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Mission

At AIBI (Artificial Intelligence and Business
Intelligence), we offer top-tier yet cost-
effective analytics services tailored for small
and medium-sized business. Our services are
meticulously crafted to facilitate informed
decision-making and drive success through
the utilization of cutting-edge Al-driven data
science modeling and Business Intelligence for
reporting. We are not simply selling self-
service tools to you and then leaving you in
the dark; our commitment is to deliver

comprehensive end-to-end services. Your
success is our utmost priority.
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About us

We're a team of seasoned professionals with years of
experience in senior management roles handling data analytics
and data science for big Fortune 500 companies, smaller
businesses, and top marketing agencies and consulting firms.
We've seen firsthand how data can be a game-changer for
businesses, guiding decisions from start to finish.

Diving into data can be costly. From tools and
technology to storage and specialized skills like data
science, expenses accumulate quickly. However, the
goal remains the same: to assist businesses in making
smarter choices and decisions using data.

We know not every company can afford all the bells and
whistles, and honestly, not every setup is a good fit for
every business. That's why we're passionate about
making data and analytics accessible to all, especially
small businesses. Everyone deserves the chance to tap
into the power of data to drive their success.
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What Is the Value of Data?

McKinsey Global Institute says that data-driven
organizations are 23 times more likely to acquire
customers, 6 times as likely to retain customers,
and 19 times as likely to be profitable. Companies
that make extensive use of customer analytics are
more likely to report outperforming their
competitors in terms of profitability.

- Analylics

&

Where can we help?

Our consulting services and products can assist
your company in effectively tracking
performance, gaining comprehensive insights
into your business operations and customer
behavior, making data-driven decisions rather
than relying solely on experience, automating
various operations, and optimizing performance
to maximize ROI.

AR
Why us?

Our clients choose us because we break down
barriers to data-driven success. While traditionally
limited to large enterprises due to cost constraints,
we offer pre-built products tailored for small to
medium-sized businesses at a shared cost. Whether
you have an established data team or not, our
solutions ensure quick implementation and
turnaround, providing immediate value without the
need for lengthy development cycles.
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Discover how we deliver affordable vet premier data
analytics and data science solutions for your business

Xz

Utilization of Pre-built,
Top-tier Assets

We harness pre-built, world-
class reporting templates and
data science models, which we
term as our products. This
approach ensures that you
receive exceptional service
without imposing a strain on your
financial resources.
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Focus on
Impactful Solutions

Our paramount focus lies in
delivering solutions and insights
that yield immediate value for
both your short-term objectives
and long-term aspirations. Rather
than fixating on technical
perfection or addressing trivial
issues and organizational
dynamics, we prioritize initiatives
that can significantly impact your
business.
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Leveraging Existing Tools
and Platforms

We adeptly utilize your existing
tools and platforms, alongside
our own resources, to construct
data pipelines and models,
thereby mitigating additional
expenses.
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Flexible
Engagement Models

Whether you require a one-time
project or seek a long-term
partnership, we adapt to your
demands seamlessly. Our flexible
engagement models negate the
necessity of hiring us as a full-
time team, ensuring a
consistently high return on your
investment.
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Efficient, Tailored
Approach

With our streamlined
organizational structure, our
foremost experts concentrate on
addressing your core business
needs. This tailored approach
allows us to offer competitive
rates for a spectrum of hands-on
services, encompassing data
engineering, customized data
analytics, and consulting.




Working model

Identified Products .
: YES Selection based PUSEDE el
Business Data

Questions? Yo e Availabilities

Product Delivery

Data Activation
with our products
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and Unlocking the
Power of Data

e Hand it over to
your team
(optional)
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i We will analyze your pain points and needs
. comprehensively, and subsequently provide
i recommendations based on your specific

! business use cases
|

P

|
We also provide customized professional data analytics solutions i
tailored to meet your unigue business requirements. Whether you i
require one-time ad-hoc inquiries, comprehensive report }
construction, or the development of enduring data science models i
for long-term solutions, our analytics service is designed to i
seamlessly integrate with your business i

|
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Product menu

Click on the tiles to go to the corresponding product pages

General Nature Language Processing
. NLP NLP Sentiment Analysis
KPI Report Forecasting Doc Summarization (Feedback, Reviews)

Guest Analytics (Deeply understand your guests)

. . . . Cross Selling - .
Demographic Guest RFM Model Segmentation (G}Jest, .Customer Life Guest Journey Mix Baslfet Upselling NLP Sentiment A.naly5|s
Report Persona, Behavior) Time Value (CLTV) Analysis . (Feedback, Reviews)
Recommendation
Marketing Analytics (Optimize your marketing spending)
Marketing Marketing Mix Multitouch Campaign / Social Media Incrementality Test Mix Basket Streaming
Effectiveness ROAS Modeling (MMM) Attribution (MTA) Report y Analysis Report

Sales Analytics (Maximize your revenue)

Cross Selling and
Upselling
Recommendation

Scoring System / Mix Basket Competitor Price Index /
Pricing Model Analysis Price Elasticity

Churn / Default / Credit

Incrementality Test Risk Prediction

Digital Analytics (Optimize your marketing spending)

We also provide customized professional data analytics
solutions tailored to meet your unique business
Incrementality Test Streaming requirements. Whether you require one-time ad-hoc
Report inquiries, comprehensive report construction, or the
development of enduring data science models for long-term
Finance Analytics (Enhance financial efficiency and risk management) solutions, our analytics service is designed to seamlessly
integrate with your business.

A/B Testing And

Site / Content Report Funnel Report Experimental Design

Fraud Scoring System / Churn / Default / Credit Amortization
P/L Report Detection Pricing Model Risk Prediction Report
& P Go to pricing page
o= AiBI * Certain products and techniques exhibit versatility across

- Analytics multiple applications beyond their originally specified areas of use.



KPI Report

Definition

Key Performance Indicator (KPI) reports track and visualize

the performance of specific metrics or indicators that are
critical to achieving business objectives.

Business questions

* What are the key performance indicators (KPIs) that are
most critical to our business?

* How are KPIs trending over time, and what factors
influence their changes?

* Are we meeting our targets for each KPI, and if not, what

actions can be taken to improve performance?

Business Impact

They provide stakeholders with actionable insights into
business performance, identify areas of strength and
weakness, and facilitate data-driven decision-making at
various levels of the organization.
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KPI Dashboard

Demographic Filters Product Filters

Region Market Country Shipment Mode Category Sub Category
Allvalues (13) Allvalues (4) Allvalues (138) Allvalues (4) Allvalues (3) Al values (17)

LATAM Office Supplies
EME Furniture ¥
AAAAA o
sc B | Technology
,. Frumianas
Product KPIs
|
Sales Profit Orders Units Avg Spend Avg Order Value Profit Margin%
$4.75M $503.8K 8.5K 60.4K $1.20K $558.9 10.6%
Global Sales Performance Sales Distribution by Market Profit & Margin% by Region
Profit & Marginte
o 50 50K SAOK  SEOK  SBOK  $100K
........ Contral |EEG———— 01K (0% )
E orwsy o North |EESEG————— 57 (0% )
Conada ¥ North Asia |SESSSESEG— 553K (0% )
- sisa | sanox JEMAREWS s South |EEGEGE— $52K (0% )
ele Agerta 110 Central Asio [ $45K (0% )
B 201K Aeraey Mars . 5 West [ 544K (0% )
Dem. Rep. Cango. ¥ Africa S $39K (0% )
Grai ¥
540.7% e Fast [ $33K (0% )
e ot Oceania | $32K (0% )
Merd 1. and acbonald 1. EMEA 523K (0% )
Carlbbean $13K (0% )
utheast Asia | 59K (0%
$53 M $808,860 No Data et ‘KvK(;%I)

Quarterly Sales Trend
3000

ographic Behavior

i 54 200K
649 51,609
1 s | usrnars
; 3600 o $1,500K
H s g | sales A 101%
i stk |
‘% ‘ Margin Al 58%
§ s 500K 4K 3 4K 5K g 8 Millennials ™
< ‘ Quantity 3K L2 A 132%
| | Millennials ¥
%0 0K Genz ™
....... i
& l $/Order v| ~15% GRAND TOTAL $4,737,103
® Revenue ~ Average Customer Spending )

