


Market Basket Analysis




Benefits of Market Basket Analysis

Store Layout: Organize or set up your store according to market basket analysis
in order to increase revenue. The products are placed near each other so that the

customer notice and take a decision to buy them.

Marketing Messages: Market basket analysis increase the efficiency of

marketing messages, With the help of market business analysis data, you can
give relevant suggestions to your customer.

Recommendation Engines : Market basket analysis is the base for creating

recommendation engines. A recommendation engine 1s a software that analyzes
identifies and recommends content to users in which they are interested.




MARKET BASKET ANALYSIS (MBA)

Frequent ltemSets \

Upsell

Cross-sell

Product placement
Inventory Efficiencies
Supply Chain Efficiencies
Promotions Effectiveness

Association Rules

{SKU1, SKU2} => {SKU3}
{Beauty} => {Chips}

{Health & Beauty} => {Organic,
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CAGR Value

Global Market Grow at Highest CAGR till forecast.
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Market Segmentation

@ By Application

By Type

Key Industry Development

Partnerships/Mergers

New Collaborations
Product Launches
Acquisitions

*\;;:EJMarkei Reports,

Market Growth

Global Market Growth is anticipated to rise at a
considerable rate during current year to forecast period

Regional Analysis

North America
South America
Asia-Pacific

Europe

Market Size

Market Size is expected to grow during
base year to forecast period

Top Key Players

A comprehensive analysis of major market players and
the prominent strategies adopted by them.
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RECENCY

The freshness of
the customer activity,
be it purchases or visits

E.g. Time since last
order or last engaged
with the product

RFM Metrics

FREQUENCY

The frequency
of the customer
transactions or visits

E.g. Total humber of
transactions or average
time between transactions/
engaged visits

MONETARY

The intention of customer
to spend or purchasing
power of customer

E.g. Total or average
transactions value



RFM analysis matrix for customer segmentation

This slide highlights a matrix of RFM analysis for segmenting market customers to gain better understanding oftarget audience and develop effective marketing strategies. It classifies segments such as cantlose them, hibernating,

lost, loyal customers, champions, need attention, potential loyalist, recentusers | etc.

Cant lose them

Essential customers that are
on the verge of being lost

Hibernating

Clients who added products to
the cart but did not complete
the purchase

Lost

Clients that haven't
engaged, bought, or been
active over 12-24 months

Loyal customers

Clients that make
repeat purchases

Champions

Regular and high
AOV customers

Frequency & monetary score

Can't lose them

Hibernating

Recency score

About to sleep

Inactive clients that have registered
on the website but have not taken
any action or made purchase

Fotential loyalist

Recent users

Fromising

Thiz =slide is 100% editable. Adaptit to vour needs and capture your audience’s attention,

Need attention

Clients could be lost if they
are not engaged

Potential loyalist

FPast customers that have bought
over b-12 months ago but have
the possibility to purchase in the
future, if engaged

Recent users

Mew customers that have
been acquired lately

Promising

Clients that are anticipated to
make repeat purchases

Price sensitive

Prospects that are anticipated to
buy in the future
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Restrooms

] Checkout
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Marketing Digital Tools &
Collateral Technology
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