R,

EAAHNIKH ZYNOMOZTTONAIA
EMOPIOY & EMIXEIPHMATIKOTHTAL

5 & 6 Anpihiou 2024
Texvonohn Anpou ABnvaiwyv




MPOEAPEIO EXEE
FIOPrOX KAPANIKAL
ITAYPOX KAOOYNHE
BOAOPHE KAMPAAOL
IMYPOX MEPONTITHX
NIKOZ MIMONHE

KNITAZ MOYZAKITHX
XPHITOZ MMAOYTOYPAL
FIOPrOX BAFENAX

AIOIKHTIKO £YMBOYAIO
EYH AMOXTOAAKH

NIKOX BOYPAAKHX
KONZTANTINOZ AHMAAHE
BAZIAHZ AEMONIAHE

®ANH MMAIOYMH

NIKOX NOMIKOX

BAZIAHL MAFONHX

ANTONHE MANATOMOYAOL
XAPAAAMIIOX MATAAOMOYAOX

OPIFANQTIKH ENITPOMNH
FENIKOZ ZYNTONIZMOX YNEAPIOY

AHMIOYPT'IA & YYNTONIXMOZX MEPIEXOMENOY
YYNEAPIOY & WORKSHOPS
AIAMOPONOXH ETAIPIKHY EIKONAY YYNEAPIOY

MPA®EIO TYNOY

OPFANQTIKH/AIOIKHTIKH YNOXTHPI=H
ANNA METPOXEIAQY

HAEKTPA MAYAOY

ANTITONH MIAMH

EAINA TEPONTH

MAIPH ®OYNTOIAOY

MAIPA ©ONTPIE

KOITANTINA QIAINTOY
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MPOEAPOX

A" ANTITTPOEAPOX

B” ANTINPOEAPOX

" ANTINPOEAPOX

MENIKOX TPAMMATEAY

AN / THX TEN. TPAMMATEAX
OIKONOMIKOZ EMOMTHX

AN / THX OIKONOMIKOZ EMOMTHX

MAYAOX MOAITAKHE
ArHE TPITAZHE

rAOProx TZIANAEX
MANTEAHZ OIAIMNIAHY
MANATIOTHE ®AQPOX
NIKOX XABEAHX

KQXTAL XATZHMIXAHA
MANQOAHY WAPOYAAKHX

BAAIA APANITOY

AeuBUvipla INEMY-EXEE, Av KaBnyntpla EKIMA

MIAENA NMANATQTOMOYAOY

Head of EU Public Affairs & Advocacy

KAEIQ KAPANIKA
Communication Manager
IMANNHL MAXOYAAKHX
Enwepalng lpageiou Tunou

EMIXTHMONIKH YNOXTHPI=H

BAAIA APANITOY
XAPANAMITOX APAX(OBAX
IEQPTI1A ATTEAIAAKH
KQXTAL EAEYBEPIOY
MANQOAHY MANIOYAHE
EAIZXABET XAANEA
IMANNHY KEMAXAHX
MIAENA MANAIQTOIOYAQY



F FUTURE
OFRETAIL

H EAAnvikA 2uvopoonovoia Eunopiou kat Enxelpnuatkétntag oag
kaAwoopiel oto 30 Future of Retail.

Mévovtag niotol oto pdAo pag w¢ Beouikdg Kovwvikog Etaipog,
otnp{oUPE TNV EUNOPIKA EMXELPNPATIKOTNTA, TO EUNOPLO KAl TOUG
avBpwnoug Tou.

To 30 FUTURE OF RETAIL enwxepel va xaptoypagpnaoel Kat va
KATavoNoeL BLEEOOIKA TIC VEEC KOWVWVIKEG, BEOUIKEG, OLKOVOUIKEG KAl
TEXVOAOYIKEG €€€NIEELC Kal NpoBANpatiopoug nou dladpapatidovial
o€ Ula enoxn dlapkoug aBeBatdtntac.

EAniCoupe o1t ol lonynoelg, ol avaAuoelg, ta workshops kat ot
oudnthoelg nou Ba akoAouBnoouv, va CUVEICPEPOUV MPOC AUTAV
nv KateuBuvon.

[wpyog Kapavikag
MNpoedpog EXEE

FUTUREOFRETAIL 3




Mapaokeun, 5 Anpkiou 2024

MpooéAeuon-Eyypapég ouvédpwy
10:00-10:15

KaAwobéplopa

MNwpyog Kapavikag

lpoebpog EXEE
10:15-10:30

Panel 1: O kéopog tou AlavikoU Epnopiou

péoa and ta otolxeia Kat tig tdoelg

XapdAhaunog ApaxwBag
OwovopoAdyoc [PhD) Zuvioviotng Tunuatog Otkovoukng
AvdAuang INEMY-EXEE

MavoAng Mavioubng
Owovouikog Avaiutic (PhD & Postdoc)
2uvioviatng Tunuatog Owovopkrig Avdmntuéng

Mwéva MavaylwtonouAou
Head of EU Public Affairs & Advocacy

EAloodBet LaAnéa
Juvioviotpia Turjpartog Epsuveov INEMY-ESEE

MODERATOR:

BdAwa Apavitou
AvanA. KaBnyntpia EKTIA, AicuBuvipia INEMY-EXEE

10:30-10:50
Keynote Speech

Kevin Peng
President, China Chain Store & Franchise
Assoctation [CCFA)

10:50-11:00
AwdAewpa
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11:00- 11:30
Fireside Chat H AtacUvbeon tou Epnopiou
Kat tou TouptopoU w¢ MNMuAwvag
¢ Biwoipng Touptotikng Avdntu§ng
OAya Kepaloylavvn
Yroupydg Touptauod (tbc)
lwavvng MNapdoxng

lpdedpog LETE, AicuBuvewv XouBoudog
Aebvic AspoAipévac ABnvaov

MNwpyog Kapavikag
lpoebpog EXEE

MODERATOR:

Mapia ZapagpoyAou
Anuoaioypdpog Antenna TV

11:30-11:40
AwdAewpa

11:40-12:20
Panel 2: Eunéplo & Touplop6g

[pnydpng Ltapaténoulog
AweuBuvawv XupBoulog tng Export Credit Greece

Mapiva Xnuptdakn
AeuBuvipia Etaipikwy YnoBeaewv & Enkotvawviag
¢ AEGEAN

Kwvaotavtivog Baoodkng
Erk. KaBnyntri¢ EAMETIA
Bizrupt Co-founder

MwxdAng AyyeAdnouAog
lpdebpoac Ernatnuovikou LupuBouliou tou Ivotitodtou
Torukng Autodioiknonc tng KEAE

MODERATOR:

@ain Xpuooxoou
Anuoatoypdpog Antenna TV

12:20-13:10
Panel 3: Yn@plak6¢ petacxnpuatiop6g
010 AlavLko gunoéplo

lwavva lwavvidou
lpdedpog & AicuBuvouaa YouBoulog, Allweb,
Mérog AX JEKEE



MNétpog KopaAng
AeuBuving MNMwAnaewv tou Ouitou Epsilon Net

Mapia HAddou
Marketing Manager Klarna Greece

ApLototéAng LtapouAag
AwevBuvtic Luvnydpou Katavaiwin
Eupwnaikd lpagpeio Katavaiwrr

MODERATOR:
BdAwa Manadnuntpiou-Aoiou
CEO DEVA Group

13:10-13:20
AwdAewpa

13:20-13:35

OptAia YnoupyoU Wnolakng AtakuBépvnong
K. Anphtpn MNanaotepyiou

13:35-13:40
AwdAewppa

13:40-14:25
Panel 4: AlacUvbeon’Epeuvag
Kat Ayopag oto Epnéplo
Ma&pog Levetdkng
Yopunoupydg Avdntuéng

Baa\ikn Mewpytadou
KabBnyntpua. lNdvreto MNavenotipio & MNpdebpog EKKE

Nektdplog TaBepvapdkng

lpoebpog ITE. KaBnyntnig latowknig 2xoAng lav/uio Kpntng
LaBBag Xat{nxplotopng

Avunpuravng Epeuvac kat Kawvotopiag kat KaBnyntnig
Texvntic Nonuoauvng lMavermotuio NedrnoAw [agpog

MODERATOR:

BdAwa Apavitou
AvanA. KaBnyritpta EKTA, AicuBuvipia INEMY-EZEE

14:25-15:00
Fireside Chat Ae§i6tnteg oto Aaviké
Kal Xxovpiko epnéplo

lwavva AutpiBn
Ypunoupyocg lNMaibeiag

[F FUTURE
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Xphotog loUuAag
levikdg AieuBuvtric Ivatitoutou Epyaaiac/ IZEE, PhD.

MODERATOR:

Nikog Manaddkng
KaBnyntnig Maverotiuo Kentng

15:00-15:10
AwdAewpa

15:10-15:55
Panel 5: To katdotnpa tou péAAoviog

Kwvotavtivog Kupavdkng
Younoupydc Wnetakric AtakuBépvnong

Kwvaotavtivog Aoilou
CEO Embiodiagnostics

Advog [koUokog
Sales Director, Free Futuresoft

MNwpyog Manadnuntpiou
Cofounder & CEO Keyvoto

Mdpiog Manayswpyiou
Senior Account Executive, Sales force

MODERATOR:

Mavvng ®wokoAog
Anuoatoypdgog, imerisia.gr

15:55-16:40

Panel é: Mpog pLa KUKALKA olkovopia

HAlag lakwBidng
Adviser on Green Digital Transformation - DG Connect,
European Commission

YtuAlavog HALadng
levikdg AteuBuvng, Retail Segments, Strategy
& Sales, Tpdneda lNeipatcwog

Nikog AuAwvag
pdedpog Kévipou Aeipopiag, (CSE) Ertokéntng
kaBnyntn¢ Biwauotntag Otkovouikd lMaveniotipio

Nick Soueref
Marketing Lead, Skroutz

Xphotog Pautoyldvvng
Founder & CEO of CityCrop

FUTUREOFRETAIL 5




MODERATOR:

MavoAng Mavioubng
Owovouikdg Avadutnic (PhD & Postdoc)
2uvioviotng Tunuatog Owkovopkng Avdntuéng

16:40-17:10
Panel 7: Ot Suadiktuakég Kovotnteg
w¢ tpéno¢ otpatnylkng avantugng
Anpnhtpng Kopviwtng
Global Marketing Solutions Manager, CEE Meta

Mavvng Makpibng
Product Lead, Skroutz

Mdvog lNepakakng
Co-Founder, Mentionlytics, KaBnyntri¢c EAMETIA

NikoAétta MepQuotn
Digital Marketing Director and Head of Product Sleed

Nikog zubdag

Founder, Humble Digital Agency
MODERATOR:

Avtwvng LepepAng

Anuoawoypdpog, Antenna TV
17:10-17:20

AwdAewppa

17:20-17:40
Keynote Speech

Christel Delberghe
Director General, EuroCommerce

17:40-18:15

Panel 8: Mpog pia «npdotvn» Bropnxavia
g pédag

lwdvva Zangw MNengAdon
KabBnyntpia Owovouixng latopiag - OfA

Duépn ZagpeponouAou

Head of Research Centre on Sustainable Fashion MSL
AUEB, Founder Fashion Revolution Greece, SOFFA &
Wear Your Origins

MeA€ng Kapapnivng
Past General Director of HCIA and ELSEVIE

6 TNPOTPAMMA EPTAZIQN

MODERATOR:
ENG Kig
Anuoatoypdgog, Fashion Features Director,
Vogue Greece

18:15-19:00
Panel 9: MaAaid npoBAApata Kat véeg
NPOKANCELG otnv EAANVIKA H6da

OpoaAia MapBévn

Owner- Parthenis, [lpdebpog EAAnvikig Evawang
Ixeblaotwyv Mobac

Zeus+Dione

Ytdong Xapaviag

Owner Head Desinger, STATHIS SAMANTAS

Apiwv Znupidng
Production Manager, Minas Designs

EAG Kig
Anuoatoypdgog, Fashion Features Director,
Vogue Greece

19:00-19:10
AwdAewpa

19:10-19:40

Fireside Chat

Nikog AvbpouAdkng (Tbc)
lpoebpog [MTAYOK-Kivnua AAMayng

Mapia ZapagoyAou
Anpoatoypdpog Antenna TV

19:40-19:50
AwdAewpa

19:50-20:00
Aiya Aéyta yia 1o vioKipgavtép

20:00-21:00

MpoBoAn tou Ntokipaviép tng Maplavvag

Owkovépou «The Greek Bar Jacket»
o€ napaywyn ¢ Anemon Productions

21:00-21:30
Q&As - Closing Remarks



1aBBato, 6 Anpihiou 2024

09:30-10:00

MNpooéAeuon - Eyypapég ouvébpwyv
10:00-10:15

KaAwaodplopa

MNnwpyog Kapavikag

lpdebpog ELEE
10:30-10:50

Keynote Speech

Selvane Mohandas du Ménil
Managing Director, International Association
of Department Stores

10:50-11:10
Keynote Speech
Paul Greenberg

President, NORA- National Online Retailers Association,

FIRA Vice-President

11:10-11:20
AwdAewppa

Panel 10: Evbuvapwvovtag to péAAov
TNG ENXELPNHATIKAG hyeoiag:
gotafovrag otig Se§lotnteg

Téta Kapapnivn

Programme Manager, Junior Achievement Europe

Apyupng T{ikénouAog
CEQ Junior Achievement Greece

AAe€ia Baowdkn
Project Manager. Existanze #connectingdots & JA
Andgoun

MODERATOR:

Mévvu KoUtpa
Anpoaotoypdpog, EuroZday

F FUTURE
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12:00-12:20
Keynote Speech

Marco Zanardi
President, Retail Institute ltaly

12:20-12:30
AwdAewpa

12:30-13:15
Panel 11: Enttuxieg Kat anwAeLeg
NG evwaiag ayopdg

Leena Whittaker
Director of Competitiveness EuroCommerce (online)

BpacuBoulog NayouAdtog
levikog AteuBuvtric Ayopav | Ouilo¢ METRO AEBE

MNMAdtwvag MapAagpéxag

Avtinpdebpog A EANA-AIKA MAL,

Avunpdebpog kat AicuBuviric Mdpkeuvyk kat E€aywywv,
AOY= MAPAA®EKAY ABEE, [pdebpog ErpeAntnpiou
Axaiag, lpdedpog EOETAE

MODERATORS:

XapdAapnog ApaxwBag
OwovopoAdyoc (PhD) Zuvioviatnc Tunjuatog Oikovoutkng
AvdAuong INEMY-EXEE

13:15-13:30
Keynote Speech

Michel Rochette (on line)
Président CCCD - Québec, Retail Council of Canada

13:30-14:15
Fireside Chat: Kévipa MoAewy,
Epnéplo kat Last-Mile

Xdpng AoUkag
Anuapxog ABnvaiwv, KaBnyntigc EMIT

Mavvng Baow\akog
Avunpdebpog & AtcuBuvwy XuuBoudog, KwiadBolog

Mnevapbout AavihA
pdebpog Aoiknuikou LupBouliou EATA
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MODERATOR:

@ain Xpuooxo6ou
Anpoatoypdpog Antenna TV

14:15-14:30
AwdAewppa

14:30- 15:00
Fireside Chat: Eukaipieg kat npokAhoeLg
0t0 Alaviké gunéplo

XtaupoUAa Kapnoupidou
AteuBuvouaa JupBoulog twv Atatpane(ikwv
2uatnudtwv AIAX A.E.

