YriepPoAn n aAnBeLa;
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PANDEMIC

H navénuia «evnAkiwoe» Bloa
10 PNPLako KavaAl TWANCEWV




The Greek online consumer

18%

19%

Age

24%

23%

| 17%

l6to24 251034 353tod4 45fo 54 5510 64

16.5

21.7

23.0

20.8

18.0

| research a product online before
buying it







XapnAo
penetration

1o
lockdown

:Z()
lockdown

Enwdelolvtal ot
Pnolomotnuévol

Mpoetolpooia

MoAU StadopeTiko
(ktvnon)

Skroutz

KatappeelL to
delivery

AlopBwoelg

MOAAOI
TIEPLOCOTEPOL OL
TIPOETOLUOOHEVOL

N£o onueio
LooppoTIiag

JUYKEKPLUEVQL
industries

Aouleld, abAnon,
HOYELPLKNA

Mpocapuoyn

«TapapLOLY,
amwAELQ LETPOU

Qappokeio/Super
Market



H Too0 Blown ekmaideuon Tou KATavaAwTn,

aAAa&e tnv amo ‘dw TMAeupQ;
Mplv Meta
" "

Meyalol retailers Hard Core e-commerce

OAec -oxed0OV- oL peoaiec+ ALOVEUTTOPLKEC
ETIXELPNOELG

Adokipaoteg UTTOOOUEG Kal AELTOUPYLEC

Ol peyalol Retailers BeAtiotonoinoav

Hard Core e-commerce , ,
UTtOOOUEC & AELTOUPYLEG

MoAAoi pikpol Ataveprnopto (e-lianiko)




[Tpo TtavoOnuLac To e-commerce NTav
TO territory Twv e-businesses. 2nuepa
1O e-purchase elvat territory OANOY
TOU Alaveutoplou.



MuBol kat MpayaTikOTNTEC



M U@OC #01 To 74% Twv EAAVWY KAvel TIAgoV online ayopeg

‘EpEuVEC - MEAETEC ¢ Nardoac ®paykouAn, fragouli@sepe.gr
17 Xenrepppiov 2021 Bi ExTiTWon G ﬂ Q [Iﬂ

What?

H aAnBeLa sival wg 74%
EKOVALV LULOL —TOUAQXLOTOV-
QyOpPQA TOUG TEAEUTALOUG
6UNVEG (lavouaplog-louviog
2021) pe ta puoka
KOATOOTAHOTA KAELOTA HEXPL
10 MNaoya)
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90%

80%
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30%

20%
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16-24

% who prefer to shop online / in store

25-34

35-44

mOnline mIn Store

45-54

55-64

MubBoc #01a

Av An$0Bel coBapa urt’
oY v (umopel apaye;)
TIPETIEL VO KATOPPEEL TO
bUOLKO onuELo
nwANoNG w¢ onMUElo
ALOVLIKAC ayopac.
=evolkiaote... TQPA!!!



H avénon oto e-commerce, mopa tn
ylyavtioio wlnon nou nripe Adyw tNng
navonuiag Kwveital maykoopiwg mept

10 +18%. KalBoAov apeAntEo.

[Mpayuatikotnta #01




MuBoc #02

Noyw AKPIBQZ tou
nponyouEVOU
HUBoU...cuvTnpEeitoL N
nenolbnon otL av €XELC e-
shop...eTolpacou va
nopayyellelc eAlkontepo. Onwc
eywve pe ta Video Club kat ta
Coffee Shops.

FORTUNE wvoesv woune s e cos o o

Businessperson of the Year 202X



Mpaypatikotnta #02

To alplo Tou e-commerce olyoupa
Sev elvatl kowo/eviato.

Aev gival povo eneldn mAéov dev
adopa pLa TTEPLOPLOEVN
ETIXELPNMATLKA KowvoTtnTa, aAAd OAO
TO AlavepumopLlo(kat oxtL povo).

