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Figure 2: Pathway to Strategic Innovation

assuming rule-breaker postures and
creating new playing fields. You will
be seeking disruptive innovations,
blending process discipline with cre-
ative inspiration and infusing inspira-
tion from unconventional sources.
You will be discovering unarticulated
customer needs and becoming con-
sumer-inspired. You will be experi-
menting with original entrepreneurial
configurations, new organizational
structures and novel process flows.

Most importantly, though, you will
create your key (innovation) success
factor, a cohesively managed innova-
tion process. Such ‘crafted’ process
will enable you to continuously di-
verge and converge in novel fashions
(non-linear, modular, responsive,
flexible and creative). You will be ex-
ploring and discovering (scope, plan,
insight, foresight, opportunity) and
concurrently evaluating and imple-
menting (decision, design, valida-
tion, and implementation). After all,
this is what really differentiates the
“world’s most innovative companies
2010” (recently published by Fast
Company magazine) from the rest of
the pack. Illustrating the power and
potential of innovative ideas and cre-
ative execution, blended by a coher-
ently managed innovation process.

Equally significant, your innovation
principles will be woven into practi-
cally everything you do. You will be
relentlessly challenging your business
boundaries and reshaping your busi-

ness assumptions. You will be build-
ing and reconfiguring strategic align-
ments between your key stakeholders.
You will be mining and capitalizing on
industry drivers, trends, dislocations
and opportunities. You will be deeply
engaging consumers and customers
to recognize unarticulated needs. You
will be leveraging your core compe-
tencies and technologies by develop-
ing and augmenting your current
capabilities. You will be assessing and
overcoming organizational barriers.
You will be developing appropriate
cultures, practices and processes.
Overall, you will be building a capac-
ity for sustainable innovation.
Finally, you will be estimating, mea-
suring and even valuing the impact of
your innovation initiatives and pro-
grams. You will be focusing on enrich-
ing your ‘invisible’ innovation capital
(human, structural, relational). You
will be developing, validating, com-
municating, delivering and tracking
your innovation value impact.
As aresult, you will continually create
new growth strategies, new catego-
ries/products/services, new business
models, new ventures and partner-
ships, and new practices that change
the game and ultimately generate
significant new value for consumers,
customers, enterprises and societies.
But, this is what you will become and
what you will do.
What are you doing now?
Uncovering any untapped white

Figure 3: Strategic Innovation Framework

space opportunities?
Extending into adjacent worlds?
Tapping into non-adjacent worlds?
Juxtaposing at the intersections of
contradictory worlds?
Aligning growth actions to vision
through strategic road-mapping?
Building your innovation pipeline
roadmap?
Creating new growth platforms and
springboards?
Identifying & pursuing new mar-
kets in novel ways?
Accelerating growth for your emerg-
ing businesses/ventures?
Creating socially responsible growth?
Harnessing the creativity of your
customers?
Structuring appropriately through
ambidextrous organizational de-
signs?
Strengthening your innovation
value chain (generation, conversion,
diffusion)?
Shaping innovative behavior and
culture (envisioning, communicat-
ing and sponsoring)?
Leveraging emerging innovation
best practices (especially ‘outside-
in’ approaches)?
Building differentiated innovation
capabilities?
Where do you stand now?
Are you a (challenged) or Aspiring or
Inspired or Strategic Innovator?
Are you managing your innovation
process appropriately?
Are you innovating strategically? &
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Costa Nava

|

Redefining the Resort Experience "

IMAGINE AN IDEAL MEDITERRANEAN DESTINATION—SUN, SEA AND SAND, CHAMPIONSHIP'GE

NIS, SAILING AND BOATING, NATURE PRESERVES, 5-STAR ACCOMMODATIONS, DIVERSE CUISINE. ASE ) (

LOCAL INGREDIENTS, BUSINESS AND CONFERENCE FACILITIES OF COURSE, A SPA WITH KINISIOTHERAPY:S :

—

TREATMENTS, MEDITATION AND DANCE AREAS, SHOPPING, CINEMA, THEATER, AND A COMPLETE PROGRAM

CATERING TO CHILDREN—FROM DAY CARE TO OVERNIGHT STAYS. OPEN 12 MONTHS A YEAR. SET ON MORE

THAN 10,000 HECTARES YET WITH A 10% BUILDING FOOTPRINT.

