360° IMPACT OF
SOCIAL MEDIA

by MRB Hellas SA

March 2011




/. 3600 Impact of Social Media

Social Inter
I [ |
Consume e national

Socio-
Political

-

KANTAR



Almost everythlng has become digital

— WY Linked[f})
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Social Media

v

Sharing (files, tastes, opinions...)  Media Places for

Social Interactions (groups, Publication
relationships...)

“"Social Media are places, tools, services allowing
individuals to express themselves (and so to exist) in
order to meet, share...”

Publish - Share - Socialize

FredCavazza.net
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COMMUNIC,

%

NSTITUTE g
293349 - NO\Y

eHave heard the term «Social Media»

%
26
78
2008 2010
B YES NO
3R

Basel. Internet users Sample = 701 Base 2: Total Internet users, N=1022 W .
Source : TGI 2007 — 2008 / Re-contact Survey - »
L ad

B. Have you heard the term social media?



NSTITUTE g

e What is Social Media?

2008 Survey
Total users Il 2010 Survey

%0

Internet applications focusing
on cooperation development, 33
exchange and interaction
68 Only

between users (such as Blogs,
Site of photo sharing, etc.) > Internet

15

All services offered by
Internet in general I ;

All media involved in the 49

society (eg Internet, printed
" 29
citizens

3

DK/DA
] 1

Base 1: Internet Users, Sample = 701 Source: TGI 2007 — 2008/ Re-contact Survey,

Base 2: Total Internet users, N=1022
I". Which of the following do you think are the Social Media?
NOTE CODE OR CODES THAT CORRESPOND MORE IN YOUR OPINION.



Transformed Data r® = 0.44; r = 0.67 {95% Confidence Band} y = 0.484375x + 0.648836

90

80

70
® Wordpress

() Friendfeed
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® Zoo.gr
® Myspace

20

. Second Life

Q10B. VISIt 2-3 times per week + more often

10
® .5

10 20 30 40 50 60 70 80 90

Q10A. Site where you have your own Profile (logit)




Social Media

Social Media Landscape —

by “"Richness”
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/ 360° Impact of Social Media

e Media can now be described as ...

> “Owned” Media

> “Paid” Media ... by Brands

> "Earned’” Media

MEDIA
y

\Y
el @les I



http://www.google.co.uk/imgres?imgurl=http://transcultural.files.wordpress.com/2008/04/media.gif&imgrefurl=http://transcultural.wordpress.com/2008/04/28/spelling-bee-anyone/&usg=__48bzst_Ev9lpdmOPlw3ODq0DC3c=&h=338&w=1335&sz=18&hl=en&start=1&zoom=1&tbnid=w1dgy8zXKvhEsM:&tbnh=38&tbnw=150&prev=/images?q=media&hl=en&gbv=2&tbs=isch:1&itbs=1

/ Owned Media

T TR Ve Fovaier Tok oG T
Qo - W) (@G P frraom @ 35 6 a3
] 1t shop. vode 5 ccepx-goo-cbu<23 2640 »

LRUCIRTESPUERIRIAE  Broadband  Apps and extras  Moblle services  Business My sccount

& iPhone 4

S C K D« e cteaors sl 0TI TN 2 »
1 Mozt Veres @ Getsng Sated . Lt esaines 44 iGoogie 2§ Googie [} Rest ews £ Zougs e =5 s e et

= s ook OTIGR

2 es
BlackBerry Peart 3G wy (OTE
-]
6
o D M\/
€1 o
30} 5
30| e
i pvo =
ot sppere ¥ - i
Want 10 find the riaht Smartnhane for vou?. ————
i) a »
inthe | 3 =
PR s s @ st . st 3 g 28 e T st i 1 e k0
OTE & COSMOTE, SPONSORS OF THE ATHENS 2011 SPECIAL OLYMPICS s S
a
) " by
Uit
£04 . O i |

Maykoéopio Zx£DI0
Apdong yia Tnv
Agipopia

& You Hgiooy Bootmats loos bep.
BC X & (2 e
vites @ Geng sancs

P
N A

I s e T———

£ AN SASIA FIRIN

1L.18.2008

HEmpic -
Mpoiowta ket Ymmpeoies Krigoupe atia
Evnptpuon Emevbumiy e R

Evutpwon
anpocioypaguy

Konunmo Epro oupmTS i
Miampogd xar Yyela »
Aiaoganon Noemrag.
Euraipieg Kapitpag.

py—— YTIEP THE 4EA

W ek e "W et

HELLAS S.A.




