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Welcome to PAYBACK
Induction to Analytics
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Agenda [PAYBACK 88]

@ Analytics at PAYBACK in Poland (but not only)

@ What do we do? (Data, Scorecards, Segmentations)
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@ Analytics at PAYBACK in Poland
(but not only)



What are we responsible for?

e Generation of relevant information and
values from available data.

e Support of strategic decisions through Thanks to our analytical insights,
insights from the data. Partners are able to get to know their
e Provision of insight into self-service tools. customers at every stage better and

thus prepare tailored marketing

e Accompaniment of campaign process from S LY
consultation to evaluation. activities for them.

e Development of innovative data products
and topics.
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Which departments do we work with at PAYBACK in Poland?

—————

DIGITAL PARTNER GROWTH & WM 1

|
BUSINESS SUCCESS CONSULTING 2 LEGAL ,
In Poland Analytics
:)TE\S;EI:_%?,?WUECJT works directly also
with Marketing.
OPERATIONS HR ADMINISTRATION | FINANCE |
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Where do you find us in the DATA Organization?

Organizational chart of DATA with new structure of Analytics Stewring Dats Products & Sarvices
Sintania Hubar
after to January 1st, 2024
Data Projects - 3
— =
=
analytics = .
[l Andreas Knstschmar o
c g
g &
E Cnelata o
= m
= Data & Al mnovation =
m Michaa! Mac hisgalier El
=] o
o
=
Dsts Products & Services =
Data Intelligence Data Products & Engineering
Analytics i ji Data & Al Innovation
. = L
Andreas Knatschmer Heidi Junghawer ichael Nachbigaller Data Science e
Dora Simroth Benedikt Kroll
: = Sy — o
Account Management Customer Insights Targeting & Campaign [:32'!‘:“12;:I gl:nl-lergltcl-le amp:;g:di;E:EITEFIHE Da:gi;ﬂé:i::"ﬂ
Martin Baar Markus Jungwirth Joanna Lucrak

i ; . | ¢ Enginesring | o
Account Management DE 1 Customer Insights DE 1 Targeting & Campaign DE 1 Analytics Modelling Anal'hl‘_E Reporting L Data Sciznce L ampa irun;:ime rng Data Enginesring T1
Martin Besr Magdalena Gaszzwska Korbinian Hadl Andzslika Jankowska - TIETE Dora Simrath . Marta Gérmisk
. _ Digital Analytics
Account Management DE 2 Customer Insights DE 2 Targeting & Campaign DE 2 2ngels Adler I Machine Laarnin | Campaign Engineering | (
Katja Tuzmann E iriski orota Reyss ) } - ata Engineering T2
T Jakuh Sarbiifcki Derots fgy Enginearing g \ | | DatsEng g T2
Analytics Engineering I Hossein Azodi Matgorzata Oleshe L Eugen Span
Account Management PL Customer Insights DE 3 Targeting & Campaign PL Mariej Domarecki -
Dizwid Mowick Anja Kaiser Joanna buczak (acting) -
Standards & Processes { Data Engineering T3
Account Management AT Customer Insights PL Targeting & Campaign AT Christian Bodan . Julia Messerklinge
Grzegorz Szychowski Joanna Garwacka Anna Erbel
Analytics Architecturs r
Account Management IT Customer Insights AT Targeting & Campaign IT Andreas Xger Data Engineering T4
Mztt=o Valentini Grzegorz Szychowski Anna Erbel Mariusz Wiezorek
e —
Customer Insights IT
5, ini -
Analytics SEEEINETI Analytics Analytics
Services

Account Management

Products and Consulting

source: https://pb-wiki.intra.loyaltypartner.com/display/PD/Our+0rganization+-+DATA+Teams+and+Goals
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Where do you find us in the DATA Organization?

