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EIZATQIrH

H napovca epyocio amotelel 10 EMOTEYACUO TOV UETAPPACTIKOV [LOV GTOVODV GTO
Tuua Eéveov INwocov, Metdepaong kot Aepunveiog tov loviov TMavemotnpiov.
A6 ta TpdTO Y POHVIN TOV GTOLO®MVY LoL 610 Tunua Zévev N'Awscdv Metdepaong Kot
Atepunvelag, pe giye GLVOPTACEL O TOUENS TG LETAONLOVPYING Kol TNG ONUIOVPYIKNG
ypoone. Me 10 TEPAC NG MPAKTIKNG HOL GACKNONG ®OC WHETAQPACTPO. KOl
KEWEVOYPAPOC, Kl TNV evacyoinon pov pe to SEO, Béinoa va pdbm nepiocdtepa yia
TOVG GLYKEKPYEVOLG TopElc. Q¢ ek TovToL, Bedpnoa Wovikd va aoyoAndd e éva
keipevo, Tov omoiov 1 Bepatikn Tapovc1dlel 1iaitepo evAlPEPOV Yo LEVAL.

To mpog peTd@poom Kol 6YoAac Lo Kelpevo anotelel andomac Lo 0d TO NAEKTPOVIKS
Biprio «A Guide to Multilingual Translation and Strategy». [Ipokeitat yuo. €610
KEUEVO e 0poAoYia, TOL aPOPA TOGO TOLG TOUEIS TNG HETAPPOONG, OAAG KOl TOV
papketvyk. To ev Adym miektpovikd PiAio amoterel dnpiovpynua g opadas g
Alpha CRC kot ovykekpyéva tov Daisy Walker, Delphine Shakespeare kou Katie
Sheard. H Alpha CRC e&ivon po peta@pactiky gtaipia, mov Eexivinoe to 1987 xat
€CeOIKEVETAL GTNV TOMIKY) TPOGOPUOYY], TN HeTAOMUOVpYio Kot i dnpovpyio
TOAVYA®GGKOV Tepleyopévov. H Walker etvor keypevoypdeog kot emyeAntplo otnv
Alpha, 6mov eriong dnpovpyel ypaeikd kat Pivieo. H Shakespeare givat dnuovpyog
TEPIEYOUEVOL KOl KEYWEVOYPAPOS Yo TO TUNUa pdpkeTvyk g Alpha, aAld Kot yio
neldteg Tov topénv Gaming, Lifestyle and Luxury kot FMCG. H Sheard aoyoleitat
HE TN UETAPPOOT HAPKETIVYK KOl TN HETAOMUOLPYiD, evd Ta TeAevtaio ypovia

KEWEVOYPOPEL KO ETYUELEITOL Y100 LEGO KOVOVIKNG OIKTOMGT|G.

2170 6GUVOAD TOV, 0 0ONYOG AVTAC, APOPA TO TMG O EMMVVUIES UTOPOVV VO, AEL0TOUGOVY
TNV TOTIKT] TPOGOPLOYN TOL TEPIEYOLEVOV TOVS, GTA TAMIGLO OLOLPOPETIKAOV OLYOPDV.
Avto, Aappdvovtac uoyn To TG OAANAOETIIPOVV 01 ET®VLLLiEG TOV 21° adidva Kot N
SlpKAOG av&avopevn eEATOMKEVGOT TEPIEYOUEVOL TTOV GTOYEVEL GE GUYKEKPILEVEG
OUAOES XPNOTOV. ZTNV TAPOVCO EPYAGIN OLGYOANONKA LE TN HLETAPPOCT] 0INYIDV TOV
aQOPOVV T ONUIOVPYIKT S1dIKaGTo Kol EW0IKOTEPA, TN LETOONILIOVPYIaL, T LETAPPOOT
UAPKETVYK  KOL TN  GLYYPOOT TOAVYAMGOIKOD TEPEYOUEVOL.  LVYKEKPIUEVL
peta@paotnkay to kepaiaio 5.1 «The creative process: the dos and don’ts», 5.2 «The
brief», 5.4 «What are best practices in transcreation?», 5.6 «Three key practices for

multilingual copywriting».
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Ta Ayylwd amotehovv v Kuplapyn yYAOooo o€ O&pota TEYVIKNG KOl E01KNG
0poAOYING, LLE TOVG EOIKOVE TV EKAGTOTE TOUEWDVY VO XPNOLOTOOVV KaTd BAoT TOVg
AYYAIKOUG OpovG. AVTO €)Xl MG OMOTELEGLOL TV ATOVGIO AVTIGTOLYIOS TV OPOV LV TOV
o€ eEMioGoVEG YADOGES, OTMC ToL EAANVIKG, KaBmG dev ypnoipomotovvtat. [Tap’ dAo mov
ot 6pottranscreation, localizationmov amotelodv Kot kdmoteg 0md Tig AEEEIG KAEDIA TOV
KEWEVOL, €ivol eVPEMS Ol0OEIOUEVOL GTOVG KAGOOVS TNG UETAQPOONS, OV LIAPYEL
Eexabopn avTiIoTO(ih TOLG OTO EAANVIKA KOl 1) TOPOLGIN TOLG GTNV EAANVIKN
TPOAYLATIKOTNTA YivETal, KATA KOPLo AdY0, LEGM TV aAyYAMKOV Opav. AT 0TOTEAEGE
KOl TO HEYOAVTEPO KivTpo, CTE Vo EMAEE® Ta cvykekpéva amoondopota. O
GKOTOGC, AOTOV, TNG TAPOVCOG EPYAGING OEV EIVOL ATTAQ 1] LETAP POLCT KALO GYOMACUOG
TOV KEWEVOV, OAAG KOU T TPOGOPLOYN| TOV TEPLEYOUEVOL TOV OTNV EAANVIKN

TPOYLOTIKOTNTAL.
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ITPQTOTYIIO KEIMENO

Chapter 5.1

The creative process: the dos and don’ts

As we’ve seen, the creative process is a critical part of companies’ marketing and

branding strategy. Whatever your creative task, whether marketing translation,

transcreation or multilingual copywriting, the process and workflow need to be

established at the start.

Both vary a great deal depending on what your method is: marketing translation,

transcreation or multilingual copywriting. We looked at the different ways in which

marketing translators, transcreatorsand copywriters work in Chapters 4.1, 4.2 and 4.3.

We will be looking in more detail at the technical workflows and how these vary

depending on the technology being employed in Chapter 6.1 How is technology used in

the creative process?.

There are some critical aspects to the

summarized inthe following table.

creative process though, which can be

Do

eGet a comprehensive brief from the
client

¢ Ask for examples of work that matches
the intended style/format of the finished
piece

e Establishwho the target audience is

e Decide on the tone of voice with the
client

e Talk to the clientabout their style guide
and any other content they have in the
target language

e Remember to take account of cultural

specifics, which might vary according to

Don’t

o Start writing without carefullyanalyzing
the brief

e Start writing without clarifying any key
questions with your client

o Make assumptions about key issues such
as target audience or tone of voice without
clear (and documented) guidance

e Start writing without checking whether
the client has a style guide, or a preferred
style such as the Guardian’s or Chicago.

e Automatically presume that a target

country has only one language (for
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region even within one language
eConduct a review stage by another
professional translator/transcreator/

copywriter with reference to the original

example, the US has a huge Hispanic
population who would rather be addressed
in Spanish than English)

¢ Be afraid to ask your client questions

brief during the (your

colleagues can be a useful resource too)

writing  process

¢ Be wary of the editing/review processes
— the best work usually arrives through

careful refinementof ideas

These key points can be summarized by two statements:
Talk to the client.

The client may not initially know what they want, but once you start asking questions
about the target audience and demographic, and whether they already have a style
guide, you will find that most clients will already have a good idea of who they are

targeting and what they want to achieve (even if they don’t know exactly how to do so).

Don’t just rush into creating.

Research is vital, and the time spent on this aspect and getting a detailed brief from the
client will save a large amount of time later on. The last thing you want to do is redo

work when the client decides that actually they want to use a different angle.

Insummary
e It is important to establish the process for creating creative content before you start
work.

¢ The brief and tone of voice are particularly importantto clarify with the client before
work begins.

¢ Any time spent on initial research and planning will be repaid in the time saved from

not having to redo work for the client.

10
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What’s next?

The briefis an important aspect of any creative task. We will explore its importance and

all the aspects that need to be considered in Chapter 5.2 The brief.

Chapter 5.2
The brief

The briefis the remit from the client describing exactly what the localization project is,
what its aims are, how they should be achieved and the deadline. It’s the document used
by marketing translators, transcreators and copywriters to adapt or create marketing

content for differenttarget markets.

This section looks at the brief from two differentangles:

e How to create a brief

e How to interpreta brief

Definition of a creative brief
“A document that gives details of what should be considered when something
is being designed or advertised”

- Cambridge Dictionary

Why is a good creative brief important?

The briefis the starting point for all creative localization projects, setting the objectives
and defining the parameters of the work. Getting the briefrightis therefore clearly an

importanttask, but by no meansa simple one.

In fact, research suggests clients consistently don’t provide sufficient information in
their creative briefs to the marketing/advertising agencies they have contracted to

complete their projects:
* 58% of clients believe they provide effective creative briefs

* 27% of agencies believe they are provided with effective creative briefs

11
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How do you create a brief?

The brief is an essential document to any marketing translation, transcreation or
copywriting project. It needs to cover a wide variety of information and to be as
detailed and comprehensive as possible so that the marketing translator, transcreator or
copywriter can provide the right localized content.

Below is a breakdown of the kind of information that should be included.

Projectdescription

The project description provides an overview of the project context and background
(whether it’s part of a product launch or sales campaign, for example) and what format

it will take, i.e. a press release, a white paper, an article, etc.

Subject matter, scope and inclusions

The subject matter includes the overall topic to be addressed, while the scope refers to
the breadth of information to be covered in this particular piece of content. There is
usually a list of the specific pieces of information that must be included, known as

inclusions.

So, for example, the subject matter of a white paper could be trends inadvertising inthe
automotive industry, while the scope would be to look at these trends in Europe over
the last 30 years. Inclusions for this example could be that this white paper must include
referencesto advertising by BMW, Renaultand Fiat.

Objectives

The marketing translator, transcreator or copywriter needs to know what the objective

of the pieceis, and what it is hoped will be achieved by it.

For example, if the piece of contentisa blog post, is the purpose to drive more traffic to
the client’smain website, or to launch a new product, or to get users to sign up to an e-

newsletter?

Target audience

12
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Know your demographic. If the client has a marketing department, they should be able
to furnish the marketing translator, copywriter or transcreator with full details of the
target audience, including such information as gender, age-groups, profession and
geographic location. Who the piece is designed for will impact dramatically on the tone

and style used for the marketing translation, transcreation or copywriting.

Tone of voice

From business formal to tech-savvy professional, fun-and-friendlyto knowingly ironic,
there is a huge range of tones and styles that marketingcontent can take. When using
marketing translation, transcreation or copywritingas part of a localization strategy, it’s
important to be very specific about the required style, providing examples where
possible.

For example, if the piece is destined to go out on social mediato promote

a new kind of glitter eyeshadow, the tone and style of the piece will be fun, informal,
maybe even cheeky, targeting (mostly) millennials and gen Z’s who are thinking about
their next night out or a new make-up style they can use for a selfie on Instagram.
Alternately, if the piece is a thought piece about the future of Al and prosthetics design
destined for a medical device manufacturer’s website, the style and the tone will
necessarily be formal and authoritative, calling for very specific subject matter
expertise. In turn this will demand, ideally, a marketing translator, copywriter or

transcreator with industry knowledge or excellent research skills.

Deadlines

The deadline for a project should be stated up front by the clientor, ideally, arrived at
through mutual agreement during the initial stages of discussion of the project.
Feedback and revision stages should be incorporated into the schedule and deadlines

fixed accordingly.

Style guidelines

Many brands have comprehensive style guidelines for written contentwhich cover:
e Spelling (i.e. UK vs US English)

e Terminology (including brand names and technical terms)

13
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e Formatting rules (such as heading styles and bulleted lists)

e Grammar/punctuationrules (such as capitalization or use of speech marks)

¢ Dos and Don’ts (such as, use “customers” rather than “clients”)

If these guidelinesare only available inthe source language, an approach to how they

are implemented in the target language needs to be defined as part of the brief.

Other elements

There are a range of other factors that should be included in any brief. These can

include:

e Word count (minimum and maximum)
¢ Designand layout factors (e.g. images, captions, text for infographics, tables, etc)

¢ SEO and keyword insertion

How do you interpreta brief?

For marketing translators, transcreators and copywriters, the brief is the starting point
for any project and provides a guide to what the final contentaims to achieve, what it

should include and how it should meet its core objectives.

However, each brief is open to interpretation and it’s up to the marketing translator,
transcreator or copywriter to find the best localization solution. There are a number of
ways which help the process of interpreting a brief, and provide a great finished

product.

Understand the client’s customers

If you really want to get a good handle on what your client wants, it is important to do
more than merely scan the list of age groups and adjust your formal/informal register
accordingly.Just as you need to spend time getting to know your client, you also have
to get to know your client’s customers — and specifically, get to know what is often

termed as their ‘customer pain points’:

¢ What keeps them awake at night?
e What do they look for and have difficulty finding?

e What influences their decision to buy?

