TING STRATE IES
IN THE DIGITAL WORLD
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OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

GLOBAL OVERVIEW

INDIVIDUALS INDIVIDUALS USING THE YEAR-ON-YEAR CHANGE IN PERCENTAGE OF THE PERCENTAGE OF THE
USING THE INTERNET AS A PERCENTAGE THE NUMBER OF INDIVIDUALS TOTAL FEMALE POPULATION TOTAL MALE POPULATION
INTERNET OF TOTAL POPULATION USING THE INTERNET THAT USES THE INTERNET THAT USES THE INTERNET

5.35 66.2% +1.8% 63.5% 68.8%

BILLION YOY: +0.9% (+60 BPS) +97 MILLION YOY: +4.9% (+304 BPS) YOY: +4.2% (+285 BPS)
AVERAGE DAILY TIME PERCENTAGE OF USERS PERCENTAGE OF USERS PERCENTAGE OF THE PERCENTAGE OF THE
SPENT USING THE INTERNET ACCESSING THE INTERNET ACCESSING THE INTERNET TOTAL URBAN POPULATION TOTALRURAL POPULATION

BY EACH INTERNET USER VIA MOBILE PHONES VIA LAPTOPS AND DESKTOPS THAT USES THE INTERNET THAT USES THE INTERNET

6H 40M 96.5% 61.8% 78.8% 48.9%

YOY: +0.8% (+3 MINS) YOY: +4.6% (+420 BPS) YOY: -5.8% (-380 BPS) YOY: +3.2% (+252 BPS) YOY: +7.2% (+340 BPS)

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT; GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. TIME SPENT AND MOBILE we
SHARE DATA FROM GWI (Q3 2023). SEE GWI.COM. NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE”. PERCENTAGE CHANGE FIGURES SHOW RELATIVE YEAR-ON-YEAR CHANGE. “BPS” are
FIGURES REPRESENIT BASIS POINTS, AND SHOW ABSOLUTE YEAR-ON-YEAR CHANGE. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO .
NOT PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA social

<OD Meltwater




OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

GLOBAL OVERVIEW

INDIVIDUALS INDIVIDUALS USING THE YEAR-ON-YEAR CHANGE IN PERCENTAGE OF THE PERCENTAGE OF THE
USING THE INTERNET AS A PERCENTAGE THE NUMBER OF INDIVIDUALS TOTAL FEMALE POPULATION TOTAL MALE POPULATION
INTERNET OF TOTAL POPULATION USING THE INTERNET THAT USES THE INTERNET THAT USES THE INTERNET

96% USE THEIR MOBILE PHONE THE FIRST TIME THEY WAKE UP (1)

AVERAGE B
SPENT USING TF

BY EACH INTER STHE INTERNET

6H 40M 96.5% 61.8% 78.8% 48.9%

YOY: +0.8% (+3 MINS) YOY: +4.6% (+420 BPS) YOY: -5.8% (-380 BPS) YOY: +3.2% (+252 BPS) YOY: +7.2% (+340 BPS)

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT; GOOGLE'S ADVERTISING RESCURCES; CNNIC; KANTAR & IAMAL; GOVERNMENT RESOURCES; UNITED NATIONS. TIME SPENT AND MOBILE

SHARE DATA FROM GWI (@3 2023). SEE GWI.COM. NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". PERCENTAGE CHANGE FIGURES SHOW RELATIVE YEAR-ON-YEAR CHANGE. "BPS” r

FIGURES REPRESENT BASIS POINTS, AND SHOW ABSOLUTE YEAR-ON-YEAR CHANGE. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO a e (0) MeltWClter
NOT PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA. Oc I




OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES ~ SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

5.17 +1.9% +5.8% 2H 20M 6.7

BILLION +95 MILLION +282 MILLION
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL

TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

63.7% 86.1% 94.9% 46.6% 53.4%

SOURCES: KEPIOS ANALYSIS; COMPAMNY ADVERTISING RESOURCES; CMNNIC; BETA RESEARCH CENTER; OCDH; UN,; GWI (@1 2024). NOTE: AVERAGE NUMBER OF PLATFORMS INCLUDES DATA FOR YOUTUBE

we
ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS. COMPARISCMNS WITH POPULATION AND INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND FAKE
(252) are. . <O>Meltwater

ACCOUNTS, USER AGE MISSTATEMENTS, DIFFERENT REPORTING PERIODS, AND DIFFERENCES BETWEEN CENSUS COUNTS AND RESIDENT POPULATIONS. COMPARABILITY: SOURCE AND METHODOLOGY .
CHANGES; BASE REVISIONS. SEE NOTES ON DATA social



SOCIAL MEDIA USE vs. TOTAL POPULATION

SQCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF THE TOTAL POPULATION (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

NORTHERM
EUROPE

EASTERMN
80.2% EURr

Py 2 o
70.8% o - M o

SOUTHERM
EUROFE

CARIBBEAN NDRATHERN ]5()]/ 0 74‘9% ,E\AF;ERN
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GLOBAL OVERVIEW

ASIA
WESTERM 6] _ 6 % i%:;gTH-EASTERN

AVERAGE AMERICA
: 59.9%
62.6% 42.5% 5

SOUTHERM
AFRICA

SOURCES: KEPIOS AMALYSIS; COMPAMNY ADVERTISING RESOURCES AMD AMMOLUMCEMENTS: CHRMIC; BETA RESEARCH CEMNTER: OCDH. ADVISORY: ¢ AL MEDIA LUSER IDENTITIES MAY NOT REPRESEM WE
UMIQUE IMDIVIDUALS. NOTES: DOES WOT INCLUDE DATA FOR SYRIA. REGIOMS BASED OM THE UMITED MATIOMS GEOSCHEME. COMPARABILITY: & CE AMD METHODOLOGY CHAMGES: BASE REVISIOMS are.

GURES FOR LOCAL AMD REGIOMAL SOCIAL MEDLA USE RELY OM DIFFERENT DATASETS TO GLOBAL FIGURES I II”TEuO\J JATA S’DCKII

<O> Meltwater



sioa SOCAIL MEIDA TRENDS GLOBALLY G

THE POTENTIAL AUDIENCE THAT MARKETER CAN REACH WITH ADS

J

249 219 1.65 1.56 1.03 677.7
BILLION BILLION BILLION BILLION BILLION MILLION I\

N ADSREACHVS. 43 ADSREACHVS. 43y ADSREACHVS. g3 ADSREACHVS. g3y ADSREACHVS. 43 ADSREACHVS. 4 AL
7 INTERNET USERS % INTERNET USERS < INTERNET USERS < INTERNET USERS % INTERNET USERS <% INTERNET USERS = INT

/"'\

46.6% 41.0% 30.9% 29.2% 19.2% 12.7%
ADS REACH VS. ADS REACHVS. ADS REACHVS. ADS REACH VS. ADS REACH VS. ADS REACHVS. Al
@ POPULATION @ POPULATION @ POPULATION ‘ POPULATION ‘ POPULATION @ POPULATION F
30.8% 21.1% 20.4% 19.3% 12.7% 8.4%

& 54.4% & 56.8% & 50.6% & 52.0% & 56.4% & 49.2% ®

Q 45.6% Q 13.2% Q 49.4% Q 48.0% Q 43.6% 49.8% T
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DELTA EVROS EXPLORER

