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Challenges

Difficulties in
market expansion

Disintegrated & Lack of Digital

- el | Competitive
Isorganize Transformation and finding the

market

data target market
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Location Intelligence Leaders Drive Approximately 1.3 to 2.0 Times as Much Impact on Key Metrics as Followers

Impact on select metrics related to Impact on select metrics related to Impact on select metrics related to
Customer experience (%) Sales funnel (%) Operational efficiency (%)
~2.0X ~1.4X ~1.3X
161 104
13.8
1.7
89 L To¥s

Followers Leaders Followers Leaders Followers Leaders
B Customer retention I Revenue growth B Number of support calls
B Customer satisfaction Bl Onlineto offline conversion Bl Average time to fulfill service

. Net promoter score . Time spent on website . Error rate for address entry

Sources: Global BCG survey on Location Intelligence for Enterprise (n=520), October 2020; BCG analysis.

Note: The impacts shown in the bar charts are average percentage gains in select metrics for customer experience, sales, and operations,

Source: https://www.bcg.com/publications/2021/leveraging-location-intelligence-across-industries



Exhibit 4 | Top Use Cases—Retail and E-commerce

Use case
category

Top use
cases in
ranked order

Customer-facing use cases

Operational use cases

Geo marketing

Digital customer
experience
enhancement

On-premises
customer
experience
enhancement

Zone-based
Pricing

Route Planning
&
Optimization

Network/
supply chain
optimization

Workforce
coverage
optimization

Support function
optimization

(1). Profile &

segment
customers

(2). Tailor
product &
service offering

(3). Measure
efficacy of
marketing

activities

(5). Provide
information on
X=gVilel=

Provide visibility
on available
stock in stores

Provide real-
time
delivery/pickup
status

Improve online
checkout
experience

Provide
direction to
location

Provide virtual
tours of location

Improve store
configuration
(in-store
tracking)

Offer push
notification or
service based on
location

Customize
pricing for
individual store
locations

Optimize
delivery routes
for online orders

Optimize real-
time vehicle
tracking/
dispatching

Sources: Global BCG survey on Location Intelligence for Enterprise (n=520), October 2020; BCG analysis.

Source: https://www.bcg.com/publications/2021/leveraging-location-intelligence-across-industries

(4). Optimize
network
locations

Offer
comprehensive
logistical info to

third-party
logistic vendors

Reallocate
Inventory

Predict

site/store/branch

performance

Geofence
delivery zones

Redesign
territories for
staff allocation

B Top five use cases for the sector
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GIS Machine
Big Data Software Learning

) & (0

LOKASI utilizes big data & analytics,
machine learning to derive business
insights to Visualize, Analyse

and Optimize operations.
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LQKASI

QKASI | LQKASI | LQKASI

ENTERPRISE I N 51 GHTS ELLIGENCE

Why LOKASI?

Streamline data collection Effortless process
and easy integration optimization
Evaluating business Data visualization

performance based on location made simple



* More data are available upon request.

Point of Interest

QO

Mobility Data

Regional & City
Planning

%

Demography

Risk Data

Socioeconomic o
Status
l. Land value

Road
Network

Disaster

JASA RAHARJA

A member of [FG
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LOKAS

Subscription based end-to-end SaaS platform for increased scalability.

Regular
Updates

5 Users

User
Onboarding

Data Sets and Analytics

Thematic Data
Point of Interest
Site Profiling

Grid Analysis
Asset Visualization

~

[ —-—

-



LOKAS

Grid Profiling

Thematic Data

LQKAS' L Fle View Setup
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. Asset Visualization

POI Data
Millions POI and Growing

This combination give LOKASI the capabilitiesto Visualize, Analyze and Optimize the businessinto one stop integrated platform.