BaoiAng Koutevidkng
Avtepoc [evikdg AicuBuving, Extereatikd pélog AL,
Todnela lNewpaiwg

Nikog Béttag

levikdg AteuBuvtrig, Topupa Otkovouikav Kat
Biopunxavikav Epeuvaov (I0BE], KaBnyntnig,
Owovouikd lNaveratipto ABnvav

MODERATOR:

Nikog Poykdkog
Anuoaoypdpog, Antenna TV

AwdAewppa

15:15-15:45

FiresideChat

Kwaothg Xat¢ndakng
Ynoupydc Okovopiac kat Otkovoutkwv

Nikog Poykdkog
Anpoatoypdpog Antenna TV

15:45-16:00
AldAeppa

16:00-16:30
Fireside Chat

Mavvng Xtoupvdpag
Awoikntng g Tpdnelag tng EAAd6ag

8 TPOrPAMMA EPTASIQN

Ywtnpng Nikag
Erkepalnc tou lpageiou tou Bloomberg onv ABrhva

16:30-16:45
AwdAewpa

Panel 12: MoAwtikég yta pua noAueningdn
NPOCEYYLON AVILHETWNLONG TOU Napavopou
gunopiou kanvou Kat Statipnong tng
Biwopdtntag tng ayopdg

Mwpyog Mrong
Awowkninc AAAE

lewpyia Kapouvilou
AweuBuvipia Etaipikwv YnoBeaewv kat Enikowvawviag - JTI

Avtwvng Meta€ag
AvanAnpwing KaBnyntig Eupwnaikou Awkaiou, EKTIA

Nikog Poykdkog

Anpoaotoypdgpog Antenna TV

Panel 13: Ta eAAnvika brands
w¢ nNpeoBeuTég

Xphatog Nanaxphaotou
2uv-6nutoupyoc My Greek Games

Mavaywwtng Xat¢nAalapidng
CEO ManaGi

AAe€avbpa Xtdn
Founder of ATELIER BAOBAB

MODERATOR:

Aétta Kahapapd
Anuoatoypdpog, Nauteunopiki

17:45-17:50
AwdAewpa
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17:50-18:10 Joanna Zawistowska
Keynote Speech YneuBuvn !70/\1{1K/?¢/\10V1K00 L-j,unop[ou omlA ,
Eowrepikng Ayopdg, Blounxaviag, Enxeipnuatkomnrag
Jonathan Reynolds kat MME tn¢ Eupwnaikng Enponnic
Associate Profegsor ",7 Retail Marketing and Deputy
Dean. Oxford University
Mu\éva lMavaylwtonoUAou
18:10-18:20 Head of EU Public Affairs & Advocacy
AtdAetppa 20:10-20:30
18:20-18:50 Keynote Speech
Fireside Chat

Xiao Junzheng

Opkia Topedpxn Okovopiac Ambassador of the People’s Republic

; ; of China to Greece
K. Nikou Nanna

BouAeutn Notiou Touga XYPIZA 1Y 20:30-21:00
18:50-19:00 Panel 15: H texvnth vonpooivn

AléAewppa oTo Alaviké epnoéplo
19:00-19:40 Xdpnc KGHI‘IC’IVHQ

Business Applications Leader, CEMA Microsoft
Panel 14: H 60vapn twv 6edopévwv

o0 Alaviké lwavvng Kavéog

KaBnynng. oto Tunpa lAnpogopiknc
Nikog BapBadoukag tou lMavenotnuiou IMT Atlantique
VP Brand, Customer & Omni channel Public Group

Opaykiokog BeoPUAAKTOG
Bobwpng MNMoAukavdplwng CEO Elevate Greece
VP Greece & MENA. Ariadne Maps
MwxdAng KwvotaviouAdkng Apiotog Aogladng
Director of Bl & Insights, efood Partner, Big Pi Ventures
Xphotog Advtog 21:00
Head of BI. Skroutz . , p
J Enionpn ARgn Xuvedpiou
Mwpyog lewpytdonoulog
Industry expert, Advisor
19:40-20:10
Fireside Chat

Lucia Cusmano

Erkepalng OikovopoAdyog kat AvanAnpwipta,
AweuBuvipia tou Tunjuatog Enxelpnuatkdinrag,
Mikpoueaaiwv Enixelpnoewvy kat Touptapou tou O0XA
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Panel 1 O kbéopog tou Alavikou Epnopiou péoa
and ta otoIxeia Kal TI¢ TAoELG

GR  To Alaviké eundplo anoteAel évav Kplowo kKAGdo yla tnv eupwnalkh owkovopia. Metd tnv navénpia
tou COVID-19. n Blopnxavikh Xtpatnylkh g Koplolov evétage 1o Alavikd eunodplo ota 14 onuavikotepa
olKoouoTpata nou Bewpouvtat anapaitnta yla v avakapyn G eUpwnalkng olkovouiag. To EMNVIKO Alaviko
eunoplo ouykpoteitat and 141.000 kat NALovV ENIXELPNTELG, PE TOV KUKAO €0YAOLOV TOUG VA OlaPoppveTal
ota 51,3 6wo. eupw. Ot enixelpnoelg autég ouoxetidovial otevd pe dAoUG KAGSoUG, dnwG O TOUPLOHOG, N
aypodlatpo®h Kat n dnpoupylkh Blopnxavia yeyovog Mou TeEKPNELWOVEL TN anuacia Tou AlavikoU sunopiou
w¢ NoAanAaclacth g okovopi{ag kat ing KAadikhg e€edikeuong. Ot péya-buvapelg (mega-forces) g
61eBvouc okovopiag and v ynelono{non PEXPL KAl TOUG YEWOLIKOVOUIKOUG KATAKEPUATIOWOUC avauévetal va
€NNPEAOOUV TG EMOOCELS TOU KAGdOU enttaxUvoviag ToV JETAOXNUATIoP6 tou. MMolog eival dpwe 0 dpouog yla
€vav opaAd petaoxnpatiopd; Natf eivat onpavitkh nyvaon twv otoxe{wv ot dladpopn auth; 1600 onPavIKEG
elval evidence-based npotdoelg ywa v npocappoyn tou kAadou; 1o panel enixelpeital n xaptoypapnon
NG Nopeiag Tou petaoxnuatiopoU autoU Peéoa and Tnv Napouciaon Kal Twv oToxelwy nou NpokUnTouv and
TG npwrtoyevelg €peuveg Tou INEMY-EXEE, aA\@ kat ané tnv napouciaon twv otolxeiwyv and 1o eupwnaiko
0lkooUOoTNA Tou AlavikoU eunopiou.

The World of Retail through data and trends

EN Retailisacritical sectorforthe Europeaneconomy. Following the COVID-19 pandemic, the Commission’s
Industrial Strategy included retail in the 14 most important ecosystems considered essential for the recovery
of the European economy. The Greek retail sector is made up of more than 141,000 businesses, with a
turnover of €51.3 billion. These businesses are closely linked to other sectors such as tourism, agri-food and
creative industries, which underlines the importance of retail trade as a multiplier of the economy and sectoral
specialization. The mega-forces of the global economy from digitalization to geo-economic fragmentation
are expected to influence the performance of the sector by accelerating its transformation. But what is the
path to a smooth transformation? Why is it important to know the elements on this path? How important
are evidence-based recommendations for industry adaptation? The panel attempts to map the path of this
transformation by presenting both the evidence from the primary research of INEMY-ESEE and the data of
the European retail ecosystem.

Fireside Chat H oxéon tou Epnopiou kat tou TouplopouU
w¢ NuAwvag tng Biwoipng Toupiotikhg Avantuéng

GR O touplopog anotelel évav and toug duvaulkotepoug KAGBoUC TNG EAANVIKAG OlKovouiag, €xoviag
KEVIPIKN B€an otnv KAQBIKN TnG e€eldikeuon. Jot600, N onUAvIKA peyEBUVON Tou, ONw¢ auth Kataypagetal
1blwg petd 1o 2015, éxel avadei€el N onuacia tng petdBaong o€ éva unddelypa BLOOIUNG TOUPLOTIKAG
avantuéng. H touplotikh avdntuén, népa and 1o va BeATWVEL TNV TOUPLOTIKN eunelpia, Ba npénel va
ehaxtotonolel TG NePBAMOVIIKEG ENMTWOELG Kal va dnuloupyel KaAUTtepeg ouvBnKeg epyaociag kat Blwatung
ENXELPNUATIKOTNTAG. H oupBlwTKA ox€an gunopiou Kal TouplopoU pnopel va anoteAécel KataAUutn g
petdBaong o€ €va oupnepANMTKG unodetlypa Bliatung TouploTikhg avantuéng. MNoleg eivat, OpwE, oL MOAMTIKEG
ekelveg nou Ba NnpowBNoouy uLa lwopponnuévn kat Slatnpnaoln dlaclveeon Tou eUNop{ou Kal Tou ToupLopouy;
MNw¢ Ba enweeAnBel NeplocdTEPO TO EPNOPLO AN TNV TOUPLOTIKA dandvn; [Nolog ivat 0 POAOC TWV KOVWVIKWY
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eta{pwyv 0tn dlapdPPWON TwV MOALTIKWY AUTWV Kal NWE 0 KOWWVIKOG BLAAOYOG UNopEl va anoteAEael Ty
nAatpopua Tonikd npoadloplopévav NoAltikwy; To fireside chat Ba emixelphaoel va avadei€el Tig eukalpieg nou
napouatadel n oxéon eunop{ou Kat Touplapou o€ 6poug Blalung avéntuéng, avadelkviovtag g napepBAcelg
nou Ba npénet va yivouv 10 auéows €nouevo dldotnua.

The relationship between Trade and Tourism as a Pillar
of Sustainable Tourism Development

Tourism is one of the most dynamic sectors of the Greek economy, having a central position in its sectoral
specialization. However, its significant growth, as recorded especially after 2015, has highlighted the
importance of the transition to a model of sustainable tourism development. Tourism development, in addition
to improving the tourism experience, should minimize environmental impacts and create better working
conditions and sustainable entrepreneurship. The symbiotic relationship between trade and tourism can
catalyze the transition to an inclusive model of sustainable tourism development. But what are the policies
that will promote a balanced and sustainable trade and tourism interface? How can trade benefit more from
tourism expenditure? What is the role of the social partners in shaping these policies and how can social
dialogue provide a platform for locally determined policies? The fireside chat will attempt to highlight the
opportunities that the relationship between trade and tourism presents in terms of sustainable development,
highlighting the interventions that should be made in the immediate future.

