ACTIVATEL9

The Growth Marketing Conference

How ShopRunner Uses
Recommendations to
Drive Retention

Marisa Amorasak

Senior Product Manager, Customer Lifecycle, ShopRunner

@ SHOPRUNNER

Presented by: @ifer.a&&,



1. ShopRunner 101

Our Agenda

2. Why Recommendations?

3. Data Feeds, Custom Events, & Workflows

4. So How’d We Do?

ACTIVATE19 presented by: @ iflerable




ShopRunner 101

A service that provides free 2-day
shipping across 100+ retailers

We’re hiring!

Go to shoprunner.com/free to
sign up, you'll never be charged

©
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Why Recommendations?




Understanding the
Customer Problem

*  Look for user stories in your
marketing analytics

* Userresearch: just ask them!

* Know what the best of the best
are doing with competitive
analysis

*  Problem: Users have trouble
finding what they love

*  Solution: Hyper-personalization

ACTIVATE19

eAbandoned page views
eUsers that never activate
eRevenue per user
eProjections on retention

Marketing
Analytics

¢Ask about online shopping habits

*75% of online shoppers expect a
personalized experience*

CUStO mer User *56% of online shoppers say
Research they’re more likely to return to a
Problem

store with style
recommendations*

*Rent The Runway
Competitive *Nordstrom

Analysis «Sephora
*Spotify
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Before You Start

A Standardized Product Catalog
so that you have an array of items
to show for recommendations

Data Science Algorithms to
power the recommendations

Iterable for audience targeting,
trigger events, sending, and
reporting
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Trending Products —

SHOPRUNNER
love it get it

Trending. Right. Now.

ience team took a look at what ShopRunner members
ere’s what’s currently trending across 100+

stores in the network. Happy shopping!

» Algorithm looks for % change
over time in the popularity of
items

* Demographic and behavioral
information about userisn’t
required for MVP

* Opportunities for additional
filtering: gender, product
category, price tier, brand
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Visual Similarity

» Takes a seed product and looks K

for other products that look like
It

* Great for customers that are
already in the purchase funnel
via cart/browse abandonment
campaigns

* Requires an interaction with a
specific product
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User-Based
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FREE 2-DAY SHIPPING. FREE RETURNS. 100+ RI
FREE 2-DAY SHIPPING. FREE RETURNS. 100+ RES.
= [akes a seed user and makes pro UCt
ere's som
ere's some

Top picks for you.
recommendations based on a

Top picks for you.

e I .
ucts we think you might like. Happy shopping! ucts we think you might like. Happy ehoppingl

collection of their web mteractlo
like:

. Products viewed

o B r a n d S p u r C h a S e d \ Saks Fifth Avenue Saks Fifth Avenue Saks Fifth Avenue
. Stores clicked on via email &
‘:.::::::s.‘:x : { 7 =

. Categories favorited during on
* High quality recommendations

»  Difficult to get to the minimum
number of interactions required to
make recommendations

wwwwwww
ooooooo
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\ Saks Fifth Avenue Saks Fifth Avenue Saks Fifth Avenue ew York & Co ew Yor
| lere the products in this email useful?
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Personalizer

« We have limited data on inactive
users, making it difficult for them

to qualify for User-Based or Visually
Similar Seet

Based
* Personalizer scans the user profile

. . : Visually
for available interactions and Similar
based on what it finds, selects an
algorithm Filtered Trending
»  Fallback model is useful for scaling
recommendations to the max General Trending
number of users
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AND YOU GET A RECOMMENDATION!
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Data Feeds, Custom Events, & Workflows




I \
X @ Chrome File Edit View History Bookmarks People Window Help

@ Integrations > Data Feeds X +

@& lterable, Inc. [US] | https://app.iterable.com/integrations/dataFeeds (}l

©f Apps [} CLIFBacklog [} CLIFBoard [} EPBoard [ EPBacklog (@) lterable [ES Welcome Series [ES Order Confirmation Partner Campaign... 33 Live Retailers

_— . . W B2
« Data scientists & engineers connect ., "W . ..

their recommendation enginesinto %
Iterable’s Data Feeds, allowing = &
marketers unlimited access [ -

 |Individual data feeds for each - =
recommendation type

@ Experiments https://edna.shoprunner.com/api/v1/affinity/{{#urlEnc..
e e .
= Ablllty to use |||ult|ple data feeds '
)
per campaign
\ =ys EdnaUserProfileTest
\ https://edna.shoprunner.com/api/v1/emailtest/{{#urlEn..

* Real-time recommendations N 4
generated at the time of send

Integrations >  Data Feeds

Campaigns Data Feeds

Id ~ Feed Name Alias Format Feed URL Auth Token

Templates

d49c4ba

Edna Member Affinity
Revenue https://edna.shoprunner. con/api/v1/affinity/member/{{..

