$
SigiSYnthesa

SigiSynthesa’s

Company
Profiles &
Credentials

Market Research &
Strategy Consulting

WWW.SIgisynthesa.com



S
ig

i

SY

Nnth
e
S
a

S
Ig
iS
ynt
h
e
S
a




A

|SYnthesa
out Us

SigiSynthesa is a research
driven marketing strategy
consulting firm

composed of visionary senior market researchers and consultants, bringing
the right combination of marketing and research skills to help you improve the
effectiveness of your marketing efforts.

SigiSynthesa Origin

Sigi - 7 si-gi n suluh atau obor
me-nyi-gi v 1 menyuluh dengan sigi; menerangi: 2 ki menyelidiki
dengan teliti: - perkara;

Synthesis noun

syn-the-sis | \ 'sin(t)-tha-sas

1. The formation of something complex or coherent by
combining simpler things.

2. (logic) A deduction from the general to the particular.

3. (philosophy) The combination of thesis and antithesis.

4, (military) In intelligence usage, the examining and combining of
processed information with other information and intelligence
for final interpretation.
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What we do How we Work

We believe that our clients'
SUCCEeSS IS our success; we
believe in professionalism

SigiSynthesa helps clients

to meet the challenges of
commercial world through
creative and innovative ways of
gathering facts and turning data
Into strategic business insights.

We consistently maintain high
standards for service and
consultants to be always able to
bring the best team of senior
consultants to bear on every single
project.

We help clients explore
business opportunities, manage
and sustain growth, and

maximize revenue & profitability. We understand our clients’

business needs. We comprehend
their business specific language.

We are committed to elevating the effectiveness of research endeavors and our consistent delivery of impactful outcomes reinforces our dedication.



Our
Services

Qualitative Research

We dive deep into consumer attitudes and motivations
using methods like focus groups and interviews to
provide rich insights into consumer behavior.

Quantitative Research

Through surveys and statistical analysis, we quantify
consumer preferences and behaviors, providing data-
driven insights for informed decision-making.

Analytics

Leveraging advanced tools and techniques, we extract
valuable insights from data to uncover trends, patterns,
and opportunities, guiding strategic business decisions.

Training and Consulting

Leveraging advanced tools and techniques, we extract
valuable insights from data to uncover trends, patterns,
and opportunities, guiding strategic business decisions.




Meet Our Clients
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Financial Services
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Quantitative Research

Face to Face (F2F) Interview Case Study

We assisted one of the largest auto-brand in Indonesia through fact-based market and consumer analysis to enter, innovate,
evolve, and grow in the market.

Research Needs
CPCS Segment Profiling | Segmentation | GIIAS | IIMS | Car Clinic | Manpower Research

Our Approach T sampling

« Screening interviews to select qualified and willing Option 1: Door-to-door sampling
respondents * Respondents to be selected at their places PSU (Primary

Main interview with respondents who meet the criteria Sampling Unit) will be prepared before the survey (list of
Data collection using a structured questionnaire RT/RW in each city)

Tablet-Assisted Personal Interviews (TAPI) In each PSU, several households will be selected. Within each
household, one respondent will be selected
Option 2: Intercept

* Respondents will be intercepted at a designated location (e.g.
exhibition venue)




Example Deliverables

BEV Patential Customer Profile by Demegraphic BEV Patential Customer Profile by Psychography
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Deliverables

Cansideration Pattern Expectation toward Car Product
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Expectation Towards Car and Need Fulfillment
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Qualitative Research

Focus Group Discussion | In Depth Interview

Our qualitative research team delivers practical business insight by ruthlessly questioning the deep motivations behind
people’s observed decisions and actions.

Research Needs
Manpower Research | Exploratory | Pickup Research | EV Research | Communication Research

Our Approach T sampling

« Screening interviews to select qualified and willing Option 1: Focus Group Discussion
respondents. .

Respondents who meet the criteria will be invited to .
participate in discussions or be interviewed in-depth.

We would discuss with 4 to 8 participants.

The FGD will be led by a SigiSynthesa’s trained moderator
* Moderator leads the discussion.

Option 2: In-Depth Interview

* |In-depth interviews can be conducted in any place.

* The discussion will be led by a professional moderator who
is equipped with a structured DG.
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Car Clinic

Central Location F2F | Focus Group Discussion (FGD)

Observing the concept cars to see the acceptance level as well as purchase intention of the consumers towards the concepts
tested.

Research Needs
Product Research | Exploratory | EV Research

Our Approach U samping

* Pre-recruitment to select qualified and willing Stage 1: Quantitative (Central Location F2F)

respondents. 360 respondents to be divided into three different
Respondents who meet the criteria will be invited to segments: Pre-Clinic, Main Clinic, and Post Clinic.

participate in the clinic program. Stage 2: Focus Group Discussion (FGD)

* Selected respondents from the quantitative clinic

* Deep diving on several aspects, especially reasons behind
the rejection and accepting the concept

* Expectation from the respondents




The Clinic Mechanism
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Car Clinic Venue | The place we usually conduct the Car Clinic studies

Studio Sepat 72

Jalan Sepat No. 7, Kelurahan Kebagusan, Kecamatan Pasar Minggu, Jakarta Selatan, DKI Jakarta
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Desk Research

Market Intelligence

We helped several large EV Brands in Indonesia to understand the market landscape as well as consumer behavior and
attitudes that operate in the automotive sector.

Research Needs
Used Car and Aftersales | Syndicated Research | ID Auto Market Outlook | Asia Auto Market Outlook

Our Approach U samping

Publications and official statistic Market Overview
Published reports and surveys Market Trends

On-line sources Market Size and Forecast

Institutions reports Market Dynamics

New Products
Government Policies

Etc.




Automotive Industry Overview
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In-Depth Case Study: Mapping Opportunities Across Indonesia’s Provinces

@ Client Objectives

Strengthen competitive
position in Indonesia’s dynamic
automotive market.

Identify growth opportunities
by analyzing new car registration
(provincial sales data).

Tailor marketing, product
planning, and dealer network
strategies to regional demand.

Data Snapshot

Methodology & Framework

Data Cleaning &

Datad Procurementc N
Formatting

7

Standardization of
attributes (province,
brand, model, vehicle type,
fuel type, assembly).

» Acquisition of raw vehicle .
registration data (from
provincial police
registration/Samsat).

« Covers new unit sales  Removal of
across provinces, cities, errors/duplicates,
brands, and models. correction of

inconsistencies.

Deliverables

Data Analysis with PowerPoint & Power Bl

Martat Share Dy haand « YTD (une 2009

I KODE_DAFTAR
B ef ore: ::::; L:Trjri T’;:‘::— ggz:s STATUS PROVINSI  KABKOTA MERK TYPE cil-;:r:- WARNA BBM JENIS | |
6 o T T T T T 1T T NONPERORANGAN DRTIAKARTA JRRARTAPUSAT DAIHATSU = SIGRR I.2 RMT (BAOTRSGMZFTT . ~TI87— AMMAM™ = BENSIN ~MB. FENUMPANG I-l
O r|g| Na | S ource 1 PERORANGAN DKI JAKARTA JAKARTA PUSAT TOYOTA KIANG INNOVA 2.4 G A/T (GUN142R-1 2393 SILVER METAUK SOLAR  MB. PENUMPANG
11 NON PERORANGAN DK JAKARTA JAKARTA PUSAT TOYOTA  CALYA 1.2 G M/T (B40IRA-GMZF)) 1197 ABU-ABU METALIBENSIN MB. PENUMPANG
f' 11 NON PERORANGAN  DKI JAKARTA JAKARTA PUSAT TOYOTA MAGA10R-BRXLBD 2.0 G CVT 1987 HITAM METALK BENSIN MB. PENUMPANG
RaW orm at 11 NON PERORANGAN DKl JAKARTA JAKARTA PUSAT TOYOTA MAGA10R-BRXLBD 2.0 G CVT 1987 HITAM METALK _ BENSIN _MB. PENUMPANG
1 PERORANGAN SUMATERA U MANDAILING N/ ISUZU PHRS4U-CAAIN1 (4X2) M/T 2499 PUTIH SOLAR  MB. BARANG
1 PERORANGAN SUMATERA U” PADANG SIDEMIISUZU PHRSAU-CAAIN1 (4X2) M/T 2499 PUTIH SOLAR  MB. BARANG
12 NON PERORANGAN JAWA BARAT BANDUNG, KOT/SINOTRUCK HOWO NX 6X4 280HP CARGO TRUCK C 6870 MERAH SOLAR  MB. BARANG
11 NON PERORANGAN SUMATERA SEPALEMBANG  SINOTRUCK  SITRAK C7H 6X6 480HP M/T 12419 WHITE SOLAR  MB. BARANG
1 NON PERORANGAN  JAMBI KOTAJAMBI  SINOTRUK  SITRA C7H 6X4 SA0HP TRACTOR HEAD 12419  BENZWHITE  SOLAR  MB. BARANG
11 NON PERORANGAN _JAMBI KOTA JAMBI __ SINOTRUK __ SITRA C7H 6X4 SA0HP TRACTOR HEAD 12419 BENZWHITE ___ SOLAR __MB. BARANG

Province

o Island
Afte r' C | ea n ed Jawa DKl Jakarta WEST JAKARTA  DAIHATSU
Data FO rm at Jawa DKl Jakarta WEST JAKARTA  MITSUBISHI

ALL NEW XENIA 1.3 X M/T (W100RG-L
XFC ULTIMATE 1.5L 4%2 A/T

Jawa DKl Jakarta WEST JAKARTA HONDA BRIO SATYA 1.2 E CVT CKD
fO r An a Iys | S Jawa DKl Jakarta WEST JAKARTA  HYUNDAI CRETATREND 1.5 (4X2) A/T
Jawa DKl Jakarta WEST JAKARTA HONDA DG48 1.5 RS CVT
Jawa DKl Jakarta WEST JAKARTA  MITSUBISHI XPANDER CROSS 1.5L PLUS 4X2 A/T
W101RE-LBMF) 1.5 G CVT

Jawa DKl Jakarta WEST JAKARTA TOYOTA

L
City ] Brand Vehicle ,Jtl Model

] Segment ] Usage [ Fuel ] Trans. ]\.'01. |
ENE = = TMPVE T T PRSSENGERTAT M= = ™/T = =71
XFC SUV-B PASSENGER CAR ICE AIT 22
BRIO SATYA CAR-ALCGC  PASSENGER CAR ICE AT 114
CRETA SUV-B PASSENGER CAR ICE AT 11
WR-V SUV-B PASSENGER CAR  ICE AT 45
XPANDER CROSS SUV-B PASSENGER CAR ICE AT 46
Avanza MPV-B PASSENGER CAR  ICE AT 104

Exploration & Analysis

Market analysis to assess .
size, share, and competitor
landscape. %

Regional trend mapping to
detect emerging
opportunities.

Product mix optimization
based on local demand.

; iiiliilii

Reporting &
Dashboard

Executive summary
reports by province/city.

Interactive Microsoft
Power Bl dashboard for
ongoing monitoring.
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Mystery Shopping

Service Quality & Customer Experience Assessment

We help brands evaluate customer experience by assessing how frontline staff, processes, and service standards are consistently
delivered across retail outlets, dealerships, and service centers through real customer interactions.

Research Needs
Customer Experience | Sales Process | Service Quality | Dealer Standards | Retail Audit | Brand Compliance

Our Approach T

Trained and certified mystery shoppers Dealership Network

Standardized evaluation checklist Retail Stores
Scenario-based customer interactions Service Centers
Digital reporting with photo/video evidence (when Showrooms

applicable) Branch Offices

Quality control and validation process Multi-city / Nationwide Coverage

Insight-driven analysis & recommendations Online & Offline Customer journey




Example Deliverables

&
TOYoTA  Mamma

Competitor Discount Guidelines: December

Overall Score by Region - Overall Sales Performance Evaluation: Cross-Brand Insights

\ ] . . . . . . 1
Fu ﬂ;— 4 \\\ + BYD Depok leads with the highest overall score (94), driven by consistently high scores across nearly all touchpol icularly test drive * Most brands delivered a strong and positive first impression, reflecting well-trained frontliners. While Toyota's score is sligl this may reflect
and EV knowledge. inor i encies across outlets.
MITSUBISHI HONDA . i, . . Intain i i shk 0
+ In contrast, BYD Bandung significantly underperforms (73) due to critical gaps in closing (0) and follow-up (0), suggest 3 . already well-executed by all brands, B and this strong start into subsequent st key.
c : ' 2t )
Dec 2025 T e Dec 2025 E 2025 end-of-journey conversion and post-visit engagement. N
Type g yp (in MIDR) (in MIDR) *+ VinFast and BYD provide confident and informative consultations. Lower scores from Toyota and Honda may indicate areas where produ ge
{in MIDR) 3
Raize sharing could be strengthened.
1. Brio Satya & + Depth and clarity in consultation shape buyer understanding and trust. Continuous knowledge updates and better support tools could hi
1. Xpander 20 2. Fortuner Dimension All Cities Jakarta Utara Surabaya consistency.
2. Brio RD 28
2. Xpander Cross 25 3. \Veloz ($) 3 + AsEv-focused brands, BYD and Wuling slightly outperformed VinFast in EV education. VinFast shows good potential but could enhance its delivery of
3, BR-V 55 4 Rush 3 EV messaging.
3 Xforce 70 " L * EV buyers often need reassurance. Reinforcing explanations around range, charging, and cost efficiency can strengthen brand credibility
4. City Hatcback 35 5. Zennix Improvement 30 overall Score
7 Teaos 3 e ey AT e | e | | S I R B * VinFast actively positioned its strengths versus competitors. Other brands were more reserved—possibly due to policy or limited competitor insights. |
: - { | | * When done appropriately, competitor comparisons can reinforce value. Encouraging fact-based comparisons may support buyer decision confidence.
| WY e & | L B, Overall Score 2 83 90 | 95 i 9 | 83 Ppropriately. comp: P Eing La Y SuPP ¥
5. Pajero Sport Dakar 4x2 45 7. Calya 15 i + BYD and Honda offer clearer, more detailed financing simulations. VinFast's explanations are adequate but can be further enhanced with more
6. HRV 40 3 n Py Greeting and First Impression 100 100 100 100 100 structured details.
. gya - . . . . . . N 1 . "
f i 1 1 1 - Transparent financing options are key to decision-making. Supporting sales with simulation tools and financing FAQs may boost engagement.
: r Ulti " i
8 ::Jzem SETTHEL ERIr 30 7. City Sedan 35 9. Avanza G/E 30/25 Product Knowledge and Consultation 85 91 | 85 | 80 | 93
T e * BYD leads with strong test drive availability and coordination. Toyota appears to face logistical or scheduling challenges. VinFast is positioned in the
B | Gk a0 (O Ranees =Y EV Knowledge ‘ 98 i 100 | 100 | 100 | 100 middle, with a few Inatances of unit unav.:?;ability. yota app ® 8 8 P
7. Pajero Sport Exceed 4x2 30 9 CRV 35 11 Alphard 120 1 1 1 + The test drive is a critical touchpoint. Ensuring availability and smooth coordination can significantly enhance buyer confidence.
. a . Competitor Comparison 80 80 | 90 | 80 | 80
8 Paiero Sport Dakar 4x4/GLX 30 12, Voxy 4 - ®r 9 @ e e @o o/ + VinFast and Wuling performed well in prompting customer commitment. Lower scores elsewhere may suggest missed opportunities to guide customer
: 4;‘; P 10.  Accord HEV 20 - Financing Program 90 100 1 89 100 89 i decisions.
1 Step WGN 13. Hillux 20 r T "B + Strengthening sales closing scripts and providing clear next-step prompts can help convert interest into action more effectively.
. P 14.  Yaris Cross 30-35 Test Drive Experience 69 100 100 94 | 50 0 i
9. Triton DC GLS 20 12 HR-V HEV 40 | * Follow-up remains inconsistent across brands. VinFast performs relatively well but still has room to improve. Toyota appears to face more noticeable
) 15.  Innova Reborn 33-35 Closing 80 100 100 100 100 0 | gaps in post-visit engagement.
! ! | + Follow-up is essential in nurturing leads. Establishing structured follow-up protacols or CRM-based reminders could enhance continuity and customer
Follow-up & Contact Confirmation 60 | 50 100 100 50 [1] | experience.
|

OverallScore - The tatalscore i caleulated by .faging all Individual questions (attributes) that were scared Overall Score_2 : The total score is calculated by averaging the scores of each dimension, then dividing by the number of dimensions.