Panel 2 Epnépio & Toupiopdg

GR O r1ouplopdg, wg n «okovouia ing TeAlkng htnong», auoxetidetal pe dAoug KAGdoug TG olkovopiag. H
eotlaon, n dnpoupyikn olkovopia, n aypodlatpoPn, 10 ePNOPLO KAl Ol UETAPOPES GUVOEOVTAL PE TNV TOUPLOTIKA
dpaotnplotnta Kat noAanAactdlouv TG OKOVOWIEC KAIMAKAG NG TouploTkng avdantuéng. Ta dwaBsoua
dedouéva avadelkvuouy TG duvatdtnteg dleUpuvong Twv NOANANAACLACTIKWY CUOXETIOEWY ToU ToupLopoU
he AAoug KAGSouG TN olkovopiag, 6nwg sival autdg tou eunopiou. XUPQwva Pe v épeuva tou INEMY-
EXEE, napott ot EEvol eNOKENTEG NPOTIWOUV TIG TOMIKEC ayoPEG Kal Ta TOMIKA Kataothpata, Yévo 1o 15% tng
TOUPLOTIKNG dandvng kateuBuvetal oe dandveg yla ayopég Kat 1pd@uua. To atoxelo autd unoypauuilel tig
duvatdtnteg dleUpuvong Twv NOAANAACLACTIKWY ENNTWOEWY TNG TOUPLOTIKAG 6pactnpldtntag oto eUndpLlo
pEoa and tnv uloBEnon kKatdMnAwv napeuBacswv. Mg dpwg Ba avaBaBuiotolv ta kavaAla dlavopng twv
EMNVIKWVY NPOLOVIWY yla Tn ataBepn eEunnpetnan NG eEWTEPIKNG (NTNONG 0€ AVIAYWVIOTIKEG TIUEG;: Twg Ba
avaBaBulotoly ta SuVapIKA TOUPLOTIKA NPoLoVTa, ONwC Ta souvenirs Kat noleg 8a sivat ot KAABIKES MOATIKES
nou Ba evioxuoouv tn dlacuvdeon Tou eunopiou pe AAOUG KAGSoUG 6nw¢ N SNPLOUPYLKA OlKovopia Kat n
aypodiatpoh; Moleg eivat ekelveg oL MOATIKEG nou MpowBoUv 1o “branding” INg XWPAg oTo EEWTEPLKO;

Trade & Tourism

EN Tourism, as the “final demand economy”, develops in correlation with other sectors of the economy.
The hospitality and catering industry, the creative economy, agri-food, trade and transport are linked to
tourism activity and multiply the economies of scale of tourism development. The available data highlight
the potential for expanding the multiplier effects of tourism on other sectors of the economy, such as trade.
According to the INEMY-ESEE survey, although foreign visitors prefer local markets and local shops, only 15%
of tourism expenditure is directed towards shopping and food. This underlines the potential for expanding
the multiplier effects of tourism activity on trade through the adoption of appropriate interventions. But how
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can the distribution channels for Greek products be upgraded to ensure that external demand is consistently
met at competitive prices? How will dynamic tourism products, such as souvenirs, be upgraded and what
sectoral policies will be put in place to strengthen the interconnection of trade with other sectors such as the
creative economy and agri-food? What are those policies that promote the "branding” of the country abroad?

Panel 3 Wnelakdg petaoxnpatiopdg oto Alavikd epnéplo

GR  Ouvenxepnaoelg Alavikou epnoplou, 1dlaitepa ot yikpopeoaieg, avtaywvidovial T eTalpeieg texvoloyiag
nou tautdxpova dpactnplonolouvial we HPEYAAEG SLaBIKTUAKEG NAATPOPUEG OTO NAEKTPOVIKO eundplo. la
VA NApapeivouv aviaywvIoTIKEG, oUMPWYa WE T JEAETN NG Eurocommerce kat tng McKinsey & Company
Ba xpelaotel va enevbuoouv tnv enduevn dekaetia €wg kat €230 Slo. oe MANPOPOPIKN Kal Texvoloyia,
oupnepAapBavovtagtny avantun YnPLakwy KavaAlwy, autopatonoinong, pounoTikng KatkuBepvoaoPAaAeLag.
Méxpt 1o 2030, oUupwva e ta dlabBéoipa otoxeia tng EuroCommerce, 10 90% tng avdntuéng o€ Alaviko Kal
XOVOPIKO €UNOPLo avapévetal va NPoEABEL and TG H1adIKTUAKES NWANTELS. O YnPLakdg HETaoXNPATopdg TiBetal
npPOTEPALOTNTA, 16{WC yla TIG PIKPOPESAES EMIXEPNTELG MOU KAAOUVTAL va avantuEouv YNPLAKEG AEToupyieg o€
éva neplBaAov dladoxikwv Kpioewv. Ma €va Pikpd EPNoPIKG KATAoTNUa N YEVIKOTEPA YLa TO AnoKAAOUNEVO
«aveEAPTNTO EUNOPLO>» OL YNPLAKEG UNMOOOWEG, N dlaxelplaon peydAou dykou 6eS0UEVWY, TO YNPLAKO PAPKETIVYK
Kal Ol YNPLaKES MANPWHEG anattodv NOPouUG Kat yvwan. la va prnopel éva katdotnpa va dnuloupynaoel pla
«gunepia xwplg eunddila» yla Toug NeAdTeg Tou, xpelddetal, Népa and Pia CUCTNHATIKA KAl OAOKANpwEVN
oTpatnylkn ata social media yla v KaAUTepn dlaxelplon Kat enkovwvia g €TaPIKAG Tou TautdtnTag, va
enevobUOEL 0 PYNPLAKEG TEXVOAOYIEG, ONwG N TexvNTA vonpooUvn Kat n gnxavikn pdenaon, n enaugnpévn (AR)
Kal n elkovikn npayuatkétnta (VR). Xpetaletal, eniong, va npoo®épetl noAoUG Kat SlapopeTikoUs Tpénoug
NANPWUWV Kat va BeAtwoel 1¢ unnpeaieg napddoong Mou MPOoPEPEL, PE OTOX0 KAAUTEPOUG XPOVOUG,
dleukoAUvaelg nou ouvnBidovial oTlG PeyAAeg enxelpnaelg, onwg aut g live tracking napayyeAiag n tng
autopatononpévng Napddoong HECW POUMOTIKAG TeEXvoAoy(ag.

Evtoutolg, 6Aa autd ouvendyovtal éva entnpdoBEeTo KOOTOC yia TG PIKPOTEPES enxelphoelg. O dpopog yia va
y{veL Mo aviaywVvIoTIKA Jia Pikph enixelpnon ag axéon e pla peydAn, nonola éxet npéoBacn og NeplocdTeEPOUS
UAIKOUG Kal AuAoug Ndpouc, o€ eyaAUTePO eUpog Kal B&Bog atowxeiwv KAM, (0w ivat ev TEAEL MO XpovoBopog
Kal Mo KoatoBopog, TN OTtyuN Mou oL UModouEG ouvOECIIOTNTAG OTN XWPA UCCOWPEUOUV avtl va emAdouv
{nthpata. Qotoéoo, e€akoAouBoUv va unapxouv avanavinta Kanowa epwrinuata, onweg av n utoBEnon twv
YNOLOKWVY TEXVOAOYLWV TEAIKA OUPBAMEL 0T oUppikvwon Tou KOOToug Asttoupyiag n Oxt; Av pnopouyv ot
WNPLOKEC TEXVOAOYIEG VA OLAUOPPUICOUV OPOUG EPNVIKNG cUMBiwaoNng YeTagu twv Yeaaiwy, PIKPWY Kat MoAU
MIKPWV EMIXELPNOEWY HE TIG MOAUEBVIKEC EUMOPIKEG EMIXELPNOELG Kal TIG PEYAAEC NAATPOPHES; To panel auto
oToxeUEL va XapToypa@nael TG duvatdtnTeEG MoU NMPOOPEPEL O WNPLAKOG PETAOXNUATIOPOC EMXELPWVTAG Va
avadei€el tn onpacia tnG CUPNEPIANMTIKAG PJETABAONG TWV EUMOPIKWV EMXEIPNTEWV.

Retail Digital Transformation

EN Retail businesses, especially small and medium-sized businesses, according to the joint study
launched by EuroCommerce and McKinsey & Company compete with technology companies that also
operate as large online e-commerce platforms. To remain competitive, they must invest up to €230 billion
over the next decade in IT and technology, including developing digital channels, automation, robotics, and
cybersecurity. By 2030, according to available data from EuroCommerce, 90% of retail and wholesale trade
growth is expected to come from online sales. Digital transformation is a priority, especially for small and
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medium-sized enterprises that are called to develop digital operations in an environment of successive crises
digital infrastructure. Big data management, digital marketing and digital payments require resources and
knowledge for a small commercial shop or, more generally, the so-called «independent trade». For a store to
create a «barrier-free experience» for its customers, it needs, in addition to a systematic and integrated social
media strategy for the better management and communication of its corporate identity, to invest in digital
technologies such as artificial intelligence and machine learning augmented (AR]) and virtual reality (VR).
It also needs to offer many different payment methods and improve its delivery services, aiming for better
times and facilities that are common in large companies, such as live order tracking or automated delivery
through robotic technology.

However, all this entails an additional cost for smaller businesses. The path for a small business to become
more competitive compared to a large one, which has access to more material and intangible resources, to
a greater range and depth of data, etc., may ultimately be more time-consuming and more costly, at a time
when the infrastructures of connectivity in the country are piling up rather than solving issues. However,
some unanswered guestions remain, such as whether adopting digital technologies ultimately contributes
to shrinking operating costs. Can digital technologies form the conditions of peaceful coexistence between
medium, small and micro-enterprises with multinational commercial enterprises and large platforms? This
panel aims to map the possibilities offered by digital transformation by highlighting the importance of the
inclusive transition of commercial enterprises.

Panel 4 Aiacuvbdeon’Epeuvag kal Ayopdg oto Epnoplo

GR  H&woUvbeon tng £peuvag Kaltou epnopiou anoteAel pua kpiolun cuvBAKnN yila Tov opaAd Kal SLlatnpotpo
METAOXNUATIOPG TV EUMOPIKWV enXelpnoswy. H napayduevn €peuva CUVEIOQEPEL Ue MOAU-eninedo
TPONO 0TV avanTuén Twv EPNOPIKWV EMXEPNOEWV. EWBIKOTEPQ, T EPEUVNTIKA aNOTEAéoUaTa Pnopouv va
OUVELOPEPOUY a€ Blapopa enineda NG EUNOPLIKNG ENXELPNUATIKOTNTAG TOUTOU OUVENWC W¢ NPOTEPALOTNTA,
onwc eival n avantuén npotéviwy, n BeAtiotonoinon g Asttoupyiag tng epodlacTikng aAuaidag, n BeAtiwon
NG KATavOAWTIKAG eunelpiag kat n npdBAewn twv tdocwv nou endpolv otnv Asttoupyia tou kKAGdou. lMola
BApata €xouv yivel 10 teAeutaio dldotnpa; Enevdldouv ol epnoplkeg enxelphoelg otnv épeuva; MNota eivat n
upLotapevn katdotaon oe eninedo xpnuatoddtnong; To panel Ba enxelpnoel va avadeiet yiatl ot dnudoleg
MOALTIKEG YLl TNV €pguva aAAd Kal N BlaoUvOeon Twv NAVENIOTNU{WY Kal TWV EPEUVNTIKWV KEVIPWV WE TIG
EMMOPIKEG eNXelpNaelg pnopel va €xel olkovopieg kAlpakag oe Opoug dladlikaciag AnYng ano®acewy,
UL0BETNONG KAWOTOPIWY aAA Kal evioxuong NG aviaywvioTkotNtag 1ou kKAadou Ttou eunopiou. e KABe
nepintwon n aAnAen{dpacn NG eNXelpNUATIKATNTAG, TNG Kovwv{ag Kat tng épeuvag sival, og TeAlkh avaiuon,
Kploun yla tnv evbuvdauwaon tTou auplo ToU 0IKOOUCTARATOG ToU epnoplou.

Research and Market Interconnection in Trade

EN The interconnection between research and trade is a critical condition for the smooth and sustainable
transformation of commercial enterprises. The research produced contributes in a multi-level way to the
development of commercial enterprises. In particular, research results can contribute to various levels
of commercial business and hence as a priority, such as product development, optimizing supply chain
operations, improving the consumer experience, and predicting trends affecting the operation of the industry.
What steps have been taken recently? Are commercial enterprises investing in research? What is the current
situation in terms of funding? The panel will attempt to highlight why public policies for research and the
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linking of universities and research centers with commercial enterprises can have economies of scale in
terms of decision-making, adoption of innovations, and enhancing the competitiveness of the commercial
sector. In any case, the interaction between entrepreneurship, society, and research is, in the final analysis,
crucial for strengthening the future of the trade ecosystem.

Fireside Chat Ae&l6tnteg oto Alavikd kal xovopikd epndplo

GR H noManAdtinta twv mega-trends tng 01eBvolg owkovopiag, Onwg n enéAacn NG TETAPTNG
Blopnxavikng enavdactaong (Industry 4.0), n KAWaTkA Kp{on aAAG Kat oL PJETAVAOTEUTIKEG POEC MPOKAAOUV
oelpd avadlapBpwaswy otnv ayopd epyaciag 1éoo o1o Xoviplkd, 600 Kal ato Alaviko eunoplo. AvaugiBoAa,
ol avadlapBpwdaelg auteg ouvdEovTal PE Jla oelpd aAaywy atn ¢htnon vewv deglotntwy. And T oty nou
T0 €UNOPLO NPOCoPEPEL T0 16,5% TNC SUVOAMKNG anaoxdAnong extiudtat 6t Ba elvat and toug kKAddoug nou Ba
KATayPAWOoUV ONPAVTIKES ENMTTWOELG ano TOUG HETAOXNUATIOMOUC autoUg. Téao To Alavikd 600 Kal T0 XovOpLKo
euNoplo NpoUnoBétouy pla NAeldda de€lothtwy and tnv NAeupd Twv gpyalopévay aAAd Kat Twv Blwv twv
enxelpnuaticov. Ot Ynplakég kat npdolveg 6e€0TNTeC, Mou anoteAolV Tov nMupnva NG NPOCAPUOYNG OTIG
anauhoelg Twv mega-trends, npounoB£touy nv enavakatdpton (reskilling) kat tnv avaBaduion de€lothtwy
(upskilling) Twv anaoxoAoUpevwy otov kKAGH0. LTn BAon autn, ol NOATIKES katdptiong elvat kKployng onpaciag
yla tnv anoppd@non Twv Kpadaopwy Nou NPoKaAoUV oL HeETaoxnuatopol Twv mega-trends. Nolog unopel va
elvat o0 BEATlaTog poOAog Tou Kpdtoug otny evioxuon twv de€lothtwy; MNwg pnopolv ot Kowvwviko{ etaipol va
oUpPBAMouv atov NPoadloplopd TwWV VEWY OEEIOTATWY;

Skills for retail and wholesale

EN Thediversity of mega-trends in the international economy, such as the advance of the fourth industrial
revolution (Industry 4.0), the climate crisis and migration flows are causing a series of restructurings in the
labor market in wholesale and retail trade. Undoubtedly, these restructurings are associated with a series of
changes in the demand for new skills. Since trade offers 16.5% of total employment, it is estimated that it will
be one of the sectors that will record significant effects from these transformations. Both retail and wholesale
trade require a multitude of skills on the part of the employees as well as the entrepreneurs themselves.
Digital and green skills, which are the core of adapting to mega-trend demands, require the reskilling and
upskilling of those employed in the sector. On this basis, training policies are critically important in absorbing
the shocks caused by mega-trend transformations. What might be the optimal role of the state in enhancing
skills? How can the social partners contribute to the identification of new skills?

