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Οι εισροές και οι εκροές ενός Οργανισμού

Πρώτες ύλες
Υπηρεσίες

Εξοπλισμός
Κεφάλαιο

Πληροφορίες

Οικονομικός 
οργανισμός / 
επιχείρηση

Προϊόντα / 
υπηρεσίες



Inflows & Outflows of an Organization

Raw Material
Services

Information
Business Product /Services



Ανοιχτά συστήματα 

Οργανισμοί που επηρεάζονται και επηρεάζουν το 
περιβάλλον τους.



Open Entities

Organizations that affect their environments.



Ανοιχτά συστήματα 

Εισροές
Υλικά και υπηρεσίες που αποκτούν και 
χρησιμοποιούν οι οργανισμοί προκειμένου να είναι 
σε θέση να παράγουν προϊόντα ή υπηρεσίες.

Εκροές
Τα προϊόντα και οι υπηρεσίες που δημιουργούν οι 
οργανισμοί.



Open Entities

Inflows
Raw material that organizations use in order to 
produce the final product/service.

Outflows
The products produced by organizations.



Ανοιχτά συστήματα 
Εξωτερικό περιβάλλον
Όλες οι σχετικές δυνάμεις που βρίσκονται εκτός 
των ορίων μιας επιχείρησης, όπως οι ανταγωνιστές, 
οι πελάτες, η κυβέρνηση και η οικονομία.
Ανταγωνιστικό περιβάλλον
Το άμεσο περιβάλλον που περικλείει μια επιχείρηση: 
περιλαμβάνει τους προμηθευτές, τους πελάτες, τους 
ανταγωνιστές και άλλες ομάδες ενδιαφερομένων.



Open Entities

External Environment
Customers, Government and Economy.
Competitive Environment
Suppliers, Competitors and other group of interests.



Ανοιχτά συστήματα 
Μακρο-περιβάλλον
Το γενικό (έμμεσο) περιβάλλον: περιλαμβάνει τις 
κυβερνήσεις, τις οικονομικές συνθήκες και άλλους 
βασικούς παράγοντες που επηρεάζουν γενικά όλους 
τους οργανισμούς.



Open Entities

Macro-Environment
The indirect environmentΤthat involves the political 
environment, economic conditions  and other key factors 
that affect organizations.



Το εξωτερικό περιβάλλον



External Environment



Οικονομία 

Το οικονομικό περιβάλλον επιδρά δραματικά στην ικανότητα των διοικητικών στελεχών να 
λειτουργούν αποτελεσματικά και επηρεάζει έντονα τις στρατηγικές τους αποφάσεις.

Τα επιτόκια και ο πληθωρισμός επηρεάζουν τη διαθεσιμότητα και την τιμή του κεφαλαίου, τις 
ευκαιρίες ανάπτυξης, τις τιμές πώλησης των προϊόντων, καθώς και την καταναλωτική ζήτηση.

Economy

Τhe 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.



Τεχνολογία

Οι τεχνολογικές εξελίξεις δημιουργούν νέα προϊόντα, βελτιωμένες τεχνικές παραγωγής και 
καλύτερους τρόπους διοίκησης και επικοινωνίας.

Καθώς η τεχνολογία εξελίσσεται, δημιουργούνται νέοι κλάδοι, νέες αγορές, καθώς και νέα τμήματα 
αγοράς.

Technology

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

Since technology is developed, new sectors are borne.



Νόμοι και κανονισμοί

Θεσμικοί φορείς:

• Οργανισμός Επαγγελματικής Ασφάλειας και Υγείας.
• Κρατικός Οργανισμός Αερομεταφορών.
• Επιτροπή Ίσων Δικαιωμάτων Απασχόλησης.
• Εθνικό Συμβούλιο Εργασιακών Σχέσεων.

Ποιοι θεσμικοί φορείς υπάρχουν στην Ελλάδα;



Institutions

Institutions:
• EFKA
• Constitution, etc.



