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HAEKTPONIKO EMTTOPIO,
ZXEATAZMOZ ZTPATHIIKON
MAPKETINIK

V\/
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To NAEKTPOVIKO HAPKETIVYK Kai  XPAONh TOU Ao TIC
OUYXPOVEC ETIXEIPROEIC
HAekTpovikh Emixeipnon (e-business)
B - H ouvexng PeATioTomoinon Twv 8pacTnpIoTATWY WIag
ETIXEIPNONG HEOW TNG YNYIAKAG TeXVOAoyidg

HAekTpoviké Eumépio (e-commerce)
ﬂ - To umooUvoAo Tou hAEKTpoVIKoU eTTOpiou TToU
eaTialeTal oTIG ouvaAAayég

HAekTpovikd MdpkeTivyk (e-marketing)

- To HAPKETIVYK TTOU XPNOILOTIOIEI ThV TEXVOAOYId,
audvovTag £Tol Thv aTodOTIKATATA KAl
HETAHOPPWVOVTAG TIGC OTPATNYIKEG HAPKETIVYK YId vd
SNHIOUPYATE! ETTIXEIPNHUATIKA HovTEAA TTou audvouv Thv
aia yia Tov TeAATN KaI/A Thv Kepdoyopid yid Thv
gmixeipnon
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@ HAekTpoviké Epmépio

TTepihappdvel ouvaAAayéc kal TWARCEIC He
nAekTpoviké TpdTo (on-line)

¥ Tn dnuioupyia agiag am' Tig nAekTpovikég
ouvaAAayég

B Tic eikovikéc ayopéc (virtual markets and
storefronts)

B Néouc¢ evdiapéaouc ato dikTuo dIaVOUNG

Ap. Aéomoiva Kapayidvvn, 2021

HAekTpoviko Emixeipeiv:
2 UUPdAel oTnv avamTugn SIeTTIXEIPNOIAKWY
OIKTUWYV

Tnv avdmTuén 31adpaoTIKWY, EIKOVIKWY
EMIXEIPNHATIKWY SiIkTUWV (virtual, opportunity
networks)

Tnv aAAnAemidpaon petal ouvepyalopévwy
EMIXEIPATEWY TTEPA ATIO YEWYPAPIKA Kal €BVIKA
oUvopa

Tnv mpooéyyion akopn Kai ToAU HIKpWY TUNHATWY
ayopdg 81e6vwg (micromarketing, niche marketing,
personalized marketing).
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HAekTpoviké Emixeipeiv (MdpkeTivyk péow IT.
2 upPpdAel atnv avdmTuén dIETIXEIPNOIAKWY JIKTU

+ Tnv avantuén véwv oxnudTwy cuvaAAaywyv mépav
Twv Tapadoaiakwy axhHdTwy business-to-
consumer, business-to-business, auction
marketing, consumer-to-consumer marketing,
consumer-to-business marketing, social media
marketing.

+ Tnv mapaywyh avwrepng aiag yia Toug
ouvaAAaogdpevouc, T600 Yid TIC ouvepyalOHEVEG
ETMIXEIPAOEIC, 600 KAl YId TOUG AYOopdoTEG, I0IWTEC

kal emixelphoeic (win-win effects).

Dp. Aéomoiva Kapayidvvn, 2021 5

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

. Distributed (foundation
Centralized of the WWW

Ap. Aéomoiva Kapayiavvn, 2021 6
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The Internet history

+ 1962: ARPA (Advanced Research
Projects Agency).

- 1983: MILNET and ARPANET

- 1989: ARPANET was renamed into
the "Internet”

Ap. Aéomoiva Kapayidvvn, 2021
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Aidxuon Tou ‘IvrepveT

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]

SUPPLIERS

E-BUSINESS

THE DIFFERENCE BETWEEN E-COMMERCE AND

TECHNOLOGY
INFRASTRUCTURE

THE FIRM

Ap. Aéomoiva Kapayiavvn, 2021
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HAekTpovikni Emixeipnon

TTepitAaupavel OAeg TIC NAEKTPOVIKEC dpaoTnPIOTNTEC TTOU
dievepyolvTal amé Hia emixeipnon, OTwWG:

n emixelpnuaTiki yvwon (business intelligence -
database marketing, data mining, big data analysis)

- ndioiknon oxéoewv meAatwv (Customer Relationship

Management)

- n dioiknon aAuaidag mpoapopds (Supply chain

management)

- To nAekTpoviko gumdpio (e-commerce)

- Kai o oxediaopuoc Twy OpWY TNG €MIXEiphong
(Enterprise Resource Planning) - innovation
management
204 6poi: NAEKTPOVIKRA ETTIXEIPNON KAl NAEKTPOVIKO EUTIOPIO

XphoigoTroloUvTal evaAAaKTIKA
- Dp. Aéomoiva Kapayidwvh, 2021 11

m E-COMMERCE AND INDUSTRY VALUE CHAINS

SUPPLIERS MANUFACTURERS DISTRIBUTORS RETAILERS CUSTOMERS
on
i |
Supply Chain Inventory Efficient
Management Management Customer Response
Systems Systems Systems

TRANSPORTERS
Transportation Management Systems
==~

Alternative Direct Channels
e.g., the Web

Ap. Aéomoiva Kapayiavvn, 2021 12
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FIGURE 2.5 E-COMMERCE AND FIRM VALUE CHAINS
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FIGURE 2.6 INTERNET-ENABLED VALUE WEB

STRATEGIC ALLIANCE AND PARTNER FIRMS

CUSTOMERS

Supply Chain <
Management Systems
Private Industrial Networks
Net Marketplaces :

Customer Relationship
Management (CRM) Systems

INDIRECT SUPPLIERS (MRO)-Maintenance Repair Operations

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.
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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). 1

Dp. Aéomoiva Kapayidvvn, 2021

5
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E-commerce/ Mechanistic
Communication Structures

+ It involves complex programming mechanisms and

appropriate soffware 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).

Ap. Aéomoiva Kapayiavvn, 2021 16
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Marketing definition

(American Marketing Association)

To HAPKETIVYK gival n 0paoTnp1OTNTA, TO CUVOAO
Twv Beopwyv Kai d1adikaciwy, Héow ThG
ouvepyaoiag HeTall Twv eviiaPePOPEVWY HEPWV
HE OKOTTO ThV OUV-avakdAuyn gukaipiwy, Thv
Heiwan Tng apepaioTntag Tou mepiPdAAovTog, Thv
ondioupyia, emikolvwyvia kai avrahAayn
Tpoapopwyv (ayabwv Kai UTThpEaIWY) TToU £X0UV
aia yia Toug TeAATEC, TOUG AyopaoTEG, TOUG
OUVEPYATEC KAl TNV Kolvwyvia og peydAo Padpo.

Ap. Aéomoiva Kapayidvvn, 2021 17
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HAekTpovikO MApKETIVYK

AeKkTpOVIKO MAPKETIVVK dpopd TO WG Ta NAEKTPOVIKA
gcdopéva Kai ol epappoyéc Tng IT avapaduifouv Tic AdN
mdpxouasg f/kai npioupyoUv pi{ooTIAOTIKEG VEEC
opyavwolakég AsiToupyieg kai 81adikagieg, WOTE va Yivouv ouy<
dnuioupyoi 6Aa Ta sumTAEKOHEVA HEPN, VA UTTAPXEI OUV-
emKovwvia Kai apddoon agiag oToug meAdTeg, ouv=3ioiknon
oXE0EWV TTEADTWY Kdl OUV-avakdAuyn eukaipiwy, He TETOIO0 TPO
woTe va wpeAnBsi o opyaviopdg, o1 HETOXOi ToU Kai n
Kolvwvia o€ peydAo padué.

Ap. Aéomova-Kapayidvvn-2021 8

HAekTpoviko Epmépio, Ap. Kapayidvvn



Aiapdveiec NAeKTpoVIKoU epTIopiou, oTPAThYIKWY HdpkeTivyk 2020

2 T1patnyikn HAekTpovikoU MApKETIVYK
H otpatnyiki MApKETIVYK TTOU XpNOILOTIOIEI ThV TEXVOAOYi
TANPOPOPIKAG
- H/Y kai popnrolc H/Y
- EDI
- Bdoeig dedopévwy (Data bases)
- EPOS (electronic point of sales systems)

- KaAwdiakh, 8i1adpaocTikh ThAcdpaon Cable TV,
interactive TV

- Multimedia
+ CDs
+ Info-kiosks
- AiadikTuo
* Internet marketing
+ Internet commerce
- KivntA ThAspwvia
* gUTIOpPIO KIVNTAC ThAEepwvid¢ m-commerce
+ m-marketing (smart phones, tablets, iOs &

Android)
, Dp. Aéomova Kapayidwvn, 2021 19
- Eraipikd kai Koivwvikd Aiktua (Social Media)

Euttopikni A€loTToinon 10U
lvtepver

M lvtepver

e Hardware (AiadikTuo)
o Software (cUvoAo amrd TPWTOKOAAA ETTIKOIVWVIAG)

o Ayopd avepwitwv.