Panel 5 To katdotnpa tou péAAovtog

GR  Hnavonuiatou COVID-19 anotéAeae Tov KataAUTn TNG AAAQYNG TWV KATAVOAWTIKWY NPOoTUnwy aAAG Kal
NG Pey€Buvong Tou KAGSouU Tou NAeKTpoVIKoU eunop{ou, KaBloTwvTag 10 £€va ONPAVIKG «KavAaA» NWANCEWV.
H ueyeBuvon tou nAektpovikou sunoplou eival otaBepn. XUpewva Pe 11§ ektnoelg g EuroCommerce 10
HEPIBL0 TV NAEKTpOVIKWY NWANCEwWY avapéveral va augnBei ano to 20%, 1o 2025, oto 30%, 10 2030. Tautdxpova,
OpWC, N PeyEBUVON TOU NAEKTPOVIKOU eunop{ou eNtaxUvel, TOV HETAOXNPATIONO TOU PUOLIKOU KAtaoTatog.
To katdotnua tou péMovtog (Store of Future) oupnuKvaVveEL TIG KaVOTOUEG OTPATNYIKEG Kal TNV uloBEtnon
NG TeEXvoAayiag nou otoxelel atn BeAtiwaon NG KATavaAWTIKNG ePNepiag, NG anoTEAECUATIKOTNTAG KAl TNG
aviaywviotkétntag katd v nepiodo g Ynelakng enoxng. Mo cuykekpLuéva, n evowPdtwon TEXVOAOYIKWY
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kawvotoplwv (AR/VR, Al, Blopetpikég texvoloyieg K.a.), n petdBaon oto nav-kavaAiké eunéplo (omni-channel
retailing), ot npwrtoBoulieg¢ Biwowdtntag (mpdolva Kataothpata, avakUKAwaon, peiwon xphong vepou
KA.N), aA\@ Kal n enévouon otnv KatavaAwTikh eunelpia ouviotolv Toug aoveg otoug onoloug edpddetal n
dlapdppwaon ToU KataotNuatog Tou YeANovToG. Eniong ta kataothuata apxifouv va avietwnidoviat wg 1a
TaxUTepa avantuaoopeva dlagnuoTika KavaAla. Méxpl ottyung, tTa €goda anod ta retail media ouvaywvidovial
autd and t dlapnPLon ota TNAEoNTIKA KavaAla. Aev anoteAel €KNANEN OTL MOAAEC PEYAAEG EMIXELPNOELG TOU
naykdouou Alavikou gpnopiou, onwe n Walgreens n n Walmart, anogpdoloav va Eekivhoouy ta dikd toug diktua
noAupeowy AlavikoU epunopiou. MNMpoapépouv, dnAadn, otoug dapnuildpevoug TNy sukalpia va guvbéoouv
T0 EUMNOPIKO MPOLGV TOUG ME BNUIOUPYLIKG MEPLEXOUEVO MOU aneUBUVETAL OTOUC KATAVOAWTECG, MAPEXOVTAG
Tautéxpova tn duvatdtnta va aAMnAenidpdaoouv Kal va ayopdoouv aneuBeiag. Moteg sival ot npounoBéaelg
yla i pyetdBaon 010 Katdotnpa Tou PEANOVTOG; [Moteg eival ot KUPLEG MPOKANTELG TNG PeTdBaong kat Nwg Ba
MPOXWENGEL JE MO CUMNEPIANATIKOG TPOMO autiv TNV KateUBuvaon:; oto Ba eival 10 KOOToG yla Ta HlaPOPETIKA
HeyEBN enxelpnoewy; To panel Ba enxelpnaeL va eLOPEPEL Evav apxko XAptn dlapBpwTkNG NPooappoyng
TWV EMNXELPNOEWY TOU AlavikoU epnopiou.

The Future Store

EN The COVID-19 pandemic has been the catalyst for changing consumer patterns and the growth of
the e-commerce industry, making it an important sales ‘channel’. The growth of e-commerce is steady.
According to EuroCommerce estimates, the share of electronic sales is expected to increase from 20% in
202510 30% in 2030. At the same time, however, the growth of e-commerce accelerates the transformation of
the physical store. The Future Store encapsulates innovative strategies and technology adoption to improve
consumer experience, efficiency and competitiveness in the digital era. More specifically, the integration of
technological innovations (AR / VR, Al, Biometric technologies, etc.), the transition to omnichannel commerce
retailing), sustainability initiatives (green stores, recycling, reduction of water use, etc ), but also the investment
in the consumer experience constitute the axes on which the configuration of the future store of the based.
Also stores are starting to be seen as the fastest growing advertising channels. So far, revenue from retail
media competes with those from advertising on television channels. Unsurprisingly, many major global
retail companies like Walgreens or Walmart have decided to start their retail media. They offer advertisers the
opportunity to connect their commercial product with creative content aimed at consumers while providing
the opportunity to interact and buy directly. What are the prerequisites for the transition to the store of the
future? What are the challenges main and how will a smooth transition move towards this? What will the
cost be for different business sizes? The panel will attempt to contribute an initial structural adjustment map
of retail businesses.

Panel 6 [lpog pia KUKALKN olkovopia

GR H kukAikn olkovopia avantiooel, 1a teAeutaia xpévia, oxupouq deopolq pe tov KAASo tou Alavikou
epnopiou KaBWC oL eNopIKES eMXElPNOELS lval Kpiolpol kKpikol otnv aAuacida tng napaywyng, tng Slavoung
Kal g Katav@iwong ayaBwyv. H KUKAIKN olKovopia oUuveloQépel e pla neploodtepo Blwdoun aAucida
a€lag, 6mou ot nopot datnpouvral ya Neploootepo didotnua, cupBarloviag TeAlkd otn peylotonolnon g
a€lonoinong toug. H KUKAIKA olkovouia ouvepyel pe 1o Alaviko epndplo og dlagopa enineda: 110 oxedlacuo
TOU MPOLOVTOG, oTnV eNAKUVON TNE {whG Twv Npoldviwy, otn Yelwan Twv anoBAATwY Kal atny avakUKAwaon,
oty ynelono{non kat otnv aflonolnon twv data aA\d kat otnv eknaibeuon Kat otnNv PNAOKN TOU KATavaAwth
otnv aAuoiba aglac. Mowa eivat duwe n uelotduevn Katdotaon o€ eupwnaikd €ninedo o€ OPOUG KUKAIKNG
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okovopiag; Mg Ba npaypatononBel pla Ana petdBaon anod 10 YPAPHIKO 010 KUKAIKG HOVIEAO 0pyavwong
¢ enxelpnong kat nwg 1a ESG sloépxoviatl otn Asttoupyia Twv EPNOPIKWY enixelpnaswy; Mota eival ta véa
EMXEPNUATIKA PoVTEAD Mou avantyooovial 6To MAA{oLo TNG KUKAIKNG olkovopiag kal nw¢ autd ynopolyv va
uloBetNBoUv and TG Mo PIKPEC EUMOPIKEG eNXElPNaELS; To panel Ba enxelpnaoel va anavinoel o€ autoug Toug
npoBAnuatlopoUs, avadelkvioviag TG OUVEPYELEG MOU WnopoUv va uAomnolnBolv oto MAA(olo TNG KUKAIKAG
olkovopiag. TéAog, Ba pwtioel To oNPAvIKG POAO TWV EUNOPLIKWYV EMXELPNOEWY aTn dladikaaoia tng petdBaong
0€ PO NEPLOOOTEPO KUKAIKA, BLIDOLUN KAl AMOTEAEOHATIKA OlKOVOp(a.

Towards a circular economy

EN In recent years, the circular economy has been developing strong links with the retail sector as
commercial enterprises are critical links in the chain of production, distribution and consumption of goods.
The circular economy contributes to a more sustainable value chain, where resources are preserved for
longer, ultimately helping to maximize their utilization. The circular economy cooperates with the retail
trade at various levels: In product design, in extending the life of products, in reducing waste and recycling,
in digitization and the utilization of data, and education and the involvement of the consumer in the chain
worth. But what is the current situation at the European level regarding a circular economy? How will a
smooth transition from the linear to the circular business organisation model occur, and how will ESGs
enter the operation of commercial enterprises? What new business models are being developed in the
context of the circular economy, and how can smaller commercial enterprises adopt them? The panel will
attempt to answer these concerns, highlighting the synergies that can be realized in the circular economy
context. Finally, it will illuminate the critical role of coommercial enterprises in transitioning to a more circular,
sustainable and efficient economy.

Panel 7 O d1adIKTuakEG KOIVOTNTEG WG TPOMOG
oTPATNYIKNG avantuéng

GR X oUyxpovn unép-naykoouiononpévn ayopd Ta JEoA KOWVWVIKAG BIKTUwoNG UUBAAAOUY ONUAVTIKA
otnv avantuén twv enixelphoewy, dedouévou 6T BAoEL epeuvAV NEVIE 0TOUG HEKA XphaTeg Tou SladiktUou atny
EANGGa sival cuotnuatikol online ayopadtég ouxvd and NAATPOpUES KOWWVIKNG OIKTUwong. Ot eNXelphoelg
hnopoUv NA&ov péoa and Tig NAATPOPPEG KOWVWVIKAG BIKTUWOoNG va NPocpEéPOUV VEQ KavAAL enkolvwviag
JE TOUC KATaVOAWTEG, va evioxUoouv TNV napoucia Toug oto dladiktuo, va dlapop@uwaoouy TNV €TAIPIKN TOUG
TQUTOTNTA Kal va avantugouv OXECELG UNOTooUvNG Kal MoTotNTag JEoa €va CUUMETOXIKO neplBaAov. Eival
avapeoBATNTo 6Tl N entuxia plag enxeipnong onpepa dev unopel napd va ouvoebel otevd e v IKavatntd
NG va aflonotnoel autd ta oxupd epyaieia. Méoa and tnv avantuén oAOKANPWHEVWVY OTPATNYIKWYV, aAAG
Kal v evioxuon tou SLaAOYoU JE TOUG KATAVOAWTEG, Ol EMXEIPACELG avadelkvUouy TN BUVAULIKA TOUG Kal
au€avouv 10 anotunwa Toug otnv ayopd. XAPePa, wotdoo, ipacte ynpootd and €va akoun peyaro Kuua
WYNPLOKNAG dlapnplong, WETd To search Kat ta social media, nou anokaAeital ‘retail media”. To t€Aog twv third-
party cookies ivel xwpo ota first-party data nou Ba ivat yla mAoutonapaywylkn ANyA yLa TG ENXEPNOELG MOU
JnopoUV Kal aUAEYoUV Ta bedopéva kel mou Napdyovial Kal CUYKEKPLUEVA 0Ta Kataothuatd Toug. Me ta retail
media énuloupyouvial véol ynolakoi dlapnpuiotikol xwpol ok off-site, on-site kat in-store, mou dlatiBevtal o
pita pépn yla v ulonoinon dlaPNULOTIKWY Kapnavidyv. To panel Ba enxelpnoet va avadeifel H1e€odIkd TG
no NPOAaPateq TAoeLg Kat e€eAi€elg otov Topéa Twv social media Kat tou social engagement, kaBwg Kat TG
BEATLIOTEG MPAKTIKEG Mou akoAouBouvtal yla v entuxn aflonoinoh Toug otov kKAAdo Tou AlavikoU epnopiou.
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2ToxeUel 6€ va dwoEL aNAVINCELG 0TO KOWO O€ £pWTNUATA ONw¢ «Tl onpaivel owath dlaxeiplon twv social
media» yla 1a TG ENXELPNOELG Kat 1BLaltepa TG No PIKPEG: Ot HIKpEG enxelphoelg Ba npénel va dlaxepiovial
oL {bleg Toug Aoyaplacpoug nou dlatnpouv ota social media; Mg unopoUv ot ENXELPNOELS va aglonotnoouy Ta
social media yta va au€hoouv 1o social engement e TOUG KATAVAAWTEG Kal va duvapuwaoouy 1o brand toug; lNatl
1a ‘retail media” Bewpouvtal 1000 eNdpactika; Me notoug 1pénoug pnopet pla enixelpnon va aAANAeNIOPAoel
AMNOTEAECHATIKA [E TO KOWO TNG KAl VA dNULOUPYNCEL OXETELG EMMIOTOoUVNG; Ot OMIANTEG PE TN YVAOON Kal TNV
epnelpla Toug kahouvial va oKlaypapnoouy OYELG ENTUXNPEVWY oTpatnylkwy social media marketing yla tg
MIKPOUEDQIEG ENMOPIKEG EMIXELPNTELG.