Product Performance

Furniture Revenue Top 10 Sub-Category Top 10 Products

1 53 M o | Nokia Smart
o Phones (361,324 ) . 9| (sazaas i

Phone, Full Size
(522333
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e C S g 2023-01-29 2023-02-05 2023-02-12 2023-02-19 2023-02-26 2023-03-05 2023-03-12 2023-03-19 2023-04-16 2023-03-26 2023-04-02

(Any K P I S) Actual ;’ d A 105,798,890 110,524,088 104,484,787 107,976,193 106,969,107 112,598,571 107,233,549 107,509,132 99,457,776 105,096,791 112,223,374
sal KPH#: 75,119,056 717,649,170 74,036,874 76,040,863 75,882,236 78,882,176 76,245,094 76,612,861 70,727,253 74,818,706 78,148,001

$386,769,019 $436,245,058 $393,813,683 $420,423,979 $404,433,082 $439,182,650 $401,159,215 $411,152,977 $383,366,363 $419,962,141 $448,108,261

6,727,689 7,196,009 6,697,046 6,960,354 6,816,586 7,248,851 6,846,348 6,902,659 6,584,863 7,049,034 7,861,376

57.5 60.6 58.8 60.4 59.3 60.6 58.6 59.6 58.2 59.6 57.0

D efl nition Date (Forcast) 2023-01-29  2023-02-05  2023-02-12  2023-02-19  2023-02-26  2023-03-05  2023-03-12  2023-03-19  2023-04-16  2023-03-26  2023-04-02
; : [ Forcast KPI#1 108,851,435 109,925,495 103,530,687 104,668,545 103,696,224 107,605,163 105,734,389 108,574,167 113,133,326 109,649,214 109,430,170
Forecasti ng invo lves P redicti ng future Forcast KPI#2 76,661,392 77,206,000 73,421,130 73,751,495 73,001,976 75,132,016 74,164,548 75,957,852 78,992,658 77,160,710 76,293,541
trend s, patterns, or outcomes based on Forcast KPI#3 $383,295,588 $398,450,419 $366,293,579 $392,246,887 $388,584,878 $422,623,238 $408,272,474 $425244,290 $448,078,826 $413,425,618 $435,514,493
. ] . Forcast KPI#4 6,809,496 7,007,659 6,366,735 6,629,575 6,657,296 7,019,538 6,757,109 7,081,481 7,542,225 6,996,094 7,365,887
historical data and relevant variables. Forcast KPI#5 56.3 56.9 57.5 59.2 58.4 60.2 60.4 60.1 59.4 59.1 59.1
KPI#1 % difference 3% 1% 1% 3% 3% 4% 1% 1% -14% -4% 2%

B . . KPI#2 % difference 2% 1% 1% 3% 4% 5% 3% 1% -12% 3% 2%
usiness questions KPI#3 % difference 1% 9% 7% 7% 4% 4% 2% 3% 7% 2% 3%

« What is th iected L KPI#4 % difference -1% 3% 5% 5% 2% 3% 1% 3% -15% 1% 6%
atls € projectead sales revenue KPI#5 % difference 2% 6% 2% 2% 2% 1% 3% 1% 2% 1% 4%

for the next quarter?
* How many new customers are we

KPI#1 Trend Line

210,000,000
expected to acquire next month? o000
« What will be the demand for our 2 -
products or services during peak o - os h;
seasons? WREE B & S B B s
AR A ,ow@ ¢ & & F & S ,0?9 N
“597 '»69 w@?) '19’@ '\9’9 w& '»‘S& '»60 '»6{7 wéc) wéc) w&%
Business Impact Bt
It helps businesses anticipate demand, E T RANE =i
sales, revenue, inventory levels, or other KPI#3 Trend Line
key metrics, optimize resource s A
allocation, and make informed I oo
. . . = $700,000,000
decisions to achieve their goals more % $600,000000
. $500,000,000
effectively. e
o”q 6‘% 6';}’ oﬁ 9‘;} & p‘ﬁ}’ ,“’%\/ ,0"‘09 N > ,»”“p ,\'ﬁ
" D m@:‘) '19% '»69) xéf, v '»& '\9{’ '\9'& ’1«0{7 'P'c)
Date
A'B' w— Actual KPI#3 Forcast KPI#3
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Demographic Report

e AlBIL
T Analytics

Customer Demographic Dashboard

Definition Choose Age Choose Gender Choose Income
. . . . silent Generation | | Baby Boomers | [ GenX | | Millennials | | Genz Fllm Low || mid || High
A demographic report provides insights ' ’
i nto th ecC h araCte riSti Cs Of a pO p u Latio n or Customers Avg Customer Spend Items Per Customer Average Order Value Margin Per Customer

target audience, such as age, gender,
income level, education, and geographic
location.

3.9K $1.2K 15  $559 $128

Age Distribution Gender Distribution Income Distribution Most Spent Categories

15K

222 M 25K 5%  60% s3m 2« 50% 49% s2.4M
29% 25% 42%
H M 2 gk 24% 24% B M e L M 15K = $1.8M Pa per
Business questions : HEP g g" ., Art
S 14% % E 15K $2m ng, £ g i n e rs
3 14% £ £ g & 1« stam 2
H H # 500 9% ssook & 3 g 3 g B d
* What are the primary demographic 2w B ™ 3 :
o B wo | e Storage
characteristics of our customer base? BN R W G g " N w Chairs
Generation Boomers F M Low Mid High ~
« How do demographic factors vary across Missrow s ;
. . W #Customers Revenue W #Customers Revenue W #Customers Revenue
different segments or regions?
X Customer Avg Spend by Day Discount by Category across Market Customer Purchase Behavior by Month
* What demographic segments represent . e NSV e
. . Sunday - s74600 $181 $614 lis 528 600~s518 o
the highest value for our business? i i
Monday - $539 $251 $679 Office Supplies 17% 15% W
% Tuesday - $542 $238 $661 Sales A 101%
]
% wednesday [N 5% s son | & Quantity X 4K 31 Sk S A 132%
> ? Furniture 15%
B . I t Q  Thursday - $587 $240 s649 & — [ $45K S! A -
usiness Impac oy —— o — o o
h [ b . d d h . saturday _ $654 $258 $585 Technology 14% $/Cust S * v -9%
It he oS businesses un erstand their
$0 $400 $0 $400 $0 $400 $800 §608—5494—$409—SEEE—3$576
H H $/Order v -15%
customer base better, tailor marketin g ® Furniture Offce Supplies B Technology APAC  BUSCA  BEMEA  BLATAM
. H . Fr Purchase Behavior by Demographics
strategies, and identify new opportunities e—— - -
fo r growth base d on d em Ograp h | C tre N d S, - AGrou Geder Sa Quann Customer Marginlcu Sa Quan(i Cus(nmer Marginlcu Sa Quan(i Cus(omer Margin/C
ilent Generation 3
M $125K 1K 78 $291 $29K 302 32 $106 $125K 2K 102 $105
Baby Boomers F $259K 3K 213 $119 $35K 517 33 $89 $267K 4K 208 $147
M $335K 4K 268 $123 $95K 1K 79 $198 $403K 5K 353 $113
GenX F $183K 2K 154 $103 $39K 654 L $98 $208K 3K 183 $159
M $297K 4K 221 $161 $79K 995 52 $193 $373K 5K 302 $123
Millennials F $169K 2K 142 $24 $38K 600 37 $85 $194K 3K 189 $89
M $261K 3K 212 $130 $75K 808 56 $139 $347K 4K 290 $127
GenZ F $119K 2K 100 121 $18K 165 13 $224 $138K 2K 113 $77
M $170K 2K 140 $174 $29K 376 32 $172 $192K 2K 154 $160,
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RFM Model

(Recency, Frequency and Monetary)

Business questions

Definition

The RFM model is a technique used to .
analyze customer behavior based on three

key metrics: recency (how recently a .
customer made a purchase), frequency (how

often they make purchases), and monetary .

value (how much money they spend).
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RFM Segments

RFM guest segments were defined by a statistical model.

RFM Guest Segments

High Value
Regular
Occasional
Low Engaged
High Value
Regular
Occasional
Low Engaged
High Value
Regular
Occasional

Low Engaged

Business Impact

It helps businesses segment customers
into different groups based on their
purchasing habits and prioritize marketing
efforts accordingly, such as targeting
high-value or at-risk customers.

