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.

,

, .

Susan Hart,  Nikolaos Tzokas  Michael Saren (European Journal of 

Innovation Management, 1999, Vol.2), 

. . .

.

 Cooper (1980)  200 

 « »

« », . . .

,

. , ,  58 . . .,

,

. ,

 30  60 ,  100 

,  21.9% ,  18.7% 

 59.4% 

.
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2.3

,

,

,

. . . �  � -

.

 Long Duy Nguyen, Stephen O 

Ogunlana  Do Thi Xuan Lan (2004) 

,

 42 

 109 . ,

:

. . .

.
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 Robert Cooper  Elko Kleinschmidt (1993) 

 ( ,

. . , , ), ,

 103  (projects) 21 ,

 (projects) .

 �  « »  « ».

,

,  (product differentiation) 

/  (synergies), 

 (innovator vs follower) 

 (�product life cycle� � P.L.C.). ,

 (P.L.C.), 

 58 ,

,  81 

.

,

,

. , ,  (projects) 

(management)  (sales force), -

 (market research) 

 (customer service). 
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 (comprehensive study) , ,

Robert Cooper   Elko Kleinschmidt (1986)  252 

123 .  13 

 « »

. . . ,

 « »

,

. ,

,

.

:

. . .

 (strategy positioning) 
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,

,  (top 

management) .

 (Cooper and Kleinschmidt, 1988) 

 � 

(resource allocation) . . .,

.

,  125 

 123  80 .

:

 �  (target market): 

, , ,

,

. ,

 ( ,

)
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,

.

 Paul Oakley (1997), 

.

, ,

 Cooper and Kleinschmidt 

(1988),  (projects) 

,

 &  (Research & Development �R&D), 

 (projects). 

 Cooper (1979)  103 

,  � ,

 102  93 

. :

 (market knowledge) 
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,

 Helen Rogers, Pervez Ghauri  Kulwant S. Pawar 

(2005) , :

 (project) 

,

, . . .

 Link (1987)  135 

,

.

 � .

,  (success factors) 

:

 « »

,
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, :

 (poor market research) 

 Cooper (1994) 

20  350 

,  1000  (projects) 

, ,

,

 � :

(product uniqueness 

and superiority).

. . . (market 

orientation) .

,

. . .

(product 

definition).

.

,

 ( . . )

.

. . .
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. . .,

(best 

practices) .

 Hopkins (1980) . . ,  91 

 57 ,

:

 (timing), 

,

,

, . . .

.

 Berry  Ogiba (1992) 

 112 

 83 

.

:
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(top management) .

,

, ,

 20 ,

 (timing) 

.

.

 Raymond  Ellis (1993)  86 

. . ,  33 

:

.

,

.
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 Bjarne Jensen  Hanne 

Harmsen (2001). 

(competence perspectives), 

. ,

,

.  Bjarne Jensen 

Hanne Harmsen (2001)  Leonard � Barton, 

,

, .

 (Nessim Hanna; Douglas J Ayers; Rick E Ridnour; Geoffrey L 

Gordon,1995)

 (consumer and business products), 

. . .

 � 

.

:

 (top management), 
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. . .

,

,

. . ., , , .

  Ludwig Bstieler  Charles W Gross (2003)  82 

 -  (projects) ,

.

, . ,

,

. ,

.

 � 

 � ,
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 (time efficiency) 

 (product  profitability). 

 E.J. Kleinschmidt (1994)  154 

, . . , ,

.

 6 

. . .

.

.

. ,

, , ,

. ,

 « » . . . (best 

practices)

.

.

. . . , ,

,

.
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, , ,

, .

,

,

, , ,

.

2.4

. ,

,

 8  � 

Cooper (1994). 

,

 ( )

. . .. ,  Robert G Cooper 

,

, .

, , ,
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,

,

 (  1000) 

 (  350) , , ,

, ,

.

 � 

 � , ,

.

2.4.1  COOPER (1994) 

, ,

Cooper (1994) ,

 Cooper (1994) 

.

,  George M. Chryssochoidis 

Veronica Wong (1998), 

, . ,

, , ,

 Cooper (1994). 
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,

Cooper (1994), ,

 Albert Maydeu-Olivares & Nora Lado 

Carlos III . ,

 (market orientation) 

 (business economic performance) 

 Cooper (1994). 

,  Dan W. Cumbo II (1999), 

 Virginia Polytechnic 

Institute and State University, 

Cooper (1994), 

«Assessing the Socio-economic Impacts of the Framework Programme (2002). 

,

 Cooper (1994). 

,

 Cooper (1994),  Devashish Pujari, Gillian Wright & 

Ken Peattie (2003)  «Green and Competitive Influences on 

environmental New product development performance». ,

. . .

, ,

,
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, ,

, .

 (Cooper, 1994). 

,  Mats Engwall (2003) 

 Cooper (1994),  Lynne 

F. Baxter (1999)  «Bugged: the Software Development Process». 

,  Dr. Prisana Suwannaporn  Dr. Mark Speece (2002) 

 «Marketing Research and New product Development in Thai Food 

Processing»  Cooper (1994) 

, , .

,

 Cooper (1994)  «New Products: the Factors that Drive 

Success»,

 Robert G. 

Cooper (1994) ,

. ,

 Cooper

 (1994). 

40

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



1. Alder, S., Riggs, H.E. and Wheelwright, S.C. (1989), “Product
Development Know-How: Trading Tactics for Strategy”, Sloan 
Management Review, Fall, pp. 7-17.

2. Balachandra R., (2000), “An expert system for new product 
development projects”, Industrial Management & Data Systems, Vol. 
100, No.7, pp. 317-324. 

3. Barclay, I. (1992), “The new product development process: past 
evidence and future practical application, part 1”, R&D Management, 
Vol. 22, No 3, pp. 255-63. 

4. Barclay Ian, Dann Zoe, Holroyd Philip, (2000), “New Product 
Development: A Practical Workbook for Improving Performance”, CRC 
Press.

5. Baxter, F.Lynne, (1999), “Bugged: the Software Development 
Process”, School of Management, Heriot-Watt University, Paper 
presented at the 1st Critical Management Conference, Manchester. 

6. Berry, J. and Ogiba, E.F. (1992), “It’s your Boss”, Brandweek, Vol. 33, 
19 October, pp. 16-25. 

7. Brown, S. and Eisenhardt, K.M. (1995), “Product development: past 
research, present findings and future directions”, Academy of 
Management Review, Vol 20, No 2, pp. 343-78. 

8. Bstieler Ludwig, Gross W. Charles, (2003), “Measuring the effect of 
environmental uncertainty on process activities, project team 
characteristics, and new product success”, The Journal of Business 
and Industrial Marketing, Vol. 18, No.2, pp. 146-161. 

9. Chryssochoidis M. George, Wong Veronica, (1998), “Rolling Out New 
Products Across Country Markets: An Empirical Study of Causes of 
Delays”, Journal of Product Innovation Management ,Vol 15, pp 16-41. 

10. Ciappei Cristiano, Simoni Christian, (2005), “Drivers of new product 
success in the Italian sport shoe cluster of Montebelluna”, Journal of 
Fashion Marketing and Management, Vol. 9 No. 1, pp. 20-42. 

11. Cooper, R.G. (1979), “The dimensions of industrial new product 
success and failure”, Journal of Marketing, Vol 43, Summer, pp. 93-
103.

12. Cooper, R.G. (1993), “Winning new products: accelerating the process 
from idea to launch”, Addison – Wesley, Reading, MA. 

