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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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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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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.

=" Analytics

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.

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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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.
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Business YES N Selection based R
. on your use
Questions? —
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i We will analyze your pain points and needs
. comprehensively, and subsequently provide
3 recommendations based on your specific

! business use cases
|

seamlessly integrate with your business

Discover your
Data
Availabilities

————————

We also provide customized professional data analytics solutions

tailored to meet your unique business requirements. Whether you
require one -time ad - hoc inquiries, comprehensive report

construction, or the development of enduring data science models
for long -term solutions, our analytics service is designed to

Data Activation
with our products

Product Delivery

and Unlocking the
Power of Data

Hand it over to
your team
(optional)
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Click on the tiles to go to the corresponding product pages

General

KPI Report Forecasting

Guest Analytics (Deeply understand your guests)

Nature Language Processing

NLP
Doc Summarization

NLP Sentiment Analysis
(Feedback, Reviews)

Demographic Segmentation (Guest,

Customer Life

Cross Selling

Mix Basket . NLP Sentiment Analysis
Report Guest RFM Model Persona, Behavior) Time Value (CLTV) Guest Journey Analysis Recolifriil::zgtion (Feedback, Reviews)
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 Selli_ng and Scoring System / Mix Basket Competitor Price Index / . Churn / Default / Credit
Upselling - . . - Incrementality Test ) L
. Pricing Model Analysis Price Elasticity Risk Prediction
Recommendation
Digital Analytics (Optimize your marketing spending) epBz 2AN Bt F N Db nNDPBI € A y N o niy p NBt N
| | AN&Zy niN3ABYy 2nj@NHPNBYNBOppYyHaNg
Site / Content Report Funnel Report ExAgi;(;?]ttIgPDgr;? N Incrementality Test Stlr?eearg:’?g H_ E’ 3¢ nj H p Qp3y A mbe LVJb y LJ@A - r@@ m,ﬂ‘“ b 3 ¢v
P 9 P nNj33 ZniHnjp AH Bl NQt Hp LIp 3Anjp pHHPpt NH
Npopa@Nt Op3yBNsBpINZHNZp BNz yAHA
Finance Analytics (Enhance financial efficiency and risk management) AN&ZYynNN3ZAHBNCZHBZ 32&0ynl ABApHDN
N3yppHZYypbBbnyLIBaNCZHBNZANISPpAAMD
P/L Report Fraud Scoring System / Churn / Default / Credit Amortization
P Detection Pricing Model Risk Prediction Report Go to pricing page afq: gk d
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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

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

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

A 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.

Executive Overview

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

All valu

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 Regi

.

EMEA : $2M
(38%)

$53 MM $808,860 No Data

Quarterly Sales Trend
ss00

s600
637

$391,794
$274,967

Furniture Revenue Top 10 Sub-Category Top 10 Products
Machines
(8269,439)

1 # 53 M nom-g(ssam
Office Supplies Revenue 3
$ 1 '44 M ($283,619)
7
s
Technology Revenue Coplars (8606,577) | | 2
2 > Accessories Y
1.78M R
° i 10

Category Sub Category Performance
Allvalues (3)

Apple Smart Phong,  Hoover Stove, Red
Cordless (819,571 ) ($17,601)
8 10
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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

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

” S T I:) q » b b V 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

575 60.6 58.8 60.4 59.3 60.6 58.6 59.6 58.2 59.6 57.0
Definition 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
; ; P i 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
Forecast ng involves predlctlng 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
trends, 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 $425,244,290 $448,078,826 $413,425618 $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% 1% 1% 1% -14% 4% 2%

. . KPI#2 % difference 2% 1% 1% 3% 1% 5% 3% 1% -12% 3% 2%
Business qu estions KPI#3 % difference 1% 9% 7% 7% 4% 4% 2% 3% 17% 2% 3%
. . KPI#4 % difference 1% 3% 5% 5% 2% 3% 1% 3% -15% 1% 6%

A What is the prOJeCted sales revenue KPI#5 % difference 2% 6% 2% 2% 2% 1% 3% 1% 2% 1% 4%

for the next quarter?
A How many new customers are we R
expected to acquire next month? 190,090,000

170,000,000

KPI#1 Trend Line

A What will be the demand for our = oo — rv/
products or services during peak e R il S it
seasons? e » 34 o k34 - L o Y 4 » »
$ 4;0'\« ”;& ’b’Qw ”>’D ”;’QB “;’0 ")Qo, %\U ")’\y ,,)'Q’
R I I R A N I A
Business Impact it
It helps businesses anticipate demand, o i ———
sales, revenue, inventory levels, or other KPI#3 Trend Line
key metrics, optimize resource Casmopee
allocation, and make informed O i
.. . . = $700,000,000
decisions to achieve their goals more = somanom /
effectively. Soomay S et T = | Y . S
P B G B R B B o B o R
,@'c”e ,»6&'& '\,@7& ,L&“P 19"7& ,»6‘5’9% xo"?’é '»@?P% ,@{’& mo'fi& w@x\’ %6’70
Date

— Actual KPI#3 Forcast KPI1#3
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Definition

A demographic report provides insights
into the characteristics of a population or
target audience, such as age, gender,
income level, education, and geographic
location.

Business questions

A What are the primary demographic
characteristics of our customer base?

A How do demographic factors vary across
different segments or regions?

A What demographic segments represent
the highest value for our business?

Business Impact

It helps businesses understand their
customer base better, tailor marketing
strategies, and identify new opportunities
for growth based on demographic trends.

