdS vVdAAnAog 80 36,4 36,7 54,6
EAedBepog emayyeipatiog 37 16,8 17,0 71,6
dortnmg / Tpwa 40 18,2 18,3 89,9
Avepyog 17 7,7 7,8 97,7
Alho 5 2,3 2,3 100,0
Total 218 99,1 100,0
Missing System 2 9
Total 220 100,0

KAgivovrag tv Bacikh OTatioTIkKn  avaAuon Tou  pwTnUATOAOYIOU  LAG,
mapaBérouue v emmayyeAuariky ouvOson tou ociyuarog uag. To 36,7% civar 101wTikoi
urr@AAnAol, 10 18,3% qoitntéc, 1o 17,9% Odnudoiol urrdAAnAol, 10 17% €AeUBepol

emmayyeAuarieg, 1o 7,8% avepyol kai 1o 2,3% aviikouv o€ AAAoU €idougs EI0IKOTNTEC.
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Erdayyeipo

B 5npdoLog untdAAnAog

H LSWTIKOG UTTAAANAOG

M e\eBegpog emayyehpatiog
B doLtntng/TpLa

M dvepyog

M dA\o
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6.7 ANAAYZH KAI ZXOAIAZMOZ TQN ANOTEAEZMATQN

T dyog ayopav tpoypatonoleite cuvii0ng oe kKGOe emiokeyn oag ota eoTatoprla GOODY’S; * Tuvelopépete 610 PrAavOpOTIKO £pyo TG eTarpiog

Goody's pg TV KOTAVALOGN TPOLOVTMV TTOV TPoopilovTar Yio T0 6komd avtd; Crosstabulation

SUVEICPEPETE OTO PIAAVOPOTIKO £pyo NG
ctapiog  Goody's pe TV KoToviAmon

TPOLOVIMV TOL TPOoopilovTal Yot T0 KOO

oTo;

No Oyt Total
Tt dyog ayopdv mpaypatoroteite 20 € kot ave Count 5 0 5
owviifl o8 kibe sriokeyi cog o % within  Svvewsgépete  o103,8% 0% 2.4%

eototopio GOODY'’S; o .
eLovBpOTIKO £pyo TG eTOupiog

Goody's pe Vv KoTOVOA®ON

TPOLOVI®V TOL TTPoopilovtal Yo T0

GKOTO AVTO;
15 € éwg20 € Count 33 12 45
%  within  Zuvelopépete  610[25,0% 15,0% 21,2%

oavBpomikd €pyo ™G  erarpiog
Goody's pe Vv KoTOvaAmon

TPOLOVT®V TOL Ttpoopilovtat Yo T0

GKOTO QVTO;
5€émg15€ Count 70 45 115
%  within  Zvveiopépete  o10]53,0% 56,3% 54,2%

eovOpoOTIKO £pyo TG  eTaupiog
Goody's pe Vv KotOvaA®ON

TpodvTmV Tov Tpoopilovtat yio To

GKOTO AVTO;
Eag5 € Count 24 23 47
%  within  Xvvelopépete  o10]18,2% 28,8% 22,2%

eavipomikd €pyo G etoupiog
Goody's pe TV KoTOVAA®ON

TpodvTmV Tov Tpoopilovtat yio To

GKOTO AVTO;
Total Count 132 80 212
%  within  Xvvelopépete  o10f100,0% 100,0% 100,0%

eavipomikd €pyo G etoupiog
Goody's pe Vv KoTOvAA®ON
TPodVT®mV Tov Tpoopilovtat yio To

OKOTO AVTO;
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-AT0 QUTOUC TTOU OUVEICQPEPOUV OTO QPIAQVBPWTTIKO €Pyo Twv €O0TIATOPIWV
GOODY'’S o1 70 oroug 132 (53%), ekreAouv mrapayyedieg Uwoug amo 5 éwg 15 supw.

- ATO autoU¢ TToU OEV CUVEITPEPOUV OTO QPIAQVEBPWITIKO £PYO TwWV ECTIQTOPIWYV
GOODY'’S o1 45 oroug 80 (66,3%), ekteAouv mapayyediec uwoug aro 5 éwg 15 eupw.

Chi-Square Tests

Asymp.  Sig. (2
Value df sided)

Pearson Chi-Square 7,982° 3 ,046
Likelihood Ratio 9,736 3 ,021
Linear-by-Linear Association 7,453 1 ,006

N of Valid Cases 212

a. 2 cells (25,0%) have expected count less than 5. The minimum expected count is 1,89.

1) Eotw undevikn urroBeon Ot11 Oev UTTAPXEl OTATIOTIKA ONUAVTIK) Ox€0n UETAEU
TOU UWOoUC TWV ayopwV TTOU TTPAYUATOTTOIOUV OI TTEAATEC KAl TOU QV OUVEIOQYEPEI OTO
@IAavBpwITIKO £pyo TS eTaipiag. Kai E0Tw eVAAAQKTIKN) UtTOBe0n OTI UTTAPXEI OTATIOTIKA
onuavrikn oxéon PETaéu Tou UWoug TwV ayopwV TTOU TTPAYUATOTTOIOUV OI TTEAGTES Kai
TOU QV OUVEITQPEPEI OTO PIAQVBPWITTIKO EPYO0 ThS ETAIPIAC.

2) EmiAéyoupe 1o Te0T X2 £1T€10N Kal 01 dUO LaS UETABANTES gival KATNYOPIKES.

3) EmAéyouue 10 0,05 (5 %) wg emTiredo onuavrikoTNTag.

4) Epapudlouue 10 X2 Kal maipvouue oav maparnpnbw emimedo
onuavrikornrag 1o 0,046.

5) Emeidn 1o maparnpnbw emiredo onuavrikorntag (0,046) cival uikpoTepo armro
10 emmiAeyév (0,05) ammoppitrreral n undevikn utTtéBean Kai yiveral OEKTH N EVAAAAKTIKN, OTI
onAadn Ot uTTdpxEl OTATIOTIKA ONUAVTIK Oxéon METAU Tou UWOUS TwV ayopwyV TToU
TPAYUATOTTOIOUV OI TTEAQTEC KQI TOU AV OUVEICQEPEI OTO PIAAVOPWITIKO EPY0 TNS ETAIPIAC,

o¢ emmimedo onuavrikornrag 0,05.
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660 cvyva TpdTe oTa eoTiaTOpro. GOODY’S; * Hhkia Crosstabulation

Hwio
18-25 |26-35 |36-45 |46-55 |56-65 |Total
TI6co ovyvd TpdTE OTOL APKETEG eopéc v Count 0 3 5 0 4 12
eotatoplo GOODY’S;  efdoudda
% within Hhkiaj,0% 4,5% 9,3% ,0% 25,0% 5,5%
Mia popd v gfdopada  Count 12 2 3 0 0 17
% within Hhia}25,0% 3,0% 5,6% ,0% ,0% 7,8%
Apxetéc popég to piva.  Count 15 23 12 0 0 50
% within Hukio)31,3%  134,3%  |22,2% ,0% ,0% 22,9%
Mia @opd o piva Count 11 20 19 9 7 66
% within Hukia]22,9% 29,9% 352% |27,3% 43,8%  [30,3%
Zndvio Count 10 19 15 24 5 73
% within Hluia]20,8% 28,4% 27,8% 72,7%  [31,3% 33,5%
Total Count 48 67 54 33 16 218
% within Hukia}100,0% 1100,0% ]100,0% ]100,0% ]100,0% |100,0%

-Ta 15 a6 1a 48 (31,3%) aroua mou Bpiokovrar otn nAikia 18-25 tpwve ora

eariaropia GOODY'’S apKeTEG POPES TO unva.

- Ta 23 a6 ra 67 (34,3%) aroua mou Bpiokovral otn nAikia 26-35 erriong tpwve

ora eotiaropia GOODY’S apkeTéC pOPES TO UAva.

- Ta 19 a6 ra 54 (35,2%) aroua mou Lpiokovrar otn nAikia 36-45 Tpwve ora

eariaropia GOODY'S uia gopad 1o unva.

- Ta 24 amo ra 33 (72,7%) aroua 1mou Bpiokovral otn nAikia 46-55 tpwve ora

eaniaropia GOODY'S omavia.

- Ta 7 a6 ra 16 (43,8%) droua mou Lpiokovrar otn nAikia 56-65 tpwve ora

eariaropia GOODY'S uia gopad 1o unva.
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Chi-Square Tests

Asymp.  Sig. (2
Value Df sided)
Pearson Chi-Square 78,775° 16 ,000
Likelihood Ratio 82,640 16 ,000
Linear-by-Linear Association 9,824 1 ,002
N of Valid Cases 218

a. 11 cells (44,0%) have expected count less than 5. The minimum expected count is ,88.

1) Eotw undevikn umoBson Ot Ocv UTTAPXElI OTATIOTIKA ONUAVTIK Oxéon UETaéu TG
ouxvorntag eotiaong ora eoriaropia GOODY’S kai 1n¢ nAikiag. Kair é0Tw evaAAakTIKn
utTGBean OTI UTTAPXEI OTATIOTIKA ONUAVTIKY Oxé0n UETAEU TG OuxvOTNTas £0TIACNS
ora eariaropia GOODY’S kai Tn¢ nAikiag.

2) EmiAéyoupe 10 TEOT X2 1610 KAl 01 OUO LA¢ UETABANTES gival KATNYOPIKES.

3) EmAéyoupe 10 0,05 (5 %) wg emmimredo onuavrikoTnTag.

4) E@apudlouue 10 X2 Kai Taipvouus oav maparnenbw emimedo onuavrikotnTag 1o
0,000.

5) Emeidn 1o maparnpnbw emimedo onuavrikornrag (0,000) gival UIKpOTELO ATTO TO
emmAeyév (0,05) armroppitrreral n undevikn utrtdBeon Kai yiverar OEKTH N EVAAAQKTIKA, OTI
onAadn utmdpxel OTaTIOTIKA ONUAVTIK Ooxéon METaéu TG ouxvotnTac £0riaonc ora

eaniaropia GOODY'S kai atnv nAikia, o€ emiredo onuavrikornrac 0,05.
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Kata néco 0o Aéyate 6T ciote wkavomowmpévog /  amd Ta eotarépro. GOODY’S 6cov agopd to péyeBog g

pepidog Tov yeopdrov * ®vlo Crosstabulation

Dolo
Avdpag luvaiko Total
Koatd moco 0o Aéyate Ot eiote [ToAd Count 18 16 34
wavorompévs /M omb e % within ®Gro 19,6% 12,7% 15,6%
eototoploe GOODY’S dcov agopd
o péyefoc e pepidac  Tav Apxetd Count 15 25 40
YELUATOV % within ®VOLo 16,3% 19,8% 18,3%
Métpa Count 11 15 26
% within ®VOLo 12,0% 11,9% 11,9%
Atyo Count 8 12 20
% within ®Oro 8,7% 9,5% 9,2%
Kaforov Count 40 58 98
% within ®Oro 43,5% 46,0% 45,0%
Total Count 92 126 218
% within ®0Ao 100,0% 100,0% 100,0%

-O1 40 oroug 92 avopeg (43,5%), do¢v civar kaBoAou Ikavorroinuévor armo 10 uEyeBog NS
HEPIOAC TWV YEUUATWV.
-Or1 58 or1ic 126 yuvaikeg, emiong o¢ev givar kaBoAou IkavoTtroinuévol aro 1o uéyeboc e

UEPIOAC TWV YEUUATWV.

109



Chi-Square Tests

Asymp.  Sig. (2
Value Df sided)
Pearson Chi-Square 2,087° 4 ,720
Likelihood Ratio 2,068 4 ,723
Linear-by-Linear Association ,562 1 454
N of Valid Cases 218

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 8,44.

1) Eotw undevikn umoBson Ot Oev UTTAPXEI OTATIOTIKA ONUAvTIK oxéon HETaéU NG
IKavoTToinong amo 10 uEYEBOS Twv WEPIOWV Kal Tou @UAou. Kai é0Tw €evaAAQKTIKN
utTeBean OTI UTTAPXEI OTATIOTIKA ONUAVTIK Oxé0n WETaéu TG IKAvorroinong armo To
UEyeBoc¢ Twv uePidwyv Kail Tou UAoU.

2) EmiAéyouue 1o Te0T X2 €1T€I0N Kai 01 OUO Lac UETABANTEC gival KATNYOPIKEG.

3) EmAéyoupe 10 0,05 (5 %) wg emmimredo onuavrikotnTag.

4) E@apuolouue 10 X2 Kai Taipvouue oav maparnpnBév emimedo onuavrikotnTag 1o
0,720.

5) Emeidn 1o maparnpnbév emimedo onuavrikérnrac (0,720) sival ueyaAurepo amod 10
emmiAeyév (0,05) yiverar Oektr n undevikn umméBeon, ot dnAadn Oev UTTAPXEl OTATIOTIKG
onuavrikn oxéon PeTaéu tng IKAVoTroinong aro 10 UEyeBOS Twv LEPIOWV Kal Tou @UAOU,

o€ emmimedo onuavrikornrag 0,05.
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Koata méco 0o Aéyate 6T1 gioTe ikavomopévog / 1 omtd ta eoTioTopria GOODY’S éoov a@opd Ty TomoBesia * Katd méco Oa Aéyate 6T gioTe

wKavorompévog /  amd ta eotiatopie GOODY’S 66ov apopd Tnv evkoria evpeong parking Crosstabulation

Kotd méco Ba Aéyate Ot giote wkovomomuévog / M omd To €0TIOTOPLOL

GOODY'’S écov agopd v gvkorio edpeong parking

Apketd

Mérpo

Alyo

Kaborov

Total

Kotéd méco 0Oa ITord
Aéyate OTL iloTE
IKOVOTIOU ULEVOG

/ M oand TO
£0TLOTOPLOL
GOODY’S

OGOV apopa TNV

Count

% within Katd n6co 0o Aéyate]
ot glote wavomompévog / M
oo to eotatopl. GOODY’S
0GOV  aQopd TNV  €LKOAIY

g0peong parking

14

48,3%

11

34,4%

6

21,4%

23

17,8%

54

24,8%

tomobeoio Apketd

Count

% within Katd moco 0o Aéyarte
0Tl gioTe wKavomompévog / M
oo ta eotatdéple. GOODY’S
0covV  a@Qopd TNV  €VKOAId

g0peong parking

6

20,7%

12

37,5%

10

35,7%

70

54,3%

98

45,0%

Métplo

Count

% within Katd noco 0o Aéyate]
ot giote wavomompévog / M
oo to eotiatopi. GOODY’S
0cov  a@opd TNV  €VKOAId

ghpeong parking

9

31,0%

21,9%

12

42,9%

22

17,1%

50

22,9%

Atyo

Count

% within Katd moco 0o Aéyarte
otL glote wovomompévog / 1
oo ta eotatépir. GOODY’S
0GoV  a@opd TNV  €LKOAiY

gbpeong parking

,0%

6,3%

0%

11

8,5%

13

6,0%

Kaborov

Count

% within Kotd néco Bo Aéyare]
otL glote wovomompévog / 1
oo T eotiatépl. GOODY’S
0GoV  a@opd TNV  €LKOAiY

gbpeong parking

,0%

,0%

,0%

2,3%

1,4%

Total

Count

% within Kotd néco Oo Aéyare]
ot glote wavomompévog / M
oo ta eotatople. GOODY’S
0GOV  aQopd TNV  €LKOAIY

gbpeong parking

29

100,0%

32

100,0%

28

100,0%

129

100,0%

218

100,0%
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-O1 14 a6 roug 29 meAares (48,3%), 1mou €ival apKeTd Ikavotroinuévol UE Qo Thv
EUKOAia eUpeong parking, e€ivar TTOAU IKavortroinuévol Qmo TNV T1ommoBsgia  Tou
Karaornuarog

- O1 12 a6 roug 32 meAdreg (37,6%), mmou eival pérpia IKavotToinuévol Ue amo thv
EUKOAIa eUpeong parking, E&ival apkeTa Ikavotroinuévol arré 1NV TommoBsoia  Tou
Karaornuarog.

