[Molo €ivail To KoIVO Oag;

2.€ TTOIOUC ATTEUBUVEDTE;

Passive
Pam

Age: 1100

Work: Job title
Family: Married, kids
Location: City, state
Character: Type

Casual
Carl

Age: 1100

Work: Job title
Family: Married, kids
Location: City, state
Character: Type

Active
Alice

Age: 1100

Work: Job title
Family: Married, kids
Location: City, state
Character: Type

Advocate
Adam

Age: 1100

Work: Job title
Family: Married, kids
Location: City, state
Character: Type




AvaAuon Koivou: pPeAETn TwV PACIKWY  XOPOKTNPIOTIKWY KAl
OTOIXEiWV TTOU KaBopilouv TO KOIVO HOG, TN OUVOeor, Tou, TIG
QVAYKEG, TIG ETTIOUWIES, TIG AIEC, TIC CUPTTEPIPOPES TOU,K.A.

Tunuartotroinon Koivou: TEPAXIONOG IS EUpUTEPNS AYOPAS ) VOGS
MEYAAOU TTANBUOOU o€ TTINEPOUC TUAKATA (1) OMADES KOIVOU).

KoIve-ZTOX0G: TO OUYKEKPIUEVO TUMAMA TOUu TTANBUCPOU OTO OTT0IO
OTOXEUEI YIA KAPTTAVIA | €va PJAVUPA Kal Ol OTTOKPIOEIG TOU OTToiou
Ba KaBopioouv €Av TO YAVUHA €ival ATTOTEAECUATIKO.

2TOXEUON:. O CAPNG KABOPIOPOC eKEIVNG TNG ouddag Kolvou TTou
Bewpeital KATAAANAGTEPN OMAdA-OTOXOG YIa TNV KAUTTAvIa 1 Ta
MNVUMATA Pac.



= ATTeuBuvOpaOoTE 08 OUYKEKPIPEVES OUADEC KOIVOU, TIG OTTOIEC
TTPETTEI VA TTPOCOIOPICOUNE UE aKpiBela.
“ MMpwrapxika Kol Asutepevovta Koiva

= KaBopiloupe Tig NpwTapXIKEG ONADES KOIVOU, KAl EQOTOV
XPEIAleTal Kal TIG AEUTEPEUOUCEG OPADES KOIVOU Kal
TTAPOANTITWY TWV JNVUUATWY JOG.

* ESwrepikd ka1 Ecwtepikd Koiva

“ YTTApXouVv KAPTTAVIES TTou atTeuBuvovTal oe EEwTepikd Koiva,
OTTWG ETTIONG UTTAPXOUV KAPTTAVIEG TTOU ATTEUOUVOVTAI O€
Ecwrtepikd kova (11.%. €pyadOPEVOI PIOG TTOAUEBVIKNG ETAIPEING)




_ = Tehikog KatavaAwTAc (xprioTng) — target market/end user

* MapaAnmTng Mnvupartog (koivo) — target audience




_ = Tehikog KatavaAwTAc (xprioTng) — target market/end user

* MapaAnmTng Mnvupartog (koivo) — target audience




Ayopda
VS
Koivo

Philips, (Ogilvy & Mather India) > Target
Market = lNuvaike¢ > Target Audience = Avdpeg

adforum.com/top5

FOLLOWUS (' & (in GET A PROFILE SUBSCRIBE TO CREATIVE LIB!

@fo rum NEWS AGENCIES PRODUCTION CREATIVE LIBRARY AWARDS TALENT DIRECTORIES

All Latest Ads Top 5 Best Ads Archive Accounts in Review Case Studies Socially Responsible

adforum.com

Shoudn’t you be studying?

“qilvy & Mather India — Mumbai, India
@21915

~nonsible Collection

ADVERTISER: Philips


http://www.adforum.com/top5/worldwide/412/34505257

= Kolvwviké TTepIBAAAov (yoveig, @ilol, ouvadeAol, K.a.)

= AIQUOPPWTES KOIVAG YVWHNG
= Ei1dikoi, EpTrEipoyVWHOVES

= Opdadec Avagpopdc: UTTOKOUATOUPEG, «PUAEC», KOIVOTNTEC KAl KOIVWVIKA
QiKTUO OTO OTTOIa AVAKOUME

. O
-

—

. Experiences
/ \ /

@ ©




MoAImioTiKoi TTapdyovTeg (KOUATOUPA, UTTOKOUATOUPEG, K.A.)

Kolvwvikoi TrTapdyovTeg (KOIVWVIKN TAEN, KOIVWVIKOI pOAoI, OuAdEC
AvaQopPES, TTIPPON atrd KaBodnynTEC yvwung, K.a.)

Anpoypa@ikoi Trapdayovteg (NAIKia Kal @aon Tou KUKAou (wNG, QUAO,
EKTTAIOEUTIKO €TTITTEDO, ETTAYYEAUQ, OIKOVOUIKI KATAOTACON, K.A.)

YuyxoAoyikoi Trapdayovreg (TTpoowTTIKOTNTA, TPOTTOC (WAC, Ka.)
AvTiAnywn

MoTtevw-Z1doEIg

MtraATag & MatractaBotrouAou (2003)



“ "‘Epeuva ayopdg

= TMapakoAouBnon d1adIKTUAKWY oculnNTAOEWVY
= Ti TOUG EVOIQQEPEL;

=TI TOUG TTAPAKIVEI;

= Ti Aéve yia €04G;

=TI TTPOODOKIES EXOUV;

= Tlolog Toug eTTnpPeddel;

* Tlwg avtatrokpivovtal o€ TTapouoIa uNvUuaTa A unvuuaTa

AVTAYWVIOTWV ;



TUNUOTOTTOINON - ZTOXEUON-
TotroOéTnON

H diadikaoia STP




-Seamen’raﬂon

STP Harke.ﬂrﬁ
Taraeﬁns

®
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* Tunuarotroinon : d1adikaoia KATa TNV OTToIa Evag OPYAVIONOC EVTOTTICEl TA DIAPOPETIKA TUAMATA HIAS ayopdc, dnAadn
UTTOdIQIPEI TN CUVOAIKI ayopd o€ DIAQOPETIKA TUAMATA KOIVOU. KABE Turjua KoIvou UTTopEi EUKOAQ va €TTIAEYET WG KOIVO

OTOXEUONG KAl VO AVTIMETWTTIOTEI WG PIA ECEIBIKEUNEVN ayopd.

