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The Basic Economic Equation 

Η Βασική Εξίσωση της Οικονομίας

REVENUES – EXPENSES = PROFIT / LOSS

ΕΣΟΔΑ – ΕΞΟΔΑ = ΚΕΡΔΟΣ / ΖΗΜΙΑ
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REVENUES – EXPENSES = PROFIT / LOSS

MARKETING ACCOUNTING

SALES

STRATEGY

FINANCE

INNOVATION

HUMAN RESOURCES

% %

OPERATIONS

ORGANIZATION 

The Exec. MBA 
Examines and 

Aims to Manage 
all the Functions 

& Business Activities 
that affect 

this Equation 
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Executive MBA courses that will cover … 

Module Name

1 Applied Research Methods

2 Strategic Management

3 Accounting Management 

4 Financial Management 

5 Marketing Management

6 Operations & Project Management

7 Human Resources Management 

8 Leadership Management 

9 Innovation Management

10 Ethics and Social Responsibility

11 Thesis

12 VIVA 
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Business Operations
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Business Objectives
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Accounting 
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Financial Analysis on 3 Accounts
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Finance
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Production & Operations 
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Marketing & Selling  



By using …Conventional MKTG … tools



and/or …Digital MKTG …tools  



Consumers behave the same …



…and … MKTG aims to …



…by following the triple imperatives …

A) VISIBILITY

 B) LOYALTY
 
 C) PROFITABILITY
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The Key to increasing…. Sales
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Sales & Relationships
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CRM



26

… MKT or MKTG Research? ..
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… MKT or MKTG Research? ..
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… and has a clear objective!!! ….  What?
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… especially the 2 CCs … Imperative …
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… but also other areas …
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… indeed … Research & Decision Making …



Customer Buying Behaviour (Consumer)

A) ANALYZING CONSUMERS

❑ Internal Factors affecting Buying Decisions
  Consumer Buying Behaviour (Basic Model) 

 Buying Process 

   Needs

❑ External Factors affecting Buying Decisions

B) TARGETING CONSUMERS
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Analyzing Consumers: How do they buy?

……NEEDS……
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...Human Everlasting fight Within….
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Snapshot Segmentation System
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Post-purchase Evaluation

All about SATISFACTION
• How well a store, product or service meet or exceeds customer expectations.

• This then becomes part of the customer’s internal information that affects

– future purchase decisions.

– Unsatisfactory experiences can result in??

– Satisfactory experiences can result in?? 



What Drives Customer Needs

Copyright Roger J. Best, 2012



Business Customer Needs 

Industrial, commercial and hi-tech customers needs are also shaped 

by company demographics, company culture and usage behaviors.

Copyright Roger J. Best, 2012



Small Business Market Segments 

Growth-Oriented

Cost-Focused

Copyright Roger J. Best, 2012



Steps in Segmenting  a Market
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Select a market or 
product category

Choose a basis or 
bases

Select 
segmentation 

descriptors

Profile and analyze 
the segments

Select targets

Design, implement, 
and maintain an 
appropriate mix



Three General Strategies 
for Selecting Target Markets
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• A mass-market philosophy

• One marketing mix for the entire market

Undifferentiated

• A market niche to target—single segment

• Highly specialized marketing mix

Concentrated

• Serve two or more segments with distinct marketing mixes for 
each

Multisegment



Positioning

• Position—the place the product, brand, service 
occupies in the consumer’s mind

• Effective positioning requires:

– Assessing the positions occupied by competing products

– Determining the important dimensions underlying these 
positions

– Choosing a position in the market where the 
organization’s marketing efforts will have the greatest 
impact
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Perceptual Mapping

• displaying, in two or 
more dimensions, 
the location of 
products, brands, or 
groups of products 
in customers’ minds.
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IMC                                                            

Loyalty 

 Profitability  

Integrated Marketing Communication Model



..analytically…Developing the IMC PLAN…is crucial…

Coordinating & Integrating Use of Channels

Digital/Online ChannelsConventional Channels

Selecting & Synthesizing Mix of Channels

Advertising
Sales Promotion
Personal Selling
Direct Marketing
Public Relations

Web (User Interface/Experience/Responsive Design)

Email Marketing (standardized, customized)

Mobile (Mob Application)

Social Media (LinkedIn, Google, Facebook, etc.) 

Blogs (Community, B2B, Professional, Guide, etc.)

Implementing IMC Strategy

Monitoring & Evaluating IMC Strategy

Strong Brand Relationship
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Marketing Communication Plan
◆ Situational Analysis

◆ Establishing Marketing Communication Objectives

◆ Budget Planning

◆ Developing Marketing Communication Program

◆ Evaluation and Control of Marketing Communication Program



Conventional Tools

Engage targeted customer

Digital/Online Tools
◼ Broadcast (TV, Radio Ads) (biggest) 

◼ Print Ads (Newspapers, Magazines, etc.)

◼ Billboards (Outdoor, Indoor)

◼ Direct MKTG (Phone, Video, etc.)

