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OL ELGPOEG KL OL EKPOEG EVOG Opyavicuov

MpwWTeG VAEG .
YTinpeoieq { OwovouKOG eetGue |
EEomtAloUOG { opyavioudg/ e
KepdAalo 1 emuelpnon

MAnpowopieg




Inflows & Outflows of an Organization

Raw Material . —
Services . Business | Product /Services
Information .
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Avolytd cuoTiuoTa

Opyaviopol Tov emnpedlovtal Kat emnpealovy To
TepLBAAAOY TOUG.
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Open Entities

Organizations that affect their environments.
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Avolytd cuotriuata

Elopogg

YAWKA KOl UTTNPEGLEG TTOL ATTOKTOVY Kal
XPNOLLOTIOLOUY Ol OpYaVIG O TTPOKELLEVOU va glval
o€ B€on va Tapdyouy tpoldvta 1] UTNPEC(EC.

EKpOEg
Ta poldvTa Kat oL uTtnPecieg TOL dnpovPyoLV oL
opyaviouol.
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Open Entities

Inflows
Raw material that organizations use in order to

produce the final product/service.

Outflows
The products produced by organizations.
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Avolytd cuotriuata

EEwtepko mepBaiiov

‘OAeg oL OXETIKEG SUVAELG TTOV BploKOVTAL EKTOC
Twv oplwv pag emyelpnong, OTTwe oL AVTAYWVLIOTEC,
OL TTEAATEG, N KUBEPVNoN Kat 1 olkovoula.
AVTAyWwVIGTIKO TtepBAaAiov

To dueoco TepBAAAOY TTOL TTEPIKAE(EL LLa ETTLXE(PNON:
TePAaBAVEL TOUG TPOUNOEVTEC, TOUG TTEAATEC, TOUG
AVTOYWVLIOTEG KOl AAAEC OUASEG EVOLAPEPOUEVWV.
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Open Entities

External Environment

Customers, Government and Economy.
Competitive Environment

Suppliers, Competitors and other group of interests.
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Avolytd cuotriuata

Makpo-nepipaiiov

To yevikd (éupeco) mepBdArov: tepAaBAveL TIG
KUBEPVIOELG, TIC OLKOVOULKESG CUVONKEG KAl AAAOUG
BaokoU TTapAyovTEG TTOV eTtnPEALOLVY YEVIKA OA0UG
TOUG OPYAVLOUOUG,.
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Open Entities

Macro-Environment

The indirect environmentTthat involves the political
environment, economic conditions and other key factors
that affect organizations.
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Ileprairiov
Oucovopia Ecotepiko
AviayovicTtég Y
Teyvohoyia Hepip o
TIpounBevtéc
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ZOHTANPOPLOTUCA / :

To e&wTePIKO ePIPAAAOY
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Owovouia

TOo OWKOVOULKO TepBAAAOY €TOPA SPAUATIKA OTNY KAVOTNTA TWV OLOKNTIKWY OTEAEXWY Va
AELTOUPYOUV OATTOTEAECUATIKA KL ETtNPEALEL EVTOVA TG OTPATNYIKESG TOUG ATTOWATELS,.

Ta emtokia Kat 0 TAnBwploudg emnpedlovyv tn dlaBeoludTnTa KAl TNV TN TOL Ke@adalov, TG
guKaLp(eC AVATTTUENG, TIG TILES TTWANONG TWY TTPOIOVTWY, KABWE KAl TNV KATAVAAWTIKA {Tnon.

Economy

The economic environment affects dramatically managers 'strategic decisions.

Inflation and rates affect critically the availability and the prices of products. Furthermore, they affect
investment opportunities and demand of products and services.
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TeyvoAoyia

OL Texvoloywkeg e€eAl€elg dnpovpyolv véa Tpoldvta, PEATIWUEVES TEXVIKEG Tapaywynig Kot
KAAUTEPOUG TPATTOUG dlolknaong Kal ETKoVwviag.

KaBwg n texvoAoyia egeAlooetal, dnuiovpyovvtat veoL KAASOL, VEEC ayopEg, KABWE Kal véa TUAHATa
ayopdc.

Technology

Technological innovations create products, enhanced methods of production and developed methos of
management and communication.

Since technology is developed, new sectors are borne.
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Nouol Kat Kavoviouoi

Oeo Kol PopEig:

*  Opyaviopdg EmayyeApatiknig Ao@dAgiag kot Yyelag.
*  Kpatkdg Opyavioudg AEpOUETAPOPWV.

* Emtpomnn lowv Akalwudtwy AtacydAnong.

*  EOVIKS ZupuPoUAlo Epyactlakwy IXECEWY.

Moot Bsouikoi opeic urtdpyovy gtnv EAAada;
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Institutions

Institutions:
. EFKA
* (Constitution, etc.
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Anuoypa@ika cTolxeia

Anuoypagikd ototyeia
Kataypdpouv ta dtdgopa ToAUTOKIAQ XOAPAKTNPLOTIKA LLOG
Kolvwviag.
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Demographics

Demographics
Record the complex characteristics of society.
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Anuoypa@ika cTolxeia

ANUOYPOAWIKEG TATEL

*  AU&non tou TANBUOUOUV Avw TWV 65 ETWV.

* Auv€avduevo emimedo ekmaldevVoNG KAL EPYACIAK WV
de€loTriTwv.

* MetavdoTtevon.

*  Av€avouevog aplOudg YUVALKWY OTO EPYATIKO SUVAULKO.

*  AUVEnon tou aplOpov Twy YEVVNOEWVY.
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Demographics

Demographic Trends

* Increase of age above of 65 years old.

* Increased Education Level.

* Immigrants.

