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Outline

Introducing Market Blueprint

Quantifying the Impact of Competitor Activities

Better Understanding Your Target Market

Trends in Online Sales

Understanding the Broader Shopping Behaviour of Your Customers

Targeted Marketing
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Quantium works with many of Australiaôs leading brands
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http://www.iag.com.au/index.shtml
http://www.godfreys.com.au/index.php


Market Blueprint ïa new market and customer intelligence system
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Direct 

Debit

Date Source Description Amount

04 Jun 09 credit card TAXI COMBINED 133300 $26.50

04 Jun 09 credit card FRANKLINS MACQUARIE CENTRE $36.90

05 Jun 09 credit card WOTIF.COM HOTELS MILTON $495.07

05 Jun 09 credit card TARGET MACQUARIE CENTRE $39.95

05 Jun 09 direct debit AMERICAN EXPRESS $160.00

06 Jun 09 credit card BING LEE SYDNEY $15.99

07 Jun 09 credit card SILVER SERVICE 133100 $24.79

09 Jun 09 credit card FOXTEL MELBOURNE AU $109.00

12 Jun 09 credit card LIQUORLAND 3000 MELBOURNE $45.49

14 Jun 09 credit card DAVID JONES MARKET ST SYDNEY $99.75

14 Jun 09 credit card TAXI COMBINED 133300 $80.06

14 Jun 09 credit card QANTAS MASCOT $452.00

16 Jun 09 credit card AUSTRALIA POST $65.65

19 Jun 09 direct debit MBF AUSTALIA LIMITED BRISBANE $85.96

19 Jun 09 credit card THE OCCIDENTAL HOTEL SYDNEY $130.55

20 Jun 09 bpay IINET LIMITED PERTH GPO $29.99

20 Jun 09 credit card DOTTI BAY STREET         BROADWAY $49.95

Exclusive agreement 
with Big Four bank

De-personalised 
transaction data for 1.5 
million customers

Includes consumers and 
businesses, with clear 
profiles

Over 1m customer 
transactions per day
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Daily Sales by Brand in NSW - David Jones, Myer & Target 

David Jones Myer Target

Quantifying the impact of competitor promotions
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Target toy sale on 12-18 November
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Myer Super Saturday sale on 14 November
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