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AIopyavwTNg

H IMH

ornaMEEE . HIMH gival o yeyaAUtepog opyaviopdg HETAPOPAG YW®ONG Kail MANPO(GOPNONG OTA GTEAEXN TNG KUMPIAKAG ayopdc.
Q1 unnpeoieg TNg NepINapBAvouv dIopyavwon CUVEDPIWY, CEUIVAPIwWY, NUEPIOWY Kal EUNOPIKWY EKBECEWY, EIDIKEUPEVA
business media kaBwQ kal GUPPBOUAEUTIKEG UNNPETIEC avBpwnivou KepaAaiou. KaBe xpbvo n IMH diopyavavel ndvw and
40 ouvédpia oe GAOUG TOUG TOUEIG TNG KUMPIOKAG ayopdg, 8 EUNOPIKEG EKBECEIG Kal DEKGDEG AT EKMAIDEUTIKA CELIVAPIA
Kal nuepideg. H eTaipeia ekdidel To NpwTo business nepiodikd otny Kunpo, 1o IN Business, To onoio diaBdeTal and dekadeq
XINGOEG oTENEXN, pdvaTlep Kal enixelpnuaTieg. Aeiroupyei eniong To IN Business Portal kai 1o nAektpovikd newsletter
e-business. Ekdidel 10 IN Property unviaio nepiodiké via 1a akivnta, To ayyAiké IN Business International Edition,
1a IN Business Pocket Guides kal Tnv eBdopadiaia epnuepida Kapiépa & Epyaaoia.
www.imh.com.cy

To ouvedplo Niavikou Eunopiou

To ouvédpio AiavikoU Epnopiou eival o eioiog Beopdg nou aneuBuveTtal aTov KOO0 Tou AiavikoU eunopiou otnv Kunpo
Kal anoTeAei TN peyaAUTeEN cUvVagn SIEUBUVTWV KAl CTEAEXWV EUNOPIKWY ETAIPEIWY, UNEQAYOPWY, MOAUKATACTNUATWY,
OUPBOUAWY Kall yevikd Tou Topéa Tou Alavikou Eunopiou.

Ta enikaipa kai kautd B€pata Tou Alavikou Eunopiou, ol Téoeig otnv KUnpo kai o1o eEwtepikd Ba napouciacTolv kai Ba
avaAuBoUv. 2T16x0g €ival ol OUIANTES VA UETAPEPOUV KAl VA OIPACTOUV TIQ YVWOEIG KAl EMNEINIEG TOUG UE TOUG CUMIETEXOVTEG.

2TOXOI

To cuvédpio oToxeUel va ayyigel enikalpa BEuaTa Kal TAGEIG Mou eNikpaTouv otny ayopd Alavikou Eunopiou napoucidovrag
TIQ TEAEUTAIEQ EENEEIG, eunelpieq and TNV KUnpo kai 1o eEWTEPIKG.

To @eTIvO GUVEDPIO Ba €Xel WG ENKEVTPO TIG AVAYKEG TWV MPOUNBEUTWY Kal NMapouciddel onUavTIkG kal NpakTikd Béuata
Ta onoia evOIAPEPOUV TO CUYKEKPIUEVO AKPOATAPIO.

AKpOaTNPIO

e Eunopikég Etaipeieg - MpounBeutég AiavikoU eunopiou

¢ ETaipeieg ANlaveunopiou, unepayopég

¢ [loAukatacThuata

e Karaomuara / aAucideg diapkoug eEUNNEETNONG — NEPINTEPA
¢ FEraipeieg Logistics

¢ YUuBoulol Enixeiprioewv

*  Epnopikég Tpdneleg

* NoyioTikG/ EAeykTiké Moageia

*  Xpnuaroolkovouikoi Opyavicuofl

Xopnyoi Enikovwviag

Mep10dik6 IN Business

To IN Business, To npTo business Nepiodikd oTNv KUMPIAKN ayopd, agopd Tov KEBE enixeipnuartia, avatdep Kal OTEAEXOQ
O€ 0MolodNMNoTE XWPO Kal av dpacTNPIoNOIETal. XKkondg eival n JETAPOPAd yvVwong Kal yKupng NANPopdENnong yia dAd Ta
B€paTta Tng ayopdg otnv Kunpo.