Δημογραφικά στοιχεία

Δημογραφικά στοιχεία
Καταγράφουν τα διάφορα πολυποίκιλα χαρακτηριστικά μιας 
κοινωνίας.



Demographics

Demographics
Record the complex characteristics of society.



Δημογραφικά στοιχεία

Δημογραφικές τάσεις
• Αύξηση του πληθυσμού άνω των 65 ετών.
• Αυξανόμενο επίπεδο εκπαίδευσης και εργασιακών 

δεξιοτήτων.
• Μετανάστευση.
• Αυξανόμενος αριθμός γυναικών στο εργατικό δυναμικό.
• Αύξηση του αριθμού των γεννήσεων.



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.



Κοινωνικά θέματα

Οι κοινωνικές τάσεις σχετικά με το πώς σκέφτονται και συμπεριφέρονται οι άνθρωποι έχουν 
σημαντικές επιπτώσεις στη διαχείριση του εργατικού δυναμικού, τις κοινωνικές δράσεις των 
επιχειρήσεων και τις στρατηγικές αποφάσεις για τα προϊόντα και τις αγορές.

Π.χ. Οικογενειακές άδειες, σύμφωνο συμβίωσης, ευέλικτο ωράριο εργασίας, βοήθεια στη φροντίδα 
των παιδιών.

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.



Το ανταγωνιστικό περιβάλλον

Technology



The Competitive Environment

Technology



Ανταγωνιστές

Technology

Ο ανταγωνισμός είναι πιο έντονος όταν:

• υπάρχουν πολλοί άμεσοι ανταγωνιστές.

• η ανάπτυξη του κλάδου είναι χαμηλή.

• ένα προϊόν ή μια υπηρεσία δε μπορεί να διαφοροποιηθεί με εύκολο τρόπο.



Competitors

Technology

Competition is fierce when:

• there are a lot of direct competitors

• the sector development is low.

• the product or the service cannot be diversified  in an easy way.



De novo

Technology

Barriers of entrance

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

• for instance, the government policy, logistics



Υποκατάστατα και
συμπληρωματικά προϊόντα

Technology

Υποκατάστατα
Εναλλακτικά προϊόντα ή υπηρεσίες.
Συμπληρωματικά
προϊόντα ή υπηρεσίες που αυξάνουν τις πωλήσεις άλλων προϊόντων ή υπηρεσιών.

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.



Ερώτηση

Technology

Πως αποκαλείται το σταθερό κόστος που αντιμετωπίζουν οι αγοραστές όταν αλλάζουν προμηθευτές;

Κόστος μετατροπής.
Κόστος πίεσης.
Κόστος αλλαγής.
Κόστος μεταφοράς.

Question

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

Transformation Cost
Pressure Cost 
Change Cost 
Transportation Cost 



Προμηθευτές

Προμηθευτές
παρέχουν πόρους ή εισροές που 
απαιτούνται για την παραγωγή.

Κόστος αλλαγής
το σταθερό κόστος που 

αντιμετωπίζουν οι αγοραστές 
όταν αλλάζουν προμηθευτές.



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.



Προμηθευτές

Διαχείριση εφοδιαστικής αλυσίδας

Η διοίκηση ενός δικτύου 
(εγκαταστάσεων και 

ανθρώπων) που βοηθά στην 
απόκτηση υλικών από το 

εξωτερικό περιβάλλον της 
επιχείρησης, τα μετατρέπει 

σε προϊόντα και τα διανέμει, 
τελικά, στους πελάτες.



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.



Πελάτες

Τελικοί πελάτες (καταναλωτές)
Αγοράζουν προϊόντα στην

τελική τους μορφή.
Ενδιάμεσοι πελάτες

Αγοράζουν πρώτες ύλες ή 
έτοιμα προϊόντα σε 
χονδρική τιμή και στη 
συνέχεια τα πωλούν 
στους τελικούς πελάτες 
(καταναλωτές).

