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M\ TECH & DATA INNOVATION

As a Technology firm, ANATICS offering full range of technical service from strategic consulting to implementation of
technology project, based on modern software, hardware, latest SaaS tools and practices. Services includes

management tech advisory, due diligence auditing, strategy planning, budgeting, product development, quality control,
data mining, change management.

Technical Architect & Solutions

Business

ReqUirements Technical UX Design Ul Design  Development QA/QC  DevOps Training
X PR Architect  Product Mgnt Project Mgnt Coding Testing  Release Change Mgnt
Collection
Self-service  Realtime Reports @ho“stfcs Modeling ~ Consolidation  Data
exploration & Dashboard Bl looling & Definition  (warehousing) ~ Storage

Data Pipeline & Bl as a Services
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SOLUTIONS

DATA WARE HOUSE &
DAITA PLATFORM




/\ DATA WAREHOUSE & Bl AS A SERVICE

In general, an organization handling large amount data follows the 5 phases below

Generate Collect Store Process Analyze Data Science
S =2 o
Software Systems Data Sources Data Warehouse Cleansing Data Mining

= = rr—
= =G i
@ pobotes g/ ==
3rd party services Data Collectors Data Lake Transformation Visualisation Deep Learning
\+
+
= )
+
Spreadsheets Enrichment
descriptive analysis predictive analysis
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IO\ DATA WAREHOUSE & Bl AS A SERVICE

In general, an organization handling large amount data follows the 5 phases below

Generate iy gl Collect il JiiStore iy gllProcess Jli gl Analyze il <
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ANATICS TECH STACK SOLUTION

Data sources Data Warehouse Data Transformation Visualization & Analysis

Apache

) Airoyte  Alicon
Transaction Connector 7 2 “dbt 0 git B —> m Power BI

| | 7 L Data Transform ; :
w > | : 7 . @ Goog|e >: . Document auto Version Control E
w—— TRCLOUD | | | BigQuery ' generated Google |
Inventory ' | | ' . Scheduled by Dagster / @ 2y :
system Finance system i P 7 , | A(.; ff uled by Dagster BigQuery !
[ rriow 1
| ‘ ter | L / e :
: ; Q dags © e - —> - Google Data Studio
EE Python for API
Manual file . Workflow automation & |

EL Tools ~' \ Schedulling

S

Marketing Data
Ads Platform

% Ad-hoc analysis

Raw Data

Cohort analysis

| Product Master |

(©
&

Data Modelling Analysis Customer analysis
KawBata Cleansing & Mapping & Customer Master Deep-dive data analysis
Transforming | w—
| w—
\w/
Store Master Funnel analysis
Raw Data
123-
Vad
Metrics/KPls
T —
MNATICS
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M

CASE STUDY - RETAILS

Clients are:
|, A fast-growing fashion retall company with |00+ physical outlets and an e-

CO

2. A

party apps

Anatics helped to setup a clouc

mmerce website
top-3 F&B retalls company with 450+ stores, online owned app and third-

data warehouse and self-service data

analytics platform that aggregates transactional and customer data from 3

silo ¢

visua
Anat

1ze sales anc

ICS also prov

d

atabases (Retall POS,

Nnvento

"y 1IN near-realtime dash

-RF e-commerce), allowing the organization to

DOArds dnd reporis.

e tool -

raining and documenta

house business analysts and technical team.

Timeline completed from 5-8 months
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% CASE STUDY - RETAILS

Generate Collect Store Process Analyze Data Science

v ‘ g B N S s A )y g - “\\
\ m ’(“ / \ | / / E y / \ ‘\1\‘
\MySaL r.nrﬁ |
| | oo =) |

. Microsoft
DAata Warehoyse \ Cleansing

@ Google

Big Query

&

*\, Dynamics

Data Source

Xsualisatio

) Anatics In charge
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A\ DATA ANALYTICS & Bl AS A SERVICE

ANATICS provide expertise in setting up data pipeline & standardizing business process. We guide your team

through the process, build your first automated organization dashboards and set your team up for future Data-

driven decision makings.

Data
Assessment/
Due Diligence

Tech & Data DD
Documents

/NATICS
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&

Set-up &
Analysis

Automated data
pipeline &
warehouse

Standardization

Calculation metrics &
standardized
reporting brocesses

Automated
Reports & Data
Analysis Tool

Develop

Data Platform Automation

Datasets for self-
service analytics

Automated reports Performance analysis

reports/ dashboards



/y\ Bl PROJECT MILESTONES & DELIVERABLES

Month T
Kick

T+1
off

Tech - Data Due Diligence

Strategic consulting

- Top-down: Market Research &
Client's Business Strategy

- Bottom-up: Tech DD, Data
Maturity, Working Process..etc

- Digital transformation Roadmap

Milestone 1

Data Warehouse and

Data Modeling set up

A sufficient, up-to-date pool of
raw data and data model with
well-structured dataset ready for
analysis and reporting.

Analysis and Design

CPM model

A full CPM Model with OKRs,

KPls, Metrics, Measures, Data

and a set of report/dashboard
templates.

Milestone 3

T+...

Automated DA &
Reporting System

Automated real-time reports and
dashboards based on CPM
Reporting Templates on Bl Tool -
Holistics

Milestone 4
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m DATA MATURITY LEVEL & REPORTING PROCESS

The Fashion Retall client transitioned from "Data Aware" to "Data Proficient” Stage

Data Driven

Data Savvy
Data Proficient Embed data into all

Data Aware business processes.

