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[TepiAnym

Ta povtélo ynoeoxng optuodttog eivorl upéms amodeKTd Epyaieio. EKTIUNONG TOV
emumédov Pnoeokov MeTacyMUATIGHOD TOV ETEPNCEOV. YTAPYOLV, OUMC, KPITIKESG
oXeTIKA pe autd. H mpdtn onuavtiky kpitikn glvat 0Tt yuo T xpnomn evog HoviELov
YNOKN OPLOTNTAG OTOLTEITOL £VOL ETITEDO TEXVOYVOGTOG KABMG Ko YVMDOELS CYETIKA
pe tov Pnorokd Metaoynuotiopd. T Tig pikpopesaieg entyelpnoelg avtd dev givol
KTl OV olyovpa umopel vo katéyovv. H devtepn onuovtikn kpitikn ivot 0Tl evod ta
LOVTEAL YNOLOKT] OPIUOTNTOG KOTAPEPVOLV ATOTEAECUATIKE VO EVTOTICOVV T, SLUVOTA
Kol To, 0OV SNUETD LG ETLYEIPTOMNG, OEV TOPEXOVY TTPOTACELS Y10, BEATIMOT Kol TO
A pumopel po entyeipnomn va PEATIOCEL TO eMimedd TNG.

H mapovoa SimAopatikn epyacio acyoAeiton Pe TO. LOVTEAL YNOLOKNG OPLULOTNTAG Yol
piKpopecaieg emyyelpnoels. Apyxwd yivetar oviivon tov 6pov Tov  Pneloxov
MetooynUaticpod Kot TOV HOVIEA®V MPYOTNTOG KOl OTN] GLVEXEWD OVOADOVTOL
VIAPYOVTA HOVIEAQ YNOLOKNG @pudttag mov eivor eievBepa dwbéoipo oto
Awdiktvo.

O 0106)0¢ ™ MMAOUATIKNAG epYaciag eivatl  avamTuén EvOg VEOL HLOVTEAOL YNPLOKNG
oppdémrag mov Bo TpoomadnoEl Vo OVILETOTIGEL TIC dVO UEYOAES KPITIKEG TTOL
avTipetoniCovy ta povtéAo avtd. AnAaodr, m ovamtuEn yivetor UE OTOYO VA
ONUIOVPYNGEL PLIAMKES TTPOG TOV YPNOTN EPMOTNGELS e OGO TO dLVATO To EEKABPES KA
emeEnynuotikég amovimoelc. Emiong, yivetor mpoomdbelo oyedacuod mpotdoemv
BeAtiwong ot omoieg GLVOOEVOVVY TIG EPOTNCELS [LE GKOTO VoL TOPEYETOL pLia 1€ Y1 TO
TAG (oL emtyeipnon propel va PEATIOCEL TO EMIMEDO TNG YNPLOKNG TNG OPLULOTNTOG,

A%’:ES[C - KAewS1&: Wnouads Metaoynuatiouds, Pneiari Qpuidtnta, Movréra Qpudtnrac,
Mixpoueoaiss Emiyeipnioeis, Epyaleio aétoddynong

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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Abstract

Development of an Analysis System of the Level of Digital Transformation
of Small and Medium Enterprises

Digital maturity models are widely accepted tools for assessing the level of Digital
Transformation of businesses. However, there is some criticism surrounding them. The
first major criticism is that in order to use a digital maturity model, a level of know-
how and knowledge regarding Digital Transformation are required. For small and
medium sized enterprises, this is not something they possess for certain. The second
major criticism is that while digital maturity models effectively manage to identify the
strengths and weaknesses of a business, they do not provide suggestions for
improvement and how a business can improve its level.

This thesis deals with digital maturity models for small and medium enterprises. First,
the terms of Digital Transformation and Maturity Models are analyzed and then
existing, digital maturity models that are freely available on the Internet are analyzed.

The aim of the thesis is to develop a new digital maturity model that will try to address
the two major criticisms faced by these models. To achieve this, the development is
done with the goal of creating user-friendly questions with as clear and explanatory
answers as possible. Also, an attempt is made to design improvement suggestions that
accompany the questions in order to provide an idea on how a business can improve its
level of digital maturity.

Keywords: Digital Transformation, Digital Maturity, Maturity Model, SMEs, Assessment Tool
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1. Ewaywyn
1.1 To mAaiolo g AtmAwpatikig Epyaoiog

O Ynowokdc Metaoynpuotioltodg £xetl YIVEL EMTAKTIKY AVAYKN Y10 TOVS TEPICCOTEPOVS
OPYOVIGHOVG G £vay KOGLO TTOV dlokaTEYETOL oo cuveyeic aAlayéc. Eivan dpmg évag
TOAOTTTUY0G OPOG TOL TOAAES POPEG dE YPNOLOTOIEITOL COOTA Kol avTd dnpovpyel
ovyyvon. Mia «kabBiepouévn pébodog extipmong Tov  emmédov  Pneiaxkov
Metoaoynuatiopov evog opyavIGHOL ivat e TN YPON HOVIEA®V @PUOTNTAG Ko, TTLO
OVYKEKPIUEVA, HOVIEA®V YNOLoKNG opomroc. Ta poviéda avtd Bonbovdv tovug
OpPYAVIGHOVG Oyl HOVO VO EKTIUGOLY TNV YNEOK) OPUOTNTE TOVS OAAL Vo
oLYKPBOVV Ko Le GAAOVE 0pYavicpovg 1 Ko pe pio frounyavia 6to cHVOAO TG.

AOY® g evpelag amodoyng TV HOVIEA®V @pudtrag, £xovy dnpovpyndel moArd
HOVTEADL TOL EKTWOLV TNV Ynowokn opotrta opyovicpov. Oupwmg, moapd
YPNOWOTNTA TOVG, LEApPYEL KPITiKY evavtiov tovc. H ypnon poviéhov ynmelokng
OPUOTNTOG amorTel KAmTolo eminedo TeYVOyvmaiog Kabmg Kol YVOONG GYETIKA LE TOV
YNOKO LETAGYNUATIGUO, TPAYLLATO TTOV UTOPEL VAL UMV VILAPYOLV GE pia pikpopesaio
enyeipnon. Emumdéov, éva axoun TpofAna Tov Topatnpeitan Le To LOVTEAL YN OLOKNG
oppdmMTag Etvat 6Tl EVO PTOPOLV Vo LTTOJEIEOVV TOVS TOLELG GTOVS 0ToloVG pITopEl va
votepel pia emyeipnon kot Tov TPEMEL Vo dMGEL W10iTEPT ONUAGIN, OEV TPOGPEPOLV,
OLmG, Tpotdoelg yio Pedtimon.

H Ymopén evdg poviéhov ymoewokng oppudmrag 1o omoio Ba Mtav gvxolo va
ypnoporomBel and pikpopecaieg emyepnoelg Oa Mrov onuavtiky. Emmiéov, éva
LLOVTEAO YMOLOKNG OPUOTNTOG TOV o TPOSPEPE Kot TPOTAGELS Yo Bedtimon Ba eiye
aKoun peyorvtepn aia.

1.2 ¥xomog ¢ Atmlwpatikns Epyactog

O oxomdg g Aumthopatikig Epyaciog sivor va vioromBel éva poviého wpipudtnrog
Ynowkov Metaoynuatiopov. To  ocvykekpluévo HoviéAo  €xel TN HOpPON
gpoTnrOTOAOYioL Kol amevBiveTon o pukpopecaieg emyepnoelg omv EAAGSa. Ot
epmmoelg Ba Tpémetl va elval 060 TO SVVATO OTTAEC MGTE VO YIVOVTOL KATOVONTESG OO
TOV EMLYEPNUATIO TOV GUUTANPAOVEL TO EPOTNUATOAOYLO.

Emumiéov, 1o povtého cvvodgvetan and mpotdoelg yo Pedtioon. Kabe epdnon Oa
ovvodeveTon Ko amd pia Tpdtaom yuo fetimon, n onoia Bacileton oty omdvinon mov
£0MGE O EMYEPNULOTIOGC.

1.3 Avtikeipevo ¢ AtmAwuatikng Epyaoiog

H enitevén tov okomod g Aumhopatikng Epyaciog, o omoiog eivon n dnpovpyia evog
LOVTEAO @pdTNTaS Pnetakod MeTooynUaTioHOD Y10 LKPOUEGAIES ETLYEPNCELS OTNV
EMGda Ba yivel péow tov mapakdtom Tpiodv fnudtov:
1. Avdivon VAAPYOVTOV ROVTEA®V OPROTNTOS Pnorexov
Metraoynpaticpov: [Ma ) onpiovpyic Tov HOVTEAOV TPEMEL TPMOTA VO YiVEL

Xpnotog Kapéing [Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio 8
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aviAvon vapyovIoV poviéAmv Pnelakod Metaoynuoticpo. Ta poviéha mov
0o avaAvBovv mpémel va TANPoLV Kdmoleg mpovmobicelg dnwe to OTL Bo TpEmel
va eivaw Owbéoa oto  dwdiktvo e popen mov Bo  umopodv  va
ypnoworomBodv dueco kor emiong to 0Tl Ba mpémer va eivor ehevBepa
dwbéotpa.

2. Anpovpyia povrérov: To povtédo Ba €xet ™ popen epmtnuatoroyiov. Ot
epomoelg Ba eivor dwympiopéveg oe Katnyopiec, pe Pdon 10 o€ MOl
Aertovpyio TG emyeipnong avagépovrol. EmmAéov, ot epotioelg Ba Egovv
Bapn mov Ba opilovv 10 TOGO GNUAVTIKES Elval.

3. Anuwovpyia wpotdosov Yo Beitioon: Kabe epdon Bo cuvodevetarl amd
pia Tpotaon ya Bedtioon. H tpdtacn avt Ba Paciletor otnv amdvinon mov
dtvel o emyepnuatiog oty kdbe epdINON.

1.4 Aopn)

H dumhopoatkn epyacia etvar dopnpévn og e€ng: Xto Kepdrato 2 yiveton pio avaivon
6ToVG Opovg Tov Ynoerokov Metaoynuatiopod kot Tov Moviéhov Qpudtroc. X
GULVEYELD TOPOLGLALOVTAL KOl AVOADOVTOL HOVTEAD YNOLOKNG OPYLOTNTOS TO. Omoin
Bpétnkav votepa amd avalTtnor, HE GLYKEKPIUEVOLS TEPLOPLGHOVS, 6TO ALodiKTVO.
210 Kepdhiato 3 mapovsialeton  pebodoroyio mov axorovdndnke. Xto Kepdiaio 4
TOPOVGIALETAL TO LOVTEAD YNOLOKNG MPLATNTOS TOV LAOTOMONKE, 01 KATNYOpieg OTIg
omoieg ywpilovtal ot epMTNOELS TOL, KOONDC Kol Ol TPOTAcELS Yo Pertiwon mov
ovvodgvouy kdbe epmtnorn. To Kepdrawo 5 mepihapfavel culnnon oxeTikd pe to
povtélo mov mapovciiotnke 6to Kepdiato 4 kot 610 Kepdrato 6 mapovsialovtar ta
ocvunepdopato Kadag Kot tpoontikég Pedtioons. Télog, oto Kepdiowo 7 Bpiokovran
Ol OVOPOPES TTOV YPNGLOTOONKAY Y10 QLT T SITA®UOTIKY EPYACIAL.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio 9
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2. Avaivon Tpéxovtog EmméSov

Y10 Kepdhowo avtd, apywkd mapovotdloviar Kamoleg Poacikég €vvoleg Kot, O
OLYKEKPIUEV, ovaAvovTor ot Opot Ynelakdg Metaoynuoatiopds kot Moviéda
QpuoTNTaG. TN CLVEXEW TOPOVCIALoVTaL Kol OVOADOVTOL HOVTEAD YNOLOKNG
opudémMrTog To omoio PBpédnkav votepa amd avalfTnorn, HE GCLYKEKPIUEVOVS
TEPLOPIOUOVE, 6TO AladiKTVO.

2.1 Baowkég ‘Evvoleg kat Oplopot
Ynewekoc Metaoynpatiepdg (Digital Transformation)

O Ynowkdg Metaoynuotiopods €xet Yivel EMTOKTIKY avAYKT Y10 TOVG TEPIGGOTEPOVS
OPYOVIGHOVG GE VOV KOGUO 7oL SloKaTEXETol omd cuveyels oAAayéc. Xe vynAd
eninedo, o ¥Ynoakog Metaoynuatiopnds mepAapfavel Tic €vioveg OAAAYEG TTOL
Aappévovv yopa otnv kowvovio Kot TS Propunyovies pEGm g ¥PNoNS WNeaK®Ov
teyvohoyidv (Agarwal et al., 2010; Majchrzak et al., 2016). X& opyavmtiko eninedo,
&xel vootnpryBel OTL o1 eMEPNOELS TPEMEL VO BPOLV TPOTOVS VO KAVOTOLOVV UE
OVTEG TIG TEYVOAOYIEC ETVODVTAG «OTPATNYIKEG TOL OYKAALALOVV TIG EMMTMGELS TOV
YNOLIKOD LETAGYNUATIGHLOD KOt 00N yoOV o€ KaAOTepT Agttovpyikn amddoor (Hess et
al., 2016:123).

Ouwmg, o 6pog Ynookdc Metaoynuaticpdg Exet ypnoonombel t66o gupeéms, Kot
TOALEG opég AavBacpéva, oe onpeio mov tpokadel mpoPfAnuota. Hyetikd otedéyn oe
JLAPOPOVG TOUELG YPNOLOTOIOVY TOV OPO OGVVETMG YO VO TEPLYPAYOVV SAPOPES
dpacTNPLOTNTES GTPATNYIKNG Kot opydveoong (Warner & Waiger, 2019) ennpedlovtog
TOPAAANAC KOl TO EPEVVNTIKO £PY0. XVYKEKPUUEVO, 1| OTOVGIOL EVOG EVOTOUUEVOL
optopol v Pnowkdév Metaoynpatiopol onpiovpyel dLGKOALEG Yo TO. GTEAEXT,
edwa yo toug CEO, CIO (Chief Information Officer) kat CDO (Chief Digital Officers)
(Haffke et al., 2016; Horlacher, 2016; Horlacher & Hess, 2016; Singh & Hess, 2017),
vy va avaAdBovv Ty €ufbvn yia ™ GTPATNYIKY Kot TV VAOoToinon tov Ynerokov
MetooynUaticon Tov 0pyaviGHoL Toug. H gupidmnta Kot 1 ToAVTAOKOTNTA 0TS TNG
évvolag Kafiotovv emiong mo OOGKOAN TN CLYKPLITIKN aloAdyNnon Evavtt GAA®V
opYOVICUAOV Kol Bropmyovidv OGOV agopd KOAES TPOKTIKEG OGAAo kol O&pota
avOpOTIVOL SLVOLLKOD.

‘Evag mepropiopdg mov mpokadel cvyyvon g vrdpyovcsag Piproypapiog sivor m
amotuyia vo yivel emopkng dwakpion petald tov Pnorokov Metaoynpaticpold tmv
Opwv mov eivar oyetkol pe awTdv, KaOOG YPNOILOTOIOVVTOL EVOAAOKTIKA. XTOVLG
TPOUOVG OPIGHOVS, 1 évvola Tov Pnoelakod Metaoynuaticpod ypnotpomomonke,
cLVOVLULA PE 0pIopoDE TV Opav “digitization” ko “digitalization”. Zta EAAnvikd kot
oL dvo Opot petappdloviar ®g “yneromoinon”, aAld oty &EEvn Piploypoeia
napatnpeitar dapopd petalh tovg. O mpwtog opiletor ¢ “n AyYn OVOAOYIKOV
TANPOPOPLOV Kol KOIIKOTOINGT TOVG € UNdEVIKA Kot £val, £TGL OOTE Ol VITOAOYIOTES
va umopovv vo. amodnkevovv, va emefepydloviar Kol vo  peETOSIOOVV  TETOEG
mAnpogopiec” (Bloomberg, 2018) 1 “n teyvikn d1001KAGI0L LETATPOTTHG OVAAOYIKOV
onuatov og ynoakn poper” (Legner et al., 2017). O devtepog opiletar mg “o pvOudc
™G OAAOYNG G€ ol kKowovie mov kafodnyeitar amd TV Ynoeokn TEXVOAOYIKN
avamtoln, mov meplauPivel TOAAATAEG TEYVOAOYIEG GE  SOPOPETIKA OTAdN

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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®potnTog Tov Bo suykiivovy kot Ba dnuovpynoovy véeg texvoroyieg” (McAfee,
2009) kot “Lo KOWOVIKOTEYVIKY] d1adKaGiol EPUPLOYNG TEXVIKMOV YNnelomoinong o
EVPVTEPN KOWVOVIKA Kol Oesikd TAaicio Tov kabloTohV TIC YNOLoKES TEXVOAOYIES MG
vrodopés” (Tilson et al., 2010).

[payuatt, ov 6pou “digitization”, “digitalization” kot ¥neuokdg Metaoynuotiopnds
elval aAANAEVOETOL, 0ALG Ba TpEmEL va elvor dlokpitol o€ vvoloA0yKo eminedo. Kot ot
TPELG OPOL GLVOEOVTOL UE TN YPNON YNOPKOV TeXVOroyiwv. Ta amoteAéopato Tov
“digitization” umopodv va avatpo@odotioovy tn dwadikocio tov “digitalization” kot
00 Ynelokod Metaoynuoticpov. Qotdéco, o Pnoelokdc Metaoynuatiopdg dev etvor
10000vapog pe tov 6po “digitalization”, aAld ko ta 500 pmopel va givorl 10 amoTéAec Lol
™mg Opdong g “ynelakng petdpaong”. Paivetar T vedpyel 1 drwoyn 6t 0 6pOC
Pnoerokoc Metaoynuatiopndc teptraufavel tepiocodtepa and tov 6po “digitalization”
(Haffke et al., 2016; lansiti & Lakhani, 2014; Yoo etal., 2012). Evod ot apyn 660nke
LEYOAN ELLPOON GT YPNON TOV YNPLOUKDOV TEXVOAOYUDV, Ol OPYOVIGHOT KoL 01 EPEVVITES
GLVELINTOTTOINGAV GTAOLAKA OTL 0 Pnerokdc MeTaoynuatiopog oy KOTt TEPIGGOTEPO
and o andy teyvoloywn aiiayn (Henriette et al., 2015) kot 6t amotel Oyt povo v
TEXVOAOYiO 0AAG KOl TNV EVOVYPAUIOT) TNG CTPATNYIKNG Kol GAA®Y TAPAYOVIWOV, OTMS
ot avBpwmot, 1 KOLATOVPA, 1| VOOTpoTia, 1 avarTuén TaAévtwv kot 1 nyecio (Goran et
al., 2017).

Agv vmapyel, OL®G, EVOTOMUEVOS OPIGUOC TTOL VO XPNCUYLOTOLEITAL Yo Vo KAVEL
Eekabapo TL Evvoovv owtoi ot Topopotot 6pot (Demlehner & Laumer, 2019; Legner et
al., 2017; Mertens & Wiener, 2018; Riedl et al., 2017) kot cvyvd ypnoyLomolovvot
evoAlokTikG oty vrapyovcso Epsvva (Hausberg et al., 2019; Mergel et al., 2019).
Yrapyer pio peydAn mpdkinom A0y®m g EAAEWYNC €VOG EVOTOMUEVOL OPIGLOV
(Morakanyane et al., 2017). TToAAég vmapyovoeg peréteg Bempovv tov Pnoelakd
MetaoymUoatiopd ®G  EVTEAMG  OLPOPETIKA  TPAYUOTOL. Mepikoi  opiopoi
EMKEVTIPOVOVTAL GTOV avTIKTLTO TOL Pnerakod Metaoynpatiopot, 6mmg 1 Pedtioon
G AEITOVPYIKNG amddoonc. [ mapdderypa, o Ynerokdc Metaoynuatiopog pmopet va
Bertidoel ™ Ay amoedcewv (Heilig et al., 2017; Roedder et al., 2016) kot va
dnuovpynoel aviayoviotikd micovéktnua (Korhonen & Halen, 2017; Schwertner,
2017). Opopévor ocvyypageig mepthapupdvovv m dnpovpyio a&iog yo Tov meldtn
0TOVG OPLGLOVG TOVG, OTmG 1| PeATioTOomOINoN TG epmelpiog Tov teddtn (Rogers, 2016),
Ve aAAotl Tnv amokieiovv. T mapdaderypa, v opiopévol cuyypageic fAémovy tov
Ynorokd Metaoynuaticid og ol lkpr) oAAayn e 1 0oia ETTVYXAVETOL [LE TN XPNON
TEYVOLOYIG, OTT™G 1 EQaproYT| €vOG véou cvathiuatog ERP (S. Chanias, 2017), aiAot
motevovy 0Tt 0 Pnoeloxkog Metaoynuotiopdg stvor pia mo pilikn kot eEEAKTIKN
dadikacio mov Aopfavel ydpo pe Ty mépodo tov ypovou (Janowski, 2015; Loebbecke
& Picot, 2015; Wang et al., 2018).

Eved opiopévor gpevvntég ovoyetiCovv tov Wnowokd Metaoynuotiopnd pe to
emyelpnpotikd povtéda (Berman, 2012; Bharadwaj et al., 2013; Gassmann et al., 2014;
Schallmo et al., 2017) ko ™ otpatnywkr; (Bharadwaj et al., 2013; Henriette et al.,
Mattet 20 al., 2015; Rogers, 2016; George Westerman, 2018), dAiot BAémovv tOV
Pnowoko Metaoynuationd oc napdderypa 1 og dwadikacio (Berman, 2012; Janowski,
2015; Wang et al, 2018). Opwopévor epgovntéc Oewpodv tov  Pnolaxod
MEeTaoyNUaTIoHO MG TIG OIKOVOUIKES Kol KOWOVIKES EmmT®oelg Tov “digitization” kat
tov “digitalization” (OECD, 2018).

Xprotog Kapéing Mavemotuio Atyaiov,
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O Morakanyane (2017) e&étooe kot Kornyoplonmoinoe 53 opiopode yia tov Pnelaxd
Metaoynuatiopd evd moAlol GAAOL £x0VV TPOSTAONGEL VO, SDGOLV EVOV OPIGHO V1o
tov Pnelakd Metaoynuatiopd. Ou Fitzgerald et al. (2014) opilovv tov ¥noraxo
Metaoynuatiopd og “H ypnon véov ymeuokdv teyvoroylidv (HECH KOWMVIKNG
SIKTOMONG, KIVITA) Yol TNV EMTELEN ONUAVTIIKOV EMLYEPNUATIKOV PEATIOCEDV (OTMC
N PBeitioon g eumelpiog TOV TEAATOV 1 M ONUIOVPYIO VE®V ETLYEIPNLOTIKOV
novtédwv)”. OtLiuetal. (2011) vrootnpilovv 61t 0 Pnoetaxds Metaoynuotiopog ivat
“Evag opyOVOTIKOG LETACYNUATIGHOG TTOV EVOMUUTAOVEL TIG YNOLOKES TEXVOLOYIES Kot
TIG EMYEPNUATIKEG d1adIKOoiEC 6€ o ynerokn owkovopia”. Ot Singh ko Hess (2017)
BewpovV OTL e TN YPNOT TOL OPOV “UETACYNUATICUOS” ovTL Yia “aAdayn” toviletan 6Tt
0 Ynorokdg Metaoynuaticidg evog opyavicov vepPaivel KaTd TOAD T1 AEITOLPYIKT
okéYn Kot €EETALEL OMOTIKG TNV “TANPOTNTA TV OPACGEDV” TOV TPEMEL VA Yivouv Yo
VoL EKUETAAAEVTEL TIC EVKALPIES 1) ATOPVYEL TIC AMEILEG TTOV OITOPPEOVY OO TIC YNPLOKEG
teyvoloyiec. Ztov Ilivaka 1 @aivovior pepikol amd Tovg optopovs mov €xovy dwbet
otov Pnorokd Metacynuatiopd Kot 1o 1o pmopel va dtoupEpovy peta&d Toug.

Télog, or Gong & Ribiere (2021), xavovtag pia €1g Bdbog Bipioypapikn avéivon
oToVG €MC TOTE VLWAPYOVIEG OPIGUOVG , TPOCTAONGAV Vo ONUovpyncovy Evav
EVOTOMUEVO OPIGHO Kot KATEANEAY 6T0 va opicovv Tov Pnoetokd Metacynuoticpio og
“Mia Beperiddn dadikacio oAlayng, n omoia Kabictatol Svvaty and TV KOvoTOHO
YPNON YNOLUKDV TEYVOAOYLOV TOV GLVOOEVETAL O TN GTPUTNYIKY] LOYAELOT PACIKOV
TOpwV Kol duvatoTHT®V, pe otoyxo TN plikn Peitioon pag ovioTNTog Kol TOV
EMOVATPOGOIOPIOUO TNG TPOTACTG 0EING TNG Yo Ta EVOlAPEPOpEVA LEPN TNG.” Me TOV
6po ovtotta TOVicav 0Tt Ba pmopovoope va avoaeepbodue ce Evav opyaviGuod, Eva
EMEPNULOTIKO diKTVO, £vag KAGOOG 1 TV KOwmVid.

IHivarag 1: Yrapyovres opiouoi tov Yneiarxov Metacynuotiocuon

Opropog IImyn

Westerman et al. (2011)
H ypion g teyvoroyiog pe okomod ) pilikn Pektioon e | Westerman et al. (2014)
anddooNg N TNG EUPELELNG TOV ETLYEIPTICEWDV. Karagiannaki et al. (2017)

H ypnon véov ynolakodv teyvoroyidv (LECH KOWVMVIKNG
diktdwong, kwntd) ywo T emitevén  onuavtikav | Fitzgerald et al. (2014)
EMEPNUATIKOV Pedtidoswy (Omog 1 PeAtioon g | Liere-Netheler et al. (2018)
eumelpioc  Tov  mEAaTOV N M Oonuovpyio  vémv
EMUYELPNUATIKOV LOVTEA®V)

H otpamywn Wnelwokod Metaoynuoticpov sivor éva
oY£010 Tov vrootnpilel TIC eTopeieg ot dlayeiplon TV
UETOOYTLOTIO LDV TTOL TPOKLATOLY AOY® TNG evowpdtoong [ Matt et al. (2015)
TOV  YNOWKOV  TEQVOAOYI®DV, koBDG Kol  OTIg
SpaCTNPIOTNTEG TOVG LETA OO £VAV LETOOYTLATIGUO.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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O Ynowkoc Metaoynuatiopog meptiapfavet tn uoyrevon
TOV YNOLOKDV TEYVOAOYIDV Y10 VO, ETTELYOOVV GNUAVTIKES
EMUYELPNUATIKES PEATIDGELS, OTMG M PEATiOON TNG EUTEPLOC
TOV TEAATOV 1 1 ONUovpyio VE®OV  EMYEPTLATIKOV
HOVTEL®V.

Piccinini et al. (2015)

0G0 Kol TNV YNk Kotvotopio Le ERpacn oty evicyvon
TOV  VQIOTAPEVOV  QUOIK®Y  TPOIOVTIOV UE  YNOUIKES
duvaToOTNTES.

Xpnon ynewkodv teyvoloyiov yio piliky Pektioon twv | Bekkhus (2016)
EMOOCEMV TG ETALPELNG.

O Ynolokdg Metaoynuotiopog meplhappdver toco v

ynelomoinon depyocidv pe peoocn oty arodotikotnta | Berghaus & Back (2016)

O Ynowkdc Metaoynuatiopds eivor o Pobog Ko
EMTAYVVOUEVOS UETACYNUOTIOUOS TAOV  EMLYELPNHOTIKOV
dpaoTNPOTATOV, SL0SIKACIDY, IKAVOTHTOV Kol LOVIEA®V
v TNV TANPN a&lomoinon Tov dALOydV Kol TOV EVKOPLDV
IOV PEPVOLYV OL YNPLAKES TEYVOAOYIES KO O OVTIKTUTTOC TOVG
6€ OAOKAN PN TNV KOW®@VIo, LE GTPOTNYIKO Kol lEPAPYNUEVO
TpOTO.

Demirkan et al. (2016)

O WYnowkdc Metaoynpotiopds mepropPaver v
YNELOTOINGN TOV KOVOAM®DY TOANGEDV KOl ETKOVMVIOG, TO
ool aPEYOVY VEOLS TPOTOVG GAANAETIOPOONG UE TOVC
MEAATEG, KOL TNV YNQOMOINGY TOV TPOCPOPOV  HI0G
emyeipnong (tpoidvta Kot vanpecies), mov aviikadioTodv N
avéavoovy  TIg  Quokég  mpocpopés. O ymeuokog
LETOCYNUATIGLOC TEPLYPAPEL EMIONC TNV XPTON TAKTIKOV N
OTPATNYIK®V EMYEPNUATIKOV KIvijoe®mV ov PocilovTol og
OEJOUEVE, KOL TNV KUKAOQOPIO YNPLOKDV ETLYEPTLOTIKDV
HOVTEL®V OV  EMLTUYYAVOLV VEOVLG TPOTOVLE Yo TNV
amoktnon a&iog.

Haffke et al. (2016)

O Ynowkog Metaoynuotiopodg agopd Tig aAloyég Tov
UTOPOVV VO EMPEPOVY Ol YMOPLOKEG TEYVOAOYieG ©TO
EMYEPNUATIKO LOVTEAD LG ETALPEING, Ol OTTOIEC EYOLV (G
OTOTELECUO OAAUYUEVOL TTPOTIOVTO 1] OPYOVMTIKEG OOUES 1)
TNV OVTOHOTOTOINON TV SlodKacI®Y. AVTEG Ol OAAAYEG
umopotv va mapatnpnbodv oty avéavouevn CRon yuo
péoa mov Pacifovral oto AwdikTvo, 1 omoia £xel 0NN oEL

Hess et al. (2016)
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e OALOYEG OAOKANPOV EMYEPNUATIKOV HOVIEA®V (Yl
TOPASELY O TN LOVOIKN Propnyavia).

Xpfion VE®V  YNOWKOV  TEYVOAOYL®V, OT®MG MECH
KOW®VIKNG  OIKTO®MONG, KvNntd, ovoALTIKG oToyEia,
TPOKEEVOL VO EMTPOTOVV OCNUOVTIKEG EMLYELPTLOTIKES
BeAtidoels, 6nmg 1 Pedtioon g eumelpiog TV TEAATOV, O
eEopboroyiopdg TV gpyacidv 1| M Onuovpyio VEwv
EMUYELPNUATIKOV LOVTEA®V.

Horlacher et al. (2016)
Singh & Hess (2017)

AMOYEG KOl PETOCYNUOTIOUOL 0L 0dNYoUVTIOL Kol
Baciovtor oe ynowkéc texvoloyiec. Méoa oe o
emyeipnon, o Pnelaxodg Metaoynpatiopoc opileTon mg pio
OPYOVOTIKY] OTPOPN TPOG T UEYAAN Oedopéva, To
OVOALTIKA GTOLYElD, TO CUVVEPO, TIG KIVNTEG GUOKELES KAt
TIG TAOTQOPUES KOWVMVIKNG O1kTOmoNS. Evd ot opyaviepol
SLopKdS UETOLOPPDOVOVTOL KOl g€elicoovtat
OVTOTOKPIVOUEVOL OTO  HETOPOAAOUEVO  EMYEPMUOTIKO
tomio, 0 Ynorokog MetaoynUoTiopog ivat ot oALayEG TOL
Bacilovioar oto Ogpédo TOV  YNOKOV TEYVOAOYIDV,
glodyovtog  Hovadkés OAROYEG OTLS  EMUYELPTUOTIKEG
Aewtovpyleg, TIG emyyelpnuUOTIKEG  Olodkacieg Kol TN
dnuovpyia aiog.

Nwankpa & Roumani (2016)

O ynoloxodg petacynuatiopdg dev eivar pia, avopaduon
Aoylopikod 1 éva épyo Peltimong g €POSINCTIKNG
olvoidag. Efvol éva mpoypopoTicpuévo ynelokd cok oe
owTd TOL UTOPEL vau ivar Eva EDAOY AEITOVPYIKO GUGTNLOL.

Andriole (2017)

Extetapévn ypfion mponyuévng texvoroyiog mAnpopopiav,
OmOG OvOATIKG oTolKEln, (opnTol VTOAOYIoTEG, UéEc
KOW®VIKNG SIKTOMONG 1 £EVTVEG EVOOUOUTMOUEVEG GUCKEVEG
Kot 1 PEATIOUEVN ¥PNOT TOPOUSOCIOKDV TEYVOAOYIDY, OTTWOC
n Awyeipion Emysipnowxkov Ilopov (ERP), yia va
EMTPOUTOVV CTUOVTIKES EMLYELPTUATIKEG PEATIDOEL.

Chanias (2017)

Ot aAloyég mOv UTOPOVV VO EMPEPOLY Ol YNPLOKES
TEYVOAOYIEC OTO EMYEPNUATIKO LOVTELO LLOG ETOUPELNG, OL
omoieg 0dNyoOV ce OAAUYUEVE TPOIOVTO, 1] OPYOVOTIKEG
OOUEG T AVTOUATOTOINGT TOV SLOSIKAGLDV.