14
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e What are the barriers to their decisionto buy?

Get a wider understanding of the client’s industry

For marketing translators, transcreators and copywriters, it’s always worth taking some
time to investigate the world the client lives in: their industry.

Who are their competitors and their industry bodies, what are their publications and
does your client take part in industry events? It’s also worth being aware of where the
client sits within its industry sector. The finished work, whether fully created from
scratch or transcreated from existing material, needs to reflect their status within the

environmentthey inhabit.

Call to action

Finally, every piece of content (written or otherwise) has to have a purpose — so this
needs to be clearly understood. Is itto sell, inform or gain followers? A call to action
should be created accordingly: it can be as simple as “Sign up to our newsletter”,
“Check out the new collection”, or “Buy now”. Whether sophisticated or simple, a call

to action tells the reader or user what they need to do and encourages themto do it.

Emailsthat feature asingle call-to-action increase clicks 371% and sales 1617%

In summary

e The Dbrief forms the cornerstone of any marketing translation, transcreation or
multilingual copywriting project.

¢ Creating a comprehensive brief involves detailed information on elements such as
objectives, tone of voice and target audience.

e Interpreting a brief is a skilled process which involves understanding a client, its

industry sector, its product/serviceand its target audiences.

What’s next?

Understanding and defining atone of voice for your brand s a critical way of creating a
native brand experience across all markets. Chapter 5.3 Tone of voice: definitions and

examples exploresthe processes marketingtranslators, transcreators and copywr iters

15
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use to define and then implement a consistent tone of voice in all content across all

platforms.

Chapter 5.4
What are best practices intranscreation?

Combining cross-cultural insight, linguistic expertise and creative inspiration,
transcreation at its best brings marketing messagesto life in new cultural contexts.
This section exploressome of the best practicesthat transcreatorsfollowto make their

projects succeed.

Seven key transcreationpractices

e Interpretingthe brief

e Establishing context

¢ Understanding the brand

¢ Analyzing the source text

e Getting to know the product/service
e Tailoring to the target audience

e Localizing intelligently

Interpretingthe brief

The briefis the starting point for any transcreation projectand a document that should
be referred to throughout all stages of the project lifecycle.

As discussed in Chapter 5.2, it should provide the transcreator with key information
such as project objectives, deliverables, target audience, tone of voice and style
guidelines.

Best practice is always for a transcreator to study the brief carefullyand to ask the client
for clarification onany information gaps before starting the project, and also during the

project if any issues or questions arise at a later point.

Before delivery to the client, the transcreator or review team should check that the
transcreation has met the key requirements of the brief.

16
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Establishing context

Aside from the brief itself, the transcreator should aim to gather as much background

and relevant historical information as possible about the campaign to support the brief.

It is important to establish whether the task or series of tasks are a standalone project, or
if they are part of a wider campaign that is being rolled out (or has been rolled out)
across different media. If it is part of a wider campaign, existing campaign materials

should be analyzed for their relevanceto the current transcreationproject.

Within a creative campaign, material like mood boards and creative notesfrom the
company’s own marketing campaign meetings are incredibly useful as a resource to

help give context to the project in the transcreator’s mind.

Even documents relating to older campaigns can be useful as they can helpto illustrate
the company’s thought process in creating a campaign and their expectations for the
current project. In a similar vein, it is also useful to have access to any earlier
transcreation work that has been commissioned by the company, and any

accompanying feedback or commentary.

Understanding the brand

Getting to know and understand the brand is fundamental to the success of any
transcreation project. Brand image and identity is the first way that customers access a
brand, often unconsciously at first. The client should provide a comprehensive brand
guide to help transcreators develop an understanding of the brand and the company

from the inside out.

At the beginning of the process, a useful exercise for the transcreator is to create a list of
adjectivesthat he or she feels describe the brand. Using these words in tandem with the
company’s brand guide, the transcreator can go on to investigate the brand’s tone of

voice, and how they communicate with customers.

From a basic notion of formal or informal tone to a more in-depth examination of how
the brand posits itself in relation to their customer, the transcreator should begin to

understand how the brand works on all levels with its customer base.

Analyzing the source text

17
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For any transcreation project, a deep analysis of the source text is the foundation for
success. The transcreatorwill look at a variety of features that help to define the source

text, including:

¢ Tone of voice: noting whether the language is friendly, humorous, inspirational, etc

e Linguisticdevices: analyzinguse of techniques such as rhyme, alliteration, rhetorical
questions, etc

e Terminology: understanding the use of brand-specific or technical terms

e Cultural references: listing whether there are any culturally-specific themes or
referenceswithin the source content

e Source language specifics: noting whether the source language uses particular

vocabulary, phrases or constructions that do not translate easily into the target language.

This analysis helps to guide the transcreator in understanding the degree to which the
content needs to be adapted, linguistic approaches and the level of creativity to be
appliedto the transcreationproject.

Understanding the product/service

In many transcreation projects, the content is destined to sell a product or a service. In
such cases, gaining a deeper understanding of the product/service can aid the

transcreation process.

If the campaign has been created around sellinga particular product or service, having
some access to the actual item is invaluable, over and above just relying on visual
images, although those are a bare minimum. In this way, the transcreator candevelop a
real working knowledge of the product, especially if it is technology or machinery.
Marketing material and technical specifications should accompanythe brief and source
text, as well as informationabout the product’s USPs and the specificsof the intended

market, especiallyif thisa new and untried demographic.

Tailoring to the target audience

Understanding the target audience is crucial to any transcreation project. Customer
demographicssuchas age, gender, spending power, marital status, with or without

children, interests, education and career, will be instrumental in the design of the

18




IONIO ITANEITIXTHMIO
2>XOAH IXTOPIAY & METAOPAXHY - AIEPMHNEIAX
Tunpa Eévov MNoccdv Metaeppaong Kot Atepunveiog

campaign, and will give vital clues to the transcreator on how they should proceed
with their task.

Consideration should also be given to whether the target market for the transcreated
content will be the same as the home territory demographics, as to make this

assumptionmight have a detrimental effect on ROI.

Localizing intelligently

Localization is about understanding when and how different markets require different
approaches to achieve the core project goals. Each territory will impact on the
transcreation process in a differentway, no matter if the same language is spoken.

For example, if transcreation is required for both Portugal and Brazil, it may be
beneficial to use both Portuguese and Brazilian transcreators to provide in-country
cultural and linguistic insight, despite the fact that both creative linguists share a

common language.

Care also needs to be taken when localizing for different media. If the transcreated
content is for use across social media, a different tone will need to be employed

depending on which social media channel the materialis posted on.

Facebook posts have a different tone and feel to Twitter posts the world over but the
transcreator needs to be more regionally specific. For instance, in certain Arabic-
speaking regions the tone on Facebook will be more formal thanin other regions. The
transcreator therefore needs to be in tune with local preferences from territory to
territory within a region, and the work needs to be backed up by scrupulous market

research.

More information = better transcreation

The simple rule of thumb is that the more information that is given to the transcreator,
covering as many of the topics above as possible, the better. The transcreation process
Is then supported by a wide range of resources which can improve both the quality and
speed of projects.

Insummary

19
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e Transcreation is a creative process which can be improved by a wide range of best

practices.

e These best practices include getting to know the brand, product/service, source text

and audience in detail.

eBest practices are supported both by the client providing access to relevant

information and materials, and through the transcreator’s own research.
¢ The collected information and analysis of it guides the transcreator throughout the

project lifecycle, improving quality and speed.

What’s next?

Moving on from best practices, in the next section, Chapter 5.5 Transcreation examples
and commentary, we look at how these work in real life, with examples of great

transcreation in action — and what we can learn from it.

Chapter 5.6
What are best practices in multilingual copywriting?

Best practicesin copywriting are determined by the nature of the content, its purpose

and the medium involved.

In this chapter, we take a look at several types of content, aswell as concepts such as
branding, and examine what constitutes best practices, and specifically what needs to
be considered when defining the shape, tone and structure of the multilingual
copywriting task in question.

Three key practices for multilingual copywriting

¢ Understanding the brand
e Getting to grips with SEO

e Effective social mediaand blogging

Understanding the brand

Best practice in multilingual copywriting is about understanding brand values and how

they work in the copywriting context. This includes who and what the brand is, what
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values it represents, and how it wants to position and present itselfto the world at
large. It also involves creating tailored brand messagesand identities relating to specific
services and products which the company offers.

The concept of strong branding and identity built around a product or service is a
driving force behind a company’s continuing success within its chosen marketplace.
Today, many companies will have clear brand guidelines for both written and visual
content. Copywriters should analyze these carefully and understand how they work
across the brand’s existing campaigns and content.

For marketing material in any language to be truly effective regardless of the industry
sector, understandinga client’s brand thoroughly is the primary objective.

If the company operates B2B, a close look is needed at their corporate relationships,
asking how the company places themselves within their industry hierarchy, and then,
how they would like to grow within it.

It is important to look at both the contextual material which pertains to the current
marketing and advertising aims of the company, and historical data which can give
important information about the kinds of approaches previously undertaken and the
efficacy of such campaigns.

Much can be learned about a brand through its marketing and advertising materials, and
the ways in which it connects with its target audiences.

Every part of the content included in such material should be strictly aligned with the

company’s branding, with special focus on tone and style as laid out in the company’s

brand guidelines.

Gettingtogrips with SEO

The process of search engine optimization (SEO) aims to get online content ranked
higher in relevant searches. Because of the volume of online content, SEO is an
important part of the copywriting process in the 21st century.

For copywriters, SEO involves research into keywords, trending hashtags, optimized

content, including picture tags and meta tags. SEO should be constantly monitored and
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maintained; this can be achieved by using specialist software to measure and rate a

website’s traffic.

Effective social mediaand blogging

Many businesses operate language-specific social media presences across different
markets, as we will explore in the following chapter. This approach to an online

presenceisa primary driverin the growth of multilingual copywriting.

Best practice determines that, ideally, each social media platform should be considered
separately for its effectiveness and suitability for a client’s business. It is important to
create content strategies and tailor written copy and visual material to the demographics
of each platform. To do so, copywriters carry out careful research into how the various

markets respond to each specific channel.

Alongside content creation and campaign building, it is also necessary to monitor

analytics for ROI data, and compile monthly or quarterly reports.

A similar approach can be undertaken for blog-writing: the target audiences and
demographicsshould be investigated in order to create a variety of content (in terms of
both format, style and actual subject matter) of the type which will resonate with

specific sectors of the company’s audience.

Insummary

e Because of the huge variety of content formats, best practices for multilingual
copywriting depend on the type and purpose of content.

e A detailed analysis of brand values and how these are communicated across different
types of content is crucial to the success of multilingual copywriting.

¢ SEO is an important consideration for many multilingual copywriting projects. This
means that the multilingual copywriting strategy has to include up-to-date analysis of

key search terms and trends.

e Multilingual copywriting for social media and blogs should be based on detailed
insights into the target audience that consumes content in each target market and on
each channel.
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What’s next?

Growing your business globally requires commitment to a multilingual copywriting
strategy. In the next chapter, Chapter 5.7 Multilingual copywriting: examples and
commentary, we look at how differentbrands have developed differentapproaches, and
how they work in practice.
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META®PAXH
Ke@draro 5.1
ANpovpyiki 1edKacio: To TPETELKAL TA p)

Onwg eidape, n onpovpyikn dwdikacioo Exel KoBoPIGTIKO POAO OTIS CTPOTNYIKEG
eumopiog (LAPKETIVYK) KOl EUTOPIKOD CNUOTOS TV etalpeidv. Omota Kol av givor i
OMWoLPYIKN ocag epyacio, &ite TPOKETAL YO UETAPPOON HAPKETWVYK, €iTe Y1
petadnuovpyia, €ite yio TOAHYA®OON KEWEVOYPAENOY, 1 Jlodkacio. Kol 1 pon
epyacioc mpémnel vo kafopiotodv €€ apyns.

Ot dwodwacieg avtég OWPEPOLY ONUOVTIKAE, avaAoyo pe to mow péBodog Oa
akohovOnBel:  perdepoaocn  pdpketivyk,  petaomuovpyic N WOAVYA®GOM
keyevoypdonon. Eetdoape toug Ol0POPETIKOVG TPOTOLS LE TOLG OTOIOVG Ot
UETOPPACTES UAPKETIVYK, Ol UETOONUIOLPYOT Kol 01 KEWWevoypdeot epydloviol ota
Kepataio 4.1, 4.2 kol 4.3. Qo e£etdoovpe EKTEVECTEPO TNV TOPEID TOV TEYVIKOV
EPYACIDV KOl TAOSC AVTEG TOKIALOLY aVAAOYO LLE TNV TEXVOLOYiO TOV YPNCILOTOLEITAL,

010 Kepaloio 6.1: [laog ypnoiuomoteital n teyvoroyio. oty onuiovpyikn o1o.01kooio,

Qo6T1OG0, VIAPYOVY OPIGUEVES CNUOVTIKOTL TOPAUETPOL TOV TPEMEL VO, ANPOHOVY VITOYN

KOl 0LpOPOVV TN OOV PYIKT dtadtkacio. AvTtéc, cuvoyiloviol GToV ToPUKAT® TIVOKA.