Competitor Discount Overall score of specific brand Overall Sales Performance

What details are available about the leasing schemes offered by different brands?

+ When discussing payment methods, we asked the sales representatives to provide details about the payment scheme,
especially for credit payment methods.

Overall Score by Car Brand Leasing Program Offered by Brands

Toyota adopts flexible DP-tenor structures tailored to regional markets—Jakarta favors high DP with lower monthly bu .g-.garis Cross DP IDR
259M, tenor 11 months), while Medan and Surabaya offer lower DP but longer tenors and higher total investment.

Higher total investments in Medan and Surabaya indicate a focus on widening accessibility through lower initial barriers but
commitments, likely targeting first-time or budget-conscious buyers.

+ The initial customer approach is consistently excellent across most brands, signaling that dealers have successfully trai heir frontliners

+ The sales’ ability to explain this varied: some were already familiar with the calculation method, some consult the on first impressions.
+ Toyota (93) slightly lags—indicating room to standardize warm greetings across outlets,

log-term cost

leasing company during the visit, and others only provided the payment details 1-2 days after the visit.

Through mystery shopping However, there were inconsistencies in the Example of the calculation explained by the sales Dimension All Brands VinFast .oV V LW
activities, we gathered completeness of information across brands. This the visit: /0 . A%
information regarding the credit is due to several operational realities observed N: 85 30 15 10 15 1
i . T T T 44 Leasing . Dealer Leasing Down Monthly Interest 5 Tenor T al
payment schemes offered across during the mystery shopping visits: 3 Area Brand car Model ey OTR Price Ty | et Payment etk Rate Total DP subsidy  quanth)  im o
different brands. The data = Sales only prepare detailed calculations DEElEcs 7 o o M o Band: T Agya GRS MT Toyota At 267,000,000 | 10,000,000 0 100,000,000 5,290,000 10.0% 100,000,000 o 24 21691
i i N andung oyota gya GRS e 000, 000, . 290,01 0,000, 960
ro‘!fcéef includes, but is not after a purchase order (SPK) is made 4 hr 2 '}_‘““ i i
imited to: oyota Astra . .
* Leasing company name invelve placing a booking fee or SPK, full " " W Medan Toyota Agya GRS MT Toyota AStfa | 250,000,000 | 10,000,000 ] 55,000,000 5,400,000 7.0% 55000000 15,000,000 60 369,000,000
* On-the-road (OTR) price simulations were often not provided upfront. hopreseiog 4 First _ * -100 _ 100 - e _ 10 - s Toyora Astra 000,
. Impression Northjakarta | Toyota Agya GRS MT yotadeta | 236900000 | 10,000,000 0 100000000 | 4,090,000 4.0% 100,000,000 0 a7 282,230,000,
= Dealer discount = Not all sales representatives can calculate 1 - nandal __1 ! ! 1 .
: oyota Astra . . .
+ Down payment (DP) independently :}‘I:‘rzg::;:::::vrl'edge - 75 - a2 - 75 ! B - s 4 - 70 ‘ - 63 ‘ Surabaya Toyata Agya GRS MT Bnandal 276,000,000 ] 0 60,000,000 5,650,000 20% 60,000,000 [ 47 325,550,000
« Monthly installment Most salespeople only showed partial Bandung Toyata c””“""HE),L“ﬁj VBAT MandrTunas | 577000000 | 20,000,000 o 156000000 9,000,000 100% 156,000,000 a 60 676,000,000
! components during dealer visits and needed to Caleulation of Wuling Cloud 3. EV Knowledge - 50 - . - + _ o8 ‘ P E e ! } | -
nterest rate consult with their raspective leasing partners to in Surobaya X Igs 9 9 Depok Toyota fhwerd AFinance | 648,000,000 0 0 81000000 | 12,000,000 650% | 181,000,000 0 60 901,000,000
= Total DP (detailed calculation complete the full financing breakdown. The 4. Competitor Medan Toyota L°"°“AHL;?; 84T e L“r::'[ 585,000,000 | 15000000 15000000 | 161,000,000 | 11,000,000 5.0% 161,000,000 | 15,000,000 59 795,000,000
components such as tenor, OTR typically followed up through chat p ] i North Jakarta Toyota g Hv‘ iy BCA Finance 578,000,000 | 25,000,000 0 200,000,000 £,719,000 5.0% 225,000,000 | 10,000,000 59 714,421,000
price, insurance, interest, = Differences in leasing calculators per brand 5.Fi P - as - 80 - s A - 0 4 - a0 4 - a4 4 Surabaya Toyota | COTONaCrass LEAT — ToyotaAstra | gag 900000 | 13,000,000 0 144521000 | 12,541,000 6.0% 144,251,000 | 20000000 | 59 871,170,000
administrative fees, and the " || . Financing Program | ¥ Hybrid . , ,.a,,c\m ] 700000 | 13, ! 541, ! ¥ 000,000 | 170,
first installment) Each leasing company uses different components T ; Bandung | Toyata | 'PpyriosSORHV ToyolaAstia | usi000000 | 25000000 o 100000000 | 7:300,000 600% 100,000,000 0 59 541100000
Additional subsidy inthelr credt simulation tools. . o I - . - + EE- + ElE-: 1= 4 VarCross S GRY Tt
. o N \ Experience Depok T : yota AStia 1 425,900,000 | 25,000,000 0 128919000 | 11,109,000 100% | 128915,000 0 3 503,843,000
« Tenor = Variations in the detail level shared by \ P P oyota CVT TS5 2 tone Finandial | § - B i i
sales : | Br: a2 = 7. Closing | B | B | EES BN BN Al Medan Toyota | PR RE SR Buana Finance | 453500000 | 20,000,000 0 B9S54500 | 7887500 S0% | 109554500 9579000 | 59 554917.000
= Total investment per model . | : h e
P In many cases, sales directly provided the total < 59 iy o Northjakarta  Toyota | YOSCOSSSORHV. poy finance | 450,000,000 | 25000000 ) 259,168,000 20,419,000 34% 259,168,000 a % 458,777,000
DP and monthly installment amount without werm— 7 S¥. o > : 552 tone E
breaking down how the figures were derived. . X L 8.Follow-up & 56 o U | &0 : 4 60 L 2 53 L 2 Surabaya Toyata Va;‘#;ii‘;lm HV MandiniTunas | yos 397000 | 30,000,000 0 63,000,000 9,000,000 20.0% 63,000,000 0 60 573,000,000
Calculation of Toyota Yaris GR Hybrid in Medan Contact Confirmation 5 2 tone inance
Notes:
o A Relatively higher than VinFast more than 10 poinis i} Relatively higher than VinFast by 3 pits Rettively fower than VinFast more than 10 points W Relatively lower than VinFast more than 3 poinfs ]
Owerall Score : The total score is calculated by averaging all individual questions (attributes) that were scored. Overall Score_2 : The total score is calculated by averaging the scores of each dimension, then dividing by the number of dimensions.

Leasing schemes details oOverall car brand score Detailed leasing program

22



Our expertise In

Food & Beverac
lNndustry

\
Sigi S{Ynthesa

23



Our Experiences

In BHT & Product Test Study

»
Sigi S\?nthesa

We leverage our expertise across F&B categories and proven best practices to deliver
tailored product testing that addresses client needs and drives actionable insights.

Product Test Study

C RTD 2023 2020 2019
RTD Category NEW FORMULATED - NEW FORMULATED - NEW FORMULATED -
Category PRODUCT TEST PROTOTYPE TESTING PRODUCT TEST
2022 To determining if there is a perceptible To assess consumer preference through To confirm new formulated product
difference between the new formula packaging & concept testing improvement.
BHT RTD TEA PRODUCT vs current formula. Jakarta & Bodetabek Jakarta & Makassar
i , q Jakarta QUANTITATIVE | N 250 QUANTITATIVE | N 250
To measure ¢ ilents’ RTD Tea product QUANTITATIVE | N 306
positioning in the market
. Jabodetabek, Bandung, Yogyakarta,
Surabaya, Makassar & Medan 2023 2023 2023
Noodle  New rormuLa -
=  QUANTITATIVE | N 1.000 - NEW PRODUCT & PACKAGING NPD - PROTOTYPE TESTING
ategory PRODUCT TEST TESTING To measure new product acceptance
To assess consumer preference for To assess consumer preference of new & strength.
new formulated prodgct S product vs benchmark, identify Palembang & Mataram
benchmark, and confirm formula strengths/weaknesses, confirm formula QUANTITATIVE | N 200
superiority if any. superiority & improvement area, and
Cirebon & Yogyakarta test packaging response.
QUANTITATIVE | N 160
C d 2019
andy NEW FORMULA CANDY - PRODUCT TEST
Category To assess consumer acceptance and preference for the reformulated relative to current and market leader as the competitive benchmark.

Jakarta & Surabaya
QUANTITATIVE | N 213

Our Food & Beverage
clients

24



\
Sigi oY

Food &

Beverage
lndustry

Brand Health Tracking Study



Brand Health Tracking

Quantitative Random Sampling with a combination of online survey & F2F interview

(n=1,000 respondents) across 6 cities in Indonesia
(Jabodetabek, Bandung, Yogyakarta, Surabaya, Makassar & Medan)

We helped the client to understand evolving RTD Green Tea landscape, consumer behavior, and brand performance
Brand

Market :
Consumer Understanding :
Landscape Understanding
Category Size & Share Consumption Behavior | Consumer Segmentation Purchase Behavior Brand Dynamics

= Consumer segmentation =  Purchase place =  Brand funnel (from
based on the needs and . awareness to usage)
wants - Psychographic
segmentation

Penetration and
incidence of RTD Green
Tea

=  Consumer profile

= (Category driver Purchase frequency

=  Brand choice triggers /
drivers

= Habit, usage and =  Price evaluation
attitude of RTD Green

Tea

= (Category awareness
=  Consumer segmentation .

=  Demographic profiles of ,
based on occasion

RTD Green Tea market

Brand switching

= Reasons and factors
considered

= Brand imagery

=  Competitor brand

= Usage consumption evaluation

= Brand satisfaction and
loyalty

= Consumption place and
frequency
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Example Deliverables

TPH leads in brand saliency. NGT is in the third position,

e T T
On top RTD tea, RTD water and teabag ara twe
- KRN L4 L2, L LD alld LEdllgy diie L
consumed drinks outperformed by Frestea Client Product owns many discriminating attributes Erand M appir‘g
Reverage Consumplion Incddence = Total mwarsness of KOT 15 arourd 81% 8 Core Strengths i = This twe-dirmeraiona) porceptual map dess ke ot acoalnt relatise impartance of attributes
Ever Consurmed {4 Comsumed Past 4 Weeks (] Consumed Past Week [#) + Suitable for all ages * Innovative brand + Suitable for teenagers it
- Easyto get « Premium brand + Value for money MU Green Tea is soronal
" " Tl Th e 1 ; Sawar 5 [t . ' + Healthy ingredients + The packaging is attractive whareen (e 15 srangly
RTD ea _ i} RTD 12a _ 100 RTRr2a _ [0} Brand Awareness [H) + Suitable for all family members . Famougbrfnd . Sumfme fogr aﬁuks associated with Trm iy preen ten
AT wter _ k| BT} waater _ 40 RTL water _ Fi] + Popular among my friends + Safe to consume + Trusted brand = The first green tea brand frand Vihan you ar with riands
» To drink when you are with friends + Byatrusted company * Practical «  Has many variants Has mary wnrtams sal My Lasta
Teahag G5 Teaberg 1 Teahb a5 . Suitable for child - & wranude s vy el
' J{’ T:::riieti’sr :ﬁ'or;j)le = Innovative brand Lmterstagl m
Soft drink - L] Saft drink - 35 Saft drink 17 - . : T e YL nezds
‘ B Client Product * Premium brand nnousthe tran i os.pu
G Tic dFin ks - an ] - " T . e = Healthy ingredients ......:.4..1‘ . .u:,'..,.“
. : . i, Pty MO &Y TRRT e
5L 47 suluric drinks 26 ATD Milk 14 ' U ngredinls iy ong Tme
HTD Kilk a7 RTD Milk 37 sotenlc drinks 11 i i i i " E
' (= [ £ | [ E ] - | 3 | ES + Available in many packaging sizes "o, sutali for al
RTD wopurt BT wozurt IE Poettered tea || @ Fremea  MuGreocnTea TehGeks  Tebbowl  FritTea  Teh Kotek Moo lohidora By Tea + Brand that understand your needs « It has many variants/flavors o ape
fAm S L ajeys . i )
Praered toa . »n powdered taa l ATD yosurt I 5 s " ey Brand that suit my taste The first brand for green tea
n ”
e e T Slglpie il e o ot tbabes are ot disphayed o
RTD Category Penetration RTD Tea Brand Awareness SWOT Analysis RTD Tea Brand Mapping
. There are 2 Paychographic Segmenits Identifled _
Consumption occasion of RTD tea Pasitive rating on almost all elements of the ad summary And Conclusions
Lampalgn Evallztion - ML) 5 MO 122 #Hixenak ‘ = Among the Intendad target segment, MU Green Tea 15 Ina reasonably good health
. Getting together with friends 16 "
8 53 N boursctrese [ 12 NUGT % NCT 127 #ixenak P o ¥ o g Nu Green Teh Batol
5 Relaxing moments [l 12 . 1
: ; I . - Tea Frestea  Fruit Tem Ichi Ocha  Sosro
K 20 . When eating 12 ke ad make me think that the brandis of high qualivy ¢+ Top-of-mind mvareness of A are e sy
—_ 4 The ad makes me Lhink Uhast e Brand is rusvaorby I“E WGT is rels own, but NGT Toeral mend = 10% & 0% - o - 1k - L%
L 3 o o y c c v : s ] ] i-hlla E I § - . -
= Z c £ = g g = The ad makes me wart: to buy the brand J hr.ﬁ.ttr'nl'lun Seakory Th_e Tr_dsm_d_r'_lh_'_.i The .ﬂ.nlfl I:d '||n r,:r.r;rlm makes iL up N Spantaneaus Spontrcods a 36 & LRY EEE I L
1] 3 £ E € B & £ - ASpINng To kst vesUlts-orientac el anvd textal hrard mware ness Toal & B1% & OO0 TE% - S50 A& FEE
= Ontheroda | 2 = = 3 L] < z fie ad mede me think that the brard s cefTeront rom.. m ;
< = H 2 s e I b ol are et m . . « Experience is moee impertant than * Inbrand usage, NGT Usage
SR RARES ad pty ¥ P FIE‘I'"L'-"I'I'IE gi;i_-j for brand Erer & EOH L — 4TH - 3% A B5%
E e . he memages in the ad are sukshleirelevant to me =1 ' . ' 'r Mportant o pamper myzell adopton and retention Pasld Weeks — 25% 4 1% w 16R w19 — 254
I.uuj vself ,‘Dij}? 73 Alone - 20 Nothing else 19 The maszapes inthe ad are easy 1o uncerstand . . ._ [eresk i 3 prodUct or Service DUMGT & 10% & 12% — 5% w 1k = 7%
b - 98 Bakso W 11 _ - . < t amnlicated ro SR Equity / Relstionship Strength
o 14 Friends - . 0 e ad o errnation balis dilkerent ram clther.. m - cpord my Fran «  Relationship strength with e T " e 01 24
E Friends | . &i% 2 ‘ 8 The ad conveys new il ermation Aot 1 Brand m v | . f NGT i considersd ikrong, e d E2T & 4% v L4 . TS
Family R 7 . - - - arak la - :
1 7 e 5 ang sanies HE, comparable to Frestea Y e o - .
- Parents | ! Parents ‘ E.ET.E: : 5 ik TR 104 = I rys lonking to make my e | 1aintain a balar i.—.l|.lf.'\-"ff i s " o " 2
m ! ‘ CS"‘L N W Songly disagres HEgree Pzithize fgree W Siongly sgrec « Ip wragh L aboul & brared before risking o . MU Green Tea appears o compets hesd-po-hesd with Freszes as the |c-.!:|u cormpetiter. Te
N large purdhase Fgmm, is losing consurmer base despite high lega

RTD Tea Consumption Occasion Campaign Evaluation Customer Segment Profiling Summary & Conclusions
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Our Experience Conducting

PRODUCT TEST for RTD Category Respondents Number
250 Respondents

/} Background & Objective in Jakarta
@ This study is conducted to help the client navigate Indonesia's growing

boba dairy tea market. With rising competition and continuous

innovations, the client needs a clear strategy to maintain and grow market What we offer

share. The reformulated boba dairy tea requires the right product mix Through this study, we deliver:
strategy, as product superiority is key to winning the market.