◼ Sales Promotion (Consumer Promotions, 
Trade Promotions, Events, Trade Shows, In 
store experience, Packaging, etc.)

◼ Personal Selling (Account Mgt, Prospecting, 
Retail Sales, etc.)

◼ Public Relations (Publicity, Press Releases, 
Newsletters, Media Relations, Investor 
relations, Influencers, etc.)

◼ Word of Mouth

◼ Other offline (sponsorships, etc.)

◼ Mobile

◼ Social Media (Facebook, Google, Snap, 
LinkedIn, Instagram, Twitter, YouTube, etc.)

◼ Synthetic Billboards

◼ Email MKTG

◼ Website

◼ Blogs

◼ Public Relations

◼ Multi Media

◼ Search MKTG (SEO/SEM Content)

◼ Word of Mouth

…Conventional & Digital…IMC tools…
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…Artistic, Calculated, Measurable mix of IMC tools…

Conventional & Digital/Online Com tools Mix 

 

◆ Advertising

◆ Personal Selling

◆ Sales Promotion Clear

◆ Direct MKTG  Consistent 

◆ Public Relations Compelling

◆ e-MKTG   Message
◆ Event MKTG

◆ Packaging    
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MKTG Communication Process
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The MKTG Com Process
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… IMC takes place at the 4th stage of the MKTG plan..
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Factors affecting ….Com Tools ….choices



Trade offs … and …  Choices … on Com Tools / Channels
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Promotional Tools’ valuation card
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Social Media MKTG funnel
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Examples / Analytics - Social Media



MKTG 229

3 Digital Points of Entry
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Website

Social Media communit
y

Professional content

Social Media engagem
ent

Banner

Search Engine Optimizati
on + Pay Per Click

Email and database
Content + Customer 
Relationship Manageme
nt

OwnedPaid Earned



MKTG 229

Digital Points of Entry
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Website

Social Media communit
y

Professional content

Social Media engagem
ent

Banner

Search Engine Optimizati
on + Pay Per Click

Email and database
Content + Customer 
Relationship Manageme
nt

OwnedPaid Earned
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The Successful MKTG Plan



1. Prepare an outline

2. Develop Questions

3. Develop Data Charts

4. Develop reference Points for Comparison

5. Conduct Data Search

6. Write Summary Statements

– Primary research 

• Quantitative 

• Qualitative 

– Secondary research

73
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Methods to Position Your Product

A. Position by Matching
1. Analyze your product vs the competition
2. Identify product differences vs competition
3. List your key target market
4. List key target market characteristics
5. Match your product’s characteristics to the target market’s 

needs/wants

B. Position by Mapping
1. List product attributes by importance
2. Rate your product and competitors’ products for each 

attribute
3. Visualize desired position in map for your product

a) Mapping customer vs non-consumer perceptions
b) Looking for positioning gaps
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MKTG Plan Flow & Sections…
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...Phases…
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Two major parts: Research & Development
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Effective MKTG Plan should:
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Effective MKTG Plan should:
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Effective MKTG Plan should be:
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Effective MKTG Plan should be:
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Effective MKTG Plan should: 
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… even Worse… Firms conceive and implement…
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SWOT: Internal & External Variables



Market 
Analysis

5C’s – 
Internal & 
External

SWOT- 
Internal & 
External

Key Strategic 
Issues 

(Strategic 
Focus)

Vision, Mission 
(corp. level)

Marketing 
Goals, 

Objectives

Segmentation 
Targeting, 

Positioning

Create Brand

Marketing Mix

1. Product 
2. Price
3. Place
4. Promotion

Marketing 
Budget/ 

Financials

Are we 
actually 
creating 
value?

Strategic Marketing Process

Conduct a situation 
analysis through 

research

Design consumer 
driven marketing 

strategy

Construct integrated 
marketing program 

that delivers superior 
value

Implement the 
Marketing Plan Measure & Evaluate



5 Big Trends
1.   Brand Experiences/Experiential Marketing (XM)

2.  Social Media Content Marketing

3.  Sponsorship Marketing

 “Brand Activations” 

 “Path-to-Purchase”

4.  Omni-Channel Marketing

  Shopper Marketing

  Retailer re-targeting/ re-marketing

  Personalization & Customization

5.  Big data/ consumer profiling

89



The rise of Content Marketing.

It’s not about me. It’s about you!

90

Lewis, Mike  Stand Out Social Marketing, McGraw- Hill 2012



Thank You

This presentation/document was prepared and synthesized by Nick Demos. The information contained herein derives from various sources, mostly online sources, and publicly availbale books 
and data on the internet, etc. This presentation has been supplied on condition that anyone who consults it is understood to recognise that the copyright rests with its author and that no 

quotation from this presentation and no information derived from it may be published and used without the prior written consent of the author. This document was prepared by Nick Demos. 
©2025 Nick Demos | ALL RIGHTS RESERVED 

Sources

1) Copyright © 2021-2026 Visual Capitalist, All rights reserved.

2) Wikipedia

3) References at Slides
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