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Elcaywyn

* AVTIKEIPEVO TNG TTAPOVCIOCNC POG ElVal APEVOC VO OOG
EVNUEPWOOUE VIO Ta BACIKA TNG EPEVVAG AYOpag KOL CPETEPOL
va 0aG fonBnooupe OLCLAOTIKA VO KATOVONOETE IE
TIAPAOELYMOATO TOV POAO, TNV XPNOLHOTNTA KAL THV AVXYKALX
gvOuypapION TNG HE TIG AVAYKEG HLag startup, WOwaitepa ota
APXIKQ, KABOPLOTIKA BAHATA TNG, OTIOL B TIPETIEL VO
emifePatwBouv ol urtobeaoelg kat tapadoxeg Tov BMC.
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* INUOVTIKO HEPOG TNG Ttapovaiaong Ba aplepwbdel os case studies
HE AVAPOPA OTA EPWTNHATOAGYLX, OESOUEVOL OTL BACIKN
TIPOUTTIO0ECN LOG CWOTNG EPEVVAC EIVOL Ol CWOTECG EPWTHOELG.



MepLexopeva

1o Baowkég ‘Evvolsg

Oplopog, xpnootnta, Eidn epeuvag, ATAEG vs 20vOeTeC Epeuveg,
MNoapadeiypota

20 Epappoyn os Startup

Baowka otadia epguvag, YoBeTiko tapadetypa Early Stage
Startup, ToToL epwtnoswy, DIY Research/peBodoAoyia.

MNapadetypa AlaSIKTUOKNG EPEVVAG,

30 Mapadsiypata & EpyaAisia DIY

Retirement Communities Research Study, MNAsovektipata DIY,
Evdelktikn Stadikaoia, Kootod.



LAK|EIM Oplopuéc¢ the Epsuvag Ayopdg

KENTPO E@EAONTON MANATZEP EAAAAOT

‘Epguva Ayopdg, sivarl n dtadikagia cuAAoyng kot eme€epyaciog
OTOLXEiWV KOl TTANPOYPOPLWV, TIPOKELHEVOL HLX ETILXEIPNON Vi AGBEL
N VA d&LOAOYNOEL XTTOPAOELG, OXETIKK ME VEX ] UTIAPXOVTX
TPOLOVTA KL UTINPECIEG.

Eva ETUXELPNUOTIKO EPYRAELO «TTAVTOG KALPOU» TIOU D TIPETIEL VAL
OVMPLWVEL KOl va «TPOPOSOTE» UE Xprolpa otolxeia To Marketing, Ta
Owovopik& kat To Management oTmmolaoONTOTE ETLXEPNONG.



I![I!E[i] Mati xpnoytomolovps Epsuveg Ayopdag

[la amOKTNON Yyvwong o€ Bepata OTWG:

UAyopég kat TPoiovTa ( LETPNON OUVAULIKNG KOL TACEWV TNG
AYOPOAG, MEPLOLO AYOPAG, AVAALCOT TIWANCEWY Kol TIPOPBAEWELG).

UAavoaplopa mpolovTwy/unnpectwy (ETLAOYN TNG KATAAANANG
drapnuong (pre/post testing), TPOPAEYN CUUTIEPLPOPAG,
ATIOO0X NG TWV KATOVOAWTWY, KATL. )

UEmBeBaiwon mapadoxwv tov Business Model kat 2uAAoyn
2TolXelwv ylx TNV dnuovpylia Business Plan.

LA&L0AGyNnon otpaTNYIKAG KOl KATEVOUVGEWVY GE OAEG TIC
@aoelg Tou KukAdou (wng twv MeAatwv.



Baowa €idn ‘Epeguvag Ayopag

1. MpwToyeveig EPEVVEG

MNMowotikég (Focus Groups, ATOULKEG CUVEVTEVEELG OF ol ﬂ& ,
B(’XGOC) 1) s a |

NMogotikég (EpwTnuaToAOyLlo peow TnAE@wvov,
Toxudpopeiov, email, DIY Internet)

MNMpoowmikég EmokéPerg otnv Ayopa

2. Asutepoyeveig Epguveg
‘Epevva MNpapeiov (peow Internet,
ErtipeAntnpiwy, 2uvdeouwy,
KAodSIkwv PopEwV KATL.)




Eidn Epsuvwv kot EpwtRcswv

Ol TTPWTOYEVELG EPEVVEC UTIOPEL VA ELVAL :
TIOLOTIKEG, KOl yivovTtal cuvnOwg os pop@r oulnNTHoEWV OPAdWV
7-10 atopwyv, (focus groups),
Il TTOGOTIKEG TIOL YIVOVTOL UE KAELOTO EPWTNUATOAOYLO, LECW
TIPOCWTILKNG ETIOPNG, TNAEPWVIKG, TOXVOPOULIKA I LETW
SLadIKTVOV.

KAg10TéG EPWTNAOELG (VAL UTECG OTLC OTIOLEG UTTAPXEL
OUYKEKPLUEVN ETIIAOYN OTIAVTACEWY OTIWG UE EVA VAL ] OXL, OWOTO
N AaBog, kaBoAou-Alyo-apKeTa — TTOAV, faBpoAoynon 1-10 kAT

Avmx'tsc Epwtnoetc glvoll QUTEC TTOV ely ETIITPETIOVV VO
EKPPOACOVE TNV amoyn Hag, ouvnBwG UE EVA TIEPLOPLOMEVO
APLOUO Ae&ewv.



LAKIEIM|EA Mocotwka vs Mototikd AeSopéva

KENTPO E@EAONTON MANATZEP EAAAAOT

* T& TTOCOTIKA SESOMEVA LETPWVTAL HE OPLOUOVC KOl Elval
TIOAUTLUO WG TTPOG TNV TTOCOTNTA TOUG: OTIWE TIOCOL AvOpwTIoL
ATIAVTOUV O€ EPWTNOELG UE OUYKEKPLUEVO TPOTIO.

e T TOLOTIK& SESOHEVA TIOPEXOLV EIKOVA YL GUVALCONUATA KAl
AVTIOPATELG TIOV €lval KUPLWE TIOAUTLUO OTNV TIEPLYPAPLKI TOUG
@uon: dSnAadn Mw¢ ViwBouv oL AvBPWTIOL YL EVO CUYKEKPLUEVO
O<pa. AUTO QTTOKOAUTITETOL OTIO AEKTLKEG ETILAOYEC, EKPPATELC KAl
TOVO TNG PWVNG.



K EE0 Epeuva Ayopac,

wmossmarmae: EYTOTILOHOG TTPOBANHATWY KA EVKALPLWV

H epguva ayopag AOTEAEL TNV TIPWTN VAN YLK TOV EVTOTIGHO
Ko sm)\uog TPOPANUATWY CAAG KOl EKUETAAAEVOT EVKALPLWVY
0€ OAN TNV OLAPKELX TOU KUKAOL {WNG MG ETILXELPNONG.

» EEaANov n emiAvon tpofANUATWY ewou N KOONUEPIVOTNTA TWV
1OPUTWV KOl TWV OTEAEXWV ULOC ETILXEIPNONC.