Well, it is about to be launched. In
May, Costa Navarino is set to redefine
the Mediterranean resort experience
when it opens Navarino Dunes, a new
destination in Messinia, Peloponnese.
Costa Navarino is emerging as a desti-
nation with a difference. One of the key
components of this seaside haven is its
integration of environmental sensitivi-
ties with an unusually broad range of
experiences. According to Achilles
Constantakopoulos, CEO of TEMES,
the company developing Costa Nava-
rino, “Only a short while away from
our launch, we are excited but also have
huge responsibility towards meeting
expectations. We aim at placing Mes-
sinia amongst the top quality destina-
tions in the Mediterranean and the fact
that we receive a great response from
international markets, is very posi-
tive. Costa Navarino, with easy access
for our visitors, is growing to become
one of the most enchanting seaside
locations in Greece which will offer an
extensive range of experiences’.

Costa Navarino also adheres to strict
environmental protection guidelines
and management principles, recog-
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nizing the significant contribution of
a pristine natural environment to the
development of a sustainable tourism
product.

Navarino Dunes

Navarino Dunes, the first of four desti-
nations to make up Costa Navarino, sits
amid 130 hectares (1,300 stremmata)
and features two 5-star hotels—The
Romanos, a Luxury Collection Resort,
and The Westin Resort, operated by
Starwood Hotels & Resorts. Inspired by
old Messinian mansions and traditional
rural houses, clusters of low-rise villas
have been built using native stone and
local design elements, which blend har-
moniously into the natural landscape.
The Romanos, a Luxury Collection
Resort, features 321 rooms and suites
ranging from 43m? to 192m?, as well
as a 640m? Grand Presidential Villa.
Ground floor units have private in-
finity pools and the emphasis here is
on personalized preferences. Guests
may enjoy self-cook BBQ areas, chill
out bars, private marquees, and large
personal verandas.

The Westin Resort, somewhat more
family oriented, has 445 rooms and
suites, from 40m? to 80m?, as well
as a grand 625m? Presidential Villa.
At the Westin Resort many rooms
and suites have unobstructed sea
views and feature walk-in closets and
retractable room dividers, provid-
ing families with flexible options for
more personal accommodations.

The Navarino
Environmental
Observatory (N.EO)

Costa Navarino has launched the
Navarino Environmental Observa-
tory, which will be dedicated to
the study of climate change and
its impacts on the natural environ-
ment and human activities in the
Mediterranean region. The center
has been developed in conjunc-
tion with TEMES, the University of
Stockholm and the Centre of Envi-
ronmental Health and Biophysics
of the Biomedical Research Foun-
dation of the Academy of Athens.




Beyond

At Navarino Dunes guests may avail
themselves to entertainment, leisure,
and personal-wellness options that
respond to the diversity of the local
environment as well as the interests
of each visitor.

SPA

Drawing on Far Eastern and Ancient
Greek practices, the 4,000m? Anazoe
Spa is designed to relax, refresh, and
revive with unique treatments and
therapies, including ice-grotto rooms,
mist showers and herbal saunas. The
oleotherapy® treatments, uncovered
at Nestor’s Palace and dating back to
Homeric times, are unique.

GOLF

The Dunes Course, the first signa-
ture golf course in Greece, designed
by Bernhard Langer, in association
with European Golf Design and
managed by Troon Golf, is set in a
diverse landscape with sea and river
views. The Bay Course, designed
by Robert Trent Jones II and also
managed by Troon Golf, will open

late 2010 at the nearby Navarino
Bay site.

SPORT & LEISURE

Other outdoors facilities include a
high-ropes course, mountaineer-
ing, canoeing, archery and sporting
clays, as well as water-related sports
and recreational activities. Indoor
options include bowling, squash and
basketball, as well as extensive areas
for meditation and workout classes.

CHILDREN

Children will be well catered to at Na-
varino Dunes. Infants will be looked
after at Cocoon Care Center and
young guests may enjoy the “Sand-
Castle,” a specially designed youth
hub offering dynamic recreational/
educational activities and overnight-
stay options. The water park and the
other children’s facilities are unique
to the Mediterranean.

BUSINESS

The businessperson is also a key
component of the Costa Navarino
environment. The House of Events,

a multi-functional and highly versa-
tile conference center, extends over
more than 5,000 m?, accommodates
up to 2,000 guests, includes a grand
ballroom and 11 meeting rooms
(ranging from 50 m? to 200 m?), a
large exhibition area, as well as an
extensive atrium with adjacent out-
door space.

Navarino Bay, Navarino
Hills and Navarino Blue

The second phase of Costa Navarino,
Navarino Bay, will open in 2012 and
will showcase Banyan Tree all-pool-
villa resort, the first of its kind in
Europe, an 18 hole signature golf
course, and another 5-star hotel. Two
further phases, Navarino Hills and
Navarino Blue, are set to open at a
later date.