41

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



13. Cooper, R.G. (1994), “New products: the factors that drive success”,
International Marketing Review, Vol. 11, No 1, pp. 60-76. 

14. Cooper, R.G. (1999), “From experience. The ivisible success factors in 
product innovation”, Journal of Product Innovation Management, Vol 
16, pp115-33. 

15. Cooper R.G., (2000), “Product Leadership: Creating and Launching 
Superior New Products”, Perseus Books Group. 

16. Cooper, R.G. and Kleinschmidt, E.J. (1986), “An investigation into the 
new product process: Steps, deficiences and impact”, Journal of 
Product Innovation Management, Vol 3, pp71-85. 

17. Cooper, R.G. and Kleinschmidt, E.J. (1987), “New products: what 
separates winners from losers?”, Journal of Product Innovation 
Management, Vol 4, No 3, pp169-84. 

18. Cooper, R.G. and Kleinschmidt, E.J. (1988), “Resource allocation in the 
New Products Process”, Industrial Marketing Management, Vol. 17, pp. 
249-62.

19. Cooper, R.G. and Kleinschmidt, E.J. (1993a), “Major New Products: 
What distinguishes the winners in the Chemical industry! ”, Journal of 
Product Innovation Management, Vol 10, March, pp 90-111. 

20. Cooper, R.G. and Kleinschmidt, E.J.(1993b), “New Product Success in 
the chemical industry”, Industrial Marketing Management, Vol. 22, No. 
2, pp. 85-99. 

21. Craig, A. and Hart, S. (1992), “Where to now in new product 
development research?”, European Journal of Marketing, Vol 26, pp. 1-
46.

22. Cumbo II W.Dan, (2001), “Adoption of Scanning Technology in the 
Secondary Wood Products Industry”, Masters Thesis submitted to the 
Faculty of the Virginia Polytechnic Institute and State University for the 
degree of Masters of Science in Wood Service and Forest Products. 

23. Damanpour, F. (1991), “Organizational innovation: a meta analysis of 
effects of determinants and moderators”, Journal of Management 
Academy, Vol. 34, pp. 555-90.

24. D’ Aveni, R. (1994), “Hypercompetition: the dynamics of strategy 
maneuvering”, Basic Books, New York, N.Y. 

25. Drazin, R. and Schoonhoven, C.B. (1996), “Community, population and 
organization effects on innovation: a multilevel perspective”, Academy 
of management Journal, Vol. 39, No 5, pp 1065 – 83.

42

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



26. Drucker, P.F. (1985), “Innovation and entrepreneurship: practice and 
principles”, Harperbusiness, New York, N.Y. 

27. Engwall Mats, (2003), “No project is an island: Linking Projects to 
History and Context”, Stockholm School of Economics and Umea 
School of Business and Economics. 

28. European Commission (1995), Green Paper on Innovation, Brussels, 
p.5.

29. Garrido-Rubio Ana, Polo-Redondo  Yolanda, (2005), “Tactical launch 
decisions: influence on innovation success/failure”, Journal of Product 
and Brand Management, Vol. 14, No. 1, pp. 29-38. 

30. Gersick, C.J. (1991), “Revolutionary Change Theories: A Multilevel 
Exploration of the Punctuated Equilibrium Paradigm”, Academy of 
Management Review, Vol.16, No.1, pp. 10-36. 

31. Gordon, G.L., Ayers, D.J., Hanna, N., Ridnour, R.E. (1995), “The
Product Development process: three misconceptions which can derail 
even the “best-laid” plans”, The Journal of Product and Brand 
Management, Vol 4, No1, pp 7-17. 

32. Hage, J.,(1980), “Theories of Organizations”, New York: Wiley. 

33. Harborne Paul, Johne Axel, (2003), “Creating a project climate for 
successful product innovation”, European Journal of Innovation 
Management, Vol. 6, No.2, pp.118-132. 

34. Harmsen, H. (1992), “Determinants for product innovation success”,
MAPP Working Paper No5., The Aarhus School of Business. 

35. Hart Susan, Tzokas Nikolaos, Saren Michael, (1999), “The
effectiveness of Market information in enhancing new product success 
rates”, European Journal of Innovation Management, Vol. 2, No.1, pp. 
20-35.

36. Hopkins, D.S. (1980), “New-product winners and losers”, The 
Conference Board, New York, NY.  

37. Jacobson, R. (1992), “The Austrian school of strategy”, Academy of 
Management Review, Vol.17, No.4, pp. 782 – 807. 

38. Jensen, B. and Harmsen, H. (2001), “Implementation of success 
factors in new product development – the missing links?”, European 
Journal of Innovation Management, Vol. 4, No 1, pp. 37-52. 

39. Johannessen, J.A., Olsen, B. and Lumpkin, G.T. (2001), “Innovation as 
newness: what is new, how new and new to whom?”, European 
Journal of Innovation Management, Vol. 4, No 1, pp. 20-31. 

43

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



40. Kanter, R.M. (1985), “Supporting Innovation and venture development 
in established companies”, Journal of Business Venturing, Vol. 1, pp 
47– 60. 

41. Kim Jongbae, Wilemon David, (2002), “Strategic issues in managing 
innovation's fuzzy front-end”, European Journal of Innovation 
Management, Vol. 5, No. 1, pp. 27-39. 

42. Kotabe, M., and Swan, K.S. (1995), “The role of strategic alliances in 
high technology new product development”, Journal of Strategic 
Management, Vol. 16, No. 8, pp. 621 – 36. 

43. Link, L. (1987), “Keys to new product success and failure”, Industrial 
Marketing Management, Vol 16, pp. 109-18. 

44. Mayden-Olivares Albert, Lado Nora, (1999), “Market Orientation and 
Business Economic Performance: A Mediational Model”, Business 
Economics Series 98-59 (09) Working Paper, Universidad Carlos III de 
Madrid.

45. Leonard-Barton, D., (1992), “The Factory as a Learning Laboratory",
Sloan Management Review, Vol. 34, No.1, pp. 23-38. 

46. Lord Michael, DeBethizy Donald, Wager Jeffrey, (2005), “Innovation
that Fits: Moving Beyond the Fads to Choose the RIGHT Innovation 
Strategy for Your Business”, Prentice Hall. 

47. Montoya-Weiss, M. and Calantone, R. (1994), “Determinants of new 
products performance”, Journal of Product Innovation Management, 
Vol. 11, pp. 397-417. 

48. Nguyen Duy Long, Ogunlana O Stephen, Lan Thi Xuan Do, (2004), “A
study on project success factors in large construction projects in 
Vietnam”,   Engineering, Construction and Architectural Management, 
Vol. 11, No. 6, pp. 404-413. 

49. Nohria, N. and Gulati, R. (1996), “Is slack good or bad for innovation?”,
Journal of Management Academy, Vol. 39, No 5, pp. 1245-64. 

50. Nonaka, I. And Takeuchi, H. (1995), “The Knowledge Creating 
Company”, Oxford University Press, Oxford. 

51. Oakley Paul, (1997), “High-tech NPD success through faster overseas 
launch”, Journal of Product and Brand Management, Vol. 6, No.4, pp. 
260-274.

52. Pujari D. et al., (2003), “Green and competitive Influences on 
environmental new product development performance”, Journal of 
Business Research, Elsevier Science INC, Vol 56, pp.657-671. 

44

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



53. Rainey David, (2005), “Product Innovation: Leading Change through 
Integrated Product Development”, Cambridge University Press. 