)

Ap. Aéomoiva 20
Kapayidvvn, 2021
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=
&% Epmopiki Agiomoinon Tou @
- lvrepver ‘é

% Epyalcia Tou ‘Ivrepver

° E-mail

° FTP

° WWW

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

* Telnet (skype for business, zoom, etc)

e Mobile technology

Ap. Aéomoiva 21
Kapayidvvn, 2021

)
&% Eumopik AgloTroinon Tou @
- lvtepver

EpvaAgia Tou IvrepVveT

M WEB2.0

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 media

)

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)

« Aninteractive 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). Np. Aéomoiva Kapayidvvn, 2021 23
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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).

Ap. Aéomoiva Kapayiavvn, 2021 24
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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, 2021
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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).

+ Egalitarianism (level the ground between small and large
organizations) (Seth and Sisodia 1995, Quelsh and Klein 1996;
Karayanni 1996).

Ap. Aéomoiva Kapayiavvn, 2021
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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 hew 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).

Ap. Aéomoiva Kapayidvvn, 2021 27

The Internet: AnIT Strategic Intent

* The Internet : Enabler of Strategy
« 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 o pre-existing forms
based on rigid hierarchies” (Roche 1995).

Ap. Aéomoiva Kapayiavvn, 2021 28
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The Internet: An IT Strategic Intent

* The Internet : Enabler of Strategy

-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.

Ap. Aéomoiva Kapayidvvn, 2021 29

Collaborative Internet Marketing Strategy
- Relational Communication Structure

A Collaborative Internet communication strategy is
characterized by:

One-to-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).

Ap. Aéomoiva Kapayiavvn, 2021 30
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The Internet: An IT Strategic Intent:
Strategy + Structure +Strategic Advantage

* The Internet : Enabler of Strategy
« It doesn't entail switching costs
* It doesn't require large capital
investments
It creates network externalities,
« early mover advantage, but also,
* late movers are not in disadvantage
in the case of the Internet.

Ap. Aéomoiva Kapayidvvn, 2021 31
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The Internet Strategy Alternatives Adoption of Porter's
Competitive Advantage to The Internet Environment

Cost Leadership (adapts to:)

« Economies of scope:

* the proportionate saving gained by producing two or
more distinct goods, when the cost of doing so is less
than that of producing each separately.

Differentiation (adapts to:)

* Mass Customization
Focusing with Cost Leadership (adapts to:)

« Focusing - economies of scope
Focusing with Differentiation (adapts to:)

« Customization - one to one marketing

32
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TABLE 1.2 EIGHT UNIQUE FEATURES OF E-COMMERCE TECHNOLOGY

E-COMMERCE TECHNOLOGY BUSINESS
DIMENSION SIGNIFICANCE

The marketplace is ded beyond
boundaries and is removed from a temporal and
geographic location. “Marketspace” is created;
shopping can take place anywhere. Customer
[ ience is ent 1, 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.

; of marketi and
customization of products and services are
based on individual characteristics.

New Internetogial and busipess models enable
i Kaoayignn, 2

user ‘

Eupcia kdAuyn - suPéAcia

Tlaykoopi6TnTa-=cOWpiaoua
S1aKPATIKWY GUVOPWY

AieBvh mpéTUTta Internet
standards

TTAoUTOG TANPOYdPNONG
AAMnAeTtidpaon-31dadpaon
(o MeAdTNC YiveTal

ouvdnuioupyog aiag)

TTukvéTnTa TANPOYHPNONG
(amoBhkeuon)

Tpoowmomoinoh/Customiza
tion

Kovwvikd diktua (KoIVWVIKHA
Texvohoyia)

D21 33

support social networks.

33

TABLE 1.3 MAJOR TYPES OF E-COMMERCE

TYPE OF E-COMMERCE EXA.MPLE

On a large nu

consumers ca
other consum

and social e-c

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.

mber of Web auction sites such as

eBay, and listing sites such as Craigslist,

n auction or sell goods directly to
ers.

Facebook is both the leading social network

ommerce 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,”
vaiéapandwoupBAs that take effect once edBugh

subscribers have agreed to purchase.

34
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THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND GLOBAL MOBILE, INTERNET, AND SOCIAL MEDIA USE

ACTIVE SOCIAL
MEDIA USERS

UNIQUE
MOBILE USERS

INTERNET
USERS

TOTAL
POPULATION

3.484

BILLION
PENETRATION:

4

5.112

BILLION
PENETRATION

67%

4.388

BILLION
PENETRATION

57 %

7.676

BILLION
URBANISATION

56%

o/
/0

Ap. Aéomoiva Kapayidvvn, 2021

£} Clip side

MOBILE SOCIAL
MEDIA USERS

"

3.256

BILLION
PENETRATION

42%

. we
° Hootsuite are.

35
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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

YOUTUBE

WHATSAPP

FB MES SENGER

WEXIN / WECHAT

INSTAGRAM

]

QZONE

DOUYIN / TIKTOK

SINA WEIBO

REDDIT

TWITER

DOUBAN

UNKEDIN

BAIDU TIEBA

SKYPE®

SNAPCHAT

VIBER
PINTEREST
UNE

Ap. Aéomoiva Kapayiavvn, 2021

SOCIALNETWORK

MESSENGER / VOIP

36

36
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THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL
POPULATION

11.13

MILLION
URBANISATION:

79%

MOBILE
SUBSCRIPTIONS

16.29

MILLION
vs. POPULATION:

146%

INTERNET
USERS

8.13

MILLION
PENETRATION

73%

ACTIVE SOCIAL
MEDIA USERS

6.00

MILLION
PENETRATION:

54%

Ap. Aéomoiva Kapayidvvn, 2021

. we
(| Hootsuite are,

=

MOBILE SOCIAL
MEDIA USERS

5.20

MILLION
PENETRATION

47 %

37
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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
AUDIENCE ON FACEBOOK  AUDIENCE ON INSTAGRAM AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT
(MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS)

POOE

5.50 485.5 495.0

MILLION MILLION THOUSAND THOUSAND

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

45% 55% 52% 48% 32% 68% 74% 24%

iTunes

Ap. Aéomoiva Kapayiavvn, 2021

=

TOTAL ADVERTISING
AUDIENCE ON LINKEDIN
(REGISTERED MEMBERS)

(i)

1.50

MILLION

FEMALE MALE

43% 57%

o . we
* Hootsuite" are.
— SOCI

38
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https://www.visualcapitalist.com/wp-content/uploads/2020/03/5g-
infographic-full-size.html Dp. Atomova Kapayidwwn, 2021 39

39

5G ROADMAP

JACONTEWR

Ap. Aéomoiva Kapayiavvn, 2021 40

40
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Augmented
Reality/Virtual Reality

Samsung to announce Augmented Reality glasses at Mobile
World Congress

[
Featured in
TechCrunch
yyyyyyyyy
Eliminate grammar
ATBVAr Ve errors instantly and
vvher ever you are énhancayiiir

with monitorless writing with

PO
Ap. Aéomoiva Kapayidvvn, 2021 41

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

42

Ao Atamoiva Kaoavidvyn 2021

42
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MAiavikéc TwAnoeic TTaykoayi

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

s28.472 $23.763
$27.243 -

$23.956 $25.038 —
$22.974 =

2017 2018 2019 2020 2021 2022
M Retail sales M % 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 43
43
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% I 13.1% I 12.9%

2017 2018 2019 2020 2021 2022 2023
I Retail ecommerce sales
M % 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, Mayp79¢0Tova Kapayiavvn, 2021 44

44
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THE GROWTH OF B2C E-COMMERCE IN THE UNITED STATES

550 |Eimmanssar s s s s s ss e s e e s e

Revenue (Billions)

N - . -
1995 1996 1997 1998 1999 2000 2001 2002 20N LR ENNER KUY PR PZOR PO12 2013 2014 2015 2016

Year

45

45

THE GROWTH OF B2B E-COMMERCE IN THE UNITED STATES

B2B Revenue (Trillions)

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
Year

Ap. Aéomova Kapayidvvn, 2021 46
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TABLE 1.4 LIMITATIONS ON THE GROWTH OF B2C E-COMMERCE

LIMITING FACTOR COMMENT

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.

Expensive technology

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

Sophisticated skill set

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).

Persistent cultural attraction of physical markets
2nd traditional shopping experiences

Much of the world’s population does not have

P=rsistent global inequality limiting access to
telephone service, PCs, or cell phones.

| t=lephones and personal computers

Do. Aéomoiva giemnyin, 8@2Internet population slowsras it

Saturation and ceiling effects
approaches the size of the total population.

