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CHAPTER |
INTRODUCTION

This chapter discusses about the background, goals of technical practice, and also
brief explanation about the duration and place to do technical practice.

1.1. Background

Department of Industrial Engineering (PSTI), Faculty of Industrial Technology,
University of Atma Jaya Yogyakarta (PSTI UAJY), commands all students to do
technical practice along with the stated curriculum in department. PSTI UAJY sees
industrial practice as a media for students to know the environment of work,
industry, and also grow, elevate, and innovate the ethic of professional working, as

an Industrial Engineering graduate ahead.

Industrial practice can be said as a professional simulation for Industrial
Engineering students. The paradigm is that within technical practice working days,
students work in their chosen company. Work, in this statement includes planning,
designing, improvement, implementation, and solution. Therefore, in technical

practice, the activities done by students are:

a. Recognizing the scoop of company.

b. following the business process continously of a company.
c. Doing the assignments given by supervisor or field coach.
d. Observing the system.

e. Compiling written report.

f.  Doing technical practice’s examination.

Industrial Engineering is a field of study related with planning, designing,
improvement, and installation of an integrated system, consists of Man, Machine,
Material, Method, Money, Energy, Environment, and Information. In addition,
scope of Industrial Engineer are an integrated system between aspects mentioned
above (Man, Machine, Material, Method, Money, Energy, Environment, and
Information). This means that in doing the responsibilities, Industrial Engineer has

to see the activities based on its integrated system’s point of view.

Area of comptencies for Industrial Engineer are including:



1. Work System Design and Analysis.

2. Production Planning and Controlling.

3. Inventory Management.

4. Quality Control System.

5. Material System.

6. Logistics and Supply Chain Management.
7. Product Design and Improvement.

8. Occupational Safety and Health.

9. Manufacturing Facility Planning.

10. Organizational Management.

11. Cost Analysis.

12. Industrial Feasibility Analysis.

13. CAD/CAM and Process Design, and others.

1.2. Purpose

Things to be achieved through the implementation of industrial practice are:

a. Practice self-discipline

b. Practice the ability to interact with employees

c. Practice the ability to adapt with working environment

d. Observe directly the activity of company in running the production and
business

e. Complete the theories in college with the real condition in factory

f.  Enhance the knowledge about production and business system

1.3. Date and Place

This industrial practice started from July 9th 2018, up to October 9th 2018, in
PT.aCommerce Solusi Gemilang Sahid Sudirman Center, Jendral Sudirman Street
kav 86, Central Jakarta. The performance of this technical practice will be
continued with preparation of report, assessment, and also examination of

technical practice or internship.

In this technical practice activity, student roled in Digial Marketing Department.



CHAPTER II
COMPANY OVERVIEW

This chapter discusses about the history, organizational structure of company, and

management in PT. aCommerce.

2.1. A Brief History of The Company

Not only being one of the largest series A funding in the South East Asian region
but also a total of 1400 employees and staff operators all across the biggest market
in Southeast Asia naming Indonesia, Thailand, Singapore, Malaysia and
Philipines, aCommerce is currently the region’s leading ecommerce enabler or
sevice provider in the region. With the global brands such as L’'Oreal Group, LINE,

Abbott, Unilever, Nescafe and more as the customer.

aCommerce was established in May 2013 and headquartered in Bangkok.

aCommerce Statistics November 2017 4 aCommerce
ORDER
SEEHRS DISPATCH/DAY OFFICE & FULFILLMENT
262 1 5K UNITS STORED CENTERS OWN FLEET
1 M zo COD/MONTH DELIVERIES/DAY
STAFF INBOUND UNITS/ $ 8M 2 .SK
1400 o
GSOK ORDERS SHIPPED

Southeast Asia's leading ecommerce enabler for brands

Figure 2.1. aCommerce Statistics November 2017



Table 2.1. Historical Timeline of aCommerce

Year Event Description
The Company is Paul Srivorakul, Tom Srivorakul, and John Srivorakul begin building
2013 |Founded aCommerce and secure $3.1 million in funding led by NTT DOCOMO
Ventures.
Secures $10,7M, The funding was organized by founding investor Ardent Capital, and led by
Largest Series Ain Inspire Ventures, a Bangkok-based firm, with participation from NTT
2014 |Southeast Asia DOCOMO; Sumitomo Corporation Equity Asia Limited; Sinar Mas
aCommerce employs |Provides ecommerce solutions across four countries and serving 100+
over 300 staff clients with plans to expand to more markets.
Company grows 8x 1. Indonesia becomes the company's greaterst driver of revenue
year-on-year revenue |2. Over 33% growth on average month-on-month
3. Regional fulfillment center capacity reaches 9,332 sgm
Raises $5M ahead of |Existing backers Ardent Capital, Indonesia conglomerate Sinar Mas and
2015 Series B Inspire Ventures show confidence in aCommerce growth.
Opens 7,700 sgm The new fulfillment center was opened to meet the increasing demand for
Bangna fulfillment warehousing capabilities and order fulfillment.
center in Thailand
DKSH buys 20% stake |150-year-old Swiss market expansion services provider, DKSH, buys 20%
in aCommerce stake in aCommerce to further expansion into Asia.
ecommercelQ is aCommerce very own research unit dedicated to educating the ecommerce
launched with Google [market in Southeast Asia holds its first summit partnership with Google
Thailand. Over 200 top execs from the country’s biggest brands and
retailers attend the closed-door event.
Raises $10M Bridge [To prepare for Series B, aCommerce secures funding from Telkom
funding led by MDI Indonesia’s fund, MDI Ventures, Austraila-based fund Blue Sky and existing
2016 |Ventures partner, DKSH.
Yy cam opens aCommerce Indonesia officially has grand opening for the 4 level
6,500 sgm Cawang ) . ’ L
fulfillment center and mez;amne warehouse to serve Southeast Asia’s booming markgt. Thisis in
17 hubs addition to the Bandung FC and Surabaya FC opened earlier this year.
aCommerce expands |The company begins operation in Singapore to help brands solidified
into Singapore their regional presence.
aCommercg eXpangs Begins the operation in Malaysia for the existing clients, expanding the
operations into ) . . 1
) coverage to the total of five biggest markets in Southeast Asia.
Malaysia
PP 2.1’100 sam Answering the growing demand from the clients, aCommerce opens two
new fulfillment centers : ; . " .
. . new fulfillment centers in Bangkok and Manila with the capacity of 20,000
i fialiand.and sgm and 1,100 sgm respectively
Philippines ' -
aCommerce wins aCommerce is awarded the Global Premier Partner Awards for Search
Google Global Premier |Innovation and won two Google Premier Partner Awards in Search
Partner Award Innovation and Growing Online Business for all Southeast Asia, beating
2017 |for Search Innovation |hundreds of other agencies.

