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Abstract

This in-company project investigates a process of online segmentation by profiling the customers
into different personas. It also illustrates for the reader that by personalizing communication with
the customers, more efficient results are achieved. It suggests to use customer profiling as a way
of personalizing the content and target the customers according to their differences and

preferences.

Building accurate and effective customer profiles for the chosen company was the main purpose
of this project. This study explains how different segments react to identical messages sent from
the company and why it is essential to personalize content for different audiences to get the

maximum level of engagement and attention from each segment.

This project explores main keywords in marketing literature sources regarding online

segmentation, digital communication and personalization to create the basis for the research part.

The research part IS based on the particular company.
The chosen company is a business start-up named Stilnest which operates in the fashion industry

and creates, produces and sells jewelry for women.

The method for research part implementation is a combination of quantitative and qualitative
approach. The quantitative part was conducted in order to collect statistical data about the
customers by using the Google Analytics platform. Variables used were age, gender, volume,
revenues, conversion rate, shopping behavior and checkout behavior. All quantitative data was
supported by qualitative examples that included reviews and emails from the customers and

company’s internal purchasing data.

In conclusion, with the strong theoretical and practical basis, four different customer personas
were constructed. Each persona is defined by different aspects and represents a real person. In the

end of this study the recommendations for implementation are suggested.

Keywords: online segmentation, e-marketing, customer profile, persona, personalized digital

communication



O estudo investiga o processo de segmentacdo online, definindo perfis de clientes em diferentes
personas. E feita uma extensa demonstracio de que a personalizacdo da comunicacio para 0s
clientes tem consequéncias positivas a nivel de eficiéncia e de resultados atingidos. A definicdo de
perfis é utlizada como forma de personalizar o conteido e de segmentar os clientes de acordo com

as suas diferencas e preferéncias.

O objetivo do projeto foi a criagéo de perfis de clientes para a empresa escolhida, em que estes
sejam precisos, estruturados e eficazes. Este estudo explica como é que diferentes segmentos
reagem a mensagens idénticas, e o porqué de ser imperativo personalizar o conteudo para 0s

diferentes segmentos, por forma a obter o maior nivel de engagement e foco.

Como forma de criar a sustentagdo para desenvolvimento da dissertacdo, o estudo explora
bibliografia relacionada com as principais keywords de segmentacéo online, comunicacéo digital

e de personalizacéo.

ation of the second phrase is the following: A empresa escolhida é uma startup chama da Stilnest.
Esta empresa em rapido desenvolvimento opera na indlstria da moda, creando e produzindo

joalharia para o sexo feminino.

A metodologia aplicada é uma combinacdo de métodos quantitativos e qualitativos. A parte
quantitativa foi conduzida por forma a recolher informacdo estatistica sobre os clientes através da
plataforma de Google Analytics. Varidveis como a idade, sexo, volume, receitas, taxa de
conversao, comportamento de compra e de pagamento foram usadas. Toda a informacdo
quantitativa foi suportada por exemplos qualitativos tais como criticas e emails de clientes assim

como informacdes internas da empresa relacionadas com a compra.

Sumariamente, foram definidos quatro perfis de cliente. Cada perfil é caracterizado por diferentes
aspectos e representa clientes efectivos. No final do presente estudo sdo facultadas multiplas

recomendag0es para o0 uso e implementagdo da metodologia e dos resultados obtidos.

Keywords: segmentacdo online, e-marketing, perfil de cliente, persona, comunicagdo digital

personalizada.



Executive Summary

The amount of information coming through an extensive range of different media channels is so
large that people are less and less engaged and find it difficult to filter important content from
trash. In a world of information overflow, the competitive companies need to use modern
technology and innovation to precisely reach users with content that would interest them.
Traditional marketing strategies of segmentation, targeting and positioning are insufficient and any
successful company must work extremely focused and efficient in order to gain and keep their
competitive advantage within the industry they operate. Margins are low and globalization and the
internet have challenged both - production and distribution methods, as well as marketing.

This in-company project investigates one of the most important tools of marketing — segmentation.
More specifically, the focus is on online segmentation by profiling the customers into different
personas. Personas are used to target information much more accurately to customers via direct

electronic communication, than via traditional mass media channels.

The paper shall illustrate for the reader that by personalizing the communication with the
customers, more efficient results are achieved. It suggests to use customer profiling as a way of
personalizing the content and target the customers according to their differences and preferences

not only by statistical, but also by behavioral data.

The purpose of this project was to build accurate and effective customer profiles for the specific
company. It aims to give the reader insight to how customer profiling works in an actual company
under real conditions. It intends to show the process from the beginning to the end so that those
working within marketing in a company can find this paper valuable and easy to apply in practice,
more than on a theoretical level. This study explains how different segments react to identical
messages sent from the company and why it is vital to personalize content for different personas

to get maximum level of engagement and attention from each customer.

This study covers main keywords in marketing literature regarding online segmentation, digital
communication and personalization to create the basis for implementation. It includes customer

profiling as a method of segmentation, digital communication with further explanation of digital



and social media, e-marketing, search engine optimization (SEO) context, finalizing it with
personalization and personalized content for customers. The literature gives insight into how to
choose the variables for the research part and which steps are most important to follow while
building customer profiles.

The research part of this project was focusing on existing company customers.
The chosen company is a business start-up named Stilnest that operates in the fashion and design
industry. Being more specific, the company offers jewelry products and accessories for women.
There are no physical stores of Stilnest as it only offers an online shopping experience. All
interaction with customers are made through virtual platforms, especially social media channels
using different e-marketing tools. The main marketing idea for this company is to collaborate with
influencers to sell the products through them, via their follower’s base. Stilnest engages with social
media stars that are popular worldwide, or at least very well known in a specific area, country or
topic. Stilnest looks for role model influencers that operate in the fields of fashion, beauty,
travelling, and lifestyle and has at least 150.000 followers on their social media channels. After
contract signing, influencers only suggest designs and messages they want to represent, but the
whole production, delivery and advertisement process is delivered by Stilnest. In the end, the
influencer is the face of the collection and he/she gets the agreed commission fee every month

based on the sale of their collections.

The method to implement the research part is a combination of quantitative and qualitative
approach and it has been used with different variables. The data has been collected according to
the purpose of the project and it included demographic, psychographic and behavioral attributes.
The quantitative part was conducted in order to collect statistical data about the customers by using
the Google Analytics platform. Variables used for quantitative method were age, gender, volume,
revenues, conversion rate, shopping behavior and checkout behavior. While analyzing the results,

different rules (assumptions) were created for each variable.

All quantitative data was supported by qualitative examples. The qualitative part was conducted
in order to illustrate the data collected and to demonstrate examples of existing customers, helping
the reader to connect numbers to the personas. For this part, two different methods have been
applied. First, customers’ examples were taken from the internal e-commerce platform called

“Magento” and it provided results of customers’ retention rate and combinations of the basket.
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Then, different reviews of the customers were collected in order to collect and analyze main
behavioral aspects such as: needs, values, concerns, complains. Two different kind of reviews were
collected: first, emails were taken from the customer service platform “Zendesk” and second,
public posts were taken from “Twitter”. Qualitative data, except for the public posts, was taken
from the confidential information of the company and it has been allowed to use only for this

project to achieve the most effective and accurate results.

After all the necessary data was collected and analyzed, different customer personas were built.
According to the size of the company and differences between everyone in the customer database,
four different profiles were constructed. Each profile represents a persona and it has an
identification (name, age, position) and a story behind it. Every persona also has basic statistical
data that explains how many customer percentages it covers. Presented customer profiles are
defined by different kind of aspects that include needs, values, pain points, triggers and touch

points.

Analyzing the data delivered highly interesting trends and results. Having an overview of the
collected information, the most important results in regards of customers’ buying experience were

the following:

- Conversion rate increases by age

- The number of transactions gets higher with age

- Youngest group of customers spend most time only looking for products

- Oldest group of customers spend less time on the website but converts the best

- Male customers make 10% of all the target audience but generate 20% of the revenues

- Men perform the best at actual purchasing in value and in volume

- Youngest customers are the most impulsive ones as they mostly leave at the last stage of
purchasing

- Most of the revenues are generated through segments aged at 18-35.

In conclusion, all the collected data has built a strong basis for customer profiles. As a result, four
different customer personas were constructed. First persona represents a young female student that
cannot afford the products but is following the influencers and is interested in the company because
of them. Second persona is a young working professional female that has no time for waiting, cares

a lot about buying experience, high quality and good customer service. Third persona represents a
vii



mother of two kids that has time to read reviews online and to find the best alternative. She usually
buys products as a gift to her family members and if she is happy, she is loyal. The last persona is
a male customer that comes to the website to buy gifts only. He mostly cares about waiting times,

packaging and returns policy.

This project includes possible recommendations of implementation that has been created together
with the Head of Marketing of Stilnest. Implementation of personas to target different customer

profiles by personalizing the content drives value for the company.
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1. Introduction

The whole research of this project was directly related to a particular company. It is a Startup
company called Stilnest and its headquarters are based in Berlin, Germany. The model of this
company is represented in the illustration bellow. It shows that Stilnest is between the influencer
and the end buyer. The main idea of this Startup company is that it looks for collaborations with
different kind of influencers that are related with following fields: design, fashion, travelling,
lifestyle, beauty, etc. Stilnest sign contracts with influencers and use them to actually sell the
products. Influencers that agree to collaborate only give their opinion and suggestions on design,
addressed messages to the audience and advertisement ideas. All of the design, production,
delivery and advertisement processes are implemented by Stilnest. Influencers participate by
writing public posts on their accounts about the products, mostly using Instagram and Facebook
social media platforms. Influencers do not have direct communication with customers, but if they
decide to do so — Stilnest allows them to. Influencer receives the agreed commission fee every
month. The usual commission fee is 10% or 20% of the profit, depending on the size of the
collection and the popularity of the influencer.

