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Who We Are

2PLUS ZERO

Google Marketing Platform Partners

PLUS ZERO

it  Product Certifications

O Google Marketing Platform

PLUS ZERO is an official partner of Google, Adobe and Salesforce, providing ‘data-driven strategy establishment and revenue
maximization services’ to diverse countries both domestically and internationally.

BRONZE

M Solution Partner .

CEICS LIl marketing cloud

partner
ASIA PACIFIC EUROPE & MIDDLE EAST NORTH AMERICA
4 Countries 8 Countries 2 Countries
Korea China United Kingdom Portugal Canada | uUsA
Japan Vietnam Netherland Sweden
Germany Turkey

Denmark Italy




Major Clients Business Partners who have created both big and small successes with PLUS ZERO

The Purpose of PLUS ZERO.
Clients’ Experiences in Success

THESHILLA

"We believe that if we provide a perfect business environment, *samyang’ TOPTEN“
our clients can succeed on their own”

1 o ope .
We help our clients stay resilient and focus on meaningful E Vo _ ]
pursuits in challenging environments” Sy Hello mobile |§j Panasonic
PHILIP MORRIS

CEO
Seong Jin Jeong




Service Provision . .
inconvenience’

1. Data Structure and Internalization

After building the data environment, we provide key
personnels with internalized training, automated
visualization dashboards, data analysis and utilization
guides to help clients leverage the data

L)
% Data Environment Development

,l[l_ﬂﬂ Data Visualization Dashboard

@ Data Utilization Guide

Q7 Data Utilization Training

2. Marketing Optimization Projects

Reduce unnecessary marketing costs through Search
Engine Optimization(SEO) and performance ads
optimization, and then maximize revenue through
customer experience enhancement and conversion

rate optimization

Performance Ads and Marketing Analysis

Search Engine Optimization (SEO)

System Issue Improvement

1 0 O =

Customer Experience &
Conversion Rate Optimization

PLUS ZERO offers the following services to ‘Improve client’s business by attracting potential customers and eliminating customer

3. External/Internal Data Integration Dashboard

Provide personalized marketing and visualization dashboards

that link GA and CRM data with external data such as
competitor/product search volume trends and major

advertising channels

IE\ Competitor & Product Search Trend Data

O<g Major Advertising Source & Medium Data
Q7 CRM & Analytics Data

ﬂ_ﬂ_ﬂﬂ Integrated Visualization Dashboard



Service Process

1. Data Development and Internalization

Performance Report

ROI
N 000% >

Business Analysis

1. Account Creation and 2. Data Environment 3. Visualization Dashboard 4. Data Utilization Training
Authorization Establishment & Utilization (Trends, Ads, Behaviors, Conversions)

v

3. Internal Conversion Rate Optimization 2. External Marketing Activities Optimization

Return (Benefit)
ROI @

0000% - = RO

Business Growth 8. Customer Experience 7. Conversion Rate Optimization 6. Search Engine Optimization 5. Adve.rtifsing. Costs
Optimization (e]3{0)] [ e)] Optimization




Service Schedule

Schedule Outline

Task ™ 2M 3M 4M 5M 6M
Data Utilization Environment Development (GA4, BigQuery) (] (]
Step.1 C
Data Structuring and 3rd Party Data Automated Visualization Dashboard A
) _g (Trend, Ads, GA, BigQuery)
Internalization
Data Utilization Training to key workforce Y Y
Step.2 Digital Ads Performance Analysis (Ads Optimization) ) )
Marketing Optimization
- Acquisition Search Engine Optimization (SEO) ® o e Y Y ®
System Issue Diagnosis and Improvement o o °
Step.3
Marketing Optimization Conversion Rate Optimization (CRO) °® o Y
- Conversion Rate
Customer Experience Optimization (UX A/B Test) () ) Y




Data Utilization Roadmap Data-Driven Strategy Establishment and Sales Maximization

Stepl. Data-Driven Brand/Product Strategy Planning Step2. Acquisition Optimization Step3. Conversion Rate Optimization

Creation of Attractive Products/Campaigns Expand the Traffic Channels for Potential Customers Minimize Churn Through Customer Experience Optimization