YTIOpXOUV TIOAAG SLOPOPETIKA ELON EPEVVWY, ATIO LOVOSIATTATEG
TLOGOTIKEG I TIOLOTIKEG ( TL.X. Taste tests) ou epeuvouv
€ELOIKEVIEVEG TITUXEG TNG ETUXELPNUATIKOTNTOG, EWG OUVOETEG
TtoAvdiaotateg ( .X. Awareness/Trial/Usage), Tou eivaut
ouvNBwG emavoAapBaVOUEVEG KL KABOPLOTIKEG yla TNV TIOPEL
ULOG MAPKOG, KATNyoplag 1 Kot KAadov.



LAKI|E|M MovoSi1aoTateg armAig EPEVVEG

KENTPO E@EAONTON MANATZEP EAAAAOT B ra n d vs U se r I m a g e ry

Eva Mapadetypa Brand vs User Imagery ivau :

H épguva Photosort mou “taipiadel” tnv elkova €vog Brand e tnv elkova
TWV XPNOTWV TOV, PECA ATIO XOAPAKTNPLOTIKEG PWTOYPAPIEC TOVG,




LAKI|E|M MovoSi1aoTateg armAig EPEVVEG

KENTPO E@EAONTON MANATZEP EAAAAOT Adve rt I sl n g A/B Testl n g

Elval tpomog cuykplong SU0 TTAPOAAQYWY ULOG HEMOVWHEVNG METABANTNG
(TLX HLO SN ULOTIKA KATOXWPLOT UE OLAPOPOTIOLNUEVO TITAO).

2uvNOwg SoKpadeTal N ATIOKPLON EVOC EPEVVWHEVOL O0TNV MapaAAayn A
évavttl TnG mapaAAayng B, mpoodiopiovtag £Tol TTowx amo TG SVo
TIAPOAAQYEG ELVOL TILO OTTOTEAECUOTLKT).

VERSION A VS. VERSION B

"!fy;([. A ‘ﬁ.'h!.
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LAK|[EIM MoAudidotatec oUVOETEC EPEVVEG

KENTPO E@EAONTON MANATZEP EAAAAOT

* 2TNV KATNYOpPLa UTr QVNKEL KOL 1N TIOOOTIKN £PEVVA XPNONG Kol
otaong (Usage & Attitude Survey),

Evag e€aLpETIKOG TPOTIOG YL VO KATAVONTETE TNV AYOPX YLO VA

OUYKEKPLUEVO TIPOLOV, LAPKO KOL KATNYOPLO.

. aneubvoupe OTL N peAeTn U&A Study £xeL oxeOLOOTEL YL VX
napexa uo ota@epn Baon yix oxedov onoux&mto-re outocpaan
OXETIKA [E TNV Blwolpomw KOL QVATITUEN JLOG smxapr]or]c

AN UTIOPEL VO EQAPUOOTEL HETA TNV @aon Go-To-Market, otav
Qa £xeTe yivEL yvwOoTOL KO B EXETE TIEAATEC.

 AlVEL EVOL OTLYULOTUTIO TOU TIWG £XOUV TA TIPAYUATQ, IOLAUTEPA VI
EVPUTEPA YVWOTEG MAPKEG, ATIOKOAUTITOVTOG ONUAVTIKEG
TIANPOYPOPLEG VLT TO AVTOYWVLOTIKO TOTILO.

> A TNV yVWPLOOULUE



TIKIEIM OpLoHOG KoL EVOELKTIKOL aTOXOL

y
KENTPO EOEAONTON MANATZEP EAAAAOT £ p Euv ac U &A

H U&A Study givat évag oTpatnylkog TUTIOG EPEVVAG, YIX TOV
EVTOTILOUO TWV TIXPKYOVTWVY TIOU OXETI(OVTAL HE TN XPNON EVOG
TPOIOVTOG/UTMNPECING Kal TNV O£0n KAl 0TACH TWV TTEAXTWVY TTPOG
éva Brand/mtpoidv kat Tov avtaywvicpo Tou.

EvésikTIiKOlL 0TOXOL TNG £pEuvag USA
»>a va katavonoete tnv B¢on oag (Brand Position) os oxeon e tov
QAVTAYWVIOUO OTNV ayopa.

»>[a va evToTioeTe TMOavE& KEV& oTnV ayopa TIou oxeTi{ovTal JUE
OAAQYEG KATAVOAWTIKWY BE0EwV/0TA0EWV/TTPOBETEWV.

»>Na iBavn ap@ofitnon N emPefaiwon tapadoxwv

»>[a TN onuovpyia onueiwv avagopag (bench marking) emopsvwy
EPEVVWV/UEAETWV

>0 vaL KATOVONOETE TOV QVTIKTUTIO KOl TOV XTtONXO YEYOVOTWV 1)
CAAQYWV (TL.X. TIAVONIQ, VEOL TIAUKTEC OTNV AYyOopPQ)



BOOIKEG EPWTNOELS TNG EPEVVAG

Usage & Attitude Survey

H dtadikaoio Kot akoAouBiar Twv EpWTNOEWV o€ pLa epguva UBIA
glvall APKETA OTIAN KOl GTNV TIPAYHATIKOTNTA avTioTolXileTal
aveta e To apadoaoiako Sales Funnel diepsuvwvtog;

1. APondntn (Unaided recall) Avayvwploipotnta Mapkog
(Brand Awareness) tng KatnyopLlog.

2. BonBouuevn (Aided Recall) Avayvwpiouotnta (Brand
Awareness) amo Alota Mopkwv .

3. Eminedo evdiapepovtog/dokiung (Interest/Trial) tng papkagn
TOV TIPOTOVTOC.

4. Emimeda cupgpwviog (Agreement Levels) e S1apopeg
dnAwaoelg yx To Brand/lMpoiov/vmnpeaia.

5. Ayopa/Xpnon (Purchase/Usage)tng papkog
TIPOLOVTOC/UTINPEDILAC.

6. 2uxvotnta xpnong papkac (Usage Frequency) n kot
npowBnon/diadoon (Advocacy).



Ko BéRoua

N CNUXOIX TWV CWOTWV EPWTACEWV

€ o EPELVA TIOV souoz(z—: o€ TpoPANuaTa yo OKU?\OTpocpsc, oTnv
gpwtnon «Me ol KplTr]plO( Oa ene)\eyav sroqm Tpocpr] Yyl TO
(waKL 0ag», ol VopideTe OTL Ba Tav N cuxvoTEPN AmAvTInon ?

