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Overview

The FootfallCam Analytic Manager v.8 is an enterprise reporting tool that enables business users to review the data
generated from the FootfallCam installed in any of their store. The FootfallCam Analytic Manager v.8 is a remote solution that
anyone will be able to utilise if they have an account with FootfallCam.

All the reports are compiled and defined based on the defining metrics of FootfallCam. FootfallCam utilises the five below
metrics to calculate all the key performance indicator in all reports:

1) Visitor count — measures the number of people that enter and leave the premise
2) Visit duration — measures how long each individual stay within the store

3) Returning customer — measures the number of individuals that have visited the store previously
4) Cross shopping — measures the number of visitors that have visited another store of the same company in the past
5) Outside traffic — measures the number of passers-by that did not convert into a visitor into your store

All the following reports are readily made and available according to the account type of the user to determine which type of
report they would like to view. Users may request for custom reporting options by configuring their own metrics via the
dashboard in their Footfallcam Analytic Manager account. FootfallCam offers a variety of reports generated from the
data made available by the FootfallCam counter. Each report falls into one of three different categories. The table
below highlights the categories of the reports available.

Company level

Store level

Specialty reports

Shopping mall level

F100330-04

Company weekly report

Company daily report

Company weekly sales conversion report
Company daily sales conversion report
Store comparison report

Store weekly report

Store daily report

Store weekly sales conversion report
Store daily sales conversion report

Time comparison report

Marketing effectiveness report

Company opening and closing time analysis
Store opening and closing time analysis
Predictive analysis

Queue counting report

Shopping mall monthly report

Shopping mall daily report

Zone analytics report

Shopping mall counters daily report
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RE-SDRO1
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Company level reports

Company level report displays the entire company and to determine the current performance standing of the
business. This report includes aggregation of raw data on the company level, which combines all the data of
every counter and every store within the company. This form of reporting is mainly use for top management to
briefly review the performance of their stores without in depth details as to cause of improvement or decrements,
and to compare different branches of the same retail or franchise.

The table below breaks down each of the individual report under the company level along with their list of key
users for each reporting option.

To showcase the overall trend across all branches within the company and
Company weekly report provide all C-level executives with a comprehensive insight on the consumer
behaviours and have a macro view of the performance of the stores

To showcase the daily trend across all branches based on a compiled daily
Company daily report report for macro view across all stores in the chain and drill down to an
individual store in question if performance drops

Provide an insight into how well store staff is at converting their visitors into a

Company weekly sales store into a shopper and if a store is performing badly in terms of conversion,
conversion report drill down to the issue and cause of deficit
. Provide a daily insight into whether sales have dropped in the previous day
Company daily sales according to the number of visitors that have visit the store and display an
conversion report interest in the product
Compare two different group of stores based on environment to determine
Store comparison report difference between traffic pattern based on external actors and enable top

management to categorise different types of store
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Report #1. Company weekly report

The company wide weekly report displays data regarding the best performing stores, the worst performing stores,
and a summary of all sites compared to the previous week. The data may be use for a macro view of the overall
performance of all stores in a weekly time frame to determine incremental changes from the previous week. The
report may also be used to see the overall trend across all branches and give key executive personnel a
comprehensive insight into the visitor count and behaviour.

Download a copy of the sample report via this link.
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Report #1: Company weekly report
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Report #1: Company weekly report

TURN IN RATE RE-CWRoL
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Report #1: Company weekly report
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Report #1: Company weekly report
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Report #1: Company weekly report
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Report #1: Company weekly report
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Report #2: Company daily report

The company daily report will display data for teop management to review on the total number of visitor count of
all stores in hourly trend for the current day, and for the total number of visitor of all stores in hourtrend for the
previous week of the same day. The data of the company daily report may be used for a holistic view of the
change in number of visitor count on a macro view with the same day compared to the previous week. The data
from the company daily report may be use to analyse how well a store is performing on a daily basis and to drill
down to the store in question to review poor performance.

