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ECONOMY 4.0 & WHOIAKH ENOXH —
ANNAZEI o Tpomoc nmov :

> Dwvilovpye ( €lKOVIKA KatooTtipato, amazon, ebay, caremarket.gr,
anytime,...)

> evnuepwvopaote yia ta NEA (portals, e-news, social media,...), mailoupue

» ETUAEYOUE TOUPLOTLIKOUC TTPOOPLOUOUC KOl OPYOVWVOULE Ta TaidLa pag Ko
™ petadopd pac (Airbnb, Uber , Taxibeat, Bedsonboard, booking.com,
travelocity,...), eotiaon, daynto (e-food),...

> Napdyoupe (3D printers)

> Emuyelpovpe  (kowvotopa  poviéeAa  Sharing  economy, gamification,
crowdsourcing — crowd funding, affiliate marketing model, viral model,
mobile apps, social media platforms, community models, augmented reality,
push notification, location based mobility, ....)







Ewkovikeg Ayopéc (Virtual Shopping) oto ota®uo tou unoyelov
owdnpodpopou otn Notia Kopéa — An overview of the virtual QR
Code supermarket in Korea by Tesco



https://www.youtube.com/watch?v=3Mqcb7RoN4Y

Super Market Tesco

NMwg akpBwg AeLtovpyeEl;

Y& KATOLOUC UTIOYELoUC otaBuouc, edbapuootnkav dwtoypadieg
padLwV E Ta TIPOLOVTA ava KoTnyopila Kol KATw ano KAabe mpoiov,
N TR Kat eéva gr code. OL MEPAOTIKOL OKAVAPOUV Ta (r Ao ta
npolovta mou entBupolyv, autd pmoivouv oto “kaAdaBl” kot
amootéA ovTal amd Tnv Tesco OTO OTiTL TOUC TNV wpa ToU
ETUAEYOULV.

Ta amnoteAéopata €6sav OtTL oL Kopedtec uloBgtnoov Ttov
KOALVOUPLO OQUTO TPOTIO ayopwv Kol ol TwAARCELC tnG Tesco
avePnkav katakopuda.



+ Virtual QR Code Supermarket in Korean Subway

- Tesco

Ixnpa 1.2. H gkkivnon pIa¢ €IKovIKNG na-
payyeAiac ayabwv and €va nAsktpoviko/
EIKOVIKO gounep HApKeT HEow QR Code: O
neAding okavdpel Tov QR kwoika tou npo-
TOVIOC Kal autd HETaQEPETAl oTo KaAdbl
tou. Otav oAokAnpwBsi n napayyeAia, autn
gKTEAEITaI ano to appodio TUNKaA, Kal agou
ouokeuaotei napadidetal otov neAdn v
NPOCUHPWVNHEVN WPA.
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IRoN4Y

MNPaepnNua i1.1. AnotsA€opata XpNnong TNg
etaipeiag TESCO petd and tnv oAoKANpw-
oNn TNG KAMMNAvIAag yid To £IKoVIKS coUnsp
MAPKET OTOUC OTtAdBnoUg Tou HeETpo: 769
avgnon OTIC eyypaAYP£C TNG Unnpeaciag
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https://www.youtube.com/watch?v=3Mqcb7RoN4Y
https://www.youtube.com/watch?v=3Mqcb7RoN4Y
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How it works

o Download o The item
Amazon app i is added to your
and enter store g i virtual cart within

Tody
W, Jan,
2 iTgpr 23

\ the app
Weight / :
SEHSiFS Cameras : o When you
i leave the
o Store's technology
surveillance system | adds up your
identifies the i virtual
customer and } cartand
tracks them as they | charges your
shop. Shelf cameras | Amazon
and weight sensors | account

detect when an
item has been
removed or put

back ! Note: Shop assistant checks IDs in the
' wine and beer section
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nAciocieo

QR codes oto MNMAa f0|0 Ixavapere Ta QR kat BAénete Live To ripoidv oo site!

Avalrimote Ta ora

TaUMEAGKIQ TWV
npoidvTwy oE 6Aa Ta

karaotrpara MAaiow

KQl OTOUG VEOUG Hag
KATaASYoug

"1 oomlﬂ"m"-li 1

Mo teplocotepec Anpodopiec/aflohoynoelc mpoioviwy



OL meAdtec pmopouv va
MTANPWOOULV LE v
avayvwon evoc QR code
KOl Xpr)on tTnG app avti va
MEPLUEVOUV OTNV  oupa
ylo To TapElo .



Hxntwkeg Evyeg

O «dwpntnc» okavapel to QR code, amobnkeveL Eva
NXNTLKO LNVULLA, TO OTIOLo 0 «HEKTNC» TOU SWPOU UIMOpPEL
va aKoUoeL HOALC TtapaAaBeL To dwpo.

SANTA TAG

give a little magic!
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ECONOMY 4.0 & WHOIAKH ENOXH —
ANNAZEI o Tpomoc nmov :

> eknatdsvopaocte (e-learning, open courses, personalized education, véeg
nAatdopuec eknaidbevong)

> gpeuvouue(Big Data analytics, neuromarketing, open data, infographics),
KOl ETILKOLVWVOUE TA EPELVNTLKA pag topiopata (altmetrics, ResearchGate,
Academia,...)

