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EMIOPIKO KAl ENMNIMOP®QTIKO MPOrPAMMA ZOTIKH2 3HMAZIAZ

BIOMHXANIKO
EMIMEAHTHPIO

«DATA - DRIVEN MARKETING AND EXPORT GROWTH OF

THE CYPRIOT FOOD & BEVERAGE COMPANIES»
(100% Enixoprijynon ano tnv AvAA)

Hpepopnvieg AisEaywync: 01 & 02/ 11/ 2022
NoAn & Xwpog Aictaywyng:  Aegpecog, «PEFKOS CITY HOTEL» ZYD%HZ

To ISpupaTikO HEPOG Tou EknaideuTikoU MpoypappaToc, To onoio £xel diapkeia 14 wPEG, [ATHETE EAQ

Oa diEayOei o€ dUO NUEPEG.

3TIG MEPEC WA, Ol ENIXEIPAOEIG TPOPIPwV & NoT®wv aTnv KUnpo, AeIToupymvTag o€ éva nio gUVOETO NAyKOGUIO NEPIBAAOY,
kahouvTal pe au€avopevn nieon va MPepiPvnoouv yia Béuata nepIBAANOVTOC, KOIVWVIKNG OUMHETOXNG Kal ETAIPIKAG
dlakuBépvnone. H kakr oikovopikn nAnpogdpnon (financial management) r} n anouagia MOIOTIKAG TETOIAG NANPOPOPNONG
Jropei va odnynosl O avenapkeig ETAIPIKEG anoPAcelC Kal apyn avanTtuén AOyw anouaiag oxediaouou kal NPoETolaaciac.
XpnUaToolkovoikoi nopol €ival dlaBgaiyol og eTalpie Pe dlaPaves, akpIBEC, Kal €ykaipo oUOTNHA NApAdeonC OIKOVOUIKMY
anoTEAEOUATWV.

O Baoikdg okondg Tou MPOYPAMKATOC €ival va BonBroel TIG EMIXEIPHOEIG va 7 .
anoKTrOOUV apTIOTEPN avanTu€lakn MPOONTIKA kal ouyxpovn AeToupyia, ){
Baoiopévn oTIC akOAOUBEG NapapéTPOUC: HAPKETIVYK, ESG, Texvoloyia, digBvég DATA - DRIVEN MARKETING @°
nepIBAMOV/eEaYWYEG, XpNHATOOIKOVOUIKN dlaxeipion. Eniong, To npdypapua AND EXPORT GROWTH =

oToxelel oTnv NpowBnan oplng oTPATNYIKAG Kal TEXVOAOYIKOU LAPKETIVYK Yid FOR FOOD & BEVERAGE ’ |

TNV ENIXEIPNUATIKA aQVvAnTUEr Toug, aveEdptnta and To HeyeBoc Toug (a) SECTOR

£€1I0IKEUOVTAC TN ASITOUPYIQ TOUG O£ GUYKEKPIYEVO avanTugiakod HovTeNo, (B) ’ J
npowBWVTAG TNV KAIVOTOWIA KAl TOV EKCUYXPOVIOUEVO OTPATNYIKO OXEDIAOHO ; Y E

Toug, (y) xapalovTag aTpatnyikn BEATIWONG TOU HAPKETIVYK TOUG WE BAan TIG , ’[ 5 =
VEEC Texvohoyieg, kai (d) enavanpoadiopilovTag Tn aTpaTnyikn avanTuéng Toug Q ‘ ’ ' j

Kal T ouvaer) IKavoTNTa Toug va avtAnoouv kepdaaia r/kai va emdotn8olv.

MeTta Tnv oAokAnpwon Tou npoypauparog o1 katapTi{opevol Oa npénel va gival o Bon va:

o NEPIYPAPOUV TIC APXEG HAPKETIVYK NOU apopolV TNV €MIXEIPNON TOUG Kal TNV ayopd YeVIKOTEPQ.

e KATATAOOOUV Kal va TA&IVOUoUV TIG DIAXEIPIOTIKEG AVAYKEG MAPKETIVYK, Ol OMoieg Npénel va cupnepihappavovTal otnv
€vOEDEIYUEVN OTPATNYIKN avaNTUENG.

e QUOXETICOUV TIG DIAXEIPIOTIKEG KAl AVANTUEIAKEG AVAYKEC HAPKETIVYK HE EKEIVEC EVOEDEIVHEVWV EMIXEIPNOEWV-OTOXWV TOU
KAGdoU (KUPIC avTaywvVIoTIKEG ENIXEIPAOEIG TOU EEWTEPIKOU).

