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To IdpupaTikO pEpog Tou EknaideuTikoU MpoypaupaToG, TO Onoio EXEl
diapkeia 14 wpeg, Oa disEaxOei o€ JUO NHEPEG. /

Edw kar evapion xpovo n Kunpiakn kai naykdopia Kolvwvia yevikdTepa £¢naoe kal ouveyidel va el Jia TEpaaTia OIKOVOIKN
kpian. O1 enixelpnoeIc, EpyalOPEVol, NPOUNBEUTEG kal o1 NEAATEG TOUG {ouv KaBnuepIva Pe Tnv aBeBaioTnTa Aoyw akpiBws
TWV NEPIOPIOTIKOV HETPWV NMou eNIBAAOVTAl JE OTOXO TOV MEPIOPIOPO TNG navonuiac. Topeic dnwe o ToupIoHOc, Ol
unnpeoiec TPoPodoaiag K.d. UNESTNOAV NTWAON TNG TAENG Tou 80% Twv €00dwV Kal TwV NWANCEWV TouG. MapdAAnAag,
0l OUVABEIEG Kal 0 TPOMOG NOU Ol KATAVAAWTECG NpaypaTonoloUv TIC ayopEG Toug £xouv arNaEel kal napaTnpeiTal avénaon
TNG XPRONG TWV NAEKTPOVIKWV AYOPWV.

O1 Kunpiakég enixelpnosic oAwv Twv kAAdwv avTipeTwnifouv pia peifova npokAnon. Mwg 6a unopouoav va
KaAMIEpYNOOUV Kal avanTUEOUV anoTEAEOUATIKA Tn VED OXEON WE TOUG NEAATEC TOUC OTN WETA KOPWVOIO €NoXN;

Eniong, o1 enixeipiocic yvwpilouv NoAU kaAd OTI ol danavnpeg NPAKTIKEG TwWV NEPACHEVWV ETWV £XOUV, JAA\ov, ¢pBdacel
0T0 TENOG TouG. 'Epgacn nAfov diveTal OTO PAPKETIVYK VA KATOPOWVEI va E€NITUYXAVEI TO OTOXO TOU WE MO AITOUG
npoUnoAoyIoPoUc. SUVEN®C, N META KOpwvoid nepiodog, oTnv onoia Ba apyiosl n avakapyn, eNPUAAcoEel IDIAITEPEC
NPOKANOEIG yIa TIC KUNPIGKEC ENIXEIPTOEIG.

AvVTanoKPIVOUEVO OTIG MPOKANCEIC auTEG, TO napdv OEUIVAPIO
ouvduadlel kal npooapuolel dUO KAIVOTOUEC MPOCEYYIOEIC PAPKETIVYK
To Omnichannel kai To One-to-One Marketing e Tpono nou va au
Bonbrioouv TIG ENIXEIPACEIG va avTanokpi®olv We eniTuyia oTIG
NPOKANCEIG Kal TIG EUKAIPIEG NoU Ba NpokUWouV OTnV HETA KOPWVOIO
enoxn.
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To navkavahikd pdapkeTivyk (Omnichannel marketing) eival n

Oladikacia napoxng oAOKANPWHEVNG Kal OTPATNYIKNG EUNEIPIAC OTOUC

NeEAATEC  XpnolPonoI®vVTag noAanAd  kavaNia  enikoivoviag  Kai

NWANCEWV.

To eEaTopIKeUPEVO PAPKETIVYK (One-to-One Marketing) sivai n diadikacia kaBopiopoU piag
One-to-One Marketing IDI0ITEPA ECTIACUEVNG KAl THNMATOMOINUEVNG MPOCEYYIONG TWV NWANCEWY YIA MIKPES
OMAdEC NENATWV 1 AKOMA VIO OUYKEKPIYEVOUG MEAATEC ATOUIKA, EV® TA ANOTEAECOUATA
% a&iohoyoUvTal YE TN XPRoN NAEKTPOVIKWV MECWV Yia METPNON TNG ANOTEAECUATIKOTNTAC
TNG NPOCEYYIONG.

