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% SYSTEM OVERVIEW
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o Real-time Dynamic Segmentation: H% MI1HE - MA|Zt M2y

e Al-Powered Micro-Segmentation: H5X 2% - JHQl%} 00|32 MIOHE

o Predictive Behavioral Modeling: 1t7{ 24 - 0J2ff &S o=
e Omnichannel Integration: M2 24 > g T2 o of¥
o Federated Learning: C|O|H 3¢ 2= Y &5

=4 Zio] 2jd

Level 1: Basic Segmentation (MS& RFM + QI EA[})

Level 2: Advanced Behavioral (Al 7|8t S THE 2A)

Level 4: Hyper-Personalization (ZHQ1 3= T2

Level 5: Autonomous Optimization (XIS £|&sh A|AH)

& AI-ENHANCED FRAMEWORK MATRIX

F1. 6x12 S8 ME2t 22 (2025 Edition)

£} Demographic Intelligence (I LEAIEH X|s)

@, Traditional Factors:

- Age Groups (Gen Z/2g|L|&/Gen X/H|O|H|FEH)

- Income Brackets ($0-30K / $30-60K / $60-100K / $100K+)
- Geographic Clustering (= Al/x2|/X|2f/5H2])

- Education Levels (1ZE/StAH/ A AL/EEAL



%’ Al-Enhanced Factors:

- Generational Behavior Patterns (MICHE C|X|E = DiEd)
- Socioeconomic Mobility Index (AtS|ZHA 0|SA X|%)

- Cultural Context Mapping (23H& o2} ojm)

- Life Stage Transitions (14 THA| M2HH o%)

J
I

3 Psychographic Deep Dive (A2|32HT A= EA)

¥, Values & Beliefs:

- Sustainability Consciousness Score (X|&7t54 9|4l X|%)

- Technology Adoption Curve Position (7|& £2 IMAF QK|

)

o

- Brand Loyalty Spectrum (EHE SM8E: AHE

- Risk Tolerance Level (28 Z4 Hx)

Lifestyle Patterns:
- Work-Life Balance Type (Y2 S%)
- Social Media Behavior Cluster (SNS &% Z2{AE)
- Shopping Journey Preference (&% 6N M3T)

- Information Consumption Style (A& AH| AERY)

<" Personality Traits (Al £4):
- Big Five Personality Model Scores

- Decision Making Style (22 /2M8 /2AIY/7HEH)
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- Communication Preference (&
E) Behavioral Intelligence Matrix (HS X|5 IHEZIA)
Il Enhanced RFM Model:
R = Recency (ZZ24)

— Last Purchase Date

— Last Website Visit



— Last Email Engagement

L Last Social Media Interaction

F = Frequency (gl=)
— Purchase Frequency (7101 &2l%=)

F— Engagement Frequency (0] 2Ix)

— Content Consumption Rate (2EIX AH|E)

L— Support Interaction Rate (IZ4X| Atz %t

M = Monetary (XA 7HX])
— Total Lifetime Value (Z A0H 7tx])
— Average Order Value (B F2 7HX|)
— Price Sensitivity Index (7t& ZIZ= X|)

L— Profitability Score (£=2A FH%x)

@ Extended Behavioral Dimensions:

E = Engagement (R0 )
— Content Interaction Depth
F— Community Participation Level
— User-Generated Content Creation

L— Brand Advocacy Actions

L = Loyalty (ZMHK)
— Retention Rate
— Cross-sell/Upsell Responsiveness

— Referral Generation Rate



L— Complaint Resolution Satisfaction

S = Seasonality (AEA)
— Seasonal Purchase Patterns
— Event-driven Behavior
— Promotional Response Timing
L— Lifecycle Stage Sensitivity
3 Digital Footprint Analysis (CIX|E X}z £A)
B Device & Platform Behavior:
- Multi-device Usage Pattern
- Platform Preference Ranking
- App Usage Intensity