Use data to No data -> no

Standardized make critical decision

Manually compile reportingon an business decisions
non-standardized
reports from

different systems

organization wide
reporting platform

Goal: Standardized T
N Goal: T.rack org Goal: Data based Goal: Add scale and
P & KPls using Bl decisions for key take out cost
platform initiatives

Digitalize Record Compare Analysis Predict

Fulfilment

Sales

Marketing

Finance

HR

Services

Operation

WKNSNCSS

WY NKS
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ﬂ Centralized Data x
Repository

No Company-Wide reporting [:“
tool (exceptExcel)

Spend a lotoftime loggingint
different operational systems

anually extract, clean and
blend data on a regular basis

Data Aware Data[:“

umbersdon’t match, peoplegetinto
arguments over “whose numbers are
right.”

Distrustinthe org overdata reliability.
Competing interests (somepeople will
fudge numbersin spreadsheetsto
inflate bonuses)

Timeto insightsand actionisvery slow

Decisions/actions/insights are lost
in emails, meetings or conversations

Lots of “dark data” (images, notes,
analystinsights)

The company has gotten very good at
communicating what happened
butnot why.

Proficient

Data Proficient

(Business

Intelligence)

It takes too longto builda /
(custom or ad-hoc) report

Pooradoption of old reporting
amongst

new hires creates power usersand
people-related

bottlenecks

Dashboard Hell: Too many reports
and similardashboards with multip
versions ofthe truth createa

nightmare forIT

Product offeringissovastit'stoo
hard to keep track of whatyou're

selling (whatitlooks like, user J
reviews, etc.)

Data Savvy

Data Savvy
(Decision
Support
Systems)

Common Pains - Solved during Transitioning between Stages of the DDMM

Need exploit patternsin
data to identify missed

opportunities and drive micro-
Optimizations.

Needtoengage with
customersin new ways
and on new channelsto
furtherdrive growth

(e.g., Chatbots,
Recommendation Eng-
ines, or Al-powered Search

Data
Driven

Data Driven
(Al, Machine
Learning, Data Mining,..)



Define Customer Journey (Online & Offline) & Data Tracking
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D,

R —

Order > payment > up

l : Offline i Finish Make Pick
Walk-in > rder ™ order — ™ payment — *  up
b |
QR I
code
Scan |
. J
Wifi
e Customer Behaviour Tracking
R N\ F "7 T T T T T T T T T T T T Rmbte sofward ittt totals
Marketing Platforms ANV | . System for Online Sales
(FB, GG, agencies' DB..) Click % @adjust
' P! ik o branch ! ' !
| I I ranchn I I
I Social | l I I |
. . post +—» Click I
I Social Media e — e e e e e e a2 2 | o e e e e e - - - .
| (. , | | |
I | | 1 App I Add | 1
. : . App/GG . . Product Submit Make Pick
| n Click . 1 Pa ——+—»Download&—» Register —» Verify —» to —> E—
I Ads p| atforms mpressio - | —> Fageview store I Install " View cart order payment up : |
I | | : | | | i
I 1| I I | (1
| Email Email ! : Link l ! I Il
I Email g Receive ™ open I > click : ’ | | : [
Insider
I ! l | Firebase C | ! | |
l 1| l I I |
| [ I(1) App Back-end DB; I I ]
- ((2) In-app Behavior Tracking tool. |
I SMS SMS 1| Link I | [
> >
| SMS Sent Success : I click SRR UL U U =TT T il J :
[ | | | | I
I Cb Referal | | L | | |
I Others 4. Link —1 click I I I
Receive
[ “ | | | | |
L e e e e e e e e o o e e o e = o = J b e m e e e e e e e o e o e o o o o = = -J | I
| I
| [
| |
Impression » Click » Pageview - — — — — — — — — — Online Sales channels |1, SSubmit e e !
I
[



Milestone 2-3 Design CPM Model to align Business Activities with Teams' OKRs & Performance Tracking

Offline orders

No Order i 1st online order 2nd online order > (n+2 )order
(if any)
I | | | | | | I
I | | | | | | I
Unknown Known Activated At least 1 Active
Traffic »  Customer » Customer » Customer » order in the last e ®  Customer
(Offline) (App/Web) (App/Web) 30 days?
] A I A : ‘ 1
| 1 1 1 1 : 1 A *
1 1 1 1 1 1 ' Yes
1 1 1 1 : 1 ' No
g : . L : |
1 1 1 1 ! 1
1 I I 1 ! |
1 o ! 1
C - -—J ! ! ! . At least 1
' : L : Inactive —— order in the last No
1 I 1 | N
: : | : : Customer 90 days?
1 I 1! 1
1 1 ! 1
| I ! I
| I 1 : I
C e o e e e e e o - -—J I
. : ! Churn Black-list
Budget for Marketing ! : Customer > customer
(Investment) : .
1 I
S :
I
I
I
I
|
I
I
Cmm e e oo -
-
Awareness Acquisition Retention Reactivation Loyalty
. > (n+2) Orders Gross Profit
Quantity Installs 1st order 2nd order Customer lifetime value (Return)
. Conversion Rate Conversion rate Conversion Rate
Quiality : 1st Orders--> Re-orders MAU % Inactive vs Active
from Imprestion --> Installs from Install --> 1st orders .
MOM Retention Rate
Speed
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Sales
(Return)

Budget for
Marketing
(Investment)

Campaign's
Quantity
metrics

Campaign's
Quality
metrics

/NNATICS

ROAS multiple
Gross Profit (New Logic)

Gross Profit from 1st Order

Gross Profit from Re-order
Number of 1st Order
Number of Re-order

Average Checksize

Total Cost by Channel

Channel Cost (Multiple)

