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Me 1o téAo¢ tne Stadeénc, ol pottntéc Ba pmopouv va:

Katavoouv tn otpatnylkn dtdotaon tou Customer Relationship Management (CRM) kait
TN ONUOCLol TOU OTOV TOUPLOUO.

AvaAUouv ta Baolkd otadla avamntuéng evog otpatnytkot CRM mAdvou.

Eppnvevouv Tov poAo Twv cuotnpatwy PMS, CRS kot dAAAWV TEXVOAOYIKWY UTIOSOUWV
otnv epappoyr CRM.

A&loloyouv npaypatikec edpapuoyec CRM oe Eevodoyeia, DMOs kol Ta&LOLWTIKOUC
TPAKTOPEC.

Avayvwpilouv npokAnoeLg, epmodia kot Aoyouc amotuyiac CRM.

E€nyouv tn onpaoia tou Internal Marketing kat tou Change Management otnv emutuyn
vAortoinon CRM.
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CRM - Customer Relationship Management (Awaxeipion
2xEcewV pe Nelartec):

2tpatnykn Kot plthocodia mou eotidlel otn dnuovpylia,
avamntuén Kat aélomolnon LOKPOXPOVLWY OXECEWV UE
TouC TteAdtec, Baolopevn os dedopeva, SLadlkaoleg Ko
TEXVOAovia.

To CRM evwvel Aettoupylec, avBpwrouc Kol cuoTAMATA.

2TOX0C: dSnuloupyia aglac kat avénon moToOTNTOC
TEAOTWV.
Mnyn: Payne & Frow (2013).



H ANATKH 2TPATHTIKOY NMAANOY CRM
2TA TOYPI2ZTIKA NMEPIBAAAONTA

*O TOUPIOUOC OI100ETEN TTOAAATTAG touchpoints (onueia eTTa@Rng) ot
dlapkela Tou customer journey (Tagidiou Tou TTEAATN).

*H eutreipia gival katakepuaTiopévn: To CRM ta gvoTrolei kal dnNPIoUpYEi
OUVETTEIQ.

*ATTQITEITAI OTPATNYIKOC OXEDIAOUOC Yia va euBuypappioTei To CRM pe 10

business model.



AvaAuaon Trapolcog
kataotaong (dedopéva,
TEXVOAOYla, TTPOCWTTLKO).
KaBoplopog aglakng
TpOTAoNG TTEAATN.
2XEOLAOUOC APXLTEKTOVIKAG
CRM.

YAotroinon Kot EVowpatwon
OTLG AELTOUPVYILEC.

ZUVEXNC HETPNON Kol
BeAtiwon.

Mnyn: Payne & Frow (2013, ked. 4)
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EOAPMOIH 2E TOYPIZTIKEZ EMIXEIPHZEIZ

=evodoyxeia: xpnon PMS — Property
Management System (ZUotnua
Alaxeiplonc =evodoxeLakng
Movadac) ko CRS — Central
Reservation System (Kevtpko

O &
management 0 segmentation
uotnua Kpatnoewv) o€ ocuvOuaouc
arketin 9| Reputation = eportin @ ntegration wi
IJ.E CRM VL(I EVLala T[pOd)l.A nshatn Zduto‘:ntatlgn %gé] gai:\atg;ment ' G an ar:alstics ' @@ Iottwegr s:(stemsth

Aepornoplkeg: predictive analytics
ywa loyalty.
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Taddlwtika ypadeia:
EEQTOLLKEVUEVEC TIPOTAOELC.



CASE STUDY: ACCOR HOTELS
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CASE STUDY: CRM 2E
DMO

DMO - Destination Management
Organization (Opyaviopog
Awaxeipiong NMpooplopov):

O opyaviopog mou dtaxelpiletal to
branding, marketing ko avarmntuén
npoopLlopoU.

Visit Scotland:

Evioxuon segmentation Kall
OTOXEUUEVOU content.

22% avénon engagement.