- Cross-platform Journey Mapping

Online Behavior Clustering:
- Browse-to-Purchase Ratio
- Content Engagement Depth
- Social Sharing Propensity

- Review & Rating Behavior

@, Search & Discovery Patterns:

- Search Query Analysis

- Discovery Channel Preference

- Information Seeking Intensity

- Decision Timeline Mapping

B3 Predictive Propensity Modeling (0l|= Mg mHal)

@© Purchase Propensity:



- Next Purchase Probability
- Category Expansion Likelihood
- Premium Product Affinity

- Impulse vs. Planned Purchase Ratio

1. Risk Assessment:
- Churn Probability Score
- Payment Risk Index
- Fraud Detection Flags

- Customer Service Escalation Risk

~~ Growth Potential:

- Lifetime Value Growth Trajectory

- Cross-sell Opportunity Matrix

- Influencer Potential Score

- Advocacy Development Probability

3 Contextual Intelligence (&&H X|5)
® Temporal Patterns:

- Time-of-day Preferences

- Day-of-week Patterns

- Seasonal Behavior Cycles

- Event-triggered Responses

@ Environmental Context:
- Economic Sensitivity
- Weather Impact Correlation

- Local Event Responsiveness



- Social Trend Adoption Speed

/& Situational Triggers:

- Life Event Responsiveness

- Mood-based Purchase Patterns
- Social Influence Susceptibility

- Stress-induced Behavior Changes

<, ADVANCED SEGMENTATION MODELS
Model 1: Al-Powered RFM+ Analysis

Scoring Algorithm (1-5 Scale):

Recency Score:

- Days 0-30: Score 5 (Champions)

- Days 31-90: Score 4 (Potential Loyalists)

- Days 91-180: Score 3 (At Risk)

- Days 181-365: Score 2 (Cannot Lose Them)

- Days 365+: Score 1 (Lost)

Frequency Score:

- 15+ transactions: Score 5
- 8-14 transactions: Score 4
- 4-7 transactions: Score 3
- 2-3 transactions: Score 2

-1 transaction: Score 1

Monetary Score:



- Top 20%: Score 5
- 20-40%: Score 4
- 40-60%: Score 3
- 60-80%: Score 2

- Bottom 20%: Score 1

Enhanced Dimensions:
Engagement Score (Social + Content + Community)
Loyalty Score (Retention + Advocacy + Cross-sell)
Satisfaction Score (Reviews + Support + NPS)
Model 2: Customer Lifetime Value (CLV) Matrix

¢ CLV Calculation Formula:

CLV = (Average Order Value x Purchase Frequency x Gross Margin %) x Customer Lifespan

hl CLV Segmentation:

- Platinum (CLV > $10,000): VIP Treatment

- Gold (CLV $5,000-$10,000): Premium Service
- Silver (CLV $1,000-$5,000): Standard Plus

- Bronze (CLV $500-$1,000): Standard Service

- Lead (CLV < $500): Nurturing Required

@ Predictive CLV Model:

Using Machine Learning to predict future CLV based on:
- Early purchase behavior patterns

- Engagement velocity in first 30 days

- Cross-product adoption rate

- Customer service interaction quality



Model 3: Customer Journey Stage Mapping

B Journey Stage Identification:

1. Awareness Stage
- First website visit source
- Content consumption patterns
- Search behavior analysis

- Social media discovery path

2. Consideration Stage
- Product comparison behavior
- Review reading patterns
- Wishlist/cart activity

- Price sensitivity testing

3. Purchase Stage
- Conversion trigger analysis
- Payment method preferences
- Promotional response patterns

- Decision timeline mapping

4. Onboarding Stage
- Product adoption rate
- Support interaction frequency
- Feature utilization depth

- Satisfaction checkpoint results



5. Growth Stage
- Cross-sell responsiveness
- Upsell opportunity identification
- Community participation

- Referral generation patterns

6. Advocacy Stage
- Review/rating contribution
- Social sharing frequency
- Referral success rate

- Brand mention analysis

© DYNAMIC PERSONA GENERATION SYSTEM
Al-Powered Persona Builder

= Automated Persona Creation Process:

