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p The Revenue function.

Sum of Add to Cart to
catalog S ietog Cart Checkout ABS
CTR
views Rate Rate
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] Web. | Mobile Web | Mobile App. web Mobile Web | Mobile App | web Mobile Web | Mobile App web [Mobile Web | Mobile App. web | web Moblle Web | Mobile App web Mobile Web | Mobile App
OVERALL COMPLETION RATE| 206% 13.81% o11% 0.08% oar% 049% 246.34%
Onboarding Country selection Dropoff| s 992% 99.93% 9997% 99.92% 1745% 9999%
[ U PR Onboarding Language selection Dropoff| 83 -6012% -2107237% 769% 11849322% 4518% 1219516.67%
Onboarding Login Dropofl| 160.24% 243% 5123% -1213175.00% 185.93% 764% 196.72%
Onboarding Tutorial Dropofl| 9794% 1635% 16.67% 45.07% 36.00% 4979% 45.49%
Mobile web to app Install rate|
Search bar usage rate| 24 63% 481% 769% 24.46% 489% 2600% 24.46% 489% 2600% EZ) 527% 2867% 2275% 2048% 000% 3205% 000% 3623% 977%
Visual search discovery rate| 043% 050% 049% 041% 036% 047% 030%
Visual search usage rate) 3837% 3384% 4205% 43.99% 2864% 52.59% 4a74%
Bubble navigation CTR
s | Filtor usage rate] 5 54% 192% 5459% 5.84% 240% 6148% 6540 256% 65.02% 478% 21m 5200% 521 158% a8.ar% 5.62% 000% 5239% 550% 186% 5857%
Sort usage rate] 0.07% 16.33% 2327% 005% 1969% 2196% 005% 784% 19.50% onx 231% 25.59% ons 169% 2362% 000% 000% 18.28% o13x 117 2770%
‘Categorles banner CTR f
Category Banner CTR
Categories banner CTR 2
OVERALL| 0.54% 146% 1.89% 0.53% 146% 1267% 057% 162% 12.90% 048% 136% 1214% 059% 151% 1216% 0.56% 157% 14.06% 0.58% 133% 17.00%
SRP catalog to POV CTR| 076% 1.40% 102% 073% 157% wr% 089% 182% M.44% 047% 5% 1 o8a% 133% 1378% 084% 146% 14.98% 061% 141% 740%
Visual SRP cateiog to POV CTR| 637% 6.66% 630% 639% 637% 592% 742%
Category catalog to POV CTR
Bost seilor catalog to POV CTR| 766% 445% 435% 1019% 593% 6% 223%
Recently viewed catalog to POV CTR| 277% 034% 2047% 758% 1812% 2208 2245
Complete the Look catalog to POV CTR 035% 124% 18467% 025% 039% 137% 0.26%
Just for You catalog to POV CTR| 2832% 25.90% 2220% 86.99% 26.40% 12.89% 217%
Simiar koms CTR
You May Also Like CTR| 9.87% 1034% 136% 913% 926% n98% ns2%
Bubble navigation catalog to POV CTR|
Overall Add-to Wishlist CR OVERALL| 4.35% 181% 3419% 4.38% 181% 3a19% 051 299% 0.82% 0.83% 455% 126% 052% 274% 101% 435% 181% 3819% 070% 4.96% 0.99%
Catalog to Wishlist CR. OVERALL| 106% 815% 137%
OVERALL| 018% 013% 0.43% 0.24% o7% 0.51% 0.25% 016% 0.51% 051 010% 0.5 016% oa% 0.49% 0% 011 oamx 0.52% 0.08% 0.08%
SRP to Add-to-Cart CR[ 0.20% o13% 291% 020% omx 208% 020% onx 208% 008% o 208% om% 133% 187% [ 010% 293% 18732.37% 010% oM
Visual SRP to Add-to-Cart CR| ootx 001 003% 000% 021% 046% 000%
Bost seller to Add-to-Cort CR| 9% 046% 082% 029% 8am 5.52% soV/01
Category screen to Wishiist CR|
Catalog 1o Add-to-Cart CR
Rocently viewed to Add-to-Cart CR| 108% 148% o78% 032% 821 210% 188%
Complete the Lok to Add-to-Cart CR| 00064% 01590% 0.2184% 001048% 00016% 00028% 00053%
Simidar homs CTR|
You May Also Like CTR| 098% 060% 064% 032% anmx 357% 3.45%
Bubble navigation to Wishist CR|
0.00% 619% 16972%
0.85% a6an 194%
2341% 3236% 360% a97% 2779% a18% a67% 2247% 222% 3.00% a011% a27% a.a1% a23% 23.41% as52% 435%
384% 581% o77% 060% 5.62% 0.99% 082% 320% 032% 034% 052% 0.96% 073% 3.84% 074% 071%
3.00% 108% 106% 358% 122% 109% 341 123% 1085% 208% o77% 0.92% 3 138% 129% 2.94% 1% 0.95% 241% o78% 089%
2% 12.53% 9.80% 8.09% a7 9.33% 6.88% 1276% 1042% 775% 12.07% 11.05% s72% 9.83% B48% 0.00% 12.67% 10.28% 7.00% 1076% n24%
153% 027% 154% 318% 056% 175% 25m 053% 166% 192% 0.28% 159% 194% 03a% 164% 2.08% 0.43% 144% 153% 027% 154%
OVERALL| 16.73% 03a% 100.00% ~NA A A ~NA A
e coh Checkout Log In Step CR| 12669% 8515% 000%
Checkout Delivery Step CR| 4383% oam 0000%
Checkout Payment Step CR 3836% 37.90% 100.00%
Average basket size OVERALL| $95.87 $88.65 s4102 $88.22 s78.11 $59.17 $104.93 11268 sa7.68 $64.69 $45.22 $58.94 $71.59 35834 $65.07 $145.57 $139.95 $109.39 $100.22 $9778 s8712
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The growth backlog

