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Market segmentation is a crucial marketing strategy that involves identifying and defining distinct groups of buyers
to target a company’s marketing efforts effectively. Visual elements, such as color and shape, in advertising can
effectively communicate the product or service being promoted and influence consumer perceptions of its quality.
Similarly, a person’s outward appearance plays a pivotal role in nonverbal communication, significantly impacting

human social interactions and providing insights into individuals’ emotional states.

customer’s psychology deep learning seven universal styles

| 1. Introduction

Marketing plays a crucial role in leveraging machine learning for various business applications. Effective
advertising communication is an essential tool in the strategic planning of any business involved in the trade of
goods or services as it directly impacts revenue and precedes other areas, like customer service and sales

planning.

In the digital age, modern marketing benefits from a vast amount of quantifiable data that can be leveraged in
machine learning systems. While many small and medium-sized companies may be relatively new to marketing
applications utilizing machine learning, trends indicate that this technology is highly favorable and its

implementation is expected to increase 1.

In the past, mass advertising was the prevailing marketing standard. However, in recent times, people expect a
more personalized approach, and a mass marketing strategy may no longer be as effective. Targeted ads offer
flexibility, allowing businesses to tailor their advertisements to directly engage with specific segments by

understanding their needs and desires 2,

An essential objective of marketing strategies is to understand the needs and preferences of potential customers,
enabling the segmentation of a target market comprising individuals who are most likely to respond positively to
advertising efforts . This information can also be used to adapt the presentation of advertisements, aiming to elicit
a favorable response. Several studies have been presented that contribute to understanding consumer behavior,

technology adoption, and brand performance in the context of online shopping, e-banking, and social media
platforms [2IRIBIL7E,
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Psychological factors specific to individual customers are considered important segmentation variables. These
factors, including personality, lifestyle, and appearance traits, stem from individuals’ preferences, interests, and
needs. Marketers can leverage these traits to establish more effective communication through advertising £. This
collection of features is often referred to as customer psychological traits or the psycho-cognitive spectrum 19,
Research has shown that psychological traits can be extracted from various sources, such as speech, body
language, and physical appearance. In the context of physical appearance, the concept of “Style” arises. Style
refers to identifiable patterns in an individual's physical appearance that externalize and describe their

psychological, sociological, economic, vocational, and behavioral environments [11112],

While variables like demographics can be easily obtained and provide some information, their collective nature
often makes them fall short in meeting business demands. In contrast, psychological traits offer valuable insights
but are more challenging to obtain and measure. Due to the complexity involved in acquiring these traits, they are

typically overlooked in advertising strategies 131,

The significance of the style concept in this study is noteworthy, as it captures psychological traits through
observable components of a person’s appearance. Establishing a relationship between easily obtainable elements,
such as photographs or videos, and the psychological traits necessary for market segmentation enables the

proposal of a model that automates these processes, providing tools to achieve business goals.

Biases and Attributions for Personalized Recommendations

Personalized marketing involves using data and insights to tailor marketing messages and experiences to
individual consumers. Biases and attributes can be combined to create more effective personalized marketing

strategies. Here are some ways that biases and attributes can be used in personalized marketing.

Eliminating unintended bias. Personalized marketing can sometimes result in unintended discrimination due to
underlying correlations in the data between protected attributes and other observed characteristics used by
marketers. To avoid this, marketers can use bias-eliminating adapted trees (BEATS) to eliminate unintended bias in

personalized policies 4],

Marketing attribution. Attribution models can be subject to correlation-based biases when analyzing the customer
journey, causing it to look like one event caused another when it may not have. To avoid this, marketers should use
effective attribution to reach the right consumer at the right time with the right message, leading to increased
conversions and higher marketing ROI. Attribution data can also be used to understand the messaging and
channels preferred by individual customers for more effective targeting throughout the customer journey (3

(https://www.marketingevolution.com/marketing-essentials/marketing-attribution (accessed on 18 August 2023)).

Personalized recommendations. Personalized recommendations can be based on a wide range of factors,
including past purchases, browsing history, search queries, and demographics. For example, marketers can use

personalized recommendations to suggest products or services that are likely to be of interest to individual
customers 1617,
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Cognitive biases. Cognitive biases can be used in marketing to boost customer retention. For example,
personalized marketing messages can be used to create a bond with the audience, and marketers can align with
customer values by promoting charity, sustainability, and other noble causes. The reciprocity bias can also be used

in loyalty programs that focus on building an emotional connection with customers 18],

It is important to note that personalized marketing can exacerbate existing inequalities and biases if personalization
is based on sensitive data such as race, gender, or other protected attributes. Marketers should be aware of these
considerations and guidelines to ensure that their personalized marketing strategies are ethical and inclusive 12,
By understanding biases and using them in a thoughtful and intentional way, marketers can create more impactful

campaigns and improve their overall marketing success 29,

| 2. Style Model
2.1. Apparent Style

Style refers to identifiable patterns in an individual's physical appearance that describe and externalize their

psychological, sociological, economic, vocational, and behavioral environments [11112],

Initially, studies in human behavior and social interaction focused primarily on verbal communication. However, in
the early 1960s, a new field of analysis called nonverbal communication emerged. This interdisciplinary research,
involving anthropologists, sociologists, psychologists, philosophers, semiotics specialists, and linguists, explores
the body, style, and language. Some studies 21l have expanded the realm of semiology to encompass all
phenomena that carry meaning and recognize the communicative value of clothing. These authors acknowledge

the existence of a language of communication through style (221,

The style of clothing evolves from the interplay between an individual and their sociocultural environment 231, This
interaction gives rise to various accessories, and as social groups, individuals construct meanings associated with

these garments. Anthropologically, clothing serves as a vessel of accumulated information 241,

The community interprets this code through a voluntary or unconscious process of recognition, allowing clothing to

convey desired social meanings 22,

While style is understood to reflect intrinsic traits of each individual, the material aspect it encompasses should not
be overlooked. The individual is constrained in various ways when expressing their style within the limitations
imposed by their environment, be it adhering to dress conventions, such as uniforms or work attire, or simply

having access to certain types of clothing.

