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AgATtio TUtTOU

HSBC
“FEEL GOOD”

Néog KataBeTikdg Aoyapiaouog

H HSBC, évag amd Toug peyaAUTepOUG TPATTECIKOUG OpPYyavIOUOUG TTAYKOOWIWG, Kal N
EYPQKAINIKH, TpwTtommépog OPIAOG KAIVIKWV EVWVOUV TIG OUVANEIG TOUG Kal EyKaIvVIGJouv Tn

ouvepyaaia Toug he To Néo KataBeTiké Aoyapiacud «Feel Good».

Mpodkermal yia TPEXOUHMEVO AOYAPIGOUO TTOU TTPOCPEPEI VA OAOKANPWHEVO, ATTOTEAECHATIKO, KOl
TTOIOTIKO TTPOYPAPMA UYEIQG PECW TOU OTTOIOU MTTOPEI Kaveig va atmmoAaloel TTOAUTIMEG Kal
EexwploTég  10TpIKEG  uTTnpeoieg. O Aoyaplaopog  TTAPEXETAI  HE  KUMQIVOPEVO — ETTITOKIO
ouvdedepévo pe 1o €mTOKIo TNG EKT —0,50%, Xwpig va atraiteital EAGXIOTO TTo00 KaTdBeong yia

TO AVOIYMa KAl TV TAPNCT Tou.

O kataBeTikdG Aoyapiacpuog «Feel Good» Eexwpilel amd Ta avrioTolXa TTPOIGVTA TNG AYOpPdg
T600 YIO TIG ONUAVTIKEG EKTTTWOEIC TTOU TIPOCQEPEI OE IATPIKEG ETTIOKEWEIG, OIAYVWOTIKEG
eeTdoelg, depuaToAOYIKEG BepaTreieg (a1oBNTIKEG Kal 10TPIKES), £€0da voonAsgiag aAAd kKal Adyw
NG Jovadikhg ouvepyaoiag pe TNV Maidiatpikr) KAIVIKA Tou odidou EupwkKAIVIKNAG (EUpWKAIVIKN
Maidwv), Tpoo@épovTag £Tal TNV KaAUTepn duvarr TrepiBaAwn ota TTaidid. OAa Ta Tpovouia
TTpoc@EpovTal e 181aiTEPA XAPNAR ouvdpour yia 2 OAOKANpa Xpévia, Kal Xwpi¢ Kayia

emMPBapuvon yia Ta TaIdIA £WG 17 ETWV.

O1mtwg dAAwoe oxeTikd o ATréoToAog MNatravayiwTtou, Senior Customer Proposition Manager Tng
HSBC EA\&dog: «Epeic o1 avBpwrror 1n¢ HSBC mioTetouus akpadavra kai emevOUOUNE TNV
eAANVIKN ayopd emTekTeivovTag dIAPKWCS TIC UTTNPETIEC KAl TUVEPYATIES Uag. ATéppola 1ns Béonc
uac aurng amoreAei o Aoyapiaoudc «Feel Goody, mou avramokpiverar TARPwWS OTIC OUYXPOVEC
avaykeg - mpoBAnuariouous Tou karavaAwrikou koivod. O Aoyapiacuos «Feel Good» kaBiota
TOV KAToX0 TOU, uéAoc dUo Ouidwv, amoAauBdvovrag tnv 1exvoyvwaoia kai eE€idikeuan o€

UTTNPETIES Kal TTpoidvTa mTou oiatiBevral 16go ammd tnv HSBC 600 kai arrd 1nv EUpwKAIVIK».

HSBC X»

H Aikry oou Maykéoua Tpdarmela




ZUpewva pe TV kKa XpioTtiva Taptroupéa, AicuBuvtpia Marketing & ETTikoivwviag tou OpiAou
EupwkAIVIKNG «2Tov OuIA0 ThS EUpWKAIVIKIS epyalouacTe OAol yia UTTnPETies uyeEiag uywnAou
emMTEDOU, SIABETOVTAC APTIA KATAPTIOUEVO VOONAEUTIKO Kai OIOIKNTIKO TTPOOWITIKO, 1IaTPOUS
uWwnAoU KUpoUG, 1aTpoTEXVOAOYIKG E0TTAIOLO TeAsuTaiag TExvoAoyiac Kal avBpWITOKEVTPIKO
TPOOWTTO. ATTOOKOTTWVYTAC TTAVTA OTNV ammOAUTn IKavoTroinon Twv acBsvwyv uag, urmrooTnpilouue
UE KABe duvartd TPOTTO EVEPYEIES KAl TUVEPYATIES OI OTTOIEC EXOUV TTAVTA WS ETTIKEVTPO TOV
avBpwrro — acbeviy. H auvepyaaoia uag ue tnv HSBC biver 1diaitepa Tpovouia Kai TapoxES o€
KGBe atmOdEKTN, TTPOOPEPOVTAC VA OAOKANPWIEVO TTAKETO UTTNPEDIWY, OE £V OAOKANPWUEVO

ouaTtnua vyeiagy.
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