Improving Sales efficiency at Truvo
through SAS OR software
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Truvo is an international group, active Iin
Belgium / Ireland = 100% owned by Truvo

Portugal > majority share
Puerto Rico / South-Africa > minority share @

Some dimensions

300 Sales people out there every day in Belgium

Over 95.000 customers

> 3/4 Belgians use Truvo Media

e 8 outof 10 use Print

e 5outof 10 are Online users

o Goldenpages.be is ranked in the top 10 sites (CIM
Metriweb)

® One-stop shopping cross-media offer

@ Lifetime partner in advertising

e Biggest cross media solution (print, online, mobile and gps)
for advertisers in the Belgian Market

® > 20.000 template based sites in the market since last
year
e > 3.500 video’s live

13 October 2010
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Truvo products have evolved from traditional directory media

to multi-media solutions for local search
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Allocation of our customers & prospects to Sales takes
place in 2 steps

@ The starting point is the Truvo Sales Model
= Each year, all customers (+-95 K) and a selection of prospects (+-170 K) are
contacted to discuss insertions in our media

@ Matching of our customer / prospect base to our 300 FTE Sales force

takes place in 2 steps

@ Allocation per Sales channel
® Based on the segmentation rules (business intelligence)
® Key Accounts, Field, Tele, Direct Marketing

« Allocation onto Representative level

@ Based on the following main parameters
Region Improving efficiency by limiting the geographical area
Continuity Support relationship building and hence quality

Customer value Must be aligned with the seniority / level of the representative to
meet both customer expectations and assure that each
representative can earn his/her target salary

P o0

Download of : :
customer / Allocation per Allocation onto

campaign/channel representative UF;L?S%?; %%fond

prospect (se : S
- : gmentation level within each :
information from rules) Sl mainframe

mainframe

SAS Enterprise Guide SAS OR / MS Excel Truvo
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Allocation per sales channel is all about data filtering
according to business rules ...

Define start base of campaign

Workload Junk (OOB, bankrupt, KKVV, PPA

Customers (PP) Prospects (OP/NP) Leave out of allocation by rep

“ Unpaid bearch for additional pieces (match Graydon — Clientis)

Assign segmentation to each customersill Allocate to unpaid channel/segmentll Assign segmentation and star rating to each prospect

Grip/Grow Segmentation rules Get Segmentation rules
*Risk Model per customer eStar rating
*Price per visit model per customer *Extra criteria

Allocate own choices KAS, Field & Tele

Allocate complaints/TRF/Own choicg Business development potentia '
. g Allocate Business Development prospects
-
Allocate special segments

. Allocate Field Acquisition ( dedicated & integrated)

Allocate KAS customers Apbply Regional approach in 2 phases

Allocate PB customers Allocate Tele Integrated Acquisition (OP)

Allocate Tele customers l AL
Maximize rep continuity

Allocate Field customers FIELD TELE PERPETUAL BILLING
|
New business Free Prof.
P ruvo




... at Truvo done in SAS Enterprise Guide via internal
resources
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Allocation onto representative level was still a manual Scope
process and hence time consuming;

automation demanded a tailor-made solution

@ Allocation onto representative level is in fact a matter of optimization of
resources depending on a number of constraints (region, continuity,
customer value)
> SAS OR module

@ However, an automated model must also meet following 3 requirements:

e The module must allow to * It must still be possible to * The final outcome must
score the importance of make small modifications be exportable to a
each constraint differently to the proposed solution separate Excel file
depending on the while respecting the
channel / manager constraints

Project scope with  4CCOMNSULTING

@ 13 October 2010 Truvo



Content

Chapter
Introduction to Truvo
Background & scope of the project

Outcome

Conclusion

o 13 October 2010 Truvo



Project was executed in line with initial planning and budget

@ Analysis & definition of requirements
Phase | @3 weeks

= Development
Phase I @6 weeks

@« Testing and refinement of development
Phase Il =4 weeks

=Executed in 75 days by 4C consultant (as planned)
Resources = Internal resources: Planning Manager and Business Analyst (25%)

@ 13 October 2010 Truvo
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Userfriendly interface in Excel, connected to OR module

@ Preparatory actions
= Load your customer data

« Load your representative
data

= Step 1 = portfolio check

@ Suggestion regarding €
brackets per rep
level/category

™ Step 2

@ Indicate constraints that need

to be taken into account

® Step 3

@ Select scenario (type of
optimization)