Which customers contribute the most
revenue to our business?

Which customers have made
purchases most recently?

Who are our most frequent buyers?

Category Frequency Recency Monetary

5,945.00

Furniture

112.47 4,394.54

Furniture

Furniture 2,182.92

1,196.07

Furniture

5,735.87

Office Supplies

4,194.46

Office Supplies

Office Supplies 1,981.11

Office Supplies 994.47

Technology 6,011.62
Technology 4,452.76
Technology 2,178.23
Technology 3.77 1,177.05




Segmentation

(Guest, Persona, Behavior)

Definition

Segmentation involves dividing customers or
users into distinct groups based on shared
characteristics, such as demographics,
behaviors, preferences, or needs.

Business questions

* How can we effectively group our
customers based on their behavior?

« What personas are most prevalent among
our customer base?

* Which segments show the highest potential
for growth or retention?

Business Impact

This allows businesses to create targeted
marketing campaigns, personalize product
offerings, and improve customer satisfaction by
catering to specific segments’ unique needs.
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s il Guest Segmentation
T Analytics

Customers Orders Sales %New %Churned

39K 6 8.5K _ $4.8M_ 1 |

Champions Potential Loyalists At Risk Customers Can't Lose Lost

Guest Segments 1 .3K 1 .1 K 91 1 325 347

Choose Sub-Category to View

Envelopes  Binders  Art  Storage  Furnishings  Supplles | Coplers  Labels  Paper  Phones  Accessorles  Tables  Appliances  Chairs | Fasteners  Bookcases

Machines

KPIs by Customer Segment

Customer Segment
ha

Customers Sales Orders Discount Recency Frequency Monetary

§2,642,175 3,951 56.25

8,238 8,238

Potential Loyalists ’
At Risk Customers $596,356 1,527 15% 125.20 2,943 2,543
Can't Lose 325 $130,450 436 14% 174.11 824 824
Lost 347 $81,682 405 19% 238.09 713 713
Total 3,945 54,751,908 8,503 14% 93.02 17,474 17,474
%Customers by Customer Segment across Months %Sales by Customer Segment across Months

100% 100%

s0% 3% 3% w4 7% 6% BN e e 80% 1%

ok 50% 5% 50% 53%  sae O® A% So%  sam sew

® BE S0%  esw
g 60w o 60% )
s 3
§ 4
o 40% ¥ a0%
z

20% § g 18 | 20% ¥ i .

U%Emgmmgmﬁjmuﬁmu O%Kﬂlﬂmmmmmm@‘_-_' 7

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
Month Month
W Lost B Can't Lose B At Risk Customers Potential Loyalists B Lost B Can't Lose At Risk Customers Potential Loyalists
Champlons Champlons



Guest Journey Report

Definition

A guest journey report tracks and analyzes
the various touchpoints and interactions a
customer has with a business, from initial
awareness to purchase and beyond.

Business questions

* What are the typical pathways
customers take from discovery to
purchase?

* Where are the key drop-off points in
the guest journey?

* How can we optimize the guest journey
to improve conversion rates?

Business Impact

It provides insights into customer
behavior, preferences, pain points, and
opportunities for improvement
throughout the entire customer
journey, enabling businesses to
optimize each stage for a seamless and
satisfying experience.
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Customer Journey Q1 FY24

Direct
128Count B
13%

Organic e
408Count
393Count \\ A41%
39% ~g %
N \

Identified Guest ID
1,000Count
60%

Purchased
168Count
16.8%

Awareness
1,660Count
100%

.Com
jpm— 23%

479Count
48%

| Omni
Bounce I 30Count
660Count 8%

40%

Repeat
B 95Count
9.5%



Customer Lifetime Value

(CLTV)
Definition GuestID Frequency Recency Tenure Monetary [Elada i AEPA GG
CLTV is a metric that represents the total revenue ; i 32;? 22.22 : ﬁ.g $ 1?2.5 2 128.3?
a business can expect from a single customer 3 0 0 3886 $ - § 376 $§ 3763
over the entire duration of their relationship. 4 0 0 388§ - § 37.6 $ 3763
5 0 0 388 $ - § 376 $ 37.63
. . 6 1 5 3886 $§ 118 $ 277 $ 39.49
Business questions 7 0 0 388 $ - § 376 $ 3763
* What is the projected lifetime value of different 8 2 3571 388 $ 256 $ 165.2 $ 190.71
customer segments? 3 9 0] 38.86 : - : 376 : 57.63
: 10 5 2443 38.86 29.4 237.3 266.79
* How can we increase the CLTV of our i 5 486 3886 $ 100 § Gk s w5
customers? 12 3 2829 3871 $ 251 § 1945 $ 219.54
* Which acquisition channels yield customers 13 0 0 3871 $ - § 377 $ 31.72
with the highest CLTV? 14 2 1457 3871 $ 323 § 1032 $ 135.52
15 1 1.57 3871 $ 227.1 § 163.7 $ 390.81
16 0 0 3871M$ - § s 37.72
Business Impact 17 1 2943 3871 $ 805 § 2156 $ 296.07
It helps businesses identify their most valuable 1 g 5 82 28';1 i 4;) = $ a7.7 2 27'35
customers, allocate resources effectively, and ;g é = 32:71 & = : g;g $ 133272
prioritize customer retention strategies to 21 2 3314 3857 $ 280 § 1729 $ 200.88
maximize long-term profitability. 22 1 429 3857 $ 154 § 296 $ 44.98
23 0 0 3843 8% - § 379 $ 37.88
24 1 3843 3843 % 65 § 538 $ 60.29
25 0 0 3843% - § 379 $ 37.88
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Funnel Report

Definition

A funnel report visualizes the steps or stages that

users go through in the conversion process, from
initial awareness to final action (e.g., purchase or

sign-up).

Business questions

* What is the conversion rate at each stage of the

sales funnel?

* Where are the bottlenecks or areas of friction in

the funnel?
* What actions can be taken to optimize the
funnel and improve conversion rates?

Business Impact

It helps businesses understand user behavior,
identify potential bottlenecks or drop-off points,
and optimize the conversion funnel to improve
conversion rates and overall performance.
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Direct Paid Organic y
y
5% 15%  15% 15% 15% 5% 15% Téaffic:
Where do Guests ot Pas tant s - Capwec: Chaipornez y oo
come from? Site Search Affiliates Social Search Email Social Marketing
et Tt e o e e s domicnwciu | g | rockesia o e -
Come 0% | e 50X RO o R o s Channel
toun 308 [——— Eow 10% o 20% ourw: 10% | Howc gy Eose 204 {
1o 50% L O o G o gom ot 46K o 358 o sek /
/
i
28% 39% 7% /
/ tn 7
Where do Guests land? Home Page PDP PLP y En
{nspire me) ¢
Conv:  5.0% Conv: 3.0% Conv: 4.0% /l Page
Bounce: 10% Bounca: 20% Bounce: 30% ‘/ Bounce Rate :25%
y
y
/(
Search Browse 4 3
S Search & (?).8l9y6 /‘.\ Find and
What do Guests do? Browse /
(locating what | need) Conv. tate: 5.0% 20% o Hte DO /, Browse
Comv. Mutu: 8.0% /
y
& /
e (,/ Evaluate
Pick something outifound what 60% 4 Visits 3 PDP: 40%
they were looking for. P £ 2
(confidence to purchase} BR= y
4
/
/““
{
4
Put items into a cart. ) Add to Cart
I
fexaluste sad camexe) Add to Cart / Cart Abandonment Rate: 20%
1 ¢
6,?9:” / % of Cart Adds from PLP: 10%

Login, Shipping, Billing and Review.

