TMHMA AIOIKHXHX EIIIXEIPHYEQN

HAEKTPONIKO EMIIOPIO &
01. Avdntuén &
YXEAIAXMOX ENIXEIPHMATIKHY E&€Awgn Aaductoov
YXTPATHI'IKHX

Apaywtn¢ EvOvuiog

Néo¢ Emiotnuovag, Aib&okwv MapkeTIvyk



To NAEKTPOVIKO HAPKETIVYK Kdl N XpNoNn ToU dmO TIC
OUYXPOVEC ETIXEIPNOEIC

¢ HAextpovikn Enyeipnon (e-business)

& H ovvexng Bshmronomcm TWV SPACTNPLOTITWV ULAG ETLXEPTNONG HECW
™G Pn@Lakng texvoroyiag

& HAextpoviko Eumoplo (e-commerce)

& Eotidletal 0TI SLadIKTUAKEG CUVOAAAYEG

¢ HAektpoviko Mdpketivyk (e-marketing)

& To HAPKETIVYK TOV XPNOLUOTOLEL TNV Tsxvo?\oywc (StadikTvo),
owEocvovrocg ™V omoSorucornToc KoL usrauop(poovovrag TIG OTPATNYIKEG
ULAPKETIVYK YLt VO STIULOVPYT)OEL ETLYXELPT|LATIKA LOVTEAN ToY aQUEAVOLV
™V aéla ylo ToV TEAATT KAL/1) TNV KEpdo@opla yia TNV enyeipnon




HAsxtpoviko Epunopilo

& Ieptdapfdavel cuVOAAAYEG KOl TWANCELS LE NAEKTPOVIKO
TpoOmo (on-line)

® XKomoc 1 Snuovpyia a&lag o’ TIG NAEKTPOVIKEG CUVOAAAYEC

¢ IepdapBavel Tic eikovikeg ayopég (virtual markets and
storefronts)

& leplappavel véoug eVELAPEGOVS 0TO SIKTUO SLAVOUTG




HAekTpOviKO
Enuyelpetv
(MapkeTIVYK):
Yupupaiel otnv
avantuén
SLETLYELPNOLAK WV
SIKTVWV

AvanTuén SLadpACTIKWVY, ELKOVIKMOV
EMLYELPTULATIKWV SIKTUWV

ANnAeniSpaon petadd cvvepyaloueEvwy
EMLYELPTOEWYV TEPA ATO YEWYPAPIKA KAl
eBviKa ovvopa

[Ipoo€yylon akoun kKot ToAD UIKPwWV
TUNUATWV ayopds SteBvwg (micro,
niche, personalized marketing).

AVAnTUEN VEWV OXNUATWY CLUVOAAXY WV
TEPAV TWV TAPASOCLAKWY CXNUATWV

B2C, B2B, C2C, C2B, social media
marketing.

[Tapaywyn avwtepng aflag yia Toug
OUVOAAACOOEVOUG, VLA TIG
oLVEPYALOUEVEG ETLXELPNOELS, 00O Kol
YLt TOUG AyOPAOTES, LOLWTES KAl
ETMLYELPTOELG.



Communications Networks, P. Baran, RAND, ARPA,
ARPANET, Packet Switching (1962)

Centralized Distributed (foundation of the WWW)
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Aldyvon tov Tvtepvet

Worldwide Internet users

World population[5]

2005

2010

2017a

6.5 billion

6.9 billion

7.4 billion

Users worldwide

16%

30%

48%

Users in the developing world

8%

21%

41.30%

Users in the developed world

51%

67%

81%

Internet users by region

Africa

2005

2017a

2%

21.80%

Americas

36%

65.90%

Arab States

8%

43.70%

Asia and Pacific

9%

43.90%

Commonwealth of

Independent States

10%

67.70%

Europe

46%

79.60%

a Estimate.

Source: International Telecommunication Union.[7]




FIGURE 1.1 THE DIFFERENCE BETWEEN E-COMMERCE AND
E-BUSINESS

< >

E-commerce ¥
NSystems

B

TECHNOLOGY |
INFRASTRUCTURE

THE FIRM

SUPPLIERS

CUSTOMERS




HAektpovikn Entyetpnon

& Ilepldapfdvel OAeG TIG NAEKTPOVIKEG OPACTNPLOTNTEG TOVU SLEVEPYOVVTAL ATTO
Hia eTyelpnon, OTwG:

& 1 enxelpnuatkn yvwon (business intelligence — database marketing, data
mining, big data analysis)

& 1 Slolknon oxcoewv neAatwv (Customer Relationship Management)
& M Slolknon aAvaoidag tpoo@opds (Supply chain management)
& To nAekTpoviko gumoplo (e-commerce)

¢ Kat o oxedlaouog twv nopwv g enxeipnong (Enterprise Resource
Planning) — innovation management

& Ol 0poL: NAEKTPOVIKN ETLXELPNON KAl NAEKTPOVIKO EUTOPLO XPTOLUOTOLOVVTAL
EVOAAXKTIKA




E-COMMERCE AND INDUSTRY VALUE CHAINS

SUPPLIERS MANUFACTURERS DISTRIBUTORS RETAILERS CUSTOMERS

i & 24

Wooom Supply Chain Inventory Efficient
Management Management Customer Response
Systems Systems Systems

TRANSPORTERS
Transportation Management Systems ﬁ
Alternative Direct Channels
e.g., the Web

Anpovpyla ailac KoL NAEKTPOVIKO EUTOPLO



FIGURE 2.5 E-COMMERCE AND FIRM VALUE CHAINS

Administration
—uman Resources
nformation Systems
“rocurement
~inance/Accounting

SECONDARY ACTIVITIES

PRIMARY ACTIVITIES

inbound Operations Outbound Sales and After Sales
Logistics Logistics Marketing Service




FIGURE 2.6 INTERNET-ENABLED VALUE WEB

STRATEGIC ALLIANCE AND PARTNER FIRMS

Supply Chain «* < Customer Relationship
Management Systems: Management (CRM) Systems
Private Industrial Networks .

Net Marketplaces

nd partner firms, customers, and direct and indirect suppliers.




& Oplouog : E-commerce: «H dtadikaoia
ayopds Kol TWANONGS 1 avTaAAayn§ ayabwyv,
UTNPECLOV KL TAN|POPOPLWOV HLECW SIKTUWV
VTOAOYLOTWYV - Stadiktvouv» (Turban, 2004)

E-commerce

& Mo evpUTEPT EVVOLA TOV NAEKTPOVIKOU
europlov: H Stadiktvakn) mapovoia tng
EMLYELPTOTG TOV EVOWUATWVEL OAES TIG
TTUXEG NG (oTPaATNYLKY), SladIKAolEC,
0PYAVWOT, CUCTIHATA) KAl EKTEIVETAL
TéEPA amd Ta Opla NG (SLag g enyelpnong
(Dubosson, 2002).