WHAT DO VISITORS DO ON
HOLIDAY IN SCOTLAND?

o ) -7 86%

of all visitors took

_—96%=" part in an activity.

of all visitors visited at
least one attraction.

74 2
of all visitors

@

Il

H went to an event.

Lillqyana(F 5T

50% 59% - [ -

of visitors went to of visitors went to -m ’

museums and art galleries. castles and forts.




[TPOKAH2ZEIZ & EMITOAIA

Fragmentation cuotnuatwyv PMS, CRS, CRM.

EAAeWn internal marketing (EOWTEPLKOV HAPKETLVYK) SNAadn ekmaibevuong, Kivntomoinong

Kol EVBUYPAULONG TIPOCWTILKOU.

GDPR, kO00oTOG, avtiotaon otn change management (Sltaxeipion aAlaynq).

Mnyn: Emerald (2023).



INTERNAL
MARKETING & CRM

Internal Marketing — Ecwteplko
MApKeTLVYK:

Awadikaoia ekmaidbevonc, evéuvapwong
KOlL KLVNTOTtOLNoNG MPOOWTILKOU WOTE Vol
urtootnpilel tn otpatnyk) CRM.
Napadeypa Ritz-Carlton: empowerment
ePYQ{OUEVWV VLA ALECT OVTLLLETWTILON
npoBAnuATWV.




ANMOTYXIE2Z CRM &
MAOHMATA

YuvnOLopEveC altiec:

» Xprnon CRM wc¢ texvoAoyLko epyaAeio kot o)l
OTPATNYLKO.

» Kakn olotnta SeSopEVWV.
» EA\ewpn ouvtoviopoU PETOED TUNUATWV.
» Aduvapuia petpnong enuttwoswy (amouaoia KPls,

ROI).

To CRM eival otpatnylkr emAoyr mou amnaltel KouAtoupa,
ekmaidbevon koL evBLYPAULON OE OAX TAL ETILTES AL EVOC

TOUPLOTIKOU opyaviopoU.

Leading CRM Risk Factors

(% citing risk in top 3)

Lack of cross-functional
coordination

No CRM business strategy

459

Lack of process change

Lack of executive support 40%

Poor business
representation on team

Inappropriate IT

] 32%
investments

Il

Source: Meta Group, Leadership Strategies in CRM, January 2000;

Data Warehousing Institute (March 2001).




G R E E NWAS H I N G =evodoxeio dladpnuifel Evtova to “eco-
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‘rietoeteC KAOE pépa

*gevtovia KAOE pépa

9 kot adnveL 4 Gul\asdia yia BLwoLoTnTe

0TO SWHATLON

*CSR xwpic ouvenela = greenwashing

*OL eAdteg o avrllappavovral -
MANYMQ OTNV EUTLOTOOUVN




[MAPAAEITMA 2: “WE
SUPPORT LOCAL
COMMUNITIES”

«=evoboyxeio ypadel oto site: “We proudly support
local communities” KoL 0TO TIPWLVO EXEL:

UTTAVAVEG amto AaTViKn APEPLKN

HEAL Meppaviag

yLoovuptt OAAavdLaG

KOlL... KOVEVQL TOTILKO TIPOLOV»

«To LOVO TOTILKO oToLXElo €ival n B€a.»

To CSR mpéEmeL va eival LETPAOLHO KAl BLWLLATLKO,
OXL LLOVO ETUKOLVWVLAKO

To kako CSR emnpealel apvntikd to brand trust,
apa kat to CRM

Q

There are a few common tricks that
you can watch out for to make it easy
to spot greenwashing and dubious
sustainability claims:

VAGUE ‘GREEN-SOUNDING’
LANGUAGE:

Look out for words that sound good at
first but have no concrete meaning
legally, like ‘farm fresh' or 'conscious’,

IRRELEVANT CLAIMS:

Making a big noise about one tiny green
attribute on an otherwise totally
anti-green product,

Accountability

Ironically, truly sustainable brands are

transparent about how they're

A classic one when an idea has
come from a marketing team
instead of experts,

MISLEADING
NUMBERS AND
* PERCENTAGES

REBRANDING TO INCLUDE
‘natural’' PACKAGING

Products that change their look to apply
the veneer of sustainability, but without
actually changing anything.