Checkout

Completed their order

Orders

Conversion Rate: 5.0%



Multitouch Attribution

channels conversions users conversion rate
(MTA) Pairwise Channel Facebook 214640 1757410 0122134
Definition Probabilities Online Video 171030 1133020 0.150951
Multitouch attribution assigns credit or value o i e il i
to multiple touchpoints or interactions along : L o170 12010 e
the customer journey to determine the & SR by il v
contribution of each channel or campaign to 3 Instagramikasebank P20 28w o:A12628
Conversions or Sa[es_ 6 Paid Search|Facebook 1181.0 12953.0 0.091176
il Online Display|Paid Search 803.0 9181.0 0.087463
Business questions 8 Instagram|Paid Search 718.0 7605.0 0.094412
° What iS the inﬂ.uence Of eaCh tOUChpOiﬂt in 9 Facebook|Online Video 711.0 6044.0 0.117637
the CUStomeI’joumey on Conversion’? 10 Online Display|Facebook 567.0 6008.0 0.094374
¢ How should credit for conversions be 11 Paid Search|Online Video 5400 52440 0.102975
distributed across multiple touchpoints?
* How can we optimize our marketing strategy
based on MTA insights? Multi-Touch Probabilities idnneal doniEbatian
Business Impact 0 Online Video 0.276738
It helps businesses understand the 1 Facabook 0.223909
effectiveness of marketing efforts across
different touchpoints, optimize marketing 2 Instagram 0.223236
strategies, and allocate resources efficiently
to achieve desired outcomes. 3 Online Display 0.138814
Assign credit% to each touch point 4 Paid Search 0.137304
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Marketing Mix Modeling

(MMM)

Definition

Marketing mix modeling quantifies the
impact of various marketing activities (e.g.,
advertising, promotions, pricing) on sales or
other key performance metrics.

<~

Business questions

* How do different marketing channels
contribute to overall sales and
revenue?

* What is the optimal allocation of
budget across various marketing

channels?

=
I~

~,

coef std err
const 6678.3969 209.575
TikTok 0.3597 9.019
Facebook 0.4883 9.036
Google Ads 1.2159 9.104

t P>|t| [0.025 0.975]
31.866 0.000  6265.886  7091.708
18.904 0.000 0.322 0.397
13.475 0.000 0.417 0.560
11.697 0.000 1.011 1.421

Model result suggest that holding all other
variables constant, a one-unit increase in spending
on TikTok advertising is linked to a 0.36 increase in
sales, while Facebook sees a 0.49 increase and
Google Ads shows a 1.22 increase, indicating a
stronger impact from Google Ads compared to

* How can we adjust our marketing mix TikTok and Facebook.

to improve ROl and maximize impact?

Business Impact

It helps businesses optimize marketing
budget allocation, allocate resources
effectively across different channels,
and maximize the return on investment
from marketing expenditures.
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Simulation: If we increase the
budget by X% on each channel,
what will the predicted sales be?

X_scenario = X.copy()

# Increase budget for TikTok by X¥%
X_scenariof 'TikTok"] *= 1.0

# Increase budget for Facebook by X%

X_scenario[ 'Facebook'] *= 1.0

# Increase budget for Google Ads by X%
X_scenario[ "Google Ads'] *= 1.0

# Generate predictions for the scenario
predictions_scenario = results.predict(X_scenario)

predictions_scenario

N

11544.235632
11988.844513
11235.843056
8417.939719
9337.965062



Marketing Effectiveness / ROAS

Definition e
Marketing effectiveness measures the “

Marketing Effectiveness (ROAS) Dashboard Amoun Spend by ampigrs Cids by Campaigand Devee
impact and efficiency of marketing p— e . -~
campaigns or channels in generating ~ : : - et B il e e S -~

. . N -
2w o e sm wu

desired outcomes, such as brand - T  Em—
awareness, leads, conversions, or revenue. R — ) Po—
Return on Ad Spent (ROAS) Cost per Thousand Impressio... bAdVT:?(h, Impression, Clicks and CTR Trend N i B o
Business questions $4 9 $25 4 T —— _ i -
* What is the return on advertising spend — co' - (C: T - . -
ost per Click (CP lick through Rate (CTR von ol | 1o ] iedis | ollo B oA W] .
(ROAS) for each marketing campaign or
Char]r]e['? $24. 6 4.96% o ” ’_7 . "’ R Landing Page Performance - Channel wise Clicks, Conversions and Conversion Rate Trend
° Whlch marketlng aCt|V|t|eS Contrlbute Clicks Impressions Conversions Ad Spend Ad Revenue - » . a2

most effectively to revenue generation? 623K 13M 126K $6.2M $12.4M - h E IRERARRRAEIN

° HOW can we Optlmlze our marketlng gnf;?fslnnsandcpMTrend SLc':i:naCPCTrend S‘o:‘\v/‘irsmnsandCPATrend wdrgPoge ‘T"“ : . b B ol | f\,m EREaE DI
budget allocation to maximize ROAS? o ha | A, Tl e LO—

Business Impact

ROAS specifically evaluates the return
on investment (ROI) from advertising =
expenditures, helping businesses il
optimize their marketing budget

allocation and maximize profitability.

Clicks by Source Marketing KPIs by Channel and Source

18.89% 21.32%
.

20.36%
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Social Media / Campaign Report

Definition
Social media analysis involves the
examination of social media data to

. Campaign Performance - SERP Results Winners Campaign Performance by Country - CPM, CPC, CPA and ROCS
Campaign Performance Dashboard Sttanstize et by ompagn e o I I —
[ . : ‘ 5 5
2 A 250 - = : e =
e

H I C it B T Devi Paid Ch: i} C: N. S
understand trends, sentiment, and ot e e sl eemp Name s
9 b
audience behavior. -
O 10 A906%  18.47% INNOENN 2255% _un
I 1 Spends by Campaigns Revenue by Campaigns
¢ 2 e v by Quarter
Business questions | Gl Al ===
Return on Campaign Spent (ROC... Cost per Thousand Impressions (CPM)  Cost per Click (CPC) Click through Rate (CTR) s1sm
S e =

* What is the sentiment of convgrsations $5.5 $30.0 $2.6 3.8%

about our brand on social media

Clicks Impressions Conversions Campaign Revenue Campaign Spend =

P P:c:ﬂ: Margin - Campaign Performance ,
platforms? 383M. 10B _ 10M _ $1.3B_$68.8M i ism =

. hich ial dia ch ls dri h
Whicnh social media channels drive the Ad Reach, Impression, Clicks and CTR Trend by Campalgn Conversions and Conversion Rate by Campaigns T Sz s stones  swnsn st

248 10.00%

00 F92% s £ T S0% o o M

most engagement and referral traffic? - o . g
H H oy - 4.00% 2,005,256 — 2,001,319 —— 2,010,089 — 2028796 — 2056716 — 1M \":." ‘K’: E 4 \5‘) _si.é’"
* How can we leverage social media o j i :' I I - i . ¢ $ 4
. . . & 7 & & A
insights to enhance brand reputation and Pl VAR VA

O
cu StO mer re latl ons h | p S'p Lr:\Mpqr"emssmns and CPM Trend Sl;:i:nd CPC Trend h{.‘yt.:::f:sions and CPA Trend
o . p

560 %0
355 4s4 555855955555

s o
53493539353 93835553 $3 43 5
2 o o )
Z oaas 5 s ) s 0w e g
2

530 $30 430433 4305 —gb | 750m

3

Yot eane: masime M

Business Impact
Its business impact lies in improving e o

o 2M 4oM oM som

brand reputation, enhancing customer i —— — — -

relationships, and driving targeted priens — — ——
. . suson SRR 70750
marketing efforts to increase sales and

revenue.
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A/B Testing and Experimental Design

Definition

A/B testing is a controlled experiment
where two or more variants of a webpage,
email, ad, or product feature are compared
to determine which performs better in
terms of user engagement, conversions, or
other key metrics.

Business questions

* Which variations of a marketing campaign
or website design lead to higher
conversion rates?

* What insights can we gain from
experiments to improve future tests?

Business Impact

It helps businesses optimize their marketing
campaigns, website design, and product
offerings by making data-driven decisions
based on real-world user behavior.
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Promo Test - % Off vs. Save up to $

A/B Test Summary

Hypothesis: Showing guests the straight "$" savings within promo
copy will enhance engagement and conversion/sales. This approach

eliminates the need for guests to calculate percentages into dollars,

thereby simplifying their decision-making process.
Measures of Success: Engagement Rate, Conversion Rate

Why Test? Want to understand whether guests respond better to
knowing the specific dollar amount or the percentage off savings in
an Apple promotion?

Findings from Data Sciences

Variant Performance: The % off content showed a minor decrease
in engagement rates across platforms (-X% on web, -X% on app),
but neither change reached statistical significance at the 90%
confidence level in our test sample size. Page conversion rates for
Apple products slightly favored the control group, though once
more, this difference was not statistically significant.

