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This report details a strategic adjustment for a German cutlery 
manufacturer with a history of over two centuries. The heritage brand 
faced an e-commerce challenge: a static Average Order Value (AOV) that 
signaled a disconnect from its customer base. The core of the problem 
was that 79.63% of all online orders contained only a single product. 
This indicated a transactional, rather than relational, customer 
engagement model, which left revenue potential untapped.


To address this, the manufacturer partnered with Mnemonic AI, to 
uncover deeper customer needs. The engagement began by unifying the 
company's data streams, from e-commerce platforms to web analytics 
and advertising accounts, into Mnemonic AI's centralized Data Hub. This 
created the foundation necessary for the platform's Marketing Analytics 
engine and its Digital Twin of the Customer to perform their analysis.


The key insight came from the psychographic information generated by 
the Digital Twin. The platform's AI models moved beyond purchase data 
to identify the characteristics of the brand's customers. It revealed they 
were not just "knife buyers," but "Culinary Enthusiasts." This segment is 
driven by values of mastery, creativity, and curating dining experiences 
for friends and family. This understanding of the customer's 
motivation became the cornerstone of a new, data-driven strategy.


Informed by the Digital Twin's insights, the manufacturer embarked on a 
content-led partnership with a German spice producer. This strategy was 
designed to resonate with the Culinary Enthusiast's values, 
contextualizing products within a broader narrative of cooking. The 
initiative yielded measurable results, validating the value of this 
marketing approach.


The key performance outcomes of this engagement show the platform's 
impact:


• An increase in Average Order Value (AOV) of 27% within the first six 
months, addressing the single-item order trend.


• An 18% uplift in Repeat Purchase Rate (RPR), achieved by 
introducing a consumable product category that changed the 
company's customer relationship model.


• The launch of a new content marketing channel that drove brand 
loyalty and created a new customer acquisition funnel.


• The success of the partnership inspired the creation of a new 
business unit dedicated to developing an in-house premium spice 
brand, turning a marketing insight into a source of corporate growth.


This case study demonstrates that Mnemonic AI allows brands to move 
beyond the limitations of conventional analytics. By understanding the 
motivations behind purchasing decisions, it enables the development of 
growth strategies that optimize key metrics and drive business changes.
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The Average Order Value 
(AOV) is a critical key 
performance indicator (KPI) 
for any online shop, directly 
impacting its revenue, 
profitability, and overall 
business health. In simple 
terms, AOV represents the 
average amount of money 
each customer spends per 
transaction. A higher AOV 
means that, on average, 
customers are buying more 
items or more expensive 
items in a single purchase.
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The Craftsman's Dilemma: 
Navigating the Digital Frontier 

A Legacy of High Quality 
The client is a German cutlery manufacturer with a legacy of more than 
200 years. The company's name is known for its quality in the culinary 
world. Its reputation is built on artisanal craftsmanship, metallurgy, and a 
commitment to creating tools of performance and durability. Operating in 
the premium-to-luxury segment, its product line ranges from 
professional-grade chef's knives priced around 150 euros to collector's 
pieces exceeding 950 euros.


For generations, the brand's identity was built in the physical world. Its 
products are sold through a network of premium retail partners and 
showcased in flagship stores in markets including New York City, 
London, Los Angeles, Munich, and Tokyo. These physical spaces are 
important retail spaces, offering a tactile experience where customers 
can feel the balance of a knife and receive expert guidance. This history 
in physical retail has historically defined the brand's customer 
relationships and marketing ethos.


The E-commerce Imperative 
With the growth of digital commerce, the manufacturer established a 
direct-to-consumer online presence. It developed an internationalized 
online shop to serve its global clientele. This digital channel experienced 
steady growth, eventually representing 20% of the company's total 
sales.

However, the company's organizational structure remained traditional. Its 
in-house online marketing team was small and managed day-to-day 
operations, campaign execution, and brand messaging. Yet, they did not 
have the resources for detailed web analytics and optimization. The team 
was proficient in operations but not equipped for data-driven 
transformation. This resource gap is a challenge for established brands, 
where expertise in product manufacturing has not yet been matched by 
similar expertise in digital customer intelligence. They knew their 
products, but they had a less detailed understanding of their online 
customers.
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Digital Transformation is 
the fundamental rethinking 
and redesign of its business 
model and operations by 
integrating digital technology 
into every facet of the 
organization. It signifies a 
strategic shift beyond simply 
selling products online to 
creating a unified and data-
driven customer experience 
across both physical and 
digital channels.