Delta Evros Explorer deltaevrosexplorer

OQOA AANEZEANAPOYNOAHZ

Yacht Surf Club OQ0GA yachtsurfclub

WET SPOT WATERSP ORTS

Wet Spot watersports | wet_spot watersports

GO EXTREME ADVENTURE CLUB

HIGHER THAN EVEREST

highereverest

APOMEAS OP AKHI

dromeasthrace

QOPEAZ AIAXEIPIZHE - EONIKO

NAPKO AAZOYZ AAAIAZ

EBviko Nap ko Aacoug
Aabiag - Dadia Forest
National Park

dromeas56

i B
NEPO RIVERLAND Riverland riverlandkayakclub H & NEPO
wene AVDIROS SAILNG avdiros sailing avdiros_sailing NEPO
XPLORE TRAILS Xploretrails xploretrails MH
MIKU[ OPEIBATIKOZ
NEPGYAAOTOE ZANGHE 1980 NPOIOMIKO NP ODIA H
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AEIXH 4X4 CANGHI AEIXH 4X4 = ANOHI H
AEIBAAITHE - OPEIBATIKH AEEXH Hiking Adventures: rH
ZANOHI Nestos Rodopi Thrace

TIK-TOK

SUB SAOS

SubSaos-Samothraki

b
Diving Center subsaos

NEPO

BLUE WAVES WATERSPORTS

blue waves

GORGONA DIVERS

Gorgona Divers

AXION ESTI

Thassos Cruises Axion
Esti

AEOLUS YACHTING

Aeolus Yachting aeolus_yachting

VASILIADIS DIVING CLUB

Vasiliadis Diving Club:
Profession al Scuba

Diving Edu cation

THASSOS SAILING

Thassos Sailing thassossailin

PRIVATE CRUISES

FORESTIS - OUTDOOR ACTIVITIES

XIONOAPOMIKO KENTPO
DAMAKPO

EAAHNIKOZ OPEIBATIKOE

Forestis Paranesti

EOIApapag-Eos

forestisparanesti forestisparane

fl

Thassos Private
Cruises
Zeus Boat Trips
Popeye Diving Center

privatecruises

Tch Yachting Thassos

Aegean Sea Cruises |  aegeanseacruises Aegean Sea Cruises

My Boat Thassos myboatthassos my boatihassos

SunSea Sailing amfitriti_thassos

Water Sports Dolphins

IYAAOIDI [EOX) APAMAX Dramas EBoatRenmis | "ortrPortxdolphins
INNIKOZ IYAAOMOZAOZATOY - 01 Irtueég Z0AAo yog KO T IYANOTOE Dive Pirates “Thassos
@dIAINNoI Aogdrou O Qidmmot DRG 2RI G Diving Cantar” e a—
NO ZEIANNIO WATER PARK Mwiveg Noozid wwio North Sailin north_sailin; North Sailiny
Xcite waterspo rts
Wonderwall - Climbing anarviisi deama wo DNA watersports
WONDERWALL CLIMBING GYM Gym Avap pixnon ot — = ©aaiwog Opelparos
Apdya ndervall FuAAoyog OAL0.E
Albatross Water
AEPOAEIXH AIOAOIAPAMAL Sports / Rent albatrosswatersports
FLY DRAMA Motorboats

IYAAOTOZ APOMEQN YFEIAZ
APAMAI (L.4.Y.8)

NEZONOPIKOE OPEIBATIKOX
IYAAOTOZ K. NEYPOKONIOY
(N.0.L.K. NEYP.)

EAAHNIKOZ OPEIBATIKOZ
IYANOTOZ(EOZ) NPOZOTIANHE

FB GROUP

IAY Apapa

Runners

Golden Beach
Watersports, Thassos
island, Greece
Diver To Diver

thassoshorseclub

kentavros__

Thassos Horse Club

thassos waterpark

INSTAGRAM
skippersocialclub NEPO
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O¥1S NEPO
NEPO
KBgo
= _ rH
I9ED NEPO
NEPO
NEPO
NEPO
NEPO
NEPO TIK-TOK
NEPO
nero Aquaholics Divi holics_divi
ING CENTER quaholics Diving aquaholics_diving_ce
Center ntre
SAIING AVALA SailingKavala
ET AT GetBoat.gr getboat.gr
CHTING Kavala Yachting kavala_yachting
N SEA CRUISES Aegean Sea Cruises aegeanseacruises
Y CRUISES
LOCO WAVE
WAVE' \TERSPORTS
NEPO Watersports
HTING
NEPO B "
YEIBATIKOZ e ""“;“m i
‘ peBatikog ZUAAoyog
™ R Kafalag 1933
12}

m_/‘/\oroz KABANAE
OTPON




eCommerce:

The Game-changer
for Your Business

INn 2024
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Tha TECHNICAL PROBLEMS



Cwweshitexist

Google

404. That's an error.

The requested URL /doesntexist was not found on this
server. That's all we know.



cxamples
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Men's Running
Clothing
Jackets

vests

ahirs

Shorts

Famis & Tights

AT EES0MES

Health & Safety
Support Braces
HafleCtive Capar
LANmprassion
MASLAHES

Runining Lights

Run Deals

Camp & Hike  Chimb

Men's Running Shoes

Lross- Traiming
Raoad-Runiming
Trai Rur'r'un;_]

Rurining Socks

Electronics

ACtvily Trackers
Heart Rate Monitors
GPS Sports YWatlches
Rurining VWatches

Haadphones

Smow  Trawel

Run

Women's Running
Clothing

JAcwuals

Vesls

=hirs

SpOrS Bras

Shorns

Pants & Tights

Accassories

Accessories
Energy Food
alrollars

Hunning Packs
Exercise Equipment
Sport Sunglasses

Water Botties

Men  Women

Women's Running
shoes

C.rogs- Training
Road- Running

Tl - Fnming

Running Socks

Triathlon

Mear's Tri Clothirg
Wormen's Tri Clothing
Race Beilts

Tri Cycling Gear

Kid= Mare REI OUTLET »

Explore REIT's products
& outdoor tips -»

Expert Advice

Checkists & how-10s

Classes
Eapan-ad NSiruction

Men's Clothing Deals
Men's Shoa Deals

Women's Clothing Deals



.00 FREE DELIVERY FOR ALL ORDERS NOW =] SIGN UP & GET 15% OFF 51 QUICK EA

help returns

R\N
at:&las MEN WOMEN KIDS SPORTS BRANDS COLLECTIONS OUTLET

FOOTBALL RUNNING OUTDOOR GYM & TRAINING

i FI &
| e
7 =
",
b X
I
5 ')
B v
&
Tt -

Boots Shoes Shoes
[raining Wear Clothing Clothing
Jerseys Accessaories Accessories
All Accessories ferrex

Everyday
Meleorite Pack Racing
Predator Ultraboost
X 4DFWD

Copa
TIRO



S H E I N halloween ﬂ g 1:.0 Qo ﬂ @

Karnyopieg ~  Néa  Quickship  Exmiwoelg  luvaikeia pooxa — MeydAa peyédn  Avdpikd pouxa  Zmin & kouliva  Eowpouxa & pouxa Umvou  Maidikd  Kooprjpara & ageooudp  Opop@id & uyeia  Mamoltoia  Ygdoy >
B o . i AFOPA ME ENEPIA PO YXA ATOPA ANA APAZTHPIOTHTA
Meycha peyéon \

2 oY " >

no i< 3 :
Avdpikd poluxa 5 4

MpoBoAr GAwv Neo TakaAutepad KAUTTIVYK & Fitness y Mayid ModnAaoic Wapepa PBIVOTIWPO Kl TMoyka

Zmin & kougiva TWV KAAUTEPWY Tredomopia culturismo XEIPWVag

Ecwpouxa & polxa UTvou

S q @Y:;
Maudiké gi

Mépkeg Tuavaikeia Curve active
activewear evdupaTa Opadikd Alakooprioeig Xelpepivé MT10g T1éAn & Menyvidict
aBAfpaTa ewrepikoU oTop Xopog egwrepiKoU
Xwpou YURVCOTIKE Xwpou

Koouruata & agecoudp

Opop@i& & vyeia

EKNTQZH 30%

Hamoizon " AvdpIKG luvaikeia AvVpIKG pouxa MAMNOYTZIA & AZEZOYAP
evepyd polxa pouxa egwrepikoU
Yoaouara yic To oTii > £GWTEPIKOU... XWwpou

< S W

2mop kau UTTaiBpo

" ABANTIKG Tuvaikeica AvBpIKa EmrayyeApariké ABANTIKG Corsés ABANTIKG
Eidn autokivritou g TICToUTOIN aBAnTIKG aBANTIKG aBAnTIKG ageooudp deportivos y UTTOUKGAI
TIATTOUTaId. . TICATTOUTOId. . TIATTOUToIN sequridad...