54. Raymond, M.A., Ellis, B. (1993), “Customers, management, and 
resources: Keys to new consumer product and service success”, The 
Journal of Product and Brand Management, Vol 1, Fall, pp 33-43. 

55. Riyad Eid, Myfanwy Trueman, (2004), “Factors affecting the success of 
business-to-business international Internet Marketing (B-to-B IM): an 
empirical study of UK companies”, Industrial Management and Data 
Systems, Vol.104, No 1, pp 16-30. 

56. Rogers Helen, Ghauri Pervez, Pawar S. Kulwant, (2005), “Measuring
international NPD projects: an evaluation process”, The Journal of 
Business and Industrial Marketing, Vol. 20, No. 2, pp. 79-87. 

57. Rothwell, R. (1977), “The characteristics of successful innovators and 
technically progressive firms”, R&D Management, Vol 7, No 3, pp. 191-
206.

58. Saban Kinneth, Lanasa John, Lackman Conway, Peace Graham, 
(2000), “Organizational Learning: a critical component to new product 
development”, Journal of Product and Brand Management, Vol. 9, 
No.2, pp. 99-119. 

59. Salarou Helen, (2004), “The concept of innovativeness: should we 
need to focus”, European Journal of Innovation Management, Vol. 7, 
No.1, pp.33-44. 

60. Samli Coskun, Weber E. Julie Ann, (2000), “A theory of successful 
product breakthrough management: learning from success”, Vol. 9, 
No.1, pp. 35-55. 

61. Schewe, G. (1991), “Key success factors of successful innovation 
management”, Working Paper No. 274, Institute for Business 
Administration, University of Kiel. 

62. Schneider Joan, Yocum Jeanne, (2004), “New Product Launch: 10 
Proven Strategies”, Stagnito Communications. 

63. Shepherd Charles, Ahmed K. Pervaiz, (2000), “From product 
innovation to solutions innovation: a new paradigm for competitive 
advantage”, European Journal of Innovation Management, Vol.3, No.2, 
pp. 100-106. 

64. Suomala Petri, Jokioinen Ilkka, (2003), “The patterns of success in 
product development: a case study”, European Journal of Innovation 
Management, Vol. 6, No.4, pp. 213-227. 

45

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



65. Suwannaporn Prisana, Speece Mark, (2002), “Marketing Research and 
New product Development in Thai Food Processing”, Department of 
Food Science and Technology Faculty of Agro-Industry, Asian Institute 
of Technology.

66. Syamil Ahmad, Doll  J. William, Apigian H. Charles, (2004), “Process
performance in product development: measures and impacts”,
European Journal of Innovation Management, Vol.7, No. 3, pp. 205-
217.

67. Tennant Geoff, (2002), “Design for Six Sigma: Launching New 
Products and Services without Failure”, The TQM Magazine, Vol.14, 
No.4, pp. 264-265. 

68. Thorne L.Marie, (2000), “Interpreting corporate transformation through 
failure”, Management Decision, Vol. 38, No.5, pp. 305-314. 

69. Trott Paul, (2004), “Innovation Management and New Product 
Development”, Financial Times/Prentice Hall. 

70. Tushman, M., Romanelli, E., (1985), “Organizational Evolution: A 
Metamorphosis Model Of Convergence And Reorientation,  in 
Cummings”,  Research in organizational behavior, Vol. 7, pp. 171-222. 

71. Zhang, Q. and Doll, W. (2001), “The fuzzy front end and the success of 
new product development: a causal model.”, European Journal of 
Innovation Management, Vol. 4, No. 2, pp. 95-112.

72. Zaltman, G., Duncan, R. and Holbeck, J. (1973), "Innovations and 
organizations”, Wiley, New York, NY, p. 10. 

73. Young, J. (1994), “Innovate or die”, Forbes, February, Vol. 28, p. 106.

46

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



 3

3.1  (Operations Management) 

 ( ) .

, ,

, ,

. ,

 (line positions), 

,

.

: , , -

.

,

(periodic basis)  (continual basis). 

/ ,

,

 (Heizer Jay, Reuder Barry, 2004). 
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 (10 OM 

decisions),

:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

3.2  (Project Management) 

. ,

.

,

.
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,

,

. , ,

, ,

.  Spirer (1999) 

 (

- �projects�) ,

, .

 « » (project)  (statement) 

 (proposal) . ,

 (project) 

.

,  ( ,

, ) ,

.

 (project) 

: , .

 (critical path 
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techniques) ,

.

,

. ,

 PERT  CPM (Perreault, D. William, 

McCarthy Jr E.Jerome, 2002). 

3.2.1  PERT (program evaluation and 

review technique) 

 PERT �  CPM 

 � 

.

 PERT 

,  CPM

.

 PERT, 

,  CPM 

,

.
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 PERT :

.

.

.

,

,

 (visual form). 

PERT .

.

.

.

.

.

.

 PERT 

.
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3.2.2  CPM (critical path method) 

,  CPM 

 PERT . ,

,

.

 CPM. 

.

 CPM  « » (job) 

,

 PERT. 

.

 CPM  (activity-oriented) 

.

.

.

 PERT, 

.
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3.2.3  CPM  PERT 

:

1.

 (projects). 

2.

.

3.

.

4.

,

.

5.

.

6. .

7.

,

.

:

1. ,

.

2.

.

3. ,

,
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, ,

.

4.

, , . ,

, .

3.3  (New Product Development) 

,

,

 (Heizer Jay, Reuder Barry, 2004). ,

,

,

 - .

,

 (10 OM 

decisions), .

,

,

,

 (Heizer Jay, Reuder Barry, 2004). 
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3.3.1  (Product Life Cycle � PLC) 

,

, .

.

.

:

 �  (Introductory Phase) 

,  «

».

, ,

.

 (Growth Phase) 

 (capacity 

requirements).

.

 (Maturity Phase) 

,

. ,

.

, ,
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.

 (Decline Phase) 

.

 « »

,

 (unusually high 

contribution).

 (Perreault, D. William, McCarthy Jr E.Jerome, 2002). 

3.4  (Strategic Management) 

,

,

 (Fred, R. David, 2003, p.5). 

,

, ,

 � , ,

.

 (strategy) 

.

, ,
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(acquisition), , , ,

- , ,  (joint ventures) (Fred, R. 

David, 2003). 

:

 (strategy formulation) 

 (strategy implementation) 

 (strategy evaluation) 

3.5  (Marketing) 

 ( ) .

,

,

, :

1.  (Market Penetration). 

- .

2.  (Market Development) 

,

- .

3.  (Product Development). 

- , .
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4.  (Product Differentiation). 

- , .

,

 (Marketing), 

(Perreault, D. William, McCarthy Jr E.Jerome, 2002). 

 (Market):

.

 �  (target  market):

.

 (Marketing management process):

 ( ) , ( )

 ( ) .

 (Marketing Mix):

- .

 (Marketing Research):

.

58

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



 (Marketing research process):

: ( )

 ( )  ( )

 ( )  ( )

.

 (Marketing Strategy):

-

.
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2. Heizer Jay, Reuder Barry, (2004), “Principles of Operations 
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3. Perreault, D. William, McCarthy Jr E.Jerome, (2002), “Basic Marketing: 
A Global Managerial Approach”, 14th ed., McGraw-Hill Irwin. 

4. Spirer, Kenneth S., (1999), “Securities Law & The Internet:  Doing 
Business in a Rapidly Changing Marketplace at 607”, PLI Corp. L. & 
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 4

4.1  COOPER 

Cooper (1994) .