47

MOBILE INTERNET ACCESS IN THE UNITED STATES

200

475

150

125

100

Mobile Internet Users (Millions)

75

50

25

i 2009 2010 2011 2012 2013 2014 2015 2016

\? Year 48
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FORECAST: US M-Commerce Volume

ESmartphone sales (billions) ' Tablet sales (billions) #Percentage of e-commerce sales

16%
12% $97 3120
$64
i . l

2015 2016 2017 2018 2019 2020E 2021E 2022E 2023E 2024E
BUSINESS
INSIDER
Source: Business Insider Intelligence estimotes : » "

> g i Ap. Aéomoiva Kapayidvvn, 2021 49
Business Insider Intelligence

49

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

= 500
S Retail goods Retail + Services Retail + Services + Content ~ Total EC
S 400 /
300 - ____/ y

1 5
- / _____/ Services
=
100 e e = i
Content
T T T T T T T T T T T T T T

0 T T T T T T
1995 1996 1997 1998 1999 2000 20¢1 2002 2003 2004 2005 2006 4007 2008 2009 2010 2011 2012 2013 2014 2015

Consolidation Re-invention: Social, Mobile, Local

Invention
The Crash Smartphone
2000 2007
Ap. Aéomoiva Kapayiavvn, 2021 50

50
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mt)LUTION OF E-COMMERCE

Revenue growth emphasis

Venture capital financing

Ungoverned
Entrepreneurial
Disintermediation

Perfect markets

Pure online strategies

First-mover advantages

L ow-complexity retail

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

broducts
N

1995-2000 2001-2006 2007-PRESENT
INVENTION CONSOLIDATION RE-INVENTION
Technology driven Business driven Mobile technology enables’

social, local, and mobile
commerce g
Audience and social network
connections emphasis
Smaller VC investments; early.

small-firm buyouts by large

online players

Extensive government
surveillance

Entrepreneurial social anc.
lecalfims o8 e

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 2l

Web playeys catch up

Retail, services, and content

M-commerce

Google analytics (cli
nyperlinks 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 hetwork, e.
airlines ticket systems

Skroutz, Alibaba, AliExpregs,
skyscanner

on-line Supermarkets
Amazoh, Walmart, Airbnb,

companies apps, Utube,
Itunes, Netflix 51

51

m 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%

Ap. Aéomoiva Kapayiavvn, 2021 52

52
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TOP 25 ONLINE RETAILERS RANKED BY ONLINE SALES
ONLINE RETAILER ONLINE SALES (2011) (IN BILLIONS)
Amazon $48.1
Staples $106
Apple $6.7
Walmart $4.9
Dell $4.6
Office Depot $4.1
Liberty Interactive $3.8
Sears $3.6
Netflix $32
w $3.0
Best Buy $3.0
OfficeMax $2.9
Newegg $27
Macy's $2.2
W.W. Grainger $22
Sony $20
Costco $1.9
LL.Bean $1.7
Victoria's Secret Direct $1.6
ICPenney 516
HP Home and Home Office - $1.6
Gap $1.6
Target $15
Williams Sonoma Inc. $1.4
Systemax $14

Op. ASOT[OIVH Eapavcavw 7 2"2 !
SOURCES: Based on data from Internet Retailer, 2012b; company reports on Form 10-K filed with the Securities and
Exchange Commission.

53

Euttopikni A€loTToinon 10U
lvtepver

M XopaKTNPIOTIKA TUVOECIUOTNTAC

ZupBard pe 6Aa Ta epIBdAAovTa AoyiouikoU i
eomAiopou o€ Hardware (Interoperable) :

® Aegv amaitei emévduon o€ €161KO eEOTTAIOUO
yia 1ig ouvaAAayég (Non Specific Asset).

® Eidog Anuodoiou AyaBou (Quasi Public).

° Agv ouvemrdyetal switching costs yia Toug
ouvaAAaoOoOuEVOUG.

Ap. Aéomoiva 54
Kapayidvvn, 2021

) -

54
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lvrepver

M XapakTnploTiKG ETTikoIvwvia

° Aiadpaon (Interactivity)

° ‘Ey@aon oTnV TTPOCWTITIKN ETTIKOIVWVid
(demassification-atropadikorroinon)

® Aouyxpovn (asychronous)
° Interoperable

Qa
Vool Eutropikn Aglotroinon Tou @

N

Ap. Aéomoiva 55
Kapayidvvn, 2021

5

55
= Eumopikn A¢ioTroinan Tou @
.l , |
lvTepveT e
% Ze oxéon pe dAAeg pop@ég HAekTpovikou Eptropiou (1ry. EDI,
£ Intranet,kA1r.)
o Aev atraitei peydAeg e§e181keupéveg eTeEVOUOEIG.
Anpioupyei network externalities (600 TrepicooTepOI
MTTaivouv 1o oUoTNUA TOOO auidveTal N XPNOINOTNTA
TOU YIO TO OUVOAO TWV XPNOTWV.
Kard ouvétreia...
Ap. Aéomoiva 56 )
Kapayiavvn, 2021
56
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Eutropikn AClotroinon Tou
lvrepver

e oxéon pe dAAeg pop@éc HAekTpovikoU Eutropiou (1ry. EDI,

Intranet,kATr.)

... OEV UTTAPXEI CUYKPITIKO TTAEOVEKTNA OTTO TN XPHON TOU
Adyw :

R Eutrodiwyv €10630u 1
o Npwipng uloBéTnong TNG Xpriong Tou (early adoption).

AAAG ptTopei va dnpioupynBei amd Tnyv :
. Eq@appoyn KalvVOTOHIKWYV ISEWV KaTd TV alotroinon Twv
epyaAeiwv Tou IVTEPVET €K HEPOUG TNG ETTIXEIPNONG EVaVTI
WV UTTOAOITTWV XpNOTWV.

Ap. Aéomoiva 57
Kapayidvvn, 2021

57

Euttopikni A€loTToinon 10U
lvtepver

* Kara cuvétreia n aéiomoinon Tou IVTEPVET TTPOKEIMEVOU Va
& SNUIoOUPYNOEl OTPATNYIKO TTAEOVEKTNMO OTTAITEI:

@ Mvwon Twv duvatoTATWY GAWYV TWV EPYaAEiwY
Tou ‘lvrepver

@ Ivoon Twv clyXpovwy TACEWY Kal TTPOTIHATEWY TG
ayopdg

@ lvwon Twv oUyXpovwy TACEWYV Kal BEwpIwV
ToU MAPKETIVYK.

Ap. Aéomoiva 58
Kapayidvvn, 2021
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“€ Eutropikn) Xprion Tou Iviepvet

M Itpartnyiké MAsovéKTNpA péow:

@ AUEnong TG aTodoTIKATNTAG (HEIWONG KOOTOUG
TTWAACEWYV Kal Trayiwv €§6dwv)

@ MeyaAuTepn Sicicduon oTnv ayopd (Véa TUAMATA
TNG Ayopdg, ATTONOKPUOCHEVEG AYOPEG, HIKPOI
TTEAATEG, KATT.)

@ Ikavomoinong VEwvV avaykwyv TTeEAATWV (TT.X.
ayop£G EKTOG wpapiou, peiwon
METAKIVACEWYV, EKUETAAAEUON XPOVOU, KATT.)

Ap. Aéomoiva 59
Kapayidvvn, 2021

59

1

“€.J Eutropikn) Xpnon Tou Iviepvet

M Z1patnyiké MAgovEKTNHA Péow:
@ AUEnong mepIBwpiou PIKTOU KEPSOUS avd TTPoioV
@ AvTipeT@mion Tou avTaywviopou

@ Néeg SuvaroTnTeG avaAuong TNG ayopdc Héow :
e aglomoinong Baocewyv dedopévwyv TEAATWV
® guyxpovwyv peBodwyv avaAuong TwARoEwv
® oUyxpovwv He@édwv épeuvag ayopds

N\

Ap. Aéomoiva 60
Kapayidvvn, 2021
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Tvrepver ZTpaTtnyikEG MApKeTIvy

M Irpoatnyikf ToroBéTnong

@ Hysoia KéoToug (Economies of scope)
@ Aiagopotroinon (Mass Customization)
@ EorTiaon og TuRpara 1ng ayopdg (Niche

marketing-Microsegmentation
personalization- - one to one marketing)

Ap. Aéomova 61
Kapayidvvn, 2021

m HOW THE INTERNET INFLUENCES INDUSTRY STRUCTURE

Streaming video replaces DVDs
Cloud music replaces downloads
Online reservation replaces agents

Threat of substitute
products

Bargaining power of Rivairy among existing
suppliers competitors

Bargaining power
of buyers

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 ‘

Ap. Aéomoiva Kapayidvvn, 2021

Reduced barriers to entry in music 62 ’
Increased barriers to entry in online search

62
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2Tpatnyikil MApPKETIVYK

21partnvyiknA MNpoidvroc

Eidog MpoidvTwyv (Tutrotroinuéva, XapunAng
TToAUTTAOKOTNTAG, aAAd Kai customized, virtual
products, m.x. Netflix, online streaming, cloud music

KATT
quhég Mpooappoyng Mpoidvrog avaAoya e TIg

avaykeg Tou MeAdTn

(Mass Product Customisation) : AuvarétnTa
oXedI00UOU Kal ava-oXESI00HOU TOU TTPOIOVTOG Hadi HE
Tov reAdTn (1.x. Me Bdon Ta comments).

Qg mpog o EEWTEPIKA. Am6 10 614010 GYESIAGHLOD
YOPOKTNPIOTIKG KoLl
(xpdpoL, péyedog, KAm.- mapayoyng (tailored)

customised).