* Increased number of women that participate in work force.
* Increased number of born.
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Kolvwvika Osuata

Ol KOWVWVIKEG TAOEL] OXETIKA HE TO TIWG OKEWQTOVTAL KOl CUUTTEPLPEPOVTAL Ol AvOpwWTOL E€XOLV
ONUAVTIKEG ETUMTWOEL] OTn Olaxelplon Tou €Pyatikol SUVAUIKOU, TG KOLVWVIKEG OPACELS TWV
ETILXELPHIOEWY KOLL TIG OTPATNYIKEG ATTOPACELS YL TA TTPOIOVTA KAL TIG OYOPES.

M.x. OKoyevelakeg Adeleg, cUUWVO cLUPlwong, EVEAKTO wpdplo epyaciag, Boribsla otn @povtida
TWYV TTALSLWV.

Technology

Social trends in relation to how people behave have important impact on the management of HR, social
actions, and strategic decisions of managers for products and services.
For instance, distance work, flexible work schedule, etc.
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To AVTAYWVIOTIKO TtEPIBAAAOV

Neo-
glogpopevoL

MpopnBgvtig Avtayoviotég Iehdreg

Yroxkoatrdotata Ko

ZOPTAN POUATIKGE
Ipoidvrta
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The Competitive Environment

Neo-
glogpopevoL

MpopnBgvtig Avtayoviotég Iehdreg

Yroxkoatrdotata Ko

ZOPTAN POUATIKGE
Ipoidvrta
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AVTOYWVIGTEG

O avtaywviouog e(vat o €vtovog dtav:

*  uTdpxouv TOAAO( ALECOL AVTAYWVLIOTES.
* navdmrtuén tov KAAdou elval XaunAn.

* €vampoidv 1 wa vmtnpecia 8¢ pmopel va dtagpopomonOel pe EVKOA0 TPITO.
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Competitors

Competition is fierce when:

* there are alot of direct competitors

* thesector developmentis low.

* the product or the service cannot be diversified in an easy way.
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De novo

Barriers of entrance

* factors that affect de novo businesses to enter the sector/market.

« forinstance, the government policy, logistics
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YTTOKATACTATO KO

CUUTIANPWUATIKA TTPOIOVTA

Yrokatdotata

EvaAAakTikd tpoidvta 1 uTtnpeoieg.

ZUUTANPWUATIKA

Tpoidvta 1 umtnpeaieg Tov avgdvouy Tig TWARCEL AAAWY TTPOIOVTWY 1] UTTNPECLWV.

Substitute & Supplementary Products

Substitute

Products or services that offer the same function of the original product/service.
Supplementary

Products /Services that increase the selling of other products and services.
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Mw¢ amokaAeltal to otadepd KOGTOG TTOV AVTLHLETWTICOVY OL ayopacTeG OTav aAAd{ovy TTPOoUnOeVTES;

Kdotog petatpomnri.
Kdotog mieong.
Kéotog aAAayng.
Kdotog petapopdg.

Question

How is called the stable cost that suppliers address when changing suppliers;

Transformation Cost
Pressure Cost
Change Cost
Transportation Cost
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Eurapean Regfona Deeiopment Fund

MpounOevteg

MpounOeutég
TLAPEXOLY TTOPOUG 1] ELOPOEC TTOV
ATTALTOVVTAL LA TNV TTapaywyn.

Kéotog aidaynig

T0 0Tt0aBepd KOGTOG TTOV
AVTIHLETWTTI{OVY OL AYOPAOTES
dtav aAAalovy TPoUnOEeVTEG.
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Eurapean Regfona Deeiopment Fund

Suppliers

Suppliers

they offer the necessary resources
that production needs in order to
be completed.

Cost of Change
the stable cost that suppliers address
when changing suppliers.
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Eurapean Regfona Deeiopment Fund

MpounOevteg

Awayxeipion eodlactikig aivcidag

H Stolknon evdg diktvou
(eykataotdoewy Kat
avBOpwmwv) ov Bonbd otnv
amdKTNo”N VAKWY amd to
e€wTtepKd TtePIBAAAOY TNG
eTLXE(PNONG, TA LETATPETEL
0€ TIPOIOVTA KL TA SLAVELEL,
TEALKA, OTOUC TTEAATEG.
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Eurapean Regfona Deeiopment Fund

Suppliers

Management of Logistics

The management of a network
that helps the business to gain
its resources, to transform
such resources into
products/services and, finally,
to transport these products to
the customers.
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MeAdTeg

Customers

TeAkol TEAATES (KATAVAAWTEC)
Ayopdlovuyv tpoidvta otnv
TEALKT] TOUG LLOPWT).
Evdiduecol teAdteq
Ayopdlouy TTpWTEG VAEC N
grolua Tpoldvta o€
XOVOPIKA TN KAl oTn
OUVEXELD TA TTWAOUV
OTOUC TEAIKOUC TTEAATEC
(KaTAVAAWTES).

Customers

Buy the final product/service.
Intermediate Customers

They Buy raw material or products,
transforming them with the intent to
sell them to the final consumers.
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AvaAuvon tou
e&wTeEPIKOL TTEPPAAAOVTOG

ABeBatdtnta  Ttouv e€wtepkol  TEPIBAAAOVTOG
H éAAgnhn TAnpopopwdv tov elvat amapaitnTeg yla
TNV Katavonon 1§ tnv mpoPAedn Twy HEAAOVTIKWY
oLVONKWV.
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Analysis of the external
Environment

Uncertainty of the External Environment

The insufficient offering of information that are
necessary for the understanding of the present and
future conditions.
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ABefoadtnTa TOU Uncertainty of the External
e&wTePIKOL TTEPPAAAOVTOG Environment
MoAvmtAokdtnTa Tov TEPPAAAOVTOG Complexity of the External Environment
‘EX€eL va KAVEL e TOV aplOUd Twv dladpwy Itis related to the variety of forces that affect
duvdpewy Tou TEPPAAAOVTOG KAl TNV the environment that businesses are take place.
TOavn emtidpaon avTwy. Dynamism of the Environment
Avvauoudg mepPaiiovtog The degree of change in the sector.

