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Agenda

Qur Story - Who are We?@e
How we goft started
The 7 fundamentals of becoming data driven

Examples: Making data accessible & easy to understand
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Alex Metlewicz
Head of Business Intelligence & Data Science, Al Tayyar Travel Group

13+ years in data across multiple industries & business environments
Government / Corporate / Startup

« Financial advisory

» Insurance

* Money transfer / Remittances
« Government (Tourism Board)
« E-commerce (Online Travel)
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Sales in SAR

Largest Online Travel Agency
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Feb 2017, we have come a long way...
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The data strategy follows the customers

Awareness Product Sales Aftersales

O ’ Google Analytics TI’O ﬂSOCTIOﬂCﬂ CRM CUSTOmeI’
( ) Relations

@) adjust
: . Customer Customer
A%’Wﬂf appﬂgu (€S criteo L ‘E Data @ Service
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Who do we support?

&

Strategy

=

Finance

nﬂnn”
Marketing
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Commercial
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Customer
Experience
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HR
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How we goft started?

...by setting priorities High
Impact

Low Effort

Low
Impact

High Effort
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Getting started
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The 7 fundamentals

of becoming Data-Driven

AlmoascCter
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The 7 fundamentals

1. Listen, ask questions
...and listen some more

~ A

\

! Pain Point: Reports and
. dashboards provide ‘nice to have’
. rather then business critical

‘ d ‘ . information

| | “When you talk, you are
I/ only repeating what you
' already know. But if you
listen, you may learn
something new.”

Dalai Lama



The 7 fundamentals

2. Start at the top

Pain Point: Lack of perceived
value from senior leadership




TRAVELER TRAVELER

@ i
1

Amman, Beirut, Cairo, Dubali,
Istanbul, and London and Bangkok

aaaaaaaaaa

5995 /order $1,5°0 /order )

Pain Point: Delayed output due ~ j§
to advances in technology or
changing requirements e

@) tajauwual wwwsajawalcom ) €@ @

45 days 18 days



The 7 fundamentals

4. Empower your end users
Find your advocates

Pain Point: Data
overloaded with |




The 7 fundamentals

5.Value your team

Pain Point: the team often
WOrks in a reporting silo with
limited exposure to impact




The 7 fundamentals

é. Measure your progress

Pain Point: Understand your user base

Data teams measure department KPI's
but struggle with defining their own



The 7 fundamentals




Case Studies / Examples

Getting started - Making Data accessible to everyone

AlmoascCter
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lick on any date below to filter the booking date chart

Travel/Checkin Date
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Booking Trends
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Data Insights do not always need to look complicated or include numbers



Product Conversion

< Undo

— Redo

|& Revert

Funnel Comparison

Almosafer Funnel

Sessions

Uniq
Searches

Details
Visits

Traveller
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Payment

10M
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|dentify broken links or measure improvements after new implementations
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Route Value

Search to Book Performance by Route

o
ruh-dxb
60K
.
® jed-cai
ruh-cai |
4 ruh-jed
£ 40K °
© jed-dxb
A Py ) "
Jed-ist dmm-dxb jed-ruh
20K ruh-ist ®
® clg-dxb o jod:dmm ® ruh-dmm
O
ruh-hbe ~jed-hbe
0K
0 50 100 150 200 250 300 350 400 450 500 550 600 650 700

Orders
Easily identify where to take action {Here: Marketing vs. Product}

Strictly Confidential



Examples

Customer Life Time Value

Num Iransactions
1 30

D

CLV Segmentation

2000

Site

® (Al)
almosafer

1500 tajawal

Attr source quarter
(Al1)

2017-1

2017-2

2017-3

2017-4

2018-1

2018-2

Cancel Apply

1000

500

CLVv

Attr source country

(All

Bahrain

Egypt

Kuwait

Qatar

Saudi Arabia

United Arab Emirates

Cancel Apply

-500

-1000

-15
00 Num Transactions

|
© 10
0 50 100 150 200 250 300 350 400 450 500 550 600 @ 20

Days Since Last Transaction ( ) 30

233.772263032
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We can segment our customers using CLV & recency intfo 4 main segments

Customers have been segmented based on CLV and recency. The data can be used to personalise user experience, voucher
eligibility and campaign targeting through custom audience creation

CLV Segmentation

unpaid channels for

o °
°

1000 % o)

RETAIN A °o O RE'ENGAGE

. . ° o) - iti ' '
[positive CLV, active purchaser] 800 X . o OcP Lo (positive CLV, inactive purchaser)

& ° ° ° . .

- Create loyalty/added w0 8 Oyl Lo e 9! . o . s g‘ﬁéiﬂ;?sb'ds for SEM/paid

benefis -.-Retain --“ Re-Engage

. . 3 5 . L Y o) «  Onweb/app promo code
*  Personalised emails Q 0 s . ¥ o e
) S . of 300 @ o le® g® O L Pl based push nofifications

* Increase retargeting / Y Y q s, ) g s .

Meta/ Social Media/SEM ; OUTb(.)Uhq call centre

reactivation
0
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purchaser) - y M ° ° purchaser)
= 8 < <Maintain :  CRmre.
*  Pushre-purchase through o o P . Generic CRMre
(@)

engagement campaign,
no/minimal promo code

Reduce performance spend

* Each point represents a customer, sized by number of transactions
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o o
o
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Q@ 10
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Days Since Last Transaction
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Quick responses with Chatbots

Which are our Top selling flight destinations this year?

-+
Andy APP 10:18 AM ¢ Q@ 2 w
The top flight destinations for this year are:

RUH: &85k orders
JED: &85k orders
DXB: {585k orders
CAIL:Z ¥k orders
DMM:E5E%K orders
SHJ %k orders
AHB: 8%k orders
MNL: £58% orders
MED: 585k orders
KWIEEE2K orders

You can get more details using this dashboard. Flight Bookings Overview

...more about this in the afternoon

Strictly Confidential



o

Strictly Confidential