> OPEMTIKOTNTA, VYEIX, EVEELX K.ATL
AnAadn eva playback amo Tig avtioTolxeg Stapnuioelg

2TNV £pwTnOn «Av Kot Tt TPOBARUATA £XOUV HE TLG ETOLHEG
TPOWEG Y TO {WAKL 00G» TIOAANOL TapaTovEDNKaV YL TV KOKN
MUPWOLA TOU OTOMATOG KAL TNG EKTIVONG TOV, TN HUPWALA TNG
TPOPNG K.ATL

H épguva anmoTtéAeos TO EVAUOHA YIX TNV SnHioupyia Tou
DentalStix Ttou cuvVodeUTNKE ATIO TRV KAXLVOTOHO TIPOWwOnTIKN
EVEPYELX TTOU XKOAOUOEL



~ Ttou amevBUVETAL GE AOYIKI Kol cuvaicOnpa

KREOEY Xwvupoptotikn dStapnuon tng DENTALstix

h.
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http://naotw-pd.s3.amazonaws.com/images/Pedigreebird.jpg

TIKIE|M NMpowOnTIKA evéPyELX TIOV ETTIONG

antevOuveTal og Aoylkn Kal cuvaioOnua

Me kaBe ouokevaoia, Taipvetal eva e8ko clip yia tnv tomoBetnon
TIAVW OTO KLvNTO oog Tou DentaStix, Tou KAVEL TO GKUAAKL GOC V...
XopoyeAaeL otov pako ata selfies.

Unleash the power
of SelfieSTIX.



http://www.campaignbrief.com/nz/assets_c/2017/09/SS_phone%20(1)-264305.html
http://www.campaignbrief.com/nz/assets_c/2017/09/SS_photos%20(1)-264296.html

LIKIE IMIEA Kot puax Bpafevpévn dStapnuiotikn

4
KENTPO EOEAONTON MANATZEP EAAAAOT Ka p“ av la

Ko dtaokedalete pe tnv e@apuoyn dog facial recognition yux
TNV tpooOnkn Fun filters.

'




10 Boaowkég ‘Evvoleg

OpLopog, xpnowotnta, Eidn epsuvag, ATAEG vs 2uvOeTeq Epeuveg,
MNapadeiypota

20 Epappoyn os Startup

Baowka otadia epguvag, YoBeTiko tapadetypa Early Stage
Startup, ToToL epwtnoswy, DIY Research/peBodoAoyia.

MNapadetypa AlaSIKTUOKNG EPEVVAG,

30 MNapadsiypata & EpyaAsia DIY

Retirement Communities Research Study, NMAsovektrnuata DIY,
EvoeikTikn dladikaoia, Kootoc.




I![I!E[i] Epappoyn oc Startups Mpwiyung Péong

‘OAgg ot Startups TTPWIHNG PACTG ATIALTEITOL VO KAVOUV TTELPOUOTON
OTIwg £xeL €€NynOet pe tnv pEBodo tou Assumption Validation .
Ol €pguVvEG AYOPAC ATIOTEAOUV TA TILO OLOOESOPEVA «TIELPAMATO» VIO TN
oLAAOYN Kol avaAuon OeSOUEVWVY TIOU TIAPEXOVV TTANPOPOPNGCN VL& TO
TG Ba «avTIOPATOUVV» Ol OUVNTIKOL TIEAXTECG OTA TIPOTEIWVOUEVD
TIPOLOVTA I UTINPETCLEC 0OC.

Ta KpLOWO EPWTAMOTA TTPOG XTTAVTNON Eival:

»>H 15€a Avel eval onNUaVTIKO TIpORANUA?

»0Oa evolaPePOOUV KATIOLOL YLIX TNV TIPOTEWVOHEVN AUoN?
»Oa gival dlatedelpevol va TTAnpwaoouv?

»>Elval n ayopd apKeTa PEYAAN?



Mepapata pe ‘Epeuveg ayopag

Ta PaCIKA OTASLA EVOG TETOLOV TIELPAPATOG» 1) SLASOX LKWV
«TIELPAPATWV» EXOLV WG €ENG:

MeAétn Seutepoyevwy atoxeiwv (kupiwg desk research)
‘Epguva HE TPOOWTILKEG CUVEVTEVEELG TNV AYOpP &
2XEOLOUOG TTIOLOTIKNG KOL TTOGOTIKNG EPEVVAG,

ETtiAoyn QVTIMPOCWTEVTIKOU Seiypuatog,

ALEVEPYELX CTOXEVHEVIG TIOLOTIKNG EPEVVG,

NMoooTikn épsuva emMaAnOsuong,

YV V V V V V V

AvaAuaon kot agloAdynorn).

Ag SoupE eva LTTOOETIKO TIAPASELYA OTIOV AKOAOLBOUPE GTNV TIPAEN T
Baowka otadia Epsuvag ayopag pag Startup.



LAK[E|M ‘Eva amtAd TapASELtypa £peuvog

KENTPO E@EAONTON MANATZEP EAAAAOT

Eotw OTL €XeTE OTIOVSACEL NAEKTPOVIKOC, EI0TE AATPNG TNG
TIOSNAQCLAG KOl OKEPONKATE VO VEO, TIPWTOTMOPLAKO AVTIKAETITIKO
TPOIOV, EVKOAO GXETIKA OTNV TIOPAYWYH TOV, TIOL Ba UTTopoVCE Vo
TIOVANBEl xwpig evdiapeooug, peow Internet.

MOl XVTIKAETTTIKA CUGKEVR CUVOLOGCUO CUVAYEPUOU Kot GPS anti
theft tracker



IKIEIM MeAétn SevutepOyEvWV GTOLXELWV

KENTPO E@EAONTON MANATZEP EAAAAOT D es k Resea rc h

To TIPWTO TPAYMA TIOV B TIPETIEL VAL KAVETE VAL OXUTO TIOU
ovouaoape desk Research, dnAadr va Ya&ete, kuplwg oto Internet,
KOL VO PPELTE ATIAVTNCELG 0€ EPWTHATA OTIWG;

YTapxouv mapep@epr) Ttpolovta oe OLEQvN 1 EAANVIKA sites, TTou
AUVOULV TO (010 TIPOPANUG, KOL OV VAL, TIWG KOL OE TL TLUEG?

GPS —~

-

L
TL ETIXELPNLOTA X PNOLUOTIOLOUV VIO VA TIEICOLV TOUG SUVNTLIKOUG
XPHOTEC VO YyOPATOUY?

Tt oudnTieTon ota social media OXETIKA UE TNV ATTOTEAECHATIKOTNTA
TWV QVTIKAETITIKWY TIOU KUKAOQPOPOUV OTNV AYOp&? KATL



ApXIKN épguva oTo dladikTuo

EWSIk& 0TO EEKIVNA ULOG ETILXELPNATIKNG TIPOOTIAOELOG, N EPELVT
ayopag Ba TPETEL va EEKIVAOEL OTTO £0AG TOUG LOLOVG, HE
OUYKEVTPWON OTOoLXElwV amo dsutepoyeveig tnyég (desk
research), otw¢ to SLadIKTLO, ETPEANTNPLY, CLUVOETHOUG,
KUPEPVNTIKOUG OPYAVIGHOUG KOL (POPELC.

MNMpwTtn otdon, onwg mavta, Google search oto diadikTuo
OTIOVU yLX TtPpOLOVTA, TtPWTH ETLAoyn €ivo  Amazon.

2ta emopeva slides BAsnoups TL TANPOPOPILEG UTIOPOVE VO
oLAAeEovpe oTIC 2 TIpwTeG avalntnoslg pe search words “bicycle
anti theft» kot «bicycle antitheft devices”.



