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MepiAndn
H unepatia mou mpoodidetal oe pia umnpeoio Aoyw twv epyalopévwy TNG MEPLYPADETAL LUE TOV OPO

internal branding equity (Baumgarth & Schmidt, 2010). 2tnv mopoakdtw epyacio SLATUTIWVETAL Kal
avoAUeTal pia mapaAAayr Twv HoVTEAWY Twy Baumgarth & Schmidt / Ballester & Aleman, mou €xeL cav
oToX0 TNV MPOPRAePN Tou internal brand equity.Mépoc tn¢ epyaciac mepLEXEL EpWTNLATOAOYLO TTOU
adopd KatavaAwTteg otnv EAAGSa kal katd mooo to brand loyalty oxetiletal pe To Brand Equity. ErumtAéov
TO UTIOAOLTIN epyacia MepAapBavel EpWTNUATOAOYLO TTIOU adopd TOUG KATAVAAWTECG otV EAAGSa kal
oUMMANPwWONKe amo nepimou 80 epyalduevoug oe etalpeieg FMCG. JuvoAlkad emaAnBeUtnKay OTATIOTIKA
oxed0OV OAEC OL UTIOBECELG TOU LOVTEAOU KOL TIPOEKUPE OTL yLa TOUG £pYAOUEVOUG LOXUOUV TA TTOPOKATW:

1. Otetalpieg omou gpydalovtal BETOUVV OTO KEVTPO TOUC TNG LAPKEG TOUG KOL OVATTTUGCOVTOL YUPW
amod AUTEC. AUTA N TAKTKA dnuLloupyel otouc epyalopevouc Puxoroyikd SECUO HE TIG MAPKEG TNC
eTalPElaG TOU, TOoUC SIVEL TTEPLOOOTEPN YVWON VLA TIG MAPKEC KAl KAveL oadn TNV aflo TNG LAPKAG
VL0 TO YEVIKOTEPO KAAO TNC EMLXEPNONG.

2. Ouepyalouevol EgpovTag OTL N EMWVU LA TWV TIPOTOVIWY TWV ETILXELPNOEWVY TIOU gpyalovtal
anoteAel KAeWSL yLa TV eunuepla TNG EMLXElPNONG, €XOUV TNV TACN VA EVTEIVOUV TN YVWGT TOUC
yla TAL TTPOLOVTA TIOU TIOPAYOUV K EUTTOpEVOVTAL.

3. Humepatia mou dnuloupyeital otov epyaldUeVO XAPL OTNY EMWVULLN TWV POIOVTWY TTou
napdyeL n enixeipnon omou epyaletal e€aptdtal amnod to Puxohoylkd OECUO TTIOU EKEIVOG EXEL
QVATTUEEL PE TIC LAPKEC TNG ETALPELNG TOU, TN YVWON YLa AUTEG KAl TNV avTiAnn mou ekelvog

€YELYLOL TO POAO TNG LAPKAC YEVIKOTEPQ VLA TNV ETILXEIPNON.

NEEELG KAELOLA (EAANVLKA KOl ayYALKT YAwooa)
FMCG, Marketing, Branding, Internal marketing, brand loyalty, emwvupa nmpoiovta, KaTavaAwTES
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Euyaplotieg

OAokAnpwvovtag auth TNV epyacia kal amodoltwvtag omd TO UETATTUXLOKO TIPOYPOUU
Aloiknong Emxelpnoewy tou MATIEL, Ba ABeAa kKaTapxrVv va eUXAPLOTACW TNV OLKOYEVELA KAl TOUC
diloug yla Vv umootAplen Kol tnv umopovh toug. Emiong Ba nBeAa va euxaplotiow TouCg
KaBnynTtég pou Kal Toug cLVaOEADOUG HOU YLa TIG YVWOELG KAL TIG EUTELPIEG TTOU HOLPOOTAKALLE.
Télog Ba nBela va esuxaplotiow Wlaitepa tov emPAEnovia kabnyntr) Hou k Tooyka yla tnv
kaBodrynon kat tTnv BorBela Tou yLla TNV ekmoévnon Tng mapouoac epyaciog.
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KatdAoyog cuvtopoypadLwv
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External brand equity
Brand Loyalty
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KEDAAAIO 1. Eloaywyn
1. OuMapkec: Anuoupyla, At TOUG yLOL TOV KATOWAAWTH KOL ETIKOWVWVIA TOU O€ €KE(VOV.
Mapka - OpLopOG

Katd tnv American Marketing Association opiletal wg papka / brand éva ovopa, évag 6pog, Eva
ox€d1o ) éva cUUPOAO 1] OTIOLO AANO XOPAKTNPLOTIKO TTOU KABLOTA TO TPOoidV N TNV UTNPEecia eVOC
TWANTA SLakpLtd o€ oxéon Ue Ta mpoiovta AMwy wAnTwy. Eniong katd to avtiotolyo mpotumo
ISO ISO/DIS 20671 n pdpka xpnoLUOTOLE(TAL Yla va SNLLOUPYNOEL XAPAKTNPLOTIKEG ELKOVEG Kal
OUOXETLOMOUC OTO MUAAO TWV KATAVOAWTWY UE QMWTIEPO OKOMO Tn Onuloupyia OLKOVOULKOU
od€houg (Dictionary, 2018).

Ol apkeg emdpoUV TOCO OTLG AYOPES TWV UEUOVWHEVWV KATAVOAWTWY 000 KL TWV ETILXELPICEWV.
Kat otig SUo katnyopieg pla Suvatr papka epdavifel LeTaly AAWY T TOPAKATW XOPAKTNPLOTIKA
(Kotler & Keller, 2006):

1) H papka dtakpivetal eneldr) mpoodEPEL OTOUC KATAVAAWTEC TA OPEAN TTOU TIPAYUATIKA
emBupoLVv.

2) H pdpka mapapével emikatpn

3) H udpka €xeL ouvemeLa

4) OtunevBuvol papkag kataAaBaivouv Tt onualvel aUTh yla TOUG KATAVOAWTEC

Mia pdapka €xel avamtuxBel pe emtuxia Otav o KAtavaAwtAg Wmopel va KataAdPel amd tn
oUHBOALKN amelkovion Tou €xel SoBel oto mpoidv ) TNV UTnpeacia Tolo eival To Poldy, TL KAVEL
Kol ylatl To KAvel KoAUTepa amod Ta A mapopola mpoidvta. H papka KAvel To mpoiov N tnv
UTINPECLO EEXWPLOTO, €0TW OTA MATIA TOU KOTOVOAWTN Kol AElToupyel wC KATAAUTNC yla TNV
TTwANon.

H pdpka Sivel emumAéov a&la oto mpolov. Autr n mapandvw atia meplypadetal e tov 6po brand
equity KaL CUOXETIETAL UE TIC YWWOELC KAL TNV avTAnyPn Tou KaTtavaAwtn ya tn papka. Emiong
ouvlULAlETAL KAl LE TNV EUTIELPLA TIOU EXEL O KATAVAAWTNG HEXPL VA GTACEL OTNV Ayopa, apa Kal
omnola enadn eixe 0 KATAVOAWTAC LE TO TIPOOWTILKO TNC EMLXE(PNONC.

H ndpka eivat oav éva cupBoiato mou mpoodEPouv oL marketers Tng emxeipnong otoug MEAATEC
TOUG Kal oav OAa ta cupPoAlata pemel va e€aodaliletal 0Tl o meAdTng Ba mapeL aUTO TOU EXEL
OTO HUOAO TOU OTL QVTUTPOOWTIEVEL 1 UAPKA.

AuTO To «oupBOAaLo», SnAadn o TpoOToG ou €xeL eTUAEYEL yla val SWOoEL N LapKa eTmAgov ala,
TPETEL VA elval amo Touc epyalopEVOUC TNC EKACTOTE ETILXE(PNONG:

o [vwoTog

* Jadng
o  AmodekToq
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e AfloogBaotog
e EKTIUNTEOCQ

Mapka kol tonoBgtnon

Eddoov OnuoupynBel pia papka, mpémel va ouvoeBel oTo HUAAO TOU KATAVOAWTH HE TO
KaT@AANAo Teplexopevo. AUTO elval o poAog TNG TomoBETNong — positioning — mou oplletal wg «n
Tpagn tou oxedlacuol TNS MPoodopdg KAl TNG ELKOVAC TNG ETALPE(G £TOL WOTE AUTH va AdBel pia
Eexwploth Beon otnv avtiAnyn tng ayopdg otdxou» (Kotler & Keller, 2006). Avtiotolxa n etalpeia
TPETEL VA PPOVTIOEL N LAPKA TNG VA «TOTIOOETETALY KAl 0TO LUAAS TwV EPYAIOUEVWYV TNC.

Mo va eTUTUXEL Lia eTatpeia T TOTOBETNON MOU €XEL ETUAEEEL yLa T TTPOIOVTA ) TIG UTINPECLES TNG
TPEMEL VAL KAVEL oadr) OTOV KATAVAAWTH Ta onueia wootuiag kat dltadopdc. Evw ta onueia
ootipiag (points of Parity) amoteAoUv XOpaKTNPELOTIKA KOWA yla OAa ta Tpoilovia piag
katnyoplag, ta onpela Stadopag (points of Difference) elvat anapaitnto va yivouv avtiAnmtd anod
TOUG KATAVOAWTEG Kat Suvato va poadepBouv amod tnv emxeipnon.

AvtioTola Kal yla Toug epyalopévoud TG, TPEMEL N Ldpka va ToroBeTnBel e TéTolo TpoOmo 0To
HUOAO TOUC WOTE va MANpol T onpela LoOTIUAC TTOU TTAPEXOUV OL ETALPELEC AVTAYWVLIOTES TOU
kKAadou, tautoxpova va dSnAwvel mou dladopomoleital Kat GUOIKA var KAVEL aloBnTr autr T
Sladpopormoinon.

‘Etol, péow Twv €pyalOpEVWVY TNG, UMOpel n emxelpnon va €mTUXEL TN OTPATNYLKA TNG
Slapopormnoinon pEow SnNUOUEYIAC aVTAYWVLOTIKOU TTAEOVEKTALOTOC BACEL TOU POoWTkou. Ot
epyalopevol elval olyoupa n €lkova mou Selxvel n eTalpeia 0TOUC TEAATNG TNC, ECWTEPLKOUC KOl
eEWTEPLKOUC, OTOTE €lval xpnoLpo av xapaktnpilovrat amnod ta napakatw: (Kotler & Keller, 2006)

e [kavotnta: Av oL epyalOUEVOL €XOUV TIC QMOPAlTNTESG YVWOELS Kol O€ELOTNTEG Yyl TNV
EKTEAEON TWV KABNKOVTWY TOUG.

o Aflomiotia: Av EUTTVEOUV EUTTLOTOOUVN OTOUC OUVEPYATEC TOUC, E QTMOTEAECUA VA TOUC
kdvouv va aloBdvovtatl achaAela.

e Euyévela: Av elval mpoonVvelg kal Pe PIALKA cUUTEPLDOPA TTPOG TOUC OCUVEPYATES TOUG,.

e JtaBepotnTa: Av ekteAolv Ta KaBrnkovta Toug pe akpifela kal Statnpouv To emninedo ¢
SouAeldg Toug otabepo.

e AvTamokpLon: Av Kol OO0 AUECO UMOPOUV vVa SLOXELPLOTOUV QULTAUATA TWV ECWTEPLIKWY
KOl TwV EEWTEPLIKWY TIEAATWY, ELOIKA EKELVA TTOU €PXOVTAL O HOPdN TIOPATIOVWY I EVTOVWV
QAT OEWV.

e Emwowwvia: Av elval og B€on va EMIKOWWVNOOUV HE TOUC €EWTEPLKOUC KOl TOUG
E0WTEPLKOUC TEAATEC amodOTIKA.
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Quolkd OAa Ta TMaPATIAVW XAPAKTNPLOTIKA TIPETIEL VA yivovTal avTIAnTTa Kal amd Toug MEAATEC.
AnAadn ol LkavoTtnteg Twv epyalopévwy dev apkel va afloAoyouvtal wg LKOVOTIOLNTIKEG KN Ao
TOUG TIPOLOTAUEVOUC TOUG QAN Kat artd TOUG MEAATEG TOUG (ECWTEPLKOUG 1 EEWTEPLKOUC).

Mapka KoL Erkovwvia

Ma Ttoug epyalopévouc ol eukalplec Oladpaong He eEwTeplkolC TEAATEG UMOpel va
nepAappavouv:

e TnvmnwAnon

e Tnv enkowwvia kat Slaxelplon mapamovwy

e Tnv ekmaibeuon tou meAdTn

e Tnv unoothpleén tou TeAdTn katd tn Sidpkela {wNC tou ayabol N Katd TN xpnon tne
UTINPEciag

MNa toug epyalopévouc oL eukalpieg Oladpaong UE €0WTEPLKOUG TEAATEC uUmopel va
neptAapfavouy:

e Tn petadopd «nuletoipou» amod éva otdadlo Siepyaciag oe éva aAAo otadlo dlepyaoiag.

e Tn Olaxelplon mMpoPANUATWY KOL EKTAKTWY TIEPLOTOTLKWY

e Tnv exnaidevon petau cuvadéddwy (turmikn f atumnn) o BEpata mou adopouv pla n
TIEPLOOOTEPEG SlEpYAOieC KAl TUNUATA

Ouoclaotikd av Beswpriooupe toug epyalopévoudg pilag etalpelag wg maikteg uiag opadag,
KQAOUVTAL va XPNOLUOTIO 00UV TOUG (8LoUC HUNXavIoUoUC emikowvwviag Téoo He TIG avtimaleg
opadeg 600 Kal petagl touc. KaAouvtal dnAadr va yivouv ol marketers kat va tornoBetriocouy 1o
«TIOPAYOUEVO TIPOIOV» N TN «mpoC 81abson umnpecia» ota PATIA TWV TIEAQTWY KAl TWV
ouvadEAPwV Touc.

