MeelgerMatch Konkurrentanalyse
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1. Executive Summary

1.1 Formal og Metode

Denne rapport preesenterer en dybdegaende, interaktiv konkurrentanalyse for MaeglerMatch,
en kommende dansk auktionsplatform for eiendomsmeeglerydelser. Analysen er udfgrt ved
hjeelp af Elite Interactive Competitor Analysis System, en stringent, faseopdelt proces (Phase
1-5), der sikrer maksimal relevans og dybde. Formalet er at identificere strategiske fordele,
sarbarheder og muligheder for MaeglerMatch i det nuveerende og fremtidige danske
konkurrencelandskab. Metoden har omfattet systematisk informationsindsamling,
multidimensionel analyse af ngglekonkurrenter, gap-analyse og udvikling af strategiske
anbefalinger.

1.2 Hovedkonklusioner: Konkurrencelandskab og MaeglerMatch's Position

Det danske marked for ejendomsmaeglerydelser er under transformation, drevet af
digitalisering og et stigende pres pa traditionelle, uigennemsigtige saleermodeller. Markedet
domineres fortsat af store, bankejede kaeder (Home, Nybolig), der nyder hgj brand-tillid men
kritiseres for hgje priser og lav agilitet. En reekke digitale udfordrere (Estaldo, Brikk)



konkurrerer aggressivt pa fast lavt saleer og digitale platforme, men keemper med profitabilitet
og servicekonsistens. Internationale platforme (Redy, UpNest) introducerer innovative
modeller (auktion m. bonus, agent-matching), der endnu ikke har fuld gennemslagskraft i
Danmark.

MeeglerMatch traeder ind i dette landskab med en unik model for Danmark: en
auktionsplatform, der direkte adresserer saelgernes frustration over manglende
pristransparens og hgje salaerer. Platformen er gratis for saelgere og sigter mod at skabe reel
priskonkurrence mellem meeglere. Dette giver MaeglerMatch en potentielt staerk disruptiv
position. Den starste umiddelbare udfordring er at opbygge netvaerkseffekten ved at
tiltreekke bade et tilstraekkeligt antal seelgere og, kritisk, nok kvalitetsmaeglere, der er villige
til at deltage i auktionen og betale for platformens veerdi.

1.3 SWOT-Elementer for MaeglerMatch (Opsummering)

o Styrker: Unik auktionsmodel (DK), Gratis for seelgere, Potentiale for priskonkurrence &
transparens, Salger-empowerment, Startup-agilitet.

o Svagheder: "Kold start" (netvaerkseffekt), Afheengighed af maegler-adoption & -kvalitet,
Potentiel "race to the bottom" pa pris, Begraensede start-ressourcer, Manglende brand-
genkendelse.

e Muligheder: Udnytte markeds-gaps (transparens, vaerdi), Fokus pa maeglerkvalitet
(ikke kun pris), Segment-specialisering, Partnerskaber, Teknologisk differentiering (Al),
Nordisk ekspansion.

e Trusler: Direkte konkurrence (Estaldo/Brikk pa pris), Langsom reaktion fra traditionelle
(men med store ressourcer), Nye platforme/modeller (Redy/UpNest hvis de kommer til
DK), Mangel pa meegler-adoption, Finansieringsudfordringer.

1.4 Top Strategiske Anbefalinger (Overblik)

1. Fokuseret Lancering & Netveaerksopbygning (0-6 mdr): Lancér MVP i et afgraenset
geografisk omrade. Prioritér aggressiv onboarding af et kritisk antal kvalitetsmaeglere
via direkte outreach og attraktive introduktionstilbud. Parallelt kares malrettet
marketing for at tiltreekke de fgrste seelgere.

2. Differentiering pa "Bedste Vaerdi" & Kvalitet (0-18 mdr): Positionér MaeglerMatch
som platformen for "fair veerdi", ikke kun laveste pris. Implementer avancerede
meeglerprofiler og ratings. Ggr det muligt at byde pa/sammenligne mere end blot salaer
(service, erfaring).

3. Investering i Teknologi (Al & UX) (6-18+ mdr): Udvikl Al-funktioner til matchmaking og
bud-analyse. Optimer lgbende brugeroplevelsen for bade szelgere og meeglere
(platform, mobil app). Byg en robust og skalerbar teknisk infrastruktur.



4. Opbygning af Brand & Trovaerdighed (Labende): Kommunikér klart veerditilbuddet
(transparens, fairness). Indsaml og promover aktivt positive anmeldelser og case
studies. Etabler thought leadership inden for fair bolighandel.

5. Strategiske Partnerskaber (6-18+ mdr): Indga partnerskaber (f.eks. banker, portaler)
for at gge reekkevidde, troveerdighed og serviceudbud.

1.5 Kritiske Naeste Skridt
e Feerdiggor udvikling og test af MVP-platformen.
o Sikre ngdvendig startkapital/funding.

¢ Detaljeret planleegning og eksekvering af lanceringsstrategi (geografi, maegler-
outreach, seelger-marketing).

e« Etablering af processer for meaegler-screening og kvalitetssikring.
o Opsatning af systemer til tracking af KPl'er og brugerfeedback.

(Visuelisering: Et centralt positioneringskort, der viser MaeglerMatch's unikke position ift.
pris/transparens og servicegrad, kunne indseettes her).

2. Introduktion & Metode

2.1 Baggrund og Formal

Denne rapport udgar en omfattende konkurrentanalyse designet til at give MeeglerMatch et
dybdegaende, strategisk fundament for lancering og vaekst pa det danske marked for
ejendomsmaeglerydelser. MeeglerMatch introducerer en innovativ auktionsplatform, hvor
boligseelgere kan modtage konkurrerende bud fra ejendomsmeeglere, med det formal at gge
transparens og sikre fair prisseetning. Analysens formal er at kortleegge
konkurrencelandskabet, identificere MaeglerMatch's unikke position, afdaekke
markedsmuligheder og levere konkrete strategiske anbefalinger.

2.2 MaeglerMatch Virksomhedsoversigt (Resumé)
e Koncept: Digital auktionsplatform hvor ejiendomsmeeglere byder pa boligsalgsopgaver.

e Problem: Adresserer manglende transparens, hgje/uigennemsigtige saleerer og
besveerlig sammenligning i det traditionelle meeglervalg.

e Malgruppe: Danske boligseelgere der gnsker en fair, transparent og konkurrencedygtig
proces for valg af meegler.

e Lasning: Platform med meeglerbud, ratings/reviews, Al-matchmaking potentiale.



Forretningsmodel: Gratis for saelgere; monetisering via provision eller abonnement fra
deltagende maeglere.

Unikhed (DK): Farste platform i Danmark med denne specifikke auktionsmodel for
maeglerydelser.

2.3 Analyseproces og Metodologi
Analysen er gennemfart ved hjaelp af "Elite Interactive Competitor Analysis System", en
struktureret 5-faset proces:

Phase 1: Strategic Research Framework & Active Intelligence Gathering:
Identifikation af konkurrenter, udvikling af researchstrategi, systematisk
informationsindsamling via simulerede avancerede sggninger og analyse af offentlige
kilder, samt udarbejdelse af detaljerede konkurrentprofiler.

Phase 2: Ultra-Detailed Multidimensional Competitive Analysis: Dybdegdende
sammenlignende analyse af konkurrenterne pa 15 centrale dimensioner (organisation,
forretningsmodel, produkt, GTM, kunder, teknologi, operationer, talent, finanser,
strategi, SWOT-elementer, positionering, prissaetning, reaktionsmgnstre,
landskabssyntese).

Phase 3: Comprehensive Gap Analysis & Strategic Opportunity Identification:
Systematisk analyse af uopfyldte kundebehov, produkt/service gaps, markedssegment
gaps og andre strategiske huller, efterfulgt af udvikling af et omfattende katalog med
specifikke muligheder for MaeglerMatch.

Phase 4: Advanced Strategic Recommendations & Implementation Roadmap:
Udvikling af et prioriteringsframework og formulering af konkrete, handlingsorienterede
anbefalinger fordelt pa tidshorisonter (0-3 mdr, 3-6 mdr, 6-18 mdr, 18+ mdr).

Phase 5: Document Creation & Opportunity Scoring: Udarbejdelse af denne rapport
og planleegning af outputformat (Opportunity Scoring blev ikke valgt i denne omgang).

Processen har veeret interaktiv, med brugerens (din) bekraeftelse og input ved hvert trin for at

sikre ngjagtighed og relevans.

2.4 Afgreensning og Datakilder
Analysen fokuserer primaert pa det danske marked, men inkluderer relevante internationale

konkurrenter (Redy, UpNest) for at belyse globale trends og potentielle trusler/inspiration.

Datagrundlaget bestar af offentligt tilgeengelig information fra virksomheders hjemmesider,

CVR-registret, nyhedsartikler, pressemeddelelser, anmeldelsesplatforme (Trustpilot),

brancheanalyser og simulerede sggeresultater. Finansielle data for private virksomheder er

baseret pa offentliggjorte regnskaber (hvor tilgeengelige og analyseret af brugeren) eller

kvalificerede estimater. Analysen afspejler situationen pr. april 2025.



3. Konkurrencelandskab Analyse
(Syntese af Phase 1 & 2 resultater)

3.1 Konkurrentidentifikation og Kategorisering
Analysen identificerede fglgende ngglekonkurrenter, kategoriseret efter deres relation til
MeaeglerMatch:

o Direkte Internationale Modeller: Redy (USA), UpNest (USA).
¢ Indirekte Danske Konkurrenter (Digitale Lavpris): Estaldo, Brikk.

¢ Indirekte Danske Konkurrenter (Traditionelle Markedsledere): Home, Nybolig
(repreesentativt for EDC, Danbolig etc.).

e Niche/Specialiserede (DK): Heltsolgt (radgivning).

e Andre: Selvsalgsplatforme, potentielle fremtidige konkurrenter (Boliga/Boligsiden, nye
startups, international ekspansion).

3.2 Overordnet Landskabssyntese & Naggledynamikker

(Se afsnit 2.15 i forrige svar for den detaljerede syntese af nggledynamikker: Digital Disruption
vs. Tradition, Kampen om Transparens, Prispres, Teknologi som Differentiator, Fragmentering
vs. Konsolidering, Veerdi vs. Pris). Markedet er i beveegelse, hvor digitale modeller udfordrer de
etableredes dominans, primeert pa pris og transparens, mens de etablerede holder fast via
brand og tryghed.

3.3 Konkurrencepositionering
Konkurrenterne positionerer sig forskelligt pa nggledimensioner som Pris/Transparens og
Servicegrad/Kundeinvolvering:

e HgjPris/Lav Transparens, Hgj Service: Home, Nybolig.

e Lav Pris/Hgj Transparens, Lav Service/Hgj Involvering: Estaldo, Redy (delvist).
e Lav Pris/Hgj Transparens, Hgj Service: Brikk (ambition, men udfordret).
 Platform/Matching (Varierende Pris/Service): UpNest.

e Radgivning (Niche): Heltsolgt.

(Visuelisering: Et 2x2 positioneringskort baseret pa Pris/Transparens vs. Servicegrad kunne
indseettes her, som beskrevet i Step 2.12).



MaeglerMatch sigter mod en unik position med Hgj Transparens og Potentielt Lav Pris via
auktion, men med mulighed for at facilitere varierende servicegrader afhangigt af de
bydende maeglere. Ngglen er at positionere sig som platformen for "Bedste Fair Vaerdi".

3.4 Sammenlignende Analyse af Nggledimensioner (Resumé)

Organisation & Finansiel Styrke: Stor variation fra finansielt pressede startups (Brikk,
Heltsolgt, Estaldo trods bedre nggletal) og VC-finansierede (Redy) til ekstremt stabile,
koncern-ejede spillere (UpNest, Home, Nybolig). Dette pavirker agilitet og
investeringsevne markant.

Forretningsmodel & Prissaetning: Klare skel mellem procent-saleer (Traditionelle),
fast lavt saleer (Estaldo, Brikk), og platform-modeller hvor meegler betaler (Redy,
UpNest, MaeglerMatch). Pris og transparens er centrale konkurrenceparametre.

Produkt, Service & Teknologi: Digitale spillere tilbyder platforme med varierende
grader af selvbetjening og teknologi (Brikk farende pa Al). Traditionelle halter
teknologisk bagefter, men tilbyder fuld personlig service. Kvalitetsopfattelsen varierer,
iseer hos Brikk.

Go-to-Market & Brand: Traditionelle har steerke brands og landsdaekkende fysisk
netvaerk. Digitale fokuserer pa online marketing og pris/transparens-budskaber.
MeaeglerMatch skal opbygge brand fra bunden.

Kundeoplevelse & Omdemme: Generelt positive (4-stjernede) Trustpilot-ratings for
de digitale, men med kritikpunkter omkring kommunikation og konsistens. Heltsolgt
har exceptionelt hgje scores i sin niche. Traditionelles omdgmme varierer lokalt.

4. Gap Analyse & Strategisk Mulighedsidentifikation

(Syntese af Phase 3 resultater)

4.1 ldentificerede Gaps i Markedet
Analysen afdeekkede signifikante gaps pa tveers af flere dimensioner:

Uopfyldte Kundebehov: Udover pris/transparens er der store frustrationer omkring
inkonsistent servicekvalitet, darlig kommunikation, manglende proaktivitet, og
uklarhed om meeglerens reelle incitamenter og strategier.

Produkt/Service Features: Mangel pa avanceret, transparent maegler-performance
data, veerktgjer til saleer-simulering, integrerede kommunikationsveerktgjer (for valg),
og dybere Al-drevet radgivning.



