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Ti gival N ECOTOUIKEUKEUOT.

H eCaTOMiKEUON OTO HAPKETIVYK KAl TO KOIVWVIKA diKTUA.

. H yvwun Twv KatavaAwTwy yia TNV EEATOMIKEUON KAl N
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ENOTHTA 1
Ti1 €ivan n eatopikeuon (personalization)




E’\‘ 1.1 Jeff Bezos, personalization

“Personalization is when you
go into a bar and sit down,
and the bartender puts a
whiskey in front of you
without having to ask what
you want.”

-Jeff Bezos, 2000 keynote

s proof = useproo



1.2 Ti€ival n e€atopikeuon oTNV ETTIKOIVWViIA

MESSAGE
PERSONALIZATION

Make your subscribers and customers feel

unique with personalized messages..

(R

Hi (FlRSTxNAME‘;. it's yourstore-abc

following up with youon the
{PRO DUCT} you bought. Are you

happy with it? n

it's been awhile ZFIRST_NAME; .
Would love to see you back at

you!s(orc-z\bc myshopify.com. We've '

got some new products that you'd

Personalize
messages with tags
like name or product

ESaTtopikeuon (personalization),
oTNV ETTIKOIVWVIA gival N
QUTOMATOTTOINUEVN TTPOCAPUOYH EVOG
MNVUMATOG JE TTOAAOUG QTTODEKTEG
(O0ekddeC, XINAdEC, EKaTOUMUPIA,
KATT.) OTQ XOPOKTNPIOTIKA KAOE £VOG
aTTOOEKTN TOU (TT.X. OTO
OVOMOTETTWVUO), Kal TIG ETTIOUMIEG
TOU, KOl JE TETOIO TPOTTO WOTE VA
@aiveral 0TI TO UVUMAQ gival
MovadIko, dnAadr OTI KABe Eva
MAvupa €xel dnuioupynBei yia Tov
OUYKEKPIMEVO OTTOOEKTN.

Ortav n diadikacia e¢aTodikeuong OV
TTPOCAPMOLEI TO NVUNA CWOTA OTA
MOVadIKA XOPAKTNPIOTIKA TOU
ATTOOEKTN, TOTE TO ETTITTEDO TNG
aglOTTIOTIOG TOU UNVUPATOG UEIWVETAI
(bulk messages).




1.3 Ti €ival n egatopikeuon

Ad4
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Customer Records
File Edit View

wE e

Insert Format Data Tools Extensions Help

Andrew Woolley (718
Thomas Branthwaite (718
Jonathan Carter (718

oo™ 100% v S % .0_ .00 123  Default(Ari. v 10 v e
A B c D
Name ‘ Phone Sender Message Status )
Samuel Reeves (718) 258-6469 Amazonia

897-4562 Mebay
542-4685 Banana
879-4365 Paulmart

Sally Ryan (718) 123-5464 Targeted
Leanne Wood (718) 514-2635 Costcorp
Brendan Teasdale  (718) 693-5256 The House Depot
Andrew Kelly (718) 546-5451 Amazonia

Angela Hughes (718
Hayley Bell (718

213-8651 Amazonia
565-4564 Mebay
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Sheet1 ~ Sheet2 ~ Sheet3 ~

Last edit was 5 days ago

- @ o EXEE *
-

Sheet
Sheet1 = Refresh
WhatsApp Number Auto Send
Phone =

Add Personalized Field to Message

Name = Add

Dear *|Name|*

Your order from *|Sender|* has been
delivered.

Thank you
USP Delivery

Attachments

Contact Us | Phone Setup | History

» Learn how to

Send Messages

Send Test

<



ENOTHTA 2
To JOPKETIVYK KOl N ECOTOMIKEUON




§ 2.1 To MapkeTivyk

Ayopd/

[ONITIKEG, KOIVWVIKES &
OIKOVOUIKEG TATEIG, TAOEIG OTN
OUNTTEPIPOPA KATAVAAWTWY
Etaipia/
loTopia/ Opaua/ PiAocogia

Avraywviopog

ZTPOTNYIKA /
Tunuarotroinon /
XtoxoBeoia (oTdxEUan) /
TOKTIKEG

Meiypo MAPKETIVYK

1 4
Product / Service - Price - Place / Promotion
YTINpEaieg TioAGynon Alavoun [MpowBnaon

)
AgloAoynan / AlopBwTIKEC EVEPYEIEC



§ 2.2 To MAapkeTIvyK Kal N €GOTOMIKEUON n

Ayopd/

[ONITIKEG, KOIVWVIKES &
OIKOVOUIKEG TATEIG, TAOEIG OTN
OUNTTEPIPOPA KATAVAAWTWY
Etaipia/
loTopia/ Opaua/ PiAocogia