« XT1O)euon: EmAoyr TUAPATOC ) TUNPATWY TNG AyopAc yia £i0000 0€ AUTEC — ONAADK KOBOPICHOC EKEIVWV TwWV OPAdWYV

KOIVOU TTOU €ival TT10 TTI0avo va avtatrokplBouv euvoika otnv TTpdTaoch Pag.

* TomroBéTnon/Positioning: O TPOTTOC PE TOV OTTOIO £va TTPOIOV ) HAPKA OE Pid CUVWOTIOPEVN KAl OJOoIOUOP®N ayopd
TTOU KOTOKAUZETAI QTTO PNVUPOTA, ETTITUYXAVEL va €€ao@aAilel pia cexwplioTl 6€on OoTo PUOAO Kal T OKEWN €vOC

UTTOWPIOU ayopaaoTh.

* Alagopotroinon: H avadeicn Twv CUYKPITIKWY MAG TTAEOVEKTAMATWY EVAVTI TWV AVTAYWVIOTWY, MUIA JOVADIKN)

TTPOTACN TTWANONG TTOU £XEl AZia YIA TO OTOXOUUEVO KOIVO.



“ Mag divel pia ¢ekdBapn 10€a yia TOUG avBPWITOUG OTOUG OTTOIOUG
aTTEUBUVOPAOTE KAl YIA TO Ti €ival GNUAVTIKO yI' auTou .

“ Mag BonBa otnv €mAoyl TWV CWOTWV PECWV ETTIKOIVWVIAG PE TO
KoIvé auTo.

= AuCAvel TNV ATTOTEAEOUATIKOTNTA TWV OTPATNYIKWY TTpowonong Kal
Sla@ruIong (TTANPpwHEVEG HOPPEG TTPOWONONG).




|||| h
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OTITIKA ATTEIKOVIOT THNMATOTTOINONG AYOPAGS




H Ttunuatotroinon koivou €xel yivel owoTd Otav KABe TuARua TNG
OTOXOUMEVNG Qyopds (KGOt oToxoUPeEVn OPAdO KOIVOU) €XEl T
TTAPAKATW XAPAKTNPIOTIKA:

= Eival yeTproipo

= Eival eupeyéBec/ouaiaaTikd

= Eival Trpoofdoipo

= Eival d1apopoT1ToINoIuo atrd TIG UTTOAOITTEG

= Eival aglomroinoipo d10TI JTTOPEi va EQAPUOOTE yI'AuTAV HId
ATTOTEAECUATIKI) OTPATNYIK

Kotler & Keller, 2009



https://www.pearson.com/us/higher-education/product/Kotler-Marketing-Management-13th-Edition/9780136009986.html

» ETmIAoyr} Tou 0woToU KOIVOoU atreuBuvaong Kal 0TOXEUONG

» T1.X. OTOoXeUouue o€ Eupwtraioug @oitnTéC TTou BEAOUV va Tagideuouy
ME @BNVO TPOTTO | 0 AATPEIC TOU KpaoloUu pe e€eCnTnuévo TPOTTO (WNGS,
o€ dladeuypéva aToua TTou avalntouv ouvtpoOYouc, 1 o€ TTaIdId TTOU TOUG
ap£00UV 01 ONUIOUPYIKEG EVAOXOAACEIC 1] avATTOQACIOTOUS WNPOoPOpOouUg
TTOU JIATTVEOVTAI OTTO OIKOAOYIKEG IOEEC.



“Target population
Target population Undifferentiated Differentiated
Target population Concentrated Target population Concentrated
. N



= [ewypagikd Kpitpia

) = Anpoypa@ikd Kpitipia (Mpo@iA)
KpiTnpla
= Yuxoypagika Kpitrpia

TMNMATOTTOINONG

= 2UMTTEPIPOPIKA KpITApla

Koivou , , :
= Kpitnpla Xpriong HEowv




Erunuatono(non Katavalwtikou xotvomﬂ

ZUUMEPIPOPIKEG
TIaPGHETPOL

Yuxoypa@Ikeg
[ napapeTpol J @@

AVTIAR 6-| |A g| [KOVOVKO) [ oapika
Embiwkopeval |AyopaoTikr} | | AyopaoTikr Xpion VOANYeK | | Tpémog | |Mpoownmik MBOYPAQIKE | | ook P (f
0l nepiotaon | (oupnepipopd ka1 menodrioeg| | {wric mra otolyeia oL otoyela

N

ZXAHa 5.2 TUNUATOMOINGN TWV KATAVAAWTIKWY AYOpPwV

* Fahy, J. & Jobber, D. Apxés MapkeTivyk Ke@. 5



TunuaTotToinon ayopwyv PACEl YEWYPAPIKWY KPITNPIWV:

[Mepioxn otov TTAAVATN (TT.X. MECOYEIAKES # ZKAVOIVAPBIKEG XWPEG)

Eido¢ trepIoxn ¢ (aoTIKH, NUIACTIKE, aypOTIKA)

MéEyeBoc TTOANC (MEYAAOUTTOAN, TTOAN, KWHPOTTOAN, XwpEI0)

MukvoTnTa MANBuouoU (UWnAn, YETPIa, apain)

Alapdpowon Eddagoucg (11edivo, opeivo, vnoi)

KAipa (TPOTTIKO, UTTOTPOTTIKO, EUKPATO PUECOYEIOKO, WYUXPO)



TunuartoTroinon ayopwyv BAcel dNUOYPAPIKWY KPITNPIWV (TTPOQIA):

= HAKia

= ®uho

“ Mop@WTIKO ETTITTEDO

“ Ei06dnua

= KoIVWVIKOOIKOVOMIKA TAgN (TT.X.MEYOAOQOTIKN, JECOAOTIKN, EPYATIKA)

“ Opnokeia

= EOvotnTa

= 214d10 (wnc (lifestage): «lMpoéktaon» Twv OdnNUOYPAPIKWY, AauBAvel uttown
OTI oI AvBpwTrol oTn {WN TOUG Kal KATA TN METAPRACT TOuG atrd €va oTddIo £va
ETTOMEVO, OAAGlOUV OpaPATIKA KAl OTI AuTd Ta TTapopola oTadia {wns odnyouv
O€ TTAPOMOIEC AVAYKEG KOl GUUTTEPIPOPECG.