Costa Navarino and Navarino Dunes are set to
introduce a new level of resort living in Greece,
based on personalized luxury in a sustainable
environment. For more information visit http://
www.costanavarino.com/
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IN PROFILE

Representing U.S. Firms in Greece

REPRESENTATIVES OF U.S. FIRMS IN GREECE PLAY A VITAL ROLE IN MARKETING U.S. PRODUCTS AND SERVIC-

ES. BUSINESS PARTNERS PRESENTS A SELECT LIST OF COMPANIES THAT DISTRIBUTE AMERICAN PRODUCTS

IN THE GREEK MARKET.

AENORASIS S.A. is a rapidly growing
Greek company that, as of 1998, mar-
kets and distributes Pharmaceuticals,
In-vitro Diagnostics, Medical Devices
and Radio-pharmaceuticals in Greece.
Operating with high standards Per-
sonnel and Procedures, Aenorasis
is a reliable supplier of Hospitals in
the areas of Oncology, Hematology,
Nephrology, Surgery, Anesthesia, In-
tensive Care, Cytology, Gynecology
and Nuclear Medicine.

Aenorasis distributes products of
certain Leading US and European
Companies such as Hospira Inc, C.R.
Bard, IBA and Hologic Inc.

Covering a number of areas, regard-
ing DIAGNOSIS-MONITORING-
THERAPY, Aenorasis places empha-
sis to broad product portfolio, to the
Quality of products distributed as
well as on the Quality of Technical
and Scientific support offered to its
Customers and Partners.

Address: 17 Trapezountos Street, 15127 Athens
Tel.: 210 6136332, Fax: 210 8105298

Email: info@aenorasis.gr

Website: www.aenorasis.gr

ARIS MANTZOROS S.A. is a lead-
ing and well-established company in
Greece that specializes in Diagnostic
Laboratory Products since 1993.
We offer full product lines with au-
tomated analyzers and reagents in
Immunology, Clinical Chemistry,
Hematology, Microbiology, Molecu-
lar Biology and POC field to a fast
growing clientele across Greece. We
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supply the whole Greek Market; pub-
lic hospitals, diagnostic centers and
private laboratories.

Our business policy is strictly com-
mitted to excellence, embraces the
provision of high quality products
and services to our customers, with
the aim to fulfill not only their ex-
plicit needs but also their implicit
demands and expectations. The ulti-
mate goal of our business is Customer
Satisfaction as a prerequisite for the
continuance of a loyal and long-term
relationship with our clientele.

Address: 56 Michalakopoulou Street, 115 28,
Athens, Greece,

Tel: 210 729.2492,

Email: info@mantzoros.gr,

Website: www.mantzoros.gr

E-ARION is exclusively focused on
Control and Security Systems includ-
ing Access Control, Intrusion Alarm,
Fire Detection, CCTYV, Patrol and As-
set Tracking integrated systems since
1992. The company is licensed by the
Ministries of Public Order (IEPYA),
Development, Merchant Marine
(IMO ISPS RSO), Hellenic National
Defense General Staff (GR, NATO
and EU Secret) and also certified for
quality (ISO 9001:2000) in all of its
activities. As a Recognized Security
Organization (RSO), according to the
Int’] Ship and Port Security (ISPS)
Code of the International Maritime
Organization (IMO), the company
has implemented many ship port’s
Security Plans and Assessments which

were approved by the Greek Minis-
ter of Merchant Marine since 2004.
Worth mentioning, that major Greek
Ports have been successfully inspected
by EEC representatives and gain
their highest compliments thanks to
E-ARION’s Plans and integrated secu-
rity Systems provided. The company
has successfully completed hundreds
of large and thousands of smaller
security systems in Greece, Albania,
Bulgaria and Italy. E-ARION imports
electronic parts and components
from USA, Europe and the East. The
company’s clientele includes banks,
public organizations, heavy industry,
military, ship ports, ships, private
properties, offices as well as resellers
and construction companies. More-
over, a serious investment has been
made for the company’s ERP and
CRM systems in order to fully auto-
mate servicing support of all clients
and constantly improve quality.

Address: 56A Kifissias Avenue, 151 25 Maroussi
Tel: 210 677.5323, Fax: 210 671.2351

Email: info@e-arion.gr

Website: www.e-arion.gr

ELANCO HELLAS S.A.C.IL is a Greek
company established in 1984.

The main purpose of the company is
the importation and selling of Ani-
mal Health, Agricultural, Seeds and
Pet food products in Greece.
ELANCO HELLAS S.A.C.L is the ex-
clusive distributor of several Ameri-
can companies, such as ELI LILLY
for animal health products. Also is



the distributor of DOWAGROSCI-
ENCES for agricultural, FMC for
insecticides, PHYTOGEN for corn,
cotton and sunflower seeds.

Head offices are based in Athens, Messogion 335,
Avenue., Halandri and there is also an office and
warehouse in Salonika.

Tel: 210 672.6381

Email: contact@elanco.gr

Website: www.elanco.gr.