(D¢

- -

Customer Demographic Profile

AiBi
Analylics
Choose Age

Silent Generation | | Baby Boomers | | GenX

Customers

Age Distribution

15K

Millennials

Avg Customer Spend

$1.5M

Customer Demographic Dashboard

Choose Gender

GenZ

Items Per Customer

F

M

Gender Distribution

Choose Income

Low || Mid || High

Average Order Value

Income Distribution

Margin Per Customer

3.9K $1.2K 15  $559 $128

Most Spent Categories

2% 25K 5%  60% s3m 2K 50% 49% $2.4M
25%
= % 2 s2M 4% S Pa pe r
£ K 24% 24% Mg o, 15K $1.8M A t
E £ 3§ 38% 40% ¢ 5 g r
g 14% g ENSK s2M 2 E F .
1 = ¢ Binders
g 50 o 9% $500K g K sm £ g ¢
500 10% $600K
B = Storage
0 $0 . .
silent Baby GenX  Millennials  GenZ 0 s0 0 s0 Chalrs
Generation Boomers F M Low Mid High
Age Group Gender Income Group
W #Customers Revenue W #Customers Revenue W #Customers Revenue
Customer Avg Spend by Day Discount by Category across Market Customer Purchase Behavior by Month
Furniture Office Supplies  Technology Discount Monthly View %Change
0%
$746 1 5181 $614 528 600~ 518 —889
Sunday _ . Customers (%% A 120%
wonday [ s5>° $251 679 Office Supplies  17% 15% 13% - —— 4
L 4 Sales A 101%
§ Tuesday - $542 $238 $661 ] )
> ) 4K 3¢ 4K 8K ax
% Wednesday - 593 $229 36 S Quantity 2K 3% A 132%
> == g Furniture  15% 17% ;
©  Thursda $587 $240 $649 ® T
. : Margin P2 ~s22 = A 58%
Friday - $578 $253 $639 P
65. 36
saturday [ ss> s258 5585 Technology =~ 14% 13% $/Cust v 9%
S0 $400 S0 $400 S0 $400 $800 o §608—9494—$409—SEUE—SETE——
$/Order v -15%
B Furniture Office Supplies Technology APAC USCA W EMEA B LATAM
Purchase Behavior by Demographics
Income Group High Low Mid
Age Group Gender sales | Quantity | Customers | Margin/Cust | Sales | Quantity | Customers | Margin/Cust | Sales | Quantity | Customers | Margin/Cust
silent Generation F $54K 03 $98  $10K 132 14 $62|  $72K 851 60 $106
] $125K 1K 78 $201|  $29K 302 32 $106|  $125K 2K 102 $105
Baby Boomers F $259K 3K 213 $119 | $35K 517 33 $89|  $267K K 208 $147
M $335K 4K 268 $123 | $95K 1K 79 $198|  $403K 5K 353 $113
GenX F $183K 2K 154 $103 | $39K 654 44 $98|  $208K 3K 183 $159
M $297K aK 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 ax 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



wWUzbPzTE&EFGRD
g

L%§E8§S&8TIi PUDYI Fgs&ThPuseébzTsgadubTy

Definition Business questions Business Impact

The RFM model is a technique used to A Which customers contribute the most It helps businesses segment customers
analyze customer behavior based on three revenue to our business? into different groups based on their

key metrics: recency (how recently a A Which customers have made purchasing habits and prioritize marketing
customer made a purchase), frequency (how purchases most recently? efforts accordingly, such as targeting
often they make purchases), and monetary A Who are our most frequent buyers? high-value or at -risk customers.

value (how much money they spend).

RFM Segments Y B & - X

RFM guest segments were defined by a statistical model.

RFM Guest Segments Category Frequency Recency Monetary

High Value Furniture 5,945.00
Regular Furniture 4,394.54
Occasional Furniture 2,182.92
Low Engaged Furniture 1,196.07
High Value Office Supplies 5,735.87
Regular Office Supplies 4,194.46
Occasional Office Supplies 1,981.11
Low Engaged Office Supplies 994.47
High Value Technology 6,011.62
Regular Technology 4,452.76
Occasional Technology 2,178.23
Low Engaged Technology 3.77 1,177.05




Guest Segmentation

Orders Sales

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

Customers %Churned

39K 8.5K $4.8M. B |

At Risk Customers Can't Lose Lost

325 347

Appliances  Chairs

Champions Potential Loyalists

1.3K, 1.1K. 911

Envelopes Binders Art Storage

Guest Segments

Choose Sub-Category to View

Business questions

A How can we effectively group our
customers based on their behavior? R by Cusstomer Segmert

A What personas are most prevalent among e | rie bcomt | Recnc
our customer base? ‘

Furnishings ~ Supplies  Coplers  Labels  Paper  Phones  Accessorles  Tables Bookcases

Fasteners

Machines

10101

H H H §596,356 1,527 15% 125.20 2943 2543
A Which segments show the highest potential
for growth or reten“on? Lost u.," jn.:,x'_» fm 19% 238,09 n ,71(

%Customers by Customer Segment across Months

%Sales by Customer Segment across Months

100% 100%

BUS|neSS |mpaCt so% 3T% [37H oy g 376 36% BN g oy 80% 4% 45%

50% 52% | ggu 50% 53%  53% g Som s kel ER o

This allows businesses to create targeted £ o § = e
marketing campaigns, personalize product .

