Alagdaveia 5.1

MéEpog 2
2TPATNYIKN KOl EQOPMOYEG

KepAaAaio 5
2TPOATNYIKN WYN@IOKOU ETTIXEIPEIV



AISOKTIKA TTOpioHOTA

EtiAoyn Tou KATAAANAOU UOVTEAOU OIAdIKATIWY
OTPATNYIKNC YIA TO WYNQPIAKO ETTIXEIPEIV

XpNon epyaAciwy yia Tov oXeOlaouo Kal TNV
ETTIAOYI OTPATNYIKWY WNPIOKOU ETTIXEIPEIV
["eVIKI) ava@opd o€ eVOAAAKTIKEC OTPATNYIKEC
TTPOCEYYIOEIC YIa TNV TTETUXNMEVN EQAPUOYN TOU
WNQIOKOU ETTIXEIPEIV
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Opiouoi TNG OTPATNYIKNAG

T1 €ival n oTpaATNYIKA;

«Opilel TTWC Ba TTETUXOUNE TOUGC OKOTTOUG HOG.»

«Opilel TNV KATavoun TTOPWYV YIa TNV ETTITEUEN
TWV OTOXWV.»

«ETTIAEYEI TIC TTPOTIMOTEPEC ETTIAOYEC YIQ TOV
QVTAYWVIOUO O€ HIa ayopd.»

«[TapExel Eva yakpoTTPOBETUO OXEDIO VIO TNV
QVvATITUCN TNG ETTIXEIPNONG.»
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Alogaveia 5.4

ETaipikni
oTPATNYIKA

2TPATNYIKES - , A ) , ’
ETTIXEIPNHOTIKGV OTTIKES EITOUPYIKES TuTTIKGG OXEBINOHOG
LOVGB WY OTPATNYIKEG OTPATNYIKEG WNPIOKOU ETTIXEIPEIV

Corporate strategy: defines the overall purpose and scope of the organization
Business unit strategy: defines how to compete successfully in a particular market
Regional strategies: are concerned with achieving corporate and business unit
strategies.

Functional/operational strategies: describe how the corporate and business unit
strategies will be operationalized in different functional areas or business processes
(marketing, supply chain management, human resources, finance and information
systems strategies).

Eéva 5.1 AIAQPOPES HOPPES OPYAVWOIAKNG OTPATNYIKNG
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Alogaveia 5.5

Implications if e-business strategy is not clearly defined:

— Missed opportunities from lack of evaluation of opportunities or
insufficient resourcing of e-business initiatives. These will result
iIn more savvy competitors gaining a competitive advantage;

— Inappropriate direction of e-business strategy (poorly defined
objectives, for example, with the wrong emphasis on buy-side,
sell-side or internal process support);

— Limited integration of e-business at a technical level resulting in
silos (separate organizational team with distinct responsibilities
which does not work in an integrated manner with other teams) of
information in different systems;

— Resource wastage through duplication of e-business
development in different functions and limited sharing of best
practice. For instance, each business unit or region may develop
a separate web site with different suppliers without achieving
economies of scale.
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Alogaveia 5.6

Etaipikn

OTPOATNYIKNA

Meplopiopoi
KOl EUKQAIPIEG

216X0I

ZTpaTNYIKA
WneIakou
ETTIXEIPEIV

KegpaAaio 5

KepdAaia KepdAaia
6 kal 7, >TpaTNYIKA 8 kar 9,
HAEKTPOVIKO pdpkeTIVYK/CRM HAekTPOVIKO

EMTTOPIO AYOPWV EUTTOPIO TTWARCEWV

2TPATNYIKA
TTANPOPOPIAKWV
OUCTNUATWYV

OAa 1a ke@daAaia

SCM = Aiaxegipion €@odiaoTIKrG aAuaidag
CRM = Alaxeipion oxéoewyv Ue TTEAATEG

Exova 52 H axéon METAEU TNC OTPATNYIKAG WNQPIOKOU ETTIXEIPEIV KAl TWV AAAWV
OTPATNYIKWYV PIAG ETTIXEIPNONG
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Alogaveia 5.7

1
ZTpaTNyYIKA avdAuon

E¢wTtepikd Eowrtepikoi —
ePIBAAAOV mépol

2
ZTPATNYIKOi OTOXOI

* Opapa

* ATTooTOAR R

B
KaBopiop6g oTpartnyikng
Anuioupyia AgloA6ynon TeAIkn
EMAOYWV ETMAOYWV emAoyn
4

YAotoinon oTpaTtnyikng

MapakoAouBnan, agloAdynon Kai atrékpion

MpoypappaTiopog EkTéAeon ‘EAeyx0og

Exéva 54 EVQA YEVIKO HOVTEAO OTPATNYIKNG OIAdIKATIWY
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Alogaveia 5.8

