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Abstract

As a result of radical changes in the European geographical setting, combined with the consolidation of the globalized international market, a totally competitive international business environment has appeared. Nowadays, as in all countries, ¶the Greek enterprises have to operate with a different perspective, based in strategic aliances. These business strategies must be implemented for at least a middle-term basis. This article explains the necessity of these operative techniques due to the limited precense of the Greek enterprises to the international market. Furthermore it analyses a suffiient model of cooperative operation, which gives to the enterprises – mainly the Small and Medium Enteprises (SMEs) – the ability of adaptation in the international market.  
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1. Introduction 

During the last 15 years, the socioeconomic changes in Europe, combined with the market globalisation, have created a highly competitive intrnational business enviromnent.  Within this frame many radical changes have implemented in the regional and national markets (Sandhusen, 1999; Polyzos, 2001). This environment creates many problems to the exports of the Greek enterrises, mainly to those that are focused in consumption products. These problems lead to mistaken evaluations concerning the expectations of the companies. The fact that the companies do not fully understand the expectations and the difficulties of the global market is mainly based in the overestimation of their capabilities and their incompedence to respond to the demands of the wider socioeconomic environment of every foreign market (Kotler, 1991; Sdrolias and Papadiodorou, 2002). In order to overpass these problems the Greek enterprises have to formulate their srtategies to the new business environment through the perspective of cooperation. These policies have to take under concideration the ‘ethics’ of globaliation, and to aim to the companies’ entrance and existance in the international market. The Greek companies – mainly those that are focused in consumption products – can cooperate with each other in several levels of enterprising activities trying to achieve a considerable and long-term process of sufficient exports.
This article aims to present the international competitive environment that the Greek enterprises have to operate. It also tries to emphasize to the necessity of strategic alliances’ formulation, and to explain the reasons of the Greek enterprises’ isolation of the international market. Furthermore it focuses to the appropriate aims and adandages of the alliances. Finally it determines a specific strategic perspective, segmentation, and preference of foreign markets.
2. Enterprising Environment and International Competition ¶
The national policies in order to protect the investment and the commerce, the national strategies for the markets’ oppening, the regulations’ reformations in the labour markets, the influence of information technologies, and the blooming of knowledge have created a highly competitive and complexed international business environment. In the global market the ‘game’ of survival is played in the competitive advandage of the enterprises and the knowledge of the new business environment.
In a great extend ¶the enterprises owe their existence to the wider international economic environment. They are dependent on that, and they are forced to adapt their behaviour and their policies in its complicated and usually unexpected processes.  Up till now the international experience shows that the enterprises servive because they have the knowledge of the external business environment’s conditions.  These conditions create new ways of organisational behavior that is differentiated from company to company. The enterprises that can understand the necessity of different values, have the ability to adapt modern straegies that offer international pioneering (Thompson, 1997¦¦). The competitive advandge is based in the exploitaton of the provided knowledge, and the adaptation of new techniques in all the operational levels. 

Nowadays the sustainability of a company is not inherited. It is created. If the Greek companies want to survive they have to sufficiently cooperate with each other. Providing the ‘promotional’ and the ‘suspencive’ factors of a Greek company (Table 1) there is a comarative quality advandange that it is underestimated by the Greek enterprises. This exlains the fact that the comercial dept deficit increases, reachng for the year 2004 the € 14,100,000 (¦NSSG¦, 2004). On the antipode the compertitiveness of the Greek companies continues to decrease. The continuously increasing uncertainty and ¦complexity of the modern economic and enterprising environment requires the increase of adaptability and flexibility (¦Crossan¦ ¦and¦ ¦Inkpen¦, 1995¦¦). That s the reason that the strategic alliances appear to suit and absolutely correspond to the requirements of the already mentioned conditions (¦Levinson¦ ¦and¦ ¦Asahi¦, 1995). ¶
Table 1: Promotional and suspensive factors of Greek enterprises
	PROMOTIONAL FACTORS
	      ¶SUSPENSIVE FACTORS

	· Greek’s tendency to business dexterity  (Onassis Syndrom)

· Exceptional geographic position

· Regional diversity of Greece
· Unexploited potential of growth
· Low relatively cost of production

· Good quality of products with high degree of traditional originality 

· Important transit infrastructure

· Reliable partner of conducting commercial transactions

· Important reserves of Stock Exchange profits
	· Small size of enterprises for the evolving world environment
· Limited use of modern management techniques ¦¦
· Delay in technology and innovation
· Delay in planning of products and marketing
· Competitive strategy with domestic and not international prospect
· Institutional and bureaucratic obstacles of economic support
· Not transparent ways of governmental economic support of enterprises based on political party’s criteria 

· High tax rate
· Inadequate information system concerning the changes of international markets




The access of an autonomous enterprise in the faculties, skills and resources of other contracting parts, is allowed via these strategic approaches. Thus, their intangible
 and materialistic virtues are developed, in order to reinforce their competitive ¶strategies and to acquire access in the global market (Morrison and Mezentseff, 1997; Todeva and Knoke, 2005). Thus, ¶Thus,in the same context the case of Greek enterprises is included ¦¦and it constitutes both necessity for their survival and objective of the official economic policy.

