


Advanced Analytics

Our Advanced Analytics tools, integrating retail media and data
monetization, enable businesses to optimize performance, forecast traffic,
and enhance marketing campaigns. They bridge online-to-offline sales and
facilitate strategic customer engagement based on recency, frequency, and
value, maximizing revenue opportunities



D

Digital Catchment Area -

Footprints Al &

« Showcase the entire
online community for
your brand's location.

* Provide a snapshot of .
socio-demographics, °17 T R

preferred days of the 4l |
month, day of the week, ® Vo, Wl
hour of the day, and ® R

¢  Footprints Al Samis Club X Q search here... . @

Penetration Rate by Day

Online Activity In Surrounding Community ‘
referred channels d oo T —
. sferr ofweek  Thursday @ visi
of month 04 sosday  1874% Wodnoscay (@ 19.7¢
83 eferred channels: Googl arch, Mol Veb T 0% Friday @ 7 <05 Savrday @ % 17% Sunday

* Includes penetration
rate and visit volume
per hour in your local T SO ST SO SO S
community. H 1| ‘ ;r\‘ Yeivril

« Gain valuable insights | €
into the online habits of
your target audience.

 Integrate Retail Media
ads based on online
community




,D Footprints Al

Indoor Traffic Performance

« Measure your physical .
Iocationls performance 7 THIS IS WHEN YOUR SHOPPERS VISIT YOUR SHOPPING CENTER
in the local community.

« Showcase total visits,
visit duration, and a
month-by-month, day-
by-day, and hour-by- -
hour heat map.

« Understand how your
physical space 1
influences visitor
behavior over time.

» Place Retail Media in
high-traffic areas; sell
traffic data insights to
advertisers.




Indoor Traffic Flow

Mapal X
location and track

visitor flow between ol (e
them. .
* View where visitors )
came from and where ; :
they are going. . ] R :
« Optimize your store . o SR
layout based on actual .

visitor paths.

« Use visitor flow data to
position Retail Media

store layout.




Indoor Traffic Forecast

« Utilize Al to predict
visits in the next period.

¢  Footprints Al

« Plan for expected traffic
using accurate
forecasts.

« Ensure your resources °
are effectively allocated
for anticipated demand.

* Monetize traffic ®
predictions & use
forecasts to plan Retail
Media campaigns.

N Predicted Traffic N Real Traffic




,D Footprints Al

Indoor Behavioral Segments

« Classify each visitor

into one of four D T . CEEEZE X Q s A
behavioral segments: 1
low-frequency ' o .
explorers, regulars,
high-potential value
visitors, and loyal
visitors. ®
« Tailor campaigns for ”
specific audience _
segments at different e —r
constmner ==

 Improve campaign
effectiveness by ,, | P
targeting the right
audience with
personalized
messaging.

. Tailor Retgil Media fco



£

020 - Online to Offline Sales Attribution -~ Footil

 Showcase your o - T - @
business's performance ~
in converting online
visitors to offline
visitors and vice versa.

nnnnnnnnnnnnn

« Understand the impact
of online efforts on »
offline sales and vice
versa.

« Optimize your online
and offline strategies
based on conversion
insights. : P

« Utilize conversion
insights for Retail Media
& monetize online-to-
offline conversion data.




RFM Segments

« Use the RFM framework
to generate 11
segments based on
recency, frequency, and =3 -
monetary value.

¢  Footprints Al

« Utilize these segments -
in audiences and o
campaigns to tailor ®
strategies for improving
sales, visits,
satisfaction, and
advocacy.

« Enhance customer
engagement by
targeting specific
segments with
personalized and
strategic approaches.

 Direct Retail Media to
specific RFM segments




ootprints Al

It streamlines customer segmentation,
resources, and enables businesses to
suring personalization for each




Saved Audiences

« Use saved audience
data for targeted Retail
Media & monetize
audience insights.

« View demographics,
segment size, potential
reach, and impressions.

« Sync audiences with
Google and Facebook.

» Duplicate and export
audiences effortlessly.

