Alagdaveia 4.1

KepaAaio 4
HAEKTPOVIKO TTEPIBAAAOV
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Alogaveia 4.2

AISOKTIKA TTOpioHOTA

H emonuavon Twyv d1apopwyV OTOIXEIWV TOU
LUaKPOTTEPIBAAAOVTOC MIAG ETTIXEIPNONG TA OTTOIA
eTTNPEAOUV TN OTPATNYIKKN TNC OTO YNPIAKO
ETTIXEIPEIV KAI TO YNPIOKO MAPKETIVYK

H acloAoynon Tn¢ €1Tidpacng TwV VOUIKWY Kal
NOIKWYV TTEPIOPIOUWY KAl TWV TTEPIOPICHUWY TOU
TTPOCWTTIKOU ATTOPPNTOU O€ PIa ETAIPEIQ

H acloAoynon Tou pOAOU TwWV PAKPOOIKOVOUIKWY
TTAPAYOVTWYV, OTTWC €ival Ol OIKOVOUIKOI TTapAYOVTEC,
Ol KPATIKEG TTOAITIKEC YIA TO WNQPIAKO ETTIXEIPEIV, N
(popoAoyia Kal ol VOUIKOI TTEPIOPITOI
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Alogaveia 4.3

Ofupata d10iKNnoNGg

 [loiol gival o1 TTEpIOPICUOI (TT.X. VOUIKA BEuaTta) TTou
TTPETTEI VO CUVEKTIMWVTAI 0TV QVATITUCN KOl
EQPAPUOYN TNS OTPATNYIKNG WNPIAKOU ETTIXEIPEIV;

* [lwg ptropei va dlac@aAICTEl N EUTTIOTOOUVN Kal TO
TTPOCWTTIKO ATTOPPNTO TOU TTEAATN EVW TAUTOXPOVA N
ETAIPEIA ETTIOILKEI TNV ETTITEUEN OTOXWYV MAPKETIVYK
(T1.X. aTTOKTNON KaI dlaTpnon TeAATWY);

* [lwc ptTopei va acioAoynBei n onuaacia Twv
TEXVOAOYIKWYV VEWTEPIOUWV YIA TNV ETTIXEIPNON;
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Alagpaveia 4.4

Makpomnepifaiiov MikponepifdAdov (Pnerakn ayopd)
Kolvwvikoi H id1a n emixeipnon

Nouikoi, nBikoi, popoAoyikoi O1meAdteg TnG emixeipnong
OlkovouIKoi O1 mpopnBeutég TG emixeipnong
[oAlTIKOI Ol avTaywVIoTEC TNC EMIXEIPNONC
Texvohoyikoi Meodlovtec

AVTaywvIoTIKOTNTAG To eupUTEPO KOLVO

Mivakag 4.1 [APAYOVTEC TOU AKPO- KOI TOU MIKPOTTEPIBAAAOVTOC HIAC ETTIXEIPNONG
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[MAaiolo SLEPT

[TapAyoVvTEC TOU YAKPOTTEPIBAAAOVTOC

Koivwvikoi (Social)
Nouikoi (Legal)
Oikovouikoi (Economic)
[loAitikoi (Political)

TexvoAoyikoi (Technological)
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Alagpaveia 4.6

The SLEPT factors:

e Social factors — these include the influence of consumer perceptions in determining usage
of the Internet for different activities.

e Legal and ethical factors — determine the method by which products can be promoted and sold
online. Governments, on behalf of society, seek to safeguard individuals’ rights to privacy.

e Economic factors — variations in the economic performance in different countries and
regions affect spending patterns and international trade.

e Political — national governments and transnational organizations have an important role
in determining the future adoption and control of the Internet and the rules by which it
is governed.

e Technological factors— changes in technology offer new opportunities to the way products
can be marketed.
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Apaartnpiornra 4.1
Eicaywyn oTa KOIVWVIKA,
VOMIKA Kal NBika {nTnMaTa

Na amrapIBUAOCETE TA KOIVWVIKA, VOUIKA Kal NBIKA
(nTrMaTa TO OTTOIa TTPETTEI VO AGBEI uTTOWN O
OIAXEIPIOTNG MIAG TOTTOBETIaC lIoTOU TTOU Qo XOAEiTal
UE TO NAEKTPOVIKO EUTTOPIO TTWANCEWV YIa va
ATTOPUYEI TN dIATAPACN TWV OXECEWV ME TOUG
XPNOTEG 1 TTIOAVEC VOMIKEC Kupwaoelc. MTtTopeite va
BacioeTe TNV ATTAVTNON OOC O€ BEPATA TTOU
QATTA0XO0AOUV £€00AC, TOUGC PIAOUC N MEAN TNC
OIKOYEVEIAG OOG OTAV ETTIOKETITECTE I TOTTOBECIA
loTOU.
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ATTavtnon otn 6paocTNPIOTNTO—
TTEPIEXOMEVO TNG OIAAEENGS