INFLUENCERS “ STILNEST “ CUSTOMERS

Illustration 1. Business model of Stilnest (own illustration)

Jewelry include necklaces, earrings, bracelets, rings, etc. Even though jewelry is the main product
group of the company, Stilnest also offers phone cases, notebooks and other accessories for

women. The official website of the company can be found here: https://stilnest.com/en_int/

Finding out more about Stilnest products it is important to mention that all the jewelry are silver
or gold platted which makes products expensive among the competitors. Each piece of jewelry is
hand finished in Germany, packed and sent to the customer with the particular designer card inside

the package.

The research was made during the professional internship in this company (CRM and Marketing

internship). The research analysis includes a lot of confidential data of the company that was
9


https://stilnest.com/en_int/

allowed to use only for this Master project. However, being able to collaborate with the company
directly and work from inside, all the data collected is accurate which means that results are based
on real customers and it can actually help the company to achieve better results in the future. This
research was approved by the CEO and Head of Marketing of Stilnest and the results were

presented to the team during the internship.

While discussed with the team about the research questions and customer profiling, it was decided

in the Marketing team that this research should answer to these questions about the company:

- Who are our customers?
- How do they look like?

- How to engage them?

It is important to profile the customers of every company because of some very simple but
important reasons. First of all, everybody is different. Second, people like to be contacted only
about things that they are interested in and they do not like to be treated like “others”. Finally, at

Stilnest we also have different types of customers so we should treat them more differently.

For building the personas, quantitative and qualitative approach was applied. First, quantitative
data were collected and analyzed. For quantitative analysis the main platform used was Google

analytics, taking into consideration the last 6 months of the company’s existence.
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2. Exposition of the context of the issue

Managerial issue

While being a part of the company, it had been noticed that different customers have different
purchase behavior. This included not only the way they purchase, but also the fact that they had

different conversion rate, retention rate, needs, values and concerns towards the company.

There were a few reasons that initiated this project. First of all, it has been noticed that company
has not been using different tools of segmentation. As a result, there was a lot of potential for a
company to reach more audiences and to keep the existing ones. In order to improve the results of
the company such as sales and retention rate, this project has been initiated to actually help the

company achieve better results.

Second reason that encouraged to start this project was related to people feedback about the
company. It was noticed that people that contact the company with questions, concerns or
complains have totally different manners and behavioral aspects. This gave an idea that it can be
useful and effective to group the whole audience of the company into different segments and to
use specific ways of communication towards each of them. This is the reason that customer

profiling was chosen as a way of segmenting the audience.

To sum up, the main managerial issue of this company has been identified as a lack of
segmentation of the target market that influenced the overall performance of the

organization.
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3. Literature review

In the current economic and technological environment, the problem of meeting specific needs of
different customers is relevant and has great importance to every success seeking business. There
is a wide choice of literature in regard to this topic and according to the main purpose of the project,
literature review has been categorized into three main parts: Online Segmentation, Digital

Communication and Personalized Content.

a. Online segmentation

Customer profiling — a method of segmentation

Traditional methods of segmentation commonly apply to the method when the whole target market
is being split into different groups according to age, education, family income and other social
demographics. One of the alternative approach of segmentation that has different process of
creating an actual segment was proposed by Jiand and Tuzhilin (2009) and it is called direct
grouping segmentation. Jiang and Tuzhilin (2009) explains that direct grouping segmentation
“partitions the customers into a set of mutually exclusive and collectively exhaustive segments not
based on computed statistics and particular clustering algorithms, but in terms of directly
combining transactional data of several customers, such as Web browsing and purchasing
activities, and building a single model of customer behavior on this combined data. It gives an idea
that this approach is based on using behavioral data instead of social demographics. It clarifies that
it is not totally accurate to trust only numbers when it comes to existing groups of customers and
online segmentation has to consider how people behave while purchasing online. This approach
leads to a method of segmentation that is going to be a key method for this project — customer
profiling.

As suggested by Loshinand and Reifer (2013), customer profiling is one of the effective ways to
know who your customers are. The authors explain that “Customer profiling refers to processes
for capturing data about customers, analyzing that data to create information about customer
behaviors, likes/dislikes, and other characteristics, and the presentation of that information to

decision-makers in various customer-facing processes to promote profitable actions” (Loshinand,
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Reifer, 2013, p.60). Also, Jiang and Tuzhilin (2009) adds that customer profiles can be defined as

a set of rules that defines behavior of particular customers.

A lot of research study shows the benefits that can be gained from profiling the customers of the
company. Building customer profiles can be used as an alternative method of segmentation to
create an individual portrait of a client that includes not only their personal, but also transactional
details and that this portrait “helps companies make various customer-centered decisions regarding
their business” (Upadhyay, 2016). There are also opinions that a customer persona represents an
aggregate of target market users that share similar characteristics and behavioral aspects. These
authors also give an idea that persona represent a real example of a person and a customer (Pruitt,
Adlin, 2016).

When building customer profiles, it is necessary to understand the process and certain steps that
are the key actions to get accurate and effective results. It is explained in the literature that in the
process of profiling the customers it is essential to look not only at demographics, but also at
buying insights. Author A. Revella (2015) suggested that company can gain more value by
answering the questions of why/ how/ when the particular customers decide to make a purchasing
decision. It is suggested in this context that the combination of buyer profile and buying insights
gives a guidance of how to make the key decisions and win the buyers (Revella, 2015).

It is also suggested in the literature that different variables should be taken into consideration. For
example, authors Bhatnagar and Ghose (2004) use age, gender, education and income and they
assure that these are only the basic factual variables to use. According to the literature research
and company’s profile, this project has also been using a logical combination of different

demographic and behavioral variables to achieve accurate and effective results.

1.2 Building customer profiles

It is proved in the literature that customer profiling is built on real data. The same authors
Loshinand and Reifer (2013) suggest that before starting a process of profiling the customers, it is
very useful and effective to overview what kind of data has to be collected to build different types
of personas. They notice that it is critical for companies to have an assumption what are the
characteristics of the customers that are the most interested in the company’s products or services.

They suggest that the key action is to collect three different types of data about the customers:

13



- Demographic (attributes that describe individuals among the population)

- Psychographic (attributes related to personality, likes and dislikes)

- Behavioral (attributes that describe purchasing behavior such as purchasing power or
frequency) (Loshinand, Reifer, 2013)

On the other hand, it is suggested that customer profiles are combined out of factual and
transactional data and they include all the attributes mentioned above (Apeh, Gabrys, Schierz,
2013).

While collecting different types of attributes and data to construct the profiles, companies should
also have in mind to answer these two basic questions in order not to get lost in the process of

customer profiling:

- Who are the most valuable customers
- How do they behave (Apeh, Gabrys, Schierz, 2013)

Concluding different attitudes, it is necessary to find the accurate way of collecting different type
of data such as demographics, psychographics and behavioral information. Real data of the
customers is a tool to collect demographic attributes that were discussed before while
psychographic and behavioral attributes are possible to collect from the transactional data of the
company. The way of collecting data by using one of the profiling models is discussed in the next
chapter of this project. Although it might seem that the creation of well — constructed customer
profiles is hard because there are cases when not all factual and transactional data is easy to access
for businesses, there are strategies that suggest the best possible result and use the data to improve

marketing strategies towards the main target groups.

b. Digital communication

The concept of digital communication has changed dramatically in the last decades. In the
literature can be found many different approaches to what is digital communication, when did it
start and how does it work. There are also numerous types and ways to apply this kind of
communication in real businesses. However, the types of digital communication that has a great

importance for this project are digital media, social media, SEO and e-marketing.

2.1 Digital and social media

14



Nowadays every successful company is seeking to find the way to generate exposure, develop
interactive strategies and engage consumers online using only digital media channels (Parsons,
Lepkowska-White, 2018).

Starting with the definition, Acerbi (2016) describe digital media as a type of media that is encoded
in digital format, typically to be transmitted and consumed on electronic devices, such as
computers, tablets and smartphones. This type of media can include emails, digital audio and video
recordings, e-books, blogs, instant messaging and more recent social media (A. Acerbi, 2016).

Digital media has a lot of different forms and can be presented in various formats.

The type of digital media that has enormous impact on people and society is social media. While
overviewing the data it is worth mentioning the official worldwide statistics and its impressive
numbers. It shows that the number of worldwide social network users has increased from 0.97
billion to 2.62 billion users in the last ten years (Statista, 2018). Taking a closer look to different
social media platforms it can be said that the biggest percentage of active users belongs to
Facebook (2167 million), second most popular platform is Youtube (1500 million) and the third
one is WhatsApp (1300 million users) (Statista, 2018). In order for business to reach their
consumers in the most effective way it is essential to understand how consumers interact through

digital media and what they respond to (Campbell, Ferraro, Sands, 2014).

Social media is an important topic in business today as it has significant influence on the users
today. It is defined in the theoretical sources as an internet based applications that gives an
opportunity to create, develop and exchange user generated content online. As explained in this
way, social media can include various types of forms such as blogs, virtual networking sites, virtual
chat and discussion rooms, etc. Social media concept is also used to explain different forms of

media content that is created by the end — users and it is public (Kaplan, Haenlein, 2010).

