In BEYOND's seventh newsletter we explore the uses of augmented and
virtual reality in communication and marketing, in our interview with

Niky Ellison, Head of Marketing & Communications “We are immersive”,

a British company. Furthermore, IANIC explains the capabilities of

loT SmartVille, a unified online loT and artificial intelligence platform, while
Apifon shares with us its vision of a future where transaction and informa-
tion will take place through simple messages. Finally, Panagiotis Tsantilas,
President & CEO of PaloServices, describes how the innovative PaloPro
platform monitors and analyzes the reputation of brands, companies,
products, organizations and individuals online.
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1. To what extent the brands/companies have started using VR or AR experiences? Is it something widespread or we are talking about a
few cases?

Most major brands have begun their exploration of VR or AR, for some this is a due diligence exercise and for others, it is a genuine ven-

ture and forms part of a wider innovation strategy. Augmented Reality has been used in marketing campaigns since 2008 when BMW

showcased the power of interactive marketing to the world. In the 14 years since the technology has evolved, the consumer expectation

of content has grown alongside it. Huge international brands like Nike, L'Oreal, IKEA and Amazon have all rolled our VR & AR experiences

to consumers. The next wave of content isn't just coming, it's already here.

Niky Ellison,
Head of Marketing 2. Which business sectors have developed more such kinds of experiences and why?
& Communications “We are immersive” It's easy to say that the technology sector has been most affected by the widespread growth in immersive technology but in fact, this

technology has seen a huge increase in adoption from fashion companies, from digital fashion to virtual try-on services the fashion indus-
try and grabbed the opportunity with both hands and cemented themselves as vanguards of a new media age.

3. Could you please describe VR or AR applications that would be useful for a state or for a public organization? How can states use VR/AR to improve their services?

VR & AR are powerful visualization tools, and the market is beginning to recognize the power of AR as a Navigation tool, having AR twins of state-owned buildings or Parks with
highlighted information could allow for families or those with disabilities to better plan visits. Additionally, to this, we have seen a huge increase in VR used to help increase tour-
ism by showcasing the city or country in VR as a taste of the true experience.

4. What are the ethical issues that arise from the use of AR/VR?

With all technical developments there are conversations to be had around why these leaps are being made and what effects will they have further afield. As VR & AR become more
commonplace, we need to look at their effect on society. Futurists predict more and more of our lives will take place in virtual spaces and our identities will become increasingly
linked to our digital avatars, this raises questions around identity, security and even the emotional toll of digital death, we need to have safeguards in place sooner rather than later
to ensure we avoid a creating a generation that believes their virtual avatar is more important than their physical body.
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"Organizations and businesses should reinvent themselves digitally, not only for their
sustainability, but also in order to successfully fulfill their social and environmental
role.”

We live in an interconnected world characterized by intense social, technological, and cli-
matic changes, with the sheer volume of information and constant connectivity exerting
enormous influence and digitally erasing borders. For these reasons, the digital transition
is not an option, but a necessary condition for the viability of organizations and business-
es and the proper performance of their social and environmental role.

In this era of Digital Transformation and Big Data, loT SmartVille, IANIC's unified web
SmartVille loT and Al management platform, is a powerful and reliable business intelli-
gence tool, considering the undeniable power of data and their effective visual analysis.
With visuals such as lists, charts, maps and tables, we can easily view and understand pat-
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terns, trends, outliers and deviations. Thus, data become more easily shareable, digestible
and accessible by more people in an organization, while leading to more solid strategic
decisions.

SmartVille |oT Platform integrates data from different sources and analyzes them directly
in a visual context through interactive tables. In addition, machine learning and algorithms
reveal patterns of future performance and drive the right planning and action.