ecommercelQ
launched LEAP, the
first ecommerce
executives program for
professionals

LEAP stands for “Leadership Ecommerce Accelerator Program” and it's a
10 weeks curriculum created by ecommercelQ and Thailand’s most
prestigious business school Sasin to provide the advanced knowledge and
skills needed for professionals to do ecommerce successfully in Southeast
Asia.

Raises $65M in a
Series B funding round
led by KKR-backed
Emerald Media

aCommerce secures $65 million in a series B funding round led by Emerald
Media, a pan-Asian platform by global investment firm KKR, with
participation from existing investors including Blue Sky and DKSH.




2.2. Organization Structure
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Anissa Kinasih
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Figure 2.2. Organization Structure



2.2.1. Job and Responsibilities

1.

CEO (Chief Executive Officer)

As the company toppest management, the CEO responsible for anything
inside the company. Being the face of the company and leading the
company to the future.

CMO (Chief Marketing Officer)

The company has many division (ex: marketing, logistics, technology and
etc) CMO is the one who responsible for each division they lead. Being the
top in departments the CMO also responsible in reporting the department
performance to CEO.

RMOH (Regional Marketing Operation Hub)

Responsible in observing and directing the all over marketing division in
Acommerce such as CRM, PPC, SEO, SEM, AMT and Creative.

Manager

Responsible for the marketing division that he/she leads (ex: CRM
manager, PPC manager, and etc)

Team Lead

Responsible for securing clients in the country he/she leads and also
responsible for the execution (ex: CRM ID Team lead, CRM TH Team lead
and etc)

Specialist and Analyst

Responsible for the execution and also support the team lead in order to
improve the client satisfication and generating more revenues to the

company.



2.3. Company Management
2.3.1. Core Values
Core values act as the foundation of aCommerce work culture. These are several

core values at aCommerce:

Customer Above All
Solve Problems
Lead By Example
Keep It Real

o > wnhPE

Lean On Your Teammates

CUSTOMER ABOVE ALL

Without our customers, there is no aCommerce. Our partners and customers are our allies
in competitive landscape and as a service-oriented company, their success is our success.

Replace | can not” with “I'm on it®
cerenes SOLVE PROBLEMS
success in tackling a challenge

Earn your respect through results and reliability, net seniority. No task is beneath you or anyone in the company.

Work smart, voice your opinion, make magic
KE E p I I R EAI but have a life outside of work. Healthy and
happy individuals make productive workers.

Collaboration builds better teams and stronger members. Together we are a more unified #aTeam

Figure 2.3. aCommerce Core Values



2.3.2. Welfare and Benefit
1. Facilities

a.

Laptop
Laptop is given to all the employee to do their work and to order to
keep their personal and working related files.

2. Employment

a.

Shift from 09:00 AM — 06:00 PM
The usual shift for employee in acommerce. But the working hours
could be really flexible as long as their keep their job and works

done.

3. Welfare

a.

Health Insurance

Including medicine, health check in hospital, hospitalization and etc.
If its a male employee this insurance includes his spouse and two
of his children and if its female then the insurance just include the
children of the employee.

Lunch

Free lunch at Monday, Wednesday and Friday. The free lunch in
form of buffet that already being prepared by company.

Free Parking

In form of reimbursement.

Bonus

The bonus given according to the employee’s work performance.

Leave

Table 2.2. Type of Leaves

Number
Type of Leaves of Days
Normal 12
Marry 3
Pregnancy 120
Sick -
Mulsim Pilgrimage 15
Circumcission 3
Death of Family 1
Member
Maternity Leave 3




THINK AND ACT
LIKE A CHIEF

Coffee Break discussion with
one solid example of a chief !

19.10.2017

Cynthia Tenggara
Co-founder and ce0 of (Berrykitc

miall in 2012 with four employees
the business employs at
000 boxed food units dally.

\/
l’brnmmlhnk"

Di akhir sesi, kamu dapat mengajukan
pertanyaan mengenal promo-promo menarik
(KTA, kartu kredit, dan lain-lain) dar Bank Permata

Figure 2.4. Extra Activities



CHAPTER 11l
REVIEW OF ENTERPISE SYSTEM

3.1. Company Business Process

Business Process
Brand Commerce Finance and IT Support or Logistics and
Client Legal PP Digital g T 9
Accounting Integration
MAKE AN
ORDER OR
DEMAND
RECEIVE THE
CLIENT DEMAND
GHECKING THE
PROFITABILITY
REJECT THE
NEGOTIATE CLIENT OR
NEGOTIATE CONTRACT
No ‘APPROVED?
Yes
CONTRACT
SIGNING
INTEGRATE THE
GLIENT'S DATA
L2 2 12
RECEIVE THE RECEIVE THE RECEIVE THE
il CLIENTS IENT
DEMAND DEMAND DEMAND
COMPLETING COMPLETING COMPLETING
THE DEMAND THE DEMAND THE DEMAND
FROM THE FROM THE FROM THE
GLIENT CLENT GLIENT
REPORT TO THE REPORT TO THE REPORT TO THE
CLIENT CLENT CLIENT
MONTHLY MONTHLY MONTHLY