ZupBavTta
2UOOWPEUDN
. YVWOEWV Baoikég
AvamAnpogopnon ) aEI0AOYNON Béec
OUVOTOTHTWV
2 XEBI00UOG
AvdaTtrTuén kai Wneiakou
uAotroinon ETTIXEIPEIV
EQAPUOYWV (eTmiXEIPNMATIKOI
oTdxol)
MpooxEdio
Wnoelakou )
MpPOoTEPAIOTATES emyeipelv K== | Baaioi
(EpappOYES oroxol
TTPOYPANMATIONOU)

Eéva 5.5 AUVAMIKO JOVTEAO OTPATNYIKNG WNQPIOKOU ETTIXEIPEIV

lnyn: Aiaokeun ammé Kalakota kai Robinson (2000).

Chaffey, Wnoiakég emiyeipnoeis kKar NAEKTPOVIKO utToplo, 61 ékdoon © Marketing Insights Limited & Exkd6oeig KAeiddpiBuog 2015



Alogaveia 5.9

1
ZTPATNYIKA avaAuon
E¢wTepikd Eowrepikoi
TTEPIBAANOV ife]ele]
Texvikég (Keo. 4) Texvikég (Keeg. 5, 8)

* KOIVWVIKOI TTapAyovTEG * AvdAuon mépwv
* Nopikoi kai nBikoi TrTapdyovTeg * AvdAuon XapTo@uAaKiou
* OIKOVOMIKOI TTapdyOoVTES * AvdAuon SWOT
* [MoAITIkoi TTapdyovTeg * AvdAuon ¢ATnong
* TexvoAoyIKOi TTOPAYOVTEG * AvdAuon avtaywviouou

Texvikég €181KA yIA TO YNQPIAKO ETTIXEIPEIV

* MovTtéAa BaBuidwy yia TNV avaTrtugn Tou yneiakou ETTIXEIPEIV
* AEI0AGYNCN EUKAIPIWYV KAl ATTEIAWV YIO TTWANOEIG, ayopég Kal SiKTua agiag

Eéva 5.6 ZTOIXEIQ OTPATNYIKAG AvAAUONG KAOTAOTAONG VIO TO WNQIOKO ETTIXEIPEIV
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Alagdveia 5.10

Ztadio 1: Mapoucia
oto Aladiktuo

Z1ad10 2: HAeKTpOVIKG
EUTOpIO

21ad1o 3: OAokAnpwpévo Xtadio 4: Wnelako
NAEKTPOVIKO EPMIOpLO

EMYEIPEIV

MNpoocpepdpeveg
UTNPEGIEC

Emyelpnolaké
€0pog

MetaoxnpaTIopoG

2TPATNYIKNA

«HAekTpOVIKNA
Umpocolpa» i
oMnAenidpaon e
KOTAAOYOUC TTROIOVIWY
Kal e€umnpETnon
TTEAATWV

Mepovwpéva
TUAMATA, TI.X. TUHHA
HAPKETIVYK

Texvohoyikn vmodopn

Meploplopévn

HAektpovikd pmdplo
OCUVOANOYWV VIO AYOPEC
1 TWANCELG

cuoTripata

E€atopikevuon umnpeolwv

AloTunNpaTIKO AloTpNpATIKG

KaBoplopdg texvoloyiag Eowtepikég

KOL VEWV EVBLVIV YIA TO  ETTIXELPNHOTIKESG

NAEKTPOVIKO EUTTOPLO
gTalpeiag

2TPATNYIKN NAEKTPO-
VIKOU gummopiou TwAN-
OEWV, OXL TARPWC
EVOWMATWEVN OTNV
ETTIELPNMATIKA
OTPATNYIKN

To gumoéplo ayopwv

KAl TTWANCEWV €XEL
EVOWMaTWOEl og cuoTh-
paTa TPoYPAUUATIONOU
ETYELPNOLAKWY TTOPWV
(ERP) 1} KAnpovopnuéva

Sladikacieg kat dopn

XTPATNYIKN NAEKTPOVIKOU
EUTTOPIOU EVOWMATWHEVN
OTNV ETIXELPNMATIKN
otpaTnyIKn pe Tn pébodo
¢ aAvoidac aiag

MARpeng evomoinon
OAWV TWV ECWTEPLKWV
Sladikaolwv Tne
EMIXEIPNONG KAl TwV
oTolXEiwv Tou diktiou
agioc

EvToc Kal eKToC
eMXeipnong

AN\ayr) otnv
KOUATOUpA Yn@eLakol
ETIKELPEiy, cUVOEDTN
ETXELPNHATIKWY
Sladikaolwy pe
OLVEPYATEG

