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Pre 2023

Minimum data gathered for the purpose

Data/Information creates insights for people

Expensive/difficult to harvest and retain
institutional knowledge (KM systems)

Heavy focus on structured data, and central

storage to create analytics

Vast percentage of analytics used for looking
In the past or present

Self-serve analytics is a difficult and niche skKill

An organization’s unique internal data inventory
valuable only for in house use

Human judgement and inspection are primarily Af|
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Post 2025

s

Data/lnformation trains Al models to create
much better.insights for people & Al’s

Decentralized unstructured data, pictures,
video, recordings to power Al analytics

Al-powered data tools allow us ALL to “talk
to the data and get whatever we want

Al oversight is primarily responsible for
nforcing data governance policies
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Use Case One
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Practical Applicati
_ pplication
Al In Franchisings 4
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No one cares that you
are a Franchise
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Typical
STAGE 1 U STAGE 3 STAGE 4 STAGE 5
[ AWARENESS | PURCHASE ] [ DELIVERY ] [RECOGNITION ] [ EXIT ]

[ MARKETING } [ BOOKING ] [ LESSONS ] [ INCENTIVES } [ ADVOCACY ]

Tech First Tech First Tech Assist Tech Assist Tech First
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AVERAGE

EXCEPTIONAL TALENT

TRULY AWFUL

r

Teachers




FRANCHISEE A

FRANCHISOR

FRANCHISEE B

FRANCHISEE C

FRANCHISEE D

FRANCHISEE E
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Customer First,
Franchisee Second.
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What we know

- Customers expect a fast mobile first
experience

- Simple and easy is key

- Customers will pay a premium
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Learning to swim is
a skill for life

Swimming lessons with Swimtime are fun,
engaging and delivered to an industry leading
standard so yo est assured that your
swimmer will hav

fun and stay safe in the po

FIND LESSONS
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Knowledge base

(0 Knowledge base: Swimtime Knowledge Base ~

Manage Analyze

Article Health

ARTICLE

Which Class Do I Book? &

Lessons: Where, when, how much and how do I book? &
How Do I Use "My Pass"? @

Monthly Plan - Leaving Swimtime 2

Contacting Your Local Swimtime Office (Existing Custo...

How Do I Switch to Monthly Payments? &

Time Range: 01/08/2025

AVG. TIME

= 100% =
h +

& & 0  swimtime »

fo 01/10/2025

VIEWS + ON HELPFUL RATING

ARTICLE

6,567 121 seconds

62 seconds

94 seconds

2.7 minutes

51 seconds

3.8 minutes
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Learning to swim is a skill for life

Swimming lessons with Swimtime are fun, engaging and delivered to an
industry leading standard so you can rest assured that your swimmer will
have everything they need to have fun and stay safe in the pool.




Analytics
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Total Interactions

JAN 2026

2,075 Interactions

Aug Sep Oct Nov Dec

J

Unique Users

Aug Sep

J
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Data/All Pragpess Into the Future
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Datal’AI Progmss IhtO the Future
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Al 100Is Imbeadea In a small number ot apps

ht regulatiom off content/infermatiom
l&&mﬂm& data privacy,

Data cleansing, normalization and
completeness is difficult and expensive
Data architectures and frameworks: change:

slowly because: of massive modernizatiom
effort and risk

Central data stores needed in order to.
‘acilitate data science and Bl

Human data scientists:

| ow percentage of real time visibility into the

overall organization because of the difficulty
gathering & analyzing big data in real time

Tomorrow

Al is present anywhere there is computing
(Apps, devices, appliances, buildings, etc.)

More legal and regulatory clarity,
enforcement through “Auditor Al’'S”

Al engines will do these services easily and
inexpensively in the background

Architecture becomes dynamically driven by
Al and reconfigures automatically to meet
changing business requirements

Distributed data stores can be easily handled
with Al learning crawlers

Co-working citizen and Al data scientists

Digital Twin of an organization is possible with
Al tools providing real time data visualization
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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Data/Al Decision Science FPOV
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TABL

Al Enhanced Diagnostic Analytics:

I @EAnew diagnostic analytics that

could help us better operate a franchise
TFON
hat could we analyze we simply do
today?