( Footprints Al Jan 2023 - Sep 2023 v
T

R

Audiences “%

SAVED AUDIENCES CREATE NEW AUDIENCE ALL USERS

Custom Fields Test (author: Dan Marculescu)

a4 No. Unique Users: 107

(A ' Gender
= o 7.48% Women
s ® 29.91% Men
: 62.62% Unknovm

Cuslom Variasble 15 "bodyType”

INCLUDE

BUSINESS LOCATIONS

Retall Store 1 411 more

Potential Reach
27

SYNC WITH FACEBOOK

> @ VIEW & EDIT @ DUPLICATE

‘*’?—'

@ select Location

Age
e 0.00% age 18-24 e 0.00% age 45-54
e 0.93%age 2534 e 0.00% age +55

e 0.00% age 3544 » 99.07% Unknown

Potential Impressions
7545

B SYNCWITH CCOCLE

Download users list template

Impart users




Audience Creation Tool

- Utilize multiple filters: 3 Ko
socio-demographics, ——

Audiences %

d e S C.r i p.t i V e ' a n d @ SAVED AUDIENCES CREATE NEW AUDIENCE ALL USERS Import users
predictive. .

Download users list template

Audience Title

 Apply include and
exclude |OgiC. ® Ml [P eeS—— G e =

- GENDER ~ Is MALE ~ > ¢

v [ -
View all users included = —ar—
In the audience. .

Audience Insights

« Import audiences 8 - e ¢’ :

18 24 75 34
0% Men

seamlessly.

- Leverage audience P— - s . - .
fi Ite rS fo r Reta I | M e d I a 4 O 7 ebin shankzz 63d122856886a130821e3b3 gfg@amail.em +9178786874451 07.02.2023 ° q

targeting.




Lookalike Audiences

 Create and monetize
lookalike audiences for
broader Retail Media
reach.

« Save audiences for
future campaign use.

« View demographics,
segment size, potential
reach, and impressions.

« Sync audiences with
Google and Facebook.

( Footprints Al Jan 2023 - Sep 2023 v © select Location

@

Lookalike of forb location 1 (author: Dan Marculescu)

2% No. Unique Users: 814

.
-‘:-- Gender

» 0.98% Women

* 0.86% Men

» 98.16% Unknown

MARKETING [ FVFLS

FXCIUDF

Preferred Business Locaticns Include "Businass Location 1" EUR

BUSINESS LOCATIONS

ASIROM

Potential Reach
0

SYNC WITH FACFROOK

Lookallke of Audiences for business location 1 (author: Dan Marculescu)

Age
e 0.00%age 1824 o 0.12% age 4554
e 0.25%a9e 2534 e 0.74%age +55
e 0.74% age 35-44 » 98.16% Unknown

Potential Impressions
0

» SYNC VATH GOOGI F »




Predictive Audiences

pocitbciag o
categories: low .

Audiences '*®

frequency explorers, ® R
regulars, high potential 8 ok Pty e e e i
value visitors, and loyal 5 | = ouiamiem

visitors. o v = Z - , —
Al Predicted for the o — NP Nl inmesemes
next 30 days and * omedames
autogenerated. ] | sl
« Use Al predictions for -
precise Retail Media ——— SR
targeting & monetize _

forecasted behaviors.




Single Profile View

g O
information in a single |

p rOfi | e V i e W : @ o o John Leo #i Lifo Stage © Company Name [ Lifetime Customer Value: N/A

Waork Address

& Hirhaay

User 1D: 651699e9c8cic9etb2cbelcE
[ © Home Address
Sales ID: 1fat04a1-Seac-11ee-a..
) & W Incoms
I Advertising ID: N/A
* INCludes SOCIO- s
Visitor I0: N/A

Comgany Taxpeyer Number

d e m 0 g ra p h I C S I AI G " Age / Mle / Lecation zg

generated values, *l ®

Average no. of touchpoints Mercedes-Benz

d @ 53 Latest contact 29 September 2023 Online touchpoints -
Status: Customer 29.09.2023
contact information piary e Lotmenionon sl e
I Product: AMG GT 4-Door Coupe
o . @ Secondery hiuber RIM Seoment SKU - 63 V8 4MATIC+ MCT
technical details
’ Secondary email

lifetime customer value, oy == -

form completions, ° | u—— S RO -
responses, consent

info, notes, and a . :