> eTiNéyoupe  dpovtidba  uyeiag, Swatpodng kal aocknong (personalized
medicine & fitness)

> OOKELTOL N TOALTIKN, emnpedlovtol oL TIOALTEC Ao TOALTIKA KOMMOTO Kol
nioAttikoV¢ (“Trumping” & "Brexit" campaign amo tnv Big Data company:
Cambridge Analytica, ...)

> lvovtal xpnUotikeg, tpamellkec ouvaAlayec (paypal, bitcoin, blockchain,
google wallet, e-m banking)






“We have a massive database of 4-5,000 data points on every adult in
America”.

Yviiaul 1o DIY DdLdr

Demographics/Geographics 'Psychographics

Personality
\raCidal)

( infogroup

Cambridge Analytica e@apuooe TNV TEXVIKA TG puxoypaenong “‘psychographs”
YIQ TNV ETTIPPON O€ KATAVAAWTEC KAl Wneopopous ue Baon dedouéva ayopaaTIKnG
OUMTTEPIPOPA Kal WPUXOAOYIKWV TTPOPIA - market data & psychological profiling




To apBpo Tn¢ Guardian TToOU CUYKEVTPWOE JEYAAO EVOIAPEPOV AVAYVWOTWYV
https://www.thequardian.com/technoloqy/2017/may/07/the-great-british-brexit-
robberv hijacked-democracy
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https://www.theguardian.com/technology/2017/may/07/the-great-british-brexit-robbery-hijacked-democracy
https://www.theguardian.com/technology/2017/may/07/the-great-british-brexit-robbery-hijacked-democracy
https://4.bp.blogspot.com/-SFVcN5-ll9c/We8GJHPIYRI/AAAAAAAAA-Y/NMt26TzoFgcCdjc1qOAbCjEeryNazeUXwCLcBGAs/s1600/Guardian+the+great+robbery.JPG

WHOIAKOZ NEAATHZ — EMMNEIPIA NMEAATH (EN)

XAPTHZ TA=ZIAIOY NEAATH (XTnN)

Otav Ba €xete tTeAelwoel TN LEAETN TNC evotnTag Ot
elote oe B€on va:

G yvwpilete T0 Babud e€oikeiwong Tou onuepIivou
TTEAATN PE TIG YNQPIAKES TEXVOAOYIES

TTpooeyyifete To BaBPO xpriong Kal atrodoxng
TWV KOIVWVIKWYV PECWYV KAl TWV KIVATWV
OUOKEUWV/EQAPPOYWV
yvwpicete TNV évvola Tng ENNM kai Tou

e TTEPIEXOMEVOU TNG
XPNOIUOTIOIEITE OTNV TTPAELN TO EPYAAEio TOu
XTT

° oxediddeTe T Briparta xaptoypdenong Tou Tl
EQPAPUOLeTE TO OXEDIAC PO TTPOWIA TTEAQTWV-
personas




[MOIOZ EINAI O WHDIAKOZ MEAATHS;

» Molog eilval o MeAATNC;
Molec eival ot emBupieg Tou, oL cuvnBEeLEC TOv, TO TIPpodiA ToUu;
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» MopoTL amoteAel o amAn epwtnon, eivat SUokoAo va
QTOAVTAOOUUE HE Baon TIC tNYEC SESOUEVWV KAl TNV EPEUVO TTOU
XpnotpomnololvTal 0To MapadooLlaKO LAPKETLVYK.

L)

L)

**» Aev B€houpe va LavTEPoUpE, aAAA va YWWPLOOUE KoL VaL
npoPAEPoupe tn ovpnepipopd tou PndLakoL TeEAATN 1 TTEAATN
4.0. pe Baon mAnpodopnon Kat yvwon.




https://wearesocial.com/uk/blog/2023/01/the-changing-world-of-digital-in-
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ESSENTIAL DIGITAL HEADLINES ""; v

OVERVIEW OF THE ADOPTION AND USE OF CONMECTED DEVICES AND SERVICES

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES

8.05 5.56 5.19 4.88

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

57.2% 69.1% 64.5% 60.6%

REPOIR [H; BETA RESEARCH CEMTER; KE ADVISORY: AL MEDIA R IDEMTITIES MAY NOT REFRESENT UINIGUE INDIY ALS COMPARABILITY: MIFICAMNT REY M E
o NOT HAVE BEEN UPDATED IM THE PAST YEAR. SEE MNOTES ON DATA FOR FULL DETA S social



YTrédpyouv 5,56 S10EKATOUMUPIO HOVASIKOi TUVEPOMNTEC KIVATAC ]
TNAEQWVIag o€ OAO TOV KOO0, TTOU AVTIOTOIXEI 0TO 69,1 %TOU TTAYKOOUIOU
TTANBucuoU

H uio6€Tnon kKivnTwy TNAEQWVWYV augnonke katd 2,7% atrd Tov TTEPACHUEVO
XPOVO, JE oXedOV 150 ekaTOPUUpPIa VEOUG XPNOTEG

O ava@epoOueEVOC APIBPOC ATOMWY TTOU XPNOIMOTToIoUV TO AIadIiKTUO
aucnonke kara 2,1 1oI¢ EKATO ATTO TOV TTEPACTHEVO XPOVO, pTAvovTag Ta 5,19
dloekaToupupla Tov louAio Tou 2023: 64,5 %Tou TTOYyKOGHIOU TTANOUCHOU,
AV Kal 0l KABUOTEPNOEIC OTIC KATAYPAPES GNUAivouv OTI N TTPAYHATIKA
diciocduon Tou AladikTUou gival TTBavwe uwnAoTepn

O apIBuoC TWV EVEPYWV XPNOTWYV TWV NECWYV KOIVWVIKAG SIKTUWONG
Iocoduvapei Twpa ye 10 60,6 %ToU TTAYKOOUIOU TTANBUCUOU, JE TO TTAYKOOUIO
ouvoAo va @tavel Ta 4,88 dioekaTtoupupia Tov louAio Tou 2023.

