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OMNICHANNEL ONE-TO-ONE MARKETING IN CYPRUS
IN THE COVID ERA FOR GREATER
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Xapog Aistaymyng: Aepeooc, =evodoyeio «ALASIA»

To I8pupaTiko HEPOG Tou EknaideuTikoU Mpoypapparog,
TO onoio £xel diapkela 14 wpeg, 6a diEayxOei o€ dUO NHEPEG. /

ANAIKH KATAPTIZHZ:

ESw kai evayion Xpovo n Kunpiakn kal naykoopia Kolvwvia YevikoTepa £(noe kal Guvexilel va (el Jia TEPAOTIA OIKOVOUIKN
kpian. O1 enixelpnoeIc, epyalOpEVol, NPOUNBEUTEG kal o1 MEAATEC TOUG {ouv KaBnuepIva Pe TNV aBeBaiOTNTa AOYw akpIBwS
TWV NEPIOPIOTIKWV HETPWV Nou eniBAlAovTal Je GTOXO TOV MEPIOPIOKO TG Navonuiac. TOMEIC ONwG 0 TOUPIoHOC, Ol
unnpeoiec TPoPodoaiag K.a. UNESTNOAvV NTWON TNE TAENG Tou 80% Twv €00dWV KAl TWV NWANCEWV TouG. MapdAinAag,
0l OUVNBEIEC KAl 0 TPOMOC NOU O KATAVAAWTEC NpaypaTonololV TIG ayopéG TOUG £xouv aANGEel kal napaTnpeital auénon
TNG XPNONG TWV NAEKTPOVIKWV AYOPWV.

O1 Kunpiakég enixeIpnosic oAwv Twv KAAdwv avTigeTwniouv pia peilova npokAnon. Mwg 6a pnopolcav va
KaAAigpyrioouv kai avanTU&ouv anoTEAECUATIKA TN VEQ OXEON UE TOUG NEAATEC TOUC OTN META KOPWVOIO €noxn;

Eniong, o1 enixelpioeig yvwpifouv NoAU kaha o1 oI danavnpeg NPAKTIKEG TWV NEPACHEVAV ETWV EXOUV, HANoV, pBAsEl
OTO TENOG TOouG. Ep@acn nAéov Oiveral oTo PAPKETIVYK VA KATOPOWVEl va €NITUYXAVEI TO OTOXO TOU HE MO AITOUC
npoUnoAoyIoPoUC. ZUVEN®C, N META KOPwVvoid nepiodog, aTnv onoia 8a apyiosl n avakapyn, enipuAAcoel IDIAITEPEC
NPOKANGEIG yia TiG Kunpiakeg eNIXEIPROEIC.

AVTAnoOKpIVOUEVO OTIC NPOKANCEIC AUTEC, TO NAPOV  OEMIVAPIO
ouvduadlel kal npooapuolel dUO KAIVOTOUEC MPOCEYYIOEIC PAPKETIVYK
To Omnichannel kal To One-to-One Marketing € Tpono nou va au
Bonbrioouv TIG ENIXEIPACEIG va avTanokpi®olv We eniTuyia oTIG
NPOKANCEIG Kal TIC EUKAIPIEG MouU Ba NpokUYOUV OTNV HETA KOPWVOIO
enoxn.
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To navkavahikd pdapkeTivyk (Omnichannel marketing) eivar n

Oladikaaoia napoxnc oAoKANPWUEVNC kal OTPATNYIKAC EUNEIPIAG OTOUG

nNeAdTeC  xpnoigonoiwvTag noAanAd kavalia  enikoivwviag  Kai

NWANCEWV.

To e€aTopIkeUpEVO PHAPKeTIVYK (One-to-One Marketing) eivai n diadikacia kabopiopoU pidg
One-to-One Marketing I010ITEPA EOTIAOPEVNG KAl TUNUATOMOINKEVNG MPOCEYYIONG TWV NWANCEWV YId HIKPEC
OMAdEC NEAATWV I AKOMA YIO OUYKEKPIPEVOUC NEANATEG ATOMIKA, EV( TdA AnoTEAéopATa
% a&iohoyoUvTal PE TN XPron NAEKTPOVIKWV MECWV YIa WETPNON TNG ANOTEAECUATIKOTNTAC
TNG NPOCEYYIONG.

Kal o1 dUo npoosyyioeic eival NpooapUOCUEVEG OTIG TEXVIKEG avaAuong Kal anodoaong Tne
enévouong (Return On Investment -ROI) oTIg onoieg £xel NpooBacn kABe enixeipnon nou
gival oe Béon va xpnoigonoinoel epyaieia onwg To Google Analytics, Google Console k.a.