- O1 12 amé roug 28 eAareg (42,9%), mou givair Aiyo IkavoTtroinuévol ue amo TNV EUKoAia
eupeane parking, ival HETPIA IKAVOTTOINUEVOI ATTO THV TOTTOBETIQ TOU KATAOTNATOG.

- O1 70 amo roug 129 meAdreg (37,5%), mou dev gival KaBOAou IKavoTToINuEVOI LIE ATTO

TNV €UKOAia eUpeons parking, &€ivai QPKETA IKavoTtroinuévol arré Tnv Tomobesaia Tou

Karaornuarog.
Chi-Square Tests
Asymp. Sig. (2-
Value Df sided)

Pearson Chi-Square 32,038% 12 ,001
Likelihood Ratio 35,063 12 ,000
Linear-by-Linear Association 5,342 1 ,021
N of Valid Cases 218
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Chi-Square Tests

Asymp. Sig. (2-
Value Df sided)
Pearson Chi-Square 32,038% 12 ,001
Likelihood Ratio 35,063 12 ,000
Linear-by-Linear Association 5,342 1 ,021
N of Valid Cases 218

a. 7 cells (35,0%) have expected count less than 5. The minimum expected count

is ,39.

1) Eotw undevikn umoBson Ot Oev UTTAPXEI OTATIOTIKA ONUAVTIK) oxéon HETaéU NG
IKavoTToinong amo Tnv ToTmofeoia ToUu KATraoTAUATOS Kal TN IKavortroinong amo tnv
EUKOAia eUpeong parking. Kal €0Tw &VAAAAKTIKY UTTOBe0n OTI UTTAPXEl OTATIOTIKA
onuavrikn oxéon Ueraéu TNS IKAVOTTOiNONS arro TNV TOTTOBETia TOU KATAOTAKATOS KAl THS
IKavOoTTOIiNONG aTTO TNV EUKOAIQ eUpEONS parking.

2) EmiAéyouue 10 Te0T X2 €110 Kal 01 U0 Uag UETaBANTEC ival KATNYOPIKES.

3) EmiAéyoupe 10 0,05 (5 %) wg emiredo onuavrikoTnTag.

4) E@apuodlouue 10 X2 Kai mTaipvouue oav maparnpnBév mimedo onuavrikotntag 1o
0,001.

5) Emeidn 10 maparnpnbév emimedo onuavrikérnrac (0,001) eivar uikpdTtEPO ammod 10
emmiAeyév (0,05) amroppitrreral n undevikn utmoBeon kai yiveral Okt N EVAAAQKTIKN, OTI
onAadn uTTapxel OTATIOTIKA OonUAvrik oxéon peraéu T1ng IKavorroinong amo 1nv
TOTTOBETia TOU KATaoTNUAToS Kal TNS IKAVOTToinonNS arro TNV EUKOAIa eUpeong parking, o€

emiredo onuavtikornrac 0,05.
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Kartd méoo 8a Aéyare 611 €i0Te IKavoTroinpévog / n améd Ta eoTiaropia GOODY’S 6oov agopd TRV oxéon ToIoTNTAG-TIUAG; * Mop@wTIKG emiredo

Crosstabulation

MopewTiko eTTiTTESO
Kdroxog
MeTatTuxia
21moudacTiAg| ATrégoiTog KoU-
Amogortog | Amogortog | Amogortog | Amogorrog | /1pia ALE.I.- AE.l- AidakTopiko
AnpotikoU | Mupvdoiou Aukeiou LLEK. ATE.L ATE.L U Total
[Kara méoo oAU Count 0 0 4 2 3 3 0 12
Ba Aéyate OTI
ioTe % within MoppwTik6 ,0% ,0% 5,3% 7,4% 8,1% 9,1% ,0% 5,5%
IKQVOTTOINUEV ETTiTESO
0C/n améTA Anerd Count 4 5 14 10 9 6 0 48
£0TIOTOPIA
% within Mop@wTik6 100,0% 22,7% 18,4% 37,0% 24,3% 18,2% ,0%| 22,0%
GOODY’S
emTiTedo
6oov agopd
v oxéon Métpia  Count 0 6 15 4 10 2 10 47
oioTnTag- % within Mop@wTik6 ,0% 27,3% 19,7% 14,8% 27,0% 6,1% 52,6%| 21,6%
TIHAS; emimedo
Aiyo Count 0 7 29 11 12 12 3 74
% within Mop@wTiko ,0% 31,8% 38,2% 40,7% 32,4% 36,4% 15,8%| 33,9%)
emimedo
KaBdéAho Count 0 4 14 0 3 10 6 37
u
% within MoppwTiKd ,0% 18,2% 18,4% ,0% 8,1% 30,3% 31,6%| 17,0%
emTiTedo
Total Count 4 22 76 27 37 33 19 218
% within Mop@wTik6 100,0% 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%| 100,0%)
emiredo

-O1 4 a6 toug 4 armrogoirous Anuortikou (100%), €ivar apKETQ IKAVOTTOINUEVOI LIE TA
eariaropia GOODY'’S 6oov agopd tn oxéon ueraéu moidTNTAS KAl TIUNAC.

- O1 7 a6 toug 22 amooirous uuvaciou (37,5%), civai Aiyo ikavorroinuévor ue ta
eaniaropia GOODY'’S 6oov apopd 1n axéon ueraél moidTNTAS KAl TIUNAC.

- O 29 amdé rtoug 76 amogoitous Aukeiou (38,2%), civar Aiyo Ikavotroinuévol
Ikavotroinuévol e ta eoriaropia GOODY’S éoov agopd tn oxéon peTaéu moidTNTas Kai
TIUAG.

- O 11 am6 rtoug 27 amogoitous |L.E.K. (40,7%), civai Aiyo ikavorroinuévor

Ikavortroinuévol pe ta eotiaropia GOODY’S 6oov apopd 1n oxéon ueraél moidTNTAS Kai

.
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- O1 12 a6 roug 37 omoudaotés A.E.L-A.T.E.l. (32,4%), civai Aiyo ikavorroinuévol
Ikavortroinuévol pe ta eoriaropia GOODY’S 6oov apopd tn oxéon peraél moioTNTAS Kai
TIUAG.

- O 12 amé roug 33 amogoitous A.E.IL.-A.T.E.l. (36,4%), civai Aiyo ikavorroinuévol
IKavortroinuévol e ta ariaropia GOODY’S éoov apopd 1n oxéon ueraéu moidTNTac Kai
TIUAG.

- Or 10 amo roug 19 Karoxoug UETATTTUXIAKOU 1 OIOAKTOPIKOU (52,6%), cival uétpia
IKavoTroinuévol iIkavorroinuévol e 1a eariaropia GOODY’S éoov agopa 1n oxéon uetaéu
ToI0TNTAS KAl TIUNG.

Chi-Square Tests

Asymp.  Sig. (2
Value Df sided)
Pearson Chi-Square 54,238° 24 ,000
Likelihood Ratio 61,266 24 ,000
Linear-by-Linear Association 1,723 1 ,189
N of Valid Cases 218

a. 18 cells (51,4%) have expected count less than 5. The minimum expected count is ,22.
1) Eotw undevikn umoBson O11 O€v UTTAPXElI OTATIOTIKA ONUAvTiK oxéon peTaélu tng
IKavoTTOIiNONG arré TNV Ox€0N TTOIOTNTAC-TIUNG KAl TOU HOPQWTIKOU £mmITTéEdOU. Kal £0TW
EVAAAQKTIK utTOBEan OTI UTTADXEI OTATIOTIKA ONUAVTIKY) OXE0N UETAEU TNS IKAVOTTOINONS
arrod TNV OXECN TTOIOTNTAC-TIUAS KAl TOU LIOPQWTIKOU ETTITTEOOU.

2) EmiAéyoupe 1o TE0T X2 €1T€I0N Kal 01 dUO LA¢ UETABANTES Eival KATNYOPIKES.

3) EmAéyoupe 10 0,05 (5 %) wg emimedo onuavrikoTnTag.

4) Eqapudlouue 10 X2 Kai 1Taipvouus oav maparnenbw emimedo onuavrikotnTag 1o
0,000.

5) Emeidn 1o maparnpnbw emimedo onuavrikérnrag (0,000) eivar pIKpOTELO QTTO TO
emmiAeyév (0,05) amroppirrreral n undevikn umoBsan Kai yiveralr Ok n eVAAAQKTIKR, OTI
onAadn urmrapxel oTaTioTIKG onuavtikn oxéon ueraél T1NS IKAvoTToinang arrd tnv oxéon

TOIOTNTAS-TIUNGS KAl TOU HOPQPWTIKOU ETTITTEQOU, O€ ETTITTEOO onuavrikotnTag 0,05.
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Kot méco 0a Aéyate 611 €ioTe IKAVOTOIMPEVOG / 1) A6 TNV CLUVOMKT €£1KOVE TOV goTioTopiov GOODY’S ; * Oa mpoteivate Kol o

arhovg TNV ovyvi] goticon oto eoTatopra GOODY’S; Crosstabulation

Ba mpoteivate Kot 6€ GALOVG TNV GLYV)

gotioon ota eotiatopt GOODY'’S;

No Oyt Total
Kot moéco Oo Aéyate Ot eiote [ToAn Count 10 0 10
wovoromuévog / mn and v o
% within @a mpoteivate kot og]7,2% ,0% 4,6%

GUVOAKN £1KOVaL TV

GAAovg ™V cvyvy eotiaorn ool
eottopiov GOODY'’S ;

eottoploe GOODY'’S;

Apxetd Count 80 16 96

% within Qo mpoteivate kor ce]57,6% 20,3% 44,0%
GAAOVG TNV GLYVN €0TiOGT| OTOl

eotiatopie GOODY'’S;

Métpa Count 32 28 60

% within @a mpoteivate kol 6g]23,0% 35,4% 27,5%
GAAovg ™V ocvyvn eotioon 610

eotiatopla GOODY'’S;

Atyo Count 17 27 44

% within o mpoteivate ko oe]l2,2% 34,2% 20,2%
GAAOVG TV cvyvn eotioot ool

eotiatopioe GOODY'’S;

Kaborov Count 0 8 8

% within Qo mpoteivate kou og],0% 10,1% 3, 7%
GAAOVG TV ocvyvn eotioot ool

eottoplo GOODY'’S;

Total Count 139 79 218

% within @a mpoteivate kor og]100,0% 100,0% 100,0%
GAAovG TV ocvyvn eotioorn ool

gottoplo GOODY'’S;

-O1 80 amo roug 139 meAdreg mou Ba mpdTteivav Kai o AAAoug T ouxvn €otiacn ora
eariaropia GOODY'’S €ival apkeTa IKavoTToInuéVol arrd 1 CUVOAIKN EIKOVA TOUG.
- O1 28 amé roug 79 meAarec mou dev Ba mpdTeIvav Kai g€ AAAOUC Tn Guxvh €0Tiaon oTa

eariaropia GOODY'S eivar uétpia IKavoTToiNuEVOL atTd TH GUVOAIKN EIKOVA TOUG.
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Chi-Square Tests

Asymp.  Sig. (2
Value Df sided)
Pearson Chi-Square 50,519° 4 ,000
Likelihood Ratio 57,361 4 ,000
Linear-by-Linear Association 48,760 1 ,000
N of Valid Cases 218

a. 2 cells (20,0%) have expected count less than 5. The minimum expected count is 2,90.

1)

Eorw undevikn umréBeon Ot Oev UTTAPXEI OTATIOTIKA ONUAVTIK) Oxéon METAEU NG

IKavoTtroinong amé Tnv OUuVvoAIKh €iIKova Twv  goTiatopiwv GOODY'S kai 1n¢
TPOTACNS Kal 0 AAAOUC yia ouxvn aTiaon o€ autd. Kai é0Tw EVAAAQKTIKN utTOBeon
OTI UTTAPXEI OTATIOTIKA ONUAVTIKN) OXE0N UETAEU TNS IKAVOTTOINONGS QTTd TNV OUVOAIKN
gIkéva twv eoniaropiwv GOODY’S kai 1tn¢ mporacns kKai o aAAouc yia ouxvi

gariaon o€ aura.

2) EmiAéyoupe 1o TeOT X2 €1T€I0N Kal 01 dUO LAS UETABANTES gival KATNYOPIKES.

3) EmiAéyoupe 10 0,05 (5 %) wg emitredo onuavrikoTnTag.

4)

Eq@apudlouus 10 X2 Kai maipvouus oav maparnenbév emimedo anuavrikotniag 1o
0,000.

