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J IKI[€ M €A 0 poog kai 1 SiagopoToinan Tou MapkeTvyk yia MKO

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O kuplo¢ poAog Tou Mn Kepdookotrikou MApKETIVYK cival va
yvwaoToTroinoel Tnv utrapén evog Mn Kepdookotrikou Opyaviouou, va
TTpowOnoel Ta 1I0AVIKA KAl TOUC OKOTTOUG TOU, VA TTPOCEAKUCEI duvNTIKOUG
€0ENOVTEC, UTTOOTNPIKTEC KAl XOPNYOUG KAl va UTTOOTNPICEI TNV dlaxEipion Kal
dIaYPOVIKI) TOUG OECEUON.

Omrwcg Ba dcicoupe Kal Ba atTodeiEOUPE 0TV CUVEXEIQ XPNOIUOTIOIE Ta idIa
gpyaAcia Kal oTPATNYIKEG YE TO KEPOOOKOTTIKO MAPKETIVYK, AAAG
XapakTnpiletal atrd €vvoleC OTTWE euaioOnToTroinon, evedppuvon
0éopeuon aAAnAeyyun Kail KOIVWVIKA oAAayr, TTOOKEINEVOU VA TTEICEI WOTE
vVa TTPOWBNCEl TOUG OTOXOUC TOU.

EC’ GAAou n opoiotnTa Twv MKO kai Twv KO cuvioTtatal kal gTo 0TI Kal Ol
OUO TTPETTEI VA ....TTEIBOUV yIa va «TTOUAOOUV» TNV OgIOKA TOUG TTPOTAOCN).
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LYK [€ M €A Me1Bw Kal ApIOTOTEANC

KENTPO E©EAONTQN MANATZEP EAAAAOZ

AAAG pia kal pIAnoape yia MeiBw (tTou gival TrpouTtéBeon TnNG TTWANOCNG), Ag
OoUME TN €XEI va Jag TTel 0 APIOTOTEANG yia TO BEua oTnv PnropikA.

[1e1Bw = Aoyog + NaBoc¢ + 'HBoc¢

[Mou onuaivel o€ 0 €AeUBepn peTAPpPaon Aoyikn + Zuvaiocdnua + AgloTTioTia
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LY K/ [€ M €A H évvoia Tng TreiBouc kai To Marketing Content

KENTPO E©EAONTQN MANATZEP EAAAAOZ

EC’ GANou n €vvola Tng TTeIBouc dev £xel aANagel edw kar 2000 xpodvia.

NETE va gival Tuxaio ot oTIg HITA 010GoKeTAl OTOUG AOXOAOUUEVOUG HE
Marketing content kai d1a@nUIOTIKO KEiEVO, Kal 0 F'koupou Tou Marketing
a@oU eCEPPACE TOV BAUPAOUO TOU YIA TIC KOAIOTIKEG» YVWOEIC TOU,
ATTOAOYNONKE YIa TNV «IEPOCUAIO» Kal ETTE «KATA KATTOIO TPOTTO Ba uTTOPOUCE

(W¢ €10IKOC oTNnV TTEIBW) va BewpnBei kal TTaTEPAg TNG (€vvolag) TTwAnon.
Kai yia Tou -
Aoyou 1O | ORI

ohserving In any glven case ;
available means of persuasion.

V4 . p
GAnesg- [ . *  Throe divisions
Y ~ Tho spoaker’s power of A
o evinging a porsonal charactor
/i | v whith will maka his speoch
cradibie
The speaker’s power of
stirring the emations of his
littoners

N

< fizt
18 ol - — -
So, in a sense, he could be

the father of selling. i~
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YIK € M CA Aiya Adyia yia To Business Model Canvas

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O KapBag Emixeipnuatikou Movtélou tou Alex Osterwalder cival €éva
oUyXpPOoVvo €pYaA&io TTou BonBa Eva opyaviouod, pia startup i pia €TTixeipnon,
TTPWTA VA ATTOTUTTWVEI ATTAQ, YPyopPa Kal KATAVONTA TNV ETTIXEIPNMATIKNA
AOYIKI} KQI OTPATNYIKA TNG, KOl 0TV CUVEXEIA TN OIAXPOVIKI agloAdynon Kai
BeATiwon TN TTOPEIAC TNG.

[Mepiypdpel o€ pia oeAida Tov TPOTTO E TOV OTTOIO MIA ETTIXEIPNON dNUIOUPYEI,
TTPOCPEPEI agia Kal aueiBeTal.

Baoikd OoTOIXEIO TOU €ival N TTEAQTOKEVTPIKI TTPOCEYYION KAl ATTOTEAEI TO

EPYOAEIO TTOU ACTTACTNKE TO OUYXPOVO MAPKETIVYK OTNV JETAAAQyYN TOU QTTO
TTPOIOVTIKO O€ TTEAATOKEVTPIKO .

XPNOIYOTIOIEITAl TTAYKOOMIWG YIa VA ATTOTUTTWOOUNE, VO OUYKPIVOUNE,Va
agloAoyrooupue Kal va BEATIWOOUPE TO ETTIXEIpNUATIKO JOVTEAO OAG.
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Business Model Canvas
K EMEA BACIKO TTEPIEXOHEVO TWV 9 EVOTHTWYV

SANTRO FOAADHT (e MANATIIP LAAAAD ]

Key Partners Key Activities Value Customer Customer

Proposition Relationship Segments
6. O xUpieg
e 4
mow exveAs e To tiBog rwv
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. »
m"w"’m:“'& o cwhum?c poo iAxwon, .-,,g'.",,.‘ TALTLY Pag Ko Ta
8 it VIMPUNIY WOV | veew ENEPGEY poS. YOPAKTAPITTIG T0US
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Poolépoorcyiotm | — T arewr ot Pl
M'M“m rous, m oo
EMYHPOPOTINGU «MOAOOPCs TIV
povridoy g Npotuvipovn Alle
— N — l d
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K€M e H onuacia Tou Value Proposition

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Business model & value proposition

"""'“""“:"“"‘“'*"' — KauBdg Mporteivépevng Agiag:

' 2.0¢ BonBa pe dounuévo TPOTTO, Va
«TAIPIACETE» TO TI avalnTa TO KOIVO-
OTOXOC OAG, JE TNV TTPOTEIVOMEVN
acia TnG €mxeipnong oag.