Kal o1 dUo npoosyyioeic eival NpooapUOCUEVEG OTIG TEXVIKEG avaAuong Kal anodoaong Tne
enévduong (Return On Investment -ROI) oTIC onoieg £xel NpooBacn kABe enixeipnon nou
gival oe Béon va xpnoigonolinoel 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 a&lohoyolv TNV KATAoTaon oTnv onoia BpiokeTal n €nixeipnon / opyaviopog Toug we
anoTéAEOHA TNG Navdnuiag O OXECN WE TIG NWANCEIG KAl TO HAPKETIVYK HEOW AAG Kal eKTOG diadikTuou,
TIC NPOOBOKIEC TWV NEAATMV TOUG KAl TNV KATAVAAWTIKI] GUPNEPIPOPA oTnv KUNpo kal oTo eEwTepIKO.
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e avaAUouv dIaxpoVIKEG NWANCEIC O NEAATEG Kal TNV anodoTIKOTNTA TOUG KaBwe Kal GAAoUC dnpoypa@IkoUg
napayovreg ol onoiol npoodiopiouv TNV MNPOCAPHOCTIKOTNTA KAl CUUMNEPIPOPa TWV MNEAATWV
XPNOIKONOIWVTAG Ta KAaTAAMnNAa diadikTuaka epyaleia.

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

e avanTUOOOUV KAl Va Opyavwvouv NavkavaAiko papkeTivyk (Omnichannel marketing) kai va ouvdéouv Tnv
NPOCEYYION AUTN HE TIC dIaXPOVIKEC EKOTPATEIEC HAPKETIVYK KAl NWANOCEWY ONWE EMICNG KAl TOV aTPATNYIKO
KUKAO TOU PAPKETIVK.

e QvVaNTUOCOUV Kal va QapHOlouv EATOMIKEUPEVO HAPKETIVYK (One-to-One marketing) npooappoouévo o
nwAnoeic B2B kar B2C.

e OpYavwvouv £EATOMIKEUPEVO HAPKETIVYK YIa KABe €idoc nwAnoewv (B2B/B2C), yia PEPOVWHPEVOUC NENATEC
Kal OMAdEG.

e €MIAEYOUV Kal va avanTuooouV £EEIDIKEUPEVOUC TOWEIG (niche) i} MIKpo-TURKATa TNG ayopdc kai dnuIoupyouv
npoo@opec. MepihapBaveral n TUnUaTonoinan Pacel TNG kepdoPopiac, TNS avTanokpiong TWV NEAAT®Y, ToU
MEPIBIOU TNG ayopdc, TNG METABANTOTNTAG TWV AyopwV, dNUOYPAPIKWY NApayovTwy K.d.

e napakoAouBouv kal va avaAUouv Ta dnoTeAEONATA, TNV dpacTnPIOTNTA TWV NEAATWV KAl TWV EMNICKENTOV
oTo J1adikTuo kal va npoPaivouv oTIG avaloyeg a&loAoyNOEIG/ETPAOEIG KAl EVEPYEIEC,

e XpnoigonoioUv diagopa dwpeav npooBaciya diadikTuakd epyaieia onwe Mailchimp, Google Analytics k.a.
yla au&non TnG anoTeAeopaTIKOTNTAG TOU one-to-one kalr omnichannel PAPKETIVK.

e JlkaloAoyoUv kal va avayvwpifouv Tnv onoudadldoTnTa TnG €QAppoyng navkavalikoU HAPKETIVYK Kal
£EATOUIKEUPEVOU PAPKETIVYK YIa TNV €NIXEipnon / opyaviopo Toug, Aaupavovrac unown Kal TIC ENNTWOEIG
NG navonuiag,.

e ouvepyalovTal anoTeAeopaTika WJE TO NPOCWMIKO TOUG Kal va au&avouv To Babuod dEopeuong nNpoc Tnv
kaTeuBuvon a&lonoinong dwpedv Bacikwv dIadIKTUAKWV EPYAAEiwVY.