H ui08€tnon Twv péowv KoIvVWVIKAG SIKTUWONG augnbnke katd 3,7 % atro
TTEPUOI, JE TTPOOONKN 173 EKATOUMUPIWY VEWV EVEPYWYV XPNOTWV



TOP TYPES OF WEBSITES VISITED AND APPS USED

MNOTE: G H2

GLOBAL OVERVIEW

CHAT AND MESSAGING 94.5%

SOCIAL NETWORKS M.1%

SEARCH ENGINES OR WEB PORTALS 80.4%

SHOPPING, AUCTIONS, OR CLASSIFIEDS 74.5%

MAPS, PARKING, OR LOCATION-BASED SERVICES 53.8%

MUSIC

WEATHER
I

ENTERTAINMENT 39.6%
I

BANKING, INVESTING, OR INSURANCE 27.0%

SPORTS 25.9%

e SOURCE: G\ [0 RES REPRE {T THE FINDIN A BROA AL SURVEY OF INTERMET USERS AGED 16 TO &4. SEE GWI.COM FOR F TAILS. COMPARABILITY: STARTING WITH THEIR Gid we o>} It ¢
22 WAVE OF RESEARCH, GWI INTR D A REVISED SURVEY MET THAT RESULTED IN A DECUINE IN VALUES FOR A WIDE VARIETY OF DATA POINTS. AS A RESULT, DATA POINTS ONT are, O Meltwater
MAY I R ¥ AR AT AILAE DIATA F 1 BLEISHED IM PREY REPOIR soclu|



VS OVERVIEW OF SOCIAL MEDIA USE "‘“;'v%}*"
2023 i

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

CLOBAL OVERVIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE ~ YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

4.88 +1.5% +3.7% 2H 26 M 6.7

BILLION +71 MILLION +173 MILLION YOY: -2.0% (-3 MINS)
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL
TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

60.6% 78.8% 93.9% 46.4% 53.6%

SOURCES: ¢ APAN RTISING & i t RESEARCH CENTES W 211 NOTE: AVEd NUMDES SOAL It t e we
ADVISORY: M N AAY NCIT REPRESENT UNIGUE INDIVIDUA APARISON M A NO INTE g AY £ £ 103 DUPLICATE
@ ity i ar b D T BT O D AT A T ey are, l <O> Meltwater

COMPARABILITY: NI REVISIONS 1 RCE DATA T PG WM HERE ARE NOT COMPARABLE WiTH v sSocia
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“LS COMPARABILITY:

AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERMNET USERS AGED 16 TO 64 SPEND USING SOCIAL MEDIA EACH DAY
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Jim Coleman, UK Chief Executive at We Are Social, said:

“As we learn to live with the pandemic, it’s
incredibly interesting to see how this shift in our
lives has affected our digital usage over the last
year, especially in the UK.

Whether it’s the continuing rise of ecommerce, to
social media’s growing ad reach, the way in which
we’re navigating the digital world is becoming
increasingly entrenched into our everyday lives.
Brands need to understand these changes in usage
and perception of social media and factor it into
their marketing in 2023-24”

Copyright 2019 © EKAOTIKOZ OIKOZ ROSILI




MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERMET USERS AGED 16 TO &4 USE THE IMNTERMET

MNOTE: GW1 HAVER Tk GLOBAL OVERVIEY

FINDING INFORMATION 59.2%

STAYING IN TOUCH WITH FRIENDS AND FAMILY 54.8%

KEEPING UP TO DATE WITH NEWS AND EVENTS 50.3%

WATCHING VIDEOS, TV SHOWS OR MOVIES 50.7%

RESEARCHING HOW TO DO THINGS 48.1%

FINDING NEW IDEAS OR INSPIRATION 44.8%

ACCESSING AND LISTENING TO MUSIC 43.7%

RESEARCHING PRODUCTS AND BRANDS 43.2%

FILLING UP SPARE TIME AND GENERAL BROWSING 41.0%

EDUCATION AND STUDY-RELATED PURPOSES 38.1%

RESEARCHING PLACES, VACATIONS AND TRAVEL 36.3%

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 34.5%

MAMNAGING FINANCES AMD SAVINGS 33.71%

BUSINESS-RELATED RESEARCH 29.1%

ﬁ SOURCE: GWI |G RES REPRESENT THE FINDIN A BROA AL SURNEY RS A : 4. SEE GWI.COM FOF TAILS. COMPARABILITY: STARTIMNG WITH THEIR G4 we
=5 RESEAR o [T D A BEVISED SURVEY MET THAT RESULTED IN A DECLINE IN VALUES FOR A WIDE VARIETY OF DATA POINTS. AS A RESULT, DATA POINTS OMT are.  OYMeltwat



MAIN CHANNELS FOR ONLINE BRAND RESEARCH "‘;’ﬂ'