MEINEWS InBusinessNews.com
To p6vo ohokAnpwEvo business portal Tng KUnpou. Mnnke otn {wn pag Pe oTOX0 VA anoTEAECE! TNV KAAUTEPN NNy
business evnuépwong yia Tov Kunpio pdvardep, oTEAEXOG, ENIXEIPNIATIA KAl KaTavaAwTh. Kadnpepivd, n dSnUocioypagIki
opAada Tou portal cag HETAPEPEI TIG MIO CNUAVTIKES €I0NCEIQ o KUnpo, EAAGDa kal eEwTePIKS yia 6A0 To pdopa TNG
olkovopiag Kail Tng business oknNvNg.
www.inbusinessnews.com

[MANPOQOPIEG 2 UvEDPIOU

Tetdptn 20 Maiou, Eevodoxeio Hilton park, Asukwoia
Q1 napoucidcelg Ba yivouv oTnv ENINVIKA Kal 6TNv ayyAIKA YAWGoa



78 DataTech Business Solutions Ltd )

TEch messsewmesio - H DataTech Business Solutions Ltd, dpacTtnplionoigital otov xwpo Twv PopnTwdv YIOAOYICTIKWY ZUOTNPATWY NAPEXOVTAQ
€va eupU PACKA OAOKANPWUEVWY AUCEWY MOU avTANoKPivovTal oTIC anaitnoEeIg TwY OUYXQOVWY ENIXEIDACEWV.
H eTaipeia avarauBdver Tn UeEAETN Kall avAnNTUEN OAOKANPWUEVWY AUCEWV YIa EMIXEIONUATIKG NEPIBAAOVTA [IE OKOMO TNV
auTtoparonoincn Kai TN BEATIGTONOINGN TNG NAPOXAG UNNPECIWV YIa EPAPPOYES Onwg: TioAdyncn i AUTOKIVATOU,
MapayyehoAnyia, Proof of Delivery, Opydvwon AnoBrikng, Avwn Ztoixeiwv Mérpnong, Field Service, RFID kAn.
www.datatech.com.cy

SO EASY KIOSKS LTD

«YNEPPBOAIKA KOVTA 0AG....»

H So Easy Kiosks Ltd diaxeipieTar eva peydho diktuo Aiavikav Kataotnudrwv Alapkoug kal EukoAng EEunnpétnong
(Convenience Stores), JIKpWY UNEPAYOPWY Kal POURVWY, KAl KATEXE! LIA NYETIKA B€on otnv KUnpo, cUpgwva e Ta npdtuna
AMWV QVENTUYPEVWOV XWPWV.

ANocTOAN pag eival n napoxn dpioTng eEUNNPETNONG o€ KABE yeimovid, NpowBwvTag TNV aicBnon Tng uneubuvoTnTag, TNG
a&onioTiag Kal TNG KOIVWVIKAG NPOcPoPdc UECA Ao Ta CUVEXN wedpia AEIToupyiag.

AeUopguon Pag eval N Npoc@opd ENAOYWY GE PPECKA Kal YNANG MOIGTNTAG NPOIOVTA, YPAYOPWY CUVAANAYWY KAl LIAG
dikaing TIHOAOYNONG o€ €va KaBapd, ACPAAES Kal PINKO NEPIBAANOV.

«Evragn otnv oikoyévela tng So Easy Kiosks Ltd»

MeTd ano augnpévo evala@EpoV ano UPICTAUEVEG ETAIEIEG TOU AlavikoU eunopiou, N So Easy Kiosks Ltd €xel avanTugel
oxédlo TUnou “franchise” NPocPEPOVTAC TNV EUKAIRIA OE avBPWNoUC We Neipa oto Aiavikd UnoPIO Kal LI OIKOVOUIKA
kaTdotaon, va SIaxeIpIoToUV To SIKS TOuG KATAoTNRA KATW ano Tnv opnpéAa Tng So Easy.