In other words, SmartVille |oT Platform transforms billions of data (Big Data) from sen-
sors, meters and loT devices connected through communication networks into under-
standable information that helps improve the operation and enhance the performance of
both organizations, public and private, as well as cities in their entirety, with the aim of
saving valuable resources and improving urban everyday life.
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Officer Apifon
Apifon envisions a near future where transactions and information will take place through simple messages. This is the company’s innovative (pioneering) proposal: The creation of
a platform that will be easy to use for businesses of all sizes, to be able to communicate with their customers, existing and potential, via email or messages (Viber, SMS, etc.). In
this way, businesses, that didn’t have access to marketing tools until now, will have the opportunity to open channels of communication with their customers.

This, on the one hand, aims to broaden the existing clientele, establish a more stable and solid contact, as well as to optimize the customer experience, and, on the other hand, to
expand and develop the business. This becomes even easier and more feasible, thanks to the ability the Apifon platform provides to businesses of any size to create even better
advertising campaigns, using automation and leveraging multiple communication channels. Thus, Apifon ensures that the message reaches its destination!

Apifon’'s goal is to turn our daily transactions into a process no different in any way from a simple conversation one has with a store representative on any known messaging plat-
form on the market. The technological innovations that are being designed and are put in operation aim to serve this goal: A platform that establishes a two-way connection be-
tween a business and its audience, to directly serve the latter’'s needs.

That's why Apifon connects with any system or telecommunications provider its customers need (Integration), offers the best possible experience to the users of its services
(UX/UI), and enriches its platform with the possibilities provided by artificial intelligence technologies, for a more complete understanding of the goals and the desires of its users.
Apifon has proven that communication through messages is the simplest, fastest, two-way, and at the same time particularly effective way of contacting any audience.
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1. What is the PaloPro service/platform?

PaloPro is an innovative SaaS platform for Web & Social Intelligence, having as its main goal
the monitoring and analyzing of the reputation of brands, companies, products, organiza-
tions and individuals on the Internet. The platform can be adapted to each customer’s
needs, who can create as many dashboards as he/she wishes by utilizing more than 20 plat-
form components/widgets. With quantitative and qualitative methods of research and anal-
ysis (paloanalytics), it identifies and presents the important topics of discussion, the senti-
ments that are created, even the emotions and, of course, many more indicators for measur-
ing the digital 'image’ of a brand.

2. What technology the service you provide today is based on? How exactly does it work?
The service is based on sophisticated artificial intelligence models that came from deep
learning architectures (Deep Learning) and aims to extract sentiment and emotions by ana-
lyzing the natural language of written texts. Our platform automatically collects, processes
and analyzes data from the Web and social media, creating multiple deep learning models, a
general one and multiple branches, depending on the organization, and self-optimizing its
parameters without human intervention. These models are specialized in the Greek language and are being upgraded in collaboration with leading Greek universities. Following, the
models can extract the sentiment of the text with a high accuracy rate exceeding 80%, contributing to risk analysis, brand marketing and user experience of a product and a ser-
vice.

3. What other application capabilities does your service have? Where can it be useful?

The capabilities of our algorithms and models do not stop at the processing of data/texts from the internet, since these models can be used in other Greek texts as well, which the
customer will send us or we will search for online. Indicatively, our technology can be of use in an organization’s Customer Experience (CX), by analyzing content created by the
customers themselves mainly in the CRM and elsewhere (contact points), as well as in human resources (HR) departments by analyzing even communication texts sent between em-
ployees.

4. What is your current involvement in research projects and which research institutions do you collaborate with?

Our company participates in two important 'Research - Create - Innovate’ projects in collaboration with eight Greek research institutions, such as NTUA, UOA, AUEB, AUTH, Univ.
of the Aegean, Harokopio, Univ. of the Peloponnese and Panteion. Through these projects we have over 20 publications in international journals and conferences.

The PaloAnalytics platform is the first project and offers full monitoring and analysis of reports, both on Social Media and on

traditional news sites and blogs, while at the same time it creates a homogenized picture for all countries and markets of interest

in a single, English-speaking environment. The “astroturfing” tool, our second project, aims to detect organized disinformation actions through modeling the spread of fake news in
social media, an innovative application that for the first time is offered in the Greek language.

5. What do you think about the shaping of the ecosystem in Greece? What are the challenges it faces and what are its growth opportunities?