Prodn or Media (Lump-sum)

Staff Incentive

Cost per results

Marketing & Sales channels

Results

Cost per Reach (~ SMS sent; Delivery)

Cost per Downloads

Cost per Signups (~ Referer COGS)

Cost per First Order

Cost per Retain

Reach

Downloads

Signups

First Orders

Retain

Monthly Active User

Re-orders

Conversion Rate

Download/Reach
Signup/Download
Retain/ Sign-up
1st Order/ Sign-up

Month on Month Retaintion Rate
Average TC per MAU

Avg. Referrals/mth

Store - Social Packaging - | Existing Paid Media| Creative
Store Wifi . SMS Referrals .
POSM Organic Aggregators | App Users (FB, GG,..) Media
Performance Projection
Abbri Formular | Store POSM| Store win Osr:“;'rfl'c SM$ f;;;‘:g;’t‘gr; Pald Media | Referrals AiBIEJLZ%e
ROA S multiple h Df ]
Gross Profit (New Logic)
Gro=s Prafit from 15t Order
Gross Profit from Re-order
Number of 15t Order
Number of Re-order
Averape Checksize
Total Cost by Channel
C el Cost (Multinie
Proan or A Lump-s im
Stafr incendve
Cost per results
- SMS Deiver
5_ - Re OGS
o=
Raszults
React 351,008
Dawnlkad 47,000 47,0 00 25,004 350 $105,302
Signupe 47,000 47.0 ) 000 20,000 180 41,600 84,241
First Order 44,85 44 1.400 19,00 BE 39,520 80,029
Retain 37,600 3,600 16,001 04 33,280 7,393
Manthly e Use 25,958 g 6.454 )91 )32 27,05 54 455
Re-order 18,92 18,9738 9 681 9,37 ! 40 1
Converzlon Rate
Download/Resch
Sighup/Downiosd
Retain/ SKN-up
':'df - 'bs:: ;-_— 7 Rate
Averags TC per MAU
-\.'; Refarais
S Plan - Assumption - Solution
Other detall calculation
Churn
Chum/ Downiosd
C" ) 9.40 e ':;L:' J

CPM Metrics & Dimensions include:
Data Source | Definition | Business Logic | Formulas | Dimension.. etc.
And all requirements for Data Team to do data and report/dashboard works




DATA WAREHOUSE & AUTOMATED REPORTING SYSTEM

01.

Holistics connect and manage multiple

data sources to store in BigQuery

Connected to multiple data warehouses

Data Imports ¢

New data import v

Import List Job History

Q. Search for...

> Google Spreadsheet - © Client_BigQuery (2 imports)
» 2 Client Ho - © Client_BigQuery (13 imports)
» T\ Client Ecom - © Client_BigQuery (14 imports)
» » C(lient - © Client_BigQuery (18 imports)
v I bigquery

> @m 0. RAW

> @m 1.Simplify & Clean & Standardise

> W 2. Master models

> @@ 3. Conversion Funnel

> @ 4A. MKT Analytics (Quan)

> @@ 4B. Ops Analytics

> @m 4C. Sales/Revenue Analytics (TBD)

> @m 4D. Quality Check

MNATICS
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02.

SQL code on Holistics to transform, Clean & Model your Data

Create data models that capture most important business metrics. In each model, define custom attributes from

multiple data sources.

Build relationships between these models. Then, visualize where each metric comes from

Layer 1: Raw Data

Layer 2: Cleaning

Layer 3: Mapping

Layer 4: Table
(Formular)

Layer 4: Datasets

& raw_data_gg ads....

[ 8 raw_data.raw_dat.

- @ raw_data_gg_ads_...

@ raw_data_raw_dat.

O

. @ simplified_gg_ads

O

raw_data.raw_dat... 8 raw_data_fb_ads....
@ raw_data_utm_bu... & raw_dataraw_dat... @ raw_data_fb_ads_...
@ simplified_utm_b... ] [Ea raw_data_raw_dat... @ simplified_fb_ads

@ master_ads_perf...

¢ Marketing| Overview an...

Q_ Search for...

> (2) Coh|Lead -> Deal

Visualizations @

> (1) MKT_ads performance

v

(1) Budget

v

(2) MKT KPI

A4

(2) Cut|No. Levels

v

v

(1) »* Dimension (Before Lead)

A4

& ME and Net Revenue

(2) »* Dimension (Lead to Paid ...

=T e |2
um €6 a2 ¥
I )
W W W
SETTINGS STYLES
Table Fields
+ Add field...
Y Conditions

+ Add condition...

P R E
dm M

Less A

FORMAT




Milestone 3-4 DATA WAREHOUSE & AUTOMATED REPORTING SYSTEM

03. 04.
Drag-and-drop interface for non-technical users Demo reports/ dashboard and automatic email

Managers are able to create their own charts, visualizations and pivot tables by dragging the relevant _ _
_ _ Demo general reports and train for managers to drag - drop by their own
metrics for display

