ZUMHETOXIKO AladikTuo Kol EAAnVIKA
TOUPIOTIKN Brounxavia:
TTPOYHOTIKOTNTO KOl OVAYKEG

Ap Mopidvva Zryaio
[Hovemeuo Aryoiov, Xiog

Become part of the audience —
Create a Profile WA YN.com

Example the Northern Territory - created their own Profile
am

It includes:
Local highlights
Great Photography
* Videos
Podcasts
*  Weather updates
Maps
Information

WEB 2.0 ko1 ToupIoTIKO
MOPKETIVYK TOUPIOTIKOU
TTPOOPIGHOU

Fliget Bosking: Confirmanan
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Welcomae to amazing Experience Video Contest!

Describe it

Browse ’
e Video sau Eitle, tags
Login B Upload description

amazing Prizes -
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More info: the May 2006 Java Earthquake pages

QuakeHelp - Main Page
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Step 2:
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2: 7 Days
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Web 2.0 kai
TELUTELUKOV GYECEMV
ElGpeon, Avamimuén, Aiarrpnon, Eméktaon,
AIOKOTII OXECEWV! UE TIOTOUG THEAGTEG

YOUPETOYIKO OLUOTKTVO KL
oVATTVEN TELUTELUKDV GYEGEDY

Phas
e

CIM focus:.tytpe of custom.
mio.

(Do you use Web 2.0:) eCRM practices

Acquisiti
on

Retenti
on

Exp
ansl
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Win

Of the customer information:
transaction and personal data

For the customer information:
relationship and product data

For the customer information:
relationship and product data

By the customer information:
feedback and monitoring data

Brand awareness through word of mouth

Brand reinforcement through customer
education about the brand =

Customer identification and targeting
Customer understanding and profiling
Enhancing customer service
Personalisation

Community building

Innovation & NPD

Cross selling

Up-selling

Affiliation programmes

Identification of pitfalls/faults
Handling customers” complaints
Reputation monitoring and management

AvaAuon kai
avTIPETONIoN
Hapanovmy.

XApEVEG
ENIXEIPNOIOKEG)
OXEGEIG

Networked CRM model

Low customer
integration

5 Many-to-one Many-to-many
g § Target: clients’ Co-exploitation of customers’ profiles
z= networks with other network partners
2 2 Active customers’ e.g. mash-ups, earthbooker.com
b = involvement
= e.g. Lonelyplanet

One-to-one One-to-many

Target: individual Ecosystems of partners offering a
customers seamless experience to individual

clients (cross-selling, products’

bundling)
e.g. travelocity.com

Low market integration

High market integration

EXnvikn mpoyposikonzo ?

Phas CIM focus:,tylpe of custom. (Do you use Web 2.0:) eCRM practices %
e irifo.
_ Brand awareness through word of mouth ~ 19.8
= : .. Brand reinforcement through customer 1.1
2. Ofthe customgr 1nform'ilt&0n. education about the brand
S transaction and personal ata Customer identification and targeting 253
= Customer understanding and profiling 217
_ Forthe customer information: ~ Eniancing customer service 47
= relationship and product data  Personalisation 0.7
L=
=° Community building 0.7
~ Innovation & NPD 0
_ For the customer information: ~ Cross selling 19.1
Egg relationship and product data Up's?mng 198
Affiliation programmes 0
. Bythe customer information: [dentification of pitfalls/faults 16.9
= feedback and monitoring data  Handling customers’ complaints 8.5
== ; .
Reputation monitoring and management ~ 38.3
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Evprjuoro oo tor Focused groups
FevIKd, n Xpr’]o-n ToU OU}JUETOXIKOU [Mapd 10 YEYOVOG OTI GXEOOV. OAOI NTAV EVAUEPWIEVOI

B P 7 VIO TO GUPMETOXIKO O1aBIKTUO KOl TIG THBAVEG
§IG6IKTUOU |J'I'I'O,p£II Y UpEtIs pIOTE) Log EQOPPOYEG TOU, OAWGCAV OTI_OEV. KATEXOUV. TN YVION,
EVOG NNXavIicuUog auuvag yiaimn TIC IKOVOTNTEG, KAI TNV KOTAPTION VIO VOl GEIOTIOINOOUV
OlayeipIon TTAPATIOVWY. I THV: BIECAY WY 10 TpWTa

BIO[JI’]XGVIKI"]Q KGTGO’KO'ITiGQ, H aglomoinon Tou web 2.0 ammaitei o)1 HOVO ThV.

i : i i ) ATMOKTNGN TEXVOAOYIKWY IKAVOTATWY GAAG Kal TRV
TMOPA WG Eva EPYAAEIO TTOU BIVEI EUKAIPIES aAAayr 0PYOVWOIGKAC KOUATOUPOG

YA TRV 6np|oupy|'a Kal G&IOTI’OIT]O’I’]Q — O e-marketers TPETEI VA JETATPATTOUV: QITO
YV(.()OI‘]Q o7 TOUG Tl's)\deg VIa TNV salesmen & information brokers g community.
5 ’ 2 builders and consultants,
GVG1TTU§I’] TMEAQTEIWV. OXEOCEWV . . . . -
— O1 TEAQTES EiVal CUVEPYATES TIS ETTIXEIPNONG Kal OXi
AYOPEG OTOXOI TTPOG EKUETAAAEUON,

Avayxy pa ailayy ?

ATOITIGELC OPYOVOGLOKTG GAAOYTC O1 véa yevid TOVPIGTHV

[eplypa®n epyaciag Kal ETTaYYEAUATIKAG CUNTIEPIPOPAS

TWV JOPKETEPS

AVTIAQWEWY TWV PAVATCEP VIO TO TTOIEG Eival Ol

UTTOXPEWTEIG TWV. APKETEP KAl TIWG N 0TTO000TH TOUG

TIPETTEI OCIOAOYEITAI

Néa eCRM metrics yia TRV HETPNGN OXI HOVO TNG

0IKOVOMIKAG OAAG KAl TNG KOIVWVIKAG AEIaG TWY TTEAATWV.

yIa TV ETTIXEIPNON.

— H GuAn emixeipnuoTikn agia Twv KOIVOTATWY KAl TWV TTEAGTWV (TT.X-
eWOW);

— H agia Twv kovoTATwy yia Toug TTEAATEG (T1.). developing
customer bonding and retention strategies);

Néol yEBodoI yio TUNUATOTTOINGN TNG TOUPIGTIKAG aYOopAas
— (e.g. content creators, critics’ writers, content distributors, solely
content readers).
"No, you weren't downloaded.
Your were born.”

Y06 EVYOPLETO!
Ap Mapidvva ZiydAa

(m.sigala@aegean.gr)
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