1.

:

.

,  Cooper (1994) 

, :

i.  � 

      (�unique attributes and characteristics for the customer � not available

      from competitive products�) 

ii.

 � , ,  �  (value for money) 

      (�good value for money for the customer � positive economic impact on

      the customer�) 

61

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



iii. 

     (�superior to competing products in terms of meeting customer needs�) 

iv.  � 

     (�excellent relative product quality � relative to competitors� products,  

     and in terms of how the customer measures quality�) 

v.

 ( - ),

     (�superior price/performance characteristics for the customer relative to  

     competitors� products�) 

vi. , ,

      (�product benefits or attributes easily perceived as being useful by the

      customer�) 

vii.  � 

      (�highly visible benefits � very obvious to the customer�) 

,

, , . ,

 Cooper (1994), 

,

,

.  (non-product 
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advantages)

« » . ,

:

,

 (

, )

:

 (brand name) 

 Cooper (1994), 

 « »

 (non-product 

benefits). , ,

,

,

 (product screening). 
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 (project) 

,

,

. ,

,

 (�me too� product), 

 (good product/market fit). 

,  « »

.

, ,

. ,

, , ,

.  : 

.

 (market 

research),

.

.

,
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.

 (concept tests), 

 ( ),

 ( -customer trials). 

2.  � . . .

 � 

.

,

,

.

 (Cooper and Kleinschmidt, 1986; 1988; Hopkins, 1980; Zhang and 

Doll, 2001).

 Cooper (1994), 

.

,  16% 

 (project) 

 (marketing), ,
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,

.

-  (customer-oriented) 

 (market-oriented) , .

, , ,

(marketing),

.

,

:

:

.

,

 (focus groups) ,

,

,

.

:

. , ,
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,

.

,

,

 (project) 

.

:

, � ,

.

, ,

,

 (strength-weakness analysis) 

.

:

.

 (marketing), 

.

,

,

,
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,

.

 (project):

.

.

.

,

.

3.

.

 � 

 (projects) 

. ,

, , ,

 (business cases), 
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 (project). 

 Cooper (1974-1994) 

:

,

 ( . . ) ,  7% 

 16% 

.

,

 (project). 

 2,1 

 1,7 

, ,

.

,

.

. ,

 (

),
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(project).

, ,

. , ,

 (project), 

,

,

.

4.  � 

 � 

.

 � 

 ( , ,

).  Crawford (1984) 

 (managers) ,

,

,
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.

.

 Cooper (1994),  (projects) 

,

,

, ,

.

 (product definition) 

,

, :

 �  (target market), 

.

 (product concept), 

.

 (positioning strategy) 

.

, ,

.
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,

.

5.

.

 Robert G. Cooper (1994), 

: ,

 &  (R&D) 

(Marketing Department), 

,

. . .

. ,

 (team 

leaders).

, ,

, , .

 (projects) 

. . .,
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,

, , ,

, , .

 Cooper (1994) /

 (organization design), 

, , :

 (

). 

 (

, ).

, ,

, ,

.

/

(project) .

 (top 

management)

 (project). 
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 Cooper (1994),  �  � 

,

. , ,

,

.

6.

:

 (project). 

 Cooper (1994), 

.

(projects) ,

, .

, ,

 (marketing actions) 

.

 Cooper (1994) 
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(projects) ,

,

.  «

» ,

 (managers), 

. ,

.

 � ,  � 

,

.

7. :

.

,  Cooper (1994), 

. . . .

, ,

.
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8.

.

 Cooper (1993)  (re-

engineering) .

,

,

.

(T.Q.M.) . . . ,

, ,

. ,

,

,

.  Cooper and 

Kleinschmidt (1991) ,

.

 (Booz, Allen & 

Hamilton, 1982; Dooley Kevin, Johnson Dirk, 2001; Herder P.Met al.,2003).

76

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



Cooper (1994) ,

 (  4.1.1 �  8 

 � �Conceptual model for key success 

factors in N.P.D.� ).
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 4.1.1.  8 .

su
cc

es
s

1.
(SUPERIOR PRODUCT)

)
)  VALUE FOR MONEY         
)
)
)      

 � 
)  �

)

2.
(MARKET ORIENTATION)

. . .:
)
)
)
)         

 (project) 

3.
(

)

)
)

    (TECHNICAL FEASIBILITY)

4.
    (PRODUCT DEFINITION) 

)  -
)
)
)  �  

 - 

5.

)

)
 (project ) 

)
 (project) 

) /
)

6.  � 

 (PROJECT) 

)
      
      . . .

)

)  4 � 6 

)  project 
 T.Q.M. (

)

7.
 (PROJECT)

8.

. . .
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4.2

 Cooper (1994) (Cooper�s 

conceptual model), 

.

 Cooper 

(1994). :

 1        ( 1)

1:

(product uniqueness and superiority) ,

.

 Cooper  

(1994)

, ,

.

 (

-  � «value for money» � ,

, , )

.
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.

 2        ( 2)

2: . . (market orientation)

.

,

 Cooper (1994), 

. . .  (market researches) 

, ,

.

.

 3       ( 3)

3: ,

. . .,

.

. . .,

 �  

, ,  (technical feasibility), 

 (business case) � 

. ,
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, ,

( , , ,

)

. ,

.

 4       ( 4)

4: (product

definition) .

,

 (target market). 

,

,

(positioning strategy). 

.

81

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



 5       ( 5)

5:

.

,

 Cooper (1994), 

.

. . . ,

-

,

 (top 

management).

 6       ( 6)

6: . . .

 (projects) 

.

(projects) . . .

,
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 ( , ,

) .

 7      ( 7)

7: . . .

.

,

. . .

.

, , .

 8      ( 8)

8:

.

, . . .

 � ,

.

,

 (best practices) 

. ,
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, , ,

.
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1. Booz, Allen & Hamilton (1982), “New product Management for the 
1980s”, Booz, Allen & Hamilton Inc., New York, NY. 

2. Cooper, R.G. and Kleinschmidt, E.J. (1986), “An investigation into the 
new product process: Steps, deficiences and impact”, Journal of 
Product Innovation Management, Vol 3, pp71-85. 

3. Crawford, C.M. (1984), “Protocol: The new tool for production 
innovation”, Journal of Product Innovation Management, Vol. 2,pp. 85-
91.

4. Dooley Kevin, Johnson Dirk, (2001), “Changing the New Product 
Development Process: Reengineering or Continuous Quality 
Improvement?”, Measuring Business Excellence, Vol.5, No.4, pp. 32-
38.

5. Herder P.M., Veeneman W.W., Buitenhuis M.D.J., Schaller A., (2003), 
“Follow the rainbow: a knowledge management framework for new 
product introduction”, Journal of Knowledge Management, Vol.7, No.3, 
pp.105-115.

6. Hopkins, D.S. (1980), “New-product winners and losers”, The 
Conference Board, New York, NY.  
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 5

 &

5.1

,

,

.

,  2002 (

,

).

 ICAP. 

 5.1.1:  2002 (  �)

1.014 8.069.802.596 5.596.849.132 2.575.798.481 

5.603 52.195.092.000 32.020.314.824 15.438.661.662 

(%) 18,1% 15,5% 17,5% 16,7% 

4.705.880.946 3.363.921.675 2.066.671.128 316.876.527 

28.057.408.710 24.137.683.367 10.402.289.613 1.978.013.819 

(%) 16,8% 13,9% 19,9% 16,0% 
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 5.1.1:  2002 (  �)

(%) 
(%) 

.