The Single-Item Order Challenge 
The primary business problem was crystallized in a single metric: 
79.63% of all orders placed through their online store consisted of a 
single item. This high percentage was an indicator of a weakness in their 
e-commerce strategy.


This figure indicated a strategic disconnect. Firstly, it signified a 
transactional e-commerce experience. Customers arrived on the site with 
a specific product in mind, purchased it, and left. The digital storefront 
was functioning as a catalog rather than a guide. This transactional 
nature stood in contrast to the consultative experience offered in their 
flagship physical stores.


Secondly, the metric pointed to a failure in cross-selling and upselling. 
For a brand with a range of complementary products, from cutting 
boards and knife blocks to sharpeners and care kits, the inability to 
bundle items represented a loss of potential revenue with every 
transaction. The lifetime value of each customer was being limited at the 
point of the first purchase, a flaw in the e-commerce model.


Most importantly, the single-item order pattern suggested a gap in 
understanding the customer's context. A person purchasing a 500 euro 
santoku knife is investing in cooking. The fact that they were not also 
purchasing the tools to maintain that investment (a sharpener) or 
enhance its use (a cutting board) demonstrated that the website was 
failing to anticipate their needs. The company was selling a product, but 
its digital presence was not engaging with the customer's broader 
interest in the culinary experience. The 79.63% figure was the measure 
of this failure to connect with the journey of their customers.
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Beyond the Basket: The Limits of 
Conventional Analytics 

Unifying the Data Foundation with the 
Mnemonic AI Data Hub 
The first step in the engagement with Mnemonic AI was to address the 
foundational challenge of data fragmentation. The manufacturer's 
customer data was distributed across several systems, including their e-
commerce backend, their web analytics platform, and their advertising 
accounts. Each platform held a piece of the customer data, but in 
isolation, they provided an incomplete picture.


Using Mnemonic AI's Data Hub, the client integrated these data sources 
into a single repository. This process was a strategic step. By creating a 
comprehensive view of customer interactions, from the initial ad click, to 
on-site browsing behavior, to purchase history, the Data Hub constructed 
the dataset required for AI-driven analysis. This unified foundation is a 
prerequisite for moving from reporting to customer intelligence.


Initial Findings from Market Basket Analysis 
(MBA) 
With a unified dataset in place, the Mnemonic AI Marketing Analytics 
module was deployed to perform an initial diagnostic. One of the first 
tasks was a Market Basket Analysis (MBA), a data mining technique 
used to discover co-occurrence relationships between products. The 
goal was to identify purchasing patterns that could inform cross-selling 
strategies.


The analysis yielded two rules:

• Customers who purchased the brand's bestseller Chef's Knife were 

also likely to purchase a multi-stage knife sharpener kit. This 
association had a confidence of 0.7708 and a lift of 386.97. The high lift 
value indicated a strong association between these two items.


• Orders containing a multi-piece knife set often included an Acacia 
wood knife block. This rule showed a confidence of 0.5946 and a lift of 
195.58.


These findings were useful. They confirmed logical product pairings and 
provided a data-backed rationale for bundling these items. However, the 
analysis also revealed an absence of other strong purchasing rules, 
reinforcing the single-item order problem. These were isolated 
correlations.
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Market basket analysis is a 
data mining technique used 
to discover associations 
between items that 
customers frequently 
purchase together. By 
identifying these patterns, 
such as the classic example 
of shoppers buying beer and 
diapers in the same trip, 
businesses can optimize 
product placement, develop 
effective promotions, and 
make more informed 
inventory decisions. It 
essentially answers the 
question: "What products are 
customers likely to buy at the 
same time?" 



The "Why Gap" 
The MBA results, while accurate, highlighted the limitations of 
correlation-based analytics. The findings illustrated the "Why Gap”, the 
gap that exists between identifying what customers do and 
understanding why they do it.


The analysis showed a correlation between a specific knife and a 
sharpener. But it could not answer the follow-up questions. Why did this 
pairing exist for some customers but not for others? Was the underlying 
motivation utilitarian, a need to maintain the blade? Or was it a desire to 
own a complete system, or a belief in the ritual of tool maintenance? 
Without knowing the underlying motivation, subsequent marketing 
actions would be less informed.