CHECK THE
REPORT

Phase

Figure 3.1. aCommerce Business Process
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3.2. Type of Services
There are several services that is provided by aCommerce in digital marketing,

such as:

1. Performance Marketing

Optimize online campaigns in real-time to achieve desired business results. Be
one step ahead of competitors with access to the newest digital marketing
technology and maximize online activity with personalized ads.

a. Search Engine Optimization (SEO)
Be on the front page of Google to increase volume and quality of traffic to site
organically. aCommerce SEO experts ensure website and products can be easily

found online by making every word on the website count.

b. Search Engine Marketing (SEM)
Maximize visibility in search engine results pages by complementing SEO
strategy with Paid Search Ads (PPC). ACommerce help maximize performance

by getting the right keywords, ad copies, landing pages, bid strategies, and more.

With staff qualified through Google exams for products like Adwords, Google
Analytics, YouTube, and other Google products, rest assured aCommerce got you
covered.

Partne
'?'x \".
I .‘li i : vf } ‘,

Figure 3.2. Google Partner Award

11



c. Facebook Marketing

Getting an “A” for acquisitions

30% 20% 15%

Figure 3.3. aCommerce Facebook Success Story

As the largest social media channel in Southeast Asia, Facebook plays a big part
in customers’ everyday digital life. aCommerce helps you tap into this audience
by optimizing brand’s Facebook page in real time and delivering desired business
results by tailoring content to produce sales opportunities and lead generation.
ACommerce go beyond organic Facebook reach by helping ecommerce brands
and retailers drive more sales using the latest Facebook ad products. Whether it's
Newsfeed Ads, Carousel Ads, Retargeting and Lookalike Targeting campaigns,
and Mobile App Install campaigns, aCommerce understand what’s required to
drive performance.

d. Line Marketing
aCommerce manages brands and retailers’ LINE accounts by offering customer
care, custom campaigns and coupons, chat bots.

e. Display Advertising
Enrich advertising message with interactive content in the form of text, graphics
and video ads. ACommerce manage ad placement and maximize budgets by
targeting the most relevant audience. Through aCommerce Affiliate platform,
reach customers across major publishers in Southeast Asia and pay only for
performance. Publishers in aCommerce network accept CPC, CPL, and

Commission based offers.

12



f. Retargeting
Only 2% of web traffic converts upon first visit and retaining existing customers is
five times more cost-effective than acquiring a new one. aCommerce retargeting
keeps brand fresh in front of an audience and reminds customers what they may

have missed from their first website visit.

g. Email Direct Marketing & Trigger Emails
Email marketing is the single biggest driver of sales in ecommerce and an
important retention tool for business that allows you to reach a larger audience at
a lower cost than other channels. It consistently delivers the highest ROl when

done right.

aCommerce EDM team ensures all campaigns are engaging, interactive and
personalized with products and promotions for different customer segments.
Deliver only the best email marketing campaigns to customers with mobile

responsive designs, customer segmentations and personalization.

h. Content Marketing & Native Advertising
Distinguish online presence and increase brand awareness by sharing only the
best content audience will appreciate. Native ads drive 9% higher brand affinity
and 18% purchase intent response than traditional banner ads.

Brand identity is what differentiates you from competitors and aCommerce will
create and deliver an online narrative that best resonates with customers.
Through aCommerce experienced content production team and wide network of

publishers, aCommerce make sure it reaches the right audience.

i.  Online-to-Offline Campaign
Let offine presence complement online channels. Use website to drive
customers to a physical store or complement digital campaigns with offline activity
to create a multi-dimensional user experience. Capture their attention and

strengthen brand presence with marketing initiatives that exist in both worlds.

13



2. Analytics

ACommerce believe in data. It is a big part of aCommerce decision-making
process. Analytics provide insight and through data collected from digital
marketing channels, ecommerce platform, and back-end systems, aCommerce

implement the best strategy to improve online performance.

a. Google Analytics
Trend reports allow us to emphasize the campaigns that generate the most sales
for business. Understand user behavior with advanced website metrics — they
include: product impressions, product clicks, product views, add to a cart, initiating

the checkout process, transactions, and refunds. Data drives the bottom line.

b. Mobile Analytics
Understanding user behavior on mobile with mobile-centric analytics tools is key
to mobile growth strategy.

Reach users on a device they always have on hand to provide them personalized

recommendations and strengthen the brand-customer relationship.

c. Real-time Dashboards
Monitor the performance of all channels with real-time dashboards. See a holistic
view of all campaigns in one place, ranging from top-funnel metrics down to the

lowest-funnel metrics.

aCommerce integrates data across multiple sources and platforms to be able to

maximize and test the best strategy to meet business objective.

14



3. Site Audit and Consulting

Our experts will enable company to achieve specific goals whether you are a
small boutique or pure play ecommerce business. ACommerce filter through the
hundreds of online marketing tools to implement the one that will maximize
marketing budget. And because aCommerce believe in transparency,
aCommerce reporting will take you step by step through the progress of current
campaigns and digital marketing initiatives to find areas for optimization.
ACommerce take data driven action and it shows in aCommerce clients results.
v/

* Demographics & paychographics

* Madia consumption

« Purchasing bahavior * Search & display /

* Customer ifecyclas 8 @ Strategy & « Re-marksting NN\ S
Customer « World-of-mouth SNo——
Research « Email

* Social
* CRM

« Ordar cancallation & refunds
* Raturn shipping

« Parsenalization & recommendaticns
* Customar survays & feedback

«Homepaga
+ Landing pages

* Shipping & dalivary

* Real tima crdar tracking
« Packaging

* Notificaticns

« Offars and promotions
* User spacial pagas

« Search and filtaring

* Catsgory browsing

* Sorting and ordaring

* Product praviews

« Parsonalization & recommandations

* Guast chackout b i

* Paymant options Product

« Shipging option Discovery
SITE & MARKETING AUDIT SEecmo s

+ Order confirmations.