Cookies—vopol kal avTiAnyn Twv KATavaAwTwy yia TN XprHon Toug

H mrpooBaon oTIG TTANPOQPOPIEC UTTOKEITAI O€ TTEPIOPIOUOUC YIA
OPIOMEVEC KOIVWVIKEC OUADEC (KOIVWVIKOC ATTOKAEITUOG);

To TTPOCWTTIKO ATTOPPENTO, N TIPOCTACIA TWV TTPOCWTTIKWYV
OeQOUEVWYV TTOU CUNTTIANPWVOUUE OTIC TOTTOBETiEC IoTOU

ATTOOTOAR QVETTIOUUNTWY JNVUUATWY NAEKTPOVIKOU TaXUudpOouEiou

‘Eykaipn ammdvtnon oTa JNVUPOTAa NAEKTPOVIKOU TaXUudpPOEiou

[TveupaTika dikaiwpaTa

To TTEPIEXOUEVO Kal O1 TIPOCPOPEC/DlagnUicelc KABE TOTTOBETIOC
loToU ocuvadouv [eE T VOoPoBeoia KABE xwpag

Ta keipeva, Ta ypa@IKA KAl N « TTPOCWTTIKOTATA» TNG TOTTOBETIOC
loTOU TTPETTEI VO OUVADEI JE TIC KOIVWVIKEGC CUMPBACEIC KABE Xwpag
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Alogaveia 4.9

Nopiké {fTnpa

ApaoTtnpioTnTES Pprakol PAPKETIVYK ov ennpedlovral

1 NopoBeoia nepi mpoctaciag
SeSopévwv Kal TPOCWITIKOU
AnopprTou

2 NopoBeoia nepi mpooBacipudTnTag
Yla ATOMA PE EIOIKEG AVAYKEG KAl
vopoBecia katd Twv Slakpicewv

| 2UNOYI), anoeBrikevuon, Xxprion, Slaypagr] MPOCWIKWY CTOIXEIWY e ameubeiag Kataypagry
ATIO POPHES KAl EUHEDT KATAYPAPH ATTO PEAETN TNG CUMTTEPIPOPAG XPNOTWV HECW AVAAUCNG
SeSopévwv lotol

MAPKETIVYK PECW NAEKTPOVIKOD TAXUSPOUEIOU Kal HAPKETIVYK HECW KIVNTIS TNAEQWVIAG Kal
POPNTWV CUCKEUWV

Xprion pebddwv papKeTvykK LE TTEpLEXOUEVO Taxeiag Siadoong (1 «loyevoug» HAPKETIVYK) Yia
TNV MPOWONGCN HNVULATWY MAPKETIVYK OTOUG KATAVAAWTES

Xprjon cookies («umokdTwv») Kat AWV peBESwV e§ATOUIKELONG TIEPIEXOUEVOU KAl
TTAPAKOAQUONONG OTIG TooBeaieg IoTOU

Xprion cookies yla TNV mapakoAouonon Tng SladpoUng Twy XpnoTwy oTIg TonoBeoieg loTtov,
yla mapdSetypa amd Sla@nuIoTIKA SIKTud Kal eTAIpIKES TomoBesieg loToL mou Kata@elyouy o€
«SrapnuoTIKN otoxsvon Bace cupnepipopacy (behavioural ad targeting)

Xprion Twv oToIXElwV TWV TEAATWY AT KoWwVIKA SikTua

Xprion Yn@lak®v népwv EYKATECTNUEVWV GTOV TIPOCWITIKG LITOAGYLOTI) TOU XpHOTH Y
OKOTIOUG LAPKETIVYK, TLX. YPOAUUES EpYaeiwV 1] dANou eidoug Tpoypdppata Tou Adpfdvovtal
ané 1o AladikTuo Kal ival yvwoTtd wg kaképoulo Aoyiopiké (malware)

B B B H

HE

| Mapoxr SuvatdTNTAG TPOCTTEAACHG TTEPIEXOUEVOL OTA SIAPOoPA PNPLAKA ESA TT.X. EIKOVEG, YA
dtopa pe mpoPArpata 6pacng:
M Tonobeoiec lotou
M Mapketivyk péow nAektpovikol TaxuSpopeiou
M MAPKETIVYK PECW KIVNTHG TNAEQWVIOG KAl OPNTWY CUCKEUWDV
M TnAespaon péow Aladiktoou (IPTV)

| Mapoxr SuvaTATNTAG TPOCTIEANONG TIEPIEXOUEVOU KAl VIO ATOHA HE AANEG LOPPES avarnpiag,
ONWG MPOANUATA AKOrG Kal KIVNTIKA TpoBArjuata

Mivakag 4.2 2NMAVTIKOi VOUOI TTEPI YNPIAKOU UAPKETIVYK
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Alagdveia 4.10