One of the very important social media objectives useful for this research is that companies can
use social media as a tool to collect information about themselves from their consumers. As almost
all social media platforms are public, information can be found and used easily (Schweidel, Moe,
2014).

There is a part of social media that is relevant specifically for this project and that part is called

influencer marketing. The process of influencer marketing is well explained by Veirman,
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Cauberghe and Hudders (2017). Influencers today have a big impact on social media users. For
example, there are people that collect thousands or even million users to follow them on Instagram
because of various reasons: fashion, celebrity life, healthy life style, travelling, beauty and many
more. Through blogs and vlogs (video blogs) influencers create a content using their everyday life
and deliver it to the users. They involve people in their life and it makes users care about particular
influencers and their opinion. Brands use these kind of influencers nowadays to reach even bigger
audiences. This approach is getting more and more popular in companies, especially in smaller
ones, when they try to use influencers to generate their competitive advantage (Veirman,
Cauberghe and Hudders (2017).

2.2 E-marketing and SEO

It has been a lot of significant changes in this field and it is important for managers to go ahead
with the new, innovative trends. The evolution of e- marketing, especially the development of data
mining, gives an opportunity for companies to collect not only facts about their clients, but also
their behavioral aspects that can be critical to know when targeting them. Different ways of e-
marketing expand the possibilities to explore their customers, to get richer data about them and as
a result to adapt segmentation and targeting strategies more effectively (Faraone, Gorgoglione,
Palmisano, Panniello, 2012).

During segmentation and customer profiling process, there are so many possibilities to apply
different e-marketing strategies according to the needs. For example, if it is known from
transactional data that customers think that the quality of the website is poor and they find it as a
valuable aspect of their shopping experience, marketers can react by changing the design of their
e-shop, adding more content or providing extra functions for easy purchase process (Bhatnagar,
Ghose, 2004). E-marketing is more dynamic, concentrated and interactive than the old marketing
strategies (Chong, Bian, Zhang, 2015).

It is not easy anymore to position a particular website in a way so that customers would easily find
it only by googling it. Search engine optimization, or SEQ, is one of the popular and effective e-
marketing tools for companies. Krisopher Jones (2013) explains in his book “The history of search
— engine optimization” that SEO is “the process of setting up your Web site so that it ranks well
for particular keywords within the organic search results of major search engines such as google”

(Jones, 2013). Even though SEO has become more complex today than it was ten years ago, it has
16



some strong advantages and of them is proposed by Kritzinger and Weideman (2013). It explains
that SEO listings are occupying the main areas of search engine’s result page and users cannot
ignore them very easily. The same authors also highlight the benefits of SEO if a feature called
“pay per click” has been added. When search engines add this function, next to the organic results
there are also ranked results on the same page. The combination of SEO and PPC feature can
generate way more competition among commercial websites. By understanding how big the

competition today is, these advantages can mean a lot for e-commerce businesses.

c. Personalization and Personalized Content

3.1 Mass communication versus personalized communication

When it comes to communication with the audience, it can vary in many ways. Depending on the
profile of the company, it can communicate with the whole audience using the same strategies,
advertisements, messages, or, it can segment its audience and communicate with smaller groups

of potential customers using different means, media channels, and methods of marketing.

It is important to understand in which context mass media is used. Baran and Davis (2015) explain
in their book “Mass communication theory” that mass communication happens when organization
sets or employs a technology to communicate with a very large audience. Authors mention that
different organizations have their own ways to do it, for example, publishing organizations use
printing presses and newspapers to reach their readers while producers and filmmakers use audio
and video technologies to communicate with their audience. The point is that a newspaper and a
movie or a TV show is for everyone, it is directed for a huge amount of people (Baran, Davis,
2015).

Mass communication occurs almost everywhere in daily life but its way of delivery is changing
constantly. Looking at the television today, it can be seen that previously mentioned TV shows or
movies are now being watched on personal computer screen, tablets or even mobile phones. The
same is done with publishing companies as they deliver the same content to people in different
formats. What was a paper magazine twenty years ago, today is a portable, light, well designed e-
reader. It is worth mentioning that mass communication in the traditional context today is also

Internet-based communication that apply not only to production but also to delivery process. It

17



means that in a lot of cases the content remains the same but the method of delivery to an end -

consumers changes depending on their needs and preferences (Castells, 2009).

However, when it comes to smaller and more concentrated organizations, mass communication is
not so effective not because of the delivery forms, but because of the content. Small niche business
only has a specific audience; products or services might not be interesting to every person. For this
reason, companies (not only small ones), are looking for ways to separate their market and address
more personalized communication to smaller groups of customers that have particular needs and
interests. In this context the definition of personalization can be described as “a process whereby
a solution (product, service, or a combination of both) is created or adapted according to the needs
and preferences of the individual customer” (Dantas, Carrillat, 2013).

3.2 Advantages of Personalized digital communication

As proposed by literature sources, personalized digital communication has many benefits and some
of them are particularly relevant for this project. First of all, highly personalized messages or very
accurate and specified website content can help a customer to make up his mind and choose that
particular product or service among numerous alternatives. Personalized content also gives a value
to the customer because according to the strategy of customer profiling, personalized content is
built not only on factual data, but also on consumer’s shopping behavior, needs, likes and dislikes.
It means that personalized digital message is bothering a customer with a content that will actually
interest him (Dantas, Carrillat, 2013). The third combination of advantages relevant for this project
is that personalized digital communication is able to increase customer engagement and loyalty, it
helps brand to increase its awareness and it helps companies to have higher retention rate on their
clients (Maslowska, Smit, Putte, 2016).
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4. Methodology

4.1 Research paradigm and research questions

Starting with the research paradigm, the approach was a mixture of quantitative and qualitative
methods. The combination of approaches matches the research problem and research questions
and it was applied after carefully measuring possible ways of implementing the research process.
Even though both approaches were used for the project, the main focus was on quantitative

research methods.
In order to build accurate customer profiles, the main research questions were asked:

- Who are the customers of the company and how do they look like?

- What are the main variables to build a customer profile?
4.2 Personas building method

In order to achieve the main purpose of the project and to build customer personas, certain steps
had to be followed. One of the customer profile building method was proposed by authors
G.Adomavicius and A.Tuzhilin (2001) and it mainly explains what steps need to be followed in
order to build a complete and accurate customer profile from factual and transactional data.
(Mustration 1)

Phase 1 Phase 2
Data » Rules » Profiles
Data mining Validation

[Nlustration 2. Customer profile building process in a simple way (G.Adomavicius, A.Tuzhilin,
2001)

This building method explains that to have a final result (profile), certain phases have to be

implemented:

1. Data collection process
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2. Transformation of the collected data into rules
3. Validation of the rules using real life examples

4. Constructing customer profiles

In the phase of data collection, demographic data of the segments were collected and analyzed.
The variables that were taken into consideration are age, gender, volume, revenues, conversion
rate, shopping behavior and checkout behavior. The data was described and the main conclusions

were made.

Transformation of the collected data into rules refers to a process where clear and consistent
conclusions were drawn out of many different collected data. The rules are trends that are proved
by guantitative data and it was used as a base to build customer profiles. In order words in can be
explained that every assumption made during the quantitative analysis, was confirmed with

qualitative data.

Validation of the rules has been made by supporting quantitative method with qualitative analysis.
This phase included illustrations of personas taken from social media platforms and internal data
of the company. In other words, validation of the rules means support of the conclusions made by

using examples from the company’s experience.

The phase of constructing the profiles is an actual process of building different personas. In this
stage, quantitative and qualitative was differentiated and used to construct separate profiles that
represent different segments of the company.

Overall, the chosen model helped to stay structured while collecting data. Since customers profiles
were chosen to be based on quantitative and qualitative data, these four steps were followed to

have a clear order, accurate conclusions and finally, accurate personas.
4.3 Methods
Quantitative approach

The methodology of this project was chosen according to the main purpose of the project and to
the suggested steps. In order to improve the segmentation by using personalization, the complex

approach was applied and implemented.

For the quantitative approach, the main platform was:
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- Google Analytics

Google Analytics Platform was used to collect all the necessary data of the existing customers of
the company, as well as their shopping behavior on the website of the company. The variables that

were collected and analyzed were demographics and shopping behavior and included:

- Age

- Gender

- Volume

- Generated revenue

- Conversion rate

- Average basket value

- Shopping behavior (all sessions, sessions with product views, sessions with add to cart,
sessions with check out, sessions with transactions)

- Checkout behavior (check out method, billing & shipping information, payment

information, order review, sessions with transactions)
4.4 The process of collecting the data

Since Google Analytics is providing four different age groups and is separating genders of all the
customers, every group was chosen as a different segment. The shopping and checkout behavior
was measured according to different age groups and different genders. Also, the combination of
age groups and gender was also taken into consideration. The same method was applied for
generated revenue and volume of the customers as customers’ profiles have to represent all the

clients of the company.

The period chosen to measure the data and build the customer profiles was 6 last months of the
company’s existence. This period was chosen because for the last 6 months company has
implemented its activities: it expanded its products range for the first time. This gave an idea that
this period of time would show the most interesting correlations and data to build the profiles and
to implement the main purpose of the project.

Qualitative approach
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To make this research more accurate and to prove that all the quantitative research results are

correct, qualitative method has also been applied for this project.