63
Ap. Aéomoiva Kapayidvvn, 2021

63

21patnyikil MAPKETIVYK

21paTnVIKN ETTIKOoIVvwviac - Promotio

"Epgaon otnv TAnpo@opnon Kai
OAokAnpwpévn Emikoivwvia
MdpkeTivyk (Integrated Marketing
Communication).

Mpocapudoiun avaloya HE TIG IBIAITEPES
aVAYKEG TOU KABEVOG TTEAATN SEXWPIOTA :
Zrpo@n amé tTnv Mass Communication otnv
One-to-one communication mikoIvwVIAKA

OTPATNYIKA.

MeyaAUTepn AeTTTOHéPEIO OTNV TTANPOPOPNON
(infomercials).

64
Ap. Aéomoiva Kapayiavvn, 2021
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|
)

2TpaTnyikn eMAapKEeTIVYK

21paTnyikn Emikoivwviag - Promotion

‘Epgaon otnv word-of-mouth, network emmikoivwvia
(consumer to consumer) péow TwWv Koivwvikwv AIKTOWV
(Social Media/Facebook, Instagram, Pinterest, Youtube,
Twitter, etc.) ka1 Tng viral TAnpog@oépnong (marketing 360°)

O1 o16X01 TNG ZTp. EMiKOIVWViag (O.E.M.) Trpétrel va
EVOWUaTWOOUV €dw, T.X. (0T6XO01 AIDA)

TO EIAOZ THZ ENIXEIPHZHZ (1r.. Av givail B-to-B, B-to-C
Ymnpeoia, KA.) EINAI KAGOPIZTIKO TOY MOY MNMPENEI NA
AQOEI EM®AZH, 1600 wg TTpog TNV £miAoyn Twv SM, 600
Kal oTnV €MIAOYR Twv inbound péowv oTnv IcToo€AIda (1T.X.
Email, video, e-book, organic search, webpage, white
papers, blogs, webinars).

65

Ap. Aéomoiva Kapayidvvn, 2021
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2TpaTnyikr) eMApKETIVYK

21parnyiki Tipwv

@ Mpoo@opd pHEIWPEVWY TIHWV O€ oXEON JE TA
Tmapadooiakd dikTua Siavounig.

Tdon poBoAfg TNG adiag Twv TPoidGVTWV
KOl UTTNPECTWV Kol X1 TWV TIHWV.

E¢amAwon VEwv Hop@wV TTANPWUAS (TT.X.
NAEKTPOVIKO XpRHa, bitcoins, Paypal, Xoom,
Venmo, M-Pesa, kKATr).

Crowd funding (1r.x. Marathon Venture
-Capital, OpenCoffee.gr, kAr)

Ap. Aéomoiva Kapayiavvn, 2021 66
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2TpaTnyikn eMAapKeTIVYK

21paTtnyikn NMwARoswv

‘Eppacon otnv e§utrnpETnON TPIV KAl META TNV
mwAnon (social media networks).

Cross selling pop@ég (e1dnoloypa@ikég oeAideg, Amazon,
KATT.)
‘Epgaon Tng Pull-Strategy (1r.X. Hotel booking kat’ guBsiav

a1TO TOUG TOUPIOTEG, TTAPAKAMYI TOUPICTIKWYV TTPAKTOPWYV,

omwg m.x. TUI).
Aglomroinon Bdoewyv dedopévwy TreAaTwy (database
marketing, data-mining), ka1 TTAnpo@opiwv amé Thv
opd (intelligence marketing).

Ap. Aéomoiva Kapayidvvn, 2021 67

67

2TpaTnyik) eMApKETIVYK

Emdpdoeig 010 AikTUO AIAVOUAG

@ AUEnon Tng TANPoPSPNONS Tou TrEAGTn —>
@ Evuvdpwon Tou TreAdTn

AUgnon Tou avtaywviopou Kal TG avAaykng
yia mpoo@opd value-adding utrnpeciwy.

@ Zuppikvwon Tou SIKTUOU S1avOuRG? & OpIoHEVA £idN

—— NéoI maikTeG 010 SikTUO-Sl1ovouAG{TF-X—ETenpicc——

@ |ogistics, afi6mioTa site wg peodlovreg, .. Etsy,
=fHbay, Amazon, Homeaway)

68
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2TpaTnyIk eMAapKETIVYK

Emdpdosic oTo AikTUuOo AIOVOURNC

@ Xuppayxikég pop@ég eTaipiwy (network
organisations), véeg SuvaToTnTEG AOKNONG
TOAITIKAG SNUOCiwWV OXEoEWV.

@ Néa THAMOTA TNG AYOPAg Kal VEEG ayopEG (TT.X.
OTTOMOKPUOUEVEG TTEPIOXEG).

Néeg duvaToTnTeg eékTaoNg oTN 31EOV ayopd

@ MoAITIKA TTpOoCapPHOYNG CUNPWVA HE TIG
EMIPEPOUG TTOAITIOTIKEG, KATT. OUVORKEG

Ap. Aéomoiva Kapayidvvn, 2021
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2Tpatnyikn eMApKETIVYK

ZUPTTEPACHATA

To Ivrepver atroteAei éva HECO ATTOTEAEOUATIKAG
ETMIKOIVWViag

‘Eva atroteAeopaTIKO SIiKTUO HAPKETIVYK

Avadukveigl véa TUAHATA ayopdg Kal VEX TTAKETA
TTPOIOVTIKNAG TTPOCPOopPds (TrpoTdocig adiag - value
offers).

H aglomroinon Tou cuvodeleTal amrd véeg
duvardéTnNTEG — AVATITUSN OTNV OPYAVWOT TWV
EMIXEIPACEWV KAl OTNV £QAPHOYI TWV APXWYV TOU
HAPKETIVYK.

Ap. Aéomoiva Kapayiavvn, 2021
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%
CONTENT ENGAGEMENT

arketers have been missing out on a key element of the buyer's ‘
Higital 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
pssets they view and how much time they spend.

Ap. Aéomoiva Kapayidvvn, 2021 71

71

DIGITAL BODY LANGUAGE
b6

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 Kapayiavvn, 2021 72

72
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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.

content consumption behavior is a key indicator of sales readiness.
Buyers who consume a lot of content - we call it binging - are 2.4

times more likely to be sales-ready.

Ap. Aéomoiva Kapayiavvn, 2021 74

Knowing what happens after your prospects click can tellyou a greatA
deal about their interests, intent and readiness to buy. And their

74
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75

HAVE YU GO A MNITE?
EVERY 6O SECONDS iN YOUR DiGiTAL LifE...

76

76
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R

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

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

2890

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

500,000

subscribers to Maru's
YouTube channel

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

6.61M

# of page views Kim
Kardashian's NSFW 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%,

25.2M

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?

’

0

]

«

77

ATTENTION COMES iN CONCENTRATED BURSTS...

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

assets per persona that B2B

7 The min. number of content
technology buyers
T

6-10 ¥y

o  purchase decision®

ber of people involved

inan mhrprln purchase process®.

of B2B buyers say
3 they have less time
to view oonhnt“

of B2B buyers rely
6 1 more on content to
research and make
7 purchasing
decisions than they
did ayear ago®.

increase in the

GIu i

2015 versus 2014*.

of B2B buyers

z recommend that
3 marketers package

related content
together to make it
easier to find"”.

78
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DOWNLOAD!

ISN'T WORKING.

craving for more.

219,000,000

Copies of the 2016
IKEA catalogue- that's
2X the number of
Bibles printed.*

80
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GETTING A BUYER'S ATTENTION iS REALLY HARD.

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

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.

r 4 months, 44% of those who saw it clicked on it*. In 2016

worn off: bar

You go to IKEA for one thing and end up with a load of
bos rapped to the roof of your car. Sound familiar?
IKEA stores are designed to keep you shopping longer.
Her hat you can learn from IKEA about delivering

engaging content experiences that satisfy your buyer's

A FEW FUN FACTS...

000,000 150,000,000

Customers visited IKEA stores last year. Number of meatballs
IKEA sells every year - not
bad for a furniture store!

St

80
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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?

82
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A

KNOW YOUR CUSTOMER

IKEA sends company Marketers get to know their buyers
“anthropologists” to visit through their data, but does your
customers in their homes in reading of your buyers' digital body E= Bz B-
order to understand their language affect how you market to 125mns 25mirs  Gmis
wants, needs and dreams them? Apply behavior-driven
for their living spaces. logic to personalize the content

experience.

\2

TAILOR YOUR OFFERINGS

77 cm = #$%2!

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

What does personalization I
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.

o
N Np. A¢omoiva Kapayidavvn, 2021 83 4
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2,000

Number of new products IKEA releases per year.’

Repurpose, repurpose, repurpose

000000

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.

L

TAP INTO YOUR TALENT

IKEA recruited staff to form the "Home

Tour Squad” which travels around the
country to help people with interior Harness your

Al design. The show is n employees’ talents,
[ " I[ pe passions and subject
< matter expertise by
encouraging them to
help you create
content for your blog,

videos, website etc.

18 MILLION

Vital statistics for th

HAekTpovikd Epmopio, Ap. Kapayidvvn
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Did you know content marketing I

Design and deliver interactive content f generates 3x as Y oy

experiences that encourage buyers to "build
*  their own content adventure” based on what i opclamet

is relevant to them - but with step-by-step

guidance to help them put everything

together.

