aln

makep.

Loyal ty Program
Qpportunities

Ret enti on

sLoyalty program members should shop
more frequently and have a longer
life-cycle than non-members

Rewar ds
*Aspirational non-product based
rewards to reduce reward cost and
cannibalization or revenues
*Redemption on high margin or
private label product to incent
product or brand switching

Mer chandi si ng
*Reduce cash-discounting
*Product specific earn opportunities
» Get vendors to fund promotions
*Private label and category specific
promotions

Recency and Frequency
*The loyalty program offers can be
designed to promote higher frequency
especially during weekly quiet
periods (i.e. weekly cumulative
offers) and higher frequency through
frequency based offers

return on i1ntelllgence”
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Cl asses
of Anal yti cs

« Strategic Analytics used to support strategy

formulation and business planning

« Tactical Analysis used to support tactical
business initiatives (l.e the “business plan in

action”)

» Tracking and reporting analytics are used to

monitor progress against the business strategy and
business “plan in action”

PLAN

EXECUTE

VEASURE

return on intelligence~



Cust oner

makep' alin” Intelligence Cycle

Business Capabilities | LEARNIN G
Assessment

EXECUTE

MEASURE
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makep_ alnTM Pl anni ng

, _ What is your process, organization and technology
Industry Expertise capability to execute your analytic based business
Led Consulting P y

initiatives?

Strategic Analytics — What/Who/Where are your high potential value target

(Value-Based Segmentation) markets?
Strategic Analytics What/Who/Where are your most valuable customers?
(Value-Based Segmentation) What is the penetration into you high potential kear
segments?

Market Research
Strategic Analytics
(Preference Mining)

What do your high value customers and your highest
potential markets want and need from their energy
provider?

What marketing strategy and plan can be derived fro
the market and customer analysis that will drive
maximum business results?

Marketing Expertise
Led Consulting

return on i1ntelllgence”
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Execut e

Tactical Analytics

Affinity Analysis
Link Analysis
Gap Analysis

Industry and Marketin
Expertise Led Consultin

Customer Preference Analysis

Sales and Marketin
Expertise Led Consultin

i

Tactical Analytics

I

:

Predictive Modeling

Strategic Analytics
Operations Researc

:

What promotional and product opportunities exist th
can be executed to support your business strategy?

Based on customer wants, needs and preferencés crea
value propositions from the identified opporturstie

Design marketing campaigns and flyer promtions to
execute the opportunities

Which customer or markets have a propensity to nheet
identified business opportunity objectives?

Across all possible events what is the combination
customer/market, offer, channel that delivers the
maximum business result?

return on i1ntelllgence”



makeplain® Measur e

Continuous tracking of results will allow management to adjust the plan to meet
business results

Campaign _ _
How are my campaigns performing?

What are next quarters sales by category going?o b

Business Intelligence Reporti
Ad Hoc Reporting
Scorecard Reports

Did the promotional product campaign genere
positive return on investment? What was yesterdays
sales/gross margin by store by category?

1

How is the overall business performing from many
different perspectives (financial, process, orgaiiimn,
technology...)

How many customers were acquired last month? How
many defected? How many increase their frequency?

return on 1intellligence”



5 Custoner Intelligence

makep— all’lm with SKU Level Data

cient

 Alarge Canadian grocery retailer

Goal

* To build and operate a SKU level data warehouse an d develop
advanced analytics to evaluate the use of informati on and a
loyalty currency for category management

Sol uti on

 We built and managed a data warehouse that containe d SKU level
transaction detail and was used as a pilot study fo r a test
market for a new loyalty program launch

Resul ts

* We test marketed weekly product promotions and tra cked results
over a 15 month period and business increased by 11 % and put

three competitive locations out of business

return on intelligence~



Cust onmer & Product

rnakep-ain“ Profitability

Cient
A major Canadian grocery retailer

Goal s

» Understand the profitability of customers/transactions who purchase
private label products

* ldentify opportunities to switch customers from well known national
brands to private-label brands

» Cross-sell additional product categories

» De-list items that do not contribute to profitability

Resul ts

« $25 million dollars of opportunity was discovered within a few key
categories for 1 region with 20 stores
e Sample findings:
— Coffee switchers (buying Pride of Arabia and Folge rs, why not PL)

» Ideas: Display together, coupons on Pride of Arabia for try and buy PL),
taste counter

— Tide buyers and produce
» Ideas: PL Detergent desk in the produce section with coupons

— Cream Cheese and Deli Meat cross category
» Ideas :Display together, flyer advertising,...

— Items that appeared to be unprofitable were being purchased by the
most profitable customers/transactions and were rec ommended to
remain listed

return on intelligence~



Trade Area Anal ysis

makep— ail’lm usi ng Custoner Loyalty Data

dient

A major Canadian grocer

Goal

» To define primary trade areas that the stores coul d use to
target flyer distribution and target direct marketi ng

Sol ution

« We performed a trade area analysis for over 150 loc ations

Results

* 10% lift in marketing and advertising response rat es compared

to the old methodologies used
e The return on investment was over 300%

return on i1ntelllgence”



5 Cust oner Loyalty

makeplain® bi rect Marketing

Client

A major Canadian retailer with a national loyalty program

Goal

 To improve the marketing campaign results for a mu lti-CPG
vendor direct mail campaign targeted to loyalty pro gram
customers

Sol ution

« Utilized Makeplain advanced analytic methodology to

« conduct a basket analysis of the 20 products being marketed to
develop four groupings of five products each that w ould get
different creative and offers

» Develop four predictive models to target each of t he product
offers

Resul ts

* Makeplain’s targeting methodology outperformed sta tus quo

methods by over 200%

return on intelligence~



