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THE ENTREPRENEUR’S GUIDE TO COMMERCE

Shopper expectations have never been higher; they 

expect to be able to browse or buy online and offline, 

securely and quickly, and receive their products as 

quickly as possible. In the event of any problems, 

shoppers expect to be able to resolve these quickly, 

engaging with brands via whatever channel they feel 

most comfortable with, live chat, social media, email, 

phone and in person.

How do leading brands rise to this challenge? Shopify 

Plus provides the robust and scalable commerce 

platform that helps over 10,000 brands build the 

future of commerce. Shopify’s developer platform 

is growing as quickly as our customer base, and 

brands like Culture Kings, Patagonia, and Allbirds 

are leveraging the Shopify developer ecosystem to 

enhance their commerce experiences.

Introduction

In this e-book, six partners share insights, expertise 

and examples of how they are helping brands thrive. 

For brands that are looking to replatform, to those 

looking to improve their existing store performance, 

the ecosystem of Shopify’s technology partners 

provide the insight, capabilities and experience 

needed to thrive.

INTRODUCTION

What is the new normal for commerce? And 

how can brands thrive in 2021 and beyond? 

Lockdowns, travel bans and retail closures 

have fundamentally changed how people 

shop. More people are buying online 

than ever before, and we are all buying a 

wider range of products. The landscape is 

becoming more competitive as established 

brands and DTC startups launch to meet 

surging demand, while large marketplaces 

and social platforms strengthen their 

commerce offerings. 

Author: Jason Cormier 

Partnerships Lead

Shopify Plus
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Automating Manual Merchandising to 
gain efficiencies

Prior to using Nosto products, The WOD Life webteam did 

manual merchandising, which not only took a lot of time, 

but it meant that the team would have to manually go in 

and update all the products.  

The issue was that, whenever they added new ones in, 

it didn’t take into consideration some older products that 

were selling well. In terms of inventory monitoring, they 

had set up some rules where if something was selling 

out, it would just go off the site. So the products were 

displayed by order of entry and not by selling performance 

or level of inventory.

Most consumers today continue to rely on 

ecommerce to connect with retailers. The 

competition for digital real estate is only 

growing, and brands that do more than just 

sell are the ones that win customers for life. 

The winning formula? Agile personalisation 

and merchandising combined with subtle 

cues that turn conversions into valuable 

connections.

The WOD Life increase conversion 

by 70% on Shopify by leveraging 

Personalisation & Category 

Merchandising

Author: Cindy Deguingand 

Senior Marketing Manager 

International

Nosto

Category Merchandising to automatically sort 

products based on performance metrics

In order to deliver category page experiences that 

accomplish their merchandising goals, The WOD Life 

implemented Category Merchandising on their website. 

To drive more discovery for their new arrivals and increase 

conversion, Nosto’s algorithms automatically change 

product order and selection in their category page based 

on their own merchandising objectives.

The WOD Life applied different sorting rules on most of 

their category pages.

The most commonly used sorting rule for The WOD Life’s 

category pages is based on the following metrics:

“I wanted to be able to sort a lot of our collections 
without having to make a new sorting rule for each one. 
I knew that it would be important for customers to 
show products that sold well and with a high conversion 
rate.” Harley Scotland, Senior E-Commerce Product Manager, The Wod Life

“

PERSONALISATION

•  20% weighting on High Buys products 

•  10% weighting on High conversion products

•  5% weighting on New product arrivals

•  -20% weighting on products which have low inventory

https://www.nosto.com/case-studies/thewodlife/
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The WOD Life implemented 
Category Merchandising and 
Product Recommendations to drive 
more discovery for their new 
arrivals, increase conversion and 
personalize the experience for 
each of their visitors.

Increase in 
site-wide 
conversion 
rate

The average 
visit value 
increased by 
86%

70 86% %

CHAPTER 1: PERSONALISATION & CATEGORY MERCHANDISING
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Implementing flexible personalisation
The WOD life previously used recommendation blocks 

with another provider, but it was harder for the team to get 

in and make any subtle changes, or run A/B tests between 

which recommendation algorithms worked best.