As this project includes existing customers of the company, the real life examples were taken into
consideration as a proof of the conclusions from the quantitative analysis. To support quantitative
analysis, three different platforms were used to illustrate their shopping habits and buying

experience:

- Social media platform Twitter
- Customer support platform Zendesk
- Internal sales and operations system Magento

Twitter as a qualitative research tool was chosen because this platform is used the most among the
customers of the company. Other platforms that customers tend to share their experience are
Instagram and Facebook, but Twitter has the most public reviews and comments about the
company and its products. Also, internal customer support platform was used as well to illustrate
how customers are interacting with the company, what concerns they have, what type of questions
they ask and how different people tend to communicate directly with the company. Finally, internal
sales and operations system Magento also proved the accuracy of the results. It showed not only
the average basket value, but also the combination of the items in the basket. Also, it showed what
age and gender groups are the most loyal and has the highest retention rate. This information was

supporting shopping behavior data in order to build more accurate customer profiles.

After applying both research methods, the reader is able to understand better how customer profiles

were built and what the main trends in the company are.

As the second objective of this project is to explain how personalized communication towards the
customers can be effective, the research part has intended to suggest possible alternative methods
to communicate with different customer segments that were built using customer profiling. The
practical part includes recommendations for implementation that specifically discuss ideas of more
personalized content addressed to different segments of the company. The recommendations were
created with the Head of Marketing of the company and will be used in the future, making this
project possible to continue, exploring the effectiveness of suggested strategies that are going to

be applied in this organization.
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In the next chapter, analysis and the conclusions of the research are explained and the customer

profiles that were built for the company are presented.
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5. Analysis

a. Building customer profiles. Quantitative approach

As explained in the methodology part, the research part started with quantitative method. The
platform to gather information about statistical information was Google Analytics

(https://analytics.google.com). The main reason to use this platform was because the research

company is an e-commerce business with no physical store and it collects data about its customers
only through digital sources. The period to analyze the data was the last six months of the
company’s existence. It took a period from 1% of April to 1% of October, 2017. The reason for this
length is because the company has launched new products during that time and there were some

interesting changes and relations.
The following variables for the quantitative analysis were analyzed:

- Demographics

- Conversion rate

- Shopping behavior
- Checkout behavior
- Revenues

- Volume

The selection of the variables was chosen according not only to suggestions found in the literature,
but also to the assumptions made. Starting with assumptions, the changes that happened in the
company during the mentioned period brought a lot of questions to the managers. It had been
discussed, for example, why audience is becoming younger, why some groups of customers
respond to the messages better, why social media has become more effective tool to reach
audiences. It has been clear that this research had to be based on many different variables that
include statistics and let see the results of the company from many different angles. As Google
Analytics platform was chosen as the main source to gather quantitative data, it has already offered
all of the chosen variables. Also, according to the literature that has been overviewed, it was
decided to combine demographic and behavioral data to achieve accurate results. Based on this,

selection of the variables are explained:
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Demographics age and gender: starting with age as a demographic aspect, there is a big difference

between an 18 year old student and a 35 year old working professional in terms of financial
capabilities. Taking age into consideration explains how people spend their money when they do
not have stable income and when they do have it.
Gender is important because it proves that men and women can have completely different shopping

habits and because the chosen company is originally orientated to women.

Conversion rate: it is smart for every company to know which segment converts the best.

Conversion rate shows number of sales as a percentage that each group of the customers make.
Looking at this number it is possible to make conclusions about customers that are the most
valuable for the company.

Shopping behavior: shopping behavior was chosen as another variable to see how people buy

company’s products online. Shopping behavior explains the process from when a customer enters
the website until the moment he leaves the website. When building a customer persona it is critical
to know how customers behave once they enter the website. Shopping behavior includes all
sessions, sessions with product views, sessions with add to cart, sessions with check out and

sessions with transactions, conversion rate, average basket value.

Checkout behavior: this variable has power to show the most common reasons why customers

leave the website. This variable can be very useful for a company by helping recognize what should
be improved on the website itself so the customers would not drop off in the middle of their
shopping process. For example, it is important to know how impulsive people can be, how difficult
they find it to complete all the shipping, billing and payment information, etc. This variable
includes several stages where people drop off: checkout method, billing & shipping information,

payment information and order review.

Revenues: as customer personas have to represent real people it is important to know how much
revenue real customers represent. This variable was chosen to better understand which groups of
customers (in terms of age and gender) generate the most revenue and converts the best. This
information helps to create the most effective strategies to recognize people with the biggest

purchasing power and make them act.
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Volume: this variable shows how big the group that actually represents the customers is. There are
some groups that are much bigger than the others which gives us an idea which group has to be

most focused on.

The short conclusions were made after analysis of each variable. Finally, after every conclusion of
different variables, the rules were created. As it was explained before, the process of building
customer profiles was based on the model presented in the previous chapter. Rules were created

and they were validated in the qualitative part of the research.

5.1 Demographics and shopping behavior

Demographics

As mentioned above, demographic aspects that were taken into consideration were age and gender.
Age was analyzed in four different groups: 18-24, 25-34, 35-44 and 45+ years old.

Different genders were combined with each age group as well as the combination of gender was
also taken into consideration. The illustration (table 1) bellow shows how demographic data was

collected and analyzed.

AGE GENDER
18-24 Both
25-34 Both
34-44 Both

45+ Both
18-24 Female

25-34 Female

34-44 Female
45+ Female
18-24 Male

25-34 Male
34-44 Male

45+ Male

Table 1. Groups of age and gender
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Age and gender overview

Originally Stilnest’s main target group is women since the products are created for them. It is
natural that the highest number of sessions in online shop and the biggest rate of product views
belong to female customers. However, it does not necessary mean that female customers is the
only group that actually buy the products and this hypothesis is going to be explained by the further

research.

Age. When it comes to age groups, the biggest percentage of users of the company belongs to the
youngest group (see illustration 2). 49% of the whole customers are aged between 18 and 24, 35%
of the market belongs to people aged between 25 and 34. The smallest groups of the customers are
older audience which is 16% in total, showing that customers older than 45 years old make only

6% of the whole audience.

After looking at these numbers, some assumptions can be made. The fact that the biggest audience
of the company are young people, gives an idea about the products and delivery of the message.

Company targets young customers the most and this can happen for various reasons, for example:

- The design of the products are more attractive for youngsters
- The influencers that collaborate with the company has young audience
- Company delivers its message in a way that young people understand better (content, tone

of voice, etc.)

Gender. After getting an idea about age groups, company’s target audience has also been
overviewed in terms of gender. As it can be seen from the pie chart (see illustration 2), almost all
clients are female. 89% of the whole target belongs to women and 11% belongs to men. The
reasons for these numbers can be explained as women supposed to make the majority of the whole
target market since the products are created only for them. On the other hand, men do not have to
be end — users to make a part of the whole target audience. Conclusion is that men do not have to
use the products in order to buy them and they are also one part of the whole users of the company
that cannot be ignored.
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AGE GENDER

W 18-25 m25-34 m35-44 m45+ HFemale EMale m =

Illustration 3. Age [llustration 4. Gender

Conclusions

After looking at the age and gender it can be said that youngest group of customers represents
almost half of the whole target market and there could be many reasons for this fact. The
assumptions for the reasons has been made but it will only be confirmed in the qualitative analysis
where the rules will be validated with the examples taken from the company. Also, looking at the
gender it can be concluded that men are also customers of Stilnest and this should not be ignored

while building the profiles of the customers.

Rules:

1. Products are attractive to youngest customers the most

5.2 Conversion rate and average basket value

Starting to analyze the general view of conversion rate and shopping behavior in terms of different
age and gender groups, one very consistent conclusion can be drawn: conversion rate increases by
age. It is obvious to see that in every age group (both genders) the conversion rate is getting higher
consistently. It can be seen from the illustration below how conversion rate is changing when the
age gets higher.

Ecommerce Conversion Rate  Ecommerce Conversion Rate Ecommerce Conversion Rate  Ecommerce Conversion Rate
18-24 users 25-34 users 35-44 users 45+ users

1.06% 1.10% 1.25% 1.83%
ST TWRDUIRIY W PO ML Aot A O TP NS T [ LT S P TRV Ty
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Illustration 5. Conversion rate in terms of age

Taking a closer look to gender comparison it can be said that men has higher conversion rate than
women and the difference is quite big. Average conversion rate for men is 2.33% while average
conversion rate for women is 1.11%. This is a significant data because originally Stilnest’s target
audience is women. High conversion of men implies that male customers are buying products for

women.

The highest basket value for all customers is in the age group of 25-34, where the average value is
78.22 euros. However, looking into different genders, the highest average basket value belongs to
male group of 35-44 years old where the average value reaches 81.70 euros. The conclusion of
this interesting result is that the older group of male customers are the ones that actually buy for

the highest price and it gives an idea about gifting.