A oo S swmay e _r=m

EhikEl =

: A | P -
= ﬁ'_ 4 €] = H'
- \, - /
- __.e-‘f
Mnyn: https://steveblank.com/2014/10/24/137.5.7_1,/ )




LY iK€ M €A Business Model Canvas yia MKO

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O weeloupevog dEXETAI DWPEAV UTTNPECIA/TTPOIOV, TO OTTOI0 “XPNHUATOOOTEI" KATTOI0G
TPITOG, UTTOOTNPIKTAG, SWPNTHG R €E0EAOVTAG, O OTTOIOG TTPOCPEPEI XPAHA, XPOVO K.ATT., UE
TNV TTPoUTTO0e0N va TTEIoBEi KOl OTN CUVEXEIQ, IOAVIKA VA TAUTIOTEI ME TO Opaud, ATTOOTOAR
Kal oko1ré Tng MKO.

Key ) Key '1 Valve e Customer b’ Customer fy
Paviness -_— Activities " ot Proposition ~F Relationships - Segments L -
» MISSION » DONOR =
PRODUCT * RECIPIENT
OR SERVICE
Koy ) Chamnnel r j L
Resources .“'Q.:’.“" \‘J
Cost Revenue 2.4
Structure \.! Streams FREE \:;
DONATION

01/05/2020
Page 8



12 1€ M [EA

KENTPO E©EAONTQN MANATZEP EAAAAOZ

WWF Business Model Canvas

& $11,000,000.00 —
g5

= Program Expenses
& Fundralsing

Finances & Admin

Key Partners Value Proposition Customer Relationships Customer Segments

Creation for new protection areas Non-direct relationships Individual contributions
Business and Personal Donators Transfer of forest and nature resources fom copthon o hee s s o Government grants

s the chance to help conserve |Customer satisfaction is _ AT

CocaCola management to local communities Foundation contributions
Care (International Humanitarian Agency) atiire.and reduce the most. |internal bacause they're Coperate contributions
R Restoration of degraded forest lanscapes |pressing threats to the helping a cause b i Stk ikl
Loeal and international government agencies |Reforestation diversity of ife on earth Relations kept through email |Local farmers and
KLM Airline Global warming knowledge and Glves the apertunity to give |& post and through their manufacturers
Humanitarian Partnerships: assesment back to something you monthly zine Wildlife and their natural
Greenpeace Key Resources support Channels habitats
Forest Stewardship Council Mail donations Lets donators give as fittle or |Through internet & postal
Public Donations Online Donations as much as they like donations
TRAFFIC Advertisments & Fundraising Makes people feel good Awareness through media &

Flora & Fauna in need of support...

Cost Structure
$27,000,000.00
115 N
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LYK [€ M €A H MNpoTtaon KoivwvikAg Afiac

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Ti givai n NMpétaon Koivwvikig Agiag (SVP)

H 1TpdT1a0N TNG KOIVWVIKINC 0AG agiag ival n TTpoTacn agiag TTou KAVETE OTOUG
WQPEAOUEVOUC KaI TOUG UTTOOTNPIKTEC OOC.

[a va avatrTuceTe 1o Social Value Proposition, TTpETTEl va QTTAVTNOETE KAl OTIC
TEOOEPIC EPWTNOEIC OXETIKA PUE TOV OPYAVIONO OAC KAl TOUG UTTOOTNPIKTEG TOU

[nyn:https://skysdesign.org.au/have-you-got-your-social-value-proposition-nailed/

01/05/2020
Page 10



YI< € M EA H MpdTaon Kovwvikrg Agiag

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O1 EpwTnoeig 1-3

O1 opyaviopoi «Not For Profit» gival cuvBw¢ TToAU KaAoi 010 va dwoouv OTO
KOIVO TOUG TIG ATTAVTAOEIG OTIC TPEIG TIPWTEG EPWTNCEIC: YIATI UTTAPYXOUUE; TI
KAVOUUE; Kal TTWE TO KAVOUNE; aAAG N DUCKOAIa EEKIVA OTO TETAPTO EPWTNHA.
To yiati utrdpxel pia MKO e¢nyeital otnv OAAwonN attooToANG TS Kal

eUBUYPAUMICETAI JE TO KOIVWVIKO TTPOBANUA TTOU TTPOCTTa0E va
QAVTIMETWTTIOEL.

Ti1 KAvel gival €TTioNG OXETIKA EUKOAO va £¢nynBei HECW TNG TTEPIYPAPNG
TTPOYPAUMATWY KOl TPOTTOU AEITOUPYIOG.