Kuplwc adopd oto otl

* Kabe €va cluster avaAvetal pe
Baon
*  Tov BaBuod eppabuvong tng
Pndlakng kouAtoupag otov

KABE opyavIoUO Kal ULOBETNONG
TWV VEWV TEXVOAOYLWV

* Industries
* [ooo unopeig va enevdUoEeLg

Moté to péEAAOV Sev RTavV KOWO

E-shop
EMWVULOU
brand pe -n

Xwpic- diktuo
duoIKWV
KOTOOTNUATWV

MoAukataotnua
Tiou SlaBtel
Kot e-shop

Tortko
KOTAOTN O
He e-shop

Kataotnua

skroutz

best price

Enmtwvupun
oAvoilda pe e-
shop kat puoika
KaTaoTrpata
TIOU MPOooEPEL
TIOAAGL
SladopeTika

Enwvupo e-
shop xwpig
duoLka
KQTaoTr pata




MubBoc #03

MwANoELC
H pey€Buvon mou €pyetal

armo tnv epBabuvon tou e- /

commerce Ba LeYaAWOEL TNV = +

T{TTO CUVOALKAL. \

m Quolka onpela  ® E-commerce




[Tpaypuatikotnta #03

H ayopd 0Tto ocUVOAO TNG KoL ETTL
LEPOUC Oev peTaBAAAETOAL KATA TO
HEyeBOC TNC LE TNV MPocOnkn N tnv
avénon KAmoLlou KavaALou.

AAMol elvat ot Aoyol petaBoAng Tou
neyEBouc. Oyt ta KovaALa.

Av n EAAnvIkn ayopad xpetaletat 150xA
tnyavia N 0,5ek tliv mavteAovia, Tooa
Ba eival. AAAoL eival ot Adyol Ttou ot
OYKOL LLOC ayOopaC UTIOPEL va
ektoéevBouv (e.g. home offices 1 ot
KaTnyopilec kaBapLlopou Kol LYLELVAC
ToU orutiov (18,0%)



MuBoc #04

/5% of customer
journey is digital

Digital Touchpoints

awareness consideration purchase service onalty
’L 11l Center

Word of Mouth \\ BRCAPERARES: \ "Yj"\ n on Invoice

Physical Touchpoints




VISUAL CAPITALIST

Changing Media Consumption

In a single decade, the way we in which consume media has shifted dramatically.
Everyday mobile use has skyrocketed, underscoring the move away from offline media.

+460%
‘ growth
Use/per day 2011-2021
10 hours —
o I ] Mobile "
9 hours i ours,
dmins On average, people open their 12 mins
smartphones 58 times a day.
8 hours —
7 hours
6 hours — -24%
5 hours — |2 hours,
14 mins g Tv
Mobile quickly is on pace to replace 4 hours,
4 hours ! 1 ‘ .
TV as people's main source for media. 13 mins
3 hours —
2 hours —
2 hours
11 mins | hour,
1 hour 39 mins
0 M 1
2011 2013 2015 2017 2019 2021




[payuatikotnta #04

TV

6KAVAALO+

20UvOpOoUNTLKEC TTAATPOPUEC
Internet

Avalntnon + Ewdnoelc + Mouoikn

+ Tpamnelec + AAAE + kpartocg +

Noyaplaopol + Qwtoypadieg +

BBAla + xaptec + SoMe + ... + ... +
+

2019 Marks an Inflection Point in Media Consumption

Estimated daily TV and internet consumption per person worldwide (in minutes)’

@ v Internet*
200
150 167
100
50
2011 2012 2013 2014 2015 2016 2017 2018 2019
@ @ @ * including mobile and desktop internet usage

@statistaCharts Source: Zen

th | statista %




Muon AANBeLa #0

H damavn oto digital Eemépaoe
avtng tnv TV.

Mw¢ UIopw eyw VoL KAVW KATL
AaAlo amo ott ONOZ o KOGUOG;

AD EVOLUTION 1950-2020

The advertising landscape has changed beyond recognition over the past three decades, with digital channels now
accounting for more than half of total adspend, and strong growth in social media, video, ecommerce and search
over the past ten years has come at the expense of more traditional channels, such as TV and print

GLOBAL ADSPEND OVER THE YEARS BY MEDIUM

$ billion, current prices

—  Newspaper @& Television e Magazines = Radio == Qutdoor == Cinema Social media = Online video @D scarch wws Ecommerce

”N
_adll

250

The sharp decline in TV adspend
200 over recent years has coincided
with inevitable increases in social
media and online video ads;

experts predict TV consumption Newspaper and magazine
will continue to fall over the adspend both peaked before
175 coming years the financial crisis and have L
now plummeted to levels not '
seen since the mid-80s
150

Despite a predicted slight
plateau in growth in 2020,
the rise in search adspend
over recent years has been
meteoric. With data showing

125
online content consumption
having doubled since the
start of the pandemic,
search's growth is likely to
100 continue in the coming years A

50

25

1980 1982 1984 1986 1988 1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020

WARC 2020




H aAnBelta oAokAnpn #05

e Auto ntou 6ev petplotav MNMOTE Atav n damavn tou « NuxadLkou n
Nitoa», tou MNveupovoAoyou Kou Avarmveuoakn KoL ToL EVTUTIO TTOU
Hoipaoe to couBAATILOLKO «TO XPUCO MITTOYUPO» KATL.

