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GEORGE LEVENTIS
FOUNDER-CEO

George Leventis holds a PhD in Business Adminis-
trafion. He has a long term experience in manag-
ing large businesses from the highest ranks.

He has been a Franchise Development Consultant for many years.
He was the General Secretary of Information Technology Associaon
of Greece for 5 years.

Many of his articles about entrepreneurship have been
published in economic reviews and newspapers. Supporter of
the free economy, he and his partners have developed a new
Markeng model in retail sales, in which the development of a
new philosophy of stores: "Best For"

The secret in all this effort is that “THERE ARE NO
SECRETS". We apply the self-evident.
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BRIEF
INTRODUCTION
OF “BEST FOR...”

BEST FOR is a European company who is

developing with the Franchise method. Our philoso-

phy is to create high Design retail stores with our Life Philosophy
own private label on our products and affordable
prices. The current global economic recession/de-
pression has created new data in retail sales. The
model that dominates the world at this present time
is branded expensive products, or very cheaplow
quality knockoffs/ replicas.

Between those two extreme trends, a new approach
that combines quality, smart design, and affordable
pricing is the combination that creates an absolute
competitive value for the consumer. The businesses
that meet the above philosophy enjoy a large increase
in sales volume worldwide, achieving high profitability

rates, resulfing in a quigk depreciafion of gheir initial
investm@nty [}
L e l/ 09,&" |/00 o0




BRIEF
INTRODUCTION
OF “BEST FOR...”






Human
Resources

Design
Depariment

Market
Research &
Advertisement

COMPANY
SET-UP




Product
Philosophy

Selecting of high design innova-
tive products and selling at low
price.

Wide range of products, so that
they meet a wide range of
needs.

Continuous renewals of our
product variety with newer high
quality products, so that all the
current designing trends are
followed.

Target group: All ages and
Incomes.

Pricing
Philosophy

Affordable Luxury: Offering low
priced products,

compared to their value that
are addressed to almost all
different incomes in our society.

Weekly offers for certain prod-
uct codes (in-store promotions).









OUR
PRODUCTS
SOMETHING FOR

EVERY OCCASION

choose
proucts
for our

stores. we
always

nw'

!‘ a ' e > ! O u At BEST FOR we renew our stores, providing 200
I “ m I n d new products every month, which include
® women accessories, party items, home deco

items, kids toys, gadgets, amazing gifts and items
with innovative design. All these at impressive

costs, because we want you to feel rich when
you leave our stores.
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pr
duets

Toys and acces-
sories for the
kids, intelligent
products that will
stimulate a kid's
fantasy.



20,04%

Cosmetics and
accessories for
makeup and
body care.
Gifts and many
more for a
woman's every-
day care.




Everyday products
a man will need
during the day.

4,28% ¢




BEST
el

..accessories

For woman and
man, smart prod-
ucts for their ev-
eryday needs.

8,02%




Useful home prod-
ucts. For decorat-
ing purposes but
for the kitchen as
well. Products
that stand out for
their design.

17,58%



= 4,29%

Stationery,
Notebooks and
many more
special prod-
ucts for the
office.



Smartphone and
computer acces-
sories. Always
focusing on funco-
nality and design.

BEST
FOR

...digital



Snacks and re-

freshments that

® ¢ everyone seeks,

while taking a

B P break from long
walks in the

e « market.
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Premium
2 Quality
BN BICYCLES

Always looking for
the beauty and
their usefulness,
we have many
products for pets,
travelling, bikes,
running and lots of
other activities.

7.24%



Se,.d_so_nwcqtl' pro_duc’rs de-
pending on Th"e me of




BEST FOR
STORES

Al our stores we attract customers
through the quality, eccentricity
and price of our products that are
constantly renewed to achieve
repeated customer traffic.

They are shops where you can find
trendy products with a small
budget in a very pleasant environ-
ment. Products that are funny,
tfrendy but useful as well.

That's why we created a modern,
fresh and joyful store environment.



SHOPS’
SPECIFICATIONS

STORE

SIZE SPACE

SELECATION
he locabbrICA e CRITRIA
High-street, shoppir

SHOPPING
STREETS

Shopping street & Pedestrianized MA' | S
STFEELS, at great CrosSIng POINTSE;
ermalls [0} o)

are the ideal Location ok thlS ed on the

I F ‘ 4 T ¢ [ ¢ T A C 3
Kind of shops. ollowing features: =
Y. dCCESS ble POINT Size of
mallfanartraffic /  Strongl brand

names /. Dynamic middlesin=come
dnd UPpPEr=INCOmME DUYEr.
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