Clohessy et al. (2017)

Awkpivetor  omd  TPONYOOUEVOLS  ETLYELPTLOTIKOVG
UETAGYNUOTICHOVS VTTOGTNPILOUEVOVG OO TNV TEXVOAOYING

Hartl & Hess (2017)

Xpriotog Kapéing Mavemotuio Atyaiov,
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TANPOPOPLDY OGOV OPOPA TNV TOYVTNTO KOl TNV OAIGTIKY|
@0OoM TOVL.

Mertooynuaticpol o opyavicpovg mov Kabodnyovuviol amd
véeg MGEIC KOl TAGEIS TNG TEXVOLOYIOG TANPOPOPIOY Kol
TANPOPOPLIKAOV GUOTNUATOV.

Heilig et al. (2017)

O Ynowkdg Metaoynuotiopog mepthopfdaver v
YNELOTOINoN TOV KOVOAMY TOANGE®Y KOl ETIKOWVOVIOG
KOU TNV YNQLomoinon v Tpoceopav oG entyeipnong
(Tpoidvtev kol vANpPESIOY), Ol omoieg avikadioTov M
avEAvouy TIG LOIKEG TPocPopés. EmumAiéov, o ymouokog
LETOCYNUATIGUOC GUVETAYETOL TOKTIKEG KOL GTPOTIYIKEG
EMUYEPNUATIKEG Kvnoelg mov Pacilovtal oe dedopéva Kot
N ONUovPYio. YNOKOV ETLYEPNUATIKOV HOVIEA®V TOV
EMTPETOVY VEOLG TPOTOVG amdKTNOMG a&iag.

Horlach et al. (2017)

H xoivtepn katavonon tov Ynelokod MeTtacynuaticpov
glvar 1 voBétnomn  EemMyEPNUATIKOV  SLOSIKAGIOV KOl
TPOKTIKOV oL Ponfodv tov opyovicud va avioymvioTel
OTTOTELECUATIKA € £VOV OAO KoL TTO YNOLOKO KOGLLO.

Kane (2017)
Kane et al. (2017)

O Yno1axdg MeTooyNUATIGIOG TTEPLYPAPEL TIC OANAYEG TTOV
empPdrlovrol amod Tic Texvoroyiec tng mAnpogopiag (IT) wg
LEGO Y10 (LEPIKT) OLTOHOTOTOINGT EPYUCIAOV.

Legner et al. (2017)

O WYWnowxds Metaoynpotiopds vmoypoppiler  tov
OVTIKTUIO TV TEYVOAOYIOV  TNG TANPOQOPIOG OTNV
OPYAVAOTIKT dOUN, TIG POVTIVEC, TN POT} TANPOPOPLDY KL TIC
OPYOVOTIKES  IKAVOTNTEG YL TNV  TPOCAPUOYN  OTIS
TEYVOLOYiEG NG TANpoopiag. YmoO avtny tmv €vvola, O
YNELOKOC LETAGYNUATIOUOC OIVEL ELOUGCT) GTNV TEXVOAOYIKT|
Baon tng TAnpoopikng kot otV guuypapion petad g
TANPOPOPIKNG KO TMV EMLYEIPTCEDV.

Lietal. (2017)

M eEehktikn dwdikacio mov a&lomotel TIg YnEOUKEG
SuvaTOTNTEG Kol TEYVOAOYIEG (DOTE VO EMTPEYEL O©F
EMUYEIPNUATIKA UOVTELD, AELTOVPYIKEG OlOdIKAGIEC KOt
eumelpieg mEAATOV va dnpiovpyncovy aéia.

Morakanyane et al. (2017)

Xpriotog Kapéing Mavemotuio Atyaiov,

EOviko Metoofio MToAvteyveio

15




Avarmtuén Zuotiuatog Avaluong tou Emumédou Wnolakol Metaoynuatiopol Mikpopeoaiwy

Erixelpnoswy

H ypion véov ynooxkodv teyvoroyudvy, TPOKEUEVOD VA
emtevyfovv ONUAVTIKEG EMYEPNUOTIKEG PEATIDOES ©F
Aertovpyieg ko ayopég, OTMG 1) EVioYLOT TNG EUTEPIAG TOV
neAaT@V, o &€EopBoroylondg TV AsTovpyldvY M M
onpovpyio VE®V ETYEPNUATIKOV LOVIEAMV.

Paavola et al. (2017)

OepeMMOELS AALAYES GTO VTLAPYOVTIA KOl 1] OT|LLOLPYio VEDV
EMUYEPNUATIKOV HOVTEAQV [...] ®G omdKplon ot d1ddoon
TOV YNeKoV teyvoloydv onwg to cloud computing, to
Awdiktvo, To péca KOWMVIKNG JIKTOMONG Kol TO LEYGAn
dedopéva.

Remane et al. (2017)

O Ynowokog Metaoynuotiopdg mepthapuPdvel ta TavTa,
OO OPYOVATIKEG OALAYES Kot AALOYEG GTIV KOLATOVPQ TTOVL
OTOLTOVVTOL, LEYPL TN XPTOT VEOV YNPLOKADV TEYVOAOYIDV,
TPOKEUEVOL V. ETLTEVYHOVY GNUAVTIKES PEATIDCELG OTTMOC T
BedTiomn TOV VANPECIOV TOL TAPEYOVTOL GTOVS YPTOTES, O
eEopboroyiopdg TV AsrTovpyldv 1 1 dNpovpyio EVIEADG
VEQOV LI PECLDV.

Brown et al. (2014)

Ot oMayég mov mpokoAel M emmpedler M yneuokn
TeYVOLOYio 6 OAEG TIC TTVYEG TNG avOpdmiving Long.

Stolterman & Fors (2004)

AVTO TPOKVOTTEL OO TN WEN TPOCOTIKAOV KOl ETOUPIKDV
TEPIPAAALOVTOV TANPOPOPIKNG, TOV GUYVA OVOPEPETAL (G
KOTOVOAWDTIGUOG TN TANPOPOPIKTG.

White (2012)

O Ynowkog Metooynuotiopog Eemepva vV amin
yneomoinon Tov mopov Kol £XEL OC OMOTEAEGHO TN
onpovpyia a&iog Kot e0dmV

McDonald & Rowsell-Jones
(2012)

H oxomun xot dopkng ymelokn eEEMEN LG etaipeiog,
EMUYEPNUATIKOD HoVvTEAOVD, Oladikociag N pebodoroyiog,
TOGO GTPOTNYIKA OGO KOt TOKTUKA.

Mazzone (2014)

H ymoeiomoinomn mponyoduevav AEITOVPYLOV OVOIAOYIK®Y
UNYovAav Kol VINPECLAV, OPYUVAOTIKOV EPYACIOV KOl
dlepyooidv  dwyeipiong. Mmopel kor  aAAGler  éva
EMUYEPNUATIKO HOVTELO UE dVO TPOTOVG: TTOG O OPYOVIGUOC
onuovpyet a&ia yio tovg merdteg Tov (1 TpdTacn atiog yi

lansiti & Lakhani (2014)
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TOV TEMATY)) KOl TAOG OMOTLAMVEL auTV TNV ola (Tdg
kepdilel ypruoTo).

H ovéavopevn avtopotomoinon tov emyeipnoemy, Tmv
TPOKTIKOV, TOV OOKACIOV KOl TOV  HOVIEA®V ¢
OTAVINGT OTNV ALEAVOLEVT EMPPON KO TIG EVKALPIES OO
T1G TEYVOAOYIESG TNG TANPOPOPIOG KOl TV VTOAOYIGTMV.

Betz et al. (2016)

H wovotnta pog etoipeiog va avTidpd Kot vo, xpnoonotel
JLE EMITUYI0 VEEG TEYVOLOYIES KOl SLOOTKAGIEC — TMPA KO GTO
UEALOV.

Herbert (2017)

O Ynowkdg Metaoynuatiopds avagépetal Oyt LOvo o€
eCeMKTIKEG  OAAGL KOl EMOVOCTOTIKEG OAAAYEG OF
Brounyavieg kot teyvoroyieg.

Gaivoronskii et al. (2017)

Ov emevdhoelg oe ovOpdTOLg Kol TEYVOAOYi o€ pia
emyeipnon  mov  eivor  étown  vo  avamtvyBel, va
TPocaplooTel, va KAlpakwbel kot vo oAAdEel oto dueco
UEALOV.

Rowe (2017)

O Pnowkdg Metaoynuoatiopdg opiletor o¢ Lo KOWVMOVIKY
UETA-OVATTLED.

Leodolter (2017)

H Swdwooio péom g omoiag ot groupeieg cuvovalovv
TOAMOTAEG VEEC YNOLOKEG TEXVOAOYIEG, EVIGYLUEVEG LE
GLVOEGIUOTNTO, UE OKOTIO TNV EMITEVEN AVADTEPTC ATOOOGTC
Ko dtoprong OVTOYOVIGTIKOD TAEOVEKTILOTOG,
petaoynuatiloviog TOAAUTAES EMLYEIPNUATIKES SLOGTAGELS,
GUUTEPTAOUPAVOUEVOD TOV ETLYELPTLOTIKOD LOVTELOL, TNG
eumelpiog Tov meAdtn (Tov TepAapPavel ynoelokd Tpoidvia
Kol vanpecieg) kot Asrtovpyieg (mov  mepthapPdvouvv
Sdkaoiec Kol ANYN  OTOQAGE®MYV), Kol TOVTOXPOVA
emnpealovv T0v¢ avlpOTOVE (CLUTEPIAAUPUVOUEVOV TOV
O0efloTTOV Kol NG  KOVLATOVPOG) Koi  To  Oiktva
(ovumepiiapfovopévor  OAOKANPOL  TOV  GLGTHHOTOC
a&1mv).

Ismail et al. (2017)

H enévdvon kaim avamtuén vEmv TeXVoLOYIDV, VOOTPOTIMDV
KOl ETLYEPNUATIKOV KOl AETOVPYIKOV LOVIEA®V Yo TN
Beltimon tng epyaciog Kot TG AVIAYOVICTIKOTITAG KOl TV

Solis (2017)
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wapoyn véag a&lag yo meldteg Kot epyalOUeEVoVg Gg pa
oLVEXMDG EEEMGGOLEVT YNPLOKT] OLKOVOULICL.

H evoopdtmon g ynoaxnig Texvorloyiag oTIC EXYEPNOELS
OV €YEL MG OMOTEAEGUO, UEPIKEG QOPEC OeUeMMDOELS,
allayég otn Aettovpyio TG emyeipnong Kot TV Topoyn
a&log oToug meAATEC.

Mi'ci'c (2017)

O ¥nowxog Metaoynuationds divel ) dSuvoTOTNTU GTIC
EMYEIPNOEL; VO PEATIOCOVY TN AETOVPYIKY KOl TNV
OPYOVOTIKY] OTOS00T] Kol VO GLVOVAGOLV YNOLKEG Kot
(QUOIKEG EUTELPIEG EMYELPTCEDV KOL TEAATAOV.

Al-Ruithe et al. (2018)

O oTpatnyKdg EMYEPNUOTIKOS UETACYNUOTIGUOS e
YVOUOVO, TOV TTEAATN oV amantel optlOVTIEC OPYUVOTIKES
oAhayég KaBMG Kol TNV PAPLOYN YNOLIK®OV TEYVOAOYIDV.
O Ynorokdg MeTaoynUOTIGHOG ATOLTEL OO TOV OPYUVIGUO
va avtipetomilel KoAdtepa TG OAAAYEC, KaOIoTMOVTOG
OVLGCIACTIKA TNV oAAay ®©¢ Poactkn kavoTnta Kabdg 1
emyeipnon kobodnysiton and tov mEAATN 0o GKPO GE AKPO.

Bloomberg (2018)

H viwo0émon teyvoloyidv kai ot duvatdmrég g Yl
YNPomoineT opyoveTIKOV GTOLEI®V.

Kempegowda & Chaczko
(2019)

H ocvveyog av&avopevn oAlnienidpaon HeTald Ynolakmv
TEYVOLOYLDV, EMYEPNOEOY KOl KOwwviag, 1 omoia £yel
UETACYNUOTIOTIKG  OMOTEAEOUATO, KOl OLEAVEL TNV
TOYOTNTA, TO EVPOG KOL TOV AVTIKTLUTO NG dStadtKaciog TG
oAhayne.

Van Veldhoven & Vanthienen
(2019)

O Ynowkdg Metaoynuotiopog meptloufaver v
EVOOUATOON  YNEOTOMUEVOV  SOIKACI®OV Yot TNV
emitevén  ovTopOaTOMOINGYG,  EKGLYYPOVICUOD Ko
TPONYOVLEVAC OVEPIKTOV OTOTEAECUATOV ©€ EMIMEDO

emyeipnong.

NCMM (2020)

Mo BgpeMmdong dwodikacio oAlayng, n omoio kabictotot
duvatn amd TNV KOWOTOUO XPTOT YNPLOKADV TEYVOLOYLDV
OV GLVOOEVETOL OO TN OTPUTNYIKY pOYAevon Pacikdv
TOPOV Kot SuvatotNTeV, pe otdyo T prlikn Peitioon pog

Gong & Ribiere (2021)
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ovtoOTTOG* Kot ToV ETaVOTpocdlopiopd e mpdtacns a&iog
NG Y10l TOL EVOLOPEPOLEVA LEPT] TNG.

(*Muo ovtotnTo, Bo pmopovace va ival Evog opyavicpog, Eva
EMLEPNUATIKO diKTLO, £vag KAASOS ] 1] Kovmvid.)

Movtéla Qprpdtntog (Maturity Models)

Ta povtéha opottog eivar vag kabepmpévog TpOmTog Yo TOV EVIOMIGUO SVVATMV
Kot adOVapmV ONUEIOV 68 KATOL0 GLYKEKPLUEVO Topén VoG opyavicpov (Lahrmann &
Marx, 2010), Tpdypo OV YPNOUEVEL GTIV EVPECT] SLPOPAOV UETAED TOV TPOLYHOTIKOD
KOl TOV EMOIOKOUEVOV OPYOVOTIKOD GYESOCUOD TTOV GTN GLVEYXEW UTOPOVV Vo
EemepaoToVV HE KOTAANAES avoarTuélakég dpactnplotres. Me tov dpo “opyotnta”
vrovogital o €EEMKTIKY] TPOOSOG Yo TNV EMiTEVEN oG eMBLUNTNG KATACTOGNG
(Mettler & Rohner, 2009). Zopemva pe tov Mettler (2011), ta avtikeipeva mov tifevton
TPOG OEWAOYNON OPUOTNTAG O €VO KOWMOVIKOTEXVIKO ocvotnua elvar eite (o)
dradkaciec/dopéc (dnAadn, o€ oo Padud o cuykekpiuévn dradikacio opiletarl pntd,
Swyepiletan, petpdran, eErEyyetor Kot mdco amoteAecpatikny tva), (B) avrikeipeva /
teyxvoloyia (dnradn, oe mowo Paburd v CLYKEKPIUEVO OVTIKEILEVO O™ Eva TPOTOV
AOYIOUIKOV  emituyyavel éva mpokobopiopévo emimedo moivmiokdtmrag) M (V)
dvBpomorkovitovpa (dNAadn, o€ oo Pabud to epyatikd duvapukod eivar oe Béon va
KaO1oTd tKavn TN dNpovpyia Yvdons kabdg Kot TNV avATTLEN IKOVOTHTOV).

Ta povtéda oppudtmrag £xovv ypnoionombei, Kot ypMNGIULOTOOVVTAL, EVPEMS GTNV
gpevva TAnpooplakdv cuotnuatov (Proenca & Borbinha, 2018; Proenca et al., 2016;
Schweigert et al., 2012) ka1 £yovv avantoybei pe TpoOmo mOL divel 1d1AiTEPT EUPOOT| OTIG
OTOLTOVEVES GLVOTKES Kot TIG EMMTMOGELS TOL Pnelakov Metaoynuaticpov (Remane
etal., 2017). H évvoia “¥nolaxn Qpipotnta”, opiletar og n Kotdotact tov Pneako
Metaoymuatiopod £vog opyoavicpol, dNAadT avtd Tov £xEl EMTOLYEL UEXPL TOPO O
OPYOVIGHOG 0G0V 0popd Tig Tpoomdbeie petacynuatiopody (Chanias & Hess, 2016).

Ta kOpla otoyeio amd ta omoiot uwopoHv Vo amoTEAOVVIOL TO, LOVTEAD OPULOTNTOG
(Fraser et al., 2002) eivou (o) T0 eninedo N T0 0TS0 WPLLOTNTOG (GLVNOMG Tpia Ewc EEL
emineda), (B) éva meptypapikd otoryeio yuo ke eminedo wpyoTog (1T.)., apyKo,
Swayeplopevo, K.AT.), () Ho YEVIKY| TEPLypar| KAOe emmédov, (8) ot d106TAGELS, (€)
T0. 6TOLKElDL TOV GLVOEOVTOL e OvTioTOLXES O0oTAGELS KOl (OT) M Teptypaey| kébe
otoyeiov yia kaOe eninedo wpipodmroc. O De Bruin (De Bruin et al., 2005) dwokpivet
TPUOV €OV HOVIEAN OPUOTNTOG: TO TEPLYPUPIKH, TO. TPOSYPOPIKA Kol To
ovykprtikd. ‘Eva  meptypagikd poviéAo opdmrog eivor KatdAAnAo ywoo v
a&loddynon g Tpéyovcas KaTaotaons. ‘Eva mpodtaypapikd HOVTEAD ®PUOTNTOG
vrootnpilel TOV OPIGUE KoL TV EQAPLOYT| EVOG avarTLELOKOD 6Yediov. Eva cuykpiticod
LLOVTEAO MPYLOTNTOG EMTPEMEL CLYKPIGEIS HETAED PLopmnyovidv 1 TEPLOYDV KaODS Kot
O1EVKOADVEL TN GLYKPLTIKY] a&loAdyNoN.

Yrapyer peydAn mocotro PipAoypagioc oyxetikd pe to LOVTEAD OPUOTNTOS TOL
€0TIACOVV OTIC YNPLOKES SUVATOTNTEG GTOV TOUEN TNG SLAXEIPIONG TV TEXVOAOYIDV TNG
nAnpogopikng (Becker et al., 2009), g BrocudTnTag TG €POSOGTIKNG 0AVGIdAC
(Correia et al., 2017), g Swyeipiong épyov (Backlund et al., 2014) kot tov

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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emryelpnuoTikav dwdikaoiwdv (Tarhan et al., 2016). Eropévag, eivar mpogavéc to
YEYOVOS OTL TOAAG atd T LOVTEAN MPOTNTOG AoXOAOVVTOL HE TNV a&loAdynon To
EMIESOV YNELoK0D petacynuotiopov. Xtov [livaxa 2 mtapovsidloviot peptkd Lovtéia
YNeWKNg oppudmrag mov €yovv mpotabel ot Pifioypagio. Evo amd ta mo
TOADAVOPEPOUEVO. YEVIKA povTELo opuotntag sivar to Capability Maturity Model
(CMM) (Caiado et. al., 2016). Epunvevopévo and to Quality Management Maturity Grid
(QMMG) tov Phillip Crosby (1996), to CMM octoyevet va. fondnoet otnv a&oddynon
™G modTNTAG TOV TANPOPOPLOK®V cuotnudtov kKot dwdikacidv. To CMM éyet
ypnoonomBel yio v a&oAdynon tov pikpopscaiov emysipnocmy (Lasrado et. al.,
2015), aAAd o amd TIc peyaAvTeEPES TPOoKANoels 6tav ypnotponoteiton 1o CMM wg
TAOLG10 Elval 1] EKTETOUEVT TEXVOYVAOGIO KOL 1) YVAGT TOV YNOLOKOD LETACYTLATIGLOV

TOV OTOUTOVVTOL, TPAYLOTO TOV SEV VILAPYOVY GUYVE OTIG LKPOUECAIES EXLXEPTOELS
(Cepeda et. al., 2008).

Ta kOpro 0péAN TV povTEA®V @pudtTag elvat 6Tt TPOGPEPOLVY Liol AVTIKEYLEVIKN
a&lohdynon amddoong (dnAadr| To eminedo ®PUOTNTOC) KOOMG Kot EVOEIEELS Y10l TO TAOG
UTOPOVV VO AVTILETOTIGTOVV TTOOVEG amOKAIGELS TPOG TV avapevopevr anddoon (De
Bruin et al., 2005; Lahrmann & Marx, 2010). Eropévmg, ta povtélo opiuotntag eivot
amodeKT epyoreia Y10 TOV TPOGOIOPICUO TNG KOTAGTAONG EVOG OPYOVIGLLOD KO Y10, TOV
KaBopIopd KATAANA®V KIVAGEWDV Y10 TNV ENITELEN EVOG TTO MPYLOL ETUTESOV Y1 TOV
opyoviopd (Mettler & Rohner, 2009). EmmtAéov, to poviéha oppudtntag kadiotovv
duvaTéC TIg oLYKPIoELS Kat oVYKPLTIKN a&loldynon e dAlovg opyavicpovg (Berghaus
& Back, 2016). Qot660, T0. HOVIEAG OPWOTNTOG OEYOVTIOL KPITIKY O1OTL dev
TPOCPEPOVLY TPOTAGELS Kol OPAGES OV TPEMEL 1] UTOPOVV Vo YiVOUV (GTE Ot
opyovicpoi va BeltimBodv kot va emithyovy Eva opudtepo eninedo (Mettler & Rohner,
2009). Télog, evd Ta HOVTEAN OPUOTNTOGC €O0TIALOVY £VIOVO OTIC OPYOVMTIKEG
JLdKaGIES, Ol IKAVOTNTEG TOV TPOCMOTIKOV KO Ol ATOUIKES TTUYEG GLUYVE aryvoovvTot
(Poeppelbuss et al., 2011).

IHivaxog 2: Iapaddetyua 6 HovTéEimwy WHOIOKHS WPOTHTIS

Tithog

Anpovpyog

IM\aicwo

Katnyopieg

IM00¢
Emnédoov
Qpyotrog

Eidog Movtéhov

Digital Maturity &
Transformation
Report

Berghaus et
al., 2017

Etaupeieg
Slpdpwv
KM@V o
YEPUAVOPWVES
XDPES

Euneipia [Meratmdv
Kowortopia
TPOIOVIOV
2TPOTNYIK)
Opydvoon
Yroeromoinon
Old1KaCIDV
Xvvepyaocio
Teyvoloyieg
ITAnpoeopikng
KovAtovpa &
E&ewdikevon
Awoyeipion
Metaoynuaticpon

5

2oveyéc
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Digitalization
Baromenter

PwC, 2014

Etaupeieg pe
MEPLGGOTEPOVS
am6 500
VIOAAAOVG Kot

n
aAAnAemiopaon
eToupeiog-meAdn

Awdikacieg Kot
VTOJOUES
Opapo
Xrpartnyikn &
Emyeipnpotuco
Movtélo
Emraogn pe tov
TELATT
AvBpwmot
KovAtovpa
AwkvBépynon &
Opydvoon

Yuveyég

Maturity Index
Industry 4.0

Schuh et al.,
2017

Metaoynuoticp
0G TTPOg TN
Brounyavia 4.0
(Industry 4.0)

I16pot
[Minpogopraxd
GLOTHHLOTO

Aopn opybveong
Etapwn
KOVATOUPO

Kotoaotdoswv

Digital
Transformation
Report

Schéfer et al.,
2015

Etoupeieg pe
KavoTOpa £pya

ZTpOTNYIK)
Hyeoia
AvBpamot
KovAtovpa
IIpoidvra
Agrtovpyieg
Teyvoloyia
AwokvBépynon

Yuveyég

Business Index
DIGITAL

BMWi, 2017

Epmopikég
EMYEPNOELG

Emyeipnpotucn)
emrvyio 6TIg
YNELKES oyopEg
Avoadopydvoon
EMYELPTOEMY GTO
mAaiclo g

ymeomoinong

"Evtaon ypiong

YNeLK®OV
TEYVOLOYLDV KOl
VINPECIOV

Xoveyéc

Model of digital
maturity

Mittelstand
4.0, 2016

Emyeipnoeic
pecaiov
ueyéboug

YrdAiniot
Etapwn
KOVATOLPO
Teyvoloyieg
ITerdng
Epmepia
Hyeoia
2TPOTNYIKN

2oveyéc
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2.2 Avaoxommon I1ediov

[Ipwv Eexvnoet ) dladtkacion VAOTOINONG EVOG VEOL HOVTEAOV YNOLOKNG OPLUOTNTOG,
T0 TPATO, Kol TOAD ONUOVTIKO, Pa fTav 1 avaivon NN vrapyoviov poviélmyv. H
avalTNon HOVIEA®V YNOLOKNG OPLUOTNTOG £YIVE LE YPNOT TNG UNYoviG avalTnong
Google Search. Ot 6pot mov ypnoomomOnkay yio Ty avalntnon avt HTav:

Digital maturity assessment
Digital transformation test

Digital readiness assessment
Digital readiness test

Teot ynelaxng oppudtTog

Teot YynE1oKoH HETAGYNUATIGLOV

Xpnowonombnkav 6pot 6ta EAANVIKE Kot 6Tl AyyAKA €161 OGTE VoL EVTOTIGTOOV OGO
10 duvatd TeplocdTEPA LovTELa. EmmAéov, 1€0nkav d0o onuavtikoi Teplopiopol Katd
mv avaltnon tov poviélmv. O TpdTog TEPoPopodg NTov OTL To LovTéda avtd Oa
npénet va, eivor S1a0écipa 6To d1adikTLO 68 KAmola LopPT| Tov Oa ETITPETEL TNV GUEST
xp1on Tovs. Ta povtéda ta onoio Bpédnkav w¢ anotéiecpa g avaltnong frav oia
o€ HOPON OlASIKTVOKOD EPMTNUATOAOYIOV. AVTOC O TEPLOPIGUOC 00N YNoE TN UN
EMAOYN HOVTEA®V Y10l OVOAVOT) S1OTL dgv Nty dpeca StabEcia, Pe anTo Vo onpaivet
ot eite dev Mrav dwbéoyo online, gite OTL VANPYE AVAYKN ETIKOWVOVIOG UE TOV
onNpovpyd tov poviélov dcte va amoktnfel mpocPacn 6to poviéro, gite OTL TO
armoteAéopata O Ba yivovrav Owbéco apécmc HETA TN CLUTANPWOGCT TOL
epoTNHATOAOYIOV.

O 0e01EpOC MEPLOPIGHOG TTOL TEOMKE KaTh TNV avalTNOT TOV HLOVIEA®V NTAV OTL TO
povtélo Ba mpémel va givan ehevBepa drabéoyo mpog ypnon. O meploptopdc avtd
001 YNGE GTN UN ETAOYY] LOVTEA®V Y10 avALGT S10TL LINPYE YPNUATIKO KOGTOC (gite
o€ LOPPN TANPOUNG HOg popd €iTe GE LOPPT] GLVOPOUNG GE KATOL0L VIINPEGTN) Yo TN
xpfion Tovg.

To telkd mAn0Bog poviéA®mv mov TANPOLGAV TS TAPOTAVE TPoLTOBESES Kot
avalvOnkav ota TAaicto T SutAwpatikng epyaciog ntav 17. Ta 16 and avtd rav o
popo1 online epetuaToA0Yiov Kot £va GE LOPOT EPOTNUOTOAOYIOV GE apyEio TOTOV
excel.

O mapokdto mivakog TeptAopuPdvel To LOVTELQ TOL avOADONKOY.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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IHivarag 3: Movtéio wnelaxys wpiudtyTag mov avalifnkay

Opyoaviopdg 2HVOEGNOG
1 | West Monroe https://www.westmonroe.com/perspectives/resource/
determine-your-own-digital-maturity-quiz
2 | Formstack https://formstack.outgrow.us/state-of-digital-
maturity-assessment
3 | Axway https://www.axway.com/en/maturity-assessment
4 | Mendix https://www.mendix.com/digital-
execution/assessment-tool/
5 | Business Development Bank of | https://www.bdc.ca/en/articles-tools/entrepreneur-
Canada toolkit/business-assessments/digital-maturity/digital-
maturity-assessment
6 | Krataion Consulting https://krataionconsulting.com/el/digital-maturity-
assessment/
7 | Manpower Group https://www.digipathway.com/
8 | Prodware Group https://digital-maturity-
assessment.prodwaregroup.com/
9 | RSM International https://www.surveymonkey.co.uk/r/RSM-Digital-
Maturity-Assessment
10 | Government of South Australia | https://www.dpc.sa.gov.au/responsibilities/ict-digital-
cyber-security/toolkits/digital-transformation-toolKkit
11 | InnoCAPE http://dma.innocape.eu/en/test/registration
12 | Joint Research Centre of the https://ec.europa.eu/eusurvey/runner/DMA_survey T
European Commission 0
13 | Kévtpo IIpodOnong Neopumv | https://startup-piraeus.gr/blog/gsm_quiz/ergaleio-
Emyeipriosmv Afuov Iepard | psifiakis-orimotitas/
14 | Google https://digitalmaturitybenchmark.withgoogle.com/en/
advertisers/
15 | Aarhus University https://dbd.au.dk/dmat/
16 | Gluu https://gluu.biz/digital-maturity/digital-maturity-
assessment/
17 | Digital Leadership Ltd https://digitalmaturity.org/digital-maturity-
framework/
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Ooov apopd Tovg 0pyavIGHOVS TOL ToPEXoLY T 17 avtd povtéla, Tapatnpnonke Ot
UTOPOLV VO Katryoplonombovv o€ 3 kartnyopieg:

e Etaipeieg
o  KuBepyntikd Opyava
e Epegvvnrtikd [opouata

Ao ta 17 povtéda mov avalvdnkay, 11 mapéyovion and etaipeiec. Ot etaipeiec avTég
avikovv o€ 3 mbavég katnyopieg ol omoieg eivat:

e Tlapoyn copPovAEVLTIKGOV VINPECLDOV
o Tlapoyn TevVOAOYIKAOV TPOIOVTMOV 1) VINPECLOV
o [lapoyn AMoemv avBpmmvov duvapkoh

O mopaxdre mivakog mepthapPavel TiG TOPEIEG TOV TOAPEYOVY LOVTEAL YNOLOKNG
OPUOTNTOG T OTTOToL VOAVONKaLY.

Iivakag 4. Etaipeics mov mapyovy povréia wnplokis mpoTyTtas Ta omoio avolvonkay

Etropeia Kotnyopia

1 West Monroe [Tapoy” GVUPOVAEVTIKMOV LINPECLOV

2 Krataion Consulting [Mapoyn cLUPOVAEVTIKOY VINPESIDOV

3 Prodware Group [Mopoyn GLUPOVAELTIKAOV VINPECIOV

4 RSM International [Mopoyn cLUPOLAEVTIKOV VINPECIDV

5 Digital Leadership Ltd [Mapoyn cLUPOLVAEVTIKOY VINPECIDOV

6 Formstack [Mopoyn texvoroyKdV Tpoidvimv 1|
VINPECLOV

7 Axway [Mapoyn texvoroyIK®V TPoTOVTI®V 1|
VINPEGLOV

8 Mendix [Mapoyn texvVOrOYIKGOV TPOIOVIMOV 1|
VINPEGLOV

9 Gluu [Mopoyn texvoroyIKdV TPoidvVImV 1|
VINPECLOV

10 Google [Mopoyn texvoroyIKdV TPoidVIOV 1|
VINPECLOV

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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11

Manpower Group [Tapoyn AMbcewv avBpdmivov dvvapkon

Emumiéov, 5 and ta 17 povtéha mapéyoviar ond kdmotag popeng Kpatukod @opéa 1
avddoyo avtov. Avtd sivat:

Business Development Bank of Canada

Government of South Australia

InnoCAPE

Joint Research Centre of the European Commission

Kévtpo [TpomOnong Neopvwv Emyeipricemv Anpov Tepaid

Téhog, 1 amd ta 17 povtéda mapéyeton and epevvntikd idpvpa. Avtd sivor to Aarhus
University kot, mo cvykekpipuévo, to Department of Business Development and
Technology.

270 TOPOKAT® SLAYPOULLUO POIVETOL 1) TPOEAEVOT) TV HOVIEA®MV TOL OvVaAVON KOV pE
Baon v Katnyopia opyovicLov.

2ynua 1 Ilpoéicvon twv uovrtéiwy mov avalvOnkay us facny Ty KaTyyopio opyavicuov

Epsuvnricd idpupa

MNpogAeuon MovTteAwy

—
5.9%

Kpatikde Qopsag

29.4%

Eraipeia
64.7%
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Ot epmmoelg mov avolvinkay og avTd ta 17 HOVTEAL YNOLOKAG OPLOTNTOG TTOV GTO
oLVOAS Tovg 426. [TapatnpnOnke 6Tt Ta povtéra dev elyav Tov 1510 apliud epoTHGEMV.
To m\nboc 1tV epotoemv avd povtélo kopaivetor omd 7 €o¢ ko 67. ITo
ovykekpipéva, 4 amod ta poviéda eiyav 1 €og 10 epmmoetg, 6 povtéda eiyav 11 g 20
epmmoelg, 4 poviéda giyav 21 €wg 30 epotioelc, kal, T€loc, 4 povréla elyov mavem
and 31 epotoels.

