
Kickstarting Your
Product Growth
Strategy
The guiding principles and practices



A quick introduction
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● Principal Product Manager, Growth
● Brought in to lead the formation of a new 

growth hacking and product analytics 
business unit in ZALORA

● Formerly at Mindvalley, Lazada, iPrice

May Chin
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1. Establish your 
product analytics 
landscape



The Revenue function.
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2. The Growth 
backlog
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The growth backlog

Hypothesis 1 Status Success metric Projected uplift Revenue projection Priority

Hypothesis 2 Status Success metric Projected uplift Revenue projection Priority

Hypothesis 3 Status Success metric Projected uplift Revenue projection Priority

Hypothesis 4 Status Success metric Projected uplift Revenue projection Priority

Hypothesis 5 Status Success metric Projected uplift Revenue projection Priority

Hypothesis 6 Status Success metric Projected uplift Revenue projection Priority
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The growth backlog



3. Growth 
initiatives 
examples
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Problem scenario 

We noticed that our Product page to Checkout rates have been 
lower than normal in Q3. We would therefore like to launch some 
experimental features to see how we can alleviate this.
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Concept: Testing out a BUY 
NOW button on PDVs.
Example below:

Environment: Android only
Ventures: ALL
Duration: 1-10th June

The results
● There was a large revenue uplift in the Variant of 6-figures.
● From this experiment, it seems to be clear that users have a desire to perform single-product 

checkouts, and having the BUY NOW button helped them to achieve this desire in a more 
streamlined way.

● This experiment was a key learning for the GH squad in general, where we surmised that:
○ App experiments take longer to develop but bring much larger marginal returns when 

done right
○ Experiments are most effective when we alter/streamline fundamental parts of the 

purchase funnel rather than just test UI/UX changes

Initiative 1
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Initiative 2
Concept: Showing number of pageviews on PDVs to 
stimulate FOMO and excitement
Example below:

Environment: Web only
Ventures: ALL
Duration: 11/5/21 -> 1/6/21

The results
● We saw an overall revenue uplift of 4-figures.
● Variant 2 in general had a better performance across the 

funnel, mostly driven by increments in Purchase CR - which 
was 5% higher globally.

● Other interesting points to note in this experiment: 
○ This experiment validates the usual best practice that 

social proof messages are most effective when placed 
in locations high intent users are more likely to see, 
i.e.: Var. 2's position right above the Add to Bag button

Variant 1
33 % of traffic

Variant 2
33 % of traffic



4. Key 
takeaways
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1. Growth is a process.
Growth is not a one-time project. It is a 
fundamental mindset shift which needs 

to be continuously embedded within 
every Product team’s cadence.

2. Be scrappy! 
You don’t need fancy tools to implement 
a growth process in your company. What 

is more important is having the right 
mindset.

3. You don’t know 
what you don’t know.

Let’s face it - nobody is able to predict 
the success of a feature. Hence, mitigate 

risk through experimental launches 
where success can be measured in a 

statistically robust way.

4. Be laser-focused.
At the end of the day, all features must 
drive Revenue in some form. However, 

narrow your focus to target specific 
parts of your Revenue function so that 

you are specific in how you aim to launch 
a successful feature.



Thank You
https://www.linkedin.com/in/may-chin/


