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Company Overview 
Founded in 2010, ACHICA, is a free-to-join, members-only, online retailer, offering selected 
branded luxury furniture, home wares and accessories at discounts of up to 70%. 

Operating across Europe, ACHICA has dedicated websites in the UK, France and Spain and a 
fast growing membership totaling 4.5 million savvy shoppers worldwide.

The retailer specializes in exclusive daily shopping promotions, otherwise known as ‘flash 
sales’, which are typically launched at 6.30 every morning, lasting for up to 5 days. 

Outside of the flash sales, the retailer offers a core collection of discounted luxury branded 
goods for the home, which shoppers can buy at any time by logging into the website. 

Operating across Europe, 
ACHICA has dedicated 
websites in the UK, 
France and Spain and a 
fast growing membership 
totaling 4.5 million savvy 
shoppers worldwide.
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Metriscope delivers 
a fantastic return on 
investment and is 
particularly cost effective 
compared to alternatives 
on the market.

Steve Robinson
CEO, ACHICA



Understanding the 
shopping experience of 
each member that arrives 
on the site was identified 
as critical to growing sales 
and customer satisfaction 
for ACHICA. 

Challenge
Understanding the shopping experience of each member that arrives on the site was 
identified as critical to growing sales and customer satisfaction for ACHICA. 

Capturing this information would be invaluable for improving the overall shopping experience 
and for personalizing offers based on customer behavior, thereby improving conversion rates 
and customer satisfaction scores. 

The business also wanted to capture this customer journey intelligence quickly, ideally in real 
time, so they could react with offers while the customer was actually on-site. In particular, 
ACHICA wanted to know immediately if customers were struggling with any part of the 
website.

Solution
ACHICA identified Metriscope’s Digital Customer Experience Management (CEM) software as 
the potential answer to their needs and began trialing it in 2013 on their websites in the UK, 
France and Spain and on the mobile versions of the three sites.

Metriscope acts effectively as a bridge, linking website session data to individual customers, 
enabling ACHICA to see the customer journeys when members come onto the site. 

Individual customer behavior on-site is recorded and pulled straight into ACHICA’s Business 
Intelligence Platform, enabling them to adapt their delivery of promotions and products to 
shoppers based on their behavior and preferences.

If anything on the site is not working as it should, usually signaled by customer behavior, 
ACHICA is alerted within 30 seconds by Metriscope, enabling them to address the issue a 
customer may be having in real-time. 

Metriscope also records tags attached to inbound web traffic, logging where the visitors have 
come from, which allows ACHICA to measure performance across their marketing channels 
and reallocate budget for their promotions accordingly. 

All data is stored securely behind ACHICA’s firewall within its own systems with no cookies 
placed on visitors’ devices, ensuring a seamless, high security data environment. 

The openness of the Metriscope database and the published database schema means that 
ACHICA has direct access to the Metriscope database and is able to query the database in a 
flexible way from their own dashboard. 

Metriscope acts effectively as a bridge, linking website session 
data to individual customers, enabling ACHICA to see the 
customer journeys when members come onto the site. 

The data and insight we’re 
gathering from Metriscope 
is driving realtime 
merchandising, marketing 
and operational decisions, 
and is invaluable for  
the Business.

Adam Constantine 
Director of Business 
Intelligence
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Results
Metriscope has enabled ACHICA to dramatically improve conversion rates on all of its flash 
sales, triggering an uplift of 20-30% on one campaign alone.

ACHICA is now able to deliver personalized website pages based on customer data, especially 
when promoting specific categories of product.

The retailer also now has the ability to quickly identify offers that are getting the most interest 
and push those products harder in their daily online promotions, whilst monitoring the 
availability of stock to fulfill orders.

All customer specific search and browsing data is now available via ACHICA’s own dashboard. 

When problems occur in individual customer journeys, ACHICA can now identify what help is 
required in real-time and take appropriate action while the customer is still on-site. Through 
feeding the browsing data from Metriscope into their Business Intelligence Platform, ACHICA 
have been able to better merchandise the site in realtime and now have a much greater 
capability to provide a personalized shopping experience.

As a result of the success ACHICA have had using Metriscope, they have now signed-up to a 3 
year deal.

About Metriscope
Mertriscope’s session replay technology lets users record, re-run and analyze every visitor’s 
journey through a website. For ecommerce companies this is invaluable as it enables them to 
improve conversion rates, monetize online struggle, find and fix site bugs, resolve customer 
disputes, recover abandoned baskets and prevent fraudulent transactions online.

Aimed at medium to large enterprises with ecommerce channels, Metriscope 
(www.metriscope.com) enables users to improve the quality of their websites, enhance 
customer’s shopping experience, and reduce dramatically the time required to resolve any 
problems and disputes consumers may have while shopping.
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