Holistic framework
to identify opportunities e il e

throughout user journey b e : e _

Figure 3.4. Site and Marketing Audit

4. Branding

The number one factor that drives customers to make purchases are emotions.
aCommerce, through aCommerce online marketing, ensures all brand
touchpoints with customers create positive experiences to nurture brand loyalty.
aCommerce combines consumer insights and new digital marketing software to

personalize campaigns and activate new customers.

5. BrandIQ

BrandIQ is the newest service that is launch by aCommerce. It is an online
marketplace (Tokopedia, Lazada, Bli”, Shopee and etc) data analytics platform
that visualizes the brand’s performance against competitors that could support the

client to create a better online marketplace strategy.

15



CHAPTER IV
REVIEW OF PROJECT

4.1. Scope of Work
Digital Marketing is one of the activities and services from aCommerce. Digital
Marketing divided into several sections and role:

1. MPS (Marketing Planning and Strategy)

The main task of MPS to maintain communication with the clients,
measuring performance for the rest of the marketing and analyze the data

which the outcome is the strategy and plans for the customer / clients.

2. PPM (Pay Performance Marketing)
a. SEM (Search Engine Marketing)
SEM role is to advertise the client’s product by utilizing the google
search engine. (Google Ad Words)
b. PPC (Paper Click)
PPC role is to advertise the client’s product by utilizing mainstram
social media such as Facebook. (Facebook Ads)
3. Creative
The main task of creative is to support the digital marketing activity by
making anything related to design.
4. SIM (SEO and Influencer Marketing)
a. SEO (Search Engine Optimization)
SEO role is to advertise the client’s prodcut by using utilizing the
google organic search engine.
b. Influencer Marketing
Influencer Marketing is to advertise the client’s product by utilizing
influencer such as youtuber or influencer in social media such as
instagram
5. AMT (Analytics and Marketing Technology)
AMT main task is to compile all of the data related to the digital marketing
department and analyze it. The outcome is the recomendation of the
appropiateness of the activities within digital marketing such as tighten the
budget, stop the development because it's not profitable or to continue as

is and continue with a bigger budget.

16



6. CRM (Customer Relationship Management)
The main task of CRM is to support the client to maintain the
communication to the customer such as email promotion and etc.
7. BrandIQ
BrandIQ Marketing role is to maintain,visualized and report the analyzed
data such as brand performance, marketplace insights, consumer
sentiments and etc from the platform for the client to compare the data to
their competitors.
The job of the author is to act as CRM and BrandlQ intern that helps the
segmentation and improvement of EDM and machine learning process in BrandIQ.
The author is working with Harrys Mahendra as CRM team lead and BrandlQ

product manager and also Akbar Rachman Hakim as EDM analyst.

4.2. Responsibility and Authority

The author has two roles and responsibility in digital marketing department.

4.2.1. CRM

CRM or Customer Relationship Management is the department that support the
client on maintaining their relationship with the customer like an email promotion
to sent a “campaign” using third party platforms such as: campaign monitor and

mail chimp. aCommerce called this activities EDM (Email Direct Marketing).

Share of Orders Conversion Rate (CVR) Average Order Value (AOV) Cost Per Order (CPO)
CH CEI— CI— i
' 17 " 0.83¢ | 23 ] sn
o
T v O CHR
A 10 0.51% 4
j | ) 1
= 4 I i b

#1 REVENUE DRIVER FOR ECOMMERCE

Figure 4.1. Revenue Driver for aCommerce

As the biggest driver revenue in digital marketing services EDM is considered as

one of the most important activites in the department.
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Table 4.1. List of Campaign and Brands

Days of Week Brand

Sunday Uniglo

Monday *none*

Tuesday Khiel's

Uniglo

Wednesday Adidas
Samsung EPP

Thursday Adidas

. Uniglo
Friday Samsung EPP

Saturday Adidas

Not Fixed Lakme and Eiger

The responsibilities of the author:

1.

Resizing the design from the creativity department into a design that is
more compact that would fit in email.

Edit the content and the layout of the email.

“‘Blast” the email (EDM) to the customer according to the campaign
timeline.

Support the other digital marketing team if they want to send an email to
the client, client’s partner and the customers.

Add the new recipient for campaign monitor and mailchimp

Make an monthly report about the results of e-mail promotion to the clients
and MPS.

Segmenting the client to improve the percentage of open rate or click rate

that leads to higher conversion rate.
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4.2.2. BrandIQ
BrandlQ is the newest service that is launch by aCommerce. It is an online

marketplace (Tokopedia, Lazada, Bli”, Shopee and etc) data analytics platform that

visualizes the brand’s performance against competitors that could support the

client to create a better online marketplace strategy.

There are several features of the BrandIQ platform such as:

1. Brand Monitor: Use to track the marketplace performance and make data

backed business decisions.

a.

Shelf: See a breakdown of the sellers and the share of shelf on the
marketplace. There are 3 seller in the marketplace namely:
i. Official Seller : The brand itself who sell in the online market
place, example : Adidas
ii. Authorized Seller : The official distributor or reseller,
example : Sports Station
iii. Grey Seller : An individual or anyone that sell product for
their own profit, example : Joni that sell adidas sports shoes
Product: Monitor the pricing trends of SKUs (Stock Keeping Units)
and when discounts or promotions were activated.
Search/Category Rank: Analyze where the client rank on the
marketplace against your competitors.
Voice: understand what the consumers are saying about the

brands.

