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»® AKA Digital - A Martech Agency

Martech
Consulting

» CJ mapping
* Martech Enablement
* Martech Use Cases design

* Solution Mapping
Consultancy

Martech
Platform
Implementation

* Platform Setup

 Data design

» Use case deploy

» Customized Integration
* Training & Adoption

Martech
Managed
Services

* On-going Support &
Maintenance
* Managed Service



»@ Customer Journey design & use-case mapping

Customer Journey is always complicated and influenced by many touchpoints. Along the path, customers may disengage or drop at
any point. Therefore, it's essential to implement additional strategies and improve communication channels to retain customers
throughout their entire journey.

a

Arrive Test drive
sign-up form
Download

Joina -
@ test drive e Make a

1
1
1
1
1
i
1
! -
Brochure L3 i = ? w~ deposit
- 1 .
= O e
O ? .
Complete Test | Joined a Test °
- 1
=R ® give form i drive but not
Visit 4 : purchase
brand.com NG, :
\E/ Exit i @ 4 Cancel
i \ deposit
LBl Uncomplete ! D P
the form : Receive a
: call from CS Do not come to
1 | test drive
| 1 5 }
i <&
Search for a car |
= L !
[i 0\;:)3 ® ! Not receive a ! | é
1
Web push Web push : call from CS
1
1
Web pop up Web pop up 5 Automation Email
1 1 1 1
Exit intent Email i : Remind / : Loan Intro : Car/service review
: I | Carfeature highlights 1 i
Welcome Remind to complete ! | drive date . ghiig . Prolmot|?]n_
Thank you Ve ai [ I Relevant undat 1 Promotion ;  (value chains)
Y Incentive gift for i , Relevant updates i i
register i ! about Car ! !
I i : i
1
1
'

MARKETING CRM/SALES

Purchase
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Post-sales
service &
cross sell
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»® Customer Journey & Platform/Channel Mapping (F&B)

Creating a customer journey map that integrates various martech (marketing technology) tools and channels can significantly
enhance the customer experience at every stage of the journey. Below is a breakdown of how you can plan this journey using
different platforms for each stage:

APPROACH SOLUTIONS

Propsect / Customer Pool

Brand awareness Targeted adverting Paid media, 0 .\

New products / Stores awareness Right target audience Socia media,
AWARENESS (Demographic, Location Display Ads,
. Interest, Behavior...) Video Ads, u 0
Visit Digital Assests Regarteting Search
Visit Website, Install App PR, News
Product view
Automated Marketing Personalized engagement Marketing (\]Netcore
_ Personalized content A : ORACLE @
Lead Nurtuing Targeted promo, new menu utomation RESPONSYS i
Multi Touch Points  |ncrease Product & g g Y 7 X Platforms LC'I-everTap OneSignal
Servi Campaign, Automation
CONSIDERATION & ervice awareness Joumey
CONVERSION Email, Web Push, App Push,
SMS, Zalo ZNS... (1M to
Sales & Service Web, App y! viagento

Convert prospect to Customer High Order rate POS, Kiosk

Web/App, In-Store Good purchase experience Service Platforms e “
Good customer care / support freshworks

Post-order support
Customer satisfaction

LOYALTY Loyalty Loyalty program / Tiers ) - Xeno ¢ g caplllary
Repeat purchases Rewards purchase, referrals Oyalty Flatiorms £
EXPANSION turn customers into brand advocates. Exclusive / personalized ascent|s » Talon.One

voucher




CX Data Maturity

Intelligence-driven
Data for customer lifetime value
maximization and churn reduction

Data-driven
Automated and effective

Cross-channel
Customer data enriched

Siloed / Departmental for utilization
Customer data for transactional purposes

usage of customer data Connected intelligence leading to

decisions and predictions based on full
and accurate customer profiles

Audience segmentation and
targeting optimized
More complete customer

1st party customer data used in operations view with 2"d and 3" party
data incorporated

Customer data used by multiple systems
within Marketing, Sales, Service, and
Commerce

Customer data utilized in
multiple company functions,

Data usage focused on Marketing function more than just Marketing

Better understanding of
behaviors across channels




Our CX Solution Partners

ORACLE
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Customer Life-cycle

L

Martech Stacks

Al-powered Best-of-Breed Data Ecosystem v.2024
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MarTech Agency
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Our CX Clients
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»® Martech Projects implemented by AKA Digital

ORACLE .