Social, Display, Search Ads : :
Improving Conversion Rate based on AB Test

Product Review Data Integrated Management of Ads Performance :
Collection/Analysis Advertising & GA Data Visualization Personalized Screen Exposure
® o ®
o o . o . o o
Competitor/Product Data-Driven Campaign Strategy Formulation SEO, PR, Viral Purchase Cycle and Customer Analysis
Search Volume & Trend Analysis Marketing: Search Volume vs Traffic Major Keyword Top Exposure CRM Activities

Campaign: Trend vs Traffic & Sales
Attractive: Traffic vs Purchase

Target: Search Demo vs Purchase Demo
(Age/Gender)



Data Utilization Case Maximize Sales : Attractive Product/Campaign Planning = Expand Traffic Channels = Minimize Churn

Jeans Trend vs Sales Check the Jeans Trend
. Sales Trend Volume ——Ads Costs 1 Data-Driven Brand / Product
‘Knee Firing’ ‘Stretching’ Check Reviews. e Plahn
‘ - Produce Jeans that don’t stretch 9y 9
GG

: Creation of Attractive

Jeans have two peaks annually Product/Campaign
March, April, May / September, October

Internal Traffic/sales occurs only in March,
April, and May
- Producing Thick Jeans for Winter W,

Product Creation

\Y%
I I I | I I I Social: Expand Campaigns twice a year
2 S F 52 6 o

March, April, May Campaign: Cool Jeans
Campaign Ve o
September, October Campaign: Thick Jeans Acquisition Optimization
Campaign

: Expand the Traffic Channels
for Interested Users

I Retargeting: Increase Brand Features

2 TEERsd 98 108 1E 128 Recognition

Search Ads & SEO: Share of Search Results
PR & Viral: Brand & Product Content Exposure

14 23

Product Analysis Product Creation Campaign Schedule Customer Experience 2
Knee F_|r|ng > ; = > March, April, May > Personalized Screen When there is incoming traffic related to Conversion Rate Optimization
'?Lretghm% : 2 : Cool Jeans Exposure jeans keywords, expose knee firing
e Sme NS .
: related content(banner .
Laundry ”& September, October Minimize Churn ( ) '(:M'T'm'ze élhum Thl‘Ol(.l)gI’:. i ati
;  Thi ustomer Experience imization
Color Fading 8 : Thick Jeans Send messages to encourage return P P
. - Messages to encourage visits in the purchase cycle
- Stretchy Jeans Social/Display/Search.. return visits

- Colorless Jeans



PLUS ZERO's Digital Transformation

Data-Driven Strategy Formulation

Data-Driven
Brand/Product Planning

Development of Products
that Customers want

and Sales Maximization

Key Trend

Product Review Analysis

Acquisition Optimization

Expand Traffic Path for
Customers who are more
likely to purchase

Ads Performance
Optimization

Search Engine Top Exposure

Conversion Rate
Optimization

Minimize Churn Through
Customer Experience
Optimization

UX Research / AB Test

Conversion Rate Optimization

Data Visualization

External/Internal Data
Collection and Visualization

Keyword, Ads, Review

Google Analysis

N f4

C

N § A [za

J @ <



#PLUS ZERO
2. DATA STRUCTURE AND INTERNALIZATION

Structuring
Analysis
Training

Dashboard for Data-Driven Decision Making



Data Structure & PLUS ZERO's Development Services include internalization services to enable customers to utilize the data.
|nternallzat|0n - Development: Based on GMP, Creating a Data Utilization Environment

- Internalization: Data Visualization for Data Utilization, Audit Guide, and Data Utilization Training

Data Utilization Environment 3rd Party Data Visualization Dashboard Data Utilization Training

Performance Report

Building a Customized GMPs for Trend, Ads, GA and other 34 Party Data Based on GA, Dashboard, Audit Guide
Data Collection and Utilization Check key metrics in real time through Visualization Data Utilization Practical Training
* Google Analytics & GA4 * Naver Search Volume Trend » Business Growth Potential Practice
* Google Tag Manager * Naver, Facebook, Google Ads Data » Google Analytics Practice
* Google Data Studio » Business Product Sales Analysis » Data Studio(Dashboard) Creation Practice
* Google Optimize (A/B Test) + Analysis of the status of Key KPI » A/B Test Practice
» Firebase « Marketing Performance Analysis » Search Engine Optimization (SEO) Practice