Avraywviopog

—33
: S ZTPATNYIKN) / /
Ao Tunuarotroinan
Ollikeyg, ZToxo8eaia (aTOxEUDN) /
n TOKTIKEG

| Meiypo MAPKETIVYK

1
Product / Service Price - Place / Promotion
K YTInpeoieg TioAdynon Alavopr) [MpowBnaon /
L | | I T




E. faTO“ "KSUo-r'

XTpaATNYIKA /
TunparoTToinon /
2toxobBeoia (aTOxEUON) /

TOKTIKES

Meiypa HAPKETIVYK

2.2 To MApKETIVYK Kal N ECATOUIKEUON

! i

1
Product / Service

Vrrnneryicr

Price

TiuoAGvnaon

VG BUYER PERSONA |

VALUES AND FEARS

g
31 90 By vum m Ser jerta
o professong ised =N

comnderng 5 product

wt e »
Wha! obuac ooy : ~.' rours 4
What rives thewr U;;‘.' Neve
Frcess? g

Starter Questions

WHERE ARE THET?

Sperd el Gayy?

Do Dy howe relevant he -

MEEATIVE 0

« Are Bare cuvlemer
T SNeutl? S you don t wanl?

Place /

Al

Buyer / User Persona

Brian - Top Manages m

Goals

i 8 locking ke s soltware prochet
that will boost the teans producuety
arvd halp bring batter rosuhs i the
ong

Motivations

. Docreese the 1 SpenT 54
doing rousne cpestiont
Tt MeatrEng LU

Frustrations

Low BOA
The procdct takes Wy oo eruch trTe
o integ e and L

User Persona

Christina - CRM Specialist -

Goals

™o rman goal s Sof the product 10 be oty
1 sve and nat n oed thock ahen tning 19
sobw & pariculs probiwen

Motivations

WG WTTATNCD
oy 0o e ATeE L

Frustrations

- Mawry PeAADOn
Pt claae what 1o do ot sech S2a08

Buyer Persona

Kevin - 1T Specisint

Goals

%o gt 8 product that s sany t inkegate
oo the conrenn 17 whsstroctuse. that
doaun't ARG ITEnS peon

Motivations

Bany MEQQUIIOn WiEN © WITent INTARTTACTIS
Secus

Frustrations

Boauves » kit of wenart




ENOTHTA 3
[Tola €ival N YVWHN TWV KATOVOAWTWY VIO TV

g¢atopikeuon (personalization);




3.1 'Epeuva NG McKinsey 10 2021 yia Tnv
ECATOMIKEUON ATTO HAPKEC & ETTIXEIPNOEIC

Nonpersonalized communications pose a business risk in

a low-loyalty environment.

Loyalty is up for grabs...

75%

of consumers tried a new
shopping behavior during
the pandemic’

McKinsey
& Company

...and consumers expect personalization from the brands and

businesses they choose.

1%

of consumers expect
personalization?

76%

of consumers get frustrated
when they don't find it*

TA EYPHMATA THZ EPEYNAZ

= To 75% Twv KaTavaAwTwy

oTpAPNKav O€ VEO
KOTaoTua, Tpoidv i uéBodo
ayopdg katd 1n dIAPKEID TNG
TTavonuiag.

To 71% Twv KATaVOAWTWY
avapévouv amod TIG ETAIPEIES
Va TTPOCPEPOUV
ECOTOMIKEUMEVEC
AMNAeTIdPACEIC.

To 76% atoyonteveTal tav
IO ETTIXEIpNON BEV TOUg
TTPOCPEPE! ECOTOMIKEUMEVES
EUTTEIPIEC.



3.1 'Epeuva NG McKinsey 10 2021 yia Tnv 13
ECATOMIKEUON ATTO HAPKEC & ETTIXEIPNOEIC

TI EEATOMIKEYZEIZ ©EAOYN Ol
KATANAAQTEZ ANO TIZ ETAIPIEZ

Importance of personalization actions for consumers purchasing for the first time, % of respondents’ = To 75% cukoAia o v 'IT)\OI"]YF]O' n

Make it easy for me to navigate in-store

Consumers expect brands to demonstrate they know them
on a personal level.

