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About

Customer (ngagementR Churn ManagementR Lriving in:remental Bevenue A senior 
marketing Drofessional pith M&A 1 2x years' e.Derien:e in Mi,,le (astR Afri:a 1 
Asia Pa:iw: regions- dan,s on in buil,ing en, to en, :ustomer value DroDositions 
an, :reating e.:eDtional omni :hannel marketing strategies for pellqknopn bran,s- 
Customer relationshiD buil,erR skille, in a:Fuisition an, retentionR to ,rive in:reasq
ing loyalty an, bran, Dreferen:e- Jo:use, on Dro:ess imDrovement phile aligning 
te:hnology an, marketing :on:eDts to e.Dan, revenues an, Drowt- Customer 
cife:y:le •ourneys S CBM Ligital (.Dansion S Customer (ngagement 1 Betention 
strategy S CBM :amDaigns S Wo:ial Me,ia :amDaigns S Viral Marketing CamDaigns S 
Partner Management

&BAELW OKBI(L OTGd

ATBMTc(W Mi,,le (ast )ATMTA ProDrietary coyaltyH
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Experience

KWE (ntertainment )Krbit Whoptime EetporkH % 

Senior CVM Manager (Customer Value Management)
 % 

ce, :ustomer retention 1 engagement strategy for subs:riDtion base, 
LGd 1 KGG servi:esR fo:using on :ustomer engagement to a:hieve CVM 
targets- 
SManage, key retention IPTs su:h asR ChurnR BeinstatementsR Bea:tivaq
tion 1 Can:ellation- 
SBe,u:e, 2z :hurn by analysing peekly reasons 1 oDtimije, :ustomer 
:an:ellation 0ourney- 
SLelivere, x$$z BKT vs fore:ast by :reating Droa:tive retention :amq
Daign base, on Proa:tive retention mo,el ,eveloDe, pith analyti:s 
team- 
S(nhan:e, ew:ien:ies relate, to ,ashboar,sR survey triggersR Fuestionq
nairesR :onta:t :entre et:- 
SPlanne, 1 initiate, :ross sellquD sell :amDaigns for VKLR PPV 1 a,,onsR 
to in:rease ABPZ 1 CcV- 
SKDtimije, CBM life:y:le 1 ta:ti:al :amDaigns a:ross all :hannelsR orgaq
nije, x life:y:le 0ourneys- 
STnitiate, online Dayment 0ourney enhan:ementR pith Dotential revenue 
uDsi,e of /2$I3month- 
SCon:eDtualije, the roll out of 65$q,egree :ustomer fee,ba:k looDR 
Dartnering pith internal stakehol,ers to integrate an, establish insights 
from VKC :hannelsR to boost EPW by x$z- 
SJrame, membershiD Drogram 1 :ustomer referral Drogram strategy 
estimate, having in:remental revenue oDDortunity of ~zR porking pith 
Dartners for Program enablement