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.

Customers



Ανάλυση του
εξωτερικού περιβάλλοντος

Αβεβαιότητα του εξωτερικού περιβάλλοντος
Η έλλειψη πληροφοριών που είναι απαραίτητες για 
την κατανόηση ή την πρόβλεψη των μελλοντικών 
συνθηκών.



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.



Αβεβαιότητα του
εξωτερικού περιβάλλοντος 

Πολυπλοκότητα του περιβάλλοντος
Έχει να κάνει με τον αριθμό των διαφόρων 
δυνάμεων του περιβάλλοντος και την 
πιθανή επίδραση αυτών.
Δυναμισμός περιβάλλοντος
Ο βαθμός της συνεχούς αλλαγής που 
λαμβάνει χώρα σε ένα κλάδο.

Uncertainty of the External 
Environment

Complexity of the External Environment
It is related to the variety of forces that affect 

the environment that businesses are take place.
Dynamism of the Environment

The degree of change in the sector. 



Ανάλυση του
εξωτερικού περιβάλλοντος

Ανίχνευση του περιβάλλοντος
Αναζήτηση πληροφοριών που είναι 
διαθέσιμες στους περισσότερους 
ανθρώπους και ταξινόμηση των 
πληροφοριών αυτών με σκοπό την 
ερμηνεία του «τι είναι σημαντικό και τι 
όχι».

Ανταγωνιστική ευφυΐα
Η επεξεργασία των πληροφοριών που 
βοηθούν τα διοικητικά στελέχη να 
καθορίσουν πώς θα ανταγωνιστούν με 
καλύτερο τρόπο.

Analysis of the external 
Environment

Tracing of the environment
Searching for information and assessing them

Competitive Intelligence
The editing of information that help managers 

to define how they can compete more 
efficiently and effectively. 



Ανάλυση του
εξωτερικού περιβάλλοντος

Ανάπτυξη σεναρίων
Μια διήγηση που περιγράφει μια 
συγκεκριμένη ομάδα μελλοντικών 
συνθηκών.
Best-case scenario, worst-case scenario 
(βέλτιστο σενάριο, χείριστο σενάριο).
Πρόβλεψη
Μέθοδος πρόβλεψης των μελλοντικών 
αλλαγών που ενδέχεται να συμβούν σε 
ορισμένες μεταβλητές του εξωτερικού 
περιβάλλοντός

Analysis of the external 
Environment

Development of Scenarios 
An analysis that describes the characterizes of a 

situation.
Best-case scenario, worst-case scenario 
(βέλτιστο σενάριο, χείριστο σενάριο).

Prediction 
Method that predicts potential elements that 

may come in future conditions.



Ανάλυση του
εξωτερικού περιβάλλοντος

Συγκριτική αξιολόγηση 
Η διαδικασία της σύγκρισης των 
πρακτικών και των τεχνολογιών μιας 
επιχείρησης με τις αντίστοιχες τεχνολογίες 
και πρακτικές άλλων επιχειρήσεων.

Analysis of the external 
Environment

benchmarking
The process of comparing the methods of 

technology with methods of other businesses



Πώς να μεταβάλλετε το περιβάλλον
στο οποίο βρίσκεστε

Στρατηγικός ελιγμός
Οι συνειδητές προσπάθειες μιας επιχείρησης να μεταβάλει τα όρια των δραστηριοτήτων της.

1. Επιλογή τομέα
Η είσοδος σε μια νέα αγορά ή κλάδο, με τη χρήση υπαρχουσών ικανοτήτων.

2. Διαφοροποίηση δραστηριοτήτων
Συμβαίνει όταν μια επιχείρηση επενδύει σε ένα διαφορετικό προϊόν, κλάδο ή γεωγραφική περιοχή.

3. Συγχώνευση
Όταν μια ή περισσότερες επιχειρήσεις ενοποιούνται.