[MPoGPEPOULE ANOYIOTIKA UNOdOWN, KAIVOTOLES UNNPECIES KAl AVTAYWVICTIKEG TIUEG.

SingularLogic®  SingularLogic
H SingularlLogic gival o peyaAUTEPOG KAl IOXUPOTEPOG OIANOG AOYICUIKOU Kal OAOKANPWUEVWY AUCEWY MANPOPOPIKAG GTNV
NA Eupwnn. Znuepa anacxoAei népav Twv 850 enayyeAUATIOV TNG NANPOPOPIKAG Kal e T¢ipo nou Eenépaoce Ta €'5f
107.000.000 10 2008. v Kunpo dpactnpionoleital and 1o 1996 kai €xel UNOMOINGE! Pe NITUXia éva onuavTikd apibud
HEYAAWY Kal MOAUMAOKWY EQYWV.
Me ndvw and 10.000 Béoeic NwANcEeIg, oe Ndvw and 350 peydAeg 0AUGIDES Kal e napoucia oe ndvw and 5000 kataoTtiuaTa
n SingularLogic anoTeAei onuepa Tov PeyaAUTEPO NAPOXEQ AUCEWV NMANPOPOPIKAG GTOV TOUEX TOU NIAVIKOU EUNOPIOU.

levikdTEPQ 01 KUPIOGTEPES AUCEIG MOU MPOcPEPE! aTn KUnpo eivar:

2T7IC MEYAAEG EMNOPIKEG N BIOPNXAVIKEG ETAIPIES 1 OpyavIoUoUG:

¢ CompakWin ERP (Enterprise Resource Planning) cuotipata

¢ Aberon WMS (Warehouse Management) cuctipara

* SRS (SingularLogic Retail System) yia eTaipieg pe fast consuming products
¢ Bl (Business Intelligence) cucmuara

2T7IC MIKPOHUECAIEG EMIXEIPNCEIG UECW DIKTUO AVTIMPOOWNWY

* Prime/Business ERP (ERP yia pecaiou pey€Boug enixeipioeiq)

¢ SingularLogic Control (Eqapuoyn yia HIKPEG Kal UeCAIEG ENXEIPACEIQ)

¢ Business Strategy (Business Intelligence yia pikpopecaieg ENIXEIPNOEIG)
* One Touch Retail (Auon Nlavikig yia kataoThpaTa)

¢ FootSteps CRM (Customer Relation Management)

¢ Kunpiakd Epnopikod kai Biopnxaviko EmpeAntpio (KEBE)
*  Kunpiakdg XUvoeopog Ynepayopwy
*  Juvdeopog IMpopnBeutwyv MpoidvTwy Eupeiag Katavahwong
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Eyypagég

Ta peydAa B£uara nou anacxoAouV TIG EPNOPIKEG ETAIPEIEG
NPOUNBEUTEG:

¢ [oTWOEIG / Xpdvog Kal TPONOG NANPWUNG

ZuxvoTNTa NAPAdOOEWV

NeIroupyIkdTNTa anoBNKWV

Tponog Anyng napayyeNiag

Néol kwdikoi — listing fees

EnioTpo®Eg (kateoTpappéva / Anypéva)

KéoTog ekBeoiakou xwpou

KéoTog in store promotions / testing

* Kootog merchandizing

O npoedpelwv Tou cuvedpiou Zhvwvag Mapkidng oKiaypager,
avadelkvUEel Kal OXONIAZel Ta eYAAa MPOPRANUATA TwV EMNOPIKDOV
ETAIPEIDV PECW TNG €PEUVAC NMou €xel DIEEaxOei avdpeoa oTig
MEYOAUTEPEG KUMPIAKEG EUMOPIKEG ETAIPEIES, .