Nopiké {fTnpa

ApaoTtnploTnTeg YPn@lakol NApKETIVYK Tov emnpedlovral

3

NopoBecia nepi mpoctaciag
EUMOPLIKWDV EMWVUIDY KAl
EUMTOPLKWY CNUATWY

NopoBecia nepi mveupaTIKig
1dlokTnoiag

NopoBeoia nepl cuppdoswy

NopoBeoia mepl NAEKTPOVIKKG
SLASIKTLAKIG SIAPHHIoNG

Méaa KovwvIKrg SIKTUwoNG

M Xprion EUOPIKWY CNUATWY KAl EUTOPIKWY EMWVURIWY OF:

M Ovépata Topéwy AladIKTUOU

M nNepiexdpevo Tonodeoiv lotoo (yia BeAtioTtomolnon)

M Eni minpwpr) ekotparteieg Slagripiong o pnxavéc avaliitnong (mx. Google AdWords)
AVTITPOCWTIEVCT) ENTTOPLKIG EMWVUNIaG o TomoBesies TPITwV (CUVEPYATWVY, EKSOTWV
TIEPIEXOHUEVOU KOl KOWWVIKWY SIKTUWV)

Avo@rjpion umaAARAwY

Mpootacia Yn@lakwy nopwy, OMwe KElPEVA, EIKOVEG KAl NXNTIKA ATTOCTTACHATA, HECW
Saxelplong Ynelakov Sikatwpdtwy (DRM)

B B E @

lox0G NAEKTPOVIKDV CUPBACEWY Yia:

M AKUPWOEIG

EMOTPOQES

M sedrpata tpordynong

MNwAnoelg and andéotacn

ZnTtpata S1eBvolg PopoASYNoNS OTAV O TTAPOXOS LTINPECIHY NAEKTPOVIKOU gpmopiou
uTTAyeTal o€ SIAPOPETIKO YPOPOAOYIKS KABEGTWS AT TOV AYOPUTTH

Mapdpola {NTIHATA PE AUTA TTOL agopolV Ta KAaotkd MME

[Nopouciaon mpoo@opds

Aarpan adIKNPATOG 1) EVOXANCNG (T1.X. <LOYEVEGH HAPKETIVYK)

Yeudng ] avakpBrig mapousiacn etaipeiag pe dnuooieucn ocloTaong and UNAAANAC TTou
epyddetal og auTHv

Avo@rpion — MBEANOG KATA GAAWY XPNOTWV TWV KOWWVIKWY SIKTOWY

M AnOpPNTO CTOIKEIWY TWV TEAATWY OTA HESA KOIVWVIKHG SIKTUWOoNG

M nveu HaTIKH ISIoKTNo(a — KUPLOTNTA CTOIXEIWY TWV IEAATWV OTA HECA KOWWVIKHG SIKTUWOoNG
M MpowBNTIKES EVEPYELES Kal SIAYWVIOUOI OTA HECT KOWWVIKHG SIKTOWONG

R & QJE

&

Mivakag 4.2 2NUAVTIKOI VOUOI TTEPI YNPIOKOU NAPKETIVYK (OUVEXEIQ)
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lagaveia 4.11

HOIka {nTApaTa Kal TTPOoCTACIa OEOOUEVWYV

O Mason (1986) ouvouyilel ue TTPAKTIKO TPOTTO
Ta NOIKA BEpaTa TTOU APopPOoUV TNV IBIOKTNCIA
TTPOCWTTIKWY TTANPOPOPIWY OE TECOEPIC TOMEIC:

1. [100OWTTIKO ATTOPPNTO—TIOIEC TTANPOPOPIEC YIA TO
ATOMO EXEI TNV KATOXN TNG N ETAIPEIQ;

2. AKpiBeia—eival CWOTEC;

3. 1010KTNOIa—Q0E TTOI0OV AVIKOUV KAl TTWG UTTOPEI va
LUETAPEPOEI N KUPIOTNTA;

4. [lpoaBaagiuornTa—Tirolog £XEl dIKAiwpa TTpooaong
OTIC TTANPOPOPIEC KAl KATW ATTO TTOIEC OUVONKEG;
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Alagdveia 4.12

HOika {nTnuata—n atrown Tou Fletcher

* O Fletcher (2001) divel pyia evAAAOKTIKA aTTOWN,

OETOVTAC TO TTOPAKATW BEpATA
TTOU aOPOUV TOOO TOUG TTEAATEC OO0 KAl TOUC

UTTEUBUVOUC UAPKETIVYK:

1. AlaQAVEIO—TTOI0C CUAAEYEI TTOIEC TTANPOYPOPIEC;

2. AOQAAEIQ—TTWG TTPOCTATEUOVTAI Ol TTANPOPOPIES
QTTO TN OTIYUN TTOU TIC CUYKEVTPWVEI UIA ETTIXEIPNON;

3. EuBuvn—Tr1010¢ €UBUVETAI OE TTEPITITWON TTOU ViVEl
KATAXPNON TWV OEOOUEVWV;
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Alagdveia 4.13

TOmog MAnpogpoplev

MéBodo¢ Kal Texvoloyia mou XpnolpomololvTdadl yida TNV Kataypa@ Kal Xprjon Twv mANpopopliv