REAELCIEY  Avaliitnon oto Amazon Bicycle anti theft

KENTPO E@EAONTON MANATZEP EAAAAOT

GO gle “. Amazon Bicycle anti theft b4 Em Q
theft alarm

2, Ol [ Ekovee ¢ Ayopéc [ E :pa Epyaieia
theft gps

MepiTow 6.980.000 amoTeAéopaTta (0,63 Beu  theft backpack

Aagnu. - Ayopd Amazon Bicycle theft tracker

theft backpacks
theft device
E theft bag
theft wheel nuts |

theft lock
eBay - 113db Hexlox Bike ottolock.de - »

wireless anti- Security - Bike a theft gps tracking device OTTOLOCK
theft motorcycle Pedal Lock - ... ViL Hexband Cinch




REAELCIEY  Avalithon oto Amazon Bicycle anti theft

KENTPO E@EAONTON MANATZEP EAAAAOT

amazon @E‘r;ece All ~  bike anti theft q =

— All Today's Deals Customer Service Registry Gift Cards  Sell

97-144 of over 5,000 results for "bike anti theft"

Department

Cycling Accessories

Bike Chain Locks

Bike U-Locks

Bike Taillights

Bike Cable Locks
Antitheft Alarm Systems
Powersports Alarms & Anti-Theft
Bike Chain Guards
v See All 11 Departments

Customer Reviews

RRAK T LU
) 6 & oXoREN
HA (o757 e

ﬁ‘A A L &Up Sponsored ©
Brand Master Lock 8170D U-Lock Bike
"I Kryptonite Lock with Key, 1 Pack , 6-1/8 in.

| Master Lock Wide , Black

.....

Price and other details may vary based on product size and color.

Hello, Sign in Retumns
Account & Lists ~ & Orders ¢ Cart

New Year, new deals

Sort by: Featured v

Sponsored

ONG: 8001 BRUTE STD U-LOCK
4.37"x7.96" W/X4 LOCK

TRk iy v 228

Sponsored §

OnGuard Bulldog DT U-Lock
with 4-Foot Cinch Loop Cable
(Black, 4.53 x 9.06-Inch)

Sponsored

OnGuard 8019L Mastiff 6' x 3/8"
Quad Chain Lock

Thrkokdr v 112



SAK|E|MIEA]

KENTPO E@EAONTON MANATZEP EAAAAOT

Ava{ntnon octo Amazon Bicycle anti theft

Sports & Outdoor Price

Upto $25
$25 to $50
$50 to $100
$100 to $200
$200 & above

.

Packaging Option
(] Frustration-Free Packaging

Amazon Global Store
D Amazon Global Store

Condition

New
Used

Availability
[ JInclude Out of Stock

Wk iy v 1,688
$157

Ships to Greece

Master Lock 8170D U-Lock Bike
Lock with Key, 1 Pack , 6-1/8 in.
Wide, Black

Yk k vy v 1,688

1579

$5199 ($27.36/kg) 7495

Ships to Greece

Seatylock Mason Bike U Lock -
Patented Heavy Duty Anti Theft
Diamond Secure ULock - Ultra

Security Bicycle Safety Tool wit...

Wk d oy v 249

wh k& r v 588
$3452 ($2.16/07) 54495

Ships to Greece

FISHOAKY Bike Lock
Combination 5 Digit, Heavy Duty
Security Anti-Theft Bicycle Chain
Lock with Reflective Strips,...
wkkkdr v 41

$8947 (40.53/02) $324:95

Ships to Greece
Only 14 left in stock (more on the
way).

NDakter Folding Bike Lock,
Bicycle Foldable Chain Lock, Bike
Burger Locks Heavy Duty Anti
Theft, High Security Alloy Steel...
w239



LAK|EIM Avalitnon cto Amazon

KENTPO E@EAONTON MANATZEP EAAAAOT B i cyc I e a n ti t h eft d eVi c es

https://iwww.amazon.com » ... v Mera@paon auTtric TN oeAidag

bike anti theft gps - Amazon.com

Results 1 - 16 of 748 — TKSTAR GPS Tracker for Vehicles 3G Car Tracker Device
Hidden Magnet Real-time Anti-Theft GPS Locator with Electric Fence Alarm for Car/ ...

https://www.amazon.com > ... ¥ MeTG@paon authig TN oeAidag

Best Sellers in Powersports Alarms & Anti-Theft - Amazon.com

< —
O &P

Best Sellers in Powersports Alarms & Anti-Theft - #1. YOHOOLYO Alarm Disc Lock Motorcycle
Disc Brake Lock Anti-Theft Waterproof 110 dB 7mm Pin - #2. Tchipie ...

https://www.amazon.com > ... + MetG@paon auTtri¢ TN oeAidag

alarms for bicycles - Amazon.com



LAKIE[M|EA Avalniitnon oTo...

Business Model Canvas anti theft devices

Google Business Model Canvas for Bicycle anti theft device X E Q

Q. OAa &) Eikoveg [*] Bivieo O Ayopéc B Eidnosig : MNepioodbTEpU EpyaAcia

Mepitrou 9.320.000 arroteAéopara (0,66 deutepoOAeTTTa)

&) Eikoveg yia Business Model Canvas for Bicycle anti theft de...
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Kot To Business Model Canvas armto to BP

navta ywx Bicycle antitheft Devices

D.  Business Model Canvas

1. Key partners

o GPS manufacturers

o Maps providers

o Lock manufacturers

» Police

o Website engineer

o App engineer

o Selling logistics (delivery)

o Marketing

o Municipalities/NGO's pro bike

2. Key activities

Device production

Delivery fo distribution centers (e.g. bike ¢
App development/maintenance
Marketing

3. Value Propositions
¢ Products & Services
¢ Bicycle security
o Easy to frack it in case of robbery
o |tis only the device (but supposes the bi
¢ Direct connection with the police office
¢ Gain Creators
¢ Safety feeling
» make the costumer Feel special
¢ Belong to a community of cyclist enthusi
¢ How to repair
e Tools offers
¢ Get useful information
¢ Foster cycling
¢ TS device for Bicycle
¢ Pain relievers
¢ Reliefin case their bike is stolen

4, Customer relationships
¢ the app and its private users community
¢ location/ offers / events / contests / Prize
¢ users performance (calories, cumulated, km, sp
o members card (making people feel/look special

5. Customer segment
e Expensive bicycle owners
e Bike share operators
¢ NManufacturers

6. Channels
¢ Bike manufacturers may include it already
Bicycle shop
Tool shops
Online shops
Our website
Include in prizes of bike events (competitic

7. Key resources
e Employees
s« GPS
+ Hardware and programming
+ Internet

8. Cost structure

* GPS elements

Lock

Personnel

Website

Google (map’s service)

9. Revenue streams
¢ Purchases
e Promotion of shops
e Lock sells
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LIKIEIM ‘EpEuva HE TPOCWTILKEG CUVEVTEVEELG
KENTPO EGEAONTON MANATZEP EAAAAOT GTnv avopd

2TNV OUVEXELD KAVETE eva ....leg research,

SNAdN TIPOCWTILKEG ETILOKEWELG OTNV AYOPQ, OTIOU MLAKTE UE :
kKataotnpuatapxeg bike shops, avtimpoocwmnoug, elcaywyeig KAT.