2TPATNYIKNA
PYNPLOKOU ETTIXELREIV
EVOWHOTWHEVN
OTNV EMIKELPNUATIKA
oTPATNYIKA

Mivakag 5.3 MOVTEAO BaBuidwyv (oTadiwv avamTugng) wn@Iakou ETTIXEIPEIV
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Alagdaveia 5.11

AUENHUEVEG TTPOOTITIKEG 5T .
. PATNYIKN
(Trpocoxn) (eTiBeon)
. ‘;; * HAEKTPOVIKOG KATAAOYOG . SUOTNUA TEOUNBEIV
B 3 . . .
g E = e 2U0TNMA NAEKTPOVIKOU EUTTOPIOU * SUOTNHG EAEYXOU ATTOBEPATWY
% 2 * ZUOTAHATA TTANPOYOPIOKG + TUOTAATA BIAVOLFC
- b Kal SlaxeipIong oXETEWV
X 3 ME TOUG TTEAATEC
= >
E 3
S <
oS
58
£ Veroort
g Q "TOUTQPI&I Baoikég AsiToupyieg
32 % (ao@aheia) (egepevvnan)
W P ’ )
S 3 * ZUOTAMOTA AVEPWTTIVWY TTOPWV . SUGTAUATA YPOWUFC
x * JUGTAMOTA OIKOVOMIKAG TTapaywyng
dlaxeipiong
XaunAn YynAn

Tpéxouoa oTPATNYIKN onUacia
TTANPOPOPIOKWY CUCTNHATWYV

Ewéva 5.7 2UVOWN EQAPUOYWY avaAuong xapTo@uAakiou yia pia tixeipnon B2B
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Alagdveia 5.12

H emixeipnon Auvara onpeia (S) Aduvara onpeia (W)
1 YQIOTAPEVN EPTTOPIKN 1 Egi\r(\&won TOU KOIVOU YIa TN
2 ﬁ(Tch(r:rle:i‘:Jlgvn meAateiak Bdon |2 ;J(p‘r)]on weoagoviwv
3 Y@IoTApEVO SiKTUO SIAVOUAS 2 x)é\{(z)\‘/cc’x\;\':;% t‘;cgaé ?r?gg]meg
Eukaipigg (O) ZTPATNYIKEG SUVATWV ZTPATNYIKEG AdUVATWV

1 ZT1aupocldeig TTWANOEIG

2 Néeg ayopécg

3 Néeg utTnpeaieg

4 Yuppayieg/rpoiovta pe
TTAPAAANAN ovopaacia pApKag

onNuEiwv & EUKAIPIWYV
ExpeTadAAeuon duvaTwy
OnNMEIWV yia PNEYIOTN
agloTToinoN EUKAIPILV

= €MOETIKA OTPATNYIKN

onueEiwv & guKaIpIWV

KdaAuwn aduvapiwy ue

EKMETAAANEUON EUKAIPIWV

= 0IKOOOMNOT SUVOTWY CHMEIWV
yiQ ETTIOETIKA OTPATNYIKN

AtreiAég (T)

1 EmAoyEg Twv TTEAaTWV

2 Neogioepyxoduevol oTnv ayopd
3 NE£a avraywvioTIKA TTpoidvTa
4 AIEVELEIC KAVOAIWYV

ZTPATNYIKEG SUVATWYV
onueEiwv & atreiAwyv
EkpeTdAAeuon duvaTwyv onuEiwv
yIQ TTEPIOPIOHO ATTEIAWV

= QMUVTIKN OTPATNYIKN

ZTPATNYIKEG ASUVATWYV

onueEiwv & atreIAwy
KdAuwn aduvauiwy Kai

QVTIMETWTTION ATTEIAWV
= 0IKOSOMNOT SUVOTWY CHMEIWV
YIO OQMUVTIKR OTPATNYIKK
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Alagpaveia 5.13

Porter's Five Forces

Threat of
Potential Entrants

o Competitive Rivalry
Bargaining Power

Of Suppliers Your
Organisation

(Supply Conditions)

Bargaining Power of

Buyers (customers)

(Demand Conditions -
across total market /
segments)

Threat of
Substitutes
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Alagdveia 5.14

ATTEINEG OTOV TOUEQ
QAyopWV/TTpounBeIwv

ATTEINEG aTTO ATTEIAEG aTTO ATTEINEG aTTO ATTEIAEG aTTO
TTPOUNBEUTEG MEOCALOVTEG MECACOVTEG TTEAQTEG

T

NEogloEPXOUEVOI

ATTEINEG OTOV TOUEQ TTWANOCEWV

NEa ynoloka
TTPOoIoGVTa

NEa eTTIXEIpn-
MOTIKG JOVTEAQ

AVTOYWVIOTIKEG ATTEIAEG

Eéva 5.10 ATTEINEG ATTO TOV AVTAYWVIOHNO OTO WN@IOKO ETTIXEIPEIV
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lagaveia 5.15