Step 1: Data Aggregation
— Demographic clustering
— Behavioral pattern recognition
— Psychographic profiling

L— Digital footprint analysis

Step 2: Al Pattern Recognition
— Machine learning cluster analysis
— Natural language processing for sentiment
— Computer vision for visual preferences

L— Predictive modeling for future behavior



Step 3: Dynamic Persona Assembly
— Primary persona characteristics
— Secondary behavioral traits
— Pain point identification

— Opportunity mapping

Step 4: Validation & Refinement
— Statistical significance testing
— Business impact assessment
— Stakeholder feedback integration
L— Continuous learning updates

2025 Enhanced Persona Template

2 [Persona Name]: [Creative Name + Role]

lil CORE DEMOGRAPHICS
Age: [Range] | Gender: [Identity] | Location: [Geographic]

Income: [Range] | Education: [Level] | Family: [Status]

@ PSYCHOGRAPHIC PROFILE

Values: [Top 3 core values]

Lifestyle: [Primary lifestyle characteristics]
Personality: [Big Five traits + decision style]

Technology Adoption: [Early Adopter/Mainstream/Laggard]

1 DIGITAL BEHAVIOR

Primary Devices: [Smartphone/Tablet/Desktop preference]



Social Platforms: [Active platforms + usage patterns]
Content Preferences: [Video/Text/Interactive/Audio]

Shopping Channels: [Online/Offline/Hybrid preferences]

~~ BEHAVIORAL METRICS

RFM Score: [R-F-M combined score]

CLV Segment: [Platinum/Gold/Silver/Bronze/Lead]
Churn Risk: [Low/Medium/High + probability %]

Growth Potential: [Expansion opportunity score]

%< PAIN POINTS & CHALLENGES

Primary Frustrations: [Top 3 pain points]
Unmet Needs: [Gap analysis results]

Barrier Analysis: [Purchase/adoption obstacles]

Competitive Losses: [Why they choose competitors]

¥ GOALS & MOTIVATIONS

Functional Goals: [What they want to accomplish]
Emotional Goals: [How they want to feel]

Social Goals: [How they want to be perceived]

Success Metrics: [How they measure success]

& CUSTOMER JOURNEY MAP
Awareness: [How they discover solutions]
Consideration: [How they evaluate options]
Purchase: [What triggers their decision]

Onboarding: [Their ideal first experience]



Growth: [Expansion opportunities]

Advocacy: [What makes them recommend]

COMMUNICATION PREFERENCES
Tone: [Formal/Casual/Technical/Emotional]
Channels: [Email/SMS/Social/Phone/Chat]
Frequency: [Daily/Weekly/Monthly/As-needed]

Content Format: [Detailed/Summary/Visual/Interactive]

© MARKETING STRATEGY

Key Messages: [Primary value propositions]
Optimal Touchpoints: [Best channels + timing]
Content Strategy: [Content types + themes]

Conversion Tactics: [Most effective approaches]

il SUCCESS METRICS

Engagement KPIs: [How to measure engagement]
Conversion KPIs: [How to measure conversion]
Retention KPlIs: [How to measure loyalty]

Advocacy KPIs: [How to measure referrals]

@ CUSTOMER JOURNEY MAPPING 2.0
Omnichannel Journey Analytics

Touchpoint Matrix:

Pre-Purchase Journey:

