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Background: 70%

e GG isagrowing online skincare retailer
that provides sustainable, affordable, and
high-quality skincare products.

of new customers arrive via social media*

@ jadeywadey180 & « Follow
3 jadeywadey180 @ It's all in the
\ eyes.. @

Recently I've been testing the
@renskincare Brightening Dark Circle
Eye Cream for my under eyes..This
formula is lightweight, hydrating, &
created with bioactives that brighten
the eye area while reducing puffiness.
| love that it's gentle enough for even
the most sensitive skin.

Situation:

e GG wantsto “move the needle” on its
digital experience across the entire
organization.

Ingredient breakdown:
Phytoglycogen: boosts hydration for
er smoother skin
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e Liked by renskincare and 12,564 others

Customers:

© Addacomment

e GOGC's customers are largely “millennials
and their mothers"* acquired via social
media and influencer user-generated
content (UGC).

*Based on llia report here


https://www.glossy.co/beauty/ilia-approaches-100-million-in-revenue-as-it-charts-monumental-growth/#:~:text=Ilia%20has%20doubled%20its%20year,earn%20%2435%20million%20in%202020.
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Challenge: A healthy and sustainable
skincare routine means different things to
different people.

“71%

Of customers expect

personalization from top brands™*

Opportunity: “It turns out that most
people are also seeking their own versions
of perfection.”**

Vision: GG delivers a personalized
experience to help customers realize a
sustainable skin care routine that is
unique to them and helps them realize
their own idea of flawless skin.

Success:

e Eliminate frustration measured by
Customer Satisfaction (CSAT)

e Improved operational efficiency,
using analytics and measured by
Customer Acquisition Cost (CAC)

e Increased Engagement measured
by Customer Lifetime Value (CLV)

McKinsey & Company, The value of personalization here
Vogue “| was obsessed with my skin care” here**



https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
https://www.vogue.com/article/i-was-too-obsessed-with-skin-care

@ SKIN-vestment

Challenge: Improve operational efficiency
while creating unique experiences
leveraging an Al-enabled data architecture.

“81%

of CMOs say they expect to use
GenAl to support new business
models in the next 12 to 18

months”*

Delight customers with....

Frictionless, identification, avoiding
repeated information &
personalized, timely offers

Provide business value by....

Providing analytics across data silos
Improved data security for General
Data Protection Regulation (CDPR)
Enhanced media strategy, success
measured by (CAC)

Al-Enabled Tactics:

APls gateway to data lake for Al app
enablement.

Real-time offers leveraging a Unified
Customer Profile (UCP.)

Track inventory and scope 1-3 for the
supply chain.

*PWC report here


https://www.pwc.com/us/en/services/consulting/business-transformation/library/responsible-ai-customer-experience.html
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Challenge: Provide high-quality customer Delight customers with...
service and product discovery while - Content and product discovery with
maintaining a personal touch. semantic search and concierge
customers services, resolving order
_ issues immediately
Product Recommendiaton Provides business value by...
gt it - Handling tier 1 call centers questions
T and enhancing order tracking,
wiyzenhusarmutele decour codest _ success measured by Customer
e here vhere o sert e Satisfaction (CSAT) and increased
@  Trackand manage my orders | True Team - True Botanicals Bot engagement
' What is your primary skincare concern?
SN - Al Enabled Tactics:
i L e e s s [[Fine s & s | - Talk and/or text chat with an Al
Breakouts & Blemishes ] [ Sensitive Skin ] COﬂCierge

[ Dark Spots & Dark Circles ]
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Challenge: Deliver the face-to-face Delight customers with...

personal touch of retail experiences. - A beauty specialist that remembers
conversations, tracks your routine &
preferences, and recommends based
on complexion while providing
emotional support.

= ILTA T = ILIA ol

BESTSELLERS GIFTS FIND MY SHADE BESTSELLERS GIFTS FIND MY SHADE

Want an Expert Opinion?

Business value by...

- Customers use 5+ products with
e success measured by Customer
mail a Tew photos to our team.

Lifetime Value

Al Enabled Tactics:
We challenge the conventions of clean beauty to create - CO n teXt u a I aWa re n eSS
G e S - Evaluate complexion with computer
vision
1RO X F.RSTORDER - Emotional recognition

SEND A SELFIE

Clean, skin-centric beauty.™