» BigQuery + System Issue Monitoring » Marketing Costs Optimization Practice



Data Structure &
Internalization

Project Launch

Standardized development services based on the following process

1st Development Complete Development Complete Final
(] ) ) ) (] ) () ) ()
Pre-Training Planning Development Application Quality Assurance Maintenance
- GTM / GA4 - Interview - Development Guide - Debugging - Visualization Dashboard
- Setting Goals / KPls - Implementation - Check-list based Audit - Data Utilization Training

Project

Data Structure and
Internalization

- Set up collection lists

Category

Data Structure Development

Visualization Dashboard

Data Utilization Training

Maintenance

- Additional Development Support




Data Structure & Google Marketing Platform Implementation based on structured process and development check List
Internalization Google Analytics, Tag Manager, Looker Studio, Optimize, Google Ads, Search Console etc.

Business Goal & KPI Interview Firebase implementation guide

| 2. Add To Cart 23 E

| 5. Transaction 23§ E

Event Structure Implementation Check List



Data Structure & Domestic only costs (Naver, Facebook, Google Ads..) & Providing GA matching real-time dashboard.
Internalization A real-time dashboard for monitoring and analyzing major metrics such as sales compared to ads costs for each channels, user status
etc.

opile B B2
T2 Ef 3 0L X op3lg hAlEE
[E([o]|= S u =]

CIX|E o of|
TEod2lE A

EEEDEER

nielsen m

TV ARE+ M E

s
620M pAMAA

[,000 344,000 5.2% 16,700 ; 2,200 13% 70M 42%

$-3.8 + 1.0% t49.1% 58.9% 39.2% -1.81 t+43.2% t17.8

Report Type

- Traffic (App + Web + CRM + 3rd)
(Traffic through Ads/Non-
- Check Marketing Ads/Social/Youtube, etc.)

Performance & Analysis

- Check Business Status

- Check Major KPI Data

- User Behavior Pattern

Analysis - Interest Status by Category/Product

- Ads Performance Analysis o DEislley - oieRsl el

_ System lIssue Monitoring - Naver Search Volume Data

Naver, Facebook, Google Ads Data



Data Structure & Internalization Training for Effective Utilization of Google Marketing Platform

Internalization Conduct Practical Training based on 1st Party Data

Internalization Training for Manager

&  rLUSZERO 101 Audit Guide

Data Analysis and Check Performance >

Check Major KPI and Automated Dashboard

Business Improvement A/B Test

-
-
-
Search Engine Optimization (SEO)




Data Structure & Brand / Product Market Trend + Campaign Timing & Period + Seasonal Product Analysis Dashboard
Internalization

[} INAVER] ZMg

r—

<2020 vs 2021~

category keyword

alias qgrgit a4 7I8E

keyword

Cool Jeans Warm Jeans

i
Jan1 Jan 29 Feb 26 Mar 25 May 20 Jun 17 Jul 15 Aug12 Sep 9 17 1-100/ 368




Data Structure &
Internalization

FIE] Xt 7€ 285 7IRE
category Search Volume -
1,824,238
1,679,281
786,091
123137
57,974

Count @&—@
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300K
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We use it for brand comparison and customer interest analysis in various categories of industries.

Search Volume...

A

204,292 44,834 ¢

200,214 -5,743 %

129,098  -26,697 &

128,131 -24253 %

115,251 6,920 ¢

108,009 9,743 %

96,921 -8,745 %

96,537  -13,629%

90,702  -15313 %

84694  -12865+%
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0 3
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Oct 27....