5) Emeidn 10 maparnpnBév emimedo onuavrikornrag (0,000) eival UIKPOTELO aTTd TO

emmiAeyév (0,05) arroppitrreral n unoOEVIKN UTTOBe0N Kai yiveTal OEKTH N EVAAAQKTIKN, OTI
onAadn utrdpxel OTaTIOTIKA ONUAvTIKh oxéon peraél TnS IKavorroinons amo 1nv
OUVOAIKN €ikOva Twv eatiatopiwv GOODY’S kai n¢ mporacns kar o dAAoug yia

ouxvh atiaon o€ auta, o€ emmiedo onuavrikorntag 0,05.
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KE®AAAIO 7
2YMMNEPAZMATA

2€ aQuTO TO KEQPAAaio, agpou cidaue, avaAuoaue Kal oxoAidoaue Ta arroreAéouara amo Thv
Epeuva TToU OIEKTTEQAIWOAUE TTAPATTAVW OTO OUYKEKPIUEVO KatdoTnua Twv Goody’s, 6d
mpofouue otnv dieaywyn Twv CNUAVTIKOTEPWY CUUTTELACUATWY, TTOU ATTAVIAVE OTOUC

€10IKOUC uag oToxouc.AuTd gival Ta €ENG :

1.01av {nNTrBnKe ATTO TOUG £PWTNOEVTEG Va IEpapXioouV yia TToId AOYyO TTPOTIUOUV Ta
eomiatoplia Goody’s, €ival agloonuiwto, TO0 OTI N TTAEloWn@ia amdavinoe eEaitiag  OT
BpiokovTe KOVTA OTNV £pyacia TOUG Kal IEPAPXIcAV OTIG TEAEUTAIEG BETEIS TNV TTOIOTNTA
Kal TNV TiuA. Apa BAETTouue, OTI gival éva peyaho BEpa OT1 o1 TTeAdTEG dev gival TOOO
IKAVOTTOINMEVOI ATTO TO ETTITTIEQO TIMWY, AAAG O KUPIOTEPOG AOYOG TTOU TTPOTEINOUV T
€0TIATOPIA €ival N KOVTIVA atTdoTaon aTTd TNV £pYyaCia TOUG.

Oa Atav yia KAAr kivnon atmmd 1n dioiknon TNG aAucidag va TTaywoouv ol TINEG OF
XOAMNAGTEPO ETTITTEDO ATTO AUTO TTOU PEXPI TWPA KOOTOAOYOUV Ta TTPOIOVTA TOUG. [NpéETTel
o€ auTto To onueio va onuelwdei 6T Ta Mc Donald’s-KUplog avraywvioTig Twv Goody’s-
KPATAVE TIG TINEG TTAPA TTOAU XAPNAEG O€ OXEon WE TIG TINES TNG aAuoidag Twv Goody’s.
‘ET01, Ba uttdpel yeyaAuTePn IKAVOTTOINON Kal TAUTION TWV AOYyWV TTPOTEIUACEWY TwV

TTEAATWV OTIG TTPWTEG BETEIC, XWPIG MEYAAEG ATTOKAICEIC JETAEU TOUG.

2.Ae0TEPO OoNPaVTIKO OnNUEIO TTOU TTIPETTEI va eTTIonUavOei €ivar 6T TO PeYaAUTEPO
TTO000TO TWV £pWTNOEVTWY atradvtnoe Ot dev gival KAOGOAQY kavoTtroinuévol atmd 1o
MEYEBOGC TNG MEPIdAC Twv yeupdTwy. Mpdyua TTou gival apkeTd amoBappuvTiké yia Ta
eomiatopia Goody’s av dev TTPOXWPNROOUV Ot OXETIK) aAAayh OTIC TTOOOTNTEG TWV

MEPIOWV TTOU TTPOCPEPOUV OTOUG TTEAATEG TOUG.

3.AgloonueiwTo givai Tiong, 0TI N YeVIKN €IKOVA TWV £0TIATOPIWV €ival TTOAU BETIKY aTTd
TNV TTAcioyneia Twv epwTnNBEVIWY TTPAyua TTOAU evOOPPUVTIKO yia TNV TTONITIKA TTOU

akoAouBei péxpl Twpa n aAucida auth. Evw 6tav epwtABnKav av TTpétel va BeATIwOEI
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o€ KATToIa onuéla, oxedOv OAoI atTavTnoav 0TI CUPQWVOUV Kal IBIAITEPA OTNV TIKA OTTOoU
TNV QEPVOUV OTNV TTPWTN B€0N Twv onuEiwy TTou TTPETTEI VA AAAGEOUV Kal TNV TToI0TATA
otnv OeuTepn B€on. AuTEG oI TTANPO@OpPIEG AOITTOV  gival TTOAU ONUAVTIKES YIa ThV
TEAEIWTTOINON TNG €IKOVOG TNG CUYKEKPIMEVNG aAuaidag. MapoAa autd ol epwTnBEVTEG
TToU atravrnoav Ot gival TTOAU/apkeTd KaAn n eikéva Twv Goody’s Ba TTpoTEIVAY Kal O€

AAAouG va eoTIAdovTal KAl auToi o€ auTh TNV aAuaida ypriyopou @ayntou.

4 Emiong, otav {nTBnke ammod Toug epwTnBEVIEG va atmmaviioouv yia TO0 11600
IKOVOTTOINPEVOI gival atro Tnv ToTToBeoia kal 1o parking, amavrnoav Ot gival PETPIA
IKQVOTTOINMEVOI 01 TTEPICOOTEPOI OTTO TNV TOTTOBECIA KAl AuTO CUOXETICETal PE TO “"Aiyo
IKavoTroinuévol”” oTnv €ukoAia parking. Apa, mpémel va Bpebei pia Auon xwpou
oTabpeuong €¢w r TouAdxioTov Kovid oTa eoTiatopia Goody’s yia Tnv €EAAAeIyn
OUOOPEOKEING 0€ AUTO TO CATNUA, TTOU O€ Mia PeyAAn TTOAN oav Tn OccoaAovikn eival

QPKETA coBapod TTPORANUQ.

5.Mapatnpoupe etiong, 0TI ival onuavTikd KouudaT TNG aAucidag Twv Goody’s n evepyn
OUPUETOX TNG O€ QIAAVOPWTTIKOUG OKOTTOUG KAl Ol TTEAATEG €ival apKETA BETIKOI Kal
TTPOBUPOI va TTANPWOOUV TTAPATTAVW TO YEUPO TOUG TTPOKEIMEVOU va GUPBAAAoUV OTO
¢€pyo autd. AAAG duoTuxwg TTapatnEoUue OTI Ol TTEPICOOTEPOI TTOU CUUPBAAAOUV OTO
QINaVOPWTTIKO auTO £pyo €ival AvOPWTTOI TTOU €KTEAOUV TTAPAYYEAIEG HEYAAUTEPWV
TTOOWV, €vW autoi TTou  Oev OUUPBAAAOUV €KTEAOUV TTEPICOOTEPO TTAPAYYENIES
MIKPOTEPWYV TTOOWV. MNpdyua doxnuo yia autoug TTou Ba propoucav va cuuBAAAouV e
AlyOoTEPO  XpMOTA O€ QUTO TO €PYy0 KAl OUOTUXWG aQUTOG O KAVOVIOUOG Twv
OUYKEKPIMEVWY YEUMATWY TTOU TIPETTEI VA QYOPACOUV HE TO OUYKEKPIYMEVO TTOOO
TTapATTavw, €ival éva agloonueiwTo UTTOOI0 OTO VA CUVEICPEPOUV Ol idlol JE TO TTOCO
TToU Ba RBeAav Kal Ba d1EBeTavV aveEdpTnTa aTTO YEUPA TTOU Ba ETTEAEYQV.

6. Otav {nTABNKe atmd €pWTNBEVTEC VA ATTAVTIIOOUV TTO00 CUXVA TPWVE OTA ECTIATOPIA
Goody’s ol TTEPIcCOOTEPOI TTOU aTTAvTNoav OTI TPWVE OPKETEG QOPEG TO MAVA, AVIKOUV
otnv nAIkia atd 18 éwg 35. Autd onuaivel 0TI TTPETTEI va BEICOUV TTPOCOXI OE QUTA T
Atopa TNG OUYKEKPIMEVNG NAIKIOG, va Ta KPOATOUV CUVEXWG IKAVOTTOINPEVA Kal va
dWaoouv akOun MEyaAUTepn TTpoooxr HE didgopa “puéca” Trpowdnong kar marketing oTIg
NAIKiEG Avw Twv 35, TTou OgV ETTIOKETTTOVTAI TOOO CUXVA TA €0TIOTOPIA QUTA, WOTE VA

TTPOCEAKUCOUV Kal auTd Ta dToua oTnV aAucida Toug.
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7. 'Eva peydAo kal onuavTiké TTPORANUa TTou TTapaTnpoule oTa eoTiaTopia Twv Goody’s
gival n utnpeoia delivery mmou e@apuooTnke Ta TeAeutaia xpoévia. Eivar éva amod ta
QAEyovTa BEPOTA TTOU AVTIMETWTTICEI N aAlIouda, OTTWG TTAPATNPEOUHE TTAPATTAVW ATTO TA
atroTeEAEOUATA TNG £PEUVAG. AUTO QAIVETAI KUPIWG aTTO TO YEYOVOGS OTI N TTAEIOWN®Ia TWV
EPWTNBEVTWY TTOU yvWwpifouv OTI UTTAPXEI AUTH N uTThpeaia (yiaTti éva ueyGAo TToOOO0TO
dev 1O yvwpilel) dev gival IkavoTtToinuévol ammd autrh. O kKUpIog Adyog yia Tov OTToi0 TO
92% TWV £pWTNOEVTWYV gival BUOAPECTNUEVOI €ival TO YEYOVOG OTI BEwpPOoUV dUCKOAO TOV
TPOTTO ETTIKOIVWVIOG WOTE VO EKTEAEOTEI N TTapayyeAia Toug. Apa, pia KaAUTepn
AvaTTPOCAPUOY TNG UTTNPECIAG QUTAG ME EUKOAOTEPOUG TPOTTOUG ETTIKOIVWYVIAG Kal
ecuttnpéTNONG, Ba NTav Pia KAAr Kivnon €k HEPOug TNG dloiknong TnG aAuaidag yia Tnv

IKOVOTTOIiNON TwV TTEAATWYV TNG.

8. TéAog, Tmaparnpoupe OTI O TrEPIOCOTEPOI  AVOPWTTOI TTOU  QTTAVINOQV  OTA
EPWTNPATOAGYIO PHAG ATAV ATOUA APKETA UWNAOU HOPPWTIKOU ETTITTEOOU Kal £XEI AUEDN
oxéon OT aropa TéTOola Ogv gival IKAVOTTOINUEVA ATTd TNV OXEON TIMA/TTOIOTNTOG TWV
yeupaTwy Goody’'s. EmmpdoBeta autd onuaivel 0TI TTPETTEI va dWBEl TTEPICOOTEPO
onuacia otnv ToI0TATA TWV YEUPATWY KAl TNG TIMAG TOUG KABWG o1 TTEAATEG Eival

dUOAPECTNUEVOI OE QUTO TO ONMEIO ATTO TNV CUYKEKPIPEVN aAUCida.

2uvouwilovrac:

Ta onueia mou xpeilouv BeAtiwon ora karaotnuara Twv Goody'’s, waTe va eMTEUXOEi n
TANPN IKQVOTTOINON TWV TTEAQTWV TOUS Eival:

 XAMHAOTEPES TIMEZ

N KAAYTEPH OIOTHTA

N MEFAAYTEPO MEMEQOS FrEYMATQN

V XQPOYZX STAOMEYZHZ, kai 1éAo¢

vV ANAMPOSAPMOIH THE YIMHPEZIAS DELIVERY
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ITAPAPTHMA

ZYNENTEY=H

MNa Tnv oAokARpwon TnG TTUXIOKAG MOG gpyaoiag aAAd Kal TG €pEuvag HaAg
TAPAAANAa BcwpPAOAUE CWOTO KOl TTPAYMOTOTTOINOAME OUVEVTEUEN ME éva
apuédio mpoéowTtro, TOV KUplo Kaparaidn, umelbuvo Tng Jdloiknong Tou
KaraoTAuatog Twv Goody’s Tou Bpioketar otnv 086 EOBvikAg Apuvng

Oeocoalovikng. MapakdTw TTaApATIOETAI N CUVEVTEUSN:

Ep. : 'Evag peydAog apiBudg atrd toug epwTtnBévTeg pag dnAwoave OTI dev gival
IKOVOTTOINUEVOI  OTTO TNV  TrOIOTNTA-TIM TWV TIPOIOVTIWV ThG ETAIpiAg
Goody’s.lMoid gival n yvwun ocag avw o€ auTo;

Kupio¢ Kaparaidng : Am” 600 yvwpilw arro TNV EUTTEIpIA JOU OTO XwWPEO TO00Q Xpovid, n

TOIOTNTA TWV TTPOIOVTIWYV Eival dIao@aliouévn Kai eAsyxouevn. Exouv mpayuarormroinoei
BeAtiwaoeic aré tnv eraipia Tadvw oTo Béua TNG ToIOTNTACS, OUYKEKPIUEVA OO0V a@opd TO
AGd1 mou xpnoiuorroicital, kKaBw¢ OU0 xpovia vwpitepa oTIC  QPUTECEC  Uag
xpnoiuorrolouoaue thv BaAudAn. Twpa mAEov xpnoiuorroiouue viomo eAaidAado. Aegv
UTTAPXEI TTEQITTTWON va OIaKIVOUVEUCDEI N UYEIa TwV TTEAATWY aTTé KATTOIO aTTO TA Yeuuara
yac. lNeperaipw aldayn améd tnv mAeupa NS eTaipia mavw oTo Béua autd Oev gival ara

ox€01a TG OIOTI TTAPEXEI QUTA TA TTPOIOVTA XPOVIA TWEA.

Ep. : To peyaAUutepo TTOCOOTO TWV £pWTNOEVTWY SHAWCAV ducapeoTnUévol aTTd
TNV utrnpecia delivery Twv Goody’s Adyo duokoAiag otnv emikoivwvia. Moidg
gival Kata Tn yvwpn cag o Adyog trou cupBaivel auto;

Kupio¢ Kaparaidng : H umnpeoia, 1a Kevipikd@ Ttng,Bpiokorar otnv Abnva kai
egutrnperei ammd ekei Ta SikTua emikoivwviag o 0An tnv EAAGda. AnAadn n umrnpeoia
OEXETal TIC TTAPAYYEAIEC TWV TTEAQTWV Kal UE TNV OEIPA TNG OTEAVEI TIC TTapayyeAieg aTo
KaOe kardornua. Ymapxel n duokoAia auty 6oov apopd Tnv TaxuTnTa ammooToANS Twv

TapayyeAIwV arro TNV UTTHPEDIA e QUECO ATTOTEAECUA TV KQBUGTEPNON TNS TTAPAd00NS
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NS OTOUC TTEAQTEC TTOU THV TTPAyarorroiouv. Ouwg, éxEl ayKaAlaoTel ammd Toug TTEAATEC

utT@px el dnAadn avrarrokpion, OeV EXEl ATTOPPUPOEI WS KaivoTouia.