Prospact generated MQL Cansultant assigned Engagemant Visit website SELL DONE

L] L] L]
651699e9c8cfc9ef62dbc0de  651699e9c8cfcef62dbc0de _ Website _ Webste 651699e9c8cfclef62dbclde
29/09/202312:33 Dan Marculescu NI kol 20/09/202312:38

29/09/2023 12:33

timeline. ] q

« Manage Retail Media
campaigns using user
information & monetize
campaign insights.

o | o o o ot




Campaign Automation

Our Location-Based Marketing Automation, enhanced with retail media and
data monetization, efficiently converts visitors into shoppers by optimizing
in-store experiences. This integration boosts functionality by enabling
targeted advertising and insightful data-driven decisions, reducing costs
and empowering brick-and-mortar businesses with versatile, automated
solutions for a wide range of marketing objectives across all channels.



Campaign Manager

- Manage Retail Media
campaigns efficiently &
monetize campaign
data.

* View active, scheduled,
drafts, and completed
campaigns.

 Filter campaigns by
location, date, and
channels.

« Perform actions such as
export, duplicate, and
start/stop with ease.

« Utilize robust filtering
capabilities for
precision.

®

You have 7 aclive campaigns

Active (1) A

Cai

mpaign name

upgrade test

Increase Brand Awareness

Schaoculed (0) v

Drafts (87) v

Completed (80) A

w

Test Campaign without Consent
Increase Brand Awarenass

New Campaign template builder test
Increage Brand Awaranuss

Test Custom variable
Increase Beand Awarenass

Custom variable in campaign flow
Increase Srand Awareness

©Q NewTest LK 'Web Advertising, Wi-Fi Ads, Lead Collection...
© Retall Store 1 Email, SMS

©Q Mall of the Emirates Email

Q@ Mall of the Emirales Crmail

© Meall of the Emirates Email

© Rotail Stor 1 Email, SMS

Start date

&26-07-2023

= 27-00-2023

& 26-09-2023

21092023

&21-00-2023

26092023

End date

& 20-04-2024

™ 28092023

27092023

22092023

®22:09-2023

29082023

< 1to1 of1 >

< 11075 afBD >




Campaign Types

» Incorporate Retail
Media in diverse

campaign types. @

() Jan2023-Sep 2023

¢  Footprints Al

7% Sewp

. Online, Offline, and Select your Campaign Type

Online Offline Omnichannel

mnich | mpai )
omniChannel Campaigns - S o - ot
\ 4 Ve
. . . D —_
fo r d I V e r S e O b e Ct I V e S Increase brand awareness Increase frequency of visits Drive in-store traffic
2 Reach the maximum number of people vho may be interested in your Reach people who are most likely to return to your business location more Acquire more visits in the physical location of your business.
a business often.
; -
* [allor campaigns to
&
. Ld . .
SpeleIC objectlves and of — 2 - T—
@
Generate marketing leads Generate sales leads Increase cross-shopping
g O a S & Discover people that are most likely to engage with your brand Discover new prospects that are mest likely to be interested in your products Reach people who are most likely to buy complementary preducts.
@
22, Online il Online Online
ol ™~ .
- =2
Drive loyalty Increase shopper engagement Increase event attendance
Create offers and discounts for your customers to increase loyalty. Get shoppers to interact with your in-store data collecter
>

d Offine Ordne




Campaign Setup

« Configure Retail Media
in campaign setups,
tailored to specific
objectives.

« Set locations, start and
end dates.

« Configure smart URLs
for different devices
and OS.

« Select key visuals,
channels, and allocate
the total budget.

Footprints Al

@
74 Setup

New Campaign Settings
e Campaign type
] ©% Increase brand awareness

Starl Date
&

29-09-2023

@

Business Location(s)
@

Q Rotail Store 1 €

@

[ smart Recirect URL @

> ampaign description

Add Details

Author

v 0 Horatiu Stan

Start Time End Date
& 08 00 - 30092023
Campaign Destination URL
X 5
v https:/iwww.gocgle.com/
Upload campaign key visual

To preserve quality the minimum recommended image dimensicn is 1920x1080 px (jpg. .png)

00



Campaign Assets

« Utilize various channels
for Retail Media
placement: Facebook, a

Jan 2023 - Sep 2023 v ] @ Select Location

Footprints Al

. Q Assets
Google, email, SMS, ) —
digital signage, web o | ———
ads, and Wi-Fi ads. ol oo @ | wmm
« Configure each channel Y Lowwn | TS
with its specific setup . o
details. . — =
e | © = » o
| 0" Web Ads - Mobile e O, —




Campaign Boosts

« Target specific
audiences for Retail
Media boosts; monetize
traffic predictions.

e Set maximum
impressions, consider
weather conditions, and
predict traffic.

