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Analytics



Overview

Synergy has recently established a
new advanced analytics division

In this meeting we intend to present:

The division
The approach that lead to its establishment
The Professional staff

The solution and the added value for our
clients
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The division ’'s staff

Technion graduate in computer science
12 year experience in leading of analytical processes in marketing, sales, finance

8 year experience in Bl division in Partner (orange) and 2 years as the manager of Acrm
department in Bl

Bl expert and part of the establishment of some of the largest DWH systems in Israel
Projects and experience:

— Retention models, Cross sell/ up sell models, Response models, Customer profitability,
Segmentation & micro segmentation, Campaign management, Rate plan optimization, Real
time interaction management, Web analytics

Shaun has been involved in deploying advanced analytics to solve business problems
has been involved in over 200 projects around the world including:
— Segmentation, predictive analytics, forecasting, optimization

has run Data Mining teams in the UK and USA delivering business benefits through the use of
customer data

For three years he was VP Intelligence Marketing Solution at SAS Institute where he was

responsible for the embedding advanced analytics into SAS Marketing and industry specific
solutions.



The division ’'s staff —
expert consultants

The team consist of expert statisticians with wide experience, experts
such as:

— Tel Aviv University merit BA graduate in Math and computer science in TAU

— Merit graduate MA in Math and fuzzy logic

— Served in the military in an elite technological intelligence unit as head of a large text mining project
— 13 years of experience in data mining in the academy, IDF and in the industry

— Was part of several data mining projects both as and algorithm writer and development manager

— Conducted research both in the industry and in IDF

— Developed a unique solution identifying social networks and opinion leaders



The division ’'s staff —
expert consultants

— A statistician with over 25 years experience in developing and implementing advanced analytics in a number
of sectors including

« financial services

* telecommunications

o retall
— As well as been involved in data mining consulting John also lecturers at UMIST (Manchester University
— He has experience in a range if tools including SAS and SPSS.

— A aCRM consultant that has worked in the Credit Card market in the UK and Europe for over 15 years.

— He has run database marketing and new business development teams that have included advanced
analytics and data mining for a number of US Credit card companies.

— A statistician with extensive data mining experience in the retail and mail order sectors.

— He has been directly involved in developing targeting models for customer contact strategy, stock
forecasting and margin management.

— He has experience in a range of tools including SAS and SPSS.



Advisory Board

An advisory panel that will function as a center of excellence and is
intended to:
1. Link academic and hi-tech knowledge to the evolving market needs

2.  Ensure appropriate adaptation of academic methods and techniques to business
needs



The division ’'s staff —
Advisory Board members

The team consist of experts in different statistical areas from the academy and
several business verticals, with experience implementing data mining techniques
and applications, experts such as:

B.S. in Mathematics and M.Sc, in Statistics from Te | Aviv University in Israel
Ph.D. in Statistics from Stanford University

worked as a data mining researcher at Amdocs Ltd. (1997 to 1999)

data mining consultant (1999 and 2003)

Interest areas: applications in the telecommunicati ~ ons industry: churn analysis, fraud analysis,
lifetime value modeling and more.

Hle Is the primary author of the paper "Lifetime Value Modeling and its Use for Customer Retention
Planning”

Four years at IBM research, applying complex modeling approaches to practical problems



Techniques and
management standards

Using the following techniques:
» [Forecasting
o Optimization
e Text Mining
* Predictive Modeling
« Segmentation
» Social Networks Analysis

The division follows Synergy’s values such
as quality , commitment for results
objectivity , and benefit realization .

The division is subject to Synergy’s project
management standards
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Income Increase
Benefit realization

Customer Dozens percentages decrease in acquisition cost (40%)
Acquisition Dozens percentages increase in direct marketing closing ability in acquisition (50%)

Double and more increase in direct marketing closing ability in cross sell activity (150%)
Sales ‘ Significant increase in number of products per customer (30%)
increase Increase in scattering percentages to direct marketing campaigns (80%)
Increase in ARPU — revenue per user (15%)

Churn _
0)
prevention - 15% decrease in churn
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Experience

Synergy has conducted a number
of projects as a POC to the
divisions’ services

These projects used the variety of
solutions offered by the division:

— Advanced consumer segmentations

— Social networks analysis

— Consumer behavioral pattern analysis




Segmentation

4 )

To get a better understanding of the customers and their different
Purpose of . .
h act needs, beyond customer value, in order to focus the marketing
= [Pl activities and increase their effectiveness
- 4
o . . . )
- Demographic variables along with usage variables according to
Innovative product categories and contact frequency (of any type) with the
element company
- Business interpretation to the analysis outcomes Y
4 )
- 8 significant and actionable segments
Outcome - A comprehensive business plan for contact manageme nt
for each segment
- /
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BUSi - response rate improvement for the targeted marketing propositions
usiness : :
b fit - A better understanding of the customer created a more effective
S marketing resource allocation
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Soclal networks
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- A more effective marketing resource allocation to customers with the
greatest influence
- identification of social networks among club members in order to spot
and approach audiences

/
K— A designated social network and identification and link strength O
algorithm in order to identify opinion leaders
- Business interpretation for the algorithm results
- Implication of the findings in churn forecast model in order to examine

the influence of social parameters on customers churn chances )
- Identification of thousands social networks connect lons

- ldentification of opinion leaders in each network
- An improved churn model and ,with social parameters

\

Increase in customer retention as a result of better understanding
customer churn, its causes and the prevention methods
changing the refund policy and communication strategy

/
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Synergy Advanced analytics
Project management methodology

Involved teams Steps QOutcomes

| The organization’s team |
| Synergy Advanced Analytics team |




Using tools instead of code

—— > Increase productivity

———> |ncrease accuracy
> Automated documentation

> Reduce revenue on individuals

SAS code

e PROCREG

— Regression analysis PROC REG
DATA=SASdataset options;
MODEL dependent(s) =

regressors / options; PLOT

variable | keyword. * variable |
keyword. = symbol ; OUTPUT
OUT=SASdataset P=name
R=name ... ;
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Mining methodology

Proven

Structured
Systematic

Embeds best practice
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Why Synergy
advanced analytics?

— Synergy advanced analytics is organically integrated into business
consulting projects

— ensures implication of the process for
maximizing business results

— High quality and pedant project management level with
commitment to the quality of the results

— a combination of local and international
experts with experience in advanced statistical project

— complex analytical
and statistical services with advanced tools rarely
used in Israel

— in solutions and products such as
precise social network identification using
designated proven technology



Thank You