Finally, conversion rate does not go consistently with the average basket value. Taking a closer
look to find the reason it can be said that even though some people buy more times (conversion

rate), the value of their purchase is noticed to be lower.
Conclusions

To sum up the results of conversion rate and average basket value, it can be said that conversion
rate gets higher with age consistently. It is extremely important to notice that men have higher
conversion rate than women because the company is originally orientated for female customers.
From this interesting result the conclusion is that men come to the website to buy presents to
women. Also, talking about the performance of male customers it is also noticed that men have
higher average basket value. If thinking about the gifts, men tend to buy more expensive products

than women.
Rules:

1. Older customers perform better than younger customers

2. Men have higher conversion rate and average basket value

5.3 Shopping behavior
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Both genders. Taking a closer look to the shopping behavior overview, one more clear and
consistent conclusion is that the number of transactions gets higher with age.
Looking at both genders it can be seen that customers at the age group of 18-24 and 25-34 tend to
spend the most of their time visiting the website and looking at the products. It is seen that youngest
people is the biggest group of overall sessions and they also spend the most time looking at the
products, adding them to cart. However, they do not have the big buying power which can be
explained by a student or a young working adult status. It can also be noticed that the biggest
number of transactions belongs to the oldest group of customers — people of age of 45 and higher.

Female. The highest number of overall sessions goes to the youngest group of females and even
though the number of checkout sessions is pretty high, it drops dramatically when it comes to an
actual purchase. This can be explained easily since the youngest group of customers does not have
so much stable income because either they are still at school or university, they like to look around,
they add products to cart but they are not actually able to buy a lot.
The second age group of females performs the best among women. Customers between 25 and 34
also spend a lot of time looking at the products and even though the percentage of the transaction
is only a little bit higher, the average amount of money spent is the highest within all female groups.
This can be explained by the fact that women in this age group tend to have more stable income
already and even though they still look at the products a lot, they are actually able to purchase the

products.

Looking at the two last age groups of female customers (35-44 and 45+) it can be seen that these
customers tend to spend less time on product views and less time on the website in general.
However, those women have higher rate of transactions and as well, as mentioned before — highest
rate of conversion. This means that these customers perform with the highest purchase power, but
do not put a lot of effort to find the products. This can explain that these people are possibly buying
the products as gifts, they have less time to look at the products and they are more purchase-
oriented. For example, mothers buy presents for their daughters and they already know what kind
of gift is wanted, so the whole process of shopping becomes shorter and more concentrated to the

final stage: make the payment and receive the package.
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Male. Looking into male groups it can be seen that men have slightly lower percentage of product
views and lower number of overall sessions. However, men perform the best in terms of actual
purchase which points that they only come to the shop to buy the products they already know. This
gives a point of a “gifter” role which means that men are likely to buy presents for women:
daughter, wife, sister, etc. The number of transactions increases consistently with age, but the

highest value of the basket belongs to the age group of 35-44.
Conclusions

To sum up the data of shopping behavior it can be said that the older the customers, the higher
number of transactions is. As it was mentioned before, older customers convert the best, thus it
can be more specifically explained that older clients come to the website to actually shop and they
make more transactions while younger groups of customers spend most of their time looking at
the products. This relation gives an idea that if older customers have higher transaction rate but do
not spend much time on the website, they are the ones that buy the products for the youngest group
of customers. When it comes to different genders it can be concluded that women aged between
25 and 34 buys the most for themselves while all age groups of men are still considered as “gifters”

that come to the online shop to look and shop for gifts.
Rules:

1. Female customers aged between 25 and 34 spend the most money in all female groups
2. Older customers spend less time browsing for products but have higher number of
transactions.

3. Oldest group of customers (45+) come to the website to buy presents
5.4 Checkout behavior

After customers decide to add some products to the cart, the checkout process begins. As
mentioned before, checkout behavior can say a lot about the reasons why and when customers
leave the website which is very useful information for companies. Finally, when it comes to
checkout process there are some interesting connections and trends that were found during this

research.
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Both genders. Starting with general overview of both genders it can be said that most of the people
tend to drop off in the stage where they have to choose a checkout method. This means that they
have to become a member of the company and register their email or they can continue as a guest.
This drop off can be explained that most of the people do not want to give their personal data
because they tend to be afraid that companies will send them newsletters, spam emails and bother
them for a long time after the purchase. Also, when it comes to the billing and shipping
information, the youngest group of customers drops off the most (20.5%). At this point the
conclusion can be made — the youngest group of customers is worried about the shipping time the
most. This can be explained as naturally younger people are less patient than older people. It is
common for young people to be more excited about their deliveries, more worried about too long
waiting times. Another important point noticed is that payment information drop off goes down
consistently with age which means that older customers tend to drop off in this step the least. The
same consistency applies to the order review drop off. The younger the audience — the bigger the
percentage of order drop off at the very end. This implies that younger age groups are more
impulsive customers. They tend to change their mind at the last minute, which can be caused by
different reasons: low income, inner feeling of “do I really need it”, etc. Opposite to that, older
customers are more consistent, patient and they have made up their mind about the purchase before

the checkout process.

Female. Taking a closer look to the groups of female customers some interesting trends can be
noticed as well. First of all, when it comes to the checkout method drop off, the third group of
females (35-44) tend to drop off the most (27.67%) at the payment method stage. This can give an
idea that this group of customers cannot see the payment method that fits them or the entering
process seems too complicated for them. At the last three stages of checkout behavior the youngest
female customers tend to drop off the most. This can again be explained by the fact that the younger
the customers, the more impulsive they act while purchasing. It can be assumed that only at the
very last stages of the purchasing process they decide to drop it because of different reasons: no

income, changing mind, etc.

Male. When it comes to checkout method, the biggest percentage of drop off goes to the youngest
groups of male customers. Interesting fact is that in the billing and shipping information stage, the
youngest group (18-24) and the oldest group (45+) tend to drop the most. First trend can be
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explained as it was explained with female customers, but the second trend is more unusual. As
mentioned before, different group of males are considered as “gifters”. This implies that fast
delivery for this group of customers is a very important factor. Also, this can be proved by the fact
that the oldest group of customers has 0% drop off in the stage of payment method and order
review. Talking about these two last stages, the situation does not look very different from female
since the youngest group of customers tend to drop off at the last stages as making an impulsive

decision.
Conclusions

Many customers do not want to share their personal information as they tend to drop off the most
at the checkout method stage. Stilnest gives an opportunity to checkout as a guest but it is not as
visible as the option to register. In general, youngest group of customers in terms of both gender
tend to drop off the most at every stage of the checkout process. Younger customers find more
excuses not to buy and it is related with the lower income they have. Looking at different genders,
female age groups older than 35 tend to drop off at the stage where the payment method has to be
chosen. As Stilnest do not offer to pay with debit cards, it is possible that older group of customers
cannot find the payment method that fits them. When it comes to male customers, it is important

to notice that older group of male customers find delivery process very important.
Rules:

1. Youngest customers have highest drop-off rates and are described as the most impulsive

2. Male customers care about delivery process (time, packaging, refunds)

5.5 Volume and revenues

Customer profiles of Stilnest were built not only according to their age, gender or shopping
behavior data. Other factors were considered as actual volume and revenues that different groups
of customers generate. These variables are critical to find out the groups that have to be targeted
the most. For example, even though it is now known that male customers performs the best in
actual purchasing stage, it does not mean that the company should start targeting only men because

the actual volume of this group has not been considered.
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For the further research two main variables were used: the volume of users and the revenue they
generate. These variables were taken into consideration in terms of all age groups (both genders)
and genders separately (all age groups). The illustration bellow shows the results of the website

users in terms of volume and revenue.

Age Gender Volume (%) Revenue (%)

18-24 Both 47.23 43.17
25-34 Both 36.25 36.40
35-44 Both 10.3 11.06
45+ Both 6.22 9.37
All groups Female 88.9 80.3
All groups Male 111 19.7

Table 2. Users of Stilnest in terms of volume and revenue
Users’ volume overview

Age groups. To begin with, the actual volume of the users has been measured in terms of all four
age groups. The clear and consistent fact is that the volume goes down with age. The biggest
volume of all users belongs to the youngest group (18-24) of customers (47.23%). Then, the second
group of users (25-34) has more than 36% volume of all users which is also very high. The last
two groups of customers share the last percentage: third group goes with 10.3% and the last group
of age goes with 6.22%.

Gender. Taking a closer look to different genders, the volume distributes very clear and here it is
obvious that the main target group of Stilest is women. Women make 88.9% of all the users at
Stilnest while men only are only 11.1% of all users. Taking these facts into considerations it is
critical to understand that women remains to be the main target group and the main focus has to

be on them.
Users’ revenue overview

Revenue is one more very important factor when it comes to building different customer profiles.
Revenue is able to tell the company which group of customers is the most profitable and therefore

the most effort should be directly addressed to them.
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Age groups. To begin with, the same clear conclusion as the one with the volume can be made: the
revenue gets lower with age. The most revenue for Stilnest are generated through the youngest
group of customers (18-24) as this group generates 43.17% of all revenue. Also, the second group
performs very well as it generates 36.4% of the total company revenue. The last two groups share
the last part quite similar: group of 35-44 years old generates 11.06% and the group of 45+ years
old users generates 9.37%. Knowing the fact that the company has started offering product range
with lover prices it make sense that younger people became able to make more sales for the

company.

Gender. Comparing revenue by gender it is clear one more time that women are the main target
group of the company. Female users generate 80.3% of the total revenue while men generates
19.7% of the total revenue. However, the number of revenue is higher for male than the number
of volume which gives explanation, why male have such a high average basket and conversion

rate.
Conclusions

Concluding the results of volume and revenue it can be confirmed one more time that female
customers is the main target group of the company. To be more specific, youngest female
customers play the most important role in the company’s activities. It is not only because of the
volume, it is also because this age group generates the most revenue. However, it includes men
and women. Also, it is very interesting to mention that even though male customers make 11% of
the target audience, they generate double revenue. This can be concluded one more time that men
actually buys more, but are less engaged in the company itself and this gives an idea about the

same assumption that men come to the website to buy gifts.