Eldka yla to marketing umnpectwy SLapopdWVETAL TO TTAPAKATW TPLYWVO yLa TN 0XEon TwV ELOWV
marketing mou aokouvTal amo TNV €Talpeia kat to mpoowrniko (Kotler & Keller, 2006):
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Ewova 1: Turtot Marketing (Kotler & Keller, 2006)

To eEwtepkd marketing adopd TI¢ TUTIKEC Olepyaoieg Tou TuRpatog marketing (my TLLoAdynon,
npowBnon, d1aBeaon, oplopoC LelyaTOC TIPOTOVTWY KATT).

To eowteplkd marketing avadbEépeTal otV evNUEPWON Kal €UMAOKA TOU TPOCWTILKOU amod TtV
eTalpela Wote va eEUTNPeTEl KAAUTEPA TOUG TTEAATEG.

To aAAnAerubpaoctikd marketing adopd tn KAVOTNTA TWV EPYALOUEVWY KATA TNV EEUTINPETNON
TOU TEAATN.

To aAMnAemidpaotikd marketing elval amoTEAECUQ TOU E0WTEPLKOU marketing aAAA Kal oToLXElwV
Tou $EpeL 0 KABE epyalOUEVOC WG TIPOOWTILKOTNTA.

Av uia etalpeia:

e  Opovtilel oL epyalOUeEVOL TNG VA ElvaL TIANPWE EVNUEPWHEVOL VLA TOL TIPOLOVTA KO TLG
UTINPECLEC TTOU TTAPEXOLV

e  Opovtilel ol epyalouevoL va elval LKAVOTIOLNUEVOL.

o Edapudlel TOKTIKEC Yl ECWTEPLKO marketing ue emituyia.

ol epyalopevol Ba Aettoupyrioouv amodoTIKOTEPA WE UTIEUBUVOL VAL ETIKOLVWVAOCOUV TIG UAPKEG
TIOU EKTIPOCWTIEL N ETALPEL TOUC OTO MAQLOLO TNC TTPOCWTILKAC TIWANONG (mou amoteAel évag amnod
TOUC 5 KUpLOUG TPOTOUC ETKOWVWViag yla TN Slapopdwon Tou UEIYHATOG EMKOWVWVLWY
marketing). 2e evboetalplko emninedo avriotolya, Ba eival emiong mio amodoTikol oTnV emkovwvia
eneldn Ba €xouv EeKABAPO KOLVO ATWTEPO OKOTIO VAL TIETUXOUV 000 UTIAYOPEUOUV OL LAPKEC TNG
€TOLPELOC TOUC.

To pelypa emikolvwviwy marketing cupBdaAet otnv Stapodpdwaon alag yLao ToV KATAVAAWTA LE TOUG
mapakdTw TPomoug (Kotler & Keller, 2006):
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e ANMOUPYWVTOC EMyVWwaon yla Tn MapKac — 1ou eival n SuvatotnTa TwY KATAVAAWTWY va
avayvwpilouv TN pdpka KATw amod SLadopeTIKES OUVONKEC.

e AnNULOUPYWVTAG ELKOVEG KL CUVELPPOUC

o [lpokoAwvTag BETIKEG AVTIOPACELG OTOUG KATAVAAWTEG yLa TN HapKa

e Kdavovtag mo otevo To 0O UETAEL TOU KATAVOAWTH KAl TNG LAPKOAG

e [AnpodopwVvTaC TOUG KATAVAAWTEG OXETIKA LE TN LAPKA

Agv €xel onuaoia pe molo Tpomo emnkowvwviag Ba emitevxBolv ta mapandvw, oAAA clyoupa Ba
TIPETEL VA ETUAEYETAL O ATIOOOTIKOTEPOC TPOTIOC KAl GUOLKA N EMAdI TOU KATAVAAWTH UE TN LdpKa
Ba mpémnel va Slémetal KaBe dopd amd CUVEMELD KAl OUVOXN WC TPOC TA HUVAUATO KAl TLG
TAnpodopieg mou AauBAVEL O KATAVOAWTHAG.

‘Ocov adopd CUYKEKPLUEVA TNV TPOOWTIKA TWANGON, aAAA Kol K&Be aAAnAemibpaon UEXpL va
dtdoel otnv MwANoN, Ta Bactkd TG XapakTnELoTIKA elval Ta mapakdtw (Kotler & Keller, 2006):

e [1pOCWTILKI AVTLLETWTILON: AUEDN AAANAETIOPOON AVALEDQ OTOUG EUTTAEKOUEVOUC OTIOU O
KaBEvVaG Umopel va TapatnproeL TIC aAVTLOPAOELS TWV GAAWY

o KaM\igépyela oxeong — pe dlapopetikod Baboc ava mepilotaon

e  ATIOKPLON — TPOKELTAL YL TNV UTIOXPEWON TIOU aLoBAVETAL 0 KATAVOAWTAG adol AKouoE
0o €lxe vaL TOU TIEL O TIWANTAC.

2. 0 opoc Internal Brand Equity
Nwpitepa avaAuBbnke n évvola tng papkag, n unepatia mouv dnuoupyel kaBwg kat oL TpomoL va
ETUKOLVWVNBEL N LAPKO OTOV KATAVAAWTH.

Me Tov Opo internal brand equity avadepouaote otnv umepalia mou Snuloupyeital otov
epyalouevo xapl otn papka. OuolaoTikd 0 6pog B€AeL va Selfel mOoOo N ekTiUnon TOU €XOUV OL
epyalOpevoL yLa TN Hapka oxeTiletal/ emnpealel Tnv uTIOOTNPLEN TOUG TTPOC TN Kapka. (Baumgarth
& Schmidt, 2008)

Av To internal brand equity BewpnBel wg delktng, autdg Ba €xel peyahlTepn TLUN OTAV :

e TomoTelWw TWV EPYALOUEVWY TAUTI(OVTAL UE AUTA TIOU TIPECREVEL N UAPKAL.
o OLepyalduevol, WG PEPOVWHEVA ATopa, elval SlateBelEVOL VA ETILKOLVWVAOOUV LAPKA LE
OUVETIELQ KOL EVOOUCLOOUO O€ ATOUO EVTOC KAl EKTOG TOU 0PYAVIOUOU TOUC.

‘Ewg Twpa n évvola tou internal brand equity €xel eéetaotel kuplwg oe cuvallayeg B2B kat
WSaitepa otav ekeiveg adopolv UeYAANC aflag emevSUOELG. 2€ TETOLEC OUVOAAAYEG CUVEXIZEL N
TIPOOWTILKA TIWANON va elval To kKUPLo epyaleio emikovwviag. ‘Onwg ouvenayetal n npodlabeon
TOU TMWANTA TPOG TN UApKa GAAQ KAl N ELKOVAL TIOU €XEL O TIEAATNG YL TN LAPKQA, UMOPEL va TtaiEouv
POAO yLa TNV TEALKN €kBaion TNg cuvailaync.
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2TV €peuva touc ot Lohndorf & Diamantopoulos, mou eniong eé€tale unnpeoieg Kat OXL mPolovTa,
Bplokouv OTL TPOKUTITEL LOXUPOTEPN CUOXETION METALL TNG avTiAnng Twv epyalopéVwY yla Thv
etatpeia (mou kaMepye{tatl péow tou internal branding) kat tng cuunepldopds Twv epyalopévwy
mou BonBd tnv €EEALEN TNC LAPKAG O€ OXEDN HE TNV ElKOVA TTOU AapBavouy ot epyaldpevol amid
HEOW TNC emkowwviag tou pe tn Slolknon. ZUUMANPWVOUV OTL oL €Talpeieg Ba TpéEmeL va
napakoAouBouv to eminedo TalTIONG TWV EPYAlOUEVWY E TN LAPKA, KATA TTOCO oL epyalOpeVOL
VIWBoUV Mw¢ ekTIwvTaL Kot umootnpifovtal amnd tnv etalpeia. Amd tnv MpwIn cuvepyaoia
K&molou o€ pia etalpeia Ba mpémel va yivovtat cadeig ol aieg g, Ta moTeLwW TNG KABWE Kal O
TPOTOC TIOU QUTA TPETIEL VAL EKPPALOVTAL WC TOV TEALKO TIEAATN. ZNUAVTIKO pOAO O QUTO UOPOUV
va aiéouv epyalopevol Tou AElToupyolV WG mpotuma kabwg Kat mpoiotduevol ou delyvouv
evlladEpov yla toug epyalopdévous Toug oAAA Kal TNV pdpka NG €talpeiag toug. BéBata n
€kdpaon tou internal branding 6ev Ba mpémet va yivetal pe TpOmo KpauyaA€o, TTOU VA TTOPATIE UTTEL
TouG epyalopévouc o€ MAUonN eykedarou. Eniong onpaviiko otolxeio 0Ang tng Stadikaoiag eival
0 epyalouevog Ndn Katd tnv emMAoyN Tou va afloloye(tal Katd mooo TapLalel UE TNV EIKOVA TNG
Hwapkag (employee — brand fit). (Lohndorf & Diamantopoulos, 2014)

3. 2KOTIOC £PELVAC
2KOTIOC TNG MOPOVOAG EPYACLAG Elval va EEETACEL LECW TWV LOVTEAWY TwV Baumgarth & Schmidt,
Ballester — Aleman katd nmooco:

a) 2Toug epyalOUEVOUG OE €TALPElEC Tapaywyng KatavoAwTtikwy ayabwv (FMCG) otnv
EAGSa umtdpyel ouoxETion HeTaty Tou internal branding kat tou brand equity.
b) Ot €Anveg w¢ KaTavaAwTeg emnpedlovtal amnod To branding mpoiloviwy OTIC AyopES TOUC.

To povtého Twv Baumgarth & Schmidt €xel okomo:

No peTpd, va avaAUel kal va tpoPBAEnel To internal brand equity
Na e€etdoel o€ molo Babuod oL cCUVIOTWOEG ou €XeL uToTeBEel OTL e€nyoulv To internal brand
equity, OVIWG To EpUNVEVOULV.

3. Na avaAuoel T cuoxEtion petafy tou internal brand equity kat tou external brand equity.

To povtélo Twvy Ballester & Aleman (Ballester & Munuera-Aleman, 2005) €xel okomo va avaAUoeL
NV onuacio mou €XeL n eumotoouvn otn pdpka yla tnv avamtuén tou brand equity. H
EUmoToolvn OTN UAPKA KATA TOUG €PEUVNTEG dnULloupyeital amd To mOco aflOToTo €lval To
MPoidV WC TPOC TIG UTOOXEOELS TIou Olvel, Kal Katd mooo o€ mepimtwon mou dnuioupynBetl
TIPOPANUA Umopel va LkavoroLroeL Tov meAdatn. H epmiotoouvn, LEOW TwV SU0 OUVICTWOWY 0dnyel
otn miotn otn papka (brand loyalty) kot katd cuvenela oto brand equity.
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KEDAAAIO 2. Avacokomnnon oxeTikng BipAoypadiag
2e auToO to KedAAalo Ba avaAuBouv ta Baolkd apbpa omou meplypddovial Ta apXLkd LOVTEAQ
TIOU YpnoLuomotltnkay yla Tn mapouoa epyaoia.

1. AvaAuon povtéhou internal brand equity yia B2B — Baumgarth & Schmidt

«To internal brand equity elvat woxupd otav n ouumepldopd Twv epyalopevwy elval
€UOUYPAUULOUEVN HE TN TAUTOTNTA TNG MAPKAG TNG ETALPElOG TOUG KOl TA AToua €lval
npodlateBelpéva va EMLKOLVWVOUV TN UAPKA LLE CUVETELD KAl evBouolaopo ota evdladepopeva
LEPN EVTOC KAl EKTOG TOU 0pyaviopou.» (Baumgarth & Schmidt, 2008)

2TnV €peuva toug, ot Baumgarth & Schmidt éxouv wg otd)0 va:

- AounoouV €va LOVTEAOD TIOU va PETPAEL, va avaAUel kal va poPAEnel To internal brand
equity plag emxelpnong o eminedo B-2-B.

- Qavel moleg elval oL cuvioTwoeg ou oxetilovtal kat kabopilouv To internal brand equity.

- OQavel n Betk cuoxETion Tou €xeL To internal brand equity oto external brand equity

Ol beikteg mou xpnolpomotlouvTal yla va LetpnBel to internal brand equity eivat:

- Hmnpobeon twv epyalopéVwy va TAPAEVOUV OTNV ETALPELX KaL VA €lvaL TILOTOL 0TN LapKa

- Katd mooo n ouunepidpopd twv epyalopevwy elvat oe cupdwvia Pe To poAo toug; Elval n
OUUTEPLPOPA TOUC UTIOOTNPLKTLIKA KAl CUUPWVN UE TN UAPKAL;

- Kotd mooo ol gpyalopevol otn {wn TouC eKTOC ETALPELAG Elval UTIOOTNPLKTEG TNG UAPKAG
KaL TNG eTatpeiag Toug

Ot kaBoploTikol mapdyovtes ocupmepldopdc n opyavwong rmou kabopilouv To enimedo tou internal
branding cUpdwva pe Toug mapanavw Oeikteg elval:

- Brand orientation: Tpomog dloiknong Kat avantuéng ETALPLKNC KOUATOUPAC OTIOU N LApKa
nailel oNUAVTIKO pOAO OTO ETIXELPNOLAKO LOVTEAD. O 0pYaVIoUOG BETEL OTO KEVIPO TOU TN
HMAPKA, QVOMTUCOETOL Kal Yapoktnpiletal amd auth. AUTOC 0 TApPAyovToG emnPealel
OUVOALKA Toug epyalopévouc kabwe amoTteAel T KateuBuvtnpla ypapprn mou BEAEL yla
TOoUC gpyalopEVouG N eTatpeia.