FE @OCB s8po

CREDIT Ngan Hang Phudng Bong

a0 @ 4 ¥ 2
Vle?efA” tusitme COV  (qcorhuilder

33/

PRUDENTIAL M Manulife
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w.hnammobile.com

1

551

6
o

SFPFORTS
YQUTH SPORTS TRAINING
\\ ’
N T - - 2
—
= D Volube Search a ¢ [
)
Home AKA x Netcore x CareerBuilder - Finding the right match has
1 never been easier.

8 AK DIOTAL VIETNAM -1 views 3 vecks g0
i

) AKA x Netcore x CGV Vietnam - Enhance CX and Operational
[ 2 Efficiency with Customer 360 Profiles

i AKA DIOITAL VIETNAM - views 3 weeksago

(O] AKA x Netcore x Vietjet Air - Leverage Zero & 1st party data to

w

oo
I grow at scale
\ AKA DIGITAL VIETNAM - 3 views - 3 weeks ago

AKA DIGITAL VIETNAM - 53 views - 5 months ago

4
» Playall >3 Shuffle

View our success case studies at our
Youtube Channel

SILVER WINNER 2022 MMA Smarties - FE CREDIT - A SWITCH
TO HIGH PERFORMANCE MODE 3
FE CREDIT E


https://www.youtube.com/playlist?list=PL7ZGhgjKyKKr0KPU6CoVyQq0lq02zh1WE

»® (lients selected AKA Digital for Martech On-going S&M Services

P VN
% = 3oulube Search

CREDIT

FEF viefjel Air

Subscriptions I‘(:‘N[:g[!&méﬁ Vit LA
L ]
m Manullfe o Customer Success Stories
You

AKA DIGITAL VIETNAM

4videos 2views Updated today

= 5 4

» Playall >3 Shuffle

’f [ ar
PRUI;ENTIAL s Gio

Q Q

-
&

AKA x Netcore x CareerBuilder - Finding the right match has
never been easier.

AKA DIGITAL VIETNAM - 11 views - 3 weeks ago

AKA x Netcore x CGV Vietnam - Enhance CX and Operational
Efficiency with Customer 360 Profiles

AKA DIGITAL VIETNAM - 4 views * 3 weeks ago

REVENUE AKA x Netcore x Vietjet Air - Leverage Zero & 1st party data to

5 I grow at scale
AKA DIGITAL VIETNAM - 3 views - 3 weeks ago

= 228

SILVER WINNER 2022 MMA Smarties - FE CREDIT - A SWITCH
TO HIGH PERFORMANCE MODE

AKA DIGITAL VIETNAM - 53 views + 5§ months ago

4 FE CREDIT

View our success case studies at our

AJINOMOTO Sacombank , Youtube Channel



https://www.youtube.com/playlist?list=PL7ZGhgjKyKKr0KPU6CoVyQq0lq02zh1WE

Our Clients (cont.) 2Fa

Marketing Technology

Sacombank SONY 041.’

AJINOMOTO.

-HAKUHODO- Nutifood (®ignify




»® Why AKA Digital? i)

Martech Agency & The 5 Pillars of Martech

Planning and Strategy

3.60

Pioneer and Pilot People and Teams

Martech &

V(BT GUN
Ops

Process and marketing Platforms, apps and
operations ecosystems

2023 —2022 w2021

. . . Platform .
DlgltEaix?trils{: - I Implementation & + Marteglelr?igzratwn e Martech Agency
Integration



»® (0n-going Support & Maintenance scope (example)

Technical
support

« Troubleshoot
automation journey
such as errors in
trigger or condition
and anything that
can cause errors by
new updates from
website/ mobile
app.

« Troubleshoot
integration errors,
platform bugs...

Performance
monitoring

+Number of events
trend

- Performance of
campaigns,
Journeys in the
week...

Email
Deliverability
monitoring &

troubleshooting

«Domain and IP
reputation, Spam
rate

- Authentication, DNS
Setting

- Adjust template,
send time, sending
volume to maintain
or improve
performance such
as open rate, click
rate, conversion
rate

- Targeting
segmentation for
campaign

-A/B Testing

Proactive
maintenance

«Enhance new
integration web/app
tracking

-Integrate new Tich
hop new data
sources (such as
Fare API...)