O PBaBudg tng ouvexolG aAlayng Touv
AapPdvel xwpa o€ €va KAASo.
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AvaAuvon tou Analysis of the external
e&wTePIKOL TTEPPAAAOVTOG Environment
Avixvevon tou tepBaiAovTog Tracing of the environment
Avaltnon mAnpowopwwy  Tov  &lval Searching for information and assessing them
SlaBEaieg OTOUG TLEPLOTOTEPOUG

avBpwroug kat  ta&lvounon Twv Competitive Intelligence
TANPOWOPLWYV  QUTWY UE OKOTO TNV The editing of information that help managers
gpunVvelad Tou «TL glval onUAvtikO Kal Tt to define how they can compete more
Ox . efficiently and effectively.

AvTayWwVIoTIKT EV@Ula

H eme€epyacia Twv TANPOQOPLWOV TOL
BonBovv Ta dOWKNTIKA OTEAEXN Vva
kaBoploovy mwg Oa avtaywviotolv e
KaAUTEPO TPOTTO.
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AvdAvcn tou Analysis of the external
e&wTePIKOL TTEPPAAAOVTOG Environment
Avantuén ocevapiwv Development of Scenarios
Mta Sujynon TTou TTEPLYPAPEL LLa An analysis that describes the characterizes of a
OUYKEKPLUEVN OLAdA LEAAOVTIKWY situation.
oLUVONKWV. Best-case scenario, worst-case scenario
Best-case scenario, worst-case scenario (B€ATioTO OEVApLo, XelploTO OEVAPLO).
(B€ATioTO OEVApLo, XelplOTO OEVAPLO). Prediction
MpdPAsyn Method that predicts potential elements that
M€Bodog pSPAEYNG TWV LEAAOVTIKWY may come in future conditions.

aAdaywyv Tov evdExeTal va cupBouy o€
OPLOUEVEG LETAPBANTEG TOV EEWTEPIKOV
TePLBAAAOVTOG
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AvdAvcn tou
e&wTePIKOL TTEPPAAAOVTOG

Zuykprtikn agloAdynon

H Stadikaoia tng olyKpLong Twv
TIPOKTIKWV KAL TWY TEXVOAOYLWV LLLOG
emiyelpnong Ke TI§ avtioTolyeg TEXVOAOYIES
KOL TIPOAKTIKEG AAAWY ETILXELPTEWV.

Analysis of the external
Environment

benchmarking
The process of comparing the methods of
technology with methods of other businesses
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NMwg va petafariete to mepPaiiov

0TO OTtol0 PPIOKEDTE

ZTPATNYIKOG EALYOG
OL OUVELONTEG TTPOOTTAOELEG [Lag ETtXE(PNONG Vo LETARAAEL Ta Opla TwV SPACTNPLOTATWY TNG.

1. Emtidoyr] topéa
H elcodo¢ o€ uia véa ayopd i KAAS0, LE TN XPrON UTTAPXOVCWY LKAVOTTWV.

2. Awaopomoinon Spactnplotitwy
TupBaivel dtav pia emtiyelpnon emevoUeL 0€ €va SLAWOPETIKO TTPOIOY, KAASO 1| YEWYPAWIKN TLEPLOXN.

3. ZuyxXwveLon
‘Otav a1 TEPLOCOTEPEG ETILYELPTOELG EVOTTOLOVVTAL.

4. E€ayopa
Mtua etixelpnon ayopddet kKamola AAAN.

5. Amnosmévduon
Mo eTtixelpnon TovAdel pa Buyatpikr, €va epyooTAcLo, OTAUATAEL VO TTAPAYEL KOL VAL TTOLAQ Eval
TPOidV, KTA.
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How to transform the environment in which you

participate

Stategic Movement
OL oVVELONTEG TTPOOTAOELEG [Lag eTtXe(pnong va LeTaBAAEL Ta dpla TwV dpacTnPLOTHTWY TNG.

1. Selection of Sector
The entrance in a new market with the existing competitive advantages.

2. Diversification of Actions
It takes place when an enterprise invests in a different product or geographical region.

3. Joint Venture
Two or more enterprises create a new one.

4. Acquisition
One enterprise buys another one.

5. Disinvestment
One enterprise sells one subsidiaryor a factory.
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~~~~~~~~~~~~~~~~~~~~~~~~ Nwg va petafariete to mepBariov

0TO OTtol0 PPIOKEDTE

EEopUKthsq ETUYELPNOELG
OL smxstpncstq IOV usraBaMouv oLVEXWG TA OpLa TWV 5paorr]ptorntwv TOUG, H€ow NG avadritnong

VEWY T[pOLOVT(.UV Kalt (IYOp(DV ET[EKT(IO']’]C, GUYX(DVEUO'EU.)V Y] EE(IYOP(DV

AUUVTIKEG ETUYELPNOELS
OL eTatpeleg TOL TTPAYUATOTIOLOUY OTPATNYLKO EALYUO TTapAEVOVTAG EVTOG EVOG 0TAOEPOL TOUER

TPOLOVTWV.
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ow to transform the environment in which you

participate

EE0PUKTIKEG EMIYELPHOELS

Enterprises that continuously search for new resources, activities, products, markets, so as to perform
effectively and subsequently to survive in the sector.
AUUVTIKEG ETUYEIPNOELS

the enterprises that apply strategic management in order to achieve a new wide range of products and

services.
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Mw¢ va emnpedocete To TEPPAAAOV

0TO OTtol0 PPIOKEDTE

AVEEAPTNTEG CTPATNYLKEG
ZTpaTNyIKEG TTOL XpnoLuoTotel pia emtiyelpnon mov dpa Ldvn NG, TPOKELUEVOL va EMNPedoEL KATTOoLd
dtdotaon tou epBAAAovTdg 0To OoTolo AELTOVPYEL.