3. E-COMMERCE SITE




As load time goes up, ecommerce
conversions go down:

1 second 3.05%

2 seconds 1.68%

JUBMO4 :92IN0S

3 seconds 1.12%

4 seconds 0.67%

0% 1% 2% 3%

Cueue-it

40% OF USERS LEAVE A WEBSITE IF IT DOESN'T
LOAD IN THE FIRST 3 SECONDS
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5. EYE-CATCHING, HIGHLY CONVERTING

WEBSITE DESIGN

HAS ALWAYS PLAYED AN ESSENTIAL ROLE
IN SUCCESSFUL ONLINE SALES.




SOFLOW E-SCOOTER E-BIKE JUST FOR FUN ERSATZTEILE ZUBEHOR SUPPORT

SO ONE PRO SO ONE+

Power meets design




A Search \/ *HUCkberry

\/ NEV&M BESTSELLERS STYLE GUIDE CLOTHING FOOTWEAR GEAR HOME WATCHES FATHER'S DAY GIFT GUIDE BRANDS SALE / JOURNAL
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VERVE Q & Y

COFFEE LOCATIONS

SUBSCRIPTIONS

OUR TOP HITS

These best sellers are guaranteed to get you
through the day.

SHOP BEST SELLERS

VERVE

COFFEE ROASTERS

BLUEBERRY pig

cocoa
CANDIED PECAN

. MEDIUM ROAST BLEnD
0 140

MEWE ADDIVAL

AMEW ADDIVAL MEOW ADDIVAL




SONE Mow FET BEINNATTER DBUKY

SORE SOIME JAIG WHCAIROR MITTINN MAORS SHMNS CONTASTC N....

@'j e &=
|
HOME ABOUT US PRODUSS SPECIAL OFER CONTACT US
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lapakeg: 3nueEpN ekdpopn otn MeplouyKa Kal TNV EpNHO Zaxapa

4,9/5 2895 aflohoynoeLg Q) Npdobsos otn Aota smBuptwy

OTE TNV EUTIELPIA TNE HAPOKLVAG EPHOU Zayxapa o€ Eva TPLANEPO TA&SL amod to Mapakeg otn
rzouga. E&epeuvnote tn vopadikr {wr), etiiokedBeite epPAnuatikeg kasbahs, kaBaArnote kapnAeg oto
ofaciAepa Kat TRV avatoAn] Tou HALOU Kal KATAOKNVWOTE 0T HAYEUTIKA £pnoO. ATIS 424-38-ELR

"EAeyX0G
’ . ’ 106,82 EUR SlaBeoLpotnrag
(ETLKA ME aUTn Th SpClOtl']plO'[r]TCl ava atopo

EEowkovopnote £wg katL 12%




(g

ZXETLKA ME auTh Tn dpactnplotnta
—/

Awpeav akOpwaon
Kave akupwon pexpl kal 24 wpeg Tipv yLa Tthnpn emotpodn ¥pruatwy

@ Kave kpatnon twpa, TARpwoe apyotepa
Meyahutepn evehiEia ota tafblwtika oou Aava: kAelge tn BEan gou KalL TANpwWaoE apyotepa.

LD Audpkela 3 nuEPEg
‘EAeyEe Tn SaBeopotnTa, yia va deLg Tig wpeg evapinc.

B Me Eevayo
|

ApaBika, Nahika, AyyAka, Iomavika

@ MNeplthappavetal tapalapn
O obényoc¢ oag Ba oag mapaldBeL amo to £evodoyELO 0ag ) amno TO TMANCLECTEPO TIPOORACLUO anpELo, TIou guvhBwg

BplokeTal otnv wtoplkn Mediva tou Mapakeg.