Me TnV 0AOKANP®WON TOU NPoypaupaTod ol karapTi{opsvol 0a sival o O€on va:

e MEPIYPAPOUV Kal va agloAoyolv Tnv KATaoTaacn oTnv onoia BpiokeTal n enixeipnon / opyaviopdg Toug we
anoTéAeopa TNG Navonuiag o€ oxeon Ke TIG NWANCEIG Kal TO PAPKETIVYK JEOW aAAG kal ekTdG 81adikTUoU,
TIG NPOCOOKIEC TWV NEAATWV TOUG KAl TNV KATAVAAWTIKI OUPNEPIPOPA aTnv KUNpo Kal oTo eEWTEPIKO.
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e avahUouv dIaxpoVIKEC NWANCEIC o€ NEAATEC kal TNV ANOdOTIKOTNTA TOUG KaBw¢ kal GAAOUG dnuoypapIkous
napayovreg ol ornoiol npoodiopiouv TNV NPOCAPHOCTIKOTNTA KAl CUUMNEPIPOPa TWV MNEAATWV
XPNOIKONOIWVTAG Ta KATAAMNAa d1adikTuaka epyaleia.

e avaAlouv Tov KUKAO TOU oTpaTnyikoU WAPKETIVYK NEPIAAPBAVOUEVOU TOU PAPKETIVYK HECTW AAAG Kal EKTOC
d1adikTUou, dnAadr Tou above-the-line kal Tou below-the-line papkeTiyk kal Ta anoteAéopata os KABe
nepinTwaon.

e avanTUOCOUV KAl Va Opyavwvouv navkavaAiko papkeTivyk (Omnichannel marketing) kai va ouvdéouv Tnv
NPOCEYYION AUTN HE TIC JIaXPOVIKEC EKOTPATEIEC HAPKETIVYK KAl NMWANCEWY ONWE EMIGNG KAl TOV oTPATNYIKO
KUKAO TOU PAPKETIVK.

e avanTUooouv Kai va epapuolouv EATOUIKEUNEVO PAPKETIVYK (One-to-One marketing) npooapuoopévo o€
nwAnoeic B2B ka1 B2C.

e  OpPYavmVoOUV EEATOUIKEUPEVO PAPKETIVYK Yia KABe €idoc nwAnoewv (B2B/B2C), yia YEPOVWHPEVOUG NEAATEG
Kal OpAadEG.

e €MIAEYOUV KAl va avanTuooouV £EEIDIKEUPEVOUC TOWEIG (niche) i} MIKpo-TURKATA TNG ayopdc kai dnuIoupyouV
npoopopéc. MepiAauBaveral n Tunuatonoinon Pacsl TnG kepdopopiag, TNG avTanoKpIonG TWV NEAATWV, TOU
MePIdioU TNG ayopdc, TNG HETABANTOTNTAC TWV ayopwy, dnNUOYPAPIKWY NapayovTwy K.d.

e napakoAouBoUv kal va avaAuouv Ta anoTeAéopara, Tnv dpacTnpIOTNTA TWV NEAATWV KAl TWV ENICKENTWV
oTo J1adikTuo kal va npoPaivouv oTIG avaloyeg a&loAoyNOEIG/ JETPAOEIG KAl EVEPYEIEC,

e XpnoigonoioUv diagopa dwpeav npooBaciya diadikTuakd epyaieia onwe Mailchimp, Google Analytics k.a.
yia au&nan Tng anoTeAEGUATIKOTNTAC TOU one-to-one kai omnichannel PAPKETIYK.

e JikaloAoyoUv kai va avayvwpifouv Tnv onoudaidtnTa TNG €Papuoyng navkavaAikoU HApKETIVYK Kal
£EATOUIKEUPEVOU PAPKETIVYK YIO TNV €NIXEipnon / opyaviopo Toug, Aappavovrag unown Kai TIC ENINTWOEIC
NG navonuiag,.

e ouvepyalovTal anoTeAeouaTIKG WJE TO MPOCWMIKO TOUG Kal va au&avouv To Babuod dEopeuong nNpog Tnv
kaTeuBuvon a&lonoinong dwpedv Bacikwv dIadIKTUAKWV EPYAAEiwVY.

NEPITPA®H YNOWH®IONN:

To npoypauua daneubuveral oc ISIOKTATEG, AlcuBuUVTEG kal YneuBuvoug THNHATOV KABWG Kai Ot
EMICTNHOVIKO Npoownikd and Ta Tunparta NMAnpo@opikng Mapketivyk, NMwANCEWV Kal ZTPAaTnyikou
Zxediaopou.