NAI OXI

e AdPete éva  olokAnpopévo makéto | e Mn Eexwvnoete va yploete yopic vo
0oNY1OV A TOV TEANTN OVOAVGETE TPOGEKTIKA TO TAKETO OONY 1DV
o Zntiote mopadeiypota SovAEdg mov | OV O0G &yet dobet

Taptdlovv PE TNV TPOGOOKAMUEVT LOpPN] | e M1 Eekviote vor YpAPETE Y ®PiG va
TOV TEMKOV TPOIOVTOG devkpvicete PacIKEG CAG EPMTNCES |LE
e KaBopiote moto givat to Kowvd-6td)0G TOV MELATN

o Anogooiote, oe ovvepyacio pe tov | *Mmv  kdvete vnobécelg oyetd e
TELATN, Y10 TO VYOS TOL KEWEVOD Baoucd Cnripata, Onwg 1o KOwo-6T0X06 1

e Z{NTOTE [LE TOV TEAATN GYETIKA LE 70 VP0G YPiG COPEIS (Kot TeKUMPIDPEVES)

oV 00NY6 pop@omoinong mov Ba Hoehav odnyieg

va okohovdfceTe Kat omoodimote GAdo | *Mn exwnoete va ypagpete ympic va
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YOPOKTNPIOTIKO TG YADGGAS GTOYOG, TTOL

Ba NBehav va vdpyet

e Mnv Eeydoete va AdPete vmoyn TIg
TOMTIGUIKEG  WOWTEPOTNTEG, Ol OTOIEG
umopel vo. dlopépovv amd TEPLOYN OE
TEPLOYN, OKOUO Kol 6T TAOio10 TG 1010.G
YADGOOG

e AvaobBéote ™ OeEaywyn tov oTadiov
Kémowv  aAAO

emaveétaong — o¢

emaryyeApotio LETOPPACTY,
LETOONUIOVPYO N KEWWEVOYPAPO £XOVTOG

WG TPOTLTO TO ALPYIKO TAKETO 0ONYIDV

Befawwbeite mwg o meAdtng €yl €vav
00MY0 pop@eomoinong 1 £vo TPOTIUDUEVO
OTVA, Om®wg ovtd ¢ Guardian i tov

navemotuiov tov Chicago

e Mn Pydiete to avbaipeto cvumépacua
OTL po  yopa-otdyog €xer poévo pia
YA®Goo (Yoo mopddstypa, €vo HEYaAo
pépog tov mAnbvopov tv HITA eivar
10OTAVOPMVO, eMOUEVRS Bor mpotiovoay
va Tovg areLdHVOVTOL GTO, ICTAVIKA TOPAL

oTO AyYAMKE)

e Mn @ofdote Vo KAVETE EPMTNOELS GTOV

neldTn  cag  Katd T dwdikoocio

ovyypaens (o1 cuvdderpol cag pmopet va
gtvar emiomng ypno1og tdpog)
eMnv eiote

EMPLAOKTIKOL g

dadikacieg emeepyaciog/empérelng - 1o

TG

KOAVTEPO amoTédecpo cLvNOmG EpyeTan

KOTA TN GTOO0KT TEAELOTOINOT) TV 10DV

Ta Bacikd avtd onpeio LTOpovV Vo, GLVOYIGTOVV 6€ 000 TPOTAGELS:

H smikowovia sivol To oy

O mehdtng pmopet apywd vo punv yvopilet Tt akpiPong 0éiel. MOAG dpwg apyicete va

KOVETE EPOTNOELS GYETIKA LE TO KOWO-GTOHYO, TO INUOYPAPIKE TOV GTOLKElD KO OV

&yovv NoN €vav odnyd poppomoinong Katd vov, Bo SmoeTdceTe OTL 01 TEPICTOTEPOL

TEAATEG €YOLV MON oL EIKOVO, Yo TO KOWO TOV GTOYEHOLY Kol TO TL BEAOLV Vv

EMTVYOVV, AKOLLOL KO oV OeV EEPOLV AKPIPDG TAOG VAL TO KAVOLV.

‘Onowog fraletor oKOvVTAQTEL
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H épevva givar {otikng onpaciog emopévmg, o xpdvog Tov SOTOVATAL GE QVTH KOL 1|
MM evog AEMTOUEPOVS TAKETOL OOMYUIDV UE TIG KaTevhuvTpleg odnyles amd Tov
neAdtn, Oa cog eEotkovounael ToAv ypovo apydtepa. To televtaio Tpdypa mov BEleTe
etvan va Eexwvnoete €va £pyo amd v apyn, OTaV 0 TEAATNG OMOPACICEL TWG TEAIKA

0éderva 0ALAEEL TV OTTTIKY YOVIOL.

2 UVOTTTIKG

. Eival onpavtiko va kabopicete m dadikocio dnpiovpyiog mepleyopévov Tpv

EEKIVINOETE VO OOVAEVETE.

. To makéto 0oMyUDY KoL TO VPO Etval WITEPA GNUAVTIKO VOL OIEVKPIVIGTOVV LE

TOV TEAQTN TPV EEKIVIIGETE VL OOVAEVETE.
. Ocog ypdvog damaviOnke apyikd otnv €pevvao, Kol TOV TPOCYESUGUO TOV
épyov, Ba amomAnpwOel pe to va unv yperdletat va aoyoAndeite ova pe 1o £pyo Tov

TEAATY).

211 ovvéyEwn
To mokéto odnywdv eivar pe onuaviikn mroyn Kabe onuovpykov £pyov. Oa
dlepevvnoovpe TN onuacios Toug kKot OAEg TIC TTLYEG OV TPEMEL Vo eE€TOGTOVV

010 kepalaio 5.2 Iloaxéro Oonyiov.

Kepahiaro 5.2

Moxéto Oonyov

To makéro odNyudV apopd T Katevhuvinpieg 0dnyieg mov divovtol amd ToV TEANTN Kol
ePypaeovy akpPmg Towo eivot T £pY0 TOTIKNG TPOGAPLOYNGS, TOW0L EvaL 01 GTOYOL
TOV, TMOG TPENEL VAL enttevyBovv Kot o eivot 1 Tpobeopia tov. Eivat to €yypagpo mov
YPTOYLOTOEITOL QIO PETUPPAUCTEG LAPKETIVYK, LETOONUIOVPYOVS KOl KEWWEVOYPAPOVG
YL TNV TPOGOPUOYN 1 TN ONUIOVPYIO TEPIEYOUEVOL UAPKETIVYK Y10, SLOPOPETIKES
0YOPEG-GTOYOVG.

Avt 1 evomta eEetdlel To TakéTo 0dNY1OV VLG TO TPicHLO VO TPOGEYYIcEMV:
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. [og dnpovpyeitar éva TakéTo 0dnylHv;

. [og epunvedeTon To TOKETO 0ONYIDV;

Op1opdg evOg OMMUIOLPYIKOD TAKETOV 0ONYIDV

«Eva &yypapo mov mapéyel AETTOUEPELES Y10 TO TL TPEMEL VAL AAULPAVETOLLTOWYT KOTE TN

oyEdlOLoN 1 TN OLLPNULOT EVOG EPYOL.»

Ag&co tov Kéumpirl

INoti eivon onpavtiki 1 dnuovpyio Vg 6GTOV TAKETOV 00 YIOV;

To makéto odnydv anotehel onueio ekkivinong yio Oha T £pyo ONUOVPYIKNG TOTIKNG
TPOGUPLOYNG, TOV KOOOPIGUO TV GTOY®V Kol TOV KAOOPIoUO TMV TOPUUETPMOV TOV
€pyov. Zuvendc, M SUOPP®OT €VOC GMOOTOL TOKETOV OOMYIDV EIVOL GOPMG W0
Lot onpaciog dtdikacio, aAld TaVTdYpOVe KAOOAOV QAN

2TV TPAYUOTIKOTNTA, EpEVVO  dgiyvel OTL, Ol TEAATEG OEV TOPEYOLV  EMAPKEIG
TANPOPOPIeS GTIC 0ONYiE TOVG TTPOS TIC OLLPMUICTIKEG ETOLPEIES, LE TIS OTOIES £YOVV

oLVVAYELCVLUPOON Y10 TNV OAOKANPMCT TV £PY®V TOVG:

. To 58% TV telatdv ToTEHOLV OTL TOPEYOVV EMAPKT) TAKETA OONYIOV
. Eva, 27% tov avIimpoconeidv meTteoVY 0Tt TOVG TOPEXOVTOL ETAPKT TOKETOL
00N YLDV

Hog va dnuiovpyoete €vOg 6GTO TAKETO 0ONYIAOV

To mokéto odnydv eivarl (oTKNg onuaciog Yo kdbe £pyo HETAPPAONG LAPKETIVYK,
petaonuovpyiog 1N xeevoypaenone. Ipénet va  xodvmter éva  gvpd  dopa
TANPOPOPLOV Kol Vo, €lval OGO TO SLVATOV MO AEmTOUEPES Ko meplekTikd. ‘Etol, o
LETAQPACTIS UAPKETVYK, O UETAONUOLPYOS 1 O KEWEVOYPAPOS Ba pmopéost va
TOPEXEL VO GMOTA TOTIKA TPOGOPULOGUEVO TEPLEXOLLEVO.

[Mopaxkdto Pploketor pio avaAVTIK TEPLYPOPT TOV €I00VG TOV TANPOPOPIDV TOV

TPEMEL VoL TEPILAUPAVOVTOL
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Meprypagn £pyov

H meprypapn tov £pyov mapéyetl po eMoKOTNOT TOV TEPIEYOUEVOL TOV £PYOV KO TOV
mlaisiov tov (gite avtd mpdKeTaL Yo LEPOG TPOWONTIKNG EVEPYELNS VEMV TPOIOVI®V,
glte Uépog KAmolog ekoTpateiog mwANcewv) kot wow Ba ivat 1 TEAKY TOL LOPET,

onAaodn av Tpoxerran yio Eva dgdtio TOmov, o Agvkn Bipro, éva apBpo k.AT.

AVTIKEINEVO, TEDIO EQUPUOYNGS KOL CUUTEPIANYELS

To avrtikeipevo avaeépetol 610 Yevikd BEpo TOv TPEMEL VO OVTILETOMIOTEL, EVO TO
Tedlo EQOPLLOYNG OVOPEPETAL GTO EVPOG TV TANPOPOPIDV TOV TPEMEL V. KAAVPOOHV
ot0. TAoicw TOL  €pyov. ZuvlwG VTAPKEL €VOG  KATAAOYOS GULYKEKPUEVOV
TANPOPOPLOY TOV TPEMEL VAL GLUTEPIANPHOVV, YVOGTES WG CLUTEPIANYELC.

Mo mapdoderypa, to avikeipevo pog Agvkng Biplov Ba propovoe va givor ol tdoelg
NG SLLPNLUONS GTIV avTOKIVIITOBropmnyovia, evd To Tedio epapproynsda propovoe va
etvar m e&étaon tov tdcewv avtdv oty Evpann ta televtaio 30 ypdvia. Xtnv
TEPIMTMGT TOL TOAPASELYLOTOS AVTOV, Ol GLUTEPIANYELS Bal LITOPOVCOY VoL EIval TTmG M
Aevkn Biflog mpéner va mepihapfaver avapopés otn dwenuon and v BMW,

Renault kot ) Fiat.

X10y01

O HeTaQPUOTNG LAPKETIVYK, O LETAONUIOVPYOS N O KEWWEVOYPAPOG TPEMEL VA Yvpilel
TO10G €lVal 0 GTOYOG TOV £PYOV Kol TL gival EvKTaio va emtevyOel amd avTo.

Mo mapddetypa, €4v To TEPIEYOUEVO QLPOPA LI ALVAPTNOT IGTOAOYIOV, 0 GKOTTOG Etvat
va avéndein eToKeEYYOTNTA GTOV KUPLO IGTOTOTO TOL TEALATT, 1] TPpOo®ONCT EVHG VEOL
TPOIOVTOg N UG va evOapivel TOVG YPNOTEG VA EYYPAPOVV GE £V MAEKTPOVIKO
evNUeEPMTIKO deATiO;

Kowo-ot6y0¢

['vopiote t0 Koo cag. Edv o meldtng owbéter tunuo papketvyk, tote €ival
VTEVOLVOL VO EVIUEPMDCOLY TO UETOPPACTH HOAPKETIVYK, TOV KEWEVOYPAPO 1 TO
UETAINUOVPYO, CYETIKO LE TO TPOQPIA TOL KOWOV-GTOHYOV, GLUTEPILAUPAVOUEV®V
TANPOPOPIOV OTWG PVAO, MAKIOKEG OUAOES, emdyyeAna Kot yewypoagikn 0éom. To

KowoO 610 omoio amevBvveral 1o £pyo, ennpedlel oNUAVTIIKE TO VYOS KOl TO GTUA TOV
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YPNOYOTOEITOL  OTN  UETAPPOCT  UAPKETIVYK, TN  HETOOMUOUpYl 1 TNV
KEYLEVOYPAPNON.

Yoog

Yrdpyel tepdotio yKapo pe S1opopeTikd £idn VOOV Kol GTVA oL umopel va AaPet Eva
nepleyOuevo gumopiog (LAPKETVYK). ATO emionuo €Tapikd, HEXPL EMOYYEALATIKO
TEYVOYVOOTIKO Kol Omd Toyviddeg Kot owkelo, péypt oxkomyo €poviko. Otav n
UETAPPOAOT LAPKETIVYK, T LETOONUIOLPYIO 1] 1] KEWEVOYPAPNOT YPTCILOTOLOVVTOL 1OG
LEPOG GTPATNYIKNG TOTIKNG TPOGAPLOYNS, vt onuavtiko va giote akpiPeic oyetkd
pe 1o Veog mov Béhete va ypnoipwomombel, mopéyovioag mapadeiypato émov eivart
duvatov.