¢ .. RETAIL - Sales - Product... - Visualizations @ Payment Amount by Date and Current Scheme () ' [ HISTORICAL MARKETING PERFORMANCE j
Q. search for... = O e  u E 50.000,000.000
ot (2) 1 Cost per Potential Lead vs. No of Qualified lead, No of Potential Lead (2) 1 Number of Qualified Lead, Potential Lead, PT Booked Deal, Paid Deal
Aa Post Code nm € A T | [#
4.00K 3.90K 3.64K 4000 390K
ggg ﬂ' := E @ a 1,000,000 364K
Aa Scheme Code 80,000,000,000 500
m 2 00K 1.98K 900,000
{7 Scheme Last Updated 300 . 289K
SETTINGS STYLES FORMAT e g
= 200
it Scheme Updates X Axis 70,000,000,000 i 1.00K ooos 3 § o
o D.B0K 2 198K 0
$ g § =
Aa Store Number . 050K s0000 & ~ Lesx 164K
Month Sale Transactions D... X v ] G-
Aa Surname 60,000,000,000 0.40K 500,000
1000 1K 0.98K
Legend
. Count Customer e . 048K 51 52K 55K 051K 0.50K 0.49%
- 5K 0.28K 025K
Customer/Member Current... X v 50,000,000,000 Sk l"" gl |y L I_ I_ -
o 10 " 40 10 10
- @ Sale Transadions ) = 021 Ju 1 2021 : Jx t -’v!n: M E Apr E May I!.'_. Jun 2021 24 2021 Aug 2021 Se A!: Oct :f
. Month Month
# Bill Size Cohort Y Axis 1 _ ‘ 7
® Qualified Lead Potential Lead  — Cost per Potential Lead @ Qualified Lead Potential Lead @ PT Booked Deal @ Paid Deal
40,000,000,000
Aa Customer Number Sum of Sale Transac... X Vv O _
(2)1 Marketing Expense per Qualfied Lead Vs. No of Lead by Lead Categories (2)Coh | Lead conversion rate & Deal conversion rate
] Date “ 052K
+ Add more... 30,000,000,000 500 1.
# Discount Amount .
m 200 -l:l:4
# Gross Amount .
¥ Conditions 20,000,000,000 - 5 i
2
it Is Return Sale § 300 ) g g 1
7 Sale Transactions .y $ "1 :
Ao Member Card Number Date last 24 months 10,000,000,000 . B i 8 s
Aa Customer/Member
4 Number Of Items ,_q . e m. XV = 00,000
100 0.09K
# Auto update Limit 500 ~ 0 reallr-
Payment Amount P Jul 2018 Jan 2019 Jul 2019 o B _IM:" ‘B o %
oofl W oot o cloll ool - ool ool o) : 2 ool 1
Aa Pos Terminal Number . VAS-NEW Sum of Payment Amount @ VAS-TVIEN Sum of 2 Jan 2021 Mar 2021 May 2021 Jul 2021 Sep 2021 Jan 2021 Feb 2021  Mar 2021 Apr 2021 May 2021 Jun 2021 Juf 2021 Aug 2021 Sep2021 Oct2021
< \Vliew Relationships VAS-VIP10 Sum of Payment Amount VAS-VIP15 Sum of Month Matah
P @ VAS-VIP20 Sum of Payment Amount @ Eventlead @ Hotlead Warmiead @ CokdLead — ME per Qualified Lead — Lead Conversion Rate (L21L0) — Deal Conversion Rate (D&/D1)

T
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Marketing Dashboards include these sections:

1. Marketing performance overview

- Marketing & sale performance

- Historical marketing performance

- Financial performance by marketing
channel & subject

2. Customer Conversion - Cohort Analysis

3. Marketing Campaign Detail Operation

/NATICS

Digital to Growth

1. Marketing Performance Overview

MARKETING PERFORMANCE OVERVIEW®

(1) Yesterday ME (2) Yesterday Q.Lead (2) Yesterday ME/Q.Lead

~ Infinity®

673,381 19 0

0 of null Budget Oof null KPI

(1) MTD ME (2) WTD Q.Lead (2) WTD ME/QLead

~ Infinity%

50,716,223 172 16,889

0 of null Budget O of null KPI

(2) Number of Q.Lead vs KPI

4000
3500

3000

198K
186K
1500
1000
04sK
) I
o
Jan 2021 Feb 2021 Mar 2

® Qualified Lead (LO) @ KPi Qualified Lead (LO) @ Compare Actual vs. KPt

No. Qualified Lead
w
8

Month

To be continue (2)Yesterday ME/ P.Deal

null

(2) 1 WTD ME/ P.Deal (2) WTD Sales Conversion Rate

2,904,978

(2) Budget vs actual Marketing Expense and Cost per Qualified leads

,,,,, 238.56K 499.79M
. /
/
/ 34K
/
360.13M
8
>
g
F W
114.75M
0.00M
an221  Ma2021 May 2021 Jul 2021 Sep 2021
Month
© Budget @ ME Actual (cut_off) - Cost per Qualified Lead

(2) Yesterday Sales Conversion Rate

pea) pauend d 1500

HISTORICAL MARKETING PERFORMANCE

(2)1 Cost per Potential Lead vs, No of Qualified lead, No of Potential Lead

3.90K

3.64K

1.98K

‘i - 00
-{ 0.8
2 -
an 2021 Mar 2021 May 2021 Juf 2021 Sep 2021
Month
@ Qualified Lead Potential Lead  ~— Cost per Potential Lead
(2)0 8 Exp per Qualfied Lead Vs. No of Lead by Lead Categories
0s2x
500 )
400
g 300
e 1
2
200 1
K
100

0 0';"“

@ Eventlead @ Hotlead Warmliead @@ ColdLead — ME per Qualified Lead

PO U0 Jod 150D

P pog pend sod 3w

(2)1 Number of Qualified Lead, Potential Lead, PT Booked Deal, Paid Deal

4000

No. Lead & Deal
g

Month

@® Qualified Lead Potential Lead @ PT Booked Deal @ Paid Deal

(2)Coh | Lead conversion rate & Deal conversion rate

Conversion Rate

Motnh

— Lead Conversion Rate (L2/IL0) — Deal Conversion Rate (D6/D1)