K & N ENGINEERS LTD special-
izes in the food industry sector since
1997, providing technologically
advanced food processing systems
and equipment. K & N Engineers Ltd
represents in the Greek market well-
known and highly acclaimed manu-
facturers from all around the world.
K & N Engineers Ltd aim is to estab-
lish and maintain the highest levels
of quality, reliability and support by
combining cutting-edge technology
food processing products and servic-
es with the extensive experience and
specialization of our engineers

K & N Engineers Ltd has developed
and applied a Quality Management
System that corresponds to the
requirements of the International
Model of Quality ISO 9001:2001 and
complies with the common accept-
able enterprising practices, covering
the entire spectrum of their company
activities and the relation with its
customers.

Addpress: 35 3rd September Street, 104 32 Athens
Tel: 210 520.0440

Email: kn@kn-engineers.gr

Website: www.kn-engineers.gr

LEARNING SYSTEMS HELLAS S.A.
is a Training & Consulting company,
conducting successful business since
1980. Key to its success is its con-
tinuing emphasis on conducting re-
search, yielding important strategic
information about customer needs
and business trends, and measur-

able results, the primary goal of
skills training and consulting. For
this reason Learning Systems Hellas
has formed strategic partnerships
with prominent companies to extend
the value-added capabilities it can
provide to clients by developing new
markets, penetrating new geographic
markets, expanding product offer-
ings and increasing competitive ad-
vantage. Besides TRACOM, we also
represent AchieveGlobal and Omega
Performance both companies of In-
forma Group.

Achieve Global, 32 Kifissias Avenue, 151 25
Paradeisos, Maroussi

Tel: 210 681.9570

Email: dbratsi@achieveglobal.gr

Website: www.achieveglobal.gr

M. AXIOTIS & CO. S.A. is an old
established representations and dis-
tribution firm conducting successful
business in the Greek Market and
neighboring countries. M. Axiotis &
Co. S.A is active in the fields of Plas-
tics, Elastomers, Paints, Surface Coat-
ings & Adhesives and Chemicals. Key
in its success is its continuing empha-
sis on customer’s needs and business
trends with measurable results.

Head Offices: Chelidonous 13 Street,
N. Kifissia, Athens

Tel: 210 807.8546

Email: axiotis@otenet.gr

We maintain offices and warehouses in
Thessaloniki as well.

MENTOGIANNIS I. & M. O.E. works
in the Greek market for more than
20 years. For the last 10 years the
company entered the field of ceil-
ing fans, humidifiers, dehumidifiers
and air filters. The company is the
exclusive dealer for ‘HUNTER FAN”
and “FANIMATION?” for Greece and
Cyprus, companies well known for
the quality and the design of their
products giving the client a life time

warranty. The company feels very
proud to reintroduce the ceiling fan
in the Greek market as a necessity for
our homes, contributing in the physi-
cal way of cooling the air and saving
energy and also we are happy to have
projects with big hotel chains.

Address: 49 Christou Nikolaou Street, 173 43
Ag. Dimitrios, Athens

Tel: 210 976.5135

Email: info@hunterfan.gr

Website: www.hunterfan.gr

SANTAIR S.A. MEDICAL APPLI-
CATIONS specializes in the import
of high-quality diagnostic & thera-
peutic equipment for hospital &
homecare use.

Through its hospital division Santair,
equips ICUs, Operating Theaters,
Pulmonary Departments, and Emer-
gency Rooms, with the latest tech-
nologies in anesthesia, ultrasounds,
monitors, and ventilators, defibrila-
tors. Additionally, Santair offers a full
range of diagnostic, therapeutic de-
vices and accessories for Sleep Labs.
Through its Homecare division “Wel-
care” provides respiratory care to pa-
tients in need of sleep apnea therapy,
oxygen therapy, asthma management,
and ventilation support.

Santair is able to offer products and
services on a national basis via its
welcare franchise network along
with the retail stores and wholesale
distributors.

Address: 41 Agamemnonos Street, 172 35
Dafni, Athens

Tel: 210 971.4444

Email: info@santair.gr

Website: www.santair.gr
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THE BOATING LIFE

Galeon 440—

Combining Snorl wilh Luxury
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The Galeon 400 is an ideal boat for those
individuals and families who want to
combine the thrill of motor boating with
a dash of luxury and a stable yachting ex-
perience. Great for all weather conditions,
the Galeon 440 is designed to provide the
maximum usable space for all occupants.