1 ZTtolxeia emKkowvwviag

2 TAnpo@opisc mpo@iA,
CUMTTEPIAAUBAVOEVV
TTPOCWTIIKWVY CTOLXElWV

3 Xpnon péowv mpécpaocng

+  AlaSIKTUOKEG POpUEG — cuvdEovTal e Bdon dedopévwy MEAATWVY
« Cookies — xpnolpomololvTal yia va Bupdtal To cUCTNHA TO CUYKEKPIUEVO TTPOCWTIO O
eMépeVN eMmioKeYPr TOU

«  JUMéyovtal pe O1adIKTUOKEG POPHEC EYYRAPWY O KOWVWVIKA dikTua Kal TomoBeaisg lotol
Y10 ALQVIKO EUTTOPLO

+ Ta cookies pmopoUv va XpnolpomolnBouv yia Ty Katnyoplomoinon Kabe xpriotn o¢
OUYKEKPLIHEVO TUAMA TNG ayopdc: KaBe cookie cuvbéstal pe pia yypagn Tng Baong
SeboEVV TTEAATWV KAl OTN CUVEXELD TTAPOUCIALEL TTEPLEXOMEVO OXETIKO HE AUTO TO THAMA

+ Z0oTnpa avaivong dedopévwy lotol — mpoodlopIopoE TUTTOU UTTOAOYIOTIKOU CUCTAMATOG,
AEITOUPYIKOU CUCTAMATOC KAL XOPAKTNPLOTIKWY 006vn¢ amd TI¢ I1810TNTEC TOU TTPWTOKOAAOU
HTTP tou emokéntn

Mivakag 4.4 TUTTOI TTANPOQPOPIWYV TTOU CUAAEYOVTAIl HECW AIADIKTUOU KAl OXETIKEG

TEXVOAOYiEC
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Alagdveia 4.14

TOmog mMAnpogpopleV MéBodo¢ Kal Texvoloyia mou XpnolpomololvTdl ylda ThV Kataypag@n Kal Xprjon Twv mANpopopliv
4 TIAnpoopisc + To loTOopIKO ayopwv amobnkevetal otn Bdon dedopévwy e TIG TapayyeAieg TWARCEWY" TO
CUUTTEPLPOPAC OE M Aoylopikéd avaiuong dedopévwy loTol amobnkelel Ta oTolkeia Twv dleubivoewv IP amd Tig
HepoVwEVN TommoBedia ouvdeoPOBIadPOPES TNG CELPAG LOTOCEAIDWY TTOU £XEL EMOKEQPTEL O TTEAATNG
loTtoU + lotokoploi (web beacons) 010 HAPKETIVYK HECW NAEKTPOVIKOU TaXLOpOLEioU —

Xpnotpomoleital éva apyeio ypagikwv GIF evéc miCeh yia va S1amoTwvel 0 amooToAEAG av O
amoOEKTNG Avolée TO OXETIKO PWAVUUA

+ Cookies xpnolomolovvtal emmiong amé pia tomobeoia lotol yia TNV mapakoAoubnon tng
CUUTTEPLPOPAC EVOG XPAOTN KATA TNV eMICKEY TOU OTN CUYKEKPLUEVN ToTToBEeCia, KaBwe
KOl O€ ETTOUEVEC ETIIOKEVELC

« Eivar mBavoé va cuykevipwvovTal Kal emmAéov TANPoPopisg, 6mwe Kwdikoi mpdoBaong,
anmd KAkOBOUAO AOYIOUIKS

5 TMAnpoopisg + Xpnoluomolovvtal cookies yia tnv avaAuon emokEPewv amd SlaPOPETIKES TTNYEG, OTIWG
CUMTIEPLPOPAG O TTOANEC bikTua nAektpovikig dlagrpiong i diktua cuvepyaTiKAG Mpowonong MPoidvVTwyY
ToToBETieC (beite To KegdAalo 9).

« Oipnxavég avalitnong 6nwe n Google, xpnoipomololy cookies yia tnv mapakoAouonon
TV SlaPNUICTIKWV EVEPYELWV HECW TOL TTRoYPAppatog AdWords (ue xpéwon avd KAIK)

+ Ymnpeoieg 6mwe n Hitwise (www.experian.com/hitwise) mapakohouBoUlv tnv KuKAo@opia
bebopévv tou MpwtokdAAou IP yia va avaAlouy Tn XpRon Twv Tomobeciwv IoTol amd
UTTOCUVOAQ TTEAATWV O€ CUYKEKPIPEVEG KATNYOopRiE TRoidvTWY

Mivakag 4.4 TUTTOI TTANPOQPOPIWYV TTOU CUAAEYOVTAIl HECW AIADIKTUOU KAl OXETIKEG
TEXVOAOYiEC (OUVEXEID)
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lagaveia 4.15