= To 67% oxeTIka TTPOidVTa/
uTTnpEaieg/ uTTodEICEIC

= To 66% Tpocapuoyn Twv

-
o

and online MNVUUATWY OTIC AVAYKES TOUG
" Arer.o{r,n;;ndalri‘;ns ol . TO 65% 0TOX£U}J£V£§ ﬂpower]TlKEQ
Tailar massaging o my needs _ 66 Evspvslgg
o e s porvrers | RSN
A % eTIETEIOUG TOUG (YeVEBNIQ, KATT.)
coetrteryresres | - To 59% emkatpa uvOpaTa yia
Send me timely communications tied _ - OnNUAvTIKES OTIYUEC (OVOUGO’TIKEC
to key moments > V|0p'|'é§’ K)\Tl'.)
Follow up with me post purchase 58 n TO 58% va ﬂGpGKOAOUGﬁi T|g
Personally address communications to me _ 54 GYOp&Q Tou
» To 54% va £xel TTPOOWTTIKY
Send triggers based on my behavior 53 €'|T|KO|V(L)ViG UGCl T0U
Engage and onboard me when | buy f = , ,
S e intome N 5 = To 53% va AapBdvel evatopara
Show up In my frequently visited _ 40 BGGEl TT]C 0U|J1T€p|(POQG§ TOU
websites/apps

McKinsey
& Company

= To 51% va Tou Tpoa@épovTal
duvaToTNTEG YIa TTEPITOATEPA OTAV
ayopadel kat yia 11 gopd

= To 40% va éxel Tapouaia oTa site
TIOU ETTIOKETITETAI TIEPITTOTEPO



£y 31

‘Epeuva 1n¢ McKinsey 1o 2021 yia Tnv

£CATOMIKEUON ATTO MAPKEC & ETTIXEIPNOEIC

Personalization directly influences buying behavior across the

customer life cycle.

Likelihood to purchase, recommend, and repurchase depending on personalization, % of respondents’

Recommend:*

o o oe ® °
e
2 oo .®oone s Consumersare more
XY e '
.. eee®,00000 likaly to refer friends
ee®® e e andfamilyto
%%, e%%0 ‘
o ARG companies that
®eoe® personalize
78%
0
3 te ™ 13 ™
} Ik !¢
aly & |
N )
: .
McKinsey

& Company

Purchase:?
Consumers are more
likely to consider
purchasing from brands
that personalize

00 e% 00 0% Repurchase:’
: (Y ) o..‘ 0.0 oo o Consumers are more
® 0o 80 0% & ikcly to make repeat
t00e®,00000
®50® ® 00 purchasesfrom

LN companies that
personalize

14




g 3.1 ‘Epeuva Tng McKinsey 10 2021 yia Tnv
£CATOMIKEUON ATTO PAPKEC & ETTIXEIPNOEIG

Digitally native companies drive more revenue from personalization than
other company archetypes.

Company Companies without direct Brick and mortar (eg, Digitally native (eg,
archetype relationship (eg, CPG) grocery, apparel) DTC brands)
Strength of Low Medium High
customer
e Typically does not own e Owns customer e Owns customer transaction
customer transaction transaction, not always and product development
e Limited access to or product development e ist-party data at heart
use of 1st-party data e ist-party data of decision making

captured but mixed

% of revenue

driven by ~5-10% ~10-20% ~25%

personalization’

McKinsey
& Company



g 3.1 'Epesuva Tn¢ McKinsey 1o 2021 yia Tnv 16
~4 £CATOMIKEUON ATTO MAPKEC & ETTIXEIPNOEIC

Companies that drive greater revenue impact from personalization
(eg, digitally native) have better customer outcomes.

B Companies without direct B Brick and mortar B Digitally native
consumer relationship (eg, CPG) (eg, grocery, apparel) (eg, DTC brands)

Better at managing 'one and done' Better at driving upward migration Getting more from loyalty

% of new customers that repurchase % of active customers upwardly % of sales linked to customers with
in following year' migrating per year? loyalty ID?

75 74

McKinsey
& Company

53
44
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Fﬁ‘ 3.1 Epeuva g McKinsey To 2021 yia Tv

£CATOMIKEUON ATTO NAPKEC & ETTIXEIPNOTEIC

Personalization leaders pursue five ingredients to successfully
unlock impact.




ENOTHTA 4
[oia ival N yvwun Twv XpNoTWYV TWV KOIVWVIKWYV

OIKTUWV VIO TNV ECOTOMIKEUON OTN OI0PNMION;



4.1 'Epeuva Tn¢ Signs.com 10 2019 via TNV
£CATOMIKEUON OTN 6|a(pnp|0n

. I"-:scwt;a*" Fo ca---fcr ccd Eaca Situabon orirc e
- T T, ™ e

! PERCEPTIONS OF [T,
'AD PERSONALIZATION e,

SENTIMENTS TOW. -’*RD ARCGETED ADVERTISING _
~ vt G

| Sl vt»_u Virvytee Linare at Aqd MH,-_;' il zatwn |

. :'.'".:lt:“_-.-.r:,.-‘“:‘:’ (= ] _ 38.0%
Aol rczpondants had hosed of ad porsonalization.

