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30.
TitAog¢ MaBnpatog | OAokAnpwpévn Emikowvwvia MApKETIVYK
Kwdukog MRKT323
MaOnpatog
Tunog padnpatog | Oewpntiko, Madnua Emdoyng B Opasda
Eninedo MpomtuxLaKo
5::;4:::““"0 ‘Etog 3° E€dunvo 5°
g:&zp::(ovra Tiuo6Oeo¢ TipoBou
ECTS 4 Atahé&:atq / 5 Epvaot'r']pta / y
eBéopada eBéopada
To pabnua evnuepwvel Toug PoLTNTEC/TPLEC OXL LOVO VLA TIC OTPATNYLKEG TWV
TOPASOOLOKWY TIPOWOBNTIKWY EVEPYELWV HAPKETIVYK, OAAG KOL yla TLG
OTPATNYLKEG TTIOU adpopolV oTNV aU€non Kal TNV EMLPPON TWV VEWV LECWY, TWV
EVOANQKTIKWY HEOOSWV Kal TPOOEYYIOEWY, KAl TWV TPOKANCEWV KoL TWV
{NTNUATWY TIOU OVTIUETWII{OUV Ol EMIXELPNOEL OTA TAQLOLO  HLOG
puetaBariopevng nelBapyiog EMKOWWVIWY HOAPKETIVYK. To pabnua Ba mpoPetl
oth BewpnTikA avaAluon VoG CUVOAOU EVVOLWYV, TIPOCEYYIOEWV Kal EpYaAEiWV
TWV OAOKANPWHEVWV ETUKOVWVIWV HOAPKETIVYK TIou Ba edpapudoouv ot
Ztoxolt Madnpatog | poltnteg/Tpleg otnV HEANOVTIKN TOUG pyacia. EmutA£ov, autd To pabnua Ba
oTNPLETAL OTNV EUIPAYHOTN EUTIELPLO AVAAUOVTAG TIPOWONTIKEG EVEPYELEC TTOU
XPNOLUOTIOOUVTAL OO  ETUXEWPNOELG. AUTA N EUMPAYUATN €UTEpla Ba
BonBrnost Toug OLTNTEG/TPLEC VO KOTOVONOOUV TWC LA EMLXElpnoNn
ovamntuooel Kol £PpapUoOlel TIPOYPAUUATA «OAOKANPWHEVNG ETLKOLVWVIOG
papkeTvyk (integrated marketing communication)», aAAd autod Ba Ttoug
BonBnoel emiong va KATAVONCOUV TIWG VA SLOXELPLOTOUV ETUTUXWG EVaL €PYO
(project), mwg va avamtuéouv pLo akpalovta oXECN E TOV TIEAATN, KAl WG va
«TIOVAOUVY oL {6loL TIG LOEEC TOUG.
Me tnv oAokAnpwaon Tou padbnpartog, ol poltnTeg/Tpleg Ba mpémel va eivat o
B€on va:
e AMOKTAOOUV TNV amapaitntn yvwon yla TNV OoMOTEAECUOTIKA
petafifaon Twv pnvupdtwy aglag mou npoodidel Eva mpoidv Kat pia
MaBnotaxd UT[I’]pEG'LOf GTOUC’T[E}\('ITEC , , ’ ’
Anotehéopare ° quavoouv TO pOAO TNG KABE u’sraB)\ntnq TOU }J.LV[J.I(XTOQ smKowwv’Laq
HAPKETWVYK Yl TO OXeSLAOUO HLAG OAOKANPWMEVNG ETUKOLVWVIOG
LOPKETLVYK
e Avamtufouv TN OnuOUPYKOTNTA, TN KPLTKA OokEYN Kal tnv
OVOAUTLKA LKaVOTNTO Toug Sl NG £papuoyng Kol TwV TEVTE
UETAPBANTWY TOU UIYHOTOG ETIKOLVWVIOC LAPKETLIVYK
