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New consumer habits

%
+ 3 O O projected in 2020 in the GR

e-commerce market

%
+ 7 O O projected of GR e-commerce

market volume by 2025

%
590 3 O of GR user penetration in

e-commerce until 2025 VS 50.3% now

Source: Statista adjusted to COVID-19

+ 3 0 % increase in Retail search

related queries during 1st lockdown

%
+ 6 0 O increase of daily viewers of

YouTube on TV screens during 1st lockdown

%
5 3 O of consumers are bargain hunters,

majority of which are planned purchases

Source: Google internal data
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%
5 8 O cither shopped online for the 1st

time or increased their online shopping
frequency

%
+ 6 O O hadn’t bought from online

supermarket before 1st lockdown, but

o,
of them will continue to sho
50% of them will conti hop
online. Expected to rise after the 2nd lockdown

%
4 9 O of consumers claim that COVID

has changed their buying behaviour

Source: Google internal data
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Whatever makes
you uncomfortable
1s your biggest *
opportunity for

growth.

~Bryant McGill
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Growth mindset

] Max out e-commerce
momentum

Export readiness

Customer Centricity

Google
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The pandemic has shifted our behavior towards online
shopping

Online Shopping

AMO TOTE MNOY
ZEKINHZE O
COVID-19

= T ™ ™16KAN
MEPIZXOTEPO ATTO
TOTE MOY ZEKINHZE
O COVID-19
TO KANQ NEPIMOY
TOIAIO AMTO TOTE
MOY ZEKINHZH O
COVID-19

TO KANQ AIMOTEPO
AMO TOTE NOY
ZEKINHZE O
COVID-19

either shopped online for the KAND AT TOTE oY

ZEKINHZE O

first time or increased their covio-19
|-ne Shopping freq uenCy 0.00% 10.00% 20.00% 30.00% 40.00%
onli
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The path forward: What to expect for the upcoming seasonal period

+33%

Amid lockdown Searches YoY growth

2019 2020

YoY Searches

M ne ary Febru th April

ary February March  April July  August Septemb.. October November December| Jan
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Purchase Online

or Offline?

Radical changes due to
lockdowns

— - ——

o m o=y,

<>

Consumer Electronics

Home & Furniture

@?

Apparel

Beauty & Health

Purchase Phase

[ ! never buy online

[0 I sometimes buy online
M mainly buy online

- | only buy online
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; Thinkbig.

"= Think:global.

Google



Consumers are ready to forget

country borders.

International

When they're looking to buy,
geography is not limiting

11°° Prague

Cloudy

Source: Google Data, EMEA, Jan - Dec 2015 vs Jan-Dec 2017




Which are the difficulties that you face when trying
to plan or implement your export strategy?

£€elpEaN OLUVEPYATWY

identify export partners

Xpnuatodotnon

financing

ypagpelokpatela

bureaucracy

avraywviopoe
competition

dnutovpyla neAatoroyiov
lack of customer base

e€aywyikod marketing
Lack of export marketing

avaiuvon VEwY ayopwy
lack of market insights



export know-how

Market Finder, a free tool that combines the power of our data and our

Market Finder

Sell to the whole world

Take your business to ne\
etus

T
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around the world,
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3-Step Value proposition

4
-

it 1: Insight - Market
I recommendations

¢ 2: Operational
""" know-how

3: Marketing
solutions
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Customer centricity

o Customer o
Personalisation at scale . Flexibility Payments
Experience
In every touchpoint: paid UX/ Ul Logistics to serve Preferred payment leads
& owned channels After sales support different needs to low cart abandonment

Loyalty

Google



Path to purchase is more complicated than ever

Google



Google audience targeting

Strong audience signals, to reach effectively the right person at the right time

PAST PRESENT

Demo Interests Purchase intent
Demo e Male e Family focused e | ooking to buy new car
* Male o 3544 e Auto enthusiast e | ookingto buy baby diapers
° 3544 e Parent e Football lover e Looking to buy baby food
e C(Coffee aficionado e
o
\ Life stage History with brand
@ . , .
e About to move house e Has visited brand’'s website
Google Ads e Juststarted hisbusiness @ Has watched latest ad video

e (ot new pet
Google



80%

60%

40%

20%

0%

CX: Expectations in customer support

Quick Response

B Female
Bl Male

Contact for free  Contact an agent Contact in One person Friendly agent Agent knowing Easily locate
instantly extended hours handling client history contact info
everything



Flexibility: Digital buyers are more and more demanding

100.00% B Expected
B Willing to pay premium
B Retailers - offered

75.00%

50.00%

25.00%

0.00%
hyperlocal (1-3 same day (1 day) express (1-3 days)
hours)

Google



Source: PayMotion, “The Global Checkout: Getting Your Slice of the
Trillion-Dollar Pie" July, 2017




Preferred payment types in Greece

e 8§ B B K B B B

&

= 5

2 275 2755
= 2255)

@ Banktransfer @ Cards Cash on delivery E-wallet @ E-Invoice @ Directdebits @ Other

Google



" WHAT'S YOUR DEFINITION

OF SUCCESS



Different objectives based on maturity level

customer base

Google



Different objectives based on maturity level

Growth - increase Profitable growth
customer base

4 )

Export focus on key
destination markets to max
out e-commerce
momentum

\_ J

Google



Growth - increase
customer base

4 )

Export focus on key
destination markets to max
out e-commerce
momentum

\_ J

Different objectives based on maturity level

Profitable growth

-

\_

~

Focus on P&L
optimisation via
automation
(operations - customer
acquisition - loyalty)

)

Google
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Thank you X 3§

Google Search I'm Feeling Lucky

Google offered in: EAAnvIka

Google