Use Case Two
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Unit Level Economics
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= 100% -
Search everything... O Certificates @

O Franchisee ID

Accepted

Occupancy
Unoccupied

155 380

Hot Leads & Lessons Today

Franchisee Summary Select a franchisee name to show their respective dashhoard figures

Franchisee Summary

For more information on how dashboards work, visit: ht wrds. For assistance please use Franbot, or contact su




= 100% ==

= O Search everything... ) Certificates @

Venues m 5 Filter Venue Groups

ACTIVE NET INCOME GROSS PROFIT

222 £5147,829 £465,552

TOTAL NI CURRENT TOTAL NI CURRENT GP LESSONS OCCUPANCY REMAINING SPACES TERRITORY

O




= O Search everything...

Classes &3

COURSE

st Feb - 28th Feb (1to 1)

1st Feb - 28th Feb (1to 1)

28th Feb (1to 1)

- 15th Feb (1to 1)

28th Feb (1to 1)

28th Feb

1st Feb - 28th Feb (1to 1)

28th Feb (1to 1)

st Feb - 28th Feb (1to 1)

28th Feb (1t0 1)

ist Feb - 28th Feb (1to 1)

1st Feb - 28th Feb (1to 1)

st Feb - 28th Feb (2to 1)

28th Feb (2to 1)

28th Feb (1to 1)

= 100% ==
O Certificates @
(o) 3= Filter

Finished In Progress Upcoming

AVAILABILITY OCCUPANCY< WAITING CONSUMERSS TRIALS NEXT LESSON MONTHLY ROLLOVER TOTAL NET INCOME<S GROSS PROFIT

Fridays at 4:30 PM

Sundays at 5:00 PM

Saturdays at 5:00 PM

Wednesdays at 3:00 PM

Mondays at 6:00 PM

Thursdays at 10:00 AM

Saturdays at 5:30 PM

Fridays at 4:30 PM

Saturdays at 4:30 PM

Thursdays at 5:00

Thursdays at 5:00 PM

Thursdays at 8:30 AM

Mondays at 7:00 PM

Mondays at 6:30 PM

Sundays at 5:30 PM

© © © © © © © © © © © © 0 0 o




= 100% ==

Search everything... O Certificates @

Consumers

Transactions ()

D TYPE AMOUNT BALANCE

4314 Cred
2143142 redit 006: Swimtime Lancashire

Cancelled Lesson #1215182, Thursday 5th February, 19:30 PM, Adult Ladies
Payment
006: Swimtime Lancashire
fonthly payment. CL16571-172985 Adult Ladies - Thursdays 7:30 PM.

Charge 5
9 006: Swimtime Lancashire

Monthly payment. CL16571-172985 Adult Ladies - Thursdays 7:30 PM.
5 Sep 2025 Payment
006: Swimtime Lancashire

Monthly payment. CL16571-172985 Adult Ladies - Thursdays 7:30 PM.

006: Swimtime Lancashire

Monthly payment. CL16571-172985 Adult Ladies - Thursdays 7:30 PM.
Payment

006: Swimtime Lancashire

Monthly payment. CL16225-170156 Adult Ladies - Thursdays

1990778 5 Aug 2025 Charge . O
1990778 e 006: Swimtime Lancashire

5-170156 Adult Ladies - Thursdays 7:30 PM.
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Class Data
Price
Location
Capacity
[ 6 ][Result updates API [Eacher
\_ _J

FRANSCAPE

[ 5 ][Run Ad 2 ][API to AdPlenty }

[Select Advert J

[ 4 J[Edit CTA / Key Message

@ FranScape ‘ AdPlenty”



Available lessons at

Village Hotels Blackpool

Book now

lage Hotels Blackpoo

Book now

Ready to Get Started?