To MNMwg 1O KAVEI PUTTOPET va ETTIKOIVWVNBEI EUKOAQ Kal OIKOVOMIKA aTTd T
KOIVWVIKA JECQA TT.X. ATTO TNV I0TOOEAIdA 1} dNUIOUPYWVTAS £va KavaAl You
Tube Pe OTITIKO TTEPIEXOMEVO TTOU TTAPOUCIAlEl TNV EPYATIA KAl TOV KOIVWVIKO
QVTIKTUTTO 0QG.
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YI< € M EA H Mpdtaon Koivwvikig Agiag

KENTPO E©EAONTQN MANATZEP EAAAAOZ

H EpwTtnon 4

H 1€Taptn Kal onuavtikotepn epwTtnon €ival 1o yvwotd What'’s in it for me (T
EXW YW va KePOiow), Kal ouxva diagopoTrolcital yia K&Be uttooudda
KOIVOU-OTOXOU.

Edw aBpoilovtal oI TTPOCPEPOUEVESG AOYIKEG KAl CUVAICONUATIKES AgiEC MIa KAl
ol GTTol101 dUVNTIKOI UTTOOTNPIKTEG, EBEAOVTEC, XOpNYoi £xouv TTANBwpa
ETTIAOYWYV KaI atTaITouvTal OUVATA KOIVWVIKA KOl ouvaioinuaTtika Kivntpa yia
Va €i0TE AVAPETQ OTIC ETTIAOYEG TOUG, DEDOPEVOU OTI OI TTEPICOOTEPOI
UTTOOTNPIKTEC polpalouv o€ TTOAAEC MKO Tnv TTpoo@opd Touc.

01/05/2020
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Wik € Mea

KENTPO E©EAONTQN MANATZEP EAAAAOZ

To Fundraising Tou x0¢e¢

O1 TTEPICTOTEPES TTEPITITWOEIC APOopoUTaV PIAAVOPWTTIKEC OPYAVWOEIC OTTWG
ol [Narpoi Xwpic 20vopa, eoTIAlape OTO TTPORANUA YE EVTOVA EIKAOTIKA KAl
AEKTIKA OTOIXEIQ EUTTAOKNG TOU KOIVOU, OuvRBwG JEoa aTro TTEPIODIKA Kal
epnuepidec. H de€ia eikdva deixvel To Direct Mail TTou oTGABNKE PETG TNV
TTPWTN PWTIA oTo AUpPEIo 1dpupa o€ KATOIKOUC TG EUPUTEPNG TTEPIOXNAG KAl
OuyKevTpwoOnkav 20 eK. yia TNV avakataokeur) Tou Op@avoTpogeiou.

AuToi Ol avepuwrol
8¢ {nTouv Tn Bonbeia oag...
meOaivouv yI’ auTh

ENIXZXYXETE

TOYZX "TATPOYZ |

XOQPIZ ZYNOPA"

IE LYNOPA.
R g et

IInyn: OgilvyOne

01/05/2020
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I: IK ¢ M GA To Fundraising otnv EupwTtn ofuepa

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Global NGO Technology Report 2019
Technology Effectiveness Ratings

The top 10 modt effective communication and fundraising tools, according to
MPOs in Europe:

Website 87
Social media 85%
Email updates To%
Case ftudies FAS
Infographics 7456
Social media ads 6H9%
Email fundraising appeals G549
Photo slideshows /fessays 6396
Peer-to—peer fundraising 61%
Search engine ads 5T

[Iny":https://www.funraise.org/techreport/on-demand

01/05/2020
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12 1€ M [EA

KENTPO E©EAONTQN MANATZEP EAAAAOZ

To Fundraising otnv EupwTtrn onuepa

Global NGO Technology Report 2019

EUROPE

Web & Email Communications

Ja’s

of NPOs in Europe have a website.

WEBSITE FEATURES

Mobile compatibility B87%
Privacy policy B6%
SSL certificate 76%
Event registration 52%
Blog 51%
Online store 26%
Accessible to people

with disabilities 22%
Live chat 7%

B u ly send email updates
0 to their supporters.

3% Twice weekly. . ..

4% Dally..-.cooo0. .
12% Twice monthly - =--Monthly 39%
13% Weekly - -

----- Quarterly 29%

49y also send email
0 fundraising appeals.

Quarterly 54%
Monthly 27%
Twice Monthly 83

Average number of
email subscribers**

23,18

0 use a Customer Relationship Management
0 (CRM) software to track donations and manage

communications with supporters and donors.

01/05/2020
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Kike

M CA To Fundraising otnv EupwTtrn orjuepa

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Global NGO Technology Report 2019

Fundrais[ng TYPES OF PAYMENRTS

Credit card ga%

ﬂ Paypal BT%
5 E / Direct debit 54%
l] Digital wallet 5%

accepd online donations Cryplocurmeney 2%
o their website.

#GivingTuesday

29%
A%
42%

of NP in Europe participated in #Giving Tussday
2018, Of those, 49% participated for the first time:

raised more on #Giving Tuesday 2018 than
they did on #Giving Tuesday 2017,

of thase that participated in #Ghing Tussday 2018
plan to participate in #Giving Tuesday 2019,

FUNDRAISING TOOLS USED

Riecurring ronthdy giving Tr
Tribute ghving A%
Crosndfunding IFH
Pear-to-peer fundratsing e
Text-to-give 23%
Maobille card reader 13
;uhle TTHOITIEY 4%
E_JMIgﬂumlghganhg 3%
Semart Speaker giving 2%

SHARE & FOLLOW
Are you aneapert on how BPOs in Europo
usa technology? Pliaasa share asticlas and

bibog peosts weth your analysis of tha data for
Eurcps usng #M G5 0techis on social media

Dorermdoad Europe Data Separately

01/05/2020
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KENTPO E©EAONTQN MANATZEP EAAAAOZ

Fundraising kai Digital Marketing o1ic HINA

in donor acquisition and
retention. Many organizations
are shifting resources away
from phone programs
and toward increasingly
sophisticated digital strategies.

nyn:https://www.bwf.com/wp-content/uploads/2020/02/2020-Digital-Survey-Report.pdf

The vast majority of
fundraising comes from
major donors. Major donors
overwhelmingly get news
and information from online
sources. Thus, digital
is key for cultivating
and stewarding our most
capable supporters.

