Spirulina Nigrita
Website & Market Strategy

MwW¢ HETATPETIOVHE TO VEO website o€
LUNXAVLOPO EPTILOTOOUVNG, EKTTAL&EUONG Kal
TIWANCEWV.

la Ttapouciacn oTtov LELOKTNTN




Executive Summary

H otpatnytkn o€ pla kaptéla

To véo website TIpETiEL va amavtd o€ 4 EPWTNCELG TOU
TEAATN:

1. Mati va EUTILOTEUTW QUTH) T OTILPOUALVG;

2. Nwg pe BonBa otnv kabnpepLvn pou diatpown;

3. MNatt va tnv emAew avti yla elnvotepn f TiLo yvwotn;

4. Mwg Eekvaw €UKOAQ KAl IE CWOTEG TIPOCSOKIEG;

ZTPATNYLKN TtpoTacn

“Amto generic e-shop o€ authority website
yLa EAAnVLIKA BLoAoylkn plant-based
OTILPOUALVA.”

Premium quality & kaBapotnta
Greek origin: Nwypita Zeppwv
Plant-based daily routine
Education TipLv tnv mwAnon
Compliance-safe claims
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Market Diagnosis

Tu {ntdeL n ayopd amd pla ompouAiva onpepa

1 5
p 2 3 4 ;
AL MuotomoLioEL EukoAia xpic Social proof ZWOTEG
TPOEAEUCON NoELs xpnons P TIPOCSOKLEG

O meAdatng &ev ayopadlst “aAAn pia omipouliva”’. Ayopadel aioBnon ac@dlelag, toloTNTag Kat
KaBnuepwvng wpovtidag.

OL VEOL KATAVAAWTEG GUYKPLVOULV: reviews, TLUN, XWpa apaywyng, BLoAoyLKn TLotomoinaon, popyn Xprnong.
H plant-based ayopd BeAeL Ttpoidv TToU KOUUTIWVEL PE a&leg: clean eating, ethical consumption, sustainability.
To website TipEmeL va ekmatdevel ipLv {ntroeL ayopd.
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Spirulina Nigrita: Core Assets

TL €xoupe én ota xépLa pag

EAANVIKA Ttapaywyn
Niypita Zeppwv

BLoAoyLkr oTiipouAiva
Organic positioning

Iodium free
Auvarto differentiator

Tablets / powder / flakes
EukoAila & xprioeLg

ISO / HACCP / food safety
Trust signals

Mpoilovta pe cannabis
Mpooektikr) sub-category

To tpOBAnpa S&v eival otL Asimouv assets. To tpoBAnpa eivat
OTL TIPETEL Va opyavwBouv o Kabapn EUTIOPLKA APnRynon.
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Customer Review Intelligence

TL pag eltav oL KPLTLKEG TNG ayopag

PROS CONS / RISKS
Mowotnta / premium aiobnon YPnAr] tTun yLa KAToLoug
KaBapotnta kat eutiotoouvn ‘OxL 6oL viwBouv sLapopd
AloBbnon Tovwong o apKeETOUG XPHOTEC YTiepBOALKEC BEPATIEUTLKEG TIPOOSOKLEC
Repeat purchases / “6a tnv Eavamndpw” MmEpdepa yupw amo socoioyia
KaAutepn amo AAAEG HAPKEG Compliance risk ammto medical claims

Zupnspaopa TO TIPOLOV £XEL percelved quality. To website Tipemel va pelwoel aBeBatotnta, va
eENyNoEL Xprjon Kat va amo@uyeL “Bauvpatoupyd” claims.



Primary Target Persona

Vegans / Vegetarians / Plant-Based Consumers

TL tpEMEL va €L oto website

Mati tatpladel otn QUTLKN Slatpoyn

Mwg xpnotdototLeital o€ smoothies, bowls, tablets

.

; g b\&thlcal rpoidvta MiotoTolnoelg / kaBapotnta / ENANVLKI) TIPOEAEUON
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| _ Y & Hg/

Starter pack kat &ekdaBapeg odnyleg xpriong
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Competitor Landscape

T SElYVOULV OL AVTAYWVLOTEG

Spiroulina PLATENSIS Auvarto authority, health questionnaire, pe/xwpig LwéLo, ToAAA blog angles.