« Specify radius distance
and catchment area for
boosts.

Footprints Al

Boost the effectiveness of your campaign with smart filters

2
e Audience
Create a new audience or use a saved one.
B
Schedule 77
at Reach your audience at the right time

Max impressions

Set Lhe desired times your audience will see your ads.

Weather

Display your ad according to the weather changes.

Just before shopping

Reach people that are most advanced in their path to purchase.

Presence probability
Reach people in the right place.

Traffic forecast
Trigger your campaign according to the traffic in your store.

® e W ®

() Jan 2023 - Sep 2023

v Us U eb

v () Select Location
Targeted Area
Meera viasie
. Balatestl
Map  Satellite | .
] Crevedia Cobeance Cozci
Potleg fltvet) Buftes Ciopenl
Tunsr
— L Aumsti
pragom
Balintir-Daal Brinegti
Crevecia Mara
Cenica
Jos Connegti
Miniilagti g =
gorcont
Framugani
1 Decembrie
Radius dgstance
10 KM 0KM —@

Helciugatele
Funcukea
Tams
100 KM




ampaign Calendar

Calendar view
displaying all
campaigns.

Schedule Retail Media
campaigns for optimal
timing.

Clearly see the period
for running campaigns
and their status.

Footprints Al

TODAY < > 09/01/2023 - 09/30/2023
Sunday Monday Tuesday
clouds &, clear #, ain &> 3% clouds &8, clear #, raind> 3% clouts &, clear 3, rain > 38°

Tast{ 050 28-08-2023 - 1700 20.08-2023 ) Complated
wpgrace ozt { OT:00 2307 2023 1700 2004 2024 ) Actve

15 6%, clear %, raind® 37°4 clouds &, clear ¥, raind> 3875 clouts &, cloar %, rain @ 366
Lpgrada tast { 0700 28072023 - 1700 20043004 ) Active

3 clou

0 clouds & cloar #, aind® 36711 clouds & clear %, aind® 38712 clouds &, clear #
pgrade test  07:00 25-07-2023 - 17.00 20042024 ) Acive

17 clouds &5, clear %, raind® 35718 clouds &5, clear %, rain€> 36°19  clouds &5, clear 4, raln &> 37°20

pgraie T { 07 G0 200700 -1 7 08 200420724} s rom

24 clouds &5, clear %, raind> A0°25  clouds &5 clear #, rain€> 38726 clouds &5, clear 4, raln > 38°2/
Naw Cempaign fate bt tast (02730 2

) Jan2023-Sep 2023

[ () Sselect Location

~
‘Wednesday Thursday Friday
douts &, clear %, rain € 39 dauds & clear 9, rain € 3771 clads &, cear %, rin & 3677

douds &, cloar %,

douts £, cluar

, rain € 3714

ain > 377 douds & clear 9, rin (> 3978 clawis &, cloar &, rain € 39°9

n€» 36715  clowds &, ciear &,

clouds &5, clear &, rain € 3821 clouds &Y, clear &, rain@ 36°77  clouds &S, clear &, ran® 37° 7

clouss &5 clear &, rain€> 38°28  clouds &5 clear & rain € 36° 29 Sepciouds &5, clear