Conclusions of the quantitative analysis

After collecting and analyzing quantitative data in terms of different variables, conclusions were
made and rules were created. Mentioned above, there are the most important facts from the

guantitative analysis:

- Conversion rate increases by age
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The highest basket value belongs to female in the age group of 25-34 and to men in the age
group 35-44

The number of transactions gets higher with age

Youngest group of customers spend the most time looking for the products

Men perform the best at actual purchasing

People tend to drop off the most at the checkout method stage

Youngest customers are the most impulsive as they drop off the most at the very last stage
of the checkout process

The largest group of customers are women between 18-24

Most of the revenue are generated through the customers aged 18-35

As the process of customer profiling was chosen according to the model presented in the

methodology, rules were created for the quantitative analysis. The rules describe assumptions that

were made after data was overviewed. The following rules were validated by the further qualitative

research, where it has been confirmed that assumptions made matches the real customers that

actually purchase from the company:

o > W N e

Products are attractive to youngest customers the most

Older customers perform better than younger customers

Men have higher conversion rate and average basket value

Female customers aged between 25 and 34 spend the most money in all female groups
Older customers spend less time browsing for products but have higher number of
transactions.

Oldest group of customers (45+) come to the website to buy presents

Youngest customers have highest drop-off rates and are described as the most impulsive

Male customers care about delivery process (time, packaging, refunds)
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b. Building customer profiles. Qualitative approach

After all the quantitative data has been collected and analyzed, the next stage was developed.

Customer profiles are more accurate if there is a possibility to support the quantitative data with
real examples. The examples from the company were taken as a method to support the facts and
numbers. The examples illustrate how different customers can behave, show their interests,
concerns and needs. Very important notice is that age of most of the customers in the examples
are identified as a lot of people register their data when subscribing for the newsletter. However,

the names of the customers are hidden as this was required from the company.

The examples do not represent all customers of the company, it is here only to give a better idea
for a reader of how different audiences can act. This part of the research brings the reader to the
stage where the numbers are related to real life examples and gives a practical overview to the
existing data.

After looking into the qualitative data of the company, some accurate examples of the customers

were found. The following 12 examples were taken from:

- Customer support platform “Zendesk” (confidential emails from the customers)
- Social media platform “Twitter”

- Order basket examples from “Magento” platform (confidential internal company data)
All the illustrations (screenshots) can be found in the appendices part of this project.
Emails from customer support

Customer support platform is a place where most of the questions, concerns and complaints are
collected. Emails from customers can show not only the main problems in the company, but it can
say a lot about behavior of different audiences. It has been noticed that some people are very polite,
some are rude, some express their thoughts in long emails, and some goes straight to the point in

one sentence. People react differently and the following examples show it in a very clear way:

Example 1. lllustration of a female customer that buys a product for herself (see annex 5). This
customer belongs to the age group between 25 and 34 illustrating the assumption of buying
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products for herself. It illustrates not only the concern of the delivery time, but shows that the

customer is loyal to a specific designer as the product was ordered on the launch day.

Example 2. Hllustration of a female customer that buys a product as a gift for her family member
(see annex 6). This customer belongs to age group 45+ and this example shows that a product is
bought as a gift to the daughter. It also illustrates that customers who belong to the oldest group

tend to write longer, polite emails, going into details and trying to solve problems effectively.

Example 3. lllustration of a male customer that buys a product as a gift for a family member (see
annex 7). This illustration is another proof that men buy products as presents. This email also
illustrates that the customer has purchased from the company before which gives an idea that

satisfied male customers are loyal and has high retention rate.

Example 4. Illustration of a male customer that buys product as a gift (see annex 8). Example
showing that customers who buy gifts are very interested in the delivery process: delivery times,
packaging, refunds, etc. As assumed in the quantitative analysis, this illustration shows that male

customers buying gifts do not only care about the gift itself.

Example 5. Illustration of a female customer that has already purchased from Stilnest and has a
complaint (see annex 9). This is an example of a young customer (18-24) that shows her emotions

rather than directly asks for a solution. She has already posted on Twitter before.
Twitter

Twitter is a worldwide social media platform that let people share public messages and tag other
people, or in this case, the company. The most public posts related to the company were found on
Twitter. Through this platform Stilnest is able to collect a lot of different reviews from its
customers. While overviewing Twitter posts, some interesting examples were found to support the

qualitative data.

Example 6. Illustration of a female customer that cannot afford the jewelry and shows a clear
public message that she would like to get the product as a gift (see annex 10). This public post
from twitter confirms the assumption that youngest customers (18-24) are not able to buy the
products themselves. As it was mentioned that youngest group of customers spend most of their

time looking at the products, this is a typical example of a young female that has chosen her
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favorite product and wishes to get it. The age was found on the profile and this person belongs to

the youngest group of customers.

Example 7. lllustration of a female customer that buys a product for herself (see annex 11). This
public post represents a female customer that belongs to the second age group (25-34) and has the
highest average basket value among all the female groups. This illustration gives an idea that
customers in this age group tend to buy products for themselves. The highest average basket value
and products bought for themselves implies that customers in this age group have higher, more

stable income and can afford the products more than the youngest group of customers.

Example 8. Illustration of a male customer that bought a product as a gift (see annex 12). The
picture confirms that male customers are actually buying gifts. This post is an example of a male
customer that bought a present to his wife. Also, this example illustrates why male customers

convert so well.

Example 9. Illustration of a female customer that bought a product herself (see annex 13). This
illustration was chosen as an example of how different age groups of customers show their
excitement in a public post. This customer has only ordered the product and is sharing the order
details on her profile. Opposite to the example 2, this customer shows the excitement even before
actually receiving the product. It is an example of type of people that find it important to share

details of their daily life in public.

Order baskets of the customers

Example 10. lllustration of a female customer with a high retention rate (see annex 14). This is an
example of a female customer that has bought from Stilnest four times. It also shows that all the
products are from the same designer, which shows loyalty not only for the company, but also for
a particular designer.

Example 11. Illlustration of a female customer who buys two products from the same designer and
at least one of them is meant to be a gift (see annex 15). It is an example of a female customer that
buys two products from the same designer and one of them, or even both, are a gift. It can be
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explained as the pieces ordered are different zodiac signs and it is not likely that one person wears

two different zodiac signs.

Example 12. Illustration of a female customer that has a very mixed basket with products from
different designers (see annex 16). It is an example of a customer that is loyal to the company and
not the particular designer. A mixed basket with different products is an illustration that a customer
purchases products for other reasons like design, quality, materials, etc.

Conclusions of the qualitative analysis

To sum up the collection of examples, it can be said that behavior of the customers can tell a lot
of useful information about the company from different perspectives. Paying attention to the
questions, concerns or complaints that customers have is essential in order to improve the
performance of any business. Happy customers may come back and recommend the products for

other people, unhappy customers can do the opposite.

Based on the given examples it can be said that the rules created in the quantitative analysis are

now supported with examples and make a strong base for building customer profiles.

However, behavioral aspects of all the audiences cannot be represented by examples, as not every
customer contacts the company through customer support or social media platforms. As mentioned

before, examples were chosen to help the reader imagine the results better.

The following chapter presents the customer profiles that were built based on the quantitative and

qualitative analysis.
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c. Customer profiles of Stilnest

After collecting and analyzing both factual and transactional data of Stilnest customers, different
customer profiles were built. During this process there were many discussions about what is the
right number of different personas for this company. Since Stilnest is a relatively small and niche
Start-up Company, according to the differences of customer characteristics and facts, four different
profiles were built.

An important notice is that these four customer profiles represent 100% of Stilnest customers and
they are based on real life examples. Also, each profile represents a persona, a real person that has
its own ID and a story behind it, which makes it personalized. It has been made easy to any reader

to understand what kind of person is behind every persona.

Each persona has a table with statistics that was concluded from quantitative analysis. Each
persona has also specific aspects that makes it easy to understand who is the person, how does he

look like and how to engage him. These aspects are:

- Needs. It explains what is important to a person to express and represent himself. It explains
what needs a person has in general while making buying decisions.

- Values. It gives an idea what are the aspects that a customer finds the most important in
the specific company. In this case it explains what the most valuable characteristics for
customers to buy from Stilnest are.

- Pain points. The aspects in the company a customer cannot stand. It explains the critical
points for each persona to complain about the company or in the worst case - stop buying
from Stilnest.

- Triggers. It explains what the reasons that make a customer buy are.

- Touch points. The best possible ways to reach a customer. The best media channels to let

customers know about sales, offers, news, etc.
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PERSONA #1

DETAILS: Jenny, 19 years old, student

Statistics
Age Gender % of all | Conversion | Average % of the
the users rate order revenue
value
18-24 Female 45% 0.99% 71.63 37.7%

Who is Jenny? Jenny is young, she is following the latest trends and sharing a lot of content on
her social media channels. Jenny has low income and she cannot afford the jewelry herself, so she
is asking her parents to buy it for her. She is addicted to Instagram and YouTube and she is waiting
for her favorite influencers to post new content every day. She listen to the advice from her favorite
talents and she feels a very big need to feel as a part of the community.