. Data Products & Services
o
Ssriy Stafania Hubar

Data Projecis
| Data Science
Dara Simroth

Campaign Engineering

mature Banediki Krall

CneData Data Science Workbench

Data & Al Innovation
Michael Nachligaller

Data Intelligence

Data Engineerning
Maxim Pafroy

Buaaubug g slonpold B1E(

Dafa Producis & Services
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Let's take a closer look at it

Data Intelligence

Analytics
Andreas Kretschmer

Strategic Projects
Heidi Jungbauer

Data & Al Innovation
Michael Machtigaller

Account Management

Martin Beer

Account Management DE 1
Martin Beer

Account Management DE 2
Katja Tuzmann

Account Management PL
Dawid Nowicki

Account Management AT
Grzegorz Szychowski

Account Management IT

Matteo Valentini

Analytics
Account Management

Customer Insighis

Markus Jungwirth

Customer Insights DE 1
Magdalena Gaszewska

Customer Insights DE 2
Jakub Sarbinski

Customer Insights DE 3
Anja Kaiser

Customer Insights PL
Joanna Garwacka

Customer Insights AT
Grzegorz Szychowski

Customer Insights IT
Matteo Valentini

Targeting & Campaign

Joanna Luczak

Targeting & Campaign DE 1
Korbinian Hod|

Targeting & Campaign DE 2
Dorota Reyes

Targeting & Campaign PL
Joanna tuczak (acting)

Targeting & Campaign AT
Anna Erbel

Targeting & Campaign IT

Anna Erbel

Analytics
Products and Consulting

Analytics Modelling

Andzelika Jankowska

Analytics Modelling
Andzelika Jankowska

Analytics Services
Rafal Latkowski

Analytics Reporting
Julian Stock

Digital Analytics
Angela Adler

Analytics Engineering
Macdigj Domarecki

Standards & Processes
Christian Boden

Analytics Architecture
Andreas Jdger

Analytics
Services
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The Analytics Portfolio is divided into three areas

P 4
AN \ =9
PR A PAYBACK 3%

COMMENT

Q Analytics Account Management is

Partner Business Unit Self-Service Analytics Best
. . first point of contact for all
Analytics Products and Consulting e :
Analytics requests of Business
. . . _ , Units and PAYBACK Partners
Targeting & Campaign Customer Insights Analytics Modelling _ o
O Analytics Products & Consulting is
Campaign Campaign Potential Customer Lifecycle ngigg" Customer resp0n5|ble to de.|IVEI' the
Types Consulting Estimates Non- New Existing = Customer ) Insiaht Modelling reqUEStEd AnalySIS
Customer | Customer = Customer at Risk Inactive L
) O Analytics Services is responsible
Targeting Attributes Touchpoint [ Modelling for y C L. p.
tools Program  Partner  Channel Partner Customer Customer Insights Operations to maintain the Self Service
Attributes  Attributes Attributes Analysis Collection Touchpoint platforms as WE” as provide
. . —— Analytics Automation
S Campa[gn FMCG Based . .
QA Evaluation Analysis O Each area owns certain Analytics
Topics| ] JU_ ) which they
— Deliver & maintain

. . Analytics Analytics Analytics Analytics Analytics . i
Further develop & innovate

L ][ [ ] Analytics Topics

Introduction to Analytics 10
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@ Analytics - What do we do?
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What do we do on a daily basis? PAYBACK 58

N\

/ \
————— / Management °

\

\ . of self-service !

¢ \ |
/ Partner [EEIRIYRE o

\ support

__________ We extract information
Customer from our database and
profiling help you use it in

the best possible way.

—————

—————

N

,’,Participation %
! in

v marketing
\\processes UL,/

\
1
1

/

N
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Classification of the Analytics Portfolio

KStandardized, but does not have — Not standardized analysis of a \
to be fully automated Automation Agility Business question

— Usable for more than one — Focus is on standardization and
Partner and/or Business Unit transfer into Products

Analytics Ad Hoc
Products Standardization Analysis

— Experienced guidance for — Standardized and fully automated
Partners and Business Units — Operated by the Analytics Services

— Pro-active and fitting to the Analytics Analytics teams
Business question Consulting Services

— Provided by Account Managers
or Experts from the Cluster
teams (e.g. Topic Owners)