Q GIS Software 0 Big Data Spatial 0 Analytics Tools



ll Add Ons / Custom Analytics on SaaS
LOKASI Intelligence

Map Analysis

‘r Sales 'E Advance

i

Projection Grid Analysis




Adds on Module
Sa Ies LOKAS  # n o e
Projection

John Doe

.

s .
&9 Analysis

0 Sales Projection %

‘ | M Information -~
[R pata selection anl Result Q
Kty Inforn (0] N@Outletdata
@ f o L Address Eg;'%:;s;i;nngupang,
Analysis to calculate Sales Potential (. - ep—
based on internal data (example: — 5 | | = i s
Type Circle shape — ‘C’zrr:;tt :j‘tz/::leek zw::: | 01 | 02-08 JAN 2022
target market, cannibalism, and p '
g i | @ Cannibalism score
Current data/Week WEEK | 01 | 02-08 JAN 2022 P
streams of Point of Sales data) and e—— y
. o Cannibalism 2 POI / |
external supporting spatial data ) \ | e ——
° L Store 1 (75%) 25% | ‘ \ | / | | Projection
(example: demographics, SES, location : — 4 L
p rOfi I e, etC .) | (@ outlet | er?::mznc::::/tWeek ::::-3' 01 | 02-08 JAN 2022
@ Outlet AVG Price/Week Rp. 175,000

Current Sales Rp. 291,200,000

By using Sales Projection, we can also | e s hoprporionsf st ompae o
the percentages represent the propartion of each value compared
@ Product Current Sales (65.01%)
| |

' to the total amount profit per week.

make a Basket Size per store e o AL o7 g

: : : o = Amountein DR representing the saies made naweek
The output of this solution is we can see _ o
the potential sales revenue in certain o =

Rp. 89,876,000,000

location.

Store 4

Store 5 Rp. 85,432,000,000
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Analytics Add Ons
Expansion Modul

LQK ASI A File View Source Admin ® ] A

INTELLIGENCE

L Analytic

#8 Grid Analytic Advanced X

By USing Advance Grid AnalySiS, BVT Can = =R Data selection nnl Result ’}ﬂ(-n;g Pekojan II "'ip,- Sl 1L “"JM ~
help to utilize client's sales data (Point of N

rA
=

ideres 1 . Keagungan Sunter Java g
Sales) and competitors, in addition to |2 — = . . Tl [ . el -
BVT's data (SES, POIl, Demography, etc.) to | . - el < 7 )

cemang () Variable of Important

rank areas based on sales potentials. | o oy

1\ Min . la S ; ’A A i Kayu Pu Prediction calculation is influenced by important variable data in each
Mas D ~ H . the top 10 ty fvariables that h ignificant
Empowers users to analyze recommended F s o et
o Chess e g Variable Point
areas based on positive and negative J e | -
. ) | A i Mans OFFICE AREA
parameters influencing sales outcome. o 2080002 67 L e | osss
B Class 3 IDR 1\( 7 el ELEMENTARY SCHOOL | 0.771
Kol Min Rp. 209,096,112 o CAR REPAIR | | 0.15
| ' THEATERS | | 0.728

Enhances decision-making by providing cnan | | B i { [P KaretSemangg v e T —
° . ° o @ - y e o Petuk Ingan - / : pinang .
insights into profitable and unprofitable 2y g sroas Shatsn I L o eLecrRowic Repan

regions. - m—

Negative [ Positive
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Analytics Add Ons
Sales Monitoring

Mobile Survey & Dashboard Monitoring for Salesman

1. Mobile App - Sales Survey 2. Dashboard Monitoring Salesman

Dashboard to monitor the performance of

Helping to monitor the location of sales 5 -
salesmen by viewing a summary of their visits.

Vvisits as one of the indicators of salesman
performance.
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KASI

ENTERPRISE

LQ

Industry agnostic bespoke GIS providing in-depth business
analytics, insights and intelligence for future proofing.

BVT Data Mobile
' O
GIS Engine Desktop

Cloud or $
LQKASI On Premise -

Client Data Web




LOKAS

Standardized insights and reports enabling SMEs to access the technology at
lower financial commitment.
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KEVIN BUDIMAN,
Business Development

“We've been using LOKASI for 3 years. The accuracy
of their data has helped 70% of our business
process to identify and choose the potential
location for our business expansion. As a result, our
annual revenue INncreased beyond our
expectations.”

What our
clients
said about
LOKASI Business Development Manager

‘LOKASI Is the most comprehensive analysis in
terms of site finding as well as output projection.
Customization In the main advantage In this
system, and the BVT team member are very
welcome every time | had difficulties in utilizing
the system. Many thanks LOKASI & BVT!"




@“ BHUMI VARTA
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