&

&

E-commerce: MnyavieTikn Aour)
Etikolvwviag

[TepiExel TOAVTAOKOVG UNXOVICUOVUGS TPOYPAUUATIOUOU KAl
KATAAANAO AoyLlouiko mov enttpenel TNV HAektpovikn Avtailoy)
Aedopévwyv (EDI) kot tnv HAektpovikn Metagopd Xpnuatwv
(EFT) petald twv 6Vo pepwv (LETALY EMIXEIPNOEWY XAAA Kl
HETOED ETMLXELPTOEWV KAL KATAVOAWTWY) TOV EUTAEKOVTUL OT)
OLVOAAQYT).

AvTi 1 HopP1] CLUVOAAAYNG EKTEAEITAL ATOKAELOTIKA HECW
UTOAOYLOTWYV, TAPAKAUTTOVTIAG TOV avOPWTILVO TAPAYOVTA KAL
EACYLOTOTOLOVTHG TNV TLOAVOTNTA CPOAAUATOS KoL KAKOBOUANG
xpnong Sedopevmwy.

MnyoavioTikn Aoun Enikovwviag: cuyKeEVTPWTIONOG, OTEVA
KOVAALOL ETLIKOLVWVING, LOVOKATELOLVTIKN, Sounuévn - k&Betn,
ATPOO W), ETLONUN, KAKN.



Marketing definition

(American Marketing Association)

To papxeTivyk etvat n SpacTnpLOTNTH, TO GUVOAO
TwV 00UV Kol SLaSIKAGLOV, HEGW TNG
OUVEPYAOLAC LETALY TWV EVELAPEPOUEVDV
LEPWV LLE OKOTO TNV CLV-AVAKAALVPT EVKALPLWV,
™V pelwon ™G afefatdtntag Tov tepLaAiovTog,
™V dnuLovpyia, ETkovwvia Kol avTaAdoyn
TPOCPOPWV (AYabwV KoL VTNPECLWV) TOV EXOVV
aila Yl TOUC TEAATEC, TOVC AXYOPACTEC, TOVUG
OUVEPYATEC KAL TNV KOLVWVIX.



HAsktpoviko MapkeTIvyk

dedopéva kat ot epapuoyes s IT avaBaduilovv Tig 116n
VTAPXOVOES 11/ KL SNULOVPYOUV PL{OCTIAOTIKES VEEG OPYAVWOLAKES
AelToupyleg kat Sladikaoies, wote va yivouv ouv-dnuiovpyol 6Ax
TO EUTAEKOUEVA UEPT), VA VTTAPXEL CLV- EMLKOLVWVIA KL Tapadoon
a&lag 0TOUG TEAATEG, OUV-OLOIKNON OXECEWV TEAATWV KO GUV-
AVAKAALYN EVKALPLWV, PE TETOLO TPOTO WOTE VA WPEANDEL Q
OPYQVIGUOG, OL LETOXOL TOL KAl 1) KOWvwvic o€ peyaio Babuo.

To HAektpovikd MAPKETIVYK 0pOPA TO WS TO NAEKTPOVIKA )

Opi1op0G HAekTpOVIKOU MApPKETIVYK




Yrpatnywkn HAsektpovikov MapketTivyk

H otpatnyik) MAPKETLVYK TOU XPTCLLOTOLEL TNV TEYXVOAOYLX TANPOPOPLKTC

» H/Y (table, laptop, etc)

«» HAektpovikn AvtaAiayn Aedouévwy - EDI

+» Baoelg 6edopevwy (Data bases)

< EPOS (electronic point of sales systems)

» KadwdSiakn, Stadpaotikn tmAeopaon Cable TV, interactive TV

« Multimedia (ty CDs, Info-kiosks)

«» Awadiktvo (Internet marketing , Internet commerce )

< Kunmm mispwvia
& EUMOPLO KLVNTIG TNAEQWViaG m-commerce, applications (mobile apps)
¢ m-marketing (smart phones, tablets, 10s & Android)

+» Etapkd xat Kowvwvika Aiktva (Social Media)

«» Neuroscience-based research tools (eye-tracking, facial coding, etc.)




Eutropikn A&lotroinon Tou
IvTeEPVET

 Hardware (Modem, Hub, Switch, Router, Gateway, etc)
* Software

* Browsers

¢ Ilpotoxoria

*  AwowKTVOKO Software

* Aoc@dielo kot Networking

*  Ayopd mpooOTIKOV.




Eutropikn Aclotroinon Tou
IvTeEPVET

EpvaAcia Tou Ivrepver

E-mail
FTP — TTpwWTOKOAAO PETAPOPAG apXEiWV

WWW — guoTtnua d1a0UVOEDEPEVWV ETTOKOIVWVIWY
Social media, e.g. Personal Blogs, Corporate social media
Telnet (skype for business, zoom, M.Teams, etc.), Intranet databases.

Mobile technology (mobile apps)




Eutropikn Aclotroinon Tou
IvTeEPVET

EpvaAcia Tou lvrepver

WEB2.0:

* "Eva c0voAO avolyt@v, 01dpaoTIK®V Kol EAEYYOUEVOV atd TOV YPNOT
TNYOV UE OLOOTKTVOKES EQUPUOYES TTOVL OLELPVVOVV TNV EUTELPLQ, TN YVOGCN
KOL TNV 16YV GTNV ayopd OGOV TIG YPNCLOTOLOVV KOl TOV ETLYEIPT|GEDV
(Constantinides, 2008)

* 'Eva kotvaovikd 0iktvo mov vrapyel 6to otaoiktvo (Josua Porter, 2008)
I1.y. Social media, Personal Blogs, Corporate social media




Eutropikn A&lotroinon Tou
IvTEPVET

X0POKTNPIGTIKG 2VVOEGIUOTNTOC

o 2vuPatod ue Oia ta mepPariovia Aoyiouikov 1 eomAicuov o Hardware
(Interoperable)

* Agv anartel eLEVOLOT o€ E101KO EEOMAIGUO Y10 TIC GLVOAANYEG
* Eidoc Anudciov Ayabov.

* Agv ovvendyeton switching costs Yo TOUC GUVOAAUGGOUEVOUC.




Eutropikn A&lotroinon Tou
IvTEPVET

XopoktnploTikd EmkKowvoviag

* Audopaon (Interactivity)
* 'Eugpoaon oty npocomikn enwkovovia (Amoualikoroinon)

* AcOyypovn (N avToAloyn] ULNVOLAT®V OEV OTTOLTEL TALTOYPOVT] TOPOVGIN,)
* AwoAertovpyikn) (O10POPETIKEC CLOKEVEQ)




Eutropikn AcIoTroingn Tou IVTEPVET

Ye oyéon ue aalec nopoéc Hisktpovikov Europiov (ty. EDI, Intranet,kAm.)