2. Insight Tools : Work with the innovative tools to get ahead of the

competitors

a.

Daily Snapshot: To get a daily brand insights delivered to the client
inbox every morning.

Compare: Compare the pricing trends of SKU’s and benchmark
against category trends.

Group & Bundle: Simulate the bundle of SKU’s and see how the
SKU’s could perform in the market.

CRM: Understand everything about the customer and forecast their
behaviour.

Get Alerts : Get price and Customer Feedback alerts in real-time

and take the quick actions
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The author responsibility is to help with the machine learning process on the
platform by classifying and breakdowning the customer sentiments or review
(¥15.000 comments) in the marketplace that would represent the customer
satisfaction on the brands. (Brand Monitor:Voice Section)

Several authorities had been given to the author:

1. Authorities to use the desk in the open office and use all of facility on the
office, such as: meeting rooms, internet and etc.
Authorities to use an official email from aCommerce.

3. Authorities to use and ask any kind of information as long as it helps for
benefiting the company.
Authorities to see the “back end” on the BrandIQ platform.

Authorities to edit the website and platform of BrandlQ. (www.brandIQ.asia)

Authorities to edit and use Mailchimp and Campaign Monitor.

Sy RAISES
IN 2017

LED BY EMERALD MEDIA

ecommerce'®

LAUNCHES WITH GOOGLE

i

PR RAISES BANGKOK CPEN A NEW

Sl2°:M 21000

SOM B2C/BI8 WARENOUSE

P s cures
$ 107M

LARGEST SERIES A
IN SOUTHEAST ASIA

T W e
ﬁk # INNOVATION

AWARD 2017

THE COMPANY
IS FOUNDED &&& CENTGR AND T Ml
EMPLOYS OVER
3.IM 300+

IN FUNDING

Figure 4.2. aCommerce’s 2018 Milestones
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http://www.brandiq.asia/

4.3. Methodology of Work Implementation

The methodology of work implementation will be divided in two sections based on

the author roles.

4.3.1. CRM

CRM has two important type of activities and it has different process and

methodology. EDM frequency depends on the timeline campaign given by the

client and report to MPS is done monthly.

1. Email Direct Marketing (EDM) & Trigger Emails

Creativity Team

4

Wait until they done
the raw design

\ 4

Start resizing the
raw design into an
email size picture

Check the schedule

\ 4
Check if the raw
design done by

creativity team or
directly to CRM

raw design?

CRM Team

4

Communicate with
the client on how
they want the
campaign design

\ 4

Start designing

4_

NO

v

Waiting for
Approval from the
client

!

NO

Approved?

Figure 4.3. Work Methodology for EDM
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Start slicing the
picture

\ 4
Open campaign
monitor or
mailchimp based on
client

Y

Choose the
campaign

!

Make the subject of
the EDM

\ 4
Edit the content and
the layout of email
based on the
approved design

\ 4

Choose the
recipient based on
the segmentation

BLAST the email

) 4

4 >
( END
N
Figure 4.4. Work Methodology for EDM (Cont’d)

The first things to do to schedule the email is to check the schedule in googlesheet

that is being shared with the acommerce.
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EDM calender 2018 "
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Figure 4.5. Campaign Schedule

After checking the schedule, CRM team has to sync the client schedule with other
client and also checking the raw design using a 3rd party platform called trello.

Campaign Pipeline Scheduled Sent Emails

D fiis—y
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= 01 o3
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- O3l = ©1 22 H13
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Orang Utan 9( ) Man United
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Figure 4.6. Campaign Pipeline in Trello
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Either the CRM team or Creative team design it needs to be approved by the clients
to proceed into the next steps which is slicing using photoshop software in order to
fit with the email image standard.

@ onspas v
50 [t00 [150 [200] [250 [300 [350 [a00 1|40 |soo |[s50 [6oo o |7
Wy ne Vst ol anine

50 o

THE NEW ZNE
FAST RELEASE HOODIE

Alightwaight comfortable hocdie with a fastreleass zipper

Figure 4.7. Slicing in Photoshop

In this case Uniglo using 3rd party platform called Campaign Monitor. A platform
for “blasting” the email to their customer. In campaign monitor firstly need to write

the subject and also the content of the email.

Name this campaign

me is shown in y =  your er rchive.

Write a subject line
Originals dan Dragon Ball Z: Get Ready for The First Battle.

_ ol

Who is it from?

I'm done, return to the snapshot + g

Figure 4.8. Subject Line
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Section settings

Layout and spacing

Baciground and bontar m

FFFFFF

Who should see this?

DESIGNED TO RUN
IN ALL CONDITIONS

Figure 4.9. Editing The Content of The Email
After doing some editing, the team needs to send this email with several

segmentation to define the recipient. In example in adidas there are “bahasa” and

“english” segmentation.

Adidas main list
[ nglish (89,791 Remove

Total unique recipients 89,791

Figure 4.10. Defining Recipient

After defining the recipient the email are ready to blast according to campaign
schedule.

When would you like to send this campaign?
‘You can send it right now or schedule a time in the future.

® Send it now

) Schedule for a specific time

Confirmation email

Send confirmation to the following email address when the campaign has been sent.

Send campaign now > or return to snapshot

Figure 4.11. Scheduling The Email
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2. Reporting to the client and MPS

START

Collect the EDM
data of customer in
campaign monitor

and mailchimp

!

Collect the data
from google
analytics on the
EDM transaction

!

Integrate all the
> data using
worksheet formula

!

Visualizes the
integrated data in
data studio, ex: Bar
chart, table and etc

A\ 4

Check if there are
any error in the
data

Check the details of YES
the data such as
formula, or any

other metrics

s there an
error in the
data?