Paid Media
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Earned Media
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/ Social Media and UGC: Friend or Foe?
®

Owned Media

e Earned Media

o QOV 5 4& ‘ od Media ‘

i ‘ = Ca-n \ Ui, ;

| Symbioses O
be Created /

Paid Media Between ...
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CONNECTORS, MAVENS, SALESPEOPLE

CHAMPTIONS
CONNECTORS + MAVENS + SALESPEOPLE

Very likely to Talked to many
convince others different people

SALESPEOPLE CONNECTORS

—
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CHAMPTIONS
.CONNECTORS + MAVENS + SALESPEOPLE

Those who post comments / reviews online tend to be
influential in terms of Word of Mouth..
Index Horz% Index Horz%
Pos_ted comments / reviews 149 69% 169 570,
online
Currently write a blog 116 54% 107 36%
Base: All adults Source: GB TGI Net 2010 Q1
—

HELLAS S.A.




ONLINE EXPERTS
.MAGAZINE / ONLINE SYMBIOSES
Posted comments / reviews online AND a lot of knowledge
mm
1

Clothes Vogue 522
Cars Auto Trader 672

TV / audio / visual What Hi-Fi? Sound & Vision 1417

Holidays & travel National Geographic 228

q Base: All Internet users Source: GB TGI Net 2010 Q1
JKANTAR




QUANTIFY ONLINE AMPLIFICATION

1. How can we quantify the effect of online comments and reviews?

2. The WOM offline audience is limited by the number of people with
whom one can communicate

3. The WOM online audience of an individual is likely to be much
larger

4. The average Facebook user has 130 friends!

5. If they post a comment or review on their wall, most (if not all) of
their friends will see it...

Base All Internet users Source: GB TGI Net 2010 Q1

HFLl ASSA



/'\MPLIFYING MOTORING

CHAMPIONS

INFLUENCERS
(connectors/mavens/salespeople
who aren’t champions)

RECEIVERS
(everyone else)

BBC Top Gear
AIR 1,975,000

Base: All Internet users Source: GB TGI Net 2010 Q1

\
(6‘““3 KANTAR

=
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GROSS AMPLIFICATION POINTS

e Receivers
e Members of the target — will be exposed to commercial

value: x1
messages
o Influencers
Connectors, Mavens and Salespeople (not Champions) value: x2
Champions
Relay to at least two other people value: x3
1 Base: All Internet users Source: GB TGI Net 2010 Q1

HELLAS S.A.




THE AMPLIFICATION FACTOR - MOTORING

Champions Influencers Receivers Total
BBC Top Gear (AIR 1,975,000) 262,000 577,000 1,136,000 1,975,000
Assumed Amplification Factor X3 X2 X1
Amplified Contacts (000s) 786,000 1,154,000 1,136,000 3,076,000
Amplification Factor 1.56
1 Base: All Internet users Source: GB TGI Net 2010 Q1
MRl @ies [
MRE




GROSS AMPLIFICATION POINTS

Receivers

Members of the target - will be exposed to commercial value: x1

messages

Influencers

Connectors, Mavens and Salespeople (not Champions) value: x2

Champions

Relay to at least two other people value: x3

Posted comments / reviews online
e Linked to an average 130 people (?) value: x130

] Base: All Internet users Source: GB TGI Net 2010 Q1
kg

HELLAS S.A.



GROSS AMPLIFICATION POINTS

Champions Influencers Receivers Total

BBC Top Gear (AIR
1,975,000) 262,000 577,000 1,136,000 1,975,000

Assumed Amplification
Factor X3 X2 X1

Amplified Contacts (000s) 786,000 1,154,000 1,136,000 3,076,000
1.56

Amplification Factor

] Base All Internet users Source: GB TGI Net 2010 Q1

e
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/ B
CONCLUSION 1 A\ e

Ty ational

Due to the recession and structural changes in the media industry, many
core media organizations and brands are having a difficult time.
The very concept of earned media could be viewed as threatening
as it implies that media don’t need to be paid for.

