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2R 530 (Presentations)
A48, FRrlam NERIEER B
(Portal) (Mobile) (MS Office) (Third-Party)
.——"—‘_|;I_\_.

SRR ZE (Analytics Solution)

TTSE T SHE DT BRI
(Marketing Analytics) (Sales Analytics) (Delivery Analytics)

T
#7175 3% (Analysis Method)

BEM KRk R _C TR ERERE FEEA R5E
(Reporting) (OLAP) (Data Mining) (Alert) (Simulation)
-

B E 3R (Data Sources)
TEERES e HEREREE EmiL i EE —AEAMNEE 3R
A e R EIRAM CES
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BESE

& 1E{l (Optimize)

SHHEF AN AE ?
anqrI R E SR TERS ?

538 (Predict) How to Fe-act to the event? |
How to improve and prevent 1t?

S SR AR BN & S A (RS ?
(Measure & B IR ?
Understand) What will happen?
Do T ) What’s the possibilities?
#i# (Plan) RATEERETY ?
What is happening?
TESL B HE T ? Why is it happening?

What should happen?
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BERPARTAHLE* Stk

EiREHE EREREAL
1. ;E%% :
a5 B g;g Eﬁ F A AR E AR N EEF
(Percentage of customer churn) 2 A :
SEMREEY - BREAY < 100%
1.5E%s :
EERLLLE E—ENERA - AEEREENEETEEEH N EEH
(Percentage of customer ERE BB > LLfF -
complaints) 2. AR,
REBNEEES - BEEFEY x 100%
1. ;E%% :
SEHAELA S—FHWMEFOEE - BHNEER - ZERTEY
(Percentage of new customer per RISl -
year) S
SFNFEFEY - ZEFERRFEY < 100%
1. ;E%% :
E—EATEIEA » b3t BEE B P e e s B
. KRS AR RS A KA R
(P-L_arc_mlageufmrenuegrcmrﬂl— 2 At
FHstng customers) (B EEEEEFRRARERE - AN
FRTRERAIER A R) ~ RIHE B BEE BRE ATH R AT
FEEE * 100%
1. ;E%% :
& HRER® LG HEENRSERER  F2ALANREHEEHED
(Percentage of sales potential MEEE -
exploitation) 2. AT
ERREVEE iR ~ TR EERE x100%




RELEPBRTAIFZELELE?T (1/2)

@i % 34 + (Customer scorecard)
n{O3RAE £ okdy B M? 354 (Scoring) e ik o R 2 R G Pk R
HPRREAAM TR U FRE > L83 3 TR 2D
FELEZR
mick $BERGORAF > B BEL G S bRl
W 2R ER ‘:; BARE,FPEED D LR ¥ 27 FREE
FerRpRET Y RHE

IA\ i A

BETS =):g] ERER
HAEITR ERESETREFMBEEE 8 FfRNER - GERBEER
(Purchasing behavior) | 3E FRIEENRTR - BE--BEHNSEH
BT ERESsTRFERZ X | SEEENEE - 5#EBE -
(Contact behavior) BI1T# B A B R B A
FEE1Tm ERESTRENRZCEN | SERENEEE - =5 E - L
(Retention behavior) | EE[E BRI A
F TR EREESTHEFHATE SERFTEBANEE  ABE
(Respond behavior) S E TN RETS TAILEE - TEIHEE




ML EFBERTAFZELELE? (22)

OREZ JIEE 1]?&)% (Customer profit contribution)
WEAEE R RS AT 0 R R L E A F kenfliB L 2 B4R
e TN P
ni * TR FHY HEF L 47 (Trend analysis) Fis > 1B 2 X L 3% 2o
BE R AABEFRTLEF FATLRGT PSS o

A HEE 10 PC
= g - B 500

HENE 20

/ B 480

= R A 250

=

FE 71 iz B SR 230

EiEiHER A 20

ELEE e NE R S e 10

BEEAERAET E Ak A 10

BEEARHERE 40

I=E; 5 )1 WEEEE 150

BEH 30

{E . BEE 10

b=k —— 5

. BRERE 1 &0
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REE % I 2 iRy

® AE % 2 % F3# (Transactional data)
EEAERERFLISFTR > ¢ REY ~3F > 27~ FREBZ
4 ERP ¢ 7 @3 FH o

® 3+ 12 331 (Geographic data)
EE AR B REFABLENZRT A RAHRE S 1 Fd ERP 4
o @AM TR o

® & r 3u3+F 5 (Demographic data)
B A U S RE R T A o BN s B ¥ A% S ZR KT
BERATE S FRFIMEAHY

® . 32 ¥ (Psychographic data) :
s B E AL ORAREFRE S blic@E L - R ARG
BR S TRHERET AN
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reiRail

EREERA

B ERIFED
(Customer profitability)

1. 5E%s .
F—SEms - AR ERERTRE AN S
i FesBuiin 7 thiFl o

2T,

F U ERFATSRRIMEE + i E@ 0 * 100%

BEMRSEE
(Specific market share index)

