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The “puzzie”
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Xenia Kourtoglou, co-founder
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FocusBari

| will talk about...

> the puzzle of generations
> The N€edS covered by Social Media

> the €ffects or Social Media




#L = A few facts about our country

(6-74 years national)

Smartphone

owners 82%

E-shoppers 527%

Social networks
daily reach 58%

FocusBari
GvBpwriot s £pmvevon e Snuiovpyia

p Source : Focus on Tech Life 2019
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The current “Puzzle” of
generations inGreek Society



Traditionalists
(67+y.0.)

Baby Boomers
(48-66 y.0.)

Generation X
(33-47 y.0.)

GenerationY
(2432y.0.)

Generation Z
(13-23y.0.)

SFocusBari
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.STAT estimated population

:
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17 v' Respectin hierarchy &
authority

v' Following rules

v' Duty before entertainment
v’ Dedicated & loyal

to organizations
v' They communicate their desires

Internet .
/ TSR ] -~
: J N v' Seeking human touch
T > RZ?;;:;"X;?;% & assistance [ guidance
- m v' Challenged by technology &

usage: 27% E-shopping: 17%
Average time: 50 Average Smartphone trained by the younger ones
Spendmg: 556¢€ ownership -W_daily: 94%

42% Av.time :231

LFocusBari Ly

Source: Fﬂs oth Life , Jan-Jun 19



v Competitive & materialists

v' Hard-workers,
with a strong sense of duty

v Seeking personal acceptance

(and recognition)
v Focused on relationships and

team players
Jp——  ntenet L v Often complaining, expecting a

O Ly

el Ayerage timGHSEIEE written reply
' v' Seeking convenience & security
v Regarding technology they try

Radio daily: 65%
Av.time :161

Social Media

T E-shopping: . 4
usage: 53% . 7 pping not to be left behind... mainly due
Average time: 59 ,35\9 < Smartphone
verage
= d§ng: - ownership TV daily: 88% to Need rather than pleasure

72% Av.time :184"

Source: Focus on Tech., Jan-Jun 19
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v" Independent & self-motivated,

NN X 3

mainly goal motivated

(not so focused on the team)
Seeking work life balance

They work as hard as needed
Focused on career development
Con?ciously going for comfort & 3;’32::'8"(’)';&3
saving Average time: 58’
Familiar with technology but not

leading the change

Radio daily: 75%

E-sh oppin g: Av.time :157

@y s
ﬂ Average Smartphone
spending: 503¢€ ownership




i
?Social & team players
v’ Multi-tasking
v' With goals, oriented towards
success
v With confidence
v seekingameaningful job
v Thirsty for personal and
career development
v' They need speed in service
v" Digital Natives
v' They feel and behave like they are

the only ones who have deep

knowledge of the digital era

Social Media
usage: 92%
Average time: 92°

Internet =~ /
usage: 100%
Average time: 300

L"'\-\__

Radio daily: 707%

E-shopping: Av.time :142
73%

Average Smartpho.ne
spending: 428¢ ownership

99%

Source: Focus on Tech Life , Jan-Jun 19
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v Moredown to earth generation

— ; fﬁ,f_;_; v. They appreciate transparency,
3 openness, multi-

connectivity,

diversity...

v Resourceful injob searching
(early starters) but cautious

_ v They communicate with few
¢ words and prefer videos &

Internet
usage: 1007%
Av i

i -. pictures
-  SocialMedia | TR\ v Constantly connected
— | ' v.time :83
W usage:94% ) v' Accessibility Natives

Average time: 110 Smartphone

ownership TV daily: 64%
Pyt ° but less focu

ast in information management 4



Key Learning #1:
A generation gap larger than ever!

Which means. “lelti” approach in

business & comms
DocusBar WEEEY 1 ) e



The needJs covered by
Social Media



Social Media cover a variety of needs formerly covered by

traditional media

A “love-hate” s Asweet,easy * News & info * Pleasure

relationship relationship °* A “man’s” love * Leisure

A habit * A “friend” * A Sunday habit ¢ Personal

Infotainment * A habit (car) choices &
hobbies
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k& Which needs are covered by our

Media choices?

Traditionally:

+ Information * “ldentity”
Knowledge * Belonging

* Education -. * Expression

* Pleasure : hobbies

* Dreaming : imagination

* Self-care: “my time”
FocusBari

4



Social Media cover a larger variety of needs
formerly covered by traditional media

Connection - Speed
“Insta” - “Multi”’

Way too different exposure,
“consumption” & interaction conditions

DFocusBari



Social media interaction with

brands
“What do you do on social media?”

“I exist there inmy
own, personal way”

tant N o ICID A <)
{OFocusBari Important Note: they are there for THEIR needs!