Give the report to
MPS

END

Figure 4.12. Reporting EDM Data Methodology



For reporting to MPS or the client, first thing the CRM team have to do is to
download or export the results of the blasted email in EDM platform (Campaign
Monitor or Mailchimp). Not only that, but the CRM team also have to extract data
from a platform called “Google Analytics”, a platform that record the “visitor” or
“potential customer” that visit the website of the client’s product in order to observe
whether the customer making a transaction, Thus, it could also record the amount
total of transaction and transaction revenue. Google analytics can also filter the
visitor that visit the website by using an “UTM (Urchin Tracking Module)” in this

case is called newsletter/email.

! Analyeics 360 _m N wEen =

Q,  searchreports and help All Traffic @ B SAVE 4 EXPORT <] SHARE # EDIT | (5 INSIGHTS
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Treemaps 5
2000
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Referrals
1000
»  Google Ads
»  Search Console o
Sep 8 Sep 15 Sep 22 Sap 20
»  Social =
S anavvsis Primary Dimension: Source/Medum  Souree  Metum  Keyuord | Orner
o Secondary dimension = SortType: | Default ~ Q| advonces | BB |@ | T | 2| = |8
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2. m.facebook com / referral 2,156 (2343%) 2133 (2456 | 2218 (20235 91.43% 122 00:00:11 0.00% 0 (oo
3. (direct) / (none) 2,067 (22.46%) 1,981 (2292%) | 2810 (2381%) 36.44% 323 00:02:26 0.15% 4 (2667
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5. |facebook.com / referral 555 (603%) 653 (sany) | 612 (nse%) 84.97% 144 00:00:45 0.00% 0 (oo
6. linstagram.com / referral 300 (326%) 281 (3usw) 38 (290%) 26.10% 449 00:02:35 0.00% o oo
7. Facehook f Click 76 psxy 6B (079w | 7T (o7o%) 51.25% 208 00:00:24 0.00% o o
8. Facehook / Auc 60 (065w 17 (020% | 113 (103%) 78.76% 142 00:01:19 0.00% o oo
9. google/ cpe 85 (0.60%) 1 o | 150 037w 45.33% 430 00:05:18 0.67% 1 (667
10, lakmemakeup.co.id / referal 32 (0asw) 30 (035%) | 33 (0a0%) 69.70% 170 00:00:54 0.00% 0 o

showraws [ 10 3| soti[1 [ 1-100ra ¢ [ 2

This report was generated on 10/5/18 at 3:38.00 PM - Refresh Repart
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Figure 4.13. Google Analytics
After the CRM team done with the integration, the data is complete and its time to
visualizes the data in a very brief and compact way by using “Data studio”.
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"—;' Google Search Console Sep 5,2018 - Oct 4, 2018 -

| — 5 — : R 13M 15.7K 1.3%

Ovw i

Figure 4.14. Data Studio

In data studio it can visualizes the data by using various chart. The advantages of
google data studio is the platform already integrated with google sheet which
makes the user have an easier time to make chart and etc. not like the traditional

platform where the users have to manually input the data in chart to visualize.
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4.3.2. BrandIQ

Extract data from
Marketplace

\ 4

Filter information
from marketplace

\ 4

Breakdown the
customer
sentiments

\ 4

Filter the customer
sentiments to the
database

\ 4
Extract the
information from
database to the
system of BrandIQ

\ 4

< END >
Figure 4.15. BrandIQ Voice Methodology

The company using 3rd party called “The Scrapper” to extract the data from the
marketplace such as customer sentiments, products sold and etc. After that the
team has to filter what kind of information to be used and displayed in BrandIQ.
After that the team give the interns the sheet containing customer sentiments of

the brands.
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Figure 4.16. Extracted Data from Marketplace
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After the data has been extracted, now the interns have to breakdowns the

customer sentiments into several class and category.

The category such as:

1.

General: Usually contains words such as: good, very good, like, buruk and
etc.

Products: Contains words that related to the product. Example if the brand
is baby diapers then the sentiments that fit product category such as: “tidak
bocor” or “Bocor” or “tidak buat ruam pada bayi” and etc.

Delivery: Contains words related to the delivery services such as:
“pengiriman cepat sampai” or “Lama banget pengirimannya” and etc.
Services: Contains words related to the services that given by the courier
or the seller in marketplace such as: “dapat bonus” or “kurir nya ganteng”
and etc.

Packaging: Contains words related to packaging of the products such as:

‘pengemasannya rapi”’ or “dikemas secara buruk” and etc.

The class divided into 4 class which is:

1.

Very Good: contains strong positive words that expressing extremely
satisfied sentiments such as “Bagus Sekali” or “Sangat Bagus” and etc.
Good: contains postive words such as “bagus ya”, “good” and etc.

Bad: contains negative sentiments such as “pengirimannya buruk” or
“produk bocor” and etc.

Very Bad: contains strong negative words such as “sangat buruk”,

” and etc.

1 /Dody
Sebelumnya menggunalén sufor merk lain sehabis susu lu gumoh bynyak sekali sepert

walau proses agak Iamak pengemasan dan barang ses aj,good like

4Npromo bilang dapat hfdia i tdk ada dtg. Ibh baik lg€e\terus terangAdk dapat hadiah. jg
5 |Ce ;

6 produk susu sangat baik exp 2019, jika dibandingkan dgn yg lain harga ini jauh lebih muraf

Figure 4.17. Breakdowning Customer Sentiments

From the figure 4.17. The customer sentiments contains 5 keywords. First, “Walau

proses agak lama”, “Pengemasan”, “Barang Sesuai”, “Good” and “Like”. Now from

this 5 keywords the interns has to put it into the database “proses agak lama” will

goes into “General Bad”. “pengemasan dan barang sesuai” will goes to “Packaging

Good” also “good” and “like” will goes to “General Good”.
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|sanga recommended
direkomendasikan banget

rekomen banget

Activate Windov

Go to Settings to activ
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4.4. Work Results
4.4.1. EDM and Trigger Emails

A OLOBAL ICON OF PARISIAN CHE. MADE FOR ALL
INES DE LA fI}ESSANEE

;3]
Semangat French—chic

[ SeiEanE >
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eeny

Figure 4.19. EDM for Uniqglo
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Figure 4.20. EDM for Kiehl’s

The final results of EDM is the design of the email that will being sent to the client’s

customer. After blasting the email, the platform will record the performance of

email, such as open rate, click rate, conversion rate and etc.