Apaornpiornra
AVTIKTUTTOG TOU AIOOIKTUOU

Na acloAoyNoETE yia Evav ATro TOUG TTAPOKATW
KAQAOOUG e TToIoV TPOTTO TO AIadIiKTUO GAAACE TIC
OUVAMEIC TOU avTaywviopou (kata Porter). lNa
TTAPAdEIYUA, N OUVAUN TWV TTPOPNBEUTWY KAl
TWV TTEAATWYV AUCNONKE N YEIWBONKE;

KAQOOI:

— Tpatredikog

— TloAukataoThuara (COUTTEPUAPKET)

— [lerpeAaiofBlounxavia

— 210NPOOPOMIKEC UTTNPETIEC
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Alagdveia 5.16

o

Q NMpwToTtropia: Ka@' utraydépeuon

S (% a1ré TNV ayopd:

tz,. <§ EkTmraidsuon kai 2UMTTOPEUCN PE

E > | mmapoxn KIVATPWY ATTEINEG/EUKAIPIES

b OTOUG TTEAQTEG TNG Ayopdg

5

>

=

0

Ef Mayiwpévn Béon: AvarrTugn

a SuvaToTATWV:

W<

g § Adlagopia [MpoeToIpyaaoia yia

w X METABaON OTO
NAEKTPOVIKO EUTTOPIO

XaunAég YWnAéc
ESwTtepikég duvapeig/kivnTpa
Exova 5.9 [MivaKAG ACIOAOYNONG ECWTEPIKWY KOl ECWTEPIKWYV OUVATOTATWYV

lnyn: Perrott (2005).
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Alagdveia 5.17

Awadikacia wpipéTNTAG
avantuéng AoylGHIKoU
tou Carnegie Mellon

AvTioToixion pe To mAaicto SuvatoTHTWV NAEKTPOVIKOU EMYXEIPEIV TOU £XEl KaTapTioel n Atos
Consulting

Emimedo 1:
ApXLKo

Emimedo 2:
Emavalappavédpevo

Emimedo 3:
Kaboplopévo

Emimedo 4:
Alayelpt{opevo

Emimedo 5:
BeAtioTomolnpévo

HAekTpoviko emixeipeiv xwpic oxedtaoud. O1 mpwToBoUAisg NAEKTPOVIKOU emiXElpeiv AaufdvovTal yia
KaBe mepintwon EeXxwpLoTA Kal eival amPOoYPAUUATIOTES £WG XOOTIKEG. H emixeipnon Oev gival og
B£on va IkavoTolei e cuVETTELA TIC OeCPEVTELG TTOU avOAapBAvEL

Me enfyvwon yia to nAeKTpovIKO emixeipely. Exouv kaBlepwBei ol Bacikég dladikaoiec NAEKTPOVIKOU
ETTYELPELV TTOU €ival AmAPAITNTES YIA TNV EMAVAANYN TOAALOTERWY ETIITUXLWY, XWPIC OpWG va gival
OKOMA evTaypEéveG oTn Oladikacia mpoypaaTIGHoU. H TPOGOoXT ETIKEVIPWVETAL GTNV AVATITUEN
Twv SUVATOTATWY TNC €TALPEIAC.

Me Suvatdtnteg nhektpovikoU emixelpelv. Exel Osomotei kevipikn Sladikacia xdpaéng oTpatnyIKAg
KO TTROYRAMMATIOHOU TOU NAEKTPOVIKOD £TTIXELREIV e AEova éva CUYKEVTPWTIKOG HovTého (T kal
IKOVOTNTECG).

Evowudtwon tou nAektpovikoU emixeipeiv. To NAEKTROVIKO ETTIXELREIV gival L€POG TOU
TTPOYPOAUMATIONOU TWV THNHATWY KAl TWV EMXEIPNMATIKOV HOVASWYV. ZUYKEVTPWVOVTAL AVOAUTIKEG
petpriosic andédoong Twv S1adikaolwy Kal TWV EQAPHOYWV NAEKTPOVIKOU ETTIXEIPEIV Yia va
aélomoinBolv oTi¢ Sladikaoisg eAéyyou.

Atsupupévn emixeipnon. To NAEKTPOVIKS ETTIXEIPELV ATOTEAEI KUPLO CUOTATIKO TNG ETALPLKAG
OTPATNYIKAG. TA TOCOTIKA OTOIXE(, KABWE KAl N SOKIUA KAWOTOPWY LOEWV Kal TEXVOAOYIKWV HECWY
ETTPEMOLV TN oLvVeXH AElOAOYNON TWV BEATIWOEWY OTO PNPLOKO ETTIKEIRELV.