Download a copy of the sample report via this link.
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Report #3:. Company weekly sales conversion report

The company weekly sales conversion report will combine the footfall data along with sales data migrated from
the user’s ePoS system to allow retailers to identify missed opportunities of conversions. The sales conversion
rate is primarily focused on loss prevention. Headquarter executives will be able to use this data to review the

pricing strategies of their stores.

Download a copy of the sample report via this link.
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http://www.footfallcam.com/Content/data/documents/Download%20Page/Reporting/Company%20Sales%20Conversion%20Weekly%20Report.pdf

Report #3: Company weekly sales conversion report
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Report #3: Company weekly sales conversion report

BRANCH STATISTICS RE-CSWO1
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Report #4: Company daily sales conversion report

The company daily sales conversion report will combine the footfall data along with sales data migrated from the
user’'s ePoS system to allow retailers to identify missed opportunities of conversionsHeadquarter executives will
be able to review all sales conversion rate across all the stores within the company on a given day.

Download a copy of the sample report via this link.
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http://www.footfallcam.com/Content/data/documents/Download%20Page/Reporting/Company%20Sales%20Conversion%20Daily%20Report.pdf

Report #5: Store comparison report

The store comparison report will provide C-level executives with the option to compare the key performance
indicator for two different type of stores based on their environment. A possible use case for this reporting is for a
C-level executive to determine what is the difference in terms of customer profiling for a location within the city, or
a location in a small town. Another use of this report is to review the visitor count based on geographical reach
executives will be able to determine which location should be focused in marketing efforts to raise brand

awareness.

Download a copy of the sample report via this link.

STORE COMPARISON REPORT RE-CSCOL
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Tum In Rate 15.1% 12.1% +17.9%
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http://www.footfallcam.com/Content/data/documents/Download%20Page/Reporting/Store%20Comparison%20Report.pdf

Store level reports

Store level reports display the details of Company level report displays the entire company and to determine the
current performance standing of the business. This report includes aggregation of raw data on the company
level, which combines all the data of every counter and every store within the company. This form of reporting is
mainly use for top management to briefly review the performance of their stores without in depth details as to
cause of improvement or decrements, and to compare different branches of the same retail or franchise.

The table below breaks down each of the individual report under the store level along with their list of key users
for each reporting option.

To showcase the overall trend across all branches within the company and
Store weekly report provide all C-level executives with a comprehensive insight on the consumer
behaviours and have a macro view of the performance of the stores

To showcase the daily trend across all branches based on a compiled daily
Store daily report report for macro view across all stores in the chain and drill down to an
individual store in question if performance drops

Provide an insight into how well store staff is at converting their visitors into a

Store weekly sales store into a shopper and if a store is performing badly in terms of conversion,
conversion report drill down to the issue and cause of deficit
. Provide a daily insight into whether sales have dropped in the previous day
Store daily sales according to the number of visitors that have visit the store and display an
conversion report interest in the product
Provide a comparison of the performance of a single store in a breakdown of
Time comparison report two different time periods, allowing store managers and area managers to

determine status of the business and performance
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Report #1. Store weekly report

The store weekly report is a standardised report summarising the weekly analytics on footfall trends, visit
duration, returning rate, and sales conversion. This reporting option is designed for store managers to identify the
best practices for daily store operations. This reporting choice is used for store managers to identify how many
sale sopportunities was missed from the previous days, and courses of action that can be taken to improve
conversion. Another determinant of this report is finding out the condition customers tend to stay longer, such as
the time of day.