Ep. : To péyeBog Twv yeUpdTwY Traidel oupdavTiké pOAO OTnV IKAVOTToinon TwWvV
meEAATWY, KAl OWG apKeToi Bpiokouv OTI n TTOooO6TNTA BEV gival avaAoyn pE TO
o006 TTou TTAnpwvouv. MNMoid n yvwun oag mdvw o€ auTo ;

Kupio¢ Kaparaidng : Eivai Aoyiké Kai cwaTd autd 1mou Aéte. Ta xpovia autd Adyo 1

kpionc BéBaia, o EAAnvac mpoomrabei va givai avaAoyikd autd 1Tou TTANPWVEl UE auTo
mou BéAel va @acel. [Na mapddeiyua,edv pwrRoEIS Eva QoITNTN TTOU TPWEl O yupddiko Ba
oou TTel OTI TTNPE éva yUpOo Kal pia coca cola kar xopraoe, aveédprnra Tou OTl yvwpidel
OTi QUTO TTOU TPWEI Eival ayvwaTou TTPoEAsUoEwS. 2Ta Goody'’s,yia va XopTdoel KATTOI0G
UTTOPEl va xpelaoTei va ayopaaoel yia mapddeyua éva clud sandwich uia coca cola kai
uia oaAdra kai mAnpwver arro 7 ewg 10 eupw evw oTo yupadiko 4 eupw. Aev vouiw va

aAAaéer kar mavw o€ auro.

Ep. : MoAAoi gival autoi o1 oTroiol £€Xouv TNV TTPoBuHia va TTPOoPEPOUV OTO
@IAavBpwTIKé okomd Twv Goody’s, va ayopdoouv dnAadnl argoodaki, aAAd
TPETTEI VO AYyOPAOOUV OUYKEKPIJEVA YEUHATA UPnAoU KOOTOUG aAmmd TO va
ayopdaoouv éva YEUMA TNG APECKEIAG TOUG AAAG TTAOPAAANAQ va ouveiIo@EPOUV Yia
TO OKOTO auTtd. Aegv 0a pmropouce va utrdpel KAtTola €VOAAQKTIKN TTpoTAON
TTPOKEINEVOU VO CUVEITPEPOUV OAOI;

Kupio¢ Kaparaidng : Evvéa xpovia twpa mou epapuoleral auth n evépyeia Twv

Goody’s 0 KOOuOG éxel avTamokpIBei onuavTika Kai Tnv éxel aykadiaosr auth €ivar n
@IAoooia TNG TaIpiag Kal 0 ApxIKOS OxXEOIQ0OC THS NTav autog, O TTEAGTNG uéoa arro
uia troikiAia 20 dIapOPETIKWY YEUNATWY ExEl TNV duvaToTnTa va emAé€el Eva amd auta va
TO ayopdoel aAAd kai TapdAAnAa va ouvelo@épel. AnAadn amroé éva yeuua twv 7,5 eupw
ra 3 a6 aurd Ba diareBouv o€ autdv 10 OKOTTO. Agv Ba utrapéel karmoia diapopoTToincn

OTOV APXIKO OXEQIQOUO.
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Ep. : Ymdpxel peydAn duokoAia oTn oTABUEUO TWV OXNHATWY TTPOKEIPEVOU Ol
MEAATEG VA €0TIAOOUV OTA KataoThpara Goody’s. Motedetanl 611 Oa utrdpgel

KaTtrola AUon oTo Béua auTto;

Kupio¢ Kaparaidng : Eivar cagpd¢ SUOKOAO va VOIKIAOEl N ETTIXEIPNON KATToIA ETTITTAEOV
TETPAYywvVa 0 ONUOOIoO XWPOo yia Tnv €EUTTNPETION TwV TTEAATWY OO0V a@opd Tnv
oraBueuon. Ta TePIOTOTELA KATAOTHUATA OUWS OV £EUTTNPETOUV QUTO TO Béua Kabwg
Bpiokovral o€ TéT0oIa Onueia Tou KaBioTouv akoun 1moio dUCKoAn tn diadikacia aurn.
Ydpxel Ouws mpoBeon yia UEAOVTIKY QVTIUETWITION TOU TTPOBARUATo¢ aurou armo thv
eraipia.
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ABSTRACT

This study examines the concept of consumers' happiness and its direct relationship with financial
detachment. Specifically, this research proposes a conceptual model with three supported concepts
hypothesized to directly and indirectly contribute to happiness: spiritual reflection, care for others, and
financial detachment. Each concept is presented with appropriate support and measurements, along with
a discussion that challenges the link between the theory of need satisfaction and happiness. Findings
revealed that the concepts of spiritual reflection, care for others, and financial detachment were directly or
indirectly significantly related to happiness. Implications for consumers and policy makers are provided.

ARTICLE

Introduction

The "pursuit of happiness" is an elusive yet desirable quest. Evidence of its consumer popularity can be
found in the number of advertisements that utilize the "promise" of happiness to sell products (e.qg.,
"Happiness is a cigar called Hamlet"). Through offering products and services that satisfy consumer
needs, marketers believe that they contribute to consumers' happiness (Klefsjo and Bergman 1994;
Pettijohn and Pettijohn 1996; Rosati and Coate 1988). Although the idea of consumption creating
happiness has been deeply ingrained into Western culture (e.g., "He who dies with the most toys wins"),
recent empirical studies strongly challenge the view that increasing consumption enhances happiness
(Belk 1985; O'Connell 2002; Richins 1994; Richins and Dawson 1992; Tatzel 2603). Many researchers in
the fields of economics, psychology, sociology and cultural studies contest the seductive proposition that
"identifying consumer needs, satisfying them, and anticipating them in the future" (Definition of the
Chartered Institute of Marketing’) enhances consumer happiness (Belk 1985; Diener and Suh 2000;
Easterlin 1995; Myers 2000a; Myers 2000b; Myers and Diener 1996; O'Connell 2002).

To address happiness, consumers' relationship to income must be examined, as money is consumption's
gatekeeper. To date, much happiness research related to money has focused on income, and several
economics researchers noted a weak, although significant, correlation

http://www.cim.co.uk/mediastore/pressroom/reference/whatismarketing.pdf

between real income and happiness ( Diener, Sandvik, Seidlitz, and Diener 1993; Diener and Suh 2000).
While this research suggests that money has a limited ability within wealthier countries to buy happiness,
no known happiness research (to the authors' best knowledge) directly explores financial detachment
(i.e., individuals' philosophical detachment from money accumulation). However, calls for more research
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addressing the relationship between consumption/materialism and happiness have been made (Kaun
2000; Diener, Suh, Lucas, and
Smith 1999).

The central purpose of this study is to better understand the concept of happiness as related to
consumption and its direct relationship to financial detachment. Specifically, the discussion begins by
challenging the current link between need satisfaction and happiness. We present three supported
concepts hypothesized to directly and indirectly contribute to consumer happiness: spiritual reflection,
care for others, and financial detachment. Each concept is presented with appropriate support and
measurements. Lastly, a conceptual model of happiness is tested using structural equation modeling and
implications for consumers and policy makers are provided.

Consumer Happiness

Happiness has become an increasingly popular research topic2 (Myers and Diener 1996; Easterlin 2001).
Its popularity denotes the importance that the "pursuit of happiness” plays in consumers' lives. Yet, what
is happiness, and how does it differ from consumer happiness? Veenhoven (1984) demonstrates,
through a comprehensive literature review of happiness definitions, that the issue is complicated. The
concept of happiness is confused, in part, by common, philosophical, and modern social science
language and objective versus subjective measures. Ultimately, Veenhoven (1984, p. 22) defines
happiness as "the degree to which an individual judges the overall quality of this life-as-a-whole
favorably" and does not see much of a distinction between "overall happiness” and the other commonly
used proxies for happiness: life satisfaction or subjective well-being (SWB).

A number of factors have been linked to achieving happiness or well-being. Initially, the subjective well-
being research addressed the impact of external demographic variables (i.e., income, age, marital status,
etc.). But objective demographic variables attribute only a small amount of subjective well-being measure
variance (see Diener 1984 and Diener et al. 1999 for a review). Thus, researchers turned to internal
and/or psychological factors such as one's genes, personality traits, social comparison, aspiration
comparison, life goals, adaptation, and coping abilities. Subjective factors are credited for contributing to
the majority of one's subjective well-being (Diener et al. 1999). The present study utilizes three subjective
factors (discussed later) to explain happiness as it relates to the consumer role.

Recently, the construct of "consumer happiness" was presented as "a summary variable of the important
experiences in consumption, and thus integrates satisfaction and regret with positive and negative
affective experiences" (Desmeules 2002, p. 5). As such, consumer happiness is an enduring feeling
(Ahuvia and Friedman 1998) which integrates pleasure and pain, laughter and tears, and satisfaction and
disappointment (Desmeules 2002). Desmeules notes that it "is meant to mirror general happiness in life,
only for the area of consumption" (2002, p. 5). Given the proposed relationship between consumer
happiness and life happiness, this research

Happiness is also referred to within the literature as "subjective well-being, satisfaction, utility, well-being and
welfare" (Easterlin, 2001, p. 465).
utilizes literature from general happiness studies and consumer research to discuss the relationship
between consumption and happiness.

The concept of happiness is often linked with the concept of materialism, which is defined as "the
importance a consumer attaches to worldly possessions" (Belk 1984, p. 291). A materialistic individual
believes that material possessions provide the greatest source of satisfaction and dissatisfaction. Today's
consumer society is awash in luxurious products, enabling almost everyone access to what was once
unattainable, despite the considerable individual and societal costs (Frank 1999). Conspicuous
consumption has been further advanced in Western society by the rampant exposure to glamorous
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lifestyles (via catalogs, television, magazines, etc.) and the "call-and-raise-the-Joneses" mentality
(Easterbrook 2003,
p. 140).

Within consumer research, there are two major ways of measuring materialism and its effect on
happiness: materialism conceptualized as a value (Richins and Dawson 1992) and materialism perceived
as a personal trait (Belk 1985). Although Richins and Dawson (1992) and Belk (1985) take two different
approaches to materialism (trait versus value), they share a basic understanding of materialism and
conclude with similar findings. Belk (1985) found negative correlations between materialism and
happiness and between materialism and life satisfaction. Similarly, Richins and Dawson (1992) correlated
materialism with various aspects of life satisfaction and concluded that high scorers on materialism were
less satisfied with their lives.

Economists have also addressed materialism by illustrating the relationship between income and
"material aspirations." More specifically, as income increases throughout the consumer's life, his or her
aspirations related to material goods increase as well, often resulting in frustration (Easterlin 2001; Frey
and Stutzer 2002). In other words, as consumers earn more, they continue to want more and their levels
of subjective well-being remain the same.

Challenging the Idea that Need Satisfaction Enhances Happiness

To understand how disengaging from one's income may lead to increased happiness, a discussion
debating the theory of need satisfaction (i.e., satisfying an individual by providing goods for his or her
consumption) is provided. This argument directly challenges the link between consumption and
happiness, thus negating the importance of income in one's life. The marketing idea that need
satisfaction enhances happiness is based on four assumptions:

1. Happiness is reached by focusing on pleasurable experiences and minimizing pain.

2. Freedom of choices creates happiness.

3. Happiness is created through consumption and not production.

4. Financial capital enables consumers to satisfy their needs, thus resulting in

happiness.

First, marketers assume that happiness is reached by focusing on pleasurable experiences and
minimizing pain (Belk 1985). Yet, happiness is a product of not only satisfaction but also regrets, doubts,
pain, and sorrow (Ahuvia and Friedman 1998). Consequently, need satisfaction cannot directly be
correlated to consumer happiness because it is solely affiliated to positive emotion, whereas consumer
happiness is affiliated to both positive and negative emotions. Moreover, recent studies in consumer
behavior note that consumption is becoming more a result of desires than of needs or wants (Belk, Ger,
and Askegaard 2003). Yet, "desire does not desire satisfaction. To the contrary, desire desires desire.
The reason images are so desirable is that they never satisfy" (Elliot 1997, p. 288). Here, happiness is
not reached through satisfaction but through the entertainment of desires.

The second assumption relates to the freedom of choice and its relation to happiness. In most marketing
literature, the freedom to choose, which includes convenient shopping, product availability, and variety,
helps consumers satisfy their needs (Ng 1997). Freedom of choice facilitates consumer need satisfaction,
but too many choices can prove to be detrimental. This aspect of "consumer hyperchoice" can be
experienced as a form of tyranny and promotes discontentment rather than happiness. A high number of
alternatives from which to choose can create conflicts, fear of loss, and lower levels of decision
satisfaction (Desmeules 2002; Schwartz 2004; Kaun 2005; Mick, Broniarczyk, and Haidt 2004). Hence,
consumer happiness does not necessarily relate to a higher number of alternatives from which to choose.

The third assumption relates to Abraham Maslow's hierarchy of need satisfaction (Maslow 1954). The
pyramidal theory of need satisfaction asserts that individuals who consume "education, hobbies, and
travel" (Solomon 1996, p. 133) reach self-actualization (Solomon 2002). As self-actualization is the
highest point of human development, this theory assumes that happiness is reached through
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consumption rather than production. However, numerous economics studies strongly challenge the
postulation that consumption, rather than production, enhances happiness. For example, the producer
economists note that prioritizing work and production is a better route to happiness and human
development than the route through consumption (Campbell 1981; Lane 1992). Productive activities,
even painful and disturbing ones, provide challenges and feelings of achievement (Campbell 1981; Lane
1992), which ultimately enhance happiness (Veenhoven 1994, 1997). In addition, the theory of need
satisfaction assumes a deterministic perception of the nature of consumers. Under need satisfaction
theory, consumers are rational and reactive to their environment. They consciously and rationally seek
higher orders of need satisfaction (Maslow, 1954). This view invokes that there is always a lack of a
certain category of needs and that needs are natural or even biological to consumers (Belk et al. 2003).
However, in today's fragmented world where choices are unlimited, the "multiplicity of competing values
and beliefs make the very idea of rational choices meaningless" (Elliot 1997, p. 289). Consumers are no
longer predictable individuals searching to consciously satisfy identifiable needs®. They are unpredictable
and irrational, and their happiness appears much more complex than simply having their needs satisfied.