- Internal brand commitment: Eival to Puxoloyiko S€oiuo Tou epyalOUEVOU HE TN UAPKA
NG ETALPELOC TOU KAl KATA TTOCO EKEIVOC CUUTIEPLDEPETAL CUUPWVA LE QUTH.

- Internal Brand knowledge: H yvwaon mou €xel 0 epyalOPevVOC yLa TN MApKA TNG TaLpElag
TOU.

- Internal brand involvement: Katd néoo n papka €xet Iblaitepo vonpua yla tov epyalouevo
KQlL TTO00 €KE(VOC TILOTEVEL OTL N LapKa wdeAel TV emixeipnon.

OLumoBéoelg mou KaAeltal To LOVTEAOD va EEETACEL AV LOXUOUV (val:
e H1:To brand orientation cuoyetietal BeTika e to internal brand equity
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e H2:To brand orientation cuoyetiletal BeTikd pe to internal brand commitment

e H3:To brand orientation cuoyetiletal Betikd pe to internal brand knowledge

e H4:To brand orientation cuoyetiletal Betikd pe to internal brand involvement

e H5: Tointernal brand commitment cuoyetiletal Betikd pe to internal brand equity

e H6: Tointernal brand knowledge cuoyetiletal Betika ue To internal brand equity

e H7:Tointernal brand involvement cuoxetietal Betika pe To internal brand equity

e H8:Tointernal brand involvement cuoxetietal Betika pe To internal brand knowledge
e H9:Tointernal brand equity cuoyetiletal Betikd pe to external brand equity.

2TNV ElKOVA TTou akoAouBel dalvovtal ol OXECELS TWV TOPAYOVTWY KOL OL UTIOBETELG TOU LOVTEAOU.

Determinants Internal ; Outcome |
! Companylevel | ! Individual level ! Brand Equity ; |
: : E Internal E : |
H . brand ! ! i
: g 3 commitment ¢ ! :
1 : (IBC) | : i
5 He i a |
E E E E Customer- E
. Brand - ! ' based !
1| orientation Hj - : rgor i
; (80) ; ; : equity :
: H : ! (CBE) :
: Hy i ; 1
: P Internal i ; l
: 1 E brand d : |
: o involvement i i i
i N | |
; - H; : : !
o J L )

f Y
Employee survey Management survey

Ewova 2: Movtédo Baumgarth & Schmidt

2. AvdAuon povtélou yla Brand Loyalty - Ballester & Aleman

To Baclkd €pwTnUA TWV €peLVNTWY €lval av n eumiotoolvn otn uapka (brand trust) €xet
avtiktumo oto brand equity. (Ballester & Munuera-Aleman, 2005) Ot BaCIKEG CUVIOTWOEG TNG
eunotoouvng elvat:
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e [lloTn OTL N papka Ba EKTTANPWOEL TIG UTTOOXECELG TIOU €XEL SWOEL afLOTILOTA
e [l{oTn OTL N pdpka €XeL KOAEG TIPOBETELG OXETIKA UE TA CULDEPOVTA TOU KATAVOAWTH).

OLumnoBéoelg mou eEetdlovtal amnod tnv €peuva sival :

e H1: H ocuvoAwkn kavormoinon (overall satisfaction) tou katavaAwtr amo Tn HAPKA €XEL
OETIK CUOYETLON UE TNV EUTLOTOOUVN OTN UAPKA

e H2: H gumiotoolvn evOg KATAVAAWTH 0TN HAPKa €XEL BETIKA CUOXETLON HE TNV TILOTN 0TN
uapka (brand loyalty).

e H3: Hmiotn Tou kKatavaAwth otn papka €xel BeTIKN cuoxétion Ue To brand equity.

H €peuva éywve péow TtnAedwviknG ouvévteuéng otnv lomavia. Ol CUPUETEXOVTEG NTAV
TIPAYHATIKOL KATAVOAWTEC KOl pWTOUVTAV OXETIKA LE Ui OUYKEKPLUEVN PApKa pmUpag Kal pia
OUYKEKPLUUEVN HAPKO caumoudyv. XpnolwuormowBnkav nén umdapxouoeC KAlpakeg yla brand
reliability, brand intentions, brand loyalty, brand equity kaBw¢ kat yla T oUVOALKH LKavoTroinon
anod T uapka. Ta anoteAéopata €6el€av OTL UTIAPXEL BETIKA CUOXETLON, OTMOTE Ol UTOBEOELCG
LoxUouV.

Overall satisf. Brand Equity

Brand intentions

Ewkéva 3 MovtéAo Ballester - Aleman:

3. AvaAuon povtélou Polo Pena et al

To povtélo auTto Sev xpnolpomolnBnke TeAKA oTnV gpyacia, kabwg Ba avfave apketd To MARB0G
TWV epwtnoewv mou Ba €npemne va teBolv oto Selypa. Mapola autd avadepetal Kabuwg
TIPOTEIVETAL YL EMOUEVO EPEUVNTIKA BrjpaTa.
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Ot Pena, Jamilena & Molina oto apBpo toucg (Pena, Jamilena, & Molina, 2017) Bewpolv OTL oL
BaolkeC PETAPANTEG Yl TN oupmepldopd TwWV KatavaAlwtwy, mou eival n niotn (loyalty) (mou

Hetadppaletal oe mpobeon emavayopas tng HApkag (repurchasing intention) kal mpoBeon va

OUOTAOEL O€ KATIOlOV TN Japka (recommendation intention)) kat n avtAnmen aéia ( perceived

value) (elte oe ouvaloBnuatko eninedo (affective value), eite oe Aettoupykod eninedo (functional

value) ) e€aptwvtal dueca e TO MOCO MPOCAVATOALOUEVN OToV EAATN elval n eTalpeia.

OuoLOOTIKA TO LOVTEAO TTOU TIPOTE(VOUY elval :

1) Meétpnon tou erunédou market orientation tng etatlpeiog

2) Meétpnon tou loyalty péow tou perceived value

OLumnoBéoelg mou e€eTdlovtal amo To UOVIEAO Elval :

H1: H enipaon tng AETOUPYIKAG aVTIANTITAG a&lag otnv mpodBecn Tou KATAVOAWTH va
ouOoTNoEL TNV umnpeoia pubuiletat amd to emimedo tou market orientation TmoU
uloBeteital anod tnv etalpeia. ‘Ooco vPnAdtepo elval to eninedo Tou market orientation
TOOO LloxupdTEPN Elval n emidpacn TG AELTOUPYLKAC AVTIANTTNC aflag otnv mpoBeon Tou
KATAVAAWTN) VO CUOTAOEL TNV UTINPEDLA.

H2: H enidpaon tng Aeltoupylkng aviAnmTng aélag otnv mpobeon Tou KatavaAwtr va
cavaayopaoel tnv unnpecio puBuiletal and to eninedo tou market orientation mou
uloBeteltal amo tnv etalpeia. ‘'Oco vPniotepo elvat to enimedo Tou market orientation
TOO0O LoYupOTEPN elval n emibpaon TNG AELTOUPYLKAC avTIANTTAG a&lag otnv mpobeon Tou
KATAVAAWTN Vo EavaayopAaoeL TNV UTINPEGLA.

H3: H enidpaon Tn¢ ouvaloBnuatikng AELTOVPYLKAG avTIANTTNC aflag otnv mpobeon tou
KOTAVAAWTN VA OUOTAOEL TNV UTINPEGia puBuileTal amo to eninedo Tou market orientation
mou uloBeteital and tnv etapeia. ‘Ooco uvPnAdtepo eival 1o emimedo tou market
orientation tOo0 oxUPOTEPN elval n emidpacn TG ocuvaloBNUATIKAC AvTIANTITAG a&lag
otnv MpoBeon TOU KATAVOAWTN VA CUCTHOEL TNV UTtnpeaia.

H4: H eni§paon tTng cuvaloBnUaTkAG avtAnNTTAG aglag otnv mpobeon Tou KATavaAwWTH va
Eavaayopdoel TNV umnpecia puBuiletal amd to emninedo tou market orientation mou
uloBeteltal amo tnv etalpeia. ‘'Oco vPnAotepo elvat to eninmedo Tou market orientation
TOOO LoYUPOTEPN Elval n emidpaon TNC cLVALCBNUATIKAG AVTIANTITAG aflag otnv mpoBbeon
TOU KATAVOAWTNA va ovaayopdosl TNV unnpeoia.
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Customer’s Perspective

Recommendation
intention

Functional
Perceived value

Affective
Perceived value

Repurchase
intention

Liis

17

[
Market Orientation adoption

Service firms perspective

Ewkova 4 Movteho Pena, Jamilena & Molina

KEDAAAIO 3. MeBoboloyia epeuvag
1. Apopdwaon TeEAKoU EpwTNHOTOAOYIOU
Ol KAlPOKEG TTOU XpnolpomoliBnkay yla TV ektipnon tou internal brand equity eivat ot (dteg
e Toug Baumgarth & Schmidt.

Ot kA{poKkeg mou xpnoluomondnkay yla va ektiunoouv to brand loyalty €xouv yevikeutel kat
TpomomnolnBel emeldr| 0TnN CUYKEKPLUEVN Epyacia eEETAZETAL AV OL KATAVOAWTEG TLOTEVOUV OTLC
Hapkec oav 6€a. OuolaoTikd ol KAIHAKEC TNG €peuvag Tpomomolonkayv yla va daivetal
avtiBeon avapeoa Ot EMWVULA KATAVOAWTIKA TTPOIOVTA KAl 0TA KATAVAAWTIKA Tpoidvta
(OLWTIKNC ETIKETAC.

Ao TN peAETn Twv Baumgarth & Schmidt Ad6nkav mpog e€€taon ol uTtoBETELG 1-9 pEe TEAKEC
EPWTNOELS AUTEC TToU daivovtal oto Mapdaptnua 1.

ATO TV PeAETN Twy Ballester & Aleman AfdBnkav mpocg e€€taon n unmoBeon 3 Ue EPWTATELC
auTEC tou daivovtal oto Mapaptnua 3.

ATO TV HeAETn Twv Polo, Pena & al §ev AfdOnkav epwTNOELS VIO TO EPWTNHUATOAOYLIO KABWG
N €€€taon enutAéov umoBéoswyv Ba avfave To XpPOVO yLa T CUUTANPWON Tou Kal Ba pelwve
mBava Tov aplBud TwV CUULETEXOVTWV.

To TEAIKO HOVTEAO ameLKOVIZETAL OTO MAPAKATW OXNUA:
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Ewkova 5: Movtéro Epyaoiag

‘Omou ol cuvTopoypadlec onuaivouv T MAPAKATW:

BO Brand Orientation

IBC Internal Brand commitment
IBK Internal Brand knowledge
IBI Internal Brand involvement
IBE Internal Brand Equity

EBE Externa brand equity

BL Brand Loyalty

JUVOTTIKA oL UTtoBE0eLg ou e€eTAlovTal E(vVal OL TTOPAKATW:

e H1:To brand orientation cuoyxetiletal Betika ue To internal brand equity

e H2:To brand orientation cuoxetiletal Betika pe To internal brand commitment

e H3:To brand orientation cuoyetiletal Betikd pe to internal brand knowledge

e H4:To brand orientation cuoyxetiletal Betika Ue To internal brand involvement

e H5:Tointernal brand commitment cuoxetiletat BeTikd pe to internal brand equity

e H6: Tointernal brand knowledge cuoxetiletal Betika pe to internal brand equity

e H7:Tointernal brand involvement cuoxetiletal Betika pe to internal brand equity
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e H&:Tointernal brand involvement cuoyxetiletal Betika e to internal brand knowledge
e H9:Tointernal brand equity cuoyetiletal Betikd pe to external brand equity.
e H10: To brand loyalty cuoyetiletal Betika pe o external brand equity.

2. MNepypadn tng pebodoroylag ocuAloyng Twyv Sedopévwy

H ouAloyn twv dedouévwy ylve HECW EpwTNUATOAOYIOU TTOU PowBBnKe o0& KATAVOAWTEC
otnv EANGSa elte epyaldpevoug oe etalpeia FMCG elte OxL. Zuvohikd oUAAEXBnkav 113
anmavtnoel 69 amd TIC omolec adopolv epyalopévoug oe etalpeiec FMCG. To
EPWTNUATOAOYLO NTAV NAEKTPOVIKO Kal XpnolpomotBnke n edapuoyn Google Docs, 0mou Kat
kataypddnkav ta dedouéva.

Ol EpWTNAOELG TTOU XpnoLuomoBnkav ¢aivovtal oto mapdpTnua 3.

OL kAlpokeg mou xpnoluomowBnkav elval auTég TNG OapXLKAC €PEUVAC TPOTIOTIOLNUEVEG.
Mpokettal yla 5-BaButeg kKAipakeg Likert.

To £PWTNUATOAOYLO EUELVE QVOLXTO yla cUANOYN amavtnoswy yia 30 NUEPEC.

