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To NAEKTPOVIKO HAPKETIVYK Kdl i XpAon ToOU ATt TIC
OUYXPOVEC ETIXEIPNTEIC
HAekTpovikh Emixeipnon (e-business)

5
- H ouvexnc PeAtioTomoinon Twyv 0pdoTNPIOTATWY HIAC
ETIXEIPNONG HEOW TNC YNPIAKAC TEXVOAoyidAg

HAekTpoviké Eumopio (e-commerce)

- To umooUvoAo Tou NAEKTpoVIKOU EUTTOPiOU TTOU
eoTidleTal oTIC ouvaAAayég

HAekTpovikd MdpkeTivyk (e-marketing)
- To UAPKETIVYK TTOU XpnoigoTrolEi Thv TeXVoAoyia,
av€davovTac €101 Thv ATodoTIKOTATA Kal
HETAHOPPUWVOVTACG TIC OTPATNYIKEG HAPKETIVYK Yid vd
dNUIOUPYNOE! ETTIXEIPNHATIKA HOVTEAA TToU auldvouv Thv
aia yia Tov TeAdTn Kai/A TRV Kepdoopia yia T
ETIXEIpNON
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HAekTpovikO Epmdpio

TTepuAaubdvel ouvaAAayéc kal TWAROEIC HE
nAeKkTpoviKO TpoTo (on-line)

Tn dnpioupyia agiag am’ Ti¢ NAeKTpOVIKEG
ouvaAAayeg

B Tic eikovikéc ayopéc (virtual markets and
storefronts)

Néoug evdiapéooug oTo dikTUO d1AVOUAG

Ap. Aéomoiva Kapayidvvn, 2023 3




HAekTpovikd Emixeipeiv:
2 uppdAgr oTnv avdmTun SIETTIXEIPNOIAKWY
OIKTUWYV

Tnv avdmTuén 01adpacTIKWV, EIKOVIKWY
EMIXEIPNUATIKWY SIKTUWV (virtual, opportunity
hetworks)

Tnv aAAnAemtidpaon peTall ouvepyalopévwy
ETMIXEIPACEWY TTEPA ATTO YEWYPAPIKA Kal €OVIKA
ouvopd

Thv Ttpooéyyion akopn Kai ToAU HIKpWY THNHATWY
ayopdg 81eOvw¢ (micromarketing, niche marketing,
personalized marketing).
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HAekTpoviko Emixeipeiv (MdpkeTivyk péow IT:
2 UPPAAel oTnv avamTuln SIETTIXEIPNOIAKWY OIKTU

Tnv avdmTuén véwv axnpUAaTwy cuvaAAaywy mépav
Twv Ttapadooiakwy oxnHdTwy business-to-
consumer, business-to-business, auction
marketing, consumer-to-consumer marketing,
consumer-to-business marketing, social media
marketing.

Tnv Tapaywyh avwrepng aliac yia Touc
ouvaAAdooopEVOUC, TOOO Yid TIC ouvepyadlOHEVEC
ETIXEIPAOEIC, 000 KAl YyId TOUC AyopdoTEC, IOIWTEC
kai emxeiphoeic (win-win effects).
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Communications Networks, P. Baran, RAND,
ARPA, ARPANET, Packet Switching (1962)

| Distributed (foundation
Centralized of the WWW)

N
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The Internet history

+ 1962: ARPA (Advanced Research
Projects Agency).

- 1983: MILNET and ARPANET

- 1989: ARPANET was renamed into
the "Internet”

Xal—=
~
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Internet Users Per 100 Inhabitants
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Internet users per 100 inhabitants

Source: International Telecommunications Union.[314]
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Aidxuon Tou ‘TvrepveT

Worldwide Internet users

2005 2010]2017a
World population[5] 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

2005 2010(2017a
Africa 2% 10% 21.80%
Americas 36% 49% 65.90%
Arab States 8% 26% 43.70%
Asia and Pacific 9% 23% 43.90%
Commonwealth of
Independent States 10% 34% 67.70%
Europe 46% 67% 79.60%
a Estimate.

Source: International Telecommunication Union.[7]




THE DIFFERENCE BETWEEN E-COMMERCE AND
E-BUSINESS

TECHNOLOGY
INFRASTRUCTURE

THE FIRM

- SUPPLIERS CUSTOMERS
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HAekTpovikn ETixeipnon

TTepihappaver 0AeC TIC NAEKTPOVIKEC dpATTNPIOTNTEC TTOU
dievepyoUlvTal amod pia emixeipnon, 6TWG:

- n emxeipnuariki yvwaon (business intelligence -
database marketing, data mining, big data analysis)

- n dioiknon oxéocwv meAaTwyv (Customer Relationship
Management)

- n dioiknon aluagidag mpoapopdg (Supply chain
management)

- To nAekTpoviko eumopio (e-commerce)

- Kai 0 oxed1aopog Twy moOpwY ThG £TIXEIPNONG
(Enterprise Resource Planning) - innovation
management

O0pol: NAEKTPOVIKA £TTIXEipNON KAl NAEKTPOVIKO EUTIOPIO

xpnonuonmouvml EVAAAAKTIKA
= Ap. Aéomoiva Kapayiawvn, 202311




m E-COMMERCE AND INDUSTRY VALUE CHAINS

SUPPLIERS MANUFACTURERS DISTRIBUTORS RETAILERS

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

Transportation Management Systems

Alternative Direct Channels
e.g., the Web

Ap. Aéomoiva Kapayidvvn, 2023

CUSTOMERS

Wi,

12




FIGURE 2.5 E-COMMERCE AND FIRM VALUE CHAINS

Administration
=uman Resources
‘nformation Systems
“rocurement
Finance/Accounting

SECONDARY ACTIVITIES

PRIMARY ACTIVITIES

inbound Operations Outbound Sales and After Sales
Logistics Logistics Marketing Service
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FIGURE 2.6 INTERNET-ENABLED VALUE WEB

STRATEGIC ALLIANCE AND PARTNER FIRMS

DIRECT SUPPLIERS CUSTOMERS

Supply Chain <
Management Systems:
Private Industrial Networks

Net Marketplaces o

~ Customer Relationship
Management (CRM) Systems

INDIRECT SUPPLIERS (MRO}-Maintenance Repair Operations
B R O S Dy |

1ternet technology enables firms to create an enhanced value web in cooperation with their strategic alliance
nd partner firms, customers, and direct and indirect suppliers.



E-commerce

+ E-commerce: "the process of buying
and selling or exchanging goods,
services and information through

computer networks including the
Internet (Turban, 2004)

* A broader concept of e-commerce:
E-business which integrates all
aspects of the business (strategy,
processes, organization, systems) and
extends beyond the boundaries of

the business itself (Dubosson, 2002). i
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E-commerce/ Mechanistic
Communication Structures

+ It involves complex programming mechanisms and
appropriate software that enables Electronic Data
Interchange (EDI) & Electronic Money Transfer (EFT)
between the two parties (between businesses but also
between businesses and consumers) involved in the
transaction.

This particular form of transaction is performed solely by
means of computers, bypassing the human factor and
minimizing the likelihood of error and malicious use of data
(tee.gr).

Mechanistic Communication Structure: mediated, uni-
directional, structured, impersonal, formal, poor (opp.

Relational communication pattern, see along the following, p.
30).
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Marketing definition

(American Marketing Association)

To papKeTIVYK gival n dpaoTnpioTNTA, TO GUVOAO
Twv Beopwy Kai d1adikaoiwy, Héow TNG
ouvepyaoiac HeTall TwWv evOIAPEPOHEVWY EPWV
HE OKOTIO ThV OUV-avakdaAuyn eukaipiwy, Thv
ueiwon Tn¢ apepPpaidoTntag tou mepipaAAovrocg, Thv
dnuioupyia, emikolvwvia kdi avraAAayn
Tpoopopwy (ayabwyv Kai UTThPECIWY) TTOU £XOUV
alia yia Toug TeAATEC, TOUC ayopdoTEC, TOUC
oUVEPYATEC Kdl ThV Kolvwyvia o€ peydaio paduo.
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HAekTpoVIKO MAPKETIVYK

e Oplopoc HAekTpovikOU MAPKETIVYK

To HAekTpovikd MApKETIVYK adpopd To TTWCE Td NAEKTPOVIKA
ocdopéva kai o1 epappoyéc Tne IT avapaBuifouv Tic KON
uttdpxouoec R/Kkai dnpioupyoUv pi{oOTIAOTIKEC VEEC
opyavwaoiadkEC AsiToupyiec kal 01adIKACIEC, WOTE

va euvonOsei o didAoyo¢ (emikoivwyia) e 6Aa Ta
EUTTAEKOUEVA HEPN,

va euvonOei n ouv-avakdAuyn sukaipiwyv

va yivouv cuv-dnpioupyoi Tnv afiac

va yivel n tapddoon afiac oToug meAdTec,
non oxX£oewv TTeEAATWY Kdi,

£T010 TPOTIO WOTE Vd % ?pgs 0 0pYAVIo|O¢, o1 HETOXOif0

Kolvwviad o€ usvaAo




2. Tpatnyiki HAekTpovikoU MApKETIVYK
H oTtpatnyikh MApKETIVYK TTOU XPNOIHOTIOIEI TNV TEXVOAoyia
TTANPOYOPIKNG

- H/Y kai popnrolc H/Y

- EDI

- Bdosig¢ dedopévwy (Data bases)

- EPOS (electronic point of sales systems)

- KaAwdiakn, diadpacTikh ThAcopaon Cable TV, interactive
TV

- Multimedia
- CDs
+ Info-kiosks
- AiadikTuo
* Internet marketing
- Internet commerce
- KivnTh ThAspwvia
* gUTOpPIO KIVATAG ThAspwviag m-commerce, applications
(mobile apps)
- m-marketing (smart phones, tablets, iOs & Android)
Etaipika kai Koivwvikd Aiktua (Social Media)

Neuroscience-based research tools (eye-tracking, facial

| 19
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82  Epmopiki ASiotroinon Tou
d IvTepver

M Ivrepver

o Hardware (AiadikTuO)
o Software (cUVOAO ATTO TTPWTOKOAAQ ETTIKOIVWVIAG)

o Ayopd avlpwTtrwyv.

Ap. Aéomoiva 20
Kapayidvvn, 2023



Eutropikn AcioTroinon Tou
IvTEPVET

. EpvaAgia Tou IvTEPVET
°* E-mail
° FTP

°* WWW

® Social media, e.g. Personal Blogs, Corporate social
media

* Telnet (skype for business, zoom, M.Teams, etc.),
Intranet databases.

Mobile technology (mobile apps)

e o e

Ap. Aéomoiva 21
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Eutropikn AcioTroinon Tou

IvTEPVET
EpvaAegia Tou ‘lvTepver

@, WEB2.0

P2

A set of open, interactive and user-
controlled sources with online applications
that expand the experience, knowledge and
market power of those who use them and
businesses (Constantinides, 2008)

A social networking complex that takes
place on the web (Josua Porter, 2008)

Social media, e.g. Personal Blogs, Corporate social

Ap. Aéomoiva 22
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The Internet: A weapon for COMPETITIVE ADVANTAGE-
Multipurpose marketing tool:

An information tool for environmental scanning (gathering of
market intelligence)

An interactive communication tool which improves customer and
third parties relationships

A promotion tool (i.e., Through the WEB sites, or by sending direct
e-mail material to the customers)/ Instagram, Twitter, Facebook
A selling tool (audiovisional presentations, direct sales through the
WEB, sales leads)

A distribution tool (in case of immaterial product, i.e. Software or
graphic work)

A payment tool (electronic payments)/Paypal, Xoom, etc.

A market research tool (e.g., Market segmentation, new product
testing)

A cooperation facilitator (e.g., Between the R&D Departments of
two organizations)

A service tool (e.g., for answering customer queries, routine-
service jobs)

A recruiting tool (efficient personnel recruitment) (Blattberg 1991;
Blattberg and Deighton 1997; Sauer and Talarzyk 1989; Cronin
1994; Rogers 1991; karayanni 1996,1997; hofman and Novak 1995;

Young 1995). Ap. Aéomoiva Kapayidvvn, 2023



The Internet: A weapon for COMPETITIVE ADVANTAGE-
Effects on Organizational performance:

Expansion in new markets locally (Cronin 1994; Karayanni 1997).

Expansion in new markets globally (Cronin 1994; Karayanni
1997; Samli, Wills and Herbig 1997).

Efficiency improvement (coming from reductions in transaction,
selling, advertising, promotion, service and prospecting costs)
(Sheth and Sisodia 1994; Avlonitis and Karayanni 2000).

Enhancement of inter-organizational relationships (Grandinetti
1993 Gronroos 1994; Ambler 1995; Naude and Holland 1996;
Cunningham and Tynan 1993; Mandelli 1997; Stump and Sriram
1997; Karayanni 1997).

Expansion of business networks (e.g., opportunity networks,
virtual networks, co-marketing networks) (Naude and Holland
1996; Mandelli 1997; Achrol 1997; Cunningham and Tynan 1993).
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The Internet: A weapon for COMPETITIVE ADVANTAGE-
Effects on Organizational performance:

Enhancement of inter-functional communication (Hoffman and
Novak, 1995).

Integration of marketing functions (Hoffman and Novak 1996).

Facilitation of marketing orientation implementation (Hoffman
and Novak 1996, 1995; Avlonitis and Karayanni 2000).
Shrinkage of distribution channels (Sauer, Young and Talarzyk
1989; Quelch and Klein 1996; Karayanni 1997)

Empowerment of manufacturers (Naude and Holland 1996;
Wills and Herbig 1997).

Rise of new professions (Samli and Davis 1997)

Reengineering of the marketing function (Samli, Wills and
Herbig 1997, Sheth and Sisodia 1995; Naude and Holland
1996).

Facilitation of New Product Development Cycles (Cronin 1994;
Sheth and Sisodia 1995; Avlonitis and Karayanni 2000).
Shorter Product Life-Cycles (Cronin 1994; Avlonitis and
Karayanni 2000).

Ap. Aéomoiva Kapayidvvn, 2023
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The Internet: A weapon for COMPETITIVE ADVANTAGE-
Effects on Organizational performance:

 Virtuality of new marketing concepts (micro-segmentation, one-
to-one marketing, personalized marketing, telecommuting, mass
customization, database marketing, interactive marketing,
virtual retailing, co-operating marketing, narrowcasting
communication) (Sheth and Sisodia 1995; Webster 1997;
Glazer 1991; Cronin 1994; Wunderman 1993; Cross 1994;
Berthon 1996; Fiocca and Barbieri 1996; Foskett 1996; Peppers
and Rogers 1993; Blattberg and Deigthon 1992; McKim 1993;
Davids 1994).

* Egadlitarianism (level the ground between small and large
organizations) (Seth and Sisodia 1995, Quelsh and Klein 1996;
Karayanni 1996).
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The Internet: A weapon for COMPETITIVE ADVANTAGE-
Effects on Organizational performance:

« Empowerment of buyers (Seth and Sisodia 1995; Glazer 1991).