LAKIE|MIEA H Mowotikn Epsuva ps demo

KENTPO E@EAONTON MANATZEP EAAAAOE F o c u s G ro u ps

A&LOAOYELTE AOLTIOV TO EVPNATA KOl KATOOKEVLACETE KL VOl OELYUQL.

Eloaote €TOpOG yia aquto Ttov ovopaoape Mootk Epsuva pe focus
groups . Kat ta kupla Bepata tov Ba mipemel va diepguvnBouv eival:

> H Béon ko gtéon Toug anévavtt oTnv avénon Twv
KPOUOHATWYVY KAOTt¢ TTodnAGTwv,

> Av £XOUV TTOTE XPNOLHOTIOLOEL KATIOLXG HOPPNG AVTIKAETITIKO
HNXOVIGHO.
> Av vai, KaTt& TOgov TouG éAucE To TPOBANHNA.

> Tov BaOuo kavomoinong KA.



H Mowotikn Epsuva ps demo

Focus Groups

2TNV ouvexela Toug Seixvete 1o delypa tpog a&loAdoynan Kal
KATOAYPAPETE TIG AVTIOPATELG TOUG OXETIKA

> HE TNV EVKOALX XprioNG Tou,

> TIUPEXOHUEVH ACPAAELX,

» Kot togo Oa to ayopalav,

»>av Oa To TpoTEVaY o€ Eva iAo Toug,
»>av Oa to ayopalav yix Swpo KAT.

H dwadikaoia twv focus Groups Bupidet Brain storming.



LIK|E[MIEA H Mowotikn ‘Epguva pe demo
KENTPO EGEAONTON MANATZEP EAAAAOT FOC u S G ro u p S

Agdopgvou OTL oL Startups cuxva gV EXOLV YPAPELD, LOAVIKO HEPOG YLO
OUVQVTNOELG UE HEHOVWHEVOUG TIOONAGTEG ) focus Groups, Ba NTav
onuela 0TIov cuXVALOUV TTOSNAATEG

onwg to Coffee Bike Café, Aewy. Mapa®wvog oto Miképut.

\\\“\\l\\i"h-:‘,

' ““m "lm‘ >



http://www.athinorama.gr/lmnts/articles/2503540/cofee.jpg

AK|E[M Noootikég Epeuveg

EpwtnuatoAoywx, Epwtnosig ko Tips

KoAupope Aotov To SLEPEVVNTIKO HEPOG KOL TIAUE YL TO TIOCOTIKO
TLPOKELMEVOL VA ETIREPALWTOVUE TNV TTANPOPOPNGCN OTIO TIG
TIPOOWTILKEG GUVEVTEVEELG Kol Tar Focus Groups.

T EPWTNUATOAOYLO UTTOPOUV VA «OLAVEUNBOVV» PECW:
* TnAspwvou
» HAsktpovikoU Tayxudpousciov (Mail)
* Mapadociakov Taxudpopeiov (Email)
* Méow touv Website oog
* A6 ta Social Media i

* Méow Do-It-Yourself Platform (TOmovu Pollfish, Survey Monkey
KATL.)



Noootikég Epeuveg

Mpodlaypaég cwoTNG EPEVVAG

H epsuva oog Ba Tipemel va elval:
e ZUVTOMN, XTTAN KOl EUOVAYVWOTH KOL KATAVONTH,

* Mg cwoTtn, gofapn R KAl cUVKLGONUATIK CUVTOMN £Ll0AYWYH TIOU
KLV TOTIOLEL OE CUHHETOXN,

* Mg AOYIKEG ATIAVTNTIKEG KALHAKEG,

* Mg petaBaon amno yEVIKEG OE CUYKEKPLUEVEG EPWTNOELG
* Mavta ogtov MAnOuvtiko

* Mg suxaplotiplo URVUpa tptv To submit

e Nt OAOKANPWVETAL EVTOG NHEPWV KL OXL EBSOUGOWV

e Na cupmteplAapfavouv oXOALX TTO £VA GTOXEVUEVO GUVOAO
CUHHETEXOVTWYV



LAK|EIM MocoTtikég EpEuveg

KENTPO E@EAONTON MANATZEP EAAAAOT Ta £ is n £ p wT ﬁ GE wv

TO TTOGOTIKA KAELOTA EPWTNHATOAOYL SLOPEPOLVY TNUAVTLKA.
EKTOC a0 TIC ATIAEG KAELOTEG EPWTNTELG TUTIOV

Nau - Oyt

2woto - NaOoc¢

Multiple choice pe pia emiAoyn n

Multiple choice moAAamAwv emiAoywv

YTIXPXOUV Kol Ol KAELOTEG EPWTNOELG OTTWG oL TUTToV Matrix ko
kAipakag Likert, TTOu pog ETITPETIOVV ATTAVTACELG TTOAAATIANG ETILAOYNG
TIOV EUPAVIOVTAL O€ EVA TIAEYUX YPOUHUWY KOl OTNAWY, OTIwG PAETTOVE
OTNV OUVEXELQ.



LAKIE[M Epwtriosig Matrix/Oplopog

KENTPO E@EAONTON MANATZEP EAAAAOT

Matrix eival po opada epwtNocwyv TTOAAATIANG ETILAOYNG IOV eppavi{ovTaL OE VO
TMALYHQ YPOAHPWVY Kot aTNAWV. Ot oelpeC TIOPOoUGLAlOuV TIG EPWTNOELG GTOUG
EPWTNOEVTEC KAL OL OTNAEC TIPOGPEPOLV EVA GUVOAO TIPOKAOOPLOUEVWV ETILAOYWV
QTIOVTIGEWV TIOV LOXVOUV YL KAOE EpwTNaON OTN GELPAL.

Columns

Answer optionl Answeroption2 Answeroption3 Answer option 4

Question 1

Question 2

Question 3

Question 4

A blank template of a matrix question.

Mnyn:https://resources.pollfish.com/market-research/rating-scales-and-likert-scales/



LAKIE[M Epwtrosig Matrix/Mapadeiypa

KENTPO E@EAONTON MANATZEP EAAAAOT

Q: Please choose how satisfied you were with your flight experience.

o Somewhat Somewhat Very
f N |
ESisatanad satisfied sk dissatisfied dissatisfied

v

Mealoptions v

Mnyn: https://resources.pollfish.com/market-research/rating-scales-and-likert-scales/




Eidn Epwtioswyv

* Ta 16N epwtNocwV 1oL Xpnotpotmolel n Pollfish ota
EPWTNHUATOAOYLA TNG Elval Ta €ENC:

* Single selection

* Multiple selection

* Open ended

* Numeric open ended

* Description

* Rating Stars

» Slider Ranking

» Matrix single selection

» Matrix Multiple selection
* Net Promoter Score (NPS)

Mnyn:https://www.pollfish.com/questionnaire/



LAKIE|M Question Types/ Single Selection

KENTPO E@GEAONTON MANATZEP EAAAAOL

Single selection

A user can select one answer from several options

What kind of music do yvou hike?

& Select one

Jazz

Rock '’

Pop



LAKIE|M Question Types/ Multiple Selection

KENTPO E@GEAONTON MANATZEP EAAAAOL

Multiple selection

A user can select many answers from several options

What kind of music do yvou like?