« Consumer insights consisting of a thorough assessment of

« Assess consumer acceptance and preference of the reformulated boba i
consumer acceptance, preference, liking, and appeal toward the

dairy tea _ _
Gain insights from packaging and concept testing to understand liking, refo.rmulatec.l boba dairy tea through. packaging anq concept
appeal, and preference testing, providing a clear understanding of what drives consumer
Profile each product to identify strengths and weaknesses, and choice.
understand areas for improvement, if any
* Provide direction for go-no-go decision-making - Strategic recommendations including a detailed product
, , _ , profiling to identify strengths and weaknesses versus competitors,
Overall, the study provides clients with a comprehensive along with actionable improvement areas and a clear go/no-go

understanding of consumer response to the new product, actionable
insights for product refinement, and a clear recommendation on
whether to proceed with the launch.

recommendation to guide the client's product launch strategy.

(] Methodology
%.) Quantitative research with F2F TAPI at CLT, with approaches:
s~ v Blinded sequential monadic product test - Products were
served blinded.

v" Products were rotated to avoid bias - All products had
equal chance to be evaluated as the first or second product

With pre-recruited respondent that we recruits based on their product
userships.




In monadic evaluation, all products are well accepted and no significant
differences in terms of overall liking. Yet, prototype P2 tends to be numerically

better.
15t PRODUCT EVALUATION - MONADIC OVERALL LIKING

T2B (%) 78 86 82 89

T3B (%) 92 95 96 98

B4B (%) 8 5 4 2
Mean 5.85 6.05 5.94 6.02

H Like it very much (7) 22

u Like moderately (6)
Like slightly (5)
Neither like nor dislike (4)
Dislike slightly (3)
m Dislike moderately (2)
m Dislike it very much (1) 14

A-F significant at 95% confidence level
o significant at 90% confidence level

Example Deliverables

Liking of Prototype P1 tends to be lower among C3 users
OVERALL LIKING P1 BY SUBGROUP ANALYSIS

Usership SES Gender
Client Brand c1 c3 SESA SESB Male Female
(n=34) (n=20) (n=26) (n=58) (n=72) (n=50) (n=80)
T2B (%) 85 70 78
T3B (%) 97 95 96 84 93 94 96 92
B4B (%) 3 5 4 16 7 6 4 8
Mean 5.97 5.7 6 5.58 578 5.93 5.94 5.81
11 12
17
 Likeit very much (7) 23 18
w Like moderately (6)
Like slightly (5)
Neither like nor dislike (4)
Dislike slightly (3)
w Dislike moderately (2)
m Dislike it very much (1) 12
25 18 17 19
12 12

8 8 4 —3— e 3 —— 4

A-F significant at 95% confidence level
- significant at 90% confidence level

P1 and P2 tend to share similar sensory attribute characteristics. P1 differs from C1 in
terms of Colour, Tea Taste and Aftertaste.

Sensory Attribute Intensity

Panel 1 (n=42) Panel 2 (n=42) Panel 3 (n=41)
P1(n=44) P2 (n=40) P1(n=42) €2 (n=40)

Colour 5.16 505 A 482 54 5.24
Bright - Dark \
Tea Aroma 564\, 56 5.55

Weak - Strong

Varian Aroma
Weak - Strong

464 4

s
Sweetness
Weak - Strong

Bitterness
Weak - Strong
Tea Taste
Weak - Strong
Varian Taste
Weak - Strong

After Taste
Weak - Strong

A 263 37 3 417 A

A-B significant at 95% confidence level
a-b significant at 90% confidence level

Penalty Analysis (1)

Penalty Analysis
Penalty Penalty Opportunity Direction

Prototype 1 -0.53 48 50 %-1.78 Improve > Increase
Prototype 2 -0.52 46 50 ! Improve > Increase
Colour

Competitor 1 -0.37 21 58

Competitor 2 -0.02 |7 59 -0.56
Prototype 1 -0.20 42 54 B -0.24 Improve » Increase
Prototype 2 -0.25 36 58 H -0.35 Improve > Increase

Tea aroma

Competitor 1 -0.16 26 69 H-osr

Competitor 2 30 65 B o4
Prototype 1 -0.40 24 68 u -0.66 Improve » Increase
Prototype 2 -0.27 32 63 E -0.59 Improve > Increase

Varian aroma
Competitor 1 021 | ; 72 A on
Competitor 2 -0.31 5 75 ! 013
Too weak Justright ~ mToo strong

Product Overall Liking - Monadic Evaluation

Penalty Analysis (3)

Penalty Penalty Opportunity Direction
Prototype 1 092 1 91 E 1.22 Maintain
Prototype2 160 7 EE ﬁ 192 Maintain
Variant taste
Competitor 1 071 2 89 ﬂ -0.86
Competitor2 ~ -0.9 4 87 H -0.70
Prototype 1 058 6 86 E -1.25 Maintain
Prototype2  -1.20 g ® -1.38 Improve < Reduce
After taste
Competitor 1 087 5 85 m 0,42
Competitor 2 2 87 m 1.18
Too weak Justright  mToo strong

Product Overall Liking by Subgroup Analysis

RECESSOMENSS \Vhat drives Overall Liking?

88% e

taste are the
goodness-of-fit key drivers
0.27 025
This implies that the sensory attributes
evaluated can explain the Overall Liking
very well. o2
0.09
. - -
.
- - -0.01
Variant'taste  Teataste  Colour  Sweetness -0.06 -0.06  variant aroma
Teaaroma Bitterness
Aftertaste

Sensory Attributes - Intensity analysis

'Variant’ taste, Tea taste and Colour have direct effect on overall liking

0.12 0.13
" 019

-0.13

0.48 /

0.20 Tea Aroma

Tea Taste

Variant Taste
» Tea Taste is related to tea aroma and sweetness

\ 0.12
< Variant’ taste correlates with 'variant’ aroma, Variant Aroma
aftertaste and bitterness 0.21

» Colour and bitterness also correspond to each other

0.12
‘ After Taste

Sensory Attributes - Penalty Analysis

Prototype P1 cannot outperform benchmark C1

» Overall liking does not differ significantly between P1 and C1
» But C1is preferred to P1

@ - Qverall Liking @

Overall Liking (7pt)

(7pY) @
@ Purchase Intention
Purchase Intention (5pt, unbranded)
(5pt, unbranded) . 60%
Preference :
Preference : 38%

Taste Attributes - Penalty Analysis

Bar Chart - Regression Analysis

Graphical Model - Regression Analysis

Prototype 1 VS Competitor 1
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Our Experience Conducting Retail Audit for Tobacco Category

@ Background & Objective Coverage Area

This study is a retail compliance audit designed to ensure National Roll Out: TErEEn Gl -
the accuracy and reliability of internal retail sales data 9 '
through direct verification at the outlet level. 32 Depos all over General
The audit aims to: Indonesia, trade

« Validate the existence of outlets within the sales network

. T . 6,400 total sample per quarter
« Verify salesforce visit activities at retail outlets

« Confirm the occurrence of sales transactions as recorded
in internal systems What we offer

Overall, the study provides clients with a fact-based Through this study, we deliver:

understanding of field execution, helping to identify

potential gaps between system data and actual retail
conditions.

« An end-to-end retail audit solution, covering sampling,
fieldwork, quality control, and reporting

- Multi-layered quality control processes, including centralized
validation and daily monitoring

- Transparent and traceable audit outputs, supported by field

evidence
i Methodology , e » , _
-ﬁ) The study adopts a store-level, face-to-face audit ' rAe(EEgicl)re‘)a(:CIStliro‘nghts 19 SURIPOIE ClRERITHEL IE Sl [TPOYE
approach, combining:
v" Direct outlet observation
v" In-person interviews with the outlet personnel
responsible for product purchasing
v" Collection of supporting evidence to ensure data validity

A structured, sample-based methodology is applied, with
outlets selected from the client’s database.
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Quality Control Drop Rate

Data collection issues

Audit Drop Rate O The audit drop rate across West Indonesia, Java, and East

To B - - . Indonesia increased significantly during Weeks 4 and 5,
emergEd mld aUdlt perIOd Analysis coinciding with a period of auditor turnover.

beca use Of d Ud itor tu rnove r' Q The decline was most pronounced in the Sumatera region by

: : Week 4, closely mirroring the trend observed in Java.
however, these issues improved by the end of (e ORI UACRN] Cle Al NUETE

the period as team sta bility was restored. 0 EastIndonesia experienced its peak decline in Week 5.

— O This surge in data rejections was directly attributed to the
transition period involving newly onboarded auditors.

Corrective Actions & Outcomes

In response to these A targeted intervention For auditors identified as
issues, mandatory protocol was activated high-risk, one-on-one
briefing sessions were whereby comprehensive debriefings were
implemented for all debriefing sessions - conducted to address
incoming auditors. were conducted whenever specific performance

a region’s drop rate gaps.

exceeded 15%.

These structured interventions proved effective,

resulting in improved team stability, reduced error rates, and enhanced data accuracy
across all regions in the subsequent weeks.

Sumatera —e—FEast Indonesia

Week 2 Week 4 Week 5
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Incompliance Incidence

In both waves, revalidation significantly reduced the number of

cases confirmed as “non-compliant”, especially in wave 2.
The primary distinction is that Wave 2 yielded higher inconclusive rates,
as not all non-compliant data underwent revalidation

4
4 (’J‘),
'?4 )70
W

Incompliance Incidence - Incompliance Incidence -
Before Revalidation Revalidated

53%

. N wave 1: 49
N wave 1: 49 N wave 2: 75

N wave 2: 75 47%

39%

45%

31% 32% 31%

23%

14%

]

16%

12%

, o _ Compliant No Conclusion No Purchase Incidence Not Found No Visit Incidence
No Purchase Incidence No Visit Incidence Not Found
| Wave 1
Incompliance cases were generally found because storekeepers claimed After revalidation, most suspected incompliances were confirmed as compliant,

the remaining cases were mainly due to no purchase incidence, followed by store not found

they did not purchase cigarettes from visiting sales representatives,
and no visit incidence.

followed by no visits incidence and store not found.

Non-compliance cases were generally identified due to storekeepers’ After revalidation, most suspected incompliances were confirmed as compliant,
claims that they had not purchased cigarettes from visiting sales the remaining cases were mainly due to no conclusion.

representatives,
followed by incidents of no visits and cases where stores were not found.
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Our Experience Conducting PRODUCT TEST for Candy Products

Respondents Number

/& Background & Objective

@ This study is conducted in response to client commitment to continuous 21 3 RespO n d e ntS
product improvement, aiming to test consumer acceptance of the newly in Jabodetabek & Surabaya.
reformulated candy against its current formulation and the market leader.

The research aims to:

Assess consumer acceptance and preference for the reformulated What we offer

relative to the current and market leader as the competitive benchmark.

Profile each product to identify their respective strengths and Through this study, we deliver:

weaknesses, as well as areas for potential improvement.

Provide clear direction to support a go/no-go decision for the - Clear consumer insights on acceptance and preference for the
reformulated product. reformulated product versus the current formulation and competitor

roduct, for the client know exactly where the product stands.
Overall, the study provides clients with actionable consumer insights and a produ | wexaclly w Aol

data-driven recommendation to guide their strategic product development

and market positioning decisions. « Actionable recommendations on product strengths, weaknesses, and

improvement areas, plus a data-driven go/no-go recommendation to
guide for next strategic move.

Methodology

The study adopts Quantitative research with F2F TAPI at CLT,
with approaches:

v Blinded sequential monadic product test — Products were served
blinded in a Plate)

v Products were rotated to avoid bias — All products had equal
chance to be evaluated as the first or second product

With pre-recruited respondent that we recruits based on their product
userships.
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Example Deliverables

: ",
= Current Product and Reform Product tend to have similar product characteristics. Current Product seems to score smaller in aroma & color, Reform Product has "too
Likes & Dislikes towards the product test ; ; s ; ; bright” color and need more soft in texture, while Competitor has an issue in aroma
However, Competitor tends to differ. Competitor differs particularly in terms color (darker), texture (softer) g i p o
What consumers like about all products revolve around sweetness and coffee taste. and, to a lesser extent, coffee taste (stronger)
Most respondents do not have dislikes. If anything, dislikes are related to coffee elements sweetness m
" i~ INTENSITY Penalty Penalty Opportunity Direction
Likes [l e | o | Dislikes Toral [ CURRENT COMPETITOR Panel 1 (n=70) Panel 2 (n=73) Panel 3 (n=70)
jpose) B || B0 | G5 | H Base 426 | M0 | 13 | 143 PRODUCT Current  Reform m CurrentProduct 127 | W “ B - Increase -
Manis pas dimulut 57,7% | 61,4%  54,5% | 57,3% Tidak ada 547% 458% 603%  52,9% (n=70) (n=70) (n=70)
Rasa kopi nya pas 26,3% | 26,4% 17,5% | 350% Rasa manis nya kurang terasa manis 47% | 43%  45% | 4.9% Rea So n s fo r Aroma y /v Coffee Aroma  Reform Product -0.96 " £ n 0.89 Mo Change =
Rasa kopi cukup berasa 138% | 12,1%  154% | 14,0% iasa Pﬂk"“"yﬂ lif'a‘u uath‘l - 45% | 36% @ 35% | 63% d f bond / )
roma kopinya kurang terasa menyengal / 4 ‘
Rasa kopinya kuat 134% | 14.3%  12,6% | 133% i mulut dan hicung - YNBAL | 420 | 29% | S6% | 4.2% p roau Ct p rererence _ color y A /.,/ A Competitor o7 [ - n 069 Increase d
Halus tekstur permennya 12,0% | 157%  7.0% | 133% Rasa kopi kurang berasa 42% | 43% @ 42% | 42% C P d V Manisnya pas ‘ P .
Pahitnya pas dimulut 96% | 71%  9.8% | 11,9% Rasa manisnya agak kuat 40% 57% 2,1% | 4,2% u r re n t ro u ct S 50% u TCX“{'G B _(\ Current Product 071 : - B 05t No Change =
Rasa kriminya terasa 85% | 100% 84% | 7.0% Rasa kopinya kurang kuat. 38%  71% 28% | 14% c H ~ )
Aroma kopinya kuat 66% | 7.1%  7.0% | 56% Rasa kopinya agak kurang terasa 33%  36% 49% | 14% 0 m p et I to r Rasa pahit ”Co‘ﬂere i a e Color Reform Product A0 ° n 055 Increase 7
Ukuran permannya pas 66% | 71%  S6%  7.0% Bentuknya kurang menarik Eaa 21% | 21% | 4.2% kopinya pas 28% Sweet \ \ Competitor 0s3 | @ BN - Decrease <
weetness \ e -
Aroma kopi nya kuat tercium wangi 54% | 6,4% 4.2% | 56% Rasa kapi nya terlalu berasa kopi banget i':: i’g: i;: Wi: | N Srong //A /\
Bentuknya tidak terlalu besar pas di Rasa krimi kurang terasa 4 h , 1 } E o § _
mulut 42% | 50% @ 35% | 42% Agak kasar tekstur permnennya 23% 4%  42%  14% ' B}tte!fas(g /// // Current Product 0.43 0.78 No Change
Aroma kopinya pas 40% | 43% | 35% | 42% Bentuk kurang simetris dan Variatif 23%  36% | 14% | 21% i NN A\ u n -
Aroma kapi cukup tercium 35% | 21%  42% | 42% Bentuk permennya kurang teratur BN % | 25w | 26 Creamy taste N \ Texture - Reform Product 020 e Decreose :
Permen saat di mulut tidak 26% | 21% | 2.8% | 28% sehingga kurang menarik - : . ! Not Felt - Strongly Felt N
meninggalkan rasa lengket " : . : Rasa manisnya terasa sangat kuat 2,1% 42% | 2,1% | \ Competitar osz 0 » H 50 Ho Changs N
Perpaduan rasa kopi dan manisnya pas | 2,3% | 1,4% = 2,8% | 2,8% IAroma kopi tidak terlalu kuat 1,9% 2.8% | 2,8% Afte( taste | \
Bentuk permennya kotak bagus 2% | 1,4% 1,4% | 3,5% Teksturnya diperbaiki 1,9%  14%  21% | 21%
Rasa susu cukup berasa 21% | 0,7% 49% | 0,7% Warna permen diperbaiki lagi 19%  36%  14% | 07% - 5 AD. jg:;jﬁ::;; fopeig :gg;jg::g e