NEPITPA®H YNIOWH®DIOAN:

To npodypappa aneublvetal ot ISIOKTATEG, AlEUBUVTEG kal YneuOuvoug THNHATWV KaBwG Kai of
ENICTNHOVIKO Npoownikd and Ta Tunpara MAnpo@opikng, MapkerTivyk, NMwANCEwWv Kal ZTPaTnyikou
Zxediaopou.

AOMH NMNPOrPAMMATOZ:

To npoypaupa ival NpakTIKAG GUOoNG kal nepiAaupavel Tooo IdpupaTikr) 600 Kal Evdoenixeipnaoiakr] karapTion. O
eknaideuTnC 6a npayuaTonoinoel eNioKEWn 7 wpwv O KABE CUUHETEXOUTA EMIXEIPNON Yia €EEIDIKEUPEVN €N TOMOU
MEAETN Kal oulnTnon TWV EQApPoywv nou Ba npénel va AABouV Xwpa OTn CUYKEKPILEVN EMIXEIPNON OE OXEON WE TO
QVTIKEIMEVO TOU NPOYPANKATOC,.

EKMAIAEYTHzZ:

To ev Adoyw Enmipop@wTikod npdypappa Ba didagel o EEvog epneipoyvawpovag k. Philip Ammerman.

To npoypappa Ba diegaxBei otnv AyyAikr) yAwooa, Opwc oulnTNOEIC Kal NapePBACEIG PNopouv va yivouv kal oTnv
EMnviki yAwooa.

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

To npoypaupa xel eykpiBei and Tnv Apxn Avantuéng AvBpwnivou AuvapikoU agav npoypaupa {wTikng onuaociac. To
npoypappa enixopnysital €€’ oAokAnpou and Tnv AvAA kdl WG €K TOUTOU 3ev undpxel onoladnnoTe
OIKOVOHIKN enifdpuvon yia TIG ENIXEIPNOEIG / opyaviopoug, sEaipoupévou Tou @.M.A. (€339.15). Na
onMelwdei 6Tl kal To O.M.A. ENIOTPEPETAI OTIG ETAIPEIEG KAl OV AnOTeAE KOOTOG yIa TIG EMIXEIPNTEIG.

MpokeTal npayuatikd yid pia avenavaAnnTn Kdl OIKOVOMIKA CUM@PEpoUCA gukaipia Mou MNPOoPEPETAl yia
avaBaduion Twv Kunpiakwv Enixeliprioewv agou To npayuaTikd kOGTOG GUMKETOXNC, av OEv UNNAPXE N ENIXOPRynon Tng
Apxnc, 8a rTav TouhdxioTo €1785. Enop£vwe, NpoTpENOVTAl OAEC Ol ETAIPEIEC ONWC TNV EKPETANMEUBOUV OTO £NaKpo.

AHAQZEIZ 3YMMETOXHZ:
O1 evdia@epOpevol NapakaAoUVTal ONWE CUKNANPWOOUV Tn OXETIKN ONAWGN CUMHETOXNG NnaTwvTag EAQ,
TO apyoTepo HEXP!I ThV MéunTtn 10 MapTiou 2022.

H npakTikij QUOT Kai 0 TUMOG TOU rPOYpaULATOS BETOUV MEPIOPICLIOUS OTOV apiBUO TwWV CUULIETOXWYV, yiI’ auTo o1
airrioeic 8a yivovrar OEKTEG LIE O€lpd MPOTEPAIOTITAC.
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2a¢ EVIUEPWVOULE OTI TNPOUVTAl QUOTNPd OAd Ta anapaitnTa LETPA oUu@wva e 1o didrayua Tou Yioupyou Yyeiac
nuepounviac 18/2/2022.