Summary + Takeaways: Control messaging with the $ off should
continue to be used, as it aligns with the original hypothesis.
Despite not reaching statistical significance, there were no
indicators across both platforms and metrics that favored the "%
off" variant.

Y& Control:

Electronics

|

w4

Variant:

Electronics

u

(85

)



Incrementality Test

Definition

An incrementality test, also known as a lift analysis
or causal impact analysis, measures the incremental
impact of a marketing campaign or intervention by
comparing the behavior of a treatment group
(exposed to the campaign) with a control group (not
exposed).

Business questions

* What is the incremental impact of a marketing
campaign or promotion on sales?

* How does the incremental impact vary across
different customer segments or channels?

Business Impact

It helps businesses assess the effectiveness of their
marketing efforts and allocate resources more
efficiently to achieve desired outcomes.
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Site /Content Report

Definition

Site analysis evaluates the
performance, usability, and
effectiveness of a website in
achieving its goals, such as attracting
visitors, generating leads, or driving
conversions.

Business questions

* What are the most visited pages
on our website or app?

* How can we improve user
experience and navigation to
increase engagement and
conversion rates?

Business Impact

It helps businesses identify areas for
improvement, optimize user
experience, and enhance website
performance to achieve better
results.
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Site / Content Dashboard
®

Category Page Type New vs Return Visit... Device Country Gender
Allvalues (5) Allvalues (4) Alvalues 2) Alvalues 3) Alvalues (5) Al values 2)
_ (] Appares s Accessories (] categoryPages (] New ] Deskop () cansda ) Mate
|nfographic Essentials & Beauty Checkout Pages ) Returning Mobile China | Female
Filters Food & Beverages Home Page Tablet India
= "] Hardines ] Product Pages T

| Home

Total Visits Total Unique Visitors

Interaction Per Visit

Conversions and Cost per Conversion By Page Type

36000 75K
$5621 3564235531 855,64

$40.00 ——————————————— 50K
~ Cost per Conversion
73681 8 Goal Completions
52000 48913 — — 25K
13540

50,00 —hdd48._ L L o

Home  Checkout Category ~Product

Page  Pages Pages

Interactions by Page Type and Gender
Event Interactions per Visic
o =« 10K 15K

PR

cvsenrops [T 250

Category Pages 291% 9,

B ===T e

Share of Avg Event Interactions per Visit by Category

e
I Female

19.65% 20.33%

20.14%

Total Pageviews

Average Session Duration (... Bounce Rate

us

Total Conversions

Revenue

Share of Visitors by Keyword Rank and Page Type
Sum of Visitors.
o 100k 200¢

Conversion Rate

3.73M 3.69M 3.75M 137.56K 2.73%

Site Content KPIs ‘

Cost per Conversion

5.25 312.8 50.2% $27.6M $55.58

Keyword SERP Rankings

Revenue by Category and Page Type

Product Pages saam s29m 2om | sem
Category Pages. s1o7M s1.97M s1.98m 1 s1.93m
Checkout Pages ssoax ss7ex sa0K ssosk
Home Page sapax savox sas3x 7
Apparel & Accessories  Essentials & Beauty Home Food & Beverages

sazox NN s3m

Traffic & Conversions By Category

3008 00K
¥ O ———
|
20— — - 600K
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PR . S - . 300k
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Streaming Report

Definition

A content streaming report provides
insights and analytics on the consumption
and performance of digital content across
various platforms and channels in real-time
or periodically.

Business questions

* What are the demographics of our
viewers, and how can we tailor
content to better meet their
preferences?

* Which content pieces are driving the
most engagement and retention, and
how can we replicate this success?

Business Impact

It includes optimizing content strategies,
enhancing viewer retention, improving
monetization opportunities, and making
data-driven decisions to boost overall
performance and revenue.
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Streaming Dashboard

Streamer Tier Total Guest Count AVG Cumulative Steaming Hours AVG Streaming Hours Each Login
Sandard !
Fremm AVG Total Ads Click AVG Liked Content AVG Guest Tenure (Days) Total Guest CLTV Total Revenue

166 | 3.56| 345 [$297.7K|$301.3K

Standard 577,394

GRAND TOTAL s1es 397 e 156 saass s21.0% 29770 B
Guest Tier Trail/Prospect (Opportunities) By Devices
iy -3‘7‘*
Trail
o .zbm r4en
o
= Free Tral I
prosp 64 I
Trai 35 Srihun. g SRS

Close By Reason Close By Reason (Exclude Normal End)

15
9,585 Normal End

2588% _

Free Trai Basic Standard Premiun Free Tra Standard Premium

User Count Histogram by AVG Total View Hours Device and Browser Combination
¥ 399
] i 430 425
381 317 352
3 3 657
Sy




Mix Basket Analysis

pastrytsoda 135
. . rollsbuns+soda 115
Deflnltlon frankfurter+rollsbuns 90
Market basket analysis examines the bottled watertsoda 85
relationships between products canned beertsoda 75
. Method 1 canned beertrollsbuns 70
purchased together by customers during [ ; S =

: : By analyzing transaction frequencies. ot teat i 2
a single transaction. = ——— 60
pastry+twhole milk 60
Business questions MethOd 2 bottled beer+rollsbuns 55
- What products are frequently By leveraging data science models to ~ bottled beertliquor 93
ourchased together? identify the best combination based Ea"“e‘:)bee;:Shl‘l’ptf'”gbags gg

. . . . . rown preadTrousbuns

« Are there cross-selling or upselling on statistical significance.  , cqbeertsoda 50
opportunities based on market rollsbuns+yogurt 50
basket analysisQ rollsbuns+sausagetsoda 50
« How can we optimize product tropical fruittwhole milk 40
P p bottled beertbottled water 40
placement and promotions to canned BEBPEWRHADES 40

increase basket size and revenue?

support confidance lift

Instant food products hamburger meat

. flour sugar 0.5%
Bu3|ness Impact ham processed cheese 0.3%
It helps businesses identify patterns, processed cheese Wit e Dot

. oo baking powder sugar 0.3%
Corre[atlons, and associations citrus fruit whole milk other vegetables tropical fruit rootvegetables 0.3%
between products, optimize product ﬁm;e"bee' “qh“‘:f . - g-i%

. erbs whole mi rootvegetables 4%

p[acement and promotlons, and herbs other vegetables rootvegetables 0.4%
de\/e[op targeted Cross-se[[]ng and curd whole milk tropical fruit yogurt 0.4%
U Se[Lin strategies to increase butter whippedsour cream other vegetables whole milk 0.4%
P g g ) ) chicken frozenvegetables  othervegetables 0.4%
revenue and customer satisfaction. ham white bread 0.5%
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Competitor Price Index & Price Elasticity

Competitor's Price Index

Definition
Price elasticity analytics
measures the

Definition
The competitor price index
report is a summary that

compares a company's prices
with those of its competitors to
assess pricing competitiveness

responsiveness of demand
for a product or service to
changes in price.

Competitor's Price Index = Our Price / Competitor's Price

If the competitor's price index is < 1, it means our price is lower than our competitor's, and vice versa. The total CPI is weighted by Views.

Total Competitor's Price Index Item Competitor's Price Index

in the market.

Categon Product_ID Views Our Price Competitor’s Price v ItemCPI
O 899 & 0 79 9538 e
. . . . . Home Office 219 17 1.12
Business questions Business questions =
L. Consumer Category CPI 13 1,481.86 1.07
* How does our competitor * How sensitive are my . 0.963 P - o —
price index compare to customers to changes in =~ = e
industry benchmarks, and prices for my products or Corporategtzzychl e o o B
what strategies can we services? ' e S —
implement to improve our * How do changes in my ome ofiee ceresery S = = &
competitiveness? prices affect market share 0.850 s 7208 72 ]
compared to competitors?
Price Elasticity of Demand -3.33 Pilce
. . A value of 1 means that your product is unit elastic and changes in your price reflect an 150 i
equal change in supply ordemand. L e
BUSIneSS ImpaCt BUSIneSS ImpaCt A value of =1 means that your product is elastic and changes in your price will cause a 100 ‘y....;;.é'i?"-zsz
. . . greater than proportional change in supply or demand. 8 Nt Mie
|t ImpaCtS bUS|neSS by |t he[ps bUSIHesseS underStand A value of <1 means that your product is inelastic and changes in your price will result in a 5 el
. . .. . F smaller change in the supply or demand for your product.
influencing pricing strategies, how sensitive customers are to i
market positioning, and price changes, optimize pricing R Gl

overall competitiveness in
the industry.
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strategies, maximize revenue
and profitability, and maintain
competitive advantage in the
market.