There is tremendous
petential for finding,
warming, and engaging
new major gift
prospects via sophisticated,
content-driven, digital advertising
campaigns. Few are enjoying
the benefits of this tactic, but
adoption of this strategy Is
increasing.and will likely be a
leading “Next Practice” in
2020 and beyond.
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uo!f“C'MAMSM/: EvOeIkTIKEC evEpyeleg Fundraising otnv EAAGDQ

Me b€ Tov pijva prropeic va fonBnoeic Eva amethoupevo eidoc va
empuwoel!

ME TN CUMBOAKI QUTH UVIOBEDIa B0 VIVEIC UTTOOTNMKTNGC TNG OpyAaviaonc kKal 8a AABEIC TO
T TOTICINTIKD TOU JUou TToU TTRpOOTATEUEIS, KOBWG Kol TOV ETIOID aTroAoyiouo Tou WWE

Méavu arT OAo O, Ba EXEIC TUUBAAEl OTIC TTRpOOTTABEIEC TOUw WWF via TNV TTRooTOgia
TLW COTEIADUUEVWV E1ITWWY.

01/05/2020
Page 18



LYK € ™ [eA EvoeikTIKEC evépyele¢ Fundraising otnv EAAGSQ

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Kave Awpeec Ayannc




I! IK € M CA H diadikaoia etmAoyric PiIAavOpwTikAC Opydavwong

KENTPO E©EAONTQN MANATZEP EAAAAOZ

= AQPEEX ATAMNH!

AnAdwoe £we 30/4/2020 onc online 1] TNAEQUVIKEC ayopES TOU TOV TTPOWBNTIKG KWSIKG TTOU avTIOTOIKE o1 @IAQVB pWITIKN
opyavwaon tneg emAoync oou kai £ucic Ba dwpigovpe To 1% ¢ afiac Twv ayopuwv oou, XWwpic kayia SikR oou
empdpuvon!

Make-A-Wish htips://www makeawish gr/
ZupTtAnpwaoe oto KaAado MpowonTiké Kwdiko 1000

ActionAid http://www.actionaid_gr/
upTtAnpwoe ato KaAad Mpowenmikdé Kwdikd 2000

Zwweihiknl Evwon HuoutroAng https:/iwww zeil gr/
ZupTTAnpwoe ato Kahad Npowenmiké Kwdikd 3000

MNMvon Ayamrng hitps://www pnoiagapis.gr/
ZUPTTANpwoE a1o Kahdo MpowonTikdé Kwdiko 4000

01/05/2020
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Y < € M EA H Z1paTtnyikil MApPKETIVYK TTOU ATTAVTA KAl OTNV
KENTPO E©OEAONTQN MANATZEP EAAAAOZ #1 -ITpéKAno-r] va Startu pS

H mrpoteivopevn otparnyikn Marketing:

O EkperalAeveral Tnv Lean Startup Methodology

O Eutrepiéxel o Business Model Canvas kai Tnv mrpooéyyion tou Marketing
Funnel kai
O Badlel o€ 14€N TNV diadikacia yia Tnv £1TiAucn Tou #1 TTPOBAAATOC TWV

startups, €10Ika petad TNV @aon Product-Market Fit 6trou éTTw¢ BAETTOUHE KAl
oTo didypaupa TTou akoAouBei gival To «Customer acquisition and sales» kai

O KaAuTrtel TI¢ avaykeg otpatnyikns Mapketivyk Twv MKO av 61rou Customer,
QAVTIKATAOTAOOUME PE YTTOOTNPIKTAG.

01/05/2020
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u & I &R #1 EmixeipnuaTtiki NpokAnon:
K € ME¢E/ H a1rékTnoNn TTEAATWV KAl Ol TTWAROEIC

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Challenges for the future development of the
company

Customer acqguisition & sales

Attracting and retaining talent
10.6%

Product developmeant & innowvation
S.5%

Cash-flow and liguidity managerment

Managing growth
F B B8.5%

Iinternationalization

o TN

Dptimizing profit mangins
§ i S5.9%

Improving processes and intermal operations
= = B 4. S0

Regulation
I 4.3%

Balancing sodcial impact with profit making
0.9%

Other

https://www.pwc.com/gx/en/services/entrepreneurial-private-business/start-ups-scale-ups-
unicorns/european-start-up-survey.html e 5




LY K/ [€ M €A A6 To apxiké AIDA oTo Digital Sales Funnel

KENTPO E©EAONTQN MANATZEP EAAAAOZ

To 1898, 0 ApepIKavOG TTPWTOTTOPOC Ala@nuiong Kal NMwARoewy,

o E. St. ElImo Lewis avétrtuée Eva TTPaKTIKO EPYAAEIO TTWANOEWV
10 AIDA Sales Funnel, dnAadn tn diadpoun atmd tnv Mvwpipia, oTto
Evdia@épov, TV EmBupia kai T Apdaon (dnA. MwAnon).

Market
Awareness potential

Ws o

Number of

prospective

purchasers Prospects
iVeii{e] gl Customers

01/05/2020
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uKC'MAMS‘M’\ A6 1o AIDA oTo Wnoioké Sales Funnel

Digital Marketing Sales Funnel

Awareness

Toods: Content marating,
Sread Madli, P Adierpnrsinf
SEQVSEM, Public Relations

Primary Tech: Landing Pages. £-books,
MNawslattor, Froe Tools. Case Studies, Retamoting

Decision

Yook Sales Pages, Froe Consultation, Trest
Sige, Fromolions Froa Tral, Demds, Ersand 'l.l.'l.rlr-r'i'.'l.'