— Awareness Stage



| |— Organic Search Discovery

| — Social Media Exposure

| |— Paid Advertising Interaction

| — Content Marketing Engagement

| — Word-of-Mouth Recommendation

| L— PR/Media Coverage Impact

— Interest Stage

| — Website/App Exploration

| — Content Consumption Depth
| — Social Media Following

| — Email Subscription

| — Webinar/Event Attendance

| L— Community Participation

— Consideration Stage

|  — Product Comparison Activity

| |— Review/Rating Research

| — Demo/Trial Usage

| |— Sales Consultation

| |— Peer Recommendation Seeking

| L— Competitive Analysis Behavior

L— Purchase Stage

F— Cart/Wishlist Activity



F— Promotion/Discount Response
F— Payment Process Experience

— Delivery Preference Selection

— Purchase Confirmation Interaction

L— Post-Purchase Communication

Post-Purchase Journey:

— Onboarding Stage

— Product/Service Activation
— Tutorial/Training Completion
F— Support Resource Utilization
F— Community Integration

— Feature Discovery Progress

L— Initial Satisfaction Assessment

— Engagement Stage

— Regular Product/Service Usage
— Advanced Feature Adoption
F— Customer Success Milestone
— Feedback/Survey Participation
— Support Interaction Quality

L— Community Contribution Level

— Growth Stage

F— Cross-sell Opportunity Response



| — Upsell Acceptance Behavior
| — Account Expansion Activity
| — Advanced Training Participation
| — Partnership/Integration Usage
| L— Strategic Account Development
|
L— Advocacy Stage
— Review/Rating Contribution
— Social Media Sharing
— Referral Program Participation
— Case Study/Testimonial Provision
— Speaking/Event Participation
L— Brand Ambassador Activity

Journey Analytics Metrics

Il Key Performance Indicators:

Journey Velocity:

- Time to First Value (TTFV)

- Time to Purchase Decision

- Onboarding Completion Rate

- Feature Adoption Timeline

Journey Quality:
- Touchpoint Satisfaction Scores
- Journey Friction Points

- Drop-off Rate by Stage



- Cross-channel Consistency Score

Journey Effectiveness:

- Conversion Rate by Stage

- Cost per Journey Completion
- Revenue per Journey

- Lifetime Value by Journey Type

Journey Optimization:

- A/B Test Results by Touchpoint
- Personalization Impact Score

- Channel Attribution Analysis

- Journey Path Optimization ROI

i@ Al-POWERED AUTOMATION FEATURES
Real-Time Segmentation Engine

Dynamic Segment Updates:
- Behavioral trigger-based re-segmentation
- Real-time scoring algorithm updates
- Contextual segment modifications

- Predictive segment evolution

© Automated Targeting:

- Segment-specific campaign deployment
- Personalized content delivery

- Dynamic pricing optimization

- Optimal timing predictions



B Continuous Learning:

- Model performance monitoring

- Feedback loop integration

- Algorithm refinement process

- Predictive accuracy improvement
Predictive Analytics Suite

@ Predictive Models:

Churn Prediction:

- Early warning system (30/60/90 days)
- Risk factor identification

- Intervention recommendation

- Success probability scoring

Purchase Prediction:

- Next purchase timing

- Product category likelihood
- Order value forecasting

- Seasonal pattern recognition

Lifetime Value Prediction:
- CLV trajectory modeling
- Growth potential assessment
- Optimal investment allocation

- ROI optimization recommendations



Behavior Prediction:

- Channel preference evolution

- Content engagement forecasting
- Support need anticipation

- Advocacy potential identification

I} SEGMENTATION STRATEGY FRAMEWORKS

Strategic Segmentation Approaches

£} value-Based Segmentation

€<» High-Value Segments:

- VIP Champions (High RFM + High CLV + High Advocacy)

- Growth Prospects (Medium RFM + High Potential + High Engagement)

- Loyal Supporters (High Frequency + Medium Value + High Satisfaction)

i Medium-Value Segments:
- Potential Loyalists (High Recent + Low Frequency + Medium Value)
- Need Attention (Medium Recent + Medium Frequency + Low Value)

- Price Sensitives (High Frequency + Low Value + High Discount Response)