Recently, there has been a great momentum regarding the field, with main axes e-commerce, Al/Big Data, |OT, 5G & 6G, as well as software for Tourism and Shipping. The main
challenges the Greek ecosystem is called to face are extroversion and the globalization of applications and services, the lack of specialized personnel especially in technology, as
well as the small number of technology executives that graduate from Higher Education Institutions at undergraduate and postgraduate level. Finally, it is imperative that the state
must take bold steps, as, for example, happened with neighboring Romania, where innovative businesses have almost zero taxation and immigration for establishing start-ups is
booming.
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>T10 £€B0ouo newsletter Tng BEYOND 0digpeuvoupue TIC XpnoeIg TNS enauénuevng

KAl TNG EIKOVIKAG NPAYMUATIKOTNTAG OTNV EMNIKOIVWVIA KAl OTO HAPKETIVVK,
oulnTtwvTac ue Tov Niky Ellison, EnikepaAng MdpkeTivyk & Enikoivwviag Tng
BpeTaviknig eTalipeiac “We are immersive”. Eniong, n etaipeia IANIC €&nyei TIC
ouvaTtoTnTtec TNS SmartVille, piac evonoinuévng d1adikTuakng nAaTpopuacg loT
KAl TEXVNTNG vonuoouvng, evw n eTalpeia Apifon poipdleTal To dpaud TnNG

via €va JEAAovV onou n cuvaAdayn Kal n evnuepwon Ba npayuaTtonolouvTal HECW
anAwv unvupadTtwy. TEAog, o MavayiwTng ToavTiAag, Npdedpoc & Aleubuvwv

> Uuouloc Tnc PaloServices, nepiypdgpel nwe n kaivotopa nAatpopua PaloPro
NAapakoAouBei kal avaAuel TN AN TWV HAPKWY, ETAIPEIWY, NPOIOVTWY,
OPYAVIOUWYV KAl NMPOCWNWV OTO OIAOIKTUO.
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~ Niky Ellison, , , , Chief Revenue Officer MavayioTng Toavriag,
EnikepaArig MdApkeTivyK & Enikoivwviag AVYsAoq ApayKoAas, ' otV Apifon 1I8puTAC & AleuBUvwy ZUuRoulog
“We are immersive” Mpodedpog & AleuBuvwy Zuuouirog IANIC TnC PaloServices
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1. Ze nolo BaBOuod ol ENNopPIKEG ENWVUMIEG/ETAIPEIEG £XOUV apxioel va xpnoiponolouv euneipie¢ VR i AR; Eival kaTi diadedouévo

N MIAQUE yIa AIYEC NEPINTWOEIG;

O1 NePIOOOTEPEC NEYAAEG EMNOPIKES ENWVUMIESG €Xouv adpxioel va eEgpeuvolv To VR i To AR. INa oplougveg auTtd anoTeAei eqpapuoyn
TNG O€ouoag eniPEAEIAC KAl YIa AAAEG €ival €va YVAOCIO EYXEIPNMA KAl ANOTEAEI HEPOC MIAC EUPUTEPNG OTPATNYIKAS KAIVOTOMIAG.

H Enau&nuévn MpayuaTikdTNTa XpNOIKOMNOIEITAI OE EKOTPATEIEG MAPKETIVYK and 1o 2008, é6tav n BMW napouciace Tn duvaun Tou
O1ad0PAOCTIKOU NAPKETIVYK OTOV KOOMO. 2Td 14 xpdvia KaTtd Ta onoia n TexvoAoyia e&eAixOnke, padi ye autriv au&nBnke Kal n npoocdokia
TWV KATAVAOAWTWV YIa Nepiexouevo. TepdoTieg OleOveic eunopikeg enwvupieg, onwg n Nike, n L'Oreal, n IKEA kal n Amazon €xouv

Niky Ellison, uetagpepel TIC VR kal AR gpnelpiec yag oToug KATavaAwTeG. To endpevo KUUA NEPIEXOUEVOU OV EPXETAI ANAWG, €ival HON €0W.
EnikeqpaAng MApPKeTIVYK
& Enikoivwviag “We are immersive” 2. Mool enixeipnUATIKOi TOUEIC €XOUV avanTu&el NeEPICOOTEPEG EPNEIPIEC TETOIOU €iI00UC KAl YIATI;