Mo mapdderypa, ebv 1o pyo Tpoopiletal yio To LEGH KOWVMVIKNG OIKTOMOMNG Kol o pdL
Vv Tpo®Onon oG vEag OKIAG LATIOV HE YKAITEP, TO VOO TOV KEWEVOL UTOPEL Vo
€VOLL TOYVIMOES, AVETIONLO, 160G OKOUN Kol TPOKANTIKG. XTOYEVOVTAC, £TGL, KLUPIMG
OTN YEVIL TOV WAEVIOA KOl TNG YEVIAS Z TTOL CKEPTOVTOL TV EXOUEVT VUXTEPIV] TOVG

¢€0d0 M mo1o Ba eivat 1o vEo Tovg paktytdl yio tnv endpevn selfie tovg oto Instagram.

EvoAdaktikd, edv mpoketotl yuo €vo €pyo MOV TPOGPEPEL TPOPT YO CKEYT Yo TO
HEALOV TNG TEYVNTNG VONUOGUVIG KOl TOV GYEOWGUO TPOCOHETIKOV HEADY, TO OTOi0
npoopiletat yio TV 16T0GEADN £VOG KOTAOKELOGTN 10TpkoV e£omAiool, Ba mpémet
OTOLPATNTOC VO, £(OVV EMICTILO KOl EVAPYES GTUA KoL VYOG, KaBDS mpdrettal yio OEpa
OV YPELALETOL EUTEPOYVOUOGHVN. AVTO, e TN GEPd Tov Ba ypelaoTel, T cVUPOAN
EVOC  UETOPPOOCTN UOPKETIVYK, €VOG KEWEVOYPAPOL 1 €VOG UETAONUIOVPYOV,

SLPOPETIKA KATOLOV LLE APIOTEG EPEVLVNTIKES OEIOTNTEC.

IIpoBeopisc

H mpobeopia ya éva €pyo Ba mpénel gite va emonuavOel ek TV TPOTEP®V Amd TOV
nehdn elte, Wovikd, va oplotel amd Kowov, KoTté TO apykd oTAd NG
dwmpayudtevong tov £pyov. Ta otddi Tov GYOAACUOD KOl TV TPOTOAOYI®DV Oa
TPENEL VO EVEOUATOOOVV 6TO Ypovodidypappa Kot ot Tpofecpieg va kabopiotohv

avaAdy®G.

Odnyieg popeomoinong
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[ToAAéc emyyelpnioelg €govv OAOKANPOUEVOLG 00NYOVS LOPPOTOINoNG Yo YPamTTd
TEPIEYOLLEVO, TTOV OLPOPOVV:

. OpBoypaoeia (m.y. Bpetavicd AyyAka n Apepikavicd AyyAucd)

. Opoioyia (cupumeptha L PaVOLEV®Y EUTOPTKAOV CTILATOV KoL TEYVIKOV Op®V)

. Kavoveg poppomoinong (m.y. oTuA emikeparidog Kot AloTes Le KOUKKIOES)

. Kavoveg ypoppotikne/otiéng (m.y. Ke@aAlolomoinon 1 ypior E.0yOYIK®OV)

. Kabopiote 11 emtpémerot Kot Tt Oyt (7). YPNOWOTOMGTE TN AEEN «YPTLOTO

KoL Oyl «AEPTAY»)
Edv avtég o1 katevBuvtnpieg ypappés etvat dtodéoyeg pévo ot YAOGGo -y, TpETEL
Vo 0p1oTEL, OC LEPOS TOV TAKETOL OONYUDV, U0 TPOGEYYION Y10 TOV TPOTO EPUPHLOYNG

TOVG GT1 YADGGO-GTOYO.

AlLa oToyyEia

Y7apyet pio yKapo omd GAAOVS TapAyOVTES ATOPOITTOVS Y10 KAOE TaKETO 0ONYIDVY. XE
avtovg tvat mhovo va copmephapfavovrot:

. Ap1Oudg AéEewv (eAdy10TO Ko LEYIGTO)

. [Mapdyovieg oyedaopod Kot dwtaéng (m.y. ewoveg, AeChvteg, Keipevo yl
YPOLOT|LOLTOL, TTVOLKES K.ATL.)

. Xpnon SEO kot AéEewmv-KAEO1DV

M og epunvedeTor To TAKETO 00NYIOV;

[0 TOVG PETAPPACTEG LAPKETIVYK, TOVG LETAOMUIOVPYOVG KOl TOVG KEWEVOYPAPOVS, TO
TOKETO OOMNYLUDV OTOTELEL TO onpeio ekkivnong kaBe Epyov Kat Tapéyel Evav odnyo e
TO TLGTOYEVEL VO EMTVYEL TO TEAIKO ATOTEAEG AL, TLTPETEL VOL TEPIAAUPAVELKOL TTADG O

emrevyBovv o1 facikol 6TdHYOL TOL £pYov.

Qc1000, KGO TAKETO OONYLIOV €ivol EVKOUTTO KOl EVOTOKEITOL GTOV UETOPPOCTN
UAPKETIVYK, TOV UETOONUIOVPYO M TOV KEWEVOYPAPO va Ppet v kaddtepn Adon
TOTIKNG TPOGAPUOYNG. YTAPYOLV SAPOPOL TAPEYOVTES, TOV UTOPOVV Vo, fondrcovv
otV OldKAGioL EpUNVEING TOV TOKETOV OOMYIDV Kol VO TOPEYOLV €va eEaPETIKO

TEAKO TTPOIOV.
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Kotavonote 100 To.payyeAod0TES TOV TEALATOV GOG

Edv 0élete mpaypotikd vo katovonoete Ta BEA® Tov TEAdTN Gag, 0V apkel amAd vo
COPADOCETE TN MOTA TOV NAIKIOKOV OULAO®V KOl VO, TPOGOPUOGETE AVAAOY O TO ETIGNLO
N avenionuo untpo cag. Ommg xpeldletal va aplepdGETE XPOVO Y10, VO YVOPIGETE TOV
TEAATN COG, £TCL TPEMEL VO, YVOPIGETE KOl TOVG TOPAYYEAIOOOTESG TOL TEANT GOG - KO

OUYKEKPLEVO VOL YVOPICETE ALTO TTOV GLYVA OTTOKAAEITOL WG T «AGVVAL L0 GTLELD TOV

TEAATAOVY:

. Tt toug mpoPAnpatilet;

. T1 etvar 0016 OV Ylyvouv aALG SuoKorevovTaLva fpouv;
. T emmpedlel TV and@acn TOVg Vo ayopacovv;

. Tt epmodilel TV amdEAcT TOLG VO AYOPAGOVV;

ATOKTIGTE o EVPUTEPT KATAVON G TGS EMYEIPNONG TOL TEAGTY

Ot PHETaQPOOTEC LAPKETIVYK, O1 LETOONLOVPYOT KO O1 KEWEVOYPAPOL, ThvTo a&ilel va
aQlEPOGETE Alyo ¥pOVO Y10 VO KATOVONGETE TOV KOGLO TOL TEAATNG Gac, SnAadn, TV
enyeipnomn tov.

[Toot €ivar ot avtoy®vioTéC TOVG Kol Ol QOPEIS TOv KAGOOL TOVLG, TOlEG Eival Ot
onpootevoelg Toug; O TELATNG GOG GUUUETENEL OE EMAYYEAUOTIKES eKONAmaelS; Eivat
emiong onuavtikd va yvopilete m 0€om mov KaTEYEL 0 TELATNG GOG GTO BlOUN)avVIKO
oV KAGS0. To tehikd €pyo, eite dnpovpyndnKe TANPOG amd To UNOEV gite NTov TPoidv
HETOOMUIOVPYIOG, TPETEL VO AVTATOKPIVETOL 0T BE0M KOl TO KOPOG TTOV KATEYOVV GTO

EMOLYYEAULOTIKO TOVG TTEPIPAALOV.

IIpotpomn o€ dpdom

Téhog, K6Oe Koppdtt mepeyopnévou (ypamtd 1 GAA0) yperdletal va £xel €va. oKomd, O
omoilog mpémet va Yivel TANP®G KATAVONTOG. XTOYO0G Eval | TOANGN, 1| EVNUEP®ON N M
avénon tev akorlobBwv; Avaroya e TNV amdvInomn SNUIOVPYEITAL Kol [io TPOTPOT
og Opdon: umopel va eivanl tOco amAn 6co to «Eyypageite 610 evnuUepOTIKO LG
oeltion, «Agite ) véa cuALOYN» 1| «Ayopdote Tdpay. H Tpotponn oe dpaon, gite eivor
ovvlet, gite amhr|, TANPOPOPELTOV AVAYVAOGTN 1| TOV ¥PNOTY Y10 TO TL TPEMEL VAL KAVEL
KoL Tov Vo ppuVEL VO TO KAVEL

To unvopoato nAEKTPOVIKOD TOYVIPOUEIOD TTOV TEPLEYOVY E0TM KL ULO. KANGN Y10, Op .01,

Eyovv adénon twv kiik tovg kotd 371 % kai twv twinoemv tovg kotd 1617%.
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2 UVOTTIKG

. To makéto odnyudv amotelel Tov akpoywvinio Ao kabe épyov petdppoong
LEPKETVYK, LETAINUOVPYIOG 1) TOAVYAMGONG KEWEVOYPAPNONS.

. H onuovpyla &voc OAOKANP®OUEVOL TOKETOL  OOMYUIDV  TEPIAOUPAVEL
Aentopepeic mAnpopopieg oyeTIKd e TO €pY0, OMMG TOVS GTOYOVS, TO VYOS KOl TO
KOWO-6TOYO0C.

. H epunveio tov maxérov odnyudv etvor pio e€edcevpévn dadikacioo mov
epLapPavel TV KaTovoONnom ToL TEALTN, TOV BOUNYaVIKOD TOL KAAOOV, TOVL TPOIOVTOG

N TS VANPEGING TOL KOIL TOL KOWOV-GTOYOV TOL.

X1 ovvéyswn

H xatavonon kot o kaBopiopdg cuykekpylévov DOOLE Yo THV ENLyElpnon cag sival
wiloitepa oNUAVTIKG, MOTE Vo dNuiovpynel o €yyevig EUTEPING TNG ETOVLUING GOg
oe OAeg TG ayopés. Kepdhaio 5.3 Yog: opiouol kot mapadetypato Atgpeuvodv Tig
S0dIKOGIEG TOV YPNCILOTOIOVV Ol LETAPPACTEG LAPKETIVYK, O1 LETOLONLOVPYOT Kail Ol
KEWEVOYPAPOL Y10 Vo, KaBOPIGOUV Kol 6T GUVEYXEWD VO EPAPUOGOVY EVO OLOTOLOPPO

VP0G 6€ OAO TO TEPLEYOUEVO GE OLEG TIC TAUTPOPLLES.

Kepaharo 5.4

[Moteg PEATIOTEG TPAKTIKEG 1GYVOVY GTOV TOUEN TG LETAOUOVPYIOG;

2uvovalovtag ) SmoMTIG KT 0EVOEPKELXL, TN YAMGGIKT TPOLYLOTOYVOLOCUVY KOL TN
onuovpywotTa, N petadnuovpyia, 6tav yivetalr cwotd, dtvel {on ota punvopato
UAPKETIVYK GE &val VEO TOMTICUIKO TAOIG10. ALTi 1 EVOTNTO SIEPELVA UEPIKES OTTO TIC

BéLTioTEg TPUKTIKES TOL AKOAOLOOVV O1 PLETAINOVPYOL YL VO ETLTHYOVV TAL £PYOL TOVC.

Entd facwkégmpokTikég petadnpuovpyiog

. Epunveia tov mokétov oonyumv

. Kabopiopdg mraiciov

. Koartavonon g erwvopiog

. AvaAlvon Tov KeWEVOL-TNYN

. ['vopiio Tov Tpoidvtog N TG VINPEGING
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. [Ipocappoyn 61o kovd-6T0Y0g

. "E&umvn tomikn mpocappoyn

Eppnveio tov makétov 0dnyiov

To makéto odnyudv amotedel onueio ekkivnong kdabe €pyov petadnovpyiog Kot
TPOKELTAL Y10 £VO £YYPAPO TOL TPETEL VO OVOLPEPETOL GE OAL TOL GTASIL TOL KUKAOL
Comg tov épyov.

Onwg eldape oto kepdlaio 5.2, mapéxel GToV PETASNUIOVPYO PACIKEG TANPOPOPIES,
OTMG TOVG GTOYOVG TOV £PYOV, T TAPASOTEN, TO KOWO-GTHYO0, TO VYOG KoL TIG 00NYies
HOpQOTOiNoMG.

H Béitiom mpaktikn) yio évo petadnuovpyd givat 1 TPOGEKTIKN LEAETN TOL TOKETOV
odnydv Kot 1 devkpivion TOAVOV KEVOV PE TOV TELATN, TPV amd TV EvapEn TOL
épyov, KoBhg kot Katd ™ ddpkew g dnpovpyiac, v mpokdyouv TpoPAnuata 1
EPMTNLOTA GE LETAYEVEGTEPO YPOVO.