Finally, marketers assume that financial capital enables consumers to satisfy their needs and therefore
enhances their happiness. Such a notion finds support in empirical, scientific, and economic views of
happiness. For example, initial studies on well-being concentrated on finding an economic solution to
individuals' happiness (Koopmans 1957). Such research concentrated on showing how and why the
economic system could bring happiness in one's life.

As noted earlier, later studies have concentrated on the relationship between happiness and income and
have found that while there is a positive relationship between income and well-being, the correlation is
not strong in wealthier countries (Diener et al. 1993; Diener and Suh 2000). In particular, time series
research found that income growth did not increase with happiness for many industrialized nations
(Easterlin 1995) and that it takes more income to be as happy today than it did in previous decades
(Easterlin 2001). One explanation of this occurrence is that wealthier nations hit a point of "diminishing
returns" when it comes to income growth and well-being (Diener and Seligman 2004). After a point of
meeting "basic" needs,

For instance, one may question what rationality stands behind the consumption lifestyle of a male consumer who is
an executive vice-president for a multinational corporation during the week, runs naked during the Burning Man
celebration in the desert, drives a Harley Davidson bike on weekends, and dresses as a woman in evenings.
Similarly, some homeless refuse free shelters while other consumers acquire objects compulsively.
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consumers' happiness doesn't benefit appreciatively with increased income (Diener and Biswas-Diener
2002).

In opposition to this theory of economic progress and financial capital, other researchers emphasize that
the desire for money and/or wealth is exhausting and can relegate people to, among other things, a state
of perpetual unhappiness and increased levels of stress (De Graaf, Naylor, and Wann 2001; Thoits and
Hannan 1979). Easterbrook (2003, p. 177) notes that "what people really want in life — love, friendship,
respect, family, standing, fun — is not priced and does not pass through the market. If something isn't
priced you can't buy it, so possessing money may not help that much." These findings and observations
are consistent with Max Weber's view of capitalist societies in which individuals are instruments of the
economics of the market; they are possessed and even alienated by the economic system. Following this
perspective, Fromm (1975) argues that the capitalist man is no longer capable of happiness -the modern
man only negotiates or trades and ultimately suffers from a non-creative disposition. Here, money and its
economic power conflict rather than promote happiness. This viewpoint has recently appeared in studies
on voluntary simplicity, downshifting, or simple living (Cherrier 2002; Cherrier and Murray 2001).

Theoretical Model

Responsive to the idea that pleasurable experiences, freedom of choices, and money accumulation do
not necessarily enhance consumer happiness, this study considers philosophical and sociological views
on what causes happiness (Fromm 1960, 1975; Hadot 1981, 2002). It also draws upon relevant literature
related to happiness in the psychological, economic, and consumer behavior fields. The proposed tested
model is illustrated in Figure 1. The subsequent discussion draws upon three factors—spiritual reflection,
care for others, and financial detachment—that we hypothesize will be positively and significantly related
to

happiness.

Figure 1: Proposed Model Tested in the Study

Care for
Others

Financial \
Detachment/

H4

HAPPINESS

Spiritual
Reflection

Spiritual Reflection

In his research on happiness, Fromm sees the modern man as an instrument of the market who will not
be happy unless he practices certain self-discipline and lays down a number of rules of conduct
(Fromm 1960, 1975). According to Fromm, discipline, concentration, patience, and real dedication are
the four most important criteria to live a happy life (Fromm 1975). Drawing upon this work, Hadot (1981,
2002) related Fromm's concept of self-discipline to the importance of spiritual exercise for happiness.
For Hadot, in order to live a happy life, individuals have to question the meaning of life and follow their
spiritual needs. We therefore define spiritual reflection for the purposes of this study as, 'a personal
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search, journey, or quest to connect with one's true or authentic self." As such, spirituality reflection
comes to include the set of feelings, tastes, practices, objects, values, knowledge, beliefs, and
experiences which are associated with the search for connection with an authentic self.

Within the happiness literature, religion has received much attention, whereas spirituality has been
emphasized less. This is unfortunate given that Western nations are decreasing their attendance within
formal worship, yet spirituality is on the rise (Easterbrook 2003). While there is a distinction between
religion and spiritual reflection®, the two concepts are intertwined (Zinnbauer, Pargament, Cole, et al.
1997). Thus, we present religious literature that is relevant to the concept of spiritual reflection.
Religious meaning, defined as "the process of turning to religion in an effort to find a sense of direction
in life, and a sense that there is a reason for one's existence" (Krause 2003, p. S160), is similar to our
concept of spiritual reflection. Krause's (2003) research, which examined the relationship between
religious meaning and subjective well-being among older African Americans and Caucasians, found
that there was an association between greater religious meaning and greater life satisfaction.
Furthermore, personal spirituality (i.e., "personal aspects of religious or spiritual involvement, such as
experiencing a connection with a higher power and integrating religious or spiritual beliefs into
everyday life," p. 222) moderates an individual's ability to deal with life's stresses, thus resulting in a
higher level of subjective well-being compared with individuals who exhibit lower levels of personal
spirituality (Fabricatore, Handal, and Fenzel 2000).

Consumer researchers have found that income, aspects of materialism, and subjective well-being are
not positively related in individuals who rated high in religiosity (La Barbera and Gurham 1997). To
explain this phenomenon, La Barbara and Gurham (1997, p. 90) state that "[s]acred values
emphasizing qualities such as family, relationship with God, etc. in preference to economic
accomplishments and possessions may render income to be less significant in impacting SWB." Sood
and Nasu (1995) also found United States Protestants high in religiosity to be more concerned with
prices, distrusting of advertisements, and questioning the relationship between price and quality more
than individuals who rated low in religiosity. These findings are consistent with Belk's (1983)
observations that religious teachings, which include caring for others and sharing, often oppose the
materialistic nature of consumer culture today.

Based on Hadot's conceptualization of happiness and research on religion, we propose the following:

Religious behaviors and beliefs are one means by which individuals may seek to experience and express
spirituality. Religion offers a cultural, social, and organizational framework by which individuals may anchor
their spiritual search, yet this search may also occur outside of a religious framework. Thus, the term spirituality
includes both the most intrinsic or personal aspects of religiosity as well as those expression and experiences of
"divine" connection which occur outside religious culture, group, or tradition.

Hypothesis 1: Spiritual Reflection will be positively related to Care for Others Hypothesis 2:
Spiritual Reflection will be positively related to Financial Detachment

Care for Others

The relationship between caring for others and happiness has been discussed by a number of
scholars. As Foucault (1997) noted, happiness can only be accomplished with relationships of
dependence to others. For Foucault, caring for oneself "involves complex relations with the other,
because this ethos of freedom is also a way to be able to care for others" (1997, p. 287). Foucault
elevates care for others and curiosity to two of the prime elements of living a good life (1997). Etzoni
(1997, 2001) expands this viewpoint to include the creation of a communitarian environment and the
development of global communities as ways to enhance happiness. Thus, each author emphasizes the
importance of caring for others in relation to living a happy life. Recent happiness literature also
documents the impact of others on one's happiness. Specifically, Veenhoven's (2002) analysis of the
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World Database of Happiness notes a strong correlation between happiness and the capability to care
for others.

Caring for others involves the acknowledgement of our responsibility toward others, which includes
being stewards of the environment. Feeling responsible toward others is a compound of two principal
functions: restraint and activity. With regard to consumer behavior, individuals who consciously care for
others are concerned with the common good (Jolibert 1981). When purchasing products, they act as
socially conscious consumers who take into account the public consequences of their private
consumption (Webster 1975; Mohr, Webb, and Harris 2001). As such, they actively seek products and
services from companies that help others and/or deliberately reject products manufactured by unethical
firms (Curlo 1999). This behavior is called socially responsible consumption behavior (Mohr et al.
2001), conceptualized by purchase decisions motivated not only by a desire to satisfy personal needs
but also by a concern for the welfare of society in general (Antil 1984; Antil and Bennett 1979).
Unfortunately, the current consumer marketplace makes it difficult for socially responsible consumption
behavior to occur, and consumer hyperchoice may even "reduce willingness to engage in altruistic and
pro-social behaviors" (Mick et al. 2004, p. 209).

In this study, socially responsible consumer behavior manifested as care for others is hypothesized as
a component of consumers' happiness through a positive relationship with financial detachment. Thus,

Hypothesis 3: Care for Others will be positively related to Financial Detachment.

Financial Detachment

Increased wealth comes with a price for some: material aspirations grow (Easterlin 2001; Frey and
Stutzer 2002), stress increases (Thoits and Hannan 1979), relationships are tested (Smith and Razzell
1975), and less time can be devoted to leisure (Diener and Biswas-Diener, 2002). In essence,
individuals are experiencing a "consumer hyperchoice" shopping environment marked by "ever-
increasing" consumer shopping, purchase options, day-to-day demands, and decreased time (Mick et
al. 2004). As Mick et al. (2004, p. 209) summarize, the effects of hyperchoice could include
"diminishment of mindfulness or attentional control,” judgementalism, impatience, and incivility. Beyond
impacting the quality of consumers' interactions, individuals have less time available to devote to their
family, community, and leisure activities. For

example, Americans specifically work more than those in many other industrialized, wealthy nations
(Sennett 1998). What free time that does remain is primarily reserved for watching television (2.58
hours on average a day), compared to socializing with friends (.78 hours on average a day) (American
Time Use Survey 2006). Thus, the end result is less time spent caring for others and reflecting on one's
life, as well as the diminishing quality of these interactions.

Easterbrook (2003) suggests that "waking up from the American dream" needs to happen for
consumers. In other words, material goods and personal freedom do not equal happiness; happiness
needs to "come from elsewhere." There is some evidence that consumers are starting to realize the
financial and consumption costs of desiring more. For example, American television is replete with
shows devoted to reducing credit card debt and limiting clutter in the home. Industries predicated on
organizing one's "stuff" have blossomed (e.g., The Container Store, Real Simple magazine, etc.).
Inglehart (1977) proposed that values antithetical to materialism are occurring with more frequency
within industrialized nations. These "postmaterialism" values embrace self-expression, sense of
community, quality of life, and eschew materialistic values such as purchasing and achievement.
Empirical research by Inglehart (1997) indicates that the number of individuals embracing post-
materialist values has increased within industrialized nations.

Research addressing the outcomes of setting an excessive value on money may explain the surge in

postmaterialism. Findings revealed that the cost of prioritizing money in one's life (i.e., "I firmly believe
money can solve all of my problems" and "I would do practically anything legal for money if it were
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enough"), results in lower levels of well-being (Kirkcaldy, Furnham, and Martin 1998). Lastly, Max
Weber (1968) strongly prescribed individuals' detachment from money accumulation, citing that it is the
controlling tool for the ones in power. Therefore,

Hypothesis 4: Financial Detachment will be positively related to happiness.

The Study
The Sample

A pilot test was conducted using a convenience student sample from a Midwestern University in the
United States (n=101, 19 to 42 years of age, 52% males). Respondents were drawn from three
undergraduate business classes. Respondents pre-tested each of the items within the four conceptual
measures and the overall theoretical model that were later used for the primary study.

For the primary study, measures on happiness, financial detachment, spiritual reflection, and socially
responsible consumption (i.e., care for others) were included in a survey sent to 300 respondents. Of
the 266 respondents who returned the survey, 261 completed the four scales without missing data.
Respondents were aged between 25 to 89 years of age with an average age of 56. Forty-one percent
of the sample was male. The income and education distribution within the sample was representative
of the Midwestern state selected for the study (i.e., $44,000 is the median income and 50% have some
college education). None of the scales used in the study significantly correlated with income level, age
or religious preference. The distribution of the data collected from the 261 respondents did not exhibit
skewness or kurtosis distribution.

The Measures

Four measures were selected to evaluate the concepts of care for others, spiritual reflection, financial
detachment, and happiness (See Table 1 for the specific items used.). Three measures (care for
others, spiritual reflection, and financial detachment) were drawn from previous studies (Antil and
Bennett 1979; Cherrier 2002), whereas the one-item happiness measure was self-constructed.

TABLE 1 - Iltems for Measures Used in the Model

Items for Financial Detachment (Cherrier, 2002; 7 pts. Likert)

My happiness is not based on how much | earn /will earn
Getting an important salary is not a priority to me

Iltems for Spiritual Reflection (Cherrier, 2002; 7 pts. Likert)

| very often think about the meaning of my life
| follow my spiritual aspirations

Items for Care for Others (Antil and Bennett 1979: 4 items extracted, 5 Pts Likert)

| don't think we are doing enough to encourage manufacturers to use recycled packages

Natural resources must be preserved even if people must do without some products

All consumers should be interested in the environmental consequences of the products they
purchase

| have often thought that if we could just get by with a little less, there would be more left for future
generations

Item for Happiness Scale (10 point scale)

In general, how happy or unhappy do you usually feel?

Care for others

The socially responsible consumption behavior scale (SRCB) developed by Antil and Bennett (1979)
and reviewed by Antil (1984) was used for this study. The SRCB scale is composed of 40 Likert-type
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items (agree-disagree) scored on a five-point basis. Antil (1984) assessed reliability, dimensionality,
and validity of the SRCB scale using two non-student samples (n=690 and n=98) with Cronbach's
alpha .93 and .92, respectively. Principal component factor analyses were conducted for the SRCB
scale to extract factors. After Varimax rotation and Scree tests, the factor analysis resulted in eight
factors. Specifically, items 5, 7, 8, and 14 loaded highly on one factor. Those four items presented on
Table 1 essentially reflect the construct pertaining to care for others and care for the environment. This
factor pattern is consistent with the concept of caring for others relevant for this study. The results from
confirmatory factor analysis on the four-item "caring for others" concept using structural equation
modeling (Gerbing and Anderson, 1988) with AMOS software indicate a good model fit (x> = 1.094, p-
value = 0.579, NFI = 1.00, RSMEA = 0.00).

The test for reliability using SPSS reported a Cronbach's alpha score of .82, greater than the .7
required for reliability. Because Cronbach's Alpha assumes that all items have equal reliabilities (m&
equivalent), it is preferable to consider the standardized composite reliability if there is a small number
of items measuring one construct. The standardized composite reliability for the four items measuring
care for others in this study was estimated using structural equation modeling and reported a .83,
which is above .70 for acceptable reliability (Kline 1998).