Eival eUkoAo va nouue OT1 0 TOUEAG TNG TEXVOAOVIAG €XEl ENNPEAOTEI NEPICOOTEPO and TNV eupeia avdanTuén TnG euBUBIOTIKAC
TEXVOAOYIAG, aAAd, oTNV NPAYUATIKOTNTA, AUTA N TEXVOAovia €xel Ogl hia TepAoTia auénon Ye TNV UloB€Ttnon Tng and etaipeieg poddag, and Tnv PYnPlakn Hoda €wG TIC UNNPEGCIES
EIKOVIKAG OOKIUAG, ol onoieg ddpa&av Tnv eukaipia Kal ue Ta OUO XEPIA KAl £0PAINONKAV WS NPWTOCTATES MIAC VEAG EMOXAC TWV HECWV EMIKOIVWVIAC.

3. ©a pnopovoaTe va neplypdPere epapuoyEC VR 3 AR nou Ba fATav XpAoIdeS yia €va KpdTog 1 €évav dnuoéocio opyaviouo; Mwg pnopouv Ta KpdTn va xpnoiponoiqoouv 1o VR/AR
yia va BeATIOOOUV TIG UNNPECIEG TOUG;

Ta VR & AR eival ioxupd epyaleia onTIkAG avanapdotaong kal N ayopd apxilel va avayvwpidel Tn duvaun Tou AR wg gpyaAgiou nAorjynong, KaBwe Ta navouoidtuna peow AR
KPATIKA KTipia fj NdpKA JUE TOVIOUEVES NANPogpopiec Ba uynopouocayv va enTPEPOUV OE OIKOYEVEIEG 1} ATOUA PJE avanneia va NpoypaupaTioouv KAAUTEPA TIC ENICKEWPEIG TOUG.
EninA€ov, €xoupe Ol yia TepdoTia auénon otn xprion Tou VR w¢ epyalieiou nou BonBdel otnv avu&non Tou ToupiopoU, napoucidlovtag TNV NoAn i} TN Xwpa o VR wg pia yeuon
TNG aAnBIvig euneipiag.

4. Moia sival Ta n0ika {nTApaTa nou npokunTtouv and Tn xpriocn Twv AR/VR;

[1a OAeg TIC TEXVIKES £€eAielg, npenel va yivouv culnNTACEIG OXETIKA ME TO YIATI yivovTal autd Ta AAPATaA Kal TI eNNTWoelg Ba €xouv eupuTtepa. KaBwg To VR kal To AR yivovTal
OAo Kal nio cuvnBiougva, npenel va eEeTACOUUE TNV ENiIOPAGCH TOUG OTO KOIVWVIKO ocUvoAo. O1 yeAAovToAdyol npoAgnouv OTI oAogva Kal HeyaAUuTePO uEpog and Tn {wr NaAg

Oa AauBdvel Xxwpa og EIKOVIKOUC XWPOUC KAl Ol TAUTOTNTECG Mag Ba cuvdgovTal OAO Kal NEPICCOTEPO PE TA YNPIAKA pag avatar. Auto eyeipel EpWTANATA OXETIKA JE TNV TAUTOTNTA,
TNV AOPAAEIQ KAl aKOUN Kal TO ouvaloBnuaTikd K6oTog Tou Yngplakou BavdTtou. XpeidleTal va Adoupe YETPA NPOOTACIAC 00O YIVETAI MO VWEIC, WOTE vd OlIACPAAICOUUE

o11 Ba ano@uUyoupe TN dnUIoUpPYia PIAC Yevidg nou Ba nioTelel OTI TO EIKOVIKO TNG avatar €ival nio onuavTiko and To pUOIKO TNS CWUA.
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Mpdedpog & AleuBuvwy ZuuBourog IANIC Tng PaloServices