ZUVEPYUTIKEG CTPATNYIKES
ZTPATNYIKECG TTOL XPNoLLoTTolovvTaL artd dV0 1 TEPLOCATEPEG ETIXELPHOELS, OL OTTOlEG cLUVEPYAlovTal
TUPOKELUEVOL Vo EMNPEAooLY TO e§wTEPIKS TOuG TtEPIBAAAOY
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How to transform the environment in which you

participate

Independent Strategies
Strategies that one enterprise applies so as to affect another one in the sector.

Cooperative Strategies
Strategies that two or more enterprises use in order to affect the external environment in which they
take place.
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nnnnnnnnnnnnnnnnnnnnnnnnnnn Avszdptntn Spdon

ZTPATNYIKA Mapadeiypata

H ekpetdAAevon pag Eekabapng

e ikavétnTag i n eAtiwon uag EmOeTikn] TipoAdynon,
. E0WTEPIKNAG oLYKPLTIKY dlapriuion
embetkoTTa QTTOTEAECUATIKOTNTAS YL (1t.x. Walmart).
OLVTOLYWVLOTIKO TTAEOVEK TN AL
AV TAYWBYLGTIKH H ave€dptntn dpdon yla T Mapoxr PorBelag otoug
. \\//ono( - " BeAtiwon Twv OXECEWY LE TOUG AVTOYWVIOTEG Yla va
ol nen AVTAYWVLIOTEG. Bpouv TTPWTEC VAEG.
H kaBlEpwon kat n datripnon
. . EVVOIKWYV ELKOVWY OTO HUAAS Xpnuatoddtnon
ANHOOLEG OXEOELS AU TWYV TTOV ATTOTEAOVUY TO ABANTIKWY YEYOVOTWV.

TepBAAAov.
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Independent Strategy

Strategy Definition Examples
L : Aggressive pricin
" The exploitation of an ownership &8 essIve pric g,
Competitive comparative marketing
advantage
(Walmart).
Peaceful Actions that aim to enhance the Help to the Competitors to
Competition relations among competitors. find suppliers, raw material.
: : Actions th h lic vi Funding of F I
Public Relations ctions that support’F e public view unding of Footba
of enterprises matches
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Bateman & Snell, 2017. Atolknon Emiyelprioewy. Ekddoelg T(LOAa.
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Definitions of Financial Management

Financial management is the ways and means of managing money. i.e. the determination,
acquisition, allocation and utilization of financial sources usually with the aim of achieving
some particular goals or objectives .
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WHY DEALING WITH FINANCIAL MANAGEMENT

Marketing
Budgets, marketing research, marketing financial products

Accounting
Dual accounting and finance function, preparation of financial statements

Management
Strategic thinking, job performance, profitability

Personal finance
Budgeting, retirement planning, college planning, day-to-day cash flow issues
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Business Finance

Some important questions that are answered using finance

— What long-term investments should the firm take on?
—  Where will we get the long-term financing to pay for the investments?
- How will we manage the everyday financial activities of the firm?
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e Defining financial literacy, capability and
education

* Financial literacy is all about understanding your business’ finances

* It entails having sound knowledge of financial terminologies, theories, concepts,
practices, and statements

* All of this helps you understand your company’s finances and the factors involved in
affecting your profitability.
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~~~~~~~~~~~~~~~~~~~~~~~~~ Why Is Financial Education Important for Small
Business Owners

* Asmall business owner must keep a record of his/ her transactions

* Thereis the need for an owner to understand where his/her money is coming from and
where it’s going

e Financial literacy helps business owner to take right decisions that can impact their
profitability
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Financial Literacy: Managing Cash Flow

* Liquid assets are pivotal for every company

* Liquid assets are cash, or belongings that can quickly and easily be turned into
cash

» Liquidity ensures that companies have enough cash to cover their expenses, but it
can also provide a competitive advantage when liquidity across the economy is
short
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Analysis of Financial Statements

* Financial education enable business owner to analyze their financial statements on
their own.

* Financial statements depict the performance of the company over a period of time.
* They are usually made at the end of the annual year.

* The profit and loss statement shows the net profit or the loss of the business.
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Four states in the development of an SME finance

function

Stage 1: Pre-start-up planning:

* Entrepreneurs typically draw up business plans for finance providers either before start-up or at least
before revenues are earned

* Business planning that sets specific objectives and is intended to be revisited in order to assess
performance is an early finance function

* Small and medium-sized practices (SMPs) are key providers of support at this stage, combining
technical competence and commercial awareness with a first-hand understanding of the challenges
of running a small business and the ability to provide one-to-one support

Source: ACCA (2014), Financial education for entrepreneurs:what next?
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Four states in the development of an SME finance

function

Stage 2: Compliance and control

* As businesses begin to trade in earnest, management reporting, formal business plans and financially
trained staff are engaged in order to allow the entrepreneurs to focus on the commercial direction of
their business

» At this stage, the finance function is mostly concerned with aligning staff incentives with business
objectives, putting internal controls into place

* A professional financial manager is hired for the first time along with the adoption of management
accounting practices and software as a ‘bundled pair

* Good access to information makes it easier for founders to put their human capital to good use and
this helps start-ups to reach break-even sooner

Source: ACCA (2014), Financial education for entrepreneurs:what next?
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Four states in the development of an SME finance

function

Stage 3: Standardisation and monitoring

* At this stage, the business has started to develop some diversified internal resources and to use
financial information to optimise its internal processes

* Financially trained staff are hired to monitor cash flow and manage credit as well as to report on the
progress and resource implications of improving business processes

* Many businesses at this stage also experience higher needs for financial skills if they are engaged in
quality management or doing business online

Source: ACCA (2014), Financial education for entrepreneurs:what next?
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Four states in the development of an SME finance

function

Stage 4: Accounting for growth

» At this stage, businesses have distinct, specialised and professionally managed functions in place and
are trying to balance the need for standardisation with that for responsiveness to market conditions
and customer needs

* The finance function’s role expands substantially in more commercial and strategic directions.