¶
3. Greek Enterprises - National Enterprising Strategic and Enterprising Extraversion ¶
The Greek enterprises, which produce consuming goods, by the end of the passed century aimed at their strengthening and their consolidation in the domestic market both sensing the continuously increasing complexity of international markets and based on the enterprising instinct of their householders. In this process they don’t being occupied necessarily a prospect of their internationalisation. ¶Any export activities aimed at the transmission of products in countries, where the element of emigrant Hellenism existed or, because of tourism, the genuinely traditional Greek products (¦wine¦ ¦products¦, ¦olive¦ ¦products¦, ¦cheese-making¦ ¦products¦, ¦salad¦ ¦products¦, ¦pastry¦ ¦products¦, ¦etc.¦) were already known. This ¶¦Thway contributed to a large extent in the restriction of enterprising activation of foreign enterprises in the Greece, a fact that raised the constant preference of Greek consumers in domestic products.
Till the end of the 20th centure the Greek companies of consumpion products were trying for their enforcement and existance in the national market but they did not actually care for their epantion in foreign markets. This strategy was based to the fear of the companies’owners because of the inceasing complexity in the international market. The Greek exports were based to markets that had many Greek immigrants or markets that the Greek products were famous (wine products, olive products, cheese-making products, salad products, pastry products, etc.) due to tourists that were coming from these countries to Greece.  This practice has operated as a constraint to foreign companies in order to export products to Greece.
The scenery has changed just after the entrance of international chain corporations to the Greek market (Lidl, Carrefour, Dia, Practiker, etc.) (¦Vavouras¦, 1989; ¦Korres¦, 1998) that they were offering their products in considerably good prices for the Greek consumers (¦Liroudi¦ ¦et¦ ¦al¦, 1999¦¦). Furthermore the entrance of Euro as a national monetary unit has rapidly increased the cost of life. This increase has led some Greek SMEs to bankruptcy while some others were selled to wealthier ones or repositioned their economic activities to other countries with lower fnctional costs and more benefitial taxation systems (Albania, Bulgaria, FYROM, Romania etc.) (¦¦ ¦Labrianidis¦, 2000). 
The Greek companies have desprately tried to confront the continuously inceasing international competition and to reduce their commercial dept deficit. This efford has led to the creation of a new National Plan of Enterprising Strategy. Its basic aims are (¦Filadarlis¦, 2001¦¦):
· ¦DDDirect connection of Greek enterpises with the globalized trade network ¶
· Recapture of Western Europe, USA¦¦ and Japan markets with high added value products ¶
· Extension of Greek products in the emerging markets of ¦ANorth Northern Asia Minor, China, India, etc. ¶
· Withholding of shares and further extension of Balkan and Eastern European market

All the involved parts (State, Businessmen, Employees) agree that the most sufficient way to achieve this policy is for the Greek enterprises to cooperate and form strategic alliances. This is the most versitile path for the companies in order to exploit the scale economies of production and spectrum of products, to achieve knowledge, and to absorbe technologies in sectors that enforce R & D, marketing, and sales’ supply (¦Morisson¦ ¦and¦ ¦Mezentseff¦, 1997; Page, 1998).  

The former situation has proved that the Greek enterprises are unwilling to formulate enterprising extraversion as units of international alliances. The reasons are:
¶
· In the inernational perspectve, 50 – 80% of alliances did not achieve to approach the result expected or they even completely failed (Kogut, 1989; Das and Teng, 2000; Koza and Lewin, 2000)
· Despite the perception that the strategic alliances constitute the basic answer in periods of uncertainty¦, the Greek enterprises primary try to confront the internal unstable political, economic, social and competitive business environments. As a consequence they avoid to cooperate¦¦ with other international companies. Moreover, they demonstrate a tendency to introversion in order to confront the internal danger of economic instability (¦Filadarlis¦, 2001).
· Most of the Greek enterprises (mainly the SMEs) operate with low budget, unedequte information systems and knowledge of international market, thus they appear minor possibilities to increase their size (¦Sdrolias¦ ¦and¦ ¦Papadiodorou¦, 2002). All these lead theirmanagers and owners to focus in the local market (¦Porter¦, 1990) since they are affraid to take the risk to enter to foreign, unknown to them, markets (¦¦Elg¦ ¦and¦ ¦Johannson¦, 2001).
· The confidence of many Greek businessmen in their long-term acquired experience for the survival of their company is propably the main characteristic of the Greek business environment. Moreover, their unwillingness to change the way they operate is based to the fear that the legal restrictions and the risk in cooperating with other companies is very high.