Action

Toaly: F'.l:rmfnr System. Shoppang
Cart, Rowows and Referras

SOCIAL MEDIA

£ Plinf il

14
Nvwpuia
Mapketivyk Meplexopévou, Kowvwvika
Méoa, MAnpwpéveg Awadnpioerg, Mnx.
Avalitnong SEO, / SEM, Anuooteg
IXEOELG.

ZeAida npooplopov, E-books,
EvnuepwTiko SeAtio, Awpeav Epyaleia,
Case Studies, Emavaotoxsuon
(Retargeting) kAm.

[ 4
Anodaon
ZeAide¢ nwANnoswyv, ZUNPBOUAEUTIKNA,

Mwotonownoelg, Npoodopég, AOKLUEG,
Demos, Email Marketing kAm.

Apaon

Tpomnog /ocuotnua nAnpwung, Kapotol
Ayopwv, A§LoAoynoeLg Kal ZUOTAOELG

01/05/2020
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PIK € MEA To oUyxpovo Marketing & Sales Funnel

SANTRO POLAOPN (e MANAT TIP LAAAAD]

The New Marketing & SalesFunnel ~ H éxcuon ¢ wneiakric emoxric

TTOAAQTTAQOIQOE TNV XPRON Kal

OPOAOYiIQ TOU TTEAQTOKEVTPIKOU TTAEOV
Then... ~NOW marketing. MepiéAaBe ekaTovTadeC
vEOUC OpoUC Kal E810IKEVOEIC, apXIKa
PE TNV ITPOOBAKN £VOC “e-" oTa
diadpaoTika epyaisia Tou Direct
Marketing ka1 Tou CRM o1mw¢ e-CRM,
e-RFM, e-Shop, e-Mail Marketing
KATT., KQI OTn ouvExsla 1o padika
TEAQTOKEVTPIKO WN@1aKO MAPKETIVYK
PE VEEC OTPATNYIKEC £EE1DIKEVOEIC,
omw¢ Content Marketing, Search
Engine Marketing (SEQ/SEM),Viral
Marketing, Social Media Marketing,
Inbound & Outbound Marketing,Sales
Lead Generation kAT




KENTPO E©EAONTQN MANATZEP EAAAAOZ

Ta onueia eTTaPNS UE TO KOIVO HOG

Ta 3 €idn onueiwyv ETTAPAS:

NMAnpwpuéva (Paid):

O TlNapadociakd Kal yn@iaka dia@nMIcTIKA KUPiwg
Méoa, OTTwG TV spots, PPC Ads, Posters KATT.

I516kTNTA (OWned):

O  EAegyxopeva TAnpogopliaka kupiwg ueoa otmws Web Page,
Blogs, Apps, Facebook page kKA.

Kepdiopéva (Earned):

O Mn eAeyxoueva KOIVWVIKA pEoa OTTwG Re-tweets,

Facebook, word-of-mouth KATT.

01/05/2020
Page 26



[Mapadooiokda & Wnelakd péoa/onueia eTTapnc KaTa

|{,L€&'}"§Q TNV OI1dpKela Tou KukAou Zwr¢ evog leAarn n AwpnTn
Newsletter
| ’ ,'
Social Netwarks
‘_!

!
Blog

Aiadoo
advocacy

A

Knowledge Base Promotions

Direct Mail b

Email  *
# Word of Mouth

Radio
TV
Print

01/05/2020
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12 1€ M [EA

Mapadeiypa xapToypa@nong Twv CNHEIWV ETTAPAS
centpo eoenontan manarzer enanod OU TIEAGTN TTPIV/KATA KO META TNV ayopd wnoTiEpag BBQ

Customer
Journey/Life

Cycle Mapping

___Touch Points | Awareness | __Evaluation | __Purchase | Usage Loyalty

Website

E-Shop

Face to Face

In-Store

Call Center

Facebook

Reviews

Web Forums

Email

Post, Print, TV KA.

Before Purchase

Leroy Merlin,
Praktiker, Media
Markt KATT.

Salonica e-shop ,
AAAa shops
DiNog

Chalandri Shop

Amazon, Various
Brands

Broil King

Leroy
Merlin,Media
Markt, Chalandri

Skroutz/Tiugg,
a&lohoynon

Purchase

Salonica e-shop
€161KN TTPOCPOPT

EvToAn/Ayopd

AtTooToAn/Courri
er

After Purchase

Installation Video

By Broil King

MNapaiapny/

YuvappoAoynon

Euxapiotnpio Yovrayeg/ tips.

email Up Selling
Cross Selling



K€M e H troAuttAokdTtnTa Tou Digital MApKETIVYK

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Tic TeAeuTtaiec 10¢eTieg, kal 1d1aiTEpa peTd 10 2000 T CUPPBATIKA KAVAAIQ
ETTIKOIVWVIOC TTPOOTEONKAV TA YNPIOKA, TA ONMUEIQ ETTAPNS JE TOUG TTEAATEC
TTOANaTTAaCIaoTNKAVY Kal TTPooTEONKAV 100A0eC VEEC £CEIDIKEUOEIG JE ....
ovoua Digital, Email, Social Media, Content. Search Engine, Inbound,
outbound, K.ATT., Kai ...€1miBeTO0 Marketing.

BRANDING
SOCIAL

CONTENT

[Twg AoITTOV va PNV UTTapxEl ouyxuon oToug startuppers, Kai TTOAU
TTeploooTepo otoug MKO startuppers, yia To Ti €ival Kal TTWS XPNOIMOTTOIEITAl
ATTOTEAEOPATIKA TO marketing kai n TmKoIvwvia?