Znvwvag Mapkidng, Mpoedpog Zuvdéapou MpounBeutwv
Mpoiévtwv Eupeiag KatavaAwong, Mevikdg Aieubuvting
Crhistodoulides Bros

Grocery Retailing: Key Trends in 2009

Compared to more discretionary areas of retailing, the grocery
sector is faring relatively well reflecting the mere fact that food
remains an essential item. However, the sector has certainly not
escaped entirely unscathed as the recession and general belt-
tightening has had a direct impact on shopper behaviour, price and
instore assortment, to name but a few issues. In this presentation,
we will identify the winners and losers in the European retail scene,
while also exploring key trends such as the growth of private labels,
battle for share of stomach, and the rise of the discounters.
Natalie Berg, Grocery Research Manager, Planet Retail, UK

H gpodiaoTikn aAucida & Ta logistics wg «cavida cwTnpiag»
O€ KaipoUG OIKOVOHIKNG Kpiong

* Yndpxel kpion oTo Kunpiakd Niaveunopio;

¢ Mwg unopei n epodiacTiki aAucida va Bonbriocer;

* Meiwon anoBepdtwy oe GAN TNV epodIacTIKA aAUCIOa & YPNYopeg
Kal 0PBEG avanANPWOEIG PaPIV

* Meiwon kboToug PETapopds & KaAUTEPN aglonoincn GyKwv
POPTNYWY — OXNATWV HE HOVASOMOINGEIG (POPTILWV KEVTPIKEG
napadooelq

* OpBoAoyIkOTEPES OPOPOAOYNCEIG OXNUATWY & CUVEPVIEG OTN
dlaxeipion oTéAouU

* QOutsourcing UNNEECIV YIa EAeYX0 KOOTOUG

* AUEnon napaywylkOTNTag avBpwnivou duvapikou
aNAaocxOAOUPEVOU OTNY epodIacTIKA aAucida

ABavdaciog Maulpog, MNevikég AieuBuvtng & Senior Partner,
Planning, EAAG3a - Mpo6edpog A.Z Planning Cyprus Ltd

Creating and Managing Brand Value

¢ What makes a valuable brand

¢ The Red Thread of branding

* Europe’s most valuable retail brands

* How can | make my brand more valuable

Graham Hales, Managing Director Interbrand London, UK

EpwTtnoeig - ZuZatnon
Coffee Break - Networking @

Kunpiaké Aiaviké Epnopio: O «Mdvw» Kar or «KdaTw»

O OAUpniog Toupddou Kkavel pia €1g BABog avaiuon Twv TAGEWY

nou ENIKPATouv oTov x@po Tou Kunpiakou AiavikoU Epnopiou. Me

OTOIXEIQ MO unooTNEICoVTal and EPEUVEG EMIXEINEITAI LIA

XAPTOYPAPNON TNG NAPoUcag ayopds, Twv AAAY®Y Al Kal

NPOPBAEYEIQ YIa TO PEAOV.

* O11¢oeig ota outlets. Moiol gival ol «kePJICHEVOI» KAl MO0l XAVOUV
[elelolel

¢ QI TEOEIG OTIG KATNYOPIEG NPOIOVTWY

H kpion kal Nwg kal nwg ennpedlel Tnv ayopd. O1 ENINTWOEIG GTOUG

NPEOPNOEUTES, NAVEUNOPOUG KAl KATAVOAWTEG

OAUunmog Toupddou, ExteleoTikog Mpodedpog, RAI Consultants,

Konpog

Mobile technology: Creating customer value

In these tough economic times, those retailers who offer a superior
customer experience will be those who whether the storm. This
presentation will ook at the benefits of implementing mobile
computing technologies in both the store and supply chain to create
customer benefit, enhance service offerings and improve
productivity.

Craig Backham, EMEA Business Development Manager for
Retail — Intermec Technologies, UK

The importance of the customer experience in a down
economy - how customer data can help you survive and
even thrive in a recession

12:25-12:40
12:40-14.00

14:00-14:25
Singular Logic™

14:25-14:50

14:50- 15:.00
15:00-16:15

)

ipH ==

[ J—

16:15

Businesses around the world are under pressure because their
customers are under pressure. Intoday's troubled economic
climate, customers feel anxious, stressed and uncertain. This
influences their priorities, how they behave and, consequently, their
purchasing decisions. Smart firms understand that providing a
good and consistent experience dramatically affects how customers
and prospects view their company — and this invariably leads to
healthier relationships and bigger profits. Firms that ignore people’s
emotional expectations and instead pursue an agenda based on
internal costs and risk management can end up with customers
who are frustrated and mistrustful.

