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Share of MYER one 
Beauty Wallet

32%
Conversion opportunities
— Stimulate spend

— Cross-sell (win-over)

Example Customer
MYER one customer since June 2021

31 years old
10 Address St, Bellevue Hill, NSW

DOB: dd/mm/yyyy

Brand Customer 
Value Cohort

Grow
Predicted Beauty 
Headroom

$532
Predicted shops
next 12 months

3.5 
times
Predicted 
spend next visit

$150

Generation
Gen Y

Geo-Targeting
Bellevue Hill

Main Myer Store
Bondi Junction

Income & 
Assets Index
Very High

GeneralTargeting Tools
Brand Share of Wallet
Low

Next Best Category
Skincare

Beauty Spend Index
High

Favourite Product
Foundation

Spend Personal
Indulger

Shopping Frequency
High

External data sources 
Predicted Spend – By 
Category

MYER one 
Total Spend

MYER one 
Beauty Spend

MYER one 
Brand Spend

Customer Name

—

—

—

—

—

—

—

—
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FY24 FY24

FY24 FY24

Omni-channel vs in-store only customer 
spend

Proportion of online orders with Click & 
Collect option selected
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