Scoring System / Pricing Model

Definition

A scoring system or pricing model assigns
numerical scores or values to customers,
or other entities based on predefined
criteria or algorithms.

Business questions

* What factors should be considered in
our pricing model to maximize revenue
and profitability?

* Are there opportunities to implement
dynamic pricing strategies based on
customer behavior or market
conditions?

Business Impact

It helps businesses assess risk, prioritize
opportunities, set prices, and optimize
profitability by ensuring that resources are
allocated efficiently and fairly.
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Scale 1-5 Wighted Total Score/Price
Coefficient Suggest Weight Based

SpecScore 10558815 Coefficient on Coefficient Phone A Phone B Phone C|Phone A Phone B Phone C
Ram (GB) 0.61 3% 2 5 2 0.05 0.13 0.05
Bam (6h) " OGicIE Battery (mAh) 0 0% 1 4 2l 000 0.00 0.0
Battery (mAh)  -0.093733 Camera Number 8.2 36% 3 5 3 1.08 1.79 1.08
e Rear Camera (MP) 1.2 5% 2 5 2 0.10 0.26 0.10
|:> Front Camera (MP) -0.9 0% 2 3 1 000 000 0.00
Rear Camera (MP)  1.260690 Memory (GB) 1:1 5% 2 5 1 0.10 0.24 0.05
Front Camera (MP) -0.861652 chargingW 0.32 1% 2 4 2 0.03 0.06 0.03
Nemonglee MRS Spec Score 11 6% 3 5 of 019 032 013
chargingW 0328587 Brand Tier 70 40% 2 5 4f 08 201 161

Brand Tier -69.794030

Total Score: Ml 19 235N 305

1

il
Using a weighted score based on coefficients from the linear model allows for a more realistic scoring of
phones. For instance, without weighting, phones A and C might receive the same score. However, with weighting,
phone C's score significantly surpasses that of phone A. These weights reflect consumer preferences when
purchasing a phone. Based on our data, brand appears to be the most influential factor, followed by
specifications and # of cameras, likely because they are easily discernible to consumers. Conversely, battery life
and front camera performance seem less impactful, possibly due to requiring deeper technical knowledge for
assessment. (This data source is from the internet, so its accuracy may not be guaranteed.)



Cross-Selling / Upselling Recommendation

Definition
Cross—se[[ing involves promoting Clusters from Model Existing Guest? Count Guest % of Exisitng Guest Probability AvgCreditLimit Avg Payments AvgBalance
. A N 649 $ 5784 $ 1497 $ 776
complementary or related products or gerwces . 5 e 0% GG $ i 4 e
to customers based on their purchase history 8 N 2 $—— 19750 $—— 34745 $— 4676
or preferences. Upselling encourages 8 ¥ 2t 94% tooless data $——45786 $——27,696 $—5:522
¢ N de to a hish iced c N 82 $ 7640 $ 6400 $ 2,377
customers to upgrade to a higher-priced or c y 188 705 FGEI ¢ 8684 $ 7053 $ 2673
premium version of a product or service. B N 2557 1929 88+ $— 673
B ¥ 55 38% Low $————216% $———904 $—977
: : E N 81 $ 11,431 $ 3,183 $ 8141
Busmess questions _ E Y 239 75% [Highy $ 12332 $ 3276 $ 8,143
* Which products or services are : N 391 $ 5671 $ 2718 $ 3,383
complementary to those already purchased by F Y 617 619% |FEGIGRINN $ 6.208 $ 2750 § 3864
n G N 108 $ 11,808 $ 2066 $ 2,202
customers? G Y 374 78% [Highl $ 12,110 $ 2061 § 1,448
* How can we personalize cross-selling and H N 4 $———F500 $——3:645 $—6929
. : H ¥ 3 43% too less data $———5:667 $——1683 $— 6335
upselling recommendations baseq on | \ 5 $ S ST
customer preferences and behavior? I Y 66 75% [Highl $ 11,284 § 16975 $ 5222
« What strategies can be implemented to ) N 36 $ 3311 § 1127 $ 3,150
J Y 38 51% 3,622 1,485 3,405
encourage customers to add complementary I ¢ 2 :
items to their purchase?
A
. 0*o
Business Impact ™M ™
Cross-selling and upselling recommendations We utilize a data science model to cluster guests. Based on these clusters, we recommend cross-selling or
help businesses increase average order value, upselling to prospective guests currently in clusters C, E, I, and G, who have a high probability of conversion
enhance customer satisfaction. and drive due to their identified similar behaviors compared to existing guests in those clusters. Additionally, clusters

revenue growth. A, F,and J present a medium probability for such recommendations.
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Churn / Default / Credit Ris.

Definition

Churn prediction involves forecasting the
likelihood that a customer will stop using a
product or service (churn) or fail to repay a
loan (default).

Business questions

* Which customers are most likely to churn
or default on payments?

* What are the key indicators or triggers of
churn or default?

* How can we intervene to prevent churn
or default and retain valuable customers?

Business Impact

It helps businesses proactively identify at-
risk customers or loans, implement targeted
retention strategies, and minimize revenue
loss or credit risk.
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K Prediction

Rule Based Example

Churn Tenure Gender Contract Monthly Fee Streaming?
<10 18%|Male 49%|Monthly  439%]<20 12%]Yes 36%
10-20 119%|Female 519%]|Annually 25%|20-40 14%|No 36%

No 20-40 20% Two Year 32%)]40-60 15%|No Internet 27%

40-60 25% 60-80 21%

>60 25% 80+ 38%
<10 49%|Male  51%|Monthly 899%]<20 3%]|Yes 50%
10-20 169%|Female 49%|Annually 3%|20-40 8%]|No 44%
Yes 20-40 15% TwoYear 9%|40-60 15%|NoInternet 6%

40-60 14% 60-80 26%

>60 5% 80+ 49%

|After apply the rule (Just one example)
Total Guest: (Guest=(<10) Tenure +

Monthly Contract +(80+) Fee +

Total Guest 7044 Streaming) 466
Churn Guest: (Guest=(<10) Tenure +

Monthly Contract +(80+) Fee +
Churn Guest 1870 Streaming) 340
Churn Rate 27% Churn Rate 84%
CustomerlD Gender Dependents Tenure StreamingTV Contract MonthlyCharges Churn Prediction Probability
7590-VHVEG ~ Female No 1 No Month-to-month 59%
5575-GNVDE  Male  No 34 No One year 15%
3668-QPYBK Male No 2 No Month-to-month 24%
7795-CFOCW Male No 45 No Oneyear 73%
9237-HQITU Female No 2 No Month-to-month 7%
9305-CDSKC ~ Female No 8 Yes Month-to-month 2%
1452-KIOVK ~ Male  Yes 22 Yes Month-to-month 57%
6713-OKOMC Female No 10 No Month-to-month 0%
7892-POOKP  Female No 28 Yes Month-to-month 68%
6388-TABGU Male Yes 62 No One year 66%
9763-GRSKD  Male  Yes 13 No Month-to-month 52%
7469-LKBCI Male No 16 Nointernet service Two year 68%
8091-TTVAX  Male No 58 Yes Oneyear 3%
0280-XJGEX  Male No 49 Yes Month-to-month 3%
5129-JLPIS Male No 25 Yes Month-to-month 69%
3655-SNQYZ  Female Yes 69 Yes Two year 27%
8191-XWSZG  Female No 52 Nointernet service One year 0%
9959-WOFKT Male Yes 71 Yes Two year 5%
4190-MFLUW  Female Yes 10 No Month-to-month 7%
4183-MYFRB  Female No 21 No Month-to-month 15%
8779-QRDMV  Male  No 1 No Month-to-month 0%
1680-VDCWW Male No 12 No internet service Oneyear 1%
1066-JKSGK  Male No 1 Nointernet service Month-to-month 8%
3638-WEABW Female No 58 No Two year 68%
6322-HRPFA  Male  Yes 49 No Month-to-month 1%
6865-JZNKO  Female No 30 No Month-to-month 12%

Method 1: Rule Based

The data indicate that gender does
not significantly impact churn.
However, guests who churn typically
have shorter tenure, prefer monthly
contracts over longer ones, and pay
higher monthly fees. Additionally,
subscribers to streaming services
show a slightly higher likelihood of
churning. Based on these findings,
segments can be identified. For
example, in this segment, the churn
rate is 84%, significantly higher than
the overall churn rate of 27%. This
underscores the importance of
focusing on these guest groups, as
they are more prone to churn.
(Similar methods can be applied to
uncover additional rules.)