Download a copy of the sample report via this link.
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http://www.footfallcam.com/Content/data/documents/Download%20Page/Reporting/Store%20Weekly%20Report.pdf

Report #1: Store weekly report
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Report #1: Store weekly report
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Report #1. Store weekly report
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Report #1: Store weekly report
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Report #1: Store weekly report
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Report #2: Store daily report

The store daily report will provide managerial level executives with a daily footfall metrics for a single store. This
report is mostly suitable for users that does not require any complicated reports and would like to know only the
performance of their own stores. This report can help users to analyse the performance of their stores via the

daily footfall, outside traffic, and turn in rate. This report will be able to answer key questions such as what is the
footfall performance compared to the previous day, and has the traffic flow improved based on the previous day.

Download a copy of the sample report via this link.
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Report #3: Store weekly sales conversion report

The FootfallCam weekly sales conversion report will be able to provide managerial executives such as operating
managers and marketing managers a true measure of key performance index by combining the footfall data with
the sales data. The report will offer a league statistics table that compare the historical highest and lowest sales
conversion figure, along how it is ranked amongst other stores within the same company. Head office may
provide the store managers the report to have an idea on how well the store is doing within the company, without
exposing the sales data of other stores within the same branch.

Download a copy of the sample report via this link.

STORE SALES CONVERSION

19.86%
- ’_\_,/—__

74,328
- 9.6-’-}?{'9___,.,

e

RE-SCWO01

Ren

NNEERLY REFURT

d: 04/06,/2017 - 10/06/201

20.18% v 0.32% Saturday

s 22.75%

1.85% 2643

LEAGUE STATISTICS

Weekly Conversion

% Co. Rank
This Store 20.11% 73/257
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Report #3: Store weekly sales conversion report
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Report #4: Store daily sales conversion report

The store daily sales conversion report is comparatively similar to the company daily sales conversion report.The
report will be generated when a user’s ePoS system uploads slaes data on a regular basis to the FootfallCam
Analytic Manager. The report is generated on a daily basis and allow store managers to monitor the performance
of their stores daily.

Download a copy of the sample report via this link.

RE-SCDO1

STORE SALES CONVERSION DAILY REPORT
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Report #5: Time comparison report

The FootfallCam time comparison report will enable managerial executives to compare the key performance
index of the same store in two different time periods. Some scenario in how this report may be use is to compare
the difference in customer profiling for a holiday weekend and a normal weekend, or pay days and non pay days.

Download a copy of the sample report via this link.

RE-STCO1
Report Period: 23/9/2014 - 23/12/2014
KPI1 Pay Day Non Pay Day Differences
Visitor Count 287 152 + B8.8%
Dutside Traffic 1630 1017 +60.2%
Turn In Rate 17.6% 14.9% +18.1%
Visit Duration 22 mins 12 mins +83.3%
Returming Rate 5% 3% + BA%
Sales Conversion 14.3 13.7% +4.3T%
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Specialty reports

Specialty reports are reports that are designed with a specific purpose for users. With the specialty level of
reports, store managers and head office executives will be able to determine the effectiveness of their marketing
campaign, whether they should extend or shorten the operating hours of the store, and to determine how to
allocate their staffing resources.

The table below breaks down each of the individual report under the specialty level along with their list of key
users for each reporting option.

Name of report

Marketing effectiveness
report

Company opening and
closing time analysis

Store opening and closing
time analysis

Predictive analysis

Queue counting report

F100330-04

Usage of report

To determine how well the marketing campaign did by comparing the key
performance index of three different time periods. This report will enable
marketing managers to determine the perfect promotional strategy to cater to
their demographics.

Benchmarking for the store hour optimisation to determine when a store should
open and close. Doing so will enable the store managers to adjust the
operating hour of the store and save resources on staff allocation.

Review the opening and closing time analysis of stores based on the outside
traffic data picked up by the FootfallCam to determine the most opportunistic
moment and adjust the operating hour of the individual store based on the
opportunities.

Using artificial intelligence to predict the footfall level of the coming 14 days
based on the footfall trend of the previous 14 days to allow store managers to
predict how many staffs and supply of goods should be allocated.

