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On the 1st of December 2022, CEO Clubs Greece inaugurated a 
new line of events under the broader title “Reflections – Over 
a Glass of Wine”. Enhanced through wine and food tasting, 
these gatherings have been envisioned as mini symposiums 
that invite participants to reflect on topics of interest and ask 
those difficult questions that will allow each of us to find 
profound meaning in life and business. 
 

This new initiative started with a bang, welcoming as our first 
speaker Peter Economides: the renowned global brand 
strategist and founder of Felix BNI, also known for his 
authentic, vibrant, and creative personality. Inspired by 

Aristotelis and our ancient Greek heritage, Economides focused on Ethos as the cornerstone 
of a company's – as well as an individual's – brand. 
 

In a complex era during which changes unfold at 
unprecedented pace, disruption has turned into eruption (i.e. 
explosion of simultaneous innovations and revolutions), and 
interconnectivity has expanded globally, companies turn 
towards solid, enduring concepts to make sense of the chaos, 
connect with their clients, and secure their longevity. For the 
first time, organizations build their business model around 
their purpose rather than their products, since history has 
shown that no matter how successful a product may be, it is 
the purpose, the "why" – the Ethos, if you will – that becomes 

the decisive catalyst of success, building authentic human connections and emphasizing the 
importance of each human being. After all, there are no more mass target markets; there are 
only individuals (in massive numbers) who, with their reactions and the stories they tell about 
a company's behavior, management, services, or products, define corporate identities in a 
much more profound way than millions of marketing dollars could ever manage to do. 



 
 
Ethos, though, does not stand on its own. It also connects with Logos, Pathos, and Kairos. 
The combination of these four factors creates the holistic, complete, and healthy base on 
which a company can thrive. More analytically: 
 
Ethos is the backbone of a company's purpose, beliefs, values, and character. The long-term 
essence permeating the term is translated into the consistency every organization needs to 
survive. It reflects respect towards one's past and the enhancement of one's legacy. 
 
Logos is everything we do or don't do, we say or do not say. It helps an organization remain 
agile, ready to make the changes needed to adjust to new demands and circumstances. 
 
As such, regardless of its size, a company can afford to be agile and operate with a "start-up" 
mindset (i.e., with creativity and innovation) only when based on the consistency of Ethos. 
So, for example, Apple can shift from computers and laptops to iPods, iPhones, or, perhaps, 
entirely new lines of products in the future because they are all connected to the values 
inherent in the company’s "Think Different" culture. Or, Nike can move beyond the sports 
shoes and apparel business simply by building on its "Just Do It" philosophy. 
 



 
 
Pathos represents the emotional connection to a company's products, services, or actions: 
the human factor determining the stories that will ultimately define a company's brand. 
 
Finally, Kairos is the right timing: the relevance of a company's actions or products. 
 
In the modern complex world where marketing tends to acquire the unique qualities of jazz 
music – that is, it depends on an ongoing improvisation – Ethos ensures that a company's 
innovation and creativity will lead to meaningful, long-term results. 
 
 
 
 