I At-Risk Segments:
- Cannot Lose (High Value + Low Recent + Declining Frequency)
- About to Sleep (Medium Value + Medium Recent + Declining Engagement)
- Lost Customers (Low Recent + Low Frequency + No Engagement)
£ Behavioral Pattern Segmentation
& High-Velocity Buyers:
- Impulse Purchasers (Fast Decision + High Frequency + Emotion-driven)

- Deal Hunters (Price-sensitive + Promotional Response + High Research)



- Convenience Seekers (Time-poor + Premium Payment + Easy Channels)

= Deliberate Evaluators:
- Research-Intensive (Long Consideration + High Comparison + Review-heavy)
- Conservative Adopters (Risk-averse + Social Proof + Gradual Adoption)

- Value Maximizers (Cost-conscious + Feature-rich + Long-term Thinking)

&) Habitual Repeaters:

- Subscription Lovers (Recurring + Convenience + Predictable)

- Brand Loyalists (Single-brand + High Advocacy + Low Price Sensitivity)

- Category Specialists (Deep Usage + Expert Knowledge + Community Active)
E) Customer Lifecycle Segmentation

& New Customer Segments:

- First-Time Buyers (Single Purchase + High Potential + Onboarding Critical)

- Trial Converters (Free - Paid + High Engagement + Feature Discovery)

- Referred Customers (Social Proof + Higher CLV + Faster Adoption)

- Growing Customer Segments:
- Cross-Sell Targets (Single Category + High Satisfaction + Expansion Ready)
- Upsell Prospects (Basic Plans + Usage Ceiling + Value Recognition)

- Engagement Growers (Increasing Usage + Community Participation + Feature Adoption)

# Mature Customer Segments:
- Enterprise Champions (High Value + Strategic + Long-term + Complex Needs)
- Renewal Risks (Contract Expiring + Usage Declining + Competition Consideration)

- Advocacy Candidates (High Satisfaction + Influential + Success Stories)



‘s IMPLEMENTATION TOOLKIT
Phase 1: Data Foundation (Week 1-2)
Il Data Collection Audit:
O Customer transaction data (RFM metrics)
O Website/app behavioral data (engagement metrics)
O Customer service interactions (satisfaction data)
O Marketing campaign responses (conversion data)
O Social media interactions (sentiment data)
O Survey/feedback responses (qualitative data)

O External demographic data (enrichment sources)

Data Integration Setup:
O Customer Data Platform (CDP) implementation
O API connections to all data sources
O Data quality and validation processes
O Real-time data streaming configuration
O Data governance and privacy compliance
O Backup and disaster recovery procedures
Phase 2: Al Model Development (Week 3-4)
= Machine Learning Pipeline:
O Data preprocessing and feature engineering
O Clustering algorithm selection and training
O Predictive model development and testing
O Segmentation rule engine configuration
O Model validation and accuracy testing

O Production deployment and monitoring setup



© Segmentation Framework Setup:

O Primary segmentation model selection

O Secondary overlay models configuration
O Persona generation algorithm setup

O Journey mapping automation

O Real-time scoring system implementation
O Business rule integration and testing
Phase 3: Activation & Testing (Week 5-6)
%’ Campaign Activation:

O Segment-specific campaign development
O Personalization engine configuration

O Multi-channel deployment setup

O A/B testing framework implementation

O Success metrics and KPI tracking

O Feedback loop and optimization system

~/ Performance Monitoring:

O Real-time dashboard development
O Automated reporting system setup
O Model performance tracking

O Business impact measurement

O Continuous improvement process

O Stakeholder training and adoption

PERPLEXITY RESEARCH PROMPTS
Ofzf ZEZEZS PerplexityOild AHE3t0] 124 MOHE HE2 X4 oS HEoHMR:

@& Primary Research Prompts



Prompt 1: Industry-Specific Segmentation

"2025 4 [EE ¥F] GAel nZ MEst x4 ERE

- 23Y B3t M23t 71E

- A3 Ao Ao Atz 24M
- ROI H|O|E{et Mt X|&H

- MER 7|8 X8 At

- A S H(kARE

- 2025E o4 EdE

o} best practicesE ZAPHFEAMIR.