« Enhancement of knowledge (Glazer 1991; Cunningham and Tynan
1993:; Nonaka 1991; Vicari 1991; Rullani 1992).

« Formation of new advertisement and public relations standards
(Cronin 1994).

 Increase of value-added services (Benjamin and Wigand 1995).

* Devaluation of traditional-functioning organizations (Cronin
1994).

« Formation of virtual communities (Armstong and Hagel 1995).

« Formation of information networks (Cunningham and Tynan
1993; Naude and Hollandm 1996; Shashittal and Wilemon 1994).

« Formation of a new identical culture for the users- Netculture
(Thompson and Kaul 1997, Armstrong and Hagel 1995).

« Implementation of economies of scope (Rayport and Sviokla
1994. Glazer 1991).
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The Internet: An IT Strategic Intent

* The Internet : Enabler of Strategy

* Although that:
» Strategy of continuous innovation

* A tool for network relationships.

-*The most important advantage in interoperable networks (i.e., the
Internet) is their ability to enable firms to set-up and tear-down
relationships quickly.

-This may be the most important advantage because it will enable
firms to move towards the networked forms of industrial
organization, which has proven to be superior to pre-existing form
based on rigid hierarchies” (Roche 1995).
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The Internet: An IT Strategic Intent

* The Internet : Enabler of Strategy
* Although that:

-Apart from being a strategic weapon for organizations
with compatible corporate strategies and structures,
the Internet may be also regarded a "strategic
necessity” for all the modern organizations.

- Organizations which are not “connected” (laggards) will
be found in competitive disadvantage sooner or later.
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Collaborative Internet Marketing Strategy
- Relational Communication Structure

A Collaborative Internet communication strategy is
characterized by:

« One-fo-one, one-to-many communication tools (i.e., the e-
mail, the WWW (interactively), the Social Media and the
mailing lists).

« Informal (pre-defined and non-regulated) bi-directional,
personalized, frequent, controllable, direct, allowing
messages of un-structured and un-mediated content.

 All the above characteristics are facets of a Relational
Communication Structure (opp. Mechanistic, see p. 16).
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The Internet: An IT Strategic Intent:
Strategy + Structure +Strategic Advantage

* The Internet : Enabler of Strategy
* Although that:
It doesn't entail switching costs
Tt doesn't require large capital
Investments
* Tt creates network externalities,
though without this to be referred
only to the early mover advantage
(late movers are not in disadvantage in
the case of the Internet).
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.i:l:ll!u EIGHT UNIQUE FEATURES OF E-COMMERCE TECHNOLOGY

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 Internetasocial and busipess models enabl
ot PN ETTOIV KRN GYVA, 2(

support social networks.

Eupcia kaAuyn - sppéAcia

TTaykoopioTnTa-=cBwpiaopa
OIAKPATIKWY CUVOPWY

Aiebvi péTUTa Internet
standards

TTAoUToC TAnpopopnong
AAMnAeTtidpaon-0i1adpaocn
(o meAdTNC viveTal

ouvénpioupyoc aiag)

TTukvéTnTa TANPOYOPNONG
(amoBOnkeuaon)

TTpoowTomoinon/Customiza
tion

Koivwvika dikTua (KoIVWVIKA
TexVvoAoyia)
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TABLE 1.3 MAJOR TYPES OF E-COMMERCE

"YPE OF E-COMMERCE

EXAMPLE

82C—business-to-consumer
B2 Bf—%bUSin»é'ss-to-’business

C2C—consumer-to-consumer

Social e-commerce

M-commerce—mobile e-commerce

Local e-commerce

Amazon is a general merchandiser that sells
consumer products to retail consumers.

Go2Paper.com is an independent third-party
marketplace that serves the paper industry.

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.

Facebook is both the leading social network
and social e-commerce site.

Mobile devices such as tablet computers and
smartphones can be used to conduct
commercial transactions.

Groupon offers subscribers daily deals from
local businesses in the form of “Groupons,”

Ap. AtomovalKeeindvwoupea3 that take effect once efdugh

subscribers have agreed to purchase.



[ Clip slide
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

AR
Y

7.676 5.112 4388 3.484 3.256

BILLION BILLION BILLION BILLION BILLION
URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:
56% 67 % 57 % 45% 42%

D ’ | | ? ‘3" Hootsuite ‘é%io
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Most Used Social Platforms

ocCT
2021

FACEBOOK!
YOUTUBE?
WHATSAPP'*
INSTAGRAM?
FB MESSENGER?*
WECHAT!
TIKTOK!
DOUYIN'™*
QQ!

SINA WEIBO'
TELEGRAM!
SNAPCHAT?
KUAISHOU!
PINTEREST!
TWITTER?
REDDIT'*

QUORA'™

SOURCES: KEPIOS ANALYSIS (OCT 2021), BASED ON DATA PUBLISHED IN: (1) COMPANY STATEMENTS AND EARNINGS ANNOUNCEMENTS; (2) PLATFORMS’ SELF-SERVICE AD TOOLS
*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
RELIABLE. (**) FIGURE USES THE REPORTED DAILY ACTIVE USER FIGURE, SO MONTHLY ACTIVE USER FIGURE IS LIKELY HIGHER. S

THE WORLD’S MOST-USED SOCIAL PLATFORMS

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

2,895
2,291

2,000
T — 1,39
1,300
N, 1,251
I — 1,000
— 00

I— s

I 560

I— 550

I, 538

I 506

I 454

I 436

I 430

I 300

DATA UPDATED TO:
17 OCTOBER 2021

we
are,
ocial

Hootsuite"
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SOCIAL PLATFORMS: ACTIVE USER ACCOUNTS

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

FACEBOOK
vouTtuet R R 1,900
WHATSAPP social 1,500
FB MES SENGER 1,300
WEXIN / WECHAT 1,083
INSTAGRAM | 1,000
QaQ 803
czonNE [ 531
pouviN/nkTox [ 500
sina weieo [N 446
REDDIT | 330
wirer [ 326
poueaN [N 320
unkeoin*t [ 303
sapuTieeA” [ 300

.M

SKYPE* 300 . SOCIALNETWORK
SNAPCHAT" * 287
VIBER® 260 MESSENGER / VOIP
PINTEREST [ 250
LINE 194
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Tik tok users

High Times for TikTok

Global monthly downloads of selected social apps

on the Android and Apple stores in 2020 (in millions)

M TikTok M Instagram M Facebook

Mar Apr May Jun Jul

Excludes lite versions
Source: Airnow Data

Over 1 Billion:
TikTok’s Global Avg. MAU Base

2015 20%% 207 2018 2019 2020F 202

Aug

©@®0O statista %a

Ap. Aéomoiva Kapayidvvn, 2023

37




Fevid Z xphon Social Media

US Gen Z Instagram, Snapchat, and TikTok Users,
2019-2025

millions

483 49.6 488 495

19.8
2019 2020 2021 2022 2023 2024 2025
M Instagram M Snapchat W TikTok

Note: individuals born between 1997-2012 who access their account via any device at least
once per month

Source: eMarketer, May 2021
265753

eMarketer | Insiderintelligence.com
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Reasons for Using Social Media

Ul REASONS FOR USING SOCIAL MEDIA

202] PERCENTAGE OF GLOBAL INTERNET USERS AGED 16 TO 64 WHO CITE EACH ACTIVITY AS A MAIN REASON™ FOR USING SOCIAL MEDIA
A THE SURVEY QUESTION THAT INFORMS THIS CHART HAS CHANGED, SO VALUES ARE NOT COMPARABLE WITH THOSE PUBLISHED IN PREVIOUS REPORTS

STAYING IN TOUCH WITH FRIENDS AND FAMILY 48.0%

FILLING UP SPARE TIME 36.4%

READING NEWS STORIES 35.0%

FINDING FUNNY OR ENTERTAINING CONTENT 31.1%

SEEING WHAT’S BEING TALKED ABOUT 29.3%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 271.7%

FINDING PROD URCHASE 26.2%

SHARING AND DISCUSSING OPINIONS WITH OTHERS 24.4%
MAKING NEW CONTACTS 23.8%
WATCHING LIVE STREAMS 23.7%
WORK-RELATED NETWORKING AND RESEARCH 22.9%
SEEING CONTENT FROM YOUR FAVOURITE BRANDS 22.7%
FINDING LIKE-MINDED COMMUNITIES AND INTEREST GROUPS AR

POSTING ABOUT YOUR LIFE 21.2%

WATCHING OR FOLLOWING SPORTS ARKS

FOLLOWING CELEBRITIES OR INFLUENCERS

21.0%

SOURCE: GWI (@2 2021). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR MORE DETAILS we .
*NOTE: VALUES ONLY REPRESENT THE PERCENTAGE OF SURVEY RESPONDENTS WHO SAY EACH MOTIVATION IS ONE OF THE MAIN REASONS WHY THEY USE SOCIAL MEDIA, AND DO NOT are, Hootsu“eO
REPRESENT ALL PEOPLE WHO USE SOCIAL MEDIA FOR EACH STATED PURPOSE OR ACTIVITY. social
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Time spent on Social Media (UK)

Ap. Aéomoiva Kapayidvvn, 2023




Electronic Users (Greece)
=

THE ESSENTIAL HEADLINE 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

11.13 16.29 8.13 6.00 5.20

MILLION MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:
79% 146% 73% 54% 47 %

8 we
*| Hootsuite" are,
S social
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JAN

e SOCIAL MEDIA ADVERTISING AUDIENCES . —

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE® OF SELECTED SOCIAL MEDIA PLATFORMS

TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING
AUDIENCE ON FACEBOOK AUDIENCE ON INSTAGRAM AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT AUDIENCE ON LINKEDIN
(MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (REGISTERED MEMBERS)

5.50 3.10 485.5 495.0 1.50

MILLION MILLION THOUSAND THOUSAND MILLION
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
45% 55% 52% 48% 32% 68% 74% 24% 43% 57%

iTunes

— we
SOURCE ) / : *NOTE ‘ \\‘ M ‘\(x) . . are
° ADVISORY ™ A .| Hootsuite social

Ap. Aéomoiva Kapayidvvn, 2023



)

2uv-avakdAuyn eukaipiwv (Opportunities co-crea

Traditionally, opportunities are competitive imperfections in
markets.

- /é/\(%'%’rs are uncertain, or unpredictable (Alvarez and Barney,
5-D logic, ecosystems perspective:

- Co-creation of opportunity: an iterative process in which the joint
development and communication of value propositions, derivation and
determination of value and the (re)formation of markets, both
generate and shape market imperfections (Whalen & Akaka, 2015).

Actors jointly use processes of enactment and sense making to
develog concepts from initial ideas into value propositions, draw
on multiple resources to derive and determine value, and
influence reformation of markets (Weick, 1979).

Actors work collectively to reduce uncertain bY(signalin value
expectations of future interactions (Whalen & Akaka, 2015).

SM users co-create opportunities together with the NP
aroducers, in the context of the SM ecosystem.

Bloduss
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H KYPTAPXIA THZ YTTHPEZIAZ (Service-Dominant: S-D logic- Lusch and Vargo, 2014).

2uv-onuovpyia Aéiac (Value co-creation) uéow ra
KOIVWVIKWYVY OIKTUWV

AZI(QMATA:
«  H pdon tnc avraAAayng sivai n uttnpeoia (e§umnpétnon) (Service is the fundamental basis of
exchangers

O Ins/;dmg TavToTe eival ouv-dnpioupyog Tng agiag (The customer is always a co-creator of
value

All economic and social actors are resource integrators (actors are embedded within
multiple, unbounded ecosystems and integrate resources, according to their needs and
capabilities).

Value is always uniquely and phenomenologically determined by a beneficiary.

The unbounded ecosystems are dynamic, thus actors’ views on value are reflected by the
term 'value-in-context’.

The dynamism of ecosystems create uncertainty.
One such ecosystem is the Social Media environment.

SM users may co-create value together with the NP producers in the context of the SM
ecosystem.
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Social Media kou Kawvotouia

Ta véa emyetpnuatikd poviéla mBovV TIC EMLYEPNCELS VA, ONUIOVPYOU
VO, QVOTTTUCGOVV KOl VO EVGOUATOVOLY TEYVOYVMOGIN, GTNV O1001K0CT
KOLVOTOUIOG, GUUUETEYOVTOC Kl 6 eEMTEPIKA owoovotnuata (Ritala &
Hurmelinna-Laukkanen, 2013).

Ta Social Media kot 1 kouvotouion eivar €vvoleg OTEVAL GUVOEOEUEVEC
(Brandtzaeg and Folstad, 2016).

Ta Social Media PBonfovv v emyeipnon ot ocvvepyoacio kKot TN
aAnAieniopaon e 1o e€mtepikd toug mepiPdirov (Palacios-Marqués et
al., 2015).

Ta Social Media o¢ KavdA TPOGPEPOVY VEES EVKULPLES OTIS ETULPELES
VO, KOIWVOTOROUV, YEYOVOS TOV UTOPEL Vo, 0oy ceEl ot Pertiooon TS

aElomoTiog, TNG EMTLYIOS Kol TS aerpopiag Tovg (Mount & Martinez,
2014).

H ocvv-onuovpyio aélog ocvvemdyetar pio couPlotikn oyeon UETAED
ETALPELOV KOl YPNOTOV, UECH TNG TPOCGUPUOYNG KOl GUUTAPOYDYNG
ayobov ko vanpectov (Mele & Gummesson, 2017).
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The Co-Creation Era: O Katovolwtns cov-onuiovpyog
Néwv Ayabav kar vanpeciamv

* To Social Media amotelodv onpepa o Poocikn kwnmpo ddvaun Avouyt
Kowotopiag yia tig emyepnoeis (Du, Yalcinkaya & Bstieler, 2016), péoa omo u
CEPE  EVEPYELOV TOL  AVIKOLV GtV OUTPELD  TNG OVOLYTNG KOWVOTOMIOG
(Chesbrough, 2003) 6mwg o avoyytdg owdhoyoc, o mAnBomopiouoc (Crowd-
sourcing), m scrum technology kot 1 cvv- dnuiovpyia (Co-Creation).

* O 0pog Co-Creation agopd otnv Snmovpywc ETOUPIKNG oYEonG UETAED ETAPELDV
KOl KOTOVOA®TOV Y100 TV OVTOAAQYT YVOGEMY, SUTAVOV KoL OQEADY Yo TNV
onpovpyio povadikng agiag otov mEAATN KOl QVTIUETOTICETOL GOV €V HEGO
OMOTEAEGUOTIKNG 0OSIOTOINGNC TNG GLAAOYIKNG VONUOGUVIG TOV KATAVOAMTOV
(Romero & Constantinides, 2019).

