
Evo quotes

Fabrizio Fantini, Founder and CEO

“Evo Pricing was created through my doctoral research work, which started while I 
was in Boston studying at Harvard University. Evo essentially takes data from 
customers, from the market, and from other sources to estimate the probability of a 
sale with the smallest possible margin of error. This allows us to understand optimal 
prices, promotions, and mix of products for each store”.

“Our solutions inform a broad spectrum of key managerial decisions from initial 
production planning and strategy to the ideal allocation of store inventory and 
pricing optimization all the way to discount strategy and targeted promotions. We 
can help clients serve customers better throughout the entire retail cycle to ensure 
customer loyalty.”

“We often compare ourselves to GPS. Why? First of all because of how our 
technology works. The GPS device itself is incredibly complex. It uses cutting-edge 
technology and complicated logic that the average person would struggle to 
understand, but the user interface is incredibly simple. Anyone can use it. In addition, 
GPS gives you an ever-adjusting path to reach your destination. It tells you if you 
have to go straight or to the left or right. You get an alert when you need to change 
your route because road conditions change. This is basically what Evo does. We take 
large amounts of data and rather complex algorithms to give management simple 
directions on the best paths to reach their goals”.

“The amount of data available has exploded in the past few years. This exponential 
increase in data was brought on by a dramatic decrease in the price of storing and 
collecting that data. It’s easy to assume that these changes make predictions and 
data analysis easier, but the excess data just becomes noise that hides patterns. 
That’s why our job is getting harder, not easier”.

“Our first customer in the fashion industry was the Miroglio Group, a company that 
runs a number of leading Italian fashion and textiles brands. Our work with them has 
to this day been one of the most successful and also most scientifically interesting 
projects we’ve taken on. We researched the factors that would most improve 
accurate distribution of inventory in stores and discovered that the involvement of 
store managers in the decision-making process helped artificial intelligence 
significantly improve returns. The algorithms may be a vital part of the equation, but 
they cannot be fully optimized without human contributions. This is why Evo has 
created a new synergy between machine accuracy and human intuition”.



“Human intuition improves the results we get from artificial intelligence. In the retail 
world, for example, their synergy reduces errors in data analysis by an average of 40 
per cent. Leveraging them together makes decisions more accurate. This alone can 
increase sales by more than ten per cent”. 

“Artificial intelligence is changing the way companies are managed. Our job is, to an 
extent, to give companies a sort of decision-making ‘autopilot’ guided by big data. In 
a dynamic world like ours, however, pure data alone is never enough. We must still 
integrate human insights into our algorithm to make it as powerful as possible”.

“They say data is the new gold, but it’s not so much the data itself that has value but 
rather our ability to transform that data into actionable insights we can use to make 
better decisions”. 

“Often people consider what we do to be very complicated, but let me tell you a 
fascinating story that will make our work a little easier to understand. In the fashion 
sector, sales forecasting is incredibly difficult to do. After all, in this industry, trends 
are incredibly volatile and products have a very short life cycle. This means there isn’t 
ever enough internal data to accurately assess the sales potential of new products. 

So what did we do? We came up with a two-part solution. First, we added a large 
amount of external data into our algorithm, everything from what’s on social media 
to local weather forecasts. Next, we had the store managers contribute their local 
insights to the order. Every week, we’d use our algorithm to suggest a particular 
allocation of goods to each store in the next shipment. Each store would then have 
a chance to make a fixed number of changes to that suggested allocation based on 
local insights into demand and trends. 

This solution scared companies. In the past, they had not trusted local staff to have 
so much control over the ordering process. But we were able to show our clients to 
the tune of over €1,000,000/ month in increased profits that this system worked— 
and even delivered massive results. We’ve shown that store-level employees hold 
key insights. When you empower them with the accuracy and intelligence of big data, 
the whole system is much more effective”.

“Our biggest battles in today’s market are against waste and the risks and delays as-
sociated with uncertainty. We can win these battles when we change the way 
companies make decisions.”

Marco Palminiello, Partner

“The companies that are going to grow the most and hire the most new employees 
over the next few years are those that innovate using artificial intelligence before 
their competitors”. 



Giuseppe Craparotta, Senior Data Scientist

“Given that the current business reality is complex and that the data itself is not just 
complex but also multifaceted and fragmented, we need to use tools capable of 
capturing the full complexity of all of the available data. Classic forecasting tools like 
Excel-based software are simply too limited to keep up.”

Elena Marocco, Data Scientist

“What’s unusual about our algorithms that they are based not only on advanced 
statistical methodology and machine learning but also on human intuition. In fact, 
we’ve shown that the synergy between humans and machines is a winner that can 
lead to surprising results”. 


