Routing optimization
w¢ HOoYAOC avamtuéng
AVTAYWVLIOTIKWYV
TMIAEOVEKTNHATWY

Oeoxapng Ocodbwpidncg
CEO | Lastmily



O Ywpo¢ tov last mile onuepa

H avaykn yta dtavopn O COVID emutayuve OL anodoTIKEG HLadpopES TwV
TMPOLOVTWY auvEavetatl KaBopLoTIKA auTr) TV OXNHATWYV amoTeAOUV IPOKANGN,
Kabnuepva avgnon. 16iwg o€ AoTIKO LOTO.




L elval to routing optimization



Kat TtoAAd onpeia
pe TOAAEG dLattepoTNTEC!

[ 20 ]

L

0dnyoug oxnHata
AapBavetl vtown oAa Ta TapaATaAvw:

Kat HE LoXUPN TEXVNTI VONHOOoUVN 6ag TapEXEL:

av&non onpeiwv ava odnyo

EAaxiotomnoincn K6GToug
KavoLua, pOopEG K.a.

EATIOTN SLapopypwoaon Tov diktvov cag
(0 TO TPWTO EWG TO TEAeVTAiO oNnpEio.



_ast mile Delivery

O SaxelploTnG/OoTEG ave
e d6edopéva tng duav

BéATioTn Stapdppwon diktoov &
SLadpop£g Kal TG OTEAVEL OTIG
EPUAPHOYEG TWV 0dNywv

Ot 06nyoli xpnotgomo

EPAPHOYI YLa VA POopPTH
OWOTA KAl va KAvouv yp

‘ ‘ napadooeig

ipLotng BAENEL live TNV €§€ALEN e

)OHOAOYiwyv, TOug 0dnyoug, To ‘

OV ONHELWY, WPEeC apadocswv OL MapaAMTEG EVNE

VEWVOVTAL K.0.K. Kl UTIOpEi va ‘ yla tThv akppn
TapEHPEL napadoong



OweAn &
/TAYWVLOTLKA TIAEOVEKTAHATA
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VIELWoN KOGTOUC
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AlyOTEPO KAVUGLYO

Alyotepeg POOpPEQ

MNeploocoTEPA oNUeLa ava odnyo
Ekmaibevon = pndeviko KOOTOG
XapnAotepa dLaXELPLOTLKA KOOTN

Awyotepa TnAEpwva

lwon TepLBAAAOVTOAOYLIKOU ATOTLTIWHATOC



Jpyavworn - EAeyyxocg
s KBLopnxavion dtaditkactwy

AvTtopatortoinon dtadilkactwy
Live mapatrpnon eEEALENG
AA\ayeg on demand
Reporting & avtopBeAtiwon
MARpng dagpavela

OAa oav pla KaAoKovpdLopEVN Pnxavn

last



(aAutepo Customer

Service

Delivery on time!
Live ETAs

KaAOtepn Stavopn BAacn Twv avaykwyv Tou TEAATN
ApTLa evnUEPWON

always on time!
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KAVOTIOLNHEVOL
TAPAANTITES

Live mapakoAoVBnon anooTtoAng, Ye akpLBn wpa napdadoong.

H wpa avavewvetal cuvexwg & duvapika.
Avvatotnta aAAnAenidpaong pe emthoyeg apadoong

Brand Engagement

lYOTEPA TNAEPWVA ATIO TIAPAANNTITEG Kal

oXpova eva onuavtiko epyaieio marketing!
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Kalamarnia & KTEL Chaiiddikis

Foinikac
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Agv 6a gipan ekel!



~ase study
I

OkTwpplog 2021 - dePBpouvdplog 2022

50%

TIEPLOCOTEPA GNUELQ
ava odnyo

500 deliveries otnv ATTIKN
pe 7 odnyoug

30%

AlyoTEpPA KOOTN

ekmaidevon K.a.)

KaLOLWO, POOpPEG, dlaxelploTika

100%
avénon oykov
AMOGTOAWYV

2000% av&non reputation ota
social media
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Uberization
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