offerings, and improve customer satisfaction by LR "HNEENEREE RS
I z y b H nJ 3 p 5 y N 5 Al;_ b I nj S njl 5 A b p Q p 3 y A v 5 ¢ 3 nj 3 ‘ Jan feb  Mar  Apr May Jur\mm‘mjul Aug  Sep Oct Nov  Dec Jan feb  Mar Apr May Jun’.m"m].nl Aug Sep Oct Nov  Dec

W Lost B Can't Lose At Risk Customers Potential Loyalists ® Lost B Can't Lose At Risk Customers Potential Loyalists

Champlons Champlons
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Definition
A guest journey report tracks and analyzes
the various touchpoints and interactions a
customer has with a business, from initial C u Sto mer JO u rney Q1 FY24
awareness to purchase and beyond.
. . Direct
Business questions 128Count
%
A What are the typical pathways
customers take from discovery to
purchase? - ‘ Skl
A Where are the key drop - off points in el - '\,\ e
the guest journey? S

A Identified Guest ID | \ T
i i 1 “ 1,000COUnt - Purchased epea
qu can we optlml_ze the guest journey ol . * e 8 occouik
to improve conversion rates? E

_‘ 16.8% Aok
- x 234Count
e W 23%
479Count

48%

Awareness
1,660Count

Business Impact 100%
It provides insights into customer

behavior, preferences, pain points, and Omni
" . Bounce I 30Count
opportunities for improvement s 8%

throughout the entire customer 40%
journey, enabling businesses to

optimize each stage for a seamless and

satisfying experience.
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Definition GuestID Frequency Recency Tenure Monetary PredlctCLTV(12M) Total CLTV
_ ) 1 2 3043 3886 $§ 224 1382 $ 160.56
CLTV is a metric that represents the total revenue 2 1 171 3886 $ 118 3 187 $ 3045
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 $ - § 376 $ 3763
5 0 0 388 $ - § 376 $ 37.63
) ) 6 1 5 388 $ 118 $ 277 $ 39.49
Business queStlonS 7 0 0 3886 $ R $ 376 $ 37.63
A What is the projected lifetime value of different 8 2 3571 3886 $§ 256 §$ 1652 $ 190.71
customer segments? 9 0 0 388 $ - § 376 $ 3763
: 10 5 2443 3886 $§ 294 § 237.3 $ 266.79
A ?l?s\lfo(;?grsv.\;e increase the CLTV of our 11 1 48 3886 $ 10.0 § 256 $ 3557
! 12 3 2829 3871 % 251 § 1945 $ 219.54
A Which acquisition channels yield customers 13 0 0 3871 $ - § 377 $ 31.72
with the highest CLTV? 14 2 1457 3871 § 323 § 103.2 $ 135.52
15 1 1.57 3871 $ 227.1 § 163.7 $ 390.81
16 0 0 3871M% - § 377 $§ 37.72
Business Impact 17 1 2943 3871 % 805 § 2156 $ 296.07
It helps businesses identify their most valuable ig (1’ 582 gg;i : o 2 ZI'Z 2 12;3?
cu.st(.)r.ners, allocate resources effec_tlvely, and 20 0 0o 3871$ - & 377 $ 3772
prlorltlze customer retention Strategles to 21 2 33.14 38.57 $ 28.0 $ 1729 $ 200.88
maximize long -term profitability. 22 1 429 3857 $ 154 § 296 $ 44.98
23 0 0 3843% - § 379 $ 37.88
24 1 3843 3843 % 65 § 538 $ 60.29
25 0 0 38438% - § 379 $§ 37.88
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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

A What is the conversion rate at each stage of the
sales funnel?

A Where are the bottlenecks or areas of friction in
the funnel?

A 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.

Paid Organic
15% 15% 15% -
Traffic:
Where do Guests I ras: e i
come from? Affiliates Search Marketlng
o> ae Srenc pemen y
come: 508 e . Channel
Eowrs 10% Eouse: 20% Eours 10%
1O 60% Ut goN 10" a6%
28% 39% 7%
Where do Guests land? Home Page PDP PLP Entry
(inspire me)
Conv:  5.0% Conv: 3.0% Conv: 4.0% Page
Bounce: 30% Bounca: 20% Bounce: 30% " Bounce Rate :25%
Search Browse H
e Search & Only Find and
What do Guests do? Browse
{locating what | need) Conv. leae: 5,0% 0% Conv. o2 0% Browse
Conmv. itutw: 8.0%
S Evaluate
Pick something out/found what 60% Visits a PDP: 40%
they were looking for. 4 7
{confidence to purchase} SKEa
Put items into a cart. Add to Cart
(eval pre)
fesalume sos campre) Add to Cart Cart Abandonment Rate: 20%
1
63?9:” % of Cart Adds from PLP: 10%

Login, Shipping, Billing and Review.

Checkout

Completed their order

A4

Orders

Conversion Rate: 5.0%
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Definition

Multitouch attribution assigns credit or value
to multiple touchpoints or interactions along
the customer journey to determine the
contribution of each channel or campaign to
conversions or sales.

Business questions

A What is the influence of each touchpoint in
the customer journey on conversion?

A How should credit for conversions be
distributed across multiple touchpoints?

A How can we optimize our marketing strategy
based on MTA insights?

Business Impact

It helps businesses understand the
effectiveness of marketing efforts across
different touchpoints, optimize marketing
strategies, and allocate resources efficiently
to achieve desired outcomes.