Expertise Enablement

N _/

Introduction to Analytics 13
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bp ©

i

200% wiecej punktow za zakup 5 L
dowolnego paliwa

G‘j eKupon aktywny

Punkty promocyjne nalicza sig automatycznie, jesli
spelnisz kryteria eKuponu

Jednorazowy Wygasa 04.06 Wigce]

Why does PAYBACK collect data?
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Numerous valuable contact points with all PAYBACK members

7y S Shopping behaviour Preferences
shopping history, returns, interests, needs, affinities
purchase volume
——
~ Online activity u O Geographical data
- search history, views, clicks, H u purchasing power,
3= customer journey, session length population structure
=" O
O
O D ,
. . emograph
Mobile activity N graphy
. O B age, gender, place of .‘
device, usage residence, income
O
| E-mail activity Location-based data
I8 open-rate, click-rate, geo-location data

bounce

Introduction to Analytics 16



PAYBACK offers a 360° view of a customer and thus draw conclusions
for targeted direct marketing measures

Place of residence: Berlin
Gender: female
Age: 35




The underlying analytical methods are chosen depending on the
current stage of the customer lifecycle

Customer value 4 Regular

customers scoring

RFM
segmentation

Customer
profiler
Churn model

Life stage
segmentation

Reactivation

Non-customers model

scoring

v

endangered . .
Stage non-customers new customers regular customers inactive customers
customers
Goal Acquisition Developing the relationship Reactivation Winback

Introduction to Analytics 18
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The optimized customer selection for partner campaigns

O Scorecards are statistical models which forecast customer behaviour.

0 Based on a weighted combination of various characteristics a customer-specific
probability of a certain behaviour is determined.

O Scoredards enable targeted customer communication and marketing costs

reduction.

Financial e
situation

Family situation J it

Shopping =y \Affinities j j
behaviour } " Cadiay

Introduction to Analytics 20



Non-scorecard approach to targeting [PAYBACK 88]

A target group can be optimized by combining different
characteristics together.

Drawback: it makes the target group smaller and smaller

Stepwise target group approach:
v age between 26 and 45 '

Introduction to Analytics 21



Non-scorecard approach to targeting [PAYBACK 88]

A target group can be optimized by combining different
characteristics together.

Drawback: it makes the target group smaller and smaller

Stepwise target group approach:
v age between 26 and 45 '

v AND within a POS catchment area '
of 25 km

Introduction to Analytics 22



Non-scorecard approach to targeting [PAYBACK 88]

A target group can be optimized by combining different
characteristics together.

Drawback: it makes the target group smaller and smaller

Stepwise target group approach:
v age between 26 and 45 '

v AND within a POS catchment area '
of 25 km

v" AND active at partner X
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Non-scorecard approach to targeting [PAYBACK 88]

A target group can be optimized by combining different

characteristics together.

Drawback: it makes the target group smaller and smaller

Stepwise target group approach:

v age between 26 and 45 '

v AND within a POS catchment area '
of 25 km

v" AND active at partner X

v" AND multi-partner user

Introduction to Analytics 24



The scoring procedure is used to incorporate the various criteria
with appropiate weights into the evaluation

Result of target group Result of scoring:
formation: YES or NO detailed gradation/ranking
° i i °
o 4 én a o i % ®
a n na ° ~
e & ,; POV Y %%'ﬁ‘ ﬁﬁ\ A very high
g nnn i Nt & meetsthe criteria 7 | PV & i
na. nanannm | o s . N, n "
T 7T T80T ﬁ\ n doesn't meet the criteria e | 2 0 ﬁ‘é%s A
A A AAAAA A N o U A moderate
nnnnnnnf®e Il A%"‘% oon
A A BB B A - n n A
nnonnnnp n. A 7 low
Aa Ridaad 4T
nn ,i\"." np 0 . A
na & 1

» Advantages of scoring:

= taking into account a variety of characteristics with optimal weighting

= identifying and avoiding redundant features

= measuring the significance of individual characteristics

Introduction to Analytics 25
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Customer-centered attitude: putting customers and their needs at
the center of all actions and decisions

Customers are different ... ‘ ... and therefore they want to be treated differently




Available customer data allows to draw only vague conclusions PAYBACK 38
about their actual shopping behaviour

male, in his 70s

fixed relationship, children
public figure

earns good money

successful professional career

= male, in his 70s
O = fixed relationship, children
= public figure
= earns good money
= successful professional career

Introduction to Analytics 28



Segmentation - a way to make communication engaging

HIgh Fraquency Shoppers

Lithe & ortan
|

-.--- -- = How much customer is worth?