® Step 4
@ Run application

@ 13 October 2010

REPRESENTATIVES ALLOCATION

Outcome

STEP 1: PORTFOLIO CHECK

STEP 2: REPRESENTATIVES CONFIGURATION

RUN PORTFOLIO CHECK

CONFIGURE REPS SHEET

SET CLIENT RANGE YES
SET CO AND AVO RANGE YES |
RESET ZONE PREFERENCE | vescatr -] [1 -] |8 -]
STEP 3: SELECT ALLOCATION SCENARIO | FIELD B j
STEP 4: ALLOCATE ALLOCATE |
RESET ALLOCATION YES
START RULE / END RULE | i1 j | 20 j
STEPSIZE | MAK *I
GET RESULTS |



Alterations to proposed allocation possible

Outcome
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Output screen per representative, providing overview of
workload (detalil per customer / prospect + general
characteristics)

| ALBERT VIRGINIE ;l GENERATE SUMMARY GENERATE MAPS

AJ ALBERT VIRGINIE

ASSIGNED PORTFOLIO METRICS VALUES e il
NR CLIENTS ASSIGNED 81 A
AVO ASSIGNED| 5124 60% - i
LOWEST CO ASSIGNED| 1181 el s
HIGHEST CO ASSIGNED, 12754 st I o
NR ASSIGNED CLIENTS IN CO BOUNDARIES 81 . . ‘ . . 3

EX CLIENTS AVAILABLE: 23

S CLIENTSINCO 3 EXCLIENTS S EXCLIENTS 3 CLIENTSIN - % CLIENTSIN

ASSIGNED EX CLIENTS 22 BOUNDARIES  ({ASSIGNED)  [/AVAILABLE) ZONE SEGMENT
NR CLIENTS ASSIGNED IN ZONE 81
NR CLIENTS ASSIGNED IN SEGMENT| 81 SCORES MIN AVG MAX REP
% CLIENTS IN CO BOUNDARIES |  100% | 100% | 100% | 100%
% EX CLIENTS (/ASSIGMED) | 46% | 94% | 100% | 27%
% EX CLIENTS ({AVAILABLE) | 1% | 35% | 100% | 96%
% CLIENTS IN ZONE | 0% | 86% | 100% | 100%
% CLIENTS IN SEGMENT 100% | 100% | 100% 100%
1D CLI NAAM POSTCODE PLAATS ADRES X Y ZONE_ID co KANAAL |SEGMENT EX_REP1 EX_REP2
173428 1 Royal LA®opold Club 1180 Uccle e Adolphe D 4352955 50809953 1012 1181 5 COMBIF AZ
2713128 1 GXS SA 1040 Etterbeek AbbA® Cuy 4400010 50837286 1008 1299 i COMBI F CX
13132658 i Kyoto Concept (Greencase) SPRL 1410 Waterloo ssA@e de Lc 4417039 50693570 1021 1374 5 COMBIF TB
248746 1 IV Snacken SPRL 1050 Ixelles  Rue Borens 4377677 50826241 1007 1411 5 COMBIF E5
13110700 1 Creditoring Senvices SPRL 1050 Ixelles 1GA@nAGra 4384131 50820191 1007 1553 5 COMBIF T6
2761904 .| Charlier Philippe 1030 Schaerbeek @e des Free 4389906 50865812 1009 1661 i COMBIF HJ
171565 1 Deswaene Willy SPRL 3090 Cwerijse 15 Verbeekst 4509968 50763035 1019 1599 5 COMBIF E2
2922096 1 Alphatrad SPRL 1030 Schaerbeek svard Lamber 4384593 50868849 1009 1618 5 COMBIF PP
250783 1 Framatex 1310 La Hulpe des Combatt 4487189 50730862 1021 1653 5 COMBIF KE
276588 1 ChAgteau de Limelette 1342 Limelette : Charles Dut 4577550 50685718 7104 1857 5 COMBIF WU
12373171 1 Alyas SPRL 1030 Schaerbeek Rue Renkin 4371054 50865536 1009 1867 5 COMBIF OT
2875152 1 .C.U.S. SPRL 1474 Ways  Emile FranA 4476744 50639669 8007 1887 5 COMBI F K4
279943 1 ImmobiliAre Clermant Eric SPRL 1330 Rixensart nue de MA®1 4526390 50712095 1021 1982 5 COMBIF AJ
12449984 | C.C. Brami-Domaine de Lintillac SC 1000 Bruxelles lue de Flandr 4345782 50852695 1001 2039 5 COMBIF FC
272531 1 B-Travel SPRL 1457 Vincent-Sair des Six Heu 4682355  A0635911 7104 2124 5 COMBI F K4
188514 1 Willy Braillard SA 1180 Uccle  ue JosephJo 4328876 50798681 1012 2212 5 COMBIF 14
11970044 1 Calvo RaphaAel 1000 Bruxelles Rue Haute 4348323 50836749 1001 2219 i COMBIF DI
244899 1 Castelbel SA 1300 Wavre  Avenue Sabir 4613602 50741094 1019 2266 5 COMBIF AJ
113506 (: Campens Pascale 1380  1apelle-Saintlwe de Payo 4459121 50670692 1021 2273 5 COMBIF K4
273392 1 Visserie Guerry SA 1654 Huizingen Heideveld 4264591 50757641 1019 2304 5 COMBIF PP
9179331 1 Boss Semwices SA 1640  de-Saint-Gene de la LibAE 4366317 50756561 1019 2395 i COMBIF AJ
11432956 1 De Milewski MichAle 1410 Waterloo  enue Belle V4405453 50725651 1021 2780 5 COMBIF AJ
2346559 1 Abelift SPRL 1310 La Hulpe ais dHennes: 44594749 50734525 1021 2821 5 COMBIF AJ
241024 1 DAScorateur Montulet 1457 lhain-Saint-Fe de Saint-P 4702929 50632807 7104 2878 5 COMBIF AJ
103810 1 De Greef SA 1000 Bruxelles ue au Beurn 4352140 50847248 1001 2911 5 COMBIF KG
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Final result can be stored in separate Excel file (1 tab per
representative), including geographical representation of
workload