* H «mpocomkn» oy£on mov avantOGoeTal LETOED KATAVOAMTY KOl EMLYEIPNONG
Ko 1 ovvepyaoio petad tovg odnyel otnv avénon ¢ aclog Tne TeAeLTAiog Kot
£T01 OLOLOPPDOVETOAL O OPOC

* O mhotpdppeg tov Social Media mpoc@épovv T dvvatdnTo GLVEPYNGING e

TOVG KATOVOAMTEG Kol gVIoYOOLV TNV eumictoovvn tovg (Mount & Martinez,
2014).
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5G Diffusion by 2035

OUTPUT AND EMPLOYMENT IN LEADING 5G COUNTRIES IN 2035

Based on estimated economic activity in the seven countries expected to be at the forefront of 5G development, representing 79 per cent of all investment

A IR 4

@ 5G-enabled employment (m) @ 5G-engabled gross output (Sbn) @ Share of value chain R&D and capex

25.5%

2.9%

I Sou!h Korea ]



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

v s | |

[ 2019 } [ 2020 | | 20 ] | 2022 | [ 2023 | [ 20m |

5G ROADMAP

Estimated trial and adoption of selected 5G use cases

@ Initial use/trials . Common use . Heavy use

2019 | ’ . 2020 | | 2021 2022 2023 ‘ 2024 | 2025 | ‘ | 2026

Energy/utility monitoring

Autonomous vehicles

Drones sisssssesssssssnnssasssassssssnnnns

Industrial automation

JACONTER
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Augmented
Reality/Virtual Reality

Samsung to announce Augmented Reality glasses at Mobile
World Congress

ADVERTISEMENT

[

Featured in
TechCrunch

Eliminate grammar
instantl d
whereveryou are errors instantly an
enhance your

with monitorless writing with

Nrarmarnanarh:
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Virtual Reality/Augmented Reality

* Virtual reality is able to transpose
the user. In other words, bring us
some place else. Through closed
visors or goggles, VR blocks out the
room and puts our presence
elsewhere.

I'm excited about Augmented Reality because unlike Virtual Reality
which closes the world out, AR allows individuals to be present in
the world but hopefully allows an improvement on what's happening
presently... That has resonance.” Tim Cook, CEO, Apple

htips.//www.cramer.com/insights/the-difference-between-ar-
and-vr/

No. Aéomoiva Kapavidvvn 2023
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Aiavikéc TwAnoeic TTaykoopi

Total Retail Sales Worldwide, 2017-2023
trillions and % change

$29.763
$28.472
$27.243

—— $25.038 $26.074
$22.974 .

2017 2018 2019 2020 2021 2022 2023
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
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See

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% M 13.1% I12.9%

2017 2018 2019 2020 2021 2022 2023

B Retail ecommerce sales
B % 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, Maj-Sof3£omoiva Kapayidvvn, 2023 52




THE GROWTH OF B2C E-COMMERCE IN THE UNITED STATES
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THE GROWTH OF B2B E-COMMERCE IN THE UNITED ’STATES}
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TABLE 1.4 LIMITATIONS ON THE GROWTH OF B2C E-COMMERCE

LIMITING FACTOR

COMMENT

=xpensive technology
Sophisticated skill set

Persistent cultural attraction of physical markets
2nd traditional shopping experiences

Sersistent global inequality limiting access to
s=lephones and personal computers

S=turation and ceiling effects

Using the Internet requires an investment of at
least $200 to $300 for a computer and a
connect charge ranging from about $10 to $50
a month depending on the speed of service.

The skills required to make effective use of the
Internet and e-commerce capabilities are far
more sophisticated than, say, for television or
newspapers.

For many, shopping is a cultural and social
event where people meet directly with
merchants and other consumers. This social
experience has not yet been fully duplicated in
digital form (although social shopping is a
major new development).

Much of the world’s population does not have
telephone service, PCs, or cell phones.

Ap. Aéomova Kgpgyenim BR28hternet population slowibas it

approaches the size of the total population.
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FORECAST: US M-Commerce Volume

MSmartphone sales (billions) ™ Tablet sales (billions) #Percentage of e-commerce sales

$324

$263
$205
$157
12% $97 3120
i l

2015 2016 2017 2018 2019E 2020E 2021t 2022e 2023E 2024t

BUSINESS
INSIDER

TELL

Source: Business Insider Intelligence estimates

, ] , Ap. Aéomoiva Kapayidvvn, 2023 57
Business Insider Intelligence



FIGURE 1.5 PERIODS IN THE DEVELOPMENT OF E-COMMERCE 1995-2015

(billlons)

Ul
(e}
(@)

400

300

200

100

Retail goods

Retail + Services

Retail + Services + Content  Total EC

Services

o i ! I i 1 i
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1995 1996 1997 1998 1999 2000 2041 2002 2003 2004 2005 2006 4007 2008 2009 2010 2011 2012 2013 2014 2015

Invention

The Crash
2000

Consolidation
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Re-invention: Social, Mobile, Local

Smartphone
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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

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

products

Mobile technology enables =

social, local, and mobile
cominerce

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 new markets;
extension of bricks-and-clicks
in traditional retail markets

First-mover advantages return

- in new markets as traditior 2!

Web players catch up
Retail, services, and content

M-commerce

Google analytics (clic
hyperlinks evaluation)

crowd funding, consolida
Amazon

Security -privacy (?)
Airbnb, ebay, etsy, companigs’
social media, Skroutz.gr

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

Skroutz, Alibaba, AliExpress,
skyscanner

on-line Supermarkets
Amazon, Walmart, Airbnb,

companies apps, Utube,
Itunes, Netflix 59



TABLE 2.1 KEY ELEMENTS OF A BUSINESS MODEL

COMPONENTS KEY QUESTIONS
Value proposition oon ~ Why should the customer buy from you?
Revenuemodel ~ How will you earn money?
- Market opportunity " What marketspace do you intend to serve, and what is its
e size?
‘Competitive environment Who else occupies your intended marketspace?
Competitive advantage ~ What special advantages does your firm bring to the
L - marketspace?
Market strategy ' ~ How do you plan to promote your products or services to
G | | - attract your target audience?
Organizational development ~ What types of organizational structures within the firm are
g i . necessary to carry out the business plan?
Q Management team ¢ th’[slélgdf\»/ gf gperilggvces ackground are important g
| ‘ | | e company 's féaders 10 have

e
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FIGURE 1.6 SHARE OF RETAIL ONLINE SALES BY TYPE OF COMPANY

Catalog/Call Center
12.3%

Retail Chain

/ 35.8%

Consumer Brand
Manufacturer
11.3%

Web Only
40.6%
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TABLE 1.7 TOP 25 ONLINE RETAILERS RANKED BY ONLINE SALES

ONLINE RETAILER ONLINE SALES (2011) (IN BILLIONS)
Amazon $48.1
Staples $10.6
Apple $6.7
Walmart $4.9
Dell $4.6
Office Depot $4.1
Liberty Interactive $3.8
Sears $3.6
Netflix $3.2
CDW $3.0
Best Buy $3.0
OfficeMax $2.9
Newegg $2.7
Macy's $2.2
W.W. Grainger $2.2
Sony $2.0
Costco $1.9
L.L.Bean $1.7
Victoria's Secret Direct $1.6
JCPenney $1.6
HP Home and Home Office + 316
Gap $1.6
Target $1.5
Williams Sonoma Inc. $1.4
Systemax $1.4
: 3 62

SOURCES: Based on data from Internet Retailer, 2012b; company reports on Form 10-K filed with the Securities and
Exchange Commission.




Eutropikn AcioTroinon Tou
lvrepver

M XaPOKTNPIOTIKA ZUVOETINOTNTACS

2UuBaTto pe 6Aa Ta TrepIfaAAovta AoyICHIKOU N
e¢omrAiopou o€ Hardware (Interoperable) :

Aev atraitei erEvOuUoN o€ €101KO £EOTTAICHO
via Tig couvaAAayég (Non Specific Asset).

®* Eidog Anuoéoiou AyaBou (Quasi Public).

o Aegev ocuvetrrayetal switching costs yia Toug
OUVOAAOOOONEVOUG.

Ap. Aéomoiva 63
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Eutropikn AcioTroinon Tou
lvrepver

M XapakTnpioTikG EmTikoivwyviag

* Ai1ddpaon (Interactivity)

* 'Eypaon oTnV TTPOCWITIKA ETTIKOIVWVIiO
(demassification-atropadlikotroinon)

°* Aouyxpovn (asychronous)
@

Interoperable

Ap. Aéomoiva

64
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Eutropikn AcioTroinon Tou
lvrepver

2e oxéon ue AAAec pop@éc HAektpovikou Eutropiou (1rx. EDI,
Intranet,KA1T.)

o A&V atraITEl HEYAAEG £CEIOIKEUMNEVEG ETTEVOUOEIG.

Anpioupyei network externalities (600 TTepIcooOTEPOI

° pTraivouv oTo cUCGTNHA TOGO AUEAVETAI N XPNOINOTNTA
TOU YIO TO CUVOAO TWV XPNOTWV.

KaTtd CUVETTEIQ...

Ap. Aéomoiva 65
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Eutropikn AcioTroinon Tou
lvrepver

* 2e oxéon ue AAAec yopwéc HAekTpovikou Eutropiou (1. EDI,
£ Intranet,KATr.)

... OEV UTTAPXEI OUYKPITIKO TTAEOVEKTNHMO ATTO TN XPRiON TOU
Adyw :

, EMTTodiwyv g1006d0u 1
. Ipwipung uvioBéTnong Tng Xpnong Tou (early adoption).

AAAA ptTopEi va dnuioupynOei atrd tnv :

, E@apuoyn KAIVOTOMIKWY IBEWV KATA TNV agloTroinan Twv
EPYOAEIWV TOU IVTEPVET EK HEPOUG TNG ETTIXEIPNONG EVAVTI

WV UTTOAOITTWYV XPNOTWV.

Ap. Aéomoiva 66
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Eutropikn AcioTroinon Tou
lvrepver

Kara cuvértreia n aélomroinon Tou IVvTEPVET TTPOKEIUEVOU VA
£ ONUIOUPYNAOCElI OTPATNVIKO TTAEOVEKTNUO ATTAITEI:

@ I'vwon Twv SuvaTtoTATWY OAWYV TWV £pYaAEiwV
TOU ‘lvTepVeET

@ 'vwon Twy cuyxXpovwy TACEWV Kal TTPOTIMACEWY TNG
ayopdg

@ Nvwon Twv ocuyxpovwy TAoEWV Kal 0swpiwv
TOoU MApKETIVYK.

Ap. Aéomoiva 67
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HAEKTPONIKO EMTIOPIO,
2XEATAZMOZ ZTPATHITK(2N

TTapouaiaon diaAé€ewv 2023

2° MEPOX %
2.7pdTNYIKEC_ MAPKETIVYK

ANp. Aéomoiva Kapayidvvn, 2023 68
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M 21paTnyIKO NMAgovéEKTNHAO HEOW:

@ AU¢nong Tng amodoTIKOTNTAG (HEIWONG KOGTOUG
TTWANCEWYV KAl TTayiwVv £§60wWvV)

@ MeyaAutepn digiocduon oTnv ayopd (vEa THAMATA
TNG Ayopdgs, ATTOMOKPUOHEVEG AYOPEG, HIKPOI
TTEAATEG, KATT.)

@ Ikavotroinong véwv avaykwyv TTeAATWYV (TT.X.
AYOpPEG EKTOG WpPapiou, NEIWON
METAKIVAOEWYV, EKMETAAAEUOT XPOVOU, KATT.)

Ap. Aéomoiva 69
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21paTnyIKN MAPKETIVYK
A1aOIKTUOU

M I1patnyiko MAgovEKTNHA HEOoW:
@ AU¢nong epiBwpiou pIKTOU KEPSOUG avd TTPOIOV
@ AVTINETWTTION TOU AVTOYWVICHOU

@ Néeg SuvardTnTEC AVAAUGNC THS aYOpPaC HEOW :

® aglotroinong BAacewv dedOUEVWV TTEAATWYV
® oUYXPOVWYV NEBOOWYV avAAuoNnG TTWARCEWV
® ouyxpovwyv pedddwy épeuvag ayopdg

Ap. Aéomoiva 70
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@ZTDGTQVIKF'] MapKeTIVYK AladIKTU

M Ztpatnyikn TotroBéTnong
@ Hyeoia KéoToug
@ AilagpopoTtroinon

@ Eortiaon og TyRuarta tng ayopdag
(Microsegmentation)

Ap. Aéomoiva 71
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m HOW THE INTERNET INFLUENCES INDUSTRY STRUCTURE

PR Sl s Streaming video replaces DVDs
~ Threat of substitute Cloud music replaces downloads

products . Online reservation replaces agents

Rivairy among: éxistihg , Bargaining power
competitors . ofbuyers

- Bargaining powér of

suppliers

Supplier power decreased in Increases price competition  Increased power of retail customers
autos with online procurement Expands the market Decreased power of wholesale
systems buyers in hotel reservation

Supplier power increased in
airline-owned online systems

Barriers to entry |

i Reduced barriers to entry in music

: 3 : 72
Increased barriers to entry in online search

Ap. Aéomoiva Kapayidvvn, 2023




B ZTpatnyiki Mpoiévroc

Eidog lMNpoidvTwy (TutToTroINMEVA, XOMNARS
TTOAUTTAOKOTNTAG, OAAd Kal customized, virtual

products, 1r.X. Netflix, online streaming, cloud music
E)&Terzlég NMpooapuoyng MNMpoidévrog avaloya HE TIG

avaykeg Tou MNeAdTn

(Mass Product Customisation) : Auvarornra

OXEOIOOHOU Kal ava-oXeSI00MOU TOU TTPOIOVTOG Madi ME

ToV TreEAATN (1T.X. M€ Badon Ta comments).

Qg mpog tar EEmTEPLKAL Amd 10 614010 GYEOIAGLOV

YOPOKTNPLOTIKA, KOLL
(xpopa, peyedog, KA. ropoyoyfg (tailored)
“customised).

73
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"Epaocn otnv TAnpo@oépnon Kai
OAokAnpwpévn Emmikoivwvia
MdapkeTivyk (Integrated Marketing
Communication).

NMpoocapudéoiun avaloya HE TIG IDIAITEPES
AVAYKEG TOU KABEVOG TTEAATN SEXWPIOTA :
21pon amod tTnv Mass Communication otnv
One-to-one communication €TIKOIVWVIOKA

OTPATNYIKI).

MeyaAUTepn AeTTTONEPEIO OTNV TTANPOYPOPNON
(infomercials).

Ap. Aéomoiva Kapayidvvn, 2023



M2 TPATNYIKN ETTIKOIVWViAG - Promotion

‘Epgpaon otnv word-of-mouth, network gmmikoivwvia

(consumer-to-consumer), influential marketing, péow TWV
Koivwvikwyv AiIkTowyv (Social Media/Facebook, Instagram,
Tik-tok, Pinterest, Youtube, Twitter, etc.) ka1 Tng viral
mTAnpo@sépnong (marketing 360°)

O1 o16)01 TNG ZTp. ETTIKOIVWViag (OAOKANPpWHEVNG
Emikoivwviag MAPKETIVYK) TTPETTEI VA EVOWHATWOOUV £dw),

m.X. (oTéx0o1 AIDA).