-----L_’- = And how frequently does he buy?
EtE gga-h il |sp nder

] = ] RFV/RFM Segmentation

Customer Lifecycle

Needs/Lifestyle/Other

= What are my customer needs?
= What is relevant to him?

= What is the stage of relation with
customer?

Introduction to Analytics 29



Customer Lifecycle

0®
PAYBACK 38

Relation with customer is like any other relations...

7 POTENTIAL

NEW CUSTOMERS

LOST

\ ACTIVE AT RISK

Each stage of relations requires
different communication methods

Introduction to Analytics 30




Family/ household type

Customer Lifestage Segmentation

Example: PAYBACK total split by customer lifestage segments

A

7.6% 13,3%

families with
babies families with teens

9,0% 1,5%
young couples ! couples

1,1%

young women !

2,9% 3,9%

young men men young at heart

sJauoisuad bunoA

sJauoisuad 1ap|o

%S'T

0®
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Customer Lifestyle Segmentation

0®
PAYBACK 38

Example: PAYBACK lifestyle segments show us the current living environment and

lifestyle of our customers
Families with babies

— newly minted parents

i — brand affinities

— deciding on a car

— distinctive leisure

— printed products (economy &
lifestyle)

— everyday life dominated by
children

— cost-benefit analysis of food
retail and children's textiles

— family-friendly vehicles

— lack of time (mail order)

— consumption-oriented lifestyle

— discounts & department stores

— upper class & second car

— sport (golf...), value collecting,
(antiques) & extensive leisure
activities

Urban middle class

— rather traditionally oriented

— leisure activities a la cocooning
(cooking, going out to eat,
computer)

— liking football and bowling

— modest consumption

Couples from the countryside

(N
R

AT

— ftraditional, rural lifestyle

— regional leisure activities
(associations, hunting, DIY)

— connected to the outside world
via Internet, high car density

— attachment to insurance

“

Young happiness

Y. only partly consumption-oriented

& — communicative and active leisure
(board game nights, cinema,
festivals)

— Internet = daily routine

— frequent car use

Young women

— single, managing their first own
budget
— very low affinity with finance,
computer, insurance, credit cards
— selective consumption
| (discounts)

Self-made women

— single women, in the prime of
their lives

— low online affinity

— strong attraction towards
discount cards

— shopping in department stores
or by mail order (Quelle, Tchibo)

Golden aged

— active pensioners (feeling
young, enjoying life)

— more elaborate (model
building..) or nature-related
hobbies (garden...)
"economy" and "lifestyle"

Young men

— single, managing their first own
budget
S| - intensive use of Internet
N\ — youthful-sporty (hobbies, car
‘ brands, clothes, etc.)
— free time: sport, cinema, OpenAir

Lone wolves

— single men

— selective consumption

— the best gasoline

— intensive use of Internet

— buying textiles in department
stores & online

— down to earth lifestyle

—  cost-henefit oriented

— free time: quiet & "at home"

— multiple insurance policies
(safety-first), low online activity

— attached to yellow press & TV

Introduction to Analytics 32



RFM/RFV Segmentation
ﬁ-n R cmiry ohng |

Avg. Basket [PLN]
35-45 45-55 55-65 65-70 70-85 85-95 95-110  110-120 120-140 140-180 180-220 220-260 260-300 300+

) .---.
) ..Hﬁ.