Social Communities and Engagement Strategies

EN In today's ultra-globalized market, social media contribute significantly to the development of
businesses, given that according to research, five out of ten internet users in Greece are systematic online
shoppers often through social media platforms. Through social networking platforms, businesses can
now offer new channels of communication with consumers, strengthen their online presence, shape their
corporate identity and develop relationships of trust and loyalty in a participatory environment. Undeniably,
a business’'s success today is closely linked to its ability to leverage these powerful tools. Through the
development of integrated strategies and the strengthening of dialogue with consumers, businesses
highlight their potential and increase their footprint on the market. Today, however, we are in front of another
big wave of digital advertising, after search and social media, called ‘retail media”. The end of third-party
cookies gives space to first - parties data that will be a profitable source for businesses that can and do collect
data where it is generated and specifically in their stores. With retail media, new off-site, on—site, and in-store
digital advertising spaces are created, available to third parties to implement advertising campaigns. The
panel will attempt to thoroughly highlight the latest trends and developments in the social sector media and
social engagement, as well as the best practices followed for their successful utilization in the retail industry.
It aims to provide the public with answers to questions such as What does proper social media management
mean for businesses, especially smaller ones? Small businesses should manage their own social media
accounts? How can businesses leverage social media to increase consumer engagement and strengthen
their brand? Why is the retail media considered so influential? How can a business effectively interact with
its audience and build trusting relationships? Speakers with knowledge and experience are invited to outline
aspects of successful social strategies and media marketing for small and medium commercial enterprises.

Panel 8 T[pog pia «npdoivn» Blopnxavia tng pédag

GR H Buopnxavia g poédag Bewpeital unedBuvn yla v naykoéopa eknopnh tou 10% twv agpiwv
Bepuoknniou, Katatdoostal avApeoa oTouG TPELG MPWTOUC BlopnxavikoUg KAASoUG Mou KAvouy TN PeyaAUtepn
xphon vepoU kat e6dgoug, v napdyel 5,8 ekatoupupla tdvoug andBAnta, kdBe xpdvo, Mou avilotoxouv
oe 12 kg anoBAAtwyv avd atopo, enoiwg. Me Bdon ta daBeowa dedopéva, pdvo 10 22% twv anoBANTwy
KAWOTOUPAVIOUPYIKWY MAPOIOVIWY HETA TN XpAcon TOUC CUAAEYOVIAlL XwWPLOTd yla enavaxpnclyonoinon h
avakUKAWON, eV Ta UNGAOLNA anoTEPPWVOVTAL N anopPINTovIal 0€ XWEOUC UYEIOVOUIKAC TaPpNg agou udvo
10 1% TV UKWV TOU pOUXIOPOU aVAKUKAWVETAL. XUP@Wva PE Ta napandvw, n Blopynxavia g pédag €xel
NV TETAPTN eyaAUtepn enidpacn oto NepBAMOV Kal TNV KAWATKA aAAayn. TapdAAnAa, npoo@Eépel BEoELG
epyaciag kat anacxdéAnang og ndvw and 1,5 ekatoupuplo Eupwnaioug noAiteg. Qotéoo, oL pyactakég OXETELG,
oToVv TOpEa TG Napaywyng, xapaktnpidovray, diaitepa tnv Aala and noAMEG wpeg epyaciag xapnAEG apoBEG Kal
Kupleg anod v EMewpn ouvBnkwy aflonpenolg anaoxdéAnong. H padikonolnon tng évbuaong nou eneKtdBnke
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ge v avaduon tng anokahoUpevng ‘yphyopng uédag (fast-fashion), n onofa tautiotnke pe T otpatnylkn
TWV €TalpELwY va aAadouv ta anoBépata ota kataothatd toug kaBe eBOopudda, 0dNyNaoE TIG ENIXELPNTELG TOU
kAGbou va napdyouv NePLOCOTEPO e XaPNAG KOOTOC. Xe avtiBeon pe authy T duvatdtnta, ol UIKPEG EUMOPLKEG
ENIXELPNOELG, Mou atnpidovtav o€ xovopeunopoug evbupudtwy h aneuBuvovtav ol (Bleg otnv napaywyn, EXouv
apxioel va xdvouv £€6apog. Kat autd oupBaivel, 616TL €va onPaviikG MooooTd TwWV EMXEPNOEWY AlAVIKOU
epnopiou evtdooetal otnv eupUtepn katnyopia g Blopnxaviag tng poédag kat tng kKAwatougavioupyiag. To
Baotkd epwdtnpa nou anacxoAel 1o panel apopd atig MBavEG eMINTWOELG, MPOKANTELG, AAAG Kat duvatdTnTeg,
E TG 0Moleg £pXOVTAL QVTETWIEG Ol MIKPOTEPES EMMOPIKES EMIXELPNTELG MOU evIACCOoVTal atov KAGO, e€attiag
Twv aMaywv nou dladpapatiCoviat otn Blopnxavia tng podag kat oxetiCoviatl pe Tov MPAcVO JETAOXNPATIONO
NG Me GAAa AdyLa, 10 BE€pa elval Pe Mooy T1pdMo N oTPATNYIKA NG Bloalung pddag Ba ennpedael Ty EAANVIKA
olkovop{a, Tov KAGdo €vbuong kat unédnang -6nA. Tov kKAGH0 NG pddag- KaBwg Kal 1o eunopLo €0IKATEPQ.

Towards a «green» fashion industry

EN The fashion industry is responsible for the global emission of 10% of greenhouse gases, ranks among
the top three industrial sectors that use the most water and land, and produces 5.8 million tons of waste
each year, corresponding to 12 kg per person. Based on available data, only 22% of post-use textile waste is
collected separately for reuse or recycling. In comparison, the rest is incinerated or landfilled since only 1%
of clothing materials are recycled. According to the above, the fashion industry has the fourth largest impact
on the environment and climate change. At the same time, it offers jobs and employment to over 1.5 million
European citizens. However, labor relations, in the production sector, are characterized, especially in Asia,
by long working hours, low wages and, by the lack of decent employment conditions. The massification of
clothing expanded with the emergence of the so-called fast-fashion’, which was identified with companies’
strategy to change the stocks in their stores every week, leading companies in the sector to produce more at
a low cost. In contrast to this capacity, small commercial enterprises, which relied on clothing wholesalers
or turned to production themselves, have begun to lose ground. This is because a significant percentage of
retail businesses fall within the broader fashion and textile industry category. The main question concerning
the panel is associated with the possible effects, challenges, and capacities faced by the smaller commercial
enterprisesthatjointhe sectordue tothe changesinthe fashion industry andrelatedtoits green transformation.
In other words, the issue is how the sustainable fashion strategy will affect the Greek economy, the clothing
and footwear industry - i.e. the fashion industry - and commerce in particular.

Panel 9 [laAaid npoPAnpata kat véeg NPokANCELG
otnv eAAnvikh péda

GR  H Bounxavia evbupdtwy kat n KAwaotoUpavioupyia ixav anoteAEoel, UEXPL NPV UEPIKEG DEKAETIEG,
onpavtikéd avantu€lakd NUAWVa yla tny EAANVIKA olkovou{a 1600 o€ 6pouc eyxwplag {hTtnong 660 Kal Eaywywy.
Alonowvtag g agpBoveg NPwTeg UAEG pag, 6nwg 1o BauBdkt Kal To PeTdgl, @dvnke yla kanola nepiodo 6t
n eMnVIKN péda Ba KataktoUoe Pla KEVIPIKN BEan otov NaykOoplo katapeplopd epyaciag. Qotéoo, n aAlayn
npotunou, katd i dekaetia tou 1980, étav n napaywyh pédag «UeTavaoTeUsE» OTIG XWPEG TOU TPITOU KOOUOU,
o€ 0UVOUAOHO WE TNV MOAUMAOKN OLKOVOWIKA auykupia, Exouv eNnpedcsl onpaviikd tov kKAGdo g évéuong ta
teAeutaia xpovia. LUppuwva pe ta teAeutaia otowxeia tou ICEX, onpeloBnke dpaactikh Ntwaon otov aplBpo twv
ETALPELWV TOU KAGdou petatu 2014 kat 2015, and 7.168 ag 4.879. To 2017, oL e€aywyeg EMNVIKWY eVOUATWY
avhABav ota 318,75 ekat. eupw, évavtl eloaywywv aglag 1,05 610. eupw, kupiwg and tnv lonavia (229 exart.
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eupw), TNV ItaAia (168 ekat. eupw) kat v Kiva (95 ekat. eupw). Tig teAeutaleg dekaetie, pia véa yevid noAd
UMNOOXOUEVWV ONPIOUPYWIV ENXELPEL VO MPOOOWCEL EK VEOU OTNV EAMNVIKA POda 10 KUPOG MOU TNG avaAoyel.
Ot enutuxieg EAAVV 0xe81a0TWV 0T0 €EWTEPLIKO KATAdEIKVUOUV OTL UNAPEXOUV EUO{WVES MPOONTIKES, Napd 10
dlapkw¢ petaBaArduevo kat aBéBato neptBaAiov. Mwg pnopouv Aotnodv va avantuxBouyv ta eAANVIKA brands;
MNwg Ba yivouv ol e§aywyEg Aydtepo neplnAoKeG; Tt Xxpelddetal n eAANVIKA POSA yLa va YiVEL Mo avIaywVIoTIKNA;
MnopouUpe va Eavaxtiooupe TV eMNVIKN péda oe SleBveg eninedo; 1600 onpaviiko elvat 0Tt oL NPWTEG UAEG
pag elval «avakUKAWOLPES»; OL OUIANTEG HE TN YVWON Kal TNV ePnelpia Toug kahouvial va pwtioouv OYELG JLag
Bldong KAGdIKAG oTpatnyIkNg yia tnv avalwoydvnon g eAANVIKAG pédag.

Old Problems - New Challenges in Greek Fashion

EN The clothing and textile industries had been, until a few decades ago, a significant growth pillar for the
Greek economy in terms of domestic demand and exports. Taking advantage of our abundant raw materials,
such as cotton and silk, it seemed that Greek fashion would occupy a central position in the global division
of labor. However, the paradigm shift during the 1980s, when fashion production «migrated» to third-world
countries, combined with the complex economic climate, has significantly affected the clothing industry in
recent years. According to the latest figures from ICEX, there was a drastic drop in the number of companies
in the sector between 2014 and 2015, from 7,168 to 4,879. In 2017, Greek clothing exports amounted to
318.75 million euros, against imports worth 1.05 billion euros, mainly from Spain (229 million euros), Italy
(168 million euros) and China (95 million euros). In recent decades, a new generation of promising creators
has attempted to restore Greek fashion to its rightful status. The successes of Greek designers abroad
demonstrate promising prospects despite the ever-changing and uncertain environment. So, how can Greek
brands develop? How will exports be made less complicated? What does Greek fashion need to become
more competitive? Can we rebuild Greek fashion on an international level? How important is it that our raw
materials are «recyclable»? With their knowledge and experience, the speakers are invited to illuminate
aspects of a sustainable sector strategy for revitalising Greek fashion.

Panel 10 Evbuvapwvovtag to peAAOV TNG ENIXELPNHATIKAG
nyeoiag: eotiddovtag otig Oe€10TNTEC

GR  Ououlnthoelg nou die€hxBnoav kaB' 6An T Gldpkela tou Eupwnaikou €toug As€lothtwy (9 Matou 2023
€w¢ 8 Malou 2024) avédel&av cuaTNPATIKA TIC MOAG UNOOXAUEVES NPOCEYYIOELG MOU aopolV OTIG OEEIOTNTEG
WG AUcn atnv NpdKANoN TG EMelwng de€lothtwy nou avipetwnilel n Eupwnn. HEvwon éxel otoxelaoel o€ pia
KOWWVIKA bikaln Kal xwpig anokAelopoUg petdBaon npog Ty «wnelakh» Kat «npactvn» enoxh npoteivoviag
10 YLUUQWVO yla T A€OTNTEG, Pia anod TG eBANPATIKEG NpwToBoUAEG, yla Tnv Kivntonoinon népwy Kat
NV Napoxn KvAtpwy ae 6Aa ta evdlapepdueva pépn wote va avaidBouv dpdaelg yla tnv avaBabuion twv
6e€lotntwy Kat tnv enaveldikeuon Tou epyatikoU duvapikou. Ebikdtepa, 010 Alaviko ePnopLo Mou anoteAel o€
eupwnatkéd eninedo tov peyahUtepo «epyodoTN» PETaU Twv 14 BLoPNXaVIKWY 0IKOCUGTNUATWY, Ol KATAANAEG
be€lotnTeg elval o kplowog napdyoviag ya tn petaBalopevn @UON Twv onuepvaov Béoewv epyaaciag.
Ae€létnteg ota nmedia tou YnelakoU Kat Npdolvou PeTaoxnuatiopol, aAAd kat “soft skills™ gaivetal nAéov
ot elval anapaitnteq. 16{wg ohuepa, mou ae oAdKANpn tnv Evaon, ot epyoddteg avapépouv 0Tl n Eelpeon
epyalopévwyv Pe TG anapaitnteg 6e€10tnteg eival SUokoAN, 1blaltepa pdAlota ae topeic mou anouatadouv ot
EAKUOTIKEG KaL MOLOTIKEG BEaeLG epyaaiag pe 6,1l autd ouvendyetat.

