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Mnyég: Emetepyaaia otoiyeiwv EAZTAT.
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ZNHAVTIKI) ouvEIGPOopa oTnv EOvVIKI] oiKovopix

e Yuvelopopd oto AEN

— Apeon Akadapiomn Mapoloa Afia
2018: 1.9 di1¢ Eupw

— ‘Eppeon AkaBapiotn Napouoo Agia
2018: 1.1 61c Eupw

— XZuvoNiKi ouuPoAn oto AEN: 2,02%

— To 84% omd Tic aAuoioeC
COUTIEPHUAPKET

* Apoipéc epyalopévwv: 1,26 dic upw
* Epyodotikéc elopopéc: 0,55 d1C eupw
«  ONA: 3,3 01C cupw

Mnyég: EmeCepyaaia aToixeiwv EAZTAT. 2018
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2¢ opyavwuéves aAuaideg ou TTwAoUv
KUpiwg TpO@IUA, TTOTA i KOTTVO
Z€ Jn €I0IKEUPEVA KOTAOTAKATA TIOU
TIWAOUV KUPiWG TPO@IYA, TTOTA ...
Kpéatog kal TTpoiovTwy KpEATOG O€
€I0IKEUpEVA KATAOTAATA
WwpioU, apTOOKEVATHATWY Kal AOITTWY
€10V aproTroliag Kal...
AMwV TPOPipwY O€ EIBIKEUPEVA
KaTaoTAuaTa
®poUTwV Kal Aaxavikwv g€ €I9IKEUPEVa
KaTagTANATA
Yapiwv, KapKIVOEIBWY Kal JaAakiwy o€
€I0IKEUpEVA KATOOTANATA

MMoTwv o€ €IBIKEVPEVA KATOOTAKATA

ANMwv €1dwv og utraiBpioug Taykoug
Kal ayopEg
MpoidvTwy Kamvou o€ eIBIKEUpEVA
KaTaoTAUaTa
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ETZEAMIEN TOU AIGKVEPTTOPIOU TPOWPIPWV

0 KutavoAwuis
Ta nouKid kEvipu apxi<eva
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SN 10US e  MupaY@Y®@V. | COVID-19 Kitvet
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O@IIoU va ayopicet Kpion.
KUTuvaAGvouv. guoKeuuousva o 4.500 Kat/tu
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From
retail
to
retail-

service

The Retail Evolution

Retail 1.0

> Physical Stores
> Self Service
? Single Channel

Retail 2.0

» Departmental Store
» Supermarket
» Hypermarket

Retail 3.0

» Technology Advancements
» eCommerce Boom
» Global Selling

Retail 4.0

» mCommerce and Social Media
» Multi-channel and Omni-channel
¥ Sensors and Beacons

Retail 5.0

» Reimagined Physical Stores
» Self-checkout System
> Al and Robots

Generation of Customers

Silent

> Option of Just Brick and Mortar
¥ Simply Come and Buy the Product

Baby Boomers

¥ The Rise of Radio and TV Ads
» Started to Hold the Power

Gen-X

> The Internet Boom
» Customers Became the King

Millennials

> The Age of Omni-channel
» Now at the Core of Everything



From
Brands
to Social
Brands
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Nea Food Store concept
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