For a premium brand, this is risky. A strategy like offering a 10% discount 
to bundle the sharpener might appeal to a price-sensitive customer but 
could devalue the brand experience for a customer motivated by quality. 
The MBA identified a pattern in the data, but it did not explain the 
motivation behind the pattern. It was clear that to solve the single-item 
order problem, the manufacturer needed a tool that could move from 
correlation to understanding motivation.
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The Digital Twin: Uncovering the 
Profile of the Culinary Enthusiast 

Introducing the Digital Twin of the Customer 
To bridge the "Why Gap," the engagement moved to the core of 
Mnemonic AI's offering: the Digital Twin of the Customer. This technology 
represents a shift from static customer profiles to dynamic, virtual 
models of key customer segments. Unlike a traditional persona, the 
Digital Twin is a model that is continuously updated with first-party data. 
It synthesizes interactions to build a simulation of customer groups.


Mnemonic AI's Digital Twin goes beyond demographics and behavioral 
data to model psychographics (the why). By leveraging AI models trained 
to identify patterns indicative of personality, values, and motivations, 
such as the OCEAN Big Five Personality Traits and Schwartz's Theory of 
Basic Human Values, the platform constructs a virtual customer that 
reflects underlying belief systems and decision-making frameworks.

This creates an analytical tool: a virtual representation of the customer 
base that can be queried and used to simulate responses to new ideas.


The Revelation: From "Buyer" to "Enthusiast" 
As the Digital Twin platform processed the manufacturer's unified data, it 
began to construct its virtual customer models. The AI algorithms 
processed the information, connecting data points to find a narrative. It 
analyzed purchase history, web behavior, and advertising interaction 
data.


From this synthesis emerged the key discovery of the engagement. The 
platform identified a key customer segment not by their spend level, but 
by their shared psychographic profile. The Digital Twin revealed that 
these were not simply "knife buyers"; they were "Culinary Enthusiasts."


This persona was defined by a set of motivations and values:


• A Passion for Hosting: These individuals derive satisfaction from 
cooking meals for friends and family. Cooking is a form of creative and 
social expression.


• Pride in the Craft: They take pride in the culinary process, from 
sourcing ingredients to mastering techniques. The result is a reflection 
of their skill.


• Meticulous Planning: They are planners, curating the dining 
experience. This includes selecting wine pairings and designing the 
sequence of courses.


• The Knife as an Instrument: For the Culinary Enthusiast, the knife is 
an important instrument. It is a symbol of their commitment to their 
craft.
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The OCEAN Big Five is a 
widely accepted 
psychological model that 
describes the five core 
dimensions of human 
personality. These five traits 
are Openness to experience, 
Conscientiousness, 
Extraversion, Agreeableness, 
and Neuroticism, and they 
are used to understand and 
measure individual 
differences in temperament 
and behavior.



The Power of Psychographics 
This re-framing of the core customer from a "buyer" to an "enthusiast" 
was important. It changed the business problem. The new objective was 
to "cater to the enthusiast's entire culinary journey.”


This shift illustrates the value of psychographics in finding growth 
opportunities. Traditional market segmentation is descriptive. 
Psychographic segmentation, as enabled by the Digital Twin, is 
predictive. By understanding the values of the Culinary Enthusiast, a 
passion for mastery, a drive for creativity, and a desire for social 
connection, Mnemonic AI could predict what other products, services, 
and content would be of interest.


This level of understanding allows a business to move beyond its 
immediate product category. It became clear that the enthusiast's needs 
were not limited to cutlery. This line of thinking opened the door to 
exploring adjacent product categories that a Market Basket Analysis, 
confined to the existing sales data, would not have suggested. 

It was an application of Mnemonic AI's platform to understand the "why" 
behind customer behavior, revealing pathways to innovation.
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From Insight to Action: A Data-
Informed Strategy 

The Digital Twin's Recommendation 
With the psychographic profile of the "Culinary Enthusiast," the 
manufacturer leveraged the Mnemonic AI platform to ideate and simulate 
potential strategies. The Digital Twin, when queried about what would 
appeal to this segment, produced a specific recommendation: to form a 
strategic partnership with a traditional, family-owned German spice 
manufacturer.


The logic was based on the psychographic data. It identified a potential 
partner that, while in a different product category, shared the same core 
brand values as the knife manufacturer: a heritage of quality and an 
authentic identity. The Digital Twin predicted that the Culinary Enthusiast 
would appreciate this alignment of values. The spices would be 
perceived as another high-quality ingredient required for their culinary 
projects. This recommendation was based on an understanding of the 
customer's value system, not their purchase history.