e KATAvoOOUV Kal va KaTaypagouv TACEIC Kal EUKAIPIEC OXETIKEC YE TNV Texvoloyia (Tpoipwy, nepiBalovTikr, data analysis,
KAM.) Jéoa aTig OIeBveic TAOEIG kal €I0IKOTEPA MOU APOPOUV GTOV TOMED TOUC, EPOCOV N TEXVOAoyia Ba nai&el kupiapxIiko
pOAO yIa TNV enITuyia TOug,

¢ JIATUNMVOUV TN OXETIKA TEXVOAOYIKN OTPATNYIKI HAPKETIVYK TOUC, WOTE va €Eac@alioouv Tn BEATIOTN ulonoinon Tou
oxedlaopoU avanTugng Toug Kal TwV MIBIWKOUEVWY OUVEPYATIMY.

¢ Npoodiopilouv, opyavwvouv, oploBeTOUV, AITIOAOYOUV Kal EKTEAOUV XPOVIKA EKEIVEC TIC OPACEIG KAl GUVEPYEIEG HAPKETIVYK,
TNV KaIvoTOUO OTOXEUDN, TO GUYKPITIKO NAEOVEKTNHA, KAl TNV oIkovopikn diaxeipion (financial management), nou apopolv
oTn BpaxunpoBeopn kal peconpdBeoPn avanTugn Kal OIKOVOIKN BIWCILOTNTA TOUG.

e QvanTUOOOUV Kal EKTEAOUV XPNHATOOIKOVOUIKEG EKBECEIG Kal avaAUuoelg (financial reporting), npoypauuaTioyd eEaywyikou
HAPKETIVYK, WOTE va AapBavouv opBOTEPEG Kal Mo £yKAIPEG avanTu§iakég anopaceig,

e enegnyolv Kal va epapuodouv TNV avanTulakn oTpaTnyikn JAPKETIVYK TOUG Kal EMIOEIKVUOUV JIAxXEIPIOTIKN 1KavoTnTa,

e NMApaAKIvoUV kai Npoayouv TO OIKOOUOTNHA ToUuG (OUVePYATeS, unaAnhoug, managers, enevduTeg, kAn.) pe eEeNiEeIg oTnv
€TaIpikr| dlaxeipion Toug, Texvoloyia kal avanTugiakd oxediaouo,

To npoypappa aneuBUvVeTAl O€:

To npoypappa angubuveTal os ISIOKTATEG, AIEUBUVTEG KAl AVdTEPaA ZTEAEXN, KAB®G kal EnioTnHoviko Mpoowniko
TOV THNHATOV MdpkeTivyk, MWARCEWV Kkal ZTPATNYIKOU ZXeSIGOHOU TWV ENIXEIPNOEWV and Tov kAado
TPOPIiHWV & NOTOV.

Aopn Tou MNMpoypapparoc:
To npoypappa nou gival NpakTikng euong nepihapBavel Togo IdpupaTikr (14 wpeg) 6oov kal EvOoenixelpnaiakr kaTapTion
(4 wpeg).

Aidaokalia:
To Enigop@wTIikO npoypappa Ba 8i1dagel o EANadITNG euneipoyvmpovag K. Oe0dmpog @goxapng, o onoiog diabETel upeia
Kal noAueTn d1ebvn Neipa oTa B£uATa avanTuéng ENIXEIPHOEWY TOU KAGDOOU TPOPIPwV Kal MOTWV.
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To npdypappa Ba dieEayBei otnv EAAnvIKn yAwooa.

Aikaiopa ZuppeToxng (€1530 + €290.70 @.MN.A.)

To npdypappa €xel sprleai ano Tnv Apxn AvdnTuEr]q AvBpwnivou AUVGleOl’J oav npéypappa {wTIKNC onuaociac. To
npoypappa enixopnyeitar €€’ O)\OK)\I’]pOU and Tnv AvAA «al WG €K ToUTOU €V UNAPYEI ONOIASNNOTE OIKOVOUIKN
opyaviguoug sEaipoupévou Tou @.M.A (€290.70). Na onpeiwbei 0TI kal To
®.MN.A. eENICTPEPETAI OTIC ETAIPEIEG KAl SEV ANOTEAEI KOGTOG YIa TIG ENIXEIPNHTEIG.

MpdkeITal NpaydaTika yid Jia avenavaAnnTn kdl OIKOVOUIKA CUP(MEPOUCd EUKAIpId NMOU MNPOCMEPETAI yid avaBaduion Twv
Kunpiakwv Enixeipioewv apolU To NpayuaTiko KOOTOG CUMKETOXNG av Oev UMNPXE N enixopryynon Tng Apxng 6a nrav
TouAayioTo €1530 kal npoTpEnovTal 0Aol ONwE TNV EKUETAAAEUBOUV GTO £MAKPO.