Mivakag 54 MOVTEAO WPINOTNTAC SUVATOTATWY (] IKAVOTATWYV) YIA TNV ATTOO0XI] TOU

WNQIOKOU ETTIXEIPEIV
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Alagdveia 5.18

1
ZTpaTNyYIKA avdAuon

E¢wTtepikd Eowrtepikoi —
ePIBAAAOV mépol

2
ZTPATNYIKOi OTOXOI

* Opapa

* ATTooTOAR R

B
KaBopiop6g oTpartnyikng
Anuioupyia AgloA6ynon TeAIkn
EMAOYWV ETMAOYWV emAoyn
4

YAotoinon oTpaTtnyikng

MapakoAouBnan, agloAdynon Kai atrékpion

MpoypappaTiopog EkTéAeon ‘EAeyx0og

Exéva 54 EVQA YEVIKO HOVTEAO OTPATNYIKNG OIAdIKATIWY
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Alagdveia 5.19

2
ZTPATNYIKOi OTOXOI
* Opapa -

* ATTOOTOAR 2

Opapa Z1oXOI
* AVTIKOTAOTOON 1} CUPTTARPWON * 216501 SMART
* 'EKTOON QTTAITOUPEVNG * >UpBOoAN Tou AladIKTUOU OTa €003

TIPOCOPHUOCTIKOTNTAG * 2TOXOI agiag yia ToV TTEAATN
* [livakeg 1I00ppOTTNUEVNG
oTOX00£TNONG

Texvikég €181KA YIO TO YNPIAKO ETTIXEIPEIV

* Opapa yia tn duvatéTnTa aAAaynig, avauopewong ek Babpwyv
* ZupBoAn Tou AladikTUou oTa £00da

Specific, Measurable, Actionable, Relevant, Time-related

Eoéva 5.11 2TOIXEIA TTPOCOIOPICUOU OTPATNYIKWY OTOXWV YIa TO YNPIAKO ETTIXEIPEIV
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Aagaveia 5.20

Here are some examples from well-known e-businesses featured in the case studies
in this book. Assess how well they meet the criteria we have discussed for an effective
vision statement.

Amazon.com Our vision is to be earth’s most customer-centric company, to build
a place where people can come to find and discover anything they might want to
buy online.

Dell Dell listens to customers and delivers innovative technology and services they
trust and value.

eBay eBay pioneers communities built on commerce, sustained by trust, and
inspired by opportunity. eBay brings together millions of people every day on a
local, national and international basis through an array of web sites that focus on
commerce, payments and communications.

Facebook Facebook is a social utility that helps people communicate more efficiently
with their friends, family and co-workers. The company develops technologies that
facilitate the sharing of information through the social graph, the digital mapping of
people’s real-world social connections. Anyone can sign up for Facebook and interact
with the people they know in a trusted environment.

Google Google’s mission is to organize the world’s information and make it univer-
sally accessible and useful.
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Alagdveia 5.21

MeAATESG KAl QYOPES
MpooBnkn agiag

Emixeionon I A
\ Emixeipnon B

Alaxeipion KIvBUvwy = » Meiwon kéoToug
Kivduvol ayopdg Kai 2UvaAAayEG Kal
OIKOVOUIKOIi, VOMIKOI, d10dIKaaieg
AEITOUPYIKOI KivOuvol

KdBe 1pé1Tog Xpriong Twv Emixsionon A

TTANPOPOPIWY TTPORAETTE

TN XPron SIAPOPETIKWV

TUTTWV TTANPOQOPIWV 7

Anpioupyia véag TTpayHaTIKOTNTAG
Néa 1rpoidvra,

VEEG UTTNPETIEG,

VEEG ETTIXEIPNMATIKEG 10£€G

Exova 5.12 EPYQAEIO agloAdynong TTou ouvOEEl TIC TTANPOYOPIEC UE TNV ETTIXEIPNMATIKA

agia. H agiotroinon Twv TTANPOQPOPIWY ATTd HIa ETTIXEIPNON O€ KABE Afova UTTOPEi va

BaBuoAoynBei o€ KAipaka atrd 1 (Trepiopiopévn aglotroinon TTAnpo@opiwy) uéxp! 10
(eKTEVAG aglotToinon TTANPOPOPIWY)

[nyn: Marchand k. @. (1999).
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Alagdveia 5.22