So, how can firms identify which of their actions are adding value
to their customer relationships and which are simply destroying it?
With the action shifting to retail, declining ROl on traditional marketing
spend, fragmenting audiences, wider choice, lower brand loyalty,
proliferating technology and consumers gaining increasing control
over the firm’s agenda, today’s brand owners face formidable
obstacles to achieve more with fewer resources.

From his 20 years’ experience of global CPG with Mars, Kraft and
Unilever, Andrew will explore how data and insight can de deployed
in the multi-channel environment to drive greater brand engagement
and build profits.

Andrew Pound, Senior Consultant, Mulberry Consulting, UK

Epwtnoeig- ZuZAtnon
Networking Cocktail

Technology Trends in Retail - The in store revolution.
From POS to Point of Customer Interaction.

¢ Collecting valuable data through POS

¢ Advanced customer loyalty

* In-Store Analytics

AnpooBévng MavvakouAdénouhog, Manager, Retail Integrator
BU, SingularLogic, EAAG3a

Multichannel Retail - Internet

The multichannel marketplace

Tomorrow’s consumer will demand more choice, greater flexibility
and improved availability. The most successful retailers will be those
whose sales channels deliver every time.

* The trends in multi channel retailing

Restructuring your business around the multichannel consumer
- Making greater choice easier for customers

How to balance the logistics of multiple channels

The linkage between store and on-line

What makes a successful multichannel retailer

The role of the suppliers

David Hogg, Retail Industry EMEA, Sterling Commerce, UK

EpwTtnoeiqg - Zugntnon

Panel Discussion
To Aiaviké Epnépio otnv Kinpo: O1 npoBAEYEIG TwV
NPWTAYWVICTWV yia To Alaviké Epnépio Tnv enéuevn diETia
[Moleq onuavTIKEG aAayEQ MPOBAENOVTal GTOV TopEa Tou AIavIKoU
Epnopiou Ta endpeva 2 xpovia;

Moleg o oNpavTIKOTEPEG AMAYEG OTO XWPO TWV EPMOPIKAY
ETAIPEIWV / MPOUNBOEUTWY;

©a doUpE TNV autdVopN KABOS0 NEPICOOTEPWV NMONUEBVIKWY /
principals;

Mg Ba diapoppwBouv oI GXECEIG principals kal avTinpoownwy
/ BIAVOUEWY;

Mg aMdalouv Ta Bacikd peyedn TNG ayopdc;

ANMGAZouV Ta kavaNia NavIKAG;

Ti npoBAENOUV Ol EIBIKOI YIa Ta MPOIOVTA IBIWTIKAG ETIKETAG;

Ti Ba yivel e Toug hard discounters;

Mg Ba SlapopPwBoUV 01 GXECEIG NAVEUNOPWY KAl MPOUNBEUTWY;
MNoieg o1 npoBAEWEIG via To non- food;
Mia ocuZitnon panel discussion e TIG MPORAEWEIG Twv
NEWTAYWVIOTAV YIa TNV NOPEIT Kal TIG TACEIG 0TO KUNpIakd Alavikd
Epnopio otnv enduevn diETia.

Mé£An Tou Panel

* Mdpiog KaunaveMdg, AleuBivav XUpBoulog, Charalambides

Dairies Ltd (npookAnon)

Mdpiog Aoukaidng, AieuBivwv ZUpBoulog, Cyprus Trading

Corporation

Nikog Zapprig, Mpdedpog kar Aieubuvwv XUPBOUACG,

EUpnka AT®

* |dkwBog PwTiddng, AleuBuivwy ZUuBoulog, lakovos Photiades
Foodstuff Suppliers Ltd (IPH)

TuvTovioTng XuZnTtnong:

* Znvwvag Mapkidng, Mp6edpog Zuvdéapou MNpounBeutwv
Mpoiéviwv Eupeiag KatavaAwong, Mevikdg Aieubuviing
Crhistodoulides Bros