-Enhance
personalization in
content (Email,
Push) sending out...

«Intro & apply new
function, release,
SDK,...

Training &
Adoption

«Quarterly
Workshop,

+Ad-hoc training for
new users.

19




»@ Sample of Scaling Email Maturity

INCREASE CONVERSIONS

Core Triggers

e Welcome
e New Arrivals
e Low Inventory
(%)
P
o
-
<
% Buyer Non-Buyer
'é e Thank You e Product
e Ratings & Reviews introduction
e Cross-Sell e Promotion
e New / Hot
Collection
PHASE 1 PHASE 2

Business Triggers

INCREASE LTV AND SHOPPER EXPERIENCE

RFM Based Segments
e Repeat Buyers
(Stars & Loyal)
e One-Time Buyers
(Promising & Hesitant)

RFM Based Segments
e Lapsed & Unengaged
(Needs Attention, At
Risk, Dormant)

Buyer Buyer / Non-Buyer
e Exclusive reward e Exclusive discount
e Exclusive offer e Brand awareness -
e Relevant collection / Story telling
items e Tips/ Review sharing

PHASE 3 PHASE 4




»® Support Process (high-level)

We will provide comprehensive support services for MSB’s day-to-day operations and meet MSB’s expected service

performance levels. The following diagram show our Support Process at a high level:

N
A:A

User

Product issue

Raise request

: Yes
Receive
Analyze
request
No
e Investigate/Analyze
e Provide workaround
e |Implement resolution . .
P Find Solution
Apply Fix
Close Testing &
request Deployment

AKA’s Support

22



»® Maintenance & Support framework

Tier 2 (Tech support) Tier 4
e  Technical check e  Product Issues fixing
o Conflgu_ratlon changes e  Product support
e Issue Fixing _ e  24XT7 coverage
e Root Cause Analysis

AKA AKA Platform Platform
Digital Digital Vendor Vendor
Tier 1 (Martech Consultant) Tier 3
e Request Acknowledgment e  Product bugs/issues

e Analyse
e  Provide functional support
e  8x5 coverage

Platform Code changes
Complex setups
Integration changes
Best Practices Review &
Consultation

23



»e@ Sample of Email warm-up, ramp-up plan

* Day 1:
* Day2:
* Day 3
* Day 4:

* Day 5:
* Day6:
* Day 7 :
* Day 8.
* Day9:

500 emails
1k emails
2k emails
3k emails

5k emails
7k emails
10k emails
20k emails
30k emails

md Template 3

* Day 10 :
« Day 11:
*« Day 12:
* Day 13:
» Day 14 :

50k emails
70k emails
100k emails
150K emails
190k emails

Before Email Warm-up

Create email content and send a
request to the support team to check
if the email content meets the
requirements when Warm Up or not
After the support team has checked
and the email has met the
requirements, you can send the
campaign email according to the
Warm Up plan

After Warm-up Process

Before running any Campaign Email,
you must check the Email content to
see if it meets the requirements, in
case of encountering spam Email
issues, you can send a request to the
AKA for assistance

AKA team will check the Email
content and let you know the result if
anything needs to be adjusted

You can increase the number of
recipients gradually and above the
maximum level of the Warm Up plan
later




»@ Monitoring via Google Postmaster tool

Monitoring Email IP & Domain Reputation to keep good Inbox Rate and low Spam Rate

Domain Reputation IP Reputation
Domain reputation Il cad I Low Medium I High
High = 100%
i g
k]
3 80%
g Medi z
8 Vedium % % 60%
8 c 8
ki & 40%
3 -
s Low S
& g 20%
E 0
=]
2
0%
Bad Octaber 2022 10 17 24 November 2022 14 21 December 2022 12 19
July 2022 1 18 25 August2022 8 15 22 September 2022 12
. . .
Authenticated Traffic Authentlcatlon User Reported Spam Spam Rate
DKIM success rate === SPF success rate DMARC success rate User reported spam rate
100% s 4%
2 80% & o
2. z 3%
5 €
2% 60% §‘
58 = 2%
5E& 0% 4
ju] < E
S . e 1%
£ 20% §
£
0% 0%
October 2022 10 17 24  November 2022 14 21 December 2022 12 October 2022 10 17 24  November 2022 14 21 December 2022 12 19