4. Εξαγορά
Μια επιχείρηση αγοράζει κάποια άλλη.

5. Αποεπένδυση
Μια επιχείρηση πουλάει μια θυγατρική, ένα εργοστάσιο, σταματάει να παράγει και να πουλά ένα 
προϊόν, κτλ.



How to transform the environment in which you  
participate

Stategic Movement
Οι συνειδητές προσπάθειες μιας επιχείρησης να μεταβάλει τα όρια των δραστηριοτήτων της.

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.



Πώς να μεταβάλλετε το περιβάλλον
στο οποίο βρίσκεστε

Εξορυκτικές επιχειρήσεις
Οι επιχειρήσεις που μεταβάλλουν συνεχώς τα όρια των δραστηριοτήτων τους, μέσω της αναζήτησης 
νέων προϊόντων και αγορών, επέκτασης, συγχωνεύσεων ή εξαγορών.

Αμυντικές επιχειρήσεις
Οι εταιρείες που πραγματοποιούν στρατηγικό ελιγμό παραμένοντας εντός ενός σταθερού τομέα 
προϊόντων.



How to transform the environment in which you  
participate

Εξορυκτικές επιχειρήσεις
Enterprises that continuously search for new resources, activities, products, markets, so as to perform 
effectively and subsequently to survive in the sector. 
Αμυντικές επιχειρήσεις
the enterprises that apply strategic management in order to achieve a new wide range of products and 
services.



Πώς να επηρεάσετε το περιβάλλον
στο οποίο βρίσκεστε

Ανεξάρτητες στρατηγικές
Στρατηγικές που χρησιμοποιεί μια επιχείρηση που δρα μόνη της, προκειμένου να επηρεάσει κάποια 
διάσταση του περιβάλλοντός στο οποίο λειτουργεί. 

Συνεργατικές στρατηγικές
Στρατηγικές που χρησιμοποιούνται από δύο ή περισσότερες επιχειρήσεις, οι οποίες συνεργάζονται 
προκειμένου να επηρεάσουν το εξωτερικό τους περιβάλλον



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. 



Ανεξάρτητη δράση

Στρατηγική Ορισμός Παραδείγματα

Ανταγωνιστική 
επιθετικότητα

Η εκμετάλλευση μιας ξεκάθαρης 
ικανότητας ή η βελτίωση μιας 

εσωτερικής
αποτελεσματικότητας για 

ανταγωνιστικό πλεονέκτημα.

Επιθετική τιμολόγηση, 
συγκριτική διαφήμιση 

(π.χ. Walmart).

Ανταγωνιστική 
ειρηνοποίηση

Η ανεξάρτητη δράση για τη 
βελτίωση των σχέσεων με τους 

ανταγωνιστές.

Παροχή βοήθειας στους 
ανταγωνιστές για να 
βρουν πρώτες ύλες.

Δημόσιες σχέσεις

Η καθιέρωση και η διατήρηση 
ευνοϊκών εικόνων στο μυαλό 

αυτών που αποτελούν το 
περιβάλλον.

Χρηματοδότηση 
αθλητικών γεγονότων.



Independent Strategy

Strategy Definition Examples

Competitive 
The exploitation of an ownership 

advantage

Aggressive pricing,
comparative marketing 

(Walmart).

Peaceful 
Competition 

Actions that aim to enhance the 
relations among competitors.

Help to the Competitors to 
find suppliers, raw material.

Public Relations 
Actions that support the public view 

of enterprises
Funding of Football 

matches
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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 .



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



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?



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.



Why Is Financial Education  Important for Small 
Business Owners

• A small business owner must keep a record of his/ her transactions
• There is the need for an owner to understand where his/her money is coming from and 

where it’s going
• Financial literacy helps business owner  to take right decisions that can impact their 

profitability



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



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.



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?



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?



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?



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?