Why is Jenny important? Very big power of advertisement on social media. Generate 40% of
the revenue for the company. This group of customers is the biggest part of all the users. Lately
this group is purchasing more since Stilnest started to sell cheaper jewelry and stationery. In the

last 6 months conversion rate increased from 0.75% to 0.99%.
Needs: to show off, to feel important and popular in the community
Values: pretty packaging, quick delivery

Pain points: has low purchasing power

Trigger: sales directly from influencers (more effective)

Touch point: social media channels, direct influencer channels (such as YouTube)
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PERSONA #2

ID: Claire, 30 years old, working

Statistics
Age Gender % of all | Conversion | Average % of the
the users rate order revenue
value
25-34 Female 31% 0.99% 78.77 29.1%

Who is Claire? Clair is a working professional, her days are busy since she has a very tight
schedule at work. She earns quite a lot so she can afford the pieces herself. Claire is concerned
about waiting time. She has very high standards for online shopping and she does not mind to pay
more to get what she wants. She cares about being organized and everything to arrive on time.
More repeat buyer, she has more brand loyalty and it is always based on their experience not on

feeling a part of community.

Why is Clair important? She is loyal if she is happy, higher basket value, follows us as Stilnest,
not as a mediator between her and the talent.

Needs: to have the best buying experience and communication from the customer support.
Values: website easy to use, production and delivery time, product quality, customer support
Pain points: long production times, waiting times, quality, poor customer support

Triggers: gifting opportunities, added value discounts (free shipping, buy one get another one for

free), loyalty programs

Touch points: website experience, social media, Newsletter
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PERSONA #3

ID: Marry, 40 years old, mother and housewife

Statistics
Age Gender % of all | Conversion | Average % of the
the users rate order revenue
value
35+ Female 13% 1% 74.98 13.2%

Who is Marry? Marry lives in a nice suburb of the big city, she has a family: husband, two teen
kids and a cat. She has time to do her research she is not so digitally connected to the digital world.
She follows her favorite influencers that share content about “family life” because she can relate
herself to them. She can actually have a close connection to some influencers. She looks for advice
and alternatives. Marry wants to buy the best product and usually it is a present. She reads reviews
online and then she orders a piece. Marry understands the production process and she can be more

patient in waiting. If she likes it, she is willing do it again and buy more than one item because she

wants to get the best presents for her teen girls and also for the daughter of her sister.

Why is Marry important? High conversion rate, high level of loyalty

Needs: to feel satisfied about her decision, to be sure she ordered the best alternative, to find good

gift

Values: website is easy to use, the fact that it’s made for her, more quality focused

Pain points: delays, not keeping the timelines, complicated search function

Triggers: seasonality, all the occasions

Touch points: Newsletter, the reviews from the persona #1, #2. Mainly reviews, the influencer
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PERSONA #4

ID: Tom, 35 years old, working professional

Statistics
Age Gender % of all | Conversion | Average % of the
the users rate order revenue
value
18-45 Male 11% 2.33% 76.43 20.1%

Who is Tom? Working male person, he does not follow the trends, he is never there to shop for
himself, always there to buy gifts for girlfriend, sister or mother. If he enters the website, he would
actually buy something because he already knows what he is looking for. It is important for Tom
to see on the website the size guides, worn pictures are very useful as well. He really cares about
the quality because it is intended to be a gift. He wants to know everything about the returns policy

as well in case the other person would not like the present.

Why is Tom important? Male customers convert very well, they put little effort and generate

huge revenue
Needs: to have the best gift, to get a nice packaging

Values: quick and clear delivery, clear messaging how long it will take to get it, range of payment
methods, good returns policy, quality

Pain points: not being able to track it, returns policy, poor quality

Triggers: persona #1 or #2, other people that asking him to buy. Special campaigns for personas
#1 and then we push them to buy

Touch points: other personas, so we would have to target the through other peoples, Newsletter
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6. Forms of implementation

Workshop inside the company

To better imagine the differences between personas, a workshop in the company was organized.
Employers from marketing, IT, design, business development teams and two CEO’s of the
company were invited. Every member that participated in the workshop received a card of persona
(random selection) and had to relate themselves with the person they got on the card. Each
participant had very little data about the persona, more specifically, only gender and age range.
The participants were explained to create a profile of their person, to define themselves and to
express what feels the most important to them. After everyone had introduced their persona, all
participants were grouped. The example of the card that each participant received is illustrated

below.

Name
Gender female

Age range 18-24, please specify

Profession

Concerns
How to reach you?

Ilustration 5. Example of the card participants received

16 employers were participating in the activity which made it very easy to create equal groups of
participants for the workshop. There were four groups of people that represented four different
personas of Stilnest. Each group was given an overview of the task and had the same amount of
time to come up with ideas how to possibly engage the persona through the media channels that
are being used in the company. Groups were asked to think of at least one idea for different media

channels that included:
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- Newsletter
- Website
- Facebook

- Instagram

After all the groups had finished their task, the ideas were introduced and discussed with other

groups.

The workshop initiated a lot of different and unique ideas from people that actually work for this
company and it created a very useful basis to come up with the forms of implementation for this
project. With the help of the Head of Marketing of Stilnest, the ideas were discussed and the best

ones were chosen.

The forms of implementation are meant to support this project and to be used in the near future by
employers of the company. It is also important to notice that most of the implementation forms of
the ideas are suggested to be realized through media channels that already exist in the company.

Ideas to engage different personas of Stilnest by personalizing the content
Newsletter

- Combo offers. Newsletter that includes offers with combined jewelry from the same
designer or few designers. Newsletter should focus on the followers of the talent, sending
a clear message about wearing advice from the influencer. It is intended to convince the
customer that this wearing advice is suggested directly from talent. Newsletter should
include a picture of the influencer wearing the offered combination. This idea is mostly
relevant for persona #2.

- VIP shopping newsletter. This should be sent only to the segments that has bought from
Stilnest at least two times. The newsletter should include special links that gives an
opportunity to a customer to get exclusive and limited offers. For example, if a customer
has purchased from a particular designer twice or more, they receive an exclusive
newsletter with special discount codes, get a possibility for a preorder of the products,

receiving them in the special package with a gift card signed by a designer.

Facebook
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Facebook campaign that is intended to reach the youngest segment of the company. Stilnest
posts a gift idea before different occasions — Christmas, Valentine’s Day, Woman’s day,
etc. The idea of the campaign is to invite people to “tag the person you would like to receive
this from”. This campaign would encourage persona #1 to send a message to the actual
buyer — mother, father, older sister, etc. This idea is mostly relevant for persona #1.
Introduction to influencers. A content piece on Stilnest Facebook page about influencers
and their stories. For example, each month a new content piece shows up and it is related
to their story, interests, design, wearing advice, etc. This idea is mostly relevant for persona
#2 and #3.

Website

Direct chat function on the website to make purchasing process easier, give a possibility
for customers to ask questions before/while/after they purchase. This idea is mostly
relevant for persona #2 and #3.

Jewelry production video on the front page of the website. The idea is to show the audience
how jewelry is being produced and to make them understand better why waiting times can
be long sometimes. Also, the video would help customers feel special as they would notice
better that products are made especially for them, there are no mass production. ldea is
mostly relevant for persona #2, #3 and #4.

Easy to buy guide. A special gift guide for customers that are looking for presents but are
not sure what to buy. Here products should be with no sizes, so that a person that is buying
a gift would not have to worry about the size. Gift guide should directly show the price,
packaging and the picture of a real person wearing the jewelry/accessory. This idea is
mostly relevant for persona #4.

Instagram

Other:

More influencer related content. Messages and pictures directly from the influencers, to
make customers feel closer to them. Also, customers that follow particular influencers
would feel more confident if the products are advertised directly through them, explaining

the design more, giving this idea is mostly relevant for persona #1.
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“Perfect gift for her” search directly on Google. Optimize the search engine when people
enter combination of words that include “gift for her”, “perfect gift for her”. Direct link to
Stilnest website and to the gifting guides mentioned before. This idea is mostly relevant

for persona #4.
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7. Conclusions

After all the parts of this in-company project have been investigated and implemented, the

conclusions of have been made.

As for the guantitative research, it has been previously confirmed that all of the chosen variables
have an actual impact on consumer purchasing behavior for the company. After collecting the data,
the particular variables, such as age, gender, conversion rate, revenues, volume, shopping behavior
and checkout behavior, were used in the process of building the personas, therefore they might be
considered as being the most important aspects for Stilnest consumers. Furthermore, statistical
data has delivered useful information about customers’ behavior while using the website which is

undoubtedly necessary to consider in order to effectively segment the target market of Stilnest.

To begin with, it has been concluded that Stilnest and its products are mostly attractive to their
youngest customers. The users that belong to the age group of 18 to 24, are mostly engaged to the
influencers, they find that the most significant aspects to follow are the latest trends, thus they
spend most of their time looking at the newest products right after they are uploaded to the website.
However, it has been also proved that even though the youngest customers make the most of the
audience, they do not purchase the most. Having in mind that customers who belong to the age
group of 35+ shops the best, it has been concluded that people of age 18-24 simply cannot afford
the products.

In addition, the assumption that male customers are mostly buying presents has been confirmed,
as it has been proved that while they buy, men mostly care about packaging, delivery times and
refunds policy. Further research shown that the conversion rate results of the men-shoppers are
significantly high. This has been proved not only by statistics, but also by customers’ examples
taken from the company. Speaking of male customers, it has also been concluded that this group
of buyers is a very important segment of Stilnest as it generates one fifth of the revenues of the

company.