TO EIAOXZ THZ ENMIXEIPHZHZ (1r.X. Av €ival B-to-B, B-to-C
Ytmrnpeoia, KAT.) EINAI KAOGOPIZTIKO TOY MNMOY MNMPENEI NA
AQOEI EM®AZH, 1600 wg Tpog TNV £miAoyn Twv SM, 600
Kal oTnV €AoY Twv inbound péowyv oTnv I0TOCEAIdO (TT.X.

—Email,-video, e-book, organic search,_webpage,_wh-l-to—

papers, blogs Webm%rskaonouva Kapayidvvn, 2023



21paTtnyIKN Emmkoivwviac-INpofBoAng

21patnyikn MapkeTivyK AladIKTUOU %\

arketers have been missing out on a key element of the buyer's

digital body language that could help them increase engagement
ith their content and identify their most sales-ready prospects. This
Issing link in the marketing value chain is content engagement - the
ability to track how your prospects engage with your content, what
assets they view and how much time they spend.

ANp. Aéomtoiva Kapayidavvn, 2023 76




DIGITAL BODY LANGUAGE

00

63% of survey participants indicate content
plays a significant or very significant role in
nurturing prospects through the path of

discovery, consideration and purchase. @

Digital Body Language Benchmark Study,
Demand Metric, June 2015.

Ap. Aéomoiva Kapayidvvn, 2023 77



Binging
\'binj\ing

verb. To engage in an unrestrained and often
excessive indulgence; to compulsively consume.

In the B2B context, we define content binging
as the act of consuming multiple pieces of

content - 2 or more - in a single session as a
prospect self-educates on a topic of interest.




2
CONTENT ENGAGEMENT

Knowing what happens after your prospects click can tell you a great‘
deal about their interests, intent and readiness to buy. And their

content consumption behavior is a key indicator of sales readiness.

Buyers who consume a lot of content - we call it binging-are2.4 !

times more likely to be sales-ready.

ANp. Aéomtoiva Kapayidavvn, 2023 79




In 2001, Thomas Davenport and John Beck coined the phrase Attention Economy to
describe the scarcity of attention. Fast forward to now and...

THE WORLD HAS BECOME A 10T NOSIER!
I

YoullD NETFLIX
Satlal Facebook 2002 1st ever
phones Lo 1st video tweet by 2007 8
2001 introduced 2003 uploaded to Twitter Netflix starts 200
Wikipedia in NOI"th LinkedIn YouTube co-creator streaming Spotify
launches America launches Jack on-demand launches
Dorsey
1st Angry
Pokemon Go Apple Facebook Google Ecommerce Snapchat Instagram Birds game
debuts Smartwatch buys Glass limited sales top launches launches
released \WhatsApp availability $1 trillion 200
2016 for $19 billion worldwide 2011 2010 2
e 2015 2013
V)

2 S




HAVE Y00 GOT A MUTE?
EVERY 6O SECONDS iN YOUR DiGiTAL LiFE..




(SR

You're not only competing for attention with other marketing messages.

JOURE COMPETING WiTH CAT ViDEOS, KiM AND KANYE....

289N

views earned by YouTube's
most popular cat, Maru®,

500,000

subscribers to Maru's

YouTube channel

/N

(Grumpy Cat only has 31.5M
YouTube views, which probably
makes her grumpier..)

6.6M

# of page views Kim
Kardashian's NSF\W cover for
Paper Magazine got in one day*
when she "broke the Internet.”

9000

# of downloads per
millisecond of Kim's $1.99
KIMOJI app when it was first
launched in 2015%.

25.20

Number of followers Kanye
West has on Twitter.

19,180,250

Views to date of Kanye's video
"Famous” on YouTube,

Gee... do you think any of this activity is
happening during the work day?
oo~
-
A4



ATTENTION COMES iN CONCENTRATED BURSIS...

On-demand access to content in our non-working lives (YouTube & Netflix,
we're looking at you) has changed how we research B2B purchases.

The min. number of content erefd of B2B buyers say

assets per persona that B2B - 10 ' \ﬂ ' hf.\ 3 they have less time

technology buyers ﬂ L ﬂ LI to view content*.
Average number of people involved

in an enterprise purchase process™.

consume before making a
° purchase decision®.

of B2B buyers rely increase in the of B2B buyers
'/ more on content to '/ number of touches recommend that
67 . research and make 52 o to close adeal in marketers package
purchasing 2015 versus 2014%. related content
decisions than they together to make it
did a year ago*.

easier to find".
83



GETTING A BUYER'S ATTENTION iS REALLY HARD.

Marketers need prospects to engage with their
vt content, but...

S Average click-through rate (CTR)
for display ads across all formats
& placements (USA)®.

Average click-through rate (CTR)
for promoted tweets on Twitter™.

of marketing executives say it's a
challenge to get (and hold) the
attention of target customers®.

IH E 3 AM [ 0 “] S[U H: On October 27. 1994, the web's first banner ad (for AT&T) went live on

hotwired.com. For over 4 months, 44% of those who saw it clicked on it*. In 2016,

iSN r'- wo RK"NG the novelty has definitely worn off: banner ad CTRs have decreased 99%""!



You go to IKEA for one thing and end up with a load of
boxes strapped to the roof of your car. Sound familiar?
IKEA stores are designed to keep you shopping longer
Here's what you can learn from IKEA about delivering

engaging content experiences that satisfy your buyer's
craving for more,

A FEW FUN FACTS...

— 219,000,000

—— e r ' 4

— )
= — Copies of the 2016 Customers visited |IKEA stores last year.
&& IKEA catalogue- that's
—_— 2X the number of
% Bibles printed.’

—

\__\—'\\ 5\7-
===

150,000,000

Number of meatballs
IKEA sells every year - not
bad for a furniture store!

FOLLOW THE PATH TO CONTENT MARKETING SUCCESS
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12,000

# of items in stock at IKEA - and
they do their best to make sure
you see and try every one,

In a regular store, you could just
run in, grab your tea lights and
bolt, but IKEA's fiendishly clever
and EFFEKTIV one-way store

layout is designed to get you to
spend more time (and money!)
than you intended. IKEA calls it
the "Long Natural Way."

Traditional “one-and-done”
marketing delivers just one
piece of content per
hard-won click, encouraging
buyers to bolt when you could
be keeping them engaged
longer by delivering more
related content while you
have their attention.




640,000 SQ, FEET

Size of the world's largest IKEA in
Seoul, South Korea.

A-maze-ing

It may seem disorienting, but Alan
Penn of the UCL Bartlett School
of Architecture found that
customer flow in IKEA stores is
extremely uniform and efficient *

Think about how you're organizing and
sequencing the flow of content you
deliver to your buyers: Is the content
experience aligned with their buying
Journey and does it encourage
engaged buyers to consume more
content here and now?

As you make your way through IKEA, you're
largely on your own, but IKEA handily
provides a pencil, paper and measuring
tape, and shows you the way with arrows on
the floor. Are you pointing your buyers in
the right direction and providing the tools
they need to self-educate?



4

IKEA sends company

.

77 cm = #$%?!

IKEA wasn't an instant hit with US
shoppers. Sizes were in metric and
the curtains didn't fit American
sized windows.”

“anthropologists” to visit
customers in their homes in
order to understand their
wants, needs and dreams

rinnet|_|:.ifeiys

KNOW YOUR CUSTOMER

Marketers get to know their buyers

through their data, but does your
reading of your buyers' digital body E=
language affect how you market to

N2

TAILOR YOUR OFFERINGS

Ap. Aéomoiva Kapayidvvn, 2023

logic to personalize the content

125mins 25mirs  §mim

them? Apply behavior-driven ,.,‘w’

experience.

What does personalization
really mean?

If you know Sally works in Finance, don't
send her a piece of content that's a
better fit for someone in Sales. If your
buyer is in the UK. take the time to localize
your content and swap those "zee's” for s's.



&

2,000

Number of new products IKEA releases per year.’

Repurpose, repurpose, repurpose

Ever wonder how some companies can regularly produce

mountains of fresh content? They've mastered the art of

repurposing. Think about how you can creatively
repurpose your content, turning it into an eBook series,
blog post, presentation, webinar, etc.

- Y 4

B o

OOO0OO0O0O«

TAP INTO YOUR TALENT

IKEA recruited staff to form the "Home
Tour Squad” which travels around the
country to help people with interior

f ) design. The show is created in-house
J “ |{ posted on YouTube and promoted via

9,400
£
18 MILLION

Vital statistics for the IKEA "Home Tour Squad”

Harness your
employees’ talents,
passions and subject
matter expertise by
encouraging them to

help you create
content for your blog,
videos, website etc.




Did you know content marketing
generates 3x as many leads as
traditional outbound marketing
and costs 62% less?*

experiences that encourage buyers to "build

v their own content adventure” based on what
is relevant to them - but with step-by-step
guidance to help them put everything
together.

I Design and deliver interactive content

ANp. Aéomtoiva Kapayidavvn, 2023




WWW Content engagement tools

Content Type Analysis

Content Asset
Type

B elog

Bl Case Study

. e-Book

. Infographic

. Presentation

Il Froduct Related

B Third Party

B video

B Webpage

. White Paper
and FAQ

» ~50% of content are: Videos,
Webpages, White Papers

ANp. Aéomtoiva Kapayidavvn, 2023 91



WWW Engagement
Analysis by Content Type




——— - —

Engagement Analysis by Content Type

st tweet B @-B -

» Aftenfion Earned by a prospect
v. Marketer's expectations

* Average engagement time with
e-Books is 2.5X longer than White
Papers
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Visitor Device Analysis

e 2016 has been a steady rise for
Mobile

* Tablet has always hovered at a
small share

Device
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Content engagement avd pyéoo ouvdeong -
Desktop/tablet/smartphone (mobile)

Visitor Device Analysis: Session Duration by Dey

Desktop
» Desktop sessions are 3X longer
;3';';; Smar’rphone To KIvNTO ThAEPWVOo BEV EUVOEI
mobile To content engagement:
AuTO Taipialel TteploodTEPO HE TO
desktop PC/laptop
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Engagement Analysis by Inbound Channel

(size based on number of sessions)

Average Session Duration
Factor Difference

0\0\ @(\\o\\ ’\ -\0 @(((}\ .
& eﬁ ° S
Np. Aaonouva Ka;QWn 2083 o 96



Aiktua Content Engagement. A6 moU épxovTal ol ETIOKETTEG?

Direct (Apeoo): O xphotng TAnkTpoAoyei Thv web URL d10Buvon kaTteuBceiav
oTov pUAAopeTpNTA 1oToaeAidwy (browser).

Organic Search (Opyavikii Avalntnon) : O xpAoTNg yaxvel £vav 6po Tou gival
OXETIKOC Pe Thv 10TooeAida TG emixeipnong o€ pia pnxavi avalAThong Kai
elpavileTal n 10To0eAida auTh oTa amoteAéopaTta avalAThong.

Social (Koivwvikd Aiktua): O xphoTnc pPyaivel oTnv 10ToogAida ThG TIXEIPNONG
Héoa amod Hia TAaTeoppa KoivwvikoU 8ikTOou (m.x. Twitter, Facebook, etc.).

Email: O xpnotng ktumder (click) mavw oe pia umepolvdean (hyperlink) otnv
10TO0EAIdA TNG ETTIXEIPNONC TTOU eP@aAvioTNKe 0To email Tou.

Referral (TTapamounn) : O xphotng ktumtder (click) mdvw oe pia uepalvdeon
(hyperlink) oTnv 10TogeAida TNG eMIXEipNONG TTOU EUPAVIOTNKE G€ Hid AAAN
IoToocAida.

TTAnpwpévn avaliitnon (Paid Search): O xphotng avalATnoe évav 6po TTou £XEl
oxéon Ye Thv 10TooeAida TnC emixeiphong Kai kTumhoe (clicked) mavw ot pia amé
TIG d1d@NUicEIg TTOU e@avioTnkav Kai ival axeTIKEG pe Tov 6po KAe1di (keyword)
(m.x. Google ads).

TTapouciaon (Display): O xpnotng ktumder (click) mavw oe pia peydAn diapnpion
napouaciaong (display advertisement) mou n emixeipnon £xel kKATaxwpnoel o
évav tdpoxo oto AiadikTuo (T1.X. o1 ToAU peydAeg diapnpiosic (banner ads mou
HTTOPEi va UTTApXOoUV o€ Sldcpopgpl.o&o)\é lal&]blo si’rezﬁ)z.j 97
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Ti givar éva infographic?

An infographic (information graphic) is a representation
of information in a graphic format designed to make the
data easily understandable at a glance. People use
infographics to quickly communicate a message, to
simplify the presentation of large amounts of data, to
see data patterns and relationships, and o monitor
changes in variables over time.

* Infographics abound in almost any public environment --
traffic signs, subway maps, tag clouds, musical scores and
weather charts are just a few examples, among a huge
number Of pOSS|b|I|T|e§b. Aéomoiva Kapayidavvn, 2023 98



T1 gival éva TAnpowopio-ypa@Ik
(infographic) oe wia emixeipnon;

2 € Hia emixeipnon Ta mAnpowopio-ypagikd (infographics)
XpnaoigoTtroioUvTal amé 0Aa Ta emitteda Tn¢ 010iknong yid
Ttapouaiaon 0edopEVWY e UYNAR TTo10TNTA. Tda TAnpogopio-
ypaeikd (Infographics) mepiAaupdvouv ioToypdupara-
histograms, papdoypdupara (bar graphs), miteg (pie charts),
yoappikda oxediaypdupara (line charts) diaypdupara dévdpou
(tree diagrams), 1dcoypapikoUc XAPTEC, VONTIKOUC XAPTEC
(mind maps) diaypdupara Gantt kai dikTuakd diaypduudrd.
AUTA Td epYyaAcia givail guxvda gpyaAgia evog ETIXEIPNUATIKOU
AoyiouikoU yvwong (business intelligence software).

http://whatis.techtarget.com/definition/infographics
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Mévpas
Conversion rates, Followers, Bits and links

Dp. Aéomroiva Kapayidvvn, 2023

CONNECTIONS
TO GROWTH

ROl and Metrics

sproutsocial 2 buffer

¢ ROl is the easiest metric to
Measuring track

¢ Tools outside and inside
the social media platforms

metrics: ¢ Don’t measure success on
followers alone

Google Analytrcs

Q @ CoSchedule
N




m A GENERAL MODEL OF CONSUMER BEHAVIOR

Independent
Demographic
Variables —

Background
Factors

-onsumer behavior models try to predict the decisions that consumers make in the marketplace.
OURCE: Adapted from Kotler and Armstrong, 2009.

i
‘
{

Intervening Dependent J
Variables — Variables

Social Networks

Market Stimuli 1
Communities !