* Aev anmaitel peydAeg eEE10IKEVUEVEC EMEVOVOELC.

* Anuovpyet network externalities (060 mep1oGOTEPOL UMAIVOVY GTO GUGTILO TOGO
AVEAVETOL 1) YPNCIUOTNTA TOV.

Kotd cuvénela... 0ev vapyel CUYKPITIKO TAEOVEKTNLO Atd TN XPNCTN TOV AOY® :
*  Eumodiwv 166600 1

* IIpoiung vioBénong e yxpnong tov .

AN\G umopet va onpiovpynOet amd TNV EQAPLOYN KOUVOTOUK®OV 10EDV KATE TNV
aélomoinon Tev epyareinv Tov Tvtepvet ek LEPOVG NG EMYEIPTONG EVaVTL
TOV VTOAOITTOV YPNGTOV.

=




Eutropikn Aclotroinon Tou IVTEPVET

Katd ouveTttela n agiotroinon Tou IVTEPVET TTPOKEINEVOU va dNUIOUPYAOEI

OTPATNYIKO TTAEOVEKTNUA ATTAITEI:

« [vwon Twv duvaToTATWY OAWV TWV EPYAAEIWY TOU

« [vwon Twv cUyXpPovwy TACEWYV KAl TTPOTIMACEWYV ayopdag

* [vwon Twv oUYXPOVWY TACoEWV Kal Oewpiwv Tou MKT




To AlaSiktvo WG epyaieio AvtaywvioTikov [TAgovekTHaTog

Epyaieio yiax ™ ovAdoyn
TANPOPOPLOV YLA TNV
ayopd

Epyaleio Stavoung (o€
TEPIMTWOT ACTLAVTOV
TPOIOVTOG, SnAadn
AoylopikoL
YPOAPLOTIKNG EPYATIAG)

AladpaoTikO epyaieio
ETKOLVWVLAG TOV
BEATLWVEL TIG OXETELS UE
TOUG TEAATES KL
Stakeholders

Epyaieio
NAEKTPOVIK®V
TAnpwnwv : E-banking,
Paypal, IRIS, Revolut,
K.AT.

Epyaleio eEvmmpétnong

(m.X., YLa TNV amavinon

0€ EPWTNHATA TEAATWY,
epyacieg poutivag)

IloAuxpnoTIKO EPYAAELO UAXPKETIVYK

Epyaleio tpowOnong
(websites, social media,
e-mail)

Epyaleio €épguvag
ayopag (r.x.,

TUNUATOTON O™ aYopds,
oKL VEWV TPoIlOVTWV)

Epyaleio npoocAPewv
TPOOWTLKOV

Epyaleio nwAnong
(OMTIKOYPAPLKES
TOPOVUCLACELG, AUECES
TWANOELG, vToPT Lol
TEAATEG)

Awxpecorafntig
ovvepyaoiag (m.x.,
HETAEY TWV TUNUATWV
‘Epevvag kat Avantuéng
600 OpYAVIoHWYV)




To Aladiktvo wg epyareio AvtaywvioTikov ITAcoveKTUATOG
Eniépaon otnv opyavwaotakn anddoon

* EREKTAOT 0€ VEEG AYOPES TOTIKA 1) TAYKOOULWG

* BeAtiwomn ™G anoTeAeouaTIKOTNTAG (A0 LELWOELS OTO KOGTOG GCUVOAAXYWV,
TWANCEWYV, SLPNLOTG, TPOWON oG, EEUTNPETNONG KAl atva(N T oG
TEAATWV)

* Evioxvon Twv S1a-0pyavwTIKWV OXECEWV

* EREKTOOTN ETLXELPNUATIKWV SIKTUWV

* BeAtiwon ™G SLAAEITOVPYIKIG ETLKOLVWVIOG

* Evowpatwon Aeltoupylwv HAPKETLVYK

* AlevkOALVOT TNG EQAPLOYNS TOV TPOCAVATOALTUOV LAPKETIVYK

¢ Xupplkvwon KavoAlwy Sloevoung

* Evéuvduwon kataokevaotwyv

* Avod0G VEWV ETAYYEAUATWV

*  Avaoxedlaopnog TG AelTovpylag HAPKETIVYK

* AlevkOAVVOT VEWV KUKAWV aVATTUENG TPOTOVTWY

* Mewwpévol kukAol {w1)G TPOIOVTWV



To StadilkTLO

WG UECO
OTPATNYLKNG

To Internet amoteAel TO HECO EEUTNPETNONG HULAG
OTPATNYLKNG
YUVEXNG KOXLVOTOMLO

EpyoaAeio yia S1a8IKTUAKES OXETELG
TEAXATWV.

[pnyyopn & dueon Siwayeipion oxéocewv
AAAnAoermidpaon
Towg TO O OCNUAVTIKO TAEOVEKTNUX

ZTPATNYIK XVAYKXLOTNTA (AVTAYWVLIOTIKO
LELOVEKTNUA VO UV TO EXEL M ETLXE(pNON)



Mo kaTtavaAwt)
24*77 online
Aev VTTAPYOLVY KOOTI AAAAYTG
Anulovpyel e€EwTEPIKOTNTES SIKTVOV
KaAUtepn epnelplo meAdtn

O@EAN KaL
lNa enyyeipnon th aTT]Y lK(’x

Agv amalTel HEYAAEG KEQAAXLOVYIKEG 7‘[}\80\) SKTT,] ua’t(x

eneVOVOELS

YymAotepa teplbwpla kEpSoug

OL ano@doelg BaoilovTal 0€ TOCOTIKA
dedopeva

[Tio ypnyopn kat apeomn otoxevon (STP)




8 Movadikd XopaKTNPLOTIKA
™G TEXVOAOYLaG TOV
NAEKTPOVIKOVU gumopiov

Evpeila kaAvym — epféreia

[MaykoouoTnTO- ,
Ecfwplaopa SLaKpaATIK®V
OVVOPWV

Alebvn mpotuna Internet
standards

[TAovtog TANnpoPOPMNONG

AXnAeridpaon-Suadpaon
(o meAdTnG yiveTal
oLVONULOVPYOG AELAG)

[TukvoTnTa TANPOPOPTONG
(awoBnkevon)

[Ipoocwmomoinon/Customiza
tion

Kowwvikd Sixktva
(KOWWVIKN TEYVOAOYIX)

m Ciufl UNIWUE FEAIUREDS UF E-LUNIMIERLE TECRANULUGY

E-COMMERCE TECHNOLOGY
DIMENSION

BUSINESS
SIGNIFICANCE

Ubiquity—Internet/Web technology is
available everywhere: at work, at home, and
elsewhere via mobile devices, anytime.

Global reach—The technology reaches across
national boundaries, around the earth.