* The focus tends to be on enabling businesses to access finance, and to make and assess the case for
new products and services

Source: ACCA (2014), Financial education for entrepreneurs:what next?
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The Basics of Financial Literacy
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OPERATING CYCLE

Raw material

purchased Finished goods sold Cash

received

[ \ Fy
Order Stwock
Placed Arrives

+— Inventory period =—p*— Accounts receivable period=

Time
— Accounts payable period
v
Firm receives invoice Cash paid for materials
< Operating cycle >

<+— (Cash cycle —
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Basic Financial Definitions

Balance Sheet: A company's balance sheet, also known as a "statement of financial position," reveals the
firm's assets, liabilities, and owners' equity (net worth)

Income Statement: An income statement is one of the three important financial statements used for
reporting a company’s financial performance over a specific accounting period.



https://www.investopedia.com/terms/b/balancesheet.asp
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Basic Financial Definitions

Cash Flow Statement : A cash flow statement is a financial statement that provides aggregate data
regarding all cash inflows that a company receives from its ongoing operations and external investment
sources
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Balance Sheet

Balance S

For Year Ending December 31, 2013
(all numbers in $000)

ASSETS LIABILITIES

Current Assets Current Liabilities

Cash 5500 Accounts payable 5650

Accounts receivable 150 Short-term notes 230
(less doubtful accounts) -188 Current portion of long-term notes 180

Inventory 150 Interest payable 45

Temporary investment 10 Taxes payable 30

Prepaid expenses 5 Accrued payroll 45
Total Current Assets 5627 Total Current Liabilities 51,180

Fixed Assets Long-term Liabilities

Long-term investments 5400 Martgage 5960

Land 889 Other long-term liabilities 450

Buildings 506 Total Long-term Liabilities $1.410
(less accumulated depreciation) -120

Plant & equipment 447
(less accumulated depreciation) -200 Shareholders’ Equity

Furniture & fixtures 98 Capital stock 5400
(less accumulated depreciation) -78 Retained earnings -421
Total Net Fixed Assets 31,942 Total Shareholders' Equity (521

TOTAL ASSETS $2,569 TOTAL LIABILITIES & EQUITY $2.569
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Income Statement

COMPANY B
INCOME STATEMENT

For Year Ended September 28, 2019 (In thousands)

NET SALES $ 4,358,100
COST OF SALES 2,738,714

GROSS PROFIT 1,619,386
SELLING AND OPERATING EXPENSES 560,430
GENERAL AND ADMINISTRATIVE EXPENSES 293,729

TOTAL OPERATING EXPENSES 854,159

OPERATING INCOME 765,227
OTHER INCOME 260
GAIN (LOSS) ON FINANCIAL INSTRUMENTS 5,513
(LOSS) GAIN ON FOREIGN CURRENCY (12,649)
INTEREST EXPENSE (18,177)

INCOME BEFORE TAXES 740,874
INCOME TAX EXPENSE 257,642
NET INCOME $ 483,232

Harvard Business School Online
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Cash Statement

XY Z COMPANY

STATEMENT OF CASH FLOW
FINANCIAL YEAR END - 20XX

Cash Flow From Operating Activities

Net eamings $ 2.000.000
Depreciation 15,000
Decrease In accounts recelvable 20000
Increase In accounts payable 20000
Increase In taxes payable 2,000
Increase In Inventory {40.000)

Net cash from operations 3,018,000

Cash Flow From Investing
Equipment (S00.000)
Cash Flow From Financing

Notes payable 10,000

Cash flow for financial year 2018 $ 2.528,000




oy

Cash Flow Income
Statement Statement

' Balance

Sheet
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Balance Sheet: Assets

. Probable future economic benefits obtained or
controlled by a particular entity as a result of
past transactions or events

. An asset is something that may generate cash
flow, reduce expenses or improve sales,
regardless of whether it's manufacturing
equipment or a patent
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Balance Sheet: Assets

* Fixed Assets: Fixed assets refer to long-term tangible
assets that are used in the operations of a business. They
provide long-term financial benefits, have a useful life of
more than one year.

Examples : Land, Furniture, Buildings and facilities

* Current Assets: The Current Assets account is a balance
sheet line item listed under the Assets section, which
accounts for all company-owned assets that can be
converted to cash within one year

*Include: cash, cash equivalents, account receivable, stock
inventory, marketable securities, pre-paid liabilities, and other
liquid assets


https://corporatefinanceinstitute.com/resources/knowledge/accounting/what-are-tangible-assets/
https://corporatefinanceinstitute.com/resources/knowledge/accounting/what-are-tangible-assets/
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Balance Sheet: Liabilities

Current Liabilities Long-Term Liabilities

Current liabilities are a company’s short-
term financial obligations that are due
within one year or within normal
operating cycle

Current liabilities are typically settled using
current assets

Examples of current liabilities include
accounts payable, short-term debt,
dividends

The analysis of current liabilities s
important to investors and creditors. This
can give a picture of a company’s financial
solvency and management of its current
liabilities