Ytov mopoakdTe wivako mapovcstaletal To TAN00¢ TV EpOTNCEMV Yia KAOe LOVTELOD
TOL OVOAVONKE.

IHivaxag 5: I12500¢ epwtioewy avd povrélo mov avalvOnke

Opyaviepog A 00c Epotiosmv
1 West Monroe 7
2 Formstack 13
3 Axway 15
4 Mendix 8
5 Business Development Bank of Canada 16
6 Krataion Consulting 21
7 Manpower Group 24
8 Prodware Group 60
9 RSM International 10
10 Government of South Australia 22
11 InnoCAPE 30
12 Joint Research Centre of the European 17

Commission
13 Kévtpo [Ipombnong Neopvdv Enyeipricemv 42

Afqpov Tlepord
14 Google 67
15 Aarhus University 49
16 Gluu 9
17 Digital Leadership Ltd 15
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210 TOPOKAT® CYNUO QOIVETOL 1) KOTOVOUY TOL TANOOLG TV EPOTNCEMV Yo TO

LOVTEA TTOV avOALOT KA.

Zynua 2: Katovoun wijfovg epatijcemy yia ta. povréia mov avalifnkay

MNAnBoc Epwtioswy

1-10 11-20 21-30

Yta 17 povtéha mov avaAvdnkoyv, mopatnpndnke ot 12 and avtd ta&vopovoay Tic
EPMTNOELS TOVG 0€ Katnyopies. Ot kotnyopieg avtég giyav oy€on e To oo AELITovpYyia
NG ENXEIPNONG POPOVGAV Ol EPMTNGELS.

210V TOpoKAT® TTivake TopovctdleTol To TAN00C TV KATNYOPLOV TV EPOTNCEDV Y10
Ka0e povtéLo mov avalvinke, kabmg Kot ol katnyopieg ot idtec.

Ilivaxags 6: Ot katyyopics yia ta povrélo mov avalvOnkay

Opyoaviopdg I12M00g Kotnyopieg
Kotnyoprov
1 West Monroe 0 -
2 Formstack 0 -
3 Axway 0 -
4 Mendix 0 -
Xpfiotog KapéAng Mavemotpo Atyaiov,
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Business Development
Bank of Canada

Krataion Consulting

2TPOTNYIKN
YNeLoKoL
LLETACYNLOTIGLOD
Opybvmon Kot
KovAtobpa
Ynowokn epmepio
TOV TELATOV
Kowvotopia
Youaxég
TEXVOAOYiEG

Manpower Group

Culture
Innovation
Practices
Strategy

Prodware Group

Innovation
Operational
Excellence
Employee
Experience
Customer
Experience

RSM International

Culture &
Leadership
People & Skills
Systems,
Technologies &
Security
Processes &
Analytics
Customer
Engagement

10

Governance and
leadership
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Government of South
Australia

e People and culture

e Capacity and
capability

e Innovation

e Technology

11

InnoCAPE

¢ Digital technology
integration

e Organization and
Leadership

e Strategy

e Digital Innovation

e Data analytics

12

Joint Research Centre of
the European Commission

Digital Strategy and
Business Model
Digital Readiness
Data and
Connectedness
Intelligence and
Automation

Green Digitalisation
Human-Centric
Digitalisation

13

Kévtpo IIpombnong
Neopvov Enyeipnoewv
Anpov Iepand

Emnyepnuotico
Hovtélo

Ag1tovpyiKod Hovtéro
KOl E6OTEPIKES
Sradkacieg

Ynodopéc IT, IoT wan
xpfion 1
Amobnkevon ko
Avdivon dedopEVeV
KvBepvoaocopdieta kot
[Ipoctacio dedopévav
AvBpamvor [1o6pot

14

Google

Organisation
Access
Audience
Automation
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Attribution
Assets & Ads

15

Aarhus University

Digital Maturity
Strategy

Culture

Organisation

Processes

Technology

Customers and Partners

16

Gluu

Process Flows

Top Management
Knowledge
Process Ownership
Co-Worker
Involvement
Systems Integration
Continuous
Improvement
Work Instructions
Data-driven Decisions

17

Digital Leadership Ltd

15

Culture
Leadership
Budget
Innovation
Capacity
Recruitment
Learning

Project management
Technology
Data

Reporting
Insight
Communications
Service delivery
Internal systems
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210 TOPOKAT® CYNUO QOIVETOL M KATOVOUN TOL TANOOLE TWV KATNYOPLOV TMV
EPMTNCEMV Y10l TOL LOVTEAQ TTOL OVOAVON KOV,

2ynua 3: Katoavoun wijfovg katnyopidy Ty EpOTHCEDY YLa TO HOVTELD OV
ovalvOnKay

[MARBoc¢ Kartnyopiwy

10+

Ooov apopd Tovg TOHTOVG EPOTNCEWV, 6T0 17 HovTéda Tov avaAvOn KoV
mapatnpnOnkav 4 €idn epotnoemv. Avtd etvan

Nat - O

SUHOOVD - AUPOVO
YVYKEKPYEVES OTAVTIGELG
Elevbepo keipevo

Ot epomoetg Tomov “Nat - Oyt” NTav SouUNUEVES £TGL MGTE VL LTOPOVV VO aravTBohv
HE €va Vo 1 €va O)l. ZUVERMOC, OTIC TEPUTTAOGELS OVTEC Ol OOVTICELS NTAV TAVTA, 2.
Ao 116 426 epooElS TOV avolvnKay, 48 NTOV ALTHG TS LOPPTS.

Ot gpotoelg THmov “ZopPOVve - AlPove” giyov Hopern ONAMONG Kol 0VTOG TOL
CUUTANPOVE TO EPMOTNUATOAOY10 £lxe TN dvvOTOTNTA VO EMAEEEL KATA TOGO GUUPMOVEL
N dapwvel pe T ONA®oN avTh. XVvB®G 0l OMAVTAGES NTOV 5 e KAUAK®OT NG
popeng “Alnpoved kdbeta”’, Alapovd Alyo”, “Odte Zvueoved ovte dpove”,
“Lopeoveo Alyo”, kot “Zopeove omdAvta. e 0UTH TNV Katnyopio. £POTNCEDV
ovumeptAapfavoviot Kol GAAEG EPMTNCEIS TOL £YOLV TAPOUOLD KATHOKO, 0TS Yol

Xpnotog Kapéing [Mavemotiuo Atyaiov,
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mopdoetypa tnv KAipoka “TIoAd - Atyo”. Amo t1g 426 epooelg mov avarvonkav, 155
IOV 0VTHG TG HOPPTS.

270 TOPOKAT® GYNLLO POIVETOL 1) KOTOVOUT] TOV TOTOV TV EPMTHCEMY Y10l TO LOVTEAL
oL AVOADONKOY.

2ynua 4: Karoavoun twv tormy EpOTHGEMY Y10 Ta HovTELa mov avaliOnkay

ToTro1 EpothoEWV

Mar-0y

TUVKEK PIMEVEC ATTAVTATEIC
47 7%

11.3%

TUMGpLVE - ATpuLve

36.4%

ElcUBepo Keipevo

O1 epoTNOELG TUTTOV “LVYKEKPIUEVEG OMOVTNGELS ELYOV OTTOVTI|GELS TTOL NTOV GE LOPPT|
Kamotla Ppacng e okomd va moapéyovv eneEnynon. Kot avtég mapovsialav kamolov
€100V¢ KMUAK®OONG, OTMG Ol EPMOTNGELS THTOV “TVUEOVO - AloPOVD”, 0AAd TO KAOE
eninedo eiye capn emeENynon. To mANOOC amovincewV GE OLTEG TIG EPOTNOELS
Kopaivovtay omd 3 émg kot 5. Ao T1g 426 epOTNGELG TOL avaAvOnKay, 203 NTav aVTG

™G HOPPNG.

O gpomoelg Tomov “ElevBepo kelpevo”™ giyov kdmolag Lopeng mhaiclo KEWEVOL OV
EMETPENE TNV €l00y®yn ehevBepov kewévov. Ot epmTNoElg OWTEG giyay oKOmO N
GLALOYY| GTATICTIKOV GTOLKElV Kot dev Emailov pOAo oTn Aertovpyio TV HOVTEA®V.

2.3 Xvumepdopota

Me Bdon v Topamdve ovaAvoT), GoiveTol 0Tl To LOVTEAN YNOLOKTG OPULOTNTAG TOV
mopEYovTal 6To AladikTvo £Qovv TN HopeN epoTnuatoroyiov. Emiong, n misoynopio
TOV HOVIEA®V TOL avoADONKaY TapEyovtal omd Kamowo etanpeiot 1 omoio TPoEPYETAL
amd ToV YOPO NG TEXVOAOYinG Kot €ite mPocPEpel GLUPOVAEVTIKEG VINPETieg glte
Kdmwoto Aoyiopiko. EmmAiéov, n mietoynoio tov povtéAwv tepleiyav neplocdtepeg amod

Xpnotog Kapéing [Mavemotiuo Atyaiov,
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20 epotoels. Télog, M mAOYNEIo TOV EPOTICEMV TAPEIYOV OTAVINGES TOL
napovsiolov KAmTowG HOpeNG KMUAK®ON Kot oxeddv ot HoéG Tov GLUVOAOL
wePAUPavay Kot KAmotov £i000G ETeENYNON OTIS AMOVTIGELS TOVC.

Xpnotog Kapéing [Mavemiotiuio Atyaiov,
EOviko Metodfio [ToAvteyveio 33



Avarmtuén Zuotiuatog Avaluong tou Emumédou Wnolakol Metaoynuatiopol Mikpopeoaiwy
Erixelpnoswy

3. Ms0Oodoroyia

210 TPOMNYOVUEVO KEPAAOLO TAPOLCIACTNKAY Oplopol oyetikol pe 10 Bépo TV
HOVTEADV ®OPYOTNTOS YNolakod petacynuotiopov. Emiong, mapovoidotnkav kot
avoAlvOnkav 17 povtéla opluodTNToS YNELUKoy HETOCYNUOTIGHOD T otoio Bpédnikay
Katd ™ S1adiKacio. OAOKAP®ONG TS SIMAMUOTIKNG epyaciag. Me avtd Tov TpoTo,
ténkav ot PAcelc ywu TV avamTuEn €vOg VEOL HOVTEAOL. XTO KEPAAOLO OLTO
napovotaletar n pebodoroyio mov akorlovOMOnke Yoo TNV AvATTLEN €VOG LOVTELOV

YNOLOKNG OPUOTNTOG Y10 LIKPOUECAIES ETLYEIPTGELS.

INa mv avantuén evog véov povtéov, 10 mpdto Prpa MTav va ovaivbodv 1Mo
vrapyovta poviéda. H avdivon avt mepypaenke Kol TOPOVGIAGTNKE GTO
wponyovuevo Kepdlowo. Emmpdcobera, petd v avaivon tov HoviéAwv, £yve pia
ocuvvavinon pe évav ‘EAAnva €01Kd 61OV ¥Opo Tov ynelokov petacynpoticpov. H
GLVAVINON OTH €le GKOMO TNV AMOKTNGT TANPOPOPLOV GYETIKA LE TOV YNOLOKO
LETAGYNUOTIGUO TV eMyelpnoewy otV EALGS, KaOde Kot pe HovIELD @pludtTTag
TOL UTOpel VO YPNGLOTOOVVTAL, OO KOTOWOV UE gumelpio amd v ayopd. Avtod
EMETPEYE TNV KAADTEPO GYESIAGLLO TOV HLOVTELOL, TO 0010 POGICTNKE OTO LLOVTELD TTOVL
avaALON KOV GTO TPONYOVUEVO KEPAANLO KOl GTO GYOALO TOV EOIKOV.

O oyedlaopdg Tov Hoviélov Eekivnoe e TNV ETA0YT TOV KATAAANA®V KATNYOPLOV Y10
11§ epmtoels. H emloyn Pacioctnke 1660 6€ Katnyopieg mov ypnoipomombnkay o
povtéia mov moapovotdlovral otn PipAoypagio 660 Kot 6To HOVTELD TTOV avaALON KoY
OTO TPONYOLUEVO KEPOAAOLO. A@OTOL emAEYONKaV ol Katnyopiec, T CLVEXEW
Eexivnoe 0 oYed1AGUOC TV epMTNOEMV. [0 TOV GYESIIGUO TOV EPOTNCEMV VINPYOV
OLYKEKPIUEVES OTOLTI|GELG TOV EMPETE VO, ANPOOHV VITOYLV.

210 TopoKAT® oyfua eaivovtol Ta frpota g pebodoroyiog mov akorovdnOnkKay.

2ynua 5: Ta fruara s uebodoioyias mov axolovlyOnkay

Avaiuon ZXEDIAOHOG
OpIoHWV Epwtioswy
. ZXEDIAOUOG
. AvaAuon SXESIATHOC BaBuoAoyIKWV
Trapxoviwy Bapwv Emimédwy
MovTéAwv
, ZXEDIQOPOG
Zxe0IAONOG .
. Mpotdoewyv
R RAR yia BeAtiwon
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H wpd™ omaitnon frav 6tt 10 poviého ovtd Ba mpémer vo omevBovetanr oe
puikpopeoaieg emyepnoelg. H dgdtepn amaitnon Mrov 0Tl Ol €PMOTACELS Kol Ot
ATOVTAOELS TOVG Oa Tpémet va efvart SOUNIEVES LE TETOL0 TPOTO MGTE VAL EMLTPETOVY TNV
KOADTEPT OLVATH KOTOVONOT) OO AVTOV TOL GUUTANPADOVEL TO EPOTILLATOAOY1O.

H tpitn amaitmon nrav 611 Ba tpénet va onuovpyn el éva cuotnua Babuoroyiog dote
va topovotdletatl to eminedo ynelokol petacynuatiopod. H tétaptn araitnon frav
011 KaBe epdytnom Ba mpémel vo cuvodeveTan and Eva fapog To omoio Ba dNAMdVEL TO
OGO ONUOVTIKY €lval M epdTNoN Kol emopéves, Bo emnpedler ™ Podporoyio
avVaLOY®G,.

Otav olokAnpdOnke 0 oYedOUOS TOV EPOTNCEMY, TO EMOUEVO Pruo MTov Vo
oyedlaotel Eva cuotnua PaBUoAdYNoNS TOV OTAVTNCE®MVY [LE GKOTO VO LITOAOYILETAL TO
EMIMESO YNPLOKOL LETOCYNUOATIOUOV (oG entyeipnone. o tov okomd awtd, oe kdbe
amavtnon kb epdNong avatédnie Evag fabpog kot oe kdbe epdTNON ovaTEONKE Eval
Bapog, To omoio SNA®VEL KOt TO TOGO CTLUAVTIKNY EIVOL 1] EPAOTNGT OVTN Y10 TO LOVTELO.
Eniong, o€ avtd 10 onueio oyedidomray kot to foOUoA0YIKA EMITEdA TOV LOVTEAOV.

Téhog, onovpyndnkav kat mpotdoelg yio T PeAtioon Tov emmédov ynelokov
petacynuoticpod g entyeipnone. Ot mpotdoeis avtég Pacilovion oTIG amnavTGELg
KaOe epOTNONC.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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4. HYAomoinomn tov MovtéAov

210 KEQAAL0 aVTO TAPOVSIALETOL TO LOVTEAO oV avarthyOnke. To povtédo €xel
popon epotuotoroyiov. Eniong, mapovsidloviot Kot o1 Kotnyopieg oTig omoieg Exovv
Katoveun et o1 epMTNOELS TOL HOVTEAOL, KOOMG Kal Ta PApN TOV EPOTACEMV KOl Ol
Babuol tov amavmoewv. Emmhéov, ot epoToES GUVOSEVOVTAL OO TPOTAGELS Yo
Beitiomon. Télog, oto Kepdlowo ovtd mepAouPdvovtor To EMITEON YNOLOKNG
OPUOTNTOG TOV EYOVV GYEOIAGTEL Y10 TO LOVTEAO OLTO PE BACT TO ATOTEAECULATA TOV.

4.1 Ot Katnyoplies Twv Epwtiioswy

To povtéro mov avarntiydnke neprapupdvet 9 katnyopiec. To mAnbog TV epoToE®V
TOL HOVTELOL givor 57 kot dgv givar opoldpopeo Katavepnpéves otig katnyopiec. Ot
Katnyopieg mov emAéyOnkav eival ol €ENG:

Ewayoyikég Epoticeg
AVTEG 01 EPOTHGELS GTOYEVOVY GTI GLALOYT| YEVIKMV TANPOPOPLDY Y10 TV EMLYEipnoN,
Omm¢ 0 apuds TV epyalopévev, o KAAS0S TG Bropnyaviag Kot ta £t Asttovpyiog.

MépkeTivyk

Avt 1 kotnyopia eotialel oty a&loAdynon TV TPOcTadE®V YNELokoD LAPKETIVYK
™mg emyeipnone. Atepevvd otpatnyikéc mov oyetifovror e TNV TOPOLGio GTO
J1diKTVO, TO LAPKETIVYK GE HEGO KOVMVIKNG SIKTOMGNG, TN dnpovpyia mepleyopuévou,
Kol TO OGO QIAIKEC TPOG TOV YPNOTN Eival Ol TAATQOPUES OV YPNCUYOTOEL M
emyeipnon.

H xatnyopia avt emdléyOnke d10tt ta televtaia ypovia Exel dobel daitepn onuacio
OGOV 0pOPE TO LAPKETIVYK OTIG LIKPOUESAIESG EMLYEPNOELS TOCO TN PiAoypagio Tov
napketvyk kor 6co kor g dtoiknong (Bocconcelli et. al., 2018). Ou Wwoktrteg
HiKpopecaimv entyelpoe®v Tpocmafovv va acyoAnovv e To HEPKETIVYK, OKOMHO Kl
v 01 S1ad1KAGIEG TOV HLAPKETIVYK OEV Elvon TANPpmG Katavontég o€ avtovg (O'Dwyer et.
al., 2009). EmumAéov, 1 Asttovpyiot TOV HOAPKETIVYK OTIC WKPOUECOIES EMLYEIPNOELS
AVTILETOTICEL TEPLOPICUOVS OGS M KOKN TOUELOKT pony, 1 EAAenym eEgldikevong 6To
pbpretvyk, to péyebog g emyeipnong, KoOOC Kol TOKTIKG TPOPANUATO TOV
oyetiovtar pe tovg meldrteg (Doole et al., 2006; Chaston, 1998; Carson, 1985)

IoMoeg

H xommyopio avt €€etdlel mtuxég OMMC To CLGTAWOTA SLUYEIPIONG TEAATEIKDV
oxéoemv (CRM), v avtopatonoinon ToAGE®v, T Onpovpyio SUVNTIKOV TEAATMOV
KaBdg kot ) Pertioon g eumepiog Toug.

H xamyopia avt emiéyOnke 616T1 AOY® TOV ALENUEVOL AVTOYOVIGHOD Kol VO TNG
avaykng yia ) Pedtioon g a&iag Tpog Toug TEAATES, Ol EXLYEPNGEIS TPOSTOOOVV Vi
LETAGYNUOTIGTOVV OO TOANTEG GE TAPOYOVG ADGEWDY TOV EVOOLOTOVOVY TPOTOVTA Ko
vnpeoieg (Le-Dain et al., 2023).

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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E@oowotiki Alvoidoa

H xamyopio avt) e&etdlet v ymoelomoinon g dtoyeiptong g €POSI0GTIKNG
alvoidag g emyeipnong. A&ohoyel topeic Ommg M Owayeipion omobepdrov Kot
npounfeldy, 1 SEIPIOT TOV HETOPOPDOV KAOMDS KOl Tr XPNOT TEYVOAOYLOV Y10 TN
BeAtimon ¢ amdd00MG TG EPOJIOCTIKNG OAVGIONC.

H xotnyopio oot emdéyOnke d10tL kot avth £yl AdPel peydin tpocoyr| Kot amd v
TAELPE TNG ayopdc OAAG Kot ammd TV TAELPE TNG OKAONUOIKNG EPEVLVAC, E0IKA OGOV
aeopd T oyéon G HE TNV emyelpnuatikny amodoon (Abdelfattah et. al., 2023). H
Jwxeipton ™G €QPOOOGTIKNG 0AVGIdaG £xel 0ALAEEL OPOUOTIKG KATO TNV TEAELTAIN
dekaetio AOY® NG ONUOVTIKNG TPoOOOV TOV €YEL TAPOLCIUCTEL OTIC TEXVOAOYiES
TANPOPOPIOV Kol emkovovidv (Anthony, 2019; Han et al., 2017; Maestrini et al.,
2018; Yang et al., 2017). EmumAéov, n movonuic COVID-19 ennpéace ™ pon g
€Q0OL0OTIKT aAvcidag oe Oleg Tic Prounyavies (EI Baz & Ruel, 2021; Fabeil et al.,
2020; Hassan & Abbasi, 2021; Ivanov & Das, 2020; Mishra & Maheshwari, 2021;
Papadopoulos et al., 2020) kot o1 etaupeieg ovaykdotnkay va enevovcovy otr eltioon

NG OMOTEAEGUOTIKOTNTOG KOl TOV CTPATNYIKOV OXeIPIoNg TG EPOSIAGTIKNG TOVG
arveidog (El Baz & Ruel, 2021; Le, 2020; Liao et al., 2017).

Owovopkn Awayeipion

H «amyopia ovtq eotdler ota ymeokd epyoieion KOl GUOTAUOTO OV
YPNOLOTOLOVVTIOL OTIC YPNHUOUTOOIKOVOUIKES Agttovpyieg g emyeipnong. Kaivmtel
TTUYEG OTMOG TO AOYIOTIKO AOYICUIKO, TN OloEIPIon TOL TPOVTOAOYIGHOV, Kol TN
wcbodoacia.

H xoammyopia avt emAéyOnie 0101t o1 0e&10TNTEG YPMULATOOIKOVOIKNG dtoyelptong
givon amopaitteg Yoo vo ivar emtoynuévn pio pikpopecaio entyeipnon (Bloom &
Boessenkool, 2002, Roodt, 2005, Kotze & Smit, 2008, Akande, 2011, Bezuidenhout &
Nenungwe, 2012). Eqv o puxpopecoio emyeipnon 0ev €€l KOAN OWKOVOUIKY|
dayeipion, de Ba pmopei va emPvoet peconpddeopa 1 pakporpodespa (Wolmarans
& Meintjes, 2015).

AvtopaTtiopnog

H xotmyopia otoyevet va a&lodoynoetl Ty v1oBETon TEXVOAOYIDOV AVTOUOTICHOD OO
TNV EMXEIPNOT KOl TOV aVTIKTUTO TOVG OTr PEATIGTOMOINGN TOV EMLYEIPTLATIKOV
AELITOLPYIOV KO EYEL VO KOAVEL LE O1001KOGIEG OTMOC 1 CLTOUATONOINGCT EICAYWYNG
dedoUEVMV, 1| LTOGTNHPIEN TEAUTAOV KOt 1) dlayeipion Epymv.

H xamyopio avt) emAéybnke S10TL O QVTOUATICHOG OTOKTA OAO Kol UEYOADTEPT
onuocio og eTimedO dLoEPLONG Y10 TIG ETOPEIES KOl TOLG OPYAVICUOVS, KABMG LEIDVEL
TOV XpOVO OV amarteital Yo TV eKTELEOT] Epyaciav povtivag (Moreira et al., 2023).
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AvOpomivo Avvopiko

H xatnyopia tov AvOpodmivov Avvopikod aflodhoyel meployég Omtmg m omdKInom
TOAEVIOV, 1 OloElplon amdO0oNG, 1N EKTAIOELOT KOl 1 XPNON EPYOAEI®V Yoo TN
BéATIoT eMKOv®Vio HETAED TWV VITOAAAWV.

H xamyopia avt emdéydnke 516t TPOGPATES EPEVVEG £YOVV GUVIECEL T1) dlaXEIPIoN
avOponvov dvvapkod (HRM) kot v koawvotopio (Meacham et al.,, 2017). H
dwxeipton avOpOTIVOUL SLVOUIKOD ATOTEAEL GNUOVTIKT TPOKANOY| Y10l TIG MKPOUEGOIES
emyelpnoelg kabmg €xel amoderydel OTL glvon Eva amd Ta KOpLoL EUTOOI0 OGOV APOopd
kowvotopio. (Strobel & Kratzer, 2017; Madrid-Guijarro et al., 2009) a1, mo
CVLYKEKPLUEVO, GLVOEETAL e TOV POPTO gpyaciog Tov epyalopévav (Larsen & Lewis,
2007), v éMewyn kotaptiong N mpoooviwv (Tourigny & Le, 2004) 1 tov
TEPLOPICUEVOV TTOP®V TOV puKpouesainv entyelpnocwv (De Massis et al., 2018), mov
KaO16TA SVGKOAN TNV EPAPLOYT TPOKTIKOV dLoYEIPIONS 0VOPOTIVOVL SUVOULKOD.

XTpaTnyK
Ymv kotnyopia. avt) aSlodloyodvtal TOUElS OmMwG ol TP®TOPOLAIES YNELOKOV
LETAGYNUOTIGLOV, 1] VOPEN YNOLOKTG CTPATNYIKNG, KOl Ol ENEVOVCELS GE WNOLOKES
TEYVOLOYIEC.

H xatmyopia avty emdéybnke S10tL €pevveg €povv deifel OTL Ol MEPLGGOTEPES
HKPOULEGOES EMLYELPNOELS dEV 0O OVVTAL UE TO oTpaTnyKd oxedtooud (Robinson &
Pearce 1984; Sexton & van Auken 1985; Berman et al.,1997; Orser, et al., 2000;
Sandberg, Robinson & Pearce 2001, Beaver 2003). Avtd épyeton oe ovtibeon pe
ocvoumepdopato ¢ Piproypagiog mov Tovifel OTL Ol EMEIPNOES “TPEmEl va
oxedldlovv evepyd v to HEAAOV” Yl VO TOPOAUEIVOVV OVTAYOVICTIKEG KOL VoL
emPuooovv (Ennis 1998). Tapaperdvtag Tov 6TpatnyIKd 6YESOGHO, O1 LKPOUECOIES
EMYEPNGELG UTOPEL VO LNV KATAPEPOLV VAL vl OGO TO SLVATOTEPO ATOOOTIKEG KO 1|
emPimon tovg Ba uropovoe va tebel og Kivovvo (Berry 1998).

Aoc@aiero

H xoamyopia avt gotidlel oty a&loAdynomn Tov HETPOV YNOLOKNG AGOAAELNS TNG
emyelpnong wou €€etdlel topeic OmMG M TPooTUcict OEOOUEV@V, 1) AGOAIAED TOL
SIKTHOVL, N AVTIUETOTICT TEPICTATIKMOV, 1] COUUOPPMOGCT LE TOVG KOVOVIGLOVG.

H xatmnyopia avtn emriéyOnie 610t évag amd Toug 3 HEYUAVTEPOVS EMLYEPTUOTIKOVG
Kvdhvoug eivan ot kivdvvotl otov kuPepvoympo (AGCS, 2022). Ouwmg, 1 mheloynoeio
TOV JUKPOUEGOLMV EMYEIPNOEMV EKTILOVV OTL 0 Kivouvog KuPepvoenifeong o€ avtég
etvon yapmAog (Martin et al., 2023). v mpaypotikdtta, onoladnmote EnLyeipnon
umopei va méoel OOpa kuPepvoenifeong (DIHK, 2022). EmmAéov, n evausOnromoinon
OYETIKA LE TNV YNOLOKY OGOAAELN KOL ) GUVEYNG EPOPLOYNG LETPOV 0CPOAEING EXEL
amodeyfel OTL Ol LOVO HEUDVEL TOV EMYEPNUATIKO KIVOLVO Yl TIG €TAPEIEC OAAY
av&avel Ty ehkvotikdttd tovg (known_sense, 2016).

H xatavoun tov epotmoemv @aivetor 6tov wivoka 7.
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IHivarag 7: Katavoun twv epoticewy avd Katnyopio

Kamnyopia A 00¢ EpoTticcmv
Ewayoywéc Eponmosic 5

Mdpxetivyx 10

[wAncelg 8

E@odactiki Alvcida 4

Owovopukn Awyeipion 3

AvTtopoTiopog 7

AvBpomivo Avvopkd 6

STpatnykn 5

Acopdieln 9

4.2 Ot Epwtoets Tov Movtédov

[Mopakdteo mapovoidlovior o1 epMTNCELS TOL ovomTLYXONKAY, YOPIOUEVES avE
katnyopia. [apdrinia, Tapovcidletot Kot to Bapog mov £xel kdOe epmdTNOT, 0 BaOUOC
™G KaBe amdvtnong pe v epaton mov Ppicketar otnyv mo apiotepd BEom va a&ilet
oV MYdTEPOLS BaBLovg evd 1 amdvinon mov Bpioketarl oty mo 0e&1d B¢on va a&ilet
TOVG TEPLGGATEPOVG POV, XTo TAAIGLO AVTOV TOV LOVTEAOV, O OTOVTIGELS LLE TOVG
neEPLocOTEPOLS Pabpovg elvarl kKaADTEPEG Kol 6KOTOG gival va GUYKEVTP®OOUY 6GO TO
duvatd mepiocdtepot Pabdpoi. Ot epotoeig g katnyopiag Ewoayoyéc Epotioeic
dev &xovv Babuo 1 Bapog.

Emniéov, kaBe epdtnon cuvodedeton kot amd pio oyetikn npdtaon Pertioonc. Kdabe
npotaon Peltioong Ppioketon KAt omd pion GLYKEKPWEVT OmAvinom Yo KdaOe
epOTNON. AvTtd cvpPaivel S1OTL M ardvTnon ot aroTeAel TNV TPOHTOOEGN Yo var etvon
oXeTIKN M TpoOTOon Yo Pertioon G oLTOV TOL GUUTANPAOVEL TO EPOTNUATOANY10.
Anhaodn n andvtnon oty epd@Tnon Ba tpénet va etvorl avt 1| KATOo 6Ta apltoTeEPH TNG
Yy vo. xpelaotel va mapovclactel kdmola mpdtacn Yo PeATion oxETIKA pe T
OLYKEKPIULEV EPAOTNON.

[Mopakdto Topovstdlovtal ol EPOTIGELS TOV LOVTEAOD TOL OVATTOYONKE.
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Erixelpnoswy

Koatnyopia: Ewsayoyikés Epotmicseg

[Toca dropa epyalovtor otnv emyeipnon| cog;

1.0-9

2.10-49

3.50-249

4. 250-1499

5. 1500 1 meprocoTEPO

[Mowa RTOV T0. GLVOAIKA ETHGL0 £5000. TNG EMLYEIPTONG GOG TO TPOTYOVUEVO £TOG;

1. Kato
oo
50.000€

2. 50.000€ - 100.000€

3. 100.000€ - 500.000€

4. 500.000€ - 1.000.000€

5. Ilaveo and
1.000.000€

[To1o ftav To TAN00G TV TOPASTATIKAOV TOV €EEOMOE M EMLYEIPNOTN GOC TO TPONYOVUEVO £TOC;

1. Kato
oo 50

2.50-100

3. 100 - 500

4. 500 - 1000

5. IMévo and 1.000

e mowov KAAd0 aviKeL 1) emygipnon cag;

1. Bropnyovia 2. l'ewpyla 3. Aoacokopia kot | 4. Exkmaidevon 5. E&6pvén, metpélato
Aleia K0l QUOIKS 0éplo

6. 7. Eotiaon 8. Kataokevaotikdg | 9. Awavikd gumodplo 10.  Metagopég ko

Enrayyeipatikéc, TOpENG amofnkevon

Emompovikég kot

Teyvikéc

Apootnplotneg

11. Téyveg, | 12. Tovpiopdg | 13, Yyelo  wou | 14. Yranpeoieg | 15. Xovopikd epmdplo

Yoyoyoyio kot Kowovikny Epyacia | dihoéeviag

Avayoym

[16ca ypodvia Aettovpyel 1 emtyeipnon| cog;

1. 2. 1-3 ypévia
Atyotepo

amo 1

xpOVO

3. 3-5 ypévia

4. 5-10 ypodvio

5. [Mavw amo 10 ypovia

Xpnotog Kapéing
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Kotnyopia: Mapketivyk

1 H emyeipnon cog dwwbétet 1otdTOMO;
Bapog BaBuoc: 1 | Babuog: 2 Babuoc: 3 BaBuoc: 4
1
Oxt "Exyovpe évav amid AwBétovpe évay moAvcEAS0 otdTono | Alafétovpe 1GTOTOTO OV
16TOTOTO LOG LLE IO TANPOPOPIES YO TO TTPOIOVTOL wepthopPavet Kot
ceMdg pe pHovo KOl TIG VINPEGIES oG, duvartotnteg
Baowkég mAnpoeopies | cupmeptlopfavopévev opiopévey NAEKTPOVIKOV gpmopiov
g emyeipnong. POTOYPAPIDOV KOl TEPLYPUPDV.
[Ipdtaon [pémer va
BeAtioong aoyoAnOeite mo
OpOOTIKA LE TNV
avamTuén g
1GTOGEAIDOG TNG
emyeipnong oo,
2 [1660 cuyva evrUePDVETE TOV 16THTOTO GOGC;
Bdapog BaBpoc: 1 BaBpoc: 2 BoOpoc: 3 BabBuog: 4
0.8
Koaborov Yrivia Kdabe pépa Kabe pépa kot ovtopota
[Ipdtaon [pémer va acyoAnbeite mo dpacTiKd pe
Beltioong 1 GUVTIPNOT TNG IGTOGEAIDAG TNG
emyelpnong coc.
3 Emokepbeite Tov 1otdtomo https://pagespeed.web.dev/ kot kdvte o 1€67T Y10 TOV 16T0T0NO 606 [Tota givor n
BaBuporoyia yio tnv xatnyopia Performance;
Bapog Babuog: 1 Babuoc: 2 Babuog: 3 BaOuoc: 4
0.6
0-25 26-50 51-75 76-100
[Ipotaon [pénet va acyoinBeite mo dpacTikd pe
BeAtioong ™ Pertiotonoinon g 1otoceAidag g
emyeipnong coc.