Method 2: Classification
Model to predict churn



Fraud Detection
Definition Fraud? B4 Count of Guest ID

Fraud detection involves using data 0 284315 0.17% 542
science techniques to identify and 1 492 624
prevent fraudulent activities or Grand Total 284807 4921
transactions, such as credit card fraud, 6109
identity theft, or insurance fraud. Classification Report: 6330
precisicn recall fl-score support
Business questions e
* What are the indicators or patterns of @ 1.09 1.00 1.00 85299 B339
fraudulent activity in our transactions ) iy o Lo s 6337
or operations? o . accuracy 1.89 35443 o
+ How can we use predictive modeling or macro avg 2.98 9.90 2.93 85443 6428
anomaly detection techniques to weighted avg 1.00 1.90 1.00 85443 6447
identify potential fraud? 6473
@ 6530
RR1N

Business Impact

It helps businesses minimize financial
losses, protect assets, and maintain
trust and confidence among customers
and stakeholders.

We can identify fraud from massive

data with high accuracy (f1 = 87%). @

Once we identify the fraud list, we
can pull in any relevant information
and identify if there is any pattern.
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Amortization Report

Definition
An amortization report calculates and visualizes Loan Principle Amount 40,000.00
the gradual reduction of a debt or asset over e e
) ] . ) Loan Period (in months) 48.00
time through periodic payments or allocations. Original Repayment Amount 943.99
Loan Start Date 6/21/2024
Repayment Type End
Business questions Residual Value -
*» What is the amortization schedule for our Repayment Opening Loan Interest Capital Closing % Capital Interest
[OI’] term assets or l|ab|l|t|es’? Number Balace s Repa mei Chared Rea'lq o Balace " Oufsfundin' ] Rate -
g o ' Feb-2027 Ad5 33 14,455.61 943.99 75.29 868.70 13,586.91 34.0% 6.25%
* How do changes in interest rates or repayment Mar-2027 A6 34 13,586.91 943.99 70.77 873.23 12,713.68 31.8% 6.25%
terms affect amortization? Apr-2027 A47 35 12,713.68 943.99 66.22 877.78 11,835.91 29.6% 6.25%
’ May-2027 A48 36 11,835.91 943.99 61.65 882.35 10,953.56 27.4% 6.25%
Jun-2027 A49 37 10,953.56 943.99 57.05 886.94 10,066.62 25.2% 6.25%
. Jul-2027 A50 38 10,066.62 943.99 52.43 891.56 9,175.05 22.5% 6.25%
Business Im PaCt Aug-2027 A5 39 9,175.05 943.99 47.79 896.21 8,278.85 20.7% 6.25%
It helps businesses track and manage Sep-2027 A52 40 8,278.85 943.99 43.12 900.87 7,377.97 18.4% 6.25%
. . Oct-2027 AS53 41 7,377.97 943.99 38.43 905.57 6,472.4] 16.2% 6.25%
amortization schedules, understand cash flow Nov-2027 A54 42 6,472.41 943.99 33.71 910.28 5,562.12 13.9% 6.25%
. . . . . . Dec-2027 AS5 43 5,562.12 943.99 28.97 915.02 4,647.10 11.6% 6.25%
m p.U;atlons, and make informed financial Jan-2028 A56 44 4,647.10 943.99 24.20 919.79 3,727.31 9.3% 6.25%
decisions related to loans, mortgages, or Feb-2028 AS57 45 3,727.31 943.99 19.41 924.58 2,802.73 7.0% 6.25%
. Mar-2028 A58 46 2,802.73 943.99 14.60 929.40 1,873.34 47% 6.25%
Investments. Apr-2028 AS59 47 1,873.34 943.99 9.76 934.24 939.10 2.3% 6.25%
May-2028 A0 48 939.10 943.99 489 939.10 = 0.0% 6.25%
Jun-2028 Ab] 49 = = = s y 0.0% 6.25%
o= AiBi
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P/L. (Profit and Loss) Report

Definition

A P/L report, also known as an income
statement, summarizes a company's
revenues, expenses, and profits or losses
over a specific period.

Business questions
* How can | analyze my P/L report to

understand the profitability of my business?

* What are the major costs impacting my
business, and how can | manage them
better?

* What trends can | identify in my revenue
streams based on the P/L report?

Business Impact

It provides stakeholders with insights
into financial performance, profitability,
and operational efficiency, guiding
strategic decision-making and resource
allocation.

e AIBL
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Monthly Profit and Loss Statement

*

Total Net Revenue
Cost of Goods Sold
Gross Profit

Total Expenses

Earnings Before Interest &
Taxes

Interest Expense
Earnings Before Taxes

Income Taxes

Net Earnings

500 1000 1500 2000

2500

3000

3000

3500

Total Net Revenue

3000

il 1l
3

.0%
vs. previous month

Total Expenses

1300

-0.8%
vs. previous month

Earnings Before Taxes

1150

29.9%

vs. previous month

Cost of Goods Sold Gross Profit

350 2650
,lll,l-l-lll Il,ll-llllll
-55.0% 24.1%

vs. previous month vs. previous month

EBIT Interest Expense
1350 200
Ill'l.lll,ll IIII|I,I|II|
63.6% -45.7%

vs. previous month vs. previous month

Income Taxes Net Earnings

250 900
A ([
-31.5% 57.0%

vs. previous month vs. previous month

JAN
FEB
MAR
APR
MAY
JUN
Jue
AUG
SEP
ocT
NOV
DEC




Document Summarization -

Definition

Document summarization uses NLP algorithms to
automatically generate concise summaries of
large volumes of text, making it easier for
businesses to extract key insights, identify trends,
and make informed decisions based on textual
data.

Business questions

* How can we quickly extract key insights
from large volumes of customer feedback
and reviews?

* How can we efficiently summarize lengthy
reports and documents to aid decision-
making processes?

Business Impact

The business impact of word summarization
includes saving time, improving decision-making
with concise insights, enhancing productivity by
automating information processing, and gaining a
competitive edge through swift data analysis and
response.

e AiBI
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" The Line’s vision of the city of the future

What is the Line

The Line: The Cizy of the Future, Revolutionizing Life in Saudi Arsbis

| L L | 1
N Menti the use of renewsble energy sources. - Innovation and Technology for the City of the Future in Saudi Arabia

‘The environmental sust

bility of the city of the future

The envionmental sustanabitty of the cty of the future

% Summarize a 12-page document into a few sentences within seconds.

# Summarize the document

summary = summarize(text, ratio=0.03) # Adjust the ratio for the length of summary you want

# Print the summarized text
print(summary)

«The Line» is a revolutionary project that represents an innovative solution to create a sustainable and environmentally friendly city where residents wi
11 live, work and enjoy a high quality of life.

In addition, The Line is actively developing waste management systems, increasing the efficiency of water consumption and creating environmentally friend
ly areas around the city.

At The Line, autonomous vehicles and IoT technologies not only make travel more efficient and convenient, but are also key components of the smart and in
novative city of the future.

«The Line» offers a well-developed infrastructure designed to provide comfortable living and working conditions for residents in the city of the future.

Overall, The Line city strives to integrate environmental principles and sustainable resource management into all aspects of the city’s infrastructure an
d residents’ lives.

Through a combination of artificial intelligence, automation, and robotics, The Line city is becoming an intelligent and innovative space where advanced

technologies help improve the quality of life and ensure the comfort and convenience of residents.

The Line city has implemented smart control systems that integrate digital technology into the daily lives of residents, creating a comfortable and effic
ient urban environment.