Ap. Aéomoiva Kapayidvvn, 2021

WWW Content engagement tools

Content Type Analysis

Content Asset
Type

Msiog

[l Case Study

. e-Book

Infographic
Presentation

[l Product Related
[l mird Party

B video

Bl webpage

B white Paper
and FAQ

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

Np. Aéomoiva Kapayidvvn, 2021 86
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What are the primary forms of media used
within your content strategy?

Blogs Videos  Infographics Case eBooks White Checklists  Interviews Other
Studies Papers
§ 87 )
Dp. Aéomoiva Kapayidvvhn, 2021
87
What channels are you creating content for?
YouTube Instagram Facebook LinkedIn Company Other
Website
q Ap. Aéomoiva Kapayiavvn, 2021 88 )
88
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Demand Generation

* Email campaigns achieve on average a 17% open rate and

a 4% click-through rate. (HubSpot, 2017)

* On average, organizations generate 1,877 leads per month

and 1,523 MQLs. (HubSpot, 2017)

* Organizations, on average, are generating over 470,000
website visitors, 1,800 leads, and 300 new customers per
month. (HubSpot, 2017)

¢ Across consumer products, marketing, media & publishing,

and non-profit industries, very few organizations average
more than 5,000 MQLs per month. (HubSpot, 2017)

* The mean cost per lead is just under $200. (HubSpot, 2017)

¢ Ad placement and audience targeting are the top ways that
advertisers drive more demand. (HubSpot, 2020)

* The top priority for marketers is generating leads.
(HubSpot, 2020)

* Over 60% of marketers said their CAC has increased in the

past three years. (HubSpot, 2020)

* 49% of companies report that increasing customer
acquisition‘is their primary objective. (Ascend2, 2020)

A

¢ Email automation campaigns are among the top three
tactics used by email marketers to improve performance.

(HubSpot, 2020)

Marketing Automation

¢ 67% of marketing leaders currently use a marketing

automation platform. (Salesforce, 2017)

¢ Anticipated year-over-year growth for marketing
automation platforms is 31%. (Salesforce, 2017)

¢ Of those who are automating marketing, 23% are
automating their content delivery. (HubSpot, 2020)

® 20% of marketers are using automated email marketing

campaigns. (HubSpot, 2020)
* 68% of businesses use automation in some way. (HubSpot,
2020)

* 70% of the companies report that the most important
benefit of automation technology is better-targeted
customer communication. (Liana Technologies, 2017)

89

WWW Engagement
Analysis by Content Type
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Engagement Analysis by Content Type

* Attention Earned by a prospect

v. Marketer's expectations
* Average engagement time with
| e-Books is 2.5X longer than White
II Papers

Ap. Aéomoiva Kapayidvvn, 2021 91
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Visitor Device Analysis

* 2016 has been a steady rise for

Mobile
* Tablet has always hovered at a

small share
Device
B Desktop
Il Movbite
B Tablet

Ap. Aéomoiva Kapayiavvn, 2021 92

92

HAekTpovikd Epmopio, Ap. Kapayidvvn



Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

Visitor Device Analysis: Sessi

e .
ession L,,“Lu'f.,.‘w'

Desktop
Tablet Smartphone
mobile mobile

1NN byv
10N OY

Content engagement ava péoo auvdeong -
Desktop/tablet/smartphone (mobile)

1s are 3X longer

fhan Mobile on average

To KivnTo TNAé@Wvo dev guvoei
To content engagement:

AUTO TaIp1dlel TTEPIGOOTEPO HE TO
desktop PC/laptop

Ap. Aéomoiva Kapayidvvn, 2021 93
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Average Session Duration
Factor Difference

S

&
($)
e

A
(c(\‘ <%
©

N
Ap. Aéomoiva Ka

)

(size based on number of sessions)

Engagement Analysis by Inbound Channel

O N W g8
(g&\\ N O&QxV(’ o
Sugin, 2081 o %
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AikTua Content Engagement. A6 ToU épXovTal Ol ETTIOKETITEG?

Direct (Apeoo): O xphoTne TTAnkTpoAoyei Thv web URL 31cUBuvon karteuBceiav
oTov @UAAopeTPNTH 10ToocAidwy (browser).

Organic Search (Opyavikii Avanhtnon) : O xphoThg waxvel évav 6po Tou eivai
OXETIKAC HE TNV 10To0EAIdA TNG eMIXEipNONG o€ Wid punxavh avalAThong Kai
eugaviletal n 10TooeAida auth oTa amoTeAéouara avalAThong.

Social (Kowvwvikd Aiktua): O xphoTtng pyaivel oThv 10TooeAida Tne emixeipnong
péoa amé pia TAATEOpHa KolvwyvikoU dikTUou (T.X. Twitter, Facebook, etc.).
Email: O xphotng kTumder (click) mavw oe pia umepotvdeon (hyperlink) oTnv
10TooeAida TG TIXEiphong TTou epgavioTnke oTo email Tou.

Referral (TTapamoumn) : O xphoTthg kTumtder (click) Tavw og pia utepolvdeon
(hyperlink) oTnv 10T00€AIda TG ETIXEIPNONG TIOU EPPAVIOTNKE OE Hid AAAN
1oTooeAida.

TTAnpwpévn avalhtnon (Paid Search): O xphotng avalitnoe évav 6po Tou éXel
oxéon pe Thv 10TooeAida The emixeiphong Kai KTumhoe (clicked) mavw og pia amd
TIG 31a@nuioeIg TTOU eR@avioTnKav Kai gival aXeTikéG He Tov 6po kAeidi (keyword)
(m.X. Google ads).

TTapouciaon (Display): O xphotng kTumder (click) mdvw oe pia peydAn diaghpion
mapouaiaong (display advertisement) mou n emixeipnon éxer kataxwphoe! o€
évav dpoxo oto Aiadiktuo (T.X. o1 TTOAU peydAeg diagpnuiosic (banner ads Tou
UTTOpEi va uttdpxouv oc Blatpopgplggol\o ual((]tz)[]ov%\ler{%l 95

gomolva

95

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 fo 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|bIhTIe%'p. Aéomoiva Kapayidvvn, 2021 96
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T eival éva TAnpogpoplo-ypa@ik
(infographic) oe pia emixeipnon;

+  XZe pid emixeipnon Ta mAnpogopio-ypagikd (infographics)
XpnoigotoloUvTal amo 60Aa Ta emimeda TnG dioiknong yia
Tapouaiaon dedopévwy e UYNAR TTo10TNTA. Ta TTAnpogoplo-
ypayikd (Infographics) mepiAappdvouv ioToypdupara-
histograms, papdoypduuara (bar graphs), mitec (pie charts),
yoauuikd oxediaypdupara (line charts) diaypduuara dévdpou
(tree diagrams), 18c0ypapikoUC XAPTES, VONTIKOUC XAPTEG
(mind maps) 8iaypduparta Gantt kai dikTuakd diaypduuard.
AUTd Td epyaAeid eival guxvd gpyaAeia evag eTiXElpNUATIKOU
AoyiopikoU yvwong (business intelligence software).

http.//whatis. techtarget.com/definition/infographics

Ap. Aéomoiva Kapayidvvn, 2021 97

Mévpar
Conversion rates, Followers, Bits links x

CONNECTIONS
TO GROWTH

Id ROI and Metrics

TRANSFORM YOUR BUSINESS

4

sproutsocial & buffer G
\

bl
)
Google Analytics

¢ ROl is the easiest metric to
track

Measuring

h * Tools outside and inside
the social media platforms

-
metrics: ¢ Don’t measure success on
followers alone

\
§ 98
Ap. Aéomoiva Kapayidvvn, 2021
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7 A GENERAL MODEL OF CONSUMER BEHAVIOR

Independent Intervening

D
Derpographic Variables — V:g::I::m
Variables — Market Stimuli 1
Background Social Networks
Factors Communities

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

99

YToOeTIKO HoVTEAO evEIAQEPOVTOC KATAVAAWTWY yid ayo

. . .
oto WWW- TTpooappoopévo povtéAo kaivotopiag H/T
Rogers.
elati tage
| Direct shopping motives
Time efficiency
Shopping on a 24hours basis Observability
Better product information
Queues avoidance | Familiarity with the Web browsin
Parking avoidance activities when at home
Entertainment
Consumer Characteristics Information and news research
e Software research
|Social economic variables Product research
Income A Product purchases
Marital stati i
bl — W "I‘)tg’:St N |IFamiliaritywith the Web browsin
e opping activities when at the office
| Personal characteristics y Entertainment
Age Information and news research
Software research
Product research
Relative Disadvantage Product purchases
|Direct shopping impediments | Use of Direct Shopping
| Enjoyment of traditional shopping
I Lack of trust in Direct Shopping

Dp. Aéomoiva Kapayidvvn, 2021 100
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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