PERCENTAGE OF INTERMET USERS WHO USE EACH CHANNEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS

NOTE: G\WI1 HAVE REVISED THEIR METHODOLOGY. PLEASE READ THE IMPORTANT MNOTES OM MPARING DATA AT THE START OF THIS REPORT BEF COMPARIMNG DATA ON THIS CHART 'WITH PREV S REPORTS GLOBAL OVERVIEW
16 TO 24 YEARS OLD 25TO 34 YEARS OLD 35TO 44 YEARS OLD 45 TO 54 YEARS OLD 55TO 64 YEARS OLD

SOCIAL NETWIORKS 49.8% SOCIAL NETWORKS SEARCH ENGINES 51.1% SEARCH ENGINES SEARCH ENGIMES

SEARCH ENGIMES 44.8% SEARCH ENGINES 48.0% SOCIAL NETWORKS 45.3% COMSUMER REVIEWS 38.9% COMSUMER REVIEWS 40.6%

AN : : AN : : A/
COMNSUMER REVIEWS 32.5% CONSUMER REVIEWS 35.2% CONSUMER REVIEWS 7% SOCIAL NETWORKS 38.5% PRODUCT & BRAND WEBSITES 38.2%
MOBILE APPS 31.2% PRODUCT & BRAMD WEBSITES 31.4% PRODUCT & BRAND WEBSITES 347% PRODUCT & BRAMD WEBSITES 35.3% SOCIAL NETWORKS 31.6%
PRODUCT & BRAMND WEBSITES 28.2% MORBILE APPS 29.4% PRICE COMPARISOM SITES 28.5% PRICE COMPARISOM SITES 29.6% PRICE COMPARISON SITES 31.4%
VIDEO SITES 250% PRICE COMPARISOM SITES 26.0% MOBILE APPS 27 4% MOBILE APPS 230% MOBILE APPS 20.3%
I AN =AAN :

PRICE COMPARISOM SITES 22.2% WVIDEC SITES 247% VIDEC SITES 22.0% VIDEO SITES 18.6% SPECIALIST REVIEW SITES 17.5%
Q&A SITES 207%  DISCOUNT VOUCHER SITES 204% DISCOUNT VOUCHER SITES 204% DISCOUNT VOUCHER SITES 182%  DISCOUNT VOUCHER SITES 16.9%
DISCOUNT VOUCHER SITES 19.3% Q&A SITES 20.3% Q&A SITES 19.3% SPECIALIST REVIEW SITES 17.5% Q&A SITES 16.5%
BRAND & PRODUCT BLOGS 187% = BRAND & PRODUCT BLOGS 20.1% BRAND & PRODUCT BLOGS 190% | Q&ASITES 17.4% = VIDEO SITES 14.2%

R FULL DETAILS. COMPARABILITY: STARTIMNG WITH THEIR G4

RVEY OF INTER SERS AGED 16 TO &4 SEE C FOR WE
RESULTED IM A DECLINE IM VALUES FOR A WIDE VARIETY OF DATA POINTS, AS A RESULT, DATA POINTS O THIS CHART are,
S el <{O> Meltwater




GLOBAL OVERVIEW

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO BUY SOMETHING ONLINE EACH WEEK

@ WEEKLY ONLINE PURCHASES
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ED 16 TO é4. SEE GWI.COM FOR FULL DETAILS.
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SOURCE: GWI (@3 2021). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AC
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Top Trends

Digital 2023 report

We Are Social on LinkedIn and Twitter
Meltwater on LinkedIn and Twitter

Mia peyadAn aAAayr oToug TTAYKOOMIOUG apIBPOoUG XpnoTwy Tou AladIKTUOU

Mia evdla@Epouaa TITwon o€ dIAPOPES TITUXES TNG OIADIKTUAKNAG
dpaoTNPIOTNTAG

[MAoUaoIEC TTANPOPOPIES YIA TIC ECEAICOOUEVES TTPOTIMACEIC VI TTAATQOPMES
KOIVWVIKWYV NECWV

AANQYEC OTIC CUOKEUEG TTOU XPNOIMOTTOIOUV Ol AvBpwTTol yia TTpooacn o€
WNPIAKO TTEPIEXOMEVO KAl UTTNPETIES

MePIKEC aTTPOCTOOKNTEG AAAAYEG OTIGC CUPTTEPIPOPES DIADIKTUAKING
avadlnTnong TTayKOOHiwg

H eKTTANKTIKA avATTTu¢n TNS WnPIakns diaprpiong



https://www.linkedin.com/company/we-are-social/
https://twitter.com/wearesocial
https://www.linkedin.com/company/meltwater/
https://twitter.com/meltwater
https://youtu.be/p3a5-pEBB4Y

Nathan McDonald, Co-founder and Group Chief Executive, We

Are Social

“* We are seeing rapid changes in culture, the economy and society
more broadly. The huge shifts in behaviour withessed over the
last 12 months are now permanent, and are set to accelerate
even faster.

% “More people than ever are spending time online:
beyond social connections, information and entertainment, the

growth of EOCIGNCOMMEIes. gaming and spending on

cryptocurrencies and digital goods is evidence of real cultural
change.

It's never been more important for marketers to have a deep
understanding of online communities, cultures and subcultures.