55.028 9,42 58 5.758 
 283.696 8,19 54 6.972 

(%) 19,4% 115,0% 107,4% 82,6% 

 5.1.1 

 2002 

(16% )

 (15% 

). ,  1.014 

 18,1% 

,

, .

 5.1.2:  2002 (  �) 

7.666.762.756 91.718.651 1.833.697.703 5.833.065.043 

40.735.175.762 540.471.888 8.889.235.027 31.846.574.377 

(%) 18,8% 17,0% 20,6% 18,3% 

 (%)  (%) 
23,92 4,08 

21,82 4,79 

(%) 109,6% 85,2% 

, ,

, ,
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5.1.2,  2002  18,8%, 

 27. ,

 (23,92%)  9,6% . .

.

 5.1.3:  2002 
2001 (  �) 

2002

424.825.911 107.949.384 316.876.527 
2.703.413.901 725.400.082 1.978.013.819 

(%) 15,7% 14,9% 16,0% 

2001

362.653.012 89.721.626 272.931.386 

2.526.824.760 544.245.397 1.982.579.363 
(%) 14,4% 16,5% 13,8% 

,  5.1.3, 

 2002  2001, 

 2002  2001, 

1,6% ,

13,8%,  2001,  16%,  2002. 

.
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,

,

 5.1.4: 

 5.1.4:  2004 
 2005 (  �) 

2001 362.653.012 2001 89.721.626 2001
2002 424.825.911 107.949.384 
2003 439.777.544   141.427.372   
2004 432.301.727,5 19,21% 124.688.378 38,97%
2005 436.234.731,4 20,29% 136.644.072,6 52,30%

2001 272.931.386 2001
2002 316.876.527   
2003 298.350.172   
2004 307.613.349,5 12,71% 
2005 294.260.159,9 7,81% 

,

,

,

,

, . ,

,

 ( ).
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5.2

,

 (new product development)  (Heizer Jay, 

Reuder Barry, 2004). 

 ( )

 (

)

 (Debelak Don, 2005). ,

. , ,

 ( )

 , 

. , ,

,

,

.

.

 8  � 

 Cooper (1994) 
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,

 �  � 

« », ,

.

5.3

,

(  30) 

.

 ( , ,

,  � project managers, product 

managers, sales managers, marketing managers), 

 (projects) 

. . .

(  10.000.000 �) 

,  20% .ΠΑ
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,

.

 5.3.1 

ICAP (2004) 

 2002. 

.

 (e-mail) 

.

2004  2005. 

0

2

4

6

8

10

12

14

16

18

20

( )
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:

 (fax). 

,

,

,

. ,

,

, ,

.

73%

27%

 5.3.2 

.

,

 (management) 

, , ,ΠΑ
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94

(Cooper and Kleinschmidt, 1993, Hise and McDaniel, 1989, Hopkins, 1980, 

Rockwell and Particelli, 1982; Hooks F. Ivy, Farry A. Kristin, 2000; Lager 

Thomas, Hörte Sven-Åke, 2002).  Cooper (1994) 

,

 ( )

, :

1. , , ,

,  (profit level). 

2. , , ,

,  (market share). 

3. , ,  , 

,  -  

(turnover).

4.

 (time efficiency). 

5. ,

 (tech success). 

, ,

 Cooper (1994), �

, ,

,
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,

(financial performance) ,

. ,

 (

 � ) .

5.4

 22 

 (  5.4.1).  31 

,

,

,

 Cooper (1994) , ,  8 

.

 30 

 Cooper (1994) 

.  25 

 8  Cooper (1994), 

(  25  30) .
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 5.4.1  2002.

/ ( )  �  
 2002 2002

1 18.132.728 1,1% -

2 . 15.636.775 0,9%  " "

3 (' - ') 62.577.306 3,8% -

4 42.910.081 2,6% -

5 72.009.082 4,4% 

6 32.700.003 2,0% -

7 EVEREST 10.288.362 0,6% 

8 . 29.819.787 1,8% .  - 

9 40.810.871 2,5% 

10 TASTY 94.862.244 5,7% -

11 25.197.443 1,5% 

12 153.645.709 9,3% 

13 100.736.982 6,1% 

14 52.516.781 3,2% 

15 NESTLE HELLAS SA 345.565.117 20,9%  & 

16 17.796.269 1,1% 

17 - 14.266.460 0,9%  -
18 53.942.830 3,3% 

19 73.522.481 4,4% 

20 KNORR BESTFOODS 
HELLAS 347.837.720 21,0% 

21 ELBISCO 26.366.879 1,6% 
22 21.580.209 1,3% 

2002 (  �) 
1.652.722.119 100,0% ΠΑ
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.

 (  1 

 5) / .

.

 (  1  5), 

.

.

.  -

-  " ":

1=

2=

3=
4=

         5= 

, ,

 ( / ). 

 ( ),

,

.
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. ,

,

, .

, . ,

,  5.3.1, 

.

9%

58%

5%
5%

5%

9%
9%

MARKETING -RESEARCH 
(R&D) MANAGER

MARKETING MANAGER

BRAND MANAGER

PRODUCT MANAGER

 5.4.1 

 5.4.1 

(58%)  (Marketing manager), 

 42% ,

.
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.

,

,  59%,  41% 

,  5.4.2. 

41%

59%

 5.4.2 

,

,

.

 « » . ,

,  5.4.3, 
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(PLC)

54%

23%

0%

23%

 5.4.3 

, ,

 (54%), 

 (23%) 

.

 22 ,

.
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1. Cooper, R.G. (1994), “New products: the factors that drive success”,
International Marketing Review, Vol. 11, No 1, pp. 60-76. 

2. Cooper, R.G. and Kleinschmidt, E.J. (1993a), “Major New Products: 
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 6

6.1

 22 ,

,

 Cooper (1994) 

. ,

 � / .

- ,

 ( .  & . ,1995).

 (bar charts) 

 (pie charts). 

-

.

. ,

 (1)  (5), 
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 ( )

 ( ) . /

 1  0 (1= , 0= ) -

 (dummy variables). 

, ,

, .

,

 (mode) -

 (frequency) 

. , ,

 8 -  Cooper (1994) 

2 (Chi-square test), 

 (  26  30) 

 (  1  25).

 Cooper (1994) 

,

. ,

 (  25  30). 

.
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,  4

.

 (  8) 

,

.

, ,

,

, ,

 Cooper (1994). ,

.

 8 

,

 ( . ,

1998).

 5% ( =0,05)

 (

=5%).  

 4

,

, .
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.  1

=0,05 2 �  (chi-

square test): 

0:  1 (FACTOR 1) 

« » (SUCCESS). 

1:  1 (FACTOR 1) 

« » (SUCCESS). 

 6.1.1: . .

2

-
.

( )
2

Pearson 28,548 21 0,125

26,520 21 0,187
1,817 1 0,178

22

 6.1.1 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,125 > 0,05 (= ),

=0,05. ,

,

(product uniqueness and superiority) 
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.

.  2

=0,05 2 �  (chi-

square test): 

0:  2 (FACTOR 2) 

« » (SUCCESS). 

1:  2 (FACTOR 2) 

« » (SUCCESS). 

 6.1.2: . .

2

-
.

( )
2

Pearson 2,654 6 0,851

3,190 6 0,785

0,119 1 0,731

22

 6.1.2 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,851 > 0,05 (= ),
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=0,05. ,

,

(market orientation)

.