¢ Markedssegmenter: Underbetjente segmenter inkluderer liebhaveri, seelgere med
behov for hurtigt salg, farstegangsseelgere der gnsker mere digital tryghed, og
potentielt et baeredygtighedsfokuseret segment.

e Andre Omrader: Uudnyttet potentiale i innovative prismodeller (performance-
baseret), dybere teknologi-anvendelse (prediktiv analyse, VR), strategiske
partnerskaber (finans, forsikring), og brand-positionering (ekstrem kundecentriskhed).

4.2 MaeglerMatch-Specifik Analyse (SWOT-elementer & Muligheder)

e Fordele: Unik auktionsmodel (DK), Gratis for saelgere, Potentiale for transparens og
priskonkurrence.

e Sarbarheder: Netvaerkseffekt ("kold start"), Maegler-adoption og -kvalitet,
Finansiering, Brand-opbygning.

o

o Differentieringsmuligheder: Fokus pa "bedste veerdi" (kvalitet+pris), Al-indsigt,
segment-specialisering, partnerskaber, steerk kundeservice, community building.

o Disruptivt Potentiale: Kan aendre prisdannelse og demokratisere maeglervalg.

4.3 Strategisk Mulighedskatalog (Oversigt)

En omfattende liste med over 100 specifikke muligheder blev genereret pa tveers af 12
kategorier (Produkt/Service, Marketing, Salg, Kundeoplevelse, Forretningsmodel,
Partnerskaber, Teknologi, Operationer, Talent, Markedsekspansion, Prissaetning, Brand). Det
fulde katalog findes i Appendix B.

5. Strategiske Anbefalinger & Implementeringsroadmap
(Syntese af Phase 4 resultater)

5.1 Prioriteringsframework

Anbefalingerne er prioriteret baseret pa et veegtet scoringssystem, der tager hajde for
Strategisk Fit, Markedspotentiale, Konkurrencemaessig Fordel, Implementerings-
Kompleksitet, Ressourcekrav, Time-to-Value, Risiko og Afhaengigheder. De er organiseret i fire
tidshorisonter.

5.2 Anbefalinger fordelt pa Tidshorisonter
¢ Umiddelbare Taktiske Muligheder (0-3 mdr - Quick Wins):
o Optimér seelger onboarding flow.
o Lav"Kom Godtl| Gang" guide til meeglere.

o Aktivér og brug Trustpilot proaktivt.



o Skeerp veerdiproposition pa website.

o Implementer basis CRM.

o Udvikl kommunikationsskabeloner.

o Opret simpel FAQ/Knowledge Base.

o Opseet basis webanalyse.

o Indled pilot-outreach til udvalgte meeglere.

o Definér kerne brand story.
(Fokus: Laegge fundamentet, opna tidlig leering, lav risiko).

o Kortsigtede Strategiske Initiativer (3-6 mdr):
o Lancér MVP platform i afgreenset omrade.
o Intensiv meegler onboarding kampagne.
o Farste saelger marketing kampagne.
o Implementer maegler ratings/reviews system.
o Udvikl Al-Matchmaking (v1).
o Etabler kundesupport funktion.
o Indga pilot-partnerskab (f.eks. boligportal).
o Udvikl content marketing plan.
o Indsamlog publicér fgrste case studies.
o Opsat avanceret KPl dashboard.
o Implementer og test maegler betalingsmodel.

o Etabler systematiske feedback loops.
(Fokus: Markedslancering, opbygning af kritisk masse, validering af model).

¢ Mellemsigtede Strategiske Skift (6-18 mdr):
o Geografisk ekspansion (DK).
o Udvikling af avanceret Al-funktionalitet.
o Lancering af mobil apps.

o Integration med maegler-systemer (API).



o Etablering af strategiske partnerskaber (bank, forsikring etc.).

o Udvikling af premium features / differentierede abonnementer.
o Implementering af avanceret maegler performance tracking.

o Opbygning af nationalt brand kendskab.

o Udvidelse af teamet.

o Fokus pa meegler relationer & fastholdelse.

o Pilotering af kaber-side funktionalitet.

o Pilotering af data monetiseringsstrategi.

o International markedsanalyse (Norden).

o Kontinuerlig platform optimering.

o Etablering af Advisory Board.
(Fokus: Skalering, differentiering, styrkelse af gkosystem, forberedelse af naeste
veekstfase).

e Langsigtet Transformation (18+ mdr):
o Nordisk markedslederskab.
o Integration af hele bolighandlen.
o Al som kernekompetence.
o Opbygning af staerkt partner-gkosystem.
o Potentiel M&A aktivitet.
o Diversificering (udlejning/erhverv).
o Global skalering (partnerskab/franchise).

o Brand som synonym med fair bolighandel.
(Fokus: Markedsdominans, transformation af forretningen, langsigtet vision).

(Visuelisering: Et overordnet roadmap/Gantt-diagram, der viser de vigtigste initiativer pa en
tidslinje, kunne indseettes her).

5.3 Implementeringsdetaljer

For hver anbefaling i de detaljerede afsnit (Step 4.2-4.5, som ikke er fuldt gengivet her, men
findes i den oprindelige dialog) er der skitseret implementeringstilgang, ressourcebehov,
succes metrics og risici/mitigering.



6. Konklusion & Naeste Skridt

MaeglerMatch star over for en signifikant mulighed for at disrupte det danske
ejendomsmeeglermarked med en unik og tiltreengt model fokuseret pa transparens og
priskonkurrence. Konkurrencelandskabet er dog komplekst, med steaerke traditionelle spillere,
aggressive digitale lavpris-konkurrenter og potentielle internationale trusler.

Succes for MeeglerMatch afhaenger kritisk af evnen til at lase "kold start"-udfordringen ved
effektivt at onboarde bade seelgere og, iszer, et tilstraekkeligt antal kvalitetsmeaeglere.
Differentiering bar ikke kun ske pa pris, men ogsa pa kvalitet, transparens i performance og en

overlegen brugeroplevelse for begge sider af platformen. Strategisk fokus pa "bedste fair
veerdi" frem for blot "laveste pris" anbefales.

Investering i teknologi (iseer Al og platformens brugeroplevelse) og opbygning af et steerkt,
troveerdigt brand er afggrende for langsigtet succes. De strategiske anbefalinger i denne
rapport giver en klar roadmap fordelt pa tidshorisonter, startende med taktiske quick wins og
beveegende sig mod mere transformationelle initiativer.

Anbefalede Naeste Skridt:

1. Sikre Funding: Prioritér sikring af den ngdvendige kapital til at eksekvere pa de
kortsigtede strategiske initiativer (iseer MVP-lancering, marketing og maegler-
onboarding).

2. Detaljeret Lanceringsplan: Udarbejd en detaljeret operationel plan for den
fokuserede MVP-lancering (geografi, malgrupper, marketingmix, maegler-incitamenter).

3. Etabler Maegler Kvalitetskriterier: Definer klare minimumskrav og
screeningsprocesser for meeglere, der gnsker at deltage pa platformen.

4. Prioritering af Mulighedskatalog: Gennemga det fulde mulighedskatalog (Appendix
B) og foretag en formel prioritering ved hjeelp af det aftalte framework (evt. via
Opportunity Scoring - se nedenfor).

5. Team Opbygning: Identificer og rekrutter de ngglepersoner, der er ngdvendige for at
drive udvikling, lancering og drift.

Udvalgte Muligheder til Scoring:
1. (QW) #3 Aktiver Basis Trustpilot Profil (Fra Step 4.2 - Quick Win)

2. (ST)#5 Udvikl AlI-Matchmaking (v1) (Fra Step 4.3 - Short-Term)



3. (MT) #1 Geografisk Ekspansion (DK) (Fra Step 4.4 - Mid-Term)
4. (LT) #2 Integration af Hele Bolighandlen (Fra Step 4.5 - Long-Term)
5. (Part) #2 Partnerskab med Banker & Realkreditinstitutter (Fra Kategori 6)

Scoring (Skala 1-10, 10 = Bedst/Mest Favorabel):

#3
#2 #4 Fuld Begrundelse
. . #1 Geo #5 Bank
Dimension . Al Handel (Eksempel for #1
Trustpilot Eksp. Partner .
v1 Int. Trustpilot)
DK
A. IMPACT (Potentiale)
) Indirekte via gget
1. Omsaetningsvaekst 3 6 9 10 8 ] o
konvertering pga. tillid.
Opbygger brand, men
driver ikke direkte
2. Markedsandelsforggelse 4 7 10 10 8 .
markedsandel i
starten.
Ngdvendig
3. Forbedring af hygiejnefaktor,
& . 5 8 9 10 9 .yg )
Konkurrenceposition signalerer
troveerdighed.
Giver social proof og
4. Forbedring af Kundeveerdi 6 8 7 9 7 tryghed for nye
seelgere.
Understgtter behovet
5. Strategisk Alignment 7 9 8 7 8 for at bygge tillid til en
ny platform.
. o . De fleste konkurrenter
6. Differentieringspotentiale 2 7 5 10 6 . .
bruger det; ikke unikt.
Meget vigtigt for
7. Markedsopfattelses- e
7 8 10 9 omdgmme og tillid i

Impact
startfasen.



8. Defensiv Veerdi 6

Impact Gns. Score 5.1

B. FEASIBILITY
(Gennemfoarlighed)

9. Implementerings-
Kompleksitet (10=simpel)

10. Ressourcekrav (10=f4) 9

11. Time-to-Value (10=hurtig) 9

12. Organisatorisk Parathed 10

13. Teknisk Gennemfgrlighed 10
(10=ligetil)

14. Afheengighedsfaktorer
(10=fa)

15. Risikoprofil (10=lav

. 8
risiko)

16. Skalerbarhed 7
Feasibility Gns. Score 8.9

C.INVESTMENT
(Omkostninger/ROl)

6 7
7.3 7.9
5 4
5 3
6 5
7 6
6 7
7 6
6 5
8 9
6.3 5.6

9.3

10

3.0

7.8

5.8

Modvirker skepsis over
for en ny, uprgvet
platform.

Simpelt at oprette
profil og opsaette
basis-invitationer.

Kreever primeert lidt
marketing/admin tid.

Anmeldelser kan
begynde at komme ind
hurtigt efter lancering.

Kreever ingen seerlige
nye kompetencer.

Standard integration
med Trustpilot.

Afheenger kun af at
have brugere at
invitere.

Risiko for negative
anmeldelser, men
handterbart.

Trustpilot skalerer fint,
men veerdien stagnerer
maske efter et vist
niveau.



Gratis eller meget

17. Initielle Kapital Krav o
10 6 3 1 7 billigt at starte med

(10=lavt) ) .
basis Trustpilot.
Lave omk. til basis,
18. Lgbende stiger hvis man
. . 9 7 5 3 7 )
Driftsomkostninger (10=lave) opgraderer Trustpilot-
plan.
) ) Binder meget fa
19. Alternativomkostning
6 4 2 6 ressourcer, der kunne

(10=lav)
bruges andetsteds.

ROl er primeert "blgd"
20. Forventet ROI 6 7 8 9 8 (tillid, feedback), ikke
direkte omsaetning.

Veerdien (tillid) opnas

21. Tilbagebetalingstid 8 6 4 ] 5 hurtigt, selvom den er
(10=kort) sveer at male
finansielt.
22. Finansiel Risikovurdering Meget lav finansiel
9 7 5 2 6 .
(10=lav) risiko.

. Pavirker naesten ikke
23. Ressourceallokerings-

Impact (10=lille)

6 4 2 6 andre initiativers
ressourcebehov.

24. Langsigtet
Lave lgbende

Ombkostningsimplikationer 9 7 6 4 7 .
omkostninger.

(10=lave)

Investment Gns. Score 8.5 6.5 4.9 3.0 6.5

Gennemsnitsscores (Eksempel):
Mulighed Impact Feasibility Investment
#1 (QW) Aktiver Basis Trustpilot Profil 5.1 8.9 8.5

#2 (ST) Udvikl Al-Matchmaking (v1) 7.3 6.3 6.5



#3 (MT) Geografisk Ekspansion (DK) 7.9 5.6 4.9
#4 (LT) Integration af Hele Bolighandlen 9.3 3.0 3.0
#5 (Part) Partnerskab med Banker 7.8 5.8 6.5

Visualisering: Impact vs. Feasibility Matrix (Tekstbaseret Eksempel):
* Hgjt Impact
I
| #4(LT)* I
I I
|  #3(MT)* #5(Part)* | #2(ST)*

I I
|-=-emmmmm e m e |-==mmmmmmmmmemaeee > Hgj Feasibility

v Lavt Impact

o @verste Venstre (Hgj Impact, Lav Feasibility): #4 Fuld Handel Integration
(Transformational, men sveer/dyr)

o @Overste Hgjre (Hoj Impact, Hgj Feasibility): Ingen i dette lille udsnit - ideelt set findes
ST/MT initiativer her. #2 Al v1 og #5 Bank Partner ligger mod midten/gvre midt. #3 Geo
Ekspansion ligger ogsa i gvre midt, men lavere feasibility.

¢ Nederste Venstre (Lav Impact, Lav Feasibility): Tomt (disse bagr undgas).

e Nederste Hgjre (Lav Impact, Hgj Feasibility): #1 Trustpilot (Quick Win - nemt, men
lavere strategisk impact end de andre).

Portfolio Balance & Ressourceallokering (Baseret pa Eksempel):

e Quick Wins: #1 Trustpilot bar implementeres hurtigt pga. hgj feasibility og lav
investering, selvom impact er lavere end andre.



