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Three Key Questions:
2. “"What makes a healthy business?”
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3. “What makes a healthy business?”



To engage your customers you first need to know them

Data @ Consumer
Analytics? Insights?

. FocusBari clientlQ
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start Publicly
~012 4 Announced

ass Explorers invited

O's and don’t’s

End . Promotion Suspended
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Data Analytics
will. ..

Describe

Diagnose

H clientlQ
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Data Analyfics
will nof...

FocusBari clientlQ



Consumer
Insights will...

needs trends competition

Why behind Why behind
behaviors propositions
reactions perceptions emotions

clientlQ e, o+ ' FocusB
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Consumer Insights will not...

s o 0 F B i, .provide actionable data!
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20% T

Target

Non Target

p EocusBar! ’i'responder 'i‘Non responder Non targeted clientlQ
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sl Dsengagement

! MAX
ADVANCED (- CUSTOMER BUSINESS
ANALYTICS INSIGHTS IMPACT
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PREDICTIVE USAGE &
MODELING |  ATTITUDE
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STEP 1: DEFINE DISENGAGEMENT 24~ 36 monihis

transactional history *
2-3 visits per month *
2 M customers

140 €

Establish the
normalized 120 €
spending pattern
per customer 100°€ e
80 € a
%\/ Define the
universe of 0 €
customers 40 €
deviating from a
their pattern 20¢
0€ —e—Customer A —e—CustomerB —e—Customer C

T 3 &5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35
JOFocusBari clientlQ
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STEP 2: DEEP DIVE INTO DISENGAGEMENT

Customer Value

Level & Timing of disengagement

Changes in basket diversity

Preferred Transacting Channel

Pressure from competition...




« Actual vs.
circumstantial
disengagement

Reasons for churn

o Activities to
address
disengagement
and win back the
customer

STEP 3: UNDERSTAND WHY
& HOW

FocusBari



STEP 5 . 10% lower attrition

MEASURE BUSINESS . gg,% Increase in saved
IMPACT

— 25% Volume Increase

clientlQ



MAX
CUSTOMER ADVANCED BUSINESS
INSIGHTS ‘ ANALYTICS ™ IMPACT
| |
NPS PREDICTIVE
MODELING

FocusBari clientq

L4



STEP 1: MEASURE NP3

Q0000000
0 1 23456|7 8|91O

|
DETRACTORS PASSIVES PROMOTERS

e % _ e % — NET PROMOTER SCORE
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STEP 2: EXTRAPOLATE TO PORTFOLIO

Internal Company Data NPS Prediction

% CEX Sqales Customer 1
Billing D-NPS 5
{\? Product /v\' : Customer 2
Usage Q D-NPS 9
s Transactional Customer 3
D-NPS 2

R Marketing
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STEP 3

ENABLE 360¢
CUSTOMER LEVEL
ACTION
THROUGH D-NPS

Pricing ,
Optimization 3 Referral
Activation

Cross

Selling

Management

Optimization

clientlQ



STEP 4

MEASURE BUSINESS
IMPACT

SOFocusBari



Data Consumer
Analytics Insights
Are the 2 sides of the same coin,

that helps you arrive at the mind
and the heart of your customers!

FocusBari clientlQ

...................................... S aknavion




Combining both lead to a "r"ﬁol business tfransformation,

completing the circle of Elp\;_fogemen’r Marketing, and..

° Know
me

& au
' u?' Reward - K Attract

13, me ' me
-

Customer
Engagement
Marketing

Make my |
life easy

Anticipate

my needs




...help all employees align for a common mission:
an unforgettable, “WOW" CX
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«Elya mael o katdotnuo yvwatrs aAvoidog aIANTIkWY EL6WV MTPOKEIUEVOU VO TOPW EVA aYIO YLl TO KOAUUBNTIiPLO TN KOPNGS MOoV. ZTO
Toueio pue pwtnoav eav 9€Aw aokovAa. Toug eima dyt, mArjpwoa kot EBoAa To paytd oTnV ToAVTa Uov. [PEMEL v Tw OTL TO
OUYKEKPIUEVO KOTAOTNUX EYw KOPTA EMIBpABevang mMOVTwy. 210 SPOO yla TO OTTL Y TUTNOE TO KIVNTO OV, TO EByado ATTO TNV TOAVT
MiAnoa kot cuvEyiao To Spopo pov Otav Eptaoca omitt ,avaKXAVYo UE TPOO OTL TO UOYLO EAELTTE ATIO TNV TOAVTIN. ZKEPTNKA OTL AOU
€neoe otav €Byada to kivnto kot Eekivnao vo kavw tov avdmodo Spopo unnwg to Bpw KAmov kaTw. ‘Otav eiyo oyedov mAnotdoet oto
payadi, ytonmoe maAt to kivnto pov. Htav amo 1o kataotnua. To giys Bpet o SECURITY ,yioti tedikd eiye mEoeL TNV WPO OV My VA TO
B8aAw atnv toavta pov. TO IMHIE ZTO TAMEIO ,KAI A0 TON KQAIKO n kontéAda EYoée oTig MwANOELS Kot 0oy Eyor KAPTX MIOTOTNTAG
Ue Bprikav kot ue sidomoinaov. EXOYN ANEBEI TOAY XTHN EKTIMHZH»
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