Xpriotog Kapéing Mavemotuio Atyaiov,
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4 T gidovg ymerakd TpomBnTIKd LAKO YprclLonoteite?
Bdpoc Bafpog: 1 Babpog: 2 Bafpoc: 3
0.6
Ewova Bivteo Ewova ko Bivieo Pertiotonompéva yia
KOW®OVIKA diKTua.
IIpétaon | Ilpémel va aoyoinbeite mo
BeAtioong | dpactikd pe tn dnuovpyio
Yrowokov [Ipowbntikov YAtkon
Yo TV EnyEipnon oag.
5 H emyeipnon| cog dabétel oTpatnyk] yneuokod HOPKETIVYK;
Bapog Babuoc: 1 Babuoc: 2 Babuog: 3 Babuoc: 4
0.5
Ox Atvmeg 0dnyieg AvoluTikd 6010 T0 AVOAVTIKO 0010 TANP®G
omoio avabempeital kot EVOOUATOUEVO GTT GUVOAIKT
EVIUEPDVETAL TUKTIKE, GTPUTIYIKN UAPKETIVYK
[Ipdtaon [Ipénet vo acyoindeite
Beltioong 710 OPOOTIKA UE
cuppovievtucég
VANPEGIEG YNELOKOD
LETOCYNUATIGLLOV TV
emyeipnon cog.
6 [Idg n emyeipnon cog LETPE TNV EMLTUYIA TOV KOUTOVIDV LOPKETIVYK;
Bapog Babuoc: 1 Babuoc: 2 Babuoc: 3 Babuog: 4 Babuoc: 5
0.5
Agv petpdpe | Metpdpe v Metpape v Metpdape v emrvyio Metpape v emttvyio
my emtvyio | emruyia tav emruyio Twv TOV KOUTOVIOV TOV KOUTOVIDV
TV KOUTOVIOV KOUTOVIOV LLOG pépketivyk pe Baon évav | LapKeTIVYK
KOUTOVIOV UEPKETIVYK LE UEPKETIVYK LE GUVOLOCUO TOGOTIKMV YPNOLOTOIOVTOS VO
puapketivyk. | Pdon oxdha omd | Baon amiéc KOl TOLOTIKMV OLOKANPOUEVO GUVOAO
TEALATEG. UETPNOELS, OTOC M | LETPNOEWV, LETPNCEMV TOV
EMOKEYLOTNTO ouumePLapUPavouEvVmY TapaKolovBovv

KOl Ol TWANCELS.

NG EMOKEYILOTNTOG
GTOV 16TOTOTO, TV
TOAMCEDV, TNG
0(POGIMONG TV TEAATOV
KO NG
AVOYVOPIGILOTNTOS TNG
gnovopiog.

0ALOKAN PO TO Customer
journey, omo6 v
OpYLKT
GLVEIONTOTOINON €M
TN GLUTEPLPOPE LETAL
™V ayopd.

Xpnotog Kapéing
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Erixelpnoswy

[Ipétoon [Ipénel va
Beltioong aoyoAnbeite o
dpaoTiKd
VANPEGILES
onpovpyiog
TPOOONTIKGV
KOUTOVIOV Y10 TNV
emyeipnon cag.
7 [oteg teyvoloyieg ypnoytomoteite yia va Sl EPLIOTELTE TIG dPAGTNPLOTNTEG LAPKETIVYK;
Bapog Babuoc: 1 BaBpoc: 2 Babuog: 3 BaOuoc: 4
0.5
Agv Xpnoyomrotovpe Xpnoyomotodpe vayv XPNOYOTOIOVLE LiLoL
ypnoyonolovpe | Bacikd epyoreia, 6w | cuvdLacUd eEE0IKELUEVOY | OAOKANp®UEVT oToifa
TEYVOLOYIEG Y10 | LTOAOYIOTIKA POAAQ epYOLElOV LAPKETIVYK, TEYVOLOYLOG LAPKETIVYK, TTOV
) dwoeipion Ko email yio va onw¢ Loyiouko email nepAapuPavel epyoieio yio
TV SLOYELPIGTOVLLE TIC UAPKETIVYK KO EpYaAEia dloyelplon Kapmiviag,
OpacTNPOTHTO® | SpacTNPOTNTES Swyeiprong pécwv dweipion dedopévev TeAATOV
V HOG GTO pHépKeTIVYK. KOW®MVIKNG SIKTOVMOOTG. KoL VoAV TIKG GTOTYE L.
UapKETIVYK.
[Ipdtaon [Ipénet vo acyoinBeite
Beltioong 0 SPUCTIKA UE
VINPEGIES YNE1oKOD
UAPKETIVYK Y10, TV
emyelpnon cag.
8 [Toteg MAOTPOPLES YPTCLLOTOLEITE Y10, VO TOVAATE T TPOIOVTO/VINPEGIEG GG GTO S10dIKTVO;
Bapog Babuoc: 1 Babuog: 2 Babuog: 3 Babuog: 4
0.7
Agv movAdpe ta | TTovAdue ta ITovAdue ta. ITovAdue ta.
npoldvta/vanpe | Tpoidvia/vmnpecieg pag TPOTOVTA/ VTN PECIES TPOTOVTO/VTNPECIEC LOG OTOV
clec oG oto GTOV 01KO Gag 16TOTOTO HOG GTOV O1KO oG 1Ko oG 1OTOTOTO, GE OYOPEG
dtadikTvo. YPNOLOTOIDVTOG 10, 16TOTOTO KOl 6E ayopég | Tpitev kot pécm mhatpopudv
Baockr Tlatedpua Tpitev, OTMOC TO KOWOVIKOV HECWOV OTMG TO
NAEKTPOVIKOL EUTOPIOV. Skroutz. Facebook xat to Instagram.
[Ipétaon | Ipéner va
Beltimong | aoyoinBeite

70 OPOOTIKA e
™V avamntuén
10 e-Shop ¢
emyeipnong
oG,

Xpnotog Kapéing
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9 [dg ypnoyionolel | extyeipnon oag T SLOPNLGT OTO LEGO KOWVOVIKNG OIKTOWOONG;
Bdapog BaBuodc: 1 BaBpoc: 2 BaBuodc: 3 BabBuog: 4 BaBuoc: 5
1
Kaborov [Tepiotaciokég Toktikég [Iponyuévn Evoouatopévn pe ™
EVIOYVLUEVEG KOUTAVIES Ue EMAVOGTOYEVOT| KoL GUVOAIKT] OO UG TIKT
OVOPTNGELG 6TOYEVOT| KO e€artopikevon GTPUTIYIKN KoL
UETPNOELG GLOTHOTO OEGOUEVDV
IIpotaon [Ipéner va
BeAtioong aoyoAnbeite mo
OpOoTIKA LE TN
dnuovpyio ETOPIKNG
EKOVOG YLOL TNV
emyeipnon cog.
10 [16G0 QUAMKN TPOC TOV XPNOTN Eival 1] EUTEPLO XPNOTN Y10 KIVNTEG GUOKEVEC OTO PUGTKA GOG KovaAto (Ty
IototOMOC);
Bdapog | Babpog: 1 Bafpog: 2 Bafpog: 3 Babpog: 4
0.7

Agv &yovpe O1 Baoikég Aettovpyieg | H eumeipia ypriom péow H epmepio ypriot yo

EMEVOVGEL GE Wi | Agrtovpyovv koAl o€ KWW TOV GLOKEL®V eivol ¢ el | KvnTég GLOKEVEG elval

OWAIKN Tpog Tov | Kivntd, oAAE cuvolikd | TO TAEIGTOV PIMKT TPOG TO witepa PIAKN TPog TO

ypnotn eumepio | dev etvan xpNotn, oA eEaxorovBovy va | ypriotn (T.y. pe amhn

YL KIVNTEG Beltiotomomuéveg i | vadpyovv opiopuévor topgic mov | odvdeon, Accelerated

OVOKEVEC. xpNon omd Kvntd. ypetdlovtan Bertioon. Mobile Pages) ko mapéyet

pe ampdoKomTn ERmEpia
GTOVG (PY|OTEG.

Xpnotog Kapéing
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Kotmnyopia: lloicseig

1 Xprnowomnotei N enyeipnon oag Zootpa [Hopayyeiiodnyiog;
Bépog BaBpoc: 1 BaBpoc: 2 BabBuog: 3
0.8
Ox Nat, aAAG dev €lvol QLTOUATOTONUEVO. No kot etvot
OVTOLLOTOTTONLEVO.
[Ipdtaon [pémet va aoyoinbeite mo SPACTIKA e GLGTAOTA
Beltioong YNELOKNG SlayElplon TOANCEDV & ayopdV Yo TNV
emyeipnon coc.
2 Xpnowonotei n enyeipnon oag Zuotua Awoyeipiong Ielotelokmv Lyéoswv (CRM);
Bdapog Bafpog: 1 Bafpog: 2 Bafpoc: 3
0.7
On Nat, oAAG SV ivol UTOLATOTOINEVO. Nout kot ivar aVToUATOTOMUEVO.
[Ipdtaon [Ipénet va acyoindeite mo dpacTikd pe Tnv
Beltioong avéantuén Aoyiopikod CRM yuo v emyeipnong
oG,
3 Xpnowomnotei n enyeipnon cag Tootnua Atayeipiong TipoAdyiwv;
Bépog BaBuog: | Babuog: 2 BabBuog: 3 BabBuog: 4 BaBuog: 5
0.6 1
Oy, 6ha | Xpnotornoovpe | AtaBétovpe éva Baowucd | AtaBétovps Eva Awbétovpe éva cvoTnHO
yivovtor | vmoAoylotikd ovoTNUO OALG dev Baocwkd oot ALY | OV KOADTTEL OAEG TNG
ue yapti | eOAAQ KOADTTEL OAEC TIG dgv KOAVTTEL OAEG TIC | A€ttovpyieg TG
Aertovpyieg g Aertovpyieg g EMLEIpNONC.
enyeipnong emyeipnomng
[Ipotaon [pénet va acyoindeite
Beltioong 70 SPACTIKA UE
GULOTALOTA YNOLOKNG
duyeipton moAnce@v
& ayopdmv yio v
emyeipnon cag.
Xpnotog Kapéing [Mavemiotuo Atyaiov,
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4 Xpnowomnotei n emyeipnon ocag Zvotnpa Aeocinong [lehatdv;
Bdapog Bafuog: 1 | BaBuog: 2 Bafpoc: 3
0.6
Ox AwBétovpie Evo ToOAD Pacikd GUGTNUA LLE TO AwBétovpe Zvotnuo Apocimong
01010 TPOGPEPOLE EKTTMOGELG ) avTapolPéc | Tlehatdv kot etvor cuvoedepévo e To
o€ MEMATEG TTOV KAVOLV GLVEYELS aryopEs. Xvompo Aayeipiong [elateiaxmv
Yyéoewv (CRM).
[IpéToon [Ipénet va acyoinBeite mo dpactikd pe
Beltioong VANPEGLESG GYESLAGLOD GTPATNYIKNG TNG
EUMELPLOC TEAATAOV Y10 TNV EMLYEIPTONG GO,
5 Eav giote etanpeia mapoyng vanpesidv, Tt T0GOGTO TV VINPECIOV TOL TAPEYETE PpiokeTol 6To eminedo 4
(OnAadn vVAoTOEITAL TANPMG NAEKTPOVIKE, KOl AVTOLLOTAL);
Bdapog BaBuoc: 1 | BaBuog: 2 BabBuog: 3 BabBuog: 4 BaBpog: 5
0.8
Ag pe 0% - 25% twv | 26% - 50% tov vanpecwdv | 51% - 75% tov 76% - 100% tov
apopd VN PECLDV VN PECIDOV VN PECLOV
[Ipdtaon [Ipénet va acyoindeite o
Beltioong SpaoTIKA e GUUPOVAEVLTIKEG
VAN PECiEg YNeLoKoy
UETOGYNHOTIGLLOD THV
emyeipnon cag.
6 Yrootpiletl 1 entyeipnomn cog NAEKTPOVIKEG TANPOUEG?
Bdapog Bofpog: 1 | BaBuoc: 2 Bafpoc: 3
1
Oxn Movo e katdbeon o tpdmela Awbétovpe ePOS
[Ipotaon [Ipénet va aoyoinBeite mo dpactikd e
BeAtioong GULGTILLOTO YNPLOKNG dtoryeipion
TOANCEOV & ayop®dV Yo TNV entyeipnon
oG,
Xpnotog Kapéing [Mavemiotuo Atyaiov,
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7 [Mopéyer n emyeipnon cog duvatdtnTa TAPOUETPOTOINGNG TPOTOVIWOV;
Bdpoc Bafuog: 1 | BaBuoc: 2 Bafpoc: 3
0.6
Ox Nat, aALd dev mapéyel OAEG EMAOYEG TOL Nat, Kot TopEyel OAEC EMAOYEG TOV
TPOGPEPEL M EMLYElpNON LOG. TPOGPEPEL 1| EMLYEIPNON LLAG.
[IpéToon [Ipénetl va aoyoinbeite mo dpaotikd pe v
Beltioong AVATTLEN TOPOUETPOTOUNTH TPOTOVI®Y Y10l
v enyeipnong oog.
8 [ cuAAEyeL N emyelpnon oG VIOYPAPES V1o EYYPOPOL;
Bapog Babuoc: 1 Babuog: 2 Babuoc: 3 Babuoc: 4
0.6
YvAAéyovpie Xpnowonotovpe e vanpesio. [ Xpnoipomolode pia Xp1NGLOTOLOVUE Lo
VIOYPUPES YNOLOKNG VTTOYPOUPNC, GALY VINPEGIO YNOLOKNG aoQOAN Kot
YEWPOKivTA, dev elvorl EVOOUOTOUEV UE TO | DTTOYPOENG IOV Eivarl OTOTELECUATIKN AVCT
YPNOWOTOIOVT | GAAC CLCTHUATO LLOG EVOOUATOUEVT] LE QAL NAEKTPOVIKNG
oG yopti Ko GLOTHOTO Kot S10dIKAGIeC | VTOYPOENC TOV gival
GTLAO Hog TANPOG EVODUATOUEVT
GTO GUGTNLLOTE oG
IIpdtaon [pénet vo acyoindeite o
BeAtioong OPOACTIKA UE TNV OVATTLEN
Aoyopikod CRM yu v
gmyeipnong coc.
Katnyopia: E@oowactiki) Alveion
1 AwBéter n emyyeipnon cog Xootnua Awayeiptong Arobepdrwov;
Bapog BaBuoc: 1 | BaBuog: 2 BoBpoc: 3
0.6
Oxn AwBétovpe €va, facikod AOYIGUIKO AwBétovpe olokANPOUEVO AOYIGUIKO
dwyeiprong amobepdtov, To omoio Opmg dev | drayeipiong kot EAEyyov amobepdtov
EVOOUATOVEL OEO0UEVH OTTO AALEG EVOOUATOUEVOV pe dESOUEVA TPOoUNBEDV
Aertovpyieg TG emtyeipnong, Ommg dedouEva | Kot VAIKOTEYVIKNG VITOGTHPLENS
wpounoelmv.
[Ipdtaon [Ipénel va acyoinbdeite mo dpactikd pe Tnv
Beltioong avémtuén Zvotnpatog Awyeipiong

Amobnkng yio v emtyeipnong cog.

Xpnotog Kapéing
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2 Awbéter 1 emyeipnon cog vomua Alayeipiong Epodiactikng Alvcidog;
Bdpog BaBpoc: 1 BoBpoc: 2 BoBpoc: 3
0.6
O Noat 0ALd dev gival GUVIESEUEVO I Nt ko eivat cuvoedepévo pe dala
Ao cuoThpata, OTOG TO XVGTNLUO cuoTHaTa, OIS To Lot Awyeiptong
Awyeipiong AmoBepdtov. AmobepdTov.
[IpoToon [Ipénet va acyoinBeite mo dpacTikd pe
Beltioong mv avartuén Zvotpatog Awyeipiong
Epodiactikig Alvoidog yio tnv
emyeipnong coc.
3 Awobétel 1 emyeipnon cog Xoomua Alayeipiong Metagopav;
Bdapog BaBuoc: 1 | Babuog: 2 BaBuog: 3
0.4
Oy Noat aArG dev gival cuvoedeUEVO e QAL Nou kot gfvar cuvdedepévo pe GAla
GLCTHHOTO, OTIMG TO ZVoTnpa Atoyeipiong | cvotipoto, 6Tmg T0 Zootpa Atoyeipiong
Amobepdtov. AmobBepitov.
[Ipdtaon [Ipénet va acyoinBeite mo dpactikd pe
Beltioong v avartuén Zuotpoartog Awyeipiong
Metapop®dv ylo TNV ETLYEIPNONG GOC.
4 T1 10606710 TOV AEITOLPYIOVY TNG EMLYEIPTIONG KoAVTTEL TO cvothua ERP cog;
Bapog Babuoc: 1 Babuog: 2 Babuog: 3 Babuog: 4
0.8
Méyp125% | 26% - 50% 51% - 75% [Tave and 75%
[Ipotaon [Ipénet va aoyoinBeite mo dpactiKd
BeAtioong pe v avdmtuén Zvotruatog ERP v

™V enmyeipnong cog.

Xpnotog Kapéing
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Katnyopia: Owovopwkn Awoyeipion

1 g dayepiletar n emyeipnor| cog T AOYIoTIKN;
Bapog Babuoc: 1 Babuoc: 2 Babuoc: 3 BaBuoc: 4
0.5
Xpnowonotovpe | Xpnowomolovue éva Bacikd | Xpnotpomowodpe Aoyopikd | H dwyeipiong g
VTOAOYIGTIKA AOY1OTIKO AOYIGHIKO TO 07010 | AoyioTikng wov givon AOYIOTIKNG EYEL
@OMO. dev givol ouvOEdEUEVO e ouvdedepévo pe Ta vorowma | expicBwbel o
Ao cuoTHOTA TNG GULGTNLOT TNG ETLXEIPTONG. tpitovg.
emyeipnong.
[IpoToon [Ipémet va acyoinBeite mo
Beltioong OPOOTIKA LLE VTN PEGIES Yia
mpnon Bipriov yio myv
emyeipnon cog.
2 [ dwyepileton ) emyeipnon cog TOV TPOHTOAOYIGUO TNG;
Bépog BaBpoc: 1 BaBpoc: 2 BoBpoc: 3 BaBpoc: 4
0.5
Agv vmdpyel | Xp1oLOTOlo0UE VITOAOYIGTIKG | XPTGLULOTOLOVLE Xprnowonotovpe epyaireia
Kopia QUM Y1 T Srayeipiom Tov epyoreia TPOHTOAOYIGHLOV TTOL Elvan
dradkacio TPOUTOAOYIGUOD HLOG. TPOUTOAOYIGUOV OAAG EVOOUOTOUEVA e GAAAL
TPOUTOAOYIC ogv givon ovvdedepéva GLOTHLLOTO TNG EMLYEIPNOTG.
Lov. Ue GALO GLOTI AT TNG
emyeipnong.
[Ipdtaon [Ipémet va acyoinBeite mo
BeAtioong OPOOTIKA LLE VTN PEGiEG
dlayeipiong TpodToroyIG LoD
Yo TV enyeipnon oag.
3 AwBéter n emyeipnon cog ynoeoko evotnua dayeiptong picbodociog Kat Tapoy®dv epyalopévmy,
CUUTEPILOUPAVOUEVOV TOV KATUOECEMY KAl TOV TOPUKPUTNGEDY POPOV;
Bdpog Bafpuog: 1 | Babuoc: 2 Bafpoc: 3
0.5
O Nat, aALd dev glval QLTOHOTOTONUEVO. Nou ko gtvor autopaTonompévo.
[pdtoon [pénel va acyoindeite mo dpaoTiKa e TNV
BeAtioong avanTuén TV BoctK®V VTOdoUMY AVOPOTIVOL
SuvapKo ylo TNV EMLYElpnong Gog.

Xprotog Kapéing Mavemotuio Atyaiov,
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Kotnyopia: Avtopatiopog

1 [1660 &yeTe AVTOUATOTOWGEL TIG EMXEPNUOTIKEG GOG dloditkacieg ypnotpomowdvrag RPA (Robotic Process
Automation);
Bapog Babuoc: 1 BaBpoc: 2 Babuog: 3 BaBuoc: 4
0.7
Méyp125% | 26% - 50% 51% - 75% [éve and 75%
IIpotaon [Ipénel va acyoinbeite mo dSpactikd
BeAtioong LLE VINPEGIEG ELPVOVG OV TOUATIGLLOV
Yo TNV EMXEipNoNS Goc.
2 T1 m0600T0 TV dESOUEV@V TNG EMLYEIPNONG GOG EIGAYETOL OLTOUATO?
Bdapog BaBpoc: 1 BaBpoc: 2 BoOpoc: 3 BaBuog: 4
0.6
Méyp125% | 26% - 50% 51% - 75% MMavw omd 75%
[Ipdtaon [pénet vo acyoindeite mo dpacTiKd
Beltioong LLE VTN PEGIEG EVPLOVG AV TOUATIGHOD
Yo TV €nyeipnong Goc.
3 Xpnoonotei ) entyeipnon cog chatbots yuo v e€vmnpénon nelatdv;
Bépog BaBpoc: 1 BaBpoc: 2 BaBuog: 3
0.5
Ox Noat, oArhd Exovpe Aafet oxdMa Ot dev glvan Nat, kot etvor éva oo o, Kopia
mévta ypnoipo Kot propei va gival S0cKoro va | Kavaia yio tnv eEuanpétnon
ypNoLorontovy. TEALATDV.
[Ipotaon [Ipénet va acyoinBeite mo SpacTikd pe
BeAtioong vnpecieg EEVTVNG GuVONTALOG Yo TNV
emyeipnong coc.
4 AwBétel n emtyeipnon cog Kamolo epyaieio dlayeiptong Epywv;
Bdapog Bafpog: 1 Bafpog: 2 Bafpog: 3
0.4

Oy, d¢ yiveton Kapio

npooradeia

H dwyeipnon yivetan yepoxivnta pe
TN XPYO1 VIOAOYIGTIKDOV QOAA®V.

Xproyonotovpe epyaireia
dwyeiplong épywv, 0Tmg o Asana 1

Xpnotog Kapéing

[Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio
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dayeiptong. to Trello
[Ipdtaon [Ipéner va acyoinBeite mo dpaoTikd
Beltioong Le vmnpeoieg dlayeipion Epyov yuo TNV
emyeipnong coc.
5 AwBétel n emyyeipnon| cog Xootnua Awyeipiong Eyypdowv;
Bdapog BaBpoc: 1 BoOpoc: 2 BoBpodc: 3 BoOpoc: 4
0.5
Ox Awbétovpe €va foctkod AwBétovpe €vo faotkod Awbétovpe éva footkod
GUGTNHO OALG dEV KOAVTTEL GUGTNUO KOt KOADTITEL TIG GUOTNUO KOl KOADTTEL
OMEG TIG AerTovpyieg g TePLocOTEPEG Aettovpyieg TG | Oheg Tig Aettovpyieg
emyeipnong emyeipnong ™g¢ emyeipnong
[Ipdtaon [Ipénet va acyoindeite o
Beltioong dpaoTIKA [E VN PEGIEG
€V(PLVOVS AVTOUATIGULOV YOl TNV
eMyelpNoNg cag.
6 Awbéter n emyeipnon cog Lootnua Awyeipiong Emyepnoiakov Atadikocuov (Workflow Mangement
System)
Bdapog Bobpog: 1 | BaBuoc: 2 Bafpoc: 3 Babpog: 4
0.5
Oxn AwB€tovpe évo facikd cvotnua to | Atebétovpe Eva factkod Awbétovpe éva
01010 deVv €ival TPOCUPUOGHUEVO GTA | GVGTNUA OALGL dEV GUOTNUO TTOV Eival
gpyoreio TOV YPMNCLULOTOLEL M) KOAOTTEL OAES TIG TANPOG
emyeipnon. Aertovpyieg g TPOGUPUOGLEVO T
emyeipnong gpyoreia Tov
YPNOLLOTOLEL 1|
emyeipnon ko
KOADTTEL OAEC TNG
Aertovpyieg g
[Ipdtaon [Ipénet va acyoinOeite mo dpacTikd
Beltioong UE TNV avATTUEN GLGTHIOTOC
Sl ElpLONG EMYELPTCLOKDV
OLOOTKOCLMV Y10 TNV EMLYEIPNONG GOG.
Xpnotog Kapéing [Mavemiotuo Atyaiov,
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7 [log 1 emyeipnon cog dnpovpyel kot ektelel £va TPOCAPHOGUEVO, EEATOKEVIEVO £YYPOQPO (OTT®G
oLUPACELS, TPOTACELS TOANCEWDY KUl EVTOAES EPYUCING);
Bépog BaBpoc: 1 BoBpoc: 2 BaBuodc: 3 BabBuog: 4 BaBpoc: 5
0.6
H swdwkacio | H dodkacio H Sodkacio H dodwkacio H dadwkacio
glva dnpovpylog dnpovpylog eyyphowv | dnpovpylog dnpovpyiog
YEPOKIVNTN, eYYpaomv glvar gv glvan o€ peyddo Pabud | eyypbowv etvan eyyphowv etvar
Booiletar oto | pépet OVTOUOTOTOINUEVT eEapetika TANPOC
YopTi, Ko OLTOHOTOTTOUNMEVT | 0AAG e opiouéva OLVTOLLOTOTIOTNLEVT OV TOUOTOTONUEVT
amortel TOAAY, | pe T xpnon YEWPOKivnTa Prjpato. KO EVOOUATOUEVT| KOl EVEOUUTOUEVT
U auTopoTY OPIGUEVOV Y7apyet vymio GTO GLUGTLOTOL LLE TO. GLGTYLLOLTOL
TpooTabeiln gpyodreiov eminedo Suoyeiptong Swyeiplong
Y AOYIOUIKOD, ALY OTOTELECLOTIKOTNTOG, | dedopévev Tov dedopévav Tov
GUVTOVIGHO eEaxorovbel va aALG eEakolovbel va opyaviouov. H 0pPYOVIGLOV Kot
LETAED omoLTeEl Un amoLTel YepoKivTn duodikacio etvar GANEC OYETIKEC
OPOPETIKAY | auToOpaTY ElI0Ay®YN | €l0aymyn Kot YpPYYOPN, EMUYEPTLOTIKEG
TUNUATOV. K0l GUVTOVIGUO GUVTOVIGUO. amotelecpatikn Ko | dadikocieg. Agv
petald Tmv ue eErdyiot amorteiton
TUNUATOV. XeWoxivnt XeWoxivn
gloaymyn. mopEUPacn Ko 1
Swdikaoio etvon
EVTEMDG
anpOGKOTTN).
[IpéTaon [Ipémer va
BeAtioong acyoindeite mo
dpaoTIKA pE
VAN PEGIEG ELEVOVS
OVTOLATIGHLOV Y10
mv enyeipnong
o0,
Katnyopia: AvOpomivo Avvapiko
1 [og ypnowonoteite v tervoroyia Yio T SLOEIPIOT TG TAPOVGING Kot TPNONG YPOVOL ToV epyalopévmv;
Bapog Bafpuoc: 1 BaBpog: 2 Bafpoc: 3
0.5
Baoilopoote o€ pn auTOUATES XpNoomotov e YneLoKd O1 J1001KOGIES TTOPOVGIOG KoL
O1001KOGTEC KOl GLGTILLOTO TTOV gpyodeia yuo tn dlayeipion g ThpNomng xpovov eivar
Bacilovtar og yapti yio T TOPOVCIOG Kot TNG THPNONG €EQIPETIKA QLTOUOTOTONUEVEG
dwayeiptomn g mapovsiog Kot e | xpodvov, oA dev gival akdun Kot fertiotonomuévec LEcm
™PNoNG ypOvVoL TV TAMNPOG PedTicTOTOUEVE I} ™G XPNOMNG WNPLOKOV
epyolopévev. EVOOUATOUEVOL. gpyoreiv Kot TEXVOLOYiNG.
[Ipdtaon [pénel va acyoinbeite mo

Xpnotog Kapéing

[Mavemiotuo Atyaiov,
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Beltioong dpaoTiKd pe vnpecieg
TPOYPAUUATOG EPYALOUEVAV Y10
™V enyeipnong cog.
2 Awbétel 1 emyeipnon cog oomua Alayeipiong Mdabnong yio tv eknaidevon twv epyalopévov;
Bapog Babpoc: 1 Babuoc: 2 Babuoc: 3 BaOuoc: 4
05
Oy, dev H exnaidevon mov mapéyovpe | AtabBétovpe éva Pactkd Awbétovpe Zvotnpa
TOPEYOVLLE dev gival opyovopévTn o€ GUGTNUO, ALY Awyeipiong Mabnong
KATO10V KGO0 GUGTI AL ypnoomoteital Kupime yio | To omoio mapéyet ko
gldovg Boaowlopoote og emtonov @uo&evia pepkav eEatopkevévn
exmaidevon. exkmaidevon. eKTadEVTIKOV PBivieo N ekmaidevon avd
EYYPAPOV. gpyalopevo.
[Ipdtaon [Ipémet va acyoinBeite mo
Beltimong OPUCTIKA e TNV aVATTUEN
EKTOOEVTIKO AOYIOHIKO
eLearning yw v
emyeipnong cog.
3 [og ypnowonoteite ta 6ed0UEVO KOl TO AVOAVTIKG oTOLYElR TN dlodIKacio ANYNG amoPacemv avlpdTIVoL
SuVaLIKOV;
Bdapog BaBpoc: 1 BaBpoc: 2 BaBpoc: 3 Babuog: 4 BoBpoc: 5
0.7
Aev [leprotaciokd Xprnoponotovpe Ot amopdoelg pog | Xpnolpwonotovpe
YPNOUWOTO10 | ypnolponotovpe | dedopéva yio tnv Y T0 avBpdmivo TPOTYLLEVO, OVOAVTIKEL
Ve dedopéva | dedouéva o€ EVILEPMOT] TOV duvapko oTolEl Y10 VO
N OVOALTIKG | AmoPAGELS OTOPUCEDY Bacilovtal o odnynoovpe T
otoyeia otig | avOpdmivov avOpadTIVoL dedopéva Ko dwdkacio Anyng
OTOPACELG duvapkov, duvapukov, oAAG dgv EVIUEPOVOVTOL OO | OTOPAGEDY avOPDTIVOV
avOpomvov | aAAd dev glvar axoun TAnpmg pio ookAnpouévn | duvapkon Kot
SUVOUKOV OTOTELOVV EVOOUATOUEVO OTN KOTOVON G TV avalnNToOE GUVEXMG
LLOLG. GUGTILOTIKO Swdkaoio Anyng LETPNCEWMV TTOV VEOLG TPOTOVG
UEPOG TG OTOPACEDV. €yovv peyardtepn | a&lomoinong dedopévav
dtadtkaoiog pog. onuaocia. v N Pertiooon tov
OTPATIYIKAOV KOl TV
OTOTEAEGUATOV LLOG Y10
70 aVOPOTIVO SLVOULKO.
[Ipdtaon [pénet vo acyoindeite
Beltioong 10 OPOOTIKA UE

VANPEGiEG avaALONG
avOpaTIvoL
SuvapKov yio Ty

emyeipnong coc.