Kerne Strategiske Initiativer: #2 Al v1 og #5 Bank Partnerskaber har god balance
mellem impact og feasibility/investment og bar prioriteres hgjt i de relevante
tidsrammer (ST/MT). #3 Geografisk Ekspansion har hgj impact, men lavere
feasibility/investment score, sa det kraever omhyggelig planleegning og ressourcer (MT).

Transformationelle Bets: #4 Fuld Handel Integration har hgjest impact, men er meget
sveer/dyr/risikabel. Bgr kun forfglges pa lang sigt med betydelig succes og funding.

Vejledning til Fuld Intern Scoring:

1.

Saml det Rette Team: Involver nagglepersoner fra ledelse, produkt, tech, marketing,
salg og finans.

. Gennemga Framework: Sgrg for feelles forstaelse af dimensioner, skala og "omvendt

skala". Juster evt. veegtning internt.

. Score Hver Mulighed: G4 systematisk gennem hele mulighedskataloget (Appendix B).

Diskuter og opna konsensus om scoren for hver dimension for hver mulighed. Notér
begrundelser/antagelser.

Beregn Gennemsnit: Udregn gennemsnitsscores for Impact, Feasibility og Investment
for alle muligheder.

. Visualiser: Lav en Impact vs. Feasibility matrix (og evt. andre visualiseringer) med alle

mulighederne.

Analyser & Prioriter: Identificer Quick Wins, Kerne Initiativer og Langsigtede Bets.
Diskuter portefglijebalancen. Brug scoringen som et input til den endelige strategiske
prioritering og roadmap-planlaegning — det erstatter ikke strategisk jugement.

. Alloker Ressourcer: Brug den prioriterede liste til at guide ressourceallokeringen.

Afsluttende Bemaerkninger:

Denne analyse har leveret et dybdegaende billede af konkurrencelandskabet og et rigt katalog
af strategiske muligheder for MaeglerMatch. Ngglen til succes ligger nu i den strategiske
prioritering og den effektive eksekvering af de valgte initiativer.

Har du nogle afsluttende spargsmal eller kommentarer til processen eller resultaterne?

7. Appendix



A. Detaljerede Konkurrentprofiler

(Profiler for Redy, UpNest, Estaldo, Brikk, og Heltsolgt er baseret pa Step 1.4. Profiler for
Home og Nybolig er konstrueret baseret pa information indsamlet i Step 1.3 og analyser i
Phase 2, med "Information Not Available" (INA) markeret hvor specifikke detaljer
mangler).

A.1 Competitor Profile: Redy (redy.com)
e a) Company Overview

o Full Legal Name: Sandsynligvis Redy Technologies, Inc. (Specifikke navn
INA).

o Year Founded: Koncept ~2022, Lancering Juni 2024.

o Headquarters Location: USA (Californien-baserede stiftere).
o Additional Office Locations: INA (Sandsynligvis ingen).

o Ownership Structure: Privat.

o Parent Company: N/A.

o Number of Employees: Estimeret <50 (INA).

o Revenue Range or Exact Figure: INA.

o Growth Rate: INA.

o Funding Information: $20M Seed (Okt 2022), Key Investor: Deer Park Road
Management Company. Valuation: INA.

o Mission Statement: (Udledt) Styrke saelgere via transparent,
konkurrencepraeget maeglermarked med cash bonus.

o Vision Statement: (Udledt) Transformere valg af maegler i USA.

o Core Values: (Udledt) Transparens, Saelger-empowerment, Konkurrence,
Agent-ansvarlighed.

o Company History Timeline: ~2022 BidMyListing koncept -> Okt 2022
Funding ->Jun 2024 Redy lancering (5 markeder).

e b)Leadership & Organizational Structure

o CEO/Founder Background: Matt Proman (Co-Founder & CEO), Josh Altman
(Co-Founder), Matt Altman (Co-Founder).



o

Key Executive Team Members: Shelly Cofini (Chief Strategy Officer). Andre
INA.

Board of Directors: INA (Sandsynligvis investorer/stiftere).
Advisory Board: INA.
Organizational Structure: INA (Sandsynligvis flad startup).

Department Sizes/Focus Areas: INA (Formodet: Tech, Marketing, Agent
Relations, Ops).

Recent Executive Changes: N/A (For ny).

¢ c¢)Market Position

o

Target Market Segments: Boligsaelgere i USA.

Geographic Focus/Reach: Startet i 5 US markeder (Jun 2024), planer om
ekspansion.

Market Share: INA (For ny).
Growth Trajectory: Forventet hgj vaekst.
Industry Rankings or Recognition: Omtale i branchemedier.

Key Differentiators: Cash bonus upfront, 48-timers konkurrence, adgang til
"top agents".

Positioning Statement: (Uofficiel) Revolutionerende platform hvor seelgere
far betaling for at lade top-maeglere konkurrere.

Unique Selling Proposition (USP): "Get paid thousands just to list your
home."

Brand Perception & Reputation: Ny, innovativ, disruptiv. Blandet agent-
modtagelse, positiv tidlig seelger-feedback.

¢ d)Products & Services Portfolio

o

Core Product/Service Lines: Online markedsplads for maeglerkonkurrence.

Product/Service Descriptions: Saelger registrerer, maeglere byder (bonus,
saleer, vilkar) pa 48 timer, saelger veelger.

Key Features & Capalbilities: Ejendomsregistrering, 48-timers budrunde,
cash bonus, agentprofiler, sammenligning, chat, privatlivsbeskyttelse.



5.8k.

o

Product Architecture/Technology: Web-baseret platform (Specifik tech
INA).

Recent Product Launches: Platformen selv (Juni 2024).

Product Roadmap Indicators: INA (Sandsynligvis geo-ekspansion, flere
features).

Product Update Frequency: INA.

Quality Reputation: INA (For ny).

Product Awards/Recognition: Ingen.
Integration Capabilities: INA.

Customization Options: Maeglere tilpasser bud.

Implementation Methodology: SaaS.

e) Business Model

o

Revenue Model Structure: Transaktionsbaseret gebyr fra maegler.

Pricing Strategy & Models: Gratis for saelgere. Maegler betaler gebyr ("Redy
Premium" + cash bonus) ved underskrevet aftale.

Price Points: Gebyr variabelt. Gns. bonus

2.3k-2.3k-2.3k-

Package/Tier Structure: N/A.

Contract Terms: Standard listing agreement mellem szalger/maegler. Redy
betales ved underskrift.

Free Trial/Freemium Offerings: Gratis for saelgere at bruge/liste; gratis for
maeglere at tilmelde sig.

Average Deal Size (Redy's indtaegt): INA.
Sales Cycle Length: 48 timer (bud) + valg/mgade.
Customer Acquisition Cost (CAC): INA.

Customer Lifetime Value (LTV): INA (Lav, engangssalg).



o Profitability Metrics: INA (Sandsynligvis ikke profitabel).
o Revenue Diversification: Kun agent fees identificeret.
o f) Go-to-Market Strategy

o Sales Organization Structure: INA (Sandsynligvis internt agent relations
team).

o Sales Channel Strategy: Direkte online.

o Partner Ecosystem: Ejendomsmaeglere (kerne).

o Target Account Strategy: Individuelle szelgere; "top performing" meaeglere.
o Geographic Expansion Approach: Faseopdelt US udrulning.

o Market Entry Tactics: PR (stiftere), digital marketing, unikt veerditilbud
(bonus).

o ldeal Customer Profile Definition: US saelgere (veerdi, transparens,
effektivitet); Maeglere villige til at investere for listings.

o Vertical Specialization: Residentielt salg.
e g) Marketing & Communication
o Brand Positioning: Innovativ, seelger-fokuseret, transparent, udfordrer.

o Messaging Themes: "Expect More When You Sell™, "Get paid...", "Agents
compete...".

o Content Marketing Approach: Website, testimonials, PR.

o Digital Marketing Channels Used: Website, SEO/SEM (formodet), Social
Media (annoncer?), PR.

o Social Media Presence & Activity: INA.

o Event Participation: INA.

o Public Relations Strategy: Aktiv ved lancering (Altman-profil).

o Thought Leadership Areas: Disrupting commissions, agent accountability.
o Advertising Campaigns: Formodet online annoncer.

o Lead Generation Tactics: Website registrering (saelger), ansggning
(meegler).

o Community Building Efforts: INA.



o

Marketing Technology Stack: INA.

¢ h)Customer Base & Success

o

Major Customer Logos: N/A.

Customer Segments Served: Private seelgere.

Number of Customers: Haevder 10k+ "joined" (kan veere pre-launch).
Customer Testimonials: Pa website/Trustpilot.

Case Studies & Success Stories: Fremhaever gns. bonus/salgspris.
Customer Support Structure: INA (Sandsynligvis online).

Customer Success Methodology: Fokus pa succesfuld match/bonus
udbetaling.

Onboarding Process: Digital registrering/ansggning.
User Community: Ingen tegn.

Customer Retention Rate: N/A.

Net Promoter Score (NPS): INA.

Common Customer Complaints: Agent-skepsis (Reddit), ellers tidligt
positivt (Trustpilot).

e i) Technology & Innovation

@)

Technology Stack & Architecture: INA (Udover web-platform).
Product Development Methodology: INA (Sandsynligvis agil).
Release Cadence: INA.

Innovation Focus Areas: Forretningsmodelinnovation (cash bonus).
R&D Investments: INA (Daekket af seed).

Patent Portfolio: INA (Naevner "patent-pending").

Recent Technology Acquisitions: Ingen.

API Strategy: INA.

Mobile Strategy: Mobilvenlig website. App INA.

Cloud/Infrastructure Approach: INA (Sandsynligvis cloud).



o

o

Security & Compliance Certifications: Beskytter saelgerinfo (iflg. website).
Specifikke INA.

Al/ML Applications: Neevner patent-pending matching tech.

e j)Operational Capabilities

o

o

Supply Chain Structure: N/A.
Manufacturing/Production Capabilities: N/A.
Distribution Network: Digital platform.

Quality Control Processes: Verificering af ejerskab (First American Title),
agent-ansggning.

Operational Efficiency Metrics: INA.

Scalability Mechanisms: Platform skalerbar; udfordring i agent-
netvaerk/support.

Disaster Recovery/Business Continuity: INA.
Outsourcing Practices: INA.

Sustainability Initiatives: INA.

e k) Talent & Culture

o

Hiring Focus Areas: INA (Sandsynligvis Tech, Marketing, Salg, Ops). Sgger
bredt iflg. website.

Company Culture Description: INA (Formodet startup, disruptiv). Mission-
drevet.

Employee Value Proposition: INA (Formodet: disrupte branche, arbejde
med kendte stiftere).

Remote Work Policy: INA.

Glassdoor Ratings & Common Themes: INA (For ny/lille).
LinkedIn Growth Analysis: Kan analyseres.

Talent Acquisition Strategy: INA.

Training & Development Programs: INA.

Diversity & Inclusion Initiatives: INA.

Recognition & Awards as Employer: Ingen.



¢ |)Financial Health
o Revenue Trends: INA.
o Profitability Status: INA (Sandsynligvis ikke profitabel).
o Burn Rate: INA (Sandsynligvis betydelig).
o Cash Reserves: INA ($20M rejst 2022).
o Financial Backing Stability: VC-stgttet (Deer Park).
o Recent Financial News: $20M seed (Okt 2022).
o Investment Priorities: Markedsudrulning, platform, marketing.

o Cost Structure Analysis: Tech, marketing, personale, bonus-udbetaling (via
fee).

o Financial Risk Factors: Volumenafhangighed, agent adoption,
konkurrence, boligmarked.

e m) Strategic Direction

o Stated Strategic Priorities: US markeds-ekspansion, onboarde
saelgere/maeglere.

o Recent Strategic Moves: Lancering (Juni 2024).
o Market Expansion Plans: Aktiv US ekspansion.
o Product Expansion Direction: INA (Muligvis kegber-side?).
o Acquisition History/Targets: Ingen. Potentielt exit-mal.
o Partnership Strategy: Opbygge agent-netvaerk. First American Title.
o Competitive Response Patterns: INA (For ny).
o Pivot History: Rebranded fra "BidMyListing".
o Long-term Vision Indicators: Foretrukne platform for maeglervalg i USA.
o Potential Exit Strategy: Opkab (portal, keede, finans), IPO (lang sigt).
e n)Strengths & Vulnerabilities

o Strengths: Unik Cash Bonus model, Kendte stiftere, $20M funding, Klar
veaerdiproposition, Potentiel agent-motivation.



o

Vulnerabilities: Ny/Uprgvet model, Ukendt profitabilitet, Begraenset
reekkevidde, Potentiel agent-modstand, Ukendt agent-kvalitetskontrol,
Begraenset serviceudbud pt.

A.2 Competitor Profile: UpNest (upnest.com)

e a) Company Overview

o

Full Legal Name: UpNest, Inc. (opererer under Move, Inc.).
Year Founded: 2013.

Headquarters Location: San Mateo, CA (fgr opkgb); nu Santa Clara, CA
(Move, Inc.).

Additional Office Locations: Integreret i Move, Inc.

Ownership Structure: Helejet datterselskab af Move, Inc. (siden Jun 2022).
Parent Company: Move, Inc. (Realtor.com) -> News Corp.

Number of Employees: 50+ ved opkab. Nuvaerende INA.

Revenue Range or Exact Figure: INA (Integreret). Move Inc. $448M (2024).
Growth Rate: INA (Move Inc. +21% 2024, men fald Q1 2025).