Copyright 2019 © EKAOTIKOZ OIKOZ ROSILI




Al OVERVIEW OF CONSUMER GOODS ECOMMERCE ”V@"
2023 ?V A

HEADLINES FOR THE ADOPTION AND USE OF CONSUMER GOODS ECOMMERCE (B2C ONLY)

GLOBAL OVERVIEW
NUMBER OF PEOPLE ESTIMATED TOTAL AVERAGE ANNUAL SHARE OF 2022 CONSUMER 2022 ONLINE PURCHASES vs.
PURCHASING CONSUMER ANNUAL SPEND ON REVENUE PER CONSUMER GOCDS ECOMMERCE SPEND TOTAL CONSUMER GOODS
GOODS VIA ONLINE ONLINE CONSUMER GOODS GOODS ECOMMERCE ATTRIBUTABLE TO PURCHASES PURCHASE VALUE ACROSS
CHANNELS IN 2022 PURCHASES (USD, 2022) USER (USD, 2022) MADE VIA MOBILE PHONES ALL RETAIL CHANNELS

4.11 $3.59 $873 59.8% 17.1%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+8.3% (+315 MILLION) -6.5% (-$250 BILLION) -13.7% (-$138) +1.2% (+71 BPS) +4.4% (+72 BPS)
SOURCE: STATISTA DIGITAL MARKET OUTLOOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: “CONSUMER GOODS” INCLUDE: ELECTRONICS, FASHION, FURNITURE, TOYS, HOBBY, DIY, BEAUTY, CONSUMER we
HEALTHCARE, PERSONAL CARE, HOUSEHOLD CARE, FOOD, BEVERAGES, AND PHYSICAL MEDIA. FIGURES REPRESENT ESTIMATES FOR FULLYEAR 2022, AND COMPARISONS WITH EQUIVALENT VALUES FOR THE
PREVIOUS CALENDAR YEAR. FINANCIAL VALUES ARE IN US. DOLLARS. PERCENTAGE CHANGE VALUES ARE RELATIVE (LE. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%) are, <OD> Meltwater
“BPS” VALUES REPRESENT EASIS POINTS, AND INDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE AND CATEGORY DEFINITION CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS social




FASHION

$871.2
BILLION

YEAR-ON-YEAR CHANGE
-2.4% (-$21 BILLION)

PERSONAL & HOUSEHOLD CARE

$368.2

BILLION

YEAR-ON-YEAR CHANGE
-1.7% (-$6.3 BILLION)

ELECTRONICS

$765.7
BILLION

YEAR-ON-YEAR CHANGE
-17.1% (-$158 BILLION)

FOOD

$244.0

BILLION

YEAR-ON-YEAR CHANGE
+6.9% (+$16 BILLION)

sl ECOMMERCE: CONSUMER GOODS CATEGORIES

2023 ESTIMATED ANNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (B2C ONILY, U.S. DOLLARS, FULL-YEAR 2022)

TOYS, HOBBY, DIY

$601.7
BILLION

YEAR-ON-YEAR CHANGE
-2.7% (-$17 BILLION)

BEVERAGES

$2079

BILLION

YEAR-OMN-YEAR CHANGE
+0.5% (#$1.1 BILLION)

GLOBAL OVERVIEW

FURNITURE

$387.7
BILLION

YEAR-ON-YEAR CHANGE
-12.3% (-$54 BILLION)

PHYSICAL MEDIA

$143.8

BILLION

YEAR-ON-YEAR CHANGE
-7.2% (-$11 BILLION)

EQUIVALENT VALUES FOR THE PREVIOUS CALENDAR YEAR. THE “PERSOMNAL & HOUSEHOLD CARE" CATEGORY INCLUDES BEAUTY AND COMNSUMER HEALTHCARE. THE “PHYSICAL MEDIA" CATEGORY DOES NOT are o
NCIUDE DIGITAL DOWNLOADS OR STREAMING. COMPARABILITY: BASE AND CATEGORY DEFINITION CHANGES. FIGURES ARE NCT COMPARABLE WITH PREVIOUS REPORTS soclal

<OD> Meltwater

@ SOURCE: STATISTA DIGITAL MARKET OUTLOOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: FIGURES REPRESENT ESTIMATES OF FULL-YEAR REVENUES FOR 2022 IN U.5. DOLLARS, AND COMPARISONS WITH we



SOCIAL MEDIA ADVERTISING OVERVIEW "@’;ﬂ'

SPEND ON SOCIAL MEDIA ADVERTISING (IN U.S. DOLLARS) AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

GLOBAL OVERVIEW
ANNUAL SPEND YEAR-ON-YEAR CHANGE SOCIAL MEDIA'S SHARE YEAR-ON-YEAR CHANGE IN
ON SOCIAL MEDIA IN SOCIAL MEDIA OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL
ADVERTISING (USD) ADVERTISING SPEND ADVERTISING SPEND DIGITAL ADYERTISING SPEND

$226.0 +23.2% 33.9% +6.9%

BILLION +$43 BILLION +220 BPS

SOURCE: STATISTA ADVERTISING & MEDIA QUTLOOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: FIGURES REPRESENT ESTIMATES FOR FULL-YEAR 2022, AND COMPARISONS WITH EQUIVALENT VALUES FOR we
THE PREVIOUS CALENDAR YEAR. FINANCIAL VALUES ARE IN U.5. DOLLARS. PERCENTAGE CHANGE VALUES ARE RELATIVE (LE. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT are o
70%). “BPS" VALUES REPRESENT BASIS POINTS, AMD INDICATE ABSOLUTE CHANGE. COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS soclal

<OD> Meltwater



Wnolakn Apaon o€ TPELC KPLOLLLOUC TOLLELC

/

“* Avadounon tng EUMLoToouVNG TWV KOTAVOAWTWY

/

* Katappn Twv oTEYAVWV TOU TUAMATOC LAPKETIVYK

/

“* Anuloupyla pag eviaiog etkovag




XapaKtnploTtika tov eConsumer

ne modern consumer is CONNECTED

ne modern consumer is THOROUGH

ne modern consumer is WARY

- =4 4 -

ne modern consumer is VOCAL

What all these mean?