Therefore, most models designed to evaluate style focus on specific instances, capturing a snapshot that reflects
an individual's features and considering only the elements of style present at that particular time. This evaluation

assumes some level of stability and freedom of choice regarding the multiple garments an individual can wear at

https://encyclopedia.pub/entry/49089 3/7



Personalized Advertising Design Based on Individual’'s Appearance | Encyclopedia.pub

different times [28. Furthermore, although it presents a limitation, the inherent intentionality of style allows for its

evaluation in this manner. This particular aspect is commonly referred to as the style image or apparent style 23!,

2.2. Seven Universal Styles Model

In her work [, Alice Parsons presents a style evaluation model based on seven distinct types. This framework

categorizes individuals’ clothing based on the messages they convey to others.

These concepts have undergone scrutiny by traditional social science disciplines 28 and represent one of the most
widely accepted models for evaluating apparent style. The theoretical foundation has been instrumental in various
communication professions, ensuring consistent information transmission and proving valuable when assessing

the style of individuals or companies and their interactions 22,

Parsons outlines the seven universal styles in her research [ZZ, providing descriptions that encompass the defining
traits of each style, a set of keywords associated with the individual, chromatic and geometric guidelines for

patterns and designs, and a collection of psychological traits typically associated with each style.

Figure 1 presents an overview of the seven universal styles model, providing a concise description of each style,
including keywords, associated geometric structures, significant psychological characteristics, and a color palette

archetype.
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Type Description Style Keywords | Geometric Basis Psychological Traits | Creative color paletie archetype
This style is not innovative and does not follow
the rules. Imaginative
£ | People with innovative, creative, independent, Creative Angular Shapes Free
] exofic, and always confident personalities. Self-confidence Plain geometry Invgntlve
5 Mixing of anything and everything, and Art Sharp angles Unique
unpredictable or unique combinations of Sponta_neous
fabrics, textures, and styles. Quirky
This style os for those who know to dare
without losing elegance. It draws attention and Structured shapes Confident
) is always attentive to fashion trends. with few detaiis Self-assured
S | Handles a more urban style and innovates a Trendy Diagonal lines Assertive
g ot i : i grarr i Explosive line Bold
] ot in the most formal moments without losing Sophistication
a that drama. Non-classic style but with some patterns Urban
structured shape, exaggerates lines and 0’"3”,‘9"‘3' and F[ambqyant
silhouettes. decorative patterns Spotlight

This style can be mistaken by the tradiional.

The difference is in the way that he sees the Perfectionist
= | world and the trends. Itis always impeccable Timel Cleanhand o Powerful
g and always invests in the best of the best. sf?&ﬁff Pericfdiﬁp?ﬁerns Intimidating
@ Pieces with fabulous fabrics and a lot of P Bossy
Y| gurability. It is suitable for casual, informal and | Distinguished | Regular polygons Prestigious

formal. Those who fall into this category are Simple geometrics Distant

oftentimes in high-profile, public positions.
This style is captivating and sensual, =

fiirtatious, and seductive. It keeps up with the Circles and closed Healthy
e trends and know how to wear clothes that it ‘:';;VZS“:' . Fit
"’2 make them sexy without being ordinary, so it Dominance BISECH0 S0SE Sexy
g likes to wear fitted, body-conscious clothes Sensuality DUy Charismatic
= that make the figure obvious that value their Polka dot Confident

body. It carries a fitted silhouette and marked ngbb'es Lover

waist. in colors
This style is a form of personal projection
based on expression with a minimum of Simple
= personal resources. It tends to choose clothes Simple lines Friendly
s that are comfortable, functional, durable and Comfort Phytomorphic Organic
S | easy to wash and towards more casual outfits Practicality designs Practical
On a psychological level, you look for the most Organic designs Frank
straightforward ideas and find the most Vital
practical solutions on a day-to-day basis.
This style often projects a sense of lady- Open rounded

likeness and delicacy, is approachable, warm lines, and Kind
% and caring. Individuals who fall into this Refined structured shapes: Gentle
= category are often good-natured caretakers, Delicate Flourishes Cheeriful
g soft-spoken or mannered and have an interest Delicate and thin Friendly
14 in more traditionally feminine activities and Gentle lines Light

professions (teachers, nurses, counselling, Floral or cozy Smooth

intimate apparel or home-related industries). patterns

This style tend to be more conservative when : .
= it comes to how to dress. It avoids the e s
§ | extremes of fashion and style and will never | ectangles Responsible
£ | be seen boldly. A business-like image, always onservative Borders Efficient
S | polished, tidy, conservative with tailored lines, | Seriousness Horizontal and 0ld Fashioned
F | ‘structured fabrics and shapes, in neutral and vertical stripes Organized

dark colors without any flashy or bold details. Grids Traditional
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