Total 100,0

Ap. Aéomoiva Kapayidvvn, 2021 101
I3 I3 3 I3
‘Eva pgovréAo uioBéTnong ayopwv péowv WWW
I3
(kaTavaAwTéc)
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 browsin Adoption of
activities at the office Web-shopping
Entertainment
Information and news research
Software research
Product research
Product purchases
| Use of direct shopping Relati dvant £ Web-shoppi
Catalogues elative advantage of Web-shopping
Telephone | Web-shopping motives
v Time efficiency
Brochures Shopping on a 24hours basis
Queues awidance
| Web- P .
N\ Enjoyment of traditional shopping
- Lack of trust in Web-shopping
S—h A
— Difficulty in locating Web-shopping senices
!\\ Complexity in using Web-shopping senices
) Q. Atomoiva Kapayidvvn, 2021 102
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Empepaiwpévo povTéAo UI0OETNONG
ayopwyv péow WWW (karavaAwTég)

. ZupBaréTng

E¢oikeiwon pe 1ig Spaoctnpiotnteg Web browsing
Tuvnbeia ayopwv pécw Direct Shopping

XapaktnpioTikd KatavaAwtwv . . .
Kivntpa yia Direct Shopping

KoIVOVIKOOIKOVOUIKOi TIApAyoVTES

5 E¢oikovounon Xpovou
Eicodnpa N .
3 4 Ayopég kab' 6Ao 1o 24wpo -
32(:‘\1’)3’;:'(" KaraoTaen | AmoguyA TaAamwpiag > EV§'“‘PEP°V yia
[ Moi16TnTa TANPOYOPIWYV Yia Yi06étnon Ayopwv
MpoowTiKoi Tapdyovreg TpoIGVTA péow WWW
HAikia

Epmoédia tou Direct Shopping

‘EMegn EpmoTtooivng

EMeiyn MAnpogpépnong

MoAuTtrAokoTnTA

AlaoKEDSAOT aYOPWV HEGW KATAGTNUATWY
L "EMeiyn evdia@pépovrog (apvnTikn oTdon)

Ap. Aéomoiva Kapayidvvn, 2021 103
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Empepaiwpévo povréAo uioBETnon
ayopwv péow WWW (katavaAwTég)

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 Disad ge-Direct Shopping Impedi
Euﬂnjoyment of traditional shopping -0,01 1,01 0,90
Lack of trust in Direct shopping -0,60 0,55 0,01
Iﬁp. IstoTova Rapayravvn, cuct 104
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XapakTnpiloTikd 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

Ap. Aéomoiva Kapayidvvn, 2021 105
105
XapakTtnhpioTikd Tou WWW sit
Interactivity
Customised User Information il
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 Senices of the Firm C5
Employee Profiles & CVs C6
Information Exchange
Collection of Customer Views and Critique: E1
Structured on-line Surveys E2
Adaptive Information Query E3
Exposition of Customer Cases E4
Announcements of Promotion Activities E5
Automatic FAQ/Customer Support E6
Ap. Atomoiva Kapayrdavvh, 202t 106
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FIGURE 6.2

107

| Awareness—

Need

' Recognition

Evaluation of

Search Alternatives

THE CONSUMER DECISION PROCESS AND SUPPORTIN
COMM

'Po'st-purci*“ :

Purchase Behavio

Loyalty

Scheme 1. Conceptual Framework of the Study

Demographic
Characteristics

Size of

(no of employees)

Size of marketing department
(no of employees

v

Experience with the Internet

Years of ondine connection

Intemet Marketing Strategies

*

Product/ Market Strategy

Number of departmentsthat are using =Py Strategic Goals \ Degree of Product Standardization
Product Management Strate gy o
the Intemet Promotion Strat Degree of product Complexity
Use Intensity (% of marketing budget i e Structure of Customer Portfolio
that the Internet accountsfor) 9y
Performance
.
4
=)l Sales Performance

Export Performance
Impact upon the marketing effort
Impact upon the Distribution Channels

Ap. Aéomoiva Kapayiavvn, 2021
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MovTtéAo Xpnong Tou TvrepveT aTo
B-to-B pdpkeTivyk

\

Sales
Management H11
Activities
% / \
Internet H7 Sales
Budget 9 Performance
H10
H5 He, H13
H1
H2 H12
Use of the Internet H8 Sales
ools Efficiency
H4 /
N H14

Product
Management
Activities

Figure 1.
Conceptual Model and HyjpmthésizediRelatioiwshj2e21

s

109

MovTtéAo Xpnong Tou TvrepveT aTo
B-to0-B pdpkeTivyk

0.102

Sales
Management
Activities

Internet
Budget

0.03=
Use of the Internet

Tools

Product
Management
Activities | 0,454

Figure 2.

*k e : L at p<0.05.

* Standardised Estimates significant at p<0.1.
a: Squared iple Cor i

Goodness of Fit Summary:
€2=0.231, df=1, p=0.63, RMR=0.006, GFI=0.99, AGFI=0.98, NFI=0.99, CFI=1, RMSEA=0.000.
p. Aéomoiva Kapayidvvn, 202
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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/churnatéiPereeimgedrare 23abhich visitors are lost 1éF
reduced by, over a period).

Social Media metrics

Gross rating points (katd mpoaéyyian PabuoAdynon) (HéyeBog Koivo
ap1Bpo¢ Bedocwy - audience size times frequency of views)

Applause ratio (3eiktng emidokipaaiag) =apiBpé¢ Likes/Favorites éxe
Adpe1 kdBe éva amo Ta posts, katd péao opo (#likes/#Hposts)

(e.g. Applause rate = 5 onpaivel 671 kaB¢e éva amo Ta posts éxel
kataypdyer 5 Likes/Favorites katd péoo 6po).

Conversation ratio (3eiktng oulftnon) =apiBué¢ Comments/Replies mou
KaTd Hégo 6po £xel Adpel kdOe éva amé Ta posts (Hcomments/#posts)
(e.g. Conversation rate = 5 onpaivel 611 kaB¢e éva amo Ta posts éxel
Adper 5 Comments/Replies katd péoo 6po).

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

(e.g. Amplification rate = 5 kdBe éva amé Ta posts éxei poipacBei 5
POpPEC KATA PECO 6p0).

Sentiment ratio = apiOuég BeTikWy K apvnTikWy ouINTACEWY OTO
S1adikTuo / mdoeg kahd h kakd véa oudnTiiOnkav # conversations per
bran

la amaox6Anong (Duration of engagement) = xpévog mou

mavdel kdnolog (EMOKETTNG, KATT) oTo website
Ap. Aéomoiva Kapayiavvn, 2021 112
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

Social Media metrics
Relative metrics (ZxeTIkd péTpa),

ZxeTIkA péTpa (Relative metrics): H dpaotnpidétnta avd 1000 Followers,
Relative Applause ratio=indicates how many Likes/Favorites on average €
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).

Ap. Aéomoiva Kapayidvvn, 2021 113

2.x€01a0po¢ ThG amédoang ThG
emévduang mou ROI Content
engagement

+ Acite To content marketing wg mepiouoiakoé
OTOIXEIO TNG €TIXEIpNONG.

+ EuBuypapypioTe To content engagement pe Toug
oTPATNYIKOUC ETIXEIPNUATIKOUC OTOXOUG.

+ ATogpdoioe Toid PETpa Oa XpNOIHOTIOINGEIG

+ Avamtue To content engagement Wate va kavel
HETPNON TWV ATTOTEAEOUATWY.

+ A&ioAdynoe To TpoOYpaAppa oUHQWVA WE TIC
duvartoTnTeg ThG emixeipnong (KAve TIC ATAPAiTNTEG

PWTIKEC EVEPYEIEC).
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

Email metrics

« Open rate (deikTng avoiypaTtog Tou punvuparog atov email account).
« Delivery rate (3cikThg Tapddoong Tou HNVULATOG)
« Click through rate (8eikTng KTUTAPATOG OTNV OeAida Thg emiXeiphong)

» Bounce-back rate (6Tav To pAvupd oou 3ev To AauPdvel o amodEKTNG
emeIdn anoppinteTal amod tov dékTn (receiver) atov mail server)

» Unsubscribe rate (3cikTnhg katdpynong ThG eyypaghic)
+ Conversion rate (d€ikTng HETATPOTIAG) = OTAV 0 EMOKETTNG TG

10T00eAiBag aou (web page) website Aapupdver amépaon va kdver autd
TIOU ToV KaBodnyei To HAPKETIVYK va KAVEL.

Ap. Aéomoiva Kapayidvvn, 2021 115
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Pop up windows Adver‘rising-EvoxA%(r'\

+ H maBnTtikn-evoxAnTikA (unsolicited/spamming/ pop up windows
advertising Ta omoia mpopdAAovTar Tpog dAoug-mass
communication kai 6x1 aToxeupéva mpog To target group Tou
TPOIOVTOC) TPOPOAR, 6TTWCE yIvoTav cUdwva HE Ta TTPOTUTIA TNG ‘
TPoPoAng oTa dAAa péoa palikAg eTKoIvwyviag givai /
avamoTeAegUaATIKA.