Universal standards—There is one set of
technology standards, namely Internet
standards.

Richness—YVideo, audio, and text messages
are possible,

Interactivity—The technology works through
interaction with the user.

Information density—The technology
reduces information costs and raises quality.

Personalization/Customization—The
technology allows personalized messages to be
delivered to individuals as well as groups.

Social technology—User content generation
and social networks.

The marketplace is extended beyond traditional
boundaries and is removed from a temporal and
geographic location. “Marketspace” is created;
shopping can take place anywhere. Customer
convenience is enhanced, and shopping costs
are reduced.

Commerce is enabled-across cultural and
national boundaries seamlessly and without
modification. “Marketspace” includes
potentially billions of consumers and millions of
businesses worldwide.

There is a common, inexpensive, global
technology foundation for businesses to use.

Video, audio, and text marketing messages are
integrated into a single marketing message and
consuming experience.

Consumers are engaged in a dialog that
dynamically adjusts the experience to the
individual, and makes the consumer a co-
participant in the process of delivering goods to
the market.

Information processing, storage, and
communication costs drop dramatically, while
currency, accuracy, and timeliness improve
greatly. Information becomes plentiful, cheap,
and accurate.

Personalization of marketing messages and
customization of products and services are
based on individual characteristics.

New Internet social and business models enable
user content creation and distribution, and
support social networks.




MAJOR TYPES OF E-COMMERCE

TYPE OF E-COMMERCE EXAMPLE

82C—Dbusiness-to-consumer Amazon is a general merchandiser that sells
- consumer products to retail consumers.

82Bﬁ*bitsin»éss-to-businESS | Go2Paper.com is an independent third-party
- \ . marketplace that serves the paper industry.

C2C—consumer-to-consumer - On a large number of Web auction sites such as
- | - eBay, and listing sites such as Craigslist,
consumers can auction or sell goods directly to
other consumers.

Social e-commerce _ - Facebook is both the leading social network
| ' and social e-commerce site.

M-commerce—mobile e-commerce - Mobile devices such as tablet computers and
- 7 ~ smartphones can be used to conduct
commercial transactions.

Local e-commerce Groupon offers subscribers daily deals from
- local businesses in the form of “Groupons,”
discount coupons that take effect once enough
subscribers have agreed to purchase.



Xpnon tov dtadiktuov (2019)

DIGITAL AROUND THE WORLD IN 2019

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND GLOBAL MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL UNIQUE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION MOBILE USERS USERS MEDIA USERS MEDIA USERS

7.676  5.112

3.484 3.256

BILLION BILLION BILLION BILLION BILLION
URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

56% 67% 57 % 45% 42 %

SOURCES: POPULANION: UNITED NATIONS; U.S. CENSUS BUREAU. MOBIE GSMA INTELLIGENCE INTERNET INTERNETWORLDSTATS, ITU, WO RLD BANK, CIA WO RLD FACTBOOK, EUROSTAT,

S U.5. CEN ° we
LOCAL GOVERNMENT BODIES AND REGUIATORY AUTHORITIES: MIDEASTMEDIA ORG. REPORTS IN REFUTABIE MEDIA_ SOCIAL MEDIA: MLATFORMS' SELF-SERVE ADVERTISING TOOLS; PRESS Hootsu.te' are,
RELEASES AND INVESTOR EARNINGS ANNOUNCEMENTS, ARAB SOCIAL MEDIA REPORT, TECHRASA; NIKI AGHAE. ROSERU. {ALL LATEST AVAILABLE DATA IN JANUARY 2019 SOC|°



Xpnon twv MKA

il OVERVIEW OF SOCIAL MEDIA USE

2025 HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE ~ YEAR-ON-YEAR CHANGE IN WEEKLY TIME SPENT USING AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES  SOCIAL MEDIA USER IDENTITIES ~ SOCIAL PLATFORMS (INC. VIDEO)  PLATFORMS USED EACH MONTH

5.66 +1.1% +4.8% 18H 36M 6.75

BILLION +62 MILLION +259 MILLION YOY: -0.2% (-0.02)

SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER

USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL
TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

68.7% 92.6% 93.8% 45.6% 54.4%
8=

N.: GWI (G2 2025). NOTE: AVERAGE NUMBER OF PLATEORMS It

are. . <O>Mel
celal eltwater

ON COMP’ARABILVWVY: S «



Xpnon MKA pe tapodo xpovou

el SOCIAL MEDIA USE OVER TIME (YOY)

2025 NUMEBER OF SOCIAL MEDIA USER IDENTITIES, AND ANMNUAL RATE OF CHANGE INOTE USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

5.66B
5418
4958
3
4558 4748
4148 g
3.66 B 3
3428 g
3128 3
2708 2
2978 §
g
' g
3
+-’-‘l 8%
OCT DCT OCT OCT
015 20]? 2018 2019‘ 2020 2021 2022 2023 2024 2025

SOURCES: KEFIDS AMALY MPANY ADVERTISING F ES AND ANNOUNCEMENTS; CNNIC; BETA RESEARCH CENTER: MEDIA DH; ARAB SOCIAL MEDIA REPORT: TECHRASA; CAFEBAZ AA
@ NO“ ; 3 g ey w Anwsom' . A : EMT U CI;}MPARABILIT\'\I ggglﬂl <OD> Meltwater



Most Used Social Platforms (2021)

Ul THE WORLD’S MOST-USED SOCIAL PLATFORMS

202] THE LATEST GLOBAL ACTIVE USER FIGURES (IN MILLIONS) FOR A SELECTION OF THE WORLD’S TOP SOCIAL MEDIA PLATFORMS*

FACEBOOK!

2,895
YOUTUBE?

2,291
WHATSAPP!*

2,000
INSTAGRAM:?

R N 393
1,300
2
R — 1,000
I— 00
— 59
I 566
I 550
I 538
kuaisHou' [N 506
pinteresT [ 454

wirter: [ 436

ceoor I 30

cuows' | 300

SOURCES: KEPIOS ANALYSIS (OCT 2021), BASED ON DATA PUBLISHED IN: (1) COMPANY STATEMENTS AND EARNINGS ANNOUNCEMENTS; (2) PLATFORMS' SELF-SERVICE AD TCOLS. we .
*NOTES: ‘USERS’ MAY NOT REPRESENT UNIQUE INDIVIDUALS. PLATFORMS IDENTIFIED BY (*) HAVE NOT PUBLISHED UPDATED USER NUMBERS IN THE PAST 12 MONTHS, SO FIGURES WILL BE LESS Clre. Hoots"llterm

RELIABLE. (**) FIGURE USES THE REPORTED DAILY ACTIVE USER FIGURE, SO MONTHLY ACTIVE USER FIGURE IS LIKELY HIGHER. SOC|GI

FB MESSENGER2*
WECHAT!
TIKTOK!
DOUYINT**

ele]

SINA WEIBQO'
TELEGRAM!