284K
00
3000 2.89K
200
207K
198K
166K
1500
1000 1K
0.am 51K D51k .50k DasK
500
sk 028K
.ux .z.u(
 helkl o Bl
0 D -
2021  Feb2021  Mar 2021 2 n2021 342021 021

2. Customer Conversion - Cohort Analysis

CUSTOMER CONVERSION - COHORT ANALYSIS “:"

Lead & Deal Stages & CR

Lead Rates & Deal Rates

4.00K 3.90K Metric Sep 27 - Oct 02, 2021 Oct 04-09, 2021 Oct 11-16, 2021 Oct 18-22, 2021
7 days 7 days 7 days 5days
. Sale Cormersion Rate (D6/L0) [ —— 1% o% 0% 0%
Lead Potential Rate [ — 4% 5% 2% 2%
3.00K
. Lead Drop Rate (Ln.3/L1) [ — 27% 2% 6% 1%
Q PT Done Rate a9% 36% 24% 3%
S | [ ]
3 g
- 15! g Deal Conversion Rate (D6/D1) . —— 3% % % 5%
S 3
z
g Deal Lost Rate (Dn.3/D1) o J— 3% 6% % %
1
10 Appointment Success Rate (D1/L2) ---_ 92% 88% 86% 54%
1.00K
0.00K 0
May 2021
Month
® Qualified Lead Potential Lead Show-up Deal
@® PT Booked Deal @ Paid Deal — Lead Conversion Rate (L2/L0)
~— Show-up Rate (DLL0) — Sale Conversion Rate (D6/L0)
Funnel Analysis by Campaign Funnel Analysis by Channel
All All

Qualified Lead Potential Lead up
Campaign Qualified Lead Potential Lead
Al 21,983.00 5,071.00

(100%) (23.07%)

1,433.00(100%) 134.00(9.35%)

2020 Back To School  10.00 (100%) 10.00 (100%)
2020 College 169,00 (100%) 27,00 (15.98%)
Compass

2020 Everest Online 1,713.00(100%) 929.00(54.23%)

2020 Spark IELTS 851.00 (100%) 434.00(51%)
20205UM 22.00(100%) 2,00 (9.09%)
2020 Summer Camp 2,00 (100%) 2,00 (100%)
2021FAL 1,756.00(100%) 397.00(22.61%)
2021 Spring 177.00 (100%) 99.00 (55.93%)
20215UM 797.00 (100%) 57.00 (7.15%)
Qualified Lead by Subject
4.00K
3.50K
3.00K
275K
[
2.50K
3 0
3
2
% 2.00K 198K
8
2‘ 166K
1.50K =
1.00K
0.50K I
0.00K .

Mar 2021

@ College Advisory - TU V8n Du Hoc Dai Hoc @ English - Anh Ngir

Extracurricular Class

IELTS Test Prep - Luyén thi IELTS
@ No Subject info
@ Spark Math

Tutoring - Dgy Kém

Muialifiad | oad b Produrct Channal Suborhannal

e = = O

21,983

o) |y [y [ - S

Deal PT Book PT Done Deal Paid Dea
_ _ — M L=
Show-up Deal PT Booked Deal  PT Done Deal Pald Deal 0
Qualified Lead Potential Lead Shaw-up Des T Booked Des PT Done Deal Paid Deal
4,647.00 2,632.00 1,147.00 243.00
(91.64%) (56.64%) (43.58%) (21.19%) Channel Qualified Lead Potential Lead Show-up Deal PT Booked Deal  PT Done Deal Paid Deal
124.00(92.54%) 87.00(70.16%) 33.00(37.93%) 4.00(12.12%) All 21,983.00 5,071.00 4,647.00 2,632.00 1,147.00 243.00
(100%) (23.07%) (91.64%) (56.64%) (43.58%) (21.19%)

10.00 (100%) 3.00 (30%) 2.00 (66.67%) 0.00 (0%)

Business 534.00 (100%) 8.00(1.5%) 8.00 (100%) 7.00 (87.5%) 4.00(57.14%) 0.00 (0%)
22.00(81.48%)  4.00(18.18%) 3,00 (75%) 0.00 {0%) development

Mktg - Event 1,327.00{100%) 57.00 (4.3%) 6.00(10.53%) 3,00 (50%) 2.00 (66.67%) 0.00 (0%)
905.00(97.42%) 604.00(66.74%) 238.00(39.4%) 10.00 (4.2%)

Mktg - LC / Walk-In 3,153.00(100%) 2,591.00 2,583.00 1,233.00 710.00(57.58%)  210.00
434.00 (100%) 95.00 (21.89%) 14.00 (14.74%) 2.00(14.294%) (82.18%) (99.69%) (47.74%) (29.58%)
1.00 (50%) 1.00 (100%) 0.00 (0%) 0.00 (NaN%) Mktg - Online 10,798.00 1,741.00 1,564.00 1,128.00 358.00(31.74%)  24.00(6.7%)

{100%) (16.12%) (89.83%) (72.12%)

2,00 (100%) 1.00 (50%) 1.00 (100%) 1.00 (100%)

Mkig - PR 536,00 (100%) 25,00 (4.66%) 8,00 (32%) 3.00(37.5%) 0.00 (0%) 0.00 (NaN3%)
325.00(81.86%) 252.00(77.54%) 71.00(28.17%) 6.00 (8.45%)

