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How Lifestyle Improves

Customer Retention by 30%
Using Dynamic Engagement
Strategy Refresh your

wardrobe with
lifestyle app

30% 4X

Improvement in Retention Rate Boost in Conversion Rate
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Lifestyle is India's leading fashion destination for

the latest trends. Part of Dubai based retail and

hospitality conglomerate - The Landmark Group,

Lifestyle brings multiple categories including

apparel, footwear, handbags, fashion accessories,

and beauty under the convenience of a single

roof. Lifestyle provides seamless and hassle-free

shopping, offering leading national and

international brands along with the convenience s
of a true omni-channel experience with its online \
store lifestylestores.com. With features like Click

& Collect, Lifestyle offers a true omni-channel

experience to its customers. Introduced to

facilitate better service and provide its customers

with a simpler and faster shopping experience, the

lifesylestores.com app is available for Android and

iPhone users. Currently, Lifestyle has a network of

over 80 stores across 44 cities, delivers to over

19000 pin codes, has over 15K walk-in buyers, and ':::_ g :: ; :-'

more than 1 million app customers. The brand is a
recipient of numerous awards and accolades, B R T

including Most Admired Fashion Retalil
Destination of the Year at Images Fashion Awards
for 5 consecutive years; No. 1 India’s Best
Company to Work for in the retail industry for 2
consecutive years and Top 10 Best Companies to

Work for in India in 2015 - Great Places to Work

Institute®

MoEngage powers our end-to-end strategies for customer engagement, retention, and
user journey mapping. It has helped us to reduce our cart abandonment by 20% and
improved the retention rate by 30%.

Joydeep Das,
Lead Digital Marketing, Lifestyle, Lifestyle
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Business Need

Mobile app has emerged as an indispensable channel in any shopper’s journey today. Being one of the
top retail outlets in India, Lifestyle was early to notice this shift. They also noticed that for their own
brand, the majority conversions were occurring on the app instead of mobile or desktop sites. To fuel
this shift, Lifestyle’s marketing team was driving both organic and paid customer acquisition on the
mobile app. Google and Facebook worked really well as paid acquisition channels. However, the team
observed that even with more than 1 million app installs, their current active user base on the app was
only 15K. This was due to two gaps: - A large number of users are inactive after opening the app for the
first time. - A significant number of users drop-off after search or adding products to the cart. This
dormant behavior of app users was affecting the overall conversions, which further influenced the ROI.

Step-by-Step Funnel Segmentation Determines Drop-offs:

The marketing team first analyzed user drop-offs at each stage of pre-purchase. Using this analysis, the
team was able to determine the stages where the users were dropping off from the app. The team also
utilized MoEngage’s RFM Analysis to identify the right segments of target audience to focus on—such
as price-sensitive customers, loyal customers, and lost customers. Based on this data, the team started
segmenting users based on the purchase funnel, and looked at different stages such as “App Open”,
“Product View”, “Checkout” and more.Users were grouped based on those stages, and further sub-
grouped based on the drop-offs stages.
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Funnel-Based Campaigns Improve Purchases

The identified user groups were then added to the omnichannel flow campaigns ensuring customers
were engaged at every step of the funnel. Using MoEngage Flows, the team triggered smart
communication across multiple channels such as email, push notification, and SMS based on users’
funnel stages. for users to complete the purchase within a day’s time. This smart-trigger ensured that
users were receiving the relevant message based on the funnel path. These messages had exclusive
coupons for users to complete the purchase within a day’s time. This approach drove the users to
complete the desired action sooner, thereby ensuring the purchase cycle was complete. Similarly,
inactive users were re-engaged using look-books and on-going trends to bring them back on the app.
Later these users were moved to the next stages of the funnel.
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Products Used

=\ RFM Segmentation

Create nuanced segments based on recency, frequency, and monetary value of customer transactions.

Omnichannel Flows
Create connected experiences at every stage of customer journey across channels using Omnichannel Flows.

Smart Recommendations
Build personalized experiences by driving most relevant product recommendations.

The Result

Using the MoEngage platform, the team decided to implement their purchase funnel-based end-to-
end customer engagement strategy to tackle inactive users & user drop-offs. This involved Funnel
Segmentation, Personalized Engagement & Omni-channel flow campaigns. e 4X boost in conversion
rate @ 1770% shorter conversion time ® 20% decline in cart abandonment ¢ 30% improvement in

retention rate Using MoEngage’s RFM Analysis the team identified the right segments of target
audience to focus on - such as price-sensitive customers, loyal customers, and lost customers - who
were further segmented based on their funnel stage. Insights from this were used to identify & target
drop-off customers. To activate drop-off customers, the team created personalized omnichannel
flow campaigns using MoEngage Flows and triggered communication across email, push, and SMS
to drive users towards purchase completion. This led to a 4X increase in conversions from “Add To
Cart” to“Payment Complete” stage.

About MoEngage

MoEngage is the Middle East's #1 Customer Data and Engagement Platform (CDEP), most trusted by over
1,350 global consumer brands, including Galadari Brothers, DP World, Homzmart, Alsaif Gallery, Azadea,
Botim, Gathern, Jazeera Airways, Mobily Pay, The ENTERTAINER, Othaim Markets, Seera Group, BFL,
Apparel Group, Telda, Riva Fashion. MoEngage combines data from multiple sources to help brands gain
a 360-degree view of their customers.

For over a decade, consumer brands in 60+ countries have been using MoEngage to power digital
experiences for over a billion monthly customers. With offices in 15 countries, MoEngage is backed by
Goldman Sachs Asset Management, B Capital, Steadview Capital, Multiples Private Equity, Eight Roads,
F-Prime Capital, Matrix Partners, Ventureast, and Helion Ventures.

MoEngage was the only vendor to be named a Customers' Choice Vendor in the Gartner Peer Insights™
Voice of the Customer: Email Marketing Report 2025, Contender in The Forrester Wave™: Real-Time
Interaction Management, Q12024 report, and Strong Performer in The Forrester Wave™ 2023 report.
MoEngage was also featured as a Leader in the IDC MarketScape: Worldwide Omni-Channel Marketing
Platforms for B2C Enterprises 2023.

To learn more, visit www.moengage.com.
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