ONoKANPWON EPYACIV CUVEDPIOU



Bioypa®ikd OuiAnTwv

Ziavwvag Mapkidng, Mpoéedpog Zuvdéopou MpounBeutwv MpoidvTwv Eupeiag KatavdAwong,

levik6g Aieubuvtng Christodoulides Bros

O Zrivwvag cnoudace Marketing and Scientific Management kai eivai (MBIM) Member of the British Institute of Management and 1o 1979.
Me noAUEeTA Neipa oTnv KUNPIaKA ayopd, epydcTnke and OAeg TiIq Babuideq kal eival onuepa Mevikog Aieubuvriq ng  Christodoulides Bros
rou eivar avTinpdownol JIAVOUEIS JEYAAwY MOAUEBVIKWY TaIpEIDY Onwg TG Colgate Palmolive, Johnson & Johnson , Uncle Ben’s NOYNOY,
CHICCO kal dAa. ZUUPETEIXE WG OUIANTAG Kal CUVEDPOC GE GUVEDPIA MOU apopoUcayV To XovOpIkd Kal Alavikd UnopIo KABWS Kal Ta
Logistics, 16c0 otnv Kunpo 600 kai oto eEwtepikd. Ta TeAeuTaia 5 xpdvia gival IMpodedpog Tou Zuvdéapou Mpounbeutwy Mpoibviwy Eupeiag
Karavédhwong.

Graham Hales, Managing Director Interbrand London, UK

Graham is Interbrand’s Chief Communications Officer. His work has taken him across a diverse range of business agendas, geographies
and cultures in consulting for some of Interbrand’s most high profile clients and the Interbrand brand. Starting his career in advertising,
Graham spent eight years managing accounts for notable global brands before joining Interbrand in London in 1997. Graham gained
experience in brand innovation, strategy, consumer, corporate and retail branding, over the next seven years of consulting and his
accomplishments include the award-winning work for the merger of PricewaterhouseCoopers. Taking on the role of Executive Director of
Interbrand in 2004, Graham’s promotion brought the responsibility of client management, marketing and developing international business.
Recognising the growing potential of brands in the Middle East, India and Turkey, Graham led the development of an Interbrand offering
in these new and prosperous markets. With a keen eye for developing Interbrand’s offering, Graham was named global head of the firm’s
corporate communications in 2007, and now oversees worldwide marketing and brand-building activity for the world’s leading brand
consultancy. Graham is a regular conference speaker, columnist and media commentator on brands and their changing environment and
has lectured to MBA students at top universities and business programs around the world.

Maupog ABavdoiog, Mevikou AieuBuvTtn & Senior Partner, Planning, EAAGda

O Bdvog eival OikovopoAdyog / B.A. (e €upaon OTIC UNXAVOYPAPIKES EQPAPUOYER) Kal KATOXOG HETANTUxIakoU TiThou / M.Sc. in Industrial
Engineering ano 1o Polytechnic University of N.Y.,U.S.A.. An6 1o 1989 €wg oriuepa anaoxoAeital omnv etaipeia PLANNING A.E., otnv eTaipeia
PLANNING Cyprus Ltd kai og pia ogipd dMwv Buyatpikwv autng eTaipeidv. Mo cuykekpipéva, otnv PLANNING A.E. katéxel and 1o 1996
1O TiTAO Tou evikou AleuBuvti & Senior Partner evaw otnv PLANNING Cyprus Ltd katéxel and 1o 2001 Tn 8€on Mpogdpou A.Z., dnwg Kal
otnv PLANNING Kevrpikig EMGdog A.E. (2000-oriuepa). Eival de Senior Partner otic PLANNING Romania Srl (2007-oripgpa) & PLANNING
BULGARIA Ood (2008-crpepa) kal avtinpoedpog Tng STEP ONE Consulting A.E. (2002-crpepa). AlaBETel NOAUETA epnelpia o opydvwon
avadiopydvwon KABe dIAoTacNg TNG EPODIACTIKNG AAUGIDAG IBIMTIKWY EANADIKWY, KUMPIAKWV & MOAUEBVIKWOV EMIXEIPNCEWY KABWMG Kal OE
B€uarta oTpaTnyikou oxediaciou, opydvwong & avadiopydvwong (PopEwY ToU dNOGIOU TOPEG.