SPECIFICATIONS

Length overall Loa [m] 13,42
Beam overall Boa [m] 4,10
Draft min. Tmin [m] 0,86
Draft max. Tmax [m] 1,20
Height from water line [m] 4,05
Fuel tank capacity [dm3] 2x750
Water tank capacity [dm3] 460
Mass of Light Craft Condition LCC [kg] 14.986
Mass of Craft with

Maximum Load LDM [kg] 18.216
Min. engine power [KW/PS] 2x316/430
Max. engine power [KW/PS] 2x420/575
Crew limit 12
Maximum speed [kn] 25-33
Category of stability B

The Galeon 400

is available

from Kappa Marine
WWW.KAPPAMARINE.GR
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Hellenic Observatory

The Hellenic Observatory of the London School of Economics has
supported the launch of a new research unit on Southeast Europe
within the School's European Institute.

The new unit, known as 'LSEE: Research on SE Europe' was estab-
lished in September 2009. It aims "to provide a significant platform
on which to build high quality, independent research and facilitate
public dialogue and dissemination of information on the region."The
LSEE will organize a series of public events related to its research—
lectures, seminars, workshops and conferences—both at the LSE and
in Southeast Europe.

L] L]
Organic by Design
As of July 1, 2010 all organic products made
within the European Union will have to dis-
play the EU organic logo on their packaging.
The winning logo was selected among 3,500
designs. "The "euro-leaf" design is a straight-
forward sign containing two clear messages:
Nature and Europe,"' says the Commission which took the initiative for
the contest in an effort to raise awareness on organic products.
Organic farming in Europe has seen a constant growth in recent years,
protecting natural resources, biodiversity, animal welfare, and helping
the development of rural areas.

Hotmail,gr Launches

Microsoft announced the operation of a hotmail.gr domain, the
Greek-language edition of the Widows Live Hotmail service. Greek-
language users can include unlimited email accounts in a single
hotmail.gr account.

TRENDS & TRADE MAKERS

Drywall That Cools
Your Home

A new type of dry-wall could shave 20%
off of cooling costs. Not too long ago,

it would have been sci-fi, but "phase
change" materials are emerging on the
market.: ThermalCORE, a new type of

dry-wall panel created by National Gyp-
sum and BASF, promises to help cut cool-
ing costs with tiny little wax molecules
that melt by day and harden by night.
Your typical dry wall is just a sheet of
plaster, coated in paper-pulp; it's used
in almost every building that goes up
today because it's cheap and easy to
install. But it's a terrible insulator—
meaning that we have to heat and cool
our buildings even more. By contrast,
according to Tech Review, the plaster
in ThermalCORE is embedded with
microscopic beads of wax that are en-
cased in plastic shells. During the day,
the wax melts and absorbs heat--thus
helping cool a room. By night, the wax
hardens and releases that heat, warm-
ing the room back up.

The European Commission has published a study sug-
gesting that a waste agency should be set up at the
European level. The agency would oversee the imple-
mentation and enforcement of European waste law and
tackle the large scale of illegal waste shipments and the
number of landfill sites that do not comply with EU rules.
This problem has grown in scale in recent years due

to the increase in waste generated and shipped in the
enlarged EU. In 2008, the European Parliament adopted
a resolution urging the commission to report on the
feasibility of establishing a community environmental
inspection force. The tasks assigned to the body would
include review of enforcement systems in member
states, coordinated controls and inspection activities. In
addition to this body, the commission notes that they
intend to create a specific European body responsible
for direct inspections and controls of facilities and sites
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in serious cases of non-compliance.

The commission has estimated the annual cost of imple-
menting the recommendations at just over €16m. The
commission adds, however, that full implementation of
EU waste law would reduce emissions of greenhouse
gases, including methane from landfill, equivalent

to nearly 200m tons of CO2 a year. This would save

€2.5 billion annually at today’s carbon price of around
€13/tonne. Other significant economic benefits from
strengthening implementation would include a level
playing field for European companies, better opportuni-
ties for innovation and increased access to valuable sec-
ondary raw materials, notes the executive.

The commission will carry out a cost-benefit analysis
this year with possible new provisions in 2011.

Sources: European Commission, ENDs, Europolitics



1821 and African-American
James Williams

African-American James Williams from Baltimore, Mary-
land was among the many American volunteers to support
the Greek War of Independence, in March 1821.Williams
joined the Greek Navy and fought at the Battle of Nava-
rino—where a joint force of British, French and Russian
vessels destroyed the Ottoman -Egyptian fleet—and was
seriously injured by enemy fire.

News of the Greek War of Independence reached the Unit-
ed States in May 1821 and immediately attracted the atten-
tion of both the government and public opinion.

President Monroe warmly supported the revolutionaries
and the American people offered volunteers and economic
support.

American support for the Hellenic cause became so legend-
ary among the rebel nation that it is mentioned in the 22nd
verse of the Greek national anthem "Hymn to Freedom," by
Dionysios Solomos.