YToOeTIKO HOVTEAO evOIAPEPOVTOC KATAVAAWTWY Yid ayop
oto WWW- TTpooapuoopévo povréAo kaivotopiac H/T

Rogers.

Relative Advantage

| Direct shopping motives
Time efficiency
Shopping on a 24hours basis
Better product information
Queues avoidance
Parking avoidance

Compatibility, Trialability &

Observability

Consumer Characteristics

| Social economic variables
Income
Marital status
Education

| Personal characteristics
Age

—>

Interestin
Web Shopping

«—

Relative Disadvantage
IDirect shopping impediments

| Enjoyment of traditional shopping
| Lack of trust in Direct Shopping

| Familiarity with the Web browsing
activities when at home
Entertainment
Information and news research
Software research
Product research
Product purchases

|_Familiarity with the Web browsing
activities when at the office
Entertainment
Information and news research
Software research
Product research
Product purchases

| Use of Direct Shopping

Ap. Aéomoiva Kapayidvvn, 2023
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Epeuva kaTavaAwTwy yia
ayopéc péow WWW

Table 1

Demographic characteristics

Age Order %  Marital Stage Order %
18-24 1 22,8 Single 1 47,4
25-34 2 40,2 Married 2 51,4
35-44 3 37,0 Total 100,0
Total 100,0

Educational Level Order %  Family Income Order %
Lycium (Medium) 1 20,8 up to 300000 dr. 1 11,2
TEI (College) 2 19,8 300001-500000 dr. 2 34,8
University 3 49,8 500001-1000000 dr. 3 37,0
Master or Ph.D. 4 9.4 1000001-2000000 dr. 4 5,8
Total 100,0 more than 2000000 dr. 5 4,0

_E'D Total 100,0

4
ample of 500 respondents
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‘Eva pyovréAo vi00€Tnong ayopwyv péowv WWW
(katavaAwTécg)

General structure of the research framework

Compatibility with Web-shopping Consumer characteristics

| Use of Web browsing Income
activities at home Education
Entertainment Age

Information and news research

Software research
Product research
Product purchases

| Use of Web browsing Adoption of
activities at the office Web-shopping
Entertainment
Information and news research
Software research
Product research
Product purchases

| Use of direct shopping

Catalogues Relative advantage of Web-shopping
Telephone | Web-shopping m

TV Time efficiency

Brochures Shopping on a 24hours basis

Queues awidance

Web-shopping. i i

\ Enjoyment of traditional shopping

4 Lack of trust in Web-shopping

Difficulty in locating Web-shopping senices
Complexity in using Web-shopping senvices

Ap. Aéomoiva Kapayidavvn, 2023
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Emipepaiwpévo HovTEAO UI0BETNONC
ayopwv péow WWW (katavaAwTéc)

XapakTnploTiKa KaravaAwtwyv

KoIVOVIKOOIKOVOUIKOI TTApAYOVTES

Eicodnua
OIKOYEVEIOKN KATAOTAON
Mopowon

MPpooWITIKOI TTAPAYOVTEC
HAIKia

2UuuBaroTnc

Kivntpa via Direct Shopping

Eoikovounon Xpovou
Ayopég kab' 0Ao 1o 24wpo

Atro@uyn TaAaImwppiag —_—
MoioTnTa TTANPOYOPIWYV yia
mpoiovTa

Eumrodia tou Direct Shopping

‘EAeiyn Epmmiotoouvng
EMegn MAnpogopnong
MoAuttAokoTnTa

Eoikeiwon pe 1i¢ dpaoctnpiotnteg Web browsing
Zuvnbeia ayopwv péocw Direct Shopping

Evdiagépov yia
Yio0érnon Ayopwv
pEow WWW

AlaoKEDAON ayopwWV HECTW KATACTNHATWY
— "EMN\epn evdia@épovrog (apvnTiKn oTaon)

A

Ap. Aéomoiva Kapayidvvn, 2023
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Empepaiwpévo povréAo uioBETnoN
ayopwv péow WWW (katavaAwTécg)

Model of Interest in Web Shopping

Logistic Regression Estim.

Variable B Exp.(B) Sig.
Consumer Characteristics

Age -0,49 0,61 0,01

Income 0,27 1,30 0,03

Education 0,09 1,10 0,46

Marital status -0,16 0,84 0,59
Compatibility, Trilability, Observability

Familiarity with the Web browsing activities when access is at home 0,28 1,31 0,01

Familiarity with the Web browsing activities when access is at the office 0,17 1,20 0,17

Use of direct shopping 1,24 3,44 0,05
Relative Advantage

Direct Shopping Motives 0,54 1,89 0,09

__Relative Disadvantage-Direct Shopping Impediments
-0,01 1,01 0,90
Lack of trust in Direct shopping -0,60 0,55 0,01

laVaVlaXal

A AL [V ,
AP, Ac0N0ITVA NUpPAYIAvvrl, cVco
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XapaktnpioTikd Tou WWW sit

Characteristics Variable Name
Design
Audio D1
Video D2
Frame Technology D3
Animation Technology D4
Banners D5
Navigability
Site Map N1
Search Engine Facility N2
Site Index N3
Personal Contact Possibility N4
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XapaktnpioTikd Tou WWW sit

Interactivity
Customised User Information 11
Customer Database 12
Access to Company’s databases 13
Login of Customers 14

Real-time interactive elements (e.g., club) 15

Corporate Content

Company History C1
Public Relations Material C2
Financial Status of the Firm C3
Company News and Plans C4
Added Value Seniices of the Firm C5
Employee Profiles & CVs C6

Information Exchange

Collection of Customer Views and Critique: E1

Structured on-line Sureys E2
Adaptive Information Query E3
Exposition of Customer Cases E4
Announcements of Promotion Activities ES
Automatic FAQ/Customer Support E6
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THE CONSUMER DECISION PROCESS AND SUPPORTING
COMMUNICATIONS

R Ab i U i i e - (e e S A
N SO (‘“‘f LA SN R O AN -
. |

. ; Post-pu’tc.hase

M ARKET - Awareness— ; . Evaluation of

| Need % Search & s - 1| Behavior—
IZ_COMMUNICATIONS Recognition | o Alternatlves 1 Loyl
_Qfﬂme - - ~ Messmedia  Catalogs Reference groups Promotiens Warranties 1
cgmmumcanons W Printads Opinion leaders ~ Direct mall Service calls
| e Massmedia ~ Massmedia  Mass media Parts and repar
- -_-Printmedia Salespeople Productraters  Printmedia.  Consumer |
~ Social networks  Productraters Store visits _ ‘Social networs
- . Store visits Sogial networks S
Social networks
Online  Tagetedbanner  Searchengines  Searchengines  Online Communities &
- Communications  ads Online catalogs  Online catalogs promotions ~  consumpaon
-~ = Inferstifials Site visits Site visits Lotteries Newsleters
Tagetedevent  Targeted e-mail - Productreviews = Discounts  Customer e-mas
~ promotions ~ Social networks  Userevaluations  Targetede-mail Online updates
~ Social networks ~ Socialnetworks ~ Hashsales Somal netvms




Scheme 1. Conceptual Framework of the Study

Demographic
Characteristics

Size of company
(no of employees)
r-------'- Size of marketing department

i (no of employees
f
)

Experience with the Internet Intemet Marketing Strategies

Product/ Market Strategy

Years of ondine connection
Number of departmentsthat are using
the Intemet

Use Intensdty (% of marketing budget
that the Internet accountsfor)

Strategic Goals
Product Management Strategy
Promotion Strategy

Sales Strategy

Degree of Product Standardization
Degree of product Complexity
Structure of Customer Portfolio

Performance

PN G T B N W L - I (00 O\ R0 200 T 00 R W AT - D0 2o

Sales Performance

Export Performance

Impact upon the marketing effort
Impact upon the Distribution Channels
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MovTtéAho Xphone Tou TvrepveT aTo
B-to-B pdpkeTivyk

Sales
Management H11
Activities

Internet \ Sales
Budget Performance
H1
H2
Use of the Internet > Sales
Tools / Efficiency
.X

Product
Management
Activities

Figure 1.
Conceptual Model and Hyjothésized Refaticshigd23 111




MovTtéAlo Xphone Tou TvrepveT oTo
B-to-B pdpkeTivyk

Sales 0.102
Management
Activities
0.41**
0.14* / \ 0.312
Internet / 0.24** Sales
Budget Performance
0.53** g
0.24** -0.002n. 0.07n.s.
0.16*
0.26*" 0.01n.s: 0.25**
0.032 0.202
Use of the Internet -0.02n.s. Sales
Tools o Efficiepf:y
0.13**
0.25**
Product
Management

Activities 0.452

Figure 2.

Causal Model of the Use Intensity of the Internet on Marketing Activities and Performance.

** Standardised Estimates significant at p<0.05.
* Standardised Estimates significant at p<0.1.
a: Squared Multiple Correlations.

Goodness of Fit Summary:
c?=0.231, df=1, p=0.63, RMR=0.006, GFI=0.99, AGFI=0.98, NFI=0.99, CF|=1, RMSEA=0.000.
p. Aéomoiva Kapayidvvn, 2023 112




> XEOIAKEC ZTpaTnyikéC Emikoivwviac AiadikTUou kai oxéon
TTpooappooTikoTNTa Kal Emix/kn Atédoon

Zroatnywég Enxovoviag uéow Tviepver: Emdpwvieg
Ilxpdyovieg xou Emntoagstg

Mﬂmm

Avoodc £ —
-Auvaplopos tow
Neppaiiovrag (Environ. lmm
Dynamism) AvgdAgyic
, OAngodoguiv us
-Avoxolia ) :
PpaRNebS 10U 1T | sweediMarket-oriented
Neppaiiovrag Lot jon Exct )
(Environ.

- Andxnan Ming.

Unpredictability) {Information Acgussition)

-Auvaplopos tow

- - Atpepds Aveal. EnuTonic
Teyvoloy. Nepalhovioes MAnpoddpnanc ue neAdree , :
(Technology {Bilateral Information W
Dynamism) Exchanges with the ALEYEIONOLAKWY Eruyelpnu
Customers) Lxegewy (Network M
b Belationships' i
Avtaywwoped (Competitive) - Auiryuan Business
Intensity) NMAnpodopuiw {Information Qutcomes) Performance)
Integration) B )
[ X Exogrov, ﬂpoonpuemmbmm ] Mapaywysrnta
- Enuxoy Eru/iiv Auciuy {Adaptability) (Performance)
4000i0vToc .
{Nctwork Commuynication - EueMdia
-Npoaappoyh Strategics) {Adaptation) Anobonxdte
(Customization) A " - Eovepyaoia (Efficiency)
-NoAurAokbtrra NAnpodopuiv Expatnyuis {Cooperation)
onuaoiag (Network
Inform.Exchanges)
-Ma 8épara
udpketTivyx (Strategic
Market-related Information
Emyelpnowa .
6 Ne Exchanges)
-Ma Sépara
mem?nmﬂ*-‘" avantubne viwy npoldvwy
Kouhradpa (Strategic Product-related

Information Exchanges)

Avantufn Kowvwwiv

L3P REGTOIVA

FAN
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Eumeipikd MovtéAo AiadikTuakwy ZXEoIAK
2 TpAThYIKWY ETiKoIvwvidg

Information S
Acquisition 0.35* Adaptability
Design
0.09* 0.51**

Bilat. Inform. 0.26** ¢ 0.09*
exchanges <0.08* 3

. ,j Adaptability
0.11 0.28** Implementation

0.30* A
Information . 0.40*
Integration 0.1 " |
. —0.13** Productivity
0.11* Adaptation .
0-22 0.18**

Market-related

inform. exch. 0.28** 0.18™*

0.15** 0.09 Cooperation in
‘ W| strategic level
0.35%> "
Product-related $ Efficiency
inform. exch. ,'\ 0.72** 0.18**
N

0.12* ooperation in
tactical level

Social exchanges|_— 0.16**

Causal Model of the Business Network Relationships through the Internet.

** Standardised Estimates significant at p<0.05.

* Standardised Estimates significant at p<0.1.

Goodness of Fit Summary:
x2=105.3 df=26, p=0.00, GFI=0.95, AGFI=0.81, NFI=0.94, CFI=95, RMSEA=0.1, PCLOSE=0.000
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O1 emimTwoelc Twv AiddIKTUAKWY OXECIAKW
ETIIKOIVWVIAKWY OTPATNYIKWYV

e  O1TANPOPOPIOKES KOl KOIVOVIKEC OVTAAAAYES Elvan TO!
KUPL0L OOUIKA GTOLYELD TV OTKTVOKOV ETLYELPTUATIKDV
GYECEWMV KO OLELKOAVVOVTOL OO TV XPTCT TOV
Tvtepvet. H eumeipikn pog pelétn, 0mme paiveton Kot
amo 10 artoAoynueEvo povtero (Causal Model,
Structural Equation Modeling, AMOS), cg yevikég
YPOUUEC KATEOEICE OTL:
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O emimTwoeic Twv AadIKTUAKWY OX E0IAKWY
ETIIKOIVWVIAKWY OTPATNYIKWYV

* H ypnon tov Tviepvet yia tnv avamtucn olomposOITIK®V,
KOWW®OVIKOV GYEGEMV HETASD TOV OPOVTMV GTO OIKTLO TNG
(TEAATOV, GLVEPYOTMOV, TPOUNDELTOV, KAT.) £YEL ELVOIKN
ENLOPOCT GE OAEC TIC LETUPANTEC TNC AVATTUENS OTPATYIKOV
OIKTLUKMV GYECEMV, ONAAON:

e Avvoukn tpocapuooctikotnto (adaptability) oniaon n tpmtofoviia
(proactive strategy) mpocaplLoyNC GTNV Ayopd. LE TPOGPOPA VEDV
TPOTIOVTOV (ayadmv/VTNPECI®OV) Kot avalnTnoT VEOV ayopmV.

e [Ipocapuoyn ko eveAi&ia (adaptation) 6Tic aAAAYEC TOV GLVONKOV TN
ayopdg (reactive strategy).

o Yvvepyaoia (cooperation). [Ipdypott OT®OC PAVNKE OO TNV EUTEIPIKN
EPELVO, 1] KOWWOVIKT EMKOV®OVIQ 6TO diKTLO, GLUPAAEL 6TV dnuovpyia
GUVEPYOGLOKTC ATUOGPULPOS TTOV EIVOL ATOPOITN TN TPOKELUEVOL VOl
EMAKOAOVONCEL KO 1) EUTPOKTI] CLVEPYACTIO GE EMIMEDO AVATTUENG KOVADV
aYOpWV 1 TPOIOVI®V.