N TrendingProductionByRetailer . . .
Integrations https://edna.shoprunner.com/api/v1/trending?retailer=..

X-SR-AP.
d49c4b4

https://edna.shoprunner.com/api/v1/retailers/similar/..
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C u StO | I l Evel ltS _ 2 @ Chrome File Edit View History Bookmarks People Window Help

P \
@ Users > User Profile X +
%\ @ lterable, Inc. [US] | https://app.iterable.com/users/profiles/mamorasak@shoprunner.com L
Vs
D A .
VW —\ i Apps [} CLIFBacklog [} CLIFBoard [} EPBoard [J EPBacklog (@ lterable ES Welcome Series 5 Order Confirmation Partner Campaign... 33 Live Retailers

@ iferable StopFurer -

Users >  User Profile

* Identify theeventsina customer ,\
lifecycle that matter to your o,
business

fJ Insights

User Profile

X  Campaigns

Rochester

Oshkgsh s
To
mamorasak@shoprunner.com MICHIGAN %
i Missig
#on Mllwgukee 0 th \ ongon
or

. Use these events to tri gger | T - N - gl . Naperville - glevelend
messages containing | :
recommendations

go

Workflows

Lists
s Available User Fields Event History Channel Preferences List Membership

Create List i
i Event history order

Segmentation Event Type Time ~ Browser Device OS Raw Data

User Lookup
B4 2 months ago  [Campaign 180212] Order Confirmationv2 =

Sent an email

* Makeyour events as specificas
possible, so that you can later use \ 4
logic to string multiple events
together

2 months ago
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WO I kI lOWS N @ Chrome File Edit View History Bookmarks People Window Help

@ Workflows > Edit workflow X +

L N
V @ Iterable, Inc. [US] | https://app.iterable.com/workflows/37904/edit
[} EPBacklog (@ lIterable Welcome Series 5] Order Confirmation Partner Campaign... 33 Live Retailers

22 Apps [) CLIFBacklog [ CLIFBoard [} EP Board

@ iferable G

Workflows > Edit workflow

* Thetoolused to constructthe / . B et workfon

Campaigns Multi-Retailer View Abandon A/B Test

. / s,
C u Sto l I I e r J O u r l I ey -y Created 4 months ago « Updated 5 days ago - 18 nodes « 474 users in this workflow

Workflows

e Connect custom events : P @ :

Create New
\ = Workflow

* Addsegmentationand A/B -

\ Webhooks

testing without engineering =8
help

Experiments
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So How’d We Do?




Quantified Results

Revenue Per Email Sent by

Recommendation Type
Revenue Per Email Sent is a metric

that measures relevancy and
resonance with users

The more individualized the
recommendation engine, the
higher the Revenue Per Email Sent

No statistically significant
reporting for User-Based or
- ]

Personalizer yet

Revenue

Blast Segmented Trending Visual Similarity
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Quantified Results

The efficacy of personalization is
clear, but scaling and volume pose
challenges to move the needle

At ShopRunner, total revenue on
recommendation emails is still
dwarfed by editorial emails with
larger send sizes

How do we get to the top right of
this chart?

ACTIVATEL9

Send Volume & Revenue Per Email
Sent by Recommendation Type

@ Segmented

@ Blast

Total Send Volume (Millions)

@ Trending Visual Similarity

Revenue Per Email Sent
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Qualitative Results | .

a9 #product-feedback v Q

. ShopRunner Promotional Email,... APP 7:43 pm
=& | like that | was reminded of ShopRunner
because | had forgotten all about it

(D)3

Apr 17th

y Use IOW_threShOld taCtiCS for : View Abandon, Ann Taylor APP ¢:55 AM
feedback like a thumbs up and e e il wear 02 eon

dinner/dance. Need in white, cream or bright sky

th u m bs d OW n \t,JJ:Iit Il;:rc:lg-s best untucked and slightly over skirt

View Abandon, Last Call APP 12:54 pMm

[ ] Put you r prototypes in fro nt Of | = z:lzyare my style and good to see some were on
re a l m e m b e rS | gjzrflfeé?;:cg;IZOE)tI:eg zsef/ivn:r;ﬁl;::ecs have their

own feedback in here?

*  Pipe user feedback into Slack in G Jersiicd <o

. Top-Picks-For-You-Thumbs-Up / Down

re a l ti m e a n d let i n te rn a l \\ ' Michelangelo D'Agostino 1:31 PV

Awesome.

stakeholders engage \

M. we have only 22k sends so far, member recs is
now unblocked but as we ramped up the
volume, it was discovered that the trending
results were not being cached, we are fixing that
now

ACTIVATEL9



ACTIVATEL9
The Growth Marketing Conference

Q&A




ACTIVATELY

The Growth Marketing Conference

presentedby: @ iferablle