+ T1.x. Otav pmaivw oc éva €1dnoloypagikd online kavdAl kair pAETW
dia diagpApion via éva mpoidv avedpTnTa améd To av pou Taipidlel
oTa dnuUoypa@IKd HoU XApaKTNPIOTIKA ) aTa TpéxovTa evdiapépovtd
HOU, auTé £xel wg amoTéAeapua Thv evoxAnon pou (To Bswpw wg
'‘Bopupo emiKoivwyiag' kai Thv ayvonoh Tou ek pépoug (information
overload). Eivar adidkpiTh apeioppnon (intrusion).

+ Emiong cival omatdAn mépwv yia Tov diapnuilépevo. EoTw Kai av
HE ) v TpOT0 0 d1apnpI{opevog cixe KEPDOG, AuTO EyIve He

amaox6Anan ToAUTIHOU KepaAdiou, ev) Ba pmopolaoe va
id10 amoTéAeopa pe AiydoTepn diag. damdvn. A
Ap. Aéomoiva Kapayiavvn, 2021
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Aiapdveiec NAeKTpoVIKoU epTIopiou, oTPAThYIKWY HdpkeTivyk 2020

Emikoivwviaki oTpaTnyikA ot
AiadikTuo

H oTtparnyikA mou Taipidler pe Tnv kouAToUpa Tou AiadikTUou
Oa TpETEl va eTITPETTEI GTOV EMIOKETITN TOU 10TOXWPOU vda
ekpaieVoel (avalnThoel pdvog/vn ThC) Thv TAhpowopia
(information probing) autopoUAwg (va eivai oTnv S1AKPITIKA
ToU euxépela av Ba dei Thv TAnpoyopia).

To diapnuilépevo mpoidv (aya®dé/umnpeaia/eumeipia, kAT). Oa
TPETEl va eKTIOeTAI JIAKPITIKA, €iTE 0TO TAAI, €iTe Héoa oTnv
ochida, av cival oxXeTIKO To Oépa kai o TeAdTng Oa Kpivel av
OéAel va Tidpel TteploadTEPN TTANPoYOpNoN yi' autd, dnA. av
Tov/Thv ev3IAPEPEI OTNV OUYKEKPILEVN XPOVIKA OTIYUA va
EKTEDEI 0TO OUYKEKPIUEVO IAPNHIOTIKO HAVUNA.

11
q Ap. Aéomoiva Kapayidvvn, 2021
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2
Epeuva via Influencers 20 V\‘\\
Eivai dpaye pévo o1 Celebrities (Aiaonpétnrec); -

#4 Llon91 Messl

8 /] .;e%..

| .

#6 Cristiano Emire - o . #9 Dr. Phil

Ronaldo #8 The Eagles McGraw
=
\¢ Ap. Aéomoiva Kapayiavvn, 2021
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Aiapdveiec nAekTpoviKoU elTropiou, aTpaThyikwy pdpkeTivyk 2020

‘Epeuva yia Influencers 2020- Kupiwg o
AiaonpéTtnTeg Kai o1 Experts

MNowdg/a ivan o/n Influencer ZuxvotntgPercent
Aldonpocg/un kaAAtéxvng (Celebrity) 916|46.7
Aldonpog/un otov Topéa Tou/TNng 1269(64.6
AuBevtia otov topa tou/tng (Expert) 644(32.8
Elvat ®idog/n 81|4.1
Eivat ouyyevig 13(.7
Eivat ouvadeldog 25(1.3
Eivat pavatikog meddtng 18/(.9

Ap. Aéomoiva Kapayidvvn, 2021 119

H di1adikaoia Enikoivwvia

[ Media Epmreipiog ]

AiauAog

Moptrog/
ATrooToAéag

Aéktng /
Koivé

ATTOKWA3I1KO-
moino
| |
| |

Kwdikotroinon
| N O I B B |

IIIIIIIIIIIII ) I | I I | 'p:@bpﬂbé' N I | I I IIIIIII donnnh

ATTOKpIOT, AVOTPO@OBOTNOT presssans
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

2 xéon pe Influencers

« H kevtpikh 18éa tn¢ Aiadikaciagc Emikoivwviag
gival 0TI To pAVUpa Ba TpéTel va KwdiKkoToIinOei
£TOI WOTE vad YiveTaAl KATAVONTO KAl ATTOOEKTO ATTO
Thv ayopd-oToxo (target group).

 TTolo¢/mola civai o To10 KaTdAAnAoG va HeTadwoel
TO HAVUUGA;

 TTolo¢/mola Ba civai to10 amodekTdC aAMd T
ayopd oToxo;

 TTolo¢/mola éxer Tnv 8Uvapn va emnpedosl TIG

amo@doeiG Tou amod£EKTN TOU HNVUUATOC TIPOG

$T)0C TOU TTOUTOU TOU UNVUUATOG;

Ap. Aéomoiva Kapayidvvn, 2021

121

121

Opddec avagpopadg
Etraong
dihodociag
ATTOKAPUENG
ATTOQUYNG

Ap. Aéomoiva Kapayiavvn, 2021
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Aiapdveiec nAekTpoviKoU elTropiou, aTpaThyikwy pdpkeTivyk 2020

XapakTtnpIoTIKA NouTtrou Kal TERYo!
Etre¢epyaoiac AekTwv

AUvapn

EAkuoTiKOTRTA

J A&iomioTia

E % Ap. Aéomova Kapayidvvn, 2021
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ACIOTTIOTIO TTOUTTOU

* H €KTOON KATA TNV OTTOI O TTOUTTOC
Bewpeital Ot EXEl:
—'vwon
— IkavéTnTa
— Eytreipia
» Kal n TAnpo@opia Bswpeital o1 givai:

— AgiIommoTn
4

MEPOANTITN
12
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

EAkuoTiKOTNTA [NOpTTOU
» Ouolopopgia

— OuoléTNTa PETAEU TOU TTOPTTOU KOl TOU
O£EKTN TOU UNVUPATOG
« E¢oikeiwon (Familiarity)
— 'vwon Tou TTouTTOU HECW
ETTAVOAQUBAVOUEVNG 1 EKTETANEVNG
ékBeong

« 2uutrabela (Likeability)

Oauuacuog yia ToV TTOUTTO TToU
TTNyadel amd TNV QUOIKN TTapouaia, n

GAAQ TTpOCWTTHE Y EpsTE 16T

H xprnon Alaonuotitw
(celebrities)

* Ymrootpi&n (Endorsements)

— H diaonudétnra, cite gival €181KAG, €ite OXI, aTTAG CUPPWVET GTN XPROT
TOU OVOUATOG KAl €IKOVAG TOU/TNG KAl OTNV TTPOBOAN] TOU TTPOIGVTO

» 2uoTtaoelg (Testimonials)
— H diaonudtnTa, ouxva évag €10IKOG UE EUTTEIPIA OTO TTPOIOVY,
eMBEBAILIVEI TRV PUOIKI| KaI OIKOVOUIKH agia Tou.
« TomoBethoE€I — mAaoapiouara (Placements)

— H pdpka «TTAacdpeTal» g éva KIVIPATOYPa@IKO épyo j o éva BEua
€0TITIKG &TTOU BAETTETQN QTT’ TO KOIVO KAl XPNOIUOTIOIEITAI )
VOEETAI |UE TOUG XOPAKTAPES TOU £PYOU.

Ap. Aéomoiva Kapayiavvn, 2021
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

H xpnon AlaonuoTANTOV WG
Influencers

e ApapaTonoinoeig (Dramatizations)

- Aiaonpol nBonoioi ) povTeEAa emdeikvUOUV TN
XpnNon TnG Napkag kata Tn OIApKEId OKNVWV OE
€PYO N o€ ONMOCIEC EPPAVIOEI MOU EXOUV
oxedlaoTei yia va enideiEouv To nNpoiov.

e Eknpoownol (Representatives)

- H diaonudéTNTa CUPPWVEI VA EKNPOOWNEVUTEI
(spokesperson) TN Yapka psow NoIKIAWV HECWV
yla HIa EKTETAMEVN XPOVIKN MEPindo.

e TauTion (Identification)

- H 6|aonp0TnTa ouvnBwg os ouvspyaola ME TOV
napaywyo, slcaysl ™mv 6|Kr] TOU/TNG papKa
xpnomonomovmq TO OVOMA TOU/TNG WG TO OVOMA
TNG IJCIPKCIC Ap. Aéomoiva Kapayiavvn, 2021 127
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O poAoc Twv influencers

« XpeialeTai Taiptaopa Tou influencer pe Ta

XdpaKTNPIOTIKA Tou Target group.

O1 oT1éx0! Tou Influencer, dev civar pévo og dpouc
TWARCEWYV, dAAd Kal o€ OpOUC ETTIKOIVWVIAC
(awareness-interest-desire-action), T.x.
gvduvdapwong Tou brand. 'H pmopei va eivai To
sharing, 1 Ta likes (To conversion rate umoAoyiCeTal
avdAoya pe Toug oTOX0oUG Tou content engagement).

H mo16TNTa TOU TIPOIOVTOC €ival TTOAU onUAvTIKA yid
TNV amoTeAeodaTIKOTNTA Tov influencer (6TTwg

oupPaivel kai pe To HAPKETIVYK ekTOC A1adikTUou).
128
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

O pbéhoc Twv Influencers

H epmioToouvn Twy followers mpog Tov influencer civai ToAU
onuavTikA, dpa xpeldletal HeydAn ouvETTEId €K HEPOUG TOU,
waoTe va Tnv diaThpAoel.