. However, the relationship between UGC and Offline media can be highly
synergistic

UGC offers amplification potential for professional content
providers

Base All Internet users Source: GB TGI Net 2010 Q1
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Account in Social Media (Facebook, MySpace, YouTube,
LinkedIn, etc)

Social Media are Dominated
Yes by Young People

91,7 \.

eMRB on line survey on an Internet Representative
Sample of 1066 Internet Users

Ferrule

45
We carried out a piece
- 4
of research on an
Internet .
representative sample
e 55

in order to investigate
Social Media Behavior
and Impact

N= 1066

L1
Do you have any account in Social Media (e.g. Facebook, Myspace, [INAINIFAS

YouTube, LinkedIn, Hi5, WordPress, Flickr or any blog)? SR


http://www.brandmercenaries.com/external/None

N\

Huge FRAGMENTATION
There is something for everybody

in|
You facebook .

—
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Habits replaced through Social Media

watch less TV I +5 >

rRead less Newspapers ] 26 " 3s-54
rRead less Magazines ] 24 3554

Talking less on the Phone with friends / [ 23

lati 14 .
relatives - 71% have changed their

Go to movies less behavior since they became
active within Social Media

Exercise less
. 11 M 35-44

Listen to less radio
Go out less

. . 8
See friends or relatives less .

None of the above - 29

]
. . \
Has any of the following happened to you since you KANTAR ( MRB
became active in Social Media as a reason of becoming HELLAS S.A.

Active?



Typologies in relation to Social Media Usage

M.S. 2,5 Hours / Day

Cu I‘I‘e!1t Some minutes l 9
Behavior
21
Heavy Up to one hour -
14%
Normal 1-2 hours - 25
User

59%

Addicted
0
| o, 24 hours I 23

Now and 4-6 hours l 9
Then
23%
6-8 hours I 4

Over 8 hours I 3

Not every day I 5

How would you describe yourself in relation to social mecllaE. IR



WHY ? WHY? \
WY WHY? WHY? \
WHY ?
wHY? WHY?
) WHY?
- WHY? WHY: WHY?
WHY? WHY? WHY?
WHY ?
WHY?
WHY? WHY? WHY? .
. W‘HQ? WHY? WHY
WHY?  WHY?
WHY? WHY? WHY?
WHY ? WHY ?
WHY? WHY ?
4
WHY? wiye  TVHY:
WHUS
wH? VY WHY?

MRB \
KANTAR RB‘ (@VllB
HELLAS S.A.



Social Networking Addiction index

EMPOWERMENT

COMPANIONSHIP

AGGRESIVENESS
STRENGTHENING LOSE

- CONTROL

ADDICTED USER
INDIFFERENCE

CREATVITY VIRTUAL REALITY
NON CONTRQO
ISOLATION
KNOWLEDGE / ‘pBETENTIOUS
o TRUST DISORIENTATION
COMMUNICATIO} \
COOPERATION ) CONFUSION
FREEDQ¥ REGULAR USER ™ NOW AND THEN|

CREATIVITY
FREEDOM o HEAVY USER

L T e SELF-ORGANIZATION THREAT

SOCIALIZATION

UNRELIABLE THREAT

HELLAS S.A.



Keep in touch with friends who are away, to another city or
abroad

Keep in touch with people I do not see often
Learn things for society in general and current affairs
It's a way to speak out and hear others’ opinions

Feel closer to my friends making comments, jokes, etc

. You connect FURTHER and DEEPER \
-
s
s
'
S

It's a way to decompress from everyday life, is my stress
buster

35

I love the Gossip through others’ life - 24

It helps m rofessional life
P YP - 14

k Everybody is part of it and I can not be an exception . 11
\
| | | (@
For which of the following reasons would you say that you are part of social HELLAS SA.

media?



Social Media is regarded BENEFICIAL

I have become more famous/ know more people _ 46
I have better contact with technology _ 41

I know better what is happening in my circle _ 40

I have better contact with the news - 36

I have better contact with my social circle - 27
I know better what is happening in the world and in the country - 26
I have improved my relationships - 23
I have more opportunities for flirting - 17
I have better access to news related to my profession - 14
I have more friends . 11
I have better prospects for jobs l 7

Do you think that since you became active in the social media you had
any of the following effects in your life?

—

HELLAS S.A.




EMOTIONS Expressed on Social Media

499

Sadness

%

(o)
44% Crs)

Wondering - 4 N -

20%

Despalr

—
| O
Have you ever expressed any of the below feelings in any of Social KANTAR ASS.A. (

Networking?


http://www.prc.gr/prcnew/site/Home/t_section

MULTITASKING - At the same time .....

i ) i Young People are juggling through
Multitasking is the norm. all Media simultaneously

640/0 are active in 450/ 39%

Social Media and at the
same time in other
Internet sources. This is

intense with Men and
Young Adults up to 34

y/o

Which of the following best applies to you? Would you say HELLAS SA.
that when you are active in social media...