· Additionaly the Greek enterprises do not want to form alliances since they percieve that every company wants its individual profitability and its not interested for the cooprative companies. They actually affraid the creation of behaviors like leadership arrogance, functionalism, and role conflicts that are going to destroy the alliance’s final aim (¦Pearce¦, 1997; ¦Li¦ ¦et¦ ¦al.¦, 2002¦¦).
· Greek businessmen percieve that the evaluation of an alliace is different from company to company, since each enterprise evaluates with different economic, managerial and cultural criteria having to deal with the nation that it is originated (Si¦ ¦and¦ ¦Bruton¦, 1999; ¦Yan¦ ¦and¦ ¦Zeng¦, 1999). The differentiations in evaluating an alliance cause severe problems to cooperations.
· The lack of sufficient and mature ‘national business culture’ pevents the generation of clear aims and perspectives able to form strategic allances. This lack fomulates anomalies to the creation of market orientation, understanding of foreign markets, risk management formulation, interactive activities, and motives’adaptaion for the Greek enterprises (¦Dimitratos¦ ¦and¦ ¦Plakoyiannaki¦, 2003).
· The extended Greek state’s regulations (legal restrictions, taxation, price control, beaurocracy) create serious restrictions to the formulation of Greek companies’ strategic alliances (¦Todeva¦ ¦and¦ Knokke, 2005).
¶
All the above create the need of urgent Greek enterprises extraversion. Moreover it reveals the fact that up till now the Greek companies did not want to cooperate with each other (not always withought having any serious reason). Consequently, at least in a middle-term basis, the Greek enterprises have to cooperate (not necesserly with foreign companies) with other companies that have clear knowlege concerning the characteristics of the national and international market.

¶
4. Greek Strategic Alliances and Strategic Frame ¶
The formation of strategic alliances in Greece has to be (at least in a middle-term period) with domestic companies. These alliances can give to the Greek companies competitive advantages in the perspective of enviromental strategies, change in resources and business knowlege, and enforcement and control of their operational relationship (¦Borys¦ ¦and¦ ¦Jemison¦, 1989; ¦¦Elg¦ ¦and¦ ¦Johansson¦, 2001¦¦ ¦). The prerequests for an alliance in order to be effective are (Figure 1):
· To investigate and to recognize the specific characteristics of the external (international) market environment that it is going to be activated ¶
· To clearly formulate the necessity, the objectives and the advantages of this cooperation. ¶
· To reveal the crucial factors and its supplamentary arrangement with careful and mainly progressive structure (¦Bensimon¦, 1999; ¦Stanek¦, 2004, ¦p.182¦)  

¶
4.1. The External Environment of the Strategic Alliances ¶ 

If the Greek enterprices formulate stategic aliances they can easily operate to the international market. The characteristics of the international business environment demand a clear understanding of the operating conditions of the market. Otherwise the alliance may have severe problems to play its role and fulfill its aims, having a great possibility to fail to respont to its primary objectives (¦¦Das¦ ¦and¦ ¦Teng¦, 2001¦¦).

¶
However the hierarchy of the characteristics of the inernational business environment has to give to the Greek strategic alliances the ability to understand the market. Moreover they must formulate operational plans (enviromental reports, SWOT Analysis etc) able to clarify the dangers and the oportunities of the selected market. Through this investigation, the alliance can easier understand its competitors, and its strengths and weaknesses (¦Vyas¦ ¦et¦ ¦al.¦, 1995¦¦).

¶
4.2 The Dimension of Strategic Alliance ¶ 

The operational velocity of the strategic alliance is directly connected with its external environment, which has to be investigated.

Stage 1: Necessity - Objectives - Advantages of the strategic alliance ¶
In any type of cooperation¦c, there has to be an investigation of the necessity and the objectives through the perspective of the operational stabiliy. This is the only way that the Greek alliances can exploit the advandages produced by the alliance itself. ¶These aretThese are (Corey¦, 1978, Parkhe, 1991; Page, 1998; Townsend, 2003; Murray et al., 2005): 
· Powerful competitive advantage, primary as a consequence of the wider operational scale of the alliance. ¦¶
· Flexible ways of approach and collection of resources, as well as sufficient creation of knowledge and technology.¶
· Reduction of delivery and supply costs, and creation of scale economies.¦ 
· Distribution or reduction of transactions’ danger, and increase of negotiation power in the alliane’s oriented market.¦
· Larger influence to the suppliers, particularly in there is a lack of supplies, and confirmation of long-lasting availability. ¦¶
· Spread of fame and power for the aliance and for its allied companies. ¶ 

· Better correspondence to the international business environment, and higher influence to the market.    ¦
· Effective use of rare human resources, and exploitation of cooperative¦¦ faculties. 