Xpnotog Kapéing

[Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio
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4 Ye 1 Babud Tpoceépel N emyeipnon oag epyacio €& AMOCTAGEMG;
Bdpog BaBpoc: 1 BaBpoc: 2 BaBuog: 3 BoOpoc: 4
0.8
Méypr 25% 26% - 50% 51% - 75% [éve and 75%
[Ipdétaon | [pénet va acyoindeite mo dpacTikd pe
Beltioong | cupPovientikég vanpeciec ynetokond
LETACYNUATICHLOV TV EMLXEIpNON GOG.
5 [Mog vroopilel n emyyeipnon cog v emkovavio Letald epyalopévav;
Bapog Babuoc: 1 Babuog: 2 Babuoc: 3 Babuoc: 4 Babuoc: 5
0.6

Emxowevoop | Xpnotipomolovpe Xpnowomoovpe | XpnNGUYLOTOLOVLE Xpnoyomotovue Evav

€ Kupiog pe vanpeoiec email gpyoreia TAOTQEOPLES GUVOLOCUO

TOVG K0l QUECOV dwxeiplong épyov | tniedibiokeyngs, OT®SG | SLUPOPETIKOV

VROAANAOVG UNVOPATOV Yio Kot ovvepyaoiag, | To Zoom 1 to SKype, | epyaleimv kot pebodmv,

KoL TIG Opadeg | emcovavia pe omm to Asanan | yio eukovikég GUUTEPTAAUPAVOUEVMDY

HEC® VIOAAAOVG Kot 10 Trello, yw GLVOAVTNOELG KO TPOCOTKDV

TPOCOTIKDOV opadec. EMKOWVOVIN Kot EMKOWVOVIN LE ouvvavtioewv, email,

GUVOVTHCEDV GUVTOVIGUO LLE VTOAANAOVE Kot GUEC®V UNVOUOTOV,

Ko VTOAARAOVE KoL OLLAdEC. epyareiov dwayeipiong

TNAEPOVIKOV OLLAOES. EOVAN

KANoewV. TNAESIAGKEYNG, Y10, VL
EMKOIVOVIIGOVLE LE
TOVG VIOAANAOVG KoL
TIG OLLAOEG.

[Ipotaon [Ipémer va
Beltioong aoyoinBeite mo

dpaoTIKA pE TNV
gknaidevon 6Tov
TPOTO EMKOVOVING
ue mv xprion
YNPLOKOV
TEYVOLOYLDV Y10
v emyeipnong
o0G.

Xpnotog Kapéing

[Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio
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6 Awbéter n emyeipnon cog Zvotnua Awayeipiong Ipociyewv (RMS);
Bapog Babuoc: 1 | Babuog: 2 Babuog: 3 Babuog: 4
0.5
O Xpnoyomrotovpe Xpnopomotovpe Eva Pacikd Xpnoyomoodpe éva
VTOAOYIGTIKA PUAAQ Y10t VO | GUGTNUA TOpaKOAODONGNG GUGTNLA
mapoakolovbolpe a1TNoEMV Yo TN Olayeipion Tov | mapakorovOnong
Bloypaeukd, TAnpopopieg AYYEM®V Kol TOV BlOYpapiKaV | oiToE®V T0 0Toio gival
VIOYNPIOV Kot oTAd0 GUVOEDEUEVO UE TNV
TpOoANYNG. totoceNida, To email, kot
T LECO KOWVMVIKNG
SIKTVOONG TNG
emyeipnong.
IIpdtaon [pénel va acyoinBeite mo
Beltioong OpaCTIKA e TNV OVATTLEN
Xvotuo Awyeipiong
[Ipociqyewv yo v
enyeipnong cag.
Katnyopia: Ztpatnyuc)
1 "Exete a&lohoynoet Eava to eminedo ynelokng wPLOTNTOS TG EMLXEipNoNg cog?
Bdapog Bafpog: 1 BoBpog: 2 Bafpoc: 3
0.8
Oxn Me mapopoto epmtnuatordyo | Me vimpecieg cupfoviov
[Ipétaon | Ipémetl va acyoAinbdeite mo
Beltioong | dpaotikd pe cuUPOLAEVTIKES
VANPEGIEG YNELOKOD
LETOCYNLATIGLOV TNV myeipnon
o0g.
2 Y moto Padud n emyeipnomn cog TpayLaTOnOE EMEVOVCEIS O YNPLUKES TEXVOLOYIEG;
Béapog BaBpoc: 1 BaBpog: 2 Babuog: 3 Babuog: 4
0.5
Agv gnevdvovue | To 10% TtV cuvolkmV To 30% twv cuvolKdV [Tave amd to 60% TV
0€ YNOLOKES EMEVOVOEDY EMEVOVOEDY GUVOMK®V ETEVOVCEWMV.
TEXVOAOYIEC
Xpnotog Kapéing [Mavemiotuo Atyaiov,
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[Ipétoon [Ipémet va acyoinBeite mo
Beltioong OpaOTIKA e GUUPBOVAEVTIKEG
VANPEGIEG YNELoKOD
LETAGYNUOTIGHLOV TNV
emyeipnon cag.
3 Aw0B£TEL 1) EMLYEIPNON GO YNOLOKN CTPATYIKY;
Bépog BaBuoc: 1 | BaBuoc: 2 BaBuodc: 3 BabBuog: 4 BaBuoc: 5
0.6
Ox Not aArG o€ Not aArd ypedletor | Not, aAld dev kaAdmter | No, kot eAEyyeTan
TPOTOAELD LOPPT Bekticooon OM\eg TIG Aertovpyleg g | Ko evnuepmveTon
emyeipnong TOKTIKG
[Ipdtaon [péner va
BeAtioong acyoAnbeite mo
OpaCTIKA UE
GUUPOVAELTIKEG
VN PEGIEG YN PLOLKOD
LETAGYNLLOTIGHLOD TNV
emyeipnon cag.
4 H emyeipnon cog e€etalel meptPalAovTikéG TTLUYEG OTIC YNOLOKES EMAOYEG TNG;
Bapog Babuoc: 1 Babuoc: 2 Babuog: 3 BaOuoc: 4
0.5
Ot O tepPoALOVTIKEG EKTIUNGELS O mepiforrovtikég extunoetg | Ot
neptBailovtik | Aapfdvovtal vToYN UEPIKEC POPES | AauPdavovtal cuyva vToyn TEPPOALOVTIKEG
£G EKTIUNGCELG OTIG YNOLOKESG LLOG EMAOYEG, OAAG | OTIG YNOUKEG LG ETAOYEC, EKTIUNGCELS
dgv 0L L€ GUVETELQ. aAAG Oyl TAVTOL. Aappdvovton pe
Aappdvovot GUVETELD, LITOYT
oYM 611G OTIG YNOLUKESG
YNOLKES LOG LOG ETAOYEC.
EMAOYEG.
[Ipdtaon [Ipémet va acyoindeite mo
Beltioong OpaoTIKA HEe GUUPOVAELTUKEG
VANPECIEG YNELOKOD
LETOCYNLATIGLOD TNV myeipnon
oG,
Xpnotog Kapéing [Mavemiotuo Atyaiov,
EOviko Metoofio MToAvteyveio 56
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5 [T6c0o KaAd katavoeite To eumoptkd GaG LOVTEAO;
Bapog Babuoc: 1 BaBpoc: 2 Babuoc: 3 Babuog: 4 Babuoc: 5
0.9
"Exovpue "Eyxovpe po factkn "Eyxovpe pio yevikn Katavooupe kohd 1o | ‘Eyovpe minpn
TEPLOPICUEVT] | KATOVONOT) TOV KOTAVONGT) TOV EUTOPIKO HOG KOTOVONGOT) TOV
Katavonon kot | eumopukcol pog EUTOPIKOV [LOG HOVTEAO, OALG EUTOPIKOV [LOG
YV®OGN TOL HOVTELOL, OALG HOVTELOL, OALG dev | vIapyovy mepBmpla | povtérov kot
EUTOPIKOV oG | yperdleTol TEpoTépw | €ivar KOAd Beitioong. glpoote oiyovpor
LLOVTEAOVL. avéivon. KkaBopiopévo 1 Yo TO £5000 Kol
TANPOG KATOVONTO. ™V Kepdopopia
HoC.
[Ipdtaon [pénel va
Beltimong aoyoAndeite mo
SpuCTIKG LE
cuppovievtiég
VN PEGIEG YNPLOLKOD
LETACYNULOTIG OV TNV
enmyeipnon coc.
Kotnyopia: Acpdarern
1 0 1610T0MOG GOG £YEL EYKOTEGTNUEVO TLGTOTOMTIKO SSL;
Bdpog Bafpog: 1 BoBpoc: 2 Bafpoc: 3
0.6
O "Eyel Mgt EykataotdOnie kot emPrnonke
[Ipdtaon [pénet va acyoindeite mo SpacTikd pe
BeAtioong VN PEGIEG AGPALELOG SUKTVOV Y10 TNV
emyeipnon cag.
2 [1660 cvyva ekteleite EvUEPDOELS ACPAAEING KOL EVILEPDGELS KMOIKA Y10 TOV IGTOTONO GUG;
Bapog Babuoc: 1 BaOuoc: 2 Babuoc: 3 BaOuoc: 4
0.8
IToté Xrdvio Etmocla Tpyunviaio
[Ipotaon [péner va acyoindeite mo
BeAtioong OPOOTIKA LE VTN PEGiEG
0oQAAELNG OIKTOOL Y10 TNV
emyeipnon cag.
Xprotog Kapéing Mavemotuio Atyaiov,
EOviko Metoofio MToAvteyveio 57
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3 Aw00£1EL 0 16TOTOTOG 0aG TEYOC TPOSTAGING;
Bdpog BaBpoc: 1 BoBpoc: 2 BaBuog: 3
0.6
O Noat 0ALG deV EVIUEPDVETOL TAUKTIK Nou kot EVNUEPDOVETOL TOKTIKA
[IpéToon [Ipénet va aoyoinBeite mo dpacTikd pe
Beltioong VANPECIEC AOPAAELNG OIKTOOV Y10 TNV
enmyeipnon cog.
4 [16G0 cvyva ekteleite GUPMOOELS TPOOTUGIAG (O 100G Kol KAKOBOVAO AOYIGIKO GTOVG VITOAOYIGTEG GOG;
Bapog Babuog: 1 | BaBuog: 2 Babuog: 3 Babuog: 4
0.7
IToté zravio Mnvwio EBdouadiaio
[Ipdtaon [pénet va acyoindeite mo SpacTikd e
Beltioong 0AOKANPOUEVES VTN PEGIES AGPAAELOS V10!
TNV Emyeipnon coc.
5 "Exet kdvel 1 enyelpnon cog LEAETN EMMTOCEMV YNOLOIKNG OCOAAELNG;
Bdapog Bofpog: 1 | BaBuoc: 2 Bofpog: 3
0.8
Oxt Nat, aAld Exovv e€etootel novo pepikég meptoyes | Nat, Exovpe Kavel TANpN HeAETT
mBavng eumddeiag. EMNTOCEDV YNPLOKNG ACPAAELOS.
[Ipdtaon [Ipénet va aoyoinBeite mo dpactikd pe Tnv
Beltioong avafedpPnon TG TOATIKNG AGQAAELNG TG
emyeipnon cog.
6 Kdévete taxtikd avtiypago ac@aAieiog Tov TANpopopLmv/dedoUEVOV TG EMLYEIPTONG GOG;
Bapog BaOuoc: 1 Babuoc: 2 Babuoc: 3 BaOuoc: 4
0.8
O Nat, puowd avtiypaga eni | Noat, puotkd avtiypoea Nat, 6T0 GOVVEPO
TOTOL EKTOG £0pag (cloud)
[Ipotaon | [péner va
Beltioong | aoyoinbeite mo
dpaoTIKA UE TN
onpovpyia
Xprotog Kapéing Mavemotuio Atyaiov,
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avIYPAPOV TOV
OEJOUEVOV TNG
emyeipnon cog.

7 g dacearilete 6t Ta dedopéva Tov amobnkeveL 1) eTaupeio cog cuppopedvovTal pe T vopobesia (m.y
GDPR);
Bapog Babuoc: 1 Babuoc: 2 Babuog: 3 BaBuoc: 4
0.5
Agv vrapyovv "Exovue Beomicel opiopéveg | 'Exovpe Beomioet dwadikacieg | Ot dradikacieg pog yia
dwadkaciec mov | Paocikég dadikacieg, aAAd Yl TN SGPAAIOT TG 1 Sl PAAoN TNG
va dgv givo AP VOLUKNG GUUUOPP®ONG, CAAYL | VOUIKNG GCUUUOPPMOONG
Slo@oAlovy TN | ATOTEAECUATIKES Y10 TN vrapyel tepdPLo TOV amodnKevpévoy
VOUIKT dlauopaiion g Beitioong. dedopévev pag givar
GUUUOPPMOOT) GUUUOPPMOONG LE TN TOAD OOTELECLLATIKES
TV vopoBeaia. KO TATPOVV TaL
amodnkevpévav TPOTLTOL TOL KAGOOV.
OESOUEVOV LOG.
[Ipdtaon [Ipénet va acyoindeite o
BeAtioong dpaCTIKA pe T ANy
GUUPBOVAELTIKDV VTN PECIOV
ouppopewong pe tov GDPR
Yo TV enyeipnon cog.
8 T1 10606716 TV dedopévav TG enyeipnong oag eival amodnkevuévo oe kamoln vanpecio amobnkevong 6To
obvvepo (cloud storage)?
Bapog BaBpoc: 1 BaBpoc: 2 BaBuog: 3 BaOpoc: 4
0.7
Méyp1 25% | 26% - 50% 51% - 75% [Tave and 75%
[Ipdtaon [pénet va acyoindeite wo dpacTiKd
Beltioong Le v pecieg amobKevong
dedOUEVOV Y10, TNV EMYEIPNONG OaC.
9 T1 1060616 TOV GLGTNUATOV TNG EMLYEipNONG cag eivan faciopéva oto obvvepo (cloud-based)?
Béapog BaBpoc: 1 BaBpoc: 2 Babuog: 3 Babuog: 4
0.5
Méyp1 25% | 26% - 50% 51% - 75% [Mave and 75%
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IIpotaon
BeAtioong

[Ipénel va aoyoinbeite mo Spaotikd
HE VTN pecieg amobnkevong
JedOUEVOV Y10, TNV EMYEIPNONC GOG.

4.3 H M€6060¢ BaBpoAdynong tov MovtéAdov

O péyiotog Pabuog kdbe koatnyopiog TPOKLTTEL MG TO GOPOICUA TOV YIVOUEVOL TOL
ovvteheotn kdOBe epdTNONG Le TO PHEY1oTO PaBUd TG avtioToyns amdvnone, oniadn
uéytotos Babuog katnyoplag = X(wi * ci) , 6mov Wi givarl to BApog TG EKAOTOTE
gpd™ONG Ko Ci 0 péytotog Pabudg mov umopel vo TpokdyeL and TV ovtioToyn
aravtnon te. Ot katnyopieg tov epotocmv eivan 8 kot Bempndnke 6TL £yovv TV 1010
Bapvtnra yio to povtéro. H péyiotn Pabpoioyio mov uropei va emitevydet 6to povtéAo
etvar 100 Babuoi, eropévmg to cuvoro ke katnyopiog opiotnke otovg 12.5 Babuovg,
uéytato obvolo fabuwv 1

00
- - — =125. Tw va
TAN600¢ KaTnyopLOV 8

dAadn tedikd ohvolo katnyoplag =

emtevyBel avtod T0 amoTéAespa ToAdamiacialovpe To péytoto Babud mov pmopel va
TpokLYEL o€ KA katnyopio pe €vav KATAAANAO GUVIEAEGTN, O OMOIOC TPOKVTTEL

SpAOVTOS T0 TEMKO GUVOAO KABe katnyopiag pe tov apyikd péyieto Padbud e,
Telikd avvoldo katnyopiag

uéyiotog Babuédc katnyopiag

INAadN cVVTEAETTNG CUUUOPPWOTG =

2TOV TOPOKATO TIVOKO QOIVETOL 1] LETATPOT TOV BabU®dV avd Katnyopio e GKOTO TO
dfpoopa Tov abudv Tov epoTicemv Tov poviéhov va givar 100.

Iivarag 8: Metazpony fabuav ava katnyopio

Koatyopia Méywoto aOporopa YovtereoTiig Telko cvvolro
KaTnyopiog ocVupdpeoNg KaTyopiog
Mépketivyk 235 0.5319 125
IoAnoeLs 20.5 0.6098 12.5
Egoduaotiki Alvoida 8 1.5625 12.5
Owovopkn 55 2.2727 125
Awyeipion
Avtopomiopog 14.9 0.8389 12.5
AvOpdrvo Avvapcd 15.2 0.8224 12.5
Stpoatnyikn 13.9 0.8993 12.5
Aol 22 0.5682 125
Total 123.5 100
Xpnotog Kapéing Mavemotipo Atyaiov,
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Avaioyo Ttovg ovvolMkovg Pabuovg mov umopel Vo GLYKEVIPMOEL KOTOL0G
CUUTANPOVOVTOG TO EPOTNUATOAIYIO Yo TNV EMYEIPNON TOL, Umopel va TETHYEL Eval
and ta 4 enimeda mOL £YOVV GYESIOGTEL Y10 TO HOVTEAD. AVTA QVTITPOGMTEVOVV TO
emimedo Yynelokng owpudmrag e entyeipnong. o kdbe eminedo €xer dnuovpyndet
Kot pio Teptypagn mov Sivel KAmolo YopaKTNPIOTIKA To 0ol pumopel vo mapovctalet
pia emyeipnon mov PpiokeTon o€ KAmowo and ovtd T emineda.

210V mopokdTo mivake mapovosidlovion ta 4 enineda, to ddotnuo ¢ Pabduoroying
TOV OVTIOTOU(EL 6€ KAOE eMimed0, KAOMG Kot 1) TEPLYPAPT] TOL EMUTEIOV.

Iivarag 9: Ta eminedo yyeLaKy wPIUOTHTAS TOV HOVTELOD

Erincdo

BaOpoioyia

Ieprypagn

AvOmapkTo

1-25 BaOpoi

Ot emyepnoelc oe owtd 10 €minedo
éxouv  mepopopévn N kaBolov
YNoOwK) mapovsios Kot xounAd
eminedo vioBétong YNOLKOV
TEYVOLOYIDV. Ag S100ETOVV GUVEKTIKY
YNEKN  OTPATNYIK KOl  KOVOLV
EAQYLOTN XPNON YNOLOK®OV £PYOLEI®V
Kol Oldkaot®dV. Ymapyel EAAEWYN
GULVELINTOMOINGNG KOl ETEVOLGNG GTOV
YneaKo LETOGYNULOTIGULO,
gumodifovtag v KavoTnTd TOVg Vo
avtayovifovtal 6to ynelokd tomio.

Xapnro

26 - 50

Ot emyelpnoelc 6 ovTO TO EMIMESO
&ovv apyicer va avayvopilovv 1
onuocio TOV YNELIK®OV TEYVOALOYIDV
aALG €ygovv kbhvelr povo Pacikés M
OTOPAOIKES  TPOOTADEEG Yo TNV
epaproy” tovc. Mropei va £xovv Evav
Bacikd 10T0TOTO, EAGYIOTY TTOPOVLGia
oTo UECH KOWMVIKNG OIKTUMONG Kot
va  KAvouv  mePLoplopéV  xpnom
YNOWKOV EPYOLEIOV GE OPIOUEVOLG
toueig. 201000, 1 EVGOUATMOOT KOl M
APNON TOV YNPLOKADV TEXVOLOYIDV OEV
éxel emuevyfel o€ OAOKANPO TOV
opyavicuo.
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Méoo

51 - 75 BaBpoi

O emyepnoelg oe owtd 10 eminedo
£€YOVV ONUEWMCEL CNUOVTIKY TPOOSO
ocov aQopa OV YneoKo
petaoynuoticpd. ‘Exouv por  kodd
KaBOPIGUEVT] YMELOKT GTPOTIYIKN Kot
£€YOVV EQUPUOCEL SLAPOPES YNPLOKES
TPOTOPOVAIEG G TOALOVG TOEIS TV
dpaotnprottewv Tovs. ‘Exouvv toyvpn
O100IKTLOKY Topovcio Ko
OAANAETIOPOVY  evepyd  pHE  TOVG
TEAATEC HECH YNOLOKAOV KOVOALDV.
Qotoc0o, vrdpyer akoun mepl@dplo

BeAtiwong Kol TEPOUTEP®
EVOOUATMONG TOV YNPLIK®OV
TEYVOLOYIDV.

Yynio

76- 100 podpoi

O emyeipnoelg oe owtd 10 €mMinedo
gyouv  emrtOyel  VYNAO  eminedo
ynoekng  oppuomrtoas. Eyoov
OAOKANPOUEV YNPLOKY GTPOTNYIKY|
EVOOUATMUEVT ot GUVOAIKN
EMYEPNUOTIK]  TOVS  GTPOTNYIKN.

‘Exovv TPONYUEVEGS YNOLOKES

dvvatdmteg o€ OAOLG  TOVG
AELTOVPYIKOVG TOMELG,
cvumepAapUPavopuévon TOV
HUAPKETIVYK, TOV TOAMCGE®V, 1TNG
aAvcidog €QOJLOG OV, TV
OlKOVOUIKAV, TOL avOpdTIVOL
dvvapkoh Kol NG OCQAAELOC.
A&omo100V amoTELEGUATIKA TIG VEES
TEYVOLOYIEG YL VA OTOKTGOLV
OVTOY®VIGTIKO TAEOVEKTNHO KOl Vol
TPOo®ONGOLY TNV KovoTopaL.
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5. Xvintnon (yia MedetnTikn Atmiowpatikny Epyacia)

Ta povtédo ynoakng opodtntag ivar amodektd epyadeia ektipnong (Lahrmann &
Marx, 2010), tov emmédov Pnoelaxod Metacynuaticpod tov enyepnoemv (Remane
et al., 2017), t6c0 amd v TAevpd TG ayopds 060 Kal amd TNV TAELPE TG EPEVVOC.
Ouwg, vmdpyovv KpITIKEG OYETIKA pHe avtd. Apykd, omotteitor €vo  eminedo
TEYVOYVOGIOG YO TN YPNOT TOV HOVTEA®V OAAG Kol YVOON oYeTIKd pe tov Pnoetaxo
Mertaoynpaticpd (Cepeda et. al., 2008).. Avto dev givar KatL TOV KOTEYOVY OAEC OL
pikpopeoaieg emyelpnoels. Mio akoun €ykvprn kpitikn €ivor 1 EAALEWYT TPOTACEWV
BeAtimong ota povtéda oppudmrag. Eved mapovstdalovy anotelecuatikd 1o eninedo
YNOLUKNG OPOTNTOG LG ETLYEIPNONG, OEV LITOJEIKVHOLY TAG TO EMIMEDO ALTO UTOPET
va Pertiodel (Mettler & Rohner, 2009). Kot ot 800 kpitikég enteformbnray kotd v
AVOIAVON TOV LOVTEA®DV OPIUATNTOS TOV ovaAbON KV, KOOMOS LINPYAY apKETOL TEYVIKOL
Opo1 Ywpig kKdmola exe€Nynon, TOCO GTIG EPAOTICELS OGO Kl GTLG OTOVTIGELS TOVS, OAAL
Kot Eniong 0V VINPYAV TPOTAGELS Y10, BEATIOGT TOL VO GLVOSELOV TO. LLOVTEALL.

g autn T duwrhopatikny epyacia £ytve pio mpoomdBela yro va mpoocepepBet pion Abon
Kol OTIS 000 OVTEC TIS KPUTIKEG. Apyikd, pe Pdon v oaviilvon Tov HOVIEA®V
oppdMTaG OV gVvTomicTNKAV 0T0 AladikTvo, EMAEXONKE 1 KATAAANAN LopoOn TV
OTOVTICEDV Y10 TIS EPMOTNCGELS TOV HOVIEAOV. ALTN M HOPPN €ivol Ol KMUOK®OTEG
emeEnynuotcég amavinoels. Emiong, o 1pomog pe tov omoio ek@paotnKay ol pOTHGELS
Ntav 660 10 duvaTd MO OTAOG KOl KOTOVONTOG, TEPIAAUPAVOVTOG TOVG AYOTEPOLS
duvatolg TeYVIKOUG Opovg. Avtd odlvet ) dvvoTdTNTA GTOV  XPNOTN  TOL
EPMTNUATOAOYIOV VO UITOPEL VAL ATOVTIGEL OGO O GLYKEKPLUEVA YIVETOL TIG EPOTICELS.
Me avtd tov tpomo yiveton pio Tpootddeio vo avILeTOmoTel To TPOPANLO EAAEWYNC
TEYVOYVOGIOG KOl YVAGCNG 00 TNV TAEVPA TOV HKPOUECOIMV ETLYEPNCEDV.

To povtého mov avortoyOnke €xel ™ popen epwtnuatoroyiov, kabmg eivar n mo
covnbopévn  popoer, pe Pdaon ta poviéda mov Ppédnkav kol avoAvOnKov.
[Teprhappaver 57 epotoelg yopiopéveg o 9 katnyopieg (cvunepthapPovouévng Ko
™G Katnyoplog He TS €00y®YkéG epotoelg). To mAnBog tov epwtioe®dv, av
ovykpBel pe to poviéha mov ovoAvONKov, TO KAVEL TO TPito peyoALTEPO. AV
oLvykpivovpe To TANB0G TOV KOTNYOPL®OV, Eivatl To 0€0TEPO HEYOAVTEPO OAAG TO LOVTELOD
mov elval wPATO OvTicTorKovoE aKpPdg pia gpdtnomn ova xatnyopio. Oleg ot
EPMTNOELS, TEPQ AMO UEPIKES EICAYOYIKES EPMOTNGELS, EYOVV AETTOUEPEIG AMOVINGELS
He oKOmd Vo OLEVKOAVLVOVV TNV amdvinot tovs. Emiong, vmdapyovv 660 10 duvatd
MyOTEPEG EPMTNCELS OV VO omoutodV TNV Kpion ovtod oL GULUTANPOVEL TO
EPMOTNUATOAOY10, KATL TOV B0 aALOI®MVE T ATOTEAEGLOTO E1TE AOY® VTOKEUEVIKOTNTOG
elte AOym €EMAewymg teyvoyvociog. ApkeTég TETOEG EPMTNOELS TOpATNPNONKAV GTA
HOVTELQ TTOVL avOADONKaY Kot YU avTo £yve TPOsTADELD VO, Amo@evyOovV.

Aapupavovtag to mopomdve VoYY, 1 UEYOAVTEPT, SVOKOAIN TapatnpnOnke oTo
oxeOOGUO TV EpOTNoEMV. Mg TIC amoutnoel; mov Téfnkay 0 oYXeSOGHOG TOVG
KatéAnge va givon éva S0GKOAD eyyelpnua, O10TL ETPETE VO YPTCLOTOLOVVTOL OGO TO
duvatd AMyoTEPOL TEYVIKOL OpOL YioL TN dNHUIOVPYia EVOG LOVTEAOL TTOL €K PUCEMC Bal glye
ev uépn teYviKd yapoaktipa. Dvoikd, nTav amapaitnto va ypnoiporombovy teyvikoi
OpOL ALY OTIC TEPUTTMGELS OVTEC £Yve TPooTdOela vo yivovTol e GOENVELD KOl Ol
amavTNoels va fonbodv oty KaAHTEPT KATOVONOT TNG EPDTNOTG.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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6. Xuvumepacpata kat IIpooTTIKEG

6.1. Zuumepdopato

H mapodoo simhopotikn epyacio aoyoAndnKe pe to. LOVIEAD YNOLOKNG OPIULOTNTOG
Yoo pukpopecaieg emyelpnoels. Agod efetdomnkav ot O6pot tov  Pnoerokov
MetooynUaticpoy Kot ToV HOVIEA®V OpdtTag, £Yve avAaAlvon GE VTAPYOVIO
HOVTELQ YMOLOKNG 0POTNTOS IOV ivan eEdevBepa drabéoipa oto AtadikTvo.

‘Enetta, avamtdybnke éva véo HOVIEAO WYNELOKNG OPOTNTOG TPOooTaddvToc vo
AVTILETOMTIGTOVV 01 0V0 PEYAAEG KPITIKEG TOV AVTILETOTILOLY T LOVTEAL MPIUOTNTOC,
oniaon €ywve mpoomdbeln o1 EPOTNGELS Va ival 0G0 TO dVVOTO TO PIMKEG TPOG TOV
YPNOTN YIVETAL, TPOGPEPOVTOG OTAVTICELS TOV VO EIvat EMEENYNUOTIKEG Kot EeKADOPEC.
Emumiéov, oyedidomkay mpotdoels yio Pedtimon ot omoieg GuVOdELOVV TIC EPMTNCEL.
INa ™ dnovpyia tov poviélov avantdydnke emiong pia pébodog Pabuordynong e
xpron Papav. Téhog, oyedidotnay 4 emimeda YnELOKNG OPULOTNTAS OVAAOYO LE TN
Babporoyio mov emttuyydveTal 6To HOVTELO.

6.3 [IpooTTIKES

Yrdpyovv opketéc 106€C Yoo LEAAOVTIKT] VAOTOMWOELS, oL mNydlovv amd avtn
dmAopaTiKy epyasio. Apyikd, 11 VAOTOINGCT TOL HOVTEAOD MG OLOOIKTLOKT EQPOPUOYN
Ba TpocpEpet peyolvtepn gvypnotio kabmg Kot 0o 10 KaTaoTNoEL E0KOAN TPOGPAGILO.
Av10, emiong, Oa emtpéyel v vAoToinon emmAéov BeATiwcemy. Mia and avtég elval
N omuovpyia. evdg vIoocvoTuatog mov Ba epeavifel avtépaTo TG TPOTAGELS Yo
Bedtioon ot omoieg oyetilovtal pe TIG EPOTACEIS TOV GLVEALEEQY TOV YOUNAOTEPO
Babuod katd ) copurAnpwon Tov povtédov. Mia axoun Beitioon Oa propovce va etvat
N dnuovpyia evdg morvdidctatov mivaka Bapdv, o omoiog Oa mwepiéyel ToAlamAd Bapn
v kéBe epdTnoT. O1 e160ymYIKEG EpOTNGELS O LTOpOovV va, ypnooronBodv 6e avTd
10 onpeio Yo va emiéyetan 1o KatdAAnio Bapog ava epmtnon. Evag akdun tpoémoc o
va BedtiwBel 1 epmepio TOL ¥PNOTN KATA T GLUTANPOCN TOL EPWTNUATOAOYIOL (€
nepinton mov 10 poviédo Ba €xel vAomomBel wg SLadIKTLOKY EPAPLOYN) Elvar 1
EVOOUATOON €VOG VTOGLOTNUATOG eneENYNOoNG MBavAOg dyvactov opwv. Télog, N
EVOMUATMON TOL LOVTELOL GE Evay d1aAoYiko mpaktopa. (Chatbot) Ba Beltiove axoun
TEPLGGOTEPO TNV EUTEPiO XPNOTN.

Xpnotog Kapéing [Mavemiotuo Atyaiov,
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8. Mapaptnua: Ta povtéda Tov avaAvdnkav
210 TOpOV TapdpTNUe TopoLGLElovTot Ta LoVTELD TOV avaAvdnkay oto Kepdiato 2.

West Monroe

1 My organization has a definitive leader (e.g., chief digital officer or equivalent), clear

charter, and budget for executing on our digital efforts

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

2 Our customer service division ensures that customers' digital interactions with our
organization are convenient, effortless, and enjoyable

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

3 My organization places a priority on innovation based on evolving customer needs and
pain points to define the future of our market

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

4 Our employees are engaged and intrinsically motivated, thanks to their understanding
and commitment to the company's strategy and customers' needs

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

5 My organization has a holistic understanding of our customers, thanks to multiple
feedback collection channels and cross-channel analytics

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

and to grow the business

6 My organization is highly adept at leveraging data for insights, predictive outcomes,

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

7 My organization is highly adept at change management: preparing for, guiding the
organization with tools and training, and adapting in times of uncertainty

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree
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Formstack

What is your industry?

Financial Healthcare Software Other

Services

Education

Does your organization have an “eliminate paper” initiative (or something similar)

Yes | No | |

Does your organization have an initiative to improve efficiency and productivity (or
something similar)?

Yes | No | | ]

What best describes the forms and documents in your organization?

All are paper-based More than half | More than half | All are digital
are paper-based | are digital

How does your organization currently collect signatures for documents?

All via wet signatures | More than half | More than half | All via digital
(i.e., pen or seal to sign | via wet signatures | via digital | signatures

their name on a physical signatures
paper document)

When your organization needs to create and execute a custom, personalized document
(such as invoices, contracts, sales proposals, and work orders), what does the process
look like?

All of our
document creation
is manual

More than half of
our document
creation is
manual

More than half of
our document
creation is
automated

All of our document
creation is
automated

Are the workflows in your organization

manual or automated?

All are manual

More than half
are manual

More than half are
automated

All are automated

If the ideal state of workflow automation is that all of your processes are digitized and
automated—streamlining customer interactions and allowing employees to work on
impactful projects—how close is your organization to this ideal?

Not very close | Somewhat close | Very close | ]

What best describes the tools/technology your organization is using to automate its
workflows?

We do not use any
technology to
automate workflows

Multiple tools that
aren’t as integrated
as we’d like

Multiple tools
that are
integrated well

One
toolset/technology

10

How common is it for departments to share learnings/ideas with other departments on
how to build and automate workflows?

Each department | Different departments
works independently | sometimes share ideas

Different departments
often share ideas
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11

Does your organization provide no-code tools to develop or automate processes?

Yes | No | | |

12

In general, how prepared is your organization to quickly adapt and scale operations to
take advantage of opportunities in the market?