01/05/2020
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J K € M EA To BMC kai 1o oUyxpovo Marketing & Sales Funnel

KENTPO E©EAONTQN MANATZEP EAAAAOZ

2Tnv ouvéxela o Steve Blank™ £épepe To Marketing Funnel concept oT1o d1€OVEC
olkooUOoTNUa TwV startups w¢ Baciko TrepieXduevo NG evoTnTag Customer
Relationship Tou Business Model Canvas.

vaue proposmans |
Vhat value dowe deteer 10 the

ACilel va onueiwBei 0TI N evoTnTa Customer Relationship eutrepiExel 6AN Tnv
dlagopoTtroinan Tou Digital amrd 1o Tapadooiakd TTPOoIoVTIKO marketing Tou

O Blank «katéypawe» TV Bewpia Tou TTeAaTokevTpikou CRM kal Tou
Customer Life Cycle o€ popony «opiovtiwvy funnels TTou akoAouBki.

*
M'vwoTog yia Tnv dnuioupyia Tng peBodoroyiag Customer Development kai To Lean Startup Movement. 01/05/2020
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LY iK€ M (€A How to get, keep and grow customers

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Owned
Earnedand  “Get Customers” “Grow Customers”
Paid Media Product
Updares

Qutreach
Pragranms

LI

Contests,

1610 Méoa events

MAnpwpéva
Kepdlopéva

Blogs, R3S, Layalty
e-rmails Programs

Anoktnon = Awatipnon r| TEAATOV

MpooéAkuon /
Evepyoroingf)

AvapaBuiosic Npoidvtwv
Npoypappata eEwotpedeLag
Awaywviopoti, EkdSnAwoelg
Blogs RSS Feeds, e-mails

- En of% svn NwAnon
A{aoTaUPOUEVEG
NwARoew

Tt Napanounég

£l Bieve Bhark o Thee Slarkin Cners Mangal 12020
s 31




Mapadeyua Up sell kal Cross-sell
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12 1€ M [EA

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Kai n ....avtiypaor tou oto Charity Supporter Funnel

Get Supporters: 'vwpipia/Eutrveuon/Atroktnon/ Evepyotroinon,

Keep Supporters: Euxapiotipia ynvupara, MNakéta Welcome, EmiTrtwon dwpedc,

[MpookAAoeIC EUTTAOKNAG, AuVaNIKR 10TOCEAIDQ.
Grow supporters: EmBepaiwon/KaAAiépyeia/liototnTa,/Aiddoon

GAIN SUPFORTERS

W)
(7]
L
=
L
<
=
<

ACTIVATE

ORYTELLING
|

GROW SUPPORTERS

THANK YO WELCOME DOMNATION'S
MESSAGES PACKAGE IMPACT

! ! |

KEEP SUPPORTERS

WHIdNOD

!

DY MAM IC INWVITATIONS TO ENGAGING
WEBSITE STAY INVOLVED EMAILS

ALVAILTIND

JZITIONVAS
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YIK € M CA Méoa, EpyaAcia, MNMAat@oppueg yia MKO

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O1 Koivw@eAegic/OihavBpwTTikéc MKO utropouv va eKJETAAAEUTOUV TA idIO
MEoa, epyaAcia kal TTAATPOPUES OTTWGS oI KepdookoTrikoi Opyaviouoi.

Ekei TTou dla@épouv onuavTika ival Ta d1a0éoiya KovoUAlia yia TnV
TTPOWONOCN TOUg, YI' AUTO KAl ATTAITEITAI HEYAAUTEPN EQPEUPETIKOTNTA,
ONMIOUPYIKOTNTA, YIa TNV OTPATNYIKA Kal OIaXEipIOnN EVOC ATTOTEAECUATIKOU
oxediou marketing kai €TKoIVWVIQG.

‘Eva 1€T010 O0X£D10 PTTOPEI Va TTEPIAANBAvVEl dpacTnPIOTNTEC OTTWC:
O Koivwvika péoa 0tTwe 10 Facebook, Twitter kai Instagram,
Texvikéc Search Engine Optimization (SEO & SEM),
O Online ads ouxva trpoo@epdpeveg T1.X. Google ad grants*®,

U

01/05/2020
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1< € M CGA Méoa, EpyaAsia, MAateopuec yia MKO

KENTPO E©EAONTQN MANATZEP EAAAAOZ

O o0 0 O

o0 0 O

Partnerships pe Brands, Opyaviopoug kai Celebrities,
Email marketing pe epapuoyeg padikng arrootoAng tutrou Mailchimp,
EidikEG Xopnyouueveg EKONAWOEIG,

Kautravieg PR yia d1adoon Tou KOIVWVIKOU a@nyAHUATOC, auBevTiag Kal
QglOTTIOTIOC,

Infographics yia xpon o€ websites, social media, and blog posts,Webinars yia
TNV EKTTAIOEUON £0EAOVTWV, OTEAEXWYV, OUVEPYATWY,

Direct Mail TTou eTTavEpXETAI ATTOTEAECUATIKOTEPO PECW WNPIAKNAS TEXVOAOYIQG
Call Centers/ TNA(QWVIKEG eTTAQEG KAl SMS

TexVvIKEG Pre-testing Twv TTPOYPANMUATWY ETTIKOIVWVIAG KAl TEAOG

KPI (Key Performance Indicators) kai Metrics.