3. Meploplopol €peuvac
To Selypa Twv epwtnBevTwy elval pLkpo, TOoo 6cov adopd T ATOUA OG0 KoL 000V adopd TIG
FMCG etalpeiec otig onoieg epyalovral.

‘Eylve emiloyn epwTrnoewy amo TiG mpoavadepBeloec EPEVVEG, WOTE TO TEAIKO EPWTNUATOAOYLO
va elval eUkoAo otn cupumARpwon. AuTto BERala Tpomomolel Ta apyLKA LOVTEAQ.

OL EPWTNOELC LE TOV TPOTIO TIoU armodoBnkav ota EAANVIKA TIEPLELXAV OPOUC UE CUYKEKPLUEVN
TEXVLKN onuaota, aA\& armeuBuvOnkav oe elyua mou Sev €XEL TIG OVTIOTOLYEG ELOLKEG YVWOELG
oto Marketing. Autd umopel va obAynoe o MapePUNVELQ TwWV EPWTIACEWV KAl Apa O€
UEPOANTITIKY OIAVTNON €K LEPOUG TWV EPWTNOEVTWV.

KEDAAAIO 4. Mapouciacn amoteEAEoUATWY

1. Tpadikn mapouvoiaon omMOTEAECUATWY TOU EPWTNHOTOAOYIOU
AkoAouBoUv o€ ypadruata Ta amoTeAETUATA TOU epwtnuatoloyiou. O afovac y avadeépeTal o€
apLOLO amaVINCEWY Kal OXL O TTOCOOTO.

Mpadruata Mevikwyv Epwtnoswy
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Eloal katavaAwtni¢ otnv EAAGSQ ;
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Aaypauua 1: Epwtnon - "Eloat katavadwtric otnv EAAada”

Ol ouppetexovteg ou Sev elval katavoAwTtég otnv EAAada Sev ocuvéxlav Pe TIC AOLTEC
EPWTNOELG, KABwWC N €peuva aPopoUlae LOVO KATAVAAWTECG oTnV EAAGSQ.

Moto elval to eninedo eknaidbevong couv;
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20 45

10
13

0 —1

Katoyxog AnoAutnpiou Katoxog AUTAwMOTOG Katoxog MetamtuyLlakou Kdtoxog Ntuyiou /
Aukeiou/ TexvikoU Aukeiouv EmayyeApatikng ZxoAng ( IEK AUmAWHOTOG
/ 1IEK)

Aaypauua 2: Epwytnon - "Motd eivat to eninedo exnaibevonc oou; "

‘Onwg daivetal amod To mapandvw dLaypappd, Ol CULHETEXOVTEC KATA KUPLO AOyw elvatl
anoédottol TouAdylotov 3-faBulag eknaidbevong.
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2€ TIOLA NALKLAKN opada avnKeLG;
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Aaypauua 3: Epiitnon- "Se motd nAtkiakn ouada avikeig;"

H kUpla nAwklakn opada mou cuupeteiyxe otnv €peuva eivat millennials (25-35) kat peta
akoAouBouv oL 36-45.

Epyaleoal o€ etalpeia napaywync/ dtabeong
TAXEWC KLVOULEVWV KATAVAAWTLIKWV L6 wV
(FMCG);
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Aaypauua 4: Epwytnon -" Epyaleoal o€ etaipeia napaywyng/ Stadeanc Taxewe KIVOUUEVWY KATAVOAWTIKWY 15wV (FMCG);"

Ol CUMHETEXOVTEG TIOU AIAVTNOAV ApVNTIKA O€ AUTH TNV £PWTNON CUVEXLOQV UE EPWTAOELG TIOU
acdopouv povo to Brand Loyalty, yla va €xel n épeuva peyaAltepo Selyua wg mpog auto Kabwg
Oev umopouv va €xouv amoyn yia to Internal Brand Equity oe FMCG.
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Moadnuata Epwtioswv Brand Loyalty
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AyopalelC EMWVUHO KOATAVOAAWTLKA TTpoiovTa;
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Atdypaupa 5:Epwtnon — «Ayopaleic ERWvULA KATavaAwTikd mpoidvtay - KAiuaka Likert / 1=rtoté ewc 5= navra

Ol EAANVEC KATAVAAWTEC ayopAloUV CUCTNHATIKA EMWVU LA KATAVOAWTIKA Ttpoiovta FMCG.
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Ta mpoiovta WOLWTLKAC ETIKETOC €lval N
Sdeltepn emthoyn oou;
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Adypaupa 6:Epwtnon —« Ta mpoiovTa (SLWTIKNG ETIKETAC lvat n SeUTtepn emidoyn aou,;» KAluaka Likert / 1=moté ewc¢ 5= navra.
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OL TtePLOCOTEPOL KATAVAAWTES €XOUV WC SEVTEPN ETUAOYN TA TIPOTOVTA LOLWTLKAG ETIKETAG.

Av PwvileLc KoL OTO CUYKEKPLUEVO KATAOTNUO
OeV UTIAPXEL TO EMWVU O TIPOLOV oV
emOupeic, Oa emiokedpOeic AANO KaTAOTNHA;
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Aaypauua 7:Epwtnon — «Av YwVIleL kal OTO CUYKEKPLUEVO KATAOTNUA OEV UNIAPYEL TO ETWVULO TTPOIoV rmou ermtduueic, Sa
enokepIeic Ao katdotnua;» KAipaka Likert / 1=rtoté ewc¢ 5= navra

Xwplc va eival akpaiol, ot katavalwteég Sev Ba Slotdoouv va aAAGEoUV KATAOTN LA yia va Bpouv
TO TPOoiodV ou avalnTouv.
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AKOUN Kol av To TtpolovIa LOLWTLKNG ETLKETOC
elval og xapunAotepn TN, Ba MPOTLUAOELC
EMWVU A TTPpOioVTQ;
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Aaypauua 8:Epwtnon — «Akoun kat av Ta mpoiovTa ISIWTIKNC ETIKETAG (VAL O YAUNAOTEPN TLUr], Ba TPOTIUNOELC ETTWVUUA
npoiovra; » KAluaka Likert / 1=rtoté ew¢ 5= navra

Akopa kat o epiodo kpiong, n T Sev elval To TPWTO KPLTAPLO YLA TNV ayopd TPOIlOVTWY
FMCG, adoU ol KatavaAwTES Ba MPOTLUNCOUV CUXVA TA EMWVU LA TIPoiovTa.
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AKOMN KaL av €va EMWVU O Ttpolov eival

akpLPwc To 6Lo pe Eva MPoiov LOLWTLKAC

ETIKETAC, Oa MPOTLUAOELG VO AyOPAOELG TO
ETMWVU O TtpoloV;
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Ataypauua 9:Epidtnon — «AKOUN Kol av €va EMWVULO TPoidv elval akplBwce to (S5to pe Eva mpoiov (OLWTIKNG ETIKETAC, Va
TIPOTIUNOELG VO AYOPATELG TO EMWVUUO TPOLOV, » KAluaka Likert / 1=moté ew¢ 5= navra

Av BéBala eva poidv IOLWTLKAG ETIKETAC Elval AMOAUTA OLOLO LE EVa ETIWVU O TIPOIdV, oL
anoyPels datvetal va eival opoldopopda LOLPACUEVES AVAUECA OTOUC KATAVOAWTEC, E LA ULKPN
TAON TPOC TA ETWVU LA TTPOLOvTAL.
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AKOUN Kal av €va mPoiov LOLWTLKAG ETIKETAC
glval kaAUTEpO amod £va EMWVULO Ttpolov, Ba
ouvexioelc va ayopaleLg To EMWVUO TIPOLoV;
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Awaypauua 10:Epwtnon — «AKSUn Ko av Eva Tpolov LOLWTIKIG ETIKETAS (VAL KHAUTEPO o €va EMWVULO TipoidV, Ba oUVEX(OELG

VoL ayopalelc To EMWVULO mpoiov;» KAiuaka Likert / 1=mtoté ew¢ 5= navra

Movo gdv €va Tpolov IOLWTIKAG ETIKETAC lval amodedelyuéva KAAUTEPO Ao TO AVILOTOLO

ETIWVU O TIPOI0OV, Ol KATAVOAWTEC Ba MPOTIUACOUV CUVELSNTA TO MPWTO.
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padnuata Epwtnoewv Internal Branding

MoLlo elval To avTlKeEipeEVO gpyaoiag oou;

35

30

25

20

15 29

10

13

Aaypaupa 11: Epwtnon - "Moto elvat to avtikeiuevo e epyacioac oou, "

Ao to mapanavw Staypappa aivetal 0Tl To peyaAUTtepo MANBOC TwV epwtnBEVIWY epyaletal
otn mapaywyn twv FMCG (manufacturing) kat ota Logistics. Kat ta U0 amoteAolv kKAadoug
Omou Oev UTIAPXEL Apeon emadn U eEWTEPLKO TIEAATN AAAA LOVO LE E0CWTEPLKO, OTIOTE EXEL atia
del kavelc mwe embdpa to Internal Brand Equity og epyalouévoug o€ autoug Toug KAAdouG.
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H etatpeia oou...
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Epmopevetat mpoiovta  Mapdyel EMWvVU Mapayel 1 kat Mapdyet f/kot Mapayet mpolovra
IOLWTIKAG ETIKETAC  TtpOlOvVTa, EUmopeleTAL EUMOPEVETAL EMWVULN EUMOPEVETOL EMWVUHUA  LOLWTIKAG ETIKETAC
EMWVUHA TpoidvTa npolovta npolovta n/xat paocov

Aaypauua 12: Epwtnon - "Mou dpaotnplomoteital n etatpeia oou;,"

Epwtroeic yia IBE

Ot epyalopevol, OTwe GalveTal 0To MopaAmavw SLAYPAULLO TILOTEUOULV TTWE oL cuvAdeAdOL TOUC
elval euyaplotnueévol va SOUAEUOLY yla TNV eTalpela Touc. Emiong ooov adopd Tig mpowbnTIKES
EVEPVYELEG TNC ETALPELEG OL EpyalOUEVOL TILOTEVUOUV TIWGE EKELVEC Xaipouv amodoxnc amnod Toug
ouvadérdoug touc. OL ocuvadeldol Twv epwTnBEvTwy, Katd ekelvoug, mpowbouv ta mpoiovta
TWV €TALPLWVY Toug, Sivovtag Toug agla Téoo AeltoupyLkny 000 Kal cuvaloBnuatikn. Emiong
TOVI{{OULV TA TTAEOVEKTHLOTA TOUG O€ OXEON HE TA TPOLOVTA TOU QVTAYWVLIOUOU Kal Ta powBolv
0TOoV KUKAO TOUG. MNapdTlL ol epwTtnBEvTeg dev €xouv, 0To PeyaAUTEPO MANBOC TouC Apeon emadn
LE TIEAATEC, yVWPLLOUV OTL TO TEALKO TIPOioV Umopel va emnpeaotel amnod to eninedo tng SOUAELAG
Tou¢ Kal Stvouv onuacia oto TEAKO TTOLOTIKO TOU AmMOTEAECUA. AKOUN lval tpoBupoL va
LETADEPOLV TIG YVWOELS KAL TIC EUTELPIEC TOUS OO TA TTPOIOVTA TWV ETALPELWY TOUG TOOO O€
véoug ouvadéldoug 000 Kal oe Tpitoug
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Ytouc ocuvadEAdouc oou apeoel va SouAevouv
yLa TNV €TOLPELO COC KOL TA TTPOTOVTA TNG.
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Aaypauua 13: Epwtnon — «2Tou¢ oUVASEAPOUG 0OU aPETEL var SOUAEUOUV yla TNV ETAIPEL OAC KAl TA TTpoiovTa tnG.» KAluaka
Likert / 1= Aev toyUel kaOdAou 5 = loyvel AmdAuta

Ot ouvadeldol ocou cupPWVOUV PE TLC
SLAPNULOTIKEC EVEPYELEC TNC €TALPELNC COC.
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Aaypaupa 14: Epwtnon - «Ot auvASEAPOL GOU CULPWVOUV LE TIC SLAPNULOTIKEG EVEPYELEC TNG ETAIPElaC oac.» KAluaka Likert /
1= Aev 1oyvel kadodou 5 = loyuet ArtdAuta
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Eniong cupdwvoUlv pe ta pnvopaTa Tou
Sivel n etatpeia co¢ HEOCW TNG LAPKOC TNC.
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Awaypapua 15: Epwtnon — «Emiong oup@wvouy Ue Ta unvUUaTa Tou SIVEL N eTaipeia oac PEow TN¢ uapkac ta.» KAiuaka Likert /
1= Aev 1oyUel kavoAou 5 = loyUel AmoAuta

Otav neplypadouv ta mpoidovta oac tovilouvv
TOOO TO TEXVLKA XAPOKTNPLOTIKA TOUC OCO KOl
TN ouvaloOnuatikn toug atia.
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Adypauua 16:Epwtnon — «Otav meplypd@ouy ta mpoiovta oag Tovi(ouV TO00 Ta TEXVIKA YAPAKTNPLOTIKA TOUC 000 KAL TN
ouvatlodnuatikn toug aéia.» KAluaka Likert / 1= Aev 1oxUel ka¥oAdou 5 = loyvet AméAuta
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Juxva Tovilouv ta MAgovVeEKTAMATA TNG LAPKOC
O0C OE OXEON MUE LAPKEC TOU OVTAYWVLOUOU.
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Aaypauua 17:Epwtnon — «Suxvad tovi{ouv Ta TAEOVEKTUATA TG UAPKAC OUC OE OXEON UE UAPKEC TOU avTaywVIouoU.» KAluaka
Likert / 1= Aev toyUet ka9dAou 5 = loyUet AltAuta