=  (T1.X. VE€OI EpyEVNOEG, veapad Ceuyapla, VEOI YOVEIG, OIKOYEVEIEG
ME EQPrBOUG, NETNAIKES TwV OTToIWV Ta TTaIdIA {oUV uova
TOUG, CUVTAEIOUXOI)

‘ Mature Couples |
{ Young Couples ‘ Lifestage Marketing | Teenage Households )

: Young Singles

https://catalog.flatworldknowledge.com/bookhub/reader/8111?e=sirgy 1 0-ch12 s02



https://catalog.flatworldknowledge.com/bookhub/reader/8111?e=sirgy_1_0-ch12_s02

Young single (under age forty, not married, no children at home)
Newly married (young, married, no children)

Full nest | (young, married, youngest child less than six years)

Full nest Il (young, married, youngest child age six to thirteen)

Full nest Il (older, married, dependent children age fourteen or older)
Empty Nest | (older, married, no children at home, working)

Empty Nest Il (older, married, no children at home, retired)

Solitary individual (older single, working or retired)



TuAMa TNG ayopdc¢ TTou €xel au¢nBei onuavtika Ta
TeEAeuTaia xpovia

2€ OPIOMEVEC XWPEC CeTTepvd  TOV  apIBUd  Twv
TTAVTPEUEVWYV CEUYAPIWY 1 TWV (EUYAPIWYV OE OXEON
‘Exel €mmekTaBEl TTPOC TA TTAVW TO NAIKIOKO OpIo TNG
opddag autng (Groua 25-40)

MTtropei va TrepINQUPAVEl  JOVOYOVEIK  OIKOYEVEIQ,
EPYEVNOEG VEOTEPOUG Kal  €PYEVNOEC MEYAAUTEPNG
NAIKiag, K.a.



HAPPY PLACE.

NORWEGIAN

CRUISE LINE?®

Mapaderyua:
N vopBnyikn etaipeia kpouadiEpag (Norwegian Cruise
Lines) atmreuBuveTtal Kal oToxeuel oToug Solo Vacationers




» 20voAo avBpwTTwV TNG id1ag NAIKIag o€ oXEon UE TOUG TTPOYOVOUG KAl TOUG
aTToyOvoug TouG. H yevid gival hia «TTOMITIGUIKA» Kal 61 Jia OSNPOYPaQIKNA

KaTnyopia.

Gen Z, iGen, Post-Millenials: 1996 —

Millennials, Gen Y: 1977 — 1995

Generation X: 1965 — 1976

H Qpipn yevid : 1946 — 1964

H Z1wtnAnf yevid: 1945 kai vwpitepa

G|



GENERATION AGE
IN 2019

Born 1997- Generation Z

ages 22 & under®
Bomssise Mitlennials
ages 23-38

Born 1965-80 Generation X
ages 39-54

 omasases Boomers

ages 55-73
Born 1928-45 Silent
ages 74-91

1920 1940 1960 1980 2000 2020

*No chronological endpoint has been set for this group. Generation Z age ranges vary by analysis.

PEW RESEARCH CENTER




* Psychographics: évag 6pog tmou gioiyaye mpwrtog o Demby T10
1974, evwvoviag TOUG OPOUG TNG  «WuxoAoyiag» KAl  TNng
«dnuUoypagiac»

= 01 €peuveg dgixvouv OTI N ETTIKOIVWVIA €ival TTIO ATTOTEAECUATIKI OTAV
QgIOTTOIOUVTAI TO WUXOYPAQIKA TTPOPIA TOU OTOXOUHEVOU KOIVOU OTO
TTAQiCI0 TOU OTPATNYIKOU OXEdIACTHOU.




Yuyoypapikn TunuaToTtroinon

2UXVA, TTOANEC DIAPOPEC OE€ ATOMIKEC OUMTTEPIPOPES EXOUV VA KAVOUV HUE TA PUXOYPOAPIKA Kal OXI JE Ta
ONUOYPAPIKA XOPAKTNPIOTIKA TOU ATOOU.

21oxol, Kivntpa

Agicg

AtTéyeig,
Metro1OnoeIg

MpoowTikéTNTA 2TAOEIG



_ TunuaToTToiNCN KOIVOU BACElI PUXOYPAPIKWY XOPOKTNPIOTIKWV:

= Aieg, oTdoelg, TtemoIONOEIG, TPOTTOG J(JWNG, evdla@épovra,
TPOTIMACEIG, OTOIXEIO TTPOCWITIKOTNTAG, OTOXOI, ETTIOIWEEIG,
KivnTpa {WNAG, K.a.

“ MpoocwWTITIKOTNTA (euouveidnTol, EUXAPIOTOI, ECWOTPEPEIC,
KOIVWVIKOTNTA, Kuplapxia, coBapdtnTa, EAeyXog BuuIKoU, eTIOETIKOTNTA,
TTPOCAPUOCTIKOTATA, KATT)

= Lifestyle- Tpémog Zwng (ouvnBelec o€ oxéon ME gpyacia, XOMTT,
dlaokédaon, MME, ayopaoTiKy  CUPTTEPIPOPA,  eVOIQPEPOVTA,
OUUMETOXN O€ KOIVOTNTEG, TT.X. OTTAd0I HOdAG ) £€eCNTNMEVA KOIVA)




= Lifestyle: «oxAuata dpdong 1Tou d1a@opPOoTToIoUV TOUS avepwTTouS»
(Chaney, 1996: 4) - «0 TPOTTOG WE TOV OTTOI0 O AvBpwTTol (OUV Kal
¢odelouV ToV XPOVO TOUG Kal Ta XpHuatd Tous» (Kaynak and Kara,
2001: 458).

= O kabévag £xel duo TPOTTOUC CWNAG, TOV TTPAYUATIKG TPOTTO {WNG
(auTdv TTOU dIAYEI TWPA) KAl VAV QAVTACIAKO ) 1I0ewodn TPOTTO (WNACS
(6TTwg Ba emBupoUoe va (el). 2XeOOV OAEG O ATTOPACEIG POAG
eTTNPeAalovTal TOOO ATTO TOV TTPAYMATIKO OCO0 KAl ATTO TOV

@AVTAOIOKO TPOTTO {(WNG HOG.