AnA®OEIG ZUPHETOXNG:
01 evBiapepOpevol napakahoUvTal ONwG CULNANPWOOUV NAEKTPOVIKG TN OXETIKN SNAWGCN CUHHETOXNG NATOVTAG
EAQ, To apyoTepo pEXPI TNV TpiTn 25 OkTwRpiou 2022.

H npakTikr @UoN Kal 0 TUNOC TOU NPOYPANKATOG BETOUV NEPIOPICHOUG GTOV ApPIBUO TWV CUUHETOXWY, YI' QUTO Ol
aiItnoeig 8a yivovTal SeKTEG e OgIpd NPoTEPAIOTNTAG,

lMa nepIooOTEPEC NANPOPOPIEC 1| DIEUKPIVIOEIC NApaKaA® ENIKOIVWVNOTE WE TNV ka. Zwn Miepidou, Asitoupyd KEBE, ata
TnA. 22889746/15, email: z.pieridou@ccci.org.cy.

Mg ekTipnonN,
XpioTog TavTeAeg
AvwTepog Asiroupyog KEBE

TPOMOI NAHPQMHZ
1. Mg Emitayn oto 6vopa Tou KEBE
2. Kat@a@eon oToug nio Katw Aoyapiacpoug:

TPANEZA KYNNPOY EAAHNIKH TPANEZA

AP. AOTAPIAZMOY: 0194-12-006537 AP. AOFAPIAZMOY: 121-01-013924-01
IBAN NO.: CY 16 0020 0194 000 000 12 0065 3700 IBAN NO.: CY25005001210001210101392401
BIC: BCYPCY2N BIC: HEBACY2N

3. Méow TNG Ynnpeoiag JCC SMART naTt®vTag oTov oUvdeopo: https://www.jccsmart.com/e-bill/32522039

*H nAnpwHN HE HETPNTA OV YiVETAI ANOJEKTH, CUHNPWVA HE TOUG VEOUG KOVOVICHOUG THG AVAA.

To mpdypaupa eykpiOnke ané Tnv AVAA wqg ZwTIKAG Inuaciag. O
EMIXEIPACEIG/OPYAVIOHOI TTOU CUHMMETEXOUV ME EPYOSOTOUNMEVOUG

TOUG, Ol OTTOioI IKavomoioUVv TIC MpoUmo®£osic Tng AvVvAA, 6a
TUXOUV TNG OXETIKAG EMIXOPAYNONG.

AkoAouBsi To avaAuTikd npdypaypa Tou GeQIvVapiou.
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ANAAYTIKO NMPOrPAMMA
TPITH 01/11/2022

08:45 — 09:00 Registration

0.25

09:00 — 09:30 1.1 Developments in the International F&B Sector

0.50 Based on the attendees’ composition, e.g., sector, interests, growth stage, etc., Mr.

Theoharis will group them in working teams. This process will be supported by a
Questionnaire which Mr. Theoharis will compile and CCCI will distribute to the
participants.
Main trends:
1. Changing consumer behaviour and a need for better consumer insights
2. Investing in digital and analytics capabilities
3. Improving response to supply-chain disruption
Working Groups 1: The Cypriot Product/s and the Cypriot Brand/s
Creating and sustaining data-driven export growth
QR&A intended to encourage participants to express primary concerns to be addressed in
the following sessions
09:30 — 10:00 1.2 Marketing enabled Growth for the Cypriot F&B Companies
0.50 Growth strategies:
e Domestic and international growth (exports) driven by innovation and
supported by a deep consumer preference analytics capability
e Serve new demand niches and trends -through agile and restructured supply
chain
e Serve demand growth in areas with projected white space
e Invest directly in deficit markets to serve those markets locally in order to
maximize long-term value and capture market share -vis a vis exporting
Case Study 1: Future areas of excellence and Impact
Changing landscape of retailers and trade channels
10:00 - 10:30 1.3 Growth Factor: Data Analytics and Risk Management
0.50 The Marketing Element: How Creativity brings new and disruptive ideas forward, and
why infuse Creativity with Analytics
The Analytics Element: How Data help understand needs in real time, and why deploy
Analytics
Purposeful Corporate Governance: Purpose, People, Process, Performance; Risk
Management supporting Growth
Risk Management and Governance for Growth
Working Groups 2: Risk Identification and Mitigation
10:30 - 11:00 1.4 Growth Factor: ESG Strategy
0.50 The ESG business model driving Growth
Creating value for the F&B Company Stakeholders
Case Study 2: Structuring ESG in the food and beverage industry; application to a
participant
The changing Consumer landscape -a marketing input
The EU’s updated guidelines on non-financial reporting
Q&A leading the participants to address key problematic with respect to ESG driving