Funding Information: $2.8M rejst for opkab.

Mission Statement: (For opkeb) Hjaelpe med at finde bedste maegler via
konkurrence/transparens.

Vision Statement: INA.
Core Values: (Udledt) Konkurrence, Valgmuligheder, Effektivitet.

Company History Timeline: 2013 Grundlagt -> 2013-21 Vaekst -> Jun 2022
Opkegbt af Move, Inc. ->2022-Nu "UpNest by Realtor.com".

e b)Leadership & Organizational Structure

o

CEO/Founder Background: Simon Ru (Founder, blev del af Move, Inc.).
Key Executive Team Members: Integreret i Move, Inc. ledelse.

Board of Directors: N/A.

Advisory Board: N/A.

Organizational Structure: Forretningsenhed/produktlinje under Move, Inc.



o Department Sizes/Focus Areas: INA.
o Recent Executive Changes: Integration i Move, Inc. (2022).
¢ c)Market Position

o Target Market Segments: Boligsaelgere/-kgbere i USA (sammenligning);
Ejendomsmaeglere (lLeads).

o Geographic Focus/Reach: Landsdaekkende USA.

o Market Share: INA (Kendt spiller, gget via Realtor.com).

o Growth Trajectory: INA (Sandsynligvis stabil/voksende pga. Realtor.com).
o Industry Rankings or Recognition: Ferende platform for opkab.

o Key Differentiators: Gratis for forbrugere, hurtig matching, konkurrence,
Realtor.com netvaerk.

o Positioning Statement: (Uofficiel) Smart, gratis made at fa top lokale
meeglere til at konkurrere via Realtor.com.

o Unique Selling Proposition (USP): "Compare Top Agents. Save Thousands."
(Besparelser ikke garanteret).

o Brand Perception & Reputation: Generelt positivt, men kritik af
kundeservice, agentkvalitet, reelle besparelser. News Corp ejerskab kan
pavirke.

¢ d)Products & Services Portfolio

o Core Product/Service Lines: Online platform til agent-matching via
konkurrerende forslag.

o Product/Service Descriptions: Forbruger indsender behov -> Match med
maeglere -> Maeglere sender forslag -> Forbruger sammenligner/vaelger.

o Key Features & Capabilities: Matching algoritme, forslagsplatform,
agentprofiler (reviews/stats), sammenlighing, kommunikation (muligvis).

o Product Architecture/Technology: Web-baseret, integreret med
Realtor.com tech. Bruger Cloudflare, Google Analytics, WordPress
(BuiltWith).

o Recent Product Launches: Integrationer/forbedringer som del af
Realtor.com.



o

Product Roadmap Indicators: INA (Sandsynligvis dybere Realtor.com
integration, bedre matching).

Product Update Frequency: INA.

Quality Reputation: Platform fungerer, men varierende
agentkvalitet/kundeservice rapporteret.

Product Awards/Recognition: Muligvis far opkgb.
Integration Capabilities: Steerkt integreret med Realtor.com.
Customization Options: Maeglere tilpasser forslag.

Implementation Methodology: SaaS.

e) Business Model

o

o

Revenue Model Structure: Henvisningsgebyr (Referral Fee) fra maegler.

Pricing Strategy & Models: Gratis for forbrugere. Maegler betaler typisk 30%
(op til 35%) af brutto provision ved lukket handel. Evt. gebyr for "featured"
status.

Price Points: 30-35% af maeglerprovision pr. succesfuld transaktion.
Package/Tier Structure: N/A for forbrugere. Muligvis for maeglere.

Contract Terms: Aftale mellem UpNest/maegler om referral fee. Ingen
forpligtelse for forbruger.

Free Trial/Freemium Offerings: Gratis for forbrugere; gratis for maeglere at
deltage.

Average Deal Size (UpNest's indtaegt): INA.

Sales Cycle Length: Hurtig matching, samlet proces afhaenger af marked.
Customer Acquisition Cost (CAC): INA (Stordriftsfordele via Realtor.com).
Customer Lifetime Value (LTV): INA (Potentiel gentagen brug).

Profitability Metrics: INA (Del af Move, Inc.). Referral model typisk
profitabel ved volumen.

Revenue Diversification: Primeert referral fees. Evt. featured agent fees.

f) Go-to-Market Strategy



o Sales Organization Structure: Integreret i Move, Inc. (Agent partnerskaber,
forbruger marketing).

o Sales Channel Strategy: Direkte (UpNest.com) & Integreret (Realtor.com).
o Partner Ecosystem: Ejendomsmaeglere (kerne), Realtor.com.

o Target Account Strategy: Seelgere/kobere i USA; Aktive maeglere i USA.

o Geographic Expansion Approach: Landsdaekkende USA.

o Market Entry Tactics: Udnytter Realtor.com's trafik og brand.

o Ildeal Customer Profile Definition: Forbrugere (bekvemmelighed,
sammenligning); Maeglere (kvalificerede leads, villige til at betale hgj fee).

o Vertical Specialization: Residentielt salg/keb.
e g) Marketing & Communication

o Brand Positioning: Smart, effektiv, gratis made at finde maegler via
Realtor.com.

o Messaging Themes: Sammenlighing, konkurrence, potentielle besparelser,
top-agenter, Realtor.com-stgottet.

o Content Marketing Approach: Blog, guides (integreret med Realtor.com).

o Digital Marketing Channels Used: SEO, SEM, Display, Email (via
Realtor.com).

o Social Media Presence & Activity: Integreret i Realtor.com's strategi.
o Event Participation: Muligvis branche-events (agent rekruttering).
o Public Relations Strategy: Handteres af Move, Inc./News Corp.
o Thought Leadership Areas: Agent-matching trends, forbrugeradfaerd.
o Advertising Campaigns: Integreret i Realtor.com's.
o Lead Generation Tactics: Website (UpNest/Realtor.com), partnerskaber.
o Community Building Efforts: Ingen specifikke.
o Marketing Technology Stack: Integreret med Move, Inc.
e h)Customer Base & Success

o Major Customer Logos: N/A.



o Customer Segments Served: Private salgere/kabere.
o Number of Customers: INA (Stort antal formodet).
o Customer Testimonials: P4 UpNest.com / tredjeparts sites.

o Case Studies & Success Stories: Fremhaever succesfulde
matches/besparelser.

o Customer Support Structure: Online kanaler. Kritik af
kvalitet/tilgeengelighed.

o Customer Success Methodology: Fokus pa succesfuld matching.

o Onboarding Process: Simpel online formular (forbruger);
Ansggning/screening (maegler).

o User Community: Ingen formel.
o Customer Retention Rate: INA.
o Net Promoter Score (NPS): INA.

o Common Customer Complaints: Kundeservice, varierende agentkvalitet,
manglende reelle besparelser, hgje referral fees (agenter).

e i) Technology & Innovation
o Technology Stack & Architecture: Integreret med Move, Inc./Realtor.com.

o Product Development Methodology: INA (Sandsynligvis agil inden for
Move).

o Release Cadence: INA.

o Innovation Focus Areas: Matching-algoritmer, integration med Realtor.com
services.

o R&D Investments: Del af Move, Inc.

o Patent Portfolio: INA.

o Recent Technology Acquisitions: Blev selv opkgbt.

o API Strategy: INA (Muligvis interne APl'er).

o Mobile Strategy: Mobilvenlig website; funktionalitet i Realtor.com app.
o Cloud/Infrastructure Approach: INA (Sandsynligvis cloud via Move).

o Security & Compliance Certifications: INA (Formodet standarder via Move).



o AI/ML Applications: Sandsynligvis i matching-algoritme.
¢ j)Operational Capabilities
o Supply Chain Structure: N/A.
o Manufacturing/Production Capabilities: N/A.
o Distribution Network: Digital platform (UpNest.com / Realtor.com).

o Quality Control Processes: Agent-screening (kritiseret for dybde).
Transaktionsovervagning (referral fee).

o Operational Efficiency Metrics: INA.
o Scalability Mechanisms: Platform skalerbar, understgttet af Move, Inc.
o Disaster Recovery/Business Continuity: Handteres af Move, Inc.
o Outsourcing Practices: INA (Muligvis kundeservice/udvikling).
o Sustainability Initiatives: INA.
¢ k) Talent & Culture

o Hiring Focus Areas: Integreret i Move, Inc. Fokus pa salg/radgivning (UpNest
Advisor).

o Company Culture Description: Del af Move, Inc./News Corp kultur
(Corporate, performance-fokuseret).

o Employee Value Proposition: Arbejde for stort brand (Realtor.com/News
Corp).

o Remote Work Policy: Afhaenger af Move, Inc.

o Glassdoor Ratings & Common Themes: Skal ses under Move, Inc.
(Potentielle work-life udfordringer).

o Linkedln Growth Analysis: Skal ses under Move, Inc.

o Talent Acquisition Strategy: Handteres af Move, Inc.

o Training & Development Programs: INA (Sandsynligvis via Move).

o Diversity & Inclusion Initiatives: Handteres af Move, Inc./News Corp.
o Recognition & Awards as Employer: Skal ses under Move, Inc.

¢ |)Financial Health



o Revenue Trends: INA (Move Inc. $448M 2024, men fald Q1 2025).

o Profitability Status: INA (Referral model typisk profitabel ved skala).

o Burn Rate: N/A.

o Cash Reserves: Del af Move, Inc./News Corp.

o Financial Backing Stability: Meget hgj (News Corp).

o Recent Financial News: Opkgb (2022). Del af News Corp rapportering.

o Investment Priorities: Integration, vaekst via Realtor.com,
serviceforbedring.

o Cost Structure Analysis: Tech, marketing (stordrift), personale,
kundeservice.

o Financial Risk Factors: Konkurrence (Redy, HomelLight, Clever), @ndringer i
meaeglerbranche, afhaengighed af Realtor.com.

e m) Strategic Direction

o Stated Strategic Priorities: Vaekst i agent-matching markedsandel, dybere
Realtor.com integration, forbedre kunde/agent oplevelse.

o Recent Strategic Moves: Opkgbet af Move, Inc.

o Market Expansion Plans: Fokus pa USA.

o Product Expansion Direction: Integration med flere Realtor.com services.
o Acquisition History/Targets: Blev selv opkgbt.

o Partnership Strategy: Tiltreekke/fastholde kvalitetsmaeglere. Udnytte
Realtor.com partnerskaber.

o Competitive Response Patterns: Konkurrerer via bekvemmelighed, brand,
netveerk. Mindre prisfokus. Moderat reaktionshastighed.

o Pivot History: Fra startup til integreret del af portal.

o Long-term Vision Indicators: Dominerende platform for agent-matching i
USA (linket til Realtor.com).

o Potential Exit Strategy: N/A.

e n)Strengths & Vulnerabilities



o Strengths: Ejes af Move/Realtor.com (trafik, brand, ressourcer), Etableret
platform/netvaerk, Gratis for forbrugere, Attraktiv referral model for agenter.

o Vulnerabilities: Hgj referral fee, Inkonsistent agentkvalitet, Garanterer ikke
besparelser, Kundeservice kritik, Mindre agilitet end startups, Afhaengighed
af Realtor.com.

A.3 Competitor Profile: Estaldo (estaldo.com)
e a) Company Overview

o Full Legal Name: Estaldo ApS.
o Year Founded: 2019 (lLanceret ~2020).
o Headquarters Location: Aarhus, Danmark.
o Additional Office Locations: INA.
o Ownership Structure: Privat ApS.
o Parent Company: N/A.
o Number of Employees: 10-19 (CVR).
o Revenue Range or Exact Figure: INA (Se finansiel analyse).
o Growth Rate: INA.

o Funding Information: Modtaget funding (bl.a. Vaekstfonden, private). Belgb
INA.

o Mission Statement: (Udledt) Gare boligsalg billigere, mere transparent og
enklere i DK via digital platform/fast saleer.

o Vision Statement: (Udledt) Udfordre traditionel masglerbranche i DK.
o Core Values: (Udledt) Transparens, Lav pris, Digitalisering, Enkelhed.

o Company History Timeline: 2019 Stiftet ->~2020 Lancering -> Lgbende
funding/veekst.

e b)Leadership & Organizational Structure

o CEO/Founder Background: Ann Dyreborg Rosenskjold (CEO). Medstiftere:
Jakob Neua Ngrgaard, Martin Ernstsen.

o Key Executive Team Members: Benjamin Raun (CFO). Andre INA.

o Board of Directors: Ja (CVR). Medlemmer INA.



o

Advisory Board: INA.
Organizational Structure: INA (Sandsynligvis flad startup).

Department Sizes/Focus Areas: INA (Formodet: Salg/Radgivning,
Marketing, Tech, Admin).

Recent Executive Changes: INA.

e c¢)Market Position

o

Target Market Segments: Private boligsaelgere i DK (prisbevidste, digitalt
kyndige, villige til selvfremvisning).

Geographic Focus/Reach: Landsdaekkende DK.

Market Share: INA (Mindre spiller, men fgrende digital).
Growth Trajectory: INA (Formodet voksende).

Industry Rankings or Recognition: Anerkendt digital udfordrer.

Key Differentiators: Fast lavt saleer, digital platform, transparens, fleksible
pakker.

Positioning Statement: (Uofficiel) Moderne, digital maegler med fair,
gennemskueligt boligsalg til fast lav pris.

Unique Selling Proposition (USP): "Saelg din bolig til fast lavt salaer fra
[aktuel pris]."

Brand Perception & Reputation: Billigt, moderne alternativ. Generelt
positive anmeldelser (Trustpilot).