Spiritual Reflection: Two items were taken from the Personal Growth scale (Cherrier 2002) that were
consistent with the concept of spiritual reflection (see Table 1). The scales were pretested, within the
study's pilot study, using a convenience sample of students from a Midwestern university and re-
assessed for this study on the non-student sample from a Midwestern state. The standard composite
reliabilities (Pc) for Spiritual Reflection were .83 (n = 101) and .72 (n = 261). The average variances
(Pvc™)) for spiritual reflection were .79 (n=101) and .56 (n = 261), which are above .50 for convergent
validity (Fornell and Larcker 1981; Gerbing and Anderson

1988).

Financial Detachment

Two items were taken from the Attitudes Toward Money scale (Cherrier 2002) that measured the
concept of financial detachment (see Table 1). The scales were pre-tested, within the study's pilot
study, using a convenience sample of students from a Midwestern university and re-assessed for the
study on the non-student sample from a Midwestern state. The standardized composite reliabilities (Pc)
for financial detachment were 0.71 (n = 101) and 0.71 (n= 261). The average variances (Pvc")) for
financial detachment were .56 (n = 101) and 0.57

(n = 261).

Happiness

One item was used to measure happiness. Respondents were asked to answer the question "In
general, how happy or unhappy do you usually feel?" using a 10 point ranking ranging from extremely
happy (feeling ecstatic, joyous, or fantastic) to extremely unhappy (utterly depressed or completely
down). The use of this type of item is consistent with previous happiness or well-being studies and has
been shown to exhibit adequate validity and reliability, with some exceptions (for a review see Diener
1984).

The pair-wise comparison using structural equation modeling with AMOS showed a good model fit for
the pre-test sample (n=101) (x2 =0.703, p-value = 0.402; NFI = 1.00, RSMEA = 0.00) and for the study
sample (n=261) ()(2 = 0.509, p-value = 0.476, NFI = 1.00, RSMEA = 0.00)5 (see Table 2). For each
measure, discriminate analysis was confirmed using the X’ difference test (Gerbing and Anderson
1988) and the Fornell-Lacker Discriment validity test (Fornell and Lacker 1981) (see Tables 3 and 4).
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According to Hu and Bentler (1998), to accept a model, Chi-square must be significant (p > 0.1). The Normed Fit
Index (NFI), which indicates the proportion of the improvement of the overall fit of our model relative to a null model
(one is which the observed variables are assumed to be uncorrelated), need to be above the 0.90 required for a
good fit (Bentler 1990). The Root Mean Square Error (RMSEA), which tends to 0 as the overall fit of the model
improves, needs to be equal to 0 for a perfect model fit (Browne

TABLE 2: Pairwise Comparison

X NFI|RSMEA  |Squared Min A p- |Composite | Average
p-value Corr. value Reliability Variance
(Pc) (Pvcfc))
SPRITUAL REFLECTION
Financial 0.509| 1.00|0.000 0.091
Detachment 0.476 0.000 0.720 0.560
Care for Others 3.731 1.00{0.000 0.076
0.881 0.000 0.720 0.560
FINANCIAL DETACHMENT
Spiritual Reflection 0.509 1.00{0.000 0.091
0.476 0.000 710 570
Care for Others 8.859 1.00{0.020 0.037
0.354 0.000 710 570
CARE FOR OTHERS
Financial 8.859| 1.00{0.020 0.037
Detachment 0.354 0.000 .830 .540
and Cudek 1993).
Table 3: Pairwise X2 Difference Test of Discriminant Validity
Constrained Unconstrained X* Diff. test
X oy |df  [X° df  [X®Diff. [df Diff. [P value X*
Diff.
Spirit-Reflect - Fin. Det. 4.925 0.210 |4 0.509 |0.091 |1 4.416 3 0.010
Spirit-Reflect - Care for Others |16.455 (0.07 6 |13 [3.731 |0.076 |8 12.724 |5 0.000
Care for Others - Fin. Det. 22.725 0.034 |13 |8.859 (0.037 |8 5.262 5 0.001
Results
TABLE 4: Fornell-Lacker Discriminant Validity Test
Average Phi”
Variance
(Pve(")
Spiritual Reflection - Financial Detachment .560/.570 0.091
Spiritual Reflection - Care for Others .560 /.540 0.076
Care for Others - Financial Detachment .540/.570 0.037

For discriminant validity: (Pvc?h)) > ®N
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The model fit for each measure was estimated using structural equation modeling approach with
AMOS software. The maximum likelihood method (ML) was employed because of its superiority to the
generalized least squares estimation method at sample size 261 (> 250) (Hu and Bentler 1995).

The Chi-Square of 52.269 with 0.386 probability of fit indicates that the model demonstrates a good fit.
Moreover, it reports a Goodness of Fit Index of 0.996, a CFl of 0.991 and a Tucker-Lewis Index of
0.989, which are all above the 0.90 recommended for a good fit (Hu and Bentler 1981). This model
reflects an RMSEA of 0.013, indicating a perfect model fit (Browne and Cudek 1993). Helter 0.05 index
reports 336 as the largest sample size for which one could accept our model, which is above 200 for a
good fit. Finally, this model reports the information theoretic as follow AIC (108.269) < BCC (111.217) <
CAIC (236.076) < BIC (277.653).

Figure 2: Evaluation of the Proposed Model with Standardized Regression
Weights

Care for

Others 222
A

Financial
Detachment

Spiritual

Reflection 234

y

HAPPINESS

Significant Standardized Regression Weights at p-value < 0.05.

Table 5: Estimation of Direct and Indirect Effects in the Model

P-value Standard

Estimate
Spiritual Reflection -Financial Detachment 0.000 0.113
Care for Others - Spiritual Reflection 0.007 0.089
Financial Detachment - Happiness 0.002 0.097
Care for Others - Financial Detachment - Happiness 0.019 0.050
Spiritual Reflection - Financial Detachment - Happiness 0.033 0.060

All four hypotheses were supported, as each p value related to each hypothesized direct effect was
lower than 0.05 and therefore significant (see Figure 2 and Table 5). Moreover, all indirect effects were
also supported: spiritual reflection has a positive effect on happiness through financial detachment (SE
= 0.06, t value = 1.833 and p-value = 0.033), and care for others has a positive effect on happiness
through financial detachment (SE = 0.05, t value = 2.08, and p-value = 0.019).

Discussion and Conclusion

This research challenges the common notion that having more money and products is always better.
First, an argument was presented that rebuked the idea that the theory of need satisfaction contributes
to happiness. Similar to Belk et al.'s (2003) description of the cycle of desire, the argument was put
forward that when desire is realized and need satisfied, another need is found and happiness is never
reached. According to this perspective, happiness is reached by individuals who consciously choose to
restrain themselves. Next, a model was offered that represents the importance of financial detachment
to happiness. Specifically, it proposes that spirituality and care for others are also directly related to
financial detachment and indirectly to happiness.
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This investigation of financial detachment calls into question the equation of a happier life with more
money and fulfiled material needs. It therefore reinforces previous consumer research that has
illustrated that materialism is negatively related to happiness (Belk 1995; Richins 1994; Richins and
Dawson 1992; O'Connell 2002; Tatzel 2003). It also lends support to economic research that found
weak correlations between income and happiness (Diener et al. 1993; Diener and Suh 2000). Unlike
other studies that have addressed money, this research takes a novel approach by looking not at
actual income but rather at consumers' perceived relationships with income.

The research also found significant, although indirect, relationships between care for others, spiritual
reflection, and happiness. With regard to spiritual reflection, the study broke away from using traditional
religious measures (i.e., church attendance, religious denominations, etc.) and embraced the idea of
spirituality which is seeing increased popularity in Western countries (Easterbrook 2003). Furthermore,
the concept of caring for others utilized the socially responsible consumption behavior scale. Socially
responsible consumption behavior is becoming increasingly important as environmental concerns have
reached a cultural "tipping point" in industrialized nations. The significant relationship between caring
for others and happiness offers consumers another reason to be good stewards of the environment. In
conclusion, these findings provide further support for postmaterialist values (Inglehart 1977).

As marketing reflects on the developments in the social, cultural, political, and economic environments
in general, this study has important implications for consumers and policy makers. The research
provides evidence that need satisfaction does not necessarily create happiness. This finding is in stark
contrast to traditional marketing approaches. If consumers associate happiness with financial
detachment, spiritual reflection, and care for others, there is a disconnection between consumers' and
marketers' perceptions of achieving happiness. The ideas of "less is more" and having too many
consumption choices is bad (Desmeules 2002; Schwartz 2004; Kaun 2005) are antithetical to a
company's bottom line. This research also provides support to the downshifting/voluntary simplicity
movement. Realistically, however, the vast majority of consumers are not going to markedly reduce
their consumption as those in the downshifting/voluntary simplicity movement have (Belk 2001).
Western culture is cluttered with messages of excessive consumption, facilitated by high rates of
television viewing. Consumers have been socialized to the "more is better" mantra. Yet, a clear
message, perhaps delivered through traditional marketing mediums, needs to be sent to consumers
explaining that they can be happier with fewer material goods and with a focus shifted away from
money accumulation. Another method proposed to extinguish consumers' lust for consumption is to
limit their exposure to advertisements selling luxurious products (Veenhoven in press). Frank (1999)
has also proposed rewarding consumers for saving money via tax exemptions and taxing luxury goods.

This research also highlights the importance placed upon spirituality and care for others. Marketers
need to embrace marketing as a business philosophy by using the societal marketing approach to
assist consumers in their desire to express their spirituality and care for others (Crocker and Linden
1997; Rosenblatt 1999). Recently, marketers have moved in this direction by electing to integrate tribal
marketing, which facilitates the communal gathering of individuals (Cova 1996) or brand communities
(Muniz and O'Guinn 2001) in their strategies. Examples of these types of communities can be found at
Jeep Camp and Harley Owners Group (HOG) meetings and events. The result of this interface
between community and brand is that consumers become interwoven into the marketing process and
the gap between consumption and production fades away. Consumers become producers who are free
to "create new meanings for goods through their own idiosyncratic performance of everyday life" (Elliot
1997 p. 290; Solomon 2003). Consumers could be encouraged to find meaning in lowering their
consumption lifestyle. This could be achieved by having consumers produce what they consume (e.g.,
making their own clothes, producing their furniture, or growing vegetables in their garden). They also
should be encouraged and provided with means to share, both online and offline, their strategies to
reduce consumption. One example of this phenomenon can be found in Belk's (2001) discussion of his
experiences monitoring the online bulletin board, "Simplifying the holidays." Beyond providing a vehicle
(i.e., Internet bulletin boards, websites, etc.) by which consumers can share their consumption-related
information, public policy makers could do a better job informing consumers of companies that practice
the societal marketing concept.
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Lastly, further research on the importance of financial detachment and the indirect impact of care for
others and spiritual reflection on happiness should be tested in other studies using wider samples.
Other studies may also employ diverse empirical methods such as experiments or surveys, multi-
method multi-trait designs, as well as constructs based on ecological awareness. Consumer
researchers may also turn their attention to just how to change the tide of consumption; how do we
teach "less is more" in a culture of "more is better"?
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Respect is important, ignored, and poorly defined in marketing circles. One would expect respect to
play a significant role in relationship marketing because we know that it is important in interpersonal
relationships; especially close ones (Frei and Shaver 2002). Even though marketers express concern
about relationships, we have virtually ignored respect in the academic marketing literature (e.g.,
Winsted 2000). When it is mentioned, authors use the term colloquially, as if everyone shares their
understanding. It is without conceptual development. We suggest that marketing and consumer
scholars need to work on conceptualising respect in the marketing context. In this essay, we build a
case for caring about respect in the marketplace. We explore what respect is, why it is important and
what we need to do to build a new marketplace based on respect.

ARTICLE

I'm not concerned with your liking or disliking me.. All | ask is that you respect
me as a human being. Jackie Robinson.

Respect is important, ignored, and poorly defined in marketing circles. Even though marketers express
concern about relationships, they have virtually ignored respect. In this essay, we build a case for
caring about respect in the marketplace. We explore what respect is, why it is important and what
marketers and consumers need to do to build a new marketplace based on respect.

Why we should care about respect

We should care about respect because it is fundamental to our experience of both social relations and
self (Sennett 2003; Harre 1980). People in most cultures desire and demand respect as it enhances
their personal well-being (Middleton 2004). Everyone wants to be taken seriously. Considering the
prevalence of consumption and marketplace interactions in today's society, we need to learn more
about respect.

What is respect?

Respect is complex. There seem to be two aspects to respect: connection and consideration. First,
respect requires a connection (Dillon 2003). The Oxford English Dictionary calls respect "a relation of
one person or thing to another; to have relation to, to refer' (Oxford English Dictionary 1989).
Consideration is the second aspect of respect. Respect involves "a responsive relation ... in which the
subject responds to the object from a certain perspective in some appropriate way," (Dillon 2003 p. 3).

Showing respect is part of this consideration element. It could manifest as discrimination, partiality,
deference, or displayed esteem (Oxford English Dictionary 1989). To respect someone implies that one
considers them and feels, thinks, or acts in certain appropriate ways.

There seem to be at least two different kinds of respect: recognition and appraisal respect (Darwall,
1977; Dillon, 2003). Recognition respect is a "disposition to weigh appropriately some feature or fact in
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one's deliberations" solely because it is a fact (Darwall 1977 p. 39). For instance, one could take into
account the value of human dignity and act appropriately towards people simply because they are
people. This includes expressing unconditional acceptance and acknowledgement. Thus,
consequences are part of the deliberation regarding how one should act. Appraisal respect is a positive
evaluation of an object's merits (Darwall 1977). In this sense, it is as if the object earns or deserves the
respect. It implies no other response than the evaluation, which could be felt as admiration or esteem.
For instance, one could respect a musician's or an athlete's talents. One can also admire one object
more than another object (e.g., one musician more than another). But, this does not imply appropriate
ways of acting.

Why respect is important to marketing

Kevin Roberts, CEO of Worldwide, Saatchi & Saatchi, believes that, "Respect is the foundation of
successful business" (2004 p. 60). He reasons that customers base respect on the company's
performance, reputation, and trust. Respect grows out of performance as consumers judge every
interaction and touch point. Similarly, Tom Reilly, a sales training consultant, places respect at the
"heart of all business transactions” (Reilly 2002). Disrespect alienates people, but they feel good when
treated with respect. Respect brings customers back and leads to positive word-of-mouth (Blodgett et
al. 1995). Customers who feel disrespected stop doing business with the company (Dobson 2003).