Lifestyle Segmentation



http://ejc.sagepub.com/content/17/4/445.abstract

= MovTtého AIO (Attitudes, Interests, Opinions)
* MovTtélo VALS , VALS Il

= MovTtéAo Euro-socio styles

* Movtého RISC

“ Movrtého TGI

“ Movtélo LOVE

= MovTéAo Rokeach




= Ta «PuxXoypaPIKA XapaKTNPIOTIKAY:
= AEIl : ApaoTtnpidtnrec-EvdiapEpovTa- ['VWUES

(o1a ayyAika, AlO : Activities-Interests-Opinions)




Mivakas 7.1

Kawyopies AEl peretdwv tpénou zwhs

APAZTHPIOTHTEZ

ENAIAGEPONTA

e —

 INOMEE

AHMOIPADIKA

Aouneld Oikoyéveia O eautés tous HAfa '
Xoépm Iniu Koivwvika B¢pata Méppwon |
Kowwvikd yeyovéra Epyaoia Mofiuka Eio6bnpa '
Atakonés Koivétnta Emixeipnoeis Endyyenpa

AiaokéSaon WYuxaywyia Oikovopika MéyeBos oikoyéveias { 1
Ménos ag xAapn Moba Exnaibeuon . KOtOIKWiO . iy |
Koivétnta ®ayntd Mpoidvia Mewypagia i
Wovia/Ayopés MME MéAdov MéyeBos néAns |
Lnop — Emtelypata KourtolUpa L1a61a kukiou zwns —_:

[Iyyd: Plummer (1974), oeh. 34,



“ To VALS KaTtnyopIOTTOIEi TOUG KATAVAAWTEG O€ 8 ETTINEPOUG OUADEG
oUu@WVA TTAVTA PE TIG ATTAVTHOEIG TTOU diVOUV OTO €10IKA
OIONOPPWHEVO EPWTNUATOASYIO.

Smart‘Homes mean dlffefeni to dlffrerentr _

Building Smart
Lifestyles
Primary Description
Motivation
el e SelEIG o Innovators Value independence, taste and
character
Thinkers Value knowledge and creativity
Expeniencer
Achievers Value achievements and
functionality

Experiencers  Value moods, emotions and
inner expressions in life

Shared Resources Exclusive Resources

Believers Value communities, social
bonds and sharing
Strivers Value motivation ,inspiration and
abilities
Makers Value family bonds and personal
Building Smart values
Communihes S Survivors Value simplicity and ‘fit-for-

purpose’



/

Innovators

Are confident
enough to
expenment

Are
information
ready

Are future
oriented

Are receptive
to new ideas
and
technologies

Enjoy
problem-
solving
challenges

Are self-
directed
Cconsumers

Are skeptical
about
advertising

Ideals

s 7

7 7

Thinkers

Flan, research,

consider
before acting

Are the old
guard

Enjoy historical

perspective

Have “ought”

and “should”

benchmarks
for social
conduct

Use
technology in
functional

ways

Are not
influenced by
what's hot

Follow
traditional
intellectual
pursuits

Believers

Believe in
right'wrong
for a good life

Want friendly
communities

Mot looking to
change
society

Hawve no
tolerance for
ambigurty

Have strong
me-too
fashion

attitudes

Watch TV,
read romance
novels

Find
advertising a
legiimate
information
source

Achievement

Achievers

Have a me-
first, my-
family-first
attitude

Are fully
scheduled

Are peer
CONsScIious

Are anchors
of the status
quo

Believe
money is the
source of
authority

Are committed
to family and
job

YWalue tech
that provides
a productivity

boost

Strivers

Are the
center of
street culture

Live in the
moment

Wear their
wealth

Desire to
better their
lives; have
difficulty in

doing so

Expenence
revolving
employment

Are fun loving

Use video
and video
games as a
form of

fantasy

Self-Expression

Experiencers

Go against the
current
mainstream

Want
evenything

Are
spontaneous

Have a
heightened
sense of visual
stimulation

Introduce new
sayings

See
themselves as
very sociable

Are first in, first
out of trend
adoption

Makers

Are distrustful
of
government

Believe in
sharp gender
roles

FProtect what
they think
they own

Hawve strong
mechanical
and
automotive
interests

Have strong
outdoor
interests

Are not
concerned
with being

fashionable

May be
perceived as
anti-
intellectual

Characteristic Snapshots Emphasize Important Differences by VALS™

Survivors

Are cautious
and risk
averse

Are oldest

Spend most of
their time
alone

Take comfort
in routine and
the familiar

Are loyal to
brands and
products

Are least likely
to use the
internet

Are heavy TV
viewers



Ty Stanford Research Institute (SRI),




_ = Movtého TTOU avatrTuxOnke atmd T1n yepuavikn etaipgia GFK

Group kalr Tpo@odoTEITal ATTO  ONUOYPAYIKA OTOoIXEia  Kal
XOPAKTNPIOTIKA TPOTTOU (WNG, Ta oTroia  Aaupdavovrtal  atro
QAVTITTPOOWTTEUTIKA Ociypata o€ 15 eupwTraikég xwpes (EAAGda
oev TrepIAapBaveTal).

* To ouvuoTtnua PacieTal oTn PETPNON UTTAPENG TWV OKOAOUBWYV
OI00TACEWY OTOV KOO0 TTou (OUME: a) TTpayuaTikoTnTa (reality),
B) o@BaAuarrarn (mirage), y) Movigotnta (performance), 0)
MeTauOpYwon (metamorphosis).