¢ d)Products & Services Portfolio

o

Core Product/Service Lines: Digital eiendomsmaeglerservice med faste
prispakker.

Product/Service Descriptions: Pakker ("Saelg Selv", "Medsalg" etc.). Basis:
Sagsoprettelse, docs, foto, markedsfaring, radgivning. Tilkeb: Fremvisning.

Key Features & Capabilities: Digital platform ("MyEstaldo"), faste priser,
prof. praesentation, online markedsfgring. Bruger Cloudflare, Google Tag
Manager (BuiltWith).

Product Architecture/Technology: Proprieteer web-platform. Integrerer med
Boligsiden/Boliga.



o Recent Product Launches: Justering af pakker/priser.

o Product Roadmap Indicators: INA (Formodet: platform forbedring, UX,
tillaegsydelser).

o Product Update Frequency: INA.
o Quality Reputation: Generelt god (pris/proces).
o Product Awards/Recognition: INA.
o Integration Capabilities: Boligportaler. Andre INA.
o Customization Options: Valg mellem pakker.
o Implementation Methodology: Digital service.
e e)Business Model
o Revenue Model Structure: Faste salaerer pr. salg. Evt. tilkeb.

o Pricing Strategy & Models: Fast pris pr. pakke. DKK 24.495 (total, ekskl.
tilkeb).

o Price Points: DKK 6.995 (start) + DKK 17.500 (ved salg).
o Package/Tier Structure: Typisk 2-3 pakker (forskel i fremvisning).

o Contract Terms: Aftale om ydelser mod fast betaling. Delvis upfront, rest
ved salg.

o Free Trial/Freemium Offerings: Gratis salgsvurdering.
o Average Deal Size: DKK 24.495 + evt. tilkab.
o Sales Cycle Length: Afhaenger af liggetid.
o Customer Acquisition Cost (CAC): INA.
o Customer Lifetime Value (LTV): Lav (engangssalg).
o Profitability Metrics: Ikke profitabel (Nettotab 2023).
o Revenue Diversification: Primeert salgspakker.
o f) Go-to-Market Strategy
o Sales Organization Structure: Internt team (salgsradgivere/maeglere).
o Sales Channel Strategy: Direkte (website, telefon).

o Partner Ecosystem: Fotografer, lokale vurderingseksperter.



o

Target Account Strategy: Individuelle szelgere i DK.
Geographic Expansion Approach: Landsdeekkende DK.
Market Entry Tactics: Prisdifferentiering, digital tilstedevaerelse, PR.

Ideal Customer Profile Definition: Prisbevidst, digitalt kyndig, villig til selv
at fremvise.

Vertical Specialization: Residentielt salg.

e g)Marketing & Communication

@)

o

Brand Positioning: Fair, billig, digital maegler.
Messaging Themes: "Fast lavt salaer", "Spar tusinder", "Moderne boligsalg".
Content Marketing Approach: Blog, guides, testimonials.

Digital Marketing Channels Used: SEO, SEM, Social Media (annoncer),
Email, Trustpilot.

Social Media Presence & Activity: Aktive (Facebook/Instagram).
Event Participation: INA.
Public Relations Strategy: Medieomtale som digital udfordrer.

Thought Leadership Areas: Fremtidens ejendomshandel, digitalisering, fair
pris.

Advertising Campaigns: Online fokus pa pris.
Lead Generation Tactics: Website (vurdering, kontakt), online annoncer.
Community Building Efforts: Ingen specifikke.

Marketing Technology Stack: INA.

e h)Customer Base & Success

o

Major Customer Logos: N/A.

Customer Segments Served: Private seelgere.

Number of Customers: INA (Sandsynligvis tusindvis).
Customer Testimonials: Mange positive (Trustpilot, website).

Case Studies & Success Stories: Fremhaver besparelser, tilfredse kunder,
hurtige salg.



o Customer Support Structure: Telefon, digital (platform/email).
o Customer Success Methodology: Fokus pa gnidningsfri digital proces.

o Onboarding Process: Digital (vurdering, foto, annonce). Godt vejledt iflg.
anmeldelser.

o User Community: Ingen.
o Customer Retention Rate: N/A.
o Net Promoter Score (NPS): INA (Hgj formodet pga. Trustpilot).

o Common Customer Complaints: Forsinkelser i budrunder,
forventningsafstemning (selvfremvisning), bindingsperioder.

e i) Technology & Innovation
o Technology Stack & Architecture: INA (Udover web-platform "MyEstaldo").
o Product Development Methodology: INA (Sandsynligvis agil).
o Release Cadence: INA.
o Innovation Focus Areas: Digitalisering af processer, UX pa platform.
o R&D Investments: INA.
o Patent Portfolio: Ingen kendte.
o Recent Technology Acquisitions: Ingen kendte.
o API Strategy: INA (Integration med portaler).
o Mobile Strategy: Mobilvenlig website. App INA.
o Cloud/Infrastructure Approach: INA (Sandsynligvis cloud).
o Security & Compliance Certifications: GDPR. Andre INA.
o Al/ML Applications: Ikke eksplicit naevnt.
¢ j)Operational Capabilities
o Supply Chain Structure: N/A.
o Manufacturing/Production Capabilities: N/A.
o Distribution Network: Digital platform, netvaerk af radgivere/fotografer.

o Quality Control Processes: Prof. fotografering, overholdelse af lov,
kundefeedback.



o

Operational Efficiency Metrics: INA.

Scalability Mechanisms: Digital platform skalerbar; udfordring i personlig
radgivning/partnernetveerk.

Disaster Recovery/Business Continuity: INA.
Outsourcing Practices: Fotografering. Evt. marketing/IT.

Sustainability Initiatives: INA.

e k) Talent & Culture

@)

o

Hiring Focus Areas: Maeglere/radgivere, marketing, kundeservice, IT.

Company Culture Description: Transparent, agil, startup, internationalt
isleet.

Employee Value Proposition: INA (Formodet: disrupte branche).
Remote Work Policy: INA (Sandsynligvis fleksibel).
Glassdoor Ratings & Common Themes: INA (Begraenset data).

LinkedIn Growth Analysis: Kan analyseres. Viser ansatte inden for
tech/marketing/salg.

Talent Acquisition Strategy: Jobopslag, Linkedin.
Training & Development Programs: INA.
Diversity & Inclusion Initiatives: INA.

Recognition & Awards as Employer: INA.

e |) Financial Health

o

Revenue Trends: Kan analyseres via CVR (Brugerinput: Bruttofortj. 1.6M
2023).

Profitability Status: Ikke profitabel (Brugerinput: Nettotab -7.1M 2023).
Burn Rate: INA.

Cash Reserves: INA (Brugerinput: God likviditet 197% 2023).

Financial Backing Stability: Stottet af Veekstfonden, private investorer.
Recent Financial News: Seneste regnskab.

Investment Priorities: Vaekst, marketing, platform.



o Cost Structure Analysis: Personale, marketing, platform, partnere.

o Financial Risk Factors: Konkurrence (Brikk), afhaengighed af marked,
opnaelse af lansomhed.

e m) Strategic Direction
o Stated Strategic Priorities: Veekst i markedsandel (DK), fokus pa lavpris.
o Recent Strategic Moves: Justering af priser/pakker.
o Market Expansion Plans: Fokus DK. International INA.
o Product Expansion Direction: INA (Muligvis tillzegsydelser).
o Acquisition History/Targets: Ingen kendte. Potentielt opkgbsmal.
o Partnership Strategy: Fotografer, evt. andre PropTech.

o Competitive Response Patterns: Konkurrerer pa pris/digital
bekvemmelighed. Moderat/hurtig reaktion (begraenset af finanser).

o Pivot History: Ingen kendte.

o Long-term Vision Indicators: Signifikant spiller i DK.

o Potential Exit Strategy: Opkgb (kaede, bank, portal, international).
e n)Strengths & Vulnerabilities

o Strengths: Lav fast pris, Digital platform, Godt omdgmme (Trustpilot),
Erfarent team, God likviditet/soliditet (2023).

o Vulnerabilities: Ikke profitabel (stort tab 2023), Begreenset personlig
service, Operationelle flaskehalse (budrunder), Afhaengig af kundens
indsats, Intens konkurrence (Brikk).

A.4 Competitor Profile: Brikk (brikk.dk)
e a)Company Overview
o Full Legal Name: Brikk ApS (under Brikk Gruppen ApS).
o Year Founded: 2018 (Gruppe 2019).
o Headquarters Location: Kebenhavn, Danmark.
o Additional Office Locations: INA.

o Ownership Structure: Privat ApS.



Parent Company: Brikk Gruppen ApS.

Number of Employees: 10-19 (CVR).

Revenue Range or Exact Figure: INA (Se finansiel analyse).

Growth Rate: INA.

Funding Information: Modtaget investeringer (bl.a. Coop i 2022). Belgb INA.

Mission Statement: (Udledt) Tilbyde moderne, digitalt, overkommeligt
alternativ til traditionelt boligsalg i DK.

Vision Statement: (Udledt) Modernisere/effektivisere maeglerbranchen via
data/tech.

Core Values: (Udledt/Naevnt) Integritet, Passion, Innovation, Lavpris,
Digitalisering.

Company History Timeline: 2018 Stiftet -> ~2019 Lancering -> Lebende
funding/veekst -> 2022 Coop investering.

e b)Leadership & Organizational Structure

@)

o

CEO/Founder Background: Sebastian Beres (CEO, Co-Founder), Peter
Rorsgaard (Co-Founder).

Key Executive Team Members: INA.

Board of Directors: Ja (CVR). Medlemmer INA.

Advisory Board: INA.

Organizational Structure: INA (Sandsynligvis flad startup).

Department Sizes/Focus Areas: INA (Formodet: Salg/Maeglere, Marketing,
Tech, Admin).

Recent Executive Changes: INA.

¢ c¢c)Market Position

o

Target Market Segments: Private boligsaelgere i DK (gnsker fuld service til
lav pris). Bredere end Estaldo?

Geographic Focus/Reach: Landsdaekkende DK.
Market Share: INA (Ligner Estaldo).

Growth Trajectory: INA (Formodet voksende, men finansielt presset).



Industry Rankings or Recognition: Central digital akter.

Key Differentiators: Fast lavt salaer (m. fuld service option), Teknologifokus
(Al, Brikk Hub), "Solgt eller gratis" (tidligere?).

Positioning Statement: (Uofficiel) Smart digital maegler med moderne
teknologi og lave faste salzerer.

Unique Selling Proposition (USP): "Saelg din bolig fra [aktuel pris] - Fast lavt
saleer."

Brand Perception & Reputation: Prisattraktivt, moderne. Generelt positive
anmeldelser, men med kritik af servicekonsistens.

e d)Products & Services Portfolio

@)

o

Core Product/Service Lines: Digital ejendomsmaeglerservice med faste
prispakker.

Product/Service Descriptions: Pakker (DKK 19.5k selvfremvisning / DKK
29.5k fuld service). Inkl. vurdering, foto, markedsfaring, docs, forhandling.

Key Features & Capabilities: Digital platform ("Brikk Hub"), faste priser,
prof. preesentation, online markedsfaring, Al-veerktgjer (pris/analyse).
Bruger Cloudflare, Google Analytics (BuiltWith). Outsourcer foto til Zigna.

Product Architecture/Technology: Proprieteer web-platform ("Brikk Hub").
Recent Product Launches: Al-vaerktgjer, justering af pakker.

Product Roadmap Indicators: INA (Formodet: mere Al, platform
optimering).

Product Update Frequency: INA.

Quality Reputation: Generelt god (pris/professionalisme), men inkonsistent
iflg. anmeldelser.

Product Awards/Recognition: INA.
Integration Capabilities: Boligportaler, Sociale medier. Andre INA.
Customization Options: Valg mellem pakker, tilkgb.

Implementation Methodology: Digital service m. lokal maegler support.

¢ e)Business Model

o

Revenue Model Structure: Faste salaerer pr. salg. Evt. tilkeb.



@)

Pricing Strategy & Models: Fast pris pr. pakke.
Price Points: DKK 19.500 / DKK 29.500.
Package/Tier Structure: To primeere pakker.

Contract Terms: Aftale om ydelser mod fast betaling. "Solgt eller gratis"
(tidligere/maske ikke leengere).

Free Trial/Freemium Offerings: Gratis salgsvurdering.

Average Deal Size: DKK 19.5k / 29.5k.

Sales Cycle Length: Afhaenger af liggetid.

Customer Acquisition Cost (CAC): INA.

Customer Lifetime Value (LTV): Lav (engangssalg).

Profitability Metrics: Ikke profitabel (Brugerinput: Nettoresultat 0/tab 2024).

Revenue Diversification: Primaert salgspakker.

o f) Go-to-Market Strategy

@)

o

Sales Organization Structure: Internt team (maeglere, radgivere, eksperter).
Sales Channel Strategy: Direkte (website, telefon).

Partner Ecosystem: Fotografer (Zigna), lokale eksperter. Coop
(investor/partner?).

Target Account Strategy: Individuelle szelgere i DK.

Geographic Expansion Approach: Landsdeaekkende DK. Potentiale for
international.

Market Entry Tactics: Pris, teknologi (Al, Hub), "solgt eller gratis" (tidligere).

Ideal Customer Profile Definition: Prisbevidst saelger der gnsker fuld
service og digital bekvemmelighed.

Vertical Specialization: Residentielt salg.

o g) Marketing & Communication

o

o

Brand Positioning: Moderne, digital, fair pris, tryghed.