» Select all that apply

Jazz v
Rock w
Pop

Mnyn:https://www.pollfish.com/questionnaire/



SKIEIM Question Types/ Open Ended

KENTPO E@GEAONTON MANATZEP EAAAAOL

Open ended

Users submit their own answears

What kind of music do yvou like?

® Pleaze write 1in the box




SKIEIM Question Types/Numeric Open Ended

KENTPO E@GEAONTON MANATZEP EAAAAOL

Numeric open ended

Users answers are in numeric values

How much monevy would yvou pay for that service?

w» Plea=e enfer a momeric vabas




SKIEIM Question Types/ Numeric Open Ended

KENTPO E@GEAONTON MANATZEP EAAAAOL

Numeric open ended

Users' answers are in numeric values

How much money would you pay for that service?

» Pleaze enter a mmmeric valae



SKIEIM Description

KENTPO E@GEAONTON MANATZEP EAAAAOL

Description

Add a plain description to inform users about something

Description

We're a new company looking to learn more about how
people prefer to travel.

When answering the suwrvey questions, think about the last
time you booked travel online.



LAKIE|M Question Type/Rating stars

KENTPO E@GEAONTON MANATZEP EAAAAOL

Rating stars

User can tap stars to rate

How important 1z warranty to yvou when buying online?

@ Tap stars to rate

w W * K* K



LAK|E[M Question Type/Slider

KENTPO E@GEAONTON MANATZEP EAAAAOL

Slider

User can drag a button to rate

How would you rate your knowledge of world geography?

& Drag button to rate

75

Baly MEEDS IMPROVEMENTS GOOD EXCELLEMT



SKIEIM . :
KENTPO E@GEAONTON MANATZEP EAAAAOL Qu estlo n TypelRa n kl n g

Ranking

User can tap buttons to rank the answers

Please rank the following ice cream flavors

® Tap buttons to rank

Chocolate 1 2 (@) 3
Vanilla 1 (@) 2 3

Strawberry 1 2 3 (@)



SKIE|M Question Type/Matrix single selection

KENTPO E@GEAONTON MANATZEP EAAAAOL

Matrix single selection

Users tap to enter a single answer in each category

What do you think of each of these flavors?

YUM OK NO WAY
Chocolate @
Wanilla @

Strawberry @



SKIE|M Question Type/Matrix multiple selection

KENTPO E@GEAONTON MANATZEP EAAAAOL

Matrix Multiple selection

Users tap to enter multiple answers in each category

What do yvou think of each of these flavors?

Y UM OK WO WAY
Chocolate
Vanilla
Strawberry



LAKIE|M QuestionTypes/Net Promoter Score

KENTPO E@GEAONTON MANATZEP EAAAAOL

Net Promoter Score (NPS)

Users tap to enter NPS value

How likely is it that vou would recommend this company
to a friend or colleague?

& Tap to rate

ROT AT ALL LIKELY EXTREMELLY LIKELY



LAK|EIM H xprion Audio, Video kat Ewkévag otig

KENTPO E@EAONTON MANATZEP EAAAAOT E p wTﬁ os lc

Surveys mov vrtootnpidouv tnv xpnon Video, Eikovag kat Hxouv tpoopepouv
ATIOTEAECUATIKOTEPOUC TPOTIOUE VLA VO CUYKEVTPWOETE TIEPLGCOTEPN TIOLOTIKX
OXOAL, OTIWC CLUVALGONUATIKEG AVTIOPATELG/ATIOVTIOELG O€ ULX Sl Lon N
ua Woea/concept, kat el0IKa o€ epguveg Minimum Viable Product (MVP).

MTtiopeite va T IpooBE0ETE 0€ OTIOLOVONTIOTE ATIO TOUG TUTIOVCE EPWTNOEWV
N VO CUUTIEPLAAPBETE ELKOVEG OTLIG ETILAOYEC OTIAVTNOEWY WOTE O EPWTWIEVOG
VO ETUAEEEL ULX OTITIKY ATIAVTNON.

Mnyn: https://resources.pollfish.com/pollfish-school/using-images-in-pollfish-mobile-surveys/



Aoknon : 10S vr Android

2KOTIOG Vo OlepeuvnBel Ooo emnpeadel N XPNON TOU €VOG I TOU
GAAOL AELITOVPYLIKOU TNV ATogYn TWV XPNOTWV Yo QUTO .

Oa uttap&ouv duo opadeg .
Opada | xprnoteg |IOS Kot Opada Il xpnoteg Android .

2av opada Ba amavTHoouV TIC EPWTNOELG TTOU aKoAOLOOoUV .



1o Baowkég ‘Evvolsg

OpLopog, xpnowotnta, Eidn epsuvag, ATAEG vs 2uvOeTeq Epeuveg,
MNapadeiypota

20 Epappoyn os Startup

Baowka otadia epeuvvag, YoBetiko mapadetypa Early Stage
Startup, TomtoL epwtnoswy, DIY Research/pgBodoloyia.

MNoapadetypa ALSIKTUOKNC EPEVVAG,

30 Napadeiypata & Epyaisia DIY

Retirement Communities Research Study, MNAsovektipata DIY,
Evdelktikn Stadikaoia, Kootod.



TIKIEIM|EA ‘Epsuva Retirement Communities otnv

EAAGOO

* To TapadeLlypa Epeuvag TTov akoAovBel, ywve to 2016 amo to KEMEA ue
dwpeav xpnon tng mAateoppag Pollfish.

o ATIOTEAEL HEPOC MLOG OPXIKNG MEAETNG KO a§loAOYNONG TNG TIPOOTITIKNG
TNG XWPOAG MOG VO EKUETAAAEVTEL T AVOULPLOBNTNTA TIPOCOVTA KO
SUVATA ONUELD TNG, WOTE HE Alyn KO AOyLKN, apon Twv
VYPOPELOKPATIKWY EUTTOSLWV KOl TIEAATOKEVTPLKO SNULOVPYLKO marketing,
VO UTIOPECEL OE CUVTOMO XPOVIKO SLACTNMO VO ATIOKTNOEL VEEC TINYEG
ONUAVTIKWY £000WV Kal Beoswyv epyaciag, necw TNG SnULovpyiag
KOWOTATWYVY oLUVTAELOUXWV KUPLWG aTtO TIG POPELEG XWPEC, OE SLAPOPEG
TLEPLOXEC TNG EANGSQG, yla HOVLIUN N XELLEPLVA EYKATAOTAON.



TIKIEIM|EA ‘Epsuva Retirement Communities otnv

EAAGOO

* [apadAAnAa eivat eva tapadstypa mobile friendly DIY Research,
SEOOMEVOL OTL £YLVE HECW TNG SLAOLIKTUAKNG TIAATPOPHOG TNG
Pollfish, Tng EAAnVikNG startup Tov gywve yvwaoth Kal otnv EAAGSa
QPOV TIETUXE OTNV ayopa Twv HIA.

« Mpoowata n Pollfish ayopaotnke amo tnv Prodege, pla
Apepikavikr online marketing, consumer polllng and market
research company, kKot @nuoAoyeital OTL TO TIOCGO €€ayopag NTAV
ueta€v 75 ko 85 ek.USS.