O1 OKTW apXEG yia TNV
TTPOOCTACIO TWV OEOOMEVWYV

Na u@ioTavTtal guvvoun Kal Beuitn eTe€epyaaia
Na ouAAEyovTal yia KaABoPIoUEVOUC OKOTTOUG
Na gival KatTaAANAa, ocuvaen Kai oxI UTTEPROAIKA
Na eival akpif3n

Na unv TnpouvTal Via TTEPICCOTEPO ATIO TO
QATTAPAITATO XPOVIKO OIACTNUA

Na u@ioTavTal ETTECEpPYATia oUpPwyvn JE TA
OIKAIWPOTA TOU ATOMOU

Na €ival aoc@aAn

Na unv olaBiBadovral o€ XWPEEC TTOU OEV £XOUV

ETTAPKN TTPOOTACIA
pKn 1P www.dataprotection.gov.uk
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Alagdveia 4.16

Katavow;
* TOV OKOTTO
* TIG TNIOAVEG OUVETTEIEG
* Tn MEAAOVTIKN XpPrion

...TWV OTOIXEIWV TTOU

£dwoa
O

«YTeUOuvog eTTeCEPYTiog o

(o]

«YTTOKEIPEVO o OedOPEVWVY

TWV OESOPEVWVY YTEAANAOG TG eTaIpEiag v
T.X. TOavog i UTTEUBUVOG YIa Ta

UTTAPXWV TTEAGTNG ' TTPOOWTTIKG BeSOpéva

1 ZUuyKEVTPWON «TTPOCWTTIKWYV OEQOUEVWIVY

4 TpoTroTtroinon Kal

Siaypan SESOUEVWY 2 ATT0BrKeUaN «TTPOOWTTIKWY OEQOPEVWVY»

ﬁ g 3 AloBiBaon kai xprion
KTTPOCWTTIKWYV OEOOUEVWV»

Exova 4.8 POEC TTANPOQOPIWY TTOU Ba TTPETTEI VA YiVOUV KATAVONTEC YIA TN
OUMMOPPWON HE TN VOUOBETia TTEPI TTPOOTACIAC TWV OEQOUEVWV
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Aagaveia 4.17

TTAPAYOVTEG

Epmopio M\/\/\
ptros N N
YTrodopn: 031kd \/\/\/
dikTuo, 015NPddpPOpOI
To @uoikd /\/
ePIBAAAOV

Eiova 4.1 « KUPJATA AAAQYWV»—OIAQOPETIKEG XPOVIKEG KAINAKEG AAAQYWYV OTO

TTEPIBAANOV
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Alagaveia 4.18

Factors governing e-commerce service adoption

1 Cost of access. This is certainly a barrier for those who do not already own a home
computer: a major expenditure for many households. The other main costs are the cost of
using an ISP to connect to the Internet and the cost of using the media to connect (tele-
phone or cable charges). Free access would certainly increase adoption and usage.

2 Value proposition. Customers need to perceive a need to be online — what can the Internet
offer that other media cannot? Examples of value propositions include access to more
supplier information and possibly lower prices. In 2000, company advertisements started
to refer to ‘Internet prices.

3 Ease of use. This includes the ease of first connecting to the Internet using the ISP and the
ease of using the web once connected.

4 Security. While this is only, in reality, a problem for those who shop online, the perception
generated by news stories may be that if you are connected to the Internet then your
personal details and credit card details may not be secure. It will probably take many years
for this fear to diminish as using the Internet slowly becomes established as a standard way
of purchasing goods.

5 Fear of the unknown. Many will simply have a general fear of the technology and the new
media, which is not surprising since much of the news about the Internet non-adopters
will have heard will concern pornography, fraud and privacy infringements.
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Aagaveia 4.19

AvtaAAayn uNVUPATWY NAEK. Taxudpoueiou

Anpoacicuon unVUPdTwyY oTa HECa

KOIVWVIKAG SIKTUWONG

TNAEQWVIKEG KANOEIG 1) BIVIEOKANTEIG

Méow AladikTUoU

Akpoaan SIadIKTUOKWY PadIOPWVIKWY OTABPWY A
TTapakoAoUBnaon SIASIKTUAKWY TNAEOTTTIKWY TTPOYPANMATWY
«KatéBaaouay» taixvidiwy, EIKOVWY,

TAIVIWY, HOUCIKAG

2uUppeTOXN O€ OIadIKTUAKA TraixVvidla

ME AAAOUG XpPrioTEG

AvdpTnon-dnuoaoieucn VEOU TTEPIEXOMEVOU

o€ ToTmoBeTieg loTou

Anpioupyia Totro8e01WV loTOU/I0TOAOYIWV
EUpeon TAnpo@opiwy yia ayabd Kal UTTNPETieg
Avayvwan €1dnoewv/e@nuepidwy péow AladiKTUou

