From Insight to Foresight:
The New Logic of Brand Loyalty

A systematic approach to forecasting and
influencing consumer behaviour.
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The Modern Brand Loyalty Paradox
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In a market of infinite choice, true customer loyalty is your most valuable asset. Yet, the same
forces that make it so valuable also make it incredibly fragile. Today's consumers switch brands more
easily and for more reasons than ever, creating a constant, high-stakes threat to market share.
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Understanding Why Customers Churned Is No Longer Enough

Traditional analysis focuses on the past, explaining why customers have already left. This is
a post-morttem. The critical competitive advantage lies in predicting who is about to
leave, and why—while you still have time to act.
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Reactive Analysis Predictive Intelligence
Analysing historical churn data. Forecasting future switching behaviour.
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We’ve Built the Bridge from Reactive to Predictive

Introducing the Consumer Brand Loyalty and Switching Forecast: A powerful dashboard
designed to move beyond historical data and provide a clear, forward-looking view of
consumer behaviour. It turns complex data into actionable strategic insights.
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Reactive Analysis Predictive Intelligence
Analysing historical churn data. Forecasting future switching behaviour.
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Our Methodology: A Virtuous Cycle from Data to Decision

1. Discover 2. Design
Collect and explore Classify consumers
consumer data. and quantify risk.
4. Drive 3. Deploy

Simulate and predict
future behaviour.

Provide actionable
strategic insights.

This methodology ensures a systematic approach to understanding and forecasting consumer behaviour to optimise brand strategy.
& NotebooklM



Phase 1: Discover -
Building the Foundation
of Understanding

The process begins with the raw materials
of insight. We collect and explore
comprehensive data sets including:

« Consumer purchase history
» Stated brand preferences
« Historical brand switching patterns
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Phase 2: Design -
Quantifying Loyalty
and Risk

We move from raw data to intelligence by
computing a proprietary Switching Score (0-1)
for each consumer based on purchase
frequency and brand-switching tendencies. This
score allows us to classify every customer into
one of three critical categories:

e Loyal: Consistent, high-frequency purchasers.

* At-Risk: Showing signs of wavering loyalty or
reduced frequency.

e Churn: Actively switching or have recently
switched.
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Phase 3: Deploy - < ry_)
Simulating Future

. Deploy
Behaviour

This is where we look into the future. E‘))

Using Markov Chain transition models, B‘Q Brand B
we simulate and predict consumer Brand A —~—

brand-switching behaviour over the
next 6 months. E \ \ C

This powerful engine forecasts the
probability of movement between /
brands and loyalty categories for

every single consumer. E‘J)
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The Result: Your Interactive Dashboard for Predictive Intelligence

Consumer Behaviour & Brand Loyalty Dashboard
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Instantly Answer:
“Who Should We
Focus On?”

The Category Distribution chart
provides a top-level, strategic
view of your customer base.
Immediately understand the ratio
of Loyal, At-Risk, and Churn
customers to guide resource

allocation and high-level strategy.

Churn
10%

This segment
represents the
greatest opportunity
for proactive retention
efforts.
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Pinpoint: “Where
Is Our Biggest
Competitive
Threat?”

The Brand Switching Heatmap
visualises the flow of loyalty between
you and your competitors. It moves
beyond simple churn numbers to show
you exactly which rival brands are
winning over your customers, revealing
direct threats and strategic
opportunities.
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significant flow of

our ‘At-Risk’

customers to
Competitor B.
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Predict with
Precision:
“What Will This

Customer Do
Next?”

Go from segment-level analysis to
individual-level foresight. The
Consumer Behavior Table provides
a predicted switch probability for
every person, allowing you to move
from broad campaigns to precise,
pre-emptive interventions.

Consumer Behavior Table

g Predicted
Consumer Brand Frequency g:-:;:.t;hlng Category Switch
Probability
o ConsumerlD  oyrBrand 2/month  0.80  At-Risk 99%
M 8325 ur Bran maon . IS
!
Consumer ID : :
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— 832J3 Our Brand 2/month 0.70 At-Risk 94%
| Consumer ID _1
A 832J5 Our Brand  2/month 0.85  At-Risk 92% J‘}—
o Consumer ID : .
83211 Our Brand 1/month 0.76 At-Risk 70% l
o ConsumeriD 4 prand  1/month 073  At-Risk 32%
~ B832J3 )

92% probability

of switching in the
next 6 months.
Deploy
personalised
retention offer
immedi|ately.
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Phase 4: Drive - Transforming Predictive Insights into Action

The final and most critical phase is turning foresight into impact.
The dashboard is designed to directly empower your team to:
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Improve Retention Optimise Loyalty Deploy Targeted
Focus resources on high-value, Programmes Marketing Campaigns
at-risk customers before they Design rewards that address Deliver the right message to the
leave. the specific drivers of churn. right person at the perfect

moment.
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The New Competitive Edge: From Reactive
Measures to Proactive Strategy

The Old Way The New Way

> Analysing the past v/ Forecasts the future

< Generic marketing spend v/ Targeted retention interventions
> High customer acquisition cost v/ Maximises customer lifetime value

> Discovers churn too late v/ Prevents churn before it happens
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Don’t Just Understand Your Customers.
Anticipate Their Next Move.

DATA VISION
STRATEGY