Record DMARC to prevent email phishing

Spam Rate monitoring, should not be higher than 0.5%
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Success stories - S0J0 Hotels 50,'9 439 =g=o= ¢ Gticlal

SALES CLOUD responsys
100% automation for end-to-end digital B2C customer journey with B e e P
Marketing Automation, DMP, Sales and Services CRM s

MARKETING RA °
I DMP (BLUEKAI) (@) cLe s o i
’ HOTELS
4 Email Ingestion
=
% ﬂ;i_ INTEGRATION CLOUD M—
(19 < ooT8
) Integration
E Push @ ;tgg:"” d Activation Rest API
Website
o =
%00 A
<
L4 T wWww
< Rest API _w; :
5 ok
m
(] ENGAGEMENT CLOUD T CRS
11}
E < Rest AP > PMS (x 2)
w Customer Data Hub _ o
= a 5
= & S| & 530 SOJO Backend
w ! i g g 2 =
- Interaction Mgmt. Service Mgmt. E =] ] 5 |§]
Y
% ,§ €——Rest AP—> Q % % . Call Center
- Knowledge Mgmt. Sales Mgmt. 3 & = kS bos & ' '
':';: Kiosk Customer 360
Digital Customer Report and Analytics g Power Bl

Service




ORACLE ORACLE Marketing Technology

i [ PR - Chica
Success stories - S0J0 Hotels S0 8% ‘

SALES CLOUD responsys
= SOJOL}-IoteIs - Ty hao 1a ormacLe
. . . . . TH dNG HIEU INTEGRATION CLOUD
100% automation for end-to-end digital B2C customer journey with KHAGH 3AN PHOWG CA
. . d NHAT CHAU
Marketing Automation, DMP, Sales and Services CRM .

E3
_Prospecting - Registering | _ Booking/PreStay | | Checkin/InStay | . Checkout/PostStay . - |
. - :

A
/
M
\
)
v
(3
\
\/
% -
A 3
E' 2
g3 .
i/ 3
/ 3
/

Py < = 2O .
! o ez I hat > o2 K
T —‘-@
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14 >
AN
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Ms. Hana Nguyen
CMO SOJO Hotels chain - TNG Holdings
“It bas been our pleasure to have Aka Digital team as our martech partner in deploying the customer experience full stack (DMP,
W Marketing Automation and Sales € Service CRM) for our SOJO Hotels Chain. Your CX expertise and commitment to the project
W /a5 been key drivers for our project’s success. Looking forward to extending our project to you in the phase 2.”




»® FEC - A Switch to High Performance Mode in Digital Era

FE

CREDIT

Challenges Objective Outcome
T Data siloed Unify over 15 million M°’;3:z:e:i rmglc:?:.‘; '::‘e’fles s

B

FECREDIT

Fragmented 4
communication

*Hard to set right messages
*Via several channels

FECREDIT

)

Broken customer
experience

esIncoherence
*Generic messages

a (a
D (2 (D ¢2

s 0
o o
f e
e o
LA
“
e e
< o

(a

https://www.youtube.com/watch?v=fOAbuDELHpY

user profiles

FECREDIT

deliver over 6 millions
personalized offers

FECREDIT

engage with 3 million
active customers

FECREDIT

Onboard 350,000
new profiles

200 data points each.

FECREDIT

6 millions profiles
have been proceeded monthly.

FECREDIT

6 CHANNELS

¢ Email * SMS * CMR
* Online Lead * Mobile App °*Web

FECREDIT

59,000 new customers monthly
via digital platforms

18% monthly online
engagement

FE CREDIT

32 million VND
Average loan amount
per customer.

FECREDIT

65,000 qualified leads
8,500 disbursement approved


https://www.youtube.com/watch?v=fOAbuDELHpY

Success stories

FE CREDIT
ORACLE -y g
” @ i

esponsys

https://youtu.be/fOAbuDELHpY

ORACLE" (¢ stom-built ﬁ [(fo
responsys by AKA
ORACLE

CREDIT

Cloud Infrastructure

Smarties X Global ~ North America EMEA APAC Turkey India Vietham MENA Indonesia

| MARKETING IMPACT

EE Credit -A SWITCH TO HIGH
PERFORMANCE MODE

GRAB!S MILLIONS OF FIRSTS

SILVER WINNER 2022 MMA Smarties - FE
CREDIT - A SWITCH TO HIGH
PERFORMANCE MODE

https://www.mmaaglobal.com/smarties-2022/finalists/winners/region: 10



https://www.mmaglobal.com/smarties-2022/finalists/winners/region:10
https://youtu.be/fOAbuDELHpY