YtaBepd 6w Kal Kalpo npowbBouv TN HapKa
00.G OTOV KUKAO TOUG KOlL OE CUVEPYATEG.
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Atdypaupua 18:Epwtnon — «3tadepd 5w Kat Kapo mpowdouV TN UAPKA 0a¢ OTOV KUKAO TOUG Kal O oUVEPYATEG. » KAluaka Likert
/ 1= Aev 1oxUel kavodou 5 = loyvet AmdéAuvta
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M'vwpilouv mwc N ocupuneplPopd TOUG UITOPEL va
EMNPEACEL TNV ELKOVA TNEG LAPKAC COG.
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Aaypaupa 19:Epwytnon — «'vwpilouv WS N CUUTTEPLPOPA TOUC UTTOPEL VA ETTNPERTEL TNV ELKOVA TNG Udpkac oac.» KAiuaka Likert
/ 1= Aev 1oxUel kavodou 5 = loyvel AmdéAuta

H molotnta yla ekeivouc mailel onpavtiko
pOAo Kkal volaovTtal yLa auTh.
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15 32

24
10

Aaypaupa 20:Epiytnon — «H moldtnta yia ekelvous mailet onuavtiko poAo kot votalovral yia auth.» KAluaka Likert / 1= Aev
LoyUeL kadoAou 5 = loyUet AoAuta
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Otav cuvepyadlovtal pe véoug ouvadErdouc,
Bewpolv Mw¢ £XouV UTIOXPEWON Va
HetadpEpouv TNV afla TG HAPKAC OE AUTOUC
KOLL TO KAVOUV.
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AMaypauua 21:Epwtnon — «Otav ouvepyalovtal Ue VEOUC GUVASEAPOUC, BEwWPOUV WG EXOUV UTTOXPEWON VA UETAPEPOUV TNV
aéla ¢ udpkac oe autoug kat to kavouv.» KAluaka Likert / 1= Aev toyUet ka9dAou 5 = loxvet AmoAuta

Elval menelopévol mwe av CUCTHOOUV TN HAPKA
oac o€ kamnoto ¢ilo/ yvwoto, dev Ba ektebBouv.
L AUTO KL TO KAVOUV aVETILG UAQKTAL.
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Adypaupa 22: Epwtnon — «Elval MEMELOUEVOL TWE AV CUGTACOUV TN UAPKX 00C OE KATToLo pido/ yvwaTto, dev Va ektedouv. I
QaUTO Kat To kKavouv averipuiakta.” - KAipaka Likert / 1= Alapwvd) améAuvta 5 =Suu@wvw AoAuta

Epwtroeic IBC
Ol oUPHETEYXOVTEG OTNV €peuva SnAwvouy EekaBapa OTL N eTalpeieg mou epyalovtal onpaivouv
KATL TTOPATIAVW YL AUTOUC amo evay amnAo Tomo epyaciag. Emiong maipvouv mpoowrikd Tig
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TIOLOTLKEC QTTOKALOELC Kal ViwBouv mepridavol yla Tov Tomo epyaciag Toug. Ol CULUETEXOVTEC
avtiAapBdvovtal tnv S€0UEUON TNEC AVWTATNC SLOIKNONC OTNV EMWVU LA TWV TTPOTOVTWY Kot
ouveldnTomolouV OTL oL AleC TWV MPOLOVTWY TAUTIOVTAL PE TIC TIPOOWTTILKEC TOUC afleg

TNV €tapeio oou ViwBeL HEAOC pLaG
OLKOYEVELAG.

30
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15
25

10
17 17

Aldypauua 23: Epwtnon — «2tnv etaipeio oou VIWOELG UEAOC utac olkoyevelag. » KAluaka Likert / 1= Atapwvw) andAuvta 5
=Suupwvw AridAuta

Eloal nepridpavoc kat maipvelg to kabe
TIOLPATIOVO OXETLKA UE TN HAPKO TNE ETALPELAC
OOU TIPOCWTTLKAL.
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10 23
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Adypauua 24: Epwtnon — «Eloat mepnpavog kot malpvels To KAUE THPATovo OXETIKA UE TN UAPKA THG ETAUPE(AC TOU
npoowrikd.» KAluaka Likert / 1= Alapwvd) améAvta 5 =Supu@wvw AoAuta
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NwwBelg mepridavocg va Ae¢ o€ Tpitoug OTL
OOUAEUELC YLO TN CUYKEKPLUMEVN ETOLPELA KOl
TIC LAPKEG TNG.
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Aaypauua 25: Epwtnon — «NIWUeLC mepnpavog va Ae¢ o€ Tpitoug 0Tt SOUAEUELS YLa TN GUYKEKPUUUEV ETAUPEIR KL TIC UAPKEC
™m¢.» KAipaka Likert / 1= Atapwvw améAuta 5 =Suupwvw AtdAuta

H 6éopevon tng avwtatng dltoiknong tng
ETOALPELAG OOC OTA MPOLOVTA KOl TIC LAPKEC
O0C, O€ KAVEL VoL TtpooTtaBeic akoun
TIEPLOCOTEPO.
30

25

20

15

24
10
17

14

Y '

1 2 3 4 5

Adypauua 26: Epwytnon — «H Séoueuon tne avwtatng Stolknaong e ETAUPELRC 0a¢ OTA TPOLOVTA KAl TIC UAPKEC OAC, O KAVEL VX
npoona¥eic akoun mepLoaotepo. » KAluaka Likert / 1= Atapwvw) amoAvuta 5 =Xuu@wvw AltoAuta
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EKTLUAC TLC LAPKEC oaC ETELON oL aglec oou
TauTtifovtal YE TIC agleg TNG eTALPELOG COU.

25

20

15

23 23

10

Awaypaupa 27:Epiytnon — « EKTULAG TG UAPKEG oag emteldr ot aélec oou tautilovtal Ue Ti¢ aéleg TG etaupelag oou.» KAluaka Likert
/ 1= Alapwvw ardAvta 5 =2uuewvw ArtoAuta

Epwrtrioeic IBK

Ol ouppeTéxovTeC SNAwVoUV OTL yvwpilouv TTOAU KAAAG TOUG TPOTOUG UE TOUC OToloug oL
eTalpeieg Toug mpowBouv Ta mpoidvta Touc. Emiong elvatl oe auToUg KATavonTog O TPOTIOC LE TOV
omolo emwdeAolvVTaL OL TEAATEC TOUC, OTIWGE KOl TA 0ToLXE(D TTou Toug SLadopomoLoUV armod TOUG
QVTAYWVLOTEG TOUG. TEAOC tapoucLalouy oSOV AVTA TN UAPKA TWV TTPOLOVTWY TOUC Ue BeTIKO
TPOTO O€ TEAATEC Kal ouvadEAdoUC.
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M'vwpilelg TOUC TPOTIOUG UE TOUG OTIOLOUC
npowBOeital N elkOVA KoL Ol LAPKEG TNG
gTalpeiag oou.
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24
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Aaypauua 28: Epwtnon: «['vwpllel¢ Toug TPOTTOUC LUE TOUC OTToloUC TPOWUELTAL ) ELKOVA KAL OL UAPKEC TNE ETALPELQC TOU. »
KAluaka Likert / 1= EAdytota 5 =AndAuvta

KataAoBaivelg pe molov TpOmo oL TEAATEC
Bewpouv otL enwdelovvTal ano T HAPKA TNG
ETALPELAC OOU.
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Aaypauua 29: Epwtnon — «KatadaBalvelc ue totov tpormo ot meAdteg Yewpoulv OTL EMWPEAOUVTAL A0 TN UAPKA TG ETAUPELAC
oou.» KA\luaka Likert / 1= EAdytota 5 =ArnéAuta
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30

25

20

15

10

ZEPELC TTOLA OTOLXEL TNC HAPKOC OAC, OOC
Sladpopormnololv amod ToUC AVTAYWVLOTEG 0OC.

26

22

Aaypauua 30: Epwtnon — «Z€PELC MOLA OTOLYE(X TNG UAPKAC 0OC, 0a¢ SLAQOPOTTOLOUV ATTO TOUG QVTAYWVIOTEC 0aC. » KAluaka

50
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10

Likert / 1= EAdyiota 5 =AnoAuta

Moapouotdlelg mavta e OETLKO TPOTIO TN HApKA

TNC €TALPELNC 0OC O TIEAATEC KOl

ouvadeldoug.
1 1 12
1 3 4

43

Aaypaupa 31: Epwtnon : «[apouotdlelc mavta e VETIKO TPOTO TN UAPKA TNE ETAUPELNG OAC O MEAATEC KAl TUVASEAPOUCH

KAluaka Likert / 1= Zrtavia 5 =Mdavta

Epwtroesic IBI

Ol CUULETEXOVTEC OTNV €peuva Bewpolv OTL N EMWVU LA TWV TIPOTOVIWY TOUG OUVELODEPEL

ONUAVTIKA OTNV ETUTUXLA TWV ETALPELWY TOUC Kal ETIMTAEOV AOYW TNG UAPKAC TWV TIPOIOVTWY TOUC
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oL eTaLpeieg pmopouv va {ntovv vPnAdTEPN TN Yla Ta tpoiovta toud. Emtiong ivouv onuacia
0TO POAO Mo Tatlouv oL iLoTol MEAATEC TOOO yLla EMAVAANYN TWV AYOPWVY TOUC OCO Kal yla va
OUOTNOOUV TA TIPOLOVTA TOUC OE VEEC AANOUC SUVALEL TIEAATEC.

MioTteVELC OTL N LAPKO OAG CUVELODEPEL
ONUOVTLKA OTNV EMLTUXio TNG €TOLPELAC 0OC.
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Adypaupa 32: Epwtnon: «MoTeVEL OTL N UAPKX 0OC CUVELTPEPEL CNUAVTIKA TNV EMLTUY(Q TN eTaupelac oac» KAluaka Likert /
1= AMapwvw ArtdAvta 5 =Suupwvw AroAuta

EKTLHAC MW AOYW TNG LAPKAC OOC, UITopEeiTe
va {ntate uPnAoTeEPN TLUA yLa TA Tpoiovia

oac.
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Aaypaupua 33: Epwtnon: «EKTIUAS Twe Adyw TNEC UAPKAG OOC, UITOPELTE va INTATE UYNAOTEPN TN Yl Ta TpoiovTa oag. » KAluaka
Likert / 1= Atapwvw AréAuta 5 =Supupwvw AréAuta
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[la o€va ol Ttiotol meAdteg oag mailouvv
LEYAAO pOAO OTNV EMLTUXIO TNC LAPKAC OOC.
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Aldypauua 34: Epwtnon: «Ma oéva ot motol MEAATEC oa¢ ailouv ueydo podo atnv emtuyia tn¢ pudpkac oac.» KAluaka Likert /
1= AMapwvw ArtdAvta 5 =Suupwvw AroAuta

MioTteVELC OTL OL TTEAATEC OO CUCTHVOUV TN
Hapka oo o€ AAAouG, ev SUVAMEL, TTEAATEG.
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Atdypaupa 35: Epwtnon: «[otevelg 0Tt oL TEAATEG 00G oUOTAVOUV TN UdpKa 00G O dAAoug, ev Suvduel, meAdtes. » KAluaka
Likert / 1= Atapwvw ArtdAuta 5 =Suupwvw ArtdAuta
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Epwtioeic BO

‘Ocov adopd to Brand Orientation, ol cUUUETEXOVTEG BewpoUV OTL oL eTaLpEieg Toug Sivouv
LEYAAN onuacia oTov oplopo TNG TAUTOTNTAC TNEG LAPKAC TOUC KAL 0TNV QAVATTTUEN AUTHC WC
OTPATNYLKO TIOPO. H HapKa yLa TG ETALPELS TWV CUUUETEXOVTWV pailveTal va elvat évag

TP AyovTag TOU EAEYXETAL CUOTNUATIKA KAl ATOTEAEL TEPLOCOTEPO CUANOYLKH amodacn mapd
anodaon PG UKpng opadac.