¦

Fig.1: Organisational Frame and Progressive Formulation of Greek Strategic Alliances

Stage 2: Inter-operational Confidence ¶
The cooperation between the allied companies has to overpass various opsticles like the new strctures implemended by the alliance, the different way of operations, and the differential practiques of the coopertive members. If the alliance wants to be effective, there has to be a mutual recognition of the involved parts, and a serious commitement that a particiant will not try to take advadage on the others whenever such an opportunity appears (¦Todeva¦ ¦and¦ Knokke, 2005).
¶The continuation of collective enterprising strategy depends particularly from the unanticipated problems, which cannot be solved by using official conventional agreements. ¶Consequently, the successful strategic alliances, in order to achieve a high level of common decision-making and reciprocal objectives so much in functional as in strategic level, require processes of "open request" and "objectives of consent", based on the confidence, the reciprocal comprehension, the unlimited learning and the organisational knowledge-distribution.. 
The continuity of an aliance is dependant of a collective busiess strategy in order to overpass unpredictable problems that can not be solved with ordinary ways. The successful strategic alliances have to operat under ‘open request’ and ‘objectives of consent’ basd in mutual trust, mutual undersanding, and continuous learning. This is the way to ensure a high level of common decision making and achievement of their operational and strategic objectives (¦Doz¦ ¦et¦ ¦al.¦, 2000¦).
 ¶
The term of trust is reinforced if the participant of the alliance do not try to empower their positon against the oter members. Within this way trust is underlined as an Inder-organisational network and it is characterised by the good will of the participants (¦Larsson¦ ¦et¦ ¦al.¦, 1988 ¦Elg¦ ¦and¦ ¦Johansson¦, 2001). It is actually established through the moral integrity of the participants, their credibility, their mutual understanding, their compliance to the  alliance’s reglations, their obligations, and their tollerance to cooperation.
Stage 3: Instructive Coalition 

One of the main factors for the leadership’s acceptance is the clarification of the participants’ degree of ivolvement to the decision making. This is very vivid to leaderships that have individuals from different organisations with different expectations, aims , and objectives. These persons percieve that their entrance to the leading group of the alliance is more crutial for their carrer than this in the ‘mother’ company that they represent. Their temorary ‘immigration’ does not change their primary trust and their organisational identity to the ‘mother’ company (¦Frayne¦ ¦and¦ ¦Geringer¦, 1995).
The factionalism and the self-complacency of the leading administrative unit members of strategic alliance represent an important danger produced by the existence of members with different perceptions and experiences, able to lead to important conflict of roles. ¶These conditios might create various problems to the communication of the participants and to end up to insufficient decisio making. Thus, the primary objective of a strategic alliance is the management of the alliance that has to e able to control the natural and human resources. This is the reason that the most difficult and important part is the management of the alliance (¦Stanek¦, 2004).
The modern and multifunctional business environment requires the creation of powerfull instructive coalition with appropriate struture, high degree of trust, and common objectives. This instructive coalition will act as a team, since none can independently distribute the fundamental information, the time and the reliability needed for the achivement of the allied decisions. ¶The constitution of the coalition should be based on four characteristics (¦Kotter¦, 2001¦¦): 
· Force of position: The members of the alliance must have the ability to stop harmful decisions produced by members that do not participate to the coalition.¶¶
· Faculties: the above members must have a wide range of qualitative and quantitative characteristcs.¶
· Credibility: ¶the members of the instructive coalition need to enjoy the confidence and the acceptance of the other members of the cooperating¦¦ enterprises.

· Leadership: The members have to be leaders and to be able to sufficiently guide and manage the coalition.¶
Stage 3: Structural determination  ¶
On the operational perspective, the Greek companies were foming an enterprising planning mainly based to traditional beaurocratic systems that they were pretty voulnerable. This insufficient operation was formed under the incapabiity of people to reply into different business evironments. As a result, people could not develop their skills and take the appropriate decisions. On the antipode, the succesful enterprises were those that could develop structural functions able to operate into different environments. Thus, the Greek companies have to create an ‘intrnational coalition philosophy’ in order to achieve their highest posible flexibility to the consuming characteristics of every country they want to enter.   
The determination of a strctural form based in a complexed ‘Mother Aministration’ is suggested in order to overpass the usual organisational structures. This ‘administration’ must have three dimensions: the specified work dimension, the supportive operational dimention and the strategic segmentation in the united business activities. Within this way the companies can achieve the creation of specified work fields with a wide range of technological knowledge and quick results, and the reformation of the operative components of the coalition (i.e: Research and Development, Industrial Espionage etc.). The specific structural form combined with te absense of hierarchy and its difficulty to operate, gives the opportunity for faster cllection and elaboration of information from th international environment, and the more sufficient ability to enter to foreign markets. ¶
Stage 4: Organisational learning ¶
The level of oranisational learning determines the compexity and the time existance of the strategic alliances. It mainly comes from its members’ individual learning and information exchange. The share of common perspecties, problems and feelings is the basis for the organisational learning (Kim, 1993; ¦Liu¦ ¦and¦ ¦Vince¦, 1999¦ ¦). When people are ommunicating they can deside and condact with an easier way. Consequently organisational learning is the mean for new perspectives, new information, knowledge exchange, and connection of the differential management types into the organisation. Organisational learning in the strategic alliances is an iportant way in order to overpass difficulties, to empower the management, and to produce mutual benefits for the participants (¦Hamel¦, 1991; ¦Simon¦¦¦ ¦¦, 1991; Child¦ ¦and¦ Rodriguez, 1996).

