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PERSONALIZATION

ELEVATING CONSUMER ENGAGEMENT FOR
INDIVIDUALIZED EXPERIENCES DRIVING
INCREMENTAL PROFITABILITY
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CONSUMER ENGAGEMENT JOURNEY
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WOMENS PEIYSICAL LIFECYCILE

Teenagers

FIRST BRA

- the first traditional
signifier of becoming
a young woman.
Breast start
developing and the
bra should facilitate
this important time.

Young Woman Childbearing Middle Age ~ Senior
i M JUST IN THE MIDDLE OF
UNDERWEAR \ & MENOPAVSE, CAN | CALL You\
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PERIODS
PERIODS PREGNANCY AND BREAST DISEASE MENOPAUSE
- the second NURSING - Breast cancer is - A major change in
traditional landmark - Women'’s breast size the second most Women’s hormones
of becoming a and sensitivity can  common cancerin  in middle age of
woman. Increasingly change dramatically women (and men).  their lives can cause
now a more talked as their body worldwide. It can hot flushes and
about part of prepares itself to result in surgery to  breast tenderness.
women’s lives nurse a child. the breasts which
generally. facilitates the need

for a suitable bra to
support the mental
and physical healing
process.



WOMENS
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Teenagers

- Most girls suffer with Body
Confidence at this stage of
their bodies development

as they come to terms with
physical and mental hormonal
(mood swings) changes of
becoming a woman. Generally
women can be quite shy about
their bodies at this stage and
look to cover up or hide their
development. Teenagers also
grow at different rates so there

can be peer pressure.

Young Woman

- This is the time
when young women
start to feel ‘grown up’
and there is a lot of
experimentation by
women about what it
means to dress as a
woman. Most young
women don’t appreciate
how great their bodies
and skin are at this
stage of life.

Childbearing

- After childbirth women
can be dissatisfied with
their bodies whether

because of excess
weight, stretch marks,
incontinence etc and
they have less time to
focus on looking after
themselves as they are
still generally the main
children’s care giver.

Middle Age

- At this point in
time women become
aware that they

are ageing. As you
body prepares for
the onset of the
Menopause your
body fat and skin
becomes slightly
softer and breasts
can feel heavier and
sensitive , your waist
thickens and you can
feel extremely hot at
times.

Senior

- Women’s bodies
and skin become
generally very soft
and bra and brief
comfort is important.
Bra support is also
very important at
this life stage to

retain your shape.



A.l. POWERED PERSONALIZATION
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HOW DOES IT WORK?

(WAl Customer
‘dﬁl Purchase History
Personalized Recommendations for Triumph customers
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PERSONALIZED MEDIA TARGETING

Entire CRM List used to
target Social Media
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P.Al powered Look-Alike
customers used to
target Social Media
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low P.Al Look-Alike

Reduction in Cost Per
Click

Increase in Click
Through Rate

Identify source set of
customers based on
objective of the media
campaign

Create profiles of entire
customer base based on
their transactional and
demographic behavior

Works?

Al model evaluates
similar customers to
the source set from the
entire customer base
based on the profiling

Learning for Future

Can further increase effectiveness by

combining CRM look-alike with other

interest related factors (e.g. activity on
FB. shopping interest etc.)

SOURCE

PROFILES

LOOKALIKES



SOME RESULTS

Flex Smart

Al Lapsers SG, MY, HK, TW TW 618 CN Lapsers and

Reactivation

March - April May - June July

Jan - Feb

June- July August

I
March E April - May
I

CNY Campaigns for SG: Easter/ Raya TW Mother’s day HK Nurture
SG, MY, HK, TW MY: Ramadan SG Lapsers & Reactivation
HK: Mid Season Sale
TW: Already Planned Campaigns

sl :1.--..-..-........-........-.... _‘ ._.-“"'"'"'“""""""'"". ~

.......-........-.
_ ; z >1.75M
18 Campaigns CHF 3.8M CHF 15.7TM e TE e

Across 5 markets Incremental Revenue Met Touched Revenue Members across 18
: : : camp.aigns

++ Reactivation* . ++ Retention*
+6% in MY +5% in MY
+5% in HK +3% in HK
+1% in TW : +2% in TW