The Initial Test and the Learning Loop 
The manufacturer's marketing team decided to test the hypothesis. Their 
initial approach was to implement a standard e-commerce cross-selling 
tactic. On the product detail pages for their most popular knives, they 
added a widget recommending spices from the new partner.


The results of this A/B test were clear: the test was not successful. Sales 
of the spices were negligible, and the conversion rate on the knives 
experienced a slight drop.


This moment became a demonstration of the platform's capabilities. 
Another analytics tool might have simply reported the negative test 
results, leading the team to abandon the strategy. However, the 
manufacturer used the Digital Twin as an interactive tool, not just a 
reporting tool. They were able to ask the virtual customer model

why the test had failed. The platform allows users to impersonate 
customer segments and generate qualitative feedback grounded in the 
data.
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The synthesized response from the Culinary Enthusiast's Digital Twin was 
clear: 


"Presenting a 15 euro packet of spices next to a 600 euro artisan 
knife feels like an irrelevant upsell. It detracts from the experience. 
I am on this page to research a high-quality product, not to be 
distracted by other items. To interest me, you need to show me 
why these spices are as essential to my craft as this knife." 


This feedback loop, the ability to test, fail, and understand the reason for 
the failure, is a core function of the Digital Twin. It transforms a failed 
tactic into a learning moment, guiding the strategy toward a more 
effective solution.


The Winning Formula: A Content-Driven 
Approach 
Informed by the feedback from the Digital Twin, the team developed a 
new strategy. The platform's ability to generate campaign ideas based 
on its customer insights helped shape the new direction. Instead of a 
direct product recommendation, the new approach was content-driven, 
designed to educate and integrate the products into a narrative.


The team created a series of dedicated content landing pages on the 
brand's website. These were guides centered on specific culinary 
projects. Titles included "A Guide to Preparing and Trimming Wagyu 
Steak," "Crafting Bouillabaisse: A Step-by-Step Tutorial," and "The Art of 
the Tuscan Bistecca alla Fiorentina.”


Within these articles, the brand's knives were positioned as the tools for 
achieving the desired results. The narrative then introduced the partner's 
gourmet salts, peppers, and spice blends as other components for 
authentic flavor. 


The focus shifted from selling to providing information. At the end of 
each guide, a "Shop the Recipe" feature allowed users to purchase the 
featured knife and the specific spices together. This content-first 
approach was successful because it aligned with the values of the 
Culinary Enthusiast. It provided valuable knowledge and contextualized 
the products within an experience they wanted to replicate.
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The Tangible Results: A Sharper 
Competitive Edge 

Quantifying the Uplift 
The implementation of the content-driven partnership strategy yielded 
measurable improvements across key e-commerce metrics. The 
following table provides a summary of the performance uplift observed in 
the first six months following the rollout of the new content landing 
pages, compared to the baseline period before the engagement with 
Mnemonic AI.


Table 1: Key Performance Indicator (KPI) Uplift (First 6 Months) 

Metric Baseline (Pre-
Mnemonic AI)

Post-
Implementati
on

Uplift Strategic 
Implication

Average 
Order Value 
(AOV)

€215 €273 27.0% Addressed 
the single-
item order 
pattern by 
adding 
relevant, 
contextual 
products 
through a 
value-
additive, non-
discounting 
strategy.

Repeat 
Purchase 
Rate (RPR)

11% 13% 18.2% Introduced a 
consumable 
product that 
brings 
customers 
back between 
high-ticket 
knife 
purchases, 
changing the 
customer 
relationship 
lifecycle.
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The data presented in the table provides validation for the strategic shift. 
The 27% increase in AOV demonstrates the success of moving beyond 
the single-item order paradigm. The 87.3% increase in multi-item orders 
shows that the content-driven approach was effective at contextualizing 
and selling complementary products. Furthermore, the creation of a new 
conversion channel with a 4.5% success rate, coupled with an increase 
in user engagement (Avg. Time on Site), confirms that the strategy 
resonated with the target audience.


Conversion 
Rate (Content 
Pages)

N/A 4.5% New Channel Created a 
new 
conversion 
entry point for 
new and 
existing 
customers, 
showing the 
value of 
content as a 
commerce 
driver.