AHS: [e-commerce/SaaS/retail/fintech/healthcare/education & FAHHOE HA[]"

Prompt 2: Al & Technology Integration

"M MZ22toM ZE8E= XA Al 7|E1 HAY
ZAL HR:

- 2024-20259 M2 Al 23t 7|&

- Federated Learning2} Privacy-Preserving 7|
- Real-time segmentation 7|& &%

- Predictive analytics Mt JHM ghH

- Computer visionzZt NLP & Atz

- 719 H[E1} 7|2H §E

- 43 £ X|&et HiX|op=3"

Prompt 3: Global Best Practices

ZU2|ES Al EMdiFH L.

"Z24Y leading companies®| 174 ME3t FM2FS HlW EMFANQ.

24 4k Amazon, Netflix, Spotify, Salesforce, Adobe, HubSpot

ZAL LHE:



- B3 X|Eet Mt ot Ay
- Al At St ZRIE
- 7Y M2 JtsM (AEIEY vs CH7|Y)"

Prompt 4: Cultural & Regional Factors

"OFAlOF EHES X[ (Th=, Y=, &=, SHOMAONS| 12 MEst E+EE ZARIFAHIR.

- =51 X}olof| mHE Foj HS mE

- CIX|E E3E A2 X10| (WeChat, KakaoTalk, LINE &)
- McHE 4 (ZMItH, 2HUE, Gen X S)

- A5 FED AH| i X[HE XH0|

- B A vHlEEEs M

- d3X0l =Z2t0|H[o[M Atz

Prompt 5: Emerging Technologies Impact
"2025-2030F 17 Ml2stof| 8AME 7I42 emerging technologiesE Gl& 2MsiFAIR.
71 g4

- Web3 S EEAQ! 7|8 02 H|o|E 2tz

- MetaverseO[A2] 12 HE 24

- loT Cldto|A HO|H S MlZst

ik
0

- Quantum computing®| THE 214l
- AR/VR 2tZ0oj|lMe] 14 o =X

- Voice AI?} XIHO| Xz2| D=3t

@ Secondary Research Prompts
Prompt 6: Privacy & Ethics

"0 N2l M JHIEEE et RE|XH Al ALE0| gt 228 7I0|=2IRIE ZARHFAMIR.



ZAL LHE:

- GDPR, CCPA, 82 JioIMERSH S Fx|

rof

gt
- Ethical Al segmentation practices

- Customer consent management 2H ALz

- HI0|E{ minimizationZt purpose limitation

- ¥l FHYN dY7tsd

- Bias detection2 fairness ensuring &

- gAE 22| 7to|=2tel”

Prompt 7: ROI & Business Impact
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[£) CONTINUOUS IMPROVEMENT SYSTEM
XS ELEE & HOHo|E

@© Performance Tracking:

- Segment accuracy monitoring (monthly)

- Prediction model validation (weekly)

- Business impact measurement (quarterly)

- Customer feedback integration (real-time)

- Competitive benchmarking (monthly)



- Technology trend monitoring (weekly)

E) Model Refinement:

- A/B testing of segmentation approaches

- Machine learning model retraining

- Feature engineering optimization

- Data source expansion and integration

- Algorithm performance comparison

- Business rule optimization

Success Metrics Dashboard

Il Primary KPlIs:

- Segmentation Accuracy Rate (>90% target)
- Campaign Performance Lift (>25% improvement)
- Customer Satisfaction Score (>4.5/5.0)

- Revenue per Segment (trend analysis)

- Customer Retention Rate by Segment

- Cross-sell/Upsell Success Rate

~~ Secondary KPIs:

- Data Quality Score (>95% target)

- Model Training Time Reduction

- Real-time Processing Speed

- Customer Journey Completion Rate
- Personalization Effectiveness Score

- Operational Efficiency Improvement

© EXPERTISE CERTIFICATION
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