1. 5E%s .
ZT¥EEE S EmBTE S ERNZTRETE
EHENLE -

2. AT,

BEBSHITESFE - FamBs SFE x 100%

{TiH G B M 4% L 5

(Campaign/Event cost revenue
ratio)

1. E¥ :
HiSETHE - TSR EGRAEERE R
W BT i S BB R TE B A a2 LR -

2T,

TSR EMAATARERATERAIM S ~ TSR
EHRTIERAIRLE x 100%




REE % E2Z &1L +7(1/3)

® ABC 4 4§
gt P EFER > TR HF L (Classification) Fps » 12§ iz
(Revenue) £ 4| ¥ (Profitability) 2 % g & {7chaR » B-f ER AR E
£ 3 ABC = fa¥le  NEREF FFEEME Y TS LpIBOT R -

I B 7
100 A
20% BB EL T 40% 84
0. B k26
mB ik
30N PEEELET 40% B
- B 4
mC ik
B S0WMEEEET 20% 0
401 i=f= g
201

EEaaL




REE % 12 5 6 124 37(2/3)

O ¥ B IR 5 & & 7 4 ¥7 (Recency, Frequency, Monetary
analysis, RFM) :
.)_Lﬁ"ﬁg}ﬁﬁ? f‘r,—.»""m ’ RFM{_*‘E‘% 'uw#&'fr/&o&&*grﬁgmf?f*%&

mig * T FHhE F¥L W (Clustering) $ s > 5 H @ * & i en ’}éﬁ?*
PERAFT > EBEVFLOA TR RFERFRIF(EFEGE

't:—,‘— o]
ORFM T [E A # thi
mif § PR (Recency) : 3%ARE &t T 37 H R L i 0
ou»ﬁ»ﬁ&ﬁﬁgmg% %aiﬁﬁﬁ?
mif 3 45 (Frequency) : FZAEE ™7 5 “dkEomv¥ ?
n,,\amzu# RLE R E E-L@ ER: TR
=)’ % & %F (Monetary) : T ERETT S 43D
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RFM Analysis

I3 150
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EiREHE EREREELAI
1.5E55 :
RIEEARRN—ERRZA « EEALLERRTE
=S EE FzAENERE -
(Customer lifetime value) 2 s
B F AT R AR + B SR B R ATTE R AL
Z x 100%

OF &

EHIG U2 AR L e MR R Uk

AR LR BF e

m

o e S P

iz

B i (Re<cgineer) = H (Invest)
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L3 (Give-up) £# & (Retain)
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HRaBAf kT Ak

EiIREH EEEEnAR
1. 5E%% :
ey lgﬁﬁﬁmiﬁ%ﬁﬁﬁﬁﬁﬂmﬁﬁ

(Channel inventory)

R TLHBENERFRER - ZIERNERT
HiEE « 100%

BT H A
(Channel obsolescence inventory

cost)

1.’ E% .

EE TR ER BRI RS ERTITER AR SR
FHRREEFALLE -

2 /gt
AR EREBENREFERTITENRE - 3
MR EE A x 100%

1.5 E% :
B EERE BT AERMN S BT B EE AR -
(Channel management cost) 2.

BB TS - BT EEEAE * 100%

1. 5E%s :
BREREHER EESFENHRA  EFENBENEERLEEE
(Number of orders, line item, and| BEETHAEEREHES GERLA
shipment 1n the channel) 2 g

WMENEERENEEE - BEERHEEE * 100%




SRR, TZFEBFEE

TS b B SiREE R
HERENEE BEREEE Y - HET | BE -8 -# |5k - HERE - 7
B B-ARAEERE - SRE-EQ- (B-HEEW - HER
(Top/Bottom sales | § &£ 8 8 - piThiz 8Lt | (@i H-BRFEERE -
channel weighted |l - 5/ R E - BERE HHEMNE - hiEE L
overall ranking) |E % - FIFMELEAN Fl-7THEE - EERE

A3 FIHEREFEEL B
A EH il
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§8ELSHLET Atk

EiRaHE EREEEAT
1.;E¥s :
e e | FROoumEEn - THees—ReEE .
(Sales activity successful rato) | 2. A7 ©
HE SRS - HETRES x 100%
1. ;E¥s :
AR RERLE S HHNER S E SR -
(Inquiry/Quotation ratio) 2T
A EREY - HEREH < 100%
1. ;E%s :
BER/MNETRILG A2 OHHEE R E R T -
(Quotation/Sales order ratio) 2
HERAY - HETRER « 100%
= o B
E { MEE%E.I ﬁﬂ ! Iﬂﬂ?ﬁ“i EE%E%TE&
R RRBRLOLH -
2 P
(HEFTEEY + RNEE) - AEREY < 100%
1. ;E%s :
oo ok e E—EREEERA - TESMNIEESEERHTTE
TEEIEED B AOS EEE A o