Data Structure & We use it for brand comparison and customer interest analysis in various categories of industries.
Internalization

[EdS 7IHE] AL 72U 543 7IYUE

Record Count ~ Search Volume ~

o TorTeNiO | #M

215475

173,744

130,759 ° ° -
iraes samyang Panasonic
104,111

FELE 97,173
HE=E7 68,269
o 61,569
I~ 56,371

cos 55410

Count @——————————=

100K
0K
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0
Qct1, 2018 Feb 10,2019 Junm 22, 2019 Nowv 1, 2019 Mar 12, 2020 Jul 22,2020 Dec 1, 2020 Apr1Z, 2021 Aug 22,2021
Dec 6,2018 Apr 17,2019 Aug 27,2019 Jan 6, 2020 May 17, 2020 Sep 26, 2020 Feb 5, 2021 Jun 17, 2021 Oct 27, 2021

keyword Contains
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Ry




Data Structure &
Internalization

Check search volume trend, ads data, GA data, and actual sales data on one page.

3rd Party Data (Ads, GA) Dashboard

Ads Trend: &3 Z10H| &/ =&/ 28 HoIH

I click

cost —— impression
600K

400K

™
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=9l

0,
AT B A9 0 29 o0
X g “e\*'x@" o1

o’L r.:ﬂ 20~
AV 1B e P Py Tt e
3oyt yan T e Ve T e et w‘ et @ ey

I clicks

Cost —— Impressions

,"“" 70 g gl g gl g0 g1t 4R 10
ST a8 196,199 28, 29, 8% 8 ‘“.m'e-ﬂ"ag‘::a"l

A 5 o)
T e’ M\‘? o e ot e e Pt e T e Vo

w.‘

,,N - npb,‘“.. . ,,Q, bq\\ qml om: A(\rﬁqnu
R ) b“;:a‘ e PRI e

I click

cost —— impression

cost [ impression

<
Aga - JRUAPRA AT o A 51\‘4 b

a8 a8y a9 o8
0% s e e P e e o et Ty 'ov.“ PN

! M

0
no» 8L e -,n» o0 qe» uc"

7 SRy e
»* 35 i,o ga“ oM e &x

({L S m‘ AN

i@ ',[(x"z\m ‘,\M > \\f‘

.\ Google Ads Detail
I Clicks

Cost —— Impressions

Impressions

Cost
o
=]
8
=

8 g g qQ"-th" i ;ﬂ niﬂQ nF»r n\\»ﬁq\\» ,,m o ,,e"“ ,g"; S @\‘ o
3\0" 5«\(” )o\\‘;v\ b w@ P.,ta .:}v e o g e F et LR o

0}
\nmﬂ\\‘ -~ .‘mqf;- o"D -~ n,o_l o ml S 28

g et $a‘°b§e\'\ e @ u\n‘ Piet et "‘w ae \\\z“!q‘ e

Ads Netw... Campaign

Display ... 3"

Display ... | 6

Display ...

ETSA

YouTube. o

o - et 20+ of
\3"0'1?,1\ 28 ,,m ot 1 UD p\“ -

L

oy K " .‘Q- .‘Q» .‘\\» n(\qv‘\'l,\\ ,‘q»\

. NPT o (N
500 5\;\3)\}\‘ Wt wﬁ; wq v@Q ‘g g ot gt \)Lv WO e o

Ad group Impressions

[ Bt L1 el
41 AR — e

T4  NICTLiEda

= EERT

n Facebook Ads Detail

cost —— Impression [ Click
P Ad set name

m 300K
[ADs] Naver
cost
FICLIZAM |
‘"‘llw\mm\u. m M LIL

\n“ A n® T, &1 qe"
o e e e e

b e b

A0 01 m 01‘ rf\qr\\\qr\_ﬁ 9 ,,g, ,‘g, ,,u, ,,u. 8 “u.
¢ AU St <,3
PR RO De o zc

o0 ,,g,\,,m P Al PN
ARt POy e P 5 s e s P Voo P

A

[ADs] Google
Cost

F1EEe7 410

Ad name image Impression ~ Click  CTR%

Campaign

i
FEI

I R LR N R LR B kel 1E L I o =EELA

[ADs] Facebook

osf

m Naver Ads Detail

cost [N click
keyword Adgroup

297 oo gl g ‘ny‘gqb\e1w 107 8% o g, g o8- g m\\ny a»
10”0 e e e Voo e e B e T e e