Not very prepared | Somewhat prepared | Very prepared | ]

13

In general, how forward-thinking is your organization when making technology
purchases?

We purchase the technology | We purchase technology that will help us
as the need arises solve issues we will have in the future
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Axway

1 Does your business have a plan for becoming more competitive and fending off
disruption?

No. | Yes, but we're | Each business unit has its | We have a mature
still in the early | own plan with limited | product, service,
stages. coordination at the enterprise | platform, and/or

level. ecosystem.

2 How quickly can your company on-board a new partner and go to market together?

It's currently slow and | We don't do | We have digital | Partners onboard
difficult with a lot of | this digitally, | follow-up through digital
manual processes | but it works | mechanisms  that | self-service
involved. relatively support face-to-face | facilities (e.g. web
well. first interactions. portal, mobile
apps).

Is there a top-level leader or driver pushing the organization's transformation?

No. | Yes, but the vision is
not clear to

everyone.

Yes, but only some parts
of the business are
involved.

Yes. We have a clear
vision with sponsorship
and plans to execute.

How do you get buy in among business, product,

leadership?

engineering, and operational

We don’t
currently
have a buy-

We have created silos of
digital business that are
separate from any core

Pilot
programs
demonstrate
value and

We have a clear plan and
process, and have
leadership buy-in for the

in company-wide
approach.

transformation efforts.

strategy and execution of
how to | our digital transformation.

adopt.

Can you measure progress for your digital initiatives? Are there well-understood KPIs

directly

related to desired business outcomes?

No.

Partly. We track operational
performance but need metrics
for business outcomes.

Yes. We have KPIs and accessible
dashboards to measure operational
and business success.

Can you use data and analytics to measure a regular cadence of delivery of benefits for

your digital business?

No.

improvements.

No, but some parts of the business
try to reflect those benefits back into
our budget planning and operational

Yes. We can measure the cadence
of delivery across all segments of
the business.

Do you have the resources you need (including talent, leadership, and funding) for

your digital transformation?

No. Leadership
is there, but it is
difficult to find
the talent we
need.

Partly. We shift
resources around
to get funding.

We foster
relationships,
thinking, and

internally.

healthy
design

development of talent

We employ strong,
creative, continuous
networking
practices to support
our recruitment
funnel.

the
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Are business decisions made using analytics?

No. We don't have
access to the data we
need for execution.

describe business value, b
we would love to ga

insights.

Yes. We use analytics to

prescriptive and predictive

Yes. We are a data-
driven  organization
and make data-driven
decisions.

ut
in

Is your business able to

drive engaging customer ex

eriences?

No. We don't have a
way to design new
digital ~ experiences
and the products and
services to match.

Partly. We would like
more automation with
better tools and alignment
across business
functions.

Yes. We use customer
journeys, customer
experience (CX)
specialists, and interaction
metrics to drive
engagement.

10

Is your culture moving from project- to product-based?

No. We spin up a new
project  for  each
business initiative.

Yes, but we’re in the early
stages of getting Product
Managers in place and

ownership agreed.

Yes, and we have
experienced  Product
Managers in all parts of
the business.

11

Does your current funding model hinder innovation and collaboration?

Yes, because we don't
do company-wide
portfolio analysis with
each business unit
generating its own
funding.

Yes. We are embarking on
new, cross-functional
innovations but are failing
to engage and get buy-in
from people at ground
level.

No. We have funded
innovation labs and
digital product
development  groups
supporting growth of
our  products and
services.

12

self-service?

Can associates, partners and customers get the business outcomes required through

current
very

No, our
processes
manual.

are

We’re looking into it but
aren’t sure how to prioritize
capabilities.

Yes. Our  digital
business relies on self-
service.

13

Is your partner ecosystem expanding to meet business needs and support growth p

lan

No. Our legacy B2B
solutions are holding
us back and
preventing us from
growing.

Partly. We are building a
digital partner ecosystem,
but we can't always meet
SLAs and we need to
satisfy more integration
use cases if we are to truly
grow.

Yes. We are achieving
real bottom-line growth
through a digital
ecosystem of trading
partners, suppliers,
customers, and third-party
data/services.

14

Are you monetizing your company's products and services in new digital ways?

No. Our long product
development  cycles
don't allow us to think
about  building in
pricing to do that.

Yes. We are doing that
with  free  offerings,
including APIs, that will
create indirect value
through new

partnerships.

Yes. We can digitally
monetize products
quickly and have
identified  metrics to
support dynamic pricing
and new usage patterns.
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15

Is moving business capabilities to the cloud part of your growth strategy?

No. We don't see an
easy way of doing this

without disrupting
core business
operations.

Yes, but our efforts are
mainly limited to lifting
and shifting  existing
applications to the cloud
and we're not seeing the
growth we want.

Yes. We have a plan and
have seen initial
successes with cloud-
native product launches
that have resulted in
demonstrable growth.
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Mendix

How strongly do you feel your current technology ecosystem is helping you meet your
digital transformation goals?

Strongly disagree Somewhat Neutral Somewhat Strongly
disagree agree agree

Rate your company’s ability to leverage technology that meets your digital
transformation strategy.

Slider amd to Low émg to High

How would you rate your application portfolio on a rating 1-10 (1 being just beginning,
10 being very mature) in addressing the following:

Innovation BaBuoroynon amod to 1 €ym 10 10
Process Digitization + | BaOpoAdynon and to 1 éyw to 10
Automation

Customer Experience | BaBpoAdynon amd 1o 1 £xw to 10

Legacy Mordenization | BaBuoloynon amod to 1 éxm to 10

How would you rate your organization’s ability to assign value to and prioritize
application backlogs according to your business’s digital transformation strategy?

Slider amd to Low éwg to High

How strongly do you agree: You have a consistent and repeatable governance model
that’s focused on prioritization, building, testing, deploying, and maintaining your
applications.

Strongly disagree Somewhat Neither Somewhat Strongly
disagree agree or | agree agree
disagree

How strongly do you agree: You have scalable and formalized CI/CD methodologies
and practices.

Strongly disagree Somewhat Neutral Somewhat Strongly
disagree agree agree

How mature would you rate the following roles on a rating 1-10 (1 being just
beginning, 10 being very mature) in your IT/R&D department?

UI/UX Designers BoBuordynon and 1o 1 £xm to 10
Security BoBuoidynon and 1o 1 £xm to 10
Architects BaOpordynon amd 1o 1 £xm 1o 10
Program Managers BaBuoidynon amod to 1 €ym o 10
Product Owners Bobuordynon and 1o 1 £xm to 10

How strongly do you agree: Our teams display a consistent collaborative approach
between business and IT in developing applications.

Strongly disagree Somewhat Neutral Somewhat Strongly
disagree agree agree
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Business Development Bank of Canada

How many employees does your business have on its payroll?

Self Employed | 1t019 | 20t0 99 | 100 or more
2. What is your company's total annual revenue?
ITedio erebBepov KeEVOL
What is your business's main sector of activity?
Accommodation Admin. and Agri., Arts, Construction
and food services | management forest., entertainment,
services fishing, recreation
hunting
Financial services, | Health care, Information | Manufacturing | Mining, oil
real estate social & cultural and gas
assistance industries
Professional/techni | Transportation | Retail trade | Wholesale Other
cal services and trade services
warehousing
Which of the following technologies do you use in your business?
Basic Basic website Transactional ERP CRM
collaboration (informational) | website (enterprise (customer
tools (e.g., (Ecommerce) resource relationship
video planning management
conferencing, software) technology)
messaging, file
sharing and
editing)
Personnel Accounting Manufacturing | Project Data
management software(s) software management | visualization
(MRP) software and analysis
software (e.g.,
dashboard)
Advanced None of the
digital above
technologies
(e.g., artificial
intelligence,
virtual/augment
ed reality, 3D
Printing)

What tools do you use to improve the customer experience?

Social media
that customers
engage with

Company blog that
customers engage
with

A
transactional
website
where

Customers
have a space
where they
can consult

Personalized
and relevant
content for

customers (in
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customer can
place orders
or book an
appointment

purchase
history, track
current
order(s) and
manage their
contact
information

a chatbot for
instance)

Personalized
and proactive
offers based
on online
behaviours

My company uses
other customer
service tools to
improve customer
experience
(quoting tools, etc.)

None of the
above

6 Please tell us more about your business decision process
A. | use technology to understand my customers and drive business decisions
Never | Rarely | Sometimes |  Often | All the time
B. | use data and analytics to make operational and productivity decisions (Ex:KPIs)
Never | Rarely | Sometimes | Often | All the time
7 Do you do regular backup of your organization’s information?
Yes, cloud Yes, physical | Yes, No I don’t know or prefer not
offsite physical to answer
onsite
8 How often do you test your backups operations?
Never | Rarely | Sometimes | Often | All the time
9 Have you adopted digital technologies to support the following business processes?
Procurement, storage | Manufacturing | Distribution | Sales and | Management,
or inventory | or production | and logistics | marketing finance and
management human
resources
None of the above
10 | What best describes your systems’ integrations?
We do not have a | Our systems | Our systems | Our systems | Our systems
technological are not | are partially | are  mostly | are fully
infrastructure integrated integrated integrated integrated
11 | Do you have an actionable plan to achieve your business goals?
Yes, documented Yes, not | No
documented
12 | Do you have a change management strategy to achieve your business goals?
Yes, documented Yes, not | No
documented
13 | Do you know how digital technologies can help you accomplish your business goals?
Yes | No | |
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14 | To what extent do your employees support change in your organization?
All our employees | Most Some There is no support for
support change employees employees change from our
support change | support employees
change
15 | What is offered to your employees to help them cope with change?
Tools for | Regular Impact assessment | No  training  or
training communication of | of changes on the | communication in
changes on  the | business place
business
16 | Please select the cybersecurity best practices that you have adopted

Employee training and | Use of strong | Use of Installation Limited
awareness on | and secure | regularly of patches access to
cybersecurity (at least | passwords updated anti- | and regular | serversina
annual) that are | virus and updates of secure
regularly anti-malware | all IT location
changed software systems
Secure Policy for End-to-end Incident Record None of the
sharing content encryption response retention above
of sensitive | plan strategy
data
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Krataion Consulting

1 [I6co ovupowveite pe 1o TOPOKAT® OTOWEID TNG OTPATNYIKNG  YNOLLKOV
peTacyNUaTIc LoV s Taipiog oog; (0= dev yvopilm, 1 = dev cvppaved kaboiov- 5=
CLLPOVA ATOALTA).

a. Ymdpyel Eekabopn ynelokn 6TpaTnyikn Emhoyn amod 0 émg 5

b. H dwoiknon avayvopiler v a&io g ynelokng
GTPOTNYIKNG

Enthoyn amo 0 éog 5

C. Ot ymookég tervoroyieg CLUPBAAAOVY GNUAVTIKA Emoyn amod 0 émg 5

OTN GLUVOAIKT] GTPOTNYIKN TNG ETOLPIOG

d. 'Exovue opiost EekdBapovg Kol HETPGILOVG
oTOYoVG Yoo v aSloAOYNGOVE TNV EMTVYIN TOV
YNEKoH LETAGYNUOTIGULOV

Enthoyn amo 0 éog 5

e. Ta oxdMa kor m yvopn TOV TEAQTOV HOGC
cuupdiiovv otV GTPOTNYIKN YNOLOIKO
LUETOCYNUATIGLLOV TNG ETOPELNG

Enthoyn amo 0 éog 5

f. ‘Exovpe évo EexdBapo mAGvo vAomoinong tng Emoyn amod 0 émg 5

OTPATNYIKNG YNOLIKOD UETAGYNUOTIGLOD

g. XpnotpomowOue ynoelokd epyoieio yoo ™

onovpyia ™mg GTPOTIYIKNG Ynoe1okon
LUETOCYNUOTIGLLOV

Emtoyn amo 0 éog 5

2 YUVoAIKA, Bempeite smrTuynuUévn TN OTPATNYIKN YNOKOD UETAGYNUOTIGUOD TNg
gToupiog cog;

EmiAoyn amd Aiyo €mg moAd

3 AopPdavovtog OAa Tt mopamdve vroyn, wOGO iKovomompévolr glote amd
GTPOTNYIKY YNOLOIKOV UETOCYNUATIGLOV TNG ETOLPIOG GOG;

Emidoyn amd Ayo émg moAd

4 [16c0 cuppaveite pe To Topakdte ctotyeio Tov apopovv oty Opydvmon Kot v
Kovitovpa g etaupiag cog; (0= dev yvopilom, 1 = dev coppovd kabolov - 5=

GLUPOVE ATOATO)

a. AZlomo100LE TIG VEEG YNPLOKEG TEXVOAOYIES Y1 VOl
e€eMEovie TO VIAPYOV EMYEPNUOTIKO LOVTEAO TNG
gToupiog

Emtvoyn amo 0 émg 5

b. Mepapoatildpaocte pe véeg YnNOOKES TEXVOAOYIES
Ko Toipvovpe picka

Emoyn amod 0 émg 5

C. Ot opddeg pog evol yVOTEC TOL YNOLOKOL
KOGLLOV

Emoyn amo 0 émg 5

d. Xpnowonolovue epyareio énmg social media,
analytics platforms kot cloud otnv kaOnuepvotnta

pog

Emoyn amod 0 émg 5

e. Ta tuiuate cvvepydlovtor mOAD KoAd peTald
TOVG

Entloyn anod 0 éwg 5

f. Ta otoyeio mov ocvykevipovovror oand digital
analytics patforms kot to, TAnpooplakd cuoTHuaTo
0EL0TO10VVTAL Y10, TN AW OTPOTIYIK®V OToQAIcEDY

Emoyn amo 0 émg 5

0. Ot ynoakég 0eE10TNTEC ElVOL TPOUTAITOVUEVO Y1a
TNV TPOGANYN 6NV £TApin

Entioyn anod 0 éwg 5

h. Yrdpyer n dvvototnta miepyocioc | epyociog
070 TO OTiTl

Emoyn amo 0 émg 5
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i. Yrdpyetl EexdBapo mhavo eEEMENG TOV YyNELOKOV Entloyn anod 0 éwg 5
Oe&l0TNTOV Y10 OAa T, LEAN TV OUAOWV
j. Xpnowomowobpue YnewKa epyoreioc yoo va Emoyn amod 0 éog 5
TPo®ONGOLE TNV KovoTOia, TN GLVEPYASio Kol
™V gveMéio oToV TPOTO EPYACIOG
5 Yvvoakd, mn  Opydvoon kot 1 Kovktodpa o610 mA0iGI0 TOL  YNOLOKOD
LUETOCYNUATIGLOD TNG ETOPIOG EIVOL ETITUYNUEVEC;
EmiAoyn amd Ayo émg moAd
6 Aoufdavovtog OAo TO TOPATAVEO VTOYT, TOGO IKOVOTOUUEVOL €l0TE Amd TNV
Opyavoon ot tv  Kovitovpa g etapiog, o©10 mAaiclo TOL  YnouoKos
LUETUCYNUATIGLOD;
Emiloyn amd Alyo €mwg ToAd
7 e 11 fobpd CLUEPOVELTE OTL IGYDLOLV Ol TUPUKAT® SNADGELS YO TV YNPLOKT EUTEIPIN
TV TeAaTdV 60g; (0= dev yvopilm, 1 = dev cupemvd KaBoAov 5= cuuemvd ardivta)
a. Emkowvaovolpe pe Toug mEAITESG YPNOYLOTOLDOVTOG Emtoyn amo 0 éog 5
KoL YnoeLokd epyoleio,
b. H otpatnywn g sumeipiog teldn sivon eviaio og Emoyn amo6 0 émg 5
OO TOL KOVAALDL ETIKOVOVIOG LOG
C. XPNOWOTOOVUE YNOWIKE gpyoAeia Yy va Emthoyn amo 0 éwg 5
OLAAEEOLUE GLOTNUATIKG TN YVOUN TOV TEAATOV
pog
d. Xpnowonowodue Customer Journeys yw va Emtoyn amo 0 éog 5
alohoynoovpe TO YNOWKE ONUElD EMAPNG TNG
eTopioc Ue Toug TEAATES
e. Xpnowomowovpe KPIs (6mwg Net Promoter Score Emoyn amod 0 émg 5
n Lifetime Value) ywo vo petproovpe moOGO
EMTLYNUEVN Elval 1 GTPATNYIKN TNG EUTEPIAG TOVG
TEAGTN TG ETAPIOG
8 YVVOAIKA, TOGO emTLYNUEVT Bempeite TV Yneloky gumelpio Tov ¥PNOTN 6T TAAICLO
TOL YNELOUKOD UETOCYNUATIGLOV TNG ETOPIAG;
EmiAoyn amd Ayo émg moAd
9 e Tt fobud avIITPOCOTEVOVV TO, TOPUKAT® GTOYEIN KOVOTOWIOG TNV €Toupie GOg;
(0= dgv yvopilw, 1=kabdlov- S=cEoipeTird)
a. E&eliocovpe 10 vadpyovio TPOIOVIN Kol TIC Emoyn amod 0 émg 5
VANPEGIES LOG YPNOUOTOIDVTAG YNOLOK(A Epyaleio
b. Mag evdiapépouv ot véeg 186€¢ Tov £6TIALOVY 6TO Emthoyn amo 0 éwg 5
digital
C. O 16éeg pog yio T ONUIOVPYID VEQV YNOLOKOV Entloyn anod 0 éwg 5
TPOTOVTIOV Kol VANPECIOV Yivovtal OEKTEG OTNV
gTopiaAvTi 1 EpATNON Elval LTOYPEMTIKN
d. Teotdpovpe ko gEghicoovue 0. TPOIOVTA UOG Entioyn anod 0 éwg 5
YPNOoOTOIOVTOG Tp®TOTLTO (Prototypes)
e. Ou tgyvoloyikéc Oopég 1Tng eToupilog  HOG Emoyn amo 0 émg 5
avafoduiloviol cuoTnUoTKd
f. Ot ouddec tov Marketing xat tov IT doviedouvv Enthoyn amd 0 £m¢g 5
o1eva LollIALTH 1| EpATNON EIVOL VTOYPEDTIKN
10 | Zvvolikd, mOco emTvyNUEVT Bempeite TNV KAOTOUIO GTO TAQIGIO TOV YNOLOKOL
LUETOCYNUATIGLOD;
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Enihoyn omd Aiyo émc ToAd |

11 | Aoppdavoviog OAo T TOPATAVEO LEOWYTN, TOCO IKOVOTOUEVOL €ioTe amd TNV
KovoTopia Tng eToupiag, 6TO TANIGLO TOL YNOUKOD UETACYNUATICUOV;
EmAoyn amd Ayo émg moAd
12 | Zvvolikd, OG0 emTuynuéEvog Bempeite OTL €ival 0 YNEOKOG UETACYNUOTIOUOG TNG
gTouplog;
Emdoyn amd Ayo émg moAd
13 | Ze 11 fabpod €ioTE IKOVOTOMUEVOL OTO T GUVOAIKT TPOCTADELN TNG ETOUPIOG GOG Y10L
YNEOKO LETACYNUATIGUO;
EmiAoyn amd Aiyo €mg moAd
14 | Xe mowov Pabuod 1 etaupio cog ypNooTolet TIg TapaKkdT® Ynelokes texvoloyieg; (0=
dev yvopilm, 1= kaBdhov-5=kadnuepvd)
" Emoyn amod 0 émg 5
a. Social Media"
b. Collaborative digital technologies Emloyn amd 0 £o¢ 5
c. Data & Analytics Enthoyn amd 0 £m¢g 5
d. Cloud Computing Services Emthoyn amd 0 £o¢ 5
15 | Ze motov amd Tove TapuKAT® KAAOOVE OVIKEL 1] ETOLPIN GOG?
Exnaidevon IT&Teyvoroyieg | Kotaokevég | Owovopkd | Media,
Yoyayoyio &
Exddoeig
Anpooteg Tniemkowwvieg | Evépyewa Yyeia Ynnpeoieg
VANPEGIES dtoiknong Kot
GLUPBOVAELTIKNC
Tovpiopog A\o
16 | IMoto givar t0 dvopa g eToupiog cog;
Elev0epo Keipevo
17 | H eropia oag givon B2B 1 B2C;
B2B | B2C | Kot ta 800 | |
18 | 18. ITowog eivar 0 emoyyeAUATIKOC TITAOG GOC;
ElevBepo Keipevo
19 | 19. I1éca ypovia epydleote otny gtaupia;
<1 ypbvo | 1-5 ypovia | 6-10 ypovia | 11-20 ypovio | 20+ ypovia
20 | ITow &ivan To A0 GOg;
Avdpog | lMyvaiko | | |
21 | Xe molo NAKLOKT) oGO0 OVIKETE;
18-24 gtv 25-29 gtov | 30-39 etwv | 40-49 etov | 50-59 grddvv
60+ etav
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Manpower Group

Katnyopia: Culture

1 We have had success by changing the nature of our talent acquisition process to focus

more on candidate mindset and problem solving abilities.

Strongly Agree | Agree | Disagree [ Strongly disagree |
2 We have a well defined innovation program that rewards learning and supports

experimentation, even when it results in failure.

Strongly Agree | Agree | Disagree [ Strongly disagree |
3 We have established a culture of continuous learning. It is built into our processes and

exemplified by our leadership team.

Strongly Agree | Agree | Disagree [ Strongly disagree |
4 We have innovation programs throughout our organization. Employees view

participation as an expectation not an option.

Strongly Agree | Agree | Disagree [ Strongly disagree |
5 We have a plan to identify our digital gaps and provide learning and career

development planning to close those gaps.

Strongly Agree | Agree Disagree | Strongly disagree |
6 We are making strides with instilling a culture of improvement and continuous quality.

Strongly Agree | Agree | Disagree | Strongly disagree |

Katnyopia: Innovation

7 We have created an open and active partnership with our clients and competitors so

that we can develop a better customer ecosystem.

Strongly Agree | Agree | Disagree [ Strongly disagree |
8 We have already started to deploy new business models and are more open to taking

business risks.

Strongly Agree | Agree | Disagree [ Strongly disagree |
9 We rely heavily on LEAN thinking and agile behavior.

Strongly Agree | Agree | Disagree [ Strongly disagree |
10 | We have a hybrid cloud strategy that focuses on continuous integration and delivery

(C1/CD) activities to optimize our cloud infrastructure.

Strongly Agree | Agree | Disagree | Strongly disagree |
11 | We have a robust technology infrastructure consisting of over 40 different products

and technologies.

Strongly Agree | Agree | Disagree | Strongly disagree |
12 | Automation is a key initiative for our organization. We have numerous demonstrated

successes and funding has been established for ongoing automation.

Strongly Agree | Agree | Disagree | Strongly disagree |
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Katnyopia: Practices

13 | We have various machine learning and Al initiatives currently underway.
Strongly Agree | Agree | Disagree [ Strongly disagree
14 | We are a mature agile organization. We leverage the agile methodology across our
technology groups and our business groups.
Strongly Agree | Agree | Disagree [ Strongly disagree |
15 | We can normally deploy a new change/concept to market within 3 months.
Strongly Agree | Agree | Disagree | Strongly disagree |
16 | We have advanced analytics and dedicated resources to review and test customer
engagement and satisfaction.
Strongly Agree | Agree | Disagree | Strongly disagree |
17 | Eacharea of our business understands how their day-to-day work impacts the customer
journey. We review our customer journey regularly and use the feedback to improve
our process.
Strongly Agree | Agree | Disagree | Strongly disagree |
18 | Inour day-to-day responsibilities, my team and | are aware of how our activities impact
the customer experience.
Strongly Agree | Agree | Disagree | Strongly disagree |
Katnyopia: Strategy
19 | We actively engage with outside organizations to challenge our thinking.
Strongly Agree | Agree | Disagree [ Strongly disagree |
20 | We have a well documented and well communicated vision that enables disruptive
business models.
Strongly Agree | Agree | Disagree [ Strongly disagree |
21 | A growth mindset is reinforced in our organization and demonstrated by over 75% of
our leadership team.
Strongly Agree | Agree | Disagree [ Strongly disagree |
22 | We are actively looking for new business models and new approaches for upskilling
and acquiring new talent. This is a prioritized and funded initiative.
Strongly Agree | Agree | Disagree | Strongly disagree |
23 | Customer Satisfaction is the most important metric we monitor and evaluate.
Strongly Agree | Agree | Disagree | Strongly disagree |
24 | Our organization is committed to improving our society.
Strongly Agree | Agree | Disagree | Strongly disagree |
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Prodware Group

Katnyopia: Innovation

1 My organization regularly challenges its assumptions about customers, business
models, and the competition in its formal planning/product development processes.
Strongly Disagree | Disagree [ Agree | Strongly Agree |

2 My organization has adequate staffing, funding, leadership, and senior cross-
functional management support to successfully identify and implement new ideas.
Strongly Disagree | Disagree [ Agree | Strongly Agree |

3 My organization is open to change and innovation. This could be a product, service,
business model, marketing or business process transformation.

Strongly Disagree | Disagree | Agree | Strongly Agree |

4 My organization’s strategy development processes regularly engage internal
(employees) and external (customers, suppliers) stakeholders as a way of identifying
new opportunities.

Strongly Disagree | Disagree [ Agree | Strongly Agree |

5 My organization has processes and budget in place to invest in transformation and
organizational change including specific innovation KPIs to support project resources,
evaluation and business priority.

Strongly Disagree | Disagree | Agree | Strongly Agree |

6 I can identify at least one major example of innovation or change project within our
business in the last 12 months.

Strongly Disagree | Disagree | Agree | Strongly Agree |

7 My organization recruits and hires employees who bring a diverse skillset and an
innovation-related mindset.

Strongly Disagree | Disagree | Agree | Strongly Agree |

8 Our leadership supports a collaborative culture that encourages different departments
working cross-functionally to identify and develop new innovations and solutions.
Strongly Disagree | Disagree | Agree | Strongly Agree |

9 My organization challenges the status quo; people have the freedom to explore new
ideas and test them. We have formal HR processes that foster innovative skills and
approaches.

Strongly Disagree | Disagree | Agree | Strongly Agree |

10 | My organization has a proactive and regular process to monitor emerging innovation
trends in order to develop alternative business scenarios that address threats and
opportunities.

Strongly Disagree | Disagree | Agree | Strongly Agree |

11 | My organization encourages a proactive approach in reaching out to innovative
partnerships (Start Ups, Innovation Hubs) as a way to inject new ideas and solutions
which will help improve our business performance and relevance to the market.
Strongly Disagree | Disagree | Agree | Strongly Agree |
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12 | In the last 12 months, our organization has successfully worked with an innovative
partner on at least one project that benefits our colleagues and customers leading to
business success.

Strongly Disagree | Disagree | Agree | Strongly Agree |

13 | My organization has tools in place to capture customer and prospect interactions and
feedback in order to understand how innovation will support our audience needs.
Strongly Disagree | Disagree [ Agree Strongly Agree |

14 | My organization has analytics and Business Intelligence tools in place to surface data
that highlight our performance including specific innovation KPIs to support decision
making.

Strongly Disagree | Disagree | Agree | Strongly Agree |

15 | My organization has a clear roadmap for investment in R&D and technology to support
our innovation strategies.

Strongly Disagree | Disagree | Agree | Strongly Agree |
Katyopia: Employee Experience

16 | My organization regularly challenges its assumptions about how our HR strategy is
optimized within our overall strategy and planning processes.

Strongly Disagree | Disagree [ Agree | Strongly Agree |

17 | My organization has adequate staffing, funding, leadership, and cross-functional
management to successfully implement new employee experience initiatives.
Strongly Disagree | Disagree [ Agree | Strongly Agree |

18 | My organization is open to all kinds of employee experience initiatives. This may
include: development of org. structure, career tracks, employee development, talent
recruitment, onboarding and retention strategies.

Strongly Disagree | Disagree | Agree | Strongly Agree |

19 | My organization is attracting, shortlisting, interviewing, and appointing the right
talent.

Strongly Disagree | Disagree | Agree | Strongly Agree |

20 | My organization understands the learning needs of its workforce. From this
understanding, we have designed, developed and delivered the related corporate
learning curriculae.

Strongly Disagree | Disagree | Agree | Strongly Agree |

21 | My organization manages and reinforces a clear and prepared employee reward policy.
Strongly Disagree | Disagree | Agree | Strongly Agree |

22 | My organization invests in modern HR systems that support the administration of our
workforce.

Strongly Disagree | Disagree | Agree | Strongly Agree |

23 | My organization leadership team can easily access data that supports HR related
decision-making. They can track against KPIs measuring worker demographics,
salaries, skills, recruitment gaps and performance to align with company objectives.
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| Strongly Disagree | Disagree | Agree | Strongly Agree | ]

24 | My organization systematically collects employee feedback to identify and act on both

articulated and unarticulated needs.

Strongly Disagree | Disagree | Agree | Strongly Agree |
25 | My organization supports a collaborative culture that encourages open communication

and employee engagement.

Strongly Disagree | Disagree | Agree | Strongly Agree |
26 | My organization designs and sets in place an end-to-end performance appraisal process

fully excecuted by the leadership team.

Strongly Disagree | Disagree | Agree | Strongly Agree |
27 | My organization invests in the recruitment of employee-centric leaders and

development of future leaders.

Strongly Disagree | Disagree | Agree | Strongly Agree |
28 | My organization has designed, developed and executes an employee advocacy

program.

Strongly Disagree | Disagree | Agree | Strongly Agree |
29 | My organization invests in providing the employees the appropriate and modern

technologies and processes that support their daily work.

Strongly Disagree | Disagree | Agree | Strongly Agree |
30 | My organization invests in providing the employees a convenient, collaborative and

fun working space / environment.

Strongly Disagree | Disagree | Agree | Strongly Agree |

Katyopia: Employee Experience

31 | My organization has a clear, documented understanding of all processes and systems

in place, to ensure integration, productivity and collaboration.

Strongly Disagree | Disagree [ Agree | Strongly Agree |
32 | My organization ensures employees follow best practice business processes via

thorough training and awareness programs.

Strongly Disagree | Disagree | Agree | Strongly Agree |
33 | My organization has a structured program in place to review this process landscape on

a regular basis for constant optimization and risk mitigation.

Strongly Disagree | Disagree | Agree | Strongly Agree |
34 | My organization has a regular and robust program in place to ensure data is mapped,

structured, shared, legally compliant and synchronized for a central view of our

operations and customers.

Strongly Disagree | Disagree | Agree | Strongly Agree |
35 | My organization supports decision making and business actions through accessible

data that is easily surfaced for analysis and communications.

Strongly Disagree | Disagree | Agree | Strongly Agree |
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36 | My organization has a performance management process in place, that covers the

entire business landscape, each area with their own operational KPIs that contribute to

a unified view.

Strongly Disagree | Disagree | Agree | Strongly Agree |
37 | My organization benefits from automated real-time analysis of performance from data

being generated throughout all business processes. Colleagues have moved from a

reactive critical state to a proactive management of operations.

Strongly Disagree | Disagree [ Agree | Strongly Agree |
38 | My organization has structured workflows in place that boost productivity and

efficiency with clear KPlIs.

Strongly Disagree | Disagree [ Agree | Strongly Agree |
39 | My organization has digitized workflows in order to become more streamlined and

sustainable.

Strongly Disagree | Disagree | Agree | Strongly Agree |
40 | My organization has automated workflows to embrace agility and optimize operations.

Strongly Disagree | Disagree | Agree | Strongly Agree |
41 | My organization is structured in a way that allows our people to quickly adapt to

continuous changes in the market.

Strongly Disagree | Disagree | Agree | Strongly Agree |
42 | My organization uses modern technologies that are flexible enough to support changes

to business needs.

Strongly Disagree | Disagree | Agree | Strongly Agree |
43 | My organization is built on best practice business processes that surpass industry

benchmarks.

Strongly Disagree | Disagree | Agree | Strongly Agree |
44 | My organization aligns clear strategy and tactics. Our management communicate

effectively, and everyone in the organization knows their role in helping to achieve

that strategy.

Strongly Disagree | Disagree | Agree | Strongly Agree |
45 | My organization has an industry reputation for setting the standard of driving,

embracing and advocating operational excellence.

Strongly Disagree | Disagree | Agree | Strongly Agree |

Katnyopia: Customer Experience

46 | My organization has moved to a Customer Experience strategy. Everyone in the

organization is clear on the strategy, objectives and brand values and the part they play.

Strongly Disagree | Disagree | Agree | Strongly Agree |
47 | My organization has a customer-centric DNA throughout the customer journey.