Customer Engagement Manager
Oestern Znion Jinan:ial Wervi:es % 

Afri:a 1 Asia Pa:iw:H dea,e, Customer (ngagement strategy for bran, 1 
le, transformation of OZ's CBM 1 coyalty to mo,ern tren,s an, nee,s 
of the :urrent markets- Jo:use, on Customer (.Derien:eR (ngagement 
1 Betention in 6 ma0or regions of the business- 
SA:hieve, 82-~z of in:remental CBM revenueR Dlanning an, lea,ing imq
Dlementation of engagement Drograms in the region to in:rease :usq
tomer loyalty 6 years in a rop- 
STn:rease, :ustomer engagement by ~$z 1 rea:h over 6$z by ,esigningR 
rollqoutR an, oDtimijing :ustomer life:y:le 0ourneys a:ross onlineR o4ine 
:hannels- 
SOorke, pith analyti:s to i,entify behaviours 1 :reate, smart target 
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segments phi:h :ontribute, to –$z of revenueR also re,u:e, :amDaign 
:ost by 2$z- 
STmDrove, :amDaign CGB by ~z using tools like BesDonsysR &raje 1 AT 
tool Persa,o 1 e.Derimenting A3&R multivariate 1 DroDensity mo,elling 
tests- 
SLe:rease, funnel leakage from 5$z to 6$z 1 in:rease, :onversion by 
2~zR phile porking pith Dro,u:t team to a,,ress :ustomer e.Derien:e 
issues in Dayment funnel 1 laun:hing inqaDD an, Dush notiw:ations in 
ma0or markets- 
SLe:rease, :amDaign time from – to 6 ,ays by automating :ommuni:aq
tions through BesDonsys- 
SPromote, larger :amDaigns on UoogleR Tnstagram 1 Ja:ebook- A:hieve, 
$-2z CGB 1 ~z :onversions on smaller :hannels like OeChatR WkyDeR TMKR 
Angami using interestqbase, targeting strategy- 
SManage, Dro0e:ts to revamD 1 integrate CBM Drograms into omni:hanq
nel :ustomer e.Derien:e in 2$ key :ountries in the region- WuDDorte, 2$z 
lift in a:Fuisition by signing X ma0or repar, Dartners- 
STn:rease, member Denetration by ~z- cift in re,emDtions by ~$z- 
S(stablishe, CBM team's raDDort pith regional lea,ershiDR aligning anq
nual CBM strategy pith business Driorities an, initiatives to a:hieve 
transa:tion 1 revenue lifts- 
SKpne, 1 manage, ZWL 2 ME bu,get ; assure, every / is use, ew:iently 
1 :ontributes to x9 BKT- 
SWtreamline, 6 ,iferent :amDaign IPT reDorts- Measure, Derforman:e 
through Io:havaR &raje an, Kmniture- Create, x nep reDorts to Drovi,e 
regular uD,ates to lea,ershiD- 
SKrganije, Fuarterly emDoperment ,is:ussions pith ,ire:t reDortsR 
gui,e, 1 en:ourage, CBM sDe:ialists to Derform at their best- An, emq
Dopere, them to take ,e:isions-
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Loyalty Program Executive
ATBMTc(W Mi,,le (ast )ATMTA ProDrietary coyaltyH % •an x$26 q K:t x$2X

Manage, :lient's loyalty an, retention Drogram an, serve, in a key 
relationshiD management role pith internal an, e.ternal loyalty Drogram 
Dartners- 
SLelivere, strategi: Dlanning an, imDlementation for repar,s DrogramR 
:ontributing to the overall laun:h- Wu::essfully ,elivere, ongoing req
par,s management for :lient's 82-~mn :ustomer baseR 
SA:hieve, :lient IPT of 2z in:remental re,emDtionR in:reasing repar, 
:atalogue sije uD to ~$zR DroDose, nep strategies by ben:hmarking 
:lient's loyalty Drogram against :omDetition- 
SWuDDorte, :lient in a:tively rea:hing to 82-~mn :ustomers through ta:q
ti:al Dromotions for ni:he market  liaise, pith :reative teamR an, se:ure, 
:lient aDDrovals on :atalogue :hanges an, (mailR WMW :reative- 
S(.:ee,e, Drogram WcAs above ~zR resolve, ~z of Fueries 1 es:alaq
tions pithin x porking ,aysR porking han, in han, pith :lientR suDDliersR 
an, Dartners-

CRM & Operations Assistant
WAMTM UBKZP J|( % •ul x$$– q •an x$2x

Assiste, Marketing an, KDerations ,eDartment- Uaine, vast knople,ge 
an, e.Derien:e on strategijing marketing Dlans 1 ta:ti:al Dromotions- 
Tn:rease, :omDany's bran, visibility in lo:al market- 
SOorke, pith internal stakehol,ers an, e.ternal agen:ies on eqmarketq
ing :ommuni:ation strategy- 
SManage, loyalty Drogram for ni:he segment- Analyje, an, imDlementq
e, :hanges in e.isting Drogram- 
SMonitore, :ustomer behaviorR share, insights base, on wn,ings an, 
suDDorte, in :reating ofers- 
SCollaborate, pith marketing ,eDartment on ta:ti:al Dromotions like 
LWJR LWW an, Bama,an ofers- 
SOorke, pith analyti:s on loyalty ,riven salesR :oor,inate, :rossqfun:q
tionally to imDrove sales by imDlementing efe:tive marketing-



Education & Training

x$x2 q x$x2 INSEAD Executive Education
Certiw:ateR Ligital Marketing Wtrategy

x$$  q x$22 Manipal University, Dubai
Masters LegreeR Master of &usiness A,ministration