TIKIEIM|EA ‘Epeuvva Retirement Communities otnv

4
KENTPO E@EAONTON MANATZEP EAAAAOE EAAaS a

H npwm PAoN TNG HEAETNG acpopa OoTNV OPXLKN ozvomTUEr] Ko
QTIOTUTIWON EVOAAOXKTIKWY, KATA TO SUVATOV KALVOTOMWV
ETILXELPNMATIKWY HOVTEAWV, ME TNV XpNon tou Business Model Canvas.

Av Kpivoupe aro ta ....Retirement Appartments otnv MaAaya tng
loTtaviag, olyoupa £XOUE OVTOYWVIOTIKO TIAEOVEK TN

2TNV OUVEXELD KOL TIPOKELMEVOL VA ETIRERLALWTOVE TIG OTIOLEG APXLKEG
TIOPOOOXEC MOC, OLEVEPYNOAUE TIOCOTLKN Epguva (TTpoopopa Mobile
Research tng Pollfish) og 10 xwpeg (Apepikn, Kavada, Pwaooia, leppavia,
OAavdia, DvAavdia, Zoundia, NopPBnyla, Avatpia kat Aavia).



TIKIEIM|EA ‘Epsuva Retirement Communities otnv

4
KENTPO E@EAONTON MANATZEP EAAAAOE EAAas a

2TOXOC NTAV VA EVTOTIIOOVHE CUXVOTNTA ETIOKEWNG, TAELOLWTIKEG
ouvnBeleg, PaBPO IKavoToinong Ao TNV EUTIELPI TOVG TNV EAAGSQ,
TIAPAYOVTEG TIOV €TLIOPOVV aTNV €mtAoyr tng Notiag Eupwting wg
TIPOOPLOMO YL HOVIN XELLEPLIVA KATOLKNGON, XWPEG TTou Ba eTteAsyQ,
a€LOAOYNON EVOAAOKTIKWY KOLVOTOMWV LOsWwV/concepts KATI.

%
W

AKOAOUOEL XOPOAKTNPLOTIKO HEPOG TOV EPWTNHATOAOYIOV, TOU TPOTIOU
TIAPOVCLOONG TWV ATOTEAECUATWY 0TNV 000VN KoL TNG AvOALONG ULOG €K
TWV EPWTNOEWV TNG EPEVVOC.



Q7.How would you rate your overall satisfaction from your vacation

experience in Greece?

u KIEIM Q8.If you were to select a winter or permanent retirement

Q7

Q8

KENTPO EOEAONTON MANATZEP EAAAAOZ

destination in Southern Europe, which would be your top 3 choices?

(Italy, Spain, Portugal, Turkey, Croatia, Boul

How would you rate your overall satisfaction from your vacation experience in Greece?

Response Percent
[2) 5 (Excellent) _ 21.47%
(2 4 ( Very Good) 47.94%
() 3 ( Reasonable) —_— 20.75%
(2] 2 (Below Expectations) — 5.01%

[ZJ 1 (Disappointing) — 4.83%

Total unique respondents

If you were to select a winter or permanent retirement destination in Southern Europe, which would be your top 3 choices?

Response Percent
[C) Bulgaria — 3.88%
[J Croatia — 6.73%
) Greece Sy 15.04%
@ haly S— 21.21%
"] Portugal —_— 14.05%
(O spain _— 24.22%
) Turkey —_ 4.87%

[ Other —_— 10.019

Count

120

268

116

28

27
559

Count

117

203

454

640

424

731



Q12. Which of the following retiree ideas/concepts do you find
I: KIEIM most interesting? (check all that apply).

KENTPO EOEAONTON MANATZEP EAAAAOZ

Respond on a scale from 1 to 5, with 5 being very interesting

012 Which of the following retire ideas/concepts do you find most interesting? (check all that apply)

Possibility of sub-rental (if

Response Percent Count
= contract per year) for extra
1) Possibility of sub rental (f contract per year) for extra income — 1592% 20 q
income
1) Cutivating own organic food — 1274 20 Cultivatin g own organ ic food
[ Taking cooking lessons — 1248% 19 *Ta king Ccoo king lessons
- «Autonomous second room with
LJ Autonomous second room with WC for visiting friends or relatives = 03 30

WC for visiting friends or relatives
1 "Swapping” places with retirees in other locations/countries) — 1166% 183 '”Swapping" places with retirees
in other locations /countries)

1 Creating a Retirement Community Village (1. in Crete), where large = 11.27% 1
multinational organizations, may send their loyal employees for a paid Creatin ga Retirement
vacation free of charge, as a retirement bonus . . . .
Community Village (i.e. in Crete),
L Being among peers engaged in same hobbies i.e. Golf, Bridge playing, ——— 15:54% 2 where |arge multinational
Trekking etc... . - .
e w  organizations may send their loyal
employees for a paid vacation free
of charge, as a retirement bonus
13 ! . .
e -Being among peers engaged in
5 ; same hobbies i.e. Golf, Bridge
ponse ercent Count
laying, Trekkin
O Male 583% 46t playing, fre g etc
B Female I 5

Total unique respondents 1006



LAKIEIM|EA Q12. Which of the following retiree

KENTPO EOEAONTON MANATZEP EAAAAOZ

ideas/concepts do you find most interesting?

Which of the following retiree ideas/concepts do
you find most interesting?

22,0% 20,4%
20,0%
18,0%
16,0%
14,0%
12,0%
10,0%

15,9% 15,5%

ITIBNME
Page 3



30%
20%
10%

Q

0%

Q12. Which of the following retiree
R LAELCIEY jdeas/concepts do you find most interesting?

KENTPO EOEAONTON MANATZEP EAAAAOZ

By Country

Which of the following retiree ideas/concepts do
you find most interesting?

Q.t ey-

S S
¥ ¥ & &
oa & & .;53} @é NG <

m Possibility of sub rental (if contact per year) for extra income
M Cultivating own organic food
W Taking cooking lessons

W Autonomous second room with WC for visisting friends or relatives

ITIBME
Page 4



2x€TIKO Brand Conversion Survey

Template Touv Survey Monkey

Oa dovpe oTnV ouvexela Twe To Survey Monkey xpnotpomolei tTnv
Aoylkn Tou Image & Attitude Survey dSnUlOVPYWVTOG EVA TIPOTUTIO
questionnaire template pe Baon to Conversion Funnel.

Ot petpnoslg mepAauPavouy, HETAEL OAAWY, TNV TIPOCEPATN AYOPd
OTNV KXTNYOPLa TIPOLOVTWV/UTINPECLWY, TNV afondntn Kat
BonBouvpuevn Nwpuia Mapkwv , Brand Familiarity, Opinion about
our brand, Next purchase consideration, Brand purchase intention
KATL.

To Template/epwrr]paro?\oyto TiepLAappavel 8 KAELoTEG Kait 2
QVOLKTEG EPWTNOELG,.