Tasks while in Social Media — FUN

78%
comment on
photos of
friends and
relatives,
especially
Females and YA

70% upload

Music or Videos,
especially
Females and YA

67%

comment on
Music or Videos,

629%0 have especially

played a game, Females and YA

especially
Females and YA

6 339%0b have
flirted or have
found a
relationship
[

HELLAS S.A.

Have you ever done any of the following?


http://www.prc.gr/prcnew/site/Home/t_section
http://www.prc.gr/prcnew/site/Home/t_section

Tasks while in Social Media — Health and Work

Beneficial
15% have been approached
professionally, especially
Males 21% comment
on Health
Issues,
especially
\% * Females and MA

/

- \“

N HELLAS S.A.
e you ever done any of the following?


http://www.prc.gr/prcnew/site/Home/t_section
http://www.prc.gr/prcnew/site/Home/t_section

Tasks while in Social Media - Society and Products

459/
Comment on
Product and
Services,
especially
Females and MA

5790 comment on Greek
News, Greek Politics and
Society, especially Males and
MA

369%0 comment on Athletic
Events, especially Males
28%
comment
on issues
related to
work,
especially
Males

27%0 comment on
International News,
especially Males and MA

[

. HELLAS S.A.
Have you ever done any of the following?


http://www.prc.gr/prcnew/site/Home/t_section
http://www.prc.gr/prcnew/site/Home/t_section

Making your Life Public through Social Media is Attractive

Photos or videos ...

... of yourself _ 69 F 15-34
... holidays ||l 68 r 15-34
... from parties or
; F 15-34
celebration _ 47 >3

... of your beloved [ 27 F 15-34

______________________________________________________________________

... of a nice meal/ food - 18 F 15-24 25-34

—

HELLAS S.A.

Have you ever uploaded any of the following?


http://www.prc.gr/prcnew/site/Home/t_section
http://www.prc.gr/prcnew/site/Home/t_section

Looking through the Peep Hole is soo00 easy...

Holidays 89 F25-34

Party 73 F15-34

Birthday 64 F15-34

Artistic photos of friends 62 F15-24

Personal moment 56 M15-34

Marriage 56 F25-34

Baptism 37 F25-3445-54

I
Have you looked into Photos of friends or acquaintances from any of the following
occasions? MRB

HELLAS S.A.



The On Line Grapevine is rich in information

Break up 52 F 15-34

Marriage 43 F 25-34

Birth 38 F 25-34

Change of residence 37 F15-24:41

Preghancy - 26 F 25-34

Dismissal from job - 19 25-34

Death of someone - 17 F 15-24

Promotion at work - 16

Have you found out through Social Media any of the following, that you did not know -
MRB

e
about your circle of friends and acquaintances? ‘ ( MRB
HELLAS S.A.




Social Media makes Media more Interactive and
. increases Audience Involvement - Political Content

While watching TV, the News,
Shows/Discussions of
Political or Social content the
Social Media audience

(74% ) tends to interact by
simultaneously looking for
further information and
posting comments. More
Males tend to do it.

Looked for further

content in Social Media

social media about what was
being said

Promoted/ uploaded

on Social Media part of what
was being watched

Made comments on

I

Have you ever done any of the following while watching the news KANTAR

. irs . HELLAS S.A.
on TV or watching political shows or current affairs shows ?

= May & BErTIOvR.
A
g oy




Social Media Makes Media more Interactive and
increases Audience Involvement - Entertainment
. Content

While watching Popular
Entertaining Shows, the Audience

(45% ), especially Women,
tends to Interact within the Social
Media. This way increasing the
effect of the shows, by creating
content outside the medium (TV)

Looked for further content in
Social Media

Made comments on social media
about what was happening

Became friend of the show and
started following all posts and
comments for the specific show

0

Promoted/ uploaded on Social
Media part of what was being
watched

* I
S
=

HELLAS S.A.

Have you ever done any of the following while watching any
entertaining show like ‘To Nnoi’ or Reality show like Top Chef,
Master Chef, Top Model, Big Brother, etc?