A AwrtiBetal ISLWTLKO YKpoUuTt

B Evilka.. w B EmAire.. w @ ApaBka w

ETtIAEEE CUNMETEYOVTEG, NHUEPOUNVIA KaL YAWooa
"EAeyxog SLabeoipotntag ( )




EutteLpleg

AELoBéata * BOAta pe KapAAEG KAl va eKTIANKTLKO nAloBaciAspa otnv épnpo Zayapa

» BuBloteite otnv Mhouola Lotopia tng Kasbah Ait Ben Haddou

» E&epeuviote Ta Bouvd tou ATAavta Kal YIVETE HAPTUPEC TNC EKTTANKTIKAC
opopdLag Toug

* [lepAoTe pLa vUYTA KATW aro Ta actépLa o€ Eva tapadoolako otpatonedo
Twv BepPBepivwv otnv Epnuo

* QQUUAOTE TNV EVIUTIWOLAKA avatoAn Tou nAlov tavw aro Toug ameEPavTouC
appoiodouc tou Erg Chebbi

MARpNc epypadn ZEKLVNOTE pLa agEyaotn TPLAUEPN EKSPOUN OTNV EPNHO atto To Mapakeg otn
Merzouga. @aupudoTe TNV avatoAr) kat to nAlopaciiepa tng eprjpou,
avakaAute tnv euPAnpatikr) Kasbhah Ait Ben Haddou, e€gpeuviote ta Ynia
Bouvad tou AtAavta kat TIoAAG dAAa. ETiAEETE avdpeoa o pLa LELWTLKN 1] KOLv...

Aec TiepLogoTEpQ




O Mephappavel

CL LKL

X X X { L L L L«

MapaAaPn kat aroBifaon arnod to Eevodoyxeio ) to Plavt

Metapopd pe KALLATIOHO

0&nyog-ouvodo¢

1 SLlavuKTEpeLon o€ KALLATI{OHEVO SWHATLO/CoU(TA HE LELWTLKO HTTAVLO
1 SLAVUKTEPEVON OTOV KATAUALOUO TG apeokelag oag atnv épnuo Erg
Chebbi (avéhoya pe tnv eTitAeypEVn €TTILAOYR)

MNpwiva

Agirva

BOAteC pe KaPAEC

Sandboarding

Yrinpeola anmooKevwy

BepPeplkd TUUMAVA KAl HOUCLKI) EUTIELpia

Torukog &evayog otnv Kasbah Ait Ben Haddou (StatiBetal pe 2 € ava dtopo)
levpa Kat Tota

dodwprpata




@

LNUAVTLKEG Tuva pépeLg
TAnpodopieg ® Aveta marroutola
e [uaAld nAiou
e Karté\o
e OOQTONPA®IKH MHXANH...

Agc TiEpLOOOTERA

Tu pémeL va yvwpilelg

e OLamookevEg oag eival euttpoodekteg kat Ba puldooovtal pe acpdiela oto
Bav katd tn SLApKELa TOU KAUTILVYK OTNV €PNHO.

* Etolpdote €va pikpo oakidlo ) oakisio yia tn BoAta pe kapnAa kat tn
SLaVUKTEPELON OTOV KATAUALOMO. ...

Agc miepLoooTERa




7. TRANSLATED E-COMMERCE WEBSITE



=< English v

Decorations
Furniture

Lighting

Style Is What You Make It

SHOP NOW



=< English v

Decorations
Furniture

Lighting

Style Is What You Make It

SHOP NOW



lab centers.

iship of our fleet, the Va' yrie is a fully reusalle
vy launch vehicle, capable Jf vertical takeoff and
landing on the Moon. Dozer s/of talent ed pilots, engineer.”,
and other key positions - .part of our r.ew XPlorer
Recruitment Proar» _,

FOLLOW US

SUBSCRIBE i galachd inrdrmaoon nne actiwnable hsights in

2020. Plan and execute your best adventure with us.




‘community:
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lab centers.