SNAPCHAT
DATA UPDATED TO:

17 OCTOBER 2021



Most Used Social Platforms (2025)

SOCIAL MEDIA AD AUDIENCES: TOTAL REPORTED

POTENTIAL ADVERTISING REACH REPORTED BY TOP SOCIAL PLATFORMS (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

YOUTUBE* 2538
FACEBOOK 2288
INSTAGRAM 1.74 B
TIKTOK 1.598
1.208
SOURCES: KEPIOS ANALYSIS OF DATA PUBLISHED IN PLATFORK TISNG £5 ADVISORY: REACH FIGURES MAY NOT REPRESENT UNIGUE INDIVIDUALS. NOTES: AD REACH DATA ARE N we
@ H  ESACH MAY HER COMPARABILITY: SOURCE DATA SUBECT TO ESOULAR REVISIONS, CHANIGES (N REFORTED REACH MAY NOT INDICATE A CHANGE I ACTVE PLATRORM USE. SEENOTES gc';giul <O) Meltwater



Evepyol Aoyaplacuol xpnotwyv

SOCIAL PLATFORMS: ACTIVE USER ACCOUNTS

BASED ON MONTHLY ACTIVE USERS, USER ACCOUNTS, OR UNIQUE VISITORS TO EACH PLATFORM, IN MILLIONS

FACEBOOK
YOUTUBE H 1,900
WHATSAPP - social 1,500
FB MES SENGER 1,300
WHXIN / WECHAT 1,083
NsTAGRAM [ 1,000
e 803
Gzone [— 53
pouyiN / TikTok [ 500
sina weiso [ 446
REDDT I 330
wirer I 326
oousan [N 320
unkeDiNC [ 303
sAapuTIERA" [N 300

.M

SKYPE® 300 . SOCIALNETWORK
SNAPCHAT" * 287
VIBER" 260 MESSENGER / VOIP

pinTeresT [N 250

LINE 194
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GLOBAL OVERVIEW

ACTIVE SOCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF POPULATION AGE 18+ (NOTE: USER IDS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

SOCIAL MEDIA USE vs. POPULATION AGE 18+
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N
N
o
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sl FAVOURITE SOCIAL MEDIA PLATFORMS o

2025 PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM
INOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THESE TABLES

GLOBAL OVERVIEW

FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST FEMALE INTERNET USERS FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST MALE INTERNET USERS

SOCIAL AGE AGE AGE AGE AGE SOCIAL AGE AGE AGE AGE AGE

PLATFORM 16-24 25-34 35-44 45-54 55-64 PLATFORM 16-24 25-34 35-44 45-54 55-64
WHATSAPP 13.5% 15.7% 16.9% 19.3% 21.0% WHATSAPP 14.9% 16.1% 17.4% 20.6% 21.2%
INSTAGRAM 24.0% 20.1% 15.4% 13.1% 11.6% INSTAGRAM 25.7% 19.9% : 12.3% 9.6% 7.1%
FACEBOOK 6.2% 10.5% 12.4% 14.0% 16.3% FACEBOOK 8.6% 12.5% 14.8% 15.9% 16.9%
WECHAT 8.7% 10.8% 14.1% 12.6% 11.4% WECHAT 8.8% 11.0% 14.4% 14.1% 15.4%
TIKTOK 17.6% 12.9% 8.7% 8.3% 5.9% TIKTOK 10.3% 7.9% 6.8% 6.4% 47%
DOUYIN 5.8% 7.9% 11.2% 77% 59% DOUYIN 6.4% 7.3% 9.3% 7.0% 7.1%
X 27% 2.1% 1.3% 1.5% 1.6% X 3.8% 4.2% 3.5% 3.4% 2.9%
TELEGRAM 2.2% 2.2% 2.2% 2.1% 2.3% TELEGRAM 3.5% 3.3% 27% 2.7% 2.4%
MESSENGER 1.4% 2.1% 2.3% 2.2% 2.4% MESSENGER 1.5% 1.7% 2.0% 2.2% 2.3%

LINE 0.5% 0.8% 1.2% 2.2% 2.9% LINE 07% 0.8% 1.1% 2.1% 2.5%



Tik tok users

Global monthly downloads of selected social apps
on the Android and Apple stores in 2020 (in millions)

I High Times for TikTok

M TikTok M Instagram Facebook over 1 Bi"ion:

80 ' TikTok’s Global Avg. MAU Base
70

60
50
40
30
20
10

0
Mar Apr

Excludes lite versions
Source: Airnow Data

@O statista %a




Reasons for Using Social Media

2%% MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY SOCIAL MEDIA USERS AGED 16+ USE SOCIAL MEDIA PLATFORMS

GLOBAL OVERVIEW

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 50.2%

FILLING SPARE TIME 39.7%

READING NEWS STORIES 35.4%

FINDING CONTENT (E.G. ARTICLES, VIDEOS) 30.3%

SEEING WHAT'S BEING TALKED ABOUT 28.9%

FINDING PRODUCTS TO PURCHASE 27.3%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 27.1%

WATCHING OR FOLLOWING SPORTS 23.5%

2.4
228%
7%
2.5%
75%

43

2%




Time spent on Social Media

Al SOCIAL MEDIA APPS: AVERAGE DAILY TIME PER USER

2 25 AVERAGE TIME PER DAY THAT ACTIVE USERS SPENT USING EACH PLATFORM'S ANDROID APP IN AUGUST 2025

NOTE: THE DATA : R v VALUES ARE NOT COMPARABLE WITH FREVIOUS RE GLOBAL OVERVIEW

TIKTOK TH 37M
YOUTUBE TH 25M

INSTAGRAM 1H 13M

FACEBOOK TH 07M

WHATSAPP 0H 59M

0H 53M

o4 30
S, oH 28M

o 190

| messencer  JLRETY

oH 17

oH 15

OH 10M

I 0h 06M  LINKEDIN

I 01 04M THREADS



JAN
JP0N GREECE —

THE ESSENTIAL HEADUNE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

113 16.29 8.13 6.00 5.20

MILLION MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:

79% 146% 73% 54% 47 %
GREECE

OVERVIEW OF THE ADOFTION AMD USE OF COMMECTED DEVICES AND SERVICES
NOTR ! ! " VER I .