YTnpeaieg NAEKTPOVIKAG TPATTECIKAG

Xprjon UTTNPECIWY TTOU £XOUV OXEoN
ME TOV TTPOYPOUMATIONO TAgISIV

Oplioudc pavteBou ue 1aTpolg

Ewéva 4.2 XpAon Tou AladIKTUou

lnyn: EuroStat (2012).
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Aagaveia 4.20
Online information and experience (and modified opinions about a brand or product)

also translates into offline purchase

Cars 69

Garden/DIY products 63

Home furnishings 62

Mobile phones 58

Large home appliances 57

Consumer electronics S/

PC/Computer hardware 54

Small home appliances 53

Clothing/accessories 53

Health and beauty products 51

Computer games 44

Financial products or services 40

Food/groceries 39

0 10 20 30 40 50 60 70 80
% (by category) who bought offline after researching online

. Percentage by category who bought offline after researching online
Flgure 4.3 Source: BrandNewWorld: AOL UK / Anne Molen (Cranfield School of Management) /
Henley Centre, 2004
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Exova 4.3 H dlakUuavon Tou apiBuou TTnNywy TToU XPNOIMOTTOIoUV Ol KATAVOAWTEC Yia
VA BPOouV TTANPOPOPIEC YIA TIC AYOPAOTIKEC ATTOPACEIC TOUG, ava KAGdO

lnyn: Google Shopper Sciences (2011).
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o

TnAeotrTikr) diagnuion 37%
AAnAoypagia atrd Taipeia TTapaywyng
Ala@riuion o€ epnuepida

ApbBpo o€ epnuepida

ApBpo o€ TTEPINdIKS

Ala@Auion o€ TePI0dIKO

MAvupa nAekTpovikoU Taxudpopeiou atTd eTalpEia
Alagrjpion oto AladikTuo

AAMNAoypagia atmd katdoTnua AlaVIKAG TTWANGNG
TNAEOTITIKO TTPOYPAKA TTOU TTapouciade To TTPoidV
Alaprpion o€ utraiBpia eTTypo@n

EpeOicpara

_______________

4 Avaditnon oto AladikTuo HECW PNXavG avalnTnong | 50%

ZugnTnon Pe QIAOUG/OUYYEVEIG yia TO TTPOIOV | 49%
2U0ykpion PE AAAa TTapdpola TTPoIdvVTa HEow Tou AladikTUou E | 38% )

MANPOPOpIES OTTO TNV ETTIONN TOTTOBETIR IGTOU TNE ETAIPEIRS A TOU TIapaywyoU | 36% «H ZTiyun tng

KpITIKEG yia TO TTPOiGV 0TO AlaBIKTUO | 31% AAROBEIOCY
MAnpogopieg atéd Tnv TotToBeaia IoToU VOGS KATAOTAUATOS AIOVIKAG TIWANGNG | 22%
SXONO XPNOTWV TTOU £X0UV SNUOCIEUTE KATW OTTO OXETIKA dpBpa aTo AladikTuo | 22%
« «®Dilog»/«aKkOAoUBOG» GTOUG AOYapIOOOUG I} Ta TIPOPIA TNG ETAIPEING OTA PETA KOVWVIKNG dikTiwong [ 1 18%
Egétaon Tng ouokeuaoiag oTo KATAOTHHA | 41%
Avdyvwon Tou evnuePWTIKOU GUANaSIOU YIa TO TTPOIOV OTO KATAOTNHA | 37%
2ufATNON ME TTWANTA OTO KATAOTNUA
EidkA dloprpion i EexwpioTd THAPa BITpivag OXETIKA JE TO TIPOIOV OTO KOTAOTNHO | 30%
TnAe@wvikr] cuvouINia Pe eKTTPOOWTTO TNG egutpémong medatwy [ 120%
Aokiyn deiypaTog Tou TTpoiévTog oTo katdoTnua [ ] 19%

Eikova 4.4 H emppon Twv dId@opwy TTRYWY TTANPOPOPIWY KATA TNV TTPayPaToTroinon Jiag ayopdag ZMOT
(Zero Moment of Truth) = «H ZTiyury TNG AARBeIac» (TTpIv TNV eTTiokewn oTo Katdotnua), FMOT (First
Moment of Truth) = «H MpayuaTtiki Z1iyur Tng AAqBeIacy» (oTo KATAoTNUA)

lnyn: Google Shopper Sciences (2011).
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HAekTPOVIKO ‘Epeuva yia Anpooievoelg |[MwAAoeig péow| Ayattnuévn
TAOXUDOPOMEIO | ayOpEG EKTOG o€ @OPOU OnUOTTPACIWYV ™nyn
Mnxaveg A'Ga'Kg,'Jao UTEX- | Ayopéc péow | «KatéBaopan LRl s
avalntno Tagioiaq, - .
¢ntnong ST dNUOTTPACIWV AoyIopIKOU

Mepiynon | Ayopég xapnAng | Mo ouyvég Emiokewn og | Zuxvég ayopEg

QvAPEIENG QAYOPEG UWN- | KPATIKEG TOTTO- uwnAng
Aotepng agiog | Beoieg loTou QAVAPEIENG