Natalie Berg, Grocery Research Manager, Planet Retail, UK

Natalie Berg is the grocery research manager at London-based retail research firm Planet Retail. She has 5+ years experience analysing
global retail trends and today is a regular speaker at industry events throughout Europe and the US. Natalie’s areas of expertise include
private label trends, format diversification and sustainability. She also contributes to print and broadcast media on retail issues, and is a
member of the UK Sustainable Development Commission. Natalie received a BS in International Business from the University of Connecticut
and also completed studies at Ecole Supérieure de Commerce in Grenoble, France.

OAUpniog ToupdaZou, ExkteAeoTikog Mpdéedpog, RAI Consultant Public, Kinpog
O OAUpniog éxel epyactei otnv Procter & Gamble wg Brand Manager kai apyotepa wg Marketing Manager. Eival 19puTikOg JETOX0G TNG
RAI Consultants Public Ltd Tng onoiag eivai npdedpog Tou AloiknTikoU ZupBouiiou and Tnv idpuon Tng Taipeiag To 1995.

Craig Backham, EMEA Business Development Manager for Retail - Intermec Technologies, UK

As Business Development Manager for Retail for Intermec Technologies across Europe, Middle East and Africa (EMEA), Craig’s key
responsibilities include working closely with Intermec’s partners and clients to develop key services and products to improve productivity,
quality and responsiveness of business operations in the retail market, driving the introduction of Automatic Identification and Data Capture
(AIDC) technology.Craig’s expertise in the retail industry dates to his 17-year tenure at Tesco as the Lead Architect and Head of Research
and Development. Craig was responsible for defining the technical strategy, policy and standards for Tesco’s global group of companies.
He also created a programme of innovative technology trials to demonstrate the benefit of new technologies to all elements of the Tesco
business. Craig’s ability to solve complex technology issues through strategic thinking along with his experience operating in diverse
technological and business environments, positions him as a key player in ensuring the continual growth and success of Intermec EMEA.Craig
received a Bachelor of Science (Honours) Computing and Informatics, from Plymouth University, UK in 1986. A lifelong passion for gadgets
and the use of technology in real world situations has ensured that Craig’s keen interest in his work has never waned.

/ . Andrew Pound, Senior Consultant, Mulberry Consulting, UK

Andrew Pound has 20 years international marketing and consulting experience gained with Mars, Kraft and Unilever Bestfoods, and has
had considerable exposure to all elements of the marketing mix. He has particular expertise in the areas of marketing transformation,
N organisational change, business process outsourcing and lean. He currently leads his firm’s practice area for customer experience and
( journey mapping, relationship marketing, direct, data and digital.

Anpooc0£vng NavvakouAénoulog, Manager, Retail Integrator BU, SingularLogic, EAA\ada

O AnpocBévng eival KAToxog dINAWUATOG MANPOPOPIKAG. ‘Exel 20 €T euneipia oTov XwEo TG NANPoPopIKNng diatehwvtag IT Director otnv
L'Oreal Parfums et Beaute kai otnv aAucida avdpikig évduong Glou & Puma. Ta TeAeutaia 3 xpovia givar ENKEPAANG TNG ENIXEIPNHATIKAG
povadag €pywv Alavikng otnv SingularLogic.