Aladaore AlaBdaoTte AlaBdaoTte
B > B > B >

nepIcocoTEPA nepIcocoTEPA nEPICOOTEPA



The

eygnders’

H nAaTtpopua

SmartVille

«OpyavioMoi KI ENIXEIPRCEIC OPEIAOUV VA ENAVEPEUPOUV TOV EAUTO TOUC Pnepiakd, oxi
HOVO via Tn BiwoIuoTNTA TOUug, AAAG KAl YIA va EMNITEAECOUV ENITUXWCE TOV KOIVWVIKO Kal
nepPiIfaAAovTiko Toug POAo.»

ZouUpue og €vav aAANAEvOeTO KOOUO nou xapakTnpileTal and €vroveg AAAAYEC o€
KOIVWVIKO, TEXVOAOVYIKO KAl KAIMATIKO €ninNedo, UE TOV TEPAOTIO OYKO TWV MANPOPOPIWV
KAl TN OlaPKA CUVOECINOTNTA VA doKoUV TEPAOTIA EMIPEON KAl va KAaTapyouv Ynglakd Ta
ouvopa. Na Toug Adyoug auTtoucg, n Ynpiak ueTdBaon dev anoTeAei eniAoyr], aAAd
anapaitnTn npoundBeon BIwoINOTNTAC OPYAVICUWYV KI EMIXEIPACEWYV AduBAvovTac Ki
opBrC ENITEAECNC TOU KOIVWVIKOU Kal NEPIBAAAOVTIKOU TOUG pOAOU.

>' auTrv TNV enoxn tou WnpiakoUu MetaoxnuaTiopoU Kal Twv MeydAwv AeOoUEVWY, TO
SmartVille, n evonoinuévn diadikTtuakn nAaTpopua dlaxeipiong loT kal Al Tng IANIC,
anoTeAei €va 1o0xupd KI a&IdnIoTo EPYAAEIO EMIXEIPNUATIKAG eupuiacg, AauBdvovTtag
unoyiv TNV adiaugioBATNTN SUvVAUN TWV OEOONEVWY KAl TNG ANOTEAECHATIKAC ONTIKAG
TOUC avAaAuongc.
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Ayyelog ApaykoAag,
Mpdedpog & Aleubuvwv Zuufoulog IANIC

Me onTIKA oToIXEid ONwg AIOTES, YpaprUATA, XAPTEC KAl NiVAKES, MNOPOUME EUKOAA va
npodAAouue Kal va kaTtavorioouue poTia, TAoEIS, aKPdieg TIMES KAl anokAioelg. ‘ETol, Ta
Oedougva yivovTal nio eUKOAA KolvonolAoiuad, eUnenTta Kal npoocldciya and nepliococdTepa
ATONA O€ EvAV OPYAVIOHO, EVW 0ONYOUV OE MIO OTEPEEC ANOPACEIC OTPATNYIKAG
onuaociag.

To SmartVille evowuatwvel dsdopgva and dIAPoPETIKES NNYES KAl TA avaAuel aneuBeiag
o€ €va onTIkKO NAAicIo NECW O1AdPAOCTIKWY NIVAKWY. ENINAEoyv, ol unxavikég OlEpyATieg, Ol
aAyopiBuol Kal N unxavikl Habnon anokaAunTouv PoTiBa HeAAoOVTIKAS anddoong Kal
NPowOouUV Tov owoTO oXedIAoUO Kal avaAnyn dpdong.