-
>

FpARyopn: amAn avalitnon

A ATTOQATEIC Méon: avalitnon

YIQ TTEPITTAOKEG
ATTOPACEIG

MoocooT6 dpaaTnEIOTNTAG

Apyn: TEXVIKA TTEPITTAOKN
Il OIKOVOUIKG ETTIKIVOUVN

>
>

Xpobvog

Exova4.5 ECENICN TNG Xpriong Tou AladIKTUoU

For certain products the main role of online marketing will be to support research while for other
“standardized” products there will be a dual role for the web in supporting research and enabling
purchase.
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[MpoidvTa ) uTTNPECieg TTou
dev gvdeikvuvTal YIA N-EPTTOPIO

‘EAAEIPN TTpOBUNIag TwV TTEAQTWYV Va
TTPOXWPNOOUV O€ AYOPEG HECW N-EUTTOPIOU

Avaykn avadiopyAvwong Twv ETTIXEIPNUATIKWY
d1adIKaCIWY £EQITIAC TOU N-EUTTOPIOU

Texvika ¢ntruata
uAoTTOINONG TOU N-EUTTOPIOU

MpoBAfuaTa eQodIAcTIKAG

ZnTuarta aoQAAEIng (OXETIKA YE
TTANPWUEG 1 CUVAAAQYEQ)

ABeRaidTNTA YIA TO VOUIKO TTAQiCI0

MpoBAfuarta oTn YAWOOIKA ETTIKOIVWVid TTOU
oXeTidovTal Ye TO DIEBVES N-EUTTOPIO

KoKEG eUTTEIPIEG ATTO NAEKTPOVIKEG
TTWAAOEIG OTO TTAPEABOV

| | | | | |
0% 10% 20% 30% 40% 50% 60%

[ ] % emxeiprioewv (atmAdg pécog 6pog yia 14 XWPES)

Ewéva 4.7 EMTTODIQ TNV ATTOO0XN TWV UTTNPECIWY NAEKTPOVIKOU EUTTOPIOU OTIC
EUPWTTATKEG XWPEG

lnyn: EupwTraikr) Emrtpotm (2010)
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OIKOVOUIKA/TTOAITIKA {NTAMATO

« E&ao@aAion TNC avTaywvIoTIKOTATAC TWV ETAIPEIWV
— XpNMaTod0TNON YIa EKTTAIOEUCN KAl TEXVOAOYIQ
— [lpowBnon TwV VEWV TEXVOAOYIWYV, TT.X. EUPULWVIKEC
ouvoeoelc 12% oto Hvwpuévo BaaiAeio, 70% otnv
TaiBav kai T NoTia Kopéa
e ATOOO0TIKOTNTA TWV KPATIKWY UTTNPECIWYV
— HAekTpOVIKN dlaKUBEPVYNON—TTPOCRaocn NECW
AI0OIKTUOU 0€ OAEC TIC BPETAVIKEC DNUOCIEC UTTNPETIEC
atro 1o 2005

— 21ykatroupn: To 6papa yia TO «EUPUEC vNai»
« @®opoAoyikd KaBeoTWTA
— NouoBeaia yia UTTEPAKTIEG/ECWXWPIEC EPTTOPIKES
OUVOAAQYEC
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TeXVoAoyIKa {NTAMOATO

e PuBpoi aAaywv
— [loleg veeg TEXVOAOYIEC TTPETTEI VA
EVOTEPVIOTOUE;

* [lapakoAouBnon yia eueavion VEWV
TEXVOAOYIWV

« AgloAoynon: AVAKOUPE OTOUG TTPWINOUG
QTTOOEKTEC;

« ETmavektraidsuon Kal KatapTion

* Eival aoc@aAn Ta cuocTAUaTA;

Chaffey, Wnoiakég emiyeipnoeis kKar NAEKTPOVIKO utToplo, 61 ékdoon © Marketing Insights Limited & Exkd6oeig KAeiddpiBuog 2015



Alagdveia 4.27

1. Kaivotopol (2,5%)

5 2. KaBodnyntég yvwung (13,5%)
§ 3. Mpwipn AgiovoTNTa (34%)
E 4. Oyiun mmAgiovoTtnTa (34%)
5 - 5. Apyotropnuévol (16%)
= S
> )
3 E
s :
g_ é_ 2.UVTNPNTIKOI ATTODEKTEG
1 2 3 4 S >

Eova 4.12 KAMTTUAN O1aXUuoNnNG-a1todox NG 0TOV KUKAO UTTEPBOAIKNC TTpowbnong Katd
Gartner
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A. Kaivotépol

B. Atrokpivopevol

l. ESENIEN TNG TEXVOAOYIOG

[". Apyotropnuévol

AN\QyEG o€ OTPATNYIKA Kal TEXVOAoyia

Y

Xpbvog

Ewéva 4.15 EVAOANGKTIKEG avTIOPAOCEIC OTIC AANAYEC TNG TEXVOAOYIOG
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DELL.COM
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Overview of the company

* Dellis the largest seller of PCs in the world.