Consumers value respect. Stories of consumers' bad experiences illustrate how much respect matters
to consumers. In one story (Friend 1997), a woman carefully chose a jeweller to set a special stone.
She phoned for an appointment and was told she did not need one. When she arrived at the shop, the
jeweller was busy. She went away and came back later as requested. The jeweller was busy again and
still did not acknowledge her presence. The gist of the story was that the woman admired this person's
work, but he ignored her; he did not reciprocate the respect. Naturally, she never went back. This story
illustrates a lack of recognition respect from the jeweller. He did not value her as a customer or as a
person.

Another story shows appraisals based on behaviour that led to disrespect. A woman and her
colleagues had just finished a special and demanding project for the Ministry of Education and went
shopping to reward themselves. They expected to be treated according to their status as educators, but
in their giddiness and celebration, they could not believe the shop attendant's accusation. "l don't
believe it ... NO... we're being picked up for shoplifting!!!" (Friend and Thompson 2003). The attendant
evaluated them based on their behaviour and deemed them respect-unworthy.

Stories also reveal the reciprocal nature of respect. In a study of trust experiences in health-care
relationships, respect emerged as an element of reciprocity (FitzPatrick 2004). When health-care
providers respected their patients, patients returned the respect. Moreover, when respect was mutual,
it built trust.

What do we need to do?

We need to care about respect. Informing both consumers and marketers about why respect is
important and how it benefits them, how to show respect, and how to elicit respect from others, can
build a better society. Respect, however, needs to be reciprocal. Not only do businesses need to give
respect, but so do consumers. Consumers need to respect the service provider and other customers to
gain respect in return. The more we learn to respect, the more value we create for self, marketplace
and society. We can build a new marketplace - one in which we respect the eternal dignity of
consumers and service providers.
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ABSTRACT

Technological advances increasingly provide marketers with the opportunity to empower consumers.
Consumer empowerment is a positive subjective state evoked by consumer perceptions of increasing
control. As a positive state, increasing consumer empowerment should be associated with increasing
consumer satisfaction. If such a relationship exists, it may be influenced by a number of contextual
variables. Knowing in what contexts empowerment has a greater impact on satisfaction would help
marketers decide when they could more effectively use such a strategy. This study has two purposes:
1) to investigate the relationship between consumer empowerment and satisfaction and 2) to
investigate a set of potential influences on that relationship. Marketers will be in a better position to
decide when to empower consumers if they have guidance on the relationships between these
variables.

ARTICLE

While there is some evidence as to when consumer empowerment is beneficial for the consumer (e.g.,
Goldsmith 2005; Henry 2005; Pitt et al. 2002), less well known is when giving control to consumers
offers potential benefits to marketers. This is surprising given that marketers often hold the key to giving
consumers a greater amount of control. For example, in the U.S. marketers decide how much access
cell phone customers can have to product information. Cell phone service providers generally keep the
codes allowing use of the phone with competing carriers secret from consumers. Access to those
codes would give consumers the ability to switch carriers when it was cost effective. While intuitively it
seems necessary for marketers to keep those codes secret, perhaps empowering consumers would
enhance consumer satisfaction with the marketer. An important piece of the consumer empowerment
puzzle is the rationale for when empowering consumers is a beneficial strategy to marketers.

This study focuses on the positive state produced by increasing control. It assumes that the marketer's
empowerment strategy has been successful and that the consumer is experiencing empowerment.
Consumer empowerment is defined as a positive subjective state evoked by increasing control
(Wathieu et al. 2002). It should be noted that empowerment is defined as the positive state which
results from increasing control; it is not defined as control. This study does not examine whether the
state of consumer empowerment will or will not be experienced, but examines the relationship of this
state to consumer satisfaction with the empowering firm. Moreover, while consumers can be
empowered through different sources, including governmental regulations and consumer education,
the focus of this paper is consumer empowerment by a firm as part of its business strategy.

Investigating consumer empowerment's impact on satisfaction is important. Given that satisfaction has
been linked to important outcomes for marketers such as positive word of mouth (Anderson and
Sullivan 1993; Wangenheim and Bayon 2007), loyalty (Fornell et al. 1996; Olsen 2002), willingness to
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pay more (e.g., Fornell et al. 1996; Homburg, Koschate, and Hoyer 2005), and a firm's financial
performance (Anderson, Fornell, and Rust 1997), any antecedent to satisfaction would seem an
important investigation. Empowerment is particularly important because marketers can choose how
much control to offer to customers, thus making empowerment a potential source of competitive
advantage. Some practitioners and academic authors argue that providing more control to consumers
is increasingly important for competitive reasons (e.g., Rust and Oliver 1994; Smith 2004). If marketers
are required to empower consumers to stay competitive, knowing the circumstances under which the
relationship between empowerment and satisfaction is strengthened should make the marketer better
at using this tool. Empowerment has been identified as a growing force in marketing (e.g., Rust and
Oliver 1994; Smith 2004). As its prevalence increases, the need to understand its antecedents and
consequences also increases.

The purpose of this study is to examine the relationship between consumer empowerment and
consumer satisfaction. Specifically we seek to determine if such a relationship exists and, if so, how is it
influenced by consumer involvement, responsiveness to customers, and face to face contact between
the employee and customer.

The Empowerment Construct

In the marketing literature, consumer empowerment is defined primarily in two ways. First, consumer
empowerment can be defined as giving consumers power through resources such as greater
information or greater understanding (e.g., Brennan and Ritters 2004; Cutler and Nye 2000; Rust and
Oliver 1994). Second, consumer empowerment is defined as a subjective state, caused by perceptions
of increasing control (Wathieu et al. 2002). We define consumer empowerment using the definition of
Wathieu et al. (2002) as well as a definition of personal control reported by Skinner (1996).
Empowerment is a consumer's subjective experience that they have greater ability than before to
intentionally produce desired outcomes and prevent undesired ones and that they are benefiting from
the increased ability. Thus consumer empowerment is a positive subjective state which results from a
mental comparison of a consumer's abilities relative to existing or previous abilities. As such it is only
the perception of increasing control which evokes empowerment and empowerment may be
experienced whether control actually increases or not.

The two definitions of consumer empowerment have caused some confusion in the literature. While
consumer empowerment has represented the firm activities that evoke the subjective state (e.g.,
Wathieu and Bertini 2007) and the subjective state itself (e.g., Wathieu et. al. 2002), our focus is on the
latter definition. We assume that firm activities have already evoked a state of empowerment. For a
discussion of which activities will lead to a state of empowerment, see Wathieu et al. (2002). Our
investigation begins at a later point in the chain of events, once a state of empowerment has been
evoked, and focuses on the relationship with satisfaction as well as the impact of other variables on
that relationship.

Conceptual Model

Consumer Empowerment and Satisfaction

Consumer satisfaction has gained considerable attention in marketing research and practice. The great
amount of literature has led to different definitions of the construct. Consumer satisfaction is often
interpreted as a cognitive construct based on the confirmation/disconfirmation paradigm. Here the pre-
purchase expectations regarding the product or service are compared to the actual purchase
experience (Churchill and Surprenant 1982; Oliver 1997), leading to satisfaction, dissatisfaction or
indifference. In contrast to this cognitive interpretation of satisfaction, other studies see satisfaction as
an emotional response to a consumption experience (e.g., Oliver and Westbrook 1993). Some recent
literature, however, defines consumer satisfaction based on affective and cognitive processes (Oliver
1997). In this study, we follow the cognitive-affective approach and define satisfaction according to
Oliver (1997, p. 13) as follows: "satisfaction is the consumer's fulfillment response. It is a judgment that
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a product or service feature, or the product itself, provided (or is providing) a pleasurable level of
consumption-related fulfilment, including levels of under-or over fulfillment"

Consumer empowerment is a positive subjective experience evoked by noting an increase in control.
Empowerment includes the belief that one has benefited from this increased control. Such a positive
belief should influence other judgments. Research on the affect as information model (e.g., Pham
1998) suggests that affect will be used as an additional input into judgments, which should include
those of satisfaction. Schwarz and Clore (1983) show that mood can impact unrelated evaluations
including those concerning satisfaction. Pham (1998) demonstrates that such effects are even more
pronounced when the evaluation is affective and some researchers (e.g., Oliver 1997) suggest that
satisfaction has an affective dimension. This argument is in line with the service management literature
on empowerment which often assumes and confirms a positive impact of empowerment on job
satisfaction (Bowen and Lawler 1992; Chebat and Kollias 2000; Yagil 2006). Therefore, we
hypothesize:

H1: Consumer empowerment will be positively related to consumer satisfaction.

The Mediating Role of Consumer Involvement

Consumer involvement will partially mediate the relationship between empowerment and satisfaction.
Past studies differentiate between two forms of involvement: enduring and situational involvement.
While situational involvement is a person's temporary interest in an object, enduring involvement is a
consumer's general interest in that object (Zaichkowsky 1985). In our study we refer to the latter,
defining consumer involvement as the degree to which a product is more relevant to a consumer (e.g.,
Bloemer and de Ruyter 1998). Involvement often is associated with a greater motivation to process
information (Celsi and Olson 1988; Petty, Cacioppo, and Schumann 1983).

Empowerment is a positive state evoked by increasing control. As consumers feel pleasure from
increasing control, the product or firm that is associated with this pleasure should become more
relevant to them. This is potentially because the product or firm is a source of pleasure and because it
is a source of increasing control, making consumers feel good about their selves. As the product or firm
becomes a source of pleasure, it will become more important to the consumer and the consumer will be
more motivated to process information. Therefore, we postulate:

H2: Consumer empowerment will be positively related to involvement.

Some evidence suggests that high levels of involvement strengthen the experience of emotions
(Bloemer and de Ruyter 1999). This view is based on conceptualizing emotions as a combination of
valence (positive versus negative) and level of arousal (Mano and Oliver 1993). Research suggests
that involvement leads to higher levels of arousal (Pham 1992). According to this view, positive feelings
should be more amplified in an area which is of greater relevance to the consumer. This is in line with
past studies also showing an effect of involvement on satisfaction (Oliver and Bearden 1983; Richins
and Bloch 1991). Against this background, it is hypothesized:

H3: Involvement will be positively related to consumer satisfaction.
Empowerment should be related to involvement and involvement should be positively related to
satisfaction because it also includes a dimension of affect (Oliver 1997). As hypothesized, a direct
relationship should exist between empowerment and satisfaction, while an indirect relationship should

exist through involvement. As such, involvement should partially mediate the relationship between
empowerment and satisfaction.

The Moderating Role of a Firm's Responsiveness to Consumers
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Although it is often assumed that firms empowering their consumers are also responsive to their
customers, this is not always the case. Some firms are fortunate in that an activity intended to provide
some benefit to the firm also empowers its customers. For example, banks initially installed automatic
teller machines as a cost cutting measure. Only later did banks realize the greater convenience of the
machines empowered customers. In this example, banks were not being responsive to customers but
merely trying to reduce payroll costs. Such activities can lead to empowerment without being
responsive to consumers.

While we believe that responsiveness to consumers is not a necessary condition for empowering
consumers, we assume that firms that are more responsive to consumers should produce greater
satisfaction from strategies of consumer empowerment. Responsiveness to consumers is defined as
"willingness to help consumers and provide prompt service" (Parasuraman, Zeithaml, and Berry 1988,
p. 23). Greater willingness to help and promptness should amplify the relationship between consumer
empowerment and satisfaction. Activities which firms use to empower consumers often provide greater
opportunity for those consumers to band together and thereby increase their power in the market (Pitt
et al. 2002). For example, firms such as Dell use access to other consumers through their website to
solve common service problems. This also provides consumers greater opportunity to band together as
a group and increase their power. As power increases, presumably consumers will raise their
expectations because of increased ability to demand more and because of increased communications
about experiences.

Firms empowering their customers therefore need to be ready to cope with these risen consumer
expectations. Firms that are quicker to realize changed consumer expectations should be more
responsive firms. Expectancy disconfirmation models suggest that those firms that are better at
matching consumer expectations should reach higher levels of customer satisfaction. Increased
satisfaction should come from those firms knowing the expectations of their customers and being able
to match those expectations. These considerations lead to the following hypothesis:

H4: The relationship between consumer empowerment and satisfaction will be

positively moderated by a firm's responsiveness to consumers.

The Moderating Role of Face to Face Contact

Firms having a high level of face to face contact with customers should be more suited to a strategy of
consumer empowerment. Wathieu et al. (2002) propose actions such as making choices reversible and
providing information about the decisions made by others as more likely to lead to the experience of
empowerment than simply providing greater choices. These activities are assumed to make consumers
feel safer in their decisions in that both reduce the risk associated with the decision. Face to face
contact with employees provides the opportunity to ask questions and should enhance feelings of
security and comfort for empowered consumers, amplifying the relationship between empowerment
and satisfaction. Therefore, the following hypothesis is suggested:

H5: The relationship between consumer empowerment and satisfaction will be positively
moderated by a firm's use of face to face contact.

Figure 1 provides a graphical representation of our model. In the model, consumer involvement is
proposed to partially mediate the relationship between consumer empowerment and customer
satisfaction. We also hypothesize that the direct relationship between empowerment and satisfaction
will be moderated by responsiveness to consumers and face to face contact with consumers.

Empirical Study

Design
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The study is based on surveys among consumers in a medium sized city in Germany. The surveys
were conducted in German by trained interviewers. Consumers were approached in two shopping
areas and asked if they were willing to take part in a consumer survey. In total, 869 consumers took
part in the interviews. Due to incomplete data, 31 questionnaires had to be excluded. This led to a net
sample of 838 questionnaires. Respondent ages ranged from 14 to 83, with an average age of 35.
Slightly less than 54 percent of respondents were female.

To generate more general results of the satisfaction-empowerment link and to create variance in the
contextual constructs, seven versions of the questionnaire were created, each covering a different
industry. Each respondent was queried regarding only one industry and responses were aggregated for
this study. Consumers were asked to state their level of satisfaction and empowerment with their
service provider in one of the following industries: railway, travel package provider, airline, health
insurance, banking, supermarket, and mobile service. The questionnaire for the industries with
contractual settings (e.g., mobile service) concretely started with the question "What is your current ...
provider?", while in industries with noncontractual settings, consumers were asked which service
provider they last used (e.g., airline). Consumers were next asked to state their level of satisfaction and
empowerment regarding this service provider. The satisfaction construct was measured based on the
scale used by Gustafsson, Johnson, and Roos (2005). As we could not locate a scale measuring
consumer empowerment, we developed a four item scale following established scale development
procedures (DeVellis 2003; Netemeyer, Bearden, and Sharma 2003). Next,

respondents were queried regarding their involvement with the product category and their perception of levels
of firm responsiveness and face to face contact. Involvement was measured with four items that were taken
from Mittal (1995) and adapted to the context of our study. Three items from a scale to measure
responsiveness to consumers were taken from Parasuraman, Berry, and Zeithaml (1991) and adapted to the
characteristics of each industry. To measure the degree of face to face contact the consumer experiences, we
developed a two item scale. Appendix A provides a listing of translated items used in the study.