, BaolKEG APXES ,
Mpoanattobpeva MépKetoyk  MRKT217 Zuvanattobpeva | -
Neplexopevo 1. OAokAnpwuévn emkolvwvior  UAPKETIVYK  (integrated  marketing
Mabrpatog communication):
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e Y{YnAn avtaywviotiki Stebvi ayopd
e Eupeia availuon kat e€€taon Twv OlobOéolpwy  pEOWV
ETULKOLVWVIAG
e Jadelg TPOMOL EMKOVWVIOC TIOU amalLtouvTal
o AvaobSUOUEVEC TAOELS
» YmevBuvotnta
» ANy poAwv avapetafl Twv otedexwv Sloxeipnong
TMEAQTWY, TWV OTEAsXWV Onuioupyiag, Kol  Twv
SLEUOUVTWYV TWV EUTTOPLKWY CNUATWV
» Anuoupyla eVOANAKTIKWY HECWVY
2. Etaipikn sikova kot Slayeipton eUmoplkwyv onuatwv (corporate image
and brand management):
e AloXElpLON TWV EUMOPLKWY ONUATWY
e Ofparta ta omoia cuoyxetilovtal pe TNV avartuén Katl mtpowOnon
TWV EUMOPLKWY OVOUATWY KoL AOyOTUTIWV
e Honuaoia tTng CUCKEVOOLOC KOL TWV ETIKETWY
e Avamrtuén EUTTOPLKWV Kot ETALPLKWV OTPATNYLKWV
npoodloplopol B€ong
3. Juunepipopa ayopaoctwv(buyers behaviour):
e H éladkaoia Twv KATAVOAWTLKWY ayopwv
e To mepBAAAov NG KATOVAAWTLKAG OlyOPAC
e [IpOodaTEC TAOELC TNC KATOVAAWTLKAG CUUTEPLPOPAC
o  ETUXELPNHATIKO KEVTPO ayopAs
e Evdoenelpnolakn Stadikacio ayopdg
4. AvaAuon twv npowdnTtikwv eukatplwv(promotions opportunity analysis):
e H Swdkaoia Tng avaAuconc Twv MPowbnTIKWY EUKOLPLWV
e [lpowOnTIKEG TpooTAOELEC
o  TUAMOTA KOTAVOAWTIKWY OYOPWV
e KEVTPO ETUXELPNUATIKAG OlyOPAC
e EVOOEMIXELPNOLOKA TIPOYPAMLATO TUNMOTOTIOINGNG
5. Awayeipion dtapnuionc(advertising management):
e Awaxeiplon Stadpnuiong
e Awdikaotia emthoyng dtadpnuiotikoL ypadeiou
e Alaxeiplon SLaPpNULOTIKAG KAUTTAVLOC
» Avaluon tTnc ayopag EMKOLVWVLOG
» Itoxol Stadnuiong
» MpolmoAoylopog Stapnuwong
» Em\oyn péoou N péocwv
» AnpLoupyLko
6. Zxebio Stapnuiong(advertising design):
o Jx€dlo dadnuiong
» lepapyia Tou mpotUTou epapuoyng
» Otswpla HEOWV-0TOXOU
»  OMTIKA Kol AEKTLKH QTIELKOVION
o  OLéAeg NG dadnpong
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7. 2x€bto Siapnuiong: OL OTPATNYIKEG TWV UNVUUATWY KAl T EKTEAECTIKA
nmAaiowa(advertising design: message strategies and executional
frameworks):