Pairwise Channel
Probabilities

Multi - Touch Probabilities

Assign credit% to each touch point

1

10

11

channels conversions users conversion rate

Facebook 214640 1757410 0.122134

Online Video 17103.0 113302.0 0.150951

Paid Search 11342.0 151440.0 0.074894

Instagram 9157.0  75201.0 0.121767

Online Display 5380.0 71053.0 0.075718
Instagram|Facebook 31920 28341.0 0.112628

Paid Search|Facebook 1181.0 12953.0 0.091176
Online Display|Paid Search 803.0 9181.0 0.087463
Instagram|Paid Search 718.0 7605.0 0.094412
Facebook|Online Video 711.0 6044.0 0.117637
Online Display|Facebook 567.0 6008.0 0.094374
Paid Search|Online Video 540.0 5244.0 0.102975
channel contribution

0 Online Video 0.276738

@ 1 Facebook 0.223909
. 2 Instagram 0.223236
3 Online Display 0.138814

4 Paid Search 0.137304
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Definition PP N ——
Marketing mix modeling quantifiesthe S amEmr v alel  dooem B
impact of various marketing activities (e.g., const 6678.3969  209.575 31.866 0.000  6265.086  7091.708
advertising, promotions, pricing) on sales or TikTok 0.3597 0.019 18.904 0.000 @.322 0.397
: Facebook 0.4883 0.036 13.475 0.000 0.417 0.560
other key performance metrics. Google Ads 1.2159 0.104 11.697 0.000 1.011 1.421
,<-\\ T T
Business questions "

X_scenario = X.copy()

A How do different marketing channels

_ Model result suggest that holding all other
contribute to overall sales and

variables constant, a one -unit increase in spending # Increase budget for TikTok by X%
A fe"e”lﬂe? _ . on TikTok advertising is linked to a 0.36 increase in % seenaciol HERS ] x4
\é\lljr:jzt e|ts. ;2:302?:2:;3!0;2?5:“?]; sGaIes, while Facebook see; a 0.49 ir?crgas.e and # Increase budget for Fffebm by X%
oogle Ads shows a 1.22 increase, indicating a X_scenario[ 'Facebook'] *= 1.0
channels? . _ _ stronger impact from Google Ads compared to T LTS ———
A How can we adjust our marketing mix TikTok and Facebook. X_scen;r\ioi sl ®

to improve ROl and maximize impact?
# Generate predictions for the scenario
predictions_scenario = results.predict(X_scenario)

Business Impact

It helps businesses optimize marketing ﬁ@ B ey

budget allocation, allocate resources

effectively across different channels, Simulation: If we increase the f ﬁ;gggiziﬁ

and maximize the return on investment budget by X% on each channel, 2 11235.843056
. . : : o) 3 8417.939719

from marketing expenditures. what will the predicted sales be” p L WA e
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Definition

Marketing effectiveness measures the Marketing Effectiveness (ROAS) Dashbioard é,giﬂ;;.,;;;,La;’,.;(m. sty Cnpogns e
impact and efficiency of marketing e ,

campaigns or channels in generating - 3 = — . A k. — - -

nm o) w an

Device Paid Channels Campaigns Source i . wm wns o g

desired outcomes, such as brand “ g o = -~ I e 1
awareness, leads, conversions, or revenue. - e
Retu on Ad Spent (ROAS)  Cost per Thousand impresso.. Ad Reach,impresio, Cicks and CTR Trerd N r—— ‘ ke
Business questions $4 9 $25 4 g UL DR IR E
A What is the return on advertising spend T i ”J{ H J I & = . =
ROAS) for each marketing campaign or TETUTITLTET
RS ocampa $24.64.96% LTI = o

A WhICh marketlng aCtIVItleS Contrlbute Clicks Impressions Conversions Ad Spend Ad Revenue

most effectively to revenue generation? 623K 13M 126K $6.2M $12.4M - & BN .. . ..

A H oW can we o ptl m |Z eourm al’ketl n g Lrn/p;ffsluns and CPM Trend S::ﬁ:nd CPC Trend L(“c::.irsmns and CPA Trend

26 o e

budget allocation to maximize ROAS? o2t <M Bt~ - -ih- . - B
Business Impact
ROAS specifically evaluates the return

on investment (ROI) from advertising :
expenditures, helping businesses '
optimize their marketing budget

allocation and maximize profitability.

20.36%
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Definition

Social media analysis involves the
examination of social media data to
understand trends, sentiment, and
audience behavior.

Business questions

A What is the sentiment of conversations
about our brand on social media
platforms?

A Which social media channels drive the
most engagement and referral traffic?

A How can we leverage social media
insights to enhance brand reputation and
customer relationships?

Business Impact

Its business impact lies in improving
brand reputation, enhancing customer
relationships, and driving targeted
marketing efforts to increase sales and
revenue.

