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What We Discovered

Two key findings



1. The Lost Intent Signal

”Finding and landing high-intent traffic is key to efficient 
Customer Acquisition Costs (CAC). But we’ve lost the signal 
with these new AI black-box algorithms.”

”When you land on the site, you want to feel like the brand 
‘gets-you’, that you are ‘understood?’

C-Suite Quote

Since April 2022 and April 2025 - Organic Search traffic has 
declined by 55%

Shoppers have migrated 
to social media and 
marketplaces, away from 
search, leading to traffic 
arriving on retailer sites 
with less context (e.g., 
directly to PDPs). 



HYPOTHESIS

1. Retailers need to use audience intent to inform the site 
experience to deliver a truly contextual and effective customer 

experience (<CAC)

2. It’s important to distinguish between two kinds of intent - 
buying intent (mindset) - i.e browsing/buying and shopping 

mission - i.e. the ‘why’.

1. The Lost Intent Signal



2. Ineffective and Outdated Segmentation

”CRM is where we invest most to ensure we have traded 1st 
party data for the customer interaction. This  fills our funnel and 
acquires new customers, unlocking ROI as we utilise this data 
to find lookalikes off our customer base and use these in paid 
channels.”

C-Suite Quote

For every £1 spent on email marketing, businesses see an 
average return of £27 to £32 - making it one of the highest-
performing channels in digital marketing.

Traditional segmentation 
approaches lack the 
nuance of a customer's 
current preferences, 
personal affinities, or 
specific shopping mission, 
leading to generic and less 
impactful marketing 
efforts. 



Segmentation for CRM and loyalty must 
evolve to incorporate a deep understanding of 
individual customers' "language" and current 

context to be truly effective.

HYPOTHESIS

2. Ineffective and Outdated Segmentation



What brands really need to solve

“Be relevant and 
understand me”

Context

Trends

Returns

Fragmented CX

LoyaltyProfitability

KPIsAttribution

IntentMindset

Language 
Gap

BRAND

CONSUMER

Grow CLTV

Occasion Style



CX OPTIMIZED FOR ’WHY BEHIND THE BUY’

JUST 
BROWSING

BRAND 
CURIOUS

SEEKING 
INSPIRATION

ACTIVELY 
SEARCHING

COMPARING READY TO 
BUY

CHECK ME 
OUT

CLOSURE

“This thing I just 
clicked on piqued 
my interest... Wait 

was that a goat 
riding a moped in 
the last reel I just 

saw?”

”Does this brand 
represent me?”

”How well does this 
brand align with my 

values?”

“Wonder what I am 
going to wear for 
the wedding I was 
just invited to in 

August.“

“I seen this cool t-
shirt in an 

Influencer video I 
liked. I wonder if 
they have it in my 

size..“

“This is what I want. 
Let’s see if there is 

something 
similar/better before 
I part with my heard 

earned cash“

“Its perfect!.. Or isn’t 
it?“

”This is it! Let’s get 
this over with before 
I change my mind.“

“Did I just spend 
£300 on this?!“

EXCITEMENT

CURIOSITY

CONVERSION PROBABILITY

FOCUS

SOFT LANDING 
PAGES

BRAND CONTENTIMPULSE BUYS

DATA CAPTURE

PERSONALIZED 
RANGES

INTENT FILTERS

PERSONALIZED 
SEARCH

SIMILAR ITEMS PRODUCT RECS

CROSS SELL

POST PURCHASE

UGC

REMOVE NOISE 
AT CHECKOUT

CURATED FOR 
YOU

OCCASION 
FILTERS

ENHANCED PDPs

BUNDLING



To infer every visitor’s ’why behind the buy’ we need to 
understand three key sets of customer attributes:

Context Intent Mindset

Brand Curious

Just Exploring

Inspire Me

Actively Searching

Ready To Buy

Just Take Me There!

Reason for Visit

Wedding

Party

Office

Family

Basics

Need / Want

Channel

Location

Device

Intent Signal

 Customer Segment

Past behaviour with Brand



RESTRICTED

Audience Segmentation for Targeted Campaigns
Brands Unified Profile, Reimagined

Contact Profile Data

Jessica Sampleton

Contact ID

7510011856

Country

United Kingdom

Region

East Anglia

Email

Jessica.sampleton@gmail.com

Mobile Number

447962084743

Mobile App Alias

49892345678

Available Data

CRM / Preferences

Transactions

Type of Shopper

Campaign Feedback

Web Interactions

Campaign Insights

AI Alerts

Lifecycle Stages

Additional Data

App Interactions

Mobile Analytical Data

Mobile Attribution

Conversion Probability

Churn Probability

Customer LTV

RFM/RFE Modelling

Product Usage Segments



RESTRICTED

Real-Time Engagement Tracking
Unified Customer Profile

Mapp’s Approach

Unified campaign ID tracks batch, transactional, and 

behavior-triggered communications

Real-time logging of Opens, Clicks, Bounces, Deliveries, and 

Unsubscribes

Unified contact profiles capture all channel interactions 

(Email, SMS, Push, In-App, App Inbox & intent.

Real-time event metrics accessible via APIs with Response 

Queue Service

Detailed, scalable engagement reporting across all 

communication types



Email Examples



Themed Emails
Best performing emails from trading perspective
Introduce weekly newsletters aligned with product drops and the seasonal fashion calendar, 
delivering personalized content that resonates with each customer.

• Each subscriber receives their own “best edit” tailored to the most relevant theme and 
optimized down to their size.

• All themes are crafted with the support of fashion stylists to ensure creative impact.

Estimated Value Uplift

+50%
CR from Emails

+15%
CTR 

+90%
Newsletter Revenue Uplift

+15%
AOV



Post-Purchase Emails
Inspire clients on how to complete their outfit based on what they 
purchased
Send personalized follow-up emails after purchase, reinforcing the customer’s choice and inspiring 
continued engagement.

• Compliment customers on their purchase and offer styling tips on how to wear the item.

• Recommend complementary products and accessories to help them complete the look.

• Drive cross-sell opportunities while strengthening brand affinity and satisfaction.

Estimated Value Uplift

+89%
CTR

RESTRICTED

+155%
CONVERSION RATE

+200%
REVENUE PER EMAIL



Strategy

Partners Tactics Support

Personalisation
Content

Personalization

Product
Recs

Dynamic 
Content

A/B Testing &
Optimization

Pop-UpsData Capture

Engagement
Email AMP Web Retargeting

Custom WebhookPushSMS In-App

Integrations

Mobile SDKData StreamsOnsite Pixel

Rest APIBatch UploadConnectors

Intelligence
Insights

Optimization

Analytics & Dashboards

Message Statistics

Artificial Intelligence

Unified Customer 
Profile

TransactionsCRM / Preferences Offline / In-Store

Your Data

App InteractionsCampaign Feedback Web Interactions

Collected By Mapp

Enriched & Predicted By Mapp

Lead ScoringCampaign Insights AI Predictions

Recommendations Loyalty RFM Modelling

RESTRICTED



17 R E S T R I C T E DR E S T R I C T E D

Our Industry is at an inflection point.

AI is fundamentally changing how customer search, shop and 
experience brands.

The future is now. Retailers cannot afford to wait.

INTENT is the new unlock for marketers.



Thank You
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