H tautotnTa TNG HAPKOC OTNV ETALPEL OOU
glval KOAQ OpLOUEVN, CUYKEKPLUEVN.
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Adypauua 36: Epwtnon — «H tautotnta tN¢ HAPKAG OTNV ETAUPEIX 00U E(VAL KXAQ OPLOUEVN, CUYKEKPLUEVN. » KAluaka Likert / 1=
Alapwvw amdAvta 5 =Suupwvw ArtoAuta

H papka avayvwpiletal wg oTpaTNYLKOG TTOPOC
TLOU CUVEXWC aVamTUOOoETAL EAEYXETOL KL

TMPOOTATEVETOL.
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Adypauua 37: Epwtnon — «H pdpka avayvwplletal we oTpaTNYIKOC TOPOG TOU OUVEXWCE QVATTUCOETAL EAEYXETAL KAL
npootatevetat.» KAiuaka Likert / 1= Alapwvd) améAvta 5 =Suu@wvw AtéAuta
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H umtepatia mou mpoépyetal amod tTn HAPKA TNG
gtalpeiac oou amnoteAel deiktn (KPI / KAI) mou
ENEYXETOL CUOTNUOTLKA.
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Atdypapua 38: Epiytnon — «H unepaéio mou mpogpystat and tn udpka e etaipeiac oou anotelel Ssiktn (KPI/ KAI) mou eAéyyetat
ovatnuatTika. » KAipaka Likert / 1= Atapwvdd andAuvta 5 =Supu@wvw ArtoAuta

H avamntuén tng papkag dev eival
urtevBuvotnTa piag pkpng opadac aAAd KUpLO
HEANMA TNG avwTatng dloiknong
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Adypauua 39: Epwtnon — «H avartuén tne uapkag Sev elvat umteuBuvaotnTa uiac Ukpnic ouadac arrd kuptlo UeAnua te
avwtatnc dtoiknonc» KAluaka Likert / 1= Atapwvw amoAuta 5 =Suuewvw ArtoAuta
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Epwtrnoesic EBE

H peyaAn mAsoPpndia twv epyalopevwy g
gTaLlpelag oou kataAaPaivel kot (el TG a€leg
TNC MAPKAC OaC.
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Aaypauua 40: Epwtnon — «H peyadn mistoyneia twy epyalouévwy tne etaipeiac oou katadaBaivel kat (gL Ti¢ aélec TNC udpkac
oac¢.» KAiuaka Likert / 1= Atapwvd) armdéAvta 5 =Suu@wvw AltoAuta

H pdpka tng etalpelog oac ivol mePLOCOTEPO
YVWOTA amo auth Tou KUPLOU avtaywVvLoTh

oac.
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Adypaupa 41: Epwtnon — «H udpka tn¢ ETAPEIQC 0AC E(VAL TTEPLOCOTEPO YVWOTI A0 AUTH TOU KUPLOU QVTAYWVLOTH OUG. »
KAluaka Likert / 1= Atapwvw andiuta 5 =Suupwvd) AéAuta
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H moldtnta tng HApKag TNG ETALPELOC 0OC OTIWG
TNV avtilapBavetatl o KatavaAwtng eival
AVWTIEPN ATTO TOU AVIOYWVLIOUOU.
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Awaypauua 42: Epwytnon — «H motdtnta tn¢ UAPKAG TNG ETAPE(NG 0a¢ OTWE TNV AVTIAQUBAVETAL 0 KATAVAAWTNC EIVaL AVWTEPN
arno tou avraywviouoU.» KAliuaka Likert / 1= Atapwvw andAvta 5 =Suupwvw AroAuta

MeyAAo MOCOOTO TWV TTPOLOVTWVY KATW OO TN
HApPKO TNG ETOLPELAC oA Elval Kuplapxa OTLG
OYOpPEC TOUG.
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Adypauua 43: Epwtnon — «MeydAo mooooto Twv mpoidviwy KATw arto T Udpka TnG eTapelag oac elvat kuplapxa oTic ayopee
toug.» KAluaka Likert / 1= Atapwvw amdAuvta 5 =Suuewva AméAuta

2. Meplypadr oTATLOTIKAG avaAuong dedouévwy
Ol EpWTNOELG TTOU Xpnotuomolonkav adopouly ot:

e Anpoypadikd otolxela kal Katata&én Twv epwTnOEVIWY
e Brand Orientation

e Internal Brand commitment

e Internal Brand knowledge

e Internal Brand involvement

e Internal Brand Equity

e Externa brand equity
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e Brand Loyalty

210 Mapdptnua 1 daivetal moleg epwtroelg adopolv e ToLa Katnyopia.

Mo kdBe opdda epwtHoewv (ekTOC amod ta SnpoypadIkd KAl TNV KATATAEN TwWV EpYAlOUEVWY
urtoAoyloTnkayv Ta MaAPAKATW:

e Cronbach’s alpha:

o

(@]

(@]

Yrniohoyiotnke péow ITEM analysis oto Minitab
Agiyvel TOOO KOAA €Va CUVOAO PETPHCEWV AVTUTPOCWTIEVEL VA XAPAKTNPLOTLKO.
‘Oplo yla armodektr) T tou alpha: >0,7

e Factor analysis:

(@]

o

(@]

o

YroAoylopog péow Multivariate analysis oto Minitab

Ol epwtnoelg €xouv opadormolnBel kal egetaotel amod toug Baumgarth & Schmidt,
WOoTe KABe opdda €pWTNOEWV OUCLAOTIKA VA QVIUTPOCWTEVETAL amod &vav
napayovta factor.

Onote BACEL TWV QMAVTINOEWY OTIC OUYKEKPLUEVEC EPWTNOELG, e€eTaleTal (yiveTal
validation ouola0TIKA) av €pUNVEVOVTOL OVTWC KAl OTN CUYKEKPLUEVN TEPITTWON
LLE €val 1) LE TIEPLOOOTEPOUG TTAPAYOVTEG

‘Oplo yla TNV amodoxn MePLocOTEPWY amod 1 mapayOvVIwy W onUavTkoug: %VAR of

15t factor <=55%

e Juoyetion opddwyv epwtnoewv péow Regression & Multiple Regression

(@]

o

H1:

H2:

H3:

H4:

H5:

H6:

H7:

H8:

HO9:

Ye KABe opada epwtnoewV UTIOAOYIOTNKE N summated scale, €tol wote va unopel
Va OUYKPLOEL opada EpWTNOEWY LE OUASO EPWTIOEWV.
Ot unoBéoeig H1-H10:

To brand orientation cuoyetiletal Betikd pe to internal brand equity

To brand orientation cuoyetiletal BeTikd pe to internal brand commitment

To brand orientation cuoyetiletal Oetika pe to internal brand knowledge

To brand orientation cuoyetiletat BeTikd e to internal brand involvement

To internal brand commitment cuoyetiletal Betikd pe To internal brand equity
To internal brand knowledge cuoyetiletal Betikd pe to internal brand equity

To internal brand involvement ocuoyxetiletal Betika pe To internal brand equity

To internal brand involvement cuoxetiletal BeTikd pe To internal brand knowledge

To internal brand equity ouoyxetiletal BeTika pe To external brand equity.

H10: To brand loyalty cuoyetiZetal Betikd pe to external brand equity.
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efetaotnkay pe TLg summated petafAntég uéow regression analysis oto Minitab
omnou mpoodloplotnkay yla kabe undBeon ta:
= P-value: Tiun mou Selyvel av n cuoxETlon UETAEL Twv PETAPANTWY elval
OTATLOTIKA onpavtiky (p<0,001)
= % variation explained: T0 MOCOOTO NG QMOKALONG TNG €EAPTNUEVNG
HETABANTAG OV pmopel va epunVeUTEL amd TO LOVTEAD TNG TTOALVEPONONG
= Correlation: Metpd moco KAAAQ pia ypapuLlkn ox€on mepLypAadeL TN OXEoN
Twv petaBAntwy (X,Y). Ot Tiég TG Kupaivovtal amno -1 éwg +1. ‘Oco o
KOVTA €lval ota akpa TOOO TIO YPAUULIKN €lval n oxéon HEeTatl Twv
HeTaBAnTwy. Av n tun tng elvat kovtd oto +1 to Y avéavetal pe avénon
Tou X. Av n T NG elval kovtd oto -1 to Y PELWVETAL PE avénon tou X.
Ot uroBeoelg
= H5/6/7
= H9/10

efetaotnkayv pe t HEBodo tng multiple regression analysis oto Minitab kat yla
kKdBe ouvduaouo npoadloplotnKay:

= P-value: Tiun mou Oelyvel av n cuoxEtion UETAEL Twv PeTaPAnTwy elvatl
OTATLOTIKA onpavtiky (p<0,001)

= % variation explained: to TMOCOOTO TNG AMOKALONG TNG €EQAPTNUEVNC
HETAPBANTAG TTOU UImopEl va epuNVEVTEL amd To LOVTEAD TNG TaAVOpOUNoNG
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Etkova 6: Movtédo kat YoO€oelg

3. AmoTteAéopaTa ZTATLOTIKNAC AvaAuong
YUUPWVA PE T TTAPATIAVW ONHE TTOU EEETAOTNKAV TOL ATOTEAECUATA (TAV TA TTOPAKATW:

Cronbach’s alpha

a. Brand Orientation =0,8379
Internal Brand commitment = 0,888
Internal Brand knowledge = 0,7047
Internal Brand involvement = 0,5178
Internal Brand Equity = 0,8538
External brand equity = 0,6941
Brand Loyalty =0,7723

b.
C.
d.
e.
f.
g.

Factor analysis

Factorl %Var Factor 2 %Var NO of factors

Brand Orientation 69,9 14,5 1
Internal Brand commitment 70,4 10,2 1
Internal Brand knowledge 53,9 22 2
Internal Brand involvement 43,1 28,6 2
Internal Brand Equity 44,5 13,3 2
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Externa brand equity 53,6 22,1
Brand Loyalty 49,2 15,8

Ao ta amoteAéopata tou Tivaka, dalvetal 0Tl oL ouAdEC EPWINCEWV €pUNVEVOVTAL Qo
TIEPLOCOTEPOUC TOUC EVOC TTAPAYOVTEG.

Hypothesis Regression Analysis

H1: To brand orientation cuoyetiletal Jetikd ue to internal brand equity

Regression for IBE SUMMATED vs BO SUMMATED

¥: IBE SUMMATED Summary Report

X: BO SUMMATED

Fitted Line Plot for Linear Model

Is there a relationship between Y and X? Y=2503+03316 X

0 0,05 >04 5 .
]
Yes | No
1 0 4
P < 0,001 e
<
The relationship between IBE SUMMATED and BO SUMMATED is s
statistically significant (p < 0,01). g 3
wvi
w
il
2
% of variation explained by the model N
0% 100% i 2 3 4 5
| Il BO SUMMATED
Low | I igh
[Resq = 1930% Comments

19,30% of the variation in IBE SUMMATED can be explained by the
regression model.

Correlation between Y and X

-1 0 1

Perfect Negative No correlation Perfect Positive
3
— | —

The positive correlation (r = 0,44) indicates that when BO
SUMMATED increases, IBE SUMMATED also tends to increase.

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 2,503 + 0,3316 X
If the model fits the data well, this equation can be used to
predict 1BE SUMMATED for a value of BO SUMMATED, or find
the settings for BO SUMMATED that correspond to a desired
value or range of values for IBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 7: H1 Regression Analysis: To brand orientation cuoyetiletat Setika ue to internal brand equity
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H2: To brand orientation ocuoyetiletal Setika pe to internal brand commitment

Regression for IBC SUMMATED vs BO SUMMATED

Y: IBC SUMMATED
X: BO SUMMATED

Is there a relationship between Y and X?

0 0,05

Yes
P < 0,001

The relationship between IBC SUMMATED and BO SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low I High

R-sq = 37,58%

37,58% of the variation in IBC SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ ] —

0,61
The positive correlation (r = 0,61) indicates that when BO
SUMMATED increases, IBC SUMMATED also tends to increase.

IBC SUMMATED

5,59

40

2,54

1,01

Summary Report

Fitted Line Plot for Linear Model
Y = 1,432 + 0,6424 X

1 2 3 4 5

BO SUMMATED

Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 1,432 + 0,6424 X
If the model fits the data well, this equation can be used to
predict IBC SUMMATED for a value of BO SUMMATED, or find
the settings for BO SUMMATED that correspond to a desired
value or range of values for IBC SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 8:H2 Regression Analysis: To brand orientation cucoyetiletat Oetikd ue to internal brand commitment
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H3: To brand orientation cuoyetiletal Jetika ue to internal brand knowledge

Regression for IBK SUMMATED vs BO SUMMATED

Y: IBK SUMMATED
X: BO SUMMATED

Is there a relationship between Y and X?

0 005 > 0,4
|
Yes - | No
!
P < 0,001

The relationship between IBK SUMMATED and BO SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low I High

R-sq = 33,96%

33,96% of the variation in IBK SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ [

0,58
The positive correlation (r = 0,58) indicates that when BO
SUMMATED increases, IBK SUMMATED also tends to increase.

IBK SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 2,366 + 0,4606 X

2 3 4 5
BO SUMMATED

Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 2,366 + 0,4606 X
If the model fits the data well, this equation can be used to
predict IBK SUMMATED for a value of BO SUMMATED, or find
the settings for BO SUMMATED that correspond to a desired
value or range of values for 1BK SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 9:H3 Regression Analysis: To brand orientation cuoyetiletat 9etikd ue to internal brand knowledge
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H4: To brand orientation cuoyetiletal Jetika ue to internal brand involvement

Regression for IBl SUMMATED vs BO SUMMATED

Y: 1Bl SUMMATED Summary Report

X: BO SUMMATED

Fitted Line Plot for Linear Model

Is there a relationship between Y and X? Y =3,095+ 02789 X

0 0,05 > 04 50 . » * + ®
| [ L I .
Yes - | No
P —‘0002 i E 45
— =
The relationship between 1Bl SUMMATED and BO SUMMATED is §
statistically significant (p < 0,01). g 40
w
@
3,5
% of variation explained by the model . .
0% 100% 2 3 a 5
| i BO SUMMATED
Low| I High
EesleRibeEs Comments

16,24% of the variation in 1Bl SUMMATED can be explained by the

regression model. The fitted equation for the linear model that describes the

relationship between Y and X is:

Y = 3,095 + 0,2789 X
If the model fits the data well, this equation can be used to
predict 1Bl SUMMATED for a value of BO SUMMATED, or find
Correlation between Y and X the settings for BO SUMMATED that correspond to a desired

I 0 1 value or range of values for 1Bl SUMMATED.
Perfect Negative No correlation Perfect Positive
_ :_ A statistically significant relationship does not imply that X
causes Y.
0,40

The positive correlation (r = 0,40) indicates that when BO
SUMMATED increases, 1Bl SUMMATED also tends to increase.

Ewkova 10: H4 Regression Analysis: To brand orientation cucoyetiletat Oetikd ue to internal brand involvement
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H5: To internal brand commitment cuoyetiletal O<Tikd U To internal brand equity

Regression for IBE SUMMATED vs IBC SUMMATED

Y: IBE SUMMATED
X: 1BC SUMMATED

Is there a relationship between Y and X?