2
MERRIHEER - FTEERNHEER * 100%




LRl FEBFEE

HEETE e D SHTHEE =T
SEEHEHENE FHEETERR RN KA - 2B -EEE -4 - 4
- f ok HEMS  WHHEIE | R - HEWE - (& - ¢85 - BE5]
(Valuable opportunities |Sof @@L (€A S - HE | BarTsEN
weighted overall EESIRIaetE Ll ARt - B
ranking) BEirHEE
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grexd gahdi2 ¥ Lk

(Cycle time: inquiry to quotation)

RS EREREATI
1. E% :
FHEMs @ ftWEHAERII @A HRER - BT
A EEH E AR TZAER -

2 g,

Y(SRMEENIRR - SEHERYERER) - 2
HEREHE = 100%

1. ;6% :
THmMS  HUIIABEEISE I THETR/R

(Avg. sales rep expenses)

HEE R E RS : :
(Cycle time: inquiry to sales 5 Eﬁ ‘?J’@ET I
order/contract) (SRR R AR TR — N E R
) ~ ERAHE * 100%
1. 5E%s :
T E A BB EREOEER B EABSTEE A -

2 g,

EFAEEES - HEASRR < 100%

1. ;E% .
TERFRER B - RREAEE L - BEEREEAEN

FIE d
(On-time pricing to customer) |, E\;M; Zﬁf]ﬂttﬁﬂj
ERAEEAENSERYNE - BHARHE « 100%
1. ;E% .
HEEHEASSHERAR  REEEFRSFNE
iHEERERE PesE &£ S BRRILELE -
(% of sales target) 2 ;s

(HEBNEE - HEERESE) - HEBRDSE ~
100%
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WEEW RGN DR ML
HEANMERDEE BREEEY - HER |KE - 8 - # |[#HEAB -~ 5f4 -
(Top/Bottom sales - ARANEERE - | EAE-ER - (28 - HEBW -
forces weighted overall S &£ 8 & -~ SHE WA | HEWEE - HE [HEFE - BEF
rank) F FAMESERT AR - R AR - HER

T FIHERERERR B - HERE
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AN R AL E T A R02)

EREHE EREEEAI
1. ;E% :
REE S HOME - SRR R
Eﬁ:ﬂ&ﬁﬁﬁiﬁ ﬁ.ﬁﬂ’gﬁ ﬁﬁggﬂ I EERIHE ﬁgzlﬁ FE k5=

(Finish goods.inventory days of i i : AT A RENERBE SRR ERREEN

supply) 2 At :
ZEF (W B) W TEHERFEESEME « 365 - ZF (R
Z B) #9#4 € Rk 2 (Cost of goods sold)

EE

BEREQFENMHEE  FEX—SEHR (FRA) -
ERFREERE c Sisre | pas

(F iTish goods-inventory turn- 5 E;lgﬁmﬁﬁx ' REBREEAIRE -

over) S (s ) BUSEERLAS (Cost of goods sold) + B44F
(FZA) N THESRFREHEE * 100%

i
BEARNEREES ' HEAIEREETAHEERR

(Inventory shortage as % of sales 5 Eﬂﬂ’gﬁﬁ ’
requirement) R . = B §
(RALERFHNERHERRE - RELIEFRFER

LIBTHHERRNEFREE) - ERHERRESR ~
100%
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B EARLET A E(02)

raiRa s

ERERERAI

EREERFELLE
(Product obsolescence inventory

ratio)

1. 5E%% :
RELIEFRFNESER - MEELIETREGLER
FREERENEESEREHEEMNLF -

2.,
ELRHERRBTHESER - EREHER ©
100%

EREEFERE
(Product inventory camrying cost)

1. 5E%% :
FAZAERTH TSNS IREEA -
2.,
E G & LA (Product opportunity cost) + # 218
# k= (Product shrinkage cost) + & S5 B
% (Product insurance and taxes) + F£ B R EH
& (Product total obsolescence) + £ {#Z-FE k&

(Warehouse storage cost)
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feiRail

EREBEEAT

ATHEATE
(Order fulfill rate)

1. 5% :
HE—EHREA » RIhihseRie] B ERT B
BRI TRATHIHETEERNTA -

2 A4,
FAIRETHEANEETHERE - HETTRER
* 100%

Al BIRE =T
(Order line items fulfill rate)

1. .5 :
FE—ERVERER - LIEET B AERHEE A ENE
# - HESSITRETEMNRENZEXAEHE
FIRESEENEE -

2.0, -
BATBEXEANNETHADEER - HETHA
E#EE < 100%

SEoen] AL
(Perfect order fulfill rate)

1. . E%
E—ERNHRA - AR EXERETR - 85
- % - EEiRd - R EESIEEEAET
BalH -

2 g,
FETRIBETEAIEETEER - HETHE
= * 100%

X HF E@E
(Total value of backlog order)

1. ;%% :
LIETRAEEERESE - #HZHEE » BEEdREE
T ERMESRE -

2 A4,

A& EMAZEHE ST RiEE