Me dAAa Aovia, To SmartVille petatpenel diocekaTouuupla dedouéva (Big Data) and
a1oONTAPEG, METPNTEC KAl CUOKEUEG |oT ouvOEDEUEVES HECW EMIKOIVWVIAKWY OIKTUWV OE
gUANNTEC NANPoPopieg Nou cupAAAouv oTn BeATiwon TNG AsIToupyiag KAl oTNV evioxuon
TNG anddoong TOOO TWV OPYAVIOU®Y, ONHACIWV KAl IDIWTIKWY, OGO KAl TWV NOAEWV OTO
OUVOAO TOUG, ME oTOXO TNV e€olkovounon NOAUTINWY NOpwV KAl TN BeATiwon TNS AoTIKAG
KAONUeEPIVOTNTAC Kal TNG Nol1dTNTAS (WS TWV NOAITWV.
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BAdong BAaciou,
Chief Revenue Officer
oTnv Apifon

H Apifon opapartidetal €va dueco YEAAOV OMOU Ol CUVAAAAYEG Kal N evnUEPwon Ba cuufaivouv pEow anAWY uNVUPATWY. AUTH €ival N KalvoTopad (NpwTonoplakn) npdTaocn TNG
eTalpeiag: H dnuioupyia piag nAATPpOpUAg, NoU VA €ival EUKOAN OoTn XPAon YIa eNIXEIPNOEIS KABe uey€Boug, (OOTE QUTEC VA EMNIKOIVWVAOOUV JE TOUC NEAATES TOUC, UNAPXOVTES KAl
ouvnTIkKoUg, peow email i pnvupdTtwy (Viber, SMS, kAn.). Me autdv Tov TPONo, OIVETAI N EUKAIQIA OE EMNIXEIPAOEIC NOU eV €ixav PYEXPI TwWpPa NpdcBaon oe epyaAeia marketing, va
avoi&ouv dl1aUAouUCg ENIKOIVWVIAG JE TO MEAATOAOYIO TOUG.

AUTO, oToxeUEl APeVOC oTnV eUBdBuvon Tou uNAPXoVTOC NEAATOAOYIOU, OTO XTICIMO UIAG N0 OTABEPNS KAl OTEPENG ENAPAC, KAl TNS BEATIOTONOINONG TNG EUNEIPIAC TWV NEAATWY,
APETEPOU OTNV ENEKTACN KAl avAnTuén Tou business. AuTo yiveTal akoun nio EUKOAO Kal EPIKTO, ME TN OUVATOTNTA Nou napexel n nAaTtpopua TnG Apifon oe kdBe peyeBoug

EMNIXEipNon, OTO VA ONUIOUPYEI aKOUN KAAUTEPES OIAPNMUIOTIKEG KAWMNAVIES, ME XPrION AQUTOMATIOUWY KAl aélonoinon NOAAANA®Y KavaAiwyv enikolvwviag. ‘ETol, n Apifon, diaocgalilel
NwW¢ TO PRVUPA pTAVEI OTOV NPOOPICUO Tou!

> TOXOG TNG €TAIPEIAC €ival va UETATPEWEI TIC KOOBNUEPIVESG OUVAAAAYEC pag o€ uia Oladikaoia n onoia ogv Ba diapEpel oe TinoTa and pia anArj culTnon JUE KANOIoV EKNPOCWNO
KATAOTAMATOG O KABE yvwoTr NAATPOpHa avTaAAayrg MNVUNATWY oTnVv ayopd. O1 TEXVOAOYIKEG KAIVOTOMIEG Nou oxedIAlovTal Kal AeIToupyouUv, arnoockonouv CTO Vda
UNNPETAOOUV AUTOV TOV OTOXO: Miag NAATPOPUAC NOU VA CUVOEEI AUPIOPOMA TNV EMNIXEIPNON PE TO KOIVO TNG VIA TNV dueon eEunnEeTnon TwY avaykwy Touc. ' autd n Apifon
ppovTilel va ouvOEETAl UE O,TI cuoTNUa ) Ndpoxo TNAENIKOIVwVIWV XpelddeTal n neAaTeia TG (Integration), va napéxel Tnv KAAUTEPN OUVATH EUNEIPIA OTOUG XPHOTES TWV

unnpeoiov TnS (UX/UI) kal va euynAouTidel TNV NAATPOPUA TNG ME dUVATOTNTES NOU OiVOUV Ol TEXVOAOYIEC TEXVNTAG VonuoouvNng VIa NANPECTEPN KATAVONON TWV OTOXWV KAl
eMNBOUPIOV TWV XPNOTWV TNG.