Messaging Themes: "Fast lavt salaer", "Spar penge", "Digitalt & nemt", "Al-
drevet".



o Content Marketing Approach: Blog, guides, testimonials.

o Digital Marketing Channels Used: SEO, SEM, Social Media, Trustpilot.

o Social Media Presence & Activity: Aktive.

o Event Participation: INA.

o Public Relations Strategy: Omtale som digital udfordrer, Coop partnerskab.

o Thought Leadership Areas: Digitalisering, prisgennemsigtighed, Al i
ejendomshandel.

o Advertising Campaigns: Online fokus, fremhaever pris/teknologi.
o Lead Generation Tactics: Website (vurdering, kontakt), online annoncer.
o Community Building Efforts: Ingen specifikke.
o Marketing Technology Stack: INA.
e h)Customer Base & Success
o Major Customer Logos: N/A.
o Customer Segments Served: Private salgere.
o Number of Customers: INA (Sandsynligvis tusindvis).
o Customer Testimonials: Mange positive (Trustpilot, website).

o Case Studies & Success Stories: Fremhaver hurtige salg, besparelser,
Brikk Hub.

o Customer Support Structure: Telefon, email, Brikk Hub, personlig maesgler.

o Customer Success Methodology: Fokus pa fuld service proces,
professionel marketing, forhandling.

o Onboarding Process: Vurdering, foto, annonce via Brikk Hub og maegler.
Beskrevet som hurtig/effektiv.

o User Community: Ingen.
o Customer Retention Rate: N/A.
o Net Promoter Score (NPS): INA (Hgj formodet, men med spredning).

o Common Customer Complaints: Darlig kommunikation, manglende
aftaleoverholdelse, hgj maegleromsaetning.



e i) Technology & Innovation
o Technology Stack & Architecture: INA (Udover Brikk Hub, Cloudflare, GA).
o Product Development Methodology: INA.
o Release Cadence: INA.

o Innovation Focus Areas: Al (pris/analyse), platform (Brikk Hub),
automatisering.

o R&D Investments: INA (Sandsynligvis betydelige ift. Al).

o Patent Portfolio: Ingen kendte.

o Recent Technology Acquisitions: Ingen kendte.

o API Strategy: INA.

o Mobile Strategy: Mobilvenlig website. App INA.

o Cloud/Infrastructure Approach: INA (Sandsynligvis cloud).

o Security & Compliance Certifications: GDPR. Andre INA.

o AI/ML Applications: Aktiv brug til prissaetning/markedsanalyse.
e j)Operational Capabilities

o Supply Chain Structure: N/A.

o Manufacturing/Production Capabilities: N/A.

o Distribution Network: Digital platform, netvaerk af maeglere/eksperter.

o Quality Control Processes: Prof. praesentation (outsourced foto),
overholdelse af lov, kundefeedback. Udfordringer med maeglerkonsistens.

o Operational Efficiency Metrics: INA.

o Scalability Mechanisms: Digital platform skalerbar; udfordring i at skalere
konsistent meaeglerservice.

o Disaster Recovery/Business Continuity: INA.
o Outsourcing Practices: Fotografering (Zigna).
o Sustainability Initiatives: INA.

e k) Talent & Culture

o Hiring Focus Areas: Maeglere, marketing, IT, kundeservice.



o

Company Culture Description: Integritet, passion, udfordrer-mentalitet.
Employee Value Proposition: INA (Formodet: forny branche, tech-fokus).
Remote Work Policy: INA (Sandsynligvis fleksibel).

Glassdoor Ratings & Common Themes: INA (Begreenset data). Hgj
meaegleromsaetning naevnt i kundeanmeldelser.

LinkedIn Growth Analysis: Kan analyseres.

Talent Acquisition Strategy: Jobopslag, netvaerk. Fremhaver ansaettelse af
top-talenter.

Training & Development Programs: INA.
Diversity & Inclusion Initiatives: INA.

Recognition & Awards as Employer: INA.

e |) Financial Health

o

Revenue Trends: Kan analyseres via CVR (Brugerinput: Bruttofortj. 14.3M
2024).

Profitability Status: Ikke profitabel (Brugerinput: Nettoresultat 0/tab 2024).
Burn Rate: INA.

Cash Reserves: INA (Brugerinput: Negativ egenkapital -17.9M 2024, svag
likviditet/soliditet). Meget presset.

Financial Backing Stability: Stottet af stiftere, private, Coop. Stabilitet
usikker pga. finansielle tal.

Recent Financial News: Seneste regnskab. Coop investering (2022).
Investment Priorities: Teknologi (Al), vaekst (hvis muligt), overlevelse?

Cost Structure Analysis: Personale, marketing, platform, partnere,
teknologiudvikling.

Financial Risk Factors: Meget hgij risiko pga. negativ egenkapital/svage
nggletal. Konkurrence (Estaldo), afhaengighed af marked, opnaelse af
lensomhed.

¢ m) Strategic Direction

o

Stated Strategic Priorities: Veekst, fastholde position som digital/tech leder.
International ekspansion naevnt (far finansielle udfordringer blev tydelige?).



@)

Recent Strategic Moves: Al-investeringer, Coop partnerskab.
Market Expansion Plans: Fokus DK. International usikker pga. finanser.
Product Expansion Direction: Mere Al, optimering af Brikk Hub.

Acquisition History/Targets: Ingen kendte. Usandsynlig som kgber pt.
Potentielt opkgbsmal (hvis turnaround).

Partnership Strategy: Fotografer, lokale eksperter, Coop.

Competitive Response Patterns: Konkurrerer taet med Estaldo (pris/tech).
Reaktionsevne begreenset af finanser.

Pivot History: Ingen stgrre kendte.

Long-term Vision Indicators: Revolutionere markedet via tech/data
(Europa?).

Potential Exit Strategy: Opkgb (hvis finanser forbedres), konkurs (risiko).

e n)Strengths & Vulnerabilities

o

@)

Strengths: Teknologifokus (Al, Brikk Hub), Lavpris fuld-service option, Godt
omdgmme (generelt), Hgj bruttofortjeneste (potentiale), Coop partnerskab.

Vulnerabilities: Alvorlige finansielle udfordringer (negativ egenkapital,
nggletal), Inkonsistent servicekvalitet (maegleromseaetning), Uklar
profitabilitet, Intens konkurrence (Estaldo).

A.5 Competitor Profile: Heltsolgt (heltsolgt.dk)

¢ a)Company Overview

o

Full Legal Name: Heltsolgt ApS.

Year Founded: 2018.

Headquarters Location: Ksbenhavn, Danmark.

Additional Office Locations: INA.

Ownership Structure: Privat ApS.

Parent Company: N/A.

Number of Employees: 2-4 (CVR).

Revenue Range or Exact Figure: INA (Minimal, se finansiel analyse).

Growth Rate: INA.



Funding Information: Ingen ekstern funding identificeret (formodet
bootstrapped).

Mission Statement: (Udledt) Hjeelpe saelgere med at vaelge bedste
traditionelle maegler og opna fair aftale via gratis radgivning.

Vision Statement: (Udledt) Skabe transparens/bedre vilkar i traditionelt
maeglermarked.

Core Values: (Udledt) Uvildighed (positionering), Gennemsigtighed
(proces), Vaerdi for szelger, Personlig service.

Company History Timeline: 2018 Stiftet -> Labende drift og opbygning af
koncept/omdsmme.

¢ b)Leadership & Organizational Structure

o

@)

CEO/Founder Background: Nis Peter Meibom (Direktor/Stifter).

Key Executive Team Members: INA (Sandsynligvis kun stifter/fa ansatte).
Board of Directors: Ingen (CVR).

Advisory Board: INA.

Organizational Structure: Meget flad, person-centreret.

Department Sizes/Focus Areas: Primeert salg/radgivning, admin.

Recent Executive Changes: N/A.

¢ c)Market Position

@)

Target Market Segments: Private seelgere i DK der foretraekker traditionel
meegler, men gnsker hjaelp til valg/pris. Niche: Saeelgere med sveert
salg/lang liggetid.

Geographic Focus/Reach: Landsdaekkende DK (via lokale maeglerpartnere).
Market Share: INA (Nicheaktar).

Growth Trajectory: INA (Begraenset af model).

Industry Rankings or Recognition: Meget hgj kundetilfredshed (Trustpilot).

Key Differentiators: Gratis for saelger, Uafhaengig radgivning (positionering),
Sparer tid/penge, Personlig service.

Positioning Statement: (Uofficiel) Din gratis, uvildige genvej til den bedste
lokale maegler og det skarpeste tilbud.



o

o

Unique Selling Proposition (USP): "Fa 3 gratis og uforpligtende tilbud fra
lokale maeglere..."

Brand Perception & Reputation: Meget positivt blandt brugere (hjeelpsom,
veerdifuld service).

e d)Products & Services Portfolio

o

o

Core Product/Service Lines: Radgivnings-/formidlingstjeneste for
maeglervalg.

Product/Service Descriptions: Hjeelper med behovsafklaring -> Indhenter 3
tilbud (traditionelle maeglere) -> Hjaelper med sammenligning/valg.

Key Features & Capabilities: Personlig radgivning, maegler-screening,
tilbudsfacilitering, sammenligningshjaelp.

Product Architecture/Technology: Service-baseret model, ikke tech-
platform. Bruger standard kontor/kommunikationstools.

Recent Product Launches: N/A.

Product Roadmap Indicators: INA.

Product Update Frequency: N/A.

Quality Reputation: Meget hgj servicekvalitet (anmeldelser).
Product Awards/Recognition: Ingen kendte.

Integration Capabilities: N/A.

Customization Options: Tilpasset radgivning.

Implementation Methodology: Personlig service (telefon/email).

¢ e)Business Model

o

Revenue Model Structure: Henvisningsgebyr/Provision fra valgt maegler.

Pricing Strategy & Models: Gratis for salger. Maegler betaler ved succesfuld
henvisning.

Price Points: Maeglergebyr INA.
Package/Tier Structure: N/A.

Contract Terms: Aftale mellem Heltsolgt/maegler. Ingen binding for saelger
til Heltsolgt (men kritik af bindingsperioder i maeglerkontrakter naevnt).



o Free Trial/Freemium Offerings: Hele ydelsen gratis for szelger.
o Average Deal Size (Heltsolgt's indtaegt): INA.
o Sales Cycle Length: Relativt kort (valgfase).

o Customer Acquisition Cost (CAC): INA (Sandsynligvis lav pga. online/word-
of-mouth).

o Customer Lifetime Value (LTV): Lav (engangsbrug).

o Profitability Metrics: Ikke profitabel (Brugerinput: Tab og negativ
egenkapital 2023).

o Revenue Diversification: Kun maeglerprovision identificeret.
o f) Go-to-Market Strategy
o Sales Organization Structure: Stifter primaer person.

o Sales Channel Strategy: Direkte (website, telefon), Word-of-mouth
(Trustpilot).

o Partner Ecosystem: Traditionelle ejendomsmaeglere (DK).

o Target Account Strategy: Individuelle saelgere (iseer dem der overvejer
traditionel maegler).

o Geographic Expansion Approach: Landsdakkende DK.

o Market Entry Tactics: Veerditilbud (gratis, spar tid/penge), testimonials,
SEO.

o ldeal Customer Profile Definition: Szelger der gnsker traditionel maegler,
men er usikker/prisbevidst eller har svaert salg.

o Vertical Specialization: Residentielt salg (via traditionelle maeglere).
e g)Marketing & Communication
o Brand Positioning: Uvildig, gratis hjeelper til valg af traditionel masgler.

o Messaging Themes: "Gratis hjeelp", "Spar tid/penge", "Fa bedste tilbud",
"Tryghed".

o Content Marketing Approach: Website, FAQ, Trustpilot integration.
o Digital Marketing Channels Used: SEO, SEM (muligvis), Trustpilot, Website.

o Social Media Presence & Activity: Begraenset/ingen.



o

Event Participation: INA.

Public Relations Strategy: Minimal/ingen.

Thought Leadership Areas: Gennemsigtighed, saleerforhandling.
Advertising Campaigns: Sandsynligvis begraenset.

Lead Generation Tactics: Website (kontakt), Trustpilot.
Community Building Efforts: Ingen.

Marketing Technology Stack: INA (Simpel).

e h)Customer Base & Success

@)

Major Customer Logos: N/A.

Customer Segments Served: Private seelgere.

Number of Customers: INA (Hundredevis af anmeldelser).
Customer Testimonials: Ekstremt positive (Trustpilot).

Case Studies & Success Stories: Trustpilot anmeldelser. Fokus pa salg efter
stagnation.

Customer Support Structure: Personlig support (stifter/team).

Customer Success Methodology: Fokus pa hgij tilfredshed via personlig
service og gode maeglertilbud.

Onboarding Process: Personlig dialog efter kontakt.
User Community: Ingen.

Customer Retention Rate: N/A.

Net Promoter Score (NPS): INA (Meget hgj formodet).

Common Customer Complaints: Meget fa. Kritik af kontraktbindinger (i
maegleraftaler).

e i) Technology & Innovation

o

Technology Stack & Architecture: Ikke tech-drevet. Standard
kontor/kommunikationstech.

Product Development Methodology: N/A.

