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1. Examples of business problems that require internal archival
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2. A more detailed example

3. What is internal archival research?

4. Internal archival data trends per industry
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1. Examples of decision problems that

require internal archival data
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ASSORTMENT
OPTIMIZATION
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ONLINE VS
OFFLINE




CUSTOMER
LIFETIME VALUE

Which customers will be
the most profitable?

How to attract them?
Acquisition

How to grow their _
revenues? Cross-selling

How to retain them?
Retention
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BOOST (ONLINE)
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(click-through rate)

Impressmns

Designing the best online
and/or mobile advertising
campaigns (e.g. banner)
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CUSTOMER
RETENTION

Data can tell you which
customers are most likely
to churn