Ztéyol ZTpatnyikég emiteu§ng oToxwv Empépoug aroyol (Bacikoi deikteg anddoaong)
1 AvEnon ecddwv amd véeg 1 Anplovpyia unpeciag 1 Emiteuén cuvbuaopévwv ec0dwv 1 eKaT. Alpwv
YEWYPAPIKES AYOPEC NAEKTPOVIKOU gumopiou yia HEXPL TO TEAOC TOU £TOUG, CUMPBOARA Tou
2 A0&non c6dwv amd TuTTOTTOINKEVA TTPOIOVTA KAl Aladiktiou ota écoda katd 70%
HIKPOTEPNC KAIHAKAG aYOPEC OPLOUOC TTPAKTOPWY OE AUTEG 2 A0&non MwARCEWY HECW ALAVOTIWANTWY ATIO
amd AlAVOTIWANTEG TIG AYOPEG 15% o0& 25% GUVOALKA PEXPL TO TEAOG TOU
3 AlatApnon peydAwy Kal 2 Anuoupyia vnnpeciac belTepoUL €TOUG, SUMPBOARA Tou AladikTUou oTa
ONMAVTIKWY TEAATWV NAEKTPOVIKOU gummopiou yia ¢ooda katd 30%
4 BeAtiwon amodoTtikéTnTaG OTOV TUTTOTTOLNEVA TTPOIOVTA 3 Alatpnon mévte eYAAWY CNUAVTIKWV
£@odlacpod MPWTWY VAWV 3 Emitevén «atunng déopeuonc» MEAATWY, CUPBOAN Tou AladiktUou ota écoda
5 Meiwon xpdvou sloaywyng otnv pE TNV eykatdotaon €wdIKTOoU amod autoug Toug MévTe Katd 100%
ayopda Kal KOOTOUG avanTtuéng Kal tn ouvexn vmootipiEnamd 4 Meiwon Tou KO6GToUG TPopNBelwy Katd 5%
VEWV TPOoidVTWY QVTIITPOCWTTOUS TTWANCEWV HEXPL TO TEAOG TOU €ToUG Kal 10% [éca OTO
6 [pootacia kat avénon 4 Avantuén CUCTANATOG OelTePO £€T0C, ayopéc Héow Tou AladikTUoU Ot
amodoTikoTNTAC TOU SIKTUOU NAEKTPOVIKWYV TTROoUNBs1wV mMoc0ooTo 80%
SlaVOMEWY Kal CUVERYATWV 5 Xpnon epyakeiwv ocuvvepyaciac 5 Meiwon KOOTOUC Kal XpOVOU EICAYWYNC OTNV
Kal dlaxeiplong épywy ayopd katd 10% o€ LECO OPO UEXPL TO TPITO
6 Anpoupyia €wdiktoou £T0G
CUVEPYATWV Kal KaBIEpwaon 6 Meiwon Tou KO6OTOUC TWANCEWY OE TIEVTE aTTd
NAEKTPOVIKAG UTTOCTHRIENG TIG KUPLEG YEWYPAPLKESG ayopEéC KaTd 30%

Mivakag 5.6 2TOXOI, OTPATNYIKEG KAl OEIKTEC ETTIOOCEWY YIa Pia €TTiXEipnon B2B
(KaTa o€IpA TTPOTEPAIOTNTAG)
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Ewéva 5.16 [TAEYUA KATAAANAOGTNTAG €VOC TTPOIOVTOG € OCUVAPTNON ME TNV aTTOd0X!)
TOU NAEKTPOVIKOU €UTTOPiIOU cuvaAAaywv atrd Tnv ayopd (ayopéC HEoW

Chaffey, Wnerakés e XTICH NW@U/)(& €uTTOpIo, 61 ék00N © Marketing Insights Limited & Ex560¢ic KAEIBGpIBLOC 2015



Alagdveia 5.24

1
ZTpaTNyYIKA avdAuon

E¢wTtepikd Eowrtepikoi —
ePIBAAAOV mépol

2
ZTPATNYIKOi OTOXOI

* Opapa

* ATTooTOAR R

B
KaBopiop6g oTpartnyikng
Anuioupyia AgloA6ynon TeAIkn
EMAOYWV ETMAOYWV emAoyn
4

YAotoinon oTpaTtnyikng

MapakoAouBnan, agloAdynon Kai atrékpion

MpoypappaTiopog EkTéAeon ‘EAeyx0og

Exéva 54 EVQA YEVIKO HOVTEAO OTPATNYIKNG OIAdIKATIWY
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3
KaBopiopog oTparnyikng