‘ETOI1, TTPOKUTITOUV OKTW OIAPOPETIKA £idN KOGUWV | ouddwv Eupwtraiwv
TTONITWV:

= 1. TTOAUTEXVITNG KOOHUOG

. MayIKOG KOOUOG

ao@AAAG KOOMOG

AVETOG TEXVOAOYIKA KOOHOG
OTEPEOG KOOMOG

VEOG KOOUOG

QAUOEVTIKOG KOOMOG

| |
©® N ® O A w N

. EUBUTEVAG KOOUOG




Euro-Socio-Styles® - a short characterization

need: to have
Mirage

{ﬁagic World - i
* intuitive young people cure wor
Crafty World * materialistic * hedonistic, simple families

* dynamic young people * dreaming to hit the jackpot * traditional oriented
* Presentation of self « fatalistic attitude * search for security and financial
. ;earch for success and material "\ hedonistic consumption independence

independence \" hunt for the buy of the century

pasu

@eady World
Cosy Tech World * seniors in retirement

* active couples, middle age * regional and traditional
= stability, quality of life oriented

= search for personal development / » search for calmness and
* ratio driven consumption domestic contentment

\ Authe"tic World * deliberated consumption of
New World ) * rational, moral proven brands

* hedonistic, tolerant intellectuals / R S :
= feel like cosmopalitans * dedicated, search for a -
= search for personal harmony and new harmomc and balanced Standmg World

experiences life ' ) * cultured, knowing the duties of citizens
* more Sophjsticated ||vmg standard Uragmatlc consumptlon * moral pl’incipals of |ife, but open for new

> leisure time.oriented. consumption )\/ Reglity Lg:?f?ai traditional brands

)
o
3

©

=
i

0

7]

©

o
©
o
=
0

@ouBUBLLIRd
Ajlunoes pue soeed




“ H avaAuon RISC oTtnpiletal oTnv €TECEPyaTia OTOIXEIWV MIAg 25 £€TOUg
_ OUOTNUATIKAG KOIVWVIOAOYIKAG €peuvag o€ 39 XWpPEG Tou KoOopou. H
OUYKEKPIPEVN avaAuon e@apudletal otnv EAAGda amd ta 1998 atd tnv

etaipeia MRB Hellas kai otnpiletal o€ €TACIA TTOOOTIKA £PEUVA PEOW
TTPOCWTTIKWY OUVEVTEULEWVY O€ £va TTAVEAAQDIKO dciyua 2500 aTtopwy.

“ H avdAuon autl opadOoTIoIEl TOUGC EPWTWHPEVOUG, aAVIXVEUOVTAG T
epebBiopara TTou €xouv T OUVATOTNTA VA KIVNTOTTOIOUV CUYKEKPIYEVA
«KOIVA» KATAVOAWTWY Kol akOAOUBWVTAC MIa TPIodIAoTATN TTPOCEYYIoN
TTOU OuVvOUAdEl:

1. KOIVWVIKO-TTONITIONIKG XapaKTNEIOTIKA (a&ieg)
2. oT&oe€Ig Kal atroYelg (1T.X. TToAITikr), MME)

3. Onuoypa@Ik& XapaKTNPIoTIKA.



O1 avikavoTtroinTol (enthusiasts)

O1 1ixvnAareg (pathfinders)

O1 yvwoTeg (connoisseurs)

O1 em@avelakoi (surfers)

O1 pIN6dOCoI (daredevils)

O1 emipeAeic TTpooTaTeuTIKOI (Caretakers)
O1 rpooTarteg (Guardians)

O1 akpoBaTec (jugglers)

O1 yataiédocol (wannabees)

O1 ikavotroinuévol (countertrends)




* "Eva atrd 1a KAAOOIKOTEPA PJOVTEAA PETPNONG TOU TPOTTOU (WNAG
Kal Twv alwv Tou KATavaoAwTh. 2T0 MPOVTEAO aQutd O
KATavaAwTAG KaAeital va karatagel 18 agieg avaloya pe TN
onuaoia Tou Toug atrodidel, (MEPIKEG aTTO QUTEG E€ival, n
OIKOYEVEIAK ACQAAEIN, 1N KOIVWVIKA avayvwpelion Kal N
EOWTEPIKA apuodvia). Me Baon Ttnv Katdragn ol utreuBuvol
MAPKETIVYK EVTACOOUV TOV KOTAVAAWTH O€ MIa «OPAda OHOEIdWYV
aglwVvy, OTTWGS ovouadeTal.
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True Friendship
Mature Love
Self-Respect
Happiness

Inner Harmony
Equality

Freedom

Pleasure

Social Recognition

. Wisdom

. Salvation

. Family Security

. National Security

. A Sense of Accomplishment
. A World of Beauty

. AWorld at Peace

. A Comfortable Life

. An Exciting Life




Self-direction

Independent e

Daring®

Stimulation Y™™

® An exciting life

Freedome

Curious &
Creativity @
Choosing
own goals e
Privacye

Self-
respect}

# Enjoying life
Self-indulgent

@ Pleasure

Successfule

Influentiale

Ambitious®

® Wealth

® Autherity

@ Social power

[
Intelligent

Capahle #

® Healthy

Social recognition ¢

Preserving my|
public image #

Power

@ Broadminded

Unity with naturce @ Protecting the

environment
® A world of beauty

Social justice ®
A warld at peace ®

Wisdom & ® Mature love

Helpful e
® True friendship

Meaning in life®

Respansible s

Conformity

Self-discipline ®

® Loyal

Politeness
.

.
Honauring
Family security & of elders
Social order e

Clean @

Obedient
® Reciprocation ]
Sense of @ of favours

londi
belonging @ National security

e Equality Universalism

® |nner harmony

e A spiritual life

& Forgiving

@ Honest

Benevolence
m\

Detachment @

® Respect for Devoute

tradition

@ Moderate

Accepting my
@ portion in life

Cimens'oral savallest seace sralysis: rdividaa. level va gz stousture aveage sovess 68 countr'es from Sebwartz S 01
2008 dasic qurmat vslucs: Theory, maeasacmart, ard apslicatians. (ovae “arcaise do sadslog'e, 42, 249 288




AuUTO-0AOKARpWON

Y1repdliéyepon

AioBnon ekTARpwong
AuUTO-0€Ba0NOG

AioBnon Tou avrikev

‘Ekppaon cgacpou atrdé Toug AAAOUG
Aoc@paAcia

Evkapdiec oxéoelg he GAAOUG

© 00 N O O B~ WD

AlaokEdaon Kal atroAauon




Ouadotroinon  atouywv ot BAcn TG TIPAYMATIKAG  TOUG
OUUTTEPIPOPAGS (TWPIVAG, TTAPEABOVTIKAG 1 MEANOVTIKAG), yvwong,
oTaong, Xprong N atrokpIong o€ €va TTPOIOV:

* EmOIwkoueva o@EAN (TT.X. EUKOAIQ, aveon, atrodoar, KUPOG, yuxaywyia,
K.d.)