Other 5,586.00(100%) 637.00(11.4%) 471.00(73.94%) 257.00(54.56%) 73.00(28.4%) 9.00 (12.33%)
97.00(97.98%) 35.00 (36.08%) 30.00 (85.71%) 14.00 (46.67%)

Phone call 29.00(100%) 5.00(17.24%) 5.00 (100%) 1.00 (20%) 0.00 (0%) 0.00 (NaN%)
34,00 (59.65%) 21.00 (61.76%) 13.00 (61.9%) 0.00 (0%)

WOM 20.00 {100%) 7.00 (35%) 2,00 (28.57%) 0.00 (0%) 0.00 (NaN%) 0.00 (NaN%)

Qualified Lead by Marketing Channel
3.90K
— 2 500
3.64K o

o

h

No. Qualified Lead

]
289K 2,000
207K .
I

1,000

0.98K
I — .
. .
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/y\ Bl PROJECT MILESTONES & DELIVERABLES

Month T
Kick

T+1
off

Tech - Data Due Diligence

Strategic consulting

- Top-down: Market Research &
Client's Business Strategy

- Bottom-up: Tech DD, Data
Maturity, Working Process..etc

- Digital transformation Roadmap

Milestone 1

Data Warehouse and

Data Modeling set up

A sufficient, up-to-date pool of
raw data and data model with
well-structured dataset ready for
analysis and reporting.

Analysis and Design

CPM model

A full CPM Model with OKRs,

KPls, Metrics, Measures, Data

and a set of report/dashboard
templates.

Milestone 3

T+...

Automated DA &
Reporting System

Automated real-time reports and
dashboards based on CPM
Reporting Templates on Bl Tool -
Holistics

Milestone 4
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/y\ Bl PROJECT MILESTONES & DELIVERABLES

Month T
Kick

T+1
off

Tech - Data Due Diligence

Strategic consulting

- Top-down: Market Research &
Client's Business Strategy

- Bottom-up: Tech DD, Data
Maturity, Working Process..etc

- Digital transformation Roadmap

Milestone 1

Data Warehouse and

Data Modeling set up

A sufficient, up-to-date pool of
raw data and data model with
well-structured dataset ready for
analysis and reporting.

Analysis and Design

CPM model

A full CPM Model with OKRs,

KPls, Metrics, Measures, Data

and a set of report/dashboard
templates.

Milestone 3

T+...

Automated DA &
Reporting System

Automated real-time reports and
dashboards based on CPM
Reporting Templates on Bl Tool -
Holistics

Milestone 4

/NATICS

Digital to Growth




DATA MATURITY LEVEL & REPORTING PROCESS

“iholistics
FB Ads | |
Digital marketing Data GG Ads | GG Data Studio, Power Bl, Excel |
Excel | Excel |
Customer data(cut off) FS | |
| Power Bl |
Enrollment data (cut off) CO | |
Customer Journey (cohort) FS | |
Don’t have

Retention data (cohort) CO | " N/a
| |
Promotion Data CO | |
Operation center data (Class, I Power Bl I
student, Attendance, Family, | Excel |
teacher) CO, Excel | |
Accounting data (revenue, cash | Excel Don’t Excel |
collection, receivables, refund) | have |
KPI data Excel | N/a I

/NATICS
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WS ChER2 DATA PIPELINE SETUP

Data Pipeline

Ideal Data Pipeline

/NATICS

Digital to Growth

How Family be used in

Center Online

Marketing FreshSales
Manually
Create
Prospect
Facebook »| Zapier Manually Convert to
Ads '\ Create Lead _»]| Prospect
email+phone+??? (FS: Contact)
Update Lead -’
&lead Status [T~
\ linked
Google Website e
Analytics > corm »| Import Lead N
~a| Convertto
Deal
Manually
Create Deal
Customer Data School
- Management
Operation Data System
1
[
N
| N,
: '~
H I Full or Partial o Accountin
. ¢}
Flnance Data iAPI Integration ) System
. / o
| a
|/
|/
L
Google
Sales Data CRM Apps Script
Google
Facebook Ads Apps Script
Marketing Data
_ | Google Ads
Google Ads | BulkScript

Other Master Data
Other Expense Data

MISA Accounting

Create
(Receive)

\

FS?
Convertto - —
- ___.?17.__ F | \\ -
g Famlly -»| Family - Iam"\y_ @ standardise? Class
Y, (FS:Account) N ~
\
LV parent_1? ~
/ parent_2? N
Update /
T Prospect [ & e ¢ s > ey 5 e r Y e m— — —r = Student \
\
\
\
student code has multiple formals \
\ \
\
|
- Close Deal Input ENR 1D | Enrollment Trial
»| Update Deal | staws: Converted - Status ResuliStatus?
4
I Trial e inko—
f_ j Status: Trial
Take Test
PT Done | Attendance
Nhap Contract Code
Create _ | Create
Contract ~| Invoice

BigQuery @

Warehouse

holistics

Clean
Datasets

Payment
Transaction
on Excel

Custom Drag & Drop
Analytics

Reports & Dashboards




2.3 Milestone 3 - Automated Reporting System Holistics

a. Dataset Sales & Marketing Data

MARKETING DATA SET

Same number (2) -> can drag and drop

A *
!