Strongly Disagree | Disagree | Agree | Strongly Agree |
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48 | My organization has a structure in place that supports collaborative working as a means
of promoting and sharing knowledge and teamwork.
Strongly Disagree | Disagree [ Agree | Strongly Agree |
49 | My organization has a dedicated Customer Experience (CX) team that influences
company strategy and coordinates customer experience activities.
Strongly Disagree | Disagree [ Agree | Strongly Agree |
50 | My organization uses personas as part of our audience segmentation approach.
Strongly Disagree | Disagree | Agree | Strongly Agree |
51 | My organization makes it easy for customers to interact with us.
Strongly Disagree | Disagree [ Agree | Strongly Agree |
52 | My organization understands customer expectations and delivers against them.
Strongly Disagree | Disagree | Agree | Strongly Agree |
53 | My organization consistently makes customers feel good about the brand.
Strongly Disagree | Disagree | Agree | Strongly Agree |
54 | My organization systematically collects customer feedback for product and service
offers.
Strongly Disagree | Disagree | Agree | Strongly Agree |
55 | My organization uses customer feedback in order to implement measures to constantly
improve customer experience.
Strongly Disagree | Disagree | Agree | Strongly Agree |
56 | My organization uses employee feedback in order to implement measures to constantly
improve customer experience.
Strongly Disagree | Disagree | Agree | Strongly Agree |
57 | My organization has structured metrics to measure customer satisfaction.
Strongly Disagree | Disagree | Agree | Strongly Agree |
58 | My organization has KPlIs in place including ROI to measure the impact of its CX
activities.
Strongly Disagree | Disagree [ Agree | Strongly Agree |
59 | My organization has an industry reputation for setting the standard of driving,
embracing and advocating operational excellence.
Strongly Disagree | Disagree | Agree | Strongly Agree |
60 | My organization has an industry reputation for setting the standard of driving,
embracing and advocating operational excellence.
Strongly Disagree | Disagree | Agree | Strongly Agree |
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RSM International

Katnyopia: Culture & Leadership

1 To what extent is IT management represented at the top level of the organisation?
Not at all —we have an | Somewhat — we have a | Completely — we have IT
IT function but no | senior director or board | expertise at the top
senior  management | member who has | management level within
representative. responsibility for IT. our organisation

2 To what extent does your organisation foster a culture of innovation and
experimentation?

Not much — we try to | Somewhat — new ideas | Completely — innovation is
minimise mistakes as | are investigated but | central to our business.
much as possible. rarely seen through to | When we fail, we fail fast,
completion. learn and move on.

Katnyopia: Culture & Leadership

3 To what extent is your business able to deliver digital change quickly and flexibly?
Not at all — | Somewhat — some | Completely —it’s a base quality of our
we don’t | individuals have the | organisation.  Almost  everyone
have the | right skillset and we | possesses it, and the organisation helps
right skillset | try to utilise them as | them explore different development
or attitude. much as possible in | paths.

delivering change.

4 Which describes your Knowledge Management capability the best?

Each Set standards and | We are collaborative — Clear
department/office has | procedures for the | standards and procedures but
their own standards | entire organisation — | also flexible with e.g. mobile

and procedures — | but usage varies | access allowing employees to
which may or may not | between users, | share and participate
be formalised. departments and | anywhere.

offices.

Katnyopia: Systems, Technologies & Security

5 How do you ensure the security of corporate and customer data?

Not sure. Through tests —we | Policies and tests — the organisation

run periodic teststo | has clear policies on data usage,

ensure the security of | storage and ownership and we or 3rd
the data. parties do various tests to ensure the

data is secure.

6 To what extent do IT systems support your business?
Not much — we have a | Somewhat — we | Completely — IT systems and
series of standalone | have IT systems | technologies extend beyond the
tactical systems. that support our | barriers of our organisation to
end-to-end our customers and suppliers.
operations.
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Katnyopia: Systems, Technologies & Security

To what extent does your organisation utilise data to drive its performance?

Not much — not sure
we collect the right
data, and we undergo a

Somewhat — we do
collect a lot of data and
have key reports, and

Completely —all, if not most
of our organisation is deeply
integrated and produces real

lot of manual | try to spot patterns to | time data which is processed

intervention when | help us make better | to provide in-depth business

extracting and | business decisions. | insights that are key to

analysing it. However, this isn’t | driving our business
always consistent. forward.

8 To what extent are back office operations automated and/or efficiently supported by
technology (e.g. ERP, scanning, workflow, Cloud accounting, etc)?

Not at all — | Somewhat — we have one or | Completely our back
everything is | two core back office systems | office is more or less
done manually | that make things a little easier. | completely replaced by
and/or in | However, we haven’t realised | technology with a very
spreadsheets. the full value from them as | small staff footprint. This
hoped or were promised. enables us to focus on what
makes our organisation
unique.

Katnyopia: Customer Engagement

9 To what extent would your customers rate their experience of doing business with you
as excellent?

Could be better — we | Average - we | Excellent — we are industry
try and copy some of | understand the | leaders and customer centric,
our competitors | industry and follow | creating an interacting
assuming they know | customers patterns | relationship with our
more. and can see from | customer to continuously
experience what | understand their changing
would be beneficial | needs.
for both of us.

10 | Do you have clear KPIs and goals for your customer engagement?

Some goals — but not | Yes — but we | Yes — and we have the ability to
always sure how we | don’t always act | intervene and influence if we are
measure them | upon the data | not achieving the targets, or even
effectively and timely. | collected in a | take advantage of over achieving.
timely manner.
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InnoCAPE

1 How many people work in your company?

1-10 people | 11-50 people | 51-250 people | >250 people |
2 | In which industry does your company operate?
Accommodatio | Activities  of | Activities of | Administrativ | Agriculture,
n and Food | Extraterritorial | Households As | e and Support | Forestry and
Service Organisations | Employers; Service Fishing
Activities and Bodies Undifferentiate | Activities
d Goods- and
Services-
Producing
Activities of
Households For
Own Use
Arts, Construction Education Electricity, Financial and
Entertainment Gas, Steam Insurance
and Recreation and Air Activities
Conditioning
Supply
Human Health Information Manufacturing | Mining and Other
and Social and Quarrying
Work Activities | Communicatio
n
Other Service Professional, Public Real Estate Transportatio
Activities Scientific and Administration | Activities n and Storage
Technical and Defence;
Activities Compulsory
Social Security
Water Supply Sewerage, Wholesale and | Repair of
Waste Retail Trade Motor
Management Vehicles and
and Motorcycles
Remediation
Activities

3 In which country is your company based?

Emioyn Xopog

Katnyopia: Customer Engagement

4 Does your company use an Enterprise Resource Planning (ERP) system to share
information between functional units in your company?

Yes | No | Don’t know or not sure | ]

5 Does your company use two or more social media technologies* for internal or
external communication?
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| Yes | No | Don’t know or not sure | | ]

Does your company analyze big data for business purposes?

Yes | No | Don’t know or not sure | ]

Does your company use cloud computing services for any of the following purposes:
database hosting, computing power, accounting processes or Customer Relationship
Management (CRM)?

Yes | No | Don’t know or not sure | |

Does online sales of products or services currently represent 1% or more of your
company's turnover?

Yes | No | Don’t know or not sure | |

Has your company sold products or services online to other EU countries?

Yes | No | Don’t know or not sure | |

10

Does your company use Artificial Intelligence (Al), including machine learning and
deep learning, in your processes, products or services?

Yes | No | Don’t know or not sure | |

11

Does your company work systematically with cyber security*?

Yes | No | Don’t know or not sure | |

12

Does your company use blockchain technologies?

Yes | No | Don’t know or not sure | ]

13

Does your company use virtual or augmented reality technologies?

Yes | No | Don’t know or not sure | |

14

To what extent is digital innovation encouraged and supported in your company?

0 1 - wusually met with | 3-generallysupported | 5 - systematically
indifference or resistance | and encouraged initiated, enabled and
supported

Katnyopia: Organization and Leadership

15

To what extent is digital innovation encouraged and supported in your company?

Efforts towards exploring new business opportunities with digital technology are

0 | 1-usually met with 3-generally supported | 5 -  systematically
indifference or resistance and encouraged initiated, enabled and
supported

16

To what extent does your company collaborate to pursue digital innovation?

Digital innovation is pursued

0 1 - by one individual or | 3 - through | 5 - through both
unit in the company with | collaboration between | internal and external
full responsibility over | organizational units in | collaboration (with for
innovation with digital | the company example other firms
technology or end-customers)
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17 | To what extent does your company involve its employees in its strategic actions with
digital technology?

Employees are

0 |1 - usually informed about | 3 - sometimes involved in |5 - always
upcoming digital | the planning of digital | involved in the
technology technology planning of
implementations and the | implementations and in | digital
potential consequences | shaping their new work | technology
those may have on their | processes implementations
work and in shaping

their new work
processes
18 | To what extent do business and technology experts in your company collaborate to
pursue digital innovation?

0 |1 - there is limited | 3 - we occasionally work | 5 - we systematically work
interaction between | in cross-functional teams | in cross-functional teams to
experts in separate | to find ways to improve | find ways to improve our
organizational units | our current operations current  operations and

realize new digital business
opportunities
Katnyopia: Strategy
19 | To what extent does your company consider digital technology to be of strategic value?

0 |1 - we see limited | 3 - we consider digital | 5 -we continuously review
strategic value in | technology to be | and change our business
digital technology important for supporting | strategy based on the

our established business | opportunities and threats
strategy associated with emerging
digital technologies
20 | To what extent does your company have a unified, clear and communicable digital
vision?

Our vision is

0 |1 - disparate and | 3-unified, butwe have been | 5 - clear, unified, and
unclear and primarily | unable to define it clearly | communicable for
expressed through | enough to be communicated | how we will use
discussions digital technology in

the future
21 | To what extent does your company make strategic investments in digital technologies?

We invest in digital technologies

0 |1 - only when | 3 - following a long- | 5 - following a long-term plan that
there is a critical | term plan aligned to | is actively aligned to current and
need for it our current business | future business and operational

and operational needs | needs
22 | To what extent does your company make strategic investments in digital skills?

We invest in digital skills training
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0 |1 - only when | 3-to maintain alevel | 5 - to improve our operational
there is a critical | that allows us to | performance and to enable the
need for it maintain our current | future exploration of new digital

operational business opportunities
performance

Katnyopia: Digital Innovation

23 | To what extent does your company use digital technology to extend the value of your
products or services?

0 |1 - we use digital | 3 - we use digital | 5 - we provide a digital
technology to retrieve | services to add value to | platform whose
information about what | our non-digital products | functionality ~ external
customers think about | and services actors can extend by
our products or services adding new modules or

services
24 | To what extent does your company use digital technology to enable automated and
flexible business processes?

Our processes are

0 |1 - mainly | 3 - mostly automated, | 5 - highly automated and flexible
dependent  on | but difficult to adapt | enough to be adapted to changing
manual labour to changing internal | internal and external demands

and external demands
25 | To what extent does your company's IT infrastructure offer the stability and flexibility
necessary for innovation?

Our IT infrastructure is

0 |1 - unstable and | 3 - stable enough to | 5 - stable and flexible enough to
cause recurrent | support our current | both support current business and
breakdowns that | business and | operations and the
disrupt our | operations but adding | implementation of new digital
business and | new digital | functionalities to meet new
operations functionalities to it is | demands

difficult
26 | To what extent does your company use digital technology to enable customers to
personalize your products and services?

We offer

0|1 - static | 3 - dynamic | 5 - products and services that
production  or | production or service | adapt autonomously to user
service delivery | delivery options based | demands and circumstances over
options on our customers | time

previous interactions
with us
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Katnyopia: Data analytics

27 | To what extent does your company consider digital data and analytics to be of strategic
importance?

0 |1 - we see limited | 3 - we base efficiency | 5 - we systematically
strategic value in digital | improvements made to | review and change our
data our processes on the | business strategy based

analysis of internal data | on the analysis of
internal and external data
28 | To what extent does your company collect, analyze and act on digital customer data?

Customer data is

0|1 - collected | 3 - collected and | 5 - systematically collected and
internally in a format | analyzed from | analyzed from both internal and
and system that | both internal and | external sources and acted upon to
enables it to be | external sources realize new opportunities
accessed and used by
other system

29 | To what extent does your company collect, analyze and act on data from your business
processes?

Process data is

0 | 1-generated, butwe | 3 - collected and | 5 - systematically collected,
lack the ability to | analyzed for some | analyzed and used to identify
analyze it of our processes inefficiencies and to improve

processes
30 | To what extent does your company collect, analyze and act on data generated through

the use of your products and services?

Usage data is

0

1 - generated, but we
lack the ability to

3 - collected and
analyzed for some

5 - systematically collected,
analyzed and used to identify

analyze it of our processes inefficiencies and to improve
Processes
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Joint Research Centre of the European Commission

Katnyopia: Digital Strategy and Business Model

What does your enterprise seek to achieve through investing/making additional

investments in digitalisation? Please select all options that apply:

1. Improvement in | 2. Diversify | 3. 4, Cost | 5.

the  quality  of | commercial Optimization | reductions Increase

products and | strategy/channels of internal safety and

services (incl. processes security of

internationalisation) workers

and/or
customers

6. Change of | 7. Other (please

business/operational | specify);

model due to the

impact of  the

COVID-19

pandemic

Is your enterprise ready to intensify its digitalisation? Please select all options that

apply:
There is an up-to-date | Increased Senior IT staff have | Staff are
digitalisation plan investments | management | contributed | sufficiently
in digital | is actually | to the | digitally
technologies | leading  the | business skilled
and systems | organisational | decision-
have been | and process | making on
implemented | changes digitalisation
needed to
support
enterprise
digitalisation
Recruitment of digital | Other (please | None of the
specialist profiles has | specify): above
been done  when
needed
Which of the following digitally driven/data intensive business models does your
enterprise employ? Please select all options that apply:
Servitisation/prod | Demand-driven E- Ecosystem& Free-of-
uct as a service | customisation/personal | Commerce | Platform charge&
Model(aftersales | isation Model (based | & Models (brand | Sharing
& advanced | on  customer data | Marketpla | ecosystem/plat | Models
services analytics) ce Models | form intended | (basic
associated with a (sales to generate | offer for
manufactured through customer free,
product) own loyalty to the | revenues
channels brand that is | generated
&  third- | monetised by
party through personali
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marketpla | additional sed ads,
ces) offerings) premium
schemes
or ad-hoc
advance
services)
Subscription(peri | Other type of digital | None  of
odical fee) & On- | business model (please | the above

demand  Models
(immediate access
at premium price)

specify):

Katnyopia: Digital Strategy and Business Model

Which of the following mainstream digital technologies are already used by your
enterprise? Please select all options that apply:
Enterprise’s website E- E-Marketing | E- Connectivity
Commerce (online ads, | Government | (intranet,
(Business- social media | (online internet/cloud
to- for business | interaction services,
Consumer, purposes, with  public | remote access
Business-to- | etc.) authorities, to office
Business) including systems  via
public internet/\VVPN)
procurement)
Remote business | Information | Other None of the
collaboration  tools | Management | (please above
(e.0. teleworking | Systems specify):
platform, (ERP, CRM,
videoconferencing, SCM, e-
virtual learning, | invoicing)
business-specific)

Which of the following specialised digital technologies are already used by your

enterprise? Please select all options that apply:

Simulation & Digital | Computer- Automated | Manufacturing | Service

twins aided design | control  of | robots robots
(CAD) & | machining (chatbots for
manufacturing | tools (e.g. interactions
(CAM) 3D printers, with

CNCQC) customers,
etc.)

Big Data & Artificial | Other (please | None of the

Intelligence(including | specify): above

machine learning and

deep learning

[Mavemiotuo Atyaiov,
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6 | In which business areas has your enterprise already adopted digital solutions? Please
select all options that apply:
Inbound Operations Delivery Marketing, sales | Administration
logistics & | (production of (outbound | & customer and
warehousin | physical logistics, services management(in
g goods/manufacturin | invoicing, (customer cl. Human
0, packaging, etc.) management, resource
maintenance, order processing, | management)
services, etc.) helpdesk, etc.)
Research & | Purchasing and Security(inc | Legal framework | Other (please
developme | procurement I. corporate | (e.g. compliance | specify):
nt (product policy to with Personal
and manage Data
technology ICT regulations/GDP
) security) R)
None of the
above
Katyopia: Data and Connectedness
7 | In which business areas are your enterprise’s documents digitalised? Please select all
options that apply:
Administrative and Customer Production | Logistics(e.g. Other tasks
financial processes relationship or service- | for moving and | (please
(e.g. invoicing) management related packing specify):
(CRM) processes parcels)
None of the above

8 | Is your enterprise’s data stored in a digitally structured form (e.g. Excel sheets, records
with fields in a database)?

Yes, all/most of the | Yes, but only part of the data | No, the data is not
data is stored in a|is stored in a digitally | stored in a digitally
digitally structured | structured form structured form

form

9 | Is your enterprise’s data centralised?

Yes, data is organised | Yes, data is shared in a
in a database server common location

No, data is partitioned
among different
business units or users

10 | Are your devices connected?

Yes, all/most of the | Yes, but only part of the data

No, the data collected

data stored in digital | stored in digital format is | remains local to the
format is accessible in | accessible in real-time within | device or to a subset of
real-time within the | the enterprise’s network devices

enterprise’s network
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Katnyopia: Data and Connectedness

11 | Are any of the following tasks automated (even partially) in your company? Please
select all options that apply:

Administrative  and | Customer Production | Logistics (e.g. | Other tasks

financial ~ processes | relationship or service- | formovingand | (please

(e.g. invoicing) management related packing specify):
(CRM) processes parcels)

No

12 | Since their adoption, have automated and/or intelligent processes improved your

enterprise’s business? Please select all options that apply:

Yes, by supporting | Yes, by | Yes, by | Yes, by | Yes, by

commercialisation increasing improving | increasing reducing
production quality efficiency costs

Yes, by reducing | Yes, other | No Not applicable

waste (please
specify):

Katnyopia: Data and Connectedness

13 | Is your enterprise actually considering environmental aspects in its digital choices?
Select all options that apply:

Environmental Energy Recycling/re- | Other (please | No
aspects are part of | consumption use of old IT | specify):
digital technologies’ | of digital | equipment s
procurement criteria | technologies actively
and data | practised by
storage are | the enterprise
monitored and
optimised

14 | Is your enterprise actually considering environmental aspects in its digital choices?
Select all options that apply:

Sustainable Sustainable End-to-end Product Production
business model service product lifecycle | design process
(e.g. circular provision (e.g. (“eco-design”)
economy model, usage track for
product-as-a- further reuse by
service) other users)
Emissions, Sustainable Raw material Reduction | Digital
pollution and/or energy consumption/cost | of applications
waste management | generation in optimisation transport | to
own facility and encourage
packaging | responsible
costs consumer
behaviour
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Paperless Other (please None of the
administrative specify): above
processes

Katyopia: Data and Connectedness

15 | When new digital technologies are introduced in your enterprise, what do you do to ensure
staff well-being and empowerment? Please select all options that apply:
Communicates | Adopts measures | Involves staff | Gives staff more Offers higher
digital to assess the | already inthe | autonomy and quality jobs
transformation | acceptance by | design phase appropriate digital | and career
plans to staff in | staff and mitigate | of digital means to take and | development
a transparent | the potential | transformation, | execute decisions, | prospects to
and inclusive | collateral effects | receiving the encouraging digitally
way (e.g. fear to | feedback and innovation and competent
change; ‘always | suggestions, “intrapreneurship” | staff (with
on’ culture & | and acting particular
work-life upon attention to
balance; female and
safeguards to young ICT
risks of privacy specialists)
breaches etc.)
Other (please One of the above
specify)
16 | What does your enterprise do to enhance the skilling and re-skilling of staff or closing skills
gaps?
Designs  a | Organises  short | Provides online | Facilitates learning- | Offers
training plan | term trainings in | tutorials and | by-doing/ traineeships
to re-skill/up- | advance other self- | experimentation & job
skill staff on | technologies/ learning options | opportunities placements
digital and | digital skills to in key
other key acquire/increase capacity
competences digital skills areas
Other (please | None of the above
specify)
17 What does your enterprise do to design a digitally-enhanced working environment from a
human-centric approach?
Redesigns  jobs | Sets up a more flexible | Puts at  staff | Other (please | None
and workflows to | and innovative | disposal a digital | specify): of the
get the best out of | working environment | support above
digitalisation (e.0. telework, | team/service
(harmonising flexitime, etc.) (internal/external)
business and staff
needs)
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Kévtpo Ilpoadnong Neopuov Emyeproccov Afjpov Iepord

Kotnyopio: Emygipnpoatiké povréio

Xpnoponoleite TV TEXVOAOYIQ Y10 TNV E10AYMOYT KOIVOTOLMY GTO TPOIOVTO, KoL TIG
VINPEGIEG GOC;

N | On | | |

[paypotomroleite Epevva Kot avaAVGT| yOpas Yiol TOV TPOGIOPICUO TOV OVOYKDY TV
TEAUTOV GOC;

Nat | On | | |

[Tota dikTVO YPNGOTOLEITE Y10 TV TPODONGT TOV TPOIOVIMY Kol VINPECIDV;

Katdompua | Web Ads | Social Media | E-Mails Website

Xpnoonoteite cOGTNUA SLAYEIPLONG TEPLEXOUEVOL Y10l TOV IGTOTOTO TG EMLXEIPNONG
6agc;

Not | O | | |

Xpnowonotgite kKamoto cvatnua avatpoeoddtnong (feedback) amd tovg meldrec cog;

Nat | On | |

I'vopilete tov 6po Eumeipio Pneraxon Iekdrn (DCX)?

Noat | On | | |

Mévete evruep®UEVOL HE TIG TEYVOAOYIKES €EEAIEEIC KOl TG OVTEG UTOPOVV VA
SOUOPPDGOLY TO LEALOV TNG ETOPING GOGC;

Not | O | | |

[Tota amod Tig mopaKaT® pHeBOd0VE YPNCLOTOLEITE Y10 TV KATAYPAPT TOV EEMTEPIKMV
EMPPODV KO TV TEYVOAOYIKMDV eEeMiEemV;

Noat | O | | |

Kotnyopio: Aertovpyikd povrého Kol E60TEPIKES OL0dIKOGIEG

Xpnowomnoteite cvotua ERP yia tic avdykeg e Etanpiog;

Not | O | | |

Xpnowomnoteite chotua CRM yia t1g avaykeg g Etaipiag;

Not | O | | |

Xpnoionoleite AOYIGUIKO NAEKTPOVIKNG TILOAOGYNONG;

Now | On | |

10

XPNOLOTOLELTE EIKOVIKG YPOPELD OTTOV UTOPEITE VO EYETE TPOGPOOT) OTOTEOTOTE KO
0t0 OTOVONTOTE UECH TOL VTOAOYIGTIKOV VEQOLG (cloud);

Not | On | | |

11

Kotaypdepete TiIg emyelpnuatikéc Ko Agrtovpykég Oiepyacieg (workflows) pe
yneoxo tpdmo;
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| Nat

[ Oxt | | |

12 | Zkomevete va, S10Tnpnoete TNV TNAEPYOGio uetd o téhog g emdnuiog COVID-19;
Now | O | |

13 | T1 T0600TO TOV KABMUEPIVDV EPYACIDV TNG ETAIPEING EXETE OVTOUNTOTOWCEL LUE TN
ypnion TIIE ko Al
25% | 50% | 75% | 100% |

14 | Xpnowonoteite kémola diebvmg avayvapiopévn pébodo drayeipiong épymv yo ta
épya ocog; (m.y. PMI, PRINCE)
Nat | O | | |

Koatnyopia: Yrooopés IT, IoT ko ypiion X

15 | Tv mocootd TtV oteleydv cag owbétovy H/Y 1 tablet yio tn diekmepainon tov
EPYOCLOV TOVG;
25% | 50% | 75% | 100% |

16 | Xpnoonoleite TOmMIKO server yio, Tic ovEayKeg TG EXLYEIPNONG GOC;

Not

| Oy

17 | Xpnowomoteite vanpeoieg Cloud; Av vau, yio mwoto Adyo;

O AmoBnikevon | Avamtoén lass/Paas
Agdouévav | Epopuoyav
18 | Timocootd Tmv otedeydv cag dabétovy TpdcPaon otig vanpecieg cloud,
0% | 25% | 50% | 75% | 100%
19 | Xpnowomnoteite cvokevég IoT yi v adénon ¢ TOPUYOYIKOTNTAS KOL TNV
OTOTEAECLOTIKOTEPT] EMKOVOVIO,;
No | O | | |
20 | Avalnreite véa ynolokd epyaieio. ko state-of-the-art epappoyéc yio mv avénon g
QOTEAECUOTIKOTITOG Kot TN BeATioon g emkowvaviag;
No | O | | |
Koatnyopio: Arodnkevon kot Avédrivon 0£d0puévav
21 | Ti dedopéva KOToypAPETE;
Yrotyela meLATOV Zrotyeia Aoyiopikd Web
TOANCEDV AOYIOTIKNG analytics
22 | Ilov amobfnkevete ta dedopéva TG EMLYEIPNONG GOC;
Tomko H'Y | Tomo Server | Cloud | |
23 | Xpnoonoleite TV avaAvcT) O£30UEVOV Y10 ETLYEPTILATIKOVG GKOTTOVG; T.X. e50y™yn
CLUTEPACUATOV GYETIKA LIE TN CLUTEPLPOPE TV TEAUTAOV GOC;
Na [Op | | |
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24

Xpnowomoteite teyvohoyiec avdivong Oedopévov Kol  OTTIKOTOINONG  TOV
amotedecudtov; (ektog Office)

Not | O | | |

25

Emmpealovtar ot otpatnykés cog omopdcels and 10 OmoTEAEGLATO TNG OVAALGNG
dedouévarv;

Not | O | | |

26

Xpnowomnoteite teyvikég ML/DL ota dedopéva cag; Av vai, yio o010 Adyo;

O | [IpoPréyerg | Opnodonoinon dedouévav | AvTtopoTiouog |

Kotmnyopia: KvBepvoaoparera kot [lpootacio dedopévov

27

Xpnowonoteite Antivirus Kot tpoctacio and malware oe OAES TIG ETAUPIKEG GUOKEVES
Gagc;

Noat | O | | |

28

AmoOnkeveTe Sed0UEVA Y10 TOVG TEAATES GOG G€ KAMO10 amofeTplo/Baon dedouévmy;

Nat | O | |

29

'Eyete opicel moAtikn yio. Acpdieio ITAnpopopidv kot Agdouévav;

Nat | On | |

30

"Exete opicel apuoddio yio v avamtoén kot Topakorovdnomn e moAtikng AGareiog
[Inpopopidv kot Asdouévav;

Nat On | | |

31

Alompeite avtiypa@a 0oQouAEinG TV SESOUEVOV GO,

Not | O | | |

32

[Ipaypotonoieite Eleyyo TpdsPacng o€ TNyaio KOSIKA;

Not | On |

33

‘Exete AaPer pétpo yuoo TNV OmOTEAEGUATIKY TPOoTOoia TV dedouévav cag amd
KuBepvosmbéoeic;

Not | O | | |

34

I'vopilete tig ovvéneleg Tov [evikod Kavoviepot Ipootaciag Aedopévaov (GDPR)
¢ Evponaikng Evoong ywo tnv emyeipnon cag;

No | O | | |

Koatnyopia: Avlpomvor I1opor

35

AwoBétete oTéAEYOG (1] TUNMOL) OTOKAEIGTIKA Y10, T SLOXEIPIOT] YNOLOIKADV EQAPUOYDV
ko [1X ;

Nat | On | | |

36

A&womoieite Ta social media (w.y. LinkedIn) kot ynolokéc TAATOOPLES YioL TV E0PECT
véwv epyalopévov;

Nat | On | | |
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37 | Xpnowomnotgite dwafabuion ypnotdv yio mpdoPacn ota. apyeio TNE ntyeipnong;
Nat | O

38 | Xpnowonoigite KGmo10 gHGTNUA Y10 THY Voot pIEn/avTopatiod e pichodociog;
Now | On

39 | Avadoyileote TIC TPOTACES T®V VIOAMA®V GOC GE OYECT UE TOV YNOLUKO
LETACYNUOTIGUO;
Now | On | | |

40 | AwBEteTe AVOIKT KOLATOVPO ECOTEPIKNG EMKOVMOVIOG MGTE VO V1I0BETOHVTOL AUEGH
TEYVOLOYIKEG AAAOYEG;
Now | On | | |
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Digital Maturity Benchmark by Google

1 Enter the organization name

ElevBepo Keipevo
2 Select an industry
Accommoda | Information and | Manufacturi | Profession | Retail trade | Transportati
tion and Communication | ng - al - Furniture | on and
food service | - Books, news, | Machinery | activities - Travel -
periodicals, & Other Travel
journals equipment agency &
tour
operator
Arts, Information and | Manufacturi | Profession | Retail trade | Transportati
entertainmen | Communication | ng - Other al - Household | on and
t& - Other activities - | goods Travel -
recreation Research Travel
agency &
tour
operator
Construction | Information and | Manufacturi | Public Retail trade | Wholesale
Communication | ng - administrat | - Machinery | trade -
- Software Pharmaceuti | ion & & Books,
cals political equipment music, video
organisatio
ns
Education - | Information and | Manufacturi | Real estate | Retail trade | Wholesale
Further Communication | ng - - Other trade -
education - TV, radio, Textiles, Chemicals
movies, video, footwear &
music apparel
Education - | Information and | Manufacturi | Retail Retail trade | Wholesale
Other Communication | ng - Toys & | trade - - trade -
- games Multi- Pharmaceuti | Cosmetics,
Telecommunica category cals toiletries,
tions detergents
Education - | Manufacturing - | Manufacturi | Retail Retail trade | Wholesale
Primary Chemicals ng - trade - - Textiles, trade -
education Vehicles Books, footwear & | Electronics
music, apparel
video
Education - | Manufacturing - | Other Retail Retail trade | Wholesale
Secondary Cosmetics, service trade - -Toys & trade - Food
education toiletries, activities - Chemicals | games and
detergents Other beverages
Electricity, Manufacturing - | Other Retail Retail trade | Wholesale
gas, steam, Electronics service trade - - Vehicles trade -
water activities - Cosmetics, Pharmaceuti
Printing toiletries, cals
detergents
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Financial Manufacturing - | Professional | Retail Transportati | Wholesale
and Food & activities - trade - on and trade -
Insurance - | beverages Consultancy | Electronics | Travel - Textiles,
Banking Other footwear &
apparel

Financial Manufacturing - | Professional | Retail Transportati | Wholesale
and Furniture activities - trade - on and trade - Toys
Insurance - Legal Foodand | Travel - & games
Other beverages | Railway,

flight, land

& water

transport
Wholesale Wholesale trade | Wholesale Wholesale | Wholesale
trade - - Furniture trade - trade - trade - Other
Vehicles Household Machinery

goods &
equipment
3 | Select a country
Emioyn Xodpog

Katnyopia: Organisation

4 At what level in your organisation is data-driven marketing championed?

Limited senior | Sponsored by mid- | Sponsored Sponsored Sponsored
sponsorship. management (e.g. | by extended | by  senior | by CEO.
local director). leadership leadership
(e.g. VP). (e.g. CMO,
CTO, COO0).
5 Which of the following best describes your organisation's process for marketing
activation?
Marketing Relevant cross- | Established day- | Fully integrated and
activation channel roles | to-day processes | agile  ways  of
conducted at arm’s | and partners | and  touchpoints | working across
length through | collaborate for | across cross- | channel teams,
siloed teams or | large campaign | channel roles and | including all
internal resources. | launches. Day- | external partners. | relevant eco-system
to-day partners.
interaction is
limited.

6 Which of the following ways of working are consistently followed in your
organisation? (Select all that apply)

We have agile | We have a test | We share | We co-locate as part
ways of working, | and learn culture | marketing best | of cross-functional
(e.0. cross- | and  there is | practices, (e.g. | teams, (e.g. we sit
functional teams | budget set aside | between together on one
working in | for running | campaigns or | floor).

sprints). experiments. across regions).
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Which of the following best describes how your agency partners work together?

Agencies work
mostly
independently.

Some
agency
collaboration
(e.g. creatives
work with
display but not
with search).

Cross-

Cross-agency
collaboration with
regular all-agency
meetings (e.g. for
campaign
planning).

All agencies collaborate
actively (e.g. on joint
multi-agency projects or
as virtual campaign
teams).

How are the objectives of marketing channels in your organisation set?

Independent
objectives by
channel.

Largely
independent with
some
objectives across
channels.

common

Common

objectives across
multiple channels
(e.g. across all
digital channels).

Common objectives
across all digital and non-
digital channels, linked to
overall business
performance.

Within your organisation do you have dedicated measurement personnel that support
digital marketing activity?

No. | Yes, but not fully dedicated. | Yes, fully dedicated resource. | ]

10

Within your organisation do you have data scientists that support digital marketing
activity?

No. | Yes, but not fully dedicated. | Yes, fully dedicated resource. | ]

11

8. Within your organisation do you have channel specialists (e.g. search, social,
programmatic) that support digital marketing activity?

No. | Yes, but not fully dedicated. | Yes, fully dedicated resource. | ]

12

Within your organisation do you have dedicated personnel that focus on Privacy's
impact to marketing?

Yes, we have dedicated resources
within the marketing team that connect
within our organizational business
units.

No. | We outsource this to our
partners.

13

Do you agree with this statement: "My organization has a learning and development
program with cross-platform digital trainings that successfully builds the skills
required for data driven marketing"

Strongly disagree. | Disagree. | Neutral | |

14

How are market changes that affect business goals, campaign goals, and KPIs detected
within your organization?