ETtiyelpnUOTIKEC EPAPUOYEC

Karmoleg etalpeiec katadepav va eUMAEEOUV TOV TTEAATN 0TO TaidL TOU
TLEAATN, OTIWG

** n Starbucks pe to My Starbucks,

¢ n Dell pe 1o Idea Storm,

**» Kat n Procter & Gamble pe to P&G Connect.

Bpnikav dnAadn tpomoug va petatpePouv Toug MEAATEC TOUC OE CUVEPYATEG
LE QTIOTEAEOUO KALVOTOUEC EPaPUOYEC TTOU fonBolv oTnV AmoKATACTAoN TG
ailobnonc epniotoolvng o€ pat oAoéva o duorotn nehatelakn Baon.




O poAoc tou meAatn petaBaAAeTal

/

*» O meAdtng peTakiveital amno to fabpo tou madntikol amodEKTtn StadnULOTIKWY
LNVUUATWY KoL TWV AOLTIWV ETILXELPNUOTIKWY EVEPYELWV OE VO TIESLO CUUUETOXLKAG
dpAoNG Kal CUVEPYELAC LE TNV ETILXELPNON.

4

2 O meldtng mpooeyyilel tnv enxeipnon, avalntd mAnpodopieg, moapexel mAnpodopleg
yla T oupnepipopd tou, aAANAETLOPA, AVOTITTUOCEL LAKPOXPOVLIEC OXECELC,
ouvepyaletal pall TG, CUMUETEXEL OTNV AVATTTUEN TOU TPOTOVTOC KAl TNG TTPOWONTLKAC
TNC TOALTLKNC, MAAEL YLOL TNV ETILXELPNON KOL TOL TTPOLOVTA TNG, EVIOTE LETATPETETAL O
«Stadpnuoti» akopun Kot «mwAntn» tne (cuv-dnuioupyo/co-creation otn dtadniuion,
HE KaTavoAwTLKA SEoevon - consumer engagement, ocuvryopo - evangelist, advocate,
eWom).

4

» Tlvetot MA€ov AOYOCG yLol LAPKETLVYK TTOU SnpLloupyeitol amod tov idLo tov meAdtn
(Consumer Generated Marketing - SGM), yia poiovta mou vrnootnpilovtal SuvopLKA
aro tov teAatn (advocacy), yia mapaywyr Tou YIVETAL LE TNV AUECH CUVEPYELA TOU
nieAdtn (cupmapaywyo - prosumer), KaBwg Kal yLo petadoon mAnpodpopLwy yLa To
POV KaL TNV eTxeipnon amno avtov (word of mouth, virality).

L)




Eumntewpia MeAatn (EM) — Customer eXperience (CX)

“* amoteAel €vaov Opo eUPEWC xpnoluormnolovpevo oto WM, movu
TPOOEYYI(ETOL WC TO CUVOAO OAWV TWV EUTIELPLWV EVOC OTOMOU
OE OX€on ME TNV EMWVUMLA, TO TPOIOV, TI{ UTNPECLEC, TO
TIEPLEXOLLEVO, TA onuela emadnc, TC aAAnAeritdpAOCELS, TOUC
epYalOUEVOUC K.ATL. pLOC ETALPELAC.

“ onueia emadng Tovu MeEAATN HE TV EMXELPNON Kal SLakpiveTal

o€ Tpla otadla: To PO TNC TMWANONG otaddlo, To oTAdLo TNC
ouvoAAayng Kal TwANoNG Ko To oTadlo PETA TNV MwANGCN

L)

A/

** To €TIKEVTPO TWV ETMIXELPNOEWV TIOU To €dappolouv dev nrav
ota KEPON N o€ VEa mpoiovta n umnpeocie¢, aAAd oto va
napExouv tn duvatotNTa OTOV TIEAATN VA KAVEL KATL TTou 6N
EKOVE, OAAQ HE TILO QTTOTEAECUATIKO TPOTO KOl ME KAAUTEPN
OUVOALKI EUTELPLQL.