AOMH NPOrPAMMATOZ:

To npoypaupa ival NpakTIknAG @UOoNG kal nepihaupavel Tooo Idpupatikr) 600 Kal Evdoenixeipnoiakn kataption. O
£KNAIDEUTNC Ba NpayuaTonoinosl eNioKEWn 7 wpwv O KABE CUHPHETEXOUOA €NIXEIPNON YA €EEIDIKEUPEVN €Ni TOMOU
MEAETN Kal oulnTnon TWV EQApPoywv nou Ba npénel va AABouV Xwpa OTn CUYKEKPILEVN EMIXEIPNON OE OXEON WE TO
QVTIKEIKJEVO TOU NPOYPAUKATOC,.

EKMAIAEYTHzZ:

To ev Aoyw Enmipop@wTiko npdypaupa 6a didagel o EEvog euneipoyvopovac k. Philip Ammerman.

To npoypappa Ba diegaxBei otnv AyyAikn YAWOoq, OPwG oulnTHOEIG Kal NapePBAcelc Ynopolv va yivouv kal oTnv
EANvIKn yAwoaoa.

AIKAIQMA ZYMMETOXHZ (€1785 + €339.15 ®.MM.A.)

To npoypappa éxel eykpiBei and Tnv Apxn Avantugng AvBpwnivou AuvapikoU oav npoypappa {wTikng onuaociac. To
npoypappa enixopnyeital €’ oAokAnpou and Tnv AvAA Kai WG €K TOUTOU dev undapyel onoladnnorte
OIKOVOHIKI €nIBapuvon yia TIG ENIXEIPNOEIG / opyaviopoug, s€aipoupévou Tou @.M.A. (€339.15). Na
onuEIwBei 6TI kal To O.MN.A. EMOTPEPETAI OTIC ETAIPEIEC KAl OV AMNOTEAEI KOOTOG YIA TIC EMNIXEIPHOEIC,

MpokeTal npayuatikd yid pid avenavaAnnTn Kdl OIKOVOMIKA CUM@PEpoUsa gukaipia Mnou NPOoPEPETAl yid
avaBaduion Twv Kunpiakwv Enixeiprioewv agou To NpaydaTikd KOGTOC GUUKETOXNC, av Osv UNNAPXE N ENIXOPRyNon TNG
Apxnc, 8a rTav TouhdxioTo €1785. Enop£vwe, NpoTpENOVTAl OAEC Ol ETAIPEIEC ONWE TNV EKMETAAMEUBOUV OTO £Nakpo.

AHAQZEIY 3YMMETOXHZ:
O1 evdia@epopevol NapakahoUvTal ONWE CUPNANPWOOUV Tn OXETIKN ONAWGN CUMHETOXNG NnaTwvTag EAQ,
TO apyoTepo pEXPI TV Tpitn 12 OkTwBpiou 2021.

H rpakTiki QUON Kai 0 TUMOG TOU MP0YPAULATOC BETOUV MEPIOPICLIOUC OTOV ApIGUO TWY TULIETOXWYV, Vi’ auTo oI
airrioeic 8a yivovrar OEKTEG LIE O€lpd MPOTEPAIOTINTAC.
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Noyw Tn¢ kardoTaonc e 1o Covid-19, Ba BeAque va oac evnuepwoouue nwc 8a tnpnbouv auoTnpd 1a anapaitnTa
LETPA yia TNV rpooTaocia TwVv OULETEXOVTWV OULPWVA LE TIC 00NYIEC TOU Yrioupyeiou Yyeiac. H Xprion npooTareuTiKIiG
LAOKAc EivVal UNOXPEWTIKT].

Eniong anaiteital n karoxri EITe apVnTIKIC EPYAcTNPIARIG EEETAONC 11 EEETAONG Tayelas aviyveuong aviiyovou yid Tnv
aoBeveia Tou Covid-19 e 1 OelyuaroAnwia va exel npayuaronoinBel EVvios Twv TEAEUTAIWV 72 WPV, EITE MIOTOMOINTIKO
gupoliaouiou TouAdyioTov Le TN pia 000N Kal VOOUUEVOU OTI EXEl NMAPEABEI OidoTnua Tpiwv gROOUdOwV LIETA TNV
nuepounvia gupBoAiaoLiou, EITe MIOTOMOINTIKO avdppwons ano Tnv acBeveia Tou COVID-19 kar VOOUUEVOU OTI OEV EXEI
napeABer oigornua & unvav ano v nuepounvia delyuaroAnwiac Tng apxikrc Tous BETIKNG Oidyvawors, EITE Tou
Wneiakou Mortonointikou COVID 1r¢ Eupwnaikric Evwong (EU Digital Covid Certificate).

lMa nepIocOTEPEC NANPOPOPIEC I} DIEUKPIVIOEIG UMOPEITE va ENIKOIVWVEITE PE TNV kKA. Zwn Miepidou, Asitoupyd KEBE, ota
TnA. 22889746 / 22889840, email: z.pieridou@ccci.org.cy.

