


THE CHALLENGE

Manière De Voir (MDV) is a fast-growing sports luxe fashion brand, based in Manchester. 

Treating all its customers as an extension of the MDV family, the retailer wanted to move away from a 
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But determining customer tastes and interests relies on making sense of the complex interactions between 

multiple data points, and with a small marketing team, the prospect of manually carrying out the extensive 

customer segmentation needed to personalise its newsletters prevented the retailer from moving forward with 

its strategy. 
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marketing team could use to personalise its newsletters. 
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THE SOLUTION
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series of mutually exclusive customer segments were 

created combining gender and category preference 
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Instead of using manual segmentation, the audience 

for each of these segments was automatically created 
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The algorithm takes into account factors such as:

�����������7�K�H���L�Q�G�L�Y�L�G�X�D�O�p�V���S�X�U�F�K�D�V�H���D�Q�G���E�U�R�Z�V�L�Q�J���E�H�K�D�Y�L�R�X�U��

     Relationships between similar people and 

     products.

     Temporal correlations, based on the buying cycle 

     of each product.

     Reinforcement learning, based on whether a    

     shopper responds to machine-generated 

     predictions in the expected way.

Emails with personalised content and subject lines, 
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sent to each segment. 

THE RESULTS
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amount of time by eliminating manual work from the 
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Segmentation resulted in a:

     40% uplift in revenue per email sent

     24% uplift in open rate

     43% uplift in click rate to open rate