Avg. Time on 
Site

2:35 min 4:10 min 61.3% Deeper 
engagement 
with content 
indicates a 
stronger 
brand 
connection 
beyond 
simple 
transactional 
interactions.

Orders with 
>1 Item

20.37% 38.15% 87.3% Directly 
addressed 
the core 
business 
problem, 
nearly 
doubling the 
percentage of 
multi-item 
orders and 
validating the 
psychographi
c-led 
strategy.
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The Consumable Flywheel Effect 
A strategically significant outcome revealed by the data was the 18.2% 
increase in the Repeat Purchase Rate (RPR). This metric represents a 
change to the manufacturer's business model.


The client operates in the durable goods sector. Their products are built 
to last, which leads to an infrequent purchase cycle. A customer might 
buy a chef's knife and not need another piece of cutlery for several 
years. This low-frequency model makes it difficult to build sustained 
customer relationships.


The introduction of consumable spices, products with a price point of 
15-25 euros and a replenishment cycle of two to three months alters this 
dynamic. This created a cycle of repeat purchases. The premium knife 
acts as the initial purchase, establishing the customer's relationship with 
the brand. The consumable spices then provide a reason for that 
customer to return to the brand's website on a more frequent basis.


Each repeat purchase of a consumable product can reinforce brand 
loyalty, increase Customer Lifetime Value (CLV), and provide a touchpoint 
to keep the customer engaged with the brand's content and new product 
announcements. This engagement loop ensures that when the time 
comes for the next durable good purchase, the brand is a likely choice. 
Mnemonic AI's platform provided an insight that allowed the 
manufacturer to build a different customer relationship model.


https://mnemonic.ai 14



The Future: A Recipe for Sustained 
Growth 

From Partnership to Ownership 
The success of the spice partnership functioned as a proof-of-concept 
for a new business venture. The pilot program generated data 
demonstrating customer demand for premium culinary ingredients. The 
board was presented with a data-driven business case for entering a 
new product category.


Based on the strength of these results, the manufacturer has launched a 
new strategic initiative. They are now developing their own line of 
premium spices, seasonings, and rubs. This new product line will be 
developed to the same standards of quality as their cutlery, featuring 
premium packaging. The plan is to launch this new brand extension 
through their online content platform and, subsequently, to roll it out 
globally across their flagship retail stores. This move represents an 
evolution of the company's identity, from a specialized cutlery craftsman 
to a broader culinary brand.


Mnemonic AI as a Catalyst for Innovation 
This case study positions Mnemonic AI's platform as a tool for strategic 
business innovation. The journey of the knife manufacturer demonstrates 
a pathway from data analysis to business changes.

The decision to enter the market of premium spices, a move that would 
typically involve risk and market research, was informed by the Digital 
Twin platform. The process unfolded in three distinct, data-driven stages:


• Opportunity Identification: The Digital Twin first uncovered the market 
opportunity by analyzing the psychographic needs of the core 
customer base.


• Low-Cost Hypothesis Testing: The platform's insights enabled the 
creation of a low-cost method to test the market hypothesis through a 
strategic partnership, avoiding the capital expenditure of a full-scale 
product launch.


• Quantitative Validation: The success of the pilot program provided 
quantitative data that validated customer demand and provided a 
forecast for the potential success of an owned brand.


This journey showcases how a platform like Mnemonic AI can be 
integrated into strategic decision-making. It allows the marketing 
function to contribute to data-driven corporate growth. For heritage 
brands striving to innovate in the competitive digital age, understanding 
the customer is a competitive advantage. Mnemonic AI's Digital Twin of 
the Customer provides tools to understand the customer and build 
business strategy.
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Before You Go 
We would like to thank the marketers and executives who generously 
shared their knowledge and trusted in Mnemonic AI’s capabilities. Their 
real-world experiences have been invaluable in illustrating the practical 
applications and benefits of Mnemonic AI.


Questions and Further Information 
We understand that the sheer amount of AI-tools may raise questions or 
spark ideas for implementation in your organization If you have any 
questions about the concepts, technologies, or strategies discussed in 
this case stude, we encourage you to reach out.


Our team at Mnemonic AI is available to provide further clarification, 
discuss specific applications for your business, or guide you through the 
process of implementing AI into your business processes.


For more information or to schedule a consultation, please contact us at:


Email: hello@mnemonic.ai

Website: mnemonic.ai


We look forward to continuing the conversation and helping you leverage 
the power of AI to transform your business efforts and drive growth.
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