¶
Stage 4: Management of Human Resources ¶
The intergovernmental determination of the strategic alliance, (meaning the process of H.R.M.) does not actually differ  from the oher companies. Consequently the alliance’s success depents on the people that apart it and the way that these persons operate in ther work. The possible conflicts can be handlled is some principles are followed. These are (Lajara¦ ¦et¦ ¦al.¦, 2002; ¦Kanter¦, 1994; ¦¦Kotter¦, 2001¦): ¶ 

· Suitable choice of personnel which executes the allied work on permanent basis ¶
· Confidence promotion between the ¦cooperative personnel in order to minimse the posible suspicions for competiive and oportunistic behavior¦¦¦
· Determination of stable, foreseeable and compatible objectives and expectations between the alliance and the personel¶
· Enforcement of personal motives with an objective value system

· More fair systems in rewording the participants, able to enforce their cooperation and increase their productivity ¶ 

· Institutionalisation of implied and explicit rules of cooperation ¶ 

· Activation of mechanisms that avoid the creation of "factions" ¶
· Continuous education and further learning in order to develop the qualitative and quantitative characteristics of all the participants 

· Enforcement of joint work spirit ¶
· Open and flexible communication connected with free supply of information in order to minimise the cooperative uncertainty¦¦¦¦¦
Stage 4: Organisational control ¶
Every strategic alliance needs to have control to its activities. This is actually concists an obligation of the participants. This control an be handlled with two different ways (Stanek¦, 2004; ¦Sdrolias¦ ¦and¦ ¦Papadiodorou¦, 2002):
· Diachronic comparison: The aim is to control the production of the alliance through the evaluation of production in former time periods¶.¶
· Comparative juxtaposition: ¶ The aim is to control the production of the alliance through the evaluation of theproductionof other national or international alliances. 

In both cases of control, ¦SWOT¦ Analysis and Environmental Reports followed by full report submission, can constitute the basis of control process, since their comparative results - divergences can supply necessary alternative ways of acting.

5. Strategic Process of Approach, Methodological Segmentation and Selection of Foreign Markets ¶
The foreign markets are characterized by a series of variables (eg consuming wishes, market power, market attitude, geographical position, etc). These things determine the separate profile each one of them and they point out its particular characteristics¦. ¶The methodological approach and the differentiations that these variables have, discriminate the markets into prohibitory and acceptale, and high and low risk and interest markets for the Greek alliances. This¶ThisTt process is called¦¦ market segmentation, and every  one of these variables can be ‘as useful constitutive part of market’ (¦Tonks¦, 1990; ¦Kotler¦, 1991¦ ¦).¶ 

The Greek alliances’ leadership members must track, analyse and evaluate these variables. The aim is to accept the most luring markets and reject the not profitable ones through a proccess of filtering the primary choices.   
5.1  ¶Stage of Localisation of Prohibitory markets ¶
The first step of the proposed process deals with the evaluation of foreign markets using abstractive criteria. These ¦¦criteria examine the general characteristics of a geographical area, country or region, excluding more specialised chaacteristics. These specialised characteristics create discouraging prospects ¶and they constitute rejectable choice for the Greek alliances. In order to¶¦¦ evaluate the foreign markets there must be: 

(a1) Progressive approach of foreign markets¶
¦In such a multifunctional and competitive environment of foreign markets, the Greek alliances in order to properly ender and develop their activities, they should follow a progressive approach. Thus, their structural planning, the quality and the quantity of their production factors, and their enterprising activities have to take under considration the advandages that these markets provide under the perspective to achieve scale economies. This approach minimizes the operational risk and parallely adds flexibility to the aliances’ efforts (Sandhusen, 1999; Rall,1997).

(a2) Exception of state-markets with serious environmental restrictions ¶
The external business environment, particularly in those enterprises that wish to activate in the foreign markets, usually presents regularly unpredictable conditions such as great export risk, and false information. ¦¦¦¦¶These conditions can apperar because of many ariables such as: (a) Political (ie. military conflicts, ¦set polemics toward ¦foreign enterprising activities, strikes, increase of political terrorism, growth of nationalistic phaenomena, pressures for territory independence). (b) Socio-cultural¦¦ (ie. national and religious lack of homogeneity, social stereotypes, unorthodox¦¦ renaissance of conservative perceptions and values, pressures for quality of life development). (c) Legal (ie. tendency towards a wide geographic protectionism, continuous law revisions, bilateral and multilateral agreements that discourage the international trade, embargos). (d) Strict Economic (ie. payroll problems, low economic conditions, high inflation and unemployment). ¶T¦¶he existance of mechanisms able to recognise these variables and to continuousy check their importatance are consdered extrimely important.
5.2 Stage of localisation of acceptable markets: ¶ 

In order to implement the above procedure, the following stage deals with the recognition of the luring markets using criteria that are either generalised and compatible to many markets or criteria with specific market characteristics: ¶
(b1) Generalised criteria: ¶
· Segmentation¦¦ of state-markets concerning their geopolitical importance for Greece.
In commercial transactions the geographic proximity and the political importace of the market play a crutial role. Therefore  ¶it is obvious that the effective exploitation of this combination can offer to Greece an coniderable presence in the international commercial scenery (ie. the case of Balkans, and Northern Asia Minor¦ ¦). ¶Such type of exports’ activation are favourable for the Greek alliances, because they provide high competitive advantages against the foreign ones. These Greek advandages are the cost of production, the geographical proximity, the distribution cost, the historical and cultural bonds with these regions, the flexibility in entering to these markets, and the better correspondace of the Greek enterprices to beaurocratic and instability conditions. (¦Labrianidis¦, 2000 ¦Rizopoulos¦, 2000).
· Market segmentation concening generalised demographic and geographic criteria 