Success stories - Sendo B2C Market Place

Sendo’ [\J Netcore

Sendo, a leading Vietnamese e-commerce retailer, increases Strategy & Solution
web and mobile app transactions by over 51% with ®  Trigger real-time, contextual web messages with
Marketing Automation platform personalized links: Based on unique customer activities on
website that helped deliver seamless e-shopping experiences
51% ! ® Increase app push notification delivery rates with Smart

Push: Helped engage customers with time-sensitive offers and
deals, driving higher conversions

Online transactions across website and mobile app

21% ! \

Number of app launches via app push notifications

2X

Delivery speed of time-sensitive app push notification

Automate cross-device journeys across the customer
lifecycle: Helped drive greater conversions while reducing in-
house time and manpower investment

campaigns

Mr. Duc Pham
Buyer Engagement Director - Sendo.vn
= “The Platform has belped us increase our app engagement by 21% and overall online transactions by
d 51%. AKA team has always ensured excellent service levels and has consulted us to leverage the best

solution for all our business needs.”




Success stories - Fahasa Bookstore [\J Netcore

Fahasa.cOm

20X rol achieved through the Marketing Automation suite.

85% Web Message contribution to Fahasa’s revenue

through successful campaigns on Exit Intent Pop-ups and
Flash Sales.

Mr. Thinh Nguyen
Former Head of Growth Marketing
Fahasa

Smart Segmentation "We would like to thank Aka Digital team (Lava
Digital Group) for your dedicated effort on
driving the success of marketing automation
project. Team has demonstrated not only its
tech expertise but also marketing experience to
maximize the platform capabilities at Fahasa.
We highly recommend Aka Digital for martech
execution.”

Customer Lifecycle-based
Marketing Automation

Time-sensitive
Engagement Strategies

Multi-channel Engagement




D@ Success stories - Vietjet Air

o Combining Automation Marketing solutions and Fare Marketing of VJA
— send personalized flight routes to customer by AMP Email

vietjel Air.com.

« Tracking customer behaviors — trigger to send personalized and real time email

VietJet Air is a Viethamese low-cost
airline, the first privately-owned airline

to be established in Vietnam Data warehouss |
———— N Netcore Email at scale
100M email/years
o e N Data cleaning & Unification
e Data is siloed - @
. o Segmentation (TA) Mobile
e Data is not qualified — App Push
. o AMP email
e Slow deployment because all Mobile App g >
B -ti i
processes have to go thru IT team Real-time trigger e
eb Push
R Web PopU
e Cannot leverage Zero-party data DI
. Facebook —
and First-party data acenoo vieljet Aircom
-~ @@ Facebook
. Vietjet Air was the pioneer in 90K Customers
Fare marketing Vietnam to adopt Fare Marketing
Agents -
8/28/23 39



p@ Success stories - Vietjet Air viegelAir.com

Our scopes:
Marketing Automation platform implementation, Campaign execution, Journey design and optimization, on-going support
& enhance integrations (new data sources, new channels)

Before

Open Rate 12%-15% 37%-45%

I—

ROAS

Email - Web Push - App Push



Success Stories - CGY

Enhance CX and Qperational Efficiency with Customer 360 Profiles

oV

CJ CGV is the largest multiplex
cinema chain in Vietham

Data is siloed

Data is not qualified

Slow deployment because all
processes have to go thru IT team
Challenges in GenZ approaching
(GenZ segment increases 10%
YoY)

o Automation Marketing which supports create micro-segmentation by diversed criteria —
send personalized offers to customer by AMP Email, App push and Web push

e Tracking customer behaviors — trigger to send personalized and real time messages

[\]Netcore

Cinema CRM
| Offline Loyalty Data cleaning & Unification

Micro-Segmentation

0
Web > Real-time Trigger
— AMP Email

Ve

App —> .
Single Source of truth
Customer 360 view

Email

Mobile App
App Push
In-App

Web
WebPush
Web PopUp

Facebook

42



Success Stories - CGV
Enhance CX amd Qperational Efficiency with Customer 360 Profiles