“(2)° Dimension
(Lead to Paid Deal)

(2) MKT KPI

(2) Cut | No. Levels

SALES DATA SET

(2) Promotion

Calendar date
Subject
Subject Group

(1),/* Dimension
(Before Lead)

(2) Coh|Lead -> Deal |«

Calendar date
Campaign Group

(1) Budget

(1) MKT_ads_performance

s ME and Net
Revenue

/MNATICS

(2) Cut| No.ENRs

(2),/° Dimension
Calendar date

Subj_ect . (2) Coh|ENR ->
Subject Group Re-ENR
Term

Term Group

Territory

(2) ENRs & Class KPI

(2) Earned Rev
(Detail ENR)

(3)/” Revenue & CC

KPI (3) Rev, CC,
Calendar date Receivable

Cash collection KPI
Revenue KPI

17} Cut|Lead,
Prospect, Deal

Marketing insight analysis:

 Tracking lead coming from which
marketing channel or campaign

 Separate Digital Marketing cost by
channel, campaign--> evaluate
financial performance of marketing
activities

Sales insight analysis:

« (Comparing Sales Conversion Rate
between Subject and Product

 Evaluate Program Consultant &
Learning Advisor productivity

 Evaluate Student Lifetime cycle
based on Student & Enroliment
historical data



2.3 Milestone 3 - Automated Reporting System Holistics

b. Dataset Operation Data

OPERATION DATASET

OVERVIEW

(4) Attendance

(4) Class

(4) Teacher

(

4), Dimension
Calendar date
Subject
Subject Group
Term
Term Group
Territory

ANALYSIS OPERATION
DATASET

(4) Student &
Family

(4) MOM| retention

(4) Arising ENRs [«

(4),~ Dimension

Territory

(4) Active ENRs

Month < (4) TOT retention

(4) Coh(Territory)|
retention

(4) Operation KPI

(4) Active
Student

(5) Coh| (6) TOT|
retention retention

/NNATICS

Operation insight analysis:

 Evaluate operational efficiency
of sections: enrollments,
students, attendance, teacher
utilization, family

« Compare ACS, ENR to KPI

* Tracking enrollment retention
and student retention by term
on term, month on month,
cohort



Marketing Dashboards include these sections:

1. Marketing performance overview

- Marketing & sale performance

- Historical marketing performance

- Financial performance by marketing
channel & subject

2. Customer Conversion - Cohort Analysis

3. Marketing Campaign Detail Operation

/NATICS

Digital to Growth

1. Marketing Performance Overview

MARKETING PERFORMANCE OVERVIEW®

(1) Yesterday ME (2) Yesterday Q.Lead (2) Yesterday ME/Q.Lead

~ Infinity®

673,381 19 0

0 of null Budget Oof null KPI

(1) MTD ME (2) WTD Q.Lead (2) WTD ME/QLead

~ Infinity%

50,716,223 172 16,889

0 of null Budget O of null KPI

(2) Number of Q.Lead vs KPI

4000
3500

3000

198K
186K
1500
1000
04sK
) I
o
Jan 2021 Feb 2021 Mar 2

® Qualified Lead (LO) @ KPi Qualified Lead (LO) @ Compare Actual vs. KPt

No. Qualified Lead
w
8

Month

To be continue (2)Yesterday ME/ P.Deal

null

(2) 1 WTD ME/ P.Deal (2) WTD Sales Conversion Rate

2,904,978

(2) Budget vs actual Marketing Expense and Cost per Qualified leads

,,,,, 238.56K 499.79M
. /
/
/ 34K
/
360.13M
8
>
g
F W
114.75M
0.00M
an221  Ma2021 May 2021 Jul 2021 Sep 2021
Month
© Budget @ ME Actual (cut_off) - Cost per Qualified Lead

(2) Yesterday Sales Conversion Rate

pea) pauend d 1500

HISTORICAL MARKETING PERFORMANCE

(2)1 Cost per Potential Lead vs, No of Qualified lead, No of Potential Lead

3.90K

3.64K

1.98K

‘i - 00
-{ 0.8
2 -
an 2021 Mar 2021 May 2021 Juf 2021 Sep 2021
Month
@ Qualified Lead Potential Lead  ~— Cost per Potential Lead
(2)0 8 Exp per Qualfied Lead Vs. No of Lead by Lead Categories
0s2x
500 )
400
g 300
e 1
2
200 1
K
100

0 0';"“

@ Eventlead @ Hotlead Warmliead @@ ColdLead — ME per Qualified Lead

PO U0 Jod 150D

P pog pend sod 3w

(2)1 Number of Qualified Lead, Potential Lead, PT Booked Deal, Paid Deal

4000

No. Lead & Deal
g

Month

@® Qualified Lead Potential Lead @ PT Booked Deal @ Paid Deal

(2)Coh | Lead conversion rate & Deal conversion rate

Conversion Rate

Motnh

— Lead Conversion Rate (L2/IL0) — Deal Conversion Rate (D6/D1)

284K
00
3000 2.89K
200
207K
198K
166K
1500
1000 1K
0.am 51K D51k .50k DasK
500
sk 028K
.ux .z.u(
 helkl o Bl
0 D -
2021  Feb2021  Mar 2021 2 n2021 342021 021

2. Customer Conversion - Cohort Analysis

CUSTOMER CONVERSION - COHORT ANALYSIS “:"