Click

S 40 40 ol PR gl el oS 1
A B By B e ‘\-a‘“ S B e B! o
B L A N A LR

@ Display Metwork @ YouTube Videos Campaign Top 5- Ad Group Impression
A = e -
R S
A
e =M

WA e

RS R

i

Campaign name

Campaign




Data Structure & Intuitive performance analysis through visualization of key ads channels data and purchase data
Internalization

Major Channels Ads Data Visualization Purchase Data Visualization

Adname Ad creative image Cost ~ Reach Impressions Frequency Cicks(@l)  CTR@)  (ialuping Product 47. Purchas... Product Revenue ~ Unique Purchases Quantity Avg. Price

2 712} 2 3 E | 1014984001

7k2t OjL| E3|2 | 1002143001

N f 4 Naver, Facebook, Google Ads Data Visualization ' Google Analytics Ecommerce Performance Visualization
Impressions / Clicks / Goal / Cost.. Product / Image / Revenue / Price / Transactions..



2 PLUS ZERO

3-1. DIGITAL BUSINESS OPTIMIZATION | ACQUISITION

Search Engine Optimization (SEO)

Ads Optimization



Digital Biz Optimization | PLUS ZERO's Cost Reduction Projects are a service that reduces marketing costs through SEO and Performance Optimization.
ACC]UISIthn - SEO: Expose keywords at the top of the Search Engine with high ads costs, high conversion rate

- ROAS Optimization: Reduce and delete ads with low sales compared to ads costs & low conversion contribution to ads

1. Ads Costs Optimization 2. Search Engine Optimization 3. Monitoring Performance

Return (Benefit)

(o)) Integrations

Reduce and Delete ads with low sales compared

R O Maximize Organic Acquisition NAVER, FACEBOOK,GDN etc.

to ads costs & low contribution to ads

. through Search Engine Optimization (SEO) Automatic Integration Dashboard for Ads & GA Data

(ROAS Optimization)
) _— « SEO Status Analysis and Check for Growth Potential * Ads & GA Data Integration
» Search Ads Conversion Optimization

R .. » Site Content Optimization » Channels Attribution Calculation

» Banner Ads Contribution Optimization
+ Site Structure Optimization « Performance Visualization Dashboard Creation

+ Social Ads Contribution Optimization



Digital Biz Optimization | For optimizing the performance of Search/Banner/Social ads, we check and optimize direct and assisted conversions performance

Direct/Assisted Conversions based on the characteristics of each channel.
Analyze ads budget based on direct/assisted conversions performance.

Direct Conversions: Check and Optimize Channel Effective for Conversions Assisted Conversions: Analysis of Channel Performance contributing to Conversions

Analytics 360

Acquisition Behavior Conversions ~ &C

Default Channel Grouping .
commerce

Conversion feneacione Google Ads

Bounce Rate Avg. Session

Sessions "
Duration
Rate

00:0

oo:0

Acquisition Behavior Conversions

Keyword Ecommerce

Conversion Rate

Secsions . Bounce Rate Avg. Sescion Transactions

Duration
Jul 7 1 J Jul12 Jul 13 Jul 14 Jul 14

1 Walue

only mobile

. i : wa4,U92,515
DeVICe ’ - B : % of Tota 239127 % of Tota %4,002

only pc 19 Source/ Medium

Transactions

Assisted Conversions +

only mobile
114,747

99,928

only pe . ] e
a 53 Avg For View: 2.842 3 b ) 50,711
40,989

1. rtalways
20,318

only i 27,33 0.00% 0 (0.00% ; Jeme

only pc 9.18% 4.74% 14,140




Digital Biz Optimization | ROAS (Sales compared to Costs) by channels based on ads data and GA matching data & Assist ROAS Optimization.
Dashboard

Measure and optimize direct/assisted conversions performance for each channel compared to ads costs.