. Occasional Top Spenders
- | | | |
£ 89 | &

- N

"Eh 10-12 =
: B
g >
13-15 - —
¥ o
(o ]

16-20

Regulars
21-25
25+

Customers Revenues
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"You are what you buy" - Needs-based Segmentation PAYBACK 38

Customer A Customer B

[ )  Shopping frequency: & purchases per year  Shopping frequency: & purchases per year
* Average basket: 60 € * Average basket: 60 €
» Sample basket: cheese sticks, nachos, » Sample basket: oil paint, water 0.5l, tofu,

water 1.5, sunblock incense sticks
Needs-based segmentation RFM segmentation
Segment
Segment Segment "WIPs"
"Garden friends" "Creative enthusiasts” [ )

o %)
()

n Because of different product choices customers A and B fall into uCustomer A and B have the same shopping frequency and equal average

different needs-based segments basket: they fall into the same RFM segment

Introduction to Analytics 34
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ThoughtSpot - Analytics self-service tool

» Standardized key figures and evaluations around Partners,
PAYBACK program, campaigns & much more

» KPIs available on a daily base

» PB Partner Cockpit - access for Partners to selected reports

oe

T ThoughtSpot.

(12m)
646,002 40 125,825 125,499 103315 242 o D'-
777777 - » p— ossses 23 o 80 PAY BA(: K G R O U Fl
703571 86 137414 140,543 1439,284 246 o
6,500 2 1167 134,035 1519.840 232 o1
3033 3 136,045 1210,116 24 a5
TRANSACTIONS | Purchase frequency (12m) TRANSACTIONS | promot tional transac tions TRANSACTIONS | Monthly Purchase Transactions
monthly (12m roliing) in the monthly course by reporting month cumulated for the current year and the last
9.1 125,825
M M. ) e —e—

T 0.1% (9.1) MoM T 0.61% (125,059) MoM

/m' g v

Month of yeas * Monat (Datum)

Introduction to Analytics 36
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Need something from Analytics?
Create a JIRA ticket!

S =Vl ) PAYBACK Analytics (EA)

4= 28 & Reporting (REP)

 Assignee: Account Manager / TL

« Team: relevant Consulting Cluster /
Analytics Services Team

PAYBACK Analytics / EA-37594

DEPOT Status Meeting

[@ £A-38240
ABOUT YOU attribute ev.

[ a3

e || ] T T
[ EEE v Details

DEPOT Status Meeting
[0 EA-34751

GLOBUS | KPI Migration -

[ Theme/Epic

2 3 - Medium

tion: Unresolved

Adhoc Analysis

None

attribute G05476, DEPOT Status Meeting

o
EA-37660 DE

KW 23 Juni 2023 | Trigger...

Retail 1 - Depot

Geburtstagsmailin * v Description
Hi Kerstin

EA

6863
a | Regular reporti

we have a status meeting with DEPOT on June 21. For this meeting we need several analyses:

* ABCD analysis
« Profile analysis
« Efficiency measurement

Thoughtspot Pinbo. s
[@ EA-36352 . B N
will create a separate Jira ticket for each analysis as discussed and reference that ticket.
Visualisation - Check out ..
Kind regards
0
tartmail: PSM7 O,

Angela

2 ~ Attachments
icing - Scalo Milano

J. (4 Drop files to attach, or browse.
[DM] Miesigczny raport d.

Issues in epic

+ Create issue

RESOLVED

@ EA-38239 DEPOT // Coupon Distribution

Angela Fimpel

People

Dates

Updated:

Development

Create branch

Agile

Q Find on a beard

Kerstin Biegert @

Assign to me

Angela Fimpel @
(EA) Customer Insights &3
Vote for this issue

Start watching this issue

0®
PAYBACK 38

JIRA is our task

management tool, that
allows us to easily prioritise
iIssues and track their
progress.

All task in one place!

Introduction to Analytics 38



Ticket Process including all stakeholders PAYBACK 38

i Q. =
Business Create new = Selfservice Confirm that ticket
Unit JIRA ticket 3 EISEIVICE is done
o=
'—
= Account
Account = % Management
2 = reviews request
Management =
Ticket ready to be
worked on
Product & T0 BE CLARIFIED
Consulting 4] Analyst starts Finish wknrk
o i on ticket
Teams (Clusters) = working on
ac ticket

TO BE CLARIFIED

Analytics
Services

Analytics Services
continues working on ==
Ticket

%)
v
[T
=4
=
o
[= 4
(=18

—
—
—
—
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