2 (RGP

Country Experience Ty... Device
Alvalues (6 Alvalues @) Al volves ()

Return on Campaign Spent (ROC... Cost per Thousand Impressions (CPM)  Cost per Click (CPC)

$5.5 @ $30.0

Clicks Impressions Conversions

383M. 10B

Ad Reach, Impression, Clicks and CTR Trend by Campalgn

o 380% 9% S8
v
5
f’
Impressions and CPM Trend Clicks and CPC Trend

5
53-93-53-63-59-83-63
530 4304309 430 <3040 7s0m ¢ .

g a0
S s vn6es a9 21/058

0

Clicks by Campaign and Device
wshare of Cicks
o wm som

2w R 16852530

se21 SNSRI 75674526

peSatagy

¥ nosiet| wane masame

b d

Paid Channels
Altvalues (5)

$2.6

Campaign Revenue

Conversions and Conversion Rate by Campaigns

10.00% 557w 2 S0 s T
00w

coom
400w 2008256 — 2001319/ — 2010089 — 2028756 — 205616
200
oo .
e‘é’ & & & kS
& & & ¢ &
¢ g VI,

Conversions and CPA Trend
by Month

Marketing Campaign k?ls by Chanrel and Source

Campaign Performance Dashboard
®

Campaign Name Source
Avalve: Alvalues 5

Click through Rate (CTR)

3.8%

Campaign Spend

10M _ $1.3B_$68.8M

25m
m

1M = Conversion Rate

™
S00K

°

560 %0
555 g5 85555535555,

§ o owe o om S

20m
B

24

o AR 52w ISR 7610870
SEosnll o [RE0M| 77.657.308
2

R sessn ISR 7657250

Campaign Performance - SERP Results Winners
% Share ofSERP ranks by Compalgn
o w0 ® 15K
o 1720580 20w DEENNEN 2000w RN 1205
2oz 2125w FEEESENEN 18.91% RN 1 250
: 3 196 19.09% IEENONNEN 2006% NN 336 L

Campaign Performance by Country - CPM, CPC, CPA and ROCS

4TI rnsvw EENIENE o.sow NI 1276

5 AN 19.esn WENNIE 20.23% SN 1211
6 TameTR 1030w NNSERN 2037w WG 1291
§ 7 -

11
Y Tt

Spends by Campaigns Revenue by Campaigns
by Quarter by Quarter
i
F $17.307.343 $16,820,610 s 12
£ e 312505695 311283758 323101644
g s [ ;w - e
s mos non
N B B "““
. N 3
H - 197% 21.0m 205% H 5 204% 21m 191 18N
T gt — e — et T g e — e

Profit Margin - Campaign Performance Campaign Performance (ROCS) - Channel wise

2000% s120K and
S e - T ___ETm
o 590K
EZl - s162 s18.88
1000% seox
$100,252 104893 $101.693 $101,947 $102.481 $19.60 l $19.59 7 $15.21
st00m 530K i - IEZEEEE
oM — S6st3 s s 5,428 wan g preges g
& 7% s
£é &7 £F N s, Affiia PaidSearch  Social Media
&5 & §é $ & .
8¢ £ & &
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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 Promo Test - % Off vs. Save up to $
terms of user engagement, conversions, or

her k i A/B Test Summary Y& Control:
other ey metrics. » Hypothesis: Showing guests the straight "$" savings within promo
copy will enhance engagement and conversion/sales. This approach Recironics
H H eliminates the need for guests to calculate percentages into dollars, =
BUS|neSS queStlonS thereby simplifying their decision-making process. n ; W 0 (O]
A Which variations of a marketing Campaign « Measures of Success: Engagement Rate, Conversion Rate
or website design lead to h|gher *  Why Test? Want to understand whether guests respond better to 3
. knowing the specific dollar amount or the percentage off savings in Save up to G
conversion rates? an Apple promotion? $‘100 %
A What IInSIthS C‘?in we gain from Findings from Data Sciences
expenments to Improve future tests? « Variant Performance: The % off content showed a minor decrease Variant:
in engagement rates across platforms (-X% on web, -X% on app), :
. but neither change reached statistical significance at the 90% _
Business ImpaCt confidence level in our test sample size. Page conversion rates for s
. .. . . Apple products slightly favored the control group, though once ® p
It helps businesses Optlmlze their marketlng more, this difference was not statistically significant. E ; Q e
campaigns, website deSign, and pI’OdUCt « Summary + Takeaways: Control messaging with the $ off should g 2
. b ki d dri decisi continue to be used, as it aligns with the original hypothesis.
Offe”ngs y ma Ing ata -driven decisions Despite not reaching statistical significance, there were no Upto d
based on real - world user behavior. indicators across both platforms and metrics that favored the "% 20% %
off" variant. st oo
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Definition apop3¢pbbnyLIGt Hp Nnjl y njR

An incrementality test, also known as a lift analysis

. . . 2000000 abysbnmmwonmxsbl Bpxot
or causal impact analysis, measures the incremental - APHEHTIMWQ.g W
impact of a marketing campaign or intervention by an 1500000 | o®
comparing the behavior of a treatment group f 1000000 o
i 1 : oo ’.'...
(exposed to the campaign) with a control group (not 00000 -s® :: ®
exposed). L
0
. . 0 500000 1000000 1500000 2000000
Business questions Apop3Ch
A What is the incremental impact of a marketing T Revenues vs Spend
Campaign or promotion on sales? “|l.-m- 95 upper confidence band 4 4}
A How does the incremental impact vary across P Bl e il - \ AN
different customer segments or channels? ol "
1 R The actual revenue line exceeds
: " P the prediction line with 95%

Business Impact = . confidence (The predicted line
It helps_ businesses assess the effectiveness of their . should be between two dotted
marketing efforts and allocate resources more lines.), indicating a revenue lift
efficiently to achieve desired outcomes. 101 : for the test period. And we can

o L] calculate the exact lift in

1 [#F revenue.

Oj8 1.'0 1.I2 114 1.'6 1.|8

Spend le6
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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

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

A 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.