(@




We realized how Impactful Social Media are,
during the events in Cairo

e use Facebook to
schedule the protests”

RIOTS IN Tiri
SIREETS &
L | e

© AFP/Gelty Images

“"We use Twitter to
coordinate”

“"We use You Tube to tell the world” ﬁ

IKKANTAR

HELLAS S.A.



Breaking News - The Revolution in Egypt

On the News TV, Radio, 75
Newspaper

TV News are still the first medium
to receive breaking news.
However, Social Media are taking
the place of other smaller
traditional media

In
I’ RIOTS IN T
|7

Through Social Media like
Facebook, Twitter, blogs,
etc

S1REETS

Someone told me

!

Other

—1
The following questions are related to the current affairs that concern RB
KANTAR M

the Media, like the events in Egypt, Libya, etc e
ow did you hear first about the riots in Egypt? o



How did you keep up with the news in Egypt

73% <

... On line newspapers and 63
magazines

... comments and posts in Mainlv Blogs
Facebook/ YouTube/ Twitter/ - 43 Y ?

/

blogs/ other social media
1

- 24 The Information Landscape is
... Newspapers ) N
changing. On Line Newspapers
and Magazines are so close to
... radio . -0 TVv!!! Also, half of the audience
counts the Social Media as an
official source of information with
Blogs playing the most significant

... magazines |3
role

[

From which media did you continue to get informed about the HELLAS SA.
revolt in Egypt?



Comments on the Memorandum of Greece and the Crisis

Made a comment on_ 70 539% of People (especially Men)

others’ comment who are active in Social Media
have made some kind of comment
Posted my OW'I- 45 regarding "Mvnuovio” within
commen Social Media. When it comes to
our neighborhood and it is about
Comments on article- 45 things that are very close to us we
are super active

01 3éka evioAég Tng Tpoikag  fif

ANEAEYGEPNITE ANOLZTE £66
TNV ayopd EVEPYEIQS - Kal THpa 1a
MOUAROTE HOVAdES KAEIOTG

g AEH / enayyéApara

KAEIETE i¢ BPEITE AYZHITE
Haupeg TPUNES yiarpeid Ta dnpdoia

Comments on Video- -6 i | e [
I 5

Posted an article

gopodiaguyig
S,
KANTE TAPTE [ 5
QavaAoyIoTIKr WETPa yia Y
HeAETN yia Ta ™ peiwon < 4
a0QaNOTIKG ToU NANBG-

naragn g
MioTiké Tapefa Twv AEKO

Tapeia piopoy

ENITAXYNETE " Al LYNEXIZITE IYNTONIETEITE
? va Napako- KaAUTepQ
2 AouBeiTe 0TNV EQApHO

OTEVA TIG Tou Mvnpiovio
Tpanedeq

Posted a video

TV anop-
poéenon
KOVOUAmV
Tou EXNA

<L
Have you commented in some way the Memorandum of Greece or KANTAR HELLAS SA.
the general crisis Greece is facing in any social media?



and Social Issues is
considered as impactful as
complaining in TV channels,

- which traditional was THE
TV Channe way to put pressure

Forum/Blog/Facebook/Twitter
any other Social Media - 20

Impactful way to complaint about Political,
.Financial & other Social issues
|
) Complaining through the
Demonstration, on the road - 38 Social Media about Political

Directly to friends, relatives, word of I 5
mouth

Via the official webpage of ministries and I 5

organizations

I
Newspaper or magazine

Directly on the phone to a ministry or I 2
organization

Via the official webpage of a political I 2
party

\ ok 6

Which way do you think would have the greatest impact for someoneANIFA

to complain about political, financial or any other social issues HELLAS S.A.



The Consumer and the Products \

459% Makes Comments on Products and Services

259%0 Shops less from Shops and more on line

14% Uploads material
related to products and
services

P = e

I
KANTAR EMRB
HELLAS S.A.