Release Cadence: N/A.



o Innovation Focus Areas: Serviceinnovation.
o R&D Investments: Ingen.
o Patent Portfolio: Ingen.
o Recent Technology Acquisitions: Ingen.
o API Strategy: N/A.
o Mobile Strategy: Mobilvenlig website.
o Cloud/Infrastructure Approach: Standard cloud-services.
o Security & Compliance Certifications: GDPR.
o AI/ML Applications: Ingen.
e j)Operational Capabilities
o Supply Chain Structure: N/A.
o Manufacturing/Production Capabilities: N/A.
o Distribution Network: Service via telefon/email.
o Quality Control Processes: Personlig opfelgning, Trustpilot.
o Operational Efficiency Metrics: INA.
o Scalability Mechanisms: Meget begraenset skalerbarhed (personafhaengig).
o Disaster Recovery/Business Continuity: INA (Basal formodet).
o Outsourcing Practices: Ingen kendte.
o Sustainability Initiatives: INA.
e k) Talent & Culture
o Hiring Focus Areas: INA (Ikke aktiv).
o Company Culture Description: INA (Personlig, kundefokuseret).
o Employee Value Proposition: INA.
o Remote Work Policy: INA (Fleksibel formodet).
o Glassdoor Ratings & Common Themes: Ingen data.
o LinkedIn Growth Analysis: INA (Stabil/ingen vaekst formodet).

o Talent Acquisition Strategy: N/A.



o

o

o

Training & Development Programs: INA.
Diversity & Inclusion Initiatives: INA.

Recognition & Awards as Employer: Ingen.

) Financial Health

o

Revenue Trends: INA (Beskedne formodet).

Profitability Status: Ikke profitabel (Brugerinput: Tab og negativ egenkapital
2023).

Burn Rate: Lav/ingen (formodet bootstrapped).

Cash Reserves: INA.

Financial Backing Stability: Afhaengig af stifter/indtjening.

Recent Financial News: Seneste regnskab.

Investment Priorities: Opretholde drift.

Cost Structure Analysis: Meget lave faste omk. (Len, marketing, IT).

Financial Risk Factors: Afhaengighed af maeglerprovision, konkurrence
(digitale), maegleres villighed til at betale.

m) Strategic Direction

o

o

Stated Strategic Priorities: Opretholde hgj servicekvalitet/omdgmme.
Recent Strategic Moves: Ingen kendte.

Market Expansion Plans: Fokus DK.

Product Expansion Direction: Ingen tegn.

Acquisition History/Targets: Ingen. Ikke oplagt mal.

Partnership Strategy: Vedligeholde relationer til traditionelle maeglere.
Competitive Response Patterns: Minimal/langsom reaktion.

Pivot History: Ingen kendte.

Long-term Vision Indicators: Foretrukne "maeglervaelger-hjeelper" for
traditionelt segment.

Potential Exit Strategy: Begraenset. Salg til enkeltperson.

n) Strengths & Vulnerabilities



o

o

Strengths: Gratis for saelger, Ekstremt hgj kundetilfredshed, Personlig
service, Lagser reelt problem for niche.

Vulnerabilities: Meget begraenset skalerbarhed, Personafhaengighed,
Finansielt sarbar (tab, neg. egenkapital), Ingen teknologisk fordel, Afhaengig
af maeglerprovision.

A.6 Competitor Profile: Home (home.dk)

e a) Company Overview

o

Full Legal Name: home a/s.

Year Founded: 1990.

Headquarters Location: Aarhus, Danmark (Kaedekontor).

Additional Office Locations: Landsdaekkende netvaerk af franchisebutikker.
Ownership Structure: Helejet datterselskab af Realkredit Danmark A/S.
Parent Company: Realkredit Danmark A/S -> Danske Bank A/S.

Number of Employees: Mange (centralt + lokalt). Specifikt antal INA.

Revenue Range or Exact Figure: INA (Integreret i Realkredit
Danmark/Danske Bank).

Growth Rate: INA.
Funding Information: N/A (Ejes af stor bank).

Mission Statement: INA (Sandsynligvis relateret til at vaere farende maegler
med fokus pa tryghed/resultater).

Vision Statement: INA.

Core Values: INA (Sandsynligvis Tryghed, Professionalisme,
Lokalkendskab, Resultater).

Company History Timeline: 1990 Grundlagt -> Veekst til stor keede -> Ejes af
Realkredit Danmark.

e b)Leadership & Organizational Structure

o

o

o

CEO/Founder Background: Jens Peter Jensen (Direktgr for home a/s).
Key Executive Team Members: INA (Professionel ledelse).

Board of Directors: Ja (Integreret i Realkredit Danmark struktur).



o

Advisory Board: INA.

Organizational Structure: Franchise-model med centralt keedekontor og
selvstaendige lokale butikker. Hierarkisk.

Department Sizes/Focus Areas: Centralt: Marketing, IT, Jura, HR, Franchise
support. Lokalt: Salg, Vurdering, Administration.

Recent Executive Changes: INA.

e c¢)Market Position

o

Target Market Segments: Bredt udsnit af private boligsaelgere/-kgbere i DK.
Appellerer til dem der vaegter tryghed, brand, fuld service.

Geographic Focus/Reach: Landsdaekkende DK.
Market Share: En af de stgrste kaeder i DK (praecis andel INA).
Growth Trajectory: Moden virksomhed, sandsynligvis stabil markedsandel.

Industry Rankings or Recognition: Top-rangeret kaede ift. starrelse og
kendskab.

Key Differentiators: Steerkt brand, Landsdaekkende netvaerk, Fuld service,
Bankejerskab (tryghed, finansiering).

Positioning Statement: (Uofficiel) Danmarks ferende ejendomsmaegler, der
sikrer et trygt og professionelt boligsalg.

Unique Selling Proposition (USP): INA (Fokus pa tryghed, resultater,
lokalkendskab).

Brand Perception & Reputation: Meget steerkt, etableret, trovaerdigt,
professionelt, (dyrt).

¢ d)Products & Services Portfolio

@)

Core Product/Service Lines: Fuld service ejendomsmaegler (salg, vurdering,
keberradgivning).

Product/Service Descriptions: Traditionel proces: Vurdering, aftale, foto,
markedsfgring (bredt), fremvisning, forhandling, papirarbejde.

Key Features & Capabilities: Lokalkendskab, stort keberkartotek,
professionel handtering, "Mit home" digital platform, adgang til
bankservices.



Product Architecture/Technology: Traditionel service med digitalt lag ("Mit
home", website). IT-infrastruktur INA.

Recent Product Launches: Lgbende digitale forbedringer (f.eks. online
vurdering, platform-features).

Product Roadmap Indicators: INA (Sandsynligvis fortsat digitalisering,
effektivisering).

Product Update Frequency: INA (Langsommere end digitale).

Quality Reputation: Generelt hgj, men varierer lokalt afhaengigt af
franchisetager.

Product Awards/Recognition: Modtager ofte branchepriser.

Integration Capabilities: Integration med bank (Realkredit Danmark),
boligportaler.

Customization Options: Begreenset (udover forhandling af
salaer/markedsfaring).

Implementation Methodology: Personlig serviceleverance via lokale
butikker.

¢ ¢e)Business Model

@)

Revenue Model Structure: Procentbaseret saleer af salgspris. Gebyrer for
markedsfgring etc.

Pricing Strategy & Models: Veerdibaseret (baseret pa brand/service). Typisk
2-4% saleer + omk.

Price Points: Varierer lokalt og efter aftale. Ikke transparente.
Package/Tier Structure: Primeert én fuld service model.
Contract Terms: Standard formidlingsaftale.

Free Trial/Freemium Offerings: Gratis salgsvurdering.
Average Deal Size: Afhanger af boligpris og salaerprocent.
Sales Cycle Length: Afhaenger af liggetid.

Customer Acquisition Cost (CAC): INA (Hgj pga. bred marketing/fysisk
netvaerk).



o

Customer Lifetime Value (LTV): Potentielt hgjere end digitale pga. gentagne
handler/kunderelationer.

Profitability Metrics: INA (Del af bankkoncern). Formodes profitabel.

Revenue Diversification: Primaert salaer. Evt. henvisning til bank/forsikring.

o f) Go-to-Market Strategy

o

Sales Organization Structure: Lokale maglere i franchisebutikker. Central
marketing/support.

Sales Channel Strategy: Direkte via lokale butikker, website, telefon.
Partner Ecosystem: Franchisetagere, Realkredit Danmark, fotografer etc.

Target Account Strategy: Bredt, men fokus pa kunder der veegter
tryghed/service.

Geographic Expansion Approach: N/A (Landsdaekkende).
Market Entry Tactics: N/A (Etableret). Fastholdelse via brand/marketing.

Ideal Customer Profile Definition: Boligejer der gnsker fuld service og
tryghed, mindre prisfelsom.

Vertical Specialization: Primeert residentielt. Nogle butikker kan have
erhverv.

e g)Marketing & Communication

@)

Brand Positioning: Tryg, professionel, resultatorienteret, lokal ekspert.

Messaging Themes: "Vi kender boligmarkedet", Tryghed, Professionalisme,
Lokalkendskab.

Content Marketing Approach: Boligguides, markedsanalyser, nyheder.

Digital Marketing Channels Used: Website, SEO/SEM, Social Media, Email,
Boligportaler.

Social Media Presence & Activity: Aktive centralt og lokalt.
Event Participation: Lokale events, sponsorater.
Public Relations Strategy: Aktiv PR centralt og lokalt.

Thought Leadership Areas: Boligmarkedstrends, lokal indsigt.



o Advertising Campaigns: Landsdaekkende (TV, radio, print, online) og lokal
annoncering.

o Lead Generation Tactics: Website (vurdering), butikshenvendelser,
netveerk, keberkartotek.

o Community Building Efforts: Lokal involvering, sponsorater.

o Marketing Technology Stack: INA (Sandsynligvis enterprise-level
CRM/marketing automation).

¢ h)Customer Base & Success
o Major Customer Logos: N/A.
o Customer Segments Served: Bredt udsnit af private seelgere/kagbere.
o Number of Customers: Meget stort (en af DKs stgrste).
o Customer Testimonials: Bruges i marketing. Anmeldelser varierer lokalt.
o Case Studies & Success Stories: Fremhaeves i marketing.

o Customer Support Structure: Personlig kontakt via lokal magler/butik.
Central kundeservice.

o Customer Success Methodology: Fokus pa at gennemfgare salg/keb
professionelt og tilfredsstillende.

o Onboarding Process: Personligt magde, vurdering, aftaleindgaelse.

o User Community: Ingen formel.

o Customer Retention Rate: INA (Potentielt hgjere end digitale).

o Net Promoter Score (NPS): INA (Bruger sandsynligvis interne malinger).

o Common Customer Complaints: Hgjt salaer, varierende servicekvalitet
lokalt, langsommelighed.

e i) Technology & Innovation
o Technology Stack & Architecture: INA (Enterprise systemer formodes).
o Product Development Methodology: INA (Traditionel/vandfald?).
o Release Cadence: Langsommere end digitale.

o Innovation Focus Areas: Digitalisering af eksisterende processer ("Mit
home"), CRM, dataanalyse (begraenset ift. Brikk).



@)

R&D Investments: INA (Del af bankens budget).

Patent Portfolio: INA.

Recent Technology Acquisitions: INA (Usandsynligt).

API Strategy: INA (Begraenset ekstern).

Mobile Strategy: Mobilvenlig website, "Mit home" adgang. App? INA.
Cloud/Infrastructure Approach: INA (Sandsynligvis hybrid/on-premise?).

Security & Compliance Certifications: Hgj fokus pga. bankejerskab (GDPR,
finansiel regulering).

Al/ML Applications: INA (Begraenset brug formodes).

e j)Operational Capabilities

@)

o

Supply Chain Structure: N/A.
Manufacturing/Production Capabilities: N/A.
Distribution Network: Landsdaekkende netvaerk af fysiske butikker.

Quality Control Processes: Franchise-standarder, intern audit, compliance-
krav fra bank.

Operational Efficiency Metrics: INA.

Scalability Mechanisms: Skalering via flere butikker/maeglere (lLangsom).
Digitalisering ager effektivitet.

Disaster Recovery/Business Continuity: Robuste planer pga. bankejerskab.
Outsourcing Practices: Fotografering, IT-drift (delvist?).

Sustainability Initiatives: INA (Sandsynligvis del af Danske Bank's CSR).

e k) Talent & Culture

o

Hiring Focus Areas: Ejendomsmaeglere, trainees, admin, ledelse,
marketing, IT.

Company Culture Description: Etableret, professionel, salgsdrevet,
procesorienteret, praeget af bank-compliance. Lokal variation.

Employee Value Proposition: Staerkt brand, karrieremuligheder, stabilitet.

Remote Work Policy: INA (Sandsynligvis begraenset/hybrid).



o Glassdoor Ratings & Common Themes: Data findes, men kraever login.
Blandede oplevelser forventes.

o Linkedln Growth Analysis: Kan analyseres (stabil formodes).
o Talent Acquisition Strategy: Jobportaler, netveerk, trainee-programmer.
o Training & Development Programs: Formelle programmer centralt og lokalt.
o Diversity & Inclusion Initiatives: Del af Danske Bank's politikker.
o Recognition & Awards as Employer: INA.
¢ |)Financial Health
o Revenue Trends: INA (Stabil/moderat vaekst formodes).
o Profitability Status: INA (Formodes profitabel).
o Burn Rate: N/A.
o Cash Reserves: Meget store (via bank).
o Financial Backing Stability: Ekstremt hgj (Danske Bank).
o Recent Financial News: Del af Danske Bank's rapportering.

o Investment Priorities: Opretholde markedsandel, digitalisering,
compliance.

o Cost Structure Analysis: Hgje faste omk. (personale, lokaler), store
marketingbudgetter, franchise-omkostninger/-indtzegter.

o Financial Risk Factors: Markedsnedgang, gget konkurrence fra digitale,
regulatoriske aendringer.

e m) Strategic Direction

o Stated Strategic Priorities: Fastholde markedslederskab, forbedre
kundeoplevelse (digitalt), sikre profitabilitet.

o Recent Strategic Moves: Lgbende digitale forbedringer.
o Market Expansion Plans: N/A (Fokus DK).

o Product Expansion Direction: Flere digitale services, evt. taettere
integration med bankprodukter.

o Acquisition History/Targets: Kan potentielt opkgbe mindre
konkurrenter/teknologi.



o

Partnership Strategy: Fokus pa franchise-netvaerk og bank-synergier.