Lead & Deal Stages & CR

Lead Rates & Deal Rates

4.00K 3.90K Metric Sep 27 - Oct 02, 2021 Oct 04-09, 2021 Oct 11-16, 2021 Oct 18-22, 2021
7 days 7 days 7 days 5days
. Sale Cormersion Rate (D6/L0) [ —— 1% o% 0% 0%
Lead Potential Rate [ — 4% 5% 2% 2%
3.00K
. Lead Drop Rate (Ln.3/L1) [ — 27% 2% 6% 1%
Q PT Done Rate a9% 36% 24% 3%
S | [ ]
3 g
- 15! g Deal Conversion Rate (D6/D1) . —— 3% % % 5%
S 3
z
g Deal Lost Rate (Dn.3/D1) o J— 3% 6% % %
1
10 Appointment Success Rate (D1/L2) ---_ 92% 88% 86% 54%
1.00K
0.00K 0
May 2021
Month
® Qualified Lead Potential Lead Show-up Deal
@® PT Booked Deal @ Paid Deal — Lead Conversion Rate (L2/L0)
~— Show-up Rate (DLL0) — Sale Conversion Rate (D6/L0)
Funnel Analysis by Campaign Funnel Analysis by Channel
All All

Qualified Lead Potential Lead up
Campaign Qualified Lead Potential Lead
Al 21,983.00 5,071.00

(100%) (23.07%)

1,433.00(100%) 134.00(9.35%)

2020 Back To School  10.00 (100%) 10.00 (100%)
2020 College 169,00 (100%) 27,00 (15.98%)
Compass

2020 Everest Online 1,713.00(100%) 929.00(54.23%)

2020 Spark IELTS 851.00 (100%) 434.00(51%)
20205UM 22.00(100%) 2,00 (9.09%)
2020 Summer Camp 2,00 (100%) 2,00 (100%)
2021FAL 1,756.00(100%) 397.00(22.61%)
2021 Spring 177.00 (100%) 99.00 (55.93%)
20215UM 797.00 (100%) 57.00 (7.15%)
Qualified Lead by Subject
4.00K
3.50K
3.00K
275K
[
2.50K
3 0
3
2
% 2.00K 198K
8
2‘ 166K
1.50K =
1.00K
0.50K I
0.00K .

Mar 2021

@ College Advisory - TU V8n Du Hoc Dai Hoc @ English - Anh Ngir

Extracurricular Class

IELTS Test Prep - Luyén thi IELTS
@ No Subject info
@ Spark Math

Tutoring - Dgy Kém

Muialifiad | oad b Produrct Channal Suborhannal

e = = O

21,983

o) |y [y [ - S

Deal PT Book PT Done Deal Paid Dea
_ _ — M L=
Show-up Deal PT Booked Deal  PT Done Deal Pald Deal 0
Qualified Lead Potential Lead Shaw-up Des T Booked Des PT Done Deal Paid Deal
4,647.00 2,632.00 1,147.00 243.00
(91.64%) (56.64%) (43.58%) (21.19%) Channel Qualified Lead Potential Lead Show-up Deal PT Booked Deal  PT Done Deal Paid Deal
124.00(92.54%) 87.00(70.16%) 33.00(37.93%) 4.00(12.12%) All 21,983.00 5,071.00 4,647.00 2,632.00 1,147.00 243.00
(100%) (23.07%) (91.64%) (56.64%) (43.58%) (21.19%)

10.00 (100%) 3.00 (30%) 2.00 (66.67%) 0.00 (0%)

Business 534.00 (100%) 8.00(1.5%) 8.00 (100%) 7.00 (87.5%) 4.00(57.14%) 0.00 (0%)
22.00(81.48%)  4.00(18.18%) 3,00 (75%) 0.00 {0%) development

Mktg - Event 1,327.00{100%) 57.00 (4.3%) 6.00(10.53%) 3,00 (50%) 2.00 (66.67%) 0.00 (0%)
905.00(97.42%) 604.00(66.74%) 238.00(39.4%) 10.00 (4.2%)

Mktg - LC / Walk-In 3,153.00(100%) 2,591.00 2,583.00 1,233.00 710.00(57.58%)  210.00
434.00 (100%) 95.00 (21.89%) 14.00 (14.74%) 2.00(14.294%) (82.18%) (99.69%) (47.74%) (29.58%)
1.00 (50%) 1.00 (100%) 0.00 (0%) 0.00 (NaN%) Mktg - Online 10,798.00 1,741.00 1,564.00 1,128.00 358.00(31.74%)  24.00(6.7%)

{100%) (16.12%) (89.83%) (72.12%)

2,00 (100%) 1.00 (50%) 1.00 (100%) 1.00 (100%)

Mkig - PR 536,00 (100%) 25,00 (4.66%) 8,00 (32%) 3.00(37.5%) 0.00 (0%) 0.00 (NaN3%)
325.00(81.86%) 252.00(77.54%) 71.00(28.17%) 6.00 (8.45%)

Other 5,586.00(100%) 637.00(11.4%) 471.00(73.94%) 257.00(54.56%) 73.00(28.4%) 9.00 (12.33%)
97.00(97.98%) 35.00 (36.08%) 30.00 (85.71%) 14.00 (46.67%)

Phone call 29.00(100%) 5.00(17.24%) 5.00 (100%) 1.00 (20%) 0.00 (0%) 0.00 (NaN%)
34,00 (59.65%) 21.00 (61.76%) 13.00 (61.9%) 0.00 (0%)

WOM 20.00 {100%) 7.00 (35%) 2,00 (28.57%) 0.00 (0%) 0.00 (NaN%) 0.00 (NaN%)

Qualified Lead by Marketing Channel
3.90K
— 2 500
3.64K o

o

h

No. Qualified Lead

]
289K 2,000
207K .
I

1,000

0.98K
I — .
. .
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CONTACT US

Drop us an email or scan this QR code

Address

w ANATICS Technology and Data Consultancy - Block 71, 72 Nguyen
Co Thach, An Loi Dong, District 2, HCMC

Phone

+84 973 584 954

E-mail

partners@anatics.io

Website

anatics.io
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