.  3

=0,05 2 �  (chi-

square test): 

0:  3 (FACTOR 3) 

« » (SUCCESS). 

1:  3 (FACTOR 3) 

« » (SUCCESS). 

 6.1.3: . .

2

-
.

( )
2

Pearson 10,625 12 0,561

13,426 12 0,339

0,654 1 0,419

22
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 6.1.3 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,561 > 0,05 (= ),

=0,05. ,

,

, . . .,

.

.  4

=0,05 2 �  (chi-

square test): 

0:  4 (FACTOR 4) 

« » (SUCCESS). 

1:  4 (FACTOR 4) 

« » (SUCCESS). 

 6.1.4: . .

2

-
.

( )
2

Pearson 0,599 3 0,897

0,931 3 0,818
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0,449 1 0,503

22

 6.1.4 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,897 > 0,05 (= ),

=0,05. ,

,

(product definition)

.

.  5

=0,05 2 �  (chi-

square test): 

0:  5 (FACTOR 5) 

« » (SUCCESS). 

1:  5 (FACTOR 5) 

« » (SUCCESS). 

109

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



 6.1.5: . .

2

-
.

( )
2

Pearson 13,766 18 0,744

16,141 18 0,583

0,232 1 0,630

22

 6.1.5 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,744 > 0,05 (= ),

=0,05. ,

,

.

.  6

=0,05 2 �  (chi-

square test): 

0:  6 (FACTOR 6) 

« » (SUCCESS). 

110

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



1:  6 (FACTOR 6) 

« » (SUCCESS). 

 6.1.6: . .

2

-
.

( )
2

Pearson 3,255 6 0,776

3,978 6 0,680

0,120 1 0,729

22

 6.1.6 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,776 > 0,05 (= ),

=0,05. ,

, . . .

, ,  (projects) 

.
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.  7

=0,05 2 �  (chi-

square test): 

0:  7 (FACTOR 7) 

« » (SUCCESS). 

1:  7 (FACTOR 7) 

« » (SUCCESS). 

 6.1.7: . .

2

-
.

( )
2

Pearson 9,167 6 0,164

6,502 6 0,369

0,297 1 0,586

22

 6.1.7 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,164 > 0,05 (= ),

=0,05. ,

, . . .
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.

.  8

=0,05 2 �  (chi-

square test): 

0:  8 (FACTOR 8) 

« » (SUCCESS). 

1:  8 (FACTOR 8) 

« » (SUCCESS). 

 6.1.8: . .

2

-
.

( )
2

Pearson 19,534 18 0,360

18,569 18 0,419

0,170 1 0,680

22

 6.1.8 

 (p-value) 2  Pearson (Pearson Chi-

square test)  0,360 > 0,05 (= ),
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=0,05. ,

, . . .

.

6.2

 22 .

, ,  (mode) 

.

1.  1  - « »

22,7%

63,6%

9,1% 4,5% 0,0%0%
10%
20%
30%
40%
50%
60%
70%

 1 -  1 
" "

 6.2.1 

 6.2.1 

 (63,6%)  4= ,
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, «

».  4=

.

 1= ,

 5=  (22,7%), 

.

18,2%

54,5%

27,3%

0,0% 0,0%0%

10%
20%

30%

40%

50%
60%

 1 -  2
" "

 6.2.2 

 6.2.2, «

 value for money »,

 4=  (54,5%) � 

 �,  3=

(27,3%)  5=  (18,2%).  1= 

2= .

,

 � (value for money)

.
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40,9%
54,5%

4,5% 0,0% 0,0%0%
10%

20%
30%
40%
50%

60%

 1 -  3
" "

 6.2.3 

,  3 «

»  4=  54,5% 

, ,

. ,  6.2.3 

.

 « »,

4=  50% 

.
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27,3%

50,0%

22,7%

0,0% 0,0%0%

10%

20%

30%

40%

50%

 1 -  4
" "

 6.2.4 

 (  6.2.4 & 6.2.5) 

 2=  1= . ,

.

22,7%

50,0%

27,3%

0,0% 0,0%0%

10%

20%

30%

40%

50%

 1 -  5
" "

 6.2.5 
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2.  2  - « »

 6.2.6 

 (95,5%) «

»,

( )  4,5%.

 2 -  6 
" "

4,5%

95,5%

 6.2.6 

 6.2.7 

 (86,4%) 

 «

. . . »,

 13,6%.

.
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 2 -  7 
" "

13,6%

86,4%

 6.2.7 

,  6.2.8, 

« » � �,

 81,8%, � �

18,2% .

 2 -  8
" "

18,2%

81,8%

 6.2.8 

, ,

 « ». ,

 86,4%, 

 13,6%,  6.2.9.
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 2-  9
" "

13,6%

86,4%

 6.2.9

, , ,

.

3.  3  - « »

, ,

 22 

,

, ,  10  11 

.

27,3%

50,0%
22,7%

0,0%

0,0%

0% 10% 20% 30% 40% 50%

 3 -  10 
" "

 6.2.10 
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 6.2.10, 

 4=  (50%) - -,

 5=  (27,3%)  3=  (22,7%). 

 1=  2=

.

22,7%

40,9%

31,8%
4,5%

0,0%

0% 10% 20% 30% 40% 50%

 3 -  11 
" "

 6.2.11 

 11, 

 6.2.11,  4=  (40,9%), 

 3=  (31,8%)  5=  (22,7%). 

 1= .

, ,

 22 

.
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4.  4  - « »

 6.2.12, 

.

0,0%

100,0%

4,5%

95,5%

0,0%

100,0%

0%

20%

40%

60%

80%

100%

 12        13      14

 4 -  12/ 13/ 14 
" "

 6.2.12 

 12  14 

,  13 

� � (4,5%), 

. . . .
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5.  5  - «

»

 Cooper (1994). 

13,6%

63,6%
18,2%

4,5%

0,0%

0% 10% 20% 30% 40% 50% 60% 70%

 5 -  15                
"  & "

 6.2.13 

 6.2.13  4=

 63,6%,  3=

 18,2%  5=

 13,6%.  1=

.

. . .

.
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18,2%

63,6%
13,6%

4,5%

0,0%

0% 10% 20% 30% 40% 50% 60% 70%

 5 -  16                 
"  & "

 6.2.14 

 (project) . . .. ,

 4=  (63,6%),  5=

 (18,2%),  3=  (13,6%), , ,  2=

 4,5%. 

1= .

,  Cooper (1994),  

 6.2.15, 

«

. . .».
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50,0% 50,0%

9,1%

90,9%

4,5%

95,5%

0,0%

20,0%

40,0%

60,0%

80,0%

100,0%

 17        18       19

 5 -  17/ 18/ 19        
"  & "

 6.2.15 

 17, 

 (project), .

 (50%) 

(50%).

 18,  « »

(project) . . .,  (90,9%)  9,1% 

.

,  19, 

(top management) 

 (project), � �

 91,9%, � �  9,1%. 
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, , ,

. . ., - -,

. . .

6.  6  - «

(PROJECT) / »

«

(project) »

.

4,5%

63,6%

31,8%

0,0% 0,0%
0%

10%

20%

30%

40%

50%

60%

70%

 6 -  20              
" / "

 6.2.16 
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 6.2.16 

 (project)  4=  (63,6%). 

 3=  (31,8%),  1=

2= . , ,

 (project) ,

 Cooper (1994) 

.

7.  7  - «

(PROJECT)»

.

(  / ).  (pie charts) 

 21, - . . . -, 

 22 , - . . .