Hypothesis 1 _Jil Status _ Projected uplift | Priority
Hypothesis 2 Projected uplift  Priority |
Hypothesis 3 Projected uplift  Priority |

Hypothesis 4 Projected uplift  Priority |
Hypothesis 5 Projected uplift  Priority |

Hypothesis 6 Projected uplift  Priority |
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The growth backlog

Collapse all fiiters by default

Display Suggested Searches upfront on all SRPs

Create possibllity to Add to cart from catalog

Experiment with a virtual dressing room to boost conversions

Experiment with displaying avallable VCs on PDV

Experiment with having a recommendation module on Cart
page

Experiment with VC per SKU on Cart

Measure the Impact of RR autocomplete

Move complete the look section to above the detalls section
on PDV

Test different overlay tags on Catalog for vouchers

Test out different versions of our Hero Banner (Rotating vs Non
Rotating)

Add a BUY NOW button on PDV (MWeb)

Experiment with removing Item measurements and model
measurements

Measure the Impact of segment agnostic search (UI/UX only)

Test out ZRS against RR on PDVs to see which performs better

Experiment with ZRS vs. RR Recommend

Test having a direct Add-to-Cart option for all recom modules

Make Recom modules on PDV more prominent/engaging

Measure the Impact of segment agnostic search

ZALORA

Status Y Environment Country Main KPI = | Epic Link Goal Simplicity
8-Success _ . = N By collapsing all fiters by default, users will be more easily able to see all available
measurement Web Al Fastie sty $HOP-22129 attributes, therefore encourage filter usage. Increase Catalog to PDV CTRs by 010 pp 4
X . . m N By making Suggested Search more accesslble, we reduce the risk of users seeing
7 - Live All apps Al Catalog to PDV CTR SHOP-22395 inaccurate searches, therefore increasing Catalog CTRs on SRPs. Increase Catalog CTRs by 0.001 pp 2
» . N ” § By enabling Add-to-Carts from Catalogs, we reduce friction and # of steps in the )
7-Live Android Al Catalog to Add-to-Cart CR ~ | DROID-5474 b Catt RARoL IO B omig reioh AT Increase our overall Add-to-Cart rate by 0.28 pp 2
- . - -~ POVioCheckowtCR = | meLo | Thisvinual dressing room will help to reduce uncertainty on product sultabilty, iciaass POV 5 Chaakoin Gy GBA R 3
therefore potentially increasing PDV to Checkout CRs.
7-Lve ~ Androld v Al ~ Checkout Completion Rate ~ | SHOP-23128 Displaying available VCs on PDV for eligible products will generate higher Increase PDV to checkout rates by 01 pp 5
purchase intent
S e, | . + Averagebasketsize = | stop.23201 | BY NaVing a Recom module on our app/mWeb cart pages, we encourage users to Increase AOV by 7% 3
purchase more products, therefore potentially Increasing AOV.
7-Uve v  Andod v Al ~ Checkout Completion Rate ~ | PR22-5833 | ¢10011ng users to apply VC per tem on Cart wil generate higher purchase Intent Increase Cart to Checkout CRs by 0.45pp 5
= . - _ | prROID-5834 | RR's Autocomplete endpoint performs better against our current /generic endpoint
= Allapps Al Catalog b BT CTR 105-4840 at serving more relevant search recommendations to users Incrasse Catalog CTRS by 0.5 pp 8
By making the Complete the Look feature more visible, we might then encourage
7-lve Web - Al ~  Average basketsize  ~ | SHOP-23197 | users to interact with these Complete the Look items and potentially increase their Increase AOV by 5% 5
AOV.
By condensing the design of the voucher display and displaying only main
. . N ' voucher information Instead of long tex, it would be easler for users to
7-Live Weh/MWeb: Al Catalog to POV CTR understand that there are discounts available for the product and would click in Increase Catalog CTRs by 0.09 pp 4
more to check that out.
Having a rotating hero banner distracts users, which makes it more unlikely for