116
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O pdéAoc Tou Auvapiopol Tou
TTepipdaAAovroc

Ooo peyaAUTepo¢ civar o duvapiopog Tou tepiPpdAhovroc (6TTWG, TT.X.
oTov KAddo UYnANg TexvoAoyiag), TOOO TIo EVTATIKA €ival N XpAonh Tou
‘TvTepVveT Pe OKOTIO TIC:

(i) avraAAayéc TAnpowopIWY HETA OTO EMIXEIPNOIAKO GiKTUO, OTIWG
ekppaleral n avtahAAayn oTpaThyikKWwy TTANPOYOPIWY OXETIKA HE TV
ayopd, i Thv avdmTuén TPoiovToC.

(iii) avraAAayég KoIvwviKoU TTEpIEXOUEVOU HEDA OTO ETTIXEIPNOIAKO
diKTUO.
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O pdéAoc Tou Auvapiopol Tou
TTepipdaAAovroc

Oago peyaAuTepoc cival o SUVAapIoNoC ThG TeXVOAOYIKAC e€EAIENC, TOOO
o évrovn gival n emidpaon Twv

i) AvTaAAaywyv TTANPOQYOpPIWY OTPATNYIKAG eUoswC (OXETIKA HE TNV

ayopd A Thv avdmTuén TpoiovToC) HEda OTO MIXEIPNOIAKO SiKTUO HEOoW
ToU ‘TvTepveT Kai

i)  AvraAAaywv KoivwvikoU Trepiexopdévou (T.X. péoa amod Ta SM, n
To email) péoa aTo emixeipnoiako dikTUo HEow Tou TvTepveT.

ETTi TNG eTIXEIPNUATIKAG amodoong (o 6poug TPOOAPHOOTIKOTNTAC,
TPOOdPHOYAC Kdl ouvepyaaoiac).
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O poAoc Tou TpoidvTOC (TPOCAPHOOTIKOTNTA-
product customization)

Ooo peyaAUTEpN gival N TPOOAPHOCTIKOTNTA TOU TPoidvToc/uTthpeaiag
(customization), Téoo Tio évTovn gival emidpaocn Twv:

i) AvTaAAaywyv TTANPOQYOPIWY OTPATNYIKAG @UoswWC (OXETIKA HE TNV
ayopd A Thv avdmTuén TpoidovToC) HEda OTo MIXEIPNOIAKO SiKTUO HEoW
Tou ‘TvTepver,

i)  AvraAAaywv KoivwvikoU Trepiexopévou (T.X. péoa amo Ta SM, n
To email) péoa oTo emixelpnolako dikTuo HEow Tou ‘TvTepveT

ETT TNG €TIXEIPNHATIKAG amodoong (o 6poug TPOTAPHOOTIKOTNTAC,
TIPOOdPHOYAC Kdl auvepyaaiac).
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O poAoC ToU TIPOIOVTOC
(moAuttAokoTnTa-product complexity)

Ooo peyaAUTepn cival N TOAUTTAOKOTNTA Tou TTpoidVTOC/UTtNpEdiag
(product complexity), Té00 o évrovn eival emidpaon Twv:

i) AvTaAAaywyv TTANPOQYOPIWY OTPATNYIKAG @UoswWC (OXETIKA HE TNV
ayopd A Thv avdmTuén TpoidovToC) HEda OTo MIXEIPNOIAKO SiKTUO HEoW
Tou ‘TvTepver,

i)  AvraAAaywv KoivwvikoU Trepiexopévou (T.X. péoa amo Ta SM, n
To email) péoa oTo emixelpnolako dikTuo HEow Tou ‘TvTepveT

ETT TNG €TIXEIPNHATIKAG amodoong (o 6poug TPOTAPHOOTIKOTNTAC,
TIPOOdPHOYAC Kdl auvepyaaiac).
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O poAoc Tou TTepipdAAovToc TNG
Emxeipnong-Corporate Culture)

Ooo peyaAUTepn cival N TOAUTTAOKOTNTA Tou TTpoidVTOC/UTtNpEdiag
(product complexity), Té00 o évrovn eival emidpaon Twv:

i) AvTaAAaywyv TTANPOQYOPIWY OTPATNYIKAG @UoswWC (OXETIKA HE TNV
ayopd A Thv avdmTuén TpoidovToC) HEda OTo MIXEIPNOIAKO SiKTUO HEoW
Tou ‘TvTepver,

i)  AvraAAaywv KoivwvikoU Trepiexopévou (T.X. péoa amo Ta SM, n
To email) péoa oTo emixelpnolako dikTuo HEow Tou ‘TvTepveT

ETT TNG €TIXEIPNHATIKAG amodoong (o 6poug TPOTAPHOOTIKOTNTAC,
TIPOOdPHOYAC Kdl auvepyaaiac).
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O pbéAo¢ TnG kouAToUpag “Adhocracy” aTig
> xeolakéc Emkoivwviec AiadikTUou

Ymdpxel OeTIkn ouoxETion HeTAlU TTANPOYOPIAKWY Kal OXECIAKWY
avtaAAaywv péow Tou AiadikTUou e ToUuC opyaviopoUc/ eTtiXEIPACEIC
Tutrou “adhocracy “

AUTO o@eiAeTal oThy idia Thv 9UoN TG KouAToUpag Tutou " adhocracy
Tou ekppdlel opyaviopoUcg ol oTroiol :

gival kaivoTolol TexvoAoyiag aixung (prospectors) mou uioBeTolv
véeg diadikaoieg (m.x. To ‘IvTtepveT) kai véa concept (networking) mou
£XO0UV avdykn Thv ouvepyaacia dAAwv etixelpRoewy aTo 0ikTUO TOUG,
TIPOKEINEVOU VA avTAToKpIOoUv oTa uynAd KOOTN Kal ATTAITACEIC Yid
OUVEXN KalvoTouia

n duvauikn TpooappooTikoTNTa (adaptability) kar n avamTugn
(growth) mou eivai ouvémeieg Tou market - orientation kai Tou
networking, gival TpwTtapxikoi aT6X01 € 0pyaviopoUg He KOUATOUpA

TUTou “adhocracy”.
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O poAoc Tn¢ KouAtoupac "Clan” aTic
> xeolakéc Emkoivwviec AiadikTUou

Aev umtdpx el ouoxéTion HETASU TTANPOWYOPIAKWY Kdl OXECIAKWY
avTaAAaywyv péow Tou AiadikTUou e TouC opyaviopoUc/ eTtiXEIPACEIC
TUTOU "Clan “

AUTO ogeiAeTal aTnyv idia Thv eUon ThG KouAToUpacg TUtou "Clan “ Tou
ekppalel opyaviopoug ol oTroiol :

akoAouBouv, ydAAov, Tapd nyoUvTal ThG ayopdg (analyzers,
differentiated defenders), kai, w¢ ek ToUTOU, deV €ival ol TPWTO!
Tou Ba vioBeTouoav véeg diadikaaieg (T.x. To 'TvTepveT) Kai véa
concept (networking), kai eivai eaTiaopévn:

goTialovTadl aThv TOI0TNTA Kal TO GEPPIC
goTidlovtal otnv euehifia (adaptation) pe oTdxo Thv emiTeuN:

amodoTikoTnTag (efficiency) kai

gunuepiac yia Toug gpyalopevoug, HaAAov, Ttapd Thv OUVAHIKA
mpoodppooTikdTNTa (adaptability) kar avamtugn (growth) mou eivai
Kal o1 ouvémeleg Tou market - orientation kai Tou networking
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O pbéAo¢ TnG KouAToUpag “Hierarchy” aTig
2 xealakéc Emkoivwviec AiadikTUou

YTdpxel apvnTIKA ouax£Tion HeETAlU TTANPOPYOPIAKWY Kdl OXECIAKWY
avtaAAaywv péow Tou AiadikTUou pHE TouC opyaviopoUc/ eTiXEIPACEIC
TUTIOU “Hierarchy “

AUTO o@eiAeTal oThy idia Tnv 9UoN TNG KoUAToUpag Tutou "Hierarchy”
Tou ekppdlel opyaviopoUcg ol oTroiol :

akoAouBoUv Tn¢ ayopdc (defenders), kai, w¢ €k ToUTOU, B¢eV givai ol
TpWTOoI TTou Ba vioBeToloav véeg diadikaaieg (T.x. To ‘TvTepveT) Kal
véa concept (networking)

gival ypa@elokpdTIKOi, OUYKEVTPWTIKA dopNnpEVOL, aTEpOUUEVOI £€TOI
Twv pnxaviopwy diddoong Kai emef epyaciac oxeoiakwy
TTANPOYOpPIaKWY avTtaAAaywv

1. Emionc....
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O pbéAo¢ TnG KouAToUpag “"Hierarchy” oTig
> xeoalakéc Emkoivwviec AiadikTUou

gival eoTidopévol aTov €AEyX0 Kai oThv TuttoTtoinon 01adikaciwy pe
OTOXO Thv €TiTEVEN:

amodoTikoTnTag (efficiency), Héow oikovopIWY KAILaKag Kal
oTaBepdTNTAC, HAAAOV, TTapd Thv OUVAUIKA TIPOCAPHOOTIKOTNTA
(adaptability) kai avantugn (growth) mou eivar kai o1 ouvémeieg Tou
market - orientation kai Tou networking

gival HovoAIBiKoi opyaviopoi - ek SIAPETPOU AVTIOETO!I HE TO OKETITIKO
TG diIkTUWONG (KABeTh 0AoKARPWAON eVAAAAKTIKA OTPATNYIKA TNG
oAokAnpwaong aveldpTNTWY opyaviopwy HEOW oTPATNYIKWY
SIETIXEIPNOIAKWY OXETEWV).
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O poAoc Tnc kKouATtoUpac "Market” oTic
> xeolakéc Emkoivwviec AiadikTUou

Aev tdpx el ouoxETion HeTASL TTANPOYOPIAKWY KdI OXECIAKWY avTdAAaywvV
péow Tou A1adikTUoU e Toug opyaviopoUc/smixeiphoeic TUtou “"Market

AUTO o@eiAeTal aTnyv idia Thv eUon ThG KouAToUpac TUTou “"Market” mou
ekppalel opyaviopoug ol oToiol -

AKoAouBoUv pdAAov, TTapd nyouvTal The ayopdc (defenders), kai, wg
€K ToUTOU, O¢ev €ival ol TpwTo! TTou Ba uvioBeToUoav véec d1adikaagieg
(m.x. 7o ‘TvtepveT) kai véa concept (networking)

Eivai emBeTikoi, paciCovral oTtov opBoAoylopd Kai oTnv avdmtuén
ox€oewv ge pdon Toug vodoug Tng ayopdg (arm's length
transactions), soTiaopévol aTta Ppaxuxpovia opEAn Kai aThv HovopePn
HeyloTomoinon emix/KWwv KepdWv, Tapd oe diIPePA KAl HAKPOXPOVId
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Common marketing ad display
Metrics

Click-through rate (CTR)
View-trough rate (VTR)
Impressions

Hits

Stickiness

Unique visitors

Reach

Acquisition rate

Conversion rate= when a visitor to your website takes an action that you
want them to take

Browse-to buy-rate

Cart conversion rate
Checkout conversion rate
Abandonment rate

Retention rate

Attrition rate/churniwmtatPeree Krage date 2324%hich visitors are lostlaf
reduced by, over a period).



Social Media metrics

Gross rating points (kard mpooéyyion PaBuoAdynon) (LéyeBog Koivo
apiBuoé¢g Bedoewy - audience size times frequency of views)
Applause ratio (dcikTng emdokipasiac) =ap1Buog Likes/Favorites éxe
Adpel kdOe éva amo Ta posts, katd péco opo (#likes/#posts)

(e.g. Applause rate = 5 anuaivel 611 kKaBe éva amd Ta posts éxel
kataypdyei 5 Likes/Favorites katd pégo 6po).

Conversation ratio (8€ikTng oulnTnon) =ap1Bu6¢ Comments/Replies mou
Katd péoo 6po éxel Adpel kdOe éva amo Ta posts (H#comments/#posts)

(e.g. Conversation rate = 5 onuaivel 671 kKABe éva amd Ta posts éxel
Adper 5 Comments/Replies kard péoo 6po).

Amplification ratio= méoa amé Ta post Tng emixeipnong HoipdoOnkav pe
dAhoug (Shared/Retweeted (#shared/retweeted/#posts)

(e.g. Amplification rate = 5 kdO¢ éva and Ta posts éxel poipacBOei 5
POPEC KATA HETO 6pO).

Sentiment ratio = apiOuo¢ OeTikWy R dpvnTiIkKWwy cu{NTROEWY OTO
SiadikTuo / TOoEG KAAA N Kakd véa culnTnOnkav # conversations per
bran

1a araoxoAnong (Duration of engagement) = xpévog mou
anavdel kamoio¢ (eMOKETTNG, KAT) oTo website
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Social Media metrics
Relative metrics (ZxeTika pétpa),

2 XeTIKA péTpa (Relative metrics): H dpaotnpiotnta ava 1000 Followers,

Relative Applause ratio=indicates how many Likes/Favorites on average e

of your posts has received (#likes/#posts*1000 followers).

(e.g. relative Applause rate = 0,005 means that each of your posts has
received 5 Likes/Favorites per each post, per each follower.

Relative Conversation ratio =indicates how many Comments/Replies on average
each of your posts has received (#comments/#posts*1000 followers)

(e.g. relative Conversation rate = 0,005 means that each of your posts has
received 5 Comments/Replies per each post, per each follower.

Relative Amplification ratio = indicates how many times on average each of
your posts was Shared/Retweeted (#shared/retweeted/#posts *1000
followers).

(e.g. Relative Amplification rate = 0,005 means that each of your posts was
shared 5 times per each post, per each follower).
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2.X€01d0HOC TNC amodoong Tne
etévouong mou ROTI Content
enhgagement

+ Acite 1o content marketing w¢ mepiouoiako
OTOIXEIO TNC EMIXEIPNONC.

EuBuypappioTe To content engagement pe Toug
OTPATNYIKOUC ETIXEIPNUATIKOUC OTOXOUC.
ATtopdaoioe Trold HETPA Oa XpNOIHOTIOINGEIC
AvamTtule To content engagement wote va Kavel
HETPNON TWV ATTOTEAEOUATWV.

ACloAdynoe To TTPOYpAUHA CUHPWVA HE TIC
duvaToTnTeC TNC emixeipnong (KAve TIC ATaApaiTNTEC
R\ sq0 WTIKEC EVEPYEIEC).