 -, 

 (project), 

 22 .
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 6.2.21 ,

86,4%

. . .,

,

 13,6%, .

 7 -  21           
" "

13,6%

86,4%

 6.2.17 

 6.2.18  22 

 22 

, .

 7 -  22          
" "

9,1%

90,9%
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 6.2.18 

,  90,9% 

 22 «

 (project)»,  9,1% 

, , ,

. . . .

8.  8  - «

. . .»

 (Cooper, 1994) 

. . .

 (  23, 24, 25), , , .

9,1%

50,0%

27,3%

13,6%

0,0%

0%

10%

20%

30%

40%

50%

 8 -  23 "
"

 6.2.19 
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 6.2.19, 

4=  50%,  3=

 27,3%,  � 

 �  2=

13,6%, ,  ,  5=  9,1%. 

 1=

.  23, 

,

«  (project) 

»  59,1% 

.

4,5%

31,8%

40,9%

22,7%

0,0%

0%

10%

20%

30%

40%

50%

 8 -  24 
" "

 6.2.20

 24, 

3= ,  40,9%. 

4= ,  31,8% , , ,
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,

. . .

,  6.2.21, 

 25, 

,  «

» (best practices) .

13,6%

31,8%

36,4%

13,6%

4,5%

0%

10%

20%

30%

40%

50%

 8 -  25              
" "

 6.2.21 

 6.2.21,  3=

 38,4%, 

4=  31,8%  5=

 2=  13,6%. 

1=  4,5% 

. , ,  �

 � .
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9. « »

 26  30 , ,

.

. ,  6.2.22 

 26, 27  28. 

4,5%

95,5%

4,5%

95,5%

13,6%

86,4%

0%

20%

40%

60%

80%

100%

 26          27         28

" "
 26/27/28

 6.2.22 

( )

,

 ( )

. ,  26,  21  22 

 (  95,5%) 

 (  4,5%). 
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 27, 

 / 

, , . ,

� �  95,5% � �

 4,5% .

 28, 

 ( ),

 86,4% 

� �  13,6% � �, .

, ,

,

,

.

27,3%

72,7%

18,2%

81,8%

0%

20%

40%

60%

80%

100%

 29                      30

" "
 29/30

 6.2.23 
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« »  (

29  30), 

 6.2.23. 

 29, 

 (

. . .),

72,7%.  6 ,

 �  � 

(  27,3%). 

 30, 

,

� � (81,8%)  18,2% 

 / 

 /  � .

,  22 

 22  � 

 � ,

,

. , , ,
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, , ,

.
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 7

 � 

 Cooper (1994), ,

.

,

 ( ).

.

,

 ( , ,  � 

Regression Analysis � ).

, ,

,  (dummy 

variables)

, .
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.

, ,

.

,

, , . ,

 22 

, ,

,

. . .

. , , ,

,

.

, ,

 Cooper (1994), 

,

 � 

. . .

. , �
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 Cooper (1994). 

,

, ,

. . ., .

,

 Cooper (1994). 

.

(product uniqueness and superiority)

.

,

. . .

.

, ,

, ,

 Cooper (1994) , ,
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,

.

, -

,

,

 (project) ,

 (top management), 

,

. . .,

. . . ,

,

, ,

 - .

,  Cooper (1994), 

,

,

.
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, ,

, ,

. . .

,

 (70% ),

, . ,

.
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FACTOR7 FACTOR8 SUCCESS
1,0 3,0 0,6 
1,0 3,7 1,0 
1,0 4,0 1,0 
0,0 4,3 0,6 
1,0 3,3 1,0 
1,0 3,7 1,0 
0,5 3,3 0,8 
1,0 4,0 0,4 
1,0 3,3 1,0 
1,0 4,3 1,0 
1,0 3,3 1,0 
1,0 3,3 0,6 
1,0 2,0 1,0 
1,0 3,3 0,8 
1,0 2,7 0,8 
1,0 3,7 1,0 
1,0 4,0 1,0 
0,0 3,0 1,0 
1,0 2,0 1,0 
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1,0 3,3 1,0 
1,0 3,3 1,0 
1,0 3,0 0,4 

 1:  FACTOR 1 � SUCCESS

 FACTOR1 * SUCCESS 
          (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR1 3,20 1 0 1 0 2
3,60 0 1 0 2 3
3,80 0 0 2 1 3
4,00 1 0 0 5 6
4,20 0 1 0 2 3
4,40 0 0 0 1 1
4,80 0 1 0 0 1
5,00 0 0 0 3 3

2 3 3 14 22

2

-
.

( )
2

Pearson 28,548( ) 21 0,125

26,520 21 0,187
1,817 1 0,178

22

. 22  (100,0%)  5. 
 0,09. 

 2:  FACTOR 1 �  1-2-3-4-5

EROT.1 EROT.2 EROT.3 EROT.4 EROT.5
N 22 22 22 22 22

0 0 0 0 0

4,00 4,00 4,00 4,00 4,00
2,00 3,00 3,00 3,00 3,00
5,00 5,00 5,00 5,00 5,00
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 1 

2,00 1 4,5 4,5 4,5
3,00 2 9,1 9,1 13,6
4,00 14 63,6 63,6 77,3
5,00 5 22,7 22,7 100,0

22 100,0 100,0

 2 

3,00 6 27,3 27,3 27,3
4,00 12 54,5 54,5 81,8
5,00 4 18,2 18,2 100,0

22 100,0 100,0

 3 

3,00 1 4,5 4,5 4,5
4,00 12 54,5 54,5 59,1
5,00 9 40,9 40,9 100,0

22 100,0 100,0

 4 

3,00 5 22,7 22,7 22,7
4,00 11 50,0 50,0 72,7
5,00 6 27,3 27,3 100,0

22 100,0 100,0

 5 

3,00 6 27,3 27,3 27,3
4,00 11 50,0 50,0 77,3
5,00 5 22,7 22,7 100,0

22 100,0 100,0
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 3:  FACTOR 2 � SUCCESS

 FACTOR2 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR2 0,25 0 0 0 2 2
0,75 1 1 1 2 5
1,00 1 2 2 10 15

2 3 3 14 22

2

- .
( )

2
Pearson 2,654(a) 6 0,851

3,190 6 0,785

0,119 1 0,731

22

a. 11  (91,7%)  5. 
 0,18. 

 4:  FACTOR 2 �  6-7-8-9

EROT.6 EROT.7 EROT.8 EROT.9
N 22 22 22 22

0 0 0 0
1,00 1,00 1,00 1,00
0,00 0,00 0,00 0,00
1,00 1,00 1,00 1,00
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 6 

0,00 1 4,5 4,5 4,5
1,00 21 95,5 95,5 100,0

22 100,0 100,0

 7 

0,00 3 13,6 13,6 13,6
1,00 19 86,4 86,4 100,0

22 100,0 100,0

 8 

0,00 4 18,2 18,2 18,2
1,00 18 81,8 81,8 100,0

22 100,0 100,0

 9 

0,00 3 13,6 13,6 13,6
1,00 19 86,4 86,4 100,0

22 100,0 100,0

164

ΠΑ
ΝΕ
ΠΙ
ΣΤ
ΗΜ
ΙΟ

 Π
ΕΙ
ΡΑ
ΙΑ



 5:  FACTOR 3 � SUCCESS

 FACTOR3 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR3 3,00 0 0 1 3 4
3,50 1 1 2 1 5
4,00 1 1 0 3 5
4,50 0 1 0 5 6
5,00 0 0 0 2 2

2 3 3 14 22

2

-
.