Dramatic Catharsis
and Theater of War

The notion of "catharsis"—the process by which, drama
purges the soul—was well fathomed by ancient Greeks.
Two thousand years on, the therapeutic uses of drama
continue to resound. The U.S. army has chosen to adopt the
method to treat veterans’ post-traumatic stress after their
return from the wars in Afghanistan and Iraq.

The Pentagon is financing a $3.7 million project, according
to which, the "Theater of War" company will engage sol-
diers into reading Greek drama plays that recount similar
circumstances having occurred some thousand years ago.
Panic, nightmares, delusions, despair, are some of the feelings
experienced by the American troops who return after having
spent some time on the war field. Sophocles’ plays "Ajax" and
"Philoctetes" involve characters, who exert violence after re-
turning to their country and show erratic behavior.
Source:Greek News Agenda

LU dot.comrnerce

internet sites

TO HELP YOUR BUSINESS PROSPER

UC Berkley makes available a large number of
courses online that can be accessed through mul-
tiple means — through the web/rss feed, through
Berkeley’s iTunesU site, and via YouTube. You'll find
one of the most popular undergraduate courses at
UC Berkeley: Physics for Future Presidents, taught
by Richard Muller.

Yale launched an open course initiative and each
course features a syllabus, reading assignments,
class notes, and polished lectures, which, when
taken together, contribute to a well-rounded learn-
ing experience. The lectures can be downloaded

in one of five formats (text, audio, flash video, low
bandwidth quicktime video, and high bandwidth
quicktime video).

MIT has put materials online from 1,800 courses,
including syllabi, reading lists, course notes, and
assignments, as part of its OpenCourseWare proj-
ect Included is Walter Lewin’s very popular and
publicized course, Classical Mechanics:

Stanford’s iTunes site gives you access to dozens
of lectures and lets you download close to 30
courses in their entirety. Among the Stanford
courses you’ll find a multi-course overview of
modern physics by Leonard Susskind, who has
waged a long-running “Black HoleWar” with Ste-
phen Hawking. The lover of the liberal arts will
also find a good variety.

Classic/Ancient Texts

Haverford College, a very fine liberal arts col-
lege, has assembled a collection of key Latin.and
Ancient Greek texts which are readout loud.
The best way to access this collection is through
Haverford's website.
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Cloud computing involves
delivering hosted services
over the Internet. These
services are broadly divided
into three categories: Infra-
structure-as-a-Service (laaS),
Platform-as-a-Service (PaaS)
and Software-as-a-Service
(SaaS). A cloud service has
three distinct characteristics
that differentiate it from
traditional hosting. It is sold
on demand, typically by the
minute or the hour; it is elas-
tic -- a user can have as much
or as little of a service as
they want at any given time;
and the service is fully man-
aged by the provider (the
consumer needs nothing but
\ personal computer and
1ternet access). Significant
.nnovations in virtualization
and distributed computing,
as well as improved access
to high-speed Internet and
a weak economy, have ac-
celerated interest in cloud
computing.
A cloud can be private or
public. A public cloud sells

Cloud Computing

BUSINESS2BUSINESS

services to anyone on the
Internet. (Currently, Amazon
Web Services is the largest
public cloud provider.) A
private cloud is a proprietary
network or a data center that
supplies hosted services to

a limited number of people.
When a service provider uses
public cloud resources to
create their private cloud,
the result is called a virtual
private cloud. Private or pub-
lic, the goal of cloud com-
puting is to provide easy,
scalable access to computing
resources and IT services.
Infrastructure-as-a-Service
like Amazon Web Services
provides virtual server in-
stances with unique IP
addresses and blocks of
storage on demand. Custom-
ers use the provider's ap-
plication program interface
(API) to start, stop, access
and configure their virtual
servers and storage. In the
enterprise, cloud comput-
ing allows a company to pay
for only as much capacity as

is needed, and bring more
online as soon as required.
Because this pay-for-what-
you-use model resembles
the way electricity, fuel and
water are consumed, it's
sometimes referred to as
utility computing.
Platform-as-a-service in the
cloud is defined as a set of
software and product devel-
opment tools hosted on the
provider's infrastructure. De-
velopers create applications
on the provider's platform
over the Internet. PaaS pro-
viders may use APls, website
portals or gateway software
installed on the customer's
computer. Force.com, (an
outgrowth of Salesforce.
com) and GoogleApps are
examples of PaaS. Devel-
opers need to know that

currently, there are not stan-
dards for interoperability or
data portability in the cloud.
Some providers will not
allow software created by
their customers to be moved
off the provider's platform.
In the software-as-a-service
cloud model, the vendor sup-
plies the hardware infrastruc-
ture, the software product
and interacts with the user
through a front-end portal.
Saas is a very broad market.
Services can be anything
from Web-based email to
inventory control and data-
base processing. Because the
service provider hosts both
the application and the data,
the end user is free to use the
service from anywhere.