= ~ AZioAoynon
{% MsTpnon

VYKV Kol

kot AvartTuin THNHOaTOTTOoInoN
TEAXTWV

AvarrTuin XaprToypowpnon
TWV onpsiwv TOU TAILSLOU yix
STMapng ps Ta THHHOTX
TOV TtEAATn TMEAXTWV

Ixsduaonog Avayvwpion tng
™Tme spmsipiag emBovunTncg

pHapkag ' | sumaipiag

IXHMA 2.1: Customer Experience ITpotnyikn

Nnyn: Carol-Ann Morgan, B2B Customer Journey Mapping: An Introduction, ipocBaon otigc 20/6/2019,
https://www.b2binternational.com/publications/customer-journey-mapping/




IEtaLps'La Netflix: I

O XpOvog eival pa onUOVTLK HETAPANTA oto emxelpnuatiko poviedo tng Netflix. To
TIPOPBANUA TTOU AVTIMETWTTL(EL £lval OTL OL TTEAATEC IopattoUvTal av pa avalntnon
Sev PEPeL eEATOULKEVMEVA ATIOTEAECLATA OE ALlyOTEPO Ao 9 deutepoAemta. lNa va
eriitevxBei avto, n Netflix BeAtiotomnolel Tov aAyopLOpo TnE Kol ATTOTPETEL AKUPWOELCG
ouvopouwV TTou Ba petwoouv ta €coda katd 1 dtoekatoppuplo SoAdpla eTtnoiwc.
Kotd oUVETIELQ, OL ETILXELPAOELG TIPETIEL VA BEATLOTOTIOLI)OOUV TOUC aAyopilOpouc, wote
vaL £XouV TaxUTePQ, BeEATIwHEVA amoTteAEopata Kol akpLBeic mpoBAEPELC TNG
CUMTTIEPLPOPAC KOl TWV OVOYKWV TWV TIEAXTWY TOUC.

Texvoloyia rou xpnotlomnoliOnke: Texvntn vonuoouvn, aAyoplOuocg BeAtiotonoinong
yla cvotoon.

Anotéleopa avaBabuiong EM: H Netflix BeAtiotomnolel tov aAyoplOuo tng Kot

OLTTOTPETIEL AKUPWOELS CUVOPOWYV TTou Ba petwoouy ta €coda kata 1
SloekatoppUplo SoAdpla eTtnolwg Kot KEPSILZEL TNV TILOTOTNTA TWV TIEAATWYV TNCG
(Pachni-Tsitiridou, et al., 2018).




T elvat o Xaptnc Ta&dblov MeAatn (XTM);

/7

“*  OTITIKA avamopaoToon TwV Bnudtwy aAAnAemnidpaonc kAOe meAATN HE TNV ETALPELQ,
TIOU Umopel va adopd Eva poiov, JLa UTtnpeoia, po epmetpia Stavoung n Ko
ouvOuOoUO aUTWYV, Kol Aeltoupyel we eva epyaleio dtepevvnong, avaAuong Ko
TeAka BeAtiwong tng ENM

&

** TO oUVOAO TWV gYYPADWYV MOV ATTELKOVI{OUV OTTTIKA TLG OVAYKEC, TLC SLadLlkaoleg Kot
TLC AVTIANPELG TWV TIEAATWY OE OAEC TLC OXECELG TOUC HE HLa eTalpeio. AvadEpetal
O€:

" QVOYKEC, QUTO NoU EUEOCE 0 MEAATNG WG OTOXO VO TTETUXEL

=  aMnAenibpacelc, ta avaykaio Bnuata Tou mTEAATN yLa TNV LKAVOTTOINGN TWV
QVOYKWYV TOU KAl TWV OTOYWV TOU

" gUVALOONUATLKN KATAOTAON TOU MEAATN, CUUTTEPIAQUBAVOUEVWY TWV OVAYKWYV TTOU
EKTIANPWUNKAV, TWV GTOYWV ITOU ETMITEUXINKAV KAl TOU EMLITEOOU LKAVOTTO(NONC TTPLV,
KOTA TN SLOPKELD KOUL UETA TNV EUTTELPLAL.




L4

L (4

/ K/
0’0 0’0

/
0’0

0

L0

Evag XTI Ba pemetl Aowmov va eplAapBavet:

gva Slaypoppo poAc N pla Staypappatikn ovarmapdotacn tou Tofldlov mou
KAVOUV OL TIEAATEC

OAeC TIC aAAnAemdpaoelg kat dtemadec (onueia emadwyv - touchpoints) petafv tou
TIEAATN KL TNC EMXElpnoncg/enwvupiag

EVEPYELEC TIOU TIPAYLLOTOTIOLEL O TTEAATNC o€ KABE Brpa
Klvntpa Kol cuvalodriuata mov wbouv Tov eEAATN 0To ENOUEVO Bripa

epWTNOELS Yy afePalotntec kot mOavec duokoAie¢ mou cuvavtd oto Talidy,
OnNAadn TEPLOXEC OTIOU O MEAATNC €lval TOBAVO va aVTLUETWTTLoEL SUOKOALEC ) va
VIWOEL apVNTIKA cuvalocOnuata

gunodia: doukad , Stadikaoiacg, kootoug, epappoync, mou spmodilouv tov meEAATN
va ouvexioel to taidL Tou

BaOIKEC «OTIYMEC TNCG aAnBslac», SnAadn TEPLOXEC OOV UTIAPXEL N EuKalpla va
«SNULOUPYNOEL» ] «VOL OTIAOELY TN OXEON.