The demographic and geographic environment constitute a fundamental variable for the enterprises that want to effectively shape their exports’ ¦cooperative strategy. ¶Therefore, the continuous investigation of demographic environment (meaning the population potential, the speed of demographic increase, the age-related distribution, the family model, the level of education, etc), and the investigation of geographic environment (meaning the geographic shifts of population, the size of urbanisation, the  climatological conditions,¦¦ the soil formulation, etc) are required. All these create forces and tendencies, that can be objectively determined from the Greek alliances (¦Kotler¦, 1991¦).
· ¦MaMM Market segmentation concerning the¦¦ behavioural dimension of individuals that compose it ¶
The human personality has a series of psychological characteristics able to lead to relatively stable and logcal reactions concerning the environment. ¶ Self-confidence, sovereignty, autonomy, respect, sociability, and adaptability can constitute useful variables in order to analyse the human behaviour, even the tenses of consumption (¦Kotler¦, 1991 ¦Sandhusen¦, 1999). ¶People compose for themselves a complicated intellectual picture. Because of this they percieve that they deserve the best¶¶. ¶Consequently, their consuming behavior arebased in psycological factors like the need for social recognition and acceptance, the increase of self-esteem, even for self-realisation.¦ss
¶
At the same time there is the existance of the static character of public opinion that promotes a series of perceptions on various subjects of sociopolitical life. A company has to evaluate these factors, and try to change them. Some of them can be changed, but others can not. The changing factors can be those that are conecting with product prising, and the place and method of advertising. A company has to evaluate these factors in order to increase its sales and crate ‘faithful’ consumers to its products. ¶¶                                                                                                                                                                                                                               

          ¶(b2) Specialised criteria: ¶
· Market segmentation¦SS concerning the similar market characteristics ¶
Basic component of a multicultural whole, (ie. international market) is the existance of the continuous culture and percption of each geographical region. This is directly related with the static character of public opinion, something that pases from¦bb  ¦aas¦ generation to generation (¦Shapiro¦, 1998). ¶ 
Culture is determined as the sum of requirements of individuals in a society, their perceptions, the beliefs, the way to estimate, and the way to handle things. ¶It is actually about a system of rules and perceptions that people adopt and they organise their thought. They shape their aesthetics are lead their behaviour (including the consuming one), in which there is a uniformity of market characteristics because it is based to the generally acepted way of thinking¦¦¦¦¦. ¶The consuming behaviour is directly related with the decisions and activities that are connected with the evaluation, the acquisition, the use and the final product consumption¦. 

¶¶
· ¦MMa Market segmentation concerning the sector and its structural physiognomy in that the Greek enterprises are internationaly activated 
The fundamental priority in Greek alliances’ export strategy has to be the clear detrmination of the intermational market’s structure. There are five basic types of market structure: the fully competitive, the perfectly competitive, the monopolistic, the oligopolisic, and the monopolistic antagonism. Every type has ver important and special characteristics and approache the market egments with dfferent strategies. In order to more clearly determine the inernational market, there has to be an evaluation of the following variables (Kotler¦, 1991; Madsen¦; 1987):

1. The competitive enterprises, their fame and their size, their export objectives and the export expectations for each separately, the value of customers and how they evaluate the above enterprises. ¶It is necessary to take under consideration the ‘tracking’ of the not obvious competitive enterprises that are able to play an important role in the international market in the future,  and to become a  ¶serious threat for the achievement of the Greek alliances’ objectives.
2. T¶¶he financial contition of the competitive enterprises and their economic strategy for their spread in the international market (aggressive, completely exploitable, conservative, without debts, etc.).¶
3. ¶TThe size of the international markets that they already control and they are likely to control in the future.
4. ¦¶TTTThe strengths and weaknesses of the competitive enterprises and the way they react¦ttowa towards them.
5. The types of products the competitive companies have, (ie. traditional, differentiated, innovative), why they choose these prducts, and how they pomote them.
6. ¦¶The way the competitive companies export they products in order o serve the international market, (ie. via agents, via departments, via cooperatie companies) ¶creating scale economies or ¦anti-economies influencing their profits¦. 
· ¦MaMa Market segmentation concerning the international opportunities that are shaped and still shaping for the Greek enterprises.¶
The presence and the action of the Greek enterprises in the international market does not have only present and future. It actually has a previous – small in breadth – reliable course. This course shapes a generally positive ground for the maintenance of permanent commercial relations. Thi is the fact that the Greek enterprises have to exploit. ¶Aiming to sabilise the segments of the international market, the companies have to evaluate the following prameters: 

- What are the main different characteristics the Greek companies have, and can they use them against the other competitive strategies?