[Ipwv amd v Tapadocn GTov TEANTN, O LETAONUIOVPYOS 1 1 opdda emaveeTaons Oa
pEmel va. ELEYEEL OTL 1 PeTadNUIOVPYio TANPEL TIG TPOSLYPAPESG TOV LUETAPPACTIKDOV

00N YLDV

KaBopropog mharciov

Extog amd 10 1010 10 TOKETO OONYUDY, O UETAONUIOVPYOS TPEMEL VO, GTOYEVGEL GTN
GLYKEVTPMOOT) OGO TO SVVATOV TEPIGCOTEPWOV TANPOPOPIDV GYETIKA e TO LITOPaBPo TG
EKOTPOTEINC KOLL GYETIKMV IGTOPIKMY GTOLEI®V Y10 Vo, VTOGTNPIEOLV TIG 00N YiEg QVTEC.
Eivar onpavtikd va xaBopiotetl €dv n gpyoacio 1 n GEpd epyocidV TPOKELTOL Y10
aVTOVOUO £pyo N €dv amotedel LEPOG oG evpHtepng exotpateiog wov Ba desaybel (M
éxel Non Selaybel) oe dapopetikd péoa evnuépoons. Edv amotedel pépog piog
€VPOTEPNG EKOTPATELNG, TO VILAPYOV VAMKO NG TPEnel va avaivbel, dote va vdpEet
GLVAEPELN LETAED OVTOV KO TOL £PYOV TTPOG dILIoVPYia.

210 mAaiow TG dnuovpyilog HoG EKOTPATEING, VAIKO Onm¢ mivakeg dubeong kot
ONUIOVPYIKEG ONUEWDOES OO TIS GLVOVTNCES TNG EKOTPATEING UAPKETIVYK TNG
etapelag, elval amictevto ¥PCYOL TOPOL YL TOV UETAOMUOVPYO, (GTE VO

OMUOLPYNGEL GTO KEPAALTOL TO TANIG10 TOV £pyov.
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AxoOun kat ta &yypaea mov oyetilovial pe maAadTEPES KaUmTavieg umopel vo gtvat
YPNoYLa, KaODS uropovv va fondNcovv 6TV AmEKOVIOT) TG OL0OIKAGI0G CKEYNG TNG
eTopeiog yo T Onuovpyio oG EKGTPATEINS Kol TV TPOGOOKIDY TOVG Y10, TO TPEXOV
épyo. Iopopoing, eivar emiong ypnowo vo €xete mpoOGPacm G  OMOWONTOTE
TPOTYOVLEVT) EPYAGTIN LETAIMUIOVPYING TTOL Exel avatedel amd TV etapeia, KaO MG Kat

OTO10LONTOTE GLVOELTIKA GYOAL 1} SOPODGELS.

Koatavonon mg erovopiog

H yvopwyio pe myv emovopic kot n Katovonon g eivar amapaitnn yw évo
emroynuévo  épyo petadnuovpyioag. H mpodtn evivmwon tov mehatdv yivetal
acLVEdNTA, LEC® NG €WOVOS OV TPOPAALEL [ emtyeipnon Kot TS TOVTOTNTAC
me. O mehdng Bo mpémet va mapéxet Evav OAOKANPOUEVO 00Ny TNG ETOVLUING, MOTE
va BonBnoet Tovg petadnuovpyos va SNUOVPYNCOVY (Lo OAOKATPOUEVT Aoy Yo
TNV Em@VLLLio Ko Ty eToupeia.

Zmv apyn ¢ dwdkaciog, o xpioyn doknon vy to petadmuovpyod, eivar vo
onuovpynoet pwe Alota emBétov mov awwOdveron OTL TEPLYPAPOLY TO TNV
en@vupia. Xpnoeomolidvtog aVTég TIC AEEEIS GE GLVOLAGUO LLE TOV 00O EXOVLUING
NG ETOPEING, O LETAONUIOVPYOS UTOPEL VOL TTPOYMPNGEL GTT| SIEPEVVI|GT] TOL VPOLES TNG
ENOVLLLIOG KOl 6TO TT™S B0l EMKOWVOVIGEL LLE TOVG TELATEC.

Amd T Yyevikn KatavOmomn TOL EMICMUOL 1] OVERICMUOL VPOLG £MC O O
EUTEPICTATOUEVT EEETOGT] TOL TPOTOV [LE TOV OTTOI0 1| ELWVV IO PoiveTOGTO LA TIOL TOV
TEAATN TNG, O UETOOMUIOVPYOS Ba TPEMEL VoL aPYIcEL VO KATAVOEL TG AEITOVPYEL M

emwvopio og oxéon pe v medateio e o€ OAN TO EMiTEDL.

Avalvoon Tov KeEPEVoL-TNY

Mo va otepbel pe emrvyio kaBe €pyo petadnuovpyiog, eivor amopoitnm n
EUTEPIGTOTOUEVT avaAvoN TOL KeEWEvou-Tnyn. O petadnuiovpyds eEetalel dpopa
YOPAKTNPIOTIKA, TOV B0 foNn01|GOVV GTIV KATOVONGN TOL KEWEVOV-TTNYN, OTOG:

. "Ypog: mpocdopiletat av n YAOCGO Vot IAIKT), YLOVLOPIGTIKY, TOMTIKY K.ATT.

. [Moccuol punyaviopot: avaivon g xpNong TEYVIKOV OTmg opotokatain&ia,

TALPNYNOT, PNTOPIKEG EPMTNCELS K.AT.
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. OpoLoyia: katavonomn g xpNomng VKOV Op®V TOL APoPoHV TNV EX®VLUI 1
TEYVIKOV Op®V

. [MoAtiokés ava@opés: Kataypaen Tov Katd moco vmdpyovv Oépata M
AVOLPOPES EVTOS TOV TTEPLEYOUEVOD TTNYTG

. [Sopopeieg YAOooOC-TNYNS: TPoSdlopiletal av 1 YADCGO-TNYY| XPNOLOTOEL
ovYKeKpIEVO Ae€IAOY10, Ppdoelc | cuvBéoelc mov dev petagpdloviol eVKOAN TN

YADGOO-GTOYO.

H avaivon avt Bonda oy kabodnynon tov HeTAdNUIONPYOD VO KATOVOTNOEL GE TL
BaBud mpémel vo TPocapUOCTEL TO TTEPIEYOUEVO, TIS YAMGOIKEG TPOCEYYIGES Kol TO
EMIMESO SNUIOVPYIKOTNTOG TOV TTPEMEL VOL EPAPLLOGTOVY GTO £PYO0 LETINLOLPYIOLG.
Katavonemn tov mpoiovrog/tngunnpeciog

Xe MOAAG €pyol LETAONUIOVPYING, O OTOYOG TOV TEPIEYOUEVOL Etval va, TpomBNGEL Eva
TPOIOV 1 W0 VINPEGTa. TNV TEPITTOON AVTN, N fabVTEPN KOTAVONGT TOV TPOIOVTOG 1|
G vanpeciog pmopet va fondnoet ot dadikacio T LeTAONHIOVPYIOG.

Edv n ekotpateia €yet onuovpyndel yopo amd v TOANCT €VOG GLYKEKPLUEVOL
TPOiIOVTOC N LVINPEGING, TOTE M TPOSPACT GE AVTO GTNV TPAYUATIKY] TOL LOPPN, Eival
clyovpa TPOTOTEPT GO [ ATAT] EIKOVO TOVL TPOIOVTOG 1 TNG LINpeciag. Me avtov
TOV TPOTO, O HETAONUIOVPYOS UTOPEL VO YVOpIGEL TPAYUATIKA TO TPOidV, 01KE oV
wpoKewrar ywo teyvoroyio 1N pnyovipota. To vVAIKO HAPKETIVYK Kol Ol TEXVIKES
TPodypoés B mpémEL VoL GLVOOEVOVY TO TOKETO OONYUDV KOl TO KEIUEVO-TtNYT,
kaBdg Ko TAnpoopieg oyetkd pe to USPs tov mpoidvtog kat Tig 101o1tepdTNTES TNG

TpoPAemOUEVG 0Yopas. Idime edv TpoKeLTal Yo £va VEO KOt U1 SOKIULATUEVO KOWO.

[Ipocappoyn) 6To KOWO-6TOY0G

H xotavonon tov «owvov-otoyov eivar (otikhg onuocioag yuw kabe €pyo
petadnuovpyiog. Ta dnuoypaeikd otoryeio TV TELATOV, OT®MG N NAkia, To eOAO, N
AYOPOCTIKY OVVOY, N OIKOYEVEWNKT] KOTACTAON, He N Y®PiG Todid, EvOlnpEpova,
ekmaidevon Ko otadiodpopia, Oa eival KaBOPIGTIKA Y10 TO GYENACUO TNG EKGTPATEIOG
Kol 0o 0OCOVY ONUAVTIKES €VOEIEEI GTOV UETOONUIOVPYO YL TO MG TPEMEL VO

TOPELTOVV LLE TO EPYO TOVG.
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Xpedletor emiong va efetaoctel Katd mOGOV M AyOpA-GTOXOG TOL TPOIOVTOG
petadnuovpyiog copue®vel pe ta dSNUoypaeikd ototyeio TS eyympiag ayopds. Kabog,
av Thpovpe KATL TETO0 MG OedopEVO, Ba vapyovv emmtmoels ota dedouéva ROI

(AmddooM emévivong).

"E&untvn Tomikn] mpocappoyn

H 1o mpocappoyn a@opd Ty KaTovonon ToL TOTE Kol TAOG 01 SLLPOPETIKEG AYOPES
ATAITOVV OLLPOPETIKEG TPOCEYYIGES, MOTE TO £PY0 VO METVYEL TOVS PAGIKOVS TOV
otoyovc. Kébe meproyn enmpedlet ) dadkacio tng petadnpiovpyiog e SloupopeTikd
TpOMO, 0veEApTNTO 0TtO TO AV OpAEiTOL 1) 1510 YADGGO GE KATOEG TEPLOYES.

Ac¢ mhpoope v Topddetypa Eva épyo petadnpiovpyiog yo v [Hoptoyadiio kot
Bpalilia. ®a nMtav koAdtepo va va avaidfovuv to €pyo  petadnpiovpyoi mov
AVTITPOCOTEVOVY KOl TIS OV0 YDPES, DOTE VO TOPEYOVV TOATIGUIKES KOt AEEIMOYIKES
TANPOPOPIES YL TN YDPO TOVG, TOLP OAO OV £XOVV KOWT YADCGTO.

[Ipéner emiong va AapuPavetol HEPIUVA Y1oL SIPOPETIKE PECO EVNUEPOONS KOTO TNV
tomikn mpocappoyn. Edv to mepeydpevo petadnuiovpyiog tpoopilerat yio ypnon oo
HEGO KOWVOVIKNG OIKTO®ONG, Ba mpémetl va ypnoorombel Sapopetikd KOG avaroyo

LE TO LEGO GTO OTTO10 OMNLLOGIEVETAL TO VAIKO.

O avaptioelg oto Facebook &yovv dapopetikd vpog kot aicOnorn and avtéc oto
Twitter, ce 6A0 tov kOcuo. [Moapoia ovtd o petadnuovPYOS TPEMEL Vo Yivel o
OLYKEKPIUEVOG OGOV apopd v meployn. [ mapddetypa, o€ oplopéves apafopmves
neployég to Veog oto Facebook Oa eivar o emionuog and 6, Tt o€ AAdec meployés. Qg
€K TOVTOV, 0 PLETAOMOVPYOG TPEMEL VAL EIVOLL GUVTOVIGLEVOG LLE TIG TOTKES TPOTIUNGELG
k&g meployng, KaBmg kot va YIvETal GYOAAGTIKY £PELVA AYOPAS OGOV aLpOpPd TO £pYO.
IeprocoTepes TANPOPOPieg= KOADTEPT pETAONIOVPYIL

O amhog yevikOg Kavovag €ival 0Tt 060 TEPIEGOTEPEG TANPOPOPieS divovtal GTOV
LETAINUOVPYO, KAAVTTOVTOAG OGO TO SUVATOV TEPIGGOTEP X OO TO TOPATAV® BEpatal,
1660 T0 KAADTEPO. LT GUVEKELN, 1) dladikacio TG dnpovpyiag vrootpileton and Eva
eVpL QPAGHO TOPWV TOV UTOPOLV Vo, PEATIOCOVV TOGO TNV TOWOTNTA OGO KOl TNV
TOYOTNTO TOV EPYOV.

Y UVOTTIKG
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. H petadnpiovpyio givar po dnpiovpyikn dadkacio mov propet vo Betiodel

amd €va vpH PAGLA PEATIGTOV TPOKTIKMV.

. Avtég o1 PéTioTeg MpaKTIKEG TEpAapPavouy v AP eokeimwon pe v
EMMVLUA, TO TPOTOV 1 TNV LINPESIA, TO KEILEVO-TNYN KAl TO KOWO-GTOYO.

. Ot Bértioteg mpakTiKéG vrootnpilovial T060 Amd TOV TEANTN OV TOPEYEL
TPOcPOoT 08 GYETIKES TANPOPOPIES KOl VAIKA, OGO Kol LECH TNG 010G TNG £PELVAG TOV
UETOLONULOVPYOV.