* AyopaoTikn lNepiotaon (dwpo, 10ia ayopd, IOIKEG TTEPITITWOEIG)

* AyopaoTiKr) CUMTTEPIPOPA (TTIOTN O HApPKaA, aAAayr HAPKAG, KAIVOTOUOG)

* Avapign ue 1o Tpoidv/Xpnon (eAagpid, Bapid)

* [1pdBeon cUPTTEPIPOPAC



Taking shape

Market
Segments for



http://bit.ly/2Fpqc4O

Kapia avauign/oxéon pe
TOV OPYQVIOMO 1] TO «TTPOIOV» TOU

Koivo ZTOoX0¢

[MioTA oxéon Pe Tov
opYavIoUO 1} TO «TTPOIGVY TOU

Mn-xprnoTng, dev yvwpicel To TTPOIOV PaG

XpAoTNG TNG KaTnyopiag, yvwpilel To TTPOIOV JOG
‘EXEI XpNOIMOTTIOINCEI TO TTPOIOV HaG HIa popa JoOvo
‘EX€EI XpNOIMOTIOINCEI TO TTPOIOV JAG TTEPICTACIAKA
To TTPOIOV PAG AVNAKEI OTO PETTEPTOPIO TWV ETTIAOYWYV TOU
Eival To KUpIO TTpOIGV TTOU XPNOIUOTIOIEI OTav ayopadel

«MoTdC» oTNV NAPKA, EKTOC av OEV UTTAPXEI I EKTOC AV UTTAPXEI
EKTAKTOG AOYOG

«MoT1éc» oTn papka- dev ayopAalel AANEC av OEV UTTAPXEI



= 2 TI KaTnyopieg Ba tagivopouoare 1o Koivo evdog Mouaoegiou 0Tn
BAon CUUTTEPIPOPIKWY KPITNPIWV;

= 2€& TI KaTnyopieg Ba TagivopouoaTte To Kolvo evog TTOAITIKOU
KOMMATOG 0T BACN CUNTTEPIPOPWYV KPITAPIWV;




v Ti €idoug KPITAPIA TUNHATOTTOINONS XPNOIMOTTOIOUVTAlI;

Mia Tpdtreda TTou TTpowBEi dAvela o€ vea (euyapla Kal XPNUOTIKEC UTTNPECIEC O€ OUVTALIOUXOUG.

HAekTpovikry kaptravia piag MKO TTou oToxeUEl 0TV €UAIOBNTOTTOINON KATOIKWY TOU KEVTPOU

TNG ABrivag 1rou xpnoiuotroiotv Ta MMM oTtnv KaBnuepivoTnTa TOUuG.

‘Eva TacIdIwTIKO ypageio TTOU OTOXEUEl O€ ATOPA TTOU OUXVA E€TTIAEyouv va TagIdeUOUV O€

QTTONOKPUOUEVOUG, ECWTIKOUG TTPOOPICHOUG.

Mia eTaipeia avaAuong OTOIXEIWYV MAPKETIVYK OTEAVEI unvUuaTa emails o€ aropa 1Tou €Xouv ndn
Eyypagei oto newsletter TnG kal 1Tou £xouv TTAPOKOAoubrjoel 10 BiviEOo TNG E€TAIPEIQC OTO
YouTube.



v' Ti €idoug KPITAPIA TUNHATOTTOINONS XPNOIMOTTOIOUVTAI;

5. Mia autokivnroBiopnxavia TTOAUTEAWV QUTOKIVATWY TOViCel TN dIAPNMICTIKI TNG KAUTTIAVIA TO

KUPOG TTOU ATTOKTA £VAG dUVNTIKOG KATOXOG TWV AUTOKIVITWY TNG.

6. Mia etaipeia KivQTwV TNAEQUWVWY OTOXEUEI OE KATAVAAWTEG TTOU €vOIAPEPOVTAlI OTO va

ayopAoouv TO TTPWTO TOUG Smartphone.

7. 'Eva travetmmotipio oTtoxeuel o€ evAAIKEG €pyalOMEVOUC TTOU €Xouv OnAwoel OTI €mdnTOUV

EKTTAIOEUTIKA TTPOYPAMMATA £ ATTOOTACEWGC






Mn-koive: dev emrnpedaletal ammd 10 TTPORANPaA, dev evdlagEpETal, €ival
aTTaBEG.

Aavldvov koivo: etnpeddletal amd 10 TTPOPANHA i PBIWVEI CUVETTEIEG,
aAAG Oev TO yvwpilel. Aev €xel avayvwpioel To TTPORANUA, aAAG poipddeTal
KOIVEG Qgieg.

2UVEIBNTOTTOINMEVO KOIVO: TO KoIvO avayvwpilel Tnv  0ttapgn Tou
TTPOBARHATOC, aAAG Oev £xel TTpoRei oe KATTOIAG MoPPS dpdaorn.

EvepynTiké KoIve: TO KOIVO €XEl €TTiyvwon Tou TIPORAANATOC KAl
OPYOVWVETAI TTPOKEINEVOU VA TO AVTIMETWTTIOEL.

Grunig & Hunt (1984), Managing Public Relations



https://books.google.gr/books/about/Managing_Public_Relations.html?id=qCtpQgAACAAJ&redir_esc=y

Distribution of Americans Views on Climate Change, Jan. 2010
* Unique audience segments derived from climate change-related attitudes,
beliefs, knowledge and behaviors.

Alarmed “ Dlsengased Doubtiu!

Dismissive
COnoemed Cauuws 13% 16%
< >
Highest Belief Lowest Belief
Most Concerned Least Conc.erned
Most Motivated Least Motivated

Note: See Maibach EW et al. (2011). PLoS One, 10;6(3):e17571 for segmentation methodology.
Sample size = 1,001.