4 Key Learning #2 - Social medla cover traditional
media needs, plus the opportunity of connection,
and a personal “way of being”

B a1 TR R TR

 Which means : Another “platform’” where
brands can just advertise

(message/creative/content/trust/“history” /overall image)



T he effects of Soc1al Media
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Being a vast social phenomenon, we have
investigated people’s relation with social media in
various studies

“Tips & Tops”’

» Social/internet addiction as a
current society issue

»> Relationships & the digital world



Evdookoyevelakn Bia
Bullying | ekpofiopdg
EEaptrioelg

, Katd®Aupn
Emppon Twv social media

OWKOAOYIKA KATAGTPOWN
Avac@AAgla yla To HEAAOV
Patolopog

KivSuvol Internet

ETtipavelaKEG OXETELS

YAloudg
ZTEPEOTUTIA PUAOV

FocusBari
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66
62
55
49
48
45
45

28

Online Survey Focus Bari — “The End” (n=801)



Attitudes to internet usage

SN Mmopw va xprnoomown to internet/ Ta social media oto
" BaBud mou wpelei TNV epyacia 1)/ KoL TNV TPOCWTIKY LOV 26 35
) i

Zuyva gival SUGKOAO va Tteplopiow 1] va eAEyEw TO XPOvo 6 9
€vaoX0Anong Hov Ue to internet 5 p 5 1 e
AvckoAgvopal v KATATTOAEUGW TN GUVHOELA TOV va Umtw 6 6 9
oTo internet pe KAOs gukatpia Ttov Ppiokw 3 p 10 ®
H evaoyd6Anon ue to internet pov Sivet wa aicOnon svegiag 8 /
Kot evopiag tov dev Bpiokw eVKoAa aAAov 75 17
‘EX€l OLUUBE( va TTAPAUEATGW VTTOXPEWOELG 1] vV
anopovwOw armd okoyEvela/ @iAoug Adyw tng €Agng tov 79 13 8 7
uov aokei to internet e

Zuyxva avaykalopat va SikaioAoyndw oe dAAoug (pidoug, 8 9
GUYYEVEIQ) yla TN SLdpKeLa EvaoKOANONG Mov e To internet 5 1 5

o FocusBari Online Survey Focus Bari on internet usage Fall 2019

QuBpwriol  £umvevan s BnuICLPYa



Attitudes to internet usage: Parents

H xprion internet / social media teivel va
T(POKOAAEL LY VA TPPEG LETAEY TWV UEAWY
TNG OLKOYEVELAG

Zuyva SucKoAgvoual va TteEplopiow 1 va
eA€yEw TO TEPLEXOUEVO OTIOL EKTIOEVTAL
Ta Tadid péow internet/ texvoAoyiag

E{vau 8UoK0AO va Tteplopiow N va eAEyEw
TO XPOVO £vacXOANoNG TOL TASLWY/ TWV
Ttauduwy pe To internet

FocusBari

& QuBpwriol  £umvevan s BnuICLPYa

with children 6-12
%

m7-8 H 9-10

23 53% 30

Online Survey Focus Bari on internet usage Fall 2019




&RV Relationships & the Digital World :
Current “personal status”

® Married

Living together

® In a longthime relationship (3+ years) V
® In a relationship (1-3 years)
Relationship
27%

FocusBari Base :18+ Total Greece, n=1.000

WOl e £UTvevon e BnUICLPYa

® In a new relationship (up to 12 months)

® Not in a relationship currently

4



Way they met their current partner

18-34 years:

13%

Via friends / relatives / peers

m By chance (at an entertainment place, an event, or
another social circumstance)

m At school / university / neighbourhood

®m From work / gym / hobby

m Via social media / internet / dating app

FocusBari Base : Married / on a relationship, n=823

& QuBpwriol  £umvevan s BnuICLPYa



PR ““How do most people meet

their potential partner nowadays?”’

Via friends / relatives / peers

N J— \\‘\E\\ﬂ. \\
NS
m By chance (at an entertainment place, an event, or
another social circumstance)
m At school / university / neighbourhood ‘

m At work / gym / hobby

m Via social media / internet / dating app

FocusBari Base :18+ Total Greece, n=1.000

WOl e £UTvevon e BnUICLPYa
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Agree/totally agree

~ Internet acquaintances mainly aim at conducting a

superficial/short relationship

Acquaintances via internet are dangerous

The relationships that have started from online
are more fragile

In the future the majority of people will mainly
meet online

Internet dating is a modern and acceptable way of
acquaintance, and likely to lead to a serious
relationship or marriage

| don’t have a good opinion about people who
make online acquaintances

31

38 v

Base :18+ Total Greece, n=1.000
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Key Iearnlng #3 : the effects of social
media are multiple (?)

i e

Which means : brands could “tailor”’
specific CSR activities
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