Spirulina Supreme KaBapr) katnyoplomoinon: Vegan & Plant-Based, 50+, avocotolntiko, official nutrition of athletes.

BioSpirulina ATIAN TIpoTaocn: BLOAOYLKO, SWPEAV HETAPYOPLKA, XPHOELG OE POPrHATA/YAUKA/CAAATEG/OpOPPLA.

Solgar / pharmacy
brands IoxupO PAPPOKEUTLKO trust, aAAA ALlyOoTtepO EAANVLKO origin story.

Opportunity yia Nigrita: va kpatriogL tTnv EAMANVLKOTNTA Kat TNV kabapotnta, aAAd va ammoKTAoEL TiLo kabapr)
“educational + conversion” apXLTEKTOVLKI] ATIO TOV AVTAYWVLOUO.
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Website Strategy

ATIO NAEKTPOVLKO KATACTNPA OE EUTIOPLKO cUCTNUA

To véo website xpeLaletal 5 AeLtoupyleg:

1. Trust Builder: TiiotoToloeLg, mapaywyn, kabapotnta

2. Educator: Tt elvat, TIW¢ XxPNOLPOTIOLELTAL, TL VA TIEPLUEVELG

3. Segment Navigator: vegan, active, 45+, family, beauty/cannabis
4. Conversion Machine: starter packs, bundles, subscriptions

5. Data Engine: GA4/GTM, audiences, remarketing, SEO content

H apXLTEKTOVLKI) TIPETEL VA 08nyEL ano
“gvSLaPEPOV” GE “Katavonon” Kat HETA o€ “SoKLun”.
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Homepage Blueprint

T TIpETIEL VA BAETIEL O ETILOKETTNG OTA TIPWTA 60 SEUTEPOAETITA

Hero: “EAANVLKN BLoAoyikr) plant-based omipouAiva amod tn Niypita”
3 trust badges: Organic / Iodium Free / ISO-HACCP

Shop by need: Plant-Based, Active Lifestyle, 45+, Family, Beauty
Starter Pack CTA yLa veoug xproTeg

Mwg xpnoluottoleital: tablets, powder, flakes

Reviews + quality proof

Blog/Guides: “TL va TipooexeLg 0Tav ayopAadeLg ompouAiva”

“O ETILOKETTNG TIPETEL VA KATAAAPEL
TIOLOL ELPAOTE, yLATL VA HAG EUTILOTEVTEL
KOL TtoLa ETILAOYN VA KAVEL.”
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Product Page Blueprint

H oeAida ipolovtog TPETEL Va KAEIVEL TLG BACLKEG QVTLPPHOELG

Must-have sections

Kabapo headline: yLa Ttolov givat to mipoiov

Mopyn & xprion: tablets / powder / flakes
[LoToToLOELG KaL TToLdTNTa Kovta oto “Add to cart”
Twun ava 6oon / value explanation

FAQ: yeuon, ocoAoyia, Ttote, pe T ouvdualetal
Reviews xwpig medical claims

Related bundles & subscription

Conversion principle

O nsAatr]q oev T[pET[EL va L|JO.XV€L HOVOG TOU
av “tou kavel'. H oeAida npensL va Tou
sEr]yeL Kaeapa TIOLa PJoP®N va ETILAEEEL Kal
TIWG va EEKLVIOEL.

CTA potaon;:
“Zeklva e to Starter Pack”
“Aec TIOLa pop@n cou tatpLlalel”



Content & SEO Engine

To blog TipETEL va @EpVEL ayopd, OXL amAd eTILOKEPLUOTNTA

Plant-Based Hub ZTILPOUALVA Kal YUTLKN SLatpown, vegan recipes, smoothies, protein support.

Quality Hub MNwg StaAeéyw oTitpouAiva, Bapea HETAAQ, TILOTOTIOLNOELG, EAANVLKI TIPOEAEUON.

Usage Hub Tablets vs powder vs flakes, dosage guide, starter routine, recipes.

Active Lifestyle Hub Recovery, routine peta tnv pomovnon, antioxidant nutrition, xwpig medical promises.
Cannabis Products Hub ZeXWPLOTO, TIPOOEKTIKO education yLa xprjon, cUoTATLKA Kal positioning.