Guztom variskle in campsign flow { 0400 21092023 - 10.00 22092023 ) Completae.
Test Gusiom wanisble { 08,00 21-0%-2023 - 10:00 22-09-2023 ) Completed

ran & 3530

7002073 ) Complatd Tt { D500 79002099 - 1700 ILRINID ) Nesvk

g et {0700 24072023 -1 £ 08 22024 ) deioom

N/A™ NA" s
Lpgrade tast { OF 00 279093 - 17 00 2047004 ) Mesivn

{5700 27-05-2 1700 28-03-2023 ) Completed

N/AT NiA” MIAT

MONTH WK

Saturday
douss &, clear %, rain € 36

douss &, clear %, rain € 36

%, mind 35

clouss &5, clear &, rain &> 41°

clouss &5, clear &, rain € 36°

NIAT




Campaign Reporting

Ppnehzesndmonetize N
Retail Media campaign A

AWARENESS @ Total Unique Users: 95 APPRECIATION @ Total Unique Views: 118
results. &

-« Reports on awareness, °

appreciation, and

actions for each )

channel and campaign. . ‘ -
[ Audience insig ht S and . ACTIONS @ Total Unique Actions: 237 AUDIENCE INSIGHTS @

catchment area

analysis.

* Filter reports daily or
monthly for in-depth
analysis.

o83 858888 3 8




Campaign Overview

 Overview of Retail
Media across channels
& automate reporting
for paid, owned, and
earned media.

« Reports on awareness,
appreciation, action,
and advocacy.

« Automated monthly
PowerPoint reports with
omnichannel results.

 Bridge both offline and
online data in one
platform.

@

Channel
e Facebook Ads
(=]
Instagram Ads
B
@
Google Ads
@
@
WI-Fl Ads
Web Ads

Footprints Al

Awareness @

Reach

5,501,241

461.37% vs. Provious Period
Reach

869,984

1666.61% vs. Pravious Pariod
Reach

95,108

+-100% vs. Pravious Period

Reach

0

1100% vs. Pravious Pariod

Reach

2

1100% vs. Previous Perlod

EARNED MEDIA

Appreciation @

Impressicns

21,834,171

41,22% vs. Previous Period
Imprassions

1,757,604

2618.81% vs. Previous Period
Imprassicns

95,108

+-100% vs. Previous Perloc
Imprassicns

104

2100% vs. Pravious Penod
Imprassions

31

4100% vs. Previous Perlod

() Jan2023-Sep 2023

Action @

Unigue Clicks

91,247

A76.55% vs. Previous Pariod
Unigue Clicks

3,292

2750% vs. Previous Pariod
Clicks

36,947

+-100% vs. Pravious Merlod
Clicks

368

2100% vs. Previous Pariod
Clicks

61

2100% vs. Previcus Perlod

© select Location

Advocacy @

Secial Reactions

37,376

$-17.06% v Provious Period
Sweil Reactions

30,705

—

1242.86% vs. Previous Pariod

Shares
N/A

Sharas

N/A

Shares

N/A

Automated Reports

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08,2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08.2023

Monthly Report: 01.08.2023 - 31.08,2023

Send manthly automated emall



§ Footprints Al

Sales Automation

Leveraging location data, lead management automation, and
sales workforce management, enhanced with retail media and
data monetization, we amplify the effectiveness of your physical
sales endeavors.

This integration not only boosts sales but also provides precise,
data-driven insights into the sources and performance of those
sales, ensuring a more targeted and profitable approach.



eads Manager View

Optimize lead
management for Retail

() sep 2023 - Sep 2023 v

© select Location

T

Footprints Al

You have 190 leads pending

Media targeting. o D GEED S =2

I Lead Status Date added Last updated Consultant Location

New (150) v

Navigate through leads N
seamlessly. - |

bablu sandy @ o & 25Sep 2073 & 255ep 2023 ) shantar zenitsu © Stejarii ¥ - X
Lead Ix651189580 /13dbaba4esta0b A
day -23hours left « BO0% chance

o, "
U date Conve rSIOn + tmmlerﬂl ab o oﬂ)o‘:"iy— @ 228ep 2023 ® 27 Sep2023 . Dan Marculescu Q@ Mallof the Fmirates v > X
B o SO0 totaToA A Shourseft + 80% chance
L]
stages with ease —
2 @ gemossset 123 (@) . e s s & 25 Aug 2023 & 1452023 @ vt som © Retallstore 1 v N
Lead 1D 6428401 cafleatxde? 56260451 q =
33 Shours left 5
. .
Customer
S W I ft I r e a S S I n ® k"flkklk' ";"‘rk: .’fq,. - e s s & 29.Jun 2023 & 06 5ep 2023 €) Hari Praeash ©  Ratall Store 1 v X
1 Lead I0:649d96c4229(1595babA164 s

relocate, or delete o k. ..
leads. -

Add, import, export, and
filter leads effortlessly.