S
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Email metrics

Open rate (8&eikTng avoiyparog Tou punvuparog atov email account).
Delivery rate (deikTng mapddoong Tou punviparog)
Click through rate (8eikTng KTUTAWATOG OTNV OgAida TNG emiXEiphong)

Bounce-back rate (6Tav To pAvupda oou dev To AduPdavel o amodEKTNG
emteIdn amoppimTeTal amo Tov 0€KTh (receiver) atov mail server)

Unsubscribe rate (dciktng kardpynong tng eyypagphc)
Conversion rate (d€ikTnG HETATPOTIAG) = OTAV O EMIOKETTNG TNG

I0TooeAidag oou (web page) website Aaupdver amégpaon va kdvel auto
TTOU ToV KaBodnyei To HAPKETIVYK va KAVEIL.
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HAEKTPONIKO EMTIOPIO,
2XEATAZMOZ ZTPATHITK(2N
MAPKETINFK

TTapouaiaon diaAéEewyv 2020

3° MEPOZ %
VYK (0 poAoC Twv

il s Wy A
q uenceé)nmm.gpeuv
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Epeuva yia Influencers 20 '\i‘\\

Eivai apaye pévo o1 Celebrities (AiaonpéTnreg); >

S| =
s . :...;

v NN | 2 AP akuten
“#1 Taylor Swift #4 Lionel Messi

1« :

) : “ #9D #10 Canelo
#7 Neymar #8 The Eagles McGraw Alvarez
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Epeuva yia Influencers 202

Mowocg/a eivat o/n Influencer JuxvotntdPercent
Alwdonpoc/un kaAAtexvne (Celebrity) 916|46.7
Aldonpoc/un otov topEa Tou/Tn¢ 1269|64.6
AvuBevtia otov top€a tou/tnc (Expert) 644|32.8
Eivalr Oidocg/n 81\4.1
Elvail ouyyevng 13|.7
Eivat ouvadeAdoc 25(1.3
Elva pavatikog meAatnc 18|.9
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Epeuva yia Influencers 202

DOuAo |Frequency |Percent
59(3.0
1 320(41.8
2 1084155.2
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H diadikaoia Enikoivwvia

Media EpTreipiag

Moputrég/
ATTOoO0TOA£0G

ATTokpion, AvaTtpo@odoTnon |- TLEETTE
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2 xéon ye Influencers

H kevTpiki 13éa T Aiadikaoiag Emikoivwyviag civar 611 To
puAvupa Ba mpémel va KwoIKoToINOei £To1 WOTE va yiveTal
KaTavonTo Kai amodekTo amod Thv ayopd-oToxo (target

group).
TTolo¢/moia givar o Tolo kKatdAAnAo¢ va petadwaoel To

HAvVUUQ;

TTolo¢/moia Ba sival Toio amodeKTOC ATTO ThV Ayopd OTOXO;

TTolo¢/moia éxer Thv dUvapn va emnpedaoel TIC ATTOPATEIC
TOU amod£KTN TOU HNVUUATOC TTPoC 0weAOC Tou TToUTTIOU TOU
punvouaroc;
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H Aladikaoia EmAeKTI
AvTIANWNC

G

EtiIAekTIK 'EKBeON 1

*
EmiAekTIKA NMpoooyxn

+

EmiAekTIK) Katavonon

|

*
EI ,ni,
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> ¥€01a0OC NPOLOANC

e A\EKTNC/KATAVONON
- Mnopei o 0ekTNC va kaTaAapel Tn
dlapnuion;
e AlauAoc/napouaciaon
- Mola peoa Ba «auénoouv» TNV
napouaiaon;
e Mnvuua/anodoon
LLoi0G TUNOC JNvUupaToc Ba anogepel
Uvoikn oTaon;
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XapakTnploTika Mounou kail
Tunol Ene&epyaoiac AekTwv

XapakTnpioTikG TToytroy  Aladikadia

Aovaun/

&

EAKuoTIKOTNTO/

P

AglomrioTial/

- Credibility
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A&lonioTia/Credibility
nounou

e H ekTOON KATA TNV 0OMNOId O NOMMNOC
BewpeiTal OTI EXEI:
- vwon
- IkavoTnTa
- Euneipia
e Kai n nAnpo@gopia Bewpeital OTI
givai:
- A&ionioTn
— AgepoAnnTn
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CAKUOTIKOTHTA/ALLractivern
ess Mounou

e Ouolopoppia (Similarity)
— QuoloTnNTa PJETAEU TOU NopMou Kal Tou
OEKTN TOU PNVUMATOC
e ECoikeiwon (Familiarity)
- 'vwon Tou nounou JECW
enavaAauBavopevneg, N EKTETAMEVNC
ekBeanc

e JupnaBela (Likability)

— ®aupuaopocg yia Tov nouno nou nnyadel
ano TNV QUOIKN:AAPOUSHR2T] AAAC 144

NnANCAAIKA YAaAALCLIATA



H xpnon AlaonuoTnTwy
(Celebrities)

e Ynootnpién (Endorsements)
- H diaonuoTtnTa, €iTe €ival €101KOC, €iTE OXI, anAd
CUNQWVEI 0TN XpNon TOU OVONATOC KAl €IKOvac Tou/TNG
Kal aTnv npoBoAn Tou npoiovToc.
e JuoTaocic (Testimonials)
- H diaonuoTnTa, ouxva evacg €10IKOC JE EUNEIpIA OTO
npoiov, eniBeBalwvel TNV QUOIKN KAl oIKovouikn a&ia
TOU.
e TonoBeTnoeic — nAaoapiouara (Placements)

- H papka «nAacaperar» o€ eva KIivnuaToypapiko €pyo N
o’ €va BgpaTta TnAeonTIKO onou BAENETal an’ TO KOIVO

Kal XpnoIdonolgiTal j cuvOEETAl HE TOUC XAPAKTNPEC TOU
E':pYOU . Ap. Aéomoiva Kapayiavvn, 2023 145



H xpnon AlaonuoTnTwy

e ApapaTtonoinoeic (Dramatizations)

- Alaor]|.|0| r]eon0|0| N uovn—:)\a snlélevuouv ™
xpr]or] TNG NAPKAC KATd ™M dIapKela GKI’]V(DV o€
£PYO N o€ ONUOOIEC EPNPAVIOEIC NOU sxouv
oxedlaoTel yia va €nidei&ouv TO NpPoiov.

e Exnpoownol (Representatives)

- H diaonuoTnTa oup(pu)vsl va EKI'IpOO'(DI'IEUGEI
(spokesperson) TN JAPKA us—:ooo NOIKIAWV JECWV
Yia HIa EKTETAMEVN XPOVIKN NEPIOO.

e TauTion (Identification)

- H 6|C|0r]|.|0Tr]TC| ouvnowcg oe ouvspyaola UE TOV
napaywyo, EIGCIYEI TNV 6|Kn Tou/TNG |JCIpKCI
XPNOIKONOIWVTAG TO OVOUA TOU/TNG WG TO OVONd
NG |JCIpKC|q Ap. Aéomoiva Kapayidvvn, 2023 146



AnoTteAeopaTta epeuvacg via Influencers 2020

Influencer's Role
F6.1 NP Ideas, 10,12,13
F6.2 Evaluation, 2,3,4
F6.3 Other Users Opinions, 6,7
F6.4 NPD Testing,15,16

Influencer's Attribute (XapaktnpLotiko)
F11.1 Source Attractiveness:Likability, 18,19,20,22
F11.2 Source Attractiveness: Similarity, 7, 10, 11, 13, 14
F11.4 Source Attractiveness: Familiarity, 1, 8, 9
F11.3 Source Credibility, 3, 5, 15

Influencer's Process (Aladikaoia)
F16.1 Uncertainty Reduction, 16.11, 16.19, 17.1, 17.5, 17.6, 17.7
F16.2 linternalization, 16.10, 16.12, 16.17, 16.18, 17.8
F16.3 Identification, 16.3, 16.4, 16.5
F16.4 Social risk reduction, 17.2,17.3, 17.4
F16.5 Compliance, 16.4, 16.15

Influencer's Message Impediments (Eunodia Enikowvwviog)
F18.1 Low product quality, 18.4, 18.5, 18.6, 18.7
F18.2 Influencer Profit motivation, 11.21, 11.25, 11.26
F18.3 Privacy violation, 18.12, 18.13

F18.4 Promotion message conflict 18.1, 18.4
Influencer's Effectiveness (AnoteAeopatikotnta)
F5 Desire for Purchase due to Influencer, 5.1, 5.4, 5.6

Ap. Aéomoiva Kapayidvvn, 2023 147



AnoTeAeopaTa epsuvac via Influencers 2020

OpLOUEVEC OUCYETIOELC

Influencer's Role
F6.2 Evaluation: OL <28 €xouv peyaAUtepn BabBuoloyia oe autov tov poAo,
o€ oxéon pe tou¢ Influencers 36 etwv +

Influencer's Attribute (Xapaktnplotiko)

F11.2 Source Attractiveness: Similarity: O1 <28 €xouv peyaAUtepn
BabuoAoyia og autov tov polo, o€ oxéon Ue toug Influencers 28 etwv +
F11.3 Source Credibility:0OL>36 €xouv peyoAUtepn BabuoAoyia o€ autov TOV
poOAo, og oxéon pe toug Influencers <28stwv

Influencer's Process (Atadikaoia)

F16.2 Internalization: Ot Influencers 29-35 €xouv peyaAUtepn BaBuoloyia oe
QuUTOV ToV poAo, og oxéon pe toug Influencers <28etwv
F16.5 Compliance: OL>36 €xouv peyoAUtepn Babpoloyia og autov tov polo,
o€ oxéaon Pe Toug uttodounoug Influencers

Influencer's Message Impediments (Eunodia Emikowvwviog)

F18.3 Privacy violation: OL>36 €xouv peyoaAUtepn BaBuoloyia oe autov tov
polo, o€ ox€on pe touc umtodounouc Influencers

F18.4 Promotion message conflict: OL >36 £xouv peyoAutepn BabuoAoyia og
QUTOV TOV pOAo, o€ oxéon Pe Toug uTtodourtoug Influencers

- H nAkia Twv anavtiocavtwyv cXetiletol ue tnv nAkia twv influencers

- H sumnelpia Twv anavrnoavtwy oXetileton pe peyodutepn nAkia Twv influencers
- Otinfluencers >36 gTwv o)eti{ovtol PE MEPLOCOTEPEC OYOPEC O oxEon Ue touc influencers

<28 gTWV.
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AnoTeAeopaTa epsuvac via Influencers 2020

Standard

ized

Coefficie
Model nts t Sig.

Beta
F6.1 Influencer's Role: NP Ideas .071 3.106 .002
F6.2 Influencer's Role: Evaluation .057 2.436 .015
F6.4 Influencer's Role: NPD Testing .068 2.911 .004
F11.1 Source Attribute: Influencer's Attractiveness-
Likability .063 1.919 .055
F11.3 Source Attribute: Influencer's Credibility .092 3.893 .000
F11.4 Source Attractiveness: Familiarity 119 5.098 .000
F16.1 Process: Uncertainty Reduction 142 5.450 .000
F16.2 Process:Internalization 370 14.833 .000
F16.3 Process:ldentification 215 7.143 .000
F16.4 Process: Social risk reduction 238 10.231 .000
F16.5 Process:Compliance 128 5.534 .000
Q14 # of products purchased in the last fortnight .181 7.699 .000

a. Dependent Variable: F5 Desire for Purchase due to Influencer
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Oplopéva 2uptepaopaTda
Epeuvac

» H avapeitn d1aonHoTATWY Kal YVWOTWV-
PiAwv W¢ etnpedlovTeC T oTdon TWV
KATAVAAWTWYV gival T600 TTadAIO ¢aIVOUEVO
600 Kai n diaphpion kar n Aiadikaaia
Emkoivwviac.

- (loTd00, Oa TpéTel va eival
TtpoodppHoopévn h 01adikdoid oThv
kKoUAToUpa Tou AiadiktUou (Net-culture).
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MovTtéAo épecuvac Influencers 2020

Attractiveness

Likability Scanning:

Identification NP Ideas

Attractiveness

Familiarity

Similarity “\'/ NP Evaluation
Attractiveness \'iv Intention to
A' X

e NP Testi
n! A

Credibility Internalizatio

\
' Social Risk
* Reduction

'Incertainty
Reduction

Compliance

Privacy Commumication LOW PRODUCT

QUALITY

Violation message conflict

INFLUENCER
PROFIT

MOTIVATION
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Opiopéva 2.uumepdoparta Epeuvac

H ma®nTtikA-evoxAnTikn (unsolicited/spamming/ pop up windows
advertising Ta omoia mpoPdAAovTal TTpo¢ 6Aoug-mass
communication ka1 6x1 oToXEUHEva Tpog To target group Tou
TPOIOVTOC) TPOPOAR, OTTWC YIVOTAV CUHPWVA HE TA TTPOTUTIA TG
TTpoPoARC oTa dAAa péoa palikAG eTikolvwviag givai
avamoTEAEOUATIKA.

TT1.x. OTav pmaivw oc éva €1dnoloypaiko online kavdAr kai PAETW
pia dlapnpion yia éva mpoidv aveldpTnTta amd To av pou Taipialel
oTa OnpoypaYIKA HOU XAPAKTNPIOTIKA R 0Td TpéxovTa evoiapépovTd
HOU, aUTO €Xel W amoTéAsopa Thv evoxAnoh pou (To Oswpw we
'Bopupo emikoIvwyvidc' Kal TV ayvonoh Tou ek pépoug (information
overload). Eivar adidkpitn mapeioppnon (intrusion).

Emiong sival omatdAn mopwy yia Tov diapnpi{opevo. Eotw kai av

HE AUTOV Tov TPOTIO 0 O1apnUIOUEVOC €iXe KEPOOG, AUTO £YIVE HE

peydAn amaoxoAnon moAUTIHOU KepaAdiou, evw Ba pmopouoe va

gixe 1o i010 amoTéAeopa pe AiyoTepn diag. damdvn. 152
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Opiopéva 2uumepdopaTa Epeuvac

H oTpatnyikh mou Taipidler pe TRV KouAToUpa Tou AiadikTUou
Oa mpETel va eMITPETEI OTOV ETIOKETITR TOU I0TOXWPOU vd
ekpaievoel (avalnTnoel povoc/vn Tng) Thv TTAnpowopia
(information probing) autopoUAwg (va gival aTnv d1AKPITIKA
Tou euxépela av Ba d&i Thv TTAnpoyopia).

To diapnuilopevo mpoiov (ayaBo/umnpeaoia/sumeipia, KAT). Oa
TP ETTEl va EKTIOeTAI O1AKPITIKA, €iTE OTO TAdT, €iTe p€oa aTnv
ocAida, av cival oxeTIkO To O&pua kal o TeAdTng Ba Kkpivel av
O&Ael va Tdpel Ttep1oadTeEPN TTANpoYopnon yI' auto, dnA. av
TOV/ TNV eVOIAPEPEI OTNV OUYKEKPIHEVN XPOVIKA OTIYHA vd
eEKTEDEI 0TO OUYKEKPIPEVO BIAPNUIOTIKOG HAVULA.

153
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TTpotdoeic tpoc EmayyeApuariec kai
Xphotec Tou AiadikTuou

+ Omwcg €0¢e1e n €peuva, xpeldleTal Taipiaopa Tou
influencer pe Ta xapakTnpioTikd Tou target group.