Anpioupyia AgloAoynon TeAIKN
ETTIAOYWV ETMAOYWV emAoyn

OKTW BAOIKEG OTPATNYIKESG ATTOPACEIS YNPIAKOU ETTIXEIPEIV

* Atrépaon 1: MNMpoTepaidTNTEG KAVAAIWY WNPIAKOU ETTIXEIPEIV

* ATtépaon 2: AvatTugn ayopdg Kal TTPOiovVTwY

* ATtépaon 3: ZTpaTtnyikeéG TOTTOBETNONG Kal BIagopOoTToinong

* ATrépaon 4: ETmixeipnuatikd JovréAa Kal JOVTEAQ E0OOWV

* Atopaon 5: AvadidpBpwaon TnG ayopdg

* ATTopaon 6: AuvatoTnTteg dlaxeipiong QodIAcTIKNG aAuaidag

* ATTéQaon 7: AuvatoTnTeg dIaXEIPIONG ECWTEPIKWY YVWOEWV

* ATtépaaon 8: MNMdpol TNG ETTIXEIPNONG KAl OPYAVWOIAKES dUVATOTNTEG

Eéva 5.17 2TOIXEIQ OPICHOU TNG OTPATNYIKNG YIA TO WNQPIAKO ETTIXEIPEIV
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Exova 5.18 [MivaKAG yia TNV agloAOynon Twv eVOAAAKTIKWY CTPATNYIKWY WN@IaKOoU
ETTIXEIPEIV

lnyn: E-consultancy (2008a) . . o
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Eéva 5.19 2TPATNYIKES ETTIAOYEG YIQ MIA ETAIPEIQ O€ OXEON ME TN ONUACia Tou
AIadIKTUOU WG KavaAiou
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ZTPATNYIKEG AVATITUENG TNG aYOpPdg ZTPATNYIKEG SlagpopoTToinong
Xprion AiadIkTUou yia oTOXEUON: Xprion Tou AladIKTUOU yia TNV UTTOOTAPIEN:
S| o Néwv yewypagikwy ayopwv * ETTEKTAONG OE OXETIKES
S g )
S o ey ey £7TI)’(£I,DI’][JGTIK€§ 6paomp,/on7rsg
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Yoioraueva mpoiovra Néa mpoidvra
AvdaTtrTuén TpoiovTwyv

Eova 520 XPron Tou AladIkTUou yia TV UttooTAPICN dIAQOpWY OTPATNYIKWYV
QAVATITUENG
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1
ZTpaTNyYIKA avdAuon

E¢wTtepikd Eowrtepikoi —
ePIBAAAOV mépol
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ZTPATNYIKOi OTOXOI
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* ATTooTOAR R
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KaBopiop6g oTpartnyikng
Anuioupyia AgloA6ynon TeAIkn
EMAOYWV ETMAOYWV emAoyn
4

YAotoinon oTpaTtnyikng

MapakoAouBnan, agloAdynon Kai atrékpion

MpoypappaTiopog EkTéAeon ‘EAeyx0og

Exéva 54 EVQA YEVIKO HOVTEAO OTPATNYIKNG OIAdIKATIWY
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4
YAotoinon oTpatnyIkAg

MpoypauuaTIONOS ExTéAeon ‘EAgyxog

OépaTta UAOTTOINONG O€ ETTOPEVA KEQAAAIX

* 2TPATNYIKES dlaXEipPIONG EQOBIAOTIKAG aAuaidag (Keg. 6 kal 7)
* 2TPATNYIKEG WN@IAaKoU UAPKETIVYK (Keg. 8 kail 9)

Eéva 521 2TOIXEIQ EQAPPOYNAG TNG OTPATNYIKAG YIA TO WNPIAKO ETTIXEIPEIV
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2TPOATNYIKESC WN@IONKOU ETTIXEIPEIV:
MEAETN TTEPITTTWONG

Boo.com
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« Boo.com was a British Internet company, founded by
Swedes Ernst Malmsten, Kajsa Leander and Patrik
Hedelin, which went out of business following the dot-
com boom of the late 1990s.

« After several highly publicized delays, Boo.com
launched in the autumn of 1999 selling branded
fashion apparel over the Internet.

« The company spent $135 million of venture capital in
just 18 months,[2] and it was placed into receivership
on 18 May 2000 and liquidated.

e In June 2008, CNET hailed Boo.com as one of the
greatest dot-com busts in history.
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Company vision:

* The vision for Boo.com was for it to become the world’s
first online global sports retail site.

« |t would be a European brand, but with a global appeal.
Think of it as a sports and fashion retail version of
Amazon.

« At launch it would open its virtual doors in both Europe
and America with a view to ‘amazoning the sector’.

* In contrast, Amazon did not launch simultaneously In
all markets. Rather it became established in the US
before providing local European distribution through
acquisition and re-branding of other e-retailers in the
United Kingdom for example.
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Target market:

« The audience targeted by Boo.com can be
characterized as ‘young, well-off and fashion-
conscious’ 18-to- 24-year-olds.

« The concept was that globally the target market
would be interested in sports and fashion brands
stocked by Boo.com.

 The market for clothing in this area was viewed as
very large, so the thought was that capture of only a
small part of this market was required for Boo.com to
be successful.