« Company sells build-to-order computer systems directly to a
wide range of customers — from the largest enterprises and
government agencies to individual home PC enthusiasts.

« Dell has seen its stock increase by 400 times over the last
decade.

« Company’s innovations are driven by customer needs,
cutting edge solutions and strategic partnerships:

* Listen - Solve - Impact

* Dell helps drive the course of future industry innovation
through a time-tested process that puts customer needs first.
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About the company

 “We do businesses directly with customers, one at a time,
and believe we do it better than anyone in the planet.” — Dell

« Dell’s focus is to make computing easy like it should be, so
that even regular people will be able to use computers.

« Company’s climb to market leadership is a result of its
persistent focus on customer.

 Dell teams work hard to meet the needs of each customer
with carefully tailored computing solutions.

«  “We communicate directly to our customers — in person, via
the internet or by phone, so our understanding of their need
is instantaneous.” — Dell

* Focusing on customer helps Dell efficiently and effectively
deliver the products and satisfy the customers.

« Dell.com is one of the world’s leading web sites.

* Nearly one out of every five standards-based computer
system sold in the world today is a Dell.
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Customers:

Selected
products

Dell, Inc.
BIC | /Bmfzc]

Individuals &  Business: Institutions:  Government:
Households . Global » Health care « Federal

» SMEs » Education .« State

» Large Corp. .
PCs ge LoIp Local
Printers PCs
Consumer Enterprise storage
electronics Servers
Simple service Complex Service
Agreements Offerings
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Facts about Dell

« Uniquely enabled by its direct business model, Dell sells more
systems globally than any computer company, placing it No. 34 on
the Fortune 500.

« Dell's climb to market leadership is the result of a persistent focus
on delivering the best possible customer experience by directly
selling standards-based computing products and services.

« The company is based on a simple concept: by selling computer
systems directly to customers, Dell could best understand their
needs and efficiently provide the most effective computing solutions
to meet those needs.

* This direct business model eliminates retailers that add
unnecessary time and cost, or can diminish Dell's understanding of
customer expectations.

« The direct model allows the company to build every system to order
and offer customers powerful, richly configured systems at
competitive prices.

« Dell also introduces the latest relevant technology much more
qﬁickly Ithan companies with slow-moving, indirect distribution
channels.
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Dell and direct sales

Dell started the direct-sales approach, eschewing the then-
dominant indirect model that interposes a network of
distributions, value-added resellers, and retailers between
PC makers and PC buyers.

Selling direct lowered dell costs by 25-40% compared to
competitors.

Dell passed these savings to customers.

Dell believed that this could help best understand
customers’ needs and provide the most effective computing
solutions to meet these needs.

Dell’'s model is based on build-to-order process, where
company builds each PC on demand.

Customers can choose what components they want for
their computer, Dell then assemble the order and ships it.

This strategy improves customer satisfaction and reduces
costs and risks to the company.
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Benefits of direct sales
method

Direct sales in conjunction with build-to-order is a
powerful model for both Dell and its customers.

Customers get what they want, rather than be
forced to choose among a fixed set of options.

Dell wins because by developing and building only
those systems that customers want, Dell
eliminates the excess cost of buying too many
components, having high storage and inventory
costs, and having to sell the surplus at a loss.

Dell can use savings in other areas such as web
site improvement, marketing and distribution.
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Goals and strategies

* Dell's emphasis on tech-savvy PC buyers made
online selling a natural, because high-end PC
buyers were obvious users of internet and early
adopters of e-commerce.

* |n order to succeed in online selling Dell needed
configurator, which let buyers choose among
computer models and variety options and
components. When a customer clicked on an option
exact cost was immediately added.

« Configurator also records buyer’s preferences,
giving Dell immediate access to buying patterns.
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Confusion and need of
change

Although Dell.com is undeniably successful, two
studies of online PC buying gave company confusing
picture of the effectiveness of its online sales efforts.

Only 1 out of every 100 visits to Dell.com resulted in
sale — 99 percent of visitors left before buying.

This fact was confusing because Dell enjoyed over 70
percent market share among online PC vendors.

Dell needed to carefully analyze this and understand
buyer behavior and focus on best possible
opportunities for online sales growth.
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Understand customer needs and
behavior

Study revealed extremely high attrition rates among visitors to Dell.com.

Online PC buying involves three phases: browsing, configuration and
checkout.

50 visitors out of 100 leave the site in the browsing phase, 48 leave in
configuration and 1 leaves checkout phase.

Only 1 percent of customers is converted to a paying customer.

Converting even a few percent more visitors into customers could have a
massive impact on sales.

These visitors are not just buying from competitors.
The question is how to get people to buy computers online?!

Buyers want to compare different products, so they shop around, visiting
multiple sites multiple times before buying.

Although 99 percent of visitors leave Dell.com before buying, many of them
come back later.

The average buyer form Dell visits website six times before buying.
Among visitors are competitors who visit website numerous times.
90 percent of visitors to Dell.com never bought PC online.
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