MAKING THE
PRODUCT
PACKAGING
GREEN

At its core,
greenwashing is all
about misdirection.

SO WHAT SHOULD WE BE LOOKING OUT FOR »
TO KNOW IF A BRAND IS FOR REAL

e Clear labeling
g._z Sustainable products should include

simple language labels about exactly



GREENWASHING

R YA N A I R A HIDDEN THREAT TO TRUE SUSTAINABILITY

Metagy 2018 kat 2021, n Ryanair loxuploTtnKe OTL ATAV «N TILO TIPACLVN
KaL kaBapn agpomopikn eTatpeia otnv Eupwn», ETUKAAOUUEVN HLal
€kBeon tou 2011. Tov PePpoudplo Tou 2020, n Apxn Npotumwy
Awadrpuong tou Hvwuévou Baotleiou anavopeuos pia StadnpLoTikn
Kaunawa NG Ryanair Aéyovtog OTL TAV N «AEPOTIOPLKI| ETALPELQ HE TIG
XOUNAOGTEPEG EKTIOUTIEG PUTIWV» OTNV ELpWTTN Kal KATEANEE 0TO
CUUMEPAOHO OTL OL LOXUpPLOMOL ATaV TtoparmAavnTLKoL.

Ou dtapnpioelg toxupiCovtat 6TL n Ryanair & %EL TIG «XOUUNAOTEPEG
smopnsq avOpoaka amo onoLadNOTE LEYAAN AEPOTIOPLKN ETALPEL, EXAMPLES OF GREENWASHING IN TOURISM

ue Bac tt%emounsq CO2 ava erupatn avd )(L}\Loustpo ntrong,

enewdn ETEL TOV VEOTEPO OTOAO, TO UPNAOTEPO TOCOOTO BECEWY * HOTELS REUSING TOWELS BUT IGNORING MASSIVE ENERGY
TIOU TTANPWVOVTAL OTLG TITANOELG KAl TOUG veorspouq, TILO aItoS0TLKOUG CONSUMPTION AND FOOD WASTE
KWVNTAPEG KAUGIHOU. * RESORTS BRANDING THEMSELVES AS 'ECO-LODGES' WHILE
Qotoo0, éva amo ta SlaypAappata ou mapouciace n Ryanair gtnv Apxn oot siirladone
Atadm)\ MLOTLKGV [POTUTIWY yla VOL UTIOOTNPLEEL TOUS LOXUPLOHOUG TNG * AIRLINES OFFSETTING EMISSIONS THROUGH QUESTIONABLE
XPovo/ oyouvrav oo To 2011 KOLTL TTOU n ETEOT['ELKI'] apxn XOLpOLKTr]pLGE CARBON CREDITS INSTEAD OF REDUCING FLIGHTS' ACTUAL
«UIKPAG aglag wg Tekpunpiwaon yla pa cUYKpLon 1ou €ywve To 2019». H ASA FOOTPRINT
MPO0oBECTE: «ETUMALOV, OPLOUEVES YVWOTEG OEPOTIOPLKES ETALPELEC dev * DESTINATIONS PUSHING 'SUSTAINABLE TOURISM' WHILE
ﬁgﬂ’por‘]"e‘g?‘”ow 0O BLAYPaLL0L, ENOUEVWS Bev Ty cadés dv etyav ENCOURAGING OVER-TOURISM IN FRAGILE ECOSYSTEMS

»

HOW WE CAN COMBAT THIS

* DEMAND TRANSPARENCY IN SUSTAINABILITY CLAIMS
® SUPPORT CERTIFIED AND COMMUNITY-LED INITIATIVES
e SHIET FOCUS FROM 'LESS HARM' =+ TD ‘ACTIVE REGENERATION'
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