Figure 1 - The Mediating and Moderating Role of Contextual Factors on the Relationship between Consumer
Empowerment and Consumer Satisfaction
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Measure Validation

Coefficient alpha (Cronbach 1951) and composite reliability (Fornell and Larcker 1981) were used to offer
evidence of the reliability of the scales. Coefficient alpha for the consumer empowerment, consumer
satisfaction, face to face contact, responsiveness to consumers, and consumer involvement scales were .92,
.79, .84, .89, and .73 respectively, exceeding the .70 suggested for basic research (Nunnally 1978). Likewise,
composite reliability scores were

6

computed for each of the variables (Fornell and Larcker 1981). Composite reliability scores were .93, .79, .89, .84,
and .76 respectively.

Structural equation modeling using the EQS 6.1 software package was used to conduct a confirmatory factor
analysis of the scales. Due to concerns about the normality of the data as evidenced by a mardia's coefficient of
97.40, the Satorra Bentler correction for non-normality was used (Satorra and Bentler 1988). A confirmatory factor
analysis offered evidence of the unidimensionality of the variables in the study.

A measurement model composed of 5 latent factors and 19 manifest indicators was estimated. The fit indices for
the measurement model were )(2 = 334.76 (df = 142), CFl 55 = .98, and RMSEA s = .04. Values of .90 and above
have been recommended for CFI (Browne and Cudeck 1993) while Hu and Bentler (1999) suggest a cutoff of .08 or
less for RMSEA. All indicator t values were significant and all standardized factor loadings were greater than .40.
Discriminant Validity of Scales
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Discriminant validity of the scales used in the study was explored using the procedures of Fornell and Larcker
(1981). All of the scales evidenced discriminant validity using Fornell and Larcker's (1981) stringent test of average
variance extracted exceeding the squared correlation coefficients for each possible pair of variables. Table 1
reports descriptive statistics, correlations, and the average variance extracted for each of the variables.

Table 1 - Descriptive Statistics, Correlations, and Average Variance Extracted

Mean ([SD 1 2 3 4 5
1. Consumer Satisfaction 28.90 [8.31 |0.676
2. Consumer Empowerment 14.81 ([5.70 |0.549 |0.499
3. Consumer Involvement 19.23 ([5.81 (0.282 |0.237 ]0.449
4. Responsiveness to Consumers 13.89 ([5.08 |0.573 [0.499 |0.246 |0.725
5 Face to Face Contact 06.57 |3.68 [0.325 ]0.387 |0.170 [0.551 ]0.731

All correlations are significant at p < .05 or less.
Average variance extracted is reported along the diagonal.

Tests of Hypotheses

Regression was used to test the five hypotheses. To control for differences between industries, dummy variables
representing the seven industries were included in all analyses. Results are consistent with H1, predicting a positive
relationship between consumer empowerment and consumer satisfaction. Regression results offer evidence that
consumer empowerment is positively related to consumer satisfaction (t = 16.933, p < .05). See Table 2 for a
summary of regression results.

Hypotheses two and three collectively posit that consumer involvement will partially mediate the relationship
between consumer empowerment and consumer satisfaction. This partially mediated relationship is supported by
the data. Baron and Kenny (1986) suggest using a series of regressions to determine whether a relationship
demonstrates mediation. In determining whether a relationship is mediated by a third variable, the first step is to
determine if the relationship between the independent variable and the dependent variable exists. As discussed
previously, consumer satisfaction was regressed on consumer empowerment and was found to have a statistically
significant positive relationship (t = 16.933, p < .05). The second step in determining whether a relationship involves
mediation is to regress the mediator on the independent variable, so consumer involvement was regressed on
consumer empowerment. A statistically significant positive relationship was found to exist between
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consumer empowerment and consumer involvement (t = 5.838, p < .05) confirming H2. As
postulated in H3, consumer involvement had a statistically significant positive relationship with
consumer satisfaction (t = 6.332, p < .05). The third step in determining a mediated
relationship is to regress the dependent variable on the mediator while controlling for the
independent variable. Consumer satisfaction was regressed on consumer involvement and
consumer empowerment. Consistent with partial mediation, the influence of consumer
empowerment remained significant but dropped (t = 15.960, p < .05). A variance inflation

factor of 1.233 suggests that multi-collinearity did not overly influence the results.

Table 2 - The Relationship between Consumer Empowerment and Consumer Satisfaction

Related hypothesis Ha

Independent Consumer Consumer Consumer Interaction of|Interaction of

variable(s) empowerment empowerment involvement Consumer Consumer
Empowerment and|Empowerment and
Responsiveness to[Face to Face
Consumers Contact

Dependent Consumer Consumer Consumer Consumer satisfaction |Consumer

variable satisfaction involvement satisfaction satisfaction

Adjusted R® .369 .182 .190 457 .382

F-statistic 70.781 27.619 28.963 79.364 58.462

p-value .0001 .0001 .0001 .0001 .0001

Beta 496 195 214 116 .047

coefficients ?

t-statistic 16.933* 5.838* 6.332* .960 440

Standardized coefficients are used
throughout. p <.0001

Neither H4 nor H5 were supported by the data. Interaction with consumer empowerment was
not significant for both firm responsiveness to consumers (t = ..960, p > .05) and face to face
contact (t = .440, p > .05).

Discussion

Results offer evidence that consumer empowerment leads directly to consumer satisfaction
and indirectly influences satisfaction by increasing consumer involvement. The findings also
suggest that the direct relationship is not influenced by two potential moderators,
responsiveness to consumers and face to face contact with consumers. Below we discuss
some reasons for the non-significance of these moderating relationships.

We argued that a firm's responsiveness to consumers would have a moderating effect on the
relationship between empowerment and satisfaction, as only responsive firms can cope with
the risen expectations of empowered consumers. However, the results do not support this
hypothesis. Our reasoning for this hypothesis was that activities firms use to empower make it
easier for consumers to band together and increase their power in the market. Such banding
together will increase consumer power and communication about their experiences. However,
this assumes all firm empowering activities will have this effect. One explanation for our
results might be that increasing expectations is not a general result across activities. That is,
some empowering activities may not be associated with increased expectations. Future
research could examine the effects of different empowering activities.

Regarding the moderating effect of face to face contact, we argued that firms empowering
their consumers will increase consumers' satisfaction more when there is human backup as
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this enhances a consumer's feeling of security. Obviously, firms do not need to have personal
contact with their customers when using an empowerment strategy successfully. One
explanation might be advances in new technologies, e.g. web 2.0. Using these new
technologies firms might not necessarily be in direct contact with their clients to make them
happy and a human backup becomes dispensable.

Implications

These findings are important for theory and for marketing practitioners. From a theoretical
perspective, these findings advance understanding of the process by which consumer
empowerment impacts satisfaction. The findings also suggest that consumer empowerment
serves as an antecedent to consumer involvement, shedding greater light on methods of
increasing involvement.

Our findings support the partial mediation of the relationship between empowerment and
satisfaction, indicating that consumer empowerment leads to satisfaction in two different
ways. Consumer empowerment does not only directly lead to consumer satisfaction, but also
indirectly (through consumer involvement). This enhances the understanding of the role of
involvement in the empowerment process.

From a practitioner perspective, these findings suggest that empowerment can be a source of
competitive advantage because of a direct positive link to satisfaction. Activities which
empower customers can lead to increased satisfaction. Satisfaction has been linked to
important outcomes such as positive word of mouth (Anderson and Sullivan 1993;
Wangenheim and Bayon 2007), loyalty (Fornell et al. 1996; Olsen 2002), willingness to pay
more (e.g., Fornell et al. 1996; Homburg, Koschate, and Hoyer 2005), and a firm's financial
performance (Anderson et al. 1997). Successful empowering activities increase satisfaction
and lead to positive firm outcomes.

Our results suggest that empowerment can be used to increase consumer involvement.
Empowering consumers during the process of purchasing may be used as a means to make
a firm and its products more relevant to consumers. Thus empowerment can be added to the
toolbox of methods for increasing consumer involvement.

A finding of partial mediation suggests that firms choosing an empowerment strategy should also
increase involvement. Increases in consumer involvement should enhance the effect of
consumer empowerment. Marketers who fail to increase involvement and empowerment will
have a less effective empowerment strategy.

Moreover, the relationship between empowerment and satisfaction seems to hold in a variety of
contexts; at least firm responsiveness to consumers and face to face contact do not seem to
alter the relationship. Such findings suggest that firms could use a strategy of consumer
empowerment in a variety of contexts involving these two variables.

Establishing a relationship between consumer empowerment and satisfaction should help
expand firm efforts to empower consumers. This study offers evidence of the benefits of
consumer empowerment to marketers. As such, it should serve as a call for increased
empowerment. However, consumers should be wary as some researchers suggest that the
positive state of empowerment can overshadow other important issues in the buying process
(e.g., Wathieu et al. 2002).

The study builds upon previous consumer empowerment research by distinguishing between

firm activities directed toward empowering consumers and the subjective state of consumer
empowerment. There is some confusion in the literature regarding the definition of consumer
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empowerment. The term is often used to describe the activities which lead to empowerment
as well as the state resulting from those activities. This paper adds to this discussion by
identifying these two uses of the term. In so doing we hope to help alleviate some of this
confusion.

Limitations

A limitation of this study is that it stops at satisfaction without exploring the effects of
increasing consumer satisfaction on the firm. While research indicates increasing satisfaction
leads to positive outcomes such as a willingness to pay more (Homburg, Koschate, and
Hoyer 2005), the study would be more valuable if empowerment were linked to improved
performance. Future research should examine the impact of empowerment on firm
performance.

In this paper, we concentrate on two potential moderator variables, namely a firm's
responsiveness to consumers and face to face contact. As neither was confirmed in our
empirical study, we assume that the effect of consumer empowerment on satisfaction holds in
different contexts. However, our study only includes two moderating variables and other
contextual differences might play a role. Future research therefore should include other
moderating variables. For example, in a service employee context Yagil (2006) found that the
link between empowerment and job satisfaction depends on the employee and the degree to
which he or she wants to be empowered. A consumer's willingness to be empowered might
therefore also moderate the relationship between empowerment and satisfaction. Consumers
with great expertise might benefit more from an empowering strategy as they might be able to
handle the greater control better than consumers with less expertise.

A second limitation results from our assumption that marketers can decide on the amount of
control they give to their consumers without restraint. In some industries this is not the case.
Depending on the level of regulatory control in the industry, firms may not have much choice
regarding the level of control offered to their consumers. Another factor limiting the possibility
of implementing an empowerment strategy is the competitive environment. When there
already is a high level of empowerment within an industry, there is less possibility for one firm
to differentiate by empowering consumers.

Future Research

The effect of firm activities designed to evoke empowerment on the level of empowerment
would be an interesting avenue of research. This study begins at the point at which a
consumer is experiencing empowerment. However, the activities that firms use to evoke
empowerment are varied and, among others, can include allowing the consumer to specify
product features (Wathieu et al. 2002), educating consumers (Brennan and Ritters 2004),
increasing the quantity and the quality of information available to consumers (Rust and Oliver
1994), increasing access to information (Keh and Park 1998), and enhancing communication
with important others (e.g., other consumers, experts; Pitt et al. 2002). The differences
between these activities suggest that the way in which empowerment is evoked may interact
with the environment to influence levels of empowerment. Future research should examine
the sources of empowerment and their impact on the level of empowerment.

This study demonstrates empirically how consumer empowerment impacts consumer
satisfaction. Other research demonstrates a link between consumer satisfaction and firm
performance (e.g., Anderson, Fornell, and Rust 1997), suggesting the importance of
satisfaction. However, satisfaction is not the only indicator of firm performance. Research
could examine when a strategy of empowerment best "fits" with the external and internal
environment of a firm. Essentially, when does it pay a firm to offer a strategy of consumer
empowerment? This study investigates one combination of factors, but others will also impact
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the relationship between empowerment and firm performance. It is hoped that by identifying
the factors which drive successful empowerment, firms will see more reasons to empower
consumers.

Conclusion

This paper presents an empirical model which offers evidence for two relationships. First, that
the experience of consumer empowerment is positively related to satisfaction. Second, that
consumer involvement mediates the relationship between consumer empowerment and
consumer satisfaction. These findings are important because they suggest that consumer
empowerment will have a stronger impact on consumers' satisfaction with the empowering
firm depending on the context. At a specific level, one of the contextual factors that are
proposed to affect this relationship is identified.

We hope that the paper will serve two immediate purposes - helping guide firms as they
consider the benefits of empowering consumers and spurring research into the consumer
empowerment construct. Empowerment has been shown to offer some benefits to consumers
(Henry 2005), and more constructs which benefit both consumers and firms would seem to be
fruitful avenues for exploration.
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Appendix A

English Translations of the Scales Used in the
Study (All items were in German in this study.)

Consumer Satisfaction

. Altogether, I'm satisfied with the goods and services of this company.
. I'm totally convinced of this company.

. This company totally meets my expectations.

I've made especially good experiences with this company.

. I'm dissatisfied with this company.

. This company offers me exactly what | need.

oOUTAWN R

Consumer Empowerment
1. In my dealings with this company, | feel | am in control.
2. The ability to influence the goods and services of this company is beneficial to me.
3. | feel good because of my ability to influence the choice set offered to me by this company.
4. My influence over this company has increased relative to the past.

Responsiveness to Consumers

1. When | have a problem, the personnel of this company are always available.
2. When | have a problem, the employees solve it quickly.
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3. The personnel of this company are helpful.

Face to Face Contact

1. At this company | often have personal contact with the employees.

2. At this company | often speak with employees in person.

Consumer Involvement
1. ... (e.g., package tours) mean a lot to me.
2. ... (e.g., package tours) are useful for me.
3. | think ... (e.g., package tours) are interesting.
4. | can get along without ... (e.g., package tours). (R)

(R) = Reverse scored item
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