. Ot ovAdgybeioeg mAnpoeopiec Kol OvOALGES TOL  KaBodnyovv TO
petadnuovpyd kad’ 6An  ddpkeln Tov kKOKAOL (g Tov £pyov, BeATidVOVTOG TV

TOLOTNTA KOl TV TOYVTNTOL.

211 ovvéyEln

[Tepvmvtog otnv emopevn evotnta, Kepdiaio 5.5. Metaonpovpyia: Ttapadeiypato Kot
oyoMa, Bo eEeTAGOVIE TOG AVLTA AEITOVPYOVV GTNV TPOUYUATIKY (1), LE TPOYLATIK
TOPASEIY AT CNUAVTIKOV EPYOV LETAOMUIOVPYING — Kot Tt pmopovpe vo pdbovpe amd

oVTd.

Ke@drono 5.6

Moweg givar o1 BEATIOTES TP OKTIKES Y10 TOAVYAMGGT KEWUEVOYPAPNGT);

O Bértioteg mPOKTIKEG otV KEWevoypdenon kabopilovtor amd T @Oon TOoL
TEPLEYOLLEVOD, TOV GKOTO TOL KOl TO TEPIPAALOV oV PpicKeTat.

210 Ke@EAoo 0vTo, B acyoAnBovue e SLBPOPOVS TVTOVG TTEPLEYOUEVOV, KABMG Kot
EVVOLEG OGS TO EUTOPIKO O, B0l EEETAGOVLE TL GLVIGTA TIG PEATIOTEG TPAKTIKEG KO
ovykekplueva Tt Tpémetl va ANeOet vroy”M Katd Tov Ko opopd TG LOPPTNS, TOV VPOVG
K01 TNG SOUNG TNG EKAGTOTE TOAVYAMGOTG KEYEVOYPAONONG.

Tperg Pacikég TPUKTIKES Y10 TOAVYAM GO KEWNEVOYPAPNGT)

. Katavonon mg erovopiog
. E&oweiwon pe to SEO
. Evepyd péca kovovikng SIKTOmONG KoL AVaPTHGELG
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Katavonen g enrovopiog

H Béitiot mpoktiky otnv TOAVYA®OGON KEWEVOYPAPNON £XEL VO KAVEL HE TNV
Katovonon tov aSldv g EN®VLLING Kol TOV TPOTO LE TOV OTO{0 AELTOVPYOVV GTO
TAaic10 TN Onpovpyiag keywévov. Avtd neptiapPdvelto Tola tvat n etovopio, Toleg
a&leg avTUTPOGMTEVEL KO YEVIKA TG OEAEL va TomtoBetn0el Kal va Topovo1oTeEl GTOV
koopo. [leprhappaver emiong, ™ OMuovpyios TPOCUPUOCUEVOV UNVOUATOV Kot
TOVTOTNTMOV TNG ETOVLUING, TO OTTOI0 0LPOPOVV GLYKEKPILEVES VITNPEGIES KO TPOIOVTAL
OV TTPOGPEPEL T ETAPELDL.

H 15éa. evOG 1630pOo0 EUTOPTIKOV GTLOTOG KOUL TG TOVTOTNTOG TOV £XEL XTIGTEL YO P® AT
éva. mpoidv 1 o vInpecion amoTeAEl TNV Kvntpo. dVvaun mo® omd TN GLVEXN

emruylo g etapeiog ota TAaico g ayopds, 6Ty omoia Kveitat.

YNuepo, TOAAEC eTOpEieg €xouv GOEElG 0dNYoLS Yoo TNV EXOVLUIN TOVS TOGO Yo
ypomtd, 660 Kol Yo ONTIKO TEPIEYOUEVO. Ot KEWEVOYPAPOL TPEMEL VO ALVAADOLV TOL
dedopéva aVTE TPOGEKTIKA KOl VO KOTOVOIGOLV TTMG AELTOVPYOLV GE GYEOMN UE TIG
VILAPYOVGEG KAUTAVIEG KO TO TEPLEYOUEVO TNG LAPKOLC.

H mAnpng xatavonon tng enwvopiog evog TeAdTn amoTelel TpoTapy KO 6TOYO0, OCTE M
EPOUPULOYN TOV TPAKTIKOV HAPKETIVYK VO EIVOL OTTOTEAEGUOTIKY] GE OTOIONTOTE

YADOGGO Kol aveEapTTOG Propnyovikoy Topéa.

Edv n etapeion Aettovpyel e B2B (business-to-business), amatteitor mpocoyr| otig
ETAPIKES TOVG GYECELS, OlevkpvilovTag ol gival 1 B€om tng eToupeiog oty epapyio
G emyelpnong kol 6T cvuvexewn, Tmg Bandelav va avartvybody péca oe avTVv.
Etvar onpavtikd va e€etdoovpe 1060 T0 GUVAPEG VAIKO TOL 0LPOPA TOVG TPEXOVTES
6TOYOVG LAPKETIVYK KO SLOLPTONG TNG ETOPELNG, OGO KO TO IGTOPIKA OEGOUEVA TTOV
UTOPOVV VO 0MOGOVY CTUAVTIKEG TANPOPOPIES GYETIKA LLE TIG TPOCEYYIGELS TOV £XOVV
YIVEL KAL TNV OTOTELECLATIKOTNTA QVTAV TOV EKGTPOTELDV.

Mmnopovpe vo Ko ToAdPovE TOALA Y10l 10 EXOVULLIO LEGH TOV TPUKTIKAOV LA PKETIVYK
OV YPNOOTOLEL KAl TOL SLENUIGTIKOD VAIKOD NG, KABMG Kol Y10 TOVG TPOTOVG L

TOVG 0010V GLVIEETAL LE TO KOWVO-GTOYO TNG.

Kdébe pépog tov mepieyopévon mov meptAapuPavetal oe avtd T0 VAIKO, TPEMEL va ivat

GKP®G EVOPLOVIGUEVO LLE TO EUTOPIKO GTLLAL TNG ETAPELNG, OTVOVTaG ELPACT) GTO VYOG
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K0l TO GTUA, Om¢ opileTal 6TIG KaTeLBLVTIPLES 0dNYiEG TOL EUTOPIKOV GNUOTOG TNG

eTopEiog.
Eloweioon pe o SEO
H dwowocio Bertictonoinong vy 1 punyoavés avalnmons (SEO) otoyever oty

vynNAOTEPN  KOTATOEN  €VOC  OOOIKTLOKOL — TEPIEYOUEVOL  OTIC — OYETIKEG
avalnmoels. Ady®m Tov OYKOL TOV TEPEYOUEVOD OV dtotifeTal 6To JladIKTLO, GTOV

210 cumdva to SEO amotedel onuavikd KOUUATLTNG O1001KAGI0G TG KEWEVOYPAONOTG.

IMa tovug xeevoypdeove, o SEO mepihapPdvel épsuva oyetikd pe AEEEC-KAEWOWL,
onuoewn hashtags, Pehtictonompévo mepleyOUevo, GUUTEPIAAUPBAVOUEVOV ETIKETMOV
ewoévov kot petaetiketov. To SEO Ba  mpéner va  Ppioketoar ovveydg vmd
mopakoAovONon Kot ocvvinpnon. Avtd umopel va  emrevybel pe T xpNon
e€edkevévon LoyIo Kol yuo T pETpnon Kot v a&loAdynon g EMGKEY WOTNTOG

€vOG 16TOTOTOV.

Evepyd péco Kovovikig OIKTOMONS KOl 0VaPTIGELS

Onwg 0o dovpe 6TO EMOUEVO KEPAAOLO, TOAAEC EMXEPNOEIS AEITOLPYOVV pE HECA
KOWOVIKNG OIKTOMONG O€ GULYKEKPYEVES YADOGEG OTO TAGICIO  SPOPETIKMV
ayop®v. H mapovoio oto dadiktvo amotedel mpotopyikd mopdyovia yio v eEEMEN
NG TOADYAMGONG KEWEVOYPAPTOTG.

H Béltiom mpaktiky kabopilel 011, 1davikd, KGO TAATEOPULO KOWOVIKGOV pHécmV Oa
npénel va eEetdletal EEY®PIOTA Y10, TNV OTOTEAECUATIKOTNTO KO TNV KOATOAANAOTNTA
™G Yoo TNV enyeipnon evog meldtn. Etval onuoaviikd vo onpiovpynoeTe GTPATIYIKES
TEPIEYOUEVOL KOl VO, TPOGOUPUOGETE YPOTTO OVIIYPAPO KOl ONTIKO VAIKO OTO
onuoypagikd otoyeia kaBe mhateopupac. ' va yivelt avtd, o1 KeWeVOypapol
OEEAYOVV TTPOCEKTIKT] EPELVA GYETIKA LLE TOV TPOTO LLE TOV OTOI0 Ol SIAPOPES AYOPES

AVTOTOKPIVOVTOL G€ KAOE GUYKEKPIUEVO KAVAAL.

[MopdAinio pe tn OMpovpyiol TEPIEYOUEVOL KOL TN ONUIOVPYIO EKCTPATEIDV, Eivol
emiong amoapaitro va mopakoiovdeite avaivtikd ototyeia yuo dedopéva ROI kat va
GUYKEVTPOVETE UNVIOIES 1) TPIUNVIOIES AVAQOPES.

Muo Ttapopota Tpocéyyion Umopet va yivel ot ouyypoen iotoroyiov. To kowvd-6T1oy oG

KoL ta ONUoypapikd otoryeio Oa tpémel va diepeuvnBovv Tpokeévon va dnpovpyndel
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po wowidio mepeyopévov (1060 amd dmoyn HopeNS, GTUA OGO Kol TPOYLLOTIKOD
OVTIKEYWEVOV) TOV TOTOL OV Bal £(EL AMYNOT GE GLYKEKPLEVOLS TOUELG TOV KOoD

™G etapeiog.

XUVOTTTIKA
. AbY® T™C TEPAOTIOG TOKIAING LOPOOV TTEPIEYOUEVOV, Ol BEATIOTEG TPOUKTIKEG
Y. TOADYA®GON KEWEVOYPAPNOT E0PTOVTOL OTd TO €100G TOV TEPIEYOUEVOL KO TO
oKomd TOV.
. Mo o emroynuévn ToAVYA®OGON KEWEVOYPAPNOT, €IVal CNUOVIIKY o
Aemtopepng avdivon Tov a&ldv TG ETOVLUING Kol TOV TPOTOV UE TOV OTOI0 OVTEG

KOWVOTOL0UVTOL LEGM SLOLPOPETIKADV TEPLEYOUEVDV.

. To SEO eivar éva onuoviikd Ommuo yuoo TOAAG €pya TOAVYA®MOONG
KEWEVOYPAPNONG. AVTO onuaivel 0Tl N GTPATNYIKY TOADYADOONG KEWEVOYPAONONG
TPENEL VO TTEPIAAUPAVEL ETIKAPOTOMUEVT] avAAvon AEEE®V-KAEWIDV Kol TAGEDV
avalntnong.

. H moAdyAwoon keylevoypaenon v to HECO KOWMVIKNG OIKTOMOTNG Kol TO
10T0AOY10 TpéTeL va. Paciletal og AemTOUEPEIG TANPOPOPIES GYETIKA LLE TO KOWO-GTOYO

k&g ayopdg-otdyov kot 6€ KAOE KavaAlov.

211 ovvéyeln

H eméktaon g emyeipnong cog o€ MayKOGUIO EMIMESO OMOUTEL OEGUELOT HE LI
OTPATNYIKN TOADYAMGONG KEWEVOYPAPNONG. XT1] OCULVEYELN, OTO KePOAQ 5.7
[MoAvyAwoon  keyevoypdoenon: mopadetypota kot oxOAa, eEetdlovpe  mAdC
OLLPOPETIKEG EMMVUUIEG €YOVV AVATTUEEL OLPOPETIKEG TPOGEYYIGEIS KAl TAOG QVTA

Aerrovpyohv otV TPAEN.
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KEIMENIKH ANAAYXZH

To mpog petdppoocn Keipevo, Onmg avaeépetal Kol 6tov Titho tov, «A Guide to
Multilingual Content and Strategy» oamotehel £évav odnyd 7y  dnuovpyia
TOAVYAWGGIKOD TEPIEYOUEVOL KOl OTPOUTNYIKEG 7OV YPNOOTOOVVTOL KOTA TN
onuovpyia TEPLEYOUEVOL LAPKETIVYK.

[poxertat yioo vPPOKo Keipevo, pe Paomn to €idn Tvroroyiog g Reiss. ‘Exet, dnhadn,
1060 TANPOPOPLOKO, OGO KOt AELTOVPYIKO YopakTipa. O EMKOWVOVIONKOS GTOYOG TOV
TANPOPOPLOKDV KEWEVOV €Ivat 1] LETAGOOT) LG TTANPOPOPING 1) 1 EVUEPWGT) TTAV® GE
éva Oéua pe meplektikd, aflomioto Kot mANp tpémo. (Grammenidis, S,2015) Evao, o
EMKOWMVIONKOG GTOYOG TMV AEITOVPYIK®OV KEWEVOV EIVOL VO TEIGTEL O AVOYVAOOTNG VOl
opdoel pe évov opiopévo TPOTO Kol vo. TPoPel OE GUYKEKPILEVEG EVEPYELEC.
(Grammenidis, S,2015) To ev AdOy® keipevo, Aoutov, dabétel ototyeio Kot omd ta dVo
elon. A@evoc, petadidel TANPOQOPIEG GTOVEC AVOYVAOOTES GYETIKA LE TN Onpiovpyia
TOAVYAMOGIKOD TEPLEYOUEVOV, EVD TAVTOYPOVO TOVG TPOTPETEL VAL KOAOVONGOLV TIC
TPOKTIKEG OTIG OMOIEG avaeEpPeTol, MOoTe va dnuovpyndel 1o kaAdtepo OLVATO

OTTOTEAEGLLOL.