A - Microsoft Excel non-commercial use
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Conclusion & next steps

Pros

® Speed (average simulation = 3 min)

 Still allows for manual changes
(necessary for adaptation process
by Sales Management)

= Flexible in the definition and use of
criteria / scenarios

= Ready to use output at all Sales
levels

« Small alternations to the model can
be done internally

Opportunities

9 13 October 2010

@ Quality of the map
« Calculation of distance based on
actual road network
« Integration with prior step in the
workload preparation chain
(segmentation into channels,
calculation of number of mandays /
#, calculation of com% etc.)
< Full integration of workload
planning within SAS Campaign
Manager (2010-2011)
@ Less technical, more
business friendly user
interface

Conclusion

Truvo



Campaign Management | tool that can help

in improving your marketing process
RN

&¥. Ewent Demo Campaign High Walue ot Risk

& Toolst

|+

" aslect
Sl and

Maturs [ ustomars Long Tamn Yalus... Crlterla o

L] I | I S based on EM o

Selection models g
criteria ! Exclusion 4 e

Do Mok Conta...

I Lustemer ‘t I A gt
0 Dropped * Crl e rl a B imt
[ pricenze
Workflow vt 2 ke
k| P
FesionEe
- Eward Highval... ‘5‘ p
Trigger ~nlit
gg 29 Custemer - % eectonic
(] el
L ot
Sl .E gereral insert 25
=M Custemer 3 =1 msil
¥ mokike ghare
e e By prone
o netbarking nedhanking A ;I
Readytoupdits g Readylo updats 2 - Proparties: Long Tem Yake - Cust
courd aount I B I
rop=riy A= I
o — - e
A eadu bo updabs Feady fo upd le o T
oun ) ; wount ) '\'} Hods Courd LAl
Dassipton
Chan ne I all |m|||1nr1 algatronic I Dirta tem |Lovig Term Yabes -
Mana emen Aeady o undate ﬂ_ Ready to update =N l:d:a?nra' Hadel Scores
g courd eounk Fhwysicel Column | d_scoee
- | i | . Tyre Humetic
P ¥ T ¥ sy Lewel ke
esponse |Yuon|| penier Me Remonze. . Mesall aentzr | “Tes- Inkerest Mo - | nberest | FreciEon 10
N SAS Fortrat
L | Readyin updele =) A eady bo updaks Feady {0 updaie Feady to upd sl =) Aeady bo up dabs |
Manageme n eount "P oo :5' waant @ wount ‘? ey § :‘1-:?‘ Ful= Ay
I Exelide L]
L Hax Wisiadsia ‘s
il = | Crasta group for rigsng | HD
Aeadytoupdate [ . Sel=clion Criteris S0==Long Term ™
,—Jﬁ Multi Step
|"rasrnall Memail Maowad |
Readyta updote " Frady to updatz Feady o update =
count ‘y courd .h-’ count ‘#I




Q&A

Geert Peeraer
geert.peeraer@truvo.be
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