Product recommendations in all the customer journey 

to increase conversion and AOV

Today, The WOD Life use Nosto’s product 

recommendations on most of their webpages to 

personalize the experience for each of their visitors. 

“Nosto allows for a lot of freedom just in how you go 

about setting up your own recommendation blocks” , says 

Harley Scotland.

On their homepage, in order to facilitate product catalogue 

discovery, The WOD Life displays 3 different product 

recommendations blocks, with algorithms based on: 

•  New arrivals

•  Best sellers, showing the most buys within the last 24 

hours in a “Most popular right now” block

•  Browsing history, showing products the visitor has 

already looked at with a “Just for You” block

The brand also uses product recommendations to surface 

Best Sellers on their category page, helping visitors easily 

find popular products in a specific category. To do so, they 

added a product recommendation block “Most popular in 

this category” at the bottom of the category page. 

ABOUT NOSTO

Nosto enables retailers to deliver personalised digital shopping 

experiences at every touch point, across every device. An AI-

powered Commerce Experience Platform designed for ease 

of use, Nosto empowers retailers to build, launch and optimise 

1:1 omnichannel marketing campaigns and digital experiences 

without the need for dedicated IT resources or a lengthy 

implementation process. Leading commerce brands in over 100 

countries use Nosto to grow their business and delight their 

customers. Nosto supports its clients from its offices in Helsinki, 

Berlin, Stockholm, London, New York, Los Angeles and Paris. To 

learn more, visit www.nosto.com.

The WOD Life is an 
Australian brand that 
curates the highest quality 
apparel, accessories and 
equipment from the best 
brands on the planet for 
high performance training.

On their product detail pages, they show 2 different types 

of product recommendations based on :

•  Cross-selling: “People who viewed this product also 

purchased” 

•  Browsing history: “You recently viewed”

To increase AOV at the end of the purchase journey, 

The WODlife integrated into their mini cart a product 

recommendation block “Still interested in these”, showing 

the visitor’s browsing history.

CHAPTER 1: PERSONALISATION & CATEGORY MERCHANDISING

http://www.nosto.com
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Revenue growth through customer re-
engagement
The next steps depend on your business — what 

changes to your email campaigns are going to drive 

the most return on investment? What simple re-

engagement campaigns can you trigger to capitalise 

on lapsed customers and win them back. 

Australia’s largest sampling service, bellabox, partnered 

with dotdigital to strengthen their customer re-

engagement, and here is their story. The Melbourne-

based subscription service delivers a monthly selection 

of beauty essentials to its 20,000 subscribers across 

Australia and New Zealand. bellabox members are 

treated to a varying offering of samples, based on 

personalised data, each featuring five or more beauty 

goods. 

As the subscriber numbers continued to grow, the 

biggest challenge that laid ahead of bellabox was 

customer retention. Therefore, the team took this 

opportunity to assess the existing marketing campaign 

and identify the key caveats. Additionally, the brand 

wanted to re-engage with customers past and present 

You know it’s important to target customers 

at the right point in their customer lifecycle; 

and chances are you’ve already sorted 

out your welcome email campaign for new 

subscribers; so what’s next?

Improving Retention 
Through Marketing 
Automation

Author: Aparna Gray

Head of Marketing

APAC

through creative and personalised campaigns. With this 

in mind, bellabox teamed up with dotdigital with a focus 

on customer re-engagement, with a side of acquisition.

Since January 2020, bellabox has partnered with 

dotdigital to explore its automation functionalities. The 

segmentation process has helped the brand to collect, 

analyse, and funnel the data by means of different 

automated programs. This has further allowed the 

brand to develop a better understanding of customer 

preferences, enabling the company to engage with 

customers through highly relevant content and 

personalised products. 

The financial re-engagement emails have witnessed 

a 22.5% return rate. The updated creative includes a 

stronger CTA with a 52% average open rate (previously 

40%) and click-through open rate of 51% (previously 

just 14%). Furthermore, paired with the lead generation 

campaigns, the company also saw nearly a 70% growth 

in its database, greatly assisting the brands team with 

its partnerships. All of this has led to an increase in 

email marketing revenue of 156% in 12 months. 