» O1 otoxo! Tou Influencer, dev cival yovo og 6pouC
TTWARCEWYV, dAAd KAl g€ OPOUC ETTIKOIVWVIAC
(awareness-interest-desire-action), T.x.
evOuvdpwaonc Tou brand. 'H pymopei va civai To
sharing, i Ta likes (To conversion rate umoAoyileTal
avdAoya pe Toug oTOX0UG Tou content engagement).

+ H mo16TnTA TOU TIPOIOVTOC €ival TTOAU onpavTikA yid
Thv amoTeAeopaTikoThTa Tou influencer (6TTwW¢

oupdpaivel Kai He To HAPKETIVYK eKTOC AiadikTUou).
154
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TTpotdoeic mpog EmayyeApaTieg Kai
Xphotec Tou AiadikTUoU

H epmiotoouvn Twy followers mpoc Tov influencer givai oAU
onUavTtikn, dpa xpetdleral peydAn oUVETTEID €K HEPOUC TOU,
WwoTe va Thv 01aThpAoEL.

O1 xpnuaTikéc amoAapéc Tou influencers, dev emnpedlouv
apvnTika Tou¢ followers.

O followers, oTnv épeuva, £€dc1€av 6TI TOUC aTaoXoAsi Kal
avhouxoUv yid To TToU PTropei va KataAnouv Ta TTpoowTIKd
Touc Ocdopéva, aTov Pabud mou ptopei va £xel tpoopaon o
autd o/n influencer.
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A1adikTUou Tou PacileTal kKAl oTIC 3 €PEUVEC TTOU
napovaidaape (TToAiTikA¢ Koivwvikomoinong,
> upmepipopdc KaravaAwTh ota K.A. Kai o péAoc Twy
Influencers otnv KaravaAwTikA Zupmepipopd

H otpartnyikh e-marketing kai mpopoAng ota Koivwvika

AikTua pacilerar:

- 2Tnv Oewpia Tn¢ Emkoivwviac MdpkeTivyk (MovTtéAo
Aiadikaciac Emkoivwviac kai Emnpedlovroc-mopmoU Tou
MnvuuaToc Tng Emikoivwyviag)

- 2Thv Bewpia Twv Makpoxpoviwv Koivwvikwy ZxEoswv
(building of long-term social relationships and social

communities).

- 2Thv Bewpia Tou KoivwvikoU KepaAaiou, Tou apopd Thv
avantuén/diatnpnon Kai othv Afia Tou KoivwvikoU
KepaAaiou (Social Capital Value) ané Ta uaAn Twv K./456

Atomoiva Kapayiavvn, 2023



TTpotdoeic tpoc EmayyeAuariec, AkadnpdikoUc kai XpAoTEC Tou
A1adikTOoU, dTTWC TIPOKUTITEN KAl aTtd TIC 3 €PEUVEC

H mpooTacia Twv mpoowTikWwy dedopévwy, av un Ti dAAo,
TtpooTaTeUel To ayaBo Tne eAeuBepiac Ekppaong Twv HeEAWV
Twv KA, Tdé00 péoa, 600 kar é€w amd To AiadikTuo.

H Aoyokpiaoia kai n diaypapn emwvupa dIdTUTTWHEVWY
amoyewv (emoTnpovikwy/akadnudikwy, KAT.) TTou dev
avTipaivouv atov Nopiko Kwdika (dev odnyouv oc TtapaPpaTiki
ouptepipopd), HETA aTd UTTOKEIPEVIKA Kpion Twv moderators
Twv peydAwv K.A. utookdmTel Thv eAsuBepia Tou Adyou Kai
Tnv dnpokpaTikA Ekppaon (dnAadn Tnv PoUAnon va
avraAAd eic amoyeic oTnv Ayopd-KoivoTntd otnv otroia cioai
HEAOC HE OTOXO TO KOIVO KAAO).
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TTpotdoeic tpoc EmayyeAuariec, AkadnpdikoUc kai XpAoTEC Tou
A1adikTOoU, dTTWC TPOKUTITEI KAl aTtd TIC 3 €PEUVEC

- Y1éyn 611 dev gival eUKoAo va dnpioupynBoulv véa K.A. 8167
UTtdpXouVv eUTTOdIa €10000VU VEWY AVTAYWVIOTWY OTOV
OUYKEKPILEVO XWPO.

Ta eumodia autd opeilovral Kupiwe ota network
externalities (n xpnoipoTnTa kai n aia evoc dikTUOU
av€daveTai e Tnv av€non Tou ap1BuoU TWV HEAWYV Tov).
Eto1, éva miBavo véo dikTuo pe eAdxIoTa HEAN dev Ba £xel
Kapuid Xxphoiuotnta ota AiyooTtd péAn Tou.

AAMNO euTtodio gival n ouvexnc e€ayopd Twv avaduopevwy

OIKTUWY amo Ta KON uttdpxovTa OikTud NYETEC OTOV XWPO
(Facebook/Google, kAT).
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I'lpoTtaocceic yia amo@uyn HEAAOVTIKWY KIVOUVWY
*  2.€ AUTAHV TV véa TeXVOAOYIKNA £TTOXN ThC 4" Piopnxavikng
etavdoTraong, h AUon iow¢ ©a eival n avaykaia KpaTikn
tapéppaon/ éAsyxoc Twyv KA., Tpokeipévou va:

AiapuAaxOci n eAcuBepia ékppaonc Twyv peAwv Twy KA.

AiapuAaxOolv Ta TpoowTiKd dedopéva Kai 0 EAEYXOC TNC
OUUTTEPIPOPAC TWV HEAWYV, TTOU YIVETAI, EITE EV YVWOEI TOUC, €ITE
ev ayveia Tou¢ (Héow epyaAciwv cookies, h neural science).
Eidikd Twpa pe Thv alénon The ThAs-epyaciac Kai ThAe-
ekTraideuong Oa mpémel va diapuAaxOei n eAeUBepn diakivhon
10eWV Kal va amopeuxOcei o Kivduvo¢ ThC TapakoAouBnong, n
AOYOKpIOidC Kadl ThC KATaxwpnon TG CUUTTEPIPOPdC TWV
TPOooWTWYV cUppwva pe atepedTuma (Omwe m.x. yiveTal onpepa
othv Kiva).

Na amogpeuxBci n autovounoh Twv K.A. amé thv poUAnon Twv
ONUOKPATIKA EKTTPOCWTIOUHEVWY KUPEpVAOTEWY, aTo PaBud mou
auTo cival akopn eikTo (amouyn KivoUvou HovoTTwAiou Kal

HOVOTTWAIGKWY TIPAKTIKWY). 159
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TTpotdosic mpoc EmayyeAuaTtiec kai XpRoTeC Tou
AiadikTOou- TTapadeiypata amoé Thv dpXIKA ¢don TG
vi0BéTnong Tou AiadikTOou

O oepaouoc The kKouAtoupacg Tou d1adikTUoU Ba £xel we amoTéAsopa
TNV avapdduion Tng emikoivwviag peTall Twy peAwv KA, 6Ttwe Atav
aTnv dpxIkA pdon TG avdamTughg Tou (invention phase).

AUTA ATav paciopévn:

- aThv aAAnAgyyun, aThv auBdéppunTn dnpioupyia virtual koivoTATWY
yia avtaAAayn amoyewy Tpo¢ Thv au€non TG yvwaong oXeETIKA He
Oépara koivou evliapépovTtoc (TTOAITIKA KOIVWVIKOTIOINGN-CiViC
socialization) (BA. w¢ apddeiypa tnv avraAAayn dpOpwv Kai
amoYeWV Kal €TMiKoIvwyviag athv emoxn Tou KopwvoioU).

- 2.Tnv Onpioupyia eukaipiwyv auBopuntng aAAnAoponBeiac o6tou
xpetdletar (m.x. AvakUkAwon/peTamwAnon poiovrtwy C2C,
TtpooTdcid TepIPAAAOVTOC - evnUépwaon TO TI UTTOPEIC va KAVEIC
yI' auTto, 81eUKOAUVON KoIVWwVIKWY opddwy (11.x. 61d0con xpovou
Kdl eTTIKoIVWwvia avBpwTtwy Tou duokoAeUovTal Abyw Xpovou,
PUOIKAC aduvapiag, A YEWYpd@IKAC, N KOIVWVIKAC attéaTaong).
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TTpotdoeic mpoc EmayyeApaTiec kar XpAoTeg
Tou AiladikTUou

+ Moipaopa yvwong yia TaxUtepn avamtuin véwy
mpoiovTwv(ayaBwv/umnpeoiwv/ epappoywv/ eumeipiwy)

- ()¢ yvwoTév n avakdAuyn pidc védc eukdipiac oThv ayopd
agpopd £va véo Tpoiov/véo TUAHA TRC ayopdC Kdi EVEXE!
apepaidoTnTa WE TPOC THV ETITUXA aTTodoXA TOU ATIO ThV
ayopd (emTuxéc NPD).

- H aAAnAeyyin petall Twyv peAwv KA. ou ekppdleTal wg
Hoipdopda Th¢ yvwong ocuppdAAel oTnv peiwon TN
TTdpamavw apePpaidTnTAC TOU EVEXEI TO VEO TTPOIOV-
ayaBo6/umnpeaoia kai emopéVwWE aTnV d1EUKOAUVON TG
ayopdoTIKAC amopaonc.
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TTpotdoceic mpoc EmayyeAuaTiec kai XpRoTeC Tou

, NAiadikTUou
Ta amoTeAéopaTa Ba civai:

- KaAUTepn katavoun The damdavne mpoPoAic ota K.A.

- KaAUTepa kaBapd amoTeAéopaTa oTpATNYIKAC e-
marketing.

- ATopuyn omtatdAng mopwyv (avBpwmowpwy Kai
KepaAdiouv).

- KaAUtepn Aoyodoaia Twv utteUBuvwy Tou e-marketing
(accountability).

- Evduvapwon Twv moTtwyv meAaTtwy (Ue ouvéTela Thv
EUKOAOTEPN TTPOPAEYN HEAAOVTIKWY £000WV KAl
oTaBepdTNTA TNC TIHAC TNC HETOXAC).

- Epappoyn Tou CSR : Aiydtepn 6XAnon Tpoc TouC
eMIoOKETTEG (Spamming), amopopTnon Tou IoToxwpou e
TEPITTA UTTEP-TTANPOPOPNON AdoKOTTWY OEOOHEVWY,

oePaopoc Tne eAcBepnc PoUANONC TWV TTIPOCWTIWY. 142
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21paTtnyIKN MAapkKeTIvyK AladIKTUOU

“ZTpdTnler'] TiyWV

NMpooc@opd HEIWHEVWY TIHWV O€ OXEON ME T
TTapadooiakd dikTua dIOVOURG.

Tdon TpooAn¢ TnNg aiag Twv TTPoIOVTWYV
KOl UTTNPECIWYV KAl OX1 TWV TINWV.

EEATTAWON VEWV HOPPWV TTANPWHAG (TT.X.
NAEKTPOVIKO XpRHa, bitcoins, Paypal, Xoom,
Venmo, M-Pesa, KAT).

~ Crowdfunding (1r.x. Marathon Venture
Capital, OpenCoffee.gr, KATT).
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EZTpaTnyu(r’] NMwANoswyv

‘Ep@aon oTnVv €EUTTNPETNON TTPIV KAl HETA TNV
TTwAnon (social media networks).

Cross selling pop@ég (e1dnoioypa@ikég oeAideg, Amazon,
KATT.)

‘Epgaon Tng Pull-Strategy (1r.x. Hotel booking ka1’ guBsiav
OTTO TOUG TOUPIOTEG, TTOPAKAHUYH TOUPICTIKWYV TTPOAKTOPWYV,
otrwg .X. TUI).

Aglotroinon Bacewyv dedopévwy TreAatwy (database
marketing, data-mining), ka1 TTAnpo@opiwyv atroé Tnv

opd (intelligence marketing).
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Crowdfunding

What Is Crowdfunding?

Crowdfunding is the use of small amounts of capital from a large
number of individuals to finance a new business venture.
Crowdfunding makes use of the easy accessibility of vast networks
of people through social media and crowdfunding websites to bring
investors and entrepreneurs together, with the potential to
increase entrepreneurship by expanding the pool of investors
beyond the traditional circle of owners, relatives, and venture
capitalists.

The 6 Best Crowdfunding Platforms of 2022

« Best Overall: Indiegogo 7]

 Best for Startups: SeedInvest Technology 7

« Best for Nonprofits: Mightycause [
« Best for Investing: StartEngine 7]
 Best for Individuals: GoFundMe [

+ Best for Creative Professionals: Patreon [7]

165
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https://www.investopedia.com/terms/s/social-media.asp
https://www.investopedia.com/terms/v/venturecapitalist.asp
https://www.investopedia.com/terms/v/venturecapitalist.asp

Bimﬁpdoalg oT1o AikTuo AI1OVOUNG

Augnon Tn¢ TTAnPoPOPNONS Tou TTEAGTn —

EvOuvapwon tou eAdTn

AU¢non Tou avTaywvioHouU Kal TG avAayKng
yia TTpooc@opd value-adding utrnpeciwy.

2uppikvwon Tou dIKTUOU d1aVOUNG? 2& oploHEvVA €idNn

-N€ol TaikTeG OTO diKTUO
@ logistics, ai0trioTa site w¢ peodlovreg, m.x. Etsy,
Ebay, Amazon, Homeaway)

..
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Bimﬁpdoalg oT1o AikTuo AIaVOUNG

2UMMOXIKEG MOPPEG TAIPIWY (network
organisations), véeg SuvaTOTNTEG AOKNONG
TTOAITIKN )G ONUOCIWV OXECEWV.

Néa TUAMATA TNG AYOPAGS Kl VEEG AYOPEG (TT.X.
OTTOMOKPUOMEVES TTEPIOXEG).

Néeg SuvaToTnNTEG ETTEKTAONG OTN O1EOVN ayopd

MOAITIKA TTPOCAPHOYHG CUNPWVA HE TIG
ETTINEPOUG TTOAITIOTIKEG, KATT. CUVONKEG
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Biupm:pdouam

To Ivrepver atroTeAei Eva HECO ATTOTEAECMATIKAG
ETTIKOIVWVIOG

‘Eva a1roTEAECUATIKO OIKTUO HAPKETIVYK

Avadelkvuel vEa THRHATO ayOpdg Kal VEX TTOKETO
TTPOIOVTIKAG TTPOCPOpPAG (TTpoTaccig adiag - value
offers).

H adiotroinor Tou cuvodeUeTal aT1Td VEEG
OuUVaTOTNTEG — AVATITUEN OTNV OPYAVWOT TWV
ETTIXEIPACEWV KAl OTNV EQAPHOYH TWV ApXWV TOU

HAPKETIVYK.
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