Growth
11:00 - 11:15 Coffee Break
0.25
11:15-13:00 1.5 Growth Factor: Food Technology
1.75 Market drivers and investment trends: the competitive future
Meal replacement: increasing trend and competitive force
Protein and the Meatless Future
Case Study 3: Innovation and innovative companies
Industry 4.0 -automation, robotics, improvements in processes and productivity
Q&A allowing participants to related to their own current and/or future plans
13:00 — 14:00 Lunch Break
1.00
14:00 — 15:45 1.6 Growth Factor: Export and International Partnerships
1.75 Export potential - organic products: demand, conversion, consumer trust, and

sustainability
The EU Organic Action Plan 2021-2030
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The EU Code of Conduct on Responsible Food Business and Marketing Practices

Private label in retail -the international growth potential

Strategic Partnerships and their link to impact finance and sustainability -an alternative
or complement to exports

Consolidation -Market Extension and Product Extension Mergers: acquire critical mass to
support branding and strategy in order to position internationally and compete

15:45 - 16:00 Coffee Break

0.25

16:00-17:30 1.7 Growth Factor: Financial Management

1.50 How quality financial information improves decision making and performance

contributing to Growth

Basic financial reporting: statement of financial position, statement of
changes in equity, statement of cash flows

Basic financial management: cash flows, liquidity, solvency, cost
management and human resources

Advanced financial management: financial reporting and planning for
business management, KPIs, access to finance and accounting, long-term
business planning and vision

Budgeting for data-driven Marketing

Case Study 4: Fund the marketing budget and the meaning for financial
partners

TETAPTH 02/11/2022

09:00 - 10:30 2.1 Growth Factor: Marketing Digital Transformation

1.50 Digital technology: types of technology and the platforms, processes, and range of
technologies
The internet and advanced data infrastructure and analytic approaches
Rethinking marketing strategy for the post-pandemic era
The digital consumers
The omnichannel approach
Case Study 5: Implement e-marketing

10:30 - 11:00 2.2 Information to Impact self-diagnostic
0.50 Working Groups 3: Where do we stand?

The Cyprus F&B Companies can take advantage of data-driven marketing regardless of
their level of maturity

The exercise will help them establish their ground level and set realistic mission and
targets towards Growth

Q&A interaction of the participants with respect to generating information, delivering on
their purpose, and advancing their system

11:00 - 11:15 Coffee Break

0.25

11:15-12:30 2.3 Understanding data-driven Export Strategy and Policy
1.25 Creating and sustaining data-driven export growth

The Export Price List

The Product List

Supporting the Brand and data analysis

Distribution vs. Agency vs. Direct Sales

Finding the right local Partner

Case Study 6: A participant to be compared with an international case in the same
market segment or product category

Access to finance and financing for Growth

12:30 - 13:00 2.4 The Cyprus F&B Companies as EU power brands

0.50 European Union'’s (EU) Farm to Fork (F2F) Strategy
Lifestyle considerations for data-driven Marketing -such as, health, convenience, social
impact

Customer loyalty and segmentation
Competition Analysis — Why you?
Competitiveness analysis: developing weighted criteria: bankability, impact potential of
investment, ESG credentials, enterprise readiness and willingness to engage,
opportunities for capex investment for upgraded/expanded production

13:00 — 14:00 Lunch Break
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1.00
14:00 — 15:45 2.5 Value Proposition and Marketing Implementation

1.75 USP -unique selling point and the Mission statement
Working Groups 4: Define and apply the corporate statements and the USP
Defining the Value Proposition: What problem are you solving? How many people have
this problem and how important is it to them? Why hasn’t the problem been solved
previously? How does your product solve this problem?
What other solutions exist and why are they inadequate? What is your competitive
advantage? How do you turn value into profit? How difficult would be for others to build
a similar solution in the next 6-24 months?
The Brand and implications
Consumer profile and the Millennials
The Revenue model
Growth milestones

15:45 - 16:00 Coffee Break

0.25

16:00 - 17:00 2.6 The Value Chain and Key Export Markets

1.00 The United States
European Union key markets and indicators
Japan and SE Asia
China
Case Study 7: Know-how transfer
The value chain structure and composition: upstream, downstream, available KPIs;
identify priority areas for improvement and ways to mitigate climate risks
Identification of climate action priorities for low-carbon and climate-resilient business
development
QR&A targeting opportunity identification

17:00-17:30 Discussion and Conclusions

0.50
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