Page Type

Alvaly

Category
Alvalu

Total Visits Total Unique Visitors

Total Pageviews

Country Gender

Al values (5) Alval

New vs Return Visit... Device

Al val Allv

P Canada Male

Total Conversions Conversion Rate

3.73M 3.69M 3.75M 137.56K 2.73%

Interaction Per Visit

Average Session Duration (... Bounce Rate

Revenue Cost per Conversion

5.25_ 312.8 50.2% $27.6M $55.58

Conversions and Cost per Conversion By Page Type

36000 75K
$56:21—— 95642 ——355.31— 955,64

s40.00 sok
73661
52000 a3 25%
1540
50,00 —<hA48
Mome  Checkout Category Product
Page  Pages  Pages  Pages

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

Home page | 287

Checkout Pages B2B9% | 2,600

Category Pages [NNAAONN s290% o228
Product Pages s061 as39% W
Share of Avg Event Interactions per Visit by Category

19.65% 20.33%

s 19.66%- ~20.23%

20.14%

Share of Visitors by Keyword Rank and Page Type

Sum of Visitors

o 100K K
1 T35

$ 2 7068

- —_ —

5 Toaw

S 5 — A

R T045% 24.43%

By i

£ 7688%

29 e
10 71.05%

Revenue by Category and Page Type

Category Pages

Checkout Pages 583K 76K s490K 595K 477k
Home Page sa4K sa36K 453K 715K s79.0K
Apparel & Accessories  Essentials & Beauty Home. Food & Beverages Hardiines
426K s

Traffic & Conversions By Category

279% 272 274 P 276
746,834 760,264 726,664 745,430 746,434 =
26354 28456 27,083 22,537 w2
Home. Apparel & Mardiines  Food & Beverages  Essentiols &
Accessories Beauty

Conversions by Cateogry and Gender

Keywords Traffic Summary

repareis accesories [ T mmwmmmmmmm

Food & Beverages

waraiines (RO 13,049

Home 12703 8
Female Male
. oox
New vs. Return Visitors by Device
0 sk M 1M oM
100%
0%
New |34 3305 | 32968 (1866153
B co%
om
Returning (38938 3270% [SRSIN 1422716 20m

Total Visits, Visitor and Conversion Rate by Page Type
3.00%

% 275%
. 2727 5

0.00% - Thdd]__—-60228

HomePage Checkout Category  Product
Poges  Page: Pages

Share of Conversions by Category

Unique Visitors by Country and Device

1420

canada

19.16% 20.69%

o5 19.67%
£

20.02%

20.47%

Average Session Time by Device and OS
e 1as v sw

Windows 303.35ec
5036  49.92%  so7m  S0.35W

Moo Soosw e lsese = ““
ios.
& "

Desitop Wobile Tables
china ndia UK us 233 - s
Top Pages with Traffic Metrics

Pogn e g Name ™ ecuvars

Visitors by Page Type and Category

s i m s il “

Category Pages. 182,144 175,084 174341 170,496 173,759
Checkout Pages 12,249 12797 ns 14,038 10,061
Home Page 027 10,027 15,401 17881 18,085
Apparel & Accessories  Essentials & Beauty Home Food & Beverages Hardlines
1003 HEEE o
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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.

SLES]

Business questions

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

A 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.

ez AiBI Streaming Dashboard
% Analylics

Streamer Tier Total Guest Count
3,146
AVG Total Ads Click AVG Liked Content
1.66 3.56
Insights

ooooooooo

Guest Tier

Close By Reason

8084

User Count Histogram by AVG Total View Hours

AVG Cumulative Steaming Hours

417

AVG Guest Tenure (Days)

AVG Streaming Hours Each Login

397

Total Guest CLTV

Total Revenue

345 $297.7K$301.3K

Trail/Prospect (Opportunities) By Devices
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Definition

Market basket analysis examines the
relationships between products
purchased together by customers during
a single transaction.

Business questions

A What products are frequently
purchased together?

A Are there cross -selling or upselling
opportunities based on market
basket analysis?

A How can we optimize product
placement and promotions to
increase basket size and revenue?

Business Impact

It helps businesses identify patterns,
correlations, and associations
between products, optimize product
placement and promotions, and
develop targeted cross -selling and
upselling strategies to increase
revenue and customer satisfaction.

Instant food products

SURTbLL b

Method 1
By analyzing transaction frequencies.

Method 2

By leveraging data science models to
identify the best combination based

on statistical significance.

hamburger meat

Combination Combination Frequencies

pastrytsoda
rollsbuns+soda
frankfurtertrollsbuns
bottled water+soda
canned beertsoda
canned beer+rollsbuns
rollsbuns+whole milk
rollsbuns+sausage
pastry+twhole milk
bottled beer+rollsbuns
bottled beer+liquor
canned beert+shopping bags
brown bread+rollsbuns
bottled beertsoda
rollsbuns+yogurt
rollsbuns+sausagetsoda

tropical fruittwhole milk
bottled beertbottled water
canned beertnewspapers

support

confidance lift

flour sugar 0.5%
ham processed cheese 0.3%
processed cheese white bread 0.4%
baking powder sugar 0.3%
citrus fruit whole milk other vegetables tropical fruit rootvegetables 0.3%
bottled beer liquor 0.5%
herbs whole milk rootvegetables 0.4%
herbs other vegetables rootvegetables 0.4%
curd whole milk tropical fruit yogurt 0.4%
butter whippedsour cream other vegetables whole milk 0.4%
chicken frozenvegetables  othervegetables 0.4%
ham white bread 0.5%

135
115
90
85
75
70
65
60
60
55
55
55
50
50
50
50
40
40
40
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Definition

The competitor price index
report is a summary that
compares a company's prices
with those of its competitors to
assess pricing competitiveness
in the market.