,__';
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Ways of complaining about a Product or Service

Telephone
r U i\
% :» £
Via the official webpage KO B o j,zt"; Vi

of the product, company N3 0y\,»r A \m

or service “ v 7 f\ o ? 5 esfwax
iy .‘ StE' ENS \./‘[ vodatone (v &
\J\

S 1ad
()u Worke | 'm‘& -
ANY un o\

40 e‘ 1 -
”‘hl' ™ r} 0

Forum/blog/ Facebook,
Twitter or any other
social media

kh" e

Post

No Complaints

Have you ever complained about a product or service that you KANTAR
weren’t satisfied with any of the following ways? o



Most effective way to complaint about Products,
Companies & Services

Forum/blog/ Facebook, Twitter - 31 Complaining through the
Social Media is regarded the

_ ) most impactful way to
Via phone directly to the - 25  complaint about Products

Companies and Services

or any other social media

company

Via the official webpage of the 21
product or service

TV channel . 14

Directly to friends, relatives, I
5

word of mouth

Newspaper or magazine I )

Which way do you think is the most effective, having the greatest KANTAR

impact, in order to complain someone for products/ companies or HELLAS SA.
services?




SOCIAL MEDIA




e Usage vs Importance / priorities of Social Media ...

GOMMUNIC 43

—
Qe g

NSTITUTE g
|%‘ ;-A
B O~
793349 - NO

on Sales
Maintain contact
3] Better understanding of with customers ¢
4 customer behavior
<
E 40 A
o Gathering information in order
o to prepare for sales ;|
= Search for clients through
= B « Social media
+ 10 1I5 2IO 2I5 3I0 - 3I5 4I0 4I5 5I0 55
25 1
Understanding the company / “1
the organization /the customer
L 2 15 4
Sale products ¢ 10
- » USAGE

Base: Total Executives, N=270

4. Please note all the ways that your company use social networks - Social Media in the area of sales.

4a. Please select all the actions related to sales that you personally believe your company should give priority concerning the use of Social Media.

54



HELLAS SA.

«
o
!
>
-
-
%)
£
%

e Usage vs Importance / priorities of Social Media ...
in Marketing

3 Monitor trends
> 2 among our clients 4
E Provide our customers ¢
55 - ways of communicating
g Search for new products i:leas with us
o
50 -
=
=i
A0 25 20 35 ) 40 45 50
.
Have advertising
401 on social networks
Fund interactive
content on-line 351
.
Started a group (or groups)
of users for clients ¢ 30 1
25 -
— » USAGE

Base: Total Executives, N=270

5. Please select all the actions of marketing that your company currently use Social Media.
5A. Please select all the actions of marketing that you personally believe your company should give priority concerning the use of social Media.
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e Usage vs Importance / priorities of Social Media ...

COMMUNIC4

2002

RSTITUTE g
293349 - NO\Y

in Public Relations

] Have a web page
w Mongst r and answer With company profile
Q reports about the company and its products
Z N ¢
< 60
= y ¢ Use social networks to send
24 Interact with bloggers and newsletters and announcementts
2 representatives of traditional Press °°
z O
H T T T A T T T
10 20 30 40 50 60 70
A
45-
40-
Have formaJ relationships with blogger
35
Finance groups 301
to answer customers questions
4 25
— » USAGE

Base: Total Executives, N=270

6. Please select all the actions of public relations used by your company that are provided by social networks.
6a. Please select all the actions of public relations that you personally believe your company should give priority concerning the use of Social Media.
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CONCLUSION 2
. Consu
\ Media

Social Media is ... o

. Political

Knowledge

Beneficial
Empowerment

HELLAS S.A.




/On Line Paid Media




Have used Internet to
learn about a product
/ service that I
wanted to buy but I
bought it otherwise

Bought a product /
service through
Internet within the
last 3 months

Bought a product /
service through
Internet some time
ago

DK/DA

MUN| 5
2 f—
: MRB
2 HELLAS SA.

e «Buy through Internet?»

eStudents (university, high school)

32 e15- 24 years old

—

e Men

e 25 - 54 years old
e Working

eRest of Greece

52 <

—

13

Base: Total Internet users, N=1022

ALL: QUE. 20 Which of the following related to product buying / services have you done through Internet?
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/rhe adict 1nitiative

addressing the needs of the
Internet market

adict

y



The adict Initiative
Internet & Market needs

e Brands Need efficient and focused banner campaign

4

e The Solution is a holistic approach that is supported by a
robust synergy of diverse services

e Management Consulting
e High Technology Intelligence

e Market Research Based Insights

—
HELLAS S.A.

adict



Digital Media Plan Configuration

Step 1: Semantic analysis

Step 2: Modeling & analysis

Step 3: Clustering

Step 4: Product modeling (fusion)

Step 5: Optimized media planning

—
HELLAS S.A.

adict



http://www.prc.gr/prcnew/site/Home/t_section
http://www.prc.gr/prcnew/site/Home/t_section