- Are there any other segments of the international market that the Greek companies have strong competitive advantages with considerable exports?
- Are there any market segments with dynamic perspective? (¶¦Ambler¦ ¦and¦ ¦Kokkinaki¦, 1997) ¶
- ¶Can they control marginalized segments of the international market since the Greek aliances’ size is small, then can easier function in economic liquidity contitions in difficult geographical regions? 

- Can they control, preserve and develop segments in the international market that are traditionally profitable for the Greek enterprises? 

6. Conclusions¦ ¶
The modern way of export planning promotes the ormation o strategic alliances as the main mean of survival in the globalized business environment. This paper percieves that this practique is consierabely successful in countries like Greece. The previous years the Greek exports have decreased and the dept deficit has increased. In order to confront these contitions, the Greek companies have to shape allianes, primary withother Greek companies, and after several years with companies from foreign countries. It is suggested that the future theoretical and research approach has to have a wider cover concerning the allinces’ neccessity. Furtermore there has to be an investigation concening the appropriate shape, operation and management of the Greek alliances.

References

Ambler, T., and Kokkinaki, F., (1997), “Measures of Marketing Success”, Journal of Marketing Management, 13, 665-678.
Bensimon, S.,  (1999), “Strategic alliances”, Executive Excellence, 16 (10), 9-10.
Borys, B., and Jemison, D. B., (1989), “Hybrid arrangements as strategic alliances: theoretical issues in organizational combinations”, Academy of Management Review, 14(2), 234-249.
Child, J., and Rodriguez, S., (1996), “The role of social identity in the international transfer of knowledge through joint venture” in Clegg,S.R. and Palmer, J. (Eds) The Politics of Management of knowledge, Sage, London, .46-68.
Corey, R., (1978), “Should companies centralize procurement?”, Harvard Business Review, November-December, 102-110.
Crossan, M., and Inkpen, A., (1995), “The subtle art of learning through alliances”, Business Quarterly,. 60(2), 68-78.
Das, T. K., and Teng, B., S., (2000), “A resource-based theory of strategic alliances”, Journal of Management, .26(1), 31-61.
Das, T. K., and Teng, B. S., (2001), “Trust, control and risk in strategic alliance: an integrated framework”, Organization Studies, 22(2) 251-252.
Dimitratos, P., and Plakoyiannaki, E., (2003), “Theoretical foundations of an international entrepreneurial culture”, Journal of International Enterpreneurship, 1 (2), 187-215.
Doz, Y., Olk, P., and Ring, P., (2000), “Formation processes of R&D consortia: which path to take? Where does it lead?”, Strategic Management Journal, 21, 239-266.
Elg, V., and Johansson, V., (2001), “International Alliances: how they contribute to managing the interorganizational challenges of globalization”, Journal of Strategic Management, 9, 93-110.
Filadarlis, M., (2001) “Εnterprneurial extraversion support and international competitiveness”, Available From: www.istoselides.gr (in Greek).
Frayne, J. M., and Geringer, M., (1995), “A Social Cognitive Approach to Examine Joint Venture General Manager Performance”, Group & Organizational Management,.19, 240-262.
Gulati, R., (1995), “Does familiarity breed trust? The implications of repeated ties of contractual choices in alliances”, Academy of Management Journal,.38, 85-112.