OL OTPATNYLKEG TWV HNVUUATWV

Ta ekteAeoTika mMAaiola

OL EKTIPOCWTTOL TUTIOU KOl OL TIPOCUTIOYPADOVTEC
OL apx£€C TNG ATIOTEAECUATIKAG SLadrong

8. Ta napadooiakd kavalia twv uecwv (traditional media channels):

Zxeblo dadnpiong
» H ¢lon Tng oTpatnyLkng Twv PEowV
» O MPOYPOUMATIOUOC TWV LECWV
» Ayopad pEcou
» Emloyn pécou
» Evboemiyelpnotakn kot Stebvrc emhoyr HEowV

9. To nAektpovikd EVEPYO UAPKETIVYK (e-active marketing):

Zxeblo dadnpiong
To Internet €xel aAAG€eL TNV KOUATOU PO
AleBvEiG TTEAATEC, AVTAYWVLIOUOC
HAEKTPOVIKA EVEPYO UAPKETLVYK
» HAEKTPOVLKO EUMOPLO + LAPKETIVYK OAANAETSpaong
EvSoemixelpnolakd NAEKTPOVIKO EUMOPLO
MéBodbol papketivyk aAAnAemidpaong

10. EvaAdaktiko uapketivyk(alternative marketing):

H e€a0Bévion Twv mopadoolakwy LECwV

H dvodog twv eVOAAAKTIKWY LECWV

OL oUVELSNTOTOLNUEVOL KATAVOAWTEG

Ol eVOAAOKTLKEG TIPOOEYYIOELG

Bounto pHApKeTIVYK

AVTAPTIKO PAPKETLVYK
TomoBétnon nmpoloviwv
Wuyxaywyia ano To EUNopLko oHua
MApPKETLVYK TPOTIOU {WNG
MAPKETLVYK KATAOTNUATWV
KolvotnTeg EUMOPIKWY CNUATWY

VVVVYYY

11. Baon debouevwy kat AUECH QVTAITOKPLON OTO UAPKETIVYK (database and
direct response marketing):

MapkeTivyk Baong dedopévwv
Anuoupyla Baong dedopévwy yla apxeloBETnon otolyelwv
Kwdilkomoinon «kat ovAaAuon Twv oTolelwv otnv  Baon
dedopevwv
Avaoupon Twv oTolxeiwv
KateuBuvopevo pAPKETIVYK oo Ta otolxela tng Padong
Sdebopévwv

» Emowwvieg

» Mpoypaupata
Alaxeiplon oxéong mehatwy
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e AUEON QVTATIOKPLON OTO HAPKETLVYK
12. Mpow¥non nwAnocswv (sales promotions):
e [lpowBnon oToug KATAVOAWTEG
» ATOMO/ETUYELPNOEL TIOU XPNOLUOTOLOUV TO
TpoidV
e [lpowBnon gumopiov
» KatevBuvon ota kavaAla Stavoung
e [Bavn SLaBpwon TG LGOSUVAULOC TWV EUTTOPLKWY CNUATWV
e Mnopei va dtadopormnolnBet Eva eUmopLko orpa
e AvAoupon Twv oTolxelwv
e [lolkiAeG XpNOELG — 0 KUKAOC {wHG TOU TIPOIOVTOG
» Emowwvieg
» Mpoypaupata
e Alaxeilplon oxeong meAatwyv
e AUEON QVTATIOKPLON OTO HLAPKETLVYK
13. Anudoteg Zxéoelg kat mpoypauuata xopnyiac (public relations and
sponsorship programs):
e AnUOGCLEG OXEDELC

» Ot Aewtoupyieg Twv dnpooiwv oxéoswv
» OLOUUUETEXOVTEG
> A§loAoynon tng eTaupkig dripng
» Kowwvikn eubuvn
> 'EAeyxoG G {npidg
e Xopnyieg

o  MapkeTvyk ekdAAWONG
14. Kavoviouol kat ndikeg avnouyiec (regulations and ethical concerns):
o Nouko reptBaiiov
» Kavoviopol LApKETLVYK EMIKOWVWVING
e 'HOn Kal KowwviKr uBuvn
» HOwa dAppata
» H avtanokplon otig NOKES POKANOELG
» Kowwvikn eubuvn
15. AéloAdynon t0U  OAOKANPWUEVOU  TPOYPAUUATOC  ETULKOLVWVIOG
(evaluating an integrated marketing program):
e AnUOGCLEG OXEDELC
OL uéBobdol Ba mpémet va TapLla{ouV LE TOUC OTOXOUC
A&loAdynon Twv KNVURATWY
A&loAdynon Twv KpLtnpiwv
A&loAdynon Twv ocuunepldbopwv
A&loAdynon Twv dnuociwv oxéoewv
AfloAdynon Ttou OAOKANPWHEVOU TIPOYPAUUOTOG
HAPKETLVYK

VVVVYVY

Me0Bodoloyia
AldaokoAiog

To neplexopevo Tou pabriuoatog Ba dtdayOel pe:
e [lapouoiaoceslc Power Point
e KaBodnyolpeveg oulnTHOELG LUE TNV EVEPYO CUUUETOXN TwV poLTtnTwV
o [Napadeiypata pe cuvadeis e TO TPOYPOAUMO LEAETEG TEPLTTWONG
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Evotnta epwtamavioewyV Kat SLEUKPLVACEWV

Xpron dtadiktuou kat cuvadoug urtodopng texvoloyLwv MANPodopLkAg
Xpnon BwvteonpoBoléa kat Mivaka

Exnévnon Epyacuwv
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