01/05/2020
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u IK € M CA MKO Google Grant Ads aélag’ £WC $1’OOOO
KENTPO E©OEAONTQN MANATZEP EAANAAAOZ 0-8 6(» p £GV 6 I a(p n IJ IO- n

Google Ad Grants

Overview Benefits How it Works Eligibility Success Stories Resources Get Started Certified Professionals

Share your cause
with the world.

Imagine what you could do with 310,000 USD of
in-kind advertising every month from Google Ads,
an online advertising solution from Google. You
could recruit more volunteers. Attract more
donations. And share your story with audiences all
over the globe. It's all possible with Google Ad
Grants.

SEE IF YOU'RE ELIGIBLE @

SIGN UP

GlobalGiving

01/05/2020
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LY K [€ M [EA MeplexOueVO, TO YNPIOKS «ayKIGTPI» TWV UTTOOTNPIKTWY

KENTPO E©EAONTQN MANATZEP EAAAAOZ
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CA AyopaoTiké Tagidl MeAarn & Ztpartnyikr Mepiexopévou

KENTPO EGEI\ONTQN MANATZEP EAAAAOZ

Buyers Journey & Content Strategy
MNvwpipia Evdia@épov Ayopad AilatApnon Aiadoon

What does tk Wihat is your
target custo meey What spec|fic unigue selling it your soluthon
rare about? Where problem are you D ropo s thon demonstrating Wil customers
do they e sodving for tham? providim consistent vl ? recommend your
solutions like What ks their Co mp ety s your business splution to others?
pours 7 Do the biggest pain? fifferentistion an Eawy i work wiathy
exish In prougps £ walued

» Q ret

T evlla@épel

i Moia 181k Moia gival n H mrpoteivopevn Oa mTpoéTEIvav
Toug’ €V duvdapel mpoBfARHaTa Movadiki Auon ocag ol TTeEAATEG
TeAareg oqg?" TOUG ETIAUETE? Mpétaon aTrodeIKVUETAI oag TNV
Mou avadnrouv Moiog ival o NwAnorig (USP) oTadepn agia? TPOCPEPOUEVN
AUO:EIQ oTTw¢ ol MEYaAUTEPOG oag, TTAPEXOVTAG Eivai n eTaipeia Auon oag
Sikég o’ag? «TTOVOG» TOUG? OVTAYWVIOTIKI oag Kol o€ dAAoug?
ZUVUTT,GPXOUV Alag@opoTtroinon ouvepydoiun?
o€ opadeg? Kai agia?

01/05/2020
Source https://www.slideshare.net/Travis Wilkins/buyers-journey-and-content-strategy Page 38



LY iK€ M (€A Top, Middle ka1 Bottom of Funnel Ztpatnyikég

KENTPO E©EAONTQN MANATZEP EAAAAOZ

Top-of-Funnel Strategies: TOFU-MOFU-BOFU
»Social media marketing
»Blogging
»Cold outreach T : I
op of Building awareness about you
»Paid search funinel the prablem vou addrass
»Event marketing
> Traditional advertising i oo il L 7 o

>»Webinars KATT.
Ex T W AT

pRIimang
rroduct is 1he best salution

Middle-of-Funnel Strategies:
» Gated content™

»eBooks

» Influencer marketing

»Case studies

» Informational phone calls
»Remarketing

»Demo videos KATT.

Bottom-of-Funnel Strategies:
»In-person demos

» Trial offers

»Discount codes

»Free assessments

» Estimate requests KATT.

01/05/2020
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YK [€ ™M [EA Mepiexopeva ZTpaTnyikoy Zxediou MApPKETIVYK

KENTPO E©EAONTQN MANATZEP EAAAAOZ

l. OpioTe TNV Béon Tou Brand cag otnv ayopd

2.€ TTOlI0 ayopd aTTeuBuUvEOTE;

[Molo €ival To 6papa oag;

[Moia ival n Baaikry cag tommobeétnon (Brand Positioning);

[Moia gival n rpoteivopevn agia (Value Proposition), kai 11 TTpOBAnpa AUVEL;
Il. MpoodiopioTe TOUG SUVNTIKOUG TTEAATEG CQG.

Ta 1pia 1Mo onuavTika “Personas” (ApXETUTTA TUTTIKWY TTEAATWYV 0OG).

lll. MeAeTeioTe TNV O1EBV) ayopd Kal TOV AVTAYWVIOHUO CaG

O AigBveic TA0EIG, CENICEIG, TTPOOTITIKES, HEYAAOI TTAIKTEG, KAAEG TTPAKTIKEG
(Aladiktuo US/UK/AU/NZ...) KATT.

a Tlolol gival o1 KUpIol avVTAYWVIOTEG OAG.

o0 0 O

U

01/05/2020
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YIK € M CA [epiexopeva 2TpaTnyikou 2xediou MAPKETIVYK

KENTPO E©EAONTQN MANATZEP EAAAAOZ

IV. AvaAvoTte Baosl SWOT tnv ayopd cag

Auvara onueia

AdUVaIEC

Eukaipieg

ATTEINEC

V. EvToTtrioTe KUpI1a BEpaTa Kal OTPATNYIKES KATEUOUVOEIG
EmReBaiwoETE TIC OTPATNYIKES ETTIAOYEC OAC NEOW €PEUVAC AYOPAC.