TOTAL CELLULAR MOBILE
POPULATION CONMECTIONS

Greece:
-~ Electronic Users

MICIT DHRECTLY COMPARABLE W

INDIVIDUALS USING SOCIAL MEDIA

THE INTERMET USER IDENTITIES

9.93 13.7

MILLION MILLION
YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHAMNGE
Q 0
-0.7% -0.8%
-73 THOUSAND -116 THOUSAND
URBAMISATION TOTAL ws. FOPULATION

81.4% 138%

8.64 7.40

MILLION MILLION
YEAR-OMN-YEAR CHANGE YEAR-OMNYEAR CHANGE
-0.7% +1.1%
=65 THOUSAND +80 THOUSANMD
TOTAL vs. POPLILATION TOTAL vs. POPULATION
87.0% 74.5%

=

OREECE



Greece: Social Media Use

2%?5 OVERVIEW OF SOCIAL MEDIA USE +=—

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE [NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GREECE

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN WEEKLY TIME SPENT USING AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES  SOCIAL MEDIA USER IDENTITIES ~ SOCIAL PLATFORMS {INC. VIDEO)  PLATFORMS USED EACH MONTH

7.40 -0.4% +1.1% 16H 55M

MILLION -30 THOUSAND +80 THOUSAND YOY: -2.9% (-0.2)
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL

TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

74.5% 79.9% 85.7% 49.5% 50.5%



Greece: Mobile connectivity 2025

MOBILE CONNECTIVITY +=—

LISE OF MOBILE PHOMES ARND DEVICES THAT COMMECT TO CELLULAR NETWORKS

GREECE

MUMBER OF CELLULAR MUMBER OF CELLULAR MOBILE YEAR-OM-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONMECTIONS COMMECTIONS COMPARED IN THE MUMBER OF CELLULAR COMNMECTIONS THAT ARE
[EXCLUDING 1OT) WITH TOTAL POPULATION MOBILE COMMECTIONS BROADBAND (3G, 4G, 5G)

13.7 138% -0.8% 98.4%

MILLION -116 THOUSAND



XpPNo1M CUOKELWV

wotll DEVICE OWNERSHIP +=—

PERCEMTAGE OF IMTERMET LISERS AGED 14+ WHO OWN EACH KIND OF DEVICE
GREECE

MOBILE PHOME [ANY) 08.3%

SMARTPHOME 98.0%

LAPTOP OR DESKTOP COMPUTER 07.9%

SMART TV 60.9%

o7
SMART WRIST DEVICE [AMY) 35.2%

7%

| camesconsote I

_ 12.5% SMART HOME DEVICE

_ 9.3% TV STREAMING DEVICE

_ B.9% SMART WRISTBAND

I 5.0% reature PHONE

P 4% virTuAL REAITY DEViCE

P 3.4% e-reaner




Xpnon Meowv

MEDIA USE

THE PERCENTAGE OF INTERMET LISERS AGED 14+ WHO COMSUME EACH MEDIA TYPE EACH WEEK

HOTE;

]

MOT COMPARAELE v ' GREECE

PRESS [AMY) 04.5%
93.2%
OMLINE VIDED [ANY) 93.1%
91.7%
OMLINE VIDES: SHORT [E.G. TIKTOKS) 90.4%

™V [ANY) 88.2%
TV: LINEAR OR BROADCAST 754%

VIDED GAMES [ANY) 75.0%

OMLIME VIDED: LONG (E.G. VLOGS) 70.4%

RADIO: BROADCAST 70.2%

7%
612
T 0%
51.2%

195%

399




Xpovog ota Meoa

2%% WEEKLY TIME SPENT WITH MEDIA =

THE AVERAGE AMOUNT OF TIME [IM HOURS AND MIMUTES) THAT INTERMET USERS AGED 14+ SPEMD WITH EACH MEDIUM OR DEVICE EACH WEEE

s . MIST COMPARABLE W EHEECE

TV (TOTAL) 11:09

OMNLINE VIDES (TOTAL) 0%:0
07:54

VIDEO GAMES [TOTAL) 07:33

PRESS [TOTAL) 06:22

TV: LINEAR OR BROADCAST 06:02

OMLIMNE VIDEQ: SHORT (E.G. TIKTOKS) 05:49

TV: STREAMING 0507

05403
T 055
0450
0431

031

0302

0133

013




i

:.%% FINANCIAL INCLUSION FACTORS

PERCENTAGE OF THE TOTAL POPULATION AGED 15+ THAT OWRS OR USES EACH PRODUCT OR SERVICE
GREECE

ACCOUMT WITH & CREDIT CARD DEBIT CARD
FINAMCIAL IMSTITUTION CWHNERSHIP CWIERSHIP

80.8%

88.6% 23.2%
. o o o
FEMALE MALE FEMALE MALE FEMALE MALE
84.1% 93.3% 19.6% 26.7% 74.6% 87.3%
MADE A DIGITAL LSED A MOBILE PHOME GR THE INTERMET IUSED & MOBILE FHOME OR THE
PAYMEMT [PAST YEAR| TO BUY SOMETHIMG OMLIME [RAST YEAR) IMTERMET T PAY BILLS [PAST YEAR)

88.1% 61.3% 63.4%

O
FEMALE LE FEMALE MALE FEMALE AL
B5.7% 90.6% 55.9% 66.6% 56.7% 70.0%



ApaotnploTNTEG SLAKSIKTUAKWV
yOP WV
WEEKLY ONLINE SHOPPING ACTIVITIES . —

PERCEMTAGE OF IMTERMET USERS AGED 14+ WHO ENGAGE IM SELECTED ECOMMERCE ACTIVITIES EACH WEEK

GREECE

PURCHASE PRODUCTS ORDER GROCERIES BUY SECOMND-HAND USE OMLME PRICE USE BUY NOW,
OF SERVICES OMLME VIA COMLIME STORES ITEMS VIA OMLMNE STORES COMPARISOM SERVICES PAY LATER SERVICES

50.0% 24.6% 6.5% 324% 8.9%




Katnyopieg KatavalwTikwy

TPOLOVTWYV OE NAEKTPOVLKO EUTOPLO
ECOMMERCE: CONSUMER GOODS CATEGORIES . —

ESTIMATED AMMUAL SPEMD IN EACH COMNSUMER GOODS ECOMMERCE CATEGORY (B2C OMLY, U.5. DOLLARS, FULL-YEAR 2025

EEEEE

ELECTROMICS 43T M
BEAUTY & PERSOMAL CARE S421 M

- 5500 M PHYSICAL MEDIA

- S45.6 M BEVERAGES
B s28.2m evewenr



AoOyol SLadIKTVaKWV oryopwV

:.%% ONLINE PURCHASE DRIVERS =

PERCENTAGE OF INTERMET UISERS AGED 14+ WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN ONLME PURCHASE
OREECE

FREE DELIVERY 59.7%

COUPONS AND DISCOUNTS 49 6%

CUSTOMER REVIEWS 39.9%

LOYALTY POINTS 39.8%

SIMPLE OMLIME CHECKOUT 35.9%

EASY RETURMS POLICY 30.8%

CASH ON DELIVERY

25.9%
MEXT-DAY DELIVERY 25.00%

12.0%

1.8%

6

12

1%

I 1% EXCLUSIVE CONTENT OR SERVICES

D 78%  INFLUENCER RECOMMENDATIONS




Eidn navtonwAeiov

fCT ONLINE GROCERY SHOPPING OVERVIEW +=—

5 HEADLIMES FOR THE ADQPTION AMD USE OF OMUME GROCERY ORDERIMG AMD DELIVERY SERVICES
CREECE

MUMBER CF PECQPLE YEAR-OMN-YEAR CHANGE ESTIMATED TOTAL ANRMUAL YEAR-OMN-YEAR CHAMNGE ESTIMATED AVERAGE ANMUAL
ORDERING GROCERIES I THE MUMBER OF PECPLE VALUE OF OMNLIME GROCERY [N MARKET VALUE: OMLIME SPEMD PER WISER: OMUMNE
WIA OMLIME PLATFORMS BUYING GROCERIES OMNLUIMNE ORDERS (USD, 2025 GROCERY ORDERS GROCERY ORDERS [USD, 2025)