Yopugova pe tig kKhipokeg voovg Tov Newmark (P. Newmark, 1988) kot og mpog v
EMONUOTNTO TOL ADYOVL, GTO KEIUEVO YiveTow ¥pMom KoONUePVOL Kol OVETIGNUOL
EMIEOOL AOYOV, XPNOYOTOLBVTOS B’ TANOLVTIKO dTaV AmeVOVVETO GTOVE AVOLYVIDGTEG
KOl TIPOTPENTIKEG EKQPACELS. Q¢ TPOg TN OVOoKOAID cOVTAENG Kot TPOGANYNG TOV
KEWEVOL, EMIKPOTEL TO 0VOETEPO EMIMEDD AOYOV, LE GTOLYEIN TEXVIKOD EMTEOOV AOYOUL,
AOY® ™G oporoying oL TEPLEXEL.
Enopévog, mpokertor yuoo keievo pe €wikn oporoyia, pe amotéhecpo va yivel
EKTETOUEVT EPEVLVA EML TOV GLYKEKPUEVMV TOUEDV, TPV TH LETAPPOOT).
2NV TMEPIMTMOON TOV EWVIKOV KEWEVOV, 1 OpPOAOYi CUVIOTA GOPNOG
Aerrovpykd otoyeio TOL KEWEVOL agenpiog 1, HE GAAA  AOY,
AETOLPYIKN  UETAQPOOTIKY HOVAdQ, €POCOV TPOKETAL Yo onueio
KaBopIoTIKO NG EMKOWMOVIAKNG Agltovpyilog Tov KeEWEVOL, aveEdpTnTo
amd T oVYVOTHTA EUEAVIGNG TG oto keipevo (Nord 1998). Q¢ tétota, kat

pe ogdopéva to. TPoPANUOTO TOL OVTUETOTILEL peTa@PalOUeEVT] TPOG
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eMocoveg YAwooeg Ommwg M EAAnvikn, m epdpynon g og peilov

UETAPPOOTIKO TPOPANLUE KOTE TN HETAPPOGCT TMV EWOIKAV KEWEVOV TPOG

mv EMinvikr| mpémer vao amotelel mpotapywd péinpa Oyt pévo tov

LETOQPOOTH 0ALA KoL TOL EvToAéa NG petappaocng. (Kelandrias, 2007)
Ocov a@opd 10 Kowd-6TdY0, CLUP®VE. LE TNV enionun otocelida g Alpha, 1o ev
AOY®D mAextpovikd PiAio amevbBuvetalr oe emayyelpotieg vIEVOLVOLG TOANGEMYV,
OXEPIOTEG  EMWVOUIDY, EWOIKOVG OTN  SWENUIoT, EOIKOVG O GTPOTIYIKES
TEPIEYOUEVOD,  UETAPPACTEG,  YAMOGOADYOLG,  KEWEVOYPAPOLS, OAAE Kol
EKTOOELOLEVOVG Yot TOVG TOUELS avTovs. To Kowo-6TdOY0C €ivat To 1010 KO Yo TO
petdopaca, pe Lovn ogopd TS ameVBIVETAL GE EAANVOP®VOLG, ETOUEVMG TUYOV
TOPAOElYHATO KOl  1O10UTEPOTNTES  EMPENME VO TPOCOPUOCTOVV  OTNV  EAANVIKN
TPOYUOTIKOTNTAL.
Emopévag, 1o kelpevo anguBiveTon o€ KOO oYETIKO LLE TO AVTIKEILEVO TNG LETAPPACTS
Kot MON e€oKeEUEVO pE TOvG Opovg Tov ypnoilpomolovvial. TIoAAéC qopég, o€
TapaAINAa Keipeva pe 1o 1910 Kovo-6TdY0, o1 dpot avToi dev peTa@pdlovTot Koy Kot
TOPAUEVOLY  HE TNV OYYAMKN TOLG HOPPN, MHE OMOTEAEGUO VO UMV VTAPYEL
KATOYLVPOUEVT] AVTIGTOLY{OL TOVG OTO EAANVIKA KOt TOAAEG POPEG Ol AOOOCELS TOVG
etvot moAlamAés. Katd cvvémela, avtd onuodpynce SuoKoAles Kot TpoPANUaTIcHODS
KOTA TN O1GPKELN TNG LETAPPACTS.
21 GVVEKELN, ToPoVCIALoVTaL KATOEG O TIG PacIKEG KAt yopieg TPoPANUATOV TOV
TOPOVCIACTNKAY KATE Tn OlpKeEwWw TNng METAPpaconS tov keywévov: Opoloyioa,
Axpawvouio, opkxtikoleCo. xoi ovviouoypapies, Ioiwuatikéc exppaoeis koi Elleiyn

1O0OVVOULOG OE ETITEIO AECHG.
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YXOAIA

OPOAOI'TA
Onwg mpoavagépnke, 1 petagpacn oporoyiag amotedel peilov peTaQpooTiKO
TPOPANUA Kol Y PEALETOL TPOGOYN, TOGO ATO TOV UETOPPATTY], OGO Kol 0O TOV EVTOLEN
g petaepaons. Kabog 1o ayylkd amotelobv v kupiapyn YA®Goo oAAd Kot
OMUOLPYO TOL UEYOAVTEPOL OYKOL EOIKNG OPOAOYIOG, 1) OLYYAIKT) LOPPOT TOAADY OPp®V
Kuplopyel TG EAMANVIKNG, LE OTOTEAEGLLO VO VITAPYOVY SLYOYVOUIES GTNV EMAOYN TNG
LLETAPPACNG TOVC.

e Transcreation

SOueova e Tov Tpog petappocn odnyo (A Guide to Multilingual Creative Content
and Strategy), 0 6poc transcreation agopd tn dSlodKocio. KATG TNV 0moio, TO
TEPLEYOUEVO GE U0, YADCOA-TNYT OVAOLOVPYEITAL, MOTE VO £XEL TN HEYOADTEPT
duvatn emppon, 0ALA Kol va Eivot OIKEIo Y10 TOVG YPNOTES TG YADSGOG-6ToY0. o
TO AOYO OVTO, TOAAEG POPEG GTNV EAANVIKN TPAYUOTIKOTNTA, YIVETOLAVAQOPE GTOV

6po oG avaonuiovpyio N onuuovpyiky uetappacy (Www.translatum.gr). Tlap’ 6ia

QVTE, TPOTYATALO OPOG UETAINULOVPYIA, TOGO AT TOVG LETUPPAUCTEG, OGO KOl Ao
™ Prounyovia e SleNUIoNS Kot Tov HApPKETVYK. Zouemva pe tov Pedersen, o
OpOG YPNOOTOLEITAL Y10 VO EKPPACTEL TO GUVOAD TV EVEPYEUDV, OAAAYDV 1)
TPOCAPLOYDV TTOV EMPAAAETAL VO, YIVOUV DGTE TO aLPYIKO LVVLLLOL TNG SO oNG VO

TEPAGEL EMTVYDC OTIG YDPES-0TOY0VG (Pedersen, 2014).
e Localization

Localization eivoin dwdikaoio katd TV 0moio yivetal Tpocapproyn evog Tpoiovtog,
LG LN PEGTOG, EITE YEVIKA TEPLEYOUEVOV, GTO TAAICIOL L0 GUYKEKPLEVIS YO PELG.
210 EAMANVIKA TPOTILAOVTOLOL OPOL TOTTIKH TPOTAPUOYH | TOTIKOTOIN 0N, EV GLUVTO L.
Qo1660, VIAPYEL LEYAAN GVYYLON GYETIKA LE TO TEPIEYOUEVO QVTNG TNG EVVOLNG,
KOG ToAAO1 dev Yvapilovv o€ Tt akpPds avagépetarn Bewpovv OTL TPOKELTAL Yia
pw o avtoytep] AEEN TOV TEPTYPAPEL OVCIAGTIKA TNV KAUGGIKY LETAPPOCTIKN
dwdwacio (Katpns, 2015). 10 mopov Keipevo, eméheo ™ UETAPPOON TOTIKH
zpocopuoyn, KOdc eppaviletar cuyvotepa e TopAAANAL KELEVO Kol 1IGTOGEATDES
LETOPPOOTIKOV ETOPLOV TOL  TTapérovv avty v vanpecioa (my. (Tomixn

Ipooapuoyn (Localization) | ELIT Language Services).
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e Brief

O o6pog Brief amotélece évav amd TOL HEYOADTEPOLS TPOPANUATIGUOVG TOL
QVTILETOMICO KOTd TN Sidpkela TG HeTa@poong Tov Keyévov. H Aéén brief amnd
povn TG oNUaivel KATL TO GOVTONO, pe pikpt| diapkela (brief - Ayyloelinvio Aeéixd
WordReference.com). Xto cuykekpiuévo mAaiclo, Onmg ava@EpeTal Kol UEGo, 6TO
Kelpevo, 0 0poc apopd Tig KaTeLOLVTHPIEG 0dNYiEG TOV divovTal OO TOV TEAGTN KOl
TEPLYPAPOVY aKPPDG 010 €ival TO EPYO TOTIKNG TPOSAPLOYNG, TOLOL EIVOL 01 GTOYOL
TOV, TOG TPENEL Vo, emtevyBodv Kot ol fvat 1 Tpobecpio tov €pyov. Tpoxerra,
Aowmdv, Yy TO EYYypapO TOL YPNOYOTOEITOL Omd UETAPPOUCTEG UOAPKETIVYK,
UETOONUIOVPYOVS KoL KEWWEVOYPA(OOVS Yo TNV TPOCOPUOYN M TN onpiovpyia
TEPLEYOUEVOV LLAPKETIVYK Y10, SL0POPETIKEG 0ryopés-otoyovs (A Guide to Multilingual
Creative Content and Strategy). Ta mepiocdtepo TUpAAANAQ KEILEVA TTOV VLA PYOVV
070 010dikTLO Kol apopovv to brief, kpatdve Tov ayyAikd 6po Kot 6To EMANVIKA,
a@oV eival gupémc SOEOOUEVOC GTO KOWO-GTOYO TOVLG. XTNV GLYKEKPLEVN
nepintoon Opmg, &kpva g M AEEN ypedletal va petappaoctel. Apyd, €ywve
TPOooTADE LETAPPAUONG TOV OPOV LOVOAEKTIKA, (OGTE va dlatnpn0el 1| éktaon Tov
TpOTOTLTOL KeEWEVOL. Kdmoleg emioyéc ftav M gdvoyn, 10 vmouviue Kol 1
mepiinyn. Kaplo and avtéc tic AéEeg Opmg, dev mapémeune akpiBdg 6T onuocio
0V Opov. Ztnv EALGSa, otov Topén g petagpaceoroyiog, cvvnbiletor o 6pog
translation brief vo amodideton wc uetappaotirés oonyiec. Kabmg duwc, 6o keipevo
yivetal avagopd yevikdtepa oto brief kot oyl cuykekpiéva 610 HETOQPAUOTIKO,
ATOQAGIGH VO XPNCILOTOWG® TN Ppdon wakéto oonyiav. H cuykekpylévn epaon
TPOTEIVETAL G LETAPPOOT TOL Opov amd Tov Keldvdpia ato épyo tov H Metappoon

twv Okovouukav Keiuévawv: Mia Aeitovpyixn mpocéyyion (Panagiotis Kelandrias,
2007).