Source/Medium by 101 7| 0f Source/Medium by {L0j | ‘
* poogle f cpc ® naver / organic  ® naver  cpc ® poogle fcpc ® naver forganic @ naver f cpc N ‘ @
® kakao /banner  * google / organic ® facebook fsm ® kakao/barmer @ google f organic @ facebook fsm

Local Ads

X session
¥: transaction / Assist
Bubble: Revenue

Tag Manager v

Data Collection ‘

Optimize
Conversion Rate Optimization

google / cpc 3,000,000 10,000 8,000 300 4% 1,500 75 000,000 3,000,000 15,000,000
naver / organic 0 0 10,000 1,000 10% 200 T 0 10,000,000 2 000,000
Google Analytics
naver / cpc 1,000,000 5,000 4,000 1,000 - BOO 20% | 5,000,000 ¥#10,000,000 42 000,000 Data Analysis
google / organic ] 0 8,000 800 105 200 0 0 ¥¢5,000,000 B2 000 Q00
Facebook / sm 500,000 ; 400,000 1 EPI.EHJG,DD[- > Attribution
Big Query Ad Assist Conversion
Data Storage & Linking A\ 4
Facebook f sm 5 X 2 300,000 2,000,000
200,000 2,000,000 —
¥£100,000 5,000,000 -
¥¥200,000 Looker Studio

¥#1,000,000 Marketing Dashboard




Digital Biz Optimization | Expose the major keywords at the top of the Organic Search results through SEO to reduce excessive keyword ads costs

Search Engine Optimization

SEO KPI. Quantity

New User, Session, Goal

- Keyword Organic acquisition to achieve your business goals
- Create an Organic Search acquisition environment for users

who recognize ‘brand’

Cost Saving

- Calculate the ads conversion value of increased traffic

through Organic Search

SEO KPI. Quality

Conversion Rate

- Optimize Goal Conversion Rate

- Optimize Goal Attribution

- Improve Conversion Rate for Achieving Business KPIs

through Organic Search Traffic

Bounce Rate
- Minimize Website Bounce Rate
- Encourage Content Engagement by Organic Search

Traffic Users

KPI Factors

Monthly Traffic
& Goal Achievement

Reduce Ads Costs

Goal Definition

At the end of the project, Monthly Traffic & Goal Achievement increased by 100%

6 months before and after the project, the ads conversion value of the increased traffic
keyword is 50 millions per year

*The above KPIs will be reassessed at the beginning of the project based on internal data

Ads Cost Saving

Traffic & KPI by Search Engine

Current To-be

50,000,000 +
A 4
KPI (Traffic & Goal)
100% +
Traffic KPI
Convert to Paid
Keywords Avg. CPC Changed media (KRW)
Keyword A 2,000 20,000 40,000,000
Keyword B 2,000 10,000 20,000,000
Keyword C 2,000 5,000 10,000,000
Keyword D 2,000 5,000 10,000,000
Total 2,000 40,000 80,000,000




2 PLUS ZERO

3-2. DIGITAL BUSINESS OPTIMIZATION | Conversion Rate Optimization

System Improvement
Conversion Rate Optimization (CRO)

Customer Experience Optimization (UX A/B Test)



Digital Biz Optimization | PLUS ZERO's sales growth project is a service that drives business growth by improving customer experience.
Conversion Rate Optimization

1. System Issue Improvement 2. Conversion Rate Optimization 3. Customer Experience Optimization
(CRO) (UX A/B Test)
/R
N
Identify and Improve System Issues Improve the Customer Purchase Journey Hypothesis Formulation and Validation
that hinder customer experience Based on User Behavior Pattern Data to discover pain points
« Check Device/OS/Browser Issues * Optimize Traffic Quality by Channels « Identify Weak Point Based on Data Analysis
+ Check Page Quality Index * Improve Product/Content Quality » Hypothesis Formulation for Weak Point Improvement

» Check Connection Environment Issues * Analyze Target/Audience » Hypothesis Validation through A/B Test



Digital Biz Optimization | Minimize website's bounce rate through System Issue Improvement such as Device, OS, Browser and Page Quality Issues
System Improvements

Device 0s Browser Sessions Transactions Bounce Rate Duration Load Time (sec)

desktop Windows Chrome 108,378 6,911 ; 28% 07:41 4.6 .
IE Environment:
Internet Explorer 83,374 2,193 ] 68% 03:50 74 Page Load Speed