Finally, comparing the habits of the age groups of the customers - the research showed that
youngest customers mostly buy the products because of the habits of their influencers and older

ones tend to purchase particular products putting the design and quality first.
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One of the most important conclusions of this project is that Stilnest has four different types of

customer profiles that represent 100% of the target audience. These profiles of the customers have

been built using quantitative data supporting it by qualitative examples from the company.

Persona #1 represents Jenny, a 19-year-old student that is addicted to social media and
finds it important to share a lot of content of her life publicly. Jenny has a need to belong
to a community and to feel “seen”. She spends most of her time looking at the products,
however she only has a low purchasing power. When it comes to Stilnest, she mostly cares
about pretty packaging and delivery time-lines. The easiest way to quickly reach Jenny is
to choose social media platforms and direct influencer channels such as private Instagram
profiles.

Persona #2 represents Claire, a 30 year old working professional that has a tight schedule
in her everyday life. Claire is looking for a fashion advice, good quality products and
extremely professional customer service. She is able to pay more if needed in order to have
her products in better quality and delivered faster. Claire usually buys for herself and if she
is happy - she stays loyal. The easiest way to reach her is through the website and social
media platforms.

Persona #3 represents a 40 year old housewife Marry that has two teenage kids. Marry has
more time to do the research about the products. She reads online reviews, looks for
alternatives and puts a lot of effort to find the best presents for her family members. Marry
does not follow influencers, however she is interested in the content that is related to the
family. She cares about easy paying methods and a website which is easy to use. If she is
happy about the quality, she will buy a lot more from the company next time. It is the
easiest to reach Marry through other personas (especially Jenny) and through the website.
Persona #4 represents Tom, a 35 year old working professional. Tom comes to Stilnest
only to buy presents — this might include purchases for his girlfriend, wife, mother,
daughter, sister, etc. He mostly cares about packaging, delivery times, refunds policy and
quality. The best way to reach Tom is through other female personas. Tom does not spend

a lot of time on the website, but he converts very well.

Concluding the part of personalized content, a list of personalized marketing ideas were suggested.

According to the personas created, actual ways of implementation and reaching different customer
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profiles were created. Personalized methods included media channels that have been already
existing in the company and it included newsletter, social media platforms Facebook, Instagram

and the company’s official website.
Limitations and further research

The research shows that this project has a potential to be extended to a wider perspective. As the
forms of implementation have been previously suggested - it is possible to actually test them
implementing them on the company. If the recommended methods are applied to Stilnest, it would
be possible to continue the research and to find the most effective ways of targeting different

customer profiles.

However, due to the limitations of the length of this project, the further research has not been
implemented yet. The short timing might as well be perceived as the issue considering the fact that
the internship at the company was over before the recommended methods of implementation could
further be applied.
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Appendices

[lustrations of customers purchasing behavior overview in terms of gender and age:
Annex 1: 18 — 24 users, 18 — 24 female users, 18 — 24 male users
Annex 2: 25 — 34 users, 25 — 34 female users, 25 — 34 male users
Annex 3: 35 — 44 users, 35 — 44 female users, 35 — 44 male users

Annex 4: 45+ users, 45+ female users, 45+ male users
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Revenue & Conversion Rate Transactions
Revenue c ion Rate T

Avg. Order Value
35-44 male users 35-44 male users 35-44 male users 35-44 male users

€8,006.22 2.44% 98 €81.70
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Annex 4

TAprT 20T/
45+ female users +Add Segment e
2.10% Sessions
Overview
Revenue ¥ |VS.| Ecommerce Conversion Rate ~ Hourly 1
® Revenue Ecommerce Conversion Rate
€500.00
i i h
€2To.ou | i
A 1 /
| f\ r\ f f | I | i I
A | |
\ I fl \ ) P 1\ I ! 1
S AANNT LA Butn ! Dt A pan DAY WA S A Pl
May 2017 June 2017 July 2017 August 2017 Seplember 2017
Revenue & Conversion Rate Transactions
Revenue Ecommerce Conversion Rate Transactions Avg. Order Value
45+ female users 45+ female users 45+ female users 45+ female users

€12,310.20 1.42% 165 €74.61

Apr1,2017-
45+ users + Add Segment
2.68% Sessions
Overview
Revenue ~ | VS.| Ecommerce Conversion Rate Hourly | €
® Revenue Ecommerce Conversion Rate
£800.00
€400.00, A
| |
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My 2017 June 2017 July 2017 August 2017 Seplember 2017
Revenue & Conversion Rate Transactions
Revenue Ecommerce Conversion Rate Transactions Avg. Order Value
45+ users 45+ users 45+ users 45+ users

€20,754.36 1.83% 273 €76.02
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45+ male users

Apr1,2ul/s-
+ Add Segment
0.58% Sessions
Overview
Revenue ¥ | VS.| Ecommerce Conversion Rate + () ‘Hmrly D
® Revenue Ecommerce Conversion Rate
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May 2017 June 2017 July 2017 August 2017 Seplember 2017
Revenue & Conversion Rate Transactions
Revenue Ecommerce Conversion Rate Transactions Avg. Order Value
45+ male users 45+ male users 45+ male users 45+ male users
€8,354.27 3.32% 107 €78.08
I VTS ITTIR I T BT 1T WY Y N VIRV TTT W WP
Annex 5

Hello! | tried the chat feature earlier but it didn't seem to be working. | ordered a zodiac necklace on launch date and I'm curious when it will be
arriving to me. | am located in California, USA. I'm going on vacation in December and would love to take it with me. Thank you!

Annex 6

| still haven't received my daughter's birthday present — the Anna Saccone necklace that | ordered on the 29th of November.

I know you couldn't assure delivery in time for her birthday, but 15 working days have now passed since | placed my order, and | hope you can
inform me when | can expect to receive the necklace.

Thank you very much in advance for your assistance.

Kind regards,

Annex 7

Are their any solutions for two pendents on one chain? My wife already has one for our first child and | would like to get her another for our

second.

Annex 8
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Dear Mr. or Mrs.
I am looking to buy the necklace (Written in the Star Birthstone) for my girlfriend’s Christmast gift.

Could you tell me what type of box will | get for the necklace. Do you have any gift box by Anna Saccone, because my girlfriend is a big fan of
hers.

How long will the delivery take to Slovenia and from which country do you ship?

Link to necklace:
https://stilnest.com/en_us/catalog/product/view/id/9827/s/birthstone-aug-choker/?attr_173=45

Thank you for answers.

Best regards, Aljaz

Annex 9

Hi Stillnest! So sweet of you to respond to my tweet! My order number is #100446827 | ordered 2 necklaces. The silver one for my sister and the
gold one for me. Sadly my Gold chain broke :( | feel so naked without it! | was wearing it everyday!

Annex 10

friendliest friend @carlyx831 - Nov 6 v
Wow | really want this it's so beautiful 4 @ @AnnaSaccone @Stilnest
0. &
0, o
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2y &
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o 53”
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Annex 11
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Annex 12

Annex 13

Deegia Sherif - o
P Crotew )

Yayayay | finally got one for myself @
@AnnaSaccone @Stilnest. | definitely smiled

6:16 PM - 21 Aug 2017

' oAl -
This is a beautiful new design by
@BethanyJoylLenz & some of the proceeds

go to @tankabar & @tankafund! My wife
loves it!! @stilnest Thanks!
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‘ Megan Kerr
@megankerr414
Just ordered my choker by @AnnaSaccone,
so excited it's so gorgeous'-. @Stilnest

Birthstone MAY Choker
Sku: sn-10046896-3
Material

925 Silver Gold Plated

This item will be
delivered in time for
Christmas, more info on
delivery times here
Ready to ship in 2 week(s).

1

Subtotal

Shipping & Handling
Grand Total (Excl.Tax)

Tax

Grand Total (Incl.Tax)

£59.00

£50.00
£0.00
£49.58
£9.42
£59.00

Annex 14

selected
Purchased On 4 Billto Name Ship to Name Payment Method Product Name G.T. (Base)
Fom | CESS— Fom |
To: [F To: 3
Nov2s, 20794 GENEEEEEED $CGEEEES 0 oonc Constellation SAGITTARIUS Neckiace -925 Silver Gold Plated-S (45¢m) . £13300|
AM Birthstone DEC Choker-925 Silver Gold Plated
Nov 25, 2017 8:06:32 (D [ ] payone_ Cor SAGITTARIUS Necklace -925 Silver Gold Plated-S (45cm) £133.00
PM Birthstone DEC Choker-925 Silver Gold Plated
Nov 23, 2016 ) == payone_creditcard Sagittarius Charm Bracelet-925 Silver Gold Plated-M - 17 cm chain length €137.50
10:09:38 AM Aries Charm-925 Silver Gold Plated
Taurus Charm-925 Silver Gold Piated
Scorpio Charm-925 Silver Gold Plated
Nov 29, 2015 7:21:13 (NG L ] payone_creditcard Sagittarius - Zodiac Sign-925 Silver Gold Plated-S (45¢m) €84.00
PM

Annex 15

@GEEED :\one_creditcard

Sagittarius - Zodiac
Sign-925 Silver Rose
Gold Plated-S (45cm)
Engravable Bar
Choker-925 Silver
Rose Gold Plated
Birthstone JUN
Choker-925 Silver
Rose Gold Plated

€210.20

Annex 16
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paypal_express

Scorpio - Zodiac Sign-

925 Silver Gold
Plated-S (45cm)
Virgo - Zodiac Sign-
925 Silver-S (45cm)

€153.00
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