Queue counting option that allow retailers to be updated in real time of how
many customers are waiting in a queue to determine the average standing

waiting time of a customer per till and how often do customer leave without
purchasing anytime due to a long queue.
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Report #1: Marketing effectiveness report

The FootfallCam marketing effectiveness report will provide both head office executives and store managers with
comparative analysis on campaign performance, by comparing three time periods of before the campaign, during
the campaign, and after the campaign. Users such as marketing manager, operating manager, and store
managers will be able to answer questions such as whether their marketing campaigns had any return on
investment and whether brand awareness was raised after the campaign. They can also determine whether their
mode of disseminating the campaign alerts was effectiven or not.

Download a copy of the sample report via this link

RE-EMEO1
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Report Period: 23,/11/2014 - 29/11/2014 [Week 4
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Report #1: Marketing effectiveness report
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Report #2: Company opening and closing time analysis

The FootfallCam company opening and closing time analysis report provides a macro view into the operating
hours of all stores that are associated with the company. The report will be able to show head office executives
with how many opportunities are missed by the store due to closed operating hours and how many human labour
resources are wasted due to lack of customers during opening hours.

Download a copy of the sample report via this link
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Report #3: Store opening and closing time analysis

The store opening and closing time analysis report will provide store managers and operating managers with a
benchmark for optimising the operating hours of the stores. By using the wifi signals of mobile devices of
consumers, FootfallCam will measure the outside traffic of the store and help the manager review the opening
and closing time.If there is a lot of traffic within the area after the store has closed, the manager should consider
extending the operating hour of the store. Alternatively, if there is low traffic during the early store opening hours,
the manager should consider opening the store at later hours.

Download a copy of the sample report via this link

RE-ESO01
Camberly Store: Opening & Closing Time Analysis
Report Period: 23/11/2014 - 29/11/2014 (Week 47)
= | = |
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Day Extended hour | Expected hour T kel hour
Current Suggested Current Suggested i
Monday 8:30am 5:00am 7:30pm 8:00pm +1h A J8.5% M/A
Tueday B:30am B:00am -th M A 1h
Wednesday 10:00am 9:00am -2h MAA Zh
Thursday 10:00am 5:00pm B:00pm -1h M /A 1h
Friday B:00am 6:00pm +1h & 29 305
Saturday B:00am 7:30pm +Zh & £8.90% /
Sunday T:00am B:00am 5:00pm +3h A 78.9% NJA

* Suggested lime based on Big data analysis from past 4 week and last year same week

F100330-04

C4 Public Information

Page 35 of 45


http://www.footfallcam.com/Content/data/documents/Download%20Page/Reporting/Store%20Opening%20And%20Closing%20Report.pdf

Report #4: Predictive analysis

The predictive analysis report utilises artificial intelligence learning based on the historical data of the previous
two weeks and is an essential tools for retailers in optimising staff levels and allocating supply of goods within
their stores. Store managers using the predictive analysis will be able to predict the footfall level of the coming

two weeks to plan ahead.

Download a copy of the sample report via this link

PREDICTIVE ANALYSIS REPORT

Thursday 19/10/2017
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Last 14 days Next 14 days
Date Visitor Count Date Visitor Count
Fri 06/10 220 Fri 20/10 281
Sat 07/10 264 Sat 21/10 325
5un 08/10 185 Sun 22/10 212
Man 09/10 192 Mon 23/10 234
Tue 10/10 21 Tue 24/10 236
Wed 11/10 218 Wed 25/10 261
Thu12/10 234 Thu 26/10 249
Fri 13/10 241 Fri 2710 243
Sat 14/10 353 Sat 28/10 328
Sun 15/10 178 Sun 29/10 196
Mo 16/10 186 Man 3010 197
Tue 17/10 305 Tue 31/10 194
Wed 18/10 261 Wed 01/11 220
Thu 19/10 264 Thu 02/11 253
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Report #5: Queue counting

Queue counting report will help store managers to identify the queue wait times, queue lengths, and whether
specific tills are mannered or inactive in order to improve customer service and customer experience. Queue
management system offers both live information and historical data of queue. Queue live data will help store
managers to deploy existing staff when there is a shortage of workers manning the cash desk while historical
data can help with staff deployment planning based on peak hours when potential customers may be loss due to
excessive queue lengths. Some key questions store managers will be able to answer are what is the average
queue time per customers, and how many till is needed at which hour.