Edge 9,328 642 i 30% 08:54 4.1 v
Bounce Rate

Total @ 181,875 9,781 . 35% 06:45 4.2 \ 4

Macintosh Chrome 19,599 1,416 ] 23% 06:56 33 Low Conversion Rate

Safari 12,009 707 . 21% 07:12 2.3

Firefox 141 10 . 28% 08:14 29

Total @ 31,800 2,135 . 22% 07:02 2.8

216,868 11,922 34% 06:41 39

mobile i Safari (in-app) 49,305 3,004 : 15% 06:49 2.7

Safari 30,967 499 : 25% 02:06 35
I0S vs AOS
Chrome Environment:

Total 83,925 3,525 21% 04:48 29 Duration
v
Bounce Rate

Chrome 20,456 287 ; 30% 02:34 e v )
Low Conversion Rate

Chrome 3,651 22 ] 77% 00:30 24

Android Webview 44,390 2,518 . 14% 07:44 2.3

Samsung Intern... 8,058 124 . 30% 02:38 5.7

Total 72,961 2,931 20% 05:43 2.6

156,953 6,456 05:14 2.7




Digital Biz Optimization | Identify high bounce rate occurring pages
Conversion Rate Optimization

Formulate an experimental hypothesis subject to reduce bounce rate and improve purchase completion rate




Digital Biz Optimization | |dentity data-driven pain points and formulate improvement hypothesis based on PLUS ZERO's UX check list

Conversion Rate Optimization Conduct A/B test without any development work through Google Optimize to verify and apply winner to website

Implement the changes
on the Actual Website

Check Bounce Rate by Step Derive Improvement Plan

.
Shopping Behavior Analysis

Check Weak Point in the Purchase Journey Hypothesis and V{;\Iidation of Weak Point Create an Environment to maximize Conve_rsion
(A/B Test) to derive Improvement Plan Rate through Real Website Implementation



Digital Biz Optimization |
Customer Exp. Optimization

(UX A/B Test)

+101,117

50%

Variation

677,462

Session Transaction | CVR%
A ver. Original 13,280,839 576,345 4.3%
B ver. Variation 13,277,382 677,462 5.1%
Variation A -3,457 +101,117 | +0.8%p

Conduct A/B Test 5 times per month for 6 months to optimize conversion rate

Apply 15 Lab Servers

A/B Test Winner

Reduced site abandonment in the purchase journey and improved conversion rate by 30%

Website Conversion Rate

30% Improvement

After

1,354,924



Digital Biz Optimization | Ads & Personalized messaging to target audiences who are more likely to purchase subscription
Conversion Rate Optimization
(Personalization)

Subscription Purchase Promotion Creative

All Users

Google Analytics Segment

Segments of Potential Subscription Purchasers

Active U Ex 1. Free members with 10 or more session in a period
SRR S Ex 2. Free members with an average duration of 30 minutes of more @ é
Ex 3. Free members who entered the subscription purchase funnel

and then abandoned

User ID and CRM Mapping Concepts

4 4 )

. Purchase abandonment VB5EB4E
. Sign Up VA4GE12 .
«  Purchase Attempt VD5DTE5 Name | ID | E-mail [ H.P | ...
. Event Action VESVED6
0 Segment User ID CRM Data
Su bscription PurChase Rate 12 /o I Purchase abandonment Purchase abandonment Customer List

behavior patterns Customer List



Digital Biz Optimization | Extract users with high potential purchase based on behavior data and create a utilization environment
Conversion Rate Optimization
(Retargeting)

| User Behavior Report 2021.1.19.-2021. 1. 25. -

Event Param Value (String)  Z'&

Collect Behavior Data

]

Process Behavior Data High Potential Purchase Customers

Retargeting

Easy Query Generator

Extract User Information without queries through Data Visualization



#PLUS ZERO

THANK YOU

CONTACT US

PHONE: +82 2 2051 7770

EMAIL: pluszero@pluszero.co.kr
WEB: https://pluszero.co.kr
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