= MoAiTikn TautéTnTa/IdeoAoyia (OeCIA, KEVTPO, apIoTEPA)

= [Mponyouuevn eKAOYIK CUUTTEPIPOPA (Ti WNPICE OE TTPONYOUNEVES EKAOYEG )
= Twpivh TpOBecN Wr@ou (TI OKOTTEUEI VA YNQIoel)

“ AvrmIAauBavouevn otroudaloTnTa BEPATWY KAl IEPAPXOTTOINGT) TOUG

= KpITApIa TTOU XPNOIMOTIOIET YIa TNV ETTIAOYH uTTOWN@iou

“ EUVOIKA TTPOOKEIYEVO KOIVO, apvnTIKA TTPOOKEIMEVO KOIVO, OUDETEPO KOIVO,
AMPITAAQVTEUOUEVO KOIVO




= To kKaAUuTepO povTéAo Tunuatotroinong MNoAimoTikou Koivou (yia Mouotia,
Ocatpa, PeoTIBAA, K.a. ) hitps://mhminsight.com/culture-segments

Enrichment Entertainment Expression Perspective
mature CONSUMErs receptive settled

traditional popularist confident self-sufficient
heritage leisure community focused

nostalgia mainstream EXpressive contented

5

Stimulation Affirmation Release Essence
active self-identity busy discerning
experimental aspirational ambitious spontaneous
discovery quality time prioritising independent

contemporary improvement wistiul sophisticated



https://mhminsight.com/culture-segments

* [lpwTn etTiokewn

«  EmavaAapBavouevn TTioKeWn
« [la EutTveuon

* [1a KOANITEXVIKA VEQ

* [ yuxaywyia

« [la €peuva QOITNTIKNA

« [0 €épeuva eTTAYYEANATIKNA

* [a épeuva TTPOOWTTIKOU EVOIAPEPOVTOG

\ http://www.tate.org.uk/about/our-work/digital/digital-metrics/website-audience-segm



http://www.tate.org.uk/about/our-work/digital/digital-metrics/website-audience-segmentation

PERSONAS

To 10avIkO 0a¢ KoIVO




Eival uttoBeTIKOI, YEVIKEUPEVOI XAPAKTHPEG,
TTOU OUVBETOUV [Ia €IKOVA TWV I0AVIKWY KAl

TTPWTAPXIKWY OUAdWY KOIVOU TTou BEAETE va

OTOXEUOETE.




* [Mola gival n otadon TNG OpAdaAg X, Y aTTévavTl OTOV OPYyavIOUO JaAG/To
B€ua, TO TTPOIOV, TNV UTTNPECIA TNV OTToIa TTPOWBOOUE;

= TiIyvwaon €xouv Y1 auTo; (T1.X. YVwpilouv 10O X TTPOIOV;)

= Ti ouvaioBrpata, avTIAqYEIS KAl OTACEIG £XOUV TTPOG auTO; (TT.X.
E€Xouv OETIKNA 1 apvnTIKA yVWuN;)

= Tirpétrel va yvwpidouv TTpIV TTPOCTIABAC0UNE va ETTNPEACOUNE TN
OUMTTEPIPOPA TOUG;

“ TNwg B6éAoupe va emOPACOUNE OTA CUVAICONUATA KAl OTIG OTAOEIG
TOUG; (TT.X. B€Aoupe va PeTaBAAANOUNE TIGC APVNTIKEG TOUG ATTOYEIG OE
BETIKEG).

= Tolo gival To TTPOIA Toug; lMNola péoa XpNOIUOTTOIoUV;

= 2g TTola ETTIXEIPAMATA (€i00C) AVTATTOKPIVOVTAI EUKOAOTEPQ;



Ti cupTtrepIAapfdvoupe o€ pia TTEPoOvA;

HAIKia — ["evia — KUKAOG {wng
Mop@WwTIKO €TTITTEDO

EtrayyeAua

[MOANITIONIKES ava@opES Kal TPOTTOS (WG
MEoa TTou XpNOIUOTIOIET KOl TTWG
AvAyKeg Kal TTIOUIES

Kivntpa kai avTioTaceig

NEEEIC TTOU XPNOIUOTIOIE

ATTO TT010UG AAAOUG €TTNPEACETAI

©CooNOoGhRWNE




Demographic
Information

Motivations

Photo /
Image

Preferences




[lepodva yia ayopd smart Eeapuoync

User Persona

Jeff

age: 20
school: UW
year: junior

Jeff is your typical college student. He
goes to class during the week, parties
on the weekend and crams all day
Sunday. Jeff works hard and plays
hard. With his full schedule, he has very
little time to plot out his course to his
classes and lecture halls.

Jeff would jump at the opportunity to
use any tools that may make his college
experience more convenient. The less
time he has to spend on meaningless
tasks, the better. He has a full enough
plate as it is.

Sue

age: 19
school: AIS
year: soph

Sue is an student from South Korea
who has come to study at The Art
Institute of Seattle in the Fashion
Design program. Sue has only been in
Seattle, let alone the USA, for a year
and a half so she is still trying to get
used to her surroundings.

Sue uses many smart phone
applications to assist her while maikng
her way through the city. They make it
seem much less intimidating to be on
her own in a foreign land. She would
love it if there were an app for every
location in Seattle that she was
interested in visiting.

Bijay
age: 18

school: UW
year: frosh

Bijay and his family immigrated from
India to the San Francisco Bay Area
when Bijay was five years old. Bijay is
one of the most independent of his
siblings so when he graduateed from
highschool, it didn’t suprise many that
knew him that he wanted to go to
school out of state.

Although Bijay is about as independent
as it gets, he still likes to use any tools
that he can to solve the problems he
faces on his own. Bijay loves his iphone
and relies on it heavily to help him in
navigating his new life as a college
student in the Pacific North West.



[lepodva via ayopd Wwn@IOKWY TTAIYVIOIWV

SOCIALLY COMPETITIVE SAMANTHA

Name Samantha
Gender Female
Age 28
Education Bachelor’s degree
Occupation Marketing; $75K
Marital Status  Single
Location Boston, MA

"‘

=

1.‘
-

“I love outsmarting friends in
a game, but if it comes down
to it, I'll spend money to win.”

I

Indie 6ame Girl

™

Motivations

Samantha plays mobile games to pass time and compete against friends, but not necessa-
rily at the same time. When passing short periods of time (e.g., waiting in line), Samantha
plays games where she competes against herself. In these scenarios, she opts for low time
commitment games where she uses strategy to advance. When passing longer periods of
time (e.g., work commute), Samantha plays games where she competes against friends.