Tautdxpova, n evBAppUVON TWV JEAAOVTIKWY EMNIXELPNUATILOV anoTEAEl hla avaykaia ouvBnkn yla tn peyéBuvon
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TOU KAGOOU Tou AlavikoU eunopiou. 10Toptkd, ol SNULOUPYIKEG IKAVOTNTEG TWV MNPWTONOPWY Tou KAAGdou
anotéAecav KataAUTn yta v dlathpnaon Kat v MNPooapuoyn TwV EPNOPIKWY ENXELPNCEWY OTIG MPOKANCELG
¢ ekdotote neptodou. Ot BNUIOUPYIKES QUTEG IKavOTNTEG €lval neploadtepo avaykaieg and noté. Ev péow
TWV NOAUMNOIKIAWY JETAOXNPATIOKMY Nou entaxUvouv ol mega-forces tou 6eBvolg neplBdAiovtog, ol
«leaders» tou KAGSoU MpEneL va avantuooouv SeELOTNTEG ONWG N KPLTIIKA OKEWYN Kal N ikavotnta eniAuong
NPOBANUATWY, Ol EMNKOWVWVIAKEG OEEIOTNTEC, Ol PNPLOKESG YVWOELG, N IKAVOTNTA TNG MPOCAPUOYNE aAAG Kat n
evouvaioBnon. Ot 6€16TNTEC aUTEG anoteAoUv KPIoWEG MapapETpoug avantuéng plag véag EMNXELPNUATIKAG
KoUAToUpag n onoia Ba edpddetal atnv Kawvotopia Kat tn dNPLOUPYIKOTNTA, OTIG XPNHATOOIKOVOULKES YVWIOELG,
otn dlaxelplon tou piokou aAAG Kal OTnv IKAvOTNTa SIKTUWONG KAl EJPAcng otnv NBIKA cuuneppopd, v
KOWWVIKN UMeUBUVOTNTA Kal TI MPAKTIKES Blibalung enixelpnuatikdtntag. MNoteg eivat opwg ot be€létnteg mou
éxouv avaykn ol «leaders» tou auplo otnv nepintwon g EAMGGagG; Molog eivat o 1pdnog va kaAlepynBoulyv
ol Oe€LOTNTEC AUTEG KaL NOLEG elval ol NPoUNoBEaelg TNG avanTtuEng JLag vEAG ENXELPNUATIKAG KOUATOUpAg N
onolfa Ba ocuvbuddel tnv Napadoclakn ENXEIPNPATIKOTNTA JE TIG VEEG MPOKANGTELG; Ol CUMPETEXOVTEG TOU panel,
pE€oa ano TN yvaon Kat Ny epnelpia toug Ba enxelpnhoouy va del€ouv Nwg ol hetaoxnuatiopol mepvolv Péoa
and tov AvBpwno, 0 onolog NApaPEVEL 0 CNPAVIIKOTEPOG NAPAYWYIKOG NGPOG Tou AlavikoU unopiou.

Empowering Tomorrow’s Leaders: A Focus on Skills and Entrepreneurship

EN Thediscussions held throughout the European Year of Skills (9 May 2023 to 8 May 2024) systematically
highlighted promising approaches to skills as a solution to Europe’s skills shortage challenge. The Union has
aimed for a socially just and inclusive transition to the ‘digital’ and ‘green’ era by proposing the Skills Pact,
one of the flagship initiatives, to mobilize resources and incentivize all stakeholders to undertake actions to
upgrade skills and reskill the workforce. In particular, in retail, the bigest ‘'employer” at the European level
among the 14 industrial ecosystems, the right skills are the critical factor for the changing nature of today's
jobs. SkKills in digital and green transformation and “soft skills» now seem to be necessary. Especially today,
when across the Union, employers report that finding skilled workers needed is difficult, especially in sectors
that lack the attractive and quality jobs that this entails.

At the same time, encouraging future entrepreneurs is necessary for the growth of the retail sector.
Historically, the creative abilities of industry pioneers have been a catalyst for sustaining and adapting
commercial enterprises to the challenges of the times. These creative skills are needed more than ever.
Amid the diverse transformations accelerated by the mega-forces of the international environment, industry
leaders must develop critical thinking and problem-solving skills, communication skills, empathy, digital
knowledge, and the ability to adapt. These skills are crucial for creating a new business culture based on
innovation and creativity, financial knowledge, risk management, and the ability to network and emphasize
ethical behavior, social responsibility and sustainable business practices. But what skills do the « leaders * of
tomorrow need in the case of Greece? What is the way to cultivate these skills and what are the conditions
for developing a new business culture that will combine traditional entrepreneurship with new challenges?
Through their knowledge and experience, the panel participants will try to show how transformations go
through people, who remain the most important productive resource of the retail trade.

Panel 11 Enituxieg kat anwAeleg tng eviaiag ayopdg

GR To 2023, n Eviaia Ayopd t1ng EE cupnAnpwoe 30 xpdvia Asttoupyiag, pe 10 Eupwnaikd ZupBoUAo va
avayvwpilelétinpoketatyla €va eEeAlooOPEVO eyxeipnua, anoteAwvtag 10 BePéA0 TN EUPWNAIKAG OlKovop{ag.
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Tautoxpova, evepyonoinoe pla oelpd gavopévay dlaxuong (spillover effects) oe eninedo enxelpnuatikétnTag
ME OIKOVOIEG KA[UOKAG MOU EMTAXUVAV TNV OLKOVOULKN peyEBuvon. H teAeutaia ouvOEBNKe pe tn dlelpuvon Twv
EMMNOPIKWV OXETEWY, TNV aUEnon twv enevdluocwy, Th dnuoupyia BEoswv epyaciag kal Tov moAAanAaclacuo
TWV EUKALPLAV yla Toug KatavaAwtég. (Qotdoo, ta teAeutaia xpdvia, €UpwAKES Opyavwaoelg Onwg ol
EuroCommerce, Business Europe, ERT, DIGITALEUROPE kat EUROCHAMBERS ek@pdlouv TG avnouxieg
TOUG avapopLkd yla tnv anoucia npwtoBouAiag ek pépoug NG Eupwnaikng Evwong otnv kateuBuvon tng
euBaBuvong tng Eviaiag Ayopdc. H eupwnaikn vopoBeaia moAU cuxvd enpénel dlapoponolnoEl OTOUG
KavOVEG KaTA TN PETA(POPA TouG aTo €BVIKO 6{kalo Twv Kpatwv-peAwv ing Eupwnalkhg’ Evawong pe anotéAeopua
n ayopd va odnye{tal o€ Nepatepw Katakeppatiapd. Ot enxelpnoelg dev Pnopolv eUKOAA va kavouv scale-
up o€ AMEC XWPEG, XwpIg va aviipeTwnioouv ppayuous, Kat n kawvotop{a cuxva eunodidetal and pla oelpd
nepLopLOMWYV, unovopeuoviag tnv EE va yivel aviaywviotikh og naykéoplo eninedo. I16laitepa ot pikpopeaaieg
ENIXELPNOELG NAAEUOUV JE TIC AUEAVOUEVEG UMOXPEWOELG KAVOVIOTIKAG CUMMOPPWONG KAL TO KOOTOG MOU AUTEG
ouvendyovtal, yeyovog nou neplopidel TNV aviaywvioTKOTNTA Toug. H avIlueETnon autwy Twv NPOKANSEwWY,
ONwCe N ateAng eupwnaikh evonoinon, ol aviootNTeG PETAEU TwWV MEPIPEPELIV TWV KPATWYV PEAWY, aAAG Kal
n puButotikh noAunAokdtnta (regulatory complexity), eivat anapaltntn yia v Kowvwvikorno{non tou opéAouq
¢ Eviaiag Ayopdgc. To Tapeio Avdkapyng kat AvBektikdtntag kat n Eupwnaikn MNMpdowvn Zupgwvia (European
Green Deal) anoteAoUv opdonpa otn dladikacia tng epBaBuvong tng evonoinong. Mota eivat dpwc ta endpeva
Bnpata otnv epBabuvon tng eviaiag ayopdg: Mdoo €toeg elval ol EMNVIKEG EPMOPLIKES EMXEPNOELG YU
autd; Mg avtanokpivoviatl o€ PETPA, ONWG Ol PNXAVIOPOL EAEYXOU TIMWV MOU ayvoouv TNV MOAUNAOKOTNTa
TwV oUyxpovwy £odlacTikwy aAuaidwy n n duvatdtnta va xpnaolonoouy v Eviaia Ayopd, HECwW Kolvwv
dlanpayuatedoewy, Nou (0w NAATIEL TOUG TOMIKOUG NpounBeutéc; Mg pnopolyv va avipetwniotouy pe bikalo
TPO6MN0 MPOKANCELC MoU apopoUV OTIC aAAaYEG Tou puBuLloTIKoU MAaloiou Kat €0IkOTEPa ToU vEoUu NAaloiou
nou npowBei n Eupwnatkh Enwtponn ya v aviluetnion twv KaBuotepNoewy aTIC EUNOPIKEG CUVAAAQYEQ
METaEU eMIXELPNOEWY Kal TIG CUVAAAYEG eNIXElPNaewY Kal dnpoaiwy apxwv; Molog avapévetal va eivat o
avtiktunog autoU Tou véou kavoviouou; Mw¢ Ba pnopouoe va enteuxBel n woopponia avapeoa otn oxéon
Twv 6U0 ouvaMaooOpeEVwWY PePWY; To OUyKeKpLUEVO panel Ba enxelpnagl va anavinoel otov nNapandavw
npoBANPATIOPO Kal Ta pwTNUaTa Kat va ouvBéoet npotdoelg nou Ba cupBdéAouv otny KaAUTEPN Agttoupyia TG
evialag ayopdc.

Successes and Failures of the Single Market

In 2023, the EU Single Market celebrated its 30th anniversary, with the European Council recognizing that it
is still an ongoing goal, forming the foundation of the European economy. At the same time, it activated a
series of diffusion phenomena (spillover effects) at the level of entrepreneurship with economies of scale
that accelerated economic growth. The latter was linked to the expansion of trade relations, increased
investment, job creation and the proliferation of consumer opportunities. However, in recent years, European
organizations such as EuroCommerce, Business Europe, ERT, DIGITALEUROPE and EUROCHAMBERS have
expressed their concerns regarding the lack of initiative on the part of the European Union in the direction
of deepening the Single Market. European legislation very often allows variations in the rules during their
transposition into the national law of the member states of the European Union, leading to further market
fragmentation. Businesses cannot quickly scale up in other countries without facing barriers, and innovation
is often hindered by a range of restrictions, undermining the EU’s ability to become globally competitive. SMEs,
in particular, are struggling with increasing regulatory compliance obligations and the costs that come with
them, which limits their competitiveness. Addressing these challenges, such as the incomplete European
integration, the disparities between the regions of the member states, and the regulatory complexity of
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complexity), is necessary to socialize the benefit of the Single Market. The Recovery and Resilience Fund and
the European Green Deal (European Green Deal) are milestones in deepening integration. But what are the
next steps in deepening the single market? How ready are Greek commmercial enterprises for them? How do
they respond to measures such as price control mechanisms that ignore the complexities of modern supply
chains or the ability to use the Single Market through joint negotiations that may hurt local suppliers? How
can challenges related to changes in the regulatory framework and, in particular, the recent proposed late
Payments Regulation by the European Commission to combat late payment inf commercial transactions?
What is expected to be the impact of this new regulation? How could the balance between economic
operators as retailers and wholesalers? The panel will attempt to answer the above reflection and questions
and compose proposals that will contribute to the better functioning of the single market.

Fireside Chat Kévtpa MNoéAcwv, Epndpio kat Last-Mile

GR Ot ndAelg, wg KEVIPA OKOVOULIKNG, KOWWVIKNG Kal MOMTIOHIKAG §paoctnptotntag phofevolv XpNoELg
TOU AlavikoU eumnop{ou nou €xouv KAtaAuTIkh enidpaon otnv €lkova toug. Ta teAeutaia xpovia undpxel Pa
peydAn oughtnon otnv Eupwnn ava@opikd pe tov poho nou pnopel va dladpapatioet 10 okooUotnua Tou
Alavikou epnopiou otnv evioxuon NG (WTIKOTNTAG TWV EUPWNAIKWY A0TIKWY KEVIPWY. H tdon enotpopng
TWV KATAVAAWTWV YLa TIC ayopEG TOUG OTa KEVIPA Twv NOAswv, NapdAAnAa pe tnv au€non twv ‘dark stores’
nou Bplokovtal 6{nAa o€ epnopikd katacthpata, aAAG eEUNNPETOUV TO NAEKTPOVIKG €Undplo BleUKOAUVOVTAG
v enutuxn dlaxelplon tou last-mile delivery, dnuloupyolv véeg npokAhaoelg. NapatnpoUpe 6Tl Ta teAeutala
xpovia, o€ apKeToUg PeyAAoUG SNPOUG TNG XWPAg, oL Mo NoAucUxvaaTol epnoptkoi Spdpot £xouv augnuéva
MOC0OTA KEVWV EUMOPIKWY KataotnPdtwy Kat noAManAactacud «E€unvay Bupibwv» (smart lockers). Avdhoyo
@awvopevo oupBaivel kat pe ta eotatdpla. Eva péxpt twpa au€dvoviav pe taxu pubuo ota KEVIPA Twv NOAEwWY
ol enNxelpnaoelg eatiaong, ta teAeutaia xpdvia BAEnoupe Kat “dark kitchens” va npoetoddouv yeuuata npog
napadoon. H avdntuén Twv acTIKWY EUNOPEUMATIKWV JETAPOPWY, € oUVOUACUO e Ta napandvw Gavoueva,
npokaAoUv eupUtepa NpoBAnpata otn {wn Twv NOAEwWY, ONWE KUKAOPOPLOKA aup@épnaon, nxopunavan,
athooalpikh punaveon, EMewn odlkng aopdAelac. Eva and ta otowxnuata g Tonkng Autodlolknong Kat
v Anpwy, edkotepa, ivat va oupBalouv otn Blapopewon NOAIKWY yla v evioxuon tng {wTkotNtag
TWV NOAEWVY KAl TNV AVIUETWNION 0AWY autwv twv ntnudtwy. Metpa, énwg n opBoAoyikn dlapdppwaon
Twv wpapiwv popodoaciag, n xwpoBEnon twv «E€unvwy Bupidwv» (smart lockers), n dnuloupyia {wvwv
XAPNAWY EKMOJMWV KAl N A0 anoTeAEoUATKA 0pydvawon Kat dlaxeiplon twyv aotikwy logistics Ba ynopouoav
va BeAtiooouv v kaBnuepvétnta twv néAewv. MapdAnAa, n evioxuon tng KABapldTNTAC, TNG KUKAIKAG
dlaxeiplong twv anoppUpatwy, o €Aeyxog TG oTABPeUoNG Kal N AMYN PETPWY KAt TNG eyKANPATIKOTNTAG
Ba pnopoucav va cupBdaAouv otnv avaldwoyodvnon Twv NOAEWY Yeyovog nou weeAel Kat tnv avantuén tou
AlavikoU epnopiou. Ot napandvw npoBAnuatiopol Ba anoteAéoouv tov a&ova cudhtnong tou fireside chat.