Download a copy of the sample report via this link
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Report #5: Queue counting

Store A: Queue Counting Live Dashboard

Opened Lane Closed Lane Suggested action Number of people
waiting in the gueue
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Report #5: Queue counting

Company A: Queue Counting Live Dashboard

Stores with maximum
lane opened

5

Store
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Covent Garden Metra
Regent 5t Metro
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Dean 5t Metro
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Fleet St Express

Waterloo Rd Express

St Katharines Way Express

Tooley St Metro
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Shopping mall level reports

FootfallCam counters in shopping mall will be able to assist shopping mall developers and overseer with zones
identification to maximise the rental of stores. Shopping mall owners can determine which zone of their mall
receive the most traffic and adjust their rental value for tenants accordingly. With the option to review staff
planning, customer engagement, and marketing effectiveness, shopping mall developers will be able to gain in
depth analysis that will help their mall grow.

The table below breaks down each of the individual report under the shopping mall level along with their list of
key users for each reporting option.

) With monthly insight into the shopping mall performance, overseers and
Shopping mall monthly develops will have analytical insight into the total visitor count of their mall and
report to quantify customer loyalty in certain areas or zones.

A daily run through of the performance of the shopping mall in comparison of te
Shopping mall daily report previous day. Management can implement better personnel allocation based on
the peak traffic in area.

Identifiable zones within the shopping mall can be viewed in terms of trend in
Zone analytics report determining which area of the shopping mall garners the most sales
opportunities and tenant rental value may be adjusted accordingly.

) A comprehensive report on the footfall data of each individual counter installed
Shopping mall counters in the shopping mall that list the total number of visitor count recorded by each
daily report individual counter on an hourly basis.
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Report #1: Shopping mall monthly report

Shopping mall monthly report will provide users with a quick overview of the performance of the shopping mall
and whether it has seen an increase in the number of visitor count in this month from the previous month.
Additionally, shopping mall owners will be able to view which area of their shopping mall garners the most traffic
and their performance against the previous month.

Download a copy of the sample report via this link
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Report #2: Shopping mall daily report

Shopping mall daily report from FootfallCam will enable the customer to receive key performance index based on
multiple metrics such as total visitor count, visit duration, returning customer, and distribution of traffic flow. With
this data, shopping mall developers and overseer will be able to determine the customer behaviour of consumers

and the peak hours of traffic. With the knowledge of traffic peak, marketing team will be able plan the peak hours
of marketing campaigns.

Download a copy of the sample report via this link
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Report #3: Zone analytics report

Shopping mall zone analytics report will be able to determine the engagement of visitors in different zones.
Management of shopping mall will be able to use the statistics derived from the zone analytics in analysing the
sale opportunities of each zone. Through the sales opportunities, they can determine the value of space in each
zone and value the rental of tenant accordingly. Additionally, with insight into the peak zones, resources such as

cleaning staffs may be allocated to area that are used more often than quiet areas.

Download a copy of the sample report via this link
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Report #3: Zone analytics report

RE-MARO1
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Report #4:. Shopping mall counters daily report

The FootfallCam shopping mall counters daily report provide a comprehensive overview into the visitor count
recorded by each individual FootfallCam counters installed in the mall on an hourly basis. Shopping mall
developers may review this report to have a quick overview at the peak hours of each mall to determine the peak

hours of each zone.

Download a copy of the sample report via this link
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