We get | We have a set of digital
external | signals to trace changes in
input of | campaign behaviour.

changes
in the
market.

We have a set of digital signals to
trace changes in campaign in a
common dashboard with agencies.

15

What data strategy does your organization have in place in response to the deprecation
of 3rd party cookies?

We do not have | We intend to
any strategy in | leverage
place to

We proactively build
and seek 1st party
data and "basic" 2nd

We proactively build
trust with the
customer based on

Xp1
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overcome

deprecation
3rd party data.

the
of

available 1st

party data.

party data

agreements.

A/B testing to
accelerate data
capture and strategic
2nd party data.

Koatnyopia: Access

16

Which of the following best describes how you buy digital media?

We

from
publishers

or from
networks.

mainly
buy directly

(reservation)

We mainly buy
programmatically,
using open auctions
and programmatic
direct. We optimise
these buys
separately for each
channel.

ad

We mainly buy
programmatically,
using open
auctions and
programmatic
direct. We
optimise these
buys across digital
channels.

We mainly buy
programmatically, using
a variety of deal types
(e.g. open and private
auction, preferred and
guaranteed deals). Our
media buys are
optimised across digital
channels. Some non-
digital media is bought
programmatically.

17

How diverse is your display and video marketing strategy?

We
mostly
buy
desktop
display
and
video.

We buy display and
video across desktop
and mobile websites.
We follow an audience
strategy for each within
channel or format.

We buy display and
video across desktop,
mobile websites,
mobile apps, as native
and non-native media.
We apply audience and
targeting strategies

We buy across all
relevant channels,
devices and formats.
This includes digital
TV and digital out-
of-home. We follow
a  comprehensive

across some of our our
channels or formats.

audience  strategy
across all of them.

18 | How do you approach brand safety for digital media buys?

We use a dedicated
brand safety solution
across all channels,
monitor reports,
update category
filters and generate
insights to improve
our brand safety
solution.

We  use | We use the platform's | We use a
measures | default settings and | dedicated brand
available | evaluate brand safety in | safety solution on
in the | our reports to add or | our most
platform's | remove individual sites | important

default to our whitelist or | channels and
settings. blacklist. monitor reports to
update our
category filters.

19 | How do you ensure sufficient viewability for your display and video buys?

No wuse of | We measure | Viewability metrics | Viewability metrics are
viewability viewability in | inform future media | actively used as a buying
measurement. | post-campaign | buys (e.g. by shifting | signal on programmatic

reporting. budget). platforms.

20 | How do you ensure ad quality for display and video buys?
No or very | We are aware of | We regularly

little ads.txt declare | monitor fraud

Active monitoring
and optimising of

to
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relevance for | authorised sellers and | reports and | media buys.
us as we buy | we monitor ~ for | optimise our media | Actively engaged
media mostly | potential fraud in our | buys  (e.g. by | with publishers on

on sites we | reports when  we | removing fraud prevention.
know  and | become aware of an | individual sites or
trust (e.g. on | issue. sellers of
reservation). aggregated
inventory).

21 | How does your organisation approach frequency capping?

We We set | Frequency caps are | Frequency caps are based
usually set | frequency caps | based on insights | on insights from our own
an based on our | from our own | campaigns. We  have
arbitrary own path-to- | campaigns. We run | consolidated nearly all
number or | conversion tests to find the | media buys and we actively
don't use | reports. optimal balance | manage frequency across
frequency between  frequency | these media buys to achieve
capping at and reach across all | maximum  reach  and
all. media buys. performance.
22 | How diverse is your search marketing strategy?

We We advertise on | We advertise on | We advertise on an
advertise on | keywords that are | keywords that are | extensive  set  of
keywords related to our brand, | related to our | keywords, covering all
that are | all of our products | brand, all of our | relevant terms, across
related to | and product | products and | all available search ad
our brand | categories. We | product categories | formats (e.g standard
and our | mainly use standard | as well as other | ads, shopping ads, local
most search ads and have | relevant terms. We | ads), all  relevant
important started using | use a mix of | platforms and device
products. specialised formats | standard  search | types. We make use of
We mostly | (e.g. shopping ads or | ads and specialised | automated  keyword
rely on | local ads). formats (e.g. | selection where
standard shopping ads or | available (e.g. dynamic
search ads. local ads). search ads).

23 | How do you ensure ad quality for search?

We rely mostly on | We build | We build negative | We actively
default methods | negative keyword | keyword lists | research  potential
by platforms, (e.g. | lists based on | based on search | negative keywords,
disabling keyword | industry best | query reports of | monitor
combinations with | practices and | previous performance  and
low performance). | anecdotal campaigns. share keyword lists
evidence. across all
campaigns.

24 | Have you made it easy for customers to see the benefits of sharing their data with you?

We don't | We use a 3rd party | We use a 1st party | We use a 1st party
explain, and | consent consent consent management
we do not | management management system, explain
have consent | system with | system with limited | benefits along the
management | limited explanation of | journey and make it
in place. explanation of | benefits. easy to manage
benefits. preferences.
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Katmyopia: Audience

25 | Which of the following targeting methods do you use? (Select all that apply)

Upper funnel targeting (e.g. Lower funnel Mid funnel targeting
to drive awareness). targeting (e.g. to (e.g. todrive
drive sales). consideration).

26 | Which of the following best describes your audience definitions?

Audience is | A number of A number of segments, | A number segments
treated as a segments, based | based on personas based on advanced
single on socio- (which are defined by analytics  including
segment. demographic their common machine learning
data or spend behaviours or interests). | methods.
data.
27 | How many strategic audience segments do you have in your organisation?
We don't use audience | 2 or 3 segments. | 4or5 6 segments or more.
segmentation. segments.

28 | What sources of insights do you use to build your audiences for display and video

campaigns?

We rely mostly We use 3rd We use 3rd party | We use 3rd party data

on 3rd party data, | party data and dataand 1st party | and 1st party data,

provided by 1st party data data we capture creating a

platforms we (our own data) within this comprehensive source

advertise on. we capture channel and from | of insights that cover
within each other channels. both online and offline
channel. behaviour.

29 | What sources of insights do you use to build your audiences for search campaigns?

We rely We use 3rd party | We use 3rd party | We use 3rd party data and
mostly on 3rd | data and 1st party | data and 1st party | 1st party data, creating a
party data, data (our own data we capture comprehensive source of
provided by data) we capture | within this insights that cover both
platforms we | within this channel and in online and offline
advertise on. channel. other channels. behaviour.

30 | What sources of insights do you use to build your audiences for social campaigns?

We rely We use 3rd party | We use 3rd party We use 3rd party data

mostly on 3rd | data and 1st party | data and 1st party and 1st party data,

party data, data (our own data we capture creating a

provided by | data) we capture | within this channel | comprehensive source

platforms we | within this and in other of insights that cover

advertise on. | channel. channels. both online and offline
behaviour.

31 | What sources of insights do you use to build your audiences for email campaigns?

We rely mostly We use 3rd We use 3rd party data | We use 3rd party
on 3rd party data, | party data and and 1st party data we | data and 1st party
provided by 1st party data capture within this data, creating a
platforms we (our own data) channel and in other | comprehensive
advertise on. we capture channels. source of insights
that cover both
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online and offline
behaviour.

within this
channel.

32 | Which of the following best describes how your organisation connects systems to get
from data to insights that improve marketing activation?
Limited Connectivity in | Online and
connectivity. Data online channels | offline

used independently | (e.g. building systems

by channel, (e.g. 3rd | look-a-like connected
party data for audiences with | (e.g. direct
display or CRM data | a combination | mail systems | performance and
for email of 1st and 3rd linked to weather data managed in
marketing). party data). systems that a Data Management
manage 1st Platform).

party digital
data).

Connected online and
offline  systems and
include other contextual
data (e.g. 1lst party, 3rd
party, business

33 | How do you maintain your audience lists?

No audience

maintenance (e.g.

bespoke lists

Retrospective audience
maintenance (e.g. target
list updated after the

created for every

campaign has ended).

Audiences
updated while
campaign is
running.

Continuous
audience
maintenance (e.g.
rule-based and

campaign). automated updates

to target lists).

34 | Does your organisation or your agency use a CRM suite?

No or Don't | Yes, operated by an Yes, Yes, operated by us and
know. external partner (e.g. operated by | connected to other systems
an agency). us. (e.g. a Data Management
Platform).

35 | Do you use a Data Management Platform (DMP)?

No or Don't | Yes, operated by an external | Yes, Yes, operated by us
know. partner (e.g. an agency). operated by | and connected to
us. other systems (e.g.
a CRM tool).

Katnyopia: Automation

36 | How do you manage hosting and delivering your creatives?

We don't use an ad-server | Some creatives All static All creatives hosted
or Don't know. are hosted in an creativesin | in an  ad-server
ad-server. an ad- including some of

sever. our dynamic assets.

37 | To what extent have you automated optimising the effectiveness of your creatives?

Ads are We create most ads | Dynamic Dynamic Dynamic
created manually and use creatives using creatives creatives that
manually standard platform | mostly data that use real- | use real-time
and features such as feeds (e.g ad time messaging,
optimised creative rotation. copy tailored messaging, based on
manually. We optimise based on user based on | cross-channel
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location or users' | data  feeds | behavioural
keyword). We and signals (e.g.
use automated behavioural | shopping cart
and manual signals from | abandonment,
optimisation within  the | products
equally. channel viewed)
Automation and/or 3rd | and/or  3rd
mostly focused | party data. | party  data.
on one channel. | Optimisation | Optimisation
is mostly | is mostly
automated automated
across across all
several channels.
channels.

38

Which of the following best describes your search bidding technique?

We
mostly
set bids
manually.

Bid adjustments
(bid multipliers)
based on signals
such as usage of
mobile devices or

Bid adjustments based on
several signals using
simple automated rules.

Use of automated
bidding based on a
multitude of factors
such as user location,
device type, cross-

user location. device behaviour,
Adjustments are data-driven

updated attribution and other
frequently. signals.

39 | Which of the following best describes your display and video bidding technique?
We mostly | Bid adjustments Bid adjustments Use of automated bidding
set bids (bid multipliers) based on several based on a multitude of
manually. based on signals signals using factors such as user

such as usage of simple automated location, device type,
mobile devices or | rules. cross-device behaviour,
user location. data-driven  attribution

Adjustments are

and other signals.

updated
frequently.
40 | To what extent have you automated your targeting?
We select most We have started We make full use | We make full use
targeting criteria | using automated of automated of automated
such as keywords | targeting targeting targeting
and websites capabilities, capabilities, capabilities,
where our ads are | providing only a providing only a providing only a
running campaign objective | campaign campaign
manually. (e.g. target CPA), objective (e.g. objective (e.g.
budget and creative | target CPA), target CPA),
assets across search | budget and budget and
or display. creative assets creative assets
across search or across search and
display. display.
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41 | Do you use a DSP (Demand Side Platform)?
No or Don't | Yes, operated by | Yes, operated by Yes, operated by us and
know. an external partner | us. connected to  other
(e.g. an agency). systems (e.g. a web
analytics tool).
42 | Which of the following best describes how you setup and manage campaigns?
Don't know, | We mainly use | We use the We make | We make full use
orall the existing ad platform user heavy use | of various
campaign platform user interface but of platform | platform APIs and
setup and interface to also leverage APIs and | structured  data
management | setup and platform APIs | structured | files for
done by an manage our for campaign data files | campaigns setup,
agency campaigns. setup and for maintenance,
partner. reporting. campaign | optimisation and
setup and | reporting.
reporting.

Katyopia: Attribution

43

What tracking and tagging do you have in place?

Digital
tracking and
tagging in
some
channels.

Different forms
of digital tracking
and tagging in
place across all
channels.

Unified naming
conventions for
digital tracking
and tagging
across all
channels and for

Consistent digital tracking
using container tags across
all websites and apps, all
campaigns are tagged.
Important offline events are
being captured.

major events on
our websites.

44 | Which of these measurement methodologies do you use? (select all that apply)
Brand Consumer Marketing mix Controlled experiments | Attribution
tracking. | surveys. modelling (e.g. geo experiments). | modelling.

(econometrics).

45 | How frequently do you run A/B tests? (Select the most relevant option)
We don't | Less than once a Once a Once aweek. | More than once a
run A/B quarter. month. week.

tests.

46 | Which of the following performance metrics do you use to assess your marketing

effectiveness? (select all that apply)

Campaign | Conversion Metrics that are Revenue or | Incremental

metrics metrics (e.g. proxies for profitability revenue

(e.g. Cost- | number of conversions (e.g. | metrics (e.g. | and

per-Click). | conversions). footfall to total revenue or | customer
physical stores or | return on ad | lifetime
leads for test spend). value.
drives).
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47 | Does your organisation or your agency have a consistent web analytics suite?

No, or Yes, operated by | Yes, operated by us. | Yes, operated by us and
don't an external connected to  other
know. partner (e.g. an systems (e.g. a demand
agency). side platform).

48 | What kind of attribution model does your organisation primarily use for digital
channels?
We don't have | Last- Standard rule- | Custom rule-based | Algorithmic or
an attribution click based model model developed to | data-driven,
model. model. (e.g. time our specifications. | fractional, multi-

decay). touch model.

49 | What data points do you consider in your attribution model? (select all that apply)

We don't | We use datafrom | We use data | We We consider offline
have an several digital from all consider behaviour such as
attribution | channels (e.g. digital Cross- visits in retail
model. video, search and channels. device locations or call
display). behaviour. | centre interactions.

50 | How consolidated and integrated is your reporting?

Reporting is We do some We have a We have a
done deduplication comprehensive single- | comprehensive
separately for | across search source of truth for single-source of
each channel and display and | digital. All digital truth for digital and
and platform. | we consider media touchpoints and | non-digital
Performance cross-device website behaviour are channels. This
is evaluated behaviour. considered. Some non- | includes consumer
on a campaign digital data such as behaviour in stores,
level. CRM or store visits are | product data and
considered. CRM data.

51 | How would you describe the feedback mechanisms you have in place in your
organisation's marketing activation?

Limited test and | Regular use of Always-on testing. Always-on

learn efforts. testing. Results Results are used to testing.  Results

Results influence next optimise campaigns | influence

influence annual | campaign. while they're campaigns across

planning. running. channels  while
they're running.

52 | To what extent do you agree with this statement: "My organization has end to end
measurement capabilities in place across the full customer journey. We use enhanced
cross-channel and cross-device measurement and link to business value to understand
the effectiveness of our marketing investment. We use predictive modelling to fill the
gaps in 1:1 measurement, attribution and budget allocation."?

Strongly disagree. | Disagree. | Neutral | Agree | Strongly Agree

53 | How do you use insights from online assets to improve the whole customer journey
(e.g. using CRM data, in store data, event data or in call centres)?

Limited or no use We occasionally We have a robust We have a robust

of insights from the | share insights process in place to | process in place

online customer from online improve people's and have a fully

journey. channels with experience as they | connected
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other elements of
the customer
journey.

move across some
touchpoints in their
customer journey.

customer
experience
across all
touchpoints (e.g.
across CRM,
web analytics, in-
store (if
relevant)).

Katnyopia: Assets & Ads

54

How would you describe the connection between your communication channels?

Run largely
independently by
channel (e.g.
display, search,
social, email etc.)

Coordinated
across online
channels without
shared timeline.

Coordinated and
across online
channels with
shared timeline.

Coordinated
across online and
offline  channels
with shared
timeline.

55

How do your media buying and creative origination teams collaborate?

Little or no
collaboration,
separate or
siloed creative
processes with
separate toolsets
in place.

Some
formalised
media and
creative
collaboration,
separate
toolsets in
place.

Media and creative
teams working in
conjunction using
shared project
management tools.

from

as

Media and creative teams
working hand in hand

execution
collaborative tools such

Management
(CMP).

to
using

planning

a Creative
Platform

56

How would you decribe your methods to test and improve creative effectiveness?

Individual
efforts
that are
not part
of a larger
test plan.

Limited
or no
testing
done.

Regular A/B
testing. Results
are often fed
back into next
campaign. No
or limited
sharing across
teams.

Mix of robust A/B
tests, consumer
surveys and real-
time  optimisation.
Results are always
fed back into next
campaign and shared
across digital teams.

Mix of robust A/B
tests, consumer
surveys and real-
time optimisation.
Results are fed back
into next campaign
and shared across
digital and non-

digital teams.

57

Which of the following best describes the extent to which your organisation uses data
to inform creative development?

Creatives are
based mainly

Creatives are based
mainly on insights

Creatives are based
mainly on insights

Creatives are based on
insights from digital

from all relevant
digital channels and
advanced analytics.

and non-digital
channels, balanced
with brand and
product principles.

on brand and
product
principles.

from a specific
digital channel and
advanced analytics.

58 | 5. How fast do your primary owned channels load on mobile (e.g. msite, native app,
web app)? You can run a test using this tool.
8 or more seconds. | Between8and 5.1 | Between 5and 3.1

seconds. seconds.

3 seconds or
faster.
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59 | How user friendly is the mobile user experience of your primary owned channels?

We haven't Basic All parts of Our experience leverages
invested in an | functionalities our latest mobile capabilities
experience work well on experience (e.g. single sign-on,
specific for mobile, but overall | are Accelerated Mobile Pages,
mobile. not optimised for | convenient Progressive  Web  Apps,
mobile usage. for mobile Instant apps) and is

users. considered best-in-class.

60 | Which methods does your organisation use to tailor your primary owned channel (e.g.

website, native app, web app)?
We don't use Basic site Advanced site Advanced site
site personalisation | personalisation personalisation using
personalisation. | based on a few | using always-on | always-on testing that is
customer testing that is based on cookied historical
segments (e.g. | based on cookied | data and real-time
new and historical data predictive modelling (e.g.
signed-in and real-time item recommendation).
users). predictive Using online and offline
modelling (e.g. data (e.g. system or retail
item loyalty programmes).
recommendation).
Primarily using
online data.

61 | What level of tailoring does your organisation use for audience messaging in Display?

We don't use Messages tailored by | Messages Messages tailored by all
this channel or | broad types of tailored by all | available segments and
same message | segments (e.g. available other inputs such as
served to all existing customers segments. location or time of day.
users. and potential

customers).

62 | What level of tailoring does your organisation use for audience messaging in Video?

We don't use this Messages Messages tailored by | Messages

channel or same tailored by all available segments. | tailored by all

message served to | broad types of available

all users. segments (e.g. segments  and
existing other inputs
customers and such as location
potential or time of day.
customers).

63 | What level of tailoring does your organisation use for audience messaging in Search?

We don't Messages tailored by Messages tailored | Messages tailored
use this broad types of segments | by all available by all available
channel or (e.g. existing customers | segments. segments and other
same and potential inputs such  as
message customers). location or time of
served to all day.

users.
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64

What level of tailoring does your organisation use for audience messaging in Social?

We don't use this | Messages tailored by Messages Messages tailored
channel or same | broad types of segments | tailored by by all available
message served (e.g. existing customers all available | segments and
to all users. and potential customers). | segments. other inputs such
as location or time
of day.

65

What level of tailoring does your organisation use for audience messaging in Email?

We don't use Messages tailored by | Messages tailored | Messages tailored
this channel or broad types of by all available by all available
same message segments (e.g. existing | segments. segments and
served to all customers and other inputs such
users. potential customers). as location or time
of day.

66

How do you use insights from online assets to improve experiences in the offline world,
(e.g. in stores, at events or in call centres)?

Limited or We occasionally | We have a robust We have a robust

no use of
insights
from online
assets.

share insights
from online

channels with
offline teams.

process in place to
improve people's
experiences as they
move from online

process in place and
have connected online
and offline systems,
(e.g. using web analytics

assets to offline
touchpoints.

data to provide tailored
in-store experiences).

67

To what extent do you agree with this statement: "My organization has end to end
measurement capabilities in place across the full customer journey. We use enhanced
cross-channel and cross-device measurement and link to business value to understand
the effectiveness of our marketing investment. We use predictive modelling to fill the
gaps in 1:1 measurement, attribution and budget allocation."?

Strongly disagree. | Disagree. | Neutral | Agree | Strongly Agree
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Aarhus University

1 | Company name
Ele0Bepo Keipevo
2 | Your title
Ele0Bepo Keipevo
3 | Department
R&D Sales and | Finance Operation | Human resource
marketing
IT Other
4 | In which country is the company headquarters
Emiloyn Xopag
5 | In which country do you primarily work?
Emloyn Xopag
6 | What year was your company/organisation founded?
EAevBepo Keipevo
7 | Company size
0-9 | 10-49 | 50-249 | 250-1499 | 1500 or more
8 | Ownership sector
Private | Public | Voluntary sector (Charities, non-profit and NGOs) | |
9 | Business sector
Agriculture, Fishery and Manufacturing | Construction | Transport
horticulture, forestry | aquaculture Industries
Distributive trades Tourism Service sector | Other
10 | Industry
Elevbepo Keiuevo
Katnyopia: Digital Maturity
11 | How digitally mature do you consider your organisation to be at the moment?
1 Not digitally mature | 10 Fully digitally mature
12 | If you were to compare yourself to the perfectly digitally mature company in your
industry, how close or how far are you?
1 Very far from | | 10 Perfectly digitally mature
13 | To what extent does your company have a digital business model?
1 Not at all 10 We have a complete
digital business model
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Katnyopia: Strategy

14

Our organisation has a clear and coherent strategy for digitalisation

Strongly Agree | Agree | Neither agree nor Disagree | Strongly disagree
disagree

15

Our digital business strategy is well communicated and integrated across the
organisation and its different functions.

Strongly Agree | Agree Neither agree nor Disagree | Strongly disagree
disagree

16

Management sees digitalisation as a core element of our future strategic business
development.

Strongly Agree | Agree Neither agree nor Disagree | Strongly disagree
disagree

17

Our management has the necessary skills to carry out a digital strategy and digital
business development.

Strongly Agree | Agree | Neither agree nor Disagree | Strongly disagree
disagree

18

How far into the future does your organisation project when developing its digital
business strategy?

Less than 1 year 1-2 years | 3-5 years 6-10 Years More than 10 years

Don't know/not sure

19

What do you experience as the main challenges of developing and implementing a
digital strategy in your organisation and across your value chain?

Elevbepo Keiuevo

Katnyopia: Culture

20

Our organisation is characterised by a digital culture, where managers and employees
apply digital systems equally in their daily processes.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

21

Our employees use and trust data and our digital systems more than their gut feelings
in making decisions.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

22

Our employees all support digital development of our organisation and processes.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

23

Digital technologies and digitalisation are part of our corporate language and dialogue
across the organisation.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree
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24

Management actively support a digital growth culture across the organisation through
specific organisational development activities.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

25

What do you experience as the key challenges in building a digital culture across the
organisation?

EAevBepo Keipevo

Katnyopia: Organisation

26

Our organisation has the competences in-house to create and capture common use of
data in our daily business processes.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

27

All our employees have received the necessary training in how to use our digital systems
and digital processes in their daily work.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

28

Actions and ideas for new digital activities are initiated from both management/board
of director as well as employees.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

29

We develop new business areas and business models using our data and data analytics
across the internal as well as the external organisation.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

30

Data is applied in a structured manner to increase performance of our organisation.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

31

What changes have you made or would you like to make to your organisation to better
gather and use data throughout your organisation, business and value chains?

Elevbepo Keiuevo

Katnyopia: Processes

32

We collect data in a structured manner across the organisation’s functions and
Processes.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree

33

Our organisation has the competences and systems to analyse data in a structured
manner.

Strongly Agree Agree Neither agree nor | Disagree | Strongly disagree
disagree
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34

The data we collect and analyse are used to make better decisions by our employees and
management throughout our business processes.

Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree

35 | All our employees have knowledge of our digital systems and know how they can apply
them to search for data and data analytics relevant to their work processes.
Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree
36 | | have experienced that digitalisation in our organisation has contributed to:
Process optimisation Increased | New New New products and
product markets business services
quality and new models
customers
Increased customers Other
relations
37 | What do you consider the main challenges of developing and implementing processes

and systems that effectively gather, analyse and disseminate data to the employees?

Elevbepo Keiugvo

Katnyopia: Technology

38 | We deliver digitalised solutions in our products and services to our customers.
Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree
39 | We apply digital communication and e-commerce/online sales for our customers and
partners.
Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree
40 | We actively search for knowledge of the new technologies that can support our digital
business development.
Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree

41

We connect digital technologies to gather data across the different technologies,
platforms, functions and/or ecosystems.

Strongly Agree | Agree Neither agree nor | Disagree | Strongly disagree
disagree

42 | Which of the following digital technologies are you currently applying in your
organisation? (If box selected, please indicate for what)
Internet- of- Things Machine | Blockchains | Robotics | Artificial
IoT (and for what: ...) | Learning | (and for (and  for | Intelligence  (and
(and for what: ...) what: ...) | for what: ...)
what: ...)
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Virtual or Augmented | Other... None
Reality (and for what: | (and for (Why?...)
...) what: ...)

43

How does your organisation’s digital maturity compare to that of your closest
competitors?

Less digital mature | The same | More digital mature | Don’t know/not sure |

44

What are the key challenges in implementing new digital technologies?

Ele0Bepo Keipevo

Katnyopia: Customers and Partners

45

Actions and ideas for new digital initiatives are suggested and captured from customers
and other partners.

Strongly Agree Agree Neither agree nor

disagree

Disagree | Strongly disagree

46

In our organisation’s digital business development, customers and other partners play a
key role.

Strongly Agree Agree Neither agree nor

disagree

Disagree | Strongly disagree

47

The effect on the ecosystem of our organisation is considered in any strategic digital
business development we make.

Strongly Agree Agree Neither agree nor

disagree

Disagree | Strongly disagree

48

We connect with our customers and partners digitally to gather data across the value
chain for joint optimisation and development.

Strongly Agree Agree Neither agree nor
disagree

Disagree | Strongly disagree

49

What do you expect and experience as the main challenges of implementing digital
technologies and sharing data across customers, suppliers and other partners?

EAevBepo Keipevo
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Gluu

Katnyopia: Process Overview

1 | Which best describes your organization's process overview?
No common Simple and Multi-level Multi-level overview that is
process high level overview but it | updated regularly to show
architecture or | overview, is static and new processes and
hierarchy hierarchy or rarely changes | connections between

architecture processes
Katnyopia: Process Flows

2 | Which best describes your process flows?
Very few Most critical processes | All All processes are
processes are and procedures are processes mapped consistently
mapped - or documented. However, | are mapped | and updated regularly.
they are not the same tool and consistently
mapped template is not used for | but rarely
consistently mapping processes updated
across our across the organisation. | and hard to
organization access.

Katyopia: Top Management Knowledge

3 | Which best describes the top management team's digital knowledge?
No one has any | Less than 20% of | Half of the More than 80% of the
real digital our management | management management team has
experience team has team has substantial digital

substantial digital | substantial digital | experience
experience experience
Katnyopia: Process Ownership

4 | Which best describes your approach to process ownership?
There are | Process owners are More than three All  knowledge
no process | nominated but they are process owners have | areas have
OwWners, almost the same as top been nominated. process  owners
just level functional heads, so | However, 'Process that actively fulfil
functional | e.g. our process owner for | owner' is a title with | their role
heads Marketing is also our no practical

Marketing Director relevance
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Which best describes employee involvement in processes?

There is only a central All employees can | More than More than 80%
person, or team, that access our 50% of of employees
works with this. processes in a employees regularly work
Processes are common location. regularly with processes
documented since thisis | However, they work with

required by regulation rarely do and they | processes

and/or external don't see the point.

certification bodies.

Katyopia: Systems Integration

6 | Which best describes your integrations between processes and systems?

Processes and Processes link | Processesand | Most activities that it
systems are not to systems systems are makes sense to automate
linked integrated have been automated

both ways

Katnyopia: Continuous Improvement

7 | Which best describes your continuous improvement?
It is not Occassional reviews | Regular reviews of | Regular reviews against
happening | of processes and processes and KPIs by process owners
at all activities organized | activities organized |-  executive  level

centrally decentrally by involved
process owners
Katyopia: Work Instructions

8 | Which best describes your approach to work instructions?
No common There isa common | Common format | Common  format,
work instructions | place for work that is connected | connected with
are available - instructions. They | with processes - | processes and used
everyone decides | are written in a but rarely used to guide daily work
for themselves consistent format.

Katnyopia: Data-driven Decisions

9 | Which best describes your culture of operational decision making?
It's all based | Decisions are Decentralised | Clear governance around
on the mostly made and based on | decisions at all levels.
decision centrally and based | data and Decisions are based on data
maker's gut on data and experience and experience
feeling experience
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Digital Leadership Ltd

1 | Culture
Staff are Staff are The Digital isseenas | Digital is  the
wary of happy that organisation | key to success | principal way to
digital and specialists are | understands and engage supporters
try to avoid | dealing with | the value of incorporated and achieve the
it. digital. digital and into everything. | mission.
wants to learn
more.
2 | Leadership
There’sno | The digital The digital A senior digital | Digital is an
clear digital | lead is lead is lead exists, and | integral part of the
leadership at | confinedtoa | encouraged to | digital overall  strategy
any level. mostly be strategic, leadership is and digital
tactical role. | when time actively leadership is
allows. invested in. present at all
levels.
3 | Budget
The budget | The budget The budget The budget A healthy budget
only covers | supports the allows for the | supports for the ongoing
the bare current setup | testing of new | increasingly evolution of digital
essentials, but doesn’t ideas in digital ways of | operations
such as allow for priority areas. | thinking and increases impact.
website improvements. doing.
hosting.
4 | Innovation
Innovation Innovation There is Joined-up A structured
is not occasionally | innovative re- | innovation is innovation
considered | happens as imagining of | evolving the programme is
important, part of some aspects | organisation. creating
or is not existing of products or transformational
happening projects. services. change.
at all.
5 | Capacity
One person | Basic digital | There’s a There’s a senior | Senior digital
looks after | functions are | central team digital lead and | leadership  exists
the website | covered by of digital a team, with across the
and email. people with specialists, growing digital | organisation with
They may specialist with some opportunities in | effective delivery
not have a skills and digital other teams. teams.
digital experience. delivery in
background other teams.
or skillset.
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6 | Recruitment
There’s a Specialist Broad digital | Strategic digital | New recruits are all
focus on digital skills | skills are skills are digitally capable.
technical are included required for standardly All job
skills for the | in certain jobs all included in job | descriptions
role looking | roles that around the descriptions. include  relevant
after the support organisation. digital skills.
website. engagement.

7 | Learning
Digital There’s a Organisation- | Digital Learning function
experts small budget | wide training | upskilling is a leads on the
teach others | for basic is normalising | priority for all. | development  of
on an ad- digital skills digital skills. | Teams digital skills and
hoc basis. in digital understand their | behaviours at all
The training | expert roles. role in the levels of the
budget is digital change. | organisation.
very small.

8 | Project management

Project Some Projects are Agile project Agile principles of

management | common managed management digital project

is done project through a principles and management  are

differently management | structured but | practice are consistently  used

for different | principles are | often lengthy | used. Thereisa | in all projects to

projects. used. process. launch, testand | improve efficiency
improve and increase
approach. impact.

9 | Technology

Systems are | Systems Systems are Tools and Interconnected

limited in aren’t keeping | stable and systems are tools and systems

scope and up with the enable basic delivering provide a smooth,

aren’t needs of the operations. improvements effective internal

integrated. | organisation. in effectiveness. | and external user

They may experience.

be insecure.

10 | Data

Datainthe | Data is seen There’s a Quality, Live data is used

organisation | as important | clear policy integrated data | across the

is scattered | for the for data is used across organisation to

and largely | organisation. | management. | much of the shape  decisions

about Quality and Data is organisation. and performance.

offline use is integrated and

activity. improving in | analysed.

some areas.
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11 | Reporting
KPlIs exist, Relevant Performance | Holistic Holistic
but progress | KPIs are set data is performance performance data
is measured | and reported | collected and | data is quickly | is always available
in an ad-hoc | against, but joined up, but | and easily and is used
way. the lessons is hard to accessible. strategically.
aren’t always | access.
used.
12 | Insight
Insights are Insights from | Knowledge Insights are All  work s
gathered but | more than one | about who used to shape | grounded in rich,
are used source are people are is | planning and up-to-date
inconsistently. | combined to combined delivery. insight. Work is
build with improved  upon
understanding. | behavioural iteratively.
insights.
13 | Communications
Digital is used as | Digital | Digital is Communications | Digital is used to
a device to advice involved from are designed to | create adaptable,
promote non- is the outset in be digital by integrated
digital sought | communications | default. communications.
communications. | when planning.
judged
it’s
needed.
14 | Service delivery
Information | There some Digital The provision | Online  services
is shared experimentation | services are of online are iterative and
online. with service seen as being | services is integrated. They
Traditional | delivery using | as important | based on are delivering
offline digital as traditional | research and previously
services are | channels. offline testing. untapped  reach
signposted Services. and impact.
from the
website.
15 | Internal systems
Thereisno | Some digital | Good digital | There is A comprehensive
will or tools are tools are investment in suite of connected
budget to available but | available, digital tools that | digital tools, with
digitise their use is with improve the proactive support
systems or | erratic. onboarding working lives of | for staff is in use.
processes. and support staff.
on request.
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