Mnyn: https://www.surveymonkey.com/mp/brand-conversion-survey-template/



dKIE[M|EA] Epwthoeig 1-2

KENTPO EOEAONTON MANATZEP EAAAAOZ

Brand Conversion Template

1. When was the last time you used this product category?

(:) In the last week O In the last 12 months
l::? In the last month O More than 12 months ago
(D In the last 2 months (D Newver

(:) In the last & months

2. When yvou think of this product type, what brands come to mind?

Mnyn: https://www.surveymonkey.com/mp/brand-conversion-survey-template/



Epwtnosig 3-4

3. Which of the following brands have you heard of? (Select all that
apply)

[ | Your Brand

[ ] Competitor 3

[ | Competitor 4

4. Which of the following brands have you used in the past? (Select
all that apply)

Competitor 4
Competitor 2

Competitor 3

[ ] Competitor 1

[ ] Competitor 2

| ] Competitor 1

[ ] Your Brand



dKIE[M|EA] EpwTtnoel 5-6

KENTPO EOEAONTON MANATZEP EAAAAOZ

5. How familiar are you with our brand?

() Extremely familiar () Not so familiar
() Very familiar () Not at all familiar

( ) Somewhat familiar

6. How would you describe your overall opinion of our brand?

() Extremely favorable () Not so faveorable

() Very favorable () Not at all favorable
() Somewhat favorable . () I have not heard of this brand



dKIE[M|EA] Epwtnoeig 7-8

KENTPO EOEAONTON MANATZEP EAAAAOZ

7. Which of the following brands would you consider for your next
purchase? Select all that apply.

[ ] ¥Your Brand [ ] Competitor 2
[ ] Competitor [ ] Competitor 4

[ ] Competitor 2

8. Which of the following brands would be your top choice for your
next purchase?

[ ] Your Brand [ ] Competitor 3
[ ] Competitor 1 [ ] Competitor 4

[ ] Competitor 2
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9. Why did you select that brand as your top choice?

10. How likely would you be to switch from your top choice brand to
another brand?

() Extremely likely () Not so likely
() Very likely () Not at all likely

() Somewhat likely
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MAsovektTNota Twv DIY Online Surveys

AUTO TO €100C TNG £PEVVAG TIAPEXEL ONUAVTIKA TIAEOVEKTI LT OTLG
Startups kot giva

O H duvatotnta xpnong visual stimuli 0twg sikova/nxo/video.

0 To xapnAO KOOTOG OE OXEON UE TIC CUMPATIKEG EPEVVEC.

O H toxvtnTa 0AOKANpWwoNG NG EPELVALC.

O H evkoAn DIY (Do It Yourself) Stadikaolia.

0 O tpomMo¢ Mapovciaong TwY ATIOTEAECUATWY

O H duvatotnta data export yua tepattepw avaivon (Pdf, Word, Excel).
O H otoxevon o ouykekpipevn meploxn.(Ldavikn ywa AB Testing).

K&t tou tnv kaBota 1davikn yia concept validation, MVP, mtpoBeon
QYOPOAG KATT.

Tawpiadel améAvuta e TNV Aoylkn Tou Lean Startup (Agile Methodology)
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Online Surveys, TOAAGTTAN XPNOLHOTNTX

Ta Online Surveys sumnpetouv kupiwg B2C, aAAa ko B2B Startups,
OTIOV N YVWON YL QVOUEVOREVN CUUTIEPLPOPA OUVNTIKWY TIEAATWVY,
UTIOPEL VO «OLEVKOAUVEL» OTNV ETILAOYH, ATTOSOXT KOL TOUG OPOLG
OLVEPYAOLAG HE TIIBVOUCG EVOLAUECOUG .

Etiong av ta otolxela TnG epguvag OelxVouv VWNAEC AVOLEVOEVEG
nwAnoelg, vPynAo Customer Lifetime Value (Awaxpovikn Agia tou
MeAatn) kot tpoPAstovpe xaunAo Customer Acquisition Cost (k6oTtog
QTIOKTNONG), TOTE €lval EVKOAOTEPO va Bpovpe early-stage seed
capital.



Awadikacia VAOTIOINONG/KOGTOG

Ag SoUpE TNV SLAOLKACIA «TIAPAYWYNG» MG TETOLOG EPELVOC
XPNOLLOTIOLWVTAG TNV TAATPOpMa TNG EAANVIkAG Startup Pollfish.

0 EMOKEMTOUAOTE TNV LOTOCEAISA.
O Aivoupe email kol kGvoupe eyypoan.

0 AnuovpyoUpE TO EpWTNHATOAGYLO HE Ao KOL T TTAPASEIYHATA
TLOV EIOOE.

O Aivoupe 1o EpWTNUATOAOYLO YL EAEYXO

0 Avag@époupe T (NTOUHEVA «PIATPO» OV UTIAPYXOUV.

O Av XPELXOTEL ETMKOWVWVOUHE HE TO TUHHX customer service.
0 EVNHEPWVOHAOTE YIX TNV £YKPLOTN KOXL TO KOGTOG.

U NMAnpwvoupe KAt ....£{HACTE ETOLHOL.

To BaoikO KOOTOG TNG £peVVaC eival 1$ avd epwWTWHEVO. AAAG LTTAPXOUV KAl
EQPOPHOYEC ME XOAUNAOTEPO KOOTOG 1 HeXPL XXX EPWTNUATOAOYLO SWPEAV.



Linkedin Polls,

VO AKOHN EPYAAEiIO EpELVAG

O1 dnpookotnoelg Linkedin Polls sivat cuvouoouog eUTAOKNG
duvnTikwy TEAaTwy (customer engagement) kot ‘Epguvag Marketing.

20G ETITPETIEL VO CUAAEEETE X PP OLUEC TIANPOPOPLEC OTTIO T connections
TIOU EXETE ONMLOVPYNOEL, OTIWG AYOPACTIKEG TLVNOELEG, EVOLOPEPOVTQ,
XOUTIL, XTTOYELG YIa TATELG, new product concepts, LETPNON LKAVOTIOINCNG
TLEAQTWV KOl TIOAAG GAAQL.

H amtAn diemtagn (interface) kot poper moAAamAwyv emiAoywyv (multiple
choice format) cog emiTpETEL TN YPNYOPN KOL EVKOAN ONULOVPYIQ,
Slavoun Kot avaAuaon Twv 6eSOUEVWV.
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Create LinkedIn Polls

Linkedln Help ~ How can we help?

You can create a poll from LinkedIn’s homepage. If you're an Admin of a Linkedln Page or a Linkedln Group you can
create a poll directly from the Page or group’s homepage.

To create a poll from your homepage:

1. Click [# Start a post.

2. Click Create a poll.
3. In the Create a poll window, type yvour question and fill in the options.

* There is a minimum of two options and a maximum of four options on a poll.

« Click +Add option to add another option.

4. Select the Poll duration from the dropdown.

= The default duration is one week,

5. Click Next.
6. Click the 7 Edit icon to edit the post.

* Select who you want to share the poll with.

7. %ou can add more to the post in the What do you want to talk about? field [(optional).
3. Click Post.
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20G EVXOPLOTOVE YL TNV TIPOCOXN oog!

www.kemel.gr

Ed https://www.facebook.com/kemel.gr

Email: info@kemel.gr
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