The flagship of our fleet, the Valkyrie is a fully reusable
heavy launch vehicle, capable of vertical takeoff and
landing on the Moon. Dozens of talented pilots, engineers,
and other key positions as part of our new XPlorer
Recruitment Program.

FOLLOW US

SUBSCRIBE Turn galactic information into actionable insights in
2020. Plan and execute your best adventure with us.
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9. NON-COMPLICATED CHECKOUT




Product Page

Shopping
Cart Page

Review Items

Billing &
Shipping Info

Order
Confirmation

Payment Info

the good B




A

-/

BE A VISIONARY.

@ vital Seamiess 2.0 Leggings -
Charcoal Marl $50.00

q INFORMATICRN SHIFPING PAYRAEMT COMPLETE N Size: 3
Gift card or discount code APPLY
Express chechout
Subtotal 450.00
Shipping Caloulated at next step
o]
ontact information Already have an aceount? Log in
c ady °d Total UsD $5{],[]D

Ermnail 2]




10. VARIETY OF PAYMENT METHODS



PAYMENT METHODS

Credit Cards & Debit Cards

CONS

Bank Transfer

Direct Deposit

Cash on Delivery (COD)

App Payments

Electronic Checks

Cryptocurrency

® Widely used @ Risk of fraud
® Trusted by consumers @ High transaction fees
@ Extrafeatures like discounts and reward systems @ Payment ermors
& Useful for both online and in-store transactions
@ Saler bacause every transaction needs to be authenticated @ Slow; payments take longer to process
® High payment success rate @® Mot common among Consumers
® Lower risk of fraud @ Notcommon among online shoppers
@ Fast, since no intermediary is neaded
® Lower return rates @ Lagtime between the order and payment
® Low risk of fraud @ Mot suitable for non-tangible products
@ Popularty varies across countries
® Conmvenient and fast ® Risk of fraud
® Payments are usually transferred immediately @ Additional feas for using credit cards as opposed o debit cards
=
@ Easytouse @ Only 40 days to dispute a transaction or make a chargeback
® Issuing charges are lower than those for paper checks @ Mot common amaong online shoppers
® Multiple levels of authentication /
® Lower transaction fees @ Extremely volatile
® Allow anormymity llr Sustainability issues

Mo buyer protection

Q\UWF as to how gﬂ'-remrﬂﬂﬁt'% will regard them in th f future




11. SAFETY FIRST



‘ \_N/ : API : N
‘ e;twork security : Securing APls

o/
Compliance to industry standards

Database security

Web application security Authorization

Client-side logic & Authentication

DevOps best practices Monitoring and alerting

Payment system integration Testing C

Choice of third-party tools

¥\
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Return Policy
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13. REVIEWS: THE WOM IN DIGITAL WORLD
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Beko DINISRIO Fully Integrated Standard 1 beko
Dishwasher - Silver Control Panel £199 n

4.8/5 Add to basket >

Customer Reviews
48/5

4.8 /5 Build Quality 4.9 /5 Capacity 49 /5 Ease of Use
' ' |

|000/ 49 /5 Effectiveness 4.6 /5 Features 4.4/5 Quietness
(1] I |

would recommend to a friend

Showing 6 of 32 reviews | See all »

a8

e DGO

‘WebDAM meets our needs “Our visuol teom creotes o lo! "Eose-of-use and flexibilty is
perfectly. For file sharing. we of grophics. With WebDAM, regson to buy WebDAM
hove found that orgonizotion we now have a central you need a DAM, get this

ond security are simple to repository for managing, one.” -Col State LA

manoge.” -New Bolonce accessing, and controlling

our assets.” -Symontec ¥ oFox N w
L B0 & & 1
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...AN ADDITIONAL COMPETITIVE ADVANTAGE
(FREE OF CHARGE)



Ad

Google Maps
Marketing
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@ Al Seyahi St - Dubai Marina - Dubai - Hvwpéva
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THANK YOU
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