“Research is to see what
everybody else has seen,
and to think what nobody

else has thought”
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About us? [

IBRAHIM
CONSUMER BEHAVIORS

CORPORATE MISSION

We are a leader of StarUp for the scientific analysis of behavior, developer of
continuous measurement models and construction of predictive models for
Latin America; that guarantees to preserve the veracity and quality of the
information.

VISION

By 2027, we want to be the leading company in research and models scientific
analysis of behavior. As well as, opinion leaders in the release, knowledge
transfer and appropriation of contents in Latin America.


http://www.ibrahim.com.co/

Value promise .

IBRAHIM
CONSUMER BEHAVIORS

In Ibrahim C.B we permanently generate high quality
information, useful to support the strategic plans of the
companies.

It is based on scientific and technical research and is
presented to users with a business journalism style.

Consumer behaviour information through the continuance
users permanence in longitudinal studies with term effects.
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Consumer Behavior 3.0 h

IBRAHIM
CONSUMER BEHAVIORS

ARE YOU PREPARED
TO UNDERSTAND
YOUR CONSUMER'S
BEHAVIOR IN 20
YEARS?
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CUSTOMER SECTORS IN

<
CONSULTING AND RESEARCH IB:AHIM

CONSUMER BEHAVIORS
VEHICLES: GM Colmotores. Hyundai of Colombia, YAMAHA
Communications: Telefénica-Movistar, Telmex-Claro

Educational: Universidad El Bosque, Konrad Lorenz University, Gran Colombiano Polytechnic University, Pilot University of Colombia, Minute
Corporation of God.

Embassies: Indonesian Embassy, KOTRA Korea Commercial Office.
Factories and / or Marketers: Brinsa, Cemex, Colombian Commerce, Homcenter, GULF Lubricants, Laboratorios Chalver, SAO, YAMAHA.

Financial Sector: Central Counterparty Risk Chamber (CCRC), Central Securities Deposit (Deceval), Pension Fund Davivir today Protection,
South America.

Food: Aldor, Alpina, National Chocolate Company, Duchess, Andean Star- Starbucks, Jennos Pizza, PESICo, Pizza by meter - Deluchi, Solla,

Government: Colciencias, Ministry of Culture, National Police, TRASMILENIO, SENA, Ernesto Cortizzos airport in Barranquilla, Ministry of
Foreign Affairs of Colombia, Peruvian Ministry of Foreign Affairs

Health Sector: Colmedica, Colsanitas, Santafe Foundation.
Market Research Agencies: Strategiesfor Business, Yanhaas.

Non Governmental Organization: Road Prevention Fund (FONPREVIAL), CRAN Foundation, IDEAL Foundation, World Vision, Palliative Care
Association of Colombia, Instituto Amazoénico de Investigaciones Cientificas “SINCHI”.

Political Marketing: Department of Santander (Evaluation of the leadership profile and voting capital, governor candidate and parliamentary
candidate) and Tolima Colombia (Measurement of the intention to vote for the offices of governor and mayor) , Inter-American Development Bank
(BID)
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Companies advised in Research, strategy, marketing,

consumer and / or organizational processes
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EXAMPLE
DASH BOARD
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IBRAHIM C.B indicators are dashboards BRAHIM

CONSUMER BEHAVIORS

IBRAHIM C.B. indicators are dashboards
that allows to consolidate relevant
information in the decision making process
of Markets. The main purpose is to guide
and/or adjust the marketing efforts
according to the countries and/or cities
dynamics, and the qualitative and
guantitative information that contains
economic and demographic data of the
countries and/or cities purchased.

The indicators are build from the
multivariate information sources and this
are updated every six months with
proprietary methodologies, that allow
projections to be made according to the
references indicators. Depending on how
deepened the type of indicator is acquires,
IBRAHIM C.B. perform continuously
advances.
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EXCLUSIVE FISHING ZONE FOR THE PACIFIC (ZEPA)

N

The marine area is
located in the Eastern
Tropical Pacific, a region
with complex climatic
and oceanographic
characteristics. It is also
a region with a high
degree of ecological
interconnection, which
is manifested in the
seasonal migrations of
nuUMmerous species
including turtles, tuna,
sharks, billfish,
cetaceans and hirds,
amongothers,

Eastern Tropical Pacific
Fund and
Biogeographical Chocé.

www.ibrahim.com.co

Accordingto the National Aquacufture
and Fishenes Authonty-AUNAP (2021)

The zones are divided into

Zone 1: from the first nautical mile
coumtad from the |lowest tide to 12
nautial miles out tosea, counted from
thestraghtbaseline

Zone 2: From wherezone 1 ends to 30
nautical miles out tosea, counted from
thestraghtbaseline

Zore 3: Comprised by the rest of the
Colombian jurisdictional waters, from
where zone 2 ands

Pacifico
Norte

Pacifico Sur

) Sava Howzs

San e

Sarts Gaovers de Docoas|

Haboration: Ibrahim Consumer Behaviors, 2021
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RESUMEN SOCIODEMOGRAFICO MUNICIPIO ANDES, ANTIOQUIA

Pirimide poblacional por edades simples
Munidipio Andes 2017
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KPIs: Measurement in ey days 2020
Political Marketing

D 4

Overview

www.ibrahim.com.co
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EXAMPLE DASH BOARD

Intencion de Voto Alcaldia

Consolidado

KPls: Measurement in
Political Marketing

AR 23,7%
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EXAMPLE DASH BOARDKPIs: Measurement in

Arquetipo del lider

Jpara la
GOBERNACION
DE SANTANDER

Mayo de 2019

Considerando las necesidade te el célculo del coeficiente (PIA), identifican y que
permiten jerarquizar las accione ion inmediata para el departamento, se concluye como
neces. ar con la estruct del plan de gobierno sobre los ejes de SALUD, Vi

co
PRODUCC]ON SEGURIDAD y EDUCACION.