Source—CloudComputing.com

Dining: For Business and Pleasure

ManiMani

A short distance from the new Acropolis Museum, Mani-
Mani serves modern Greek cuisine with roots in the tra-
ditions of the Peloponnese. Businesspeople choose Mani-
Mani for a setting that is warm yet minimal, keeping the
focus on conversation and the innovative food. Evenings
and weekends are perfect for friends to share a lingering
dinner in this downtown location.

The kitchen blends Greek ingredients and traditions
with original flavor pairings. Bread is always served
fresh and warm. The trio of cheeses, grilled Haloumi
with tomato marmalade, goat cheese in a phyllo bundle
and a third cheese with a raisin and fig confit, is a
starter that blends tradition with a modern sensibility
that is a delight.
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The house-made sausage spiced with orange further
develops the pairing of citrus with this hearty favorite
and veal liver with spinach and orange extends the cit-
rus theme in a novel direction. The fennel-flavored sea
bass and honey-almond-fig sauced pork tenderloin are
outstanding. Desserts are excellent and a must try is the
chocolate soufflé. The creative chef at ManiMani suc-
ceeds in matching the known with the unexpected, re-
taining a strong Greek flair and giving us a menu that is
both inspired and inspiring. Reservations are advisable.

ManiMani
Falirou 10, Makrigianni

Tel. 210 9218180 —Reviewed by Margaret Leedis



Bookshelf

The New Frugality

Consume Less, Save More, and Live Better
By Chris Farrell | Bloomsbury Press

As the recession deepens, with a downturn in spending,
rise in defaulting mortgages and throttling of credit, a Go-
Go economy has transitioned to a Uh-Oh economy. How
did we get here and what does it mean for individuals and
families? The New Frugality lays out how Americans have
overspent—and offers a way out through consuming less
and saving more—showing that living simply is not just
living "cheaply."
What is required is a paradigm shift. We need to learn to
live more modestly by cutting back on spending, actually
attempting to live within our means and increasing savings. Farrell outlines
creative new ways of thinking that can help us to accomplish this, not just by
reverting to earlier financial models, but by innovating new solutions that are
appropriate to the times we live in. In some ways, The New Frugality is the fis-
cal equivalent of the green movement; and indeed, going green is also part of
the project. In The New Frugality Farrell will show where the economy is going,
how it will affect regular families, and how they can weather the storm.
“Farrell, economics editor for public radio's Marketplace Money, guides read-
ers to a healthier relationship with their finances. Personal finance is more
than just money, he points out; it's about deciding how to live a good life,
figuring out what you really cherish and value, then putting your money be-
hind those goals and beliefs—and how living environmentally conscious is
a natural outgrowth (and happy consequence) of living within your means.”
—Publishers Weekly

Little Palm Island

By Andreas Stylianopoulos, Executive Vice President, Navigator Travel & Tourist Services Ltd

120 miles south of Miami
lay a private island acces-
sible by boat or seaplane.
Little Palm Island, a little
piece of paradise, is rec-
ognized by Conde Naste
as one of the best resorts
in the world. Private
thatched roof bungalows
and amenities “a luxe” will
make your stay unique.
Verandas with sea views,

king-sized beds with net-
ting, and soft sand wel-
come guests who are here
to escape and unwind.
Little Palm Island offers
Balinese style therapies
at its SpaTerre, will serve
lunch or dinner virtually
anywhere a guest choos-
es, and focuses on one
simple resort principle—
pampering its guests.

.'i‘l- "L L r

Dining options are inno-
vative Cuban or French,
centered around local
and freshly caught sea-
food, as well as local
produce.

Adventurous souls may
snorkel and dive, kayak
or day sail, or enjoy sport
fishing at this Florida Keys
location.
http://www.littlepalmisland.com
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A GUIDETO TODAY’S
BUSINESS TERMINOLOGY

Internet Addiction

Internet addiction, also known
as Internet Addiction Disorder
(IAD), refers to excessive Internet
and computer use that interferes
with daily life. Internet addiction
is an impulsive-control problem.

The practice of creating content
for the express purpose of at-
tracting links to increase one's
search rankings. This practice is
commonly used in an attempt to
get on the homepage of Digg or
Delicious or StumbleUpon.

Arrow Shooters

Slang for the visionaries in an
organization who come up with
ideas and trace their far-reach-
ing trajectories.

Corporate-speak for sleeping
with your eyes open. A popular
pastime at conferences and
early-morning meetings. "Didn't
he notice that half the room was
glazing by the second slide?