220 +10.0% $314 +11.8% $122

MILLION +200 THOUSAND MILLION +$33.1 MILLION



Juv-6nuiovpyia Aélacg (Value co-creation) Héow TwV
KOWVWVIK®V SIKTUWV

H KYPIAPXIA THX YIIHPEXIAX.
AEIQMATA:

@
@
@

H Bdomn ¢ avtardlayng sival n vanpecia (sSunnpetnon)
0 TeEAATNG TAVTOTE ElVaL GLV-STULOVPYOG TNG aElag

OAOL o] OLKovouLKOL KOl KOLVWVLIKOL Tcocpayovrsg elval 07\0}{7\11 PWTEG TOPWV (0L napocyovreg
swou EVOWUATWUEVOL OE noM\anAa O(TESpLOpLO'TO( oucocmcrn LOTO KOl EVOWUATWVOLV
TOPOUG, AVAAOYX LE TIG AVAYKEG KL TIG SUVATOTNTEG TOUG).

H ofia kaBopiletal mdvta Hovadikd Kal QaLVOUEVOAOYIKA Ao Evayv SLKALOU)XO.

Ta aneploploTA OIKOCLOTUATA Elval SUVAULKA, ETOUEVWGS OL ATOYELS TWV TAPAYOVTWV YLo
™mv agla avtikatontpilovTal otov 0po «asia 0To TAAGLO».

O SUVAULOUOG TWV OLKOCUOTNUATWY dNuLovpyet affefatdtnTa.
‘Eva té€tolo olkoovotnpa eivat 1o tepBAAAoV TV HECWV KOWVWVIKNG SIKTUWOT|G.

OL xpNOTES TWV uscm)v KOLVWVIKIG 5LKTU(1)O'n§ UTOPOVV VO GUVOT) utoupyncouv agla podi pe
TOUgG Tcapayooyoug TWV [N SECUEVUEVWV TOPWV OTO TAALGLO TOU OLKOCUGTILATOG TWV
LECWV KOLVWVIKNG SIKTUWOTG.



Jvv-Snuiovpyia svkaipiwv (Opportunities co-
creation)

[Tapadooiakd, ol evkalpleG EVAL AVTAYWVIOTIKA ATEAEIG OTIG AYOPES.

& OLayopég etvat afefates  anpoffienteg (Alvarez kat Barney, 2007).

Ot SpwvTteg xpnopomoloVV amd kKowvoL dladlkaoies BEomiong Kol
VONLATOSOTNOTG YL VO AVATTUEOVV EVVOLEG A0 APYLKES LOEEG OE
TPOTACELS AElaG, VA AVTAT)GOVV TOAAATAOVG TOPOUG YL Vo EEAYAYOUV
KoL Vo Tpoodloploovv TNV aéla Kol va EXNPEACOVV TNV AVAUOPPWOT)
Twv ayopwv (Weick, 1979).

Ot Spwvteg epyalovtal CUAAOYIKAE Y Vo LELwooLVY TNV afefatdtnTa
ONUATOS0TWVTHS TPOCSOKIEG Al Y LEAAOVTIKEG AAANAETISPAOELS
(Whalen & Akaka, 2015).

OL xpnotes twv SM ocuvdnuiovpyolv evukalpleg padll pPe Touvg
napaywyoVs NP, oto mAaiclo Tov olkoocvotuatos twv SM.



Social Media ka1 Kouvorouia

Ta véa emyetpnuotikd poviéla 0oLy TIG ETLYEPNCELS VoL ONULOVPYOVV, VO
OVOTTUGGOLY KOl VO EVOOUOTOVOLV  TEYVOYVMOGIO. oTtnv  dladikoacio

KOWVOTOUIOG, GULUUETEYOVTIOC Kol o€ emtepikd owoocvotnuata (Ritala &
Hurmelinna-Laukkanen, 2013).

Ta Social Media kor n kowvotopion €lvor €vvolee GTEVE GULVOEOEUEVEC
(Brandtzaeg and Felstad, 2016).

Ta Social Media Ponbodv v emyeipnon o1 ovvepyocio. Kot TN
aAnAieniopacn pe 10 eEmtepkd toug mepidirov (Palacios-Marques et al.,

2015).

To Social Media ®g KaviAL TPOGOEPOVY VEES EVKUIPIES GTIC ETUIPEIES VA
KOLVOTOHOVY, YEYOVOS TOL MNTOPEL Vva oﬁmmoal ot Pertioon ™G

alomotiog, TG emrTvyiog Ko g asw@opiog Tovg (Mount & Martinez,
2014).

H ovv-onuovpyia aiac ovvemdystonr pwoe cLUPoTiK) oyéon  UetadL
ETALPEIOV KAl YPNOTOV, UEGHD TN TPOGUPLOYNG KOl GLUTOPOY®YNS oryoddv
Ko venpeciov (Mele & Gummesson, 2017



The Co-Creation Era: O KoatavolaTthg 60v-0quLovpyog
Néawv AyaOwyv kar vaypecioy

¢ Ta Social Media amotelovv onuepa poe Pactkny kwnplo ovvaun Avorytmg
Kawotopiag yo g emyeipnoeic (Du, Yalcinkaya & Bstieler, 2016), péca and pio
GEPA EVEPYELOV TOVL OVIIKOLV GTNV OUTpEAa NG avolytng Katvotopioc (Chesbrough,
2003) 6mwg o avorytdg ddroyoc, to Crowd-sourcing, 1 scrum technology kot n Guv-
onuwovpyia (Co-Creation).

& O 6pog Co-Creation apopd otV ONUIOLPYIN ETOIPIKNG GYEONC UETAED ETAIPEIDOV KO
KOTOVOAMTOV Y10 TNV AVTOALAYT] YVOCE®Y, OOTOVAOV Kol OPEADY Y10 TNV ONUovpyio,
LOVadIKNG a&lag otov TEANTN Kot OVTIILETOTICETAL ooV Vol UECO OMOTEAECUOUTIKNG
aclomoinone ¢ GLALOYIKNG vonuoouvng Ttov  kotovolot®v (Romero &
Constantinides, 2019).