David Hogg, Retail Industry EMEA, Sterling Commerce, UK
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Terdptn 20 Mdiou, 2009

Hilton Park Hotel, Aeukwaia, Kinpog

(TEAEYTAIA MEPA AHAQYHY. YYMMETOXHS: MAPASKEYH 15 MAIOY 2009)
Ol AITHZEIZ NA ZYMMNAHPQNONTAI KAI NA AMOZTEAAONTAI £T0 22679820

Etaipeia/Opyaviouog:

©éon:

Algtbuvon:

MoOAn: TT.:
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KOZTOZ ZYMMETOXHZ

(oupnepIAapBavel: cupueToXn, €yypapa cuvedpiou, NICTONOINTIKO,
JloAEUUATO-KAPEDES, YEUHQ)
1n ouppetoxn €380 + 15% OMA
2n ouppetoxn* €330 + 15% OMNA :
3n cuppetoxn* €290 + 15% OMNA

*YuppeToxn and tnv idia eTaipeia/opyavioud

O1 wpeg Tou cuvedpiou eival 08:30-16:15.
©a npooPepOei KAPEG Kal yeupa.

EyypaQna.

TuxOV OKUPWOEIG CUUPETOXWV MPENEI va yvwaoTornoinBouv eyypdewg wg Tig 15/5/09,
£138MwG Ba napakpatnBei 1o 50% Tou KOOTOUG CUMUETOXAG.
Z & nePINTWoN pUn NPOCEAEUONG, Of NEAATEG XPEWVOVTAI HE AKUPWTIKG TO JIKaiwpa

- HIMH Siampei To Sikaiwpa aAayng oTo NEPIEXOUEVO TOU UVEDPIOU av auTod eNIBANETaL
and ouvOnkeg Népav Tou EAEyXoU TG ETAIPEIAG.

TPOMOX NAHPQMHZ

O1 ouppEeTOXEG NPENEI va nponAnpwvovTal (+ 15% O.MM.A)

COJEmrayég
O1 enmitay€g va ekdidovTail npog IMH C.S.C LTD kal va anocTéA\ovTal 6TV TaXudPOouIKA
Bupida 21185, 1503 Aeukwaia.

O Tpanefikih MeTagopd
MapakaAw onpeinoTe 6T OAa Ta TPANEIKA £€§00a NANPWVOVTAl and ToV EVIOAEQ.
Tpdaneda: Alpha Bank Ltd, Ynokardornpa: Kevipikd kardotnpa Aeukwoiag, MAateia ZTuNiavou
Néva, Tax. Bupida 21661, 1596 Neukwoia
‘Ovoua Aoyapiacpou: IMH C.S.C. LTD, Ap. Aoyapiacpou: 202-220-002296-7
IBAN: CY98009002020002022200022967, Swift/Bic: ABKLCY2N
Mepiypaen: Administration Conference / ‘Ovopa evioAéa

O Mmorwtikin Kapta ( ) Visa, ( ) Mastercard, ( ) American Express, ( ) AMn

Ap. kdpTag:
Hu. ANd&ewg:

‘Ovopa katdxou:

Huepopnvia: Ynoypapn:

MPOZTAZIA MPOZOMIKQN
AEAOMENQN

H IMH ¢povricel yia Tnv npootacia
TWV NMPOCWMIKWY 0aG OEQOUEVWV.
Tic NANPOPOPIES KaI TA GTOIXEID
EMIKOIVWVIOG NMOU NAipVOUE Ta
XPNGCILOMOIOULE YIa va 6ag
KpaTOUWE EVALEQOUG VI
OUVEDPI, CEUIVAPIA, EKBETEIS,
€KDOCEIG N NAEKTPOVIKES EKDOCEIG
MoU EVOEXOUEVWG VA 0AG
€VOIaPEPOUV. X € Kapia nepinTwon
Sev xpnaolpornolouvTal and AAMoUg
POpEiQ N yia dGMoug okonoug.
Edv AEN emOupeite va
OUVEXIOETE va naipveTe
nANpoQopieg and Tnv eTaipeia
Jag, ere TAXUSPOUIKWG EITE IECW
NAEKTPOVIKOU TAXUDPOUEIOU
NOPAKAAW CNUEIDNOTE EDW D

- P P
lMa mAnpo@opieq Kal eyypapeg:

IMH, AlydAew 5, 2057 2tpdBoAog, T.K. 21185, 1503, Aeukwoia, Kunpog
TnA. +357 22 505555, ®ag. +357 22 679820, e-mail: events@imh.com.cy, website: www.imh.com.cy
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