CONTEXT / TARGET

Define an offline acquisition strate
CUSTOMER g =

Support the store activity which has been

Acq u isition suffering from a loss of traffic for several

o ) years

LTV* Optimisation

@ Optimize advertising investments by
targeting just right

ROUGEGORGE

CHALLENGES

Main project issues :
Confirming / disproving "beliefs
Measure the LTV

Validate the impact of digital
investments on stores
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APPROACH

Identify the drivers of customer loyalty
through the implementation of a study i_.5

Development of local
strategy through
digital investments

Select the most relevant stores for the
implementation of the test

Validate the impact on x kpis

* LTV = Life Time Value
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Sales Customers

Data domains

oosm

recruited by the brand, such as the type of products purchased, the
sensitivity to the promotion and the preferred purchase channel.
This data has helped us implement our omnichannel acquisition
strategy, allowing us to optimize our campaigns, test new potential
targeting and identify the most profitable periods in terms of
recruitment."

v "The acquisition solution developed by Fashion Data has enabled
Technologies {: Rougegorge to obtain information on the profile of new customers
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Elise Descamps

Omnichannel Traffic Manager

at Rougegorge