33



"--....__, o —

b'S Sep, Tam 29 Sep, 11am 29 Sep, 3pm 29 Sep, Tpm 29 Sep, 11pm 30 Sep, 3am 30 Sep, Tam

Campaign Overview

® 10,915 Unigue opens 7% of all recipients opened so far
16,609 total opens to date

® 181 Bounced 30.76%0 dicked a link (3,357 people)
0.12% couldn’t be delivered

® 144,908 Unopened

Open rates are only estimates

0.04% unsubscribed (64 people)
1 person marked it as spam (0%)

0 shares across Facebook & email

Links Clicked
people clicked total clicks
3735 7 Giving you a 30.76% dlick rate. Made by 3,357 people
clicks per person didn't click
Average of all those who dicked. That's 69.24% of all those who opened.

Figure 4.21. Data Recorded on Campaign Monitor
From this results, the CRM Team would give an analysis and insight in order to
improve the segmentation to boost the click rate and other elements in EDM and

also this recorded data will be used in reporting.
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4.4.2. Report to MPS and Client

5 CRMRepartDash g+ CRMRepart Dashboard ‘o @
= ey = Csmpaen > =

A Geem 52 40030000 738818
Overall Performance o . .
Bd 060w 932%  099%  0.06%

e e 8- Trarascso

8, o
,fr:,/f,,vt,»';)
s
s
‘ Online vs Offline vs Others Performance
Ism.m Tronsactions  fevemse 0 2.05K 42 32,745,000 764,946
.

e 140K 6 3190,000 531667
oo 150 5 4095000 845000
676%  B72%  011%  04e% e

645%  427%  004%  0.05% o u

2352% 1819% 38B6%  013% o

YTD - vs lion Revenue

e T

e

17

YTD - ion Revenue vs AoV

[ mmsazzs

npiacanzen
R2suanio “
nvaszscn

Last Monthis Transactions Overview

Last Montis all campaicn transactions : 53 Lavt montis campaign ransactions | 33

Transactions by Country

Transactions & Avg. Order Value by City

Figure 4.22. Example of Data Studio Report for MPS
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Figure 4.21. explains the overall performance of the EDM of a certain brands.

There are several elements in the reports such as:

1.

Overall Performance

This include the recorded data from campaign monitor and google analytics
such as click rate, open rate, transaction and transaction revenue.

Online vs Offline Performance

This section would compare the transaction made by online customer and
offline customer.

YTD-Transaction vs Transaction Revenue

This section would explain the YTD (Years to Date) time range in term of
the transaction and transaction revenue.

YTD-Transaction Revenue vs AOV (Average Order Value)

This will explain and compare the revenue generated by the company and
the average value of the customer when doing transactions.

Last Month Transaction Overview

This section is to give the reader a grasp of information of the last month
EDM performance.

Transaction by Country

Amount of transaction by the country

Transaction & AOV by City

Amount of transaction specifically on AOV per City.

With these reports CRM Team are obliged to give an anlysis, insight and

recommendation to MPS or to the client in order to improve the overall EDM

performance.

36



4.4.3. BrandIQ

BrandIQ is a platform to give you several function or information about certain

brands according to the marketplace. In this results it will specifically given

information about the “Voice” feature of BrandlQ. Voice feature is to record the

filtered and classified customer sentiments to give a better analysis about certain

brands and again, seller in marketplace are classified into three categories: Official

Seller, Reseller and Grey Seller.

1. Overview

OBRANDIQ

voice N

Doing great!

Average ratings

Good to know!

Top Sentiments of

Seller Type

Doing great!

Positive Sentiments

Product Category m

Need action!

Top Bad Sentiments of

Reviews Contribution Reviews
Terima Kasih o, Bocor
3 - 8 2 STAR Good Sentiment | Mentioned: 466 89 /0 Bad Sentiment | Mentioned: 74
Official Seller times Official Seller times
Bagus 830/ Expire
1 . 37 STAR Good Sentiment | Mentioned: 433 o Bad Sentiment | Mentioned: 38
neseller times s times
Cepat 930/ Pengiriman Lama
0.8 smar Good Sentiment | Mentioned: 411 0 Bad Sentiment | Mentioned: 35
N times Grey Seller times
Grey Seller
4 Memuaskan Cacat
Good Sentiment | Mentioned: 250 Bad Sentiment | Mentioned: 18
times times
Murah Tidak Sesuai

Good Sentiment | Mentioned: 230
times

Bad Sentiment | Mentioned: 12
times

Figure 4.23. BrandIlQ Overview
In figure 4.22. it will give the information about the overview sentiments of a
certain brands. Such as:
1. Average Ratings : The rating given by customer
2. Top Sentiments Reviews : The most frequent sentiments or comment
by customer.
3. Positive Sentiments Contributions : The contribution from the seller in
the market place in term of postive sentiments.
4. Top Bad Sentiments : The most frequent “bad” or “very bad”

sentiments

37



2.