Lead View

Comprehensive Lead
Dashboard:

Use detailed lead
dashboard for precise
Retail Media placement.

Access detailed lead
information in one click.

Respond to offer requests
promptly.

Initiate predefined actions
like calls and video calls.

Customize actions to
meet specific needs.

Track step-by-step lead
interactions efficiently.

Empower sales
consultants with
actionable insiahts.

- Dummylead %

18 Jul 2023

,D Footprints Al




Sales Team Performance

Sam's Club X

" irataies e
strategies with sales -

. Sales Force Top 3
team metrics. a N W —

regularconsultant Overall Business Total 90.99%

. M on |t or an d eva I uate 8 = () e P i o Dusers ol 901 % H &

&
e
3

1 e g lzabels Lamatic A Sales Value € 0 4&@@5
e a C h a e n t S ; reqularconsultant RSO Overall Business Total 0.00%
2nd Sorin Brindusescu 1st Paul Gehringer 3rd Izabela Lamatic
O & Horatiu Stan Retail Store 1 Sales Value € 0
reqularconsultant Overall Business Total 0.00% = ]
° Sales €1,000 Sales €10,100 Sales €0
= ET— [
- shankar zenitsu Sales Value € 0
. 1eans 124 Leads 272 leads 125
& & ‘ requlsrconsultant flerall Store 1 Overall Business Total ~ 0.00% = g -
. | ——|
) ‘ I a S S I f a e n tS b a S e d Transactions 4 Transactions 2 Transactions 0
@
Overall Business Results
on performance e o .
@ €11100 557 6
.
I I I et r I C S L @ Sales Force Product Portofolio Performance

« Recognize and highlight
top-performing agents.

7% 8%

% 5% o
oo 0 N i e i M

20230 2023402 202303 2023404 2023-05 202306 202307 202308 202309

» Foster healthy
competition within the
team.

« Use the leaderboard as
a motivational tool.




eads Funnel

Utilize funnel insights
for Retail Media

() Jan 2023 - Sep 2023 v © select Location

Footprints Al

Y « EARNED MEDIA OWNED MEDIA
.
targeting; monetize o
' Acquisition channel Web Web WiFi Ads  Lead Ads  Lead Ads Google Google Google  Facebook Instagram  Linkedin  Linkedin Twitter Other Google
) Advertising Advertising €0 Mobile Desktop Ads Ads Ads Ads Ads Ads Lead Ads Ads €0 Ads
a n a | t I C S Mobile Desktop co co Search Display  Gmail/YouTube €0 (4] o o o (4]
» 8 €0 €0 €0 Network €a
‘J 0 [ o o a 0 a () 0 0 D [ 0 0 a

Track the entire funnel L Ees— e e e e e e e e e e e
journey in real time. o I —

Adjust stages based on

El
o
o
o
Y
@
a
a
o
o
o
o
o
-
a

4 Sales Qualified Leads (Request an offer)

®
=3
o
=
o
o
o
o
=
©
=3
o
o
o
o
o

@ Conversion Average 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
] .
insights
% B

Conversion Average 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Analyze cost per lead NS SN N NN A SEA N NS N N
and acquisition cost.

Cost per Sales Lead

Cost of Sales - - - - - 3 - s

Refine strategies for e 5 B % @ 8§ 5 B % F @ § @ 5 9 &
different media
channels.

Make informed
decisions with
comprehensive
analytics.




Sales Consumption

« Monitor communication o 1. —
costs for Retail Media
budgeting. a

Retail Store 1 X

v

Email : 22.86 EUR, Browser Notification : 95.65 EUR, InternationalSMS : 8.20 EUR, DomesticSMS : 1.75 EUR, Voice Call : 0.00 EUR, Video © Daily Report
Call : 0.00 EUR, Chat : 0.03 EUR ® Monthly Report

Fittar oy Channel -

) Analyze COSt 300 Email : 1524, Browser Notification : 1913, i 182, icSMS : 35, Voice Call : 0 Mins, Video Call : 0 Mins, Chat : 14 Messages
breakdowns by
channel.