Hamel, G., (1991), “Competition for competence and inter-partner learning within international  strategic alliances”, Strategic Management Journal, 12, 83-103.
Kanter, R., (1994) “Collaborate advantage the art of alliances”,  Harvard Business Review,.72, 96-108.
Kim, D. H., (1993), “The link between individual and organizational learning”, Sloan Management Review, .35(1), 37-50.
Kogut, B., (1989), “The stability of joint ventures: reciprocity and competitive rivalry”, Τhe Journal of Industrial Economics, 38, 183-198.
Korres, G., (1998), Hellenic Economy: Economical and political analysis of basic sizes, Stamoulis editions, Athens (in Greek).
Kotler, P., (1991), Marketing Management: Analysis, Planning, Implementation and Control, 7th edition, Prentice-Hall International Inc., Englewood Cliffs, New Jersey.
Kotter,J. (2001) Leader in Changes, Critique editions, Athens (in Greek).
Koza,M. and Lewin,A. (2000), “Managing partnerships and strategic alliances: raising the odds of success”, European Management Journal, 18, 146-151.
Labrianidis, L. (2000) “The Restructure of Balkans and the Role of Greece” In: Petrakos, G. (ed.) The Development of Balkans, 425-455 (in Greek).
Lajara, B. M., Lillo, F. G. and Sempere, V. S., (2003), “Human resources management: A success and failure factor in strategic alliances”,  Employee Relations,.25(1), 61-80.
Larsson, R., Bengtsson, L., Henriksson, K. and Sparks, J., (1998), “The organizational learning delemma: collective knowledge development in strategic alliances”,  Organization Science, .9, 285-305.
Levinson, N., and Asahi, M., (1995), “Cross national alliances and interorganizational learning”, Business Quarterly, .60(2) 68-78.
Li, J., Xin, K. and Pillutlo, M., (2002), “Multi-cultural leadership teams and organizational identification in International Joint Ventures”, International Journal of Human Resource Management,.13(2), 320-337.
Liroudi, A., Agorastos, K. and Soumpeniotis, D., (1999), “The Euro Consequences in Greek Businesses”, International Conference Preparing the Manager of the 21st Century, December, Thessaloniki
Liu, S., and Vince, R., (1999), “The cultural context of learning in international joint ventures”, Journal of Management Development,.18(8) 666-675.
Mandsen, T. K., (1987), “Empirical export performance studies: a review of conceptualizations and findings”, Advances in International Marketing, 2, 177-196.
Morrison, M., and Mezentseff, L., (1997), “Learning alliances- a new dimension of strategic alliances, Management Decision, 35(5), 351-357.
Murray, J., Kotabe, M., and Zhou, J., (2005), “Strategic alliance-based sourcing and market performance: evidence from foreign firms operating in China”, Journal of International Business Studies,.36, 187-208.
N.S.S.G. (2004) Greek Dept Deficit. Available From: http://www.statistics.gr (in Greek).
Page, H., (1998), “United we stand”, Enterpreneur, 6(4), 122-128.
Parkhe, A., (1991), “Interfirm diversity, organizational learning and longevity in global strategic alliances”, Journal of International Business Studies, 20, 579-601.
Pearce, R. J., (1997), “Towards Understanding Joint Venture Performance and Survival: A Bargaining and Influence Approach to Transaction Cost Theory”, Academy of Management Review, 22, 203-235.
Polyzos, S., (2001) Proposals of management strategies of Greek enterprises in the Balkans. Ad ministerial Information , 21, 5-19 (in Greek).
Porter, M., (1990), The Competitive Advantage of Nations, The Free Press, New York.
Rizopoulos, G., (2000), The Foreign Investments in Balkan countries” in Petrakos, G. (ed.) The Development of Balkans, 137-179 (in Greek).
Sandhusen, R., (1999),  International Marketing, Kleidarithmos editions, Athens (in Greek).
Sdrolias, L., and Papadiodorou, G., (2002), “Foreign markets as strategic tool of export activation for the Greek enterprises“,  Market Without Borders,.7(3), 156-176 (in Greek).
Shapiro, B. P., (1998), “What the hell is market oriented?”, Harvard Business Review, 6, 119-125.
Si, S. X., and Bruton, G. D., (1999), “Knowledge transfer in International Joint Ventures in transitional economies: the China experience”, Academy of Management Executive,.13, 83-90. 
Simon, H. (1991) “Bounded rationality and organizational learning”, Organization Science, Vol. 2, pp.125-134.
Stanek, M., (2004), “Measuring alliance value and risk: A model approach to prioritizing alliance projects”, Management Decision,.42,(2) 182-204.

Thompson, J., (1997), Strategic Management: Awareness Change, International Thompson Business Press, Boston.

Todeva, E., and Knoke, D., (2005), “Strategic alliances and models of collaboration”, Management Decision,.43(1) 123-148.

Tonks, D.G., (1990), “Pinning Down Geodemographies”, Marketing Intelligence and Planning, 8, 4-10.

Townsend, J. (2003), “Understanding alliances: a review of international aspects in strategic marketing”, Marketing Intelligence & Planning,.21,(3) 143-155.

Vavouras, I., (1989), “Third economy and economic politics: Interdependencies”, Theseis, 29, 133-145 (in Greek).

Vyas, N., Shelburn, W., and Rogers, D., (1995), “An analysis of strategic alliances: forms, functions and framework”, Journal of Business and Industrial Marketing, 10(3) 47-60.

Webster, E., (1999), The Economics of Intangible Investment, Edward Elgar, Cheltenham.

Yan, A., and Zeng, M., (1999), “International joint venture instability: a critique of previous research, a reconceptualization, and directions for future research”, Journal of International Business Studies, 30, 397-414.

YP.ETH.O. (1999) Greek Investments in the Balkans. Secretariat General of International Economical Relations, Athens, (in Greek)

¶¶
(1) International Environment of the Strategic Alliances (2) Competition





Area 3





Area 2





Area 1





Project 3





Project 2





Project 1





Cooperative R & D





Cooperative Marketing





Cooperative H.R.M.








    Structural Specification


LC


Fuctional dimension





Spatial Geographical 


Partition (S.G.E.)








Project             Dimension











 Organizational Control





Human Resource Management





Organizational Learning





Leading Coalition





Inder-Operational Trust





Advantages of Strategic Alliance





Aims of Strategic Alliance





Necessity of Strategic Alliance








Matrix Organization








� According to Webster there are three types of developing intangible privileges of a business cooperation:  the capital of knowledge (intangible privileges that improve the understanding of the market and the opportunities for profit making) the capital of faculty (intangible privileges that improve the highest limit of production through the employment of new technologies organization and labor), and the capital of control (other intangible privileges that allow to the companies to control the markets of production and import, the quantity and the quality of the endeavors of work, etc.) (Webster,1999).
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