Long-term liabilities are a company's
financial obligations that are due more
than one year in the future

They are separately identified on the
balance sheet

While short-term liabilities must be paid
with current assets, long-term liabilities
can be repaid through a variety of current
and future business activities
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Balance Sheet: Shareholders’ Equity

Definition

The term shareholder equity (SE) refers to a
company's net worth or the total dollar amount that
would be returned to its shareholders if the company
is liquidated after all debts are paid off. As such, SE is
the owners' residual claim on assets after all debts are
satisfied

Structure

Shareholders

equity

Retained
earnings
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Balance Sheet: Shareholders’ Equity

Shareholders’ Equity Example of SE

* Shareholder equity gives analysts and e Let's assume that ABC Company has total
investors a clear picture of the financial assets of €2.6 million and total liabilities of
health of a company €920,000

* Positive shareholder equity means the * In this case, ABC Company's shareholder
company has enough assets to cover its equity is 22?27?72

liabilities, but the company's liabilities
exceed its assets if it is negative
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- Balance Sheet Equation

< Wall Street Prep

Balance Sheet

Assets = Liabilities + Equity
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Income Statement Analysis

Income Statement Diagram

Revenues

L Profit&

i
Income /
/> Loss

Expenses
Statement \ P

Profits

Analysis

* The income statement focuses on the revenue,
expenses, gains, and losses of a company during a
particular period

* An income statement provides valuable insights
into a company’s operations, the efficiency of its
management, underperforming sectors, and its
performance relative to industry peers
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INCOME STATEMENT

Building an Income Statement An Income Statement ...
ABCInc.
Income Statement Covers a
For the year ending Sept. 30, 2018 Specific Period
Revenue
Product Sales ~ "Reports
Services Revenues / Profits
Expenses
Advertising
Bank Fee and Interest 5 e T
Wages xpenses [ Taxes
Utilities
Rent Reports Net
Taxes Profitability
Others( + Gains — Losses)
Net Earnings (Profit/Loss)
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Income Statement Structure

Net Income

Income before Taxes

Operating Income

Gross Profit
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Income Statement Structure

1. GROFF PROFIT= NET SALES- COST OF SALES
* Net sales= Sales- Discount- Returns

2. OPERATING INCOME(EBIT)= GROSS PROFIT- OPERATING EXPENSES

3. INCOME BEFORE TAXES(EBT)= EBIT-INTEREST EXPENSE

4. NET INCOME=EBT-INCOME TAXES
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Introduction
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Online branding

Online branding refers to the process of creating and maintaining a brand identity for a company or
product on the internet.

With the increasing prevalence of the internet in our lives, online branding has become a critical aspect
of marketing for businesses of all sizes.
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Importance of
Online Branding
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Importance of Online branding

« Online branding helps establish credibility and trust with potential customers.

« It can increase brand awareness and recognition, leading to increased sales and customer
loyalty.

« It allows businesses to differentiate themselves from their competitors and stand out in
crowded markets.

« Online branding is also important for attracting and retaining top talent.
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Elements of
Online Branding
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Elements of Online branding

« Online branding is the process of creating and maintaining a brand identity for a company or

product on the internet.

» Effective online branding can help businesses increase brand awareness, differentiate
themselves from competitors, and attract and retain customers.
» Effective online branding requires attention to multiple elements, including brand identity,

website design, content marketing, social media, and online advertising.
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Elements of Online branding

Brand Identity

* Brand identity is the visual representation of a brand, including its logo, color scheme,
typography, and overall visual style.

» A strong brand identity helps businesses establish credibility and trust with potential customers
and differentiate themselves from their competitors.

« Consistency is key when it comes to brand identity, so it's important to use the same visual
elements across all online channels, including the company's website, social media profiles,

and advertising.
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Elements of Online branding

Website Design

»  Website design is another critical element of online branding.

* A well-designed website can help communicate the brand's message and values and provide a
positive user experience.

« Some key elements of effective website design include clear navigation, responsive design for

mobile devices, and a consistent visual style that aligns with the brand identity.
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Elements of Online branding

Content Marketing

« Content marketing is the process of creating and sharing high-quality content that aligns with a
brand's values and goals.

« This can include blog posts, videos, infographics, and other types of content.

» Effective content marketing can help businesses attract and engage potential customers and

establish thought leadership in their industry.
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Elements of Online branding

Social Media

e Social media is a powerful tool for building and maintaining a brand identity.

« Social media platforms allow businesses to engage with customers, promote products or
services, and build brand awareness.

« To be effective on social media, businesses should have a clear strategy that aligns with their
overall branding goals and use consistent visual elements and messaging across all social media

profiles.
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Elements of Online branding

Online Advertising

e Online advertising can help businesses increase brand awareness and reach a wider audience.

« Some common types of online advertising include pay-per-click (PPC) advertising, display
advertising, and social media advertising.

« To be effective, online advertising should align with the brand identity and messaging and

target the right audience.
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Online Brand
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Creating a Strong Online Brand

 Online branding is the process of creating and maintaining a brand identity for a

company or product on the internet.

« A strong online brand can help businesses increase brand awareness, differentiate

themselves from competitors, and attract and retain customers.
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Creating a Strong Online Brand

« Creating a strong online brand requires attention to multiple elements, including defining your

brand's values and USP, developing a clear brand identity and visual style, creating high-
quality content, using social media to build and maintain your brand's presence, and using

online advertising to increase brand awareness.

« By focusing on these elements and consistently applying them across all online channels,
businesses can establish a strong online brand that differentiates them from competitors and

attracts and retains customers in the digital age.
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Creating a Strong Online Brand

Define Your Brand's Values, Mission, and Unique Selling Proposition

« Before you can create a strong online brand, you need to have a clear understanding of your

brand's values, mission, and unique selling proposition.