Fireside Chat: City Centers, Trade and Last-Mile

EN Cities, as centers of economic, social and cultural activity, host uses of retail trade that have a catalytic
effect on their image. In recent years, there has been a great debate in Europe regarding the role the retail
ecosystem can play in enhancing the vitality of European urban centres. The tendency of consumers to return
to the city centres for their shopping. alongside the increase of “dark stores « located next to commercial
stores but serve e-commerce, facilitating the successful management of last-mile delivery, creates new
challenges. In recent years, in several large municipalities of the country, the busiest commercial streets
have increased percentages of empty commercial stores and a proliferation of «smart boxes» (smart
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lockers). A similar phenomenon occurs with restaurants. While until now, catering businesses have been
growing rapidly in city centres, but in recent years, we have also seen « dark kitchens " to prepare meals for
delivery. The development of urban freight transport, combined with the above phenomena, causes broader
problems in the life of cities, such as traffic congestion, noise pollution, air pollution, and lack of road safety.
One of the stakes of Local Government and Municipalities, in particular, is to contribute to formulating policies
to strengthen the vitality of cities and address all these issues. Measures such as the rational configuration of
supply times, the placement of «<smart lockers» (smart lockers), the creation of low-emission zones and the
more efficient organization and management of urban logistics could improve everyday life in cities. At the
same time, strengthening cleanliness, circular waste management, parking control, and taking measures
against crime could contribute to the revitalization of cities, which would also benefit the development of retail
trade. The above considerations will form the focus of the fireside discussion chat.

Fireside Chat Eukalpieg kal npokAnoelg oto Alaviké epndplo

GR  To owkooUaotnua tou eMnVIKoU AlavikoU epnopiou ugiotatal évav eupU JETAOXNUATIOMO, 0 onoiog anat-
tel tepaotieg enevbUoEelG. LUPPwva Pe TNV Kovn JeAétn tng EuroCommerce kat tng McKinsey, unohoyiletal
OTL €w¢ 10 2030, ot enevdUoElg oTNV eUpWNAlkh ayopd cuvoAikd Ba npooeyyiocouv ta €600 61¢, avaPopikd ue
TOV YNQLaKS PJETAOXNUATIONO TwV PiKkpoueoaiwy enxelphocwy, 1a €300 61g, yia T Budaoiun petdBacn Toug Kat
€35 61 a10 nebio Twv de€lothtwy. H béopeuon tou KAGbou o eupwnalkd eninedo yla Ynelakd Kat npdctvo
METAOXNUATIOPG aANG Kal yia TNV avantuén véwv deClothtwy euBuypappidetal nAhpwg pe g erhodotieg kat
TOUG MOALTIKoUG atoxoug Tng (Blag tng Eupwnaikhg Evwong. H enttuxia twv otdxwv autv otnv EAANVIKN
ayopd. evtoniletal o nevie Touelc mou €ival anapaitntol ya tn BeAtiwon tou Tponou Asttoupyiag Twv ent-
XEPNOEWV: (a) ENTEXUVON TOU YNPLAKOU UETAoXNPATIOPOU, (B) EKOUYXPOVIOHOG TWV KATAOTNHATWY Kal Twv
anoBnKwV Kal evioxuon Tou pOAOU TOUG 0Ta KEVTPA TwV NOAswV, [y) entdiwen yla undevikég eknopnég CO2, (6)
NPOTEPALOTNTA OTNV KUKAIKOTNTA KAl TN peiwaon twv anopplupdtwy kat (€) avantugn kat dnuloupyla de€lothtwy
0T0 €unopLo. Tautdxpova, waoTdo0, Ol EUMOPIKEG EMXEIPNOELG avTIWETWNI(OUV onPavTikEG NpokAhaoelg. O avri-
KTUNog tou noAéuou otnv Oukpavia eival 1dlaltepa aoBntog Pe 1ov NANBwELOPG Kal To AUENUEVO EVEPYELOKO
kootog. EmnpooBeta, ta upnAd evoikla kat n kplon oto kdotog {wng elval oplopévol and Toug Napayovieg
nou ackouv nieon ota neplBwpla kEPdoug otov KAGdo Kal neplopifouv TNV IKAvOTNTA ToU va enevOUCEL XNV
eMnVIKh ayopd, n 6{dupn petdBaon «npdavou» Kat «PnPLakoU» PJETAOXNUATIOMOU analtel GUYKEKPLUEVO OXE-
b0 6pdAong yla In xpnuatoddtnon Kat tnv uAono{non tou, cupnepAauBavouévng g dnutoupylag NoLoTIKWY
Beocwv epyaciag yia tnv al&non NG OIKOVOUIKAG KAl KOWWVIKAG avBeKTIKOTNTAG KAl TNV QVTIMETWNION TWV
eMelpewv epyatikoU duvapikou kat 6e€lothtwvy. To fireside chat otoxeUel va dlepeuvnaoel TG eukalpleg Kat TG
MPOKANCELG MOU UMAPXOUV 0TNV EAANVIKA ayopd yla T0 Alavikéd unoplo.

Opportunities & Challenges in the Greek Retail Market

EN The retail ecosystem is undergoing a broad transformation, which requires massive investment.
According to the joint study of EuroCommerce and McKinsey, it is estimated that by 2030, investments in
the European market as a whole will approach €600 billion, regarding the digital transformation of small
and medium-sized enterprises, €300 billion, for their sustainable transition and €35 billion in the field of
skills. The sector's commitment at the European level to digital and green transformation, as well as to
the development of new skills, is fully aligned with the ambitions and political goals of the European Union
itself. The success of these goals in the Greek market can be found in five areas that are necessary to
improve the way businesses operate: (a) acceleration of digital transformation, (b) modernization of stores
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and warehouses and strengthening their role in the centers of cities, (c] striving for zero CO2 emissions, (d)
prioritizing circularity and waste reduction and (e) developing and building trade skills. At the same time,
however, commercial enterprises face significant challenges. The impact of the war in Ukraine is particularly
felt with inflation and increased energy costs. Additionally, high rents and the cost of living crisis put pressure
on the industry’s margins and limit its ability to invest. In the Greek market, the twin transition of «green» and
«digital» transformation requires a concrete action plan to finance and implement it, including the creation of
quality jobs to increase economic and social resilience and address labor and skills shortages. The fi reside
chat aims to explore the opportunities and challenges in the Greek retail market.

Panel 12 T[MoAitikég yia pia noAueninedbn npooéyylon
QVTIPJETWNIONG Tou napdvopou epnopiou kanvou Kat diatnpnaong
NG Prwoipdtntag tng ayopdg

GR M ané g naykdoPLEG MPOKANTELG OTO EUNOPLO lval N aVTIETWNION Twv NEoldvIwy nou dlakvouvial
napdvopa, 6nwc ya napddelypa ta Kanvikd npotévia, Adyw tou uwnAoU neplBwpiou KEPOOUC TOUC, NG
OXETKNG UKOAlag atn Slakivnaoh toug kat tng duokoAlag evioniopou Toug. H Eupwnalkh Entponn, katd ta
npPoNYoUMEVa XpovLa, €(Xe KAVEL NPOCMABELEC YA TN CUYKPOTNON HIAG OUVEKTIKAG Kal ouveNoUC OTPATNYIKNG
yla TNV QVTUETWNLON Tou AaBpepnopiou, ouvantoviag cUPPWVIES PE TIG Blopnxavieg Kanvikwy NpolovIwy yla
TOV KAAUTEPO €AEYX0 TNG NaPAYwWYNE Kal TG dlavoung Toug. 21o nAaiolo auto, dnuoupynBnke 1o «[1pwtdKoAAO
yta tnv E€dAewyn tou Mapavopou Epnopiou Mpotdviwy Kanvou» und tnv atyida tou Maykdopiou Opyaviopou
Yyeiag (M.0.Y), wg pla ieBvhg ouvBAKN yla Tnv evioxuon g ouvepyaciag YETall Twv XwPWwV Pe aTdXo TNV
QVTLHETWNLON Tou Napdvopou epnoplou Kanvikwy npotoviwy. MNpdopata, kat ouykekpiuéva tov DeBpoudplo
2024, ohokAnpwBnKe otov Mavaud n tpitn cUvodog Twv PepwV Tou pwTtokOAouU yla Ty e€AGAswpn tou
napd@vopou eunopiou Npoldviwy Kanvou nou otepel and TG eBVIKEG KUBEPVNOELG POPOAOYIKA €006a Mou
Ba pnopoucav va Asltoupyhcoouv aviloTaBuloTikd yla T othplEn tng dnuodaotag uyeiag. H EAada wneiotnke
w¢ [Maveupwnalkdg LUVIOVIOTAG yla TNV KatanoAéunon tou AaBpeunopiou mpoldviwy kanvou. To panel
avapévetral va avadeiel 1o péyeBog Tou napavopou eunopiou Kanvikwy npoldviwy oty EAAGda kat v
Eupwnn, eotddoviag oTig OXETKEG NPWTOBOUAIEG Kal pAaoElg Mou €xel avaAdBeL N XWPA KAC WE KATAAUTIKOG
napdyoviag yla i dlakpatikh cuvepyacia kat tnv aviaAAayn Texvoyvwoiag Kat KaAwv Npaktkwy. MNapdAAnAa,
Ba avadei€el tn onuacia tng cuvepyaaiag ueTall KpAToug Kal BLWTIKOU TOPEA OTN PAXN Katd Tou AaBpepnopiou,
070 NAa{olo oTpatnNyIKWY yia T Bion Kat dikain avantuén.

From Policy to Practice: A multi-faceted Approach to Tackle lllicit Tobacco Trade
and Preserve Market Sustainability

EN Oneoftheglobalchallengesintradeisdealing withillicitly traded products, such as tobacco products, due
to their high-profit margin, relative ease of movement and difficulty in tracing. In previous years, the European
Commission made efforts to establish a coherent and consistent strategy to combat smuggling, concluding
agreements with the tobacco industries to control their production and distribution better. In this context, the
«Protocol for the Elimination of Illicit Trade in Tobacco Products» was created under the auspices of the World
Health Organization (WHO) as an international treaty to strengthen cooperation between countries to deal with
illegal trade in tobacco products. Recently, and specifically in February 2024, the third meeting of the parties
to the Protocol on the Elimination of Illicit Trade in Tobacco Products, which deprives national governments of
tax revenues that could work compensatory to support public health, was completed in Panama. Greece was
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voted as the Pan-European Coordinator for the fight against the smuggling of tobacco products. The panel is
expected to highlight the size of the illegal trade in tobacco products in Greece and Europe, focusing on our
country’s relevant initiatives and actions as a catalytic factor for transnational cooperation and the exchange
of know-how and good practices. At the same time, it will highlight the importance of collaboration between
the state and the private sector in the fight against smuggling in the context of strategies for sustainable and
fair development.