Product Overall Liking Reasoning of product preference Intensity analysis Sensory Attributes - Penalty Analysis

Competitor appears to score better in taste-related attributes. But both Current and R N A I . W h d : O | | |_ k D)
- i egression Analysis at arives Qvera IKINE : - - i ?
Reform Product are regarded as not having enough coffee taste and rated too sweet g Yy 8 Coffee Taste, Sweetness and Texture have direct effect on Overall Liking What did th ey say about crea my taste?
o : Direction » Coffee Taste is related to bitterness, aroma and after taste
Penalty Penalty pportunity « Sweetness has negative correlation with Bitterness, and related to Aftertaste
Current Product A7 © = El Increase > k remer . pahitdikit Y
Coffee taste Reform Product 167 = o Bl o Increase > o Aftertaste is not a : g i 0 p I gUIa
Competior 1% 1% = Em o change - /0 Coffee Taste is & ° m standalone atribute | k e
Current Product an B c 093 Decrease < the key driver e ena k opima n i G cpresso
Sweetness  Reform Product 1.98 " - “ -1.16 Decrease < gOOdneSS'Of'ﬁt 0.42 08 0.24 o k\ Era ﬂﬁm S M g @»ﬁ ® = p po
Competitor -1.37 1o = “ -1.38 Decrease < - u rl h ; rauk
gulaaren
. » - Serat
Current roduct 089 | BRES Increzse > This implies that there are other factors s et I -kacarjg
Bitterness  Reform Product .16 " = Bl o Increase > that inﬂugnce Ove@ll LIki|_1g but not Overall Liking k.!:im&!sgp' e s u
Competitor 098 2 = 132 No Change = captured in the attribute list manispahitsusu susuk I .
Curentprodut o [8 = B < oo | krimi s ANy
Creamy taste Reform Product  -1.14 = “ 120 No Change = N o m I Josiglote
o .
Competitor -0.80 = = B No Change = - susumanis
Current Product G ® = Bl o No Change _ Texture  Bitterness - ﬁ Aftertaste s Creamy taste qappu CC l n 0
After taste  Reform Product 134 = = B s No Change - Coffee taste  Sweetness  Aroma - - Creamy taste  Color o1
Competitor 132 - - B o No Change = o " Texture

Taste Attributes - Penalty Analysis Bar Chart - Regression Analysis Graphical Model - Regression Analysis Spontaneous reaction of certain attribute
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Brand Health Tracking

Quantitative Random Sampling with a combination of online survey & F2F interview

(n=1,000 respondents) across 6 cities in Indonesia
(Jabodetabek, Bandung, Yogyakarta, Surabaya, Makassar & Medan)

We helped the client to understand evolving RTD Green Tea landscape, consumer behavior, and brand performance
ez : Brand
Understanding

ah»

sRRARATANY
'

Consumer Understanding

——— — —r———————y—yry . - =y =y

- it W -

| #= (Category Size & Share Consumption Behavior § Consumer Segmentation Purchase Behavior Brand Dynamics

! ]
\

e W

§ = Purchase place =  Brand funnel (from
i awareness to usage)

L L5

=  Consumer profile

Consumer segmentation
based on the needs and
wants - Psychographic
segmentation

= Penetration and
incidence of RTD Green
Tea

= (Category driver =  Purchase frequency
=  Brand choice triggers /

drivers

= Habit, usage and =  Price evaluation

= (ategory awareness I attitude of RTD Green
|

=  Demographic profiles of Tea - gons(t;mer segmentation =  Brand switching
ased on occasion.
RTD Green Tea market = Reasons and factors | = Brand imagery
: considered =  Competitor brand
= Usage consumption evaluation
=  Consumption place and =  Brand satisfaction and
frequency J E loyalty
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Example Deliverables

‘u

. RTD water and teabag are tv

(s

Rewerage Consumplion Incdidencs

Ewer Consurned {%) Consumed Past 4 Weeks (%) Consumed Past 'ﬁ'EEM

Teabug | Teubug kL

g
sult drink - ] =odt rink - 35 Saft dink . 17
o - N
- -

AT water 1 BT vaatpr
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BLoi g Firs - ] =L «L

ut] 47 swlunic drinks 2B ATD Milk 14
RTD Bilk ar AT Milk N —— "

ATD voauem RTD yocurt 10 Perardcred Loa L]

od tea . iz Ferwcdered tea l ATD wogurt I ]

TPH leads in brand saliency. NGT is in the third p:~5itiw’\
outperformed by Frestea $

= Tolal awareness of WOT Is arourd B14% 0/

Brand Awareness (#)

H H =] | £ ] | E ] —-— =R |

Teh Fucuk Frestaa M GreenTes Teh Sels Telsbonsl Froil Tea Tah Ectak Felbcasnina chii D Felp Tizd
Hururs Senrn Ll sjergs
]
Es 25 P 0 0

Category Penetration
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0% 15% 0% 75 1 0¥,
B Sironghy disagree Disayroc Meither Agree W Swongly agree

Brand Awareness
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Brand Mapping

= Tl
MU Green Tea is scrongly
associated with

= Thefirst green tea brand
= Has many vanants

= Innovative brand

= Premium brand

+  Healthy ingredients

Mobe: same attrloutes e not displagss

Tom Ay green fen

brand
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Brand Mapping

summary And Conclusions

= Among the intended target segment, MU Green Tea s in a reasanably good heald

+  Top-ofmind awareness of
MWT s re .'||".':'-'_-.- i, bt MNGT
miakes it up = apantaneaus
amd total brarnd swareness

* Inbrand usage, MGT
performs good for brand
adopton and retenton

= Relationship strengthowith
NGT is considered shrong,
::II'I'IFEI'at 2 10 Fresiea

Nu Green
Tea
Mworeness
Top al nnd = 10%
Spontaicous 4 34
Tl i B1%
Usage
Ewer i 59%
Hasld Weeks — 25%
ODLUMGO & 10%

Equiity / Relationship Strength

Frestea

i 18%
e 204
907

& 65%
& 3%
& 124

59

Tell B
Fruit Tea IchiOcha  Sosro Q

v 59 T 1% T o
1% W Ik e 450
JEW w35 BSOS

dT%H W 32% a0 65%
w6k w% — 5%
= 5% w 1k = ¥

40 4%
o L
Fi h% Lk

with Frestea as the key competiter. Teh Bole
}' AWSINETHESS,

for £ biry pranucts thraugt ul aboul & brard befure masing .
rshap /e large purchaze

Summary & Conclusion

Advertisement Evaluation Segment Profiling
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Brand Health Tracking

Quantitative Random Sampling with F2F interview (n=600)

One of our clients is growing private bank which quite known in credit card market.
We helped the client to understand their brand performance along three basic dimensions.

\é Key Drivers
v

What is the overall satisfaction of each brand's =  What factors are considered important by
user? Are they willing to promote their usage customers?

brand? 3 How much do they influence brand choice? What is
« What are the main reasons that may influence the their impact on brand equity?

satisfaction level?

« What are the main factors for customers to
promote their usage brands?

« Do customers use our brand most often? Which
other brands do they also use?

« Do customers spend more for our brand?

« Do customers buy our brand often than in the
past? Why do they do so?

« How do customers talk about our brand?

/ Brand Health & Equity '5,:’“ Market Success

How is the customers' awareness of our brand
and the competitors?

3 How strong are our brands vs. competitors?

=  What are the key differences in customer

perceptions between different brands? =  Should we reallocate our budget?

= Do our customers feel loyal to our brand? =  How is the customer personification of our brand?

=  Whatis the obstacle faced by the non-user for
not using our brand?

3 How is the adoption and penetration of our
brands compared to the competitors?

. What are the main reasons for customers to
choose certain kinds of brands?

3 Does our brand have a potential
to grow in the future?
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BHT - Sample Output

Analysis Output:

Marketing final analysis
followed by brand equity
analysis then brand mapping
and brand personality.
Meanwhile for example brand
funnel components that we
evaluated are covering
awareness, usage, positioning.

Conclusions:

The pros of the study we could
grab some understanding
holistically during a particular
period of time

While, it has some limitations
which is time constraints due
to its one-time studly.

Demagraphic profiles of credit card users tend a be’ cxceptions, Mega's

users are younger as apposed BRI and Mandiri's users,
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Brand Health Tracking - Continuous

Quantitative Random Sampling with combination of offline and online approach
(n=5,000 per year conducted on quarterly basis)

One of our clients is one of the largest banks in Indonesia with regional and international network.
We helped the client to understand customer perception and expectation also the most effective channel for branding.

Brand Health Tracking

Which bank that is first come
up to the consumers’ mind?
(TOM, SBA, Aided, total
awareness)

What bank do they
consider?

How strong Brand Equity for
client brand?

What bank do they use?
(P6M, BUMO, Main Bank)

Banking & Transactions

Behavior

« How frequent do they do

transactions via bank /
mobile banking?

« What is purpose of banking

transactions? (e.g. savings,
loans, mortgage, credit card)

Subject to Investigate:
Client’s image and perceptions of in customer’s mind and their intention to use client products

Brand Image/
Perceptions

What are the image/
perceptions about client
brand vs competitors?
What are the important
attributes for consumers to
select a bank?

What are the strengths and
weaknesses of client brand
vsS. competitors?

Media Effectiveness
Tracking (MET)

Is client brand advertising
campaign widely
recognized?

Do customers find the
advertising campaign
engaging and appealing?
Does the message content
resonate with the needs
and emotions of the target
audience ?

Brand Metrics, Consumer
Funding Revenue & ROI

How to connect historical and
latest monthly brand
tracking data through
Structural Equation
Modelling?

How are contribution of Each
Media Spend to Brand Metrics
& consumer funding revenue?
How is the ROI of each media?
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BHT Continuous - Sample Output

°
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FOR BHT CONTINUOUS ONLY

Integrating Brand Health Data with Internal & External Data

Advanced Statistical Analysis

= Structural Equation Modelling
o How to connect the historical data and latest monthly
brand tracking data to:
O Media Spend data per channel
0 Competitor Media Spend data
O Bl Banking Market Size data
Q Client brand Consumer Funding Revenue

= Brand Metrics
o How each media spend contribute toward brand
metrics (awareness or consideration)?

= Maybank Consumer Funding Revenue
o How each media spend contribute toward consumer
funding revenue?

= ROI (Return on Investment)
o How much is ROl generated by each media spend?

ADVANCED ANALYSIS

By integrating advanced analysis with regular updates, this solution will empower
spend, enhance brand impact, and drive sustained growth.

[0.3]
TVC Spending = Brand Usage
[0.25])
[0.2]
[0.25]
OOH Spending . -4 Brand Awareness
[0.3]
[0.45] [0.25] Brand
Digital Spending | Considerations

[0.3]

Our analysis will involve the following components:

Data Model Validation and
Preparation Development Testing
Data compilation Descriptive Statistics SEM Using metrics like
Data cleaning Visual Analysis Path Analysis RMSE, MAPE, and
Data Multicollinearity Forecasting Models RZ. AIC/BIC for
Transformation Check LASSO Regression model comparison.

OUTPUTS

The simulator will enable 1O test various Scenar'élos by adjusting key independent va
their predicted impact on the dependent variables :

M i 1 ion:
Test the impact of
increasing/decreasing spend in
Ml one or more marketing
channels.

| Macroeconomic Changes
| Simulate the effect of a nise/fall
in GDP growth or Inflation.

Marketing Spending:

TV ads, OOH media, social
media, programmaric digital ads.

Brand Metrics:

g Key Features:
Awarenessz, consideration, usage ~——
(direct inpurt or calculared based
on spending). Baseline Comps
Interest Rates:

Savings, time deposits, and
Central Bank rates.

What-Itf Ana S
Sensitivity Analysis

Executives: To evalusate resource
adjustments. e =

Operational Adjustments
Assess the impact of adding or Evaluate multiple changes
Total bankable population, bank reducing active sales executives. simultaneously (e.g.. increase

savings, GDP grnmh. and P digital ad spend while inflation
inflation rates. rises)

External Facrors:

This simulator will serve as a powerful decision-making tool, allowing
. to confidently plan strategies and adapt to evolving market
conditions. :

WWW.Sigisynthesa.com
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Customer Experience - Quant & Qual

Combined both quantitative and qualitative approach

One of our clients is a private bank with business focus on digital banking.
We helped the client to understand quality of experience along customer journey, understand which of customer journey that has the
most impact, and understand which aspects that need to be improved urgently.

Card Delivery

Touchpoints

First

. Registration
Interaction g

When customer Submission of all Customers are The moment where Accont funding used Utilization of Where customer
aware and about to the requirements approved and customers received for any transaction features provided asked/

make decision to for banking signed off. their cards by banks complaining/
download Jenius process request something

with Jenius

s(olin ':. ;
r@g g jenius ———
©]3- |8 [y -~

@ Online

Jenius Booth /

WOM
-

Jenius Booth Jenius Booth

- Speakto
W o e rer

MAINTENANCE é 45

@!3 Offline




Two-pronged research approach
suggested to be implemented to achieve the study objectives

Measuring the impact
Online contributed by
4 4 attributes and sub-
attributes within the
journey

il

Quantitative

The consumer
journey
performance
measurement

Indicating hidden
expectations, needs as
well as WOW factor
attributes and sub-
(lDl) attributes within the

journey

-» In-Depth
..‘ Interview >

Qualitative

WWW.Sigisynthesa.com
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Customer Experience - Quant & Qual Sample Output

Analysis Output: |

Stakzle satsfaction leval & recasdecd in 20270 however, positive 22
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erius standing in 2008 anc sugpeston o be tak Improvement focus shou d be put on the online signiticant nooasz on MPS scoa
First ricelty Imp

OVERALL SATISFACTION IMDEX

It was started with quantitative

Menwy Lleers

method then followed by e Y __=,_

qualitative method. e R | VB —

Participants for qualitative - 2 —

recruited from quantitative T - E . — ——
respondents. e L ——
Conclusions:

This combined method

enables us to obtain deeper

layer of data. The information BT T e i oo Further ecommenation on each seps o be it prirized

was more detail and captured
wider horizon.

However, the challenge would

Disappointment ngui:ﬁn HY ,? ._.r Lo chvie fenteve maming
come from the commitment e e . e s (| ™ e e
issues during the recruitment a2
process from the quantitative —
p a rti C i p a N tS . s Ne strang roots, Have not really understood what Jenius can da for tem, "':“-: Haste
Interesanghy, thay stil keep the apps or even some balance int

bother to taste the wht

The Disappointed

i s  isglay,
o e || WHCE b obsioushy couscd by
rhzuntamlla- barking
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Customer Experience - Qual Sample Output

Snapshot Experlence of Each Segments

MNew needs more guidance on how to benefit from Jenius;
Active has a strong financial goal; Lapsed was attracted by promotion

e

Expectation Trom Banking Apps

Jenius has managed to fulfil even most “wow"/ideal expectations
except for on Usage and Service (boxes cutlined with yellow)

DK ETR. N
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heed to be introduced to Jenius core features & its advantages
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to be very sexy

At a cross
at first,

The Promotion
road

Seekers

g

. Disappointment
but they did not really PPoIntm: I ) _ : POTENTIAL,
«  Did not have a smaooth transition Curious. Attracted of Jenius innovation DIFFERENT
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Qualitative Persona Study - Sample Output
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Product Performance Assessment - A Case Study

One of our clients is a local pharmacy company whose main product is contraception products. The main objective of the
study is to find out the main reasons that cause the drop of the pills and injection sales and usage. To know that, we decide to
investigate from the two points of views; consumers and point of sales.