Sentiment Analysis
(Feedback, Reviews)

e e e "
Definition Guest Reviews Sentiment
My wife took me here on my birthday for breakfast and it was excellent. The weather was perfect which made sitting outside overlooking their grounds an absolute pleasure. Our waitress was excellent

Se htl me nt an a[yt| CS | Nnvo lveS an al.yZi n g teXt d ata, and our food arrived quickly on the semi-busy Saturday morning. It looked like the place fills up pretty quickly so the earlier you get here the better.
such as customer feedbac k, revi ews, Oor socC ial Do yourself a favor and get their Bloody Mary. It was phenomenal and simply the best I've ever had. I'm pretty sure they only use ingredients from their garden and blend them fresh when you order it. It
. . . ing.
media comments, to determine the sentiment """
i . While EVERYTHING on the menu looks excellent, | had the white truffle scrambled eggs vegetable skillet and it was tasty and delicious. It came with 2 pieces of their griddled bread with was amazing and it
(pOS Itlve, n egatl Ve, or ne Utral) ex p ressed tOVVard S absolutely made the meal complete. It was the best "toast” I've ever had.
a product, service, or brand. T,

Was it worth the 21$ for a salad and small pizza? Absolutely not! Bad service. Maybe the guys grandma died | don't know. | want to tell you what really made me mad about the experience. We order the

Positive

H H small pizza and salad and the guys could have cared less and took our $ and we sat down. We were looking around and hmm, there's a sign saying "x large pizza and large salad only 23$". Wow that would
B usiness q u eStI ons have been nice if the guy told us that. | left hungry, mad and unsatisfied.
* W h at IS th e ove ral-l- se ntl me nt Of Ccu Sto mer To the owner: teach your employees the value of upselling and telling the specials. Something so small can affect a customers experience negatively. Negative

feedback and reviews?
* Are there specific products or services that O ———

consiste ntl_y recejve positive or negative love the gyro plate. Rice is so good and | also dig their candy selection :) Positive
Rosie, Dakota, and | LOVE Chaparral Dog Park!!! It's very convenient and surrounded by a lot of paths, a desert xeriscape, baseball fields, ballparks, and a lake with ducks.
feedback?

And your salads are severely overpriced

H H The Scottsdale Park and Rec Dept. does a wonderful job of keeping the park clean and shaded. You can find trash cans and poopy-pick up mitts located all over the park and paths. iti
* How does sentiment correlate with other 2 . FILSR RRRBRESD REEEE Pasie

metrics like customer satisfaction or

The fenced in area is huge to let the dogs run, play, and sniff!
Disgusting! Had a Groupon so my daughter and | tried it out. Very outdated and gaudy 80's style interior made me feel like | was in an episode of Sopranos. The food itself was pretty bad. We ordered pretty Negative

p urc h ase b e h avio I"? Quiessence is, simply put, beautiful. Full windows and earthy wooden walls give a feeling of warmth inside this restaurant perched in the middle of a farm. The restaurant seemed fairly fullevenona
Tuesday evening; we had secured reservations just a couple days before.

B u si ness I m pact My friend and | had sampled sandwiches at the Farm Kitchen earlier that week, and were impressed enough to want to eat at the restaurant. The crisp, fresh veggies didn't disappoint: we ordered the salad
with orange and grapefruit slices and the crudites to start. Both were very good; | didn't even know how much | liked raw radishes and turnips until | tried them with their pesto and aioli sauces.

It helps businesses gauge customer A A A _ " . A

For entrees, | ordered the lamb and my friend ordered the pork shoulder. Service started out very good, but trailed off quickly. Waiting for our food took a very long time (a couple seated after us received
Sati Sfact] on s |d e ntrfy areas fo r and finished their entrees before we received our's), and no one bothered to explain the situation until the maitre'd apologized almost 45 minutes later. Apparently the chef was unhappy with the sauce on
) . . my entree, so he started anew. This isn't really a problem, but they should have communicated this to us earlier. For our troubles, they comped me the glass of wine | ordered, but they forgot to bring out Positive
Im p roveme nt, an d man age th elr on [| ne with my entree as | had requested. Also, they didn't offer us bread, but | will echo the lady who whispered this to us on her way out: ask for the bread. We received warm foccacia, apple walnut, and

reputation more effectively.
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Pricing
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Pricing

KPI Report

Estimated Included
Pricing Analyst Hours
$2,500 14

Discount

Group A

Customer Lifetime Value
(CLTV)

Estimated Included
Pricing Analyst Hours
$3,200 17

Discount

Group B

A/B Testing and
Experimental Design

Estimated Included
Pricing Analyst Hours
$600 / per 6

Discount

Group -

e AIBL
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Forecasting (Any KPIs)

Estimated Included
Pricing Analyst Hours
$2,800 "

Discount

Group A

Funnel Report

Estimated Included
Pricing Analyst Hours
$4,800 38

Discount

Group C

Incrementality Test

Estimated Included
Pricing Analyst Hours
$2,000 9

Discount

Group -

Demographic Report

Estimated Included
Pricing Analyst Hours
$2,200 1

Discount

Group B

Multitouch Attribution
(MTA)

Estimated Included
Pricing Analyst Hours
$4,000 24

Discount

Group

Site / Content Analysis

Estimated Included
Pricing Analyst Hours
$2,500 17

Discount

Group -

Guest RFM Model

Estimated Included
Pricing Analyst Hours
$2,500 14

Discount

Group B

Marketing Mix Modeling
(MMM)

Estimated Included
Pricing Analyst Hours
$3,000 19

Discount

Group C

Streaming Report

Estimated Included
Pricing Analyst Hours
$2,500 17

Discount

Group -

Segmentation (Guest,
Persona, Behavior)

Estimated Included
Pricing Analyst Hours
$3,000 16

Discount

Group B

Marketing Effectiveness /
ROAS Report

Estimated Included
Pricing Analyst Hours
$2,500 17

Discount

Group

Mix Basket Analysis

Estimated Included
Pricing Analyst Hours
$2,500 14

Discount

Group -

Guest Journey

Estimated Included
Pricing Analyst Hours
$2,500 16

Discount

Group B

Campaign / Social Media
Report

Estimated Included
Pricing Analyst Hours
$2,500 17

Discount

Group

Competitor Price Index /
Price Elasticity

Estimated Included
Pricing Analyst Hours
$2,000 14

Discount

Group -



Pricing

Scoring System /
Pricing Model

Estimated Included
Pricing Analyst Hours
$3,000 16

Discount

Group -

Fraud Detection

Estimated Included
Pricing Analyst Hours
$2,800 16

Discount

Group

NLP for Doc

Summarization

Estimated Included
Pricing Analyst Hours
$500 / per 4

Discount

Group -

e AIBL
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Cross Selling & Upselling
Recommendation

Estimated Included
Pricing Analyst Hours
$2,500 14

Discount

Group -

Amortization Report

Estimated Included
Pricing Analyst Hours
$800 4

Discount

Group =

NLP Sentiment Analysis
(Feedback, Reviews)

Estimated Included
Pricing Analyst Hours
$2,200 1

Discount

Group -

Churn / Default /
Credit Risk Prediction

Estimated Included
Pricing Analyst Hours
$3,000 19

Discount

Group

P/L Report

Estimated Included
Pricing Analyst Hours
$1,500 8

Discount

Group -

Each product pricing includes:

Up to 3 hours of professional consulting services:

This involves gaining an understanding of your business and
offering tailored recommendations based on your specific needs.
We will explain how our product can benefit your business in the
long run. Following this, we will identify available data resources.
Finally, we will provide a thorough walkthrough of the completed
analytics products, demonstrating their application and utilization
within your business.

The analyst hours listed are included in the service package:
While we provide our best estimate of the required time, project
durations may exceed depending on factors such as data
complexity, cleanliness, size, and your specific requirements.

Multiple services with projects sharing the same discount group
code receive a 20% discount.

Any additional costs, such as tools, applications, platforms, etc,,
are not covered.

Rates for any additional hours, customized services, and future
maintenance of the project:

$80 $280

per hour for per hour for
analysts (hands on) consultants



Pricing

The average total compensation for a data scientist in
New York City is between $163,000 and $188,429 per
year. (According to Glassdoor)

However, most of our prebuilt products that utilize

General data science projects will take anywhere data science models are priced between $2,000
from 2 weeks to 6 months. (According to Medium) and $3,000.

That costs between $6,300 to $95,000 to build a data
science model when considering the involvement of a
single data scientist to handle everything from scratch,
excluding management or any other related costs.
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