0 005 > 0,4
|
Yes - | No
!
P < 0,001

The relationship between IBE SUMMATED and IBC SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low | Hioh
R-sq = 51,76%

51,76% of the variation in IBE SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ I —_—

0,72
The positive correlation (r = 0,72) indicates that when IBC
SUMMATED increases, IBE SUMMATED also tends to increase.

IBE SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 1,756 + 0,5182 X

2 B 4 5
IBC SUMMATED

Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 1,756 + 0,5182 X
If the model fits the data well, this equation can be used to
predict IBE SUMMATED for a value of IBC SUMMATED, or find
the settings for IBC SUMMATED that correspond to a desired
value or range of values for IBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 11: H5Regression Analysis: To internal brand commitment cuoyeti{etat Oetika e to internal brand equity
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H6: To internal brand knowledge ouoyetiletal Uetika ue to internal brand equity

Regression for IBE SUMMATED vs IBK SUMMATED

Y: IBE SUMMATED
X: IBK SUMMATED

Is there a relationship between Y and X?

0 005 > 0,4
|
Yes - | No
!
P < 0,001

The relationship between IBE SUMMATED and IBK SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low I High

R-sq = 25,59%

25,59% of the variation in IBE SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ I

0,51
The positive correlation (r = 0,51) indicates that when IBK
SUMMATED increases, IBE SUMMATED also tends to increase.

IBE SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 1,893 + 0,4696 X

»
L
» » L
-
.
.
- -
- -
L]
- *
-
-
» L
»
* .
H
.
- -
*
-
3 4 5
IBK SUMMATED
Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 1,893 + 0,4696 X
If the model fits the data well, this equation can be used to
predict IBE SUMMATED for a value of IBK SUMMATED, or find
the settings for IBK SUMMATED that correspond to a desired
value or range of values for IBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 12: H6 Regression Analysis: To internal brand knowledge ouoyeti(etat Oetikd ue to internal brand equity
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H7: To internal brand involvement cuoyetiletal Sstika ue to internal brand equity

Regression for IBE SUMMATED vs IBI SUMMATED

Y: IBE SUMMATED
X: 1Bl SUMMATED

Is there a relationship between Y and X?

0 0,05

Yesj
P = 0,003

The relationship between IBE SUMMATED and IBI SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low I High

R-sq = 14,60%

14,60% of the variation in IBE SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ I

0,38
The positive correlation (r = 0,38) indicates that when IBI
SUMMATED increases, IBE SUMMATED also tends to increase.

IBE SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 2,175 + 0,4051 X

*
Ld
L]

30

35 4,0 45 50
1Bl SUMMATED

Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 2,175 + 0,4051 X
If the model fits the data well, this equation can be used to
predict IBE SUMMATED for a value of IBI SUMMATED, or find
the settings for 1Bl SUMMATED that correspond to a desired
value or range of values for IBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkéva 13: H7 Regression Analysis: To internal brand involvement cuoxetiletat Oetikd ue to internal brand equity
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H8: To internal brand involvement cuoyetiletal Sstika L to internal brand knowledge

Regression for IBK SUMMATED vs IBI SUMMATED

Y: IBK SUMMATED
X: 1Bl SUMMATED

Is there a relationship between Y and X?

0 005 > 0,4
|
Yes - | No
!
P < 0,001

The relationship between IBK SUMMATED and 1Bl SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low I High

R-sq = 23,05%

23,05% of the variation in IBK SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ I

0,48
The positive correlation (r = 0,48) indicates that when IBI
SUMMATED increases, IBK SUMMATED also tends to increase.

IBK SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 1,933 + 0,5483 X

. .
» -*
L
35 4,0 45 50
1Bl SUMMATED
Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 1,933 + 0,5483 X
If the model fits the data well, this equation can be used to
predict IBK SUMMATED for a value of IBI SUMMATED, or find
the settings for 1Bl SUMMATED that correspond to a desired
value or range of values for 1BK SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 14: H8 Regression Analysis: To internal brand involvement cuoyetiletat Oetikd ue to internal brand knowledge
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H9: To internal brand equity cuoxetiletal Uetika ue to external brand equity.

Regression for EBE SUMMATED vs IBE SUMMATED

Y: EBE SUMMATED
X: IBE SUMMATED

Is there a relationship between Y and X?

0 0,05 > 0,4
|
Yes - | No
P < 0,001

The relationship between EBE SUMMATED and IBE SUMMATED is
statistically significant (p < 0,01).

% of variation explained by the model

0% 100%

Low| I High

R-sq = 26,31%

26,31% of the variation in EBE SUMMATED can be explained by the
regression model.

EBE SUMMATED

Summary Report

Fitted Line Plot for Quadratic Model
Y = 7,214 - 2,292 X + 0,3684 X2

IBE SUMMATED

Comments

The fitted equation for the quadratic model that describes the
relationship between Y and X is:

Y =7214-2292 X + 03684 X 2
If the model fits the data well, this equation can be used to
predict EBE SUMMATED for a value of IBE SUMMATED, or find
the settings for IBE SUMMATED that correspond to a desired
value or range of values for EBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 15: H9 Regression Analysis: To internal brand equity ouoxetiletat Jetika ue to external brand equity.
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H10: To brand loyalty ocuoxetiletal Uetika ue to external brand equity.

Regression for EBE SUMMATED vs BL summated scale

Y: EBE SUMMATED
X: BL summated scale

Is there a relationship between Y and X?

0 005 > 0,4
Yes_ No
P = 0617

The relationship between EBE SUMMATED and BL summated scale is
not statistically significant (p > 0,01).

% of variation explained by the model

0% 100%
Low

I High
R-sq = 0,41%

0,41% of the variation in EBE SUMMATED can be explained by the
regression model.

Correlation between Y and X

1 0 1

Perfect Negative No correlation Perfect Positive

[ —_ I

The correlation between EBE SUMMATED and BL summated scale is
not statistically significant (p > 0,01).

EBE SUMMATED

Summary Report

Fitted Line Plot for Linear Model
Y = 3,804 + 0,0607 X

5 . »
.. .o " .
- » LI I
. . s s e
4 . d L
. L T
L) L L
s @ s e e e ]
3 . . e
.
L
1 2 3 4 5

BL summated scale

Comments

The fitted equation for the linear model that describes the
relationship between Y and X is:

Y = 3,804 + 0,0607 X
If the model fits the data well, this equation can be used to
predict EBE SUMMATED for a value of BL summated scale, or
find the settings for BL summated scale that correspond to a
desired value or range of values for EBE SUMMATED.

A statistically significant relationship does not imply that X
causes Y.

Ewkova 16: H10 Regression Analysis: To brand loyalty ouoyetiletat Setikd ue to external brand equity.
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Multiple Regression Analysis
H5/6/7 Multiple Regression Analysis

Multiple Regression for IBE SUMMATED
Summary Report

Is there a relationship between Y and the X variables?

0 0,1 > 0,5
Yes i No
P < 0,001
The relationship between Y and the X variables in the model is
statistically significant (p < 0,10).
% of variation explained by the model
0% 100%
Low | I High
R-sq = 44,25%

44,25% of the variation in Y can be explained by the regression
model.

Comments

The following terms are in the fitted equation that models the
relationship between Y and the X variables:
X1: IBC SUMMATED

If the model fits the data well, this equation can be used to predict
IBE SUMMATED for specific values of the X variables, or find the
settings for the X variables that correspond to a desired value or
range of values for IBE SUMMATED.

IBE SUMMATED vs X Variables

IBC SUMMATED IBK SUMMATED 1Bl SUMMATED
5] . N 3 i
.1 . ] ., .
Y s .ty A
.* 3 . . » 3 8
RIREL N R
Lo, soe8 Y. S T s p P . ! .

3 LA . . .| A gray background
represents an X variable
not in the model.

1_\ T T T T T T T T

~ % o » ™ 9 ™ o

Ewkova 17: H5/6/7 Multiple Regression Analysis
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Multiple Regression for IBE SUMMATED
Model Building Report

X1:1BC SUMMATED X2: IBK SUMMATED X3: IBI SUMMATED

Final Model Equation

IBE SUMMATED = 1,987 + 0,4602 X1

Model Building Sequence
Displays the order in which terms were added or removed.
Step Change Step P Final P

1 AddX1 0,000 0,000

0 25 50 75 100
R-Squared(adjusted) %

Fitted Line Plot for IBC SUMMATED
Shows the relationship between IBE SUMMATED and IBC
SUMMATED.
5 °

IBE SUMMATED
I

IBC SUMMATED

Incremental Impact of X Variables
Long bars represent Xs that contribute the most new
information to the model.

IBC SUMMATED ‘

IBK SUMMATED D

IBI SUMMATED |:|

0 10 20
Increase in R-Squared %

Each X Regressed on All Other Terms
Gray bars represent Xs that do not help explain
additional variation in Y.

1Bl SUMMATED |:|

0 50 100
R-Squared %

A gray bar represents an X variable not in the model.

Ewova 18: H5/6/7 Multiple Regression Analysis Model Building Report
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H9/10 Multiple Regression Analysis

Multiple Regression for EBE SUMMATED
Summary Report

Is there a relationship between Y and the X variables?

0 0,1

> 0,5

Comments

Yes

P < 0,001

The relationship between Y and the X variables in the model is

statistically significant (p < 0,10).

% of variation explained by the model

0%

100%

Low i

I High

R-sq = 26,31%

26,31% of the variation in Y can be explained by the regression

madel.

The following terms are in the fitted equation that models the
relationship between Y and the X variables:

X1:1BE SUMMATED

X142

If the model fits the data well, this equation can be used to predict
EBE SUMMATED for specific values of the X variables, or find the
settings for the X variables that correspond to a desired value or
range of values for EBE SUMMATED.

EBE SUMMATED vs X Variables

IBE SUMMATED BL summated
5 s . . .
L] . . " ¥ PR L2 L 2 LN ) -
- LI 1) - - - [ E NN ]
L » e L] L - LI
4 T T - .
. e ' . * : . A gray background
e ses o . 2 represents an X variable
3 L . . not in the model.
N a o Y o

Ewkova 19: H9/10 Multiple Regression Analysis
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Multiple Regression for EBE SUMMATED
Model Building Report

X1: IBE SUMMATED X2: BL summated

Final Model Equation

EBE SUMMATED = 7,21 - 2,292 X1 + 0,368 X172

Model Building Sequence
Displays the order in which terms were added or removed.
Step Change Step P Final P

1 Add X1 0,005 0,000

2 Add X172 0,001 0,001

0 25 50 75 100
R-Squared(adjusted) %

Fitted Line Plot for IBE SUMMATED
Shows the relationship between EBE SUMMATED and IBE

SUMMATED.
5
o
=
<.
=
> ° o0 [ X ]
“v ee o oo °
03 e o o °
= °
°
1 2 3 4 5
IBE SUMMATED

Incremental Impact of X Variables
Long bars represent Xs that contribute the most new
information to the model.

IBE SUMMATED

BL summated

0 10 20
Increase in R-Squared %

Each X Regressed on All Other Terms
Gray bars represent Xs that do not help explain
additional variation in Y.

IBE SUMMATED D
BL summated D

0 50 100
R-Squared %

A gray bar represents an X variable not in the model.

Ewkova 20: H9/10 Multiple Regression Analysis Building Report
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KEDAAAIO 5. ZUUTEPAOLLOTA KOL TIPOTATELG
1. Epunveila tTwv amoteAeouatwy

Cronbach’s Alpha
CROMBACH'S ALPHA

------- Seriesl

Brand Orientation- g 8379
1

0,7723 Ol.go""-,-.. 0,888
Brand Loyalty 0 6 Internal Brand commitment

' E

: 04 .

: 0,2 !

: 0 : _~0,7047

Externa brand equity Internal Brand knowledge
0,6941
0,5178
Internal Brand Equity Internal Brand involvement

0,8538

AMaypauua 44: Crombach's Alpha Results

H povn un anodekth Tiun yla to Crombach’s Alpha eivat (<0,7) adopd to Internal Brand
Involvement kat onuaivel mTwg oL amavTAOEL AUTNG TNG opddag epwtioswy dev eival 6co

QVTUTPOOWTEVTIKEC YLla TNV opada Toug 600 Ba Enpene.

Y€ QUTO UMopel va cUPBAAEL:

To ULKPO TANBOC EPWTNCEWV VLA TN CUYKEKPLUEVN opada

[ ]
H emAoyr) TwV CUYKEKPLUEVWY EPWTACEWY ATIO TNV APXLKN €PELVAL.

Factor Analysis
270 mapakatw Slaypaupa daivovtal o apltBuoc twy mapayoviwy mou npoodloplotnkay ava

OMAd A EPWTNOEWY KOBWE KaL TQ TTOCOOTA TWV ATIOKAICEWY TTOU £ENYOUVTOL ATIO AUTOUG TOUC

napayovtes. ESw patvetal ot ektdc amo to Internal Brand Involvement, kat to Internal
Brand Knowledge, Equity & Brand Loyalty dev ekmpoowreltal ouolaoTika amnod 1 mopdyovta.