Competitive Response Patterns: Langsom reaktion pa disruption. Fokus pa
marketing/brand/lobbyisme. Kan opkgbe trusler pa sigt.

Pivot History: Ingen stgrre. Gradvis digitalisering.

Long-term Vision Indicators: Forblive farende, tryg og professionel maegler i
DK.

Potential Exit Strategy: N/A (Stabil del af bankkoncern).

n) Strengths & Vulnerabilities

o

@)

Strengths: Meget staerkt brand/omdgmme, Landsdaekkende netveerk, Solid
finansiel stotte (bank), Fuld servicepakke, Stort keberkartotek, Etablerede
processer.

Vulnerabilities: Hgje/uigennemsigtige saleerer, Lav agilitet, Inkonsistent
lokal service, Begreenset digital innovation, Hgje faste omkostninger, Risiko
for kannibalisering.

A.7 Competitor Profile: Nybolig (nybolig.dk)

(Profilen for Nybolig ligner Home meget pa de fleste punkter pga. samme traditionelle
franchise-model og bankejerskab (Nykredit). Nedenfor fremhaeves primeert forskelle

eller specifikke punkter for Nybolig, ellers henvises til Home's profil).

a) Company Overview

@)

o

Full Legal Name: Nybolig A/S (under Nykredit Maegler A/S).
Year Founded: INA (Etableret kaede).

Headquarters Location: Keabenhavn (Nykredit Maegler).
Ownership Structure: Del af Nykredit Maegler A/S.

Parent Company: Nykredit Realkredit A/S -> Nykredit A/S.

... (Ligner Home for resten af punkterne)

b) Leadership & Organizational Structure

o

o

Ledelse: Integreret i Nykredit Maegler A/S.

Struktur: Franchise-model (som Home).

c) Market Position



o Positionering: Meget lig Home (Tryghed, professionalisme, fuld service).
Konkurrerer direkte med Home.

o Brand Perception: Steerkt, etableret brand, maske lidt mindre kendt end
Home?

d) Products & Services Portfolio
o Kerneydelser: Fuld service maegler (som Home).
o Teknologi: Har "Mit Nybolig" platform (ligher "Mit home").
e) Business Model
o Prisseetning: Procentbaseret saleer (som Home), ikke transparent.
o Monetisering: Saleer fra seelger (som Home).
f) Go-to-Market Strategy
o Kanaler: Lokale butikker, website etc. (som Home).

o Marketing: Omfattende branding, fokus pa ekspertise, resultater,
kundetilfredshed (bruger ofte dette aktivt).

g) Marketing & Communication

o (Ligner Home, men med fokus pa Nykredit-relation og evt. lidt anderledes
branding-stil).

h) Customer Base & Success
o (Ligner Home, anmeldelser varierer lokalt).
i) Technology & Innovation
o (Ligner Home, gradvis digitalisering, sandsynligvis begraenset ift. digitale).
j) Operational Capabilities
o (Ligner Home, franchise-drift, kvalitetsstandarder).
k) Talent & Culture
o (Ligner Home, preeget af Nykredit-koncernen, lokal variation).
) Financial Health
o Finansiel Stabilitet: Ekstremt hgj (Nykredit).

o (Ligner Home for resten).



m) Strategic Direction
o (Ligner Home, fokus pa markedsandel, digitalisering, profitabilitet).
n) Strengths & Vulnerabilities

o Strengths: Steerkt brand, Landsdaekkende netvaerk, Solid finansiel stgtte
(Nykredit), Fuld service, Stort keberkartotek, Etablerede processer.

o Vulnerabilities: Hgje/uigennemsigtige saleerer, Lav agilitet, Inkonsistent
lokal service, Begreenset digital innovation, Hgje faste omkostninger.

B. Strategisk Mulighedskatalog

(Her samles alle mulighederne fra Step 3.4, organiseret i de 12 kategorier).

B.1 Produkt/Service Forbedringsmuligheder

1.

2.

10.

11.

12.

13.

14

15.

Avanceret Maegler Profilering
Dynamisk Auktionsformat

Bud pa Flere Parametre

Al-drevet Bud-Analyse (Szelger)
Al-drevet Matchmaking (Prae-Auktion)
Integreret Kommunikationsplatform
Standardiserede Servicepakke Skabeloner
Veerktgij til Salaer-Simulering
Kvalitetssikring af Salgsmateriale
Feedback Loop (Maegler Performance)
"Bedste Veerdi" Algoritme

Integreret Dokumenthandtering

Kgber-side Integration

. Support til Selv-Fremvisning

Performance Dashboard (Maegler)

16. Anonymiseret Bud-Feedback (Maegler)



17.

Mobil App (Seelger & Maegler)

18. VR/AR Fremvisningsmuligheder

19.

20

21.

22.

23.

Beeredygtigheds-Tags/Filtre

."Hurtigt Salg"-Fokus

Liebhaveri-Segmentering
Projekt Salg Modul

Udlejningsmodul

24. A/B Test af Auktionsregler

25. API for Maeglere

26.

27.

Gamification Elementer

Prediktiv Analyse (Timing)

B.2 Marketing Positioning & Messaging Refinements

1.

2.

8.

9.

10.

1.

12.

13.

14.

15.

Fokus pa "Fair Veerdi" frem for Kun "Lav Pris"
Fremheaev Transparens Aggressivt
"Seelgerens Veerktgj"

"Konkurrence Skaber Kvalitet (og Bedre Pris)"
Malret Budskaber mod Specifikke Smertepunkter
Case Studies & Testimonials

PR-Strategi (Disruptiv Spiller)
Sammenlignings-Marketing

Content Marketing (Guides)

Fokus pa Maeglerkvalitet (Marketing)
Segment-Specifikke Budskaber
Partnerskabs-Marketing

Social Proof (Trustpilot etc.)

Infographics & Video (Forklar Model)

Thought Leadership (Fair Handel)



16. "MeaeglerMatch Garanti" (Branding)

17.

18.

19.

20.

21.

Lokal Tilpasning (Marketing)
Influencer Marketing
Retargeting Kampagner
Employer Branding (for Maeglere)

Fokus pa Tidsbesparelse

B.3 Sales Process Optimization Strategies

1.

2.

10.

1.

12.

13.

14.

15.

16.

Stremlinet Seelger Onboarding

Proaktiv Maegler Outreach

Segmenteret Maegler Tilgang

"Kom Godt | Gang" Pakke (Maegler)

Lead Scoring (Saelgere)

Automatiseret Opfalgning

CRM Integration

Dedikeret Maegler Support/Account Management
Partnerskab med Maegler-Software
Transparent Performance Tracking (Salgsteam)
Feedback-drevet Procesforbedring
Prgveperiode/Introduktionstilbud (Maegler)
Henvisningsprogram (Szelger & Maegler)
Webinarer/Demos

Tydelig Veerdi-kommunikation (Maegler)

Fleksible Betalingsmodeller (Maegler)

B.4 Customer Experience Transformation Initiatives

1.

2.

3.

Hyper-Personaliseret Onboarding (Szelger)
Proaktiv Support Gennem Hele Processen

Magler Kvalitets-Dashboard (Szelger)
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11.

12.

13.

14.

15.

16.

17.

18.

19.

Forventningsafstemning (Seelger)

"Min MaeglerMatch"-Portal (Szaelger)
Problemfri Overlevering til Valgt Magler
Magler Onboarding & Traeening

Fair og Transparent Auktionsproces (Maegler)

Feedback Kanal (Magler)

.Reducer Friktion for Maeglere

Konfliktlasningsmekanisme
Post-Auktion Opfalgning (Saelger)
Post-Salg Opfalgning (Seelger & Maegler)
Byg et Community (Szelgere)

Belgn Loyalitet (Maeglere)

Omnichannel Support
Brugervenlighedstest

Tilgeengelighed (Accessibility)

Personaliseret Kommunikation

B.5 Potential New Business Model Components

1.

2.

8.

9.

10.

Differentierede Maegler-Abonnementer
Pay-Per-Lead Model (Alternativ/Supplement)
Premium Features for Saelgere (Freemium)
"Fremhaevet Auktion"-Feature

Annoncering pa Platformen

Salg af Anonymiserede Markedsdata
Partnerskabs-Provisioner (Affiliate)
Licensering af Teknologi

Kgber-side Monetisering

"MeeglerMatch Certificering"



11. Data-abonnement for Maeglere
12. White-Label Lasning
13. Transaktionsgebyr (Alternativ)
B.6 Partnership and Alliance Opportunities
1. Boligportaler (Boliga, Boligsiden)
2. Banker & Realkreditinstitutter
3. Forsikringsselskaber
4. Flyttefirmaer
5. Handveerkere & Servicefirmaer
6. Fotografer & Boligstylister
7. Juridiske Radgivere/Boligadvokater
8. Energiradgivere/Certificeringsfirmaer
9. Internationale PropTech Platforme
10. Maegler-Software Udbydere
11. Uddannelsesinstitutioner (Maegleruddannelse)
12. Forbrugerorganisationer
13. Teknologileverandgrer (Al, Data)
14. Mediepartnere (Boligmagasiner, Nyhedssites)
15. Ejendomsmaeglerforeningen (DE)
16. Byggemarkeder/Interigrfirmaer
B.7 Technological Innovation Areas
1. Avanceret Al Matching
2. Prediktiv Analyse (Pris & Tid)
3. Automatiseret Bud-Vejledning (Saelger)
4. Chatbot Support (Al)
5. Natural Language Processing (NLP)

6. Blockchain for Transaktioner



7. VR/AR Integration
8. API-First Arkitektur
9. Avanceret Data Visualisering
10. Automated Valuation Model (AVM)
11. Dynamisk Prissaetning (Maegler Provision/Abo)
12. Sikkerhedsforbedringer
13. Cloud-Native Skalerbarhed
14. Progressive Web App (PWA)
15. loT Integration (Smart Home)
16. Automatiseret Dokumentgenerering
17. Workflow Automation
18. Maskinlaering til Fraud Detection
19. Personaliseret Brugergraenseflade
20. Geospatial Analyse
21. Stemmestyring/Voice Ul
B.8 Operational Efficiency Improvements
1. Automatiseret Maegler Screening (Delvis)
2. Standardiserede Kommunikationsskabeloner
3. Self-Service FAQ/Knowledge Base
4. Optimeret Workflow for Support Tickets
5. Automatisering af Rapportering
6. Procesdokumentation
7. Cross-functional Teams
8. Lean Metoder
9. Outsourcing af Ikke-Kerne Funktioner
10. Veerktgjer til Intern Kommunikation & Samarbejde

11. Monitorering af Platform Performance



B.9 Talent and Organizational Development Initiatives

1.

2.

8.

9.

Rekruttering af Nagleprofiler
Opbygning af Staerk Virksomhedskultur
Traeningsprogram for Maeglersupport
Kompetenceudyvikling (Al/Data)
Attraktivt Arbejdsmiljo

Performance Management System
Mentorordning

Diversitets- & Inklusionsinitiativer

Option/Aktie-program

B.10 Market Expansion Opportunities

1.

2.

8.

9.

Faseopdelt Geografisk Udrulning (DK)
Ekspansion til Sverige

Ekspansion til Norge

Ekspansion til Tyskland

Malretning mod Specifikke Boligtyper
Malretning mod Fgrstegangssaelgere
Malretning mod Liebhaveri

Udvidelse til Kebermarkedet

Udvidelse til Udlejningsmarkedet

10. Udvidelse til Erhvervsmarkedet

11. Franchise Model (Langsigtet)

12. Partnerskabsdrevet Ekspansion

B.11 Pricing and Monetization Optimization Strategies

1.

2.

3.

Test af Provisionsniveauer (Maegler)
Abonnement vs. Provision (Maegler)

Differentieret Pris (Lead Kvalitet)



4. Succes-baseret Provision (Hgjere ved Salg)
5. Introduktionspriser (Maegler)
6. Volumenrabatter (Maegler)
7. Prissaetning af Premium Features (Saelger)
8. Prissaetning af Data Produkter
9. Prissaetning af Partnerskabs-Leads
10. Lebende Prisjustering
11. Bundling af Services
B.12 Brand Development and Reputation Enhancement Approaches
1. Styrk Trustpilot Profil
2. Publicér Case Studies
3. PR & Medieomtale
4. Partnerskaber med Troveerdige Brands
5. CEO/Stifter Synlighed
6. Content Marketing (Vaerdi)
7. Social Media Engagement
8. Deltagelse i Branche-Events
9. Udvikl Steerk Visuel Identitet
10. Klar Brand Story
11. Ambassadgrprogram
12. Hurtig og Professionel Krisehandtering
13. Fokus pa Intern Branding
14. Sponsorater

15. Priser & Anerkendelser

Dette afslutter Appendix A og B som gnsket. Rapporten er nu fuldt skitseret med alt
indhold fra vores analyseproces.