O1 NapeupIOKOUEVOl O OpaoTrPIOTNTEG KATAPTIONG KaBw¢ kai oc aEloAoyrnoeic enayyeALaTikwy npooovIwv Kai
OUVTEAEOT@V rapoxric KardpTions, anaiteiral n enioeién ere IGYUOVTOG MIOTONOINTIKOU OAOKANpwEVOU gupoliaopou
yia v aoBeveia Tou COVID-19, &iTe 10YUOVTOC MIOTOMOINTIKOU avAappwons ano Tnv acbeveia tou COVID-19, eite
apvnTiknG pyacTnpiaknc eEEraonc (PCR), e T OelyuaroAnwia va Exer npayuaronomnBel eviog 72 wpwv, EITE ApVTIKIIC
£&ETaonc rayeiac aviyveuong aviiyovou yia Tnv ac@eveia Tou COVID-19, ue T OsiypuaroAnwia va Exel npayuaronoinBsi
EVTOC 48 wpwv.

[la npoowna ta oroia Oev duvavral va UPoAIaoTouv Aoyw 1atpikou rpoBARuarog, anaiteiral n EMiOEIEN Tou 1aTpIKoU
I0TONoINTIKOU 110U EKOIOEI TO YrIoupyeio Yyeiac kai n enidei&n apvnTiKic EpyacTnpiakric &ertaong (PCR) i eéEraonc
Taxeiac aviyveuorc avriyovou yia Tnv aoBeveia tou COVID-19, e 1 OeryuaroAnwia va exer npayuarornoinel eviog enrd
nuepwv. OAor o1 napeupiokoueVor opeidouv va pepouv padi Toug OeATio TauToTnTac i draparrpio.

YnevBuuideral OT1 1 Xprion NpooTaTEUTIKIIC LHAOKAS EIVAl UNOXPEWTIK].

Ia NepIooOTEPEG NANPOPOPIEG ) DIEUKPIVIOEIG INOPEITE va ENIKOIVWVEITE e TNV ka. Zwn Mepidou, Asitoupyo KEBE, oTa
TnA. 22889746 / 22889715, email: z.pieridou@ccci.org.cy.

Mg ekTipnon,
XpioTog TavreAég
Avatepog Aerroupyog KEBE

TPOMOI NAHPQMHZ

1. Me EniTayn oTo ovopa Tou KEBE

2. KaTtaBeon oToug nio Kat®w AoyapiacHoug
TPAMEZA KYNPOY EAAHNIKH TPAMNEZA
APIOMOZ AOIrAPIAZMOY 0194-12-006537 APIOMOZ AOFAPIAZMOY 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 natwvTag oTov akoOAouBo ocuvdeopo:

https://www.jccsmart.com/e-bill/32522039

*H nAnpwu HE HETPNTA deV Oa yiveTal anodekTr, CUHP®VA HE TOUG VEOUG KAVOVIGHOUG THG AVAA.

TOo MPOYPROMPO oysplionxe amoe TV AVAA wg Twrikng Enpoogiog. Oy
EmixmipRosIQ/opyaviopnol nouw cupperdxouy ue spyolorouvpevous

TOUG, O omaeior Isavomorouy Tiq mTpotinofsonic g AvAL, Do
TUXOUV TNG OXeTINAG SmMiXopfynonc
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ANAAYTIKO NMPOrPAMMA

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

Tuesday 15/03/2022

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
Inbound Marketing
Below the Line Advertising Methods Backlinking
Direct Mail & Catalogues Referrals & Influencers
Trade Fairs & Exhibitions Social Media Engagement
Presentations 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

T

ABOVE THE LINE — BELOW THE LINE
1V, Racko, Sibooros Catslogues, Trade Fairs, b-
Person
IN-STORE USTOMER OTHER RETAIL
+ Customer Supermarm Vo
Segments HORECA, me
OUTBOUND - INBOUND
Erruel. Press Mokasss, > B SEO, Sachinking,
Onlod Advertsing, - Cament Markating,
Searcs Engire ﬁ Bocid Meda
Advertisng rt
W cranes g7 o
B remhoos . sy

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 16/03/2022

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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