MNapoAa autd ya avaAuon Twy urtoBécewy Bewpnbnke OTL N kABe opada epWIHOEWV

anoteAeital amnod évav mapayovta.
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FACTOR ANALYSIS

NO of factors Factor 2 %Var Factorl %Var

69,9 70,4
53, 53,6
e 43,1 44,5 [ 493
28,6
— 15,8
= = = b
N
Brand Internal Brand Internal Brand Internal Brand Internal Brand Externa brand Brand Loyalty
Orientation commitment knowledge involvement Equity equity

Aaypauua 45: AroteAéouata Factor Analysis

Hypothesis Regression Analysis
2TNV MAPAKATW OTELKOVLON TOU MOVTEAOU PaivovTal Ta AmOTEAECHATA TNG EEETAONC TWV
UTTOBECEWY. ZUVOTTTIKA YLt TOUG EAANVES KATAVAAWTEG Kol EpyalOUEVOUC :

H1: To brand orientation cuoxetiletal Betika pe to internal brand equity - loxvel

H2: To brand orientation cuoxetiletal BeTikd pe to internal brand commitment - lax0eL
H3: To brand orientation cuoyetiletal Betika pe to internal brand knowledge - loxveL
H4: To brand orientation cuoxetiletal Betikd pe To internal brand involvement - loxuel
H5: To internal brand commitment cuoxetiletal BeTikad pe To internal brand equity -
loxvel

H6: To internal brand knowledge cuoxetiletal Betikd pe to internal brand equity -
loyuel

H7: To internal brand involvement cuoyxetiletal Betika ue to internal brand equity -
loyuel

H8: To internal brand involvement cuoyetiletat Betikd pe to internal brand knowledge
- loyvel

H9: To internal brand equity cuoyetiletal Betikd pe to external brand equity. —Agv
loxvel

H10: To brand loyalty cuoxetiletal Betika pe to external brand equity. —Agv loyvel
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p<0,001

p<0,001 Rs-q=51,76%
Rs-g=37,5% Cor=0,72
Cor=0,61

H2 H5

p<0,001 p<0,001 p<0,001
Rs-0=33,96% Rs-q=25,59% Rs-0=26,32%
Cor=0,58 Cor=0

Cor=0,51

H3 H6 H9
p=0,002
Rs-0=16,24% p<0,001
Cor=0,40 Rs-q=23,05% p=0,617
H8 | Cor=0,48 HI0 | Rs.q=0,41%
Cor =0,06

H7

p=0,003

Rs-q=14,6%
Cor=0,38
v H1 >
p <0,001
Rs-g=19,3%
Cor=0,44

Ewkova 21: Hypothesis Regression Analysis Results
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Multiple Regression Analysis

H5/6/7

Ano tnv Multiple Regression Analysis mpokuUrtel 0Tt petall twv Internal Brand Knowledge,
Commitment & Involvement, to mo kaBoplotikod ival to Internal Brand Commitment.

H9/10

Ano tnv Multiple Regression Analysis mpokuUmtel 0Tt petall Twv Internal Brand Equity, Brand
Loyalty & External Brand Equity umapxel onUavVTIKA OTATIOTIKY) CUCXETLON (YEYOVOC TTOU €PXETAL
o€ avtiBeon pe ta anoteAéoparta Tng anAng Regression Analysis).

H oxéon peta&u toug BEPRala, Sev elval ypappLKN KAl LEYAAVUTEPO POAO OE AUTH TalleL TO
Internal Brand Equity.

Apa TEAKA amod TNV gpyacia cupmepaivoupe OTL ol ‘EAANVEC KAaTavoAwTES Kal EpyalOUeVOoL O€
etalpelec FMCG Bewpolv otL:

e Ouetalpieg omou epyalovtal BETOUV OTO KEVTPO TOUG TNG LAPKEG TOUG KAl avarmtyooovTal
YUpWw amo aUTEC. AUTA N TakTkh dnuloupyel otoug epyalopevoud PuxoAoyko SeoUO UE
TLC LAPKEG TNC ETALPELAG TOU, TOUC SIVEL TIEPLOCOTEPN YVWON VLA TIG LAPKEC KAl KAVEL cadr
TNV a&la TNC LAPKAC VLA TO YEVIKOTEPO KAAO TNG ETLXE(PNONG.

e OL epyaldpevol &€povtag OTL N EMWVUHIO TwV TIPOIOVTWY TWV ETUXELPNOEWY TIOU
epyalovtal amoteAel KAeWOL yla TNV eunueplor TNG EMIXElPNONG, €XOUV TNV TACN va
€VTE(VOULV TN YVWaon TOUG yla Ta TIPOoLOVTIA TTOU TTAPAYOUY K EUMOPEVOVTAL.

e Hunepatia mou Snuloupyeital otov EpYalopUeVo XAPL OTNY EMWVU LD TWV TIPOIOVTWY TTou
TIAPAYEL N emxelpnon omou gpyaletal e€aptatal amo 1o PuxoAoyikd SEOLO TIoU eKE(VOC
EXEL AVOTMTUEEL UE TIC LAPKES TNC ETALPELAG TOU, TN YVWON Yla QUTEG KaL TNV avtiAnyn mou
€KEIVOG EXEL YL TO POAO TNC LAPKAG YEVIKOTEPQ VLA TNV ETULXEIPNON.

MPOTACELC VLA TTEPALTEPW EPELVAL

H €peuva mou Ste€nxBn oto mhaiolo tng epyaciag eival oe apkeTd LUkpo Selypo 1000 o€ enimedo
ATOMWY 000 Kal o€ eninedo etalpelwv FMCG. Oa pmopouoe va yivel mpoomaBela yLa LeyaAUTEPO
Selypa epwtnBEVTWVY.

Eniong o€ peAlovtikn €peuva Ba pmopoloe ota mapandvw va evtaxBel kal To povtélo twv Polo
& Pena efetalovtag emumAéov 1600 TN PETPNON Tou srumédou market orientation Tng etalpeiag
000 KaL TN METPNoN Tou loyalty péow Tou perceived value.
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MNapaptnua

Napdaptnpa 1: TeEAKO EpwTnUATOAOYLO €pEUVAC

To TeAKO EPWTNHATOAGYLO amaPTIOTAV A0 TLG TTAPAKATW EPWTACELG KAl OEVAPLO CUUTANPWONG.

Avdloya pe TV epyacia Toug, oL XpAOTEC:

Elte amavtovuoav HOVO TIG EpWTNOELS TTOU adopouv oto brand loyalty
Elte amavtovoav 1000 TI¢ EpWTHOELC ToU adopouv oto brand loyalty 6co kat oto internal
brand equity.

2e mepimtwaon mou oL xproteg Sev kKatavalwvouv otnv EAAASa, v ouveéxLlay e TG EPWTHOELG.

Eloaywylkec EpwTnoELg

1.

2.
3.
4

Eloal katavaAwtng otnv EAAGSQ;

Mowo elval to enimedo eknaidevong oou;

Y€ ToLO NALKLOKY OUAd A QVAKELG;

Epyaleoal oe etalpeia mapaywyns/ SLABeonC TAXEWS KIVOUUEVWY KATOAVAAWTIKWY ELSWV
(FMCG);

Epwtnoelg Brand Loyalty

1.
2.
3.

Ayopalel EMWVULO KATAVOAWTIKA TIpoiovTa;

Ta potlovTa LSLWTIKAC €TIKETAG elval n 6eUTepn emAoyr oou;

Av PwVilelg Kal 0TO CUYKEKPLUUEVO KATAOTNUO OEV UTIAPXEL TO ETIWVULO TIPOIOVTA TIOU
emBuuelc, Ba emokedBeic dAAO KaTAOTN O,

AKOUN KaL av Ta TpoilovTa IOLWTLKAG ETIKETAC €lval 0€ XauUnAOTEPN TLUNA, Ba MPOTIUNOELG
ETMWVU A TIPOTOVTQ,

AKOUIN KaL av EVa ETIWVU O TPoToV elval akplBwg To (Lo e éva mpoiov IOLWTLKAG ETIKETAC,
Ba MPOTIUAOELS VA ayopACELS TO ETIWVULO TTPOLdY;

AKOUIN KaL aV €va TIPOLoV LELWTLKAG ETIKETAC lval KOAUTEPO Ao €va EMWVULO TipoLov, Ba
ouvexloelc va ayopalelg TO EMWVU O TTPOLoV;

Epwtnoelg Internal Brand Equity

1.
2.

o A~ W

Moto eival to aviikelpuevo epyaociag oou;

TiLeldouc Spaotnplotnta eKTeAEL N €TALPEL OOU;

IBE

2TOUC oUVASEAPOUG ooU apeoel va SOUAEVOUV yLa TNV ETALPE(Q 0AC KAL TA TTPoiovTa TNC.
OLouvadeAdol cou cUUPWVOUV HE TIC SLadNULOTIKEG EVEPYELEG TNG ETALPELNS 0OC.
Eniong ouudwvouyv pe Ta pnvupata mou Sivel n etalpeia oag péow TG LAPKaAg TNE.

‘Otav meplypddouv Ta mPolovia oog Tovi(ouv TOOO Ta TEXVIKA XAPOAKTNPLOTIKA TOUG 000

KL TN ouvaleBnuatTikn Touc agla.
YUxvA Tovilouv Ta TAEOVEKTAMATA TNE LAPKOCG OAC OE OXEON UE LAPKEC TOU AVIAYWVLIOUOU.
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10.
11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.
25.

26.
27.

28.

29.

>taBepd 6w Kal Kalpo MpowBouv TN LAPKA 0aC 0TOV KUKAO TOUC KOl OE OUVEPYATEG.
M'vwpilouv nmwg n cupunepLdoPA TOUC UTTOPEL vaL EMNPEATEL TNV ELKOVA TNC LAPKOG OAC.

H mowotnta yla ekeivouc mailel onpavtikd poAo kat voldlovtal yia auth.

‘Otav ouvepyalovtal pe VEOUG ouvadéAddoug, Bewpolv TMwWG €XOUV UTIOXPEWGN Va
HeTadbEpouy TNV ala TNG LAPKAG O€ AUTOUC KL TO KAVOUV.

Elval memelopévol MW av CUCTAOOULV TN HApKa oo o€ kamolwo ¢iko/ yvwoto, dev Ba
eKTEBOUV. L AUTO KL TO KAVOUV aveTLPUAAKTA.

IBC

2TNV €TOlpEla 00U VIWOELS LEAOC LILAC OLKOYEVELAG.

Eloal mepridpavog kat maipvelg To KABe MapAmovo OXETIKA UE TN UAPKA TNC ETALPELAG OOU
TIPOCWTILKA.

NwwBelg mepridavog va Aec o€ Tpitoug 0TL SOUAEVELG YL TN CUYKEKPLLUEVN ETALPELQ KL TLG
HUAPKEC TNC.

H §€opevon tng avwtatng Slolknong Tng eTALpelac oag oTa POIOVTIA KAl TIG LAPKES 0,
0€ KAVEL VA TIPOOoTIABE(G akOUN TTEPLOCOTEPO.

ExTILAC TG LdpKeC oag emeldn ol afieg oou tautiovrtal e T agleg Tng eTatpeiag cou.
IBK

M'VwpIZelg Toug TPOTIOUG LLE TOUG omoiloug powBeital n elkova Kol oL LAPKEC TNG eTALpElag
oou.

KataAafaivelg pe molov Tpomo oL MEAATEG BewpoUv oTL EMwWdEAOUVTAL ATO TN UAPKA TNG
eTalpeiag oou.

Z€pelg mold otolxela TG pdpkag oag, oag dladopormolovv and ToUG AVIAYWVLOTEG 0aG.
MNapouotdlelg mavta pe Betikd TPoOmo tn pdpka TNG €Talpelag cag 0 TEAATEC KOl
ouvadérdoug

2]

MoTeVELS OTL N LAPKA 0AC OUVELCDEPEL ONUAVTIKA OTNV ETLITUXLA TNC ETALPELQC OQC.
ExTILAC Twe Adyw TG Hapkag oag, unopeite va {ntate uPnAdTEPN TLUN YL Ta TTpoiovTa
0aQg.

Ma oéva ol otol meAdteg oag nmailouv PLeYyalo poAo otnv emttuxia TG LAPKOG OOG.
MoTeVELG OTL OL TIEAATEC 0QC OCUOTHVOUV TN MAPKA 0aG 0€ AANOUC, €V SUVAUEL TTEAATEC.
BO

H tautdtnTa ¢ LdpKag oTnV ETALPElQ 00U €lval KAAG OpPLOUEVN, OUYKEKPLUEVN.

H pdpka avayvwpiletal wg oTpatnyLlkog mOpOC MOV CUVEXWE AVATTTUCOETAL EAEYXETAL KOL
TIPOOTATEVETAL.

H umepa&ia mou mpogpyetal anod tn Hapka NG etatpeiac cou amoteAel Seiktn (KPI / KAI)
TIOU EAEYXETAL CUOTNHUATIKA.

H avamntuén tng papkag dev eivat umevBuvotnTa piag pikpng opadag aAAd KUpLo HEANUQ
™C¢ avwtatng Sloiknong

YeAiba 75 amnd 76



30.

31.

32.

33.

EBE

H peydAn mieloPnoia twyv epyalopévwy tne etalpeiag cou katahafaivel kat et TG aieg
NG LAPKOC OaG.

H pdpka tng eTalpelag oag elval meplocOTEPO YVWOTH amd auth TOU KUPLOU QVIAywVLOTH
0Qg.

H moldtnTa tng uapKag tng etalpeiag oag onwg tnv avttAapBAavetal o KatavoAwtng elvat
QVWTEPN ATO TOU AVIAYWVLOUOU.

MeyaAo mooooTO TWV TPOIOVIWY KATW amo TN UApKa TG £Talpelag oag eival Kuplapyxa
OTLC AYOPEC TOUG.

eAiba 76 amnd 76