Xaptoypadnon kUkAou {wnc tou teAatnCustomer Journey - Map

 Newsletter

$

Content Marketing
Social Media




TaéidbL tou mehatn - Customer’s journey

oEvnuépwon: O katavaAwtng MANPodopelTal OXETIKA UE TNV EMIXEPNON Kol TO TL
npoodEpeL - Brand awareness

olfvwpn: O katavoAwTtn ¢ anodacilel av Tou apEoeL ) OXL TO TPOTIOV N N ulnpeoia
oE&€taon: O KAatavaAwTAC oXNUATI(EL HLOl TTPWTN EVIUTIWON YO TNV ETXElpNON Kol
QUTA TIoU TIPOOoHEPEL HECW TNCS AAANAeTOpaong

ofpotipnon: Ta mpoiovta ) n UlNPEcieC apEcouV MAEOV OTOV KATAVOAWTN
oZuvaAAayn: O KatovoAwTn ¢ ayopalel TpoiovTa 1 UTNPECLEG

oYwo0étnon: Ixnuotiletat N MPWIN  EUMEpla pHETAEL  KOTAVOAWTH KOl
umnpeoiac/mpoioviwy, ou pnopel va odnyrnoeL o€ EMOVOAXUPAVOUEVEC AYOPEC
oAdooiwon: O katavoAdwtic Ba cuvexioel va ayopalel Ta TPOIOVTA 1) UTINPEGCLEC KoL Ol
TBavVOTNTEC VO EMNPEACTEL KAl val LETATINONOEL O€ VAV AVTAYWVLOTH E(VOL LLKPOTEPEG
o«Zuviyopog — EvayyeAotic»: O katavoaAwtng Ba SnAwoeL evepyd TNV LKAVOTOLNON
TOU Qo TIC UTtNPEoieg/mpoidvta o AAAOUG.







DN N N N N N N N W N NN

2xeblaopoc npodiA meAatwv (Personas)

Motog eivat; (Anpoypadlkd xapaktnpLoTikd, eviladEpovta, Tpomoc wnc, anoPelc)

T kavel, pe Tt aoxoleitat; (Online Spaoctnplotnteg, xprion HECWV, online ayopEc)

Nwc Eodevouv to Xpovo touc online;

MlaTl KAVOUV CUYKEKPLUEVEG EVEPYELEC; (KivnTpa, TpoTIUAOELG, anoPeLg, TOTOBETA-0ELG)
Mowa eivat ta kUpLa evolapEpovid Toug;

MNw¢ aAAnAemibpouv pe tn papka (brand) tng emyeipnong;

MNw¢ kwvouvtal; (MPOTIUACELS 0T XPHON KOWWVLIKWV HECWV, Xprion YndLakwv ou-oKELWV)
TLkivntpa Toug 0dnyouv oE aYOPEG;

Titoug BonBate va Aboouy;

Ye TL Slvouv peyoAutepn atla;

A6 IOV avtAouv mAnpodoplec;

Moleg eival oL cuvnNBEoTEPEC AVTIPPNOELG TOUC YLa TO TIPOLOV N TNV UTtNPECia oagc;




Nopadelypota personas

[nveAdT KwoTtotroUAou

Noookoua

'evikd Noookopeio lwavviviy

I'. Xar{nkwora" -

Zroneia

- HAiia: 35 etuv

- QUAo:; lNuvaika

- Tomog Aiapovig
wavviva

- Exmraidevon
TpmoBaBuma

exmraidevon

- Mpoowmkn {wh
Navrpepévn pe 1

Trendi TPIIY ETWVY

Eviiagépovra
- S!S'A:O
- ABAnnioucc

MNaBoAoyikn KAIVIKN

210)0l

- Na evraler n yupvaoTikn oty kabnuepivi S
pouTiva

- Na yvwpioe! véa aropa pe kova evdiagépovra
- Na amokIoe! Pia KAAUTEPN QUOIKN KATAOoTAOT)

Eumddia

- EAepn xpdvou Adyw Tn¢ £pyaciag Kai Tng
PPOVTIOAG TG OIKOYEVEIAS TNS

- Aev ptropei va SIaBEoE! KATTOK XPNHATIKG TTOCE
yia Tov aBAnnioud

- O1 avopixég Spaomnpidmres Sev Tng Sivouy
KIVI)TPO Va TIS CUVEXIOE!

Ynégabpo
* Zrnoudalel E@apupoopévn
MAnpo@opikrn oT0
Maveruotipio Makedoviag.
* ‘Exe Proficiency ota
AyyAika.

, "v’
l' N a8

Ev3ia@épovra Muvaika
* NMapakoAouBei Game HAikia : 22
of Thrones. " Eio6dnua:0E
* Mnyaivel BOGATA Pe TOUS * Karoikei om Napicoa
@iAoUC TNC. Kai cnouéq(en oTn
* Fupvaderar 4 Qopég ©ecoalovikn
v efdoudada kai
CUUUETEXEI OE
HapaBuwvioug.
* MaBaive: ltaAika.

Z76X0!1 KAl TIPOKANCE!
* AaTpeUEl TN COKOAATA. TOXO! KAl NPOKANOEIS

MeyaAuTtepor * Na yivel yvwoTtn
o npoypauppariorpia yéoa ot 3
* H dwn nepvasi Xpovia.
ypriyopa. * Na éxeig éva aglonpenég
* Na pnv Bpel douAeia poB6 woTe va g1 pia avern
MAavw OTO AVTIKEIPEVO dwn.
NG Kai XPEIQOTEI va * ©€Ael va xaoel Bapog
OOUAEUEl OE KATI CUYKEKPIJEVA HE AQOKNOEIG
AoXETO. yoga, eneidr givai
* Ayopo@oBiIkn. £ekoUpaoTn Kal EUXApIioTn
YUHVAOTIKI.




TEAOZ NAPOYZIAZHZ

Euxaplotw, Mapw BAaxomouAou
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