“Our search for a sophisticated, trustworthy, user-
friendly, and streamlined marketing platform ended 
when we partnered with dotdigital.” Alana Arthur, 
Customer Marketing Manager, bellabox ANZ

“

AUTOMATION

https://learning.dotdigital.com/resources/best-practice-guide/5-super-effective-tactics-to-re-engage-lapsed-leads/
https://learning.dotdigital.com/resources/best-practice-guide/5-super-effective-tactics-to-re-engage-lapsed-leads/
https://dotdigital.com/customers/retail/bellabox/
https://learning.dotdigital.com/resources/best-practice-guide/the-email-welcome-program/
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bellabox uses dotdigital’s 
automation capabilities to run 
a variety of triggered email 
re-engagement campaigns. Financial re-

engagement emails 
saw a 22.5% 
return rate

70% growth 
in bellabox 
database

22.5 70%

CHAPTER 2: IMPROVING RETENTION THROUGH MARKETING AUTOMATION

%
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Engagement Cloud for Shopify + Shopify 
Plus merchants

dotdigital’s automation features are a perfect fit 

for Shopify merchants  that want to boost online 

sales and drive customer lifetime value. Whether 

merchants want to customise transactional, post-

sales emails, or automate key customer touchpoints, 

across relevant channels - SMS, push, and more - 

dotdigital has the tools so they can focus their time 

and resources on future growth. 

Last year dotdigital also announced that the company 

was officially chosen, as part of a select few industry-

leading apps, to be included in Shopify’s new Shopify 

Plus Certified App Program. The highly vetted 

collection of partners and apps solves complex 

problems for the 7,000+ Shopify Plus merchants. 

ABOUT DOTDIGITAL

dotdigital, a leader in customer engagement technology, is the 

platform of choice for businesses seeking to engage customers 

across all touchpoints. The platform empowers 4,000+ brands 

to acquire, convert, and retain customers. Users can connect 

customer data, surface powerful insights, and automate intelligent 

messages across email, SMS, social, and more. dotdigital is 

a global company with APAC offices in Singapore, Sydney and 

Melbourne, serving companies of all sizes and in all verticals 

for more than 20 years. Pre-built and custom-built integrations 

including ShopifyPlus, Salesforce and Microsoft Dynamics, allows 

clients to improve the understanding of customers’ behaviour and 

develop relevant and rich relationships

Order insights and Recency 
Frequency Monetary value personas 
shed light on spending habits - 
helping build simple but targeted 
audience segments.

CHAPTER 2: IMPROVING RETENTION THROUGH MARKETING AUTOMATION

https://dotdigital.com/integrations/shopify-plus/
http://  
https://blog.dotdigital.com/shopify-plus-app-certification/
https://blog.dotdigital.com/shopify-plus-app-certification/
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4 benefits of an ecommerce marketing 
platform
Learn how five brands used Yotpo’s ecommerce 

marketing platform to meet — and in many cases, 

exceed — their goals.

Reduce abandoned carts with SMS: When 

accessible supplement brand Alkaline Herb Shop 

was looking for a more meaningful way to connect 

with customers, they decided to take a chance on 

SMS. In less than six months with SMSBump by 

Yotpo, Alkaline Herb Shop has been able to recover 

over 33% of abandoned carts using SMS Cart 

Abandonment flows and has seen an overall 160x 

ROI from SMS alone.

Collect more reviews: Implementing Yotpo Reviews 

has helped UK-based sports nutrition brand Bulk 

collect a staggering 200,000+ reviews across all 

domains and over 1,000 reviews per month per 

domain. This has led to 30% YoY growth and 150% 

uplift in the average time onsite. Rather than make 

claims about how a product affects health and fitness 

outcomes, Bulk uses customer reviews to educate 

For brands, the biggest accelerator to 

success is leveraging an ecommerce 

marketing platform that enables you to 

maximise revenue and scale fast. There are 

many benefits