Mg ekTipnon,

XpioTog TavreAég
Avatepog Aerroupyog KEBE

TPOMOI NAHPQMHZ

1. Me Emitayn oto ovopa Tou KEBE

2. Katabeon oToug nio Katw Aoyapiacpoug
TPAMEZA KYMNPOY EAAHNIKH TPANEZA
APIOMOZ AOTAPIAZMOY  0194-12-006537 APIOMOZ AOrAPIAZMOY 121-01-013924-01
IBAN NO.: CY 16 0020 0194 000 000 12 0065 3700 IBAN NO.: CY25005001210001210101392401
BIC: BCYPCY2N BIC: HEBACY2N

3. Méow TnG Ynnpeoiag JCC SMART nar®@vrag 6Tov akoAouBo oUVIECHO:
https://www.jccsmart.com/e-bill/32522039

To npéypoupa cyxpilnke ond rnv AvAA. O emixeipiioarg/ .
opyaviopol mou ouppETEXouV BE EPYOBOTOUNEVOUSG TOUS, O onolol : Apyxrii Avarmruing

mavonoiouy 1ig npolinofionic me AvAA, 8a ToxouV ME OXETIKAS

AvBpwmivou
smiyopfynong.

Auvopnikou
Kdmpou
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ANAAYTIKO NMPOrPAMMA

OMNICHANNEL ONE-TO-ONE MARKETING IN CYPRUS IN THE COVID ERA
FOR GREATER CUSTOMER ENGAGEMENT AND RETURN

Tuesday 19/10/2021: Introducing Omnichannel 1:1

08:30 — 08:45 (0,25) Registration

08:45 — 09:15 (0,50) Introduction: Marketing after COVID
e Impact of COVID on key macro indicators and economic sectors
e Review of 2020; forecast for full year 2021; forecast for 2022

e Impact on consumer behaviour in Cyprus and elsewhere

e Implications for SMEs and others in Cyprus

09:15-11:00 (1,75) Understanding Customer Behaviour

Customers behave in vastly different ways. It is important for Cypriot enterprises to be able to “see” this behaviour in ways
which standard sales programmes or ERPs do not allow. We will spend this module “learning to see”:

¢ Understanding historical sales and profitability, including net profitability after cost of service

Understanding segmentation methods including niches, micro-niches and segments of one

Developing new forms of price / offer-driven segmentation methods

Developing new forms of non-price offers and segmentation (especially for families)

Assessing and contrasting consumer psychology in store and online.

We will use several tools and methods here including:

e Pareto and historical Pareto analysis

e  ABC, Hybrid ABC and other models

e The Miller-Heimann Strategic Selling Approach, as applied to B2B and B2C segments
e The 4-personality sales model (assertive, amiable, expressive, analytical).

11:00 - 11:15 (0,25) Coffee Break

11:15-12:15(1,00) Buyer Personas Workshop

The class will split into eight groups: four buyers and four sellers (possibly more, depending on the number of participants,
segmentation and other issues. Each group will be asked to:

e Brainstorm how a buyer in a specific persona would operate: assertive, amiable, expressive, analytical.

e Develop a marketing message from each buyer group corresponding to each seller group.

Scripts will be developed based on a service or product common to the participant members.

12:15-13:00 (0,75) The Strategic Marketing Framework

We will review the strategic marketing framework to inventory all marketing types, including their COVID impact, effectiveness
and partial budgeting information:

Offline Marketing Online Marketing
Above the Line Advertising Methods Website
Print Media: Newspapers, Magazines Content Marketing
Broadcast Media: Radios, TV Search Engine Optimisation (SEO)
Display Media: Billboards, Signs Analytics
Below the Line Advertising Methods Inbound Marketing
Direct Mail & Catalogues Backlinking
Trade Fairs & Exhibitions Referrals & Influencers
Presentations Social Media Engagement
Outbound Marketing
Email Marketing
Press Release Marketing
Social Media Advertising
Search Engine Advertising

We will also look at the campaign management cycle (which will build into an individualised action plan for each enterprise):
Setting objectives