« The growth in market was also supported by retalil
analysts predicting online shopping in the United
Kingdom to grow from £600 million in 1999 to

« £12.5 billion in 2005.
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The Boo.com proposition:

« In their proposal to investors, the company stated that ‘their
business idea is to become the world-leading Internet-based
retailer of prestigious brand leisure and sportswear names'’.

« They listed brands such as Polo, Ralph Lauren, Tommy
Hilfiger, Nike, Fila, Lacoste and Adidas. The proposition
involved sports and fashion goods alongside each other.

« The thinking was that sports clothing has more standardized
sizes with less need for a precise fit than designer clothing.

 The owners of Boo.com wanted to develop an easy-to-use
experience which re-created the offline shopping experience
as far as possible. As part of the branding strategy, an idea
was developed of a virtual salesperson, initially named
Jenny and later Miss Boo.
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Reasons for failure

Timing: The fundamental problem was that the company
was following an extremely aggressive growth plan,
launching simultaneously in multiple European countries.
This plan was founded on the assumption of the ready
availability of venture capital money to see the company
through the first few years of trading until sales caught up
with operating expenses.

Such capital ceased to be available for all practical
purposes in the second quarter of 2000 following dramatic
falls in the NASDAQ presaging the "dot crash" following the
Dot-com bubble. Boo was only one of numerous similar
Dot-com company failures over the subsequent two years.
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Reasons for failure

The Rise and Fall

The Nasdaq Composite Index, daily close

March 10, 2000
Nasdaq sets all-time
closing high of
5048.62.

Sept. 8, 2004 Former
investment banker Frank
Quattrone gets 18 months
in jail for obstructing an IPO
probe.

April 23, 2001
Theglobe.com is
delisted; stock closes
at 16 gents,

Oct. 9, 2002 Nasdag
hits a bear-market low
Dec. 9, 1999 of 1114.11.
VA Linux
Systems goes
public and gains
698% that day.

Dec. 16, 1998

Friday's close:
2070.61

May 15, 1997 Jan. 10,2000 AOL
5000 Amazon.com goes agrees to pay $156
public at $18 a share billion in stock for Time
(equivalent of $1.50 Wamer, the
today, spiit-adjusted) second-largest
4000 and rises 31% that day.  acquisition ever.
Nov. 13, 1998
000 April 12, 1996 Stock of theglobe.com
3 Yahoo's stock price more goes public and soars
than doubles its first day | ©606% that day, closing
as a public company to at $63.50
close at $33 (equivalent
2000 of $1.38 today,
split-adjusted.)
1000

Dec. 5, 1996
Alan Greenspan wams of
“irrational exuberance.”

Aug. 19, 2004
Google goes public; and
closes up 18% that day.

Analyst Henry Blodget says
Amazon stock, then below
$250, will hit $400 Jan. 14, 2000

wllhlﬂ‘a' ,:faf; i . The Dow Jones Industrial Average
does, within weeks. peaks at 11722.98.

Source: WS) Market Data Group

1995 1996

1997 1998 1999 2000 2001 2002 2003 2004

2005
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Reasons for failure

Problems with the user experience: The boo.com website was widely
criticized as poorly designed for its target audience, going against many
usability conventions.

1. The site relied heavily on JavaScript and Flash technology to display
pseudo-3D views of wares as well as Miss Boo. The first publicly released
version of the site included many large pages; the home page, for example,
was several hundred kilobytes which meant that many users had to wait
minutes for the site to load, as broadband technologies were not widely
available at the time. The site's front page contained the warning, "this site
is designed for 56K modems and above®“.

2. The complicated design required the site to be displayed in a fixed-size
window, which limited the space available to display product information to
the customer. Navigation techniques changed as the customer moved
around the site.

3. The site's interface was complex and included a hierarchical system that
required the user to answer four or five different questions before
sometimes revealing that there were no products in stock in a particular
sub-section. The same basic questions then had to be answered again until
results were found.
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Reasons for failure
Miscellaneous:

Boo possessed classic channel conflicts. Initially, it was difficult getting fashion
and sports brands to offer their products through Boo.com. Manufacturers
already had a well-established distribution network through large high-street
sports and fashion retailers and many smaller retailers. If clothing brands
permitted Boo.com to sell their clothes online at discounted prices, then this
would conflict with retailers’ interests and would also portray the brands in a
negative light if their goods were in an online ‘bargain bucket’.

When the site launched on 3 November 1999, around 50,000 unique visitors
were achieved on the first day, but there were only 4 in 1,000 placed orders (a
0.25% conversion rate). Showing the importance of modelling conversion rate
accurately in modelling business potential. Although there were naturally
revenue projections, these were not always based on an accurate detailed
analysis of market potential.
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