O 0O 0 O

O

VI. ATrotuttwoTe To ETixeipnuaTtikd MovtéAo cag
O XpnoiyoTtrolgiote Tov KauBa Etmixeipnuatikou MovTéAou.
O BeBaiwBeite yia tnv utrapén Product — Market Fit

01/05/2020
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o!fMC'MMG’} Mepiexdueva ZTpaTnyIkoUu Exediou MAEPKETIVYK

VIl. OpioTe TNV JIAPOPETIKOTNTA OOG
O Tlolo gival TO avTaywvVvIOTIKO 0OC TTAEOVEKTNUQ;
0 [Moio gival To «aprynua» kal 1o «Elevator Pitch» oac;

VIIl. XapToypa@eioTe TO ayopaoTIKO TaSidl TOU TUTTIKOU TTEAATN OOG
O Ta onueia eTTa@ng oTo TAidl TOU TIPIV, KATA, KAl JETA TNV TTWANON,.

IX. AnpioupyeioTe TO oTPATNYIKO OXED10 MAPKETIVYK.

O lola gival n otpatnyiki TTPooéAKUONG, dIaTAPNoNG, Kal augnong Twv TTEAATWYV
oag ue Baon Tnv @iIAocoia Kal oTpaTtnyik Tou Sales Funnel;

01/05/2020
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"IK € M CA [epiexdpeva Z1patnyikou 2xediou MAPKETIVYK

KENTPO E©EAONTQN MANATZEP EAAAAOZ

C 00000000 OC

IX. Anpioupyeiote To oTPATNYIKO OXED10 MAPKETIVYK (OUV.)
[Tol0¢ gival 0 TTPOUTTOAOYIOUOG OAG;

[Molog gival oTnV Oudada JAPKETIVYK,;

[Moiog €ival utteuBuvocg yia Ti;

[Moia gival n oTpartnyikn TTpowbnong TWARCEWY 0ag;

[Mola €ival n oTparnyikn TiloOAGynong oag;

[Mwc¢ Ba diaveipeTe Ta TTPOIGVTA 1) TIC UTTNPECIEC OAC;

[Mw¢ Ba dnuIoUPYNROETE KAl Ba va EVNUEPWVETE TOV IOTOTOTTO OAG;
[Mw¢ Ba evtoTTiCeTe KAl Ba «XEIPICEOTE TOUC ETTIOKETITEC TOU IOTOTOTTOU OAGC;
[Mola €ival N oTPATNYIKA TWV KOIVWVIKWY HECTWYV EVNHEPWONG;
[Mola gival n oTparnyikn email oag;

01/05/2020
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&K € M EA

KENTPO E©EAONTQN MANATZEP EAAAAOZ

[epiexopeva 21paTtnyikou 2xediou MApPKETIVYK

IX. Anpioupyeiote TO OTPATNYIKO OXEOI0 MAPKETIVYK (OUV.)

O Tlola gival n ETTIKOIVWVIAKK Kal O1a@NMICTIKA OTPATNYIKI OAG;

O Ti B€AeTe va oke@Oei, va aiocBavOei kal va TTpagel o v duVANEl TTEAATNG OAG,
WG ATTOTEAEONA TNG ETTIKOIVWVIAG 0AG;

O Tlola gival n oTpaTnyIKA 0AG yia TIC ONUOCIEC OXECEIC KAl ETAIPIKN
uTTEUBUVOTNTQ;

a Tloia gival n oTpaATNYIK OAG «UETA TNV TTWANCN»;
O Twg Ba YeETPATE TNV IKAVOTTOINON TWV TTEAATWY OAGC;

01/05/2020
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Y<K € M En Mepiexopeva Z1patnyikou Xxediou MAPKETIVYK

KENTPO E©EAONTQN MANATZEP EAAAAOZ

X. Xpovodiaypappa EVEPYEIWV Kl TTPOUTTOAOYICHOU KOO TOUG.
O TlNpoypduuaTa, KOOTOAOYNON, EYKPIOEIG, EPEUVES AYOPAG KATT.
0 Paid vs own vs earned media,

Xl. YAotroinon mrapakoAouBnon, HETPNON Kal BeEATiwoN

O MNwg Ba YETPACETE TNV ATTOTEAECHATIKOTNTA TWV dPACTNPIOTATWY
MAPKETIVYK;

O MNwg Ba TIC TTPOCAPUOCETE/BEATIWOETE

Oa KAtciocoupe pe Tov O01K6 XApTn Tou KUuKAou ZwNA G pIag
EmMITUXNMEVNG Startup.

01/05/2020
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TIK € M CA NPO Marketing Plan Templates/Guides

KENTPO E©EAONTQN MANATZEP EAAAAOZ

210 01adiKTUO Ba Bpeite dekaAdeC eeidikeupéva yia Non Profit Marketing Plan
free templates ka1 Guides.

2.0C TTPOTEIVW Eva 1D1AITEPA ATTAO, KATAVONTO KAl PE TTApadEiyuaTa, OWPEQV
Odnyo TToU EVTOTTIOA PE TO £CNG TTEPIEXOUEVO:

v'Perform an Organization Self-Assessment

‘/Set GoaIS and Strategy A free fundraising guide

. . from your friends at
v'Determine Your Unique Value Network for Good
v'Craft Your Message

Network/\ for Good
v'Choose Your Tools etworlc/} for Goo

v'Define Budget, Timeline,and Resources
v'Track and Measure Your Results

[Mnyn:http://www.fundraising123.org/files/training/7%20Steps%20t0%20Creating%20Y our%20Best%20Nonpr
ofit%20Marketing%20Plan%Z20Ever.pdf

01/05/2020
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Wik € MEn >ulATnon & EpwTtioeig

KENTPO E©EAONTQN MANATZEP EAAAAOZ

T

i WHAT’WHm

wﬂmﬂﬁﬁ” '-'L.*'T < WHEN W

a5 s YUY 7
= WHAT? HOW? WHY?
e e e

ZWHERE%&:,
"HOW? WHO?
WHG? WHERE? WHAT? HOW?
WHAT? HOW? WHY?

= -
ki [
-
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