Adicionalmente se recornienda profundizar para la estructuracion de los ejes de camparia,
mediante FOCUS GROUP con los stakel x X!

Planeacién, lideres de opinién, gremios ¢
y acciones viables zar en las cond
del pats mediante la articulacién nacional, planeacion y asignacién presupuestal - Conpes y
) les a las que deben darse continuidad de las ultimas
gobernaciones
EsALUD
E1vViAS EDUCACION
PRODUCCION SEGURIDADER

)

Political Marketing

Triage

NECESIDADES

A partir de lo anterior se fijan 5 niveles de atencidn basado en el modelo del triage estableciéndose
como prioridad Global de atencién inmediata los siguientes, con algunos items particulares que
emergen del anélisis conjunto y la carrespondiente socializacion con los participantes, asi:
JERARQUIA DE PROGRAMAS PARA . --
ESTRUCTURACION DE PLAN DE GLOBAL CAPITAL | PROVINCIAL
GOBIERNO EN SANTANDER
Servicios publicos 0,14 013 0,16
Empleo 0,13 0,13 0,16 015
Salud 0,13 0,12 014 0,12 0,14
Educacién 0,13 0,13 012 013 o1
Vias 0,06
Adulto mayor 0,06
Vivienda 0,06 0,06
Seguridad 0,05
Cultura y recreacion 0,05 0,04 0,06 0,06 0,04
Emprendimiento 0,05 0,04 0,04 0,05 0,04
Transporte 0,04 0,03 0,05 0,05 0,02
Inmigracion 0,02 0,03 0,04 0,02 0,00
017-014 013-011 010-0,07 006-004 0,03-0,00

Political Campaign Guidelines (Directrices de campaia)

Voter Contact Points (Puntos de contacto con votante)

Electoral communication strategy (Estrategia de comunicacion lectoral)
Political campaign evaluation (Evaluacién de campana )

www.ibrahim.com.co
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EXAMPLE DASH BOARD
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EXAMPLE DASH BOARD

SAMPLING FRAME

O
METHODOLOGICAL ASPECTS P
PHASE | - STAGE | IBRAHIM

Calculations: lbrahim Consumer Behavior

Latin America North America Europe
\e=]
DISTRIBUTION 7 =
Y COUNTRY P %
NUMBER OF ASSOCIATES 233

w
5 94, 0% 0 Valle del Cauca 49,1%
n Bogotd D.C 21,4%
i m 21%mm D) n Antioquia 5,0%
m n Caldas 5,0%
L,3% | BN B Quindio 4,5%
HEALTH CARE ASSOCIATIONS g 0.4% W1 - ‘:E'::i:z;am ;:g
— 0,4%mTD BEN eotivar 2,7%
J n Risaralda 1,8%
m 04%E 1) m Tolima 0,%%
E o 11 Cauca 0,5%
0,4% M T m Magdalena 0,5%
1% < m santander 0,5%

0.4% WD)

HEALTH COLLEGE (7)) - | 14 TS 0,5%
FOUNDATION BEN  vichada 0,5%

BASIC KNOWLEDGE %
NUCLEUS

Health Sciences B83,0%
Humanities 15,0%
Social and human sciences 1,0%

www.ibrahim.com.co

TYPE OF o
ASSOCIATE

Professionals

Source: Asocupac March 2019
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EXAMPLE DASH BOARD

<
* www.ibrahim.com.co ’

|4. Population and Population density by "Localidades" in Bogota

TABLERO INDICADORES ECONOMICOS, POBLACIONALES Y GEOGRAFICOS IBRAHIM
ﬁ ECONOMIC, DEMOGRAPHIC AND GEOGRAPHIC DASHBEOARD “
BOGOTA - COLOMBIA - SOUTH AMERICA
JUNIO DE 2011
| GENERAL OUTLINES N POPULATION | | VEHICLE OWNERSHIP | | INCOME | | CARDEALERS
!1- GOP per capita: Bogota vs Other Latin American cities | |1. Population Pyramid-Bogota | 1.Wehicles per Localidad vs Income- Bogotd |1- Localidades Bogota ‘ ‘Localidad
[2-Human Develpment Index Bogoté Colombiz | [2average Household sice Bogote | |2.50cio-econamic segments Bogots | | Company
2. Vehicles per Localidad Vs Gender-Bogota
|3. Laborforce estructure Bogota-Colombia | |3. "localidades" (administrative divisions)in Bognta | |3. Debt capacity ‘ ‘Brand
|
|

|5. Share of Residential properties by socio-economic groups

www.ibrahim.com.co
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EXAMPLE DASH BOARD

Indicadores proyectivos <

Somos 5,206,417 en el 2017 ........ El 10,6% de la poblacion
Colombiana
IBRAHIM
CONSUMER BEMAVIOR
§ ,.’ { U
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¢ Cual es la caracterizacion de sus
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WHY
CHOQOSE

US
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/mtegrating methodologies IBRAHIM

CONSUMER BEHAVIOR

‘/Proven methodology
‘/Local staff team
‘/Unconditional guarantee
‘/Data protection

‘/Leaning towards innovation

If you have any queries or doubts, please feel
free to contact Mdnica Maria sending a email

comercial@ibrahim.com.co or text message

+57 311 8068972

www.ibrahim.com.co
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www.ibrahim.com.co
+57 311 8068972

Bogota, Colombia, Sudamérica
comercial@ibrahim.com.co

We believe in a Latin America and the Caribbean
with development opportunities for everyone.
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