TARGETS CHALLENGES

Align customer value with the brand's Have the right KPIs to monitor the
CUSTOMER revenue objectives: value of your customer base

° @ Understand customer contribution to Segment your customer base using
Seg mentatlon & revenue @ simple transactional criteria
PMGB daSh boa rd @ Have segments based on customer value @ Estimate the value of your customers in

that can be easily activated the short, medium and long term.

Men'’s ready-to-wear clothing brand @ Provide operational teams with the @ Measure the impact of CRM actions on

appropriate management tools the evolution of customer value.

1\l 05y & VALUES

APPROACH

Analyze the sales history on the right depth ’

of history d

Optimization of Better understanding Greater reactivity of

Determine optimal sales/tickets thresholds media investments, and improvement of CRM teams thanks to

to segment the database by ta'rgeting only customer value thrgugh daily updated
high value intuitive and easily dashboards

customers activated segments

Deploy dynamic management tools and
train teams to read changes




Reactivity Appropriation
faster easier Daily update
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PMGBS
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