The Covid-19 pandemic really changes the consumer habit and purchase behavior. This changes are also felt by the
contraception producers, our client, especially on the use of pills and injection, that experience a significant drop in sales during
the pandemic.

Our Approach The Outcomes

= Data was collected using face-to-face interviews with TAPI, via = Covid-19 has mixed impacts on sexual activities of the
Face-to-Face Interview among targeted respondents. housewives - apparently it depends on the age groups.

= Around one fifth of housewives reporting impacts of Covid-19
on contraceptive usage

= Housewives are generally satisfied with the contraceptives they
use. However they tend not to promote the contraceptives they
used.

Www.sigisynthesa.com
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Product Performance Assessment - Deliverables Sample

REspon, e\ ‘«Profiles - All

Age (%) - Base:. . "\ Marital Status (%) - Base : N=200 Number of Children (%) - Base : N=200

a9
n
2
| ]
20 | ]
- ]
22-28 29-34 35-40
Education (%) - Base : N=200 Occupation (%) - Base : N=200 SEC (%) - Base : N=200
21
Housewives 89 z 35 44 1B 1
8 6 5
| — —
N o R R Rp 1,500,001 Rp 2,200,000
& & & & Rp 2,200,001 Rp 3,000,000
& & & &% Workers 1 Rp 3,000,001 Rp4,000,000
e o &  Rp 4,000,001 -Rp 6,000,000
& é}*’ m More than Rp 6,000,000
=2 L

Reduced ingdme ber_nes the main impact of Covid-19 so that they have difficulties in payment
bills, need to rearran, ¢aancial pricrities, unable to pay installments, and reduced buying
pOWER ORI\ WAMERtiored Covid-19 has no impact to them.

Impact on Economic Situation - in % (Q1)

8% "1
[
@
25 25 25
wl 16 18 18
15 44 IR 0 13
10
7 7 ° . 8 & 5 g _
L EE RN B [ IESEEEER
| I == - —_—
Reduced | Bemore Increase | Difficulties Rearrange ! Laidoff | Unableto | Business | Reduced Lower Business Considering No impact
income  jcreative to emergency! to pay bills  finandial pay slowing buying {investment temporarily life
eam funds (eg taxes, priorities installments| down power, return closedup insurance
__________________ income utilities, price
etc.) increases

m Al (Base=200) Pills User (N=100) M Injection User (N=100)

For thé househ ¥4s, positiveTmpacts of Covid-19 mostly related to quality
tipfie with =\ N .a@anwhile more than half become bored as the negative

Pos“e| » _*“.h household behavior (Q2a)

More time for family gathering

Prioritizing healthy meals and clean
living

Spending more time with spouses

Kids don't go out

Spending more time on new routines
(gardening, hobbies, etc.)

Mo positive impact

Al [Bas==200) B Pills User (Base=100] B Injection User (Base=100}

Negative Impact on household behavior (Q2b)

Bored at home most of the time

Stressful

Unstable emotions and worrying
leading domestic conflicts

No negative impact

All(Bas==200] M Pills User (Bas==100)

B injection User (Base=100)

Overall_pills usage”_alatively more stable than other contraceptives. Injection usage has been
decre@sed during, “apdemic and Currently relatively stagnant.

Contraceptrve Ever
Used (Q7)

Injection 3 mo

Injection 1 mo - 26%
Condom l 10%

|UD/Spiral

Do not buy I 5%

Contraceptive Used Before
Pandemic (Q8)

Contraceptive Used During
Pandemic (Q9)

50% +2

Contraceptive used Currently
(Q10)

50% 0

Sd%

40% -3

[

=]

&
&

39% A

TherERarEOPROR. *PRIFOMEIROPZ Wwho are willing to change their current contrace
AREVSHINF” N\ NBA &ERENEW contraceptive method, especially in young house
years ¢'q,

‘ Most Wanted Method (Q36)

35-40 years (N=21)
- - m-
T ¥

Total (N = 43) 22-28 years (N=6) 29-34 years (N=16)

; Pills EE]
Injection
Implant

IUD / Spiral . 6

Sterilizations . '3 - 10

Condom . 6
: E
— E
T

Coitus Interuptus

None

Impact of Cow “4'9 also increase the household expenditure, especially on
anbuds—, 3 gis (for personal health)

Negai , m, %00 Household Expenditure (Q3)

5. _ AORURABUEEETeT items (eg. Masks, sanitizer,
foods, etc.)

Increasing monthly expenditure

ncreasing costs for education needs / online
schooling

1% 1

6%

5%

*Do not buy including Coitus Interruptus, using Calendar, and Non contraceptive

2% -4

3% -2

www.sigisynthesa.com

1% 4
0% -1
0% 3

Increasing prices of basic necessities

Cut back on transportation spending

Unable to pay installments on time

Mo impacts

Dedining business tumover / income

All (Baz==200) W Pills User (Base=100) B Injection Usar (Basz=100)
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Service Quality Evaluation - A Case Study

One of our clients is a leading private hospital network in Indonesia with extensive presence across multiple cities. The client
seeks to maintain service excellence and consistency across all branches, particularly in terms of front-line staff performance
and patient interaction.

The main objective of the study is to evaluate how well staff behavior and service standards align with internal expectations,
and to identify areas for improvement that can enhance overall patient experience.

Our Approach The Outcomes

= The research is designed and executed as a Mystery Shopping = The client gained actionable insights on staff compliance and service
program. consistency.

= Astreamlined 12-step approach was used, covering: custom scenario = Key touchpoints and departments were identified for further training
design, shopper training and fieldwork, multi-touchpoint staff and process improvement.
evaluation (on-site and digital), and standardized scoring with quality -

Internal benchmarks and protocols for service quality were
control protocols. reinforced
= All evaluations were conducted using audio/video-recorded .

. . . Management was equipped to make informed decisions to enhance
observations and detailed post-visit assessments.

customer experience and standardize service delivery.

Www.sigisynthesa.com
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Service Quality Evaluation - Deliverables Sample

s Given the above ¢ gsideration, we need to set a sample composition that will allow us to do analysis at
Responde. W PrOﬁles - A" Nonetheles~\, &8\ _«Ad of Pills"show a declining performance compared to before pandemic and dverall lev—. 3 12'sgf@nalysis by segment.

during F '\ .

Age (%) - Base :. . ") Marital Status (%) - Base : N=200 Number of Children (%) - Base : N=200
49 N ( l— & N
‘ L] \ 3 |
22 !
N . | 100 04 100 98,8998,15 g 50 98 100 100
. . | ! 91,86 24,3 90,74
- I | 88 87,55 "
py B 70,57
22.23 20-34 2540 Overall Score: 88 Overall Score: 93.5 Overall Score: 98 Overall Score: 96 62.5962.96
(excellent) (excellent) (excellent) (excellent) 60,64 61,37 . ’
Improving Improving Improving Improving
performance performance performance performance . 3944,4645159
Education (%) - Base : N=200 Occupation (%) - Base : N=200 SEC (%) - Base : N=200 TOP 3 ASPECTS TOP 3 ASPECTS TOP 3 ASPECTS TOP 3 ASPECTS
1. General Equipment (98) 1. Appearance 99 § 1. Closing (100) 1 Closing (98.91)
&1 2. Outer Condition (98) 2. Physical (Infrastructure) (98) 4 2. Email Format (100) 2 Opening (96,18)
3. Inner Condition (96) § 3. Attitude - While Servicing (98) 3. Email Impression (100) 3. Video Call KYC (94,72)
Housewives 89 g = 2 B 1 BOTTOM ASPECTS BOTTOM ASPECTS ) BOTTOMSBECES BOTTOM ASPECTS
3 5 5 1. TL Attitude 79 1. Attitude - While Closing 82 1. Call Center - Listening 91 1. Video Call 94
— — 2. Chat- Chat Format 91
- Rp 1,500,001 Rp 2,200,000 Top 3 Poorest Performers Top 3 Poorest Performers Top 3 Poorest Performers . . . .
> o
& \@@ \06@ ?pc‘z' Rp 2200001 Rp 3,000,000 Ko JCEC g - R o Agen Rina p_— Sales Booth Appearance | fPhy5|ca| Availability Product Knowledge Attitude
& o & Warkers 11 Rp 3,000,001 -Rp4,000,000 . nfrastructure
"N < d L 3eKa
Q\‘% :,)Q.Q \éé B Rp 4000,001-Rp 5,000,000 Trans Studio Mall Bandung(73,51) Summarecon Mall Bekasi (86,19) Agen Monica (86,49)
\&’9\ ,DC.& m More than Rp 6,000,000 Medan Sun Plaza (70,71) Medan Center Point (83,66) Agen Putra (86,49)
=2 L
Customer Handling and some aspects of Attitude need G
; ap . .
Ny ] Kota wall | Mall |pondolsumm/SUMM Festival Paris | Trans further improvements While Welcoming
. @\ Aean |20t ?'S”d Kasabl| 412 K Of [Taman Kk arecon®fectt TM | ‘L‘;'tz WIS Physical (Infrastructure) 9 R mm » Staff should mention his/her temperature and his/her condition is in good health to
QNI J6C [P park | T | anka | <79 Gadin | Indon |Anggs|Indah | Mall Serapn T . = é::gu Bandu| . R i core 02 prospective customers (Action: Re-brief before starting service)
X * o tain Lz 4 esia rek | Mall |Bekasi n ng ng ng Quter Condition 4.82 | » ‘ = Staff should offer or encourage prospective customers to use hand sanitizer during the
T registrattion process. (Action: Re-brief before starting service]
Attitude  x Inner Condition 9o | 5 HiGn| A Sriority ll;?rlfltrar:'gnce . Stgff hould pk f h[ £ " & Acti ! . Re-brief bef carti
" . : o aff should ask for the name of prospective customers. (Action: Re-brief before starting
While Welcoming v ox , . . General Equipment NN TR ¢ N service)
Apakah staf berdiri dalam posisi dengan jarak 1 meter sesuai dengan Physmal dimension scored better than 53 e » Staff should greet with new normal salutation before giving the service. (Action: Re-brief
anjuran pemerintah saat melayani nasabah? X v N Phvsical Non-Physical - Staff & | : before starting service)
Apakah staf menyebutkan suhu tubuhnya dan kendisi tubuhnyadalam v v 3 v v ” v Y v Y y Y Y Y Y Y on- ySICa Staff Appearance e | 535 ® Attitude = Staff should introduce or mention his / her name. (Action: Re-brief before starting service)
keadaan sehat kepada nasabah? : ) While Interrupting
Apakah staf mempersilahkan atau menawarkan nasabahuntuk v v v x v v v v v X v v v v v v v Staff Product Knowledge 8 = Iy ) X
i 2 Elivakcs = Staff should consult with the Team Leader when he/she has something not well
menggunakan handsanitizer saat proses registrasi? 15.63 = (Infrastructurd] " 4. (Action: Re-bricf bef i ! g
Apakah staf berdiri dalam posisi sempurna dan siap melayani pelanggan? ~ X X X X X X x X x X x X X v v x X Staff Attitude I S : 2 e understand. (Action: Re-brief before starting service)
Staff Availabilit e JE = U " i ici
Apakah staf memperkenalkan diri atau menyebutnamanya? X % v X u v * * * v x x v W 4 4 Y - A While SEI’VICII‘Ig‘ . . Lo N
. y . v X " v . . X y . ; y " v y Non-Physical - TL D . 2087 Staff shoulc.l exp!am / give compelll.ng reasons \(uhyjenlus is very relev.'lant during
Apakah staf mengucapkan salam (mengatakan hai atau halo)? 1818 COVID-19 situation. (Action: Re-train and Re-brief before starting service)
Apakah staf menyampaikan salam new normal sebelum melakukan v v x v v v v X v X v v v v v v v TL Product Knowledge
pelayanan? 1324
TL Appearance 8 | -
Apakah staf menanyakan namashopper? W Y W X b v W g X W u W N v v v . . 62 LOW * Staff should say magic words : “sehat selalu atau hati-hati di jalan”. (Action: Re-brief
Apakah staf menawarkanbantuan?  x X X v X X X x x X X v x v x v v Physical Non-Physical T Aftitude Low SCORE HIGH before starting service) . . . .
= Staff should thank and mention customer’s name. (Action: Re-brief before starting
Apakah staf menarik perhatian pelanggan X X x v X X X x X X X X X x v v v service)
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Customer Experience Evaluation - A Case Study

One of our clients is a leading health insurance provider in Indonesia with extensive managed care and indemnity offerings.
To maintain its position in a competitive market, the client needs to consistently monitor customer satisfaction and experience
across service touchpoints and benchmark performance against competitors.

The main objective of the study is to assess how well the overall service experience—across both physical and digital
touchpoints—meets customer expectations, and to identify service gaps that may hinder satisfaction, loyalty, and ease of
use. The insights aim to support the client in enhancing their position as a trusted health insurance provider.

Our Approach The Outcomes

= Conducted an annual dipstick tracking study across 11 cities, reaching = The client gained a clear picture of customer satisfaction drivers and pain
over 1,100 respondents, including both client users and competitor points across their service journey.
customers. = |dentified gaps between customer expectations and real experience,

= Assessed service performance using key indicators—Customer Satisfaction especially in digital services and contact center performance.
(CSAT), Net Promoter Score (NPS), and Customer Effort Score (CES)—to .

: , , Benchmarked results showed competitive strengths and areas needing

quantify experience quality and ease of use. improvement compared to other insurance providers.

= Explored end-to-end service touchpoints from administrative to digital
platforms and customer support, complemented by in-depth interviews

with HR to capture organizational perspectives.

= Delivered data-driven insights and strategic inputs to enhance service
experience and customer loyalty.

Www.sigisynthesa.com
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Customer Experience Evaluation - Deliverables Sample

Kev [ \ e to be measured

5 7 Using a rating scale we will measure the
& overall performance of key metrics

t 3
Overall
Satisfaction
3

g Touchpoints
= performance
o]
b=
4
c
© .
=l Graphical Model
o
l Key Drivers

“when | register and

[«TEINETNTY activate in the booth, the

sales referring me by
always mentioned my
name” (Offline)

Infusion

5 7 Flexible rating scales to measure the
$ performance of each within the
Very Easy touchpoint

Measurement of between

aviur s attributes to the overall performance as well as
the sub-attributes to each attributes within the
journey

Attributes Prioritized for the improvement,
maintenance and leverage within the journey

28% “user friendly apps
(13%)  with the complete
ke,  Jeqtures to support
Onine Services my financial
transaction needs”

Related verbatims from the IDIs will be
incorporated to justify the results generated
from the quantitative

.............................................. OO} = = = e

Peinting ou " «e attributes for
and L ¢ e .ge (Se~

Dellghfﬂr R ¢ '-3 Tportance MI Performance

Key Driver Analysis

Flrst interaction

‘ Registration 5

= -m
Maintenance Relative

IMPORTANCE

IMPORTANCE

First Priority:
Activation

Second Priority:
First Interaction

Card Delivery

PERFORMANCE

Second Priority:
Service

PERFORMANCE

Key I o h P adlysis T see the correlation score as well as the ’<<
Ir~9,\ " 1nce level of each attribute within the customer journey ge,

'
. i
) { ] | i J \ X 1 Q‘,
i
f N i
i
# Firstinteraction @ Registration m
'
i
r r
r
r
r
. v
Attributes
Customer
Journey

Sub - Attributes

Performance

Impertance level on
Maintenance

s |MipOItaNce level on Delighter + —

gointir; the sub-at* to be improved within the
selected fir.® und second priority attributes of the journey

DELIGHTER MAINTENANCE

Activation Very Importance Usage Very Importance

r
0.36 Banking features }
[ completenes

Importance Importance
First Interaction Very Importance Service Very Importance
|: o.z
wtion offere ° walng dms |
o.28 G g solution o.2s
|‘ 92 ovEingtime {
Second e ody [ ohmmients I
priority 0,4 Fre ©o.21 ‘ — J o.38
l 0.43
Importance Importance
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L@ phirs Nn “«ell Statistical model to be used for the analysis

Wiha "<\ ?

A «@pnicalmodet is a display of
JRgerrelationships among a set
BRAEERDY e ratings, depicting an
BRGETlying structure of how
Perceptions of each attribute
affect perceptions of the others
and ultimately overall
acceptance

The display is created from the
results of an analysis of
correlations among all ratings.
The correlations serve as input
to an algorithm (the Inductive
Causality Algorithm is typically
used). The output is a set of
partial correlations correlations
between each pair of ratings
after the effects of all other
ratings have been statistically
removed.