« Generate daily and
monthly reports.

* |dentify cost-saving
opportunities.

« Take prompt actions
based on consumption
insights.




ales Calendar View

e Centralize all reminders
for better visibility.

« Schedule and organize
tasks efficiently.

« Set reminders for
crucial events.

« Stay on top of
important deadlines.

« Enhance organizational
efficiency with a unified
calendar.

10

Footprints Al

Sunday

clouds &5

couds &5

clouds &5

clawds &

clowds &%

Clagr o

clear &

clagr @

(=

chr 0

09/01/2023 - 09/30/2023

ran & 39°

rain & 37

rain &> 351

rain & 40"

NAAS

4

25

Monday

clouds £5, cleer &,

clouds £5, cleer &,

clouds £5, clear &,

clowds &, daae 9,

clouds &, doae 9,

ran & 39

ran> 38"

ran > 38

ran €D 367

ran > 38"

N/A

5

12

19

26

Tuesday
clouds &%, clear

clouds &%, clear

clouds &%, clear

Y, clear

clouds &, dear

B

o

o

i

() Jan 2023 - Sep 2023

. raind®> 38"

, reind 36"6

raind® 37713

L rmindd 37720

Wednesday

clouds &%, clear

clouds €%, clear

clouds &%, clear

clouds &, ¢

. rain > 38" 27 Sepelouds &, clear

B

B

%,

&

v | © select Location

. rainé®> 39°
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Prospects

' atomal T
automatically or ‘ —

manually. a | .
» Leverage web analytics d 1 N/A N/A w
for Retail Media @
t a r g et i n g . 2 Company name Country Address Position Contact Phone Email Website Last contact Potential score m products /
 Follow up efficiently on e L
website visitors. .
« Streamline proactive ¢

cold calling efforts.

* Enhance prospecting
efficiency with
automation.




Kanban Board

Use optimal
engagement timers
effectively.

Focus on a limited
number of leads at each

step.

Visualize monthly
activity performance.

Encourage agile
behavior within the
team.

Optimize task
management for
improved efficiency.

Footprints Al

Marketing Qualified Leads """

Retail Store 1 X

() Sep 2023 - Sep 2023 v

Sales Qualified Leads *** Opportunities *** Customers 7* Lost Sales "'’

Min. 20 Max. & @

Optimal 0 days v g
Sales Rep 'Wnen 25.08.2021
Proparaity 1o buy 45% How lorg 2 years
Cost €O
Salss Rep When 09.11.2021
Propansily 1o buy 45% How lorg 2 years
Cost €0

Jerome Elfiott. 1D 613a8u(51109d3442c10069..

Salkos Rop When 09.11.2021
Propensity 10 buy 45% How long 2 years
Cost €0

Latoya T. Dubose- D 183885c69375232249...

Seles Rep 'When 09.11.2021
Propansity 10 buy 45% How long 2 years
Cosl €0

Latoya T. Dubose- ID 512a885c69375232249...

Min. 0 Max. 0 g Min. 0 Mx. 45 g Optimal 0 days v g

APPLY
Optimal 0 hours v e Optimal 0 hours v > -

=

Optima! time Jeft: -20 da) Optimal time left: -20 day
conds 28 seconds

Sales Hep Alexa Nicokau When 25.08.2021
Propensity to buy 70% How long 2 years
Cost €O

Sules Rep Vanzari JUIR 'When 09.11.2021
Proparsily 1o buy 70% How long 2 years
Cos1€0

Optirnal tyme feft: -5

Sules Rop Vanzari JLR When 09.11.2021
Propensity 1o by 70% How long 2 years
Cost €0

Optimal time left: -5 dsys, Optimat time feft: -5 dgys, -21 hours, -7 minutes, -2
seconds econds

2

Optima! time lelt: -5 days, -19 hours, 34 minutes, Oyptimen tire left: .5 days, -19 hours, -34 minutes,

Seles Rep Dan Marculescu  When 09.11.2021
Propensity to buy 70% How long 2 years
Cosl €0