Business questions

A How does our competitor
price index compare to
industry benchmarks, and
what strategies can we
implement to improve our
competitiveness?

Business Impact

It impacts business by
influencing pricing strategies,
market positioning, and
overall competitiveness in
the industry.

Definition

Price elasticity analytics
measures the
responsiveness of demand
for a product or service to
changes in price.

Business questions

A How sensitive are my
customers to changes in
prices for my products or
services?

A How do changes in my
prices affect market share
compared to competitors?

Business Impact

It helps businesses understand
how sensitive customers are to
price changes, optimize pricing
strategies, maximize revenue
and profitability, and maintain
competitive advantage in the
market.

Competitor's Price Index

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
Category Product_ID Views Our Price Competitor’s Price v ItemCPI
0 8 9 9 Home Office 779 95.98 85.18 \
. Home Office 219 7323 os.17 | R
Consumer Category CPI 113 1.584.08 By 107
7752 74.58 1.04
0.963 275 178 5331 097
239 33 1 096
139 8 095
Corporate Category CPI 125 094
iy
. 284
7 6 093
Home Office Category CPI Corporate ; 78 33.90 093
Cor r TEC-P 23377 4 0.92
———
Price Elasticity of Demand -3.33 .
Price
A value of 1 means that your product is unit elastic and changes in your price reflect an 150
equal change in supply or demand. L
A value of 1 means that your product is elastic and changes in your price will cause a 100 o, -
greater than proportional change in supply or demand. § V‘[;?‘_Oégé;m"o
A value of <1 means that your product is inelastic and changes in your price will result in a 5 -

smaller change in the supply or demand for your product.

0 1000 2000 3000 4000 5000 6000

Demand
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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

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

A 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.

AETbLS] PATbLbAgSPIUP»btLéLS] PzTEQGR

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
Ram (E8) 0 Haieat Battery (mAh) 0 0% 1 4 2l 000 0.00 0.00
Battery (mAh)  -0.093733 Camera Number 8.2 36% 3 5 3 1.08 1.79 1.08
P, 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 4 080 201 161

Brand Tier -69.794030

Total Score: Ml 19 235N 3.05]

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.)
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Definition
Cross-selling involves promoting Clusters from Model Existing Guest? Count Guest % of Exisitng Guest Probability Avg CreditLimit AvgPayments AvgBalance
: A N 649 $ 5784 $ 1497 $ 776
complementary or related products or sgrwces . 5 e 0% GG $ B 4 e
to customers based on their purchase history 8 N 2 $—— 19750 $—— 34745 $— 4676
or preferences. Upselling encourages 8 ¥ 2t 9% tooless data §——35:786 $—2769%6 $—5522
¢ ¢ de to a hiah iced c N 82 $ 7640 $ 6400 $ 2377
Ccus o.mers (o] gpgra e to a higher -prlce or c v 188 705 FGEI ¢ 8684 $ 7053 § 2673
premium version of a product or service. B N e $—4929 $——861 $—673
B ¥ 55 38% Low $————216% $———904 $—977
Business questions : i e y T S
_ q _ E Y 239 75% [Highoy $ 12332 $ 3276 $ 8,143
A Which products or services are F N 391 $ 5671 $ 2718 $§ 3,383
complementary to those already purchased by F Y 617 619 [SCGmI $ 6,208 $ 2750 § 3864
o G N 108 $ 11,808 $ 2,066 $ 2202
customers G Y 374 76% HERI $ 12,110 $ 2061 $ 1,448
A How can we personalize cross -selling and H N 4 $———F500 $——3045 $—6:929
. . H ¥ 3 43% tooless data $—5:067 $——1683 $—6335
upselling recommendations base_d on : - = $ S SR
customer preferences and behavior? I Y 66 75% [Highl $ 11,284 § 16975 $ 5222
A 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 R ¢ : :
items to their purchase?
3
: 040
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, |, 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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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

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

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

A 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.

Rule Based Example

Churn Tenure Gender Contract Monthly Fee Streaming?
<10 18%|Male 49%|Monthly 43%]<20 12%]Yes 36%
10-20 119%|Female 519%]|Annually 25%|20-40 149%|No 36%
No 20-40 209% Two Year 32%|40-60 15%|No Internet 27%
40-60 25% 60-80 21%
>60 25% 80+ 38%
<10 499 | Male 51%|Monthly  89%]<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
5575-GNVDE  Male  No
3668-QPYBK Male No
7795-CFOCW Male No
9237-HQITU Female No
9305-CDSKC ~ Female No
1452-KIOVK ~ Male  Yes
6713-OKOMC Female No
7892-POOKP  Female No
6388-TABGU Male Yes
9763-GRSKD  Male  Yes
7469-LKBCI Male No
8091-TTVAX  Male No
0280-XJGEX  Male No
5129-JLPIS Male No
3655-SNQYZ  Female Yes
8191-XWSZG  Female No
9959-WOFKT Male  Yes
4190-MFLUW  Female Yes
4183-MYFRB  Female No
8779-QRDMV  Male  No
1680-VDCWW Male  No
1066-JKSGK  Male  No
3638-WEABW Female No
6322-HRPFA  Male Yes
6865-JZNKO  Female No