IAIOMATIKEY EKO®PAXEIX
‘Eva amd 1o ovyvotepa peTapactTikd mpoPfAnuato omotehel 1 pETOQOPE
WIOUOTIOUOV omd TNV KOLATOUpA NG YAMOOOG-TNYNG OTN YAMOCO-GTOYO.
oueovo pe tov Larson, idtopatiopog eivat pia oelpd AéEewv, TG omoing To vonua
gtvort S1popeTIkd amd To VOMUOL TOV £0VV 01 AEEELG OTOV OTEKOVTOL LOVEG TOVG GTO
Aoyo (Larson, 1998). Xto ovyypauud g, In Other Words (1992), n Mona Baker

AVOLQEPETOL GTOVS WIOUOTIGUOVG G Kabepopéva potifo g YAOGSsas, Tov dgv
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EMOEYOVTOL OALAYEC GTT| LOPPT] TOVG KOl £XOVV CTULAGIES TTOL SAUPEPOVV ATTO ALV TEG
TV AéEemv Otav gival Eexmplotd. Amotehovv avamdoTAGTO KOUPATL TG KAOE
YA®ooog kot ovtikatontpilovv v kovAtovpa g Emopéveg, ‘Eva amd ta
GUYVOTEPQ LETAPPUCTIKA TPOPANLATO ATOTELELT) LETAPOPE IOIOUOTICUDV OTTO TNV

KOVATOUP TNG YADOGCAC-TNYNG G€ QLT TNS YADGGG-GTOYOV.

e Dos and don’ts

To kepdlato 5.1 Eekwael pe tov titho The creative process: the dos and don'ts,
OMAadN, TL TPEMEL KOl TL OEV TPEMEL VAL KAVEL O OVOLYVAGTNG KATA TN SAPKELD TG
ONWOLPYIKNG  dlodkaciog. Xto EAANVIKA Ogv LIAPYEL KATO0G 0VTIGTOT(0G
WIOUATIGHOS, EMOUEVOS eMEAEEN VO TPOGOPUOGH TN CMUAGI0 TNG EKPPOCTS GE
HOPON TITAOV KEPAAAIOV, £TC1 LETOP PAGTNKE WG ANULOVPYIKH OLOOIKACIAL. TO. TPETEL
Ko o, un. Mo evoAla KTk Oa nTav va ypnoyoromBein opdon za var kai to oxt.
Ot Aé€eig dos kot don’'ts ypnoyomomOnkay Eava m¢ emKeAAdeS GTNAGV Y1 VoL
Aoy ®PIGOVV TL TPEMEL KOl TL OV TPEMEL VOL YIVETOL KATA TN SNUOLPYIKNY SodKAGTaL.
2y nepintowon avt) petappactnkay og NAI kot OXI, dcTe Voo KAADTTOLV TOV

{010 YDPO LLE TO TPOTOTVLTO.

e Don’tjustrushinto creation

Yty mepintoon tov Don't just rush into creation, n pdon Oo uropovoe va. yivel
unv Practeite vo, oquiovpynoete, PEVOVIOG KOVTa 6to mptdTumo. H evaliaktikg
OV EQUPUOCTNKE €lval 1 ¥pNoN EVOS WIOUATIGHOD NG EAANVIKNG LE TopOOLL
onuacio, 0ALE St@opetikn Lope. E1ot, 1 bopatikn EkQpoon LETOPPACTNKE ®G

Oroio¢ fréetar okovtagrel, OTNPOVTAG TO VOO TOV TPOTOTHTOV.

e Rule of thumb

H o@pdon rule of thumb ypnowonoteitar détav yivetoar avaeopd oe pio pébodo
Kpiomng pog katdotoong, n omoio dev eivat akpiPng, aAdd Paciletatotnv epmepia
(Cambridge Dictionary). Ilpokettat, dnAadn, yur v YEVIKO KOvOVa, TOL £)EL
onuovpynOel péoa amd cLYKEKPYEVES KOTOOTACES. XTO. EAANVIKG OV VTLAPYEL
KATO10¢ aVTIOTOL(0G WIOUATICUOG, TOV VO Eivail KATAAANAOC Y10 T GUYKEKPILEVN
nepintoon. Emopéveg, UETOQPAoTNKE ©G EUTEIPIKOS  Kovovoag, OMAadn,
TAPAPPACTNKE GE LI PPACT TOL GLVOYILEL TN GNULAGIN TOV TPMOTOTVLITOV.
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‘EAAEIYH ITXOAYNAMIAX ITANQ AIIO TO EIIIIEAO THX
AEEHX

I

e Tech-savvy

O veoloyiopdg tech-savvy, copewva pe to. Oxford Dictionaries, apopd kdmolov pe
Gp1oTES YVAGELS KO KOTAVONGT TOV VEDV TEYVOLOYIDV KOl EWOIKE TWV VITOAOYIGTMOV
(tech-savvy adjective-Oxford Advanced Learner’s Dictionary). 10, eAANVIKA 0 0pog umopei
va. arodobel TEPLPPACTIKG OG YvdaTig Véwv teyvoloyiav, MG YKATLETAKING, &iTE ¢
omaciklog, XtV Tpokeévn nepintmon Opme to tech-savvy mpocdiopilet To VYOG
EVOC KEWEVOV, EMOUEVOS YPElAleTal Vo LETAPPUCTEL Le KAmowo enifeto. M
emhoyn Banrav n AEEN teyvikd, SpmG dgv amodidel opOd TO VOO TOL TPOTOTVITOV.
TeAKa, eméAe€a TNV LETAQPOCT) TEYVOYVWOTIKO, YOVOVTAC OLUMG TO YOPAKINPLICTIKO

TOV VEOAOYIG OV TTOL LILAPYEL GTO Oy YAIKO KEILEVO.

e “customers” ratherthan “clients”

2NV TEPInTOOo o, 1| PPAcn dtveTal Mg TapddetyLa yio To oo AEEN amd Tig Vo
etvar mo opfBo6 va ypnowwomomBel. Eta EAANVIKA Kol ot dVO avTég AEEEIS
petappdlovtar og meidtns (customer in Greek - English-Greek Dictionary | Glosbe)
(client in Greek - English-Greek Dictionary | Glosbe). Emopévamg, to cvykekpiévo
wapadetypa dev givar duvatd vo €VCTOONGEL GTNV EAANVIKY TPAYUOTIKOTNTO.
Xpewwotnke, Aowmdv, vo Ppebel éva owpopetikd Cevyapt Aéewv mov va
OVTOTOKPIVETOL MG TOPAOEY Lo oTNV TPOTOGT TTOV YopakTnpilel. Mo Avomn pe avtd
TOL YOLPOKTNPIOTIKA KOLTTOV TOVTOYPOVE. oXETICETAL e TN BeUaTOAOYi0 TOL KEPLEVOL
€vOL 1 XPNOT TOV TAPASEIYUATOC «YPHUATOY KOI OYl «AEPTEY, KAOMOG 1 TPAOTN
TpoTdTal TG devTepNS ota eEAANViKd. Ot 600 avtés AéEelg eppavifovtal kot
devtepn eopd poli, oty mpdtacn Understand the client’s customers, 6mov oto
EAMMNVIKA LETOPPACTNKE G Katavonote tovg mopoyyeAlo00TeS TV TEAATOV 0O,
&yovrtag emAéEel T AEEN CUSTOMErS vo LETaQPACTEL MG TapayyeAlodoTeS, MOTE VA,

danpnOet To vomua tov Tp®ToTHIOV, YOPIS Vo AAAAEELT) LOPPN TNG TPATAGT|C.

AKPQNYMIA, APKTIKOAEZA KAI XYNTOMOI'PA®IEX

Y10 KelHevOo  OLVAVIMVTOL EMMAELOV  KOTOW  OKPOVOMO, OopKTKOAEED Kot

GUVTOUOYPAQIES, TOL 0TI LETOPPAGTIKOV TO KOLOEVA LLE SLOLPOPETIKE KPLTNpLOL.
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*ROI
To axpovouto ROI (Return On Investment), apopd éva deiktn mov ypnoponoteitat
yw v afloldynon g amddoong Hog €mEVOLONG M Y. VO GUYKPIVEL TNV

ATOOOTIKOTNTO OLOLPOPETIKMV EMEVOVGE®V, GLUPMVO e TO Evpetplo Owovouikdv

Opov. Zto eMnvikd avagépetolr o¢ Amodoon Emévovone kai dev €xel popon
AKPOVOUIOV. XTO UETAQPOUGLO YPNCYLOTOWONKE TO AKPMVOULO OTA AYYAIKE, [E TN
ovvodeia g mopévieons (ATdd00T EMEVOLONG) TNV TPMTN POPE TOV GUVAVTATOL
010 Kelpevo, evo Tig emdpeveg avapépetat g ROI yuo tqv amoeuyn pokpnyopioc,

aAAd Koyt 0 Opog yPNGLOTOEITOL VTOVG10G ATd TO KOWVO-GTOYO.

¢ SEO

O o6pog SEO (Search Engine Optimization), avaeéperar ot OSwdkacio
BeAtiotomoinong 10TocEAId®V Yoo TIG UNYAVEG avalnTnons. LTO0 CUYKEKPYEVO
andoTacLa, 0 Opog dev enelnyeital, kabBmg ol cuyypageic Exovv apiepmbel oto SEO
Copywriting vopitepa, 6to kepdlato 2.2 Definitions. I'ivetat, umc, avaeopd oTig
MéEec amo T omoieg amoteleitat to apktikoreo (The process of search engine
optimization (SEQO) aims to get online content ranked higher in relevant searches.)
[Map’ 6o mov ot0 petdepocpa Bo pmopovoe va €xel ypnoomombel n epdon
«Bertiotomoinon yw Tig unyoveS avalntmoney, dltnpnOnKe n ayyAMKn Loper Tov.
AvT0 GLVEPN, KaBMOG Kol GE QLT TV TEPITTMOT 0 OPOG YPNOOTOLEITOL AV TOVGLOG
amd T0 KOWO-0T0Y0, KaOMG dev LILAPYEL AVTIGTOLYO OPKTIKOALEED GTO EAANVIKA, OALG

KoLyl Vo, omo@evyOein pakpuyopia.

e Al

Al onuaiver Artificial Intelligence, onladn teyvnm vonuootvn (WordReference).
Y10 ayyMkd, el kabepmBein ypnomn tov apktikoreEov Al og latpikd Keipeva mov
avo@épovial oty teyvnty  vonuoovvn. Ilap’ oA avtd, ota  EAMANVIKA
YPMNOYOTOEITOL 1 KATA AEET LETAPPOGT TOL OPOV, KATLTTOL EPAPUOGTNKE KOl GTNV

TEPIMTMOT TNG TAPOVG UG LETAPPACTG.

o\/s
To VS TpdKetTal yio T GLVTOHOYPAPIO TG AATVIKNG AEENG VErSUS, Tov GTa oy YA LKA

ypnowonoteiton ovti tov against (WordReference). H vmap&n tov eival
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oLVOEdEEV] e TO day®piopd 000 opddwy, detyvel v avtimaddTTa LETOED TOV
V0 Aé€emV MOV GUVOEEL. TNV TPOKEWEVI TEPIMTMOT GLVOLEL TOL AUEPIKOVIKA
AyyAkd katl ta Bpetavikd AyyAkd, mov Tpdypatt Egovv vrdp&et artio Oopmvidy
peta&d TV otV tovg. [l v EAANVIKN TPAYUOTIKOTNTO OU®S, 1 ETIAOYN
peta&d Tov 000 apopd 6To Kowd 610 omoio anevBvvetal kdmolog. Enopévag, map’
OAO TOV YPNOYOTOLEITOL TTOAD GUYVE KOl G€ EAMANVIKA KEILEVA, GTNV TPOKEEV

nepintmon enédeéo 10 S1aleVKTIKO 77 TPOGHOOVTAC OVOETEPO TOVO GTNV TPOTAUCT).
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EniAorox
H napovoa epyacio akorovdnce v e€1g Aoyikn mopeia Tpog TV OAOKANPOGCT TNG:
Apywcd eEeTdoTNKOV TO YEVIKA GTOXEID TOV KEWEVOL-TINYTNG, OTWS TO €100G TOV, TL
TPOYUOTEVETOAL, TTO101 EIVOAL O1 GLYYPOUPELS, AAAA Kol y10Ti TAPOVGIALEL EVOLLPEPOV KO
010G 0 AOYOG oL emAEyOnke. Enetta, mapatifevtol 1o TpoTOTLTO KEUEVO KO TO
LETAQPAGLLA, EVED 0KOAOVOEL O GYOAMAGLOC TOV LETAPPACUATOGKAL O fACIKOTEPES
LETAPPACTIKEG OVGKOAIES TOV AVTILETOTICTNKAV.
Kotd ) ddpketo tng LeTAQpoong TOL eV AGY® KEWEVOD, XPEGTNKE EKTETALEVN
épevva 6oV apopd T epatikn Tov, 0ALE Kot T 0£01M TOV TOUEWMY TNG TOTIKNG
TPOCAPLOYNG, TNG LETAOMUIOVPYIOG KA1 TG LETA@paonG LapKeTVYK otV EALGSQ.
Xopig v mApn katavonomn avtdv, dgv o propodoe va vdpEet Eva emTuymuévo

OTOTELECLAL.
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I'AQXTAPI
‘Opogoto Keipevo Inyn ‘Opog oto Keipevo X10y0¢
Al Teyvnt vonuooHivn
Brand Enovopio

Branding strategy

2TPOTNYIKT ELTOPIKOD GTLATOG

Brief [Makéto odnyudv
Call to action [Ipotpomn o€ dpaon
Copywriter Kewyevoypdoog

Creative process

Anovpykn dodkacio

Cross-cultural AWTOMTIOUIKOG
Customer base [Mehateio

Deadline [MpoBeopia
Demographics Anpoypaeikd ctoryeio

e-newsletter

H\extpoviko evnuepmtikd deltio

Gen Z Ievid Z

Guidelines KatevBuvtnpieg odnyieg
Inclusions SVUTEPINYELG
Localization Tomk1 Tpocoproyn
Metatags Merta-etikéreg
Millenials Mukéviad

Multilingual copywriting

[ToAvyAwoon Keyevoypdenon

Objectives

X10y01

Press release

Aghtio TOTOV

Prostheticdesign

2xed0oLOG TPOGHETIKAOV LEADV

Sales campaign

Exotpateio toincemv

Scope [Tedio epappoyng
SEO Beltiotomoinon unyavav avalitnong
Style guide Odnyds popeomoinong
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Tech-savvy Teyvoyvmotikd
Tone of voice "Yopog

Transcreation Metadnpiovpyio
White paper Agvkn BifAog

ROI Amddoom enévovong

IMivaxog 1 F'hwoocdpr-
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