¢ H «mpocomikn» cyéon mov avamTuGGETOL LETOED KATOVOAMTN Kol ETLYEIPNONG KoL 1)
ocvvepyoaoio LETOED TOLG odMyel otnv avénon ¢ aclog TS TeEAELTAlNG Kol ETGL
OLOLLOPPDVETOL O OPOG

& O mhatedpueg tov Social Media mpos@épovv ™ SLVATOTNTO GLVEPYOGING LE TOVG
KOTOVOAMTEC KO EVIGYDOVV TNV EUTIGTOGUVT Tovg (Mount & Martinez, 2014).



5G Diffusion by 2035

https://www.visualcapitalist.com/wp-content/uploads/2020/03/5g-infographic-full-
size.html
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Augmented Reality/Virtual Reality

Samsung to announce Augmented Reality glasses at Mobile
World Congress
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Featured in
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Total Retail Sales Worldwide, 2017-2023
trillions and % change

$29.763
$27.243 $28.472
$26.074 .
$23.956 $25.038
$22.974 .

2017 2018 2019 2020 2021
B Retail sales B % change

Note: excludes travel and event tickets, payments such as bill pay, taxes or
money transfers, food services and drinking place sales, gambling and other
vice good sales

Source: eMarketer, May 2019




Retail Ecommerce Sales in the US, 2017-2023
billions, % change and % of total retail sales

$969.70

$858.90

$759.42

$668.50

$586.92

$514.84
$449.88

13.4% [13.1% I 12.9%

2017 2018 2019 2020 2021 2022 2023

l Retail ecommerce sales
% change % of total retail sales

Note: includes products or services ordered using the internet, regardless of
the method of payment or fulfillment; excludes travel and event tickets,
eMarketer benchmarks its retail ecommerce sales figures against US
Department of Commerce data, for which the last full year measured was
2018

Source: eMarketer, May 2019




FIGURE 1.2 THE GROWTH OF B2C E-COMMERCE IN THE UNITED STATES
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[Teploplopol eEamAwons ecommerce

[IpoxkAnoeig Logistics & E@odiaotikng Alvoidag: H mapddoomn oto "teAevtaio piAl"
elval cLYVA akPLPBN KOL AVATOTEAECUATIKT], TPOKAAWVTAG KABVOTEPNOELS Kol
dvocapeokela TwV teEAatwV. To VPMNAOG KOGTOG KAl 0L TOAVTAOKOTNTES TOL oXETI(OVTOL
LLE TLG EMLOTPOPES KAL TNV AVTIOTPOPT) EQOSLACTIKI ETNPEALOVV OTLAVTIKA TV
KkepOoopla.

Avnovyieg yia TV ao@aAela SE60UEVWV, CUVOAAAYWV KL TNV EUTLOTOOVV TWV
TWANTWV.

Yrodouég kat Pneakd Xaopa: H kakrn cuvdeotdtnta 0to S1adikTuo Kot 1 EAAewm
Ao @UA®V, BoAlkwV peBoSwv TANpwUNS teplopifouvv TNV voBETNON OE
QVOTTUGOOEVEG TEPLOYEG.

YUYnAog Avtaywviopog kat Kootog: O €vtovog avTtaywviouog TS ayopds cuxva
odnyel og yaunAotepa teplBwpla kEPSOUGS Yl TOUG TWANTES. To LPMAG KOOGTOG TOU
SLASIKTLAKOU UAPKETIVYK KoL TNG ATOKTNONG TEAATWV KaBloTd SUOKOAN TNV
EMEKTAOT YL TIG ULKPOTEPEG ETLYELPNOELG.

PuOuiotikda kot Nopwka Epnddia: To Staocuvoplako NAEKTPOVIKO EUTOPLO AVTIUETWTICEL
TPOKANCELS A0 TOAVTAOKOUG TEAWVELNKOVG KAVOVIOLOUG, TOIKIAOUG (pOpOoA0YLKOVG
ovvTeAeoTEG (0mTwe PITA) kal EAAem TVTOTOMUEVWY SLEBVWV TAALTTWV.



H neplodoc avantuéng tou
NAEKTPOVIKOV EUTOPLOV

PERIODS IN THE DEVELOPMENT OF E-COMMERCE 1995-2015

FIGURE 1.5
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wLUTION OF E-COMMERCE

1995-2000
INVENTION

2001-2006
CONSOLIDATION

2007-PRESENT
RE-INVENTION

Technology driven

Revenue growth emphasis

Venture capital financing

Ungoverned
Entrepreneurial
Disintermediation

Perfect markets

Pure online strategies

First-mover advantages

Low-complexity retail
products

Business driven

Earnings and profits emphasis

Traditional financing

Stronger regulation and
governance

Large traditional firms

Strengthening intermediaries

Imperfect markets, brands, and
network effects

Mixed “bricks-and-clicks”
strategies

Strategic-follower strength;
complementary assets

High-complexity retail products
and services

Mobile technology enables
social, local, and mobile
commerce

Audience and social network

connections emphasis

Smaller VC investments; early
small-firm buyouts by large
online players

Extensive government
surveillance

Entrepreneurial social anc
local firms

Proliferation of small online

intermediaries renting

business processes of larger
firms

Continuation of online market
imperfections; commodity

competition in select markets

Return of pure online
strategies in hew markets;
extension of bricks-and-clicks
in traditional retail markets

First-mover advantages return
in new markets as traditior 3!
Web players catch up

Retail, services, and content

M-commerce

Google analytics (clicks and
hyperlinks evaluation)

crowd funding, consolidations,
Amazon

Security —privacy (?)

Airbnb, ebay, etsy, companies’
ocial media, Skroutz.gr

Application service provider
(ASP) is a business providing
computer-based services to
customers over a network, e.g.
airlines ticket systems

routz, Alibaba, AliExpress,
skyscanner

on-line Supermarkets
Amazon, Walmart, Airbnb,

ompanies apps, Utube, Itunes,
Netflix




TABLE 2.1 KEY ELEMENTS OF A BUSINESS MODEL

COMPONENTS

KEY QUESTIONS

Value proposition

Revenue model

Market opportunity

Competitive environment

Competitive advantage
Market strategy
Organizational development

Management team

Why should the customer buy from you?
How will you earn money?

What marketspace do you intend to serve, and what is its
size?

Who else occupies your intended marketspace?

What special advantages does your firm bring to the
marketspace?

How do you plan to promote your products or services to
attract your target audience?

What types of organizational structures within the firm are
necessary to carry out the business plan?

What kinds of experiences and background are important for
the company’s leaders to have?
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