Kickback Marketing

Any one of several online mar-
keting methods whereby Web
sites and media sites form alli-
ances to refer customers back
and forth to each other, thereby
sharing in the revenue.

Whenever you receive infor-
mation via a network, it flows
downstream. The speed at
which you receive (or download)
the information is known as the
"downstream rate."

Whenever a user sends informa-
tion over a network, the speed
with which you send it (or upload
it) is called the "upstream rate."



VIEWPOINT

Toastmasters—
Professional Growth

PUBLIC SPEAKING IS A KEY COMPETENCE AREA OF THE PROFESSIONAL ENVI-

RONMENT. FOR SOME PEOPLE, IT IS AS NATURAL AS BREATHING AIR. FOR OTH-

ERS, HOWEVER, STANDING IN FRONT OF AN AUDIENCE AND GIVING A PRESENTA-

TION, SPEECH, OR INTERVIEW, CAN BE A CHALLENGING AND UNSETTLING TASK.

Fortunately, there are many
aids to help overcome the
fear of public speaking

and many tools to help
become a better speaker
and presenter—books, vid-
eos, online materials and
professional coaches. One
of the most effectiveis a
club/support group named
Toastmasters that has

been in existence for many
years—since 1924 in the
United States—and since
2005 in Greece.
Toastmasters International
is a non-profit organiza-
tion that holds regular
meetings so that people
can practice and learn
communication and lead-
ership skills in a support-
ive and non-competitive
environment. In a word,
Toastmasters is a group of
likeminded people who
help each other improve
and master public speak-
ing skills. In addition,

THE AMERICAN-HELLENIC CHAMBER OF COMMERCE—

BECOME A MEMBER

To become a member of the American-Hellenic Chamber of Commerce,
one of Greece’s most preeminent and proactive business organizations,
apply on the Chamber website at www.amcham.gr, send an e-mail to

info@amcham.gr, call the Chamber at 210-699-3559, or fax the Chamber at
210-698-5687-7 and request an application form.

people become better
prepared or impromptu
speakers, and learn how to
be more effective in giv-
ing feedback, managing

a meeting, and keeping
their speaking within time
allotted through the club’s
meeting structure.

From its origins in Cali-
fornia almost 100 years
ago, Toastmasters Interna-
tional has grown to nearly
250,000 members in more
than 12,500 clubs in 106
countries (Source: www.
toastmaters.org).

The Club in Greece was
founded with the assis-
tance of the Hellenic Amer-
ican Union and Hellenic
American University and
meets twice a month at the
HAU premises, where they
maintain the Toastmasters
program in a convivial yet
professional atmosphere.
Roughly 20 or so mem-
bers meet to make prac-
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tice speeches and presen-
tations, from something
as simple as telling a joke
to a prepared speech, ac-
cording to their comfort
and ability level. Mem-
bers alternate roles, from
timers to evaluators, so
that each participant
works on and learns new
aspects of pubic speak-
ing and communication.
The setting is structured
yet informal, supportive
while being constructive,
and with an understand-
ing that mutual growth is
the key objective.
According to Barbara
Kondilis, Founder of the
firstToastmasters club in
Greece, “the club is what
you want it to be for your
personal or professional
speaking goals, all levels
are welcome, and mem-
bers agree that you can
learn while having fun!”
She encourages compa-

nies and other groups to
start a Toastmasters club
of their own as it will make
for more interesting re-
gional speaking contests.
Most members of HAU
Athens Toastmasters are
young to middle-aged
professionals from a va-
riety of backgrounds and
countries. Everyone is wel-
come and the fee structure
is modest. Visitors can see
what the meetings are
about as “guests” by con-
tacting the club at info@
toastmasters.gr.

Meetings are held on

the second and fourth
Wednesday of each month,
start at 18:45 and last for
about 90 minutes. In addi-
tion to improving public
speaking skills, members
are able to meet new ac-
quaintances in Athens.

For more info: www.toastmasters.
g, info@toastmasters.gr

Partners

SUBSCRIBE

To subscribe to Business Partners, send
an e-mail to info@amcham.gr,

call the Chamber at 210-699-3559, or
fax the Chamber at 210-698-5687-7.




AV/

For business thinking
that stands out from the crowd.

Pay just€1.09 a day for the IHT and
Kathimerini English Edition, and get award-
winning culture and lifestyle newspaper
Athens Plus free every Friday.

Call 210 480 8222 today.
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International Herald Cribune

THE GLOBAL EDITION OF THE NEW YORK TIMES




e AAUICATION THESS ADVTRTERNG.

1
365 days a year
we make sure

that our seas remain
blue.

fi‘ 1962 - 2007
25
_... years
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*HELMEPA-
HELLENIC MARINE ENVIRONMENT PROTECTION ASSOCIATION

www.helmepa.gr