The Basics of Financial Literacy



OPERATING CYCLE 



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


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



Balance Sheet 



Income Statement



Cash Statement



3-Statement Model



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



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/


Balance Sheet: Liabilities
Current 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 is
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
• 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



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

Capital 
Stock

Retained 
earnings

Shareholders’ 
equity



Balance Sheet: Shareholders’ Equity
Shareholders’ Equity
• Shareholder equity gives analysts and

investors a clear picture of the financial
health of a company

• Positive shareholder equity means the
company has enough assets to cover its
liabilities, but the company's liabilities
exceed its assets if it is negative

Example of SE
• Let's assume that ABC Company has total

assets of €2.6 million and total liabilities of
€920,000

• In this case, ABC Company's shareholder
equity is ???????



Balance Sheet Equation 



Income Statement Analysis

Income Statement Diagram

• 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

Analysis





Income Statement Structure

Net Income

Income before Taxes

Operating Income

Gross Profit



Income Statement Structure
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Introduction



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.



Importance of 

Online Branding



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.



Elements of 

Online Branding



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.



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.



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.



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.



Elements of Online branding

Social Media

• 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.



Elements of Online branding

Online Advertising

• 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.



Creating a Strong 

Online Brand



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.



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.



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.



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.



Creating a Strong Online Brand

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

• 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.



Creating a Strong Online Brand

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

promote products or services

• 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.



Creating a Strong Online Brand

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

• 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.



Best Practices for 

Online Branding



Best Practices for Online Branding

• 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.



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.



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.



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.



To sum up…



Concluding remarks

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

✓ 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 and branding



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).



Branding definition

Keller (2003) defined branding as a process that 

builds knowledge about a brand leading to brand 

loyalty or equity.



Branding Efforts Often 

Include the Use Of: 

▪ Slogan

▪ Logo

▪ Trademark

▪ Graphics



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.



Brand logo definition

A design or symbol used by a company to 

advertise its products.



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-

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


Case Study – Greek Pistachios



Case Study –

Greek Pistachios

In the past decade, the popularity and

sales of Greek food products has

exploded due to the attention

focused on the healthful

Mediterranean diet.

The firm positioned the product as a

healthy imported Greek product.



Case Study –

Greek Pistachios

Naming was the next step. “Hellas

Farms,” communicated the brand’s

origins using the original name English-

speaking people used for Greece.

The slogan: “The Flavors of Greece,”

additionally identifying the origin while

opening the door to other types of line

extensions.



Case Study – Greek 

Pistachios

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

sector of grocery or at the checkout-stand.

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.



Brand equity 



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 equity definition

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



Brand loyalty

The following table presents the main 

participants in the U.K. Greek, Greek-

style and natural yogurt category, 

together with their market positions by 

sales in value and sales in volume for the 

year ended December 31, 2020.



Brand loyalty



Brand awareness definition

Brand awareness is the process of working 

toward maximizing recognition of a particular 

brand.



Brand associations definition

Both Aaker (1991) and Keller (1993) define 

brand associations as the information in the 

consumers mind linked to the brand.



Brand image definition

Brand image refers to consumer perceptions linked to a particular brand such as health, excitement, 

fun or family



Brand Identity Prism



Brand Identity Prism



Brand Identity Prism



Case Study – Lambda

Lambda Ultra Premium 

Extra Virgin Olive Oil is 

claiming the title of the 

most expensive olive oil in 

the world. 

Called “The Champagne of the

olive oil world” by The

Independent; “The Ferrari of

olive oils” by Status magazine

in Greece and “The Rolls

Royce of olive oils” by

Rassegna dell’ Imballaggio in

Italy, this limited-production,

award-winning Greek olive oil is

favored by celebrities and

socialites worldwide for its

pungent, fruity flavor and

uniquely elegant presentation.

Produced by Speiron, an 

innovative Greek Luxury Food 

and Beverage Company, 

Lambda Ultra Premium Extra 

Virgin Olive Oil is the world’s 

first luxury olive oil.
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