( )
2

Pearson 10,625(a) 12 0,561

13,426 12 0,339

0,654 1 0,419

22

a. 20  (100,0%)   5. 
 0,18. 

 6:  FACTOR 3 �  10-11

EROT.10 EROT.11
N 22 22

0 0
4,00 4,00
3,00 2,00
5,00 5,00
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 10 

3,00 5 22,7 22,7 22,7
4,00 11 50,0 50,0 72,7
5,00 6 27,3 27,3 100,0

22 100,0 100,0

 11 

2,00 1 4,5 4,5 4,5
3,00 7 31,8 31,8 36,4
4,00 9 40,9 40,9 77,3
5,00 5 22,7 22,7 100,0

22 100,0 100,0

 7: FACTOR 4 � SUCCESS

 FACTOR4 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR4 0,67 0 0 0 1 1
1,00 2 3 3 13 21

2 3 3 14 22

2

- .
( )

2
Pearson 0,599(a) 3 0,897

0,931 3 0,818

0,449 1 0,503

22

a. 7  (87,5%)   5. 
  0,09. 
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 8:  FACTOR 4 �  12-13-14

EROT.12 EROT.13 EROT.14
N 22 22 22

0 0 0
1,00 1,00 1,00
0,00 0,00 1,00
1,00 1,00 1,00

 12 

1,00 22 100,0 100,0 100,0

 13 

0,00 1 4,5 4,5 4,5
1,00 21 95,5 95,5 100,0

22 100,0 100,0

 14 

1,00 22 100,0 100,0 100,0
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 9:  FACTOR 5 � SUCCESS

 FACTOR5 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR5 1,40 0 0 1 1 2
1,60 0 1 1 0 2
1,80 0 0 0 2 2
2,00 1 1 0 3 5
2,20 1 0 1 5 7
2,40 0 1 0 2 3
2,60 0 0 0 1 1

2 3 3 14 22

2

- .
( )

2
Pearson 13,766(a) 18 0,744

16,141 18 0,583

0,232 1 0,630

22

a. 28  (100,0%)  5. 
 0,09. 

 10:  FACTOR 5 �  15-16-17-18-19

EROT.15 EROT.16 EROT.17 EROT.18 EROT.19
N 22 22 22 22 22

0 0 0 0 0

4,00 4,00 0,00(a) 1,00 1,00
2,00 2,00 0,00 0,00 0,00
5,00 5,00 1,00 1,00 1,00

a . .
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 15 

2,00 1 4,5 4,5 4,5
3,00 4 18,2 18,2 22,7
4,00 14 63,6 63,6 86,4
5,00 3 13,6 13,6 100,0

22 100,0 100,0

 16 

2,00 1 4,5 4,5 4,5
3,00 3 13,6 13,6 18,2
4,00 14 63,6 63,6 81,8
5,00 4 18,2 18,2 100,0

22 100,0 100,0

 17 

0,00 11 50,0 50,0 50,0
1,00 11 50,0 50,0 100,0

22 100,0 100,0

 18 

0,00 2 9,1 9,1 9,1
1,00 20 90,9 90,9 100,0

22 100,0 100,0

 19 

0,00 1 4,5 4,5 4,5
1,00 21 95,5 95,5 100,0

22 100,0 100,0
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 11:  FACTOR 6 � SUCCESS

 FACTOR6 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR6 3,00 0 2 1 4 7
4,00 2 1 2 9 14
5,00 0 0 0 1 1

2 3 3 14 22

2

- .
( )

2
Pearson 3,255(a) 6 0,776

3,978 6 0,680

0,120 1 0,729

22

a. 11  (91,7%)  5. 
 0,09. 

 12:  FACTOR 6 �  20

 20 

22N
0

4,00
3,00
5,00

3,00 7 31,8 31,8 31,8
4,00 14 63,6 63,6 95,5
5,00 1 4,5 4,5 100,0

22 100,0 100,0
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 13:  FACTOR 7 � SUCCESS

 FACTOR7 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR7 0,00 0 1 0 1 2
0,50 0 0 1 0 1
1,00 2 2 2 13 19

2 3 3 14 22

2

-
.

( )
2

Pearson 9,167(a) 6 0,164

6,502 6 0,369

0,297 1 0,586

22

a. 11  (91,7%)   5. 
 0,09. 

 14:  FACTOR 7 �  21-22

EROT.21 EROT.22
N 22 22

0 0
1,00 1,00
0,00 0,00
1,00 1,00
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 21 

0,00 3 13,6 13,6 13,6
1,00 19 86,4 86,4 100,0

22 100,0 100,0

 22 

0,00 2 9,1 9,1 9,1
1,00 20 90,9 90,9 100,0

22 100,0 100,0

 15:  FACTOR 8 � SUCCESS

 FACTOR8 * SUCCESS 
     (Crosstabulation) 

SUCCESS
0,40 0,60 0,80 1,00

FACTOR8 2,00 0 0 0 2 2
2,67 0 0 1 0 1
3,00 1 1 0 1 3
3,33 0 1 2 5 8
3,67 0 0 0 3 3
4,00 1 0 0 2 3
4,33 0 1 0 1 2

2 3 3 14 22

2

- .
( )

2
Pearson 19,534(a) 18 0,360

18,569 18 0,419

0,170 1 0,680

22

a. 27  (96,4%)  5. 
 0,09. 
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 16:  FACTOR 8 �  23-24-25

EROT.23 EROT.24 EROT.25
N 22 22 22

0 0 0
4,00 3,00 3,00
2,00 2,00 1,00
5,00 5,00 5,00

 23 

2,00 3 13,6 13,6 13,6
3,00 6 27,3 27,3 40,9
4,00 11 50,0 50,0 90,9
5,00 2 9,1 9,1 100,0

22 100,0 100,0

 24 

2,00 5 22,7 22,7 22,7
3,00 9 40,9 40,9 63,6
4,00 7 31,8 31,8 95,5
5,00 1 4,5 4,5 100,0

22 100,0 100,0

 25 

1,00 1 4,5 4,5 4,5
2,00 3 13,6 13,6 18,2
3,00 8 36,4 36,4 54,5
4,00 7 31,8 31,8 86,4
5,00 3 13,6 13,6 100,0

22 100,0 100,0
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 17:   «SUCCESS» �  26-27-28-29-30

EROT.26 EROT.27 EROT.28 EROT.29 EROT.30
N 22 22 22 22 22

0 0 0 0 0

1,00 1,00 1,00 1,00 1,00
0,00 0,00 0,00 0,00 0,00
1,00 1,00 1,00 1,00 1,00

 26 

0,00 1 4,5 4,5 4,5
1,00 21 95,5 95,5 100,0

22 100,0 100,0

 27 

0,00 1 4,5 4,5 4,5
1,00 21 95,5 95,5 100,0

22 100,0 100,0

 28 

0,00 3 13,6 13,6 13,6
1,00 19 86,4 86,4 100,0

22 100,0 100,0

 29 

0,00 6 27,3 27,3 27,3
1,00 16 72,7 72,7 100,0

22 100,0 100,0

 30 

0,00 4 18,2 18,2 18,2
1,00 18 81,8 81,8 100,0

22 100,0 100,0
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 18:  PLC

PLC
N 22

0
2,00
1,00
3,00

1,00 5 22,7 22,7 22,7
2,00 12 54,5 54,5 77,3
3,00 5 22,7 22,7 100,0

22 100,0 100,0
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