1 No Month-to-month 1 59%
34 No One year 0 15%
2 No Month-to-month 0 24%
45 No One year 1 73%
2 No Month-to-month 0 7%
8 Yes Month-to-month (] 2%
22 Yes Month-to-month 1 57%
10 No Month-to-month 0 0%
28 Yes Month-to-month 1 68%
62 No One year i 66%
13 No Month-to-month 1 52%
16 Nointernet service Two year i 68%
58 Yes Oneyear [] 3%
49 Yes Month-to-month 0 3%
25 Yes Month-to-month 1 69%
69 Yes Two year 0 27%
52 Nointernet service One year 0 0%
71 Yes Two year 0 5%
10 No Month-to-month 0 7%
21 No Month-to-month 0 15%

1 No Month-to-month 0 0%
12 No internet service Oneyear 0 1%

1 Nointernet service Month-to-month 0 8%
58 No Two year 1 68%
49 No Month-to-month 0 1%
30 No Month-to-month 0 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
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Definition Fraud? | Count of Guest ID

Fraud detection involves using data 0 284315 0.17% 1542
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
precision recall fl-score support
Business questions 6332
A What are the indicators or patterns of @ 1.29 1.0@ 1.69 85299 6335
fraudulent activity in our transactions ) G o i i 6337
or operations? . . accuracy 1.9 85443 2
A How can we use predictive modeling or ECEahr .98 2.90 2.93 85443 6428
anomaly detection techniques to weighted ave 1.09 1.00 1.00 85443 6447
identify potential fraud? 6473
@ 6530
RAR1N

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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Definition

An amortization report calculates and visualizes
the gradual reduction of a debt or asset over
time through periodic payments or allocations.

Business questions

A What is the amortization schedule for our
long-term assets or liabilities?

A How do changes in interest rates or repayment
terms affect amortization?

Business Impact

It helps businesses track and manage
amortization schedules, understand cash flow
implications, and make informed financial
decisions related to loans, mortgages, or
investments.

Loan Principle Amount
Annual Interest Rate 6.25%
Loan Period (in months) 48.00

Original Repayment Amount 943.99
Loan Start Date 6/21/2024
Repayment Type End
Residual Value

Repayment Opening

Number Baluce i

Feb-2027 A4S 33 14,455.61
Mar-2027 Ad6 34 13,586.91
Apr-2027 A47 35 12,713.68
May-2027 A48 36 11,835.91
Jun-2027 A49 37 10,953.56
Jul-2027 A50 38 10,066.62
Aug-2027 AS51 39 9,175.05
Sep-2027 A52 40 8,278.85
Oct-2027 AS53 4] 7,377 .97
Nov-2027 Ab4 42 6,472.41
Dec-2027 A55 43 5,562.12
Jan-2028 A56 44 4,647.10
Feb-2028 Ab7 45 3,727.31
Mar-2028 A58 46 2,802.73
Apr-2028 AS9 47 1,873.34
May-2028 A0 48 939.10

Jun-2028 Abl 49

Loan
Repa met
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99
943.99

Interest
Charged .

75.29
70.77
66.22
61.65
57.05
52.43
47.79
43.12
38.43
33.71
28.97
24.20
19.41
14.60

9.76

4.89

Capital

Repaid o
868.70
873.23
877.78
882.35
886.94
891.56
896.21
900.87
905.57
910.28
915.02
919.79
924.58
929.40
934.24
939.10

Closing
Bclcce "
13,586.91
12,713.68
11,835.91
10,953.56
10,066.62
9,175.05
8,278.85
7.377.97
6,472.41
5,562.12
4,647.10
3,727.31
2,802.73
1,873.34
939.10

% Capital

Outstandin g
34.0%

31.8%

29.6%

27 .4%

25.2%

22.9%

20.7%

18.4%

16.2%

13.9%

11.6%

9.3%

7.0%

4.7%

2.3%

0.0%

0.0%

Interest
y Rate =~

6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
6.25%
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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

A How can | analyze my P/L report to
understand the profitability of my business?

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

A What trends can | identify in my revenue
streams based on the P/L report 0

Business Impact

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

*

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

-55.0% 24.1%
vs. previous month vs. previous month

EBIT Interest Expense

1350 20

0
Illll.lll,ll IIII|I,I|II|

63.6% -45.7%
vs. previous month vs. previous month

Income Taxes Net Earnings

20

250 0
A ([

57.0%
vs. previous month

-31.5%
vs. previous month

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

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

A 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.

Whatis the Line The Line’s vision of the city of the future
; i

The Line: The City of the Future, Revolutionizing Lite in Saudi Arabia

The Line, the infrastructure and transportation of the city of the future

Innovation and Technology for the City of the Futurs in Saudi Arabia

‘The environmental st ility of the city of the future

The e starabi the

% 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.
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Definition

Sentiment analytics involves analyzing text data,
such as customer feedback, reviews, or social
media comments, to determine the sentiment
(positive, negative, or neutral) expressed towards
a product, service, or brand.

Business questions

A What is the overall sentiment of customer
feedback and reviews?

A Are there specific products or services that
consistently receive positive or negative
feedback?

A How does sentiment correlate with other
metrics like customer satisfaction or
purchase behavior?

Business Impact

It helps businesses gauge customer
satisfaction, identify areas for
improvement, and manage their online
reputation more effectively.