Onboarding Integration

e Platform consultant n n
e Implementation and onboarding 8M 38 /ﬂ 300 /ﬂ

Netcore MA platform

N

Our’s Scopes

e Integrate CGV’s Web, Mobile App, Online Online New online
Setup Email. profiles transaction member

e Martech Operation services
O Monitoring
O Business & Technical support

o CSM & Quarterly report This combination is a significant breakthrough! Our customer engagement has
o HTML template (Email AMP, Push) skyrocketed. While NETCORE increased the online transactions from 26% to
38% and added 300% more new member accounts since its implementation.

Ms. Mai Dong, Marketing Manager @CJ Vietham

Privileged and confidential



»® Digital BFSI - Use cases consultancy

DEPOSIT

LOGIN

eKYC
Completed Next Step not
done
T+2: Reminder 1
Push T+3: Reminder 2
Notification T+4: Reminder 3

T+0: Welcome

Email
T+5: Reminder 4
SMS
In-App PopUp
TeleSales Uercel
Customer

Completed

T+0: Welcome

Next Step not
done

T+3: Reminder 2
T+4: Reminder 3

T+2: Reminder 1

T+5: Reminder 4

Offer Popup
every login time
T+7: Call
Customer

Completed Next Step not done

T+0:
Welcome

T+1:
T+3:
T+5:

T+5:

T+7:
T+9:

T+7:
T+9:
Offer Popup every

Actual offer
Actual offer
Actual offer

Actual offer

Actual offer
Actual offer

Actual offer
Actual offer

login time
T+30: Call
Customer



Martech Solution Consulting

Fasiion Retail with full Salesforce stack - Customer Journey. 020 Retails

ANONYMOUS

IDENTIFIED

>ACQI.II51TIONI ONBOARDING > 5 >

‘ Advertising >

Paid media: GG/FB ads,
other ads channel
(Tiktok, Linkedin, )

Web/App
Browsing

Website/ App

FB/Insta Page

A 4

Identified

(at store)

: out of stoc

STORE :

IDENTIFICATION > > CONVERSION > > EXPANSION

Register/ : Next
Login : Tst Purchase Purchases

Next

‘] Purchase

Yes Purchases

o

.
v

Marketing Technology

Post Purchase

Survey
Product review
Promotion

MC - OMNI-CHANNEL MARKETING

(Email, Push, SMS, Zalo, Journey, Automation, Advertising)

INTERACTION STUDIO

SERVICE CLOUD + DIGITAL ENGAGEMENT

DATORAMA

Confidential — Not Allowed to Public
.




. . — :
Martech Solution Consulting

Fasiion Retail with full Salesforce stack - Story-telling: 020 Retails

ANONYMOUS ST IDENTIFIED

ACQUISITION! ONBOARDING > o IDENTIFICATION > CONVERSION : RETENTION

Advertising ! Website/ App We“”’”fpp Regis_ter.’ 1st Purchase Next Post Purchase
' Browsing Login Purchases
i ia: Survey
Paid media: GG/FE ads, ! .
other ads channel : F‘roduq review
(Tikiok, Linkedin,...) ' FB/lnsta Page Promotion
| Identified ] _
: (at store) Pl : Customer Service
5 ' P : Next
2 o »
STORE : in stock? i Y : Purchase
Homepage personalization = : Propsect nurturing (5)
(rule-based) (1) : : .
i Cart abandon (6) Location-based CX Survey
Product recommendation (2) targeting (Push) -
:LDEIE%:?:{JE@??;JQ B Targeted offer by segmentation (NBA) Life-cycle segment and
(Email, App push) (7) :  re-targeting

Targeted advertising with

audience suppression (7.1) Pll capturing w Exit intent (4) : Up-sell / Cross-sell

: Post-sales support (order return)
Store out of stock via FB Messenger (SC1)

Warranty support (Service) via Call
ROl across-channel (Datorama) (DM1) (8C2)

Action-based campaign ROI optimization (Datorama) (DM2)

Confidential — Not Allowed to Public
.




Thank you

Long Nguyen | CEO

(+84) 903 045 373
long.nguyen@akadigital.net
www.akadigital.net



mailto:long.nguyen@akadigital.net
http://www.akadigital.net/
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