.corporal g th

fact v

First Interaction
Brand image looks
young and modern

<

Appealing promo is
used as a push to
register

How to use it?

= The graphical model provides a sense of
causal flow or causality, moving from right to
left. A sense of effect caused by changing
perceptions is provided

= The graphical model may also be used as a
dictionary. The connections or edges moving
from left to right help define attributes.

The Outcome

The graphical model shown below was
constructed from consumer ratings of a coffee
product. The edge between foam amount and
foam texture suggests the two attributes are
truly related, having a statistically significant
relationship (i.e., partial correlation) after the
effects of all other ratings were removed. The
perceptions foam texture and sweetness are
considered independent.

First .

Interaction

Atribut 1

/./ /./ Atribut 2 .-

Overall —.— Activation

. Atribut 3

\.\ Atribut 4

Atribut 6

o

Service —@——  Atributs ——@——  Atribut 7

Atribut 8

—@®— Auibuto

e verbk- generated from the qualitative
Stage ™, \na_ver the hidden expectations as well as the WOW

Card Delivery Y Funding & Usage ‘\Service

[OFFLINE] Sales agent
use smooth and
convincing personal
approach in booth

Catchy and
understandable ads

Sales should give
relevant use case to
customer

Expectation -
Creating WOW effect

Sales agent has basic
product knowledge

Hygiene

[OFFLINE] Sales [OFFLINE] One stop [OFFLINE] Card to MonYay cash back is [ONLINE /
agent help end to end process be receive in same appealing to increase OFFLINE] Staff
registration (from registration day giving the funding knowledge of
process and give until are giving solution
solution when guided by sales of card receive No transfer fee
problem arise agent) process [ON/ OFFLINE]
Quick handlin,
[ONLINE] Cut the [ONLINE] More [ONLINE] Quick :g:i t-ngaer‘g::e&mU:ne solutions ¢
process of filling up KYC agents around dekvery;plocess UX
the photo and other the area Wihin2ghours
. (ONOFFLINE] wpto | [ [ONLINE] Flexiiity | | IR/OFFLINE] Bctal
date booth location on delivery in time benefit and usage of
and Jenius website and location funding and the
features
Easy step by step [ONLINE] Average [ONLINE] Deliver as User friendly Able to solve basic
process timing to finish promised (average 2 problems
activation is 1 day working days) mostly
[ON/OFFLINE] 25 Jabodetabek

minutes average
timing to finish
registration

[OFFLINE] Can be
received on the spot

[] Needto beimproved || Expectationequal with reality, needto be maintained
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Digital Product Feasibility Study - A Case Study

One of our clients is a mission-driven organization seeking to expand its reach and impact in the digital health space. To
respond to evolving consumer behaviors and market trends, the client intends to develop a mobile platform that aligns with
user needs and builds a sustainable digital ecosystem for the long term.

The main objective of the study is to explore consumer needs and behaviors in the digital health space, and to identify
opportunity areas that inform the development of relevant, emotionally resonant app concepts aligned with market demand.

Our Approach The Outcomes

= Conducted a multi-phase, end-to-end process starting with market = The client gained clear visibility into consumer usage patterns, unmet
exploration through qualitative and quantitative research to define needs, and emotional triggers within the reproductive and e-health
strategic innovation platforms. category.

= (Co-created and evaluated app concepts via mockups and consumer = |dentified innovation territories and “white space” areas for digital
feedback, followed by user testing and iteration. platform growth, validated with real user insights.

= Delivered full-spectrum support across feasibility analysis, app = Developed a roadmap of phased execution, from research and
development, and launch preparation—covering UX design, technical concepting to platform build and launch strategy.

scoping, and go-to-market planning. = Enabled stronger alignment between internal capabilities and external

market opportunities, supporting long-term digital transformation
goals.

Www.sigisynthesa.com
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Digital Product Feasibility Study - De|

Stcces—\ W\ gItizZIng customer journeys requires the following

roles

Digital Steerco
Head of Digital Transformation

PMO

Joumey owner — by category

Ul & UX designers
Front-end developers

S\ O\ ABEIE stematic process to develop our journey

iy \\ @foadmap

Fuil list of journeys

A DigitaliRs “ Ry bAPeS together the capat

Additional resources to be * IT architect

leveraged from relevant BUs or * Back-end developers

functions, e.g. IT

ARSI\ WAMBIBIIZ o tion of each journey

I r

Provides product
knowledge and
CUSIOMer user
Insights

Owns strategic  Faclitatos and Devolops
roadmap of coachos loam storyboards)
ourney on agle wireframes and
category procosses Graphic mock-ups
. .
Pr N Ul desig
.
Journey awner
Digital tactory
. -
UX designer wel
Defines ¢ Transkates graghic mock-ups

desred UX O front-end prosdtypes (not
yet inked o back-end)
* Analyze e coding impact
within gtal channels
PMO will track progross and benefits of the jourmey  ~
digitization

llities required to

* Process manager (scrum master)

Provide input on Creates and ks

intograson
points 10 back

e a0 webnite
with the Dack end

and touchpoints Assess Process
Cronte importance, Define road mapping and
exhaustive list feasibility and = e » -lr”:n,vtd
of journeys conduct P d‘c::," -
prioritization £
i ‘Define taxonomy. | “Estimate impact | "Define sequence, ‘ldentify processes,
scope, identify and | and ease of timeline and touch points and
afign with functions | implementation resowrces for each pain points for each
a the long list of key | and prionitize Journey and Jjourney and define
s umeys based on | sequence” “cloan slato vision™
Partners il & JONTOY:
critoria”
- staft T =l — @
_oull Fa= e | Ea
- - T 1 Bayn
= s ) [ "y
Internal users : B i e
(Staff-Staff)

~8FTES 2ve ~quired to digitize one journey

Per Journey

SS—

urnoy design and delivery
team

Front.end devoloper 2

Back-end developer 2 100%

Subject matter expecis

(From Business and

Functions, e.g., Markating, 510 =20
Sakes, Legal Finance)

Key actions required 1o NI roles

Project management talent alreacy exists within 10

To be appoirted mmediately - role can be filled by exsting product
managers, with addimonal traning in scrum, agle methodology

identdy sutable contractoriconsuitant

* Currontly, roles do not exist internally or are outsourced

¢ Outscwrce from extemal vondors and gradually ransitiony convert them inlo
permanant stalf

* Build capabiity internalty by (1) pairing the intornal talent with the more
oxporionced axternad talont and (2) cgtal capabdity busiding programs

Currontly, rolo does not exist and noods 10 Do Cutsourced from extemal vondors

Identfy internal talent that has good understanding of IT systems and integrabon
ponts

*  iKdentdy business and functional representatives with knowiedge of
relevant business and OpErations proCessas and Sub-processes

* Obtain appeoval for part-ime Involvement in journey ransformation
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iverables Sample

JOURNEY PRIL ¢”IZATION - PRIORITIZATION CRITERIA
wehave de” , )\ WaSet ol prioritization criteria across journeys
Imr ‘

o % of customens mpacied

¢ drgact on dotal revenues
Consur” * dmgact on costs
* Impact on customer satsfachon
* lmpact on trand prefecence p Capoxiopex
~=E implication
o %N o customens Impacied
* rpadt on Aoyl revoraes Cross-
* dmpact on costs
* lrpact on customer salisfaction functional
* lrgact on vand proference 00"'9'"'0'

% of pariners impacied
mpact on dotal revonues
Irpact on costs

MPOOCE 0N DIrTHr AMASACION

T

% of sta¥ rpacied
Irgact on stall satsdaction
* krpact on Agle sxecuton Capabaty

% of sia® { costomer mpacted
Impact on dgtal revonues

Irpact on costs

Irpact on stall / customer satafaction
broact on Agle eeciion capebity

OB Y PHshOWCase

GFS ABILITY FAST & FURIDOUS
CLEAN CODING

MOBILE APPS

WSLRS FRILNDLY -COMMIRCE ARILITY
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Product Testing & Pricing Assessment - A Case Study

In a market largely dominated by a major brand known for its affordable positioning, a local pharmaceutical company is
planning to enter the premium segment with a new Vitamin E variant. The client seeks to better understand the market
dynamics, consumer perceptions, and price sensitivity to ensure their product is positioned for success.

The main objective of the study is to assess the potential of a new premium skin supplement concept by evaluating
consumer appeal, benefit relevance, and optimal pricing, while understanding how the product could fit within the competitive
landscape and drive switching behavior.

Our Approach The Outcomes

Conducted quantitative survey-based research across 11 key cities, = The client gained clear insights into consumer preferences for premium
targeting active users and potential users of Vitamin E supplements, supplement products, including the most attractive benefit combinations
specifically women aged 18-45 from SEC A++ to C1. and price perceptions.

Concept evaluation stage focused on understanding appeal of the = The study identified the optimal price range for the new variant, along with
product’s benefits, ingredients, and perceived relevance—covering both implications of price shifts on purchase intention, volume, and market
emotional and functional drivers. dynamics.

Pricing study was carried out using Conjoint Analysis, to determine = Results provided a solid foundation to formulate a comprehensive pricing
acceptable price points, price sensitivity, and switching likelihood between and positioning strategy for the upcoming launch

competing brands.

Www.sigisynthesa.com
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Product Testing & Pricing Assessment- Deliverables Sample

The . ‘h ‘¢~ Jsumers “buy in” the product idea, the higher the volume can be driven if CPI
(Cc e "otuntial Index) is fulfilled.

REspon, e\ ‘«Profiles - All

Age (%) - Base:. . "\ Marital Status (%) - Base : N=200 Number of Children (%) - Base : N=200
49
L}
i Good Very Good
7] g: Volume Index
» o 100 = average volume
20 . g
. "’% Volume Index: CH17 7 ) Volume Index: 129 ) volume Index: 148
- ——— =
22-28 29-34 35-40

<5
= B
S B
o B

Education (%) - Base : N=200 Occupation (%) - Base : N=200 SEC (%) - Base : N=200

K
21 % E
w2
u i =z
ousewives 89 z 35 44 1B 1 H
;
8 6 5
I — —
\ o N o Rp 1,500,001 -Rp 2,200,000 WEAK AVERAGE STRONG
P R & o Rp 2,200,001 Rp 3,000,000 below middle quintile Middle quintile above middle quintile
s O Workers [ 11 00,001 o 000 00t L Commitment ]
ol o & m Rp 4,000,001 Rp 6,000,000
& é}*’ m More than Rp 6,000,000
=2 L

Importance of product, ~atires (attributes) and attractiveness of specific levels

Price Thresholds .
[ imp@NEE oMttributes Utility of levels

» Identifies the precise price level at which we « Not only the negative utlity of a high Price
observe a sharp change of the demand B\ R\ must be taken into account, especially a price
\ ' @d (demand curve) . . above 200,000 IDR.
Price threshold . :
60— S +  Clearly shows how substantially the ' Brand 2 ® Bonefit D Js aleo unacoeplatle for many
d d d td tth . natur-E 12 responden ?. meanlng_. al ma_\ny DIQODB o]
YR émand on your product dropsattnis price not take this benefit into consideration when
84 0. r buying.
Volume -8.8% | Price 0.99 — 1.04 level uying
40 - | Volume -25.2% i * Similar story for Nourish E where many people
= Ingredient § 5 Ever-E 7 don't take this brand into their consideration
E 09 set.
E ] ]
° Volume -11.4%
> <
20 More accurate price threshold results can Price - 35 Nourish Skin 3
support important decisions on:
» key price increases )
J ] T » setting promotional pri Benefit 30
055 075 085 115 135 155 175 s_e g pro _O onaf prices o ) )
Crt * risks in moving above certain inflection points

—1
@

www.sigisynthesa.com

~opportur’y from 1 of 3 whr
&0l don't deciu <the new cort
ears old)

Mozt Wanted Method |{G3E)
Total (M = 43] 22.28 yoars [H=6) 20-34 ywars (N=18) 540 years (N=21)

e

]
" 3
"
= I = o = = I = I
b
-
| I

CB@'Advanced, Wte\ ~_«— Simulation of different “What — if" scenarios offers great insights and allows

forecasts.
SIMULATION OUTPUT
Modeling Share of Preferences*

n ﬂ ﬂ ; ) Client
Product
- )| =Competitor
2 Product 1
' mCompetitor
Product 2

AdHHEH
rod 41

INPUT
Product Definitions

Competitor
Product 2

Product

= Competitor
Product 1

) 7 mCompetitor
> Product 2
= New
Product

Product 2

* Not only the negative utility of a high Price must be taken into account, especially a price above 200,000 IDR.
* Benefit D is also unacceptable for many respondents, meaning, that many people do not take this benefit into consideration when buying.

* Similar story for Nourish E where many people don't take this brand into their consideration set.
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Brand Building Baseline - A Case Study

conduct an in-depth qualitative study

One of our clients is a local home appliance company whose main product is washing machine.
We helped the client establish a strong brand foundation and build brand awareness in the first year, thereby securing a
share of consumer mindshare.

Our client’s product currently lags behind competitors in popularity and preference. They want to assess the potential to
establish a new brand in the competitive home appliances market.

Our Approach The Outcomes

Data was collected through focus group discussions (FGDs)
held in major Indonesian cities like Jakarta, Bandung, and
Semarang with middle-upper segment respondents ranging
from young adults to the elderly.

We analyze consumer insights related to home appliances
products and brands.

We do branding mapping among the existing brands of home
appliances.

We do evaluation on the Brand Name and Positioning
Concept.

The study provides a clear picture of consumers’' needs,
purchase behaviors, usage habits, and brand preferences in
home appliances, revealing what drives satisfaction and loyalty.
We uncovers how consumers recognize, evaluate, and connect
with existing brands and highlighting their strengths, emotional
impact, and loyalty drivers to define each brand’s position and
meaning in the market.

We shows how the brand name is perceived in terms of
memorability, relevance, and ease of use, and how clearly
consumers understand and value the brand’s positioning.

62



Brand Building Baseline- Deliverables Sample

Customer Insight on Home
Appliances Product and
Brand.

The Identified Néeds Segment of Home Appliances

Securit, S hoar

Focusing w, Gl asiciunction and safety needs on a
y o dal ¥ e MEppliance Sproduct. Strongly need

& e Gtienstiram suprounding trusted people to
Busi@p echebestehoice” Value for money is the primary
€0, __.. MOSEy Rappened among

Well-Being Seeker
Smart-home technology is aspired by this segment, enjoy
and cheerful, which involves family members while doing
household chores is the expected emotional benefit. Love

Gratification Seeker

The Segment seeks self-gratification as the emotional
expected benefit of using home appliances. Self-esteem
and self-actualization are the expected benefit while
applying home appliances. The majority happened among

The segment which more concerned with something
convenient. Easiness is the keyword of expected benefit
when applying home appliances. They feel satisfied once
the basic and safety needs are fulfilled. and life becomes
easier and more accessible. |t happened among

Mind Mapping©of Needs ™ _sards Home Appliances

Py to do any
house chores

Enjoy to do any

roud as a
routine activities Respect fram spouse

hitalented
waman
r Full spirit to do multi . @ chasrral
i njoy and cheerfu e
hisically rezdy for any tasking P "
ecanomic activities 2 (=i vironment

members to involve

= Harmony
Fully suppart by spouse in house chares ol Family
to do economic activities ‘woman
Earn more income
ud a5 an
Enough time for Maintzin relationship leal wife Eudaemonia
with peers/relatives.

nurturing family

Landscaping
Brand Competition

Brand AwarengsS on Home _gnliances

Samsung and

(EAMSUNE SHARP |

POLYTRON
_ TOSHIBA Panasonic AQUA
wMiyako PHILIPS

idosya

i CHANGHONG #e41
——Maspion — -
—7— MiTh penpoO

BOSCH

P paixin [{]Eectrolux
B & wecroges ® SEKAI' Gone Oices Q0
Quantum GGREE KitchenAid

dyson
AKIRA Rinn Haier

Unaware of a Brand

The consistent and dedic” «” focus on development and innovation in their respective fields.