*  Your brand's values and mission should guide all of your online branding efforts, and your

unique selling proposition should differentiate you from your competitors.
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Creating a Strong Online Brand

Develop a Clear Brand Identity and Visual Style that aligns with your brand's values and goals

*  Your brand identity is the visual representation of your brand, including your logo, color
scheme, typography, and overall visual style.

« A clear and consistent brand identity helps establish credibility and trust with potential
customers and differentiate your brand from competitors.

* Your visual style should be consistent across all online channels, including your website, social

media profiles, and advertising.
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Creating a Strong Online Brand

Create High-Quality Content that reflects your brand's values and engages your target audience

e Creating high-quality content that reflects your brand's values and engages your target

audience is a critical element of online branding.

* Your content should be informative, engaging, and aligned with your brand's messaging and
values. Some common types of content include blog posts, videos, infographics, and social

media posts.
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Creating a Strong Online Brand

Use Social Media to Build and Maintain Your Brand's Presence , engage with customers, and

promote products or services
e Social media is a powerful tool for building and maintaining your brand's presence online.
« Social media platforms allow you to engage with customers, promote your products or
services, and build brand awareness.
« To be effective on social media, you should have a clear strategy that aligns with your overall
branding goals and use consistent visual elements and messaging across all social media

profiles.
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Creating a Strong Online Brand

Use Online Advertising to Increase Brand Awareness and reach a wider audience

e Online advertising can help businesses increase brand awareness and reach a wider audience.

« Some common types of online advertising include pay-per-click (PPC) advertising, display
advertising, and social media advertising.

« To be effective, online advertising should align with your brand identity and messaging and

target the right audience.
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Best Practices for Online Branding

e Online branding is the process of creating and maintaining a brand identity for a company or

product on the internet.

* Following best practices for online branding can help businesses increase brand awareness,

differentiate themselves from competitors, and attract and retain customers.
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Best Practices for Online Branding

Following best practices for online branding requires attention to multiple elements, including

defining your brand's values and USP, developing a consistent brand identity and visual style, using
high-quality content to build trust and authority, leveraging social media to build relationships and

increase reach, and monitoring and responding to online reviews and feedback.

By focusing on these elements and consistently applying them across all online channels, businesses
can establish a strong online brand that differentiates them from competitors and attracts and retains

customers in the digital age.



Interreg H

Greece-Bulgaria
Bu4Inno

SS———

Best Practices for Online Branding

» Be consistent: Use consistent branding across all online channels, including your website, social media

profiles, and advertising.

« Be authentic: Authenticity is key to building trust with customers. Stay true to your brand's values

and mission in all online interactions.

« Listen to your customers: Pay attention to feedback from customers and use it to improve your

brand and customer experience.



Interreg H

Greece-Bulgaria
Bu4Inno

SS———

Best Practices for Online Branding

Stay up to date: Keep up with the latest trends and best practices in online branding to stay ahead of

the competition.

Monitor your online reputation: Monitoring and responding to online reviews and feedback is critical
for maintaining your brand's reputation. Respond promptly and professionally to both positive and
negative feedback to show that you value your customers' opinions and are committed to providing

a high level of service.
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Concluding remarks

v" Online branding is a critical aspect of marketing for businesses in the digital age.

v' By developing a strong brand identity, creating high-quality content, and leveraging
social media and online advertising, businesses can increase brand awareness, attract and

retain customers, and differentiate themselves from their competitors in the digital age.
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Brand’s definition

Kotler (1991) defines brand as “a name, term, sign,
symbol, or design, or combination of them which is
intended to identify the goods and services of one
seller or group of sellers and to differentiate them
from those of competitors” (p. 442).
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Branding definition

Keller (2003) defined branding as a process that
builds knowledge about a brand leading to brand
loyalty or equity.
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Branding Efforts Often
Include the Use Of:

. Slogan
= Logo
= Trademark

. Graphics
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Slogan definition

A short memorable phrase conveying a desired
impression of an organization, product or
campaign often using literary devices such as
alliteration, rhyme, rhythm and metaphor.
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Brand logo definition

A design or symbol used by a company to

sl ¢ MARONIA
advertise its products.

VINEYARD

TSA&TALI

VINEYARDS & WINERIES
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Brand logo definition

a word, symbol or device that, by use, comes to
denote the origin or source of the goods to which it
is attached.

Filing and registration of a trademark in Greece:

@
https://www.gov.gr/en/sdg/starting-running-and- . l \/// Greek

closing-business/intellectual-property- M ark
rights/trademarks/filing-and-registration-of-trade-
mark



https://www.gov.gr/en/sdg/starting-running-and-closing-business/intellectual-property-rights/trademarks/filing-and-registration-of-trade-mark
https://www.gov.gr/en/sdg/starting-running-and-closing-business/intellectual-property-rights/trademarks/filing-and-registration-of-trade-mark
https://www.gov.gr/en/sdg/starting-running-and-closing-business/intellectual-property-rights/trademarks/filing-and-registration-of-trade-mark
https://www.gov.gr/en/sdg/starting-running-and-closing-business/intellectual-property-rights/trademarks/filing-and-registration-of-trade-mark
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Greek Pistachios

@
hellas farms

THE FLAVORS OF GREECE

: Q 1 In the past decade, the popularity and
: s | sales of Greek food products has
¥ { exploded due to the attention
GREER

focused on the healthful
PISTACHIOS Mediterranean diet.

HANDPICKED & ROASTED.
UIGHTLY BRINED WITH GREEK SEA SALT

The firm positioned the product as a
healthy imported Greek product.