Defining audiences, audience size and messaging

Selecting channels and tools

Content and messaging

Campaign management, prices and ROI

Campaign evaluation

13:00 — 14:00 (1,00) Lunch Break
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14:00 — 15:45 (1,75) Omnichannel Marketing

This module will present the omnichannel marketing process as suited for the late 2021 COVID recovery era. The following topics
are included:

e  Putting the customer (and customer segment) at the centre of the process
e Defining value, messaging and special offers
e Transmitting the offer across multiple channels
e Ensuring a seamless customer experience and message across channels
e Integrating above-the-line, below-the-line and online sales, promotion and fulfilment
e  Ensuring fulfilment quality
e  Measuring the results

OMNICHANNEL OWN WEBSITE

MARKETING Own sodal media

-

ABOVE THE LINE ——" BELOW THE LINE
1V, Racko, Biboaros Cxtslogues, Trade Fairs, b+
Person
IN-STORE CUSTOMER OTHER RETALL
+ Customer Sopermarkm, Vob
Segments HONRECA, me
OUTBOUND ol INBOUND
Ermal Prets Mowex = = SEO, Sackirkng
Onlod Advertsing, - Coment Markating,
Searcs Engire ﬁ Socid Meda
Avartising rt
W crannes et g
B memnoos R o

15:45 — 16:00 (0,25) Coffee Break

16.00 —17.15 (1.25) Technology Review
Review of free or freemium online tools for online one-to-one and omnichannel marketing. The following tools will be reviewed:
e Google Analytics

e Google Keyword Finder

e Google Trends

e Google Console

e Google Adwords

e Facebook Advertising

e Facebook Audiences

e  ZohoCRM or Mixpanel (or similar programs)
e Mailchimp

These tools have been selected because they represent state of the art, are free and can be used effectively to segment
customers, implement marketing campaigns and measure ROI.

Wednesday 20/10/2021: Action Planning & Technology

08:30 — 08:45 (0,25) Registration

08:45 —10:00 (1,25) Foundations of One-to-One Marketing

The day will start with the foundations of one-to-one marketing together with developing tightly-defined customer segments and
experimenting with marketing messages, channels and offers. Training topics include:
Foundations of one-to-one; strategic selling (B2B) and other B2C approaches
Ensuring personalised marketing

Continual testing of marketing offers (A / B testing)

Segment definition by purchasing and/or demographic criteria

Micro-segment definition

Segment of one definition

Segments with multiple decision makers (B2B; Families)
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e Integrating lessons and methods from CRM, including upselling and cross selling
e Case Studies from International Companies

10.00-11.00 (1.00) Monitoring and Analytics

This module will review the detailed monitoring of results, data and activities of customers and visitors. These include direct
conversions (e.g. special offer - website visit - account creation - website checkout. But it can include non-conversion metrics for
companies that do not sell online. These include indicators such as special offer receptiveness, number of store visits, advertising
responsiveness analysis, number of website visits, website engagement rates, and more.

11:00 - 11:15 (0,25) Coffee Break

11:15-13:00 (1,75) 5 Campaigns for Inmediate Results

This module will detail the Action Plan methodology for five one-to-one/omnichannel campaigns:
e High value segments (one-to-one marketing)

Bottom-of-the-pyramid segments

Cypriot vs. international segments

Lost account regeneration

Loyalty marketing.

This will be done through a slideshow and methodology for each campaign type.

The structure of the Action Plan will be defined:
Setting objectives

Defining audiences, audience size and messaging
Selecting channels and tools

Content and messaging

Campaign management, prices and ROI
Campaign evaluation

13:00 — 14:00 (1,00) Lunch Break
14:00 — 15:45 (1,75) Action Planning Workshop

The class will be split into four groups (possibly more, depending on the class composition). Each group will be responsible for
developing and presenting an Action Plan in their specific segment. (This will allow multiple groups and segment experience).

High value segments (one-to-one marketing)
Bottom-of-the-pyramid segments

Cypriot vs. international segments

Lost account regeneration

Loyalty marketing

Each group will be asked to present their plan online with a 4 minute presentation and a discussion that follows. This will allow
good ideas and sectoral knowledge to permeate throughout the group. It will also provide a basis for further work during the
company visit.

15:45 - 16:00 (0.25) Coffee Break

16:00 — 17:15 (1.25) Action Planning Workshop Continuation, Conclusions & Discussion
Continuation and conclusion of the Workshop Sessions

The 2-day training will close with a 30 minute session that:

e Reviews the main training subjects and lessons learned

e Reviews the company visit schedule and topics

e Reviews any unclear areas or questions to answer prior to the visit (by email)
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