» DAIKIN SAMSUNG [{] Electrolux

n n putation for
manufacturing high-quality and
reliable AC systems

Brand Sgecialty: Topmasy

) itment to cutting- * Fo engineer (
edge display technologies, vibrant visuals, fective laundry solutions
and sleek designs . ne r nce, water
with advanced )

Respect from spired by
Enjoy doing social peers others
~ o Enough time for self activites Self comfot
Time efficiency enjoyment -b p—
5 Easy life
Enjoy self indulgent
Enough time for :elal‘:lm
economic activity EnE

WMore productive

Hierarchy of Expécted Bep=fit from a Particular Home Appliances Product

1

Augmented,
Extra atiribufs % Automation feature
and faafurnes that

Aesthetic and stylish design

Proven quality

E I \

Reputable and well established Smart and sophisticated

Well-known high quality products.

Modem & unique design

Innovative and advanced
brand technology technology

Long-lasting and durable

Great quality of product material

wants to get

SEGMENT Gratification

features and energy efficiency
1 of air conditioner
models.

C ind in the TV market by
continuously introducing innovative
features
Wid € of television sizes and

and energy efﬂciency:, and user-friendly
features

to laundry innovation

models

Brands with great sefise of design may enjoy broad range consumers that cater stylish model

of home applianeés.

Brand Mapping; Modern
D. ‘ign
MODENK

SANMSUNG

) f}d’\ E] Electrolux

- \Lftdon @ LG
PHILIPS SHARP

Budget Affluent
Consumer r Consumer
DAIKIN
Panasonic
SANKEN TOSHIBA
—Maspion —

~——s— WEMiya

Filikan Katuarga

Cosii

Old-fashioned

offer high-
end, cutting-edge home appliances with modern
designs. These brands cater to affluent consumers
who prioritize style, sophistication, and advanced
technology in their appliances.

provide budget-
friendly home appliances with stylish designs. They
target consumers seeking modern functionality
without compromising on affordability.

premium home
appliances but offering appliances with monotone
and more old-fashioned design.

provide cost-
effective home appliances. They target consumers
who seek familiar and straightforward options
without a strong emphasis on sustainability
or modern design.

Capturing Purchase and Usage Habit

Sales talk playsfa erucial »_¢'in influencing consumers' final purchase decisions.

E : Visit offline stores to

I .o physically see the product.

! This step allows them to

i d assess the build quality,

design, and available

features in person, and

confirm if it aligns with their

desired budget.

it [ ar—e
| researunng n carious |
| digital, _.ormsand |
| look for recommendation

Narrow down their options Compare different
and identify their brands and models
preferred brands and the based on price, brand
type of washing machine reputation, design, and
“hat best suits their needs features.
and preferences.

Washing Machine Usage Habits, Unfulfilled Needs, and Comparison between Single Vs. Twin

Tubes.

Frequency tefiise washing-machir

2to3 @ @ N
CEVEE) \ \
PROS
»

= Energy efficient (Water and

-

Electricity)
Unifilied Needs: Butomatic Ironing Machine = Affordable price
4 = Low maintenance

* Most consumers consider
b

/ ironing  to  be

and
due to its

The need for an

emerges from consumers' Not fU"y automatic

= Manual operation
= Limited capacity

their domestic routines, offering
Limited features

for home appliance companies
with innovative
solutions. ' L

'
'
: |
in '
'
'
'
'
'
'
'

Brand Touch Point

¥\ Customer Experience .
» °
) SOCIAL

MEDIA °

PRE-PURCHASE __ - PURCHASE

Consumers Purchase Journey.

Seek guidance from the

sales staff to gather

pu

additional information
about the product. The
sales staff's expertise and
recommendations play a
crucial role in assisting
consumers with their final

rchase decision.

Armed with comp!
evaluations, con

PROS
Practical and Effective
Bigger capacity
Save more water
Faster drying process
Time Saving
Fully automation

CONS
Bigger electrical watt
More expensive
Not durable
Expensive spare parts and
maintenance

. POST-PURCHASE

rehensive
sumers
make the decision to
purchase the washing
machine that best fits their
needs and preferences.



Market Feasibility- A Case Study

qualitative and quantitative study

Our client wanted to assess the potential and opportunities in the dry-cleaning and laundry service market, given rising
consumer demand and lifestyle shifts.

Our client needs to understand user needs and unmet opportunities, evaluate the market potential, and learn from successful
players to develop impactful new laundry service concepts.

Our Approach The Outcomes

We carried out market intelligence through qualitative in-depth
interviews (IDIs) and quantitative surveys with respondents from
both B2B and B2C segments.

We explored the demand landscape and gained insights into the
target audience.

We assessed laundry service ideas to understand their market
fit, consumer appeal, and growth potential, helping identify the
most promising opportunities.

We combined market research, consumer insights, and
competitive analysis to create the laundry service blueprint.

Comprehensive insights into market dynamics, customer
needs, and demand drivers across B2B and B2C segments.
Identification of high-potential laundry service concepts based
on market fit, consumer appeal, and growth opportunities.

A clear, actionable blueprint to guide the successful launch and
positioning of the new laundry service.
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Market Feasibility - Deliverables Sample

Customer persona, needs,
behavior and journey

Sources of busifieSSidependion the types of establishment

= Dry-cleagflatndry aliroste. @Sely come framlocal Balinese and Indonesians. Similarly for Laundry

by piéces

- _JFOr Eco-friendy, W In, *_sdiever, expats / foreign tourists are the main sources of business
Sources of Business

Wet Laundry Dry-clean By Pieces

Source:: Q5b Can you estimate the proportion of your business

Who are thegCUsStomers?

5%

11%

Mixed

We talkcafONOURHPSONE @ CONSUNERS
tegli.. laundry whi’

St %, wmanent/Long Stay Foreigners
~a@,_Juin'a property e the island, been living
b.gand off theisland for years. Most were
retireeswhalipvested in a business in Bali and
Buildalifeon the island.

(Theywere involved in local and foreign society,
Often they date or married to locals

Foreign Tourists

Stayed for at least 1 month. They are either
between jobs or took time off from their work.
Most were not new to the island, this has been
their nth stay.

Many hoped to stay permanently in the island
eventually.

8%
5%
M Restaurant
a8% Villas
Hotels
Expat

Local tourists
M Other Indonesians

M Local Bali

Eco-Fi

Local (Balinese)

Born and breed in Bali, a few had homestay
businesses

Even though they were open and welcoming
outsiders, they had a very strong cultural
beliefs

The younger generations had adopted some
international lifestyle, however stay true to
their core beliefs.

Local (Non-Balinese)

Some come to work to the island years ago,
some come on pandemic time and decided to
stay and work on the island.

Most do not own property in Bali, they rent a
room or simple housings

They carried their own culture and beliefs and
not too involved in local saciety.

The Journeyd@fBIPGIRg @ LaUNCry Service

) '—I—
ok o Clean r
tssues Laundry < rssues Y 1

with no: occurred with no & B cccurred b

i issues .

“askad

recommend

stions Laundry

—
—
. aad
Repeat Askes
using the Goundfor g REPS v d'_"E’I“"':’ ¥ teycan
7, P K el e findacloser
seace " *7 atons

used the
usuzl
seniice

Repeat until

replacement

/ foreign tourists

& Moved to
- new area
!
—t
I cowme -,
by ot ¥ /= around for
A Tountiny recommend
_—
Clean
Wiy Laundry THY ssues T4 1ssues
S ithno L. accurred ® W ocrured
ssues

Repeat

Repeat Asked
‘C'H: " — “"“: " > e "‘ sroundfor = using
e Lsundry wi w—  lsundry wi e iy (' recommend g J) taundry
noissues e ssue senvice . ations. sarvice
Repeat Repeat
¥ sngtne > e i
=t L2undry =t l2undy e
senvice servica no issues
Repeat
—
Recommendations played a vital role in the journey of finding their most - pndy

comfortable or ideal laundry service. They need reassurance that their clothes

would be handled and taken care properly.

-

"™ Sround for
("r\emmmend
¥ tions

clesn

= laundry with
W o issues

Repeat

> e
D

Laundry Ideas assessment

|dea Teaser SPONLANEOUS REACHONS

g [

introducing 21\ = it _aty
laundry exp~i \, e, ringing the
highesth \\ 't "service to
acco. v, "6 teyour laundry
needs.

BISE_ASIBNESPT) Uality products
EREEGEIBIENT; from our energy-
SHIBERPFChines, biodegradable
BBISPents, recycled water, to our
plant-based packaging.

.

Our mission is to reduce our Negat“’es

environmental impact whilst Some foreigners were pessimistic of the actual implementati

providing high quality laundry since they knew Indonesia had no regulation regarding eco-
services. friendly at the moment

Some others felt it was unnecessary since it will cause the cost to
be high compared to the regular laundry

Idea TeascaEvaltation

=«voked polarizin, ~_<srenses from cerisimes
0\ *_IEIBIREISYC Nt an

to take in,

get things clean” Female,
long stay foreigners

mral ingredients felt too Is it toxin-free for human?
weak to give the cleanliness
they need

»

Environmentally safe Rules in Indonesia were not Would they be truly
firm on environmental safety environmentally safe?

d water — less water Recycled water — used water Will the treatment of water be
age was perceived as dirty water proper?

Eco-friendly was perceived as It does not offer anything will it be expensive?
a new proposition in Bali different to another eco-
friendly laundry
Aligned with their beliefs in It was not something they put  How would they prove their
environments importance a commitment?

“Must Havesdin Eaunary Result

With the pgi€ethatiatngn, ¥ «icesinBalioffered, customers typically have basic expectations of
the seBultthatthey, Stin, ¥ _eral forthem as long as no problem occurred, then the laundry
sepvice is very acceptable.

K
>
a
I
0
=
£

Feel and looks like it has

been washed and ironed Evenly folded

Tightly wrapped to keep the

Selantuligionel ironing and shape of clothes

Detractors But J' think Wi!fhof.lt the
chemicals, again, it doesn't

Visual Feel | Olfactory | Delivery

Laundry Operation Blueprint

Future Mag@E MR (Targeting Foreigners)

- \d
driver Y

Strategic
benefit
dimensions \

s Seet

Emotional “Neh Mg Safe Assurance Responsible Involved Care Familiar
= Warm * Clean result = Understand * Take part of * Giving back to * Free minor * Give opfions -
interactions * No damage fabrics green local mending iron, hang,
- Give sdvice of -
Funclive.. * Remembers = Ironed well care - of fragrance, efc.
names and = Folded nicely - Stasin al * No hamm fo * Maintain Bali's articles (e g,
addresses and evenly - Color care human and ecological beddings, -
* Remembers - Exclusive environment system shirt, shorts)
| meimence fragrance
Segmenls Long Stay Foreigners
Tourists
Mot just business Fresh and clean Advenced Green planet Community The exdra mile My way
knowledge membar

Tipping points | Relstionship H Worry-fres |

Bonus

Innovation -
spaces My professional fiend xperlLe;:;‘zdryGreen Bali clean and care Mom's way of laundry

Potential Mabile'/Aoplication Usace

' « " dleandorder

peck-up and delivery
«Tracker for delivery

= «Custom requests
] for spacific articles
treatment

@ «Loyalty Card

=Price and costs
estimate
7 =Payment

[alt]

.

Long term customers could get additional benefits - e.
wash, loyalty discount, laundry vouchers, reference points, etc.

cific fabrics or clothing needed to be communicated on the treatment and
e (e.g, stains, prewash requests or special fabric care)

Customers can request specific type of fragrance or opt out the fragrance

free Skg after 200kg

Customers would know the estimate costs for their laundry since some prefer
cash on delivery, they would be able to prepare the money

Giving option of cashless payment would ease transactions for some
customers, and they do not have to wait for the delivery guy

Potential MeBileAppPHEation Evaluation

Mobile App fordlaBRdRZIS MOR ~_«pias Beneficialin managing laundry, especially for those who are
L Sy th ¥ a0 nothaveto deal with opening hours.

e\ \ ST
the older people whr live N

here, they have diffi, w. ~ r elderly customer
tomovearr .., ana ’ . r pick-up and drop-off

would help =~ .. w ge <n - q
their laundry” - ., G.swst ||1T.mantag\fng Ljau‘[ldry time
S v ive options to for delivery or

pick-up themselves

*  Could track courier to estimate
time of arrival

= Create loyalty or point benefits

= Potentially could be a cashless
payment

= Easy to communicate with the
laundry service

* Gave more professional feel
(more organized)

Negatives “..aku suka
aku ga suka

= Additional apps on mobile
= Make laundry complicated
(scheduling pick-up and delivery, =~ Z5=—= " "% s

hence they had to wait at their m;;; .

stay) Amerika gitu™
= Lacking human interaction (a big “..I like to chat, unlike in
detractor for many foreigners) Europe, you come to

laundromat and insert
coins, sit and read book to
wait patiently, like the
ones in American movies”
Male, Long Stay
foreigners

» Too advanced as in more
advanced countries (lack the
exotic feel)
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Pre-Launch New Product Assessment - A Case Study

conduct an in-depth qualitative study

Our client expected the new Suzuki product launch to achieve strong sales in Indonesia’s LCGC and city car market.

Our client aimed to thoroughly investigate the demand opportunity to understand market potential and customer interest

Our Approach The Outcomes

Data was collected through focus group discussions (FGDs)
with middle-upper segment respondents with certain HH
income that represented the buyer personas.

We wanted to understand the profile of LCGC and city car
customers and learn about their behavior and the role cars play
in their lives.

We aimed to explore their experiences, revealing hidden
concerns, expectations, strengths, and weaknesses regarding
LCGC and city cars.

We sought to evaluate how the new LCGC and city car product
stacks up against competitors.

A detailed understanding of who LCGC and city car customers
are, how they use their cars, and what cars mean in their daily
lives.

Insights into customer experiences, including hidden concerns
expectations, and perceived strengths and weaknesses of
current options.

A clear evaluation of how the new product compares to
competitors, identifying advantages and areas needing
enhancement.
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Pre-Launch New Product Assessment - Deliverables Sample