H Apifon €xel anodei&el 6TI N enikolvwvia NECwW PNVUNATWY €ival o nio anAdg, Ypriyopogs, Au@iopopog, KAl TAUTOXPoVA IOIAITEPWS ANOTEAECUATIKOC TPONOC ENAPAS UE
OrnoliodnNOTE AKPOATHPIO.
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1. Moia ival n unnpeocia/nAarpdépua PaloPro;

To PaloPro gival yia kaivotépa SaaS nAatpopua yia Web & Social Intelligence pe kupio
OTOXO TNV NapakoAouBbnon Kal TNV avdAuon TNS ¢rANNG TWV MAPKWY, ETAIPEIWY,
NEOIOVTWY, OPYAVICUWY KAl NPOCWN®WY OTO 01adiKTUO. H nAaTpopua unopei va
npooappdleTal avadAoya Pe TIC avAYKeES Tou KABe neAdTn, o onoiog pnopei va
onuioupynoel 6oca dashboards eniBupei, a&ionoidvtac ndvw and 20 components/wid-
gets TNC NAATPOPUAG. ME NOCOTIKES KAl NOIOTIKEG HEBAODOUG €peuvag Kal avAAuong
(paloanalytics) evronilel kal napouciddlel Ta onuavTikd Bguata oculiTnong, Ta
ouvalioBniuaTa nou dnuIoupyoUuvTal dKOPA KAl Td emotions KAl puUCIKA MOAAOUC akoua

OEIKTEC NETPNONG TNS YNPIAKACS ‘eIkOvag’ piag HApPKaAG.

2. Z& 11 TexvoAoyia BacileTal n unnpeoia nou NAPEXeTe cuePd; MWS akpIBWG
AEITOUPVYEI;

H unnpeoia BaocileTal og e€eAiyuéva yovTEAA TEXVNTAC vonuoouvNng, Mou NPOKUNTOUV
and apXITEKTOVIKES Babidg ekpdBnong (Deep Learning) kal €xel otoxo TNV e€aywyn
ouvaloBnuaTog Kal emotions avaAuovTag Tn PUOIKA YAWOOCA TWV YPANTWY KEIYEVWY. H NAATPOPUA HAC CUYKEVTPWVEI auTopaTa, ence&epyAdleTal KAl avaAuel OedouEva anod To
Web ka1 Ta social media, dnuioupywvtac noAAanAd povteAa Babidc ekpdbnong, €va yeviko Kal NOAAANAA KAADIKA avaAdOywS TOV OPYAVIOHO, NPAYUATOMOIOVTAG
AUTO-BEATICTONOINOCEIC OTIC MAPAPETPOUC TOU XWEIC avOpwnivn napeuBaon. Ta povtéla auTtd e€eidikelovTal oTnV EAANVIKH YAWooa kal avaaBuidovTal o cuvepyaoia ue
KopuPaia EAANVIKA MAVENIOTAMIA. XTN CUVEXEID, TA HOVTEAA pNopouv va e€EAyouv To cuvaicBnua Tou kelygvou o uPnAd nocooTd akpifelag nou Eenepvd 1o 80%
ouuBdaArovTag oTo risk analysis, brand marketing kal user experience evdg npoidvTog Kal unnEeaciac.

3. Ti AAAec duvaToTNTEC EPAPMOYNG €XEI N unnpecia oag; NMou pnopei va gavei XpRoiun;

O1 duvaTdTNTES TWV AAYOPIBUWY KAl TWV JOVTEAWV HAG OV oTANATOUV oTnV ene€epyacia dedougvwv/KeIeEvwyY anod To O1adiKTUO, AN unopouv va a&lonoinouv Kail os
onoiadrinoTte AAAA Keipeva TNG eAANVIKAS YAWoodg nou ite Oa yag anooTeilel o neAdTNG eite Oa avalntriooupe ueic online. EVOEIKTIKA, N TEXVOAOYIA NAC UMOPEI va gival
xprioiun Tooco oto Customer Experience (CX) evdg opyaviouoU, avaAuovTag NEPIEXOUEVO NMOU ONUIOUPYEITAl and Toug id1oug Toug NEAATEC KUpiwg oto CRM aAAd kal og dAAa
onueia(contact points), dco kal og TuAPATA dloiknong avOpwnivou duvauikou (HR) avaAuovTac akdua kal Keipeva enikoivwviag JETAEU TwV epyadlONEVWV.