Covoral| R

R EENDER
SIICIVTATE FREDUEATLY 35T NG RERECAALIZED 40T

Ev 2ollas Mz & LLalFoRY

*One time, | talked abaut raplacing my Valusga cande, than 22 2%
1235 thay an hours later, | s an ad for iz on Instagrany Craapy.”

SO RN AN N Ml WS K IRY TR MO M YA

EREd of respondants coraidered it an lwasion of pelvacy when
they 200 2% for [ISeany e BA4 TSGRl e and MESS 2] they
belvaed s an invasion of privacy when they <ec ads far heme

beand an Hmiv



g 4.1 ‘Epeuva 1n¢ Signs.com 10 2019 yia Tnv AN
eCATOMiIKEUON OTN dlAPAUION

e

ACCEPTABLE ACTIONS?
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g 4.1 "Epeuva 1ng Signs.com 10 2019 yia Tnv
eCATOMiIKEUON OTN dlAPAUION

Hsitro - bus i et
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4.1 'Epeuva Tng Signs.com 10 2019 yvia TNV |
eCATOMiIKEUON OTN dlAPAUION
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4.2 H e¢atopikeuon otn diagpnuion,
QVTITIOEPEVEG OTACEIC

/, AlEUKOAuvON
E¢aTouikeuon

oTn dlapnuIon \

[MapakoAoubnon

AUEPIKAVIKI EupwTraikn
vouoBeaia vouoBeaoia

!



g‘ 4.2 H e€atopikeuan atn Sla@RApIoN,

QVTITIOEPUEVEG OTACEIC

Seth Godin
Permission \ II ow?n’on
. a a1ToO AOLIa
marketing ? .
" TOU TTEAATN



ENOTHTA S5
UUTTEPACHOTA /

EpwTtnoeIg - ZXOAIO




2UUTTEPAC AT

H eCaTtopikeuon ival évag onUAvTIKOS TTAPAYOVTAGS EVIOXUTIKOG TNG IKAVOTTOINONG
EVOG TTEAATN ATTO TTPOCPEPOUEVN KATAVOAWTIKN euTTEIpia. To idI0 I0XUEI KAl yIa TNV
IKQVOTTOINON aTTO TNV ETTIKOIVWViA.

H eCaTtopikeuon €ival ouoTaTiKO OTOIXEIO TNG AEITOUPYIAG TOU UAPKETIVYK OTIG
ETTIXEIPAOEIC, KAl ETTIOIWKETAI UE TNV TUNUOTOTTOINGCT TNV OTOXEUOT KaAI TNV
TOTTO0ETNON.

AVTIOTOIXWG N €CATOMIKEUON €ival ONPAVTIKA KOl OTO JAPKETIVYK TWV KOIVWVIKWV
OIKTUWV.

H e€atopikeuon av kai €ixe utrooTnpixOei 011 Ba £DIve TV £dW Kal TTOAAG Xpovia
{nToUMEVN VOUILOTTOINON ATTO TNV OKOTTIA TNG XPNOIUNOTNTAG OTNV dla@nuIon, v
TOUTOIG KATI TETOIO OEV PAIVETAI VO CUMPBAiVEl, TOUAAXIOTOV XwpPIiG TTPOUTTOBETEIC.

H mrpocappoyn TG dIa@AUIoNG OTIG AVAYKEG TWV KATAVAAWTWY CUVOEETAI E TNV
Karaypa@n tng dpaaotnpIidTNTAG TOUG, YEYOVOG TO OTTOI0 TOUG EVOXAEI KAl TOUG
TPOMACLEl, EKTOC av N TTapakoAouBnon a@opd TTPOQAVI) KATAVOAWTIKNA
dpaoTNPIOTNTA (TT.X. AyOoPd POUXWV).

H utradpxouoa EupwTraikr) vouoAoyia (GDPR) dev emTpETTel TNV KATAYPOAPN TNG
OpaCcTNPIOTNTAC TOU KATAVAAWTH, O€ avTiOEon YE TNV APEPIKAVIKN, TTOU TO ETTITPETTEI



2.0C EUXAPIOTW YIa TNV TTpoocoxn cag !

EuayyeAdToc Avdopeac
EpyaoTtrpio Emixeipnoiakn¢ ETkoivwviag

OikovouikouU MNMavemoTnuiov AGnvwy

email: aevan@aueb.gr, TNAEQWVOo: 6977 225 277