Panel 13 Ta eAAnvikd brands w¢ npeoPeutég

GR  H napaywyn, evbuvapwon kat avéntuén epnopikwy npoléviwy kat dpactnplothtwy nou Bacilovtat
otnv avadelgn g eMnVIKNG KouAtoUpag, Bewpeltat 61t oUPBAMEL ONPAVTIKG 0TNV €EWOTPEPELA TNG XWPAG
Kal tnv avdntuén Tou TouplopoU. XAPEPA, 0AOEVA KAl MEPLOCOTEPES EMIXEIPNOELS dNUIOUPYOUV EAKUCTIKA
brands mou avtAoUv otoixeia and v noAmopikh napddoon g EAAGSaC kat Asttoupyolv w¢ NpecBeuTég
NG LoTopiag Kal ING PEOOYELOKNG KOUAToUpag. H dnown ot n EANGGa «epnvees avadelkvUetal and NoANEG
EMNOYEG VEWV EMNVIKWY brands and dtdpopoug unokAGdoug Tou epnopiou nou SlekdikoUv BEan Kat pwvn
otnV EAANVIKN Kal naykéaopla ayopd. Aopwviag diktua eEWTEPIKWY CUVEPYATWYV, CUHMETEXOVTAC OE EAANVIKEG
h OLeBveic NAATPOPPEG NAEKTPOVIKOU gunopiou Kat moAuKataoTAPata, A/ Kat dNPLOUPYWVTAg auTdVoUa PUOLKA
KOTAOTAMATA O€ €UBANUATIKEG €UNOPIKEG NOAELC NpoonaBolv va €dpaltoouv T BEon Toug OToV LOXUPO
avtaywviopd npoBdaMovtag tnv EAAGSa. Me autég g okEYelg, to ndveA autd otoxeUel va Blepeuvnael TNy
enidpaon g TaUTOTNTAG Kal NG €IKOVag TN EAAGDag otnv avdntuén epnoplkv npoléviwy, eotdloviag otig
eUKalpleg Kal TIg NPOKANGELG MOU UNdpxouv otnv enévouon NG EMNVIKAG Tautdtntag. Tautéxpova, Jeoa ano
10 napadelyuata Twy ENXEPNPATIKWY EYXEPNPATWY TWV OPINNTWY avauévetal va avadexBolv OYelg g
oTpatNYIKNG Kat npooeyyloelg tou marketing nou ennpeddouv TNV eNTUX{a KAl TNV €NEKTACN TWV EAANVIKWDV
brands otnv naykoopla ayopd. H cudhtnon otoxeUel va anavinoel o€ Pla o€lpd and epwthuata, 6nwc, nota
efval ta KUpLla xapakInplotikd nou kaBlotouv €va brand Eexwplotd otov KOGHO Tou AtlavikoU epnopiou; Mg
N eMNVIKA KOUATOUPA Kal N 1oTop{a evowpaTwvovTal otov oxedlacuo Kal TNy Tautdtnta Plag nixelpnong kat
TwV NPoldvIwY A/Kal unnpeotwy NG MNw¢ pnopolv ta EAANVIKA Npotévia va avantuouv Kat va dlatnphoouv
TNV avVIQyWVLIOTKOTNTA Toug atny naykdaopia ayopd:; Mg n otpatnylkh Twv ENXEIPNCEWY Kal Ol MPOCEYYITeLg
marketing ennpeddouv v entuxia Kat TNV €NEKTACN TwWV €ANVIKWV MPOLOVIWY OTNV NayKOopla ayopd:
[Noleg elval oL oTpaTNYIKEG MoU UnopoUv va uloBetnBouyv yla ula peyaAutepn enidpacn otnv naykdoula ayopd:
Ol NpooKeKANPEVOL OPIANTEG KaAoUvial va Polpactolv TG OIKEG Toug Blwuatikég otopleg avapopikd e
v avantuén g enxelpnong Toug, TIC uKalpleg, TIC NPOKANGCELG A/Kal Ta unodla mou cuvaviolv Katd tn
dpaatnplono{ncn toug, aAAd Kal Th yvwaon Kat v eunelpia toug ota nedia tou marketing kat tou branding.

Greek Brands as Ambassadors

The production, strengthening and development of commercial products and activities based on the
promotion of Greek culture are considered to contribute significantly to the country’s extroversion and tourism
development. Today, more and more companies are creating attractive brands that draw elements from the
cultural tradition of Greece and act as ambassadors of history and Mediterranean culture. The opinion that
Greece «inspires» is highlighted by many choices of new Greek brands from various sub-sectors of trade
that claim a position and a voice in the Greek and global market. By building networks of external partners,
participating in Greek or international e-commerce platforms and department stores, and/or creating
independent physical stores in emblematic commercial cities, they try to consolidate their position in the
intense competition by promoting Greece. With these thoughts in mind, this panel aims to explore the impact
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of Greece’s identity and image on the development of commercial products, focusing on the opportunities
and challenges that exist in investing in Greek identity. At the same time, through the examples of the
business ventures of the speakers, aspects of strategy and marketing approaches that affect the success
and expansion of Greek brands in the global market are expected to emerge. The discussion aims to answer
several questions: what are the main characteristics that make a brand stand out in the retail world? How
are Greek culture and history integrated into the design and identity of a business and its products and/or
services? How can Greek products develop and maintain their competitiveness in the global market? How
do business strategy and marketing approaches affect the success and expansion of Greek products in the
global market? What strategies can be adopted to impact the global market more? Invited speakers are
invited to share their own stories regarding the development of their business, the opportunities, challenges
and/or obstacles they encounter during their operations, and their knowledge and experience in marketing
and branding.

Panel 14 H 6uUvaun twv dedopevwy 0To Alaviko

GR Y10 oUyxpovo Alaviko epnoplo n agonoinon twv ‘retail analytics” ano g enxelpnaoglg oto NAaiolo g
«EMIXEPNUATIKAG eupuiag» (Business Intelligence) eival kataAutikn yla tnv anodotikdtepn Asttoupyia toug,
NV KaAUTEPN €€UNNPETNON TWV NEAATWV TOUG Kal TNV augnaon tng kepdopopiag toug. Ta ‘retail analytics”
npokUntouv and tn petatponh pn ene€epyacpévay dedopévwy o KatavonteEC MANPoPopieg yla T xphon and
OAQ Ta €PN HLag eNxelpnong, cuvBETOVTAC Jla CNPAvVTIKA «IAouTonapaywytkh nnyn». H auAoyn dedopgvay,
n avaAuon Kal n Katavonth anetkdvion Toug ival hla NpakIikh nou ékavav NAviote Ol EPNOPIKES EMXEIPNTELG.
YAUEPa, autéeg ol bladikaaoieg dleukoAUvovtat anod epyaieia Bl mou ti¢ autopatonololy, e€0IKOVOUWVTAC XPAVO.
H «e&opugn» dedopévwv, GnAadh o TPOMOG PE TOV OMoio Ol ENIXEIPNTELG OUYKEVTPWVOUV SeS0PEVA, MOIKIAEL
Kal oxet{detal Ye TG YNPLOKEG TEXVOAOYIEG, Ta KaVAALO yla TNV €NKOVWV{a Katl Tnv NWANCN, 10 cuathuata
dlaxelplong N €podlactikng aAuaidag nou xpnaoldonolel, aANG Kat TG MAATPOPHES TWV HECWY KOWVWVIKAG
SIKTUwOoNG Nou cuppetexel. Evomnolviag kat avalloviag 6Aa autd 1a 6ebopEVa Ol EUMOPIKEG EMXELPNOELG
JRopoUv va CUVBETOUVY O€ MPaypatiké Xpovo Jia oAokAnpwévn eikOva yla tnv andédooh toug Kalva AauBavouy
TEKUNPLWMPEVEG aMOPACELG yla TNV avantugn toug, Thv au€non tng kepdopopiag Toug kat N BeAtiwon tng
eunelplag Twv nehatwy. Tautdxpova, unopolv va avanpeooapuodouv TG OTPATNYIKEG Toug, dlopBavovtag
kaBnuepvd npoBAnpata (n.x. epodlacpol) Kat eNAUOVIAS MO AMOTEAECHATIKA {NTAATA NeAATy. Tétola
epyaAeia enxelpnpatikng eupuiag naiadtepa xpnolonololviav Kupiwg and avaAutég dedopévwy, evad
OAUEPA UE TOV YNPLOKO PETAOXNUATIOPO Kal TNV avantuén twv nAatgopuwy Bl éAa ta pyépn puag opddac/
enwxelpnong pnopouv va éxouv nNpdoBacn oe insights mou unootnp{{ouv TIC ECWTEPIKEG AETOUPYIEG TwV
enxelpnoewy. To panel atoxelel va avadei€el tn «dUvaun» Twv ‘retail analytics” yla tn dnploupyia actionable
OUUNEPAOHATWV.

The power of retail analytics

EN In modern retail, the utilization of «retail analytics» from businesses in the context of «business
intelligence « (Business Intelligence) is a catalyst for their more efficient operation, better customer service
and increased profitability. The “retail analytics™ result from transforming raw data into understandable
information for use by all parts of a business, composing a significant “wealth-generating source”. Collecting
data, analyzing it, and displaying it understandably are practices that commercial enterprises have always
used. Today, these processes are facilitated by Bl tools that automate them, saving time. Data ‘mining’, i.e.,
how businesses collect data, varies and relates to the digital technologies, communication and sales channels,
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supply chain management systems they use, and social media platforms. By consolidating and analyzing all
this data, commercial enterprises can put together a real-time comprehensive picture of their performance
and make informed decisions about their growth, increasing their profitability and improving the customer
experience. At the same time, they can readjust their strategies, correcting day-to-day problems (e.g. supply)
and solving customer issues more efficiently. Such business intelligence tools used to be mainly used by
data analysts, but today, with digital transformation and the development of B | platforms, all parts of a team/
business can access insights that support internal business operations. The panel aims to highlight the
“power” of “retail analytics” to create actionable conclusions.

Panel 15 H texvnth vonpoouvn oto epnéplo

GR O ynoplakég texvoloyieg kat blaitepa n Texvnth NonpoaoUvn (Artificial Intelligence — Al) npoogépouv
AUETPNTEG VEEC OUVATOTNTEG OTIG EUMOPIKEG EMIXEIPNOELG WOTE va avaBaBuioouv TIC EMXEPNPATIKEG TOUG
Aettoupyleg, va BeAtiooouy v eunelpla Twyv KATtavaAwTwy Kal va Napapeivouv aviaywvioTikEG o€ Pla ayopd,
n onofa yivetalt oAoéva Kat Mo YnPLakn, e ouvexwe JeyaAutepn e€aptnon and Ty avaiuon Twv «PeyaAwy
dedopévwv» (big-data). Eldikdtepa, n Al bivel Tn SuvatdtnTa OTIG EPNOPIKEG EMIXEIPNTELG VA OUYKEVIPWVOUY,
va eneCepyddovial kat TEAKA va a&lonololy dedopeva nou Ba Toug ENTPEWPOUV VA KATAVONCOUV TIG MPOTINTELG
TWV KATAVAAWTWY NpooPEéPovTac MOAANAEC «MPOCWMNOMNOINKEVEG> KATAVAAWTIKEG eunelpiec. H duvatdtnta
auth petappadetatl oe BeAtlotono{non NG TWOAOYLAKAG MOAITIKAG Twv eNXElpnoswy, ae evidenced-based
NPOBAEWELC aAAG KaL anoppdPNCN TWV «CoK» OTIC POdLAoTIKEC aAuaided. MNola gival duwg n dlaclvdeon NG
Al pe TG ePnoplkéG enxelphoelg otnv EANGda; Enevbuouv ol epnopikég enixelpnoelg otny Al; MNoteg ivat ot
MPOKANCELG TNG KAl JNOPE( va anoteAETEL €vav NXaviouo Npocappoyne yia TG HIKPOTEPEG EMIXELPNOELG;

Artificial intelligence in commerce

EN Artificial Intelligence (Al) offers countless new possibilities for commercial enterprises to upgrade their
business operations, improve the consumer experience and stay competitive in a market that is becoming
increasingly digital, with an ever-increasing reliance on the analysis of "big data». In particular, Al enables
commercial enterprises to collect, process and ultimately leverage data that will allow them to understand
consumer preferences by offering multiple “personalized” consumer experiences. This possibility translates
into optimising companies’ pricing policies, evidenced-based forecasts, and the absorption of «shocks»
in the supply chains. But what is the connection between Al and commercial enterprises in Greece? Are
commercial enterprises investing in Al? What are its challenges, and can it be an adaptation mechanism for
smaller businesses?
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Mapaokeun, 5 Anpihiou 2024

Navigating the consumer law in the digital era

lewpyia AyyeAlbakn
Aiknydpog, AtaueaoraBntpta, Lead Trainer CLR

0 unépoxog KAdapog tou Internet Kat ot Kivbuvoi tou

Xplotdkng Ténakag
Group Chief Information Security Officer (CISO) & Data Protection Officer (DPO). Todnela lNeipaicdg

Fail Forward: Unlocking Resilience — Bizrupt

Konstantinos Vassakis and Alexandra Karapidaki
Co-founders Bizrupt

Customer Case Study: Digital transformation twv Marks & Spencer Cyprus

By Bewise

Instore Data: Stop guessing...start knowing, start growing!

Advog lkoUokog (Sales Director)and Avtwvia Maupidou (Project Manager), Free FutureSoft

How to power your digital commerce modernization with Data & Al

Mavog MNeplotepénouiog
Partner and Chief Solutions Architect Rocket Path

Nwg pua enixeipnon AtavikoU gpnopiou pnopei va dtapoponotnBei
ané tov aviaywviopo, dtatnpwvtag tautéxpova thv kepdogopia tng

K. KoUpkoulog Lnupidwyv 2aBBag
AweuBuvwv FuuBoulog, Apricot Consulting Ltd
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1aBBato 6 Anpthiou 2024

Texvoloyieg Al (CoPilot) yia collaboration kat entkowvwvia pe ta KataotApata

By Bewise

Inspiring Trust Creating Impact —
To mindset kat 1o skillset tng kawvotopiag: H kawvotopia avikel og 6Aoug!

Stella Rapti
Founder & CEO | Over & Above EU

Lobbying Strategies: Insights from Greece and the EU

Kwotag EAeuBepiou
Enikoupog KaBnyntn¢ noAitikig Kat LaTopIKNG KotvwvioAoyiag
oto tnua lNMoAwkng Emotnung tou Anuokptteiou lMavermotnuiou 8pdkng

MW\éva MavayiwwtonouAou
Head of EU Public Affairs & Advocacy, EXEE

Epsilon Smart Ergani | H'E§unvn cloud AGon tng ayopdg yta tnv Wneuakn Kdpta
Epyaoiag nou cuvdéet online Epyal6pevo - Epyoddtn - Aoylothl

Pdvia Npapavtiwtn
Head of Partners Network Sales, Epsilon Net

Enavanpoaobiopifovtag to Ataviké gpnéplo otnv enoxn th¢ Texvnthg Nonpgooldvng

lwavvng KavéAlog
KaBnyntng, IMT Atlantique. France

To péANNov tou gpnopiou péow Tou Liveshopping

Mwpyog ®Awpag
JuuBoulog Enixelpriogecwv
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1 Japan Tobacco International

3 Free Futuresoft

5 Startup Area & Elevate Greece

6 Pitching Sessions | Endeavor Greece

2 KwtobBoAog
4 Epsilon Net
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