In Depth Analysis

IN-DEPTH ANALYSIS

'VIEW BY KEYWORDS  VIEW BY SENTIMENTS ~ VIEW BY TOPICS  VIEW BY TABLE

Total Keywords Analyzed: Total Reviews Analyzed:

3552 3484

Lagerd @ veryGood Keyword @) Good Keyword @) Bad Keynord @ Very Bsd Keyword Size of bubbie insicates fraquency of spperance

Figure 4.24. In-Depth Analysis

IN-DEPTH ANALYSIS

VIEW BY KEYWORDS ~ VIEW BY SENTIMENTS ~ VIEW BY TOPICS ~ VIEW BY TABLE

Total Key Iy Total

S

59 25
Positive Sentiments Negative Sentiments
70% of 84 Keywords tracked 30% of 84 Keywords tracked
Legend @ VeryGoodKeyword @ GoodKeyword @ BadKeyword @ VeryBad Keyword Size of bubble indicates frequency of apperance

Figure 4.25. In-Depth Analysis 2
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IN-DEPTH ANALYSIS

VIEW BY KEYWORDS  VIEW BY SENTIMENTS ~ VIEW BY TOPICS  VIEW BY TABLE

Total Keywords Analyzed: Total Reviews Analyzed:

3552 3484

PRODUCT
1
13% of total keywords

72% of total keywords are positive 64% of tatal keywords are positive 50% of total keywords are positive.
PACKAGE SERVICE PRICE
12 Keywords 10 Keywards 0 Keywords
14% of total keywards 12% of total keywords 0% of total keywords

83% of lolal keynards are posilive B0% of tatal keywords ars positive 0% of tolal keywords are positive:

Logerd @ VeryGooaeywars @ GoodKeynoid @ BedKermos @ Very

Figure 4.26. In-Depth Analysis 3

IN-DEPTH ANALYSIS

VIEW BY KEYWORDS ~ VIEW BY SENTIMENTS ~ VIEWBY TOPICS  VIEW BY TABLE

—
eywo Topies Frequency Reviews

i terimakasih go0d general 466

2 bagus good general 433 416
3 cepat good delivery an 403
4 memuaskan g00d general 250 207
5 muh good general 230 227
5 pengitiman cepat very good dalivery m m
7 good goos ganeral 158 8
& packing rapi good package 138 87
9 sesualdeskipsi good procuct 23 2
10 bocor very bad product 74 7
1 sangaipuss very goad general 7 7
12 produkasii good product 62 62
13 cepat sampai very good delivery 6 3l
4 mentap good general 59 58
15 berangbegus go0d procuct 57 57
16 sangatbagus very good general 57 57
17 recommended very good genersl 52 52
18 suks banget very good general 50 50
19 sangatcepat very good delivery as as
20 produknya bagus good procuct “ @
2 expie very bad product £ E
22 barangnya oke good product 8 38
23 pengiimanlama bad dalivery s S
4 tepatwaktu good delivery 27 77
25 packing aman very good package 23 23
26 cepat sekall very good delivery 2 23
27 keren good genersl 2 «n
28 sampai dengan selamat good delivery 2 2
29 larirrzmah good service 19 19
30 sangatbaik very good service 19 18

Figure 4.27. In-Depth Analysis 4



In- Depth analysis provide more anlytical information about sentiments there are 4

styles of visualizing in depth analysis

1.

View by Keywords: This visualization will give a fusion sentiments of
postive and bad.

View by Sentiments: This visualization will seperating positive and negative
sentiments.

View by Topics: this visualization will enable the client to look further the
most sentiments in term of category. Whether it is product, delivery,
packaging and etc.

View by Table: This visualization will enable the client to see the most

frequent positive and negative sentiments.

Other Feature

Reviews
Reviews Published Over Time

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Figure 4.28. Reviews Published Over Time

Product Ratings Ratings Mix
Product Ratings Over Time

@ 5stars @ 4 stars 3 stars 2 stars 1 stars
i SR PR 0 A D S A0 S D A2 SR P AR P YRR D i ", “,fb
N S S s
Y T T O G A Y Y G O Y e Y Y A Y e Y AT A e G oY o
@nb ,"Q '19 ’L“ '19 ,LQ ,.LQ ,LQ ,LQ ’.51 o .-LQ ,LD ,LD ,LQ ’Lu ,‘El RN W‘Q ..LD "LD ,LD ,LO ’LQ ,LD ’\':) nD ,LD ,LD

All reviews with 5 stars rating
2293 out of 3123 Rating (73.4%)

Figure 4.29. Product Ratings
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Positive vs Negative Sentiments Sentiments Mix
Keyword(s) Published by Date

@ Positive Negative
125

0D D DA PPN D D 1 D) D D 0 PN D D P
S S s S S I S S o
N e e e e e sy ey Y T o ey e S e e e e e e e e e
A AR A AR AP AR AR AP RS AR AR AP AP RO AD AR AP AP AP AP P AP AP AP AD AP AP AP AR AR AR Go to Top

Positive Sentiments on Lazada

o 59 out of 84 Sentiments (70.2%)

Figure 4.30. Positive VS Negative Sentiments
1. Review Published Overtime: Bringing the time element into the sentiments.

2. Product Ratings: The rating given by customer overtime

3. Positive vs Negative Sentiments: Positive and negative sentiments overtime.
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CHAPTER V
CLOSING

5.1. Conclusion

Based on the assignments that was given and conducted by the author in Digital

Marketing Departments in PT. Acommerce Solusi Lestari, there are some

conclusion that could be drawn from the report:

The service that is given by aCommerce to their cient consists a really wide
variants that would enable the client significantly improved their online
sales.

Because of wide variant of services their business model are very complex.
BrandIQ potentially being a breakthrough for aCommerce and could run in
a long haul and could provide their sevices with minimum labor effort.
Database enlargement in BrandlQ play a very important role to provide

more information towards certain brands.

5.2. Recommendation

1.

Because of the wide variants of service that aCommerce provide, it is a
must to have a lot of staff with specific specialization that would definitely
generate revenue for aCommerce

CRM team should focused not only with EDM but also SMS or push
notification to generate more revenue.

CRM team should give more insight and recommendation rather than just
reporting to the MPS
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