NET WT 1.75 OZ (49.60)
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ts —sm——m" Case Study —

. Greek Pistachios

THE FLAVORS OF GREECE

Q Naming was the next step. “Hellas
¥ | Farms,” communicated the brand’s
’ \ ‘ origins using the original name English-
speaking people used for Greece.
P] GREE oS
ilﬁﬂl} 3 The slogan: “The Flavors of Greece,”

additionally identifying the origin while
opening the door to other types of line

NET WT 1.75 0Z (49.60)
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: Pistachios

hellas farms

THE FLAVORS OF GREECE

v , Using selected Greek iconography, images, colors, and fonts to evoke

: the “Greek” origination of the product, the firm created a design
for mass-marketing Greek Pistachios which would appeal to
consumers in the 25+ category, and stand out in the salty snack

PIS%S",AR\E}E}%OS sector of grocery or at the checkout-stand.

HANDPICKED & ROASTED.
UIGHTLY BRINED WITH GREEK SEA SALT

Made market-ready in 1.75 oz bags featuring a cluster of pistachios
and the feature copy “handpicked & roasted, lightly brined with

_ Greek sea salt,” Hellas Farms Greek Pistachios made their way
across the Atlantic to the American consumer this past summer and

is rolling out first on the east coast.

NET WT 1.75 OZ (49.60)
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Brand equity definition

Aaker defined brand equity as "a set of assets and liabilities linked to a brand, its name and symbol,
that add to or subtract from the value provided by a product or service to a firm and/or that firm's
customers."

BRAND
ASSOCIATION

BRAND
AWARENESS
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Brand equity definition

... consumer’s judgment about the whole product superiority or excellence.
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Brand loyalty

Greek,
Greek-Style and

Natural

Yogurt
Value  Volume
Share Share

The following table presents the main

participants in the U.K. Greek, Greek- “P::::;::h;lramc .......................................................................................................................... ?:z::a ?(])z::n
style and natural yogurt category, -~
tOgether With their market pOSitions by DDAMOME ...ttt e eae et eme e et e e e eateeeae e ennt e e esaaane e enesenteenn s e naeeaneanann 12.7% 9.9%
sales in value and sales in volume for the e R
year ended December 3] ’ 2020' ATTA FOOUS oo oo et oo e se oo e oo e ee e ee oo see st eeeeseese e eee s seese e seee s seerenes 6.9% 5.3%

Pakeeza Dairies .......... 4.3% 7.8%
INESELE .ottt b e R s SRR R R Rt 4.1% 2.4%
EEITIIIIE oottt et e et R k£ £ et eh £t ee ettt en s nna 3.3% 3.9%

Source: IRI GB and Northern Ireland Scanning data, December 31, 2020.
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Brand loyalty

Total Low-Fat Full-Fat Low-Fat Full-Fat Two
VALUE Yogurt White White Fruit Fruit Compartment
MARKET SHARES Market Market Market Market Market Market
FAGE..................... #4 #1 #4 #1 - #3
9.0% 41.3% 13.1% 26.5% - 6.1%
Danone................... #1 - - #6 - -
20.6% - - 5.6% - -
Miiller..................... #2 #4 #3 #3 #1 #1
15.6% 8.8% 15.5% 8.4% 23.6% 74.8%
Latteria Vipiteno....... #5 #3 #2 H#4 #2 #06
8.9% 13.4% 22.1% 8.0% 19.3% 0.6%
Yomo...........ooveennt, #0 #6 #20 #5 #3 -
5.9% 2.2% 0.4% 7.1% 16.5% -
Granarolo................ #12 - #7 - #8 -
1.1% - 2.1% - 2.4% -
Parmalat................. #9 #23 - #9 #6 -
2.6% 0.2% - 2.4% 3.7% -
Mila....................... #8 #5 #8 #7 #7 #4
3.0% 2.7% 1.6% 4.3% 3.6% 4.9%
Private Label........... #3 #2 #1 #2 #4 #2
14.1% 20.7% 22.2% 252% 14.7% 11.3%
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rocess of working
ognition of a particular

RAD ANIRENE
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Brand associations definition

d Keller (1993) define
the information in the




Greece-Bulgaria
Bu4lInno

Eurapean Regfona Deeiopment Fund

Brand image definition

Brand image refers to consumer perceptions linked to a particular brand such as health, excitement,
fun or family
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EXTERNALISATION

Brand Identity Prism

Kapferer Brand Identity Prism

PICTURE OF SENDER

Physique
Tangible physical qualities.
Logo, colours, symbals, etc.

Relationship

What kind of relationship
does your brand have with
its customers?

Logo

Reflection

Who is your stereotypical
customer?

PICTURE OF RECEIVER

Personality

The kind of person it would
be if it was a human

Culture

Your brand's values,
principles and behavior

Self-image

How custormers perceive
themselves when using your
brand

NOILVSITYNYILNI
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Brand Identity Prism

PHYSICAL
Green hottle,

Redstar

RELATIONSHIP
parties,
friends,

sharing nice
moments

REFLECTED CONSUMER
Dynamic people,
confident

greencampaigns,

SR

PERSONALITY
Confident

Modern
Genuine

CULTURE

European culture,
Social life

SELF-IMAGE

Consumers like having
parties. Theyare sociable
and like sharing. They like

tasteful beer.
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Brand Identity Prism

PHYSICAL , PERSONALITY
Red, white colors, o = American
crown, lager : Simple
Lager
RELATIONSHIP CULTURE
Rela)é, atvmd work ‘ Assocktedto
g ?"k_s rets;:;by C ' sports, american
roenRaLIome / l : |/| 44 .’i |I| ’P.a_/ way of life
REFLECTED CONSUMER SELF-IMAGE
Tradional American Consumers like spending
values, workers time at home watching
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