= o = = them to scroll down and discover further content and also less likely to click on
7-Lve Web/Mweb SG, MY, TW, HK Category Banner CTR b pemstihales consipuibinliedt ol oo ol A Increase Catalog to PDV CTRs by 010 pp 4
banners in the rotation.
7-Lve Mweb - Al v PDVioCheckoutCR  ~ | SHOP-2211|  BY enabling the user to go straight to checkout, we bypass one step In the Increase PDV to checkout rates by 2 pp 2
purchase funnel, therefore increasing PDV to Checkout rates
7-Lve ~ WebMweb ~ Al v | PDVitoCheckowtCR v | sHop-233g7 | BY removing item & model measurements, we save on production costs while not Increase PDV to checkout rates by 0.01 pp 5
e incurring a significant loss in CR.
Segment agnostic search makes It easler for sers to see search results across all
7-Uve ~  Alapps Al - CatalogtoPDVCTR  ~ | DROID-5678 | segments, therefore helping them to find products they lie more easily - which Increase Catalog CTRs by 0.5 pp 4
Increases CTRs and conversions.
7-Lve - All apps - Al - PDV to Checkout CR > RR's Recommend endpoint performs better against our current ZRS endpoint at Increase Recom module CTRS by 0.5pp 5
serving more relevant recommendations to users
T s - a « | Camegwrovere | RR's Recommend endpoint performs better against our current ZRS endpoint at inéieade Rudor inodii CTREBY 050 3
serving more relevant recommendations o users
6-In i Ancokd . Ak + |camiogto Adeto-can R = | sHop.23002 By enabling users to add recom products to cart directly, we may encourage Increase AGV by 5% 3
progress e purchases of recom products and therefore potentially increase AOV.
6-0  _ eomwen - o . PDVioCheckoutGR < | srop.asies| BY Increasing the noticeabllity/engaging factor of our Recom modules, we will IcTeass AOV Y E% 5
progress e encourage users to add more recommended products to cart
o Segment agnostic search makes It easler for sers to see search results across all
pogiees| T| Mopes v Al ~  CatalogtoPDVCTR  ~ | DROID-5678 | segments, therefore helping them to find products they lie more easlly - which Increase Catalog CTRS by 0.5 pp 4

increases CTRs and conversions.
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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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Initiative 1

Concept: Testing out a BUY
NOW button on PDVs.

Example below: 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.

bogs L Rwmm 9 This experiment was a key learning for the GH squad in general, where we surmised that:

553650 S§6390 y o App experiments take longer to develop but bring much larger marginal returns when

<& O | suynow done right

q o - Experiments are most effective when we alter/streamline fundamental parts of the
purchase funnel rather than just test UlI/UX changes

Environment: Android only
Ventures: ALL
Duration: 1-10th June
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Initiative 2

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

ler Dresses

Variant 1 ‘ gt The results
33 % of traffic Smocked Tiered Midi Dress 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.
Allsizes avaliable: Lown shack Other interesting points to note in this experiment:
sl dudabans o  This experiment validates the usual best practice that

Variant 2 social proof messages are most effective when placed
o, i is i 1 . . . . .
33 % of traffic SISt Il o Emaitnt in locations high intent users are more likely to see,

i.e.: Var. 2's position right above the Add to Bag button

NOW RM 468.90

ADD TO BAG

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

1. Growth is a process.

Growth is not a one-time project. Itis 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/
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