SEO otoX0¢: va kepdiooupe high-intent queries 6w “BLOAOYLKT) OTILPOUALVA”, “OTILPOUALVA XWPLG LwdLD”,
“OTILPOUALVA vegan”, “Tiwg Ttalpvw OTILpoUAiva”.



Compliance-Safe Messaging

Na kepSlooupe eumLoToolvVN XWPLG ETILKIVOUVEG UTIOCXEDELG

Na Aépe Na amo@eUyouvpe
Plant-based superfood Oeparevel / TipoAapBAvel aoBEVeLE
KaBnuepLvr) SLatpo@Lkr) uttootrpLén AUVEL KpUOAOYNUa / covid / apBpwoELg
BLoAOYLKI EAANVLKI OTILPOUALVa AduvatileL amo povn tng
YPnAr) BpemTLKN TTUKVOTNTA KaAUTITEL OAEG TLG vegan aVAYKEG
I&avikn yLa active lifestyle AvTLKaBLoTA yeUpa 1 YApUaKo
MEpOG LooppoTINUEVNG SLATPOWYNG YTtiepBoALKA TipLv-peTa claims

KAeLSL: H oTpatnyLkr pag TIPETIEL Va ELval ETILOTNPOVLKA TIPOCEKTLK, EYTIOPLKA Suvath KAl SLA@NPLOTIKA aoPaAn|G.



Cannabis Products Strategy

Na uTtdpxouV, AAAA PE EEXWPLOTI KAL TIPOCEKTLKI APXLTEKTOVLKNA

Mpotaon:

Na pnv prepdevovtal pe to Baotko “plant-based spirulina”
positioning.

Na €xouv 8Lk Toug category page pe kabapeg odnyleg kat
OUOCTATLKA.

Na amogeuyovtal cannabis health claims, eléika o€ ads.

Na Aettoupyouv wg niche extension, OxL WG KEVIPLKOG TIUAWVAG
brand.

Na xpnotporolovvtal o€ bundles povo omou gv BoAwvouv to
Baolko prvupa.

“Kpatape to core brand kaBapo. Ta cannabis
TpoiovTa yivovtal CUNTIANPWHATLKA LoTopia,
OXL N TtpwWTN EvtuTtwon.”




Funnel & Measurement

MNwg Ba Soupe av to veo website SouAEVEL

Awareness > Consideration > Conversion

Guides, reviews, comparison Starter pack, bundles, clear

SEQ, reels, educational ads
pages product pages

Tracking priorities

GA4 + GTM cwotd events: view_item, add_to_cart, begin_checkout, purchase
Meta Pixel + CAPI yLa a&lomiotia signals

Audiences: plant-based readers, product viewers, cart abandoners

SEO dashboard: queries, landing pages, conversion path

> Retention

Email flows, repeat reminders,
subscription



90-Day Roadmap

MpakTLko TTAAVo UAoTtolnong

0-30 nuépes Strategy & UX Audit, sitemap, messaging, product categories, compliance rules.
31-60 npepeg Build & Content Homepage, product pages, trust pages, first SEO guides, starter pack.
61-90 npEpeg Launch & Learn Tracking, campaign tests, retargeting, review collection, optimization.

Mpwtn potepaLOTNTA: OXL “OAa TEAEL”. Mpwta KabBapo positioning, cwoTteg oeALSeC TTpolovTwy, starter
path kat tracking.



Sources & Assumptions

TL xpnotpoTtiotiBnke wg Baon

Spirulina Nigrita official website: products, categories, certificates, iodium-free positioning, cannabis product category.

Spiroulina PLATENSIS website: product structure, with/without iodine, health questionnaire, premium/quality messaging, blog orientation.
Spirulina Supreme website: category strategy including Vegan & Plant-Based, 50+, immune, athletes, offers.

BioSpirulina website: organic positioning, free shipping, use-case content for drinks, sweets, salads, beauty.

Customer reviews provided by user: pros/cons, perceived quality, price sensitivity, expectations, repeat purchase signals.

Assumption: first-party data is not yet available; personas and niches are strategic hypotheses to validate through GA4, Meta, Search Console
and sales data.

Next step: validate the strategy with actual analytics, Search Console keywords, product margins, inventory and customer review
data.
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