Lessons avaliable now at

Dalmeny Resort Hotel

Book now
Dalmeny Resort Hote

Book now
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1,397 NEW
CUSTOMERS
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New Client

Acquisition
CHANNEL IND AVERAGE™ SWIMTIME*
Google Ads PPC £15.00 - £35.00 £3.66
META £20.00 - £40.00 £0.47

*Advertising spend per booking.
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Cost / conv. =

£3.66

Conversions ¥

777.00

Conv. value =

23K

U



TABL
E
IDEA

Al Enhanced Predictive Analytics:

TW@Ne results we could predict that
would help us avoid future problems or
S(pand future successes?
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I Ql%nced Trend Analysis:

T!inds we have not been
nalyZed ih the past that could help us see

Stionable iInformation for improvements




Begin with the end in mind. Having an end in mind is no guarantee
you'll reach it, but not having an end in mind is a guarantee
you wont.

— The Daily Stoic —
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The “Organizational Mind” the Al Roadmap Destination
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FUTURE POINT OF VIEW

The “Organizational Mind” the Al Roadmap Destination



FPOV

Intelligence Layer: Thinking Starts with a brain

Software Layer: Mechanistic ~  Starts with a scaffold
Data Layer: A Fluid Asset

Infrastructure Layer: Digital Power Utilit
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Intelligence Layer: Thinking Starts with a brain

Software Layer: Mechanistic

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

Software Layer: Mechanistic

The software layer will continue to be
the main arbiter of data assets

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

Software Layer: Mechanistic

The software layer will continue to be
the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

Software Layer: Mechanistic

Requires a
heavy amount
of compute

The software layer will continue to be
the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

Provides
training &
directs
automation

Software Layer: Mechanistic

The software layer will continue to be
the main arbiter of data assets

Pulls high

value from

data assets _
Requires a
heavy amount
of compute

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

* Business needs for decision-making
» Advanced automation

* Knowledge store & delivery

« Advanced analytics

Provides Pulls high
C - training & value from
SOftwa re Laye r: Mechanistic Starts with a scaffold 2 ( directs data assets _
automation Requires a
heavy amount
The software layer will continue to be of compute

the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain

* Business needs for decision-making 60% .
» Advanced automation l Digital capabilities

« Knowledge store & delivery ggg{lgj Egn?%??g%tsegn‘;or
« Advanced analytics

40%

Provides Pulls high
C - training & value from
SOftwa re Laye r: Mechanistic Starts with a scaffold 2 ( directs data assets _
automation Requires a
heavy amount
The software layer will continue to be of compute

the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




Intelligence Layer: Thinking Starts with a brain

» Knowledge store & delivery should be separated for

* Business needs for decision-making 60% I
_ cost & control reasons
« Advanced analytics

- Advanced automation l Digital capabilities

40%

Provides Pulls high
. * training & value from
SOftwa re Laye r: Mechanistic Starts with a scaffold 2 ( directs data assets _
automation Requires a
heavy amount
The software layer will continue to be of compute

the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




FPOV

Intelligence Layer: Thinking Starts with a brain fafty Brai _Bra'

"

» Knowledge store & delivery should be separated for

* Business needs for decision-making 60% I
_ cost & control reasons
« Advanced analytics

- Advanced automation l Digital capabilities

40%

Provides Pulls high
. * training & value from
SOftwa re Laye r: Mechanistic Starts with a scaffold 2 ( directs data assets _
automation Requires a
heavy amount
The software layer will continue to be of compute

the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




Human Capital

As time goes on, users will access the
software and data layers through the
Intelligence layer almost exclusively

Intelligence Layer: Thinking Starts with a brain fafly B _Bra'

b S o

FPOV

* Business needs for decision-making 60% .
» Advanced automation l Digital capabilities

« Knowledge store & delivery ggg{lgj Egn?%??g%tsegn‘;or
« Advanced analytics

40%

Provides Pulls high
. * training & value from
SOftwa re Laye r: Mechanistic Starts with a scaffold 2 ( directs data assets _
automation Requires a
heavy amount
The software layer will continue to be of compute

the main arbiter of data assets

Powers both layers and uptime will be even
more critical because of user dependency

Infrastructure Layer: Digital Power Utility




Future Point of View

Data & knowl\edge,_afe
the DNA of the Synthetic
Organizational Mind
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