* Jnuepa OAOI autol eival peoa oto trackable path. Kat avtot, to mooo
AVTEXOUV va TANpwvouv 6ev £xel aAAAEeL...antAd aBpoilel oto €0060
LETPOUEVWV OPYOVLIOUWY, EVW TIPLV...

* H emituyio twv peyaiwyv mAatPopuwy €ival To €0050 A0 TOUC
EKOTOHHUPLO MLKPOoUC. H Amazon avoakolvwoe wc to 2022 meEPLUEVEL
neploootepa €coda amo to adspend rmapa armo to HeEPLOLOo ML TwWV
nwAnoewv. Na un pknoovpe yia Facebook & Google.



MuBoc #05




| Smart Shopping @ >> Dynamic Rem @@ >> (direct) / (none) @3 >

> Dynamic Rem P )} Smart Shopping P >> Dynamic Rem {3 >

> Smart Shopping x 2 &P >> Cevienw, Products x 2 iEP >> (direct) / (none) @EP >
> L "7 Products x 2 |

4ld

#O5 TIou XpeLafopaote eival n codla Kat n
avtiAnyn va tou Swooupe Thv agLla mou

NPETEL eva epyaleio. Otav 1o epyaleio
YLVETOIL LUTOOKOTIOC, XAVETAL O OTOXOC.

[] pay H(ITLKO,TIT[(I To ROAS eival éva arnd Ta metrics. Auto <3<:>



Mo elvall N mPOKANoN yloL TO e-commerce

'VWOoELC yLaL TNV KOotovonon Kat
Oykoc¢ twv Data oéLomoinon tou¢

Q¢

e?.g"a




'Otav To VEO yiveTal mainstream,
TOOO EXEL AVAYKN ATIO
mainstream tools



"% shoes.gr bra ndsGaIaxy‘ e efOOd

Mapadelypata e-shops pe...2-TtAn (wn
(mplv kat peta tnv TV)




Content, native n

arnAd...Publi,
Advertorial? : Content marketing & native advertising:
Enkowvwvia pe personalized kat

MarketingweEk AwaBaieic: Content marketing & native advertising: Enikovwvia pe personaliz...

’ V4
conversational nepiexopevo
H ayopd tng emikowvwviag £xel avakaAUet in - |
TO «TIEPLEXOUEVOY» 2-3 SeKOETIEC TIplV TO
digital.
Feveoloupyoc attia ntav AKPIBQZ to idlo < oo

npoBAnua. To mapadopTwUEVO |
StadnULOTIKO TtepLBAAAOV. |

AtadnuLoTeC Kot Stadnulopevol ETUAEYOUV

ebw Kal 25mepimou xpovia va WACOUVE OTo
KOLVO-0TOXOG HE KN CUMBATLKA ETILKOLVWVLOC
aAla péoca ano apBpoypadlia.




Search: mplv kat peta tnv TV

= Think with Google Q Subscribe
How brands can optimize TV e
. . TV Spot Airs
ads to drive product discovery Methodology
Aman Govil f March 2017 / Television & Film, Experience & Design
< ==
Search volume if there - ¢ PRE Vi POST P Search volume caused
had been no spot on air 2 , by the airing of the spot
In this article you will learn:
How brands can make the most of consumers' natural COUNTERFACTUAL o A AL 1 Z IMPACT OF TV ON SEARCH
impulse to search for items they see advertised on TV, ’5_
moments after the ad airs. " N\
0 15pm B20pmeserenssnrnnsarannsnnans i 3225””‘ Hoorusuvonnopsvoppensrids & 2pm £3%0m

Recommendations for how to craft your call-to-action to N _
capitalize on search behavior.

How to make the most of the shopping ads unit to make
sure people who search your product get the most useful
and relevant information.



DIGITAL ADVERTISING;

!‘olLeEescu!R!'!‘u? ~~~~~ THERE IS JUST GOOD MAHKETING

OOOOOO

OOOOOOOOOOOOOOOOOOOOOOO MD Goon MWR lsING
|||||||||||||||| l




Euxaplotw!!!