O followers, oUpgpwva pe épeuva, katédeifav 4TI Toug
amaoXoA&i Kal avhouxoUv yia To ol pmopei va kataAh§ouv Ta
TPoowTIKA Toug dedopéva, aTov Pabuod Tou ptropei va €xel
mpdapaon ¢ autd o/n influencer.

129
Ap. Aéomoiva Kapayidvvn, 2021
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H oTpartnyikn e-marketing ka1 mpopoAng ota Méoa
Koivwvikig AiktOwong pagileTar:

- ZThv Bewpia Tng Emkoivwviac MdpkeTivyk (MovTéAo
Aiadikaciag Emkoivwyviag kai Emnpealovrog-mopmoU Tou
MnvUparoc Thg Emikoivwviag)

- ZTnv Bewpia Twv Makpoxpoviwv KoIvwvikwy ZxEoswv
(building of long-term social relationships and social
communities).

- 2Tnv Bcwpia Tou KoivwvikoU KegpaAaiou, Tou agopd Thv
avdamtuén/diathpnon kai othv Aia Tou Koivwvikou
Kegahaiou (Social Capital Value) ané Ta péAn Twv K.A.

130
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

HOikd {nThparta

H mpooTacia Twv mpoowmikwy dedopévwy, av KUn Ti dAAo,
TpooTaTevel To aya®o TnG eAeuBepiac Ekppaong TwWv HeAWV
Twv KA, T600 péoa, 600 kai £€w amd To AiadikTuo.

H Aoyokpicia kai n diaypagh emwvupa SIaTUTTWHEVWY
amoyewv (emOoTNHOVIKWY/akadnuaikwy, KAT.) Tou dev
avTipaivouv atov Nopiko Kwdika (dev odnyolv oc TapaPpaTtiki
OoUUTTEPIPOPA), HETA ATTO UTTOKEILEVIKA Kpion Twv moderators
Twv peydAwv K.A. umookdmTel Thv eAeuBepia Tou Adyou Kai
Thv dndoKkpaTIKA ékppaaon (dhAadh Thv PpoUAnon va
avtaAAaeic amoyeig otnv Ayopd-KoivoTntd otnv omoia cioai
HEAOC HE OTOXO TO KOIVO KAAO).

131
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Eumodia otov TTARpN Avraywviopé

YToyn 611 3ev gival eUkoAo va dnpioupynBolv véa M.K.A.
010TI UTTdpXoUV gUTTOdIA €£10000U VEWY AVTAYWVIGTWY OTOV
OUYKEKPIPEVO XWPO.

Ta eumédia autd opeilovral Kupiwg ota hetwork
externalities (n xpnoipéTnTa Kai n aia evog dikTUoU
audaveTal ge Thv au€non Tou apiBpoU TWV HEAWV Tou).
‘Eto1, éva mBavo véo dikTuo He eAdxioTa péAn dev Ba Exel
Kappid xpnoigétnTa ota AlyooTtd HéAn Tou.

AAAo gutddio eival h ouvexhc e€ayopd Twv avadudpevwy
OIKTUWY amod Ta Kdn umtdpxovta JikTud NYETEC aTOV XWPO
(Facebook/Google, kAT).

132
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

I'lpoTaoceic yia amopuyn HEAAOVTIKWY KIVOUVWY

* 2€ aUTAV TNV véad TEXVOAOYIKA €TTOXNA ThG 4NS PlopnxavikAg
emavdoTtaong, n AUon iow¢ Oa cival n avaykaia KpaTikn
mapéppaon/éAeyxoc Twv K.A., mpokeipévou va:

AilapuAaxBei n eAcuBepia Ekppaong Twv peAwy Twy KA.

AilapuAaxBolv Ta tpoowTikd dedopéva Kal 0 EAEyXoC TNG
OUHTTEPIPOPAC TWV HEAWYV, TTOVU YIVETAI, €iTE €V YVWOEI TOUG, €iTE
ev ayveia Toug (Héow epyahsiwv cookies, A neural science).
Ei1dikd TWwpa pe TNV av§non Thg TnAe-gpyaaciac Kkai ThAe-
ekmaideuong Oa mpémel va diapuAaxBei n eAsUBepn diakivnon
1I0eWv Kal va amo@euxOei o Kivduvog ThG TTapakoAolOnang, h
Aoyokpioiag Kal TG KATAXWPNon TG CUUTTEPIPOPAC TWV
TpooWwTwy oUHewva pe oTepedTuma (Omwe m.X. viveTal oRpepa
otnv Kiva).

Na amogeuxBei nh autovopnoh Twy K.A. amé Thv poUAnon Twv
ONHOKPATIKA EKTIPOCWTIOUHEVWY KUPEPVATEWY, aTo PaBud Tou
auTé eivar akdpn e@ikTo (amopuyh KIvaUVoU HovoTTwAiou Kai

HOVOTTWAIGKWY TTPAKTIKWY). 133
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TTpoTdoeic mpo¢ EmayyeApaTiec kar XpRoTeg Tou
AiadikTUou- TTapadeiypara amd Thv dpxIKA ¢don TNG
vio8éTtnong Tou AiadikTUou

O oePaopdc Tng KouAToUpag Tou d1adikTUou Ba éxel w¢ amoTéAsoua
Thv avapdBuion Tng emikoivwyiag petall Twy peAwv KA, é6mwe Atav
aTnv dpxIkn edon Tng avdmTu§ng Tou (invention phase).

AUTH ATav paciopévn:

- oTnv aAAnAeyyln, atnv auBoépunth dnpioupyia virtual KoivoTATWY
via avtaAAayh amoyewy Tpog Thy aunon Thg yvwong oxeTIKA e
OépaTa koivou evdiagépovTtog (TTOAITIKA KOIVWVIKOTIOINON-Civic
socialization) (BA. w¢ mapddeiypa Tnv avraAiayh dpOpwv Kai
amoYewWV Kai emKoIvwviag oTnv emoxn Tou KopwvoioU).

- ZTnv dnyioupyia eukaipiwv auBopunTng aAAnAoponBeiag 6mou
xpeidletar (.X. AvakUkAwaon/ueTamwAnoh poidvtwy C2C,
TpoaTaacia TepIPAAAOVTOG - evnuépwaon TO TI HTTOPEIG va KAVEIG
yi' auTo, 31EUKOAUVON KoIVWVIKWY opddwyv (T1.X. 81dBeon xpovou
Kal €MKoIVWVia avBpwtwy Tou duckoAeUovTal Adyw Xpovou,
PUOIKAC aduvapiag, A YEWYPAPIKAG, A KOIVWVIKAG amdoTaong).

Dp. Aéomoiva Kapayidvyy,2021
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Aiapdveiec nAekTpoviKoU epTropiou, oTpaThyIKWY pdpkeTivyk 2020

TTpoTtdocic mpo¢ EmayyeApatiec kai XpAoTeg
Tou AiadikTO0U

* Moipaoua yvwonc yia TaxUteph avamtuén véwv
TpoiovTwv(ayadwv/umhpeoiwv/ spappoywv/ eumeipiiv)

+ ()¢ yvwoTov h avakdAuyn piag véag eukaipiag athv ayopd
agopd éva véo Tpoidv/véo THAKA TNG ayopds Kail eVEXEI
aPpepaidTnTa WG TPOG ThV ETITUXH amodoxh Tou amd Thy
ayopd (emiTuxéc NPD).

« H aAAnAeyyin petall Twy peAwv KA. Tou ekppdleTal we
Hoipaoua Tng yvwong cuupdAAer aTnv peiwaon TnG
mapamavw apePaidTNTAg TOU EVEXEI TO VEO TIPOTOV-
aya®oé/umnpeaia kai emopévwe oThv dieukoAuvaon TNG

GYOPGOTIKYI]C (]T[(')(padnc. Np. Aéamova Kapayidvvn, 2021 135
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TMpoTdoeic mpog EmayyeAuaTtiec kar XpAoTeg Tou

, AiadikTOou
Ta amoTeAéopaTa Ba civai:

- KaAUTepn katavopuh the damdvng mpoPoAic ota K.A.

- KaAUtepa kaBapd amoTeAéopara oTpaTnyikAg e-
marketing.

- ATOQUYA oTtatdAng mopwy (avBpwowpwy Kai
KepaAaiou).

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

- Evduvdpwon Twv mioTwy meAatwy (Pe ouvEéTEld TNV
EUKOAOTEPN TTPOPAEYN HEAAOVTIKWY £000WV Kal
0oTaBepdTNTA TNC TIMAC TNG HETOXAC).

- Egappoyn Tou CSR : AiydTeph 6XAnoh TTpog Toug
eMOKETMTEG (Spamming), amogdépTnon Tou IaToxwpou e
TEPITTA UTTEP-TTANPOYOPNON dokoTtwy dedopévwy,
oePaocpoc Tng eAeUBOepng PoUANONG TWV TPOCWTIWY. 3¢
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