Customer persona, needs,

. . Customer Experience and Perception Product evaluation
behavior and journey

Analysis

Appeal Level of [ Side Exterior

Most of respondentsfacross sesments like the Side'exterior

Emotional FeelipgfMith The Car How they negdffomJ.CGC

Respondents also hay@acloserel> Snshipwith theircar

Hierare . of Renefit LCGC in General Emotional Trigger
> P 5
mv‘sﬂm Fl:&i‘:': l:::gl,g;ﬁ:"ﬁys WHAT MAKES MY CAR Features & Functionalities Superior
SUPERIOR OR BETTER éun—mofl& '“Z(U rious interior “This is me’ feeling ‘Appealk
ast-acceleration, responsive,
THAN OTHER CARS specd & power DISL!KES_ :
¥ > Rim (tire) size looks too
Features
™ - Keyless entry "Ry Jmal
 § - + Sport rim / bigger size tires > (Few) Outdated door
N& NICE TO HAVE' ELEMENT! - Wide LCD head unit audio & big baggage Confident handle
- ¥ S \ WHAT ”**" ¢S MY Characteristics that become important] area Homy )
= .TOFMY : ; ‘IT'S MY SECOND ‘MY PERSONAL ASSISTANT / ] e soon as basic requirements are fulfiled SRR ERES BRScesfm “The side should project a more modern
'BODY MY LOVER HOME' MY BEST FRIEND" CARUNIGUE AN it i i P ] . Vioern & sport design / lements / R cnd curves gives feel as thisis a new release. At least the
—_— OTHER CARS Stlrdy and strong impression, but
) ) » p / colour he oake Il and door handle should be changed, and the
Respondent use their car on daily They love their car and willing to They put their stuffs (e.g. related to They also see their car as their / + High-resale value pHie rim size loo 300 STy o side mirror should have a turn signal also”
basis and have dependency withthe  spend to modify or make up their work, clothes) in their car personal assistant or best friend. ~ Jragile for the cor® Brio Satya User Agya User
car car. (most mentioned by male users) Brand & product level -
On some occasion, they even change Wherever they go, they're always A popular brand
When they are unable to use their e.g., regular services, washing the their clothes in the car. being accompanied by their car Fupe\ Eff\(ient Fehels Uiy I‘;ave o is_mart L%o:_s m'ggv
car. they feel crippled car, or send it to car saloon, etc. . Low maintenance cost when spend money fora A %
They also use their car to release WHAT MAKES MY MUST HAVE’ ELEMENTS Aftardable car pr ce (-200mic) LCGC car
their stress. CARS SIMILAR AS Basic requirements/"antes" which must ATPM services number & area Feeling secure |
OTHER CARS be fulfilled Spare-part availability & price Agility / easy to navigate - Modern element. Yet better to
“Car is my second legs. If it’s broken “In any way we take care of each other “I spend a lot of my daily time in the “The car always with me, when | to be in the relevant set of the Perceived too small. There’sa put a strong tagline (e.g. Presso
and | must use another everyday. /k do @ make up sessron”w my car. | also put a lot of my personal want to travel to certain places. It’s decision maker. Functionalities: big gap between the tire and Sport) R
transportation. | feel something car, to make it more pretty. | really care stuff in the car, like my clothes, my cover of my needs. It’s like my best i the bod:
missing” 4 ¢ with my car” work. It just like my second home” fnend"f v v Compact size RS Y
Good acceleration & speed
. . . .
Majority of respopd@RtSIeXpect morecaraccessories as the Appeal Level of 4i€ Interior
. - . . g 4 4
[=)
promo Brio Satya Hasfa Goo Combination of Price & Features Most of Respond i SSISIKSISRISHR
8.00 . T
BASIC ACCESSOR'®S ‘ROM\ "_«PECTED BY OTHER CAR ACCECORIES EXPECTED BY . N KEY LEARNINGS FROM BRIO SATYA
- S I\ VS MOST RESPONDENTS . -Amodern design of dashboard. Honda Brio
S S £ 5 use a sharp lines for the dashboard design (less DISLIKES
Mostly get by Respc ~n . Only get by Few Respondents: «  Sun-roof e Q) (il vtz @EvEns) AC control knob
+ Window fil N » Leather seat cover +  Rear Camera f - Offers a modern features & touch-based. 0dd driving indicators position
indow filmt « R > tinguisher eather sea e " o indow fil C] Y . Honda Brio provide an LCD head audio unit. Too many rounded parts
*  Floor mate “1uy cover Keyless (start/stop engine) glanwincowiin 2 LY IDR 170mio IDR 175mio Maoreover, they avoid knob design for their No entertainment control on
* Doo sor U N brell » Door-prizes (.g. LCD TV, physical * Leather seat cover A § 700 & o e IGNIS ‘e, button (g,g, AC buttons) the steering wheel
« Carw . mbrella gold) *  Keyless (start / stop engine and door) = : -Huge price gaps (affordable). with IDR 150mio, -
I Customers able to get almost similar interior
3 features. However, the look and design of Brio “The interior got o mix of vintage and “The driving indicator’s position is
pe 850 RS is better than Satya imodermiooK to it. The rounded control weird and possess safety issue. It also
P~ T panelin the middle is something that makes the dashboard looks bland.”
other cars don't have.” Brio RS Ayla User
NEW CAR CONCEPT Intender
-The new concept price offer is considered No
6.00 - affordable.
4.00 6.00 7.00 8.00

- The looks (interior & exterior design) are low in

*Qualitative indication appeal and features in Interior are too basic

Big round design interactive
the center buttons Speedometer in
the center

Too many round Knob design for
design AC

\ INTERESTING FINDINGS

LCD Head Unit. Yet,
. it should bigger
Willingness to purchase (value for money) will increase, if the interior has major improvements D Negative
E.g. provide a sun-roof, keyless features {start / off car engine), bigger LCD head audio units, use touch-button rather t| ob for the AC, add
shortcut by the steer, such as to control the audio etg)
Purchase Journey pattérns of ECGC ewners indicate that digital touchpoints Turn-off factors of GUFFent Cars .
p\ay pivotal rolesg particularly during thejustiﬁcatjon process Respondents expect ipppfovementsin the exterior & IRterior of their cars Recommeﬂda‘uons
First Interactior P Price sensitive'& promo hunter Trigger with a unique Looks Brand-oriented —_—
how S Product Mi% ‘ Dig#“al Personalized Further Study
about the experiences with the car N . . .
Online 1& ang car performances Moct ment AGYA USEP AYLA USER IGNIS USER BRIO USER OptimiZation ~. "h tine Product
jost mention . ¢ —
P Q \ \ G | ¥ ateyy Strategy
A Y : - Carrev . \ LCD Head Audio Unit Back-Camera
i e e e (5750 L i e oo _5‘[’5';'::"::’;;';] NN r::;:'m'xﬂ o . Need to be included / buift-in . Should be included with the car. = Atagivenpric . | = >uzukishould = Suzuki may = First time buyers = The findings are
) o - Ghock. b ‘m b, i thh e Considered the price is higher than the vicin™ f Ry, maximize the use consider one base are L based on a small-
/.>b st s e i s other LCGC brands 150 mio, e of digitat channels model with they want to play scale qualitive
Pattern loan and payment scheme ' ‘ o aneeotc s (YouTube, IG, options for safe in car st_udy _wnh simple
B Sales penetration: WOM: p Online: —en it Jow film ) car horn LED Head Audio Unit b—uo X as@ Facebook, Twitter customers to tailor- purchase. They stimuli
Exchhgn‘tp:i:vi\t'\:::fnrs‘ — erJ ‘ETLI\;‘:J;::f(EEE C;;‘as Tﬁ;’;:;g‘r @o—o . Carr - ~ 8 domo mostlyonlyoffer a cheap window film + Considered less loud than expected = Need to be included e . with and TikTok) to made the car are anxious about - A \arger study,
i abifty and scheme. LCGC price’ communicate with according to their new, un-tested car preferably
~ Social media: [ > | Online - Soctal media; Big & Sporty rim Leather seat cover = The key is o select target audience preference = Suzuki should quantitative
Online al@l n adds. Feedsand == =P gsthering E T Agesans promonen programs = (Male'tisers) the default rim is - It considered increase the car interior appeal essential features = Tumn disliked consider targeting research, is called
= a considered less of sporty image .
Pattern 3 e e and provide components into for more detailed
i - Car availabilicy colour, specs prospective buyers option, e.g. , beit strategy
Offline - Price. promo and location Back-Camera Air Conditioner Back-Camera with attractive - Wheel / rim = bigger
« The quality of AC is considered T -
o~ ol medi [ Online - Social media: moderate to low (not as colder as other Romo :5[\:2;::;% > or as budget
Online al@]n o e, === b gathering - Adds and promatian programs car. g,2. Honda)
1 s - T e sun-roof 1 [ ] =
I T — 7 « Majority are expected their car will get a sun-roof 0 D
Offiine ane (T e —
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Quantitative Research

NPS Tracking Study and Customer Satisfaction

The hospitality industry is undergoing rapid transformation, driven by technological advancements and changing customer
expectations. To remain competitive and relevant, hotels must continuously adapt their strategies and offerings.

Customer Satisfaction (CSAT) and Net Promoter Score (NPS) are key metrics for measuring guest experience and loyalty. This
study aims to understand the relationship between CSAT and NPS and their impact on guest loyalty within the hotel industry.

Our Objectives The Outcomes

By conducting this research, we aim to: = |dentification of Key Service Gaps: Pinpointing specific areas
= Ildentify key drivers of guest satisfaction: Uncover the specific where guest satisfaction is lacking, such as room cleanliness, staff
factors that influence CSAT and NPS. responsiveness, or food quality.

Understand the impact of CSAT and NPS on guest loyalty: Prioritization of Improvement Areas: Determining which service
Determine how these metrics relate to repeat business and aspects have the greatest impact on overall guest satisfaction

positive word-of-mouth. and loyalty.
Develop effective strategies: Provide actionable
recommendations to enhance guest satisfaction, loyalty, and
overall hotel performance.

Development of Targeted Improvement Strategies: Creating
tailored strategies to address identified service gaps and enhance
guest experiences.




System Process Flow - NPS Tracking Study and Customer Satisfaction

Promoters

Net Promoter Score Dashboard Replies Detractors

Customer Satisfaction Survey 08-2021 937 o 73 0

Overall NPS

269 @
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Quantitative Research

Mystery Shopping

In the face of increasing competition in the hospitality industry, Client should prioritize internal evaluation, particularly of service
staff, to maintain market share. The quality of service staff significantly influences customer satisfaction and product usage.

By employing advanced research methods and analytics, hotel can gain valuable insights to optimize staff performance and
deliver exceptional customer experiences.

Our Objectives The Outcomes

= To understand on staff behavior = |dentified areas for improvement: Pinpointed specific areas
= To ensure staff compliance where staff training, product offerings, or processes need to be
= To evaluate staff enhanced.

“ To identify areas where employees excel and encourages more = Improved customer satisfaction: Higher ratings in areas such as
* Toidentify areas that need improvement or training friendliness of staff, cleanliness of rooms, and overall experience.




The visitor is dominated by female Gen Z consumers.

Demographic Profiling (n = 120)
Gender Education

s 2.is s s o s o 63%
81% FHRA4 A4

19%

3% 8% 4%

Age
38%
Student
14% 9 Housewife 16%
. s P o 9% 9%
2 13%

7 7-22 2325 1-35 6-40 0 Ent 6%
Marital Status Unskilled v 5%
Skilled Worker 5%
Single Gover 2%
LR ried i fomcional S
employed | 2%

Demographic Profile

Attribute 4 is the key strength of Hotel. It also has relative strengths in value-
Attribute 12, Attribute 18, and Attribute 15.

* The table below shows absolute % of brand image association and relative scores (absolute — expected value)
« Using raw image association can be misleading. A strong brand (i.e. A) appears to score much better than other brands i alli
data, we can identify the relative ‘strengths’ and ‘weaknesses’ of each brand

ded attributes, i.e.

ma; . By standaidizing the

A B c [ E prived
Absolute  Relative | Absolule  Relaiive | Absolute Relafive | Absolute Relative | Absoluie  Relative | Abselute i3 portance
Attribute 1 74 a0 J 49 64 57 1| s7 100
Attribute 2 79 36 l 2| 51 59 56 l 1| 52 G 90
Attribute 3 60 31 l 2| 38 54 55 - a5 84
B Attribute 4 60 21 - 6| 31 58 43 | 0| 49 84
= Attribute 5 76 32 o| a3 61 54 I 2| 46 83
a Attribute 6 62 29 I 1| a1 54 a5 | 0| 42 81
q>J‘ Attribute 7 64 27 0| 37 55 40 . -4| 43 79
= Attribute 8 64 25 I -1f 39 49 43 I -1 44 77
Attribute 9 63 27 l 1| 36 50 45 I 2| 40 74
Attribute 10 62 19 - 5| 33 53 35 . -6| 42 62
Attribute 11 58 23 I 1| 33 51 37 !l 3| 40 53
Attribute 12 70 25 i 3| 33 53 47 1| 52 89
E | [Attribute 13 69 26 I -1f 33 54 47 I a4 86
E § Attribute 14 66 32 - a3 50 43 I 2| a2 76
=i |Attribute 15 64 27 ] o 33 a6 47 l 3| 46 77
= Attribute 16 59 29 . 3| 33 53 43 I 1f 40 68
Attribute 17 60 26 1| 36 a9 40 I -2| 40 61
Attribute 18 59 23 -1| 32 50 36 !] -5| 44 53
Attribute 19 57 23 o| 30 i o 46 39 1| 35 26
Attribute 20 51 21 1| 24 -5 46 38 I 2| 38 1

Key Driver Analysis

Example Deliverables

maintenance zone accompanying Appearance Physical Infrastructure.
Performance Matrix 2019_1 vs 2019_2 vs 2020 Q

Total average score 2019 W2 -
66

Attitude should be prioritized for improvement. Product Knowledge haswed te the

A

Total aver:

|
88,42

Total average score 2019

4
Maintain . Maintain
HIGH ) Maintain Performance HIGH A Performance
Priority to performance Priority to Priority to
Improve Improve Improve Product
Knowledge
Artitude P
w w y w
=] =] Attitude ]
5 E E Appearance
= Appearance = = hysical
x 20% % o (Infrastructur
2 Strength g Second Priority to 2 Second Priority to Strength
s = | tmerove = ] e Availability
ure)
Availabily
Second Priority to Improve
Low > LOW >
Low SCORE HIGH Low SCORE HIGH Low SCORE HIGH

Performance Matrix

Appearance dropped, while other aspects improved J‘&

Comparison of Hotel Index - by Aspect

1) \ 4 * 1 )

98.8998.15 g 59 98 100100

60.64 61.37

Color Legend

. . . X Performance :
Hotel Appearance Physical Availability Product Knowledge Attitude Excellent > 80
Infrastructure Very Good 71 - 80

Good 61-70

Performance Index

Differences in Attribute of CEC Evaluation

Call Center

Total Score
Attitude
While greetings

Soft Skill

Product knaw/edgelm- ﬂmm
s SRR K N
knowls

Enjoying Color Legend
Performance :
Excellent > 80

Very Good 71 - 80

Good 61-70

CEC Evaluation

Attitude has improved but still need some improvement

Performance Matrix 2020 J\&

3
HIGH Total average score 2020
80 88,42

70 @ Product Knowledge 0/

60 ® Atitude

50

40
® Appearance

30

IMPORTANCE

20 Aysical (Infrastructure)

@ Availability

wow| 8200 84,00 86,00 88,00 90,00 92,00 94,00 96,00 98,00 100,00

Low SCORE HIGH

Key Performance Indicator
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Sigi Sﬁnthesa

Dedicated Team

Senior The The
Consulting Experts Researchers

Andre Haris

Strategic Planner &
Opinion Leader

20+ years of experience

Andre Farsandi
Managing Director

20+ years of experience

Hafida Ilhami

Associate Research
Manager

6+ years of experience

Fatimah
Pandeputri

Research Executive

( 2+ years of experience

Thareq Ainun

Senior Research
Executive

3+ years of experience

Operation Experts

Yusmianika

Field & Operational
Manager

15+ years of experience

Aulia Putra

Data Processing
Specialist

7+ years of experience
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Meet Our
Senior

Consulting
Experts

Andre Haris

Strategic Planner & Opinion Leader

20+ years of experience in market research.

Graduate of Washington State University —
Business Administration

Specialty:
Major Account Management &
Multi-Industry Consumer Research

Sigi S*nthesa

Andre Farsandi

Managing Director

20+ years of experience across market
research, consumer insights, retail .
analytics, and business development, with

leadership experience at NielsenlQ, ‘
YouGov, and leading organizations acr
Indonesia and Southeast Asia. .

Specialty: 4
Retail Analytics, Market &

Insights, In-Store Exce
Merchandising, Busi
Commercial Stra



Hafida llhami

Ass. Research Manager

6+ years of experience in Qualitative
market research. Graduate of
University of Brawijaya — Bachelor of
Sociology. Previously working as a
researcher in Cimigo Indonesia &
Kedance International.

Specialty:

Consumer Goods (F&B, beauty
products), Automotive, Tourism,
Insurance, Healthcare, Banking,
Corporate, Photography, and
Tobacco

Meet Our
Research Team

Thareqg Ainun

Senior Research Executive

3+ years of experience in market
research. Graduate of Universitas
Indonesia- Bachelor of Political
Science. Previously working as a
researcher in Kadence International
& Katadata Insight Center

Specialty:

Automotive, Fast Moving Consumer
Goods (FMCG), Tobacco, Personal
Care, Financial Services (Banking &
Insurance) & Renewable Energy

Sigi S*nthesa

Fatimah Pandepu

Research Executive

2+ year of experience in m
research. Graduate of Uni
Teknologi Malaysia of
with HRD. Previou
Consumer Insig
Blibli.com.




Sigi S*nthesa

Meet Our
Operational Experts

Yusmianika Aulia Putra

Field & Operational Manager Data Processor Specialist

15+ years of experience in market 7+ years of experience in data processing.
research. Graduate of Bogor Agricultural Institution —
Previously working in TNS, IPSOS Bachelor of Statistics.

& Kadence International Previously working in Indekstat Kons

Indonesia & Strategi Lingkar Nusant

Specialty: Specialty:
Operational, quality control, field Data Analysis, Survey D
management & recruitment Processing, Political R



Let’s talk In 7 days

e 62811 155 8014

X andre.farsandi@sigisynthesa.com

Sigi SYnthesa
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