4. lMola €ival n CUMHETOXN 0a¢ CAHEPQA OE EPEUVNTIKA £pya Kal ME Nola EPEUVNTIKA 10pUHATA EXETE CUVEPYAOTIQ;

H eTaipegia pag cuhpeTEXEl o 2 onUAVvTIKA €pya ‘Epeuvdd - Anuioupyw - KalvoTouw' o€ cuvepyaoia ye 8 eAANVIKA epeuvnTIKA 10pUuaTa onwc 1a EMI, EKIMA, OlMA, AMNO, Mav.
Alyaiou, Xapokonelo, Mav. MeAonovvioou Kai MNdvTeio. Méoa and Ta €pya auTd €xoupe NeTUXel NAvw and 20 dnuooieUoelg o NAYKOOUIA NEPIOJIKA KAl CUVEDPIQ.

H nAatpdppa PaloAnaytics €ival To npwTo €pyo Kal npoopEpEl NARPN NapakoAoubnon Kal avdAuon Twv avagopwy, Tooo o Social Media éoo ota napadoociakd
g1dnoeoypaPIKa sites kal blogs, evewd napdAAnAa cuvOETE!l Yia opoyevonoiNUEVN EIKOVA YIA OAEG TIC XWPES KAl AYOPES EVOIAPEPOVTOS CE €va evIdio, ayyAdpwvo nepIAAAov.
To gpyalAeio «astroturfing», To OeUTEPO €PYO PAC, OTOXEUEI OTNV AVIXVEUCN OPYAVWHEVWY EVEPYEIWNV NapanAnpo@opnong HECW TNG MovTeAonoinong Tng dlacnopdc Peudwyv
g1doewV oTa Kolvwvikd M€oa uia KaivoToua epapuoyr nou VIiveTal yid npwTtn ¢popd oTnVv EAANVIKH YA®WCOQ.

5. Mw¢ BAENETE va dlAMOPPWVETAI TO olkooUoTnHua oTnv EAAAOq; Moieg ol npokKARoEIC nou avTiNeTwNiI{El KAl NOIEC Ol EUKAIPIEC avdnTuéng Tou;

Ta TeAeuTaia xpdvia undpxel hid NoAU heydAn Suvapikn YUpw and Tov Xxwpeo Pe Bacikoug d&oveg Toug TOPEIG Tou e-commerce, Al/Big Data, |IOT, 5G & 6G kabw¢ Kal Ta
AovyIouIKA via Tov Toupiopd kal TN NauTiAia. O1 npoKANCEIC NOU KAAEITAI VA AVTIMETWNIOEI TO EAANVIKO OIKOOUOTNMA €ival KUPIWS N e€EWOTPEPEIA KAl N MAYKOOUIONOINCN TWV
EPAPUOYWV KAl UNNPECIWY, N EAAeIPN eEEIOIKEUNEVOU NPOCWNIKOU E€I0IKA 0TNV TEXVOAOYIa KOBWCS Kal 0 puBudc napaywyrnig oTEAEXWYV TEXVoAoyiag and Ta AvwTaTd
EknaideuTikd [dpuuaTa oe nponTuxiakd dAAd KAl og JETANTUXIOKO €ninedo. TEAOC, undpxel onNUAVTIKA avAykn Yid TOAUNEA BAuaTa and Tov KPATIKO UNXAavIouo, Onwc
oupBaivel yia napddelyua oTtn yeiTovikrl Poupavia énou ol KaivoToueg ENIXEIPAOEIG €XOUV OXEQOV UNOEVIKN popoAdynon KAl N JNETAVACTEUOCN VIA TNV iOpUon VEOPUWV
geTaIPEINV avBilel.
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