Samantha’s favorite game is Bejeweled. Samantha enjoys the feeling of winning against
her real-world friends and goes to great lengths to maintain her dominance, including:
frequently purchasing coins. The only other in-app purchases Samantha makes are to
unlock levels when she's playing good single-player games like Spongebob's Dinner Rush.

Samantha primarily downloads games that are recommended/currently played by friends.

Criteria for Selecting Games
- Free to download and play
- Ability to compete against friends
- Strategic thinking needed, but not a time sink (easy to play, advance and pick back up)

Frustrations with Games
- Cost to download
- Too hard to advance
- When friends become unresponsive

In Samantha’s Words
“I get so competitive when | play Bejeweled against my friends at work. | spend way
too much money just so | can win. Of course, | don't tell my friends | spend anything.

| like them thinking I'm naturally gifted.”

“Spongebob’s Dinner Rush is super addictive. When | have few minutes to kill, like
waiting in line for coffee in the morning, | try to beat a couple of levels.”



BACKGROUND:
* Basic details about persona’s role, key information about the persona’s company
* Relevant background info

DEMOGRAPHICS:
» Gender, age range, household income (consider a spouse’s income, if relevant)

IDENTIFIERS:
* Buzzwords & mannerisms

GOALS:
* Persona’s primary & secondary goal

CHALLENGES:
* Primary and secondary challenge to persona’s success

HOW WE HELP:
* How you solve your persona’s challenges & help achieve their goals

COMMON OBJECTIONS:

PERSONA NAME

* |dentify the most common objections your persona will raise during the sales process

REAL QUOTES:

* Include a few real quotes (taken during interviews) that well represent your persona to make it easier for employees to

relate to/understand to them



A quotation that captures the
essence of this person's personality.”

Age: 1-100

Work: Job title

Family: Married, kids, etc.
Location: City, state
Character: Type

Personality
Introvert Extrovert
(i}

Analytical Creative
5]

Conservative Liberal

=]
Passive Active

Trait Trait Trait Trait Trait

Goals

¢ The goals this user hopes 1o achieve.,
e Atask that needs to be completed.

* A life goal to be reached.

¢ Or an experience to be felt.

Frustrations

The frustrations this user would like to avoid,

The obstacle that prevents this user from achieving their goals.
The problems with the solutions already available.

The product or service that currently does not exist.

Bio

The bio should be a short paragraph to describe the user journey.
It should inciude some of their history leading up o a current use
case. It may be helpful to incorporate information listed across the
template and add pertinent details that may have been left out.
Highlight factors of the user’s personal and of professional life that
make this user an ideal customer of your product.

Motivations

Incentive

Fear

Achievement

Growth

Power

Social

Brands

Preferred Channels
Traditional Ads

o
=2
&
@
2
@
=
®
2
@

Referral

Guerrllia Efforts & PR

xtensio.com/user-persona/



https://xtensio.com/user-persona/

@ GCOALS

O VALUES

. SOURCES OF
2 INFORMATION

Books:
Magazines:

Blogs/
Websites:

Conferences:
Influencers:

Others:

CUSTOMER

GENDER: ...

ETHNICITY: ...

MARITAL

STATUS: ...

NO./AGE

CHILDREN: ...,

LOCATION: ...

OCCUPATION: ..o

JOB TITLE: ...

ANNUAL

INCOME: ...

LEVEL

EDUCATION: ..o

OTHER: ...

& CHALLENGES

PAIN POINTS
(Fears/
Frustrations)

@ OIJECTIONS
TO THE SALE

PURCHASE
PROCESS

@ ROLE IN THE

FIGURE 11 Customer avatar creation template.




PERSONA PROFILE

Who is he?:

® CEO of large financial company

worth $85 million.

® He has been in this role for
ten years.

® He is an innovator and isn't
afraid to take risks.

STEVE, 47

How he finds us

® He was referred onto by someone
he trusts.

® He comes to the websites at the
beginning of his buying journey.

® He isn’t interested in using the
information on the site beyond
research.

What he wants to know
® Latest Projects
® Expertise
@ Testimonials
® Awards
® He is looking for a partner-led approach

Why he buys from us?

Price and Expertise

® He likes to communicate via
email or face to face. He is
on Linkedin and Twitter.

® He reads financial and economic
publications and attends financial
conferences.

Pain Points

® The size of the service team is
very important to him.

® There are five other people
involved in the buying decision.

® He wants a competitiveprice
with strong experience.

What he doesn't want

® He doesn't want to pay large fees.
Value for money important.

SERVICE TEAMS




Age:

Title:

Industry:

Personality Type

Top Challenges

Values and Goals

Company Profile

Responsibilities

How we help

plate to edit it online)


https://creately.com/demo-start?tempId=T6fc1HdtKiH

Drew

Influencer

ABOUT

53 Age 25-34
$50K-75K

&3 High Tech Proficiency

EVENT ATTENDANCE ATTRIBUTES

Frequent event go-ers (monthly), tend to be
very early planners, and more likely to
travel regionally or nationally for an event,
tend to go to trending events only.

EVENT INFLUENCERS

Friends
Cultural
Adventure
Learning
Networking
Hype
Credibility

MOTIVATIONS

Motivated to find new things to do and
share them with network, having influence,
being the first to know about something
and getting tickets right away.

CORE NEEDS

Finding events on social media and being
able to easily share them. Being able to see
trending events that will up their klout. Also
getting notificatinos of on-sale so they can
be the first to get tickets.

PAIN POINTS

Finding the time to attend events and
staying on budget.

39% 12

Total Universe GTV Events per month




Kayla

Planner

ABOUT

L) Age 25-34
® $50K - $75K or <$20K
&3 Medium - High Tech Proficiency

EVENT ATTENDANCE ATTRIBUTES

Go to fewer events but plan tehm far in
advance, more likely to travel nationally or
regionally for an event.

EVENT INFLUENCERS

Friends
Cultural
Adventure
Learning
Networking
Hype
Credibility

MOTIVATIONS

Buying and planning activities well
in advance - right when an event is
announced or tickets released. Care
about the quality of an event and
cooridnating with social group.

CORE NEEDS

Pre-sale options, notifications for ticket
sales, planning event outings for groups
wiht budgeting and scheduling tools.

PAIN POINTS

Events selling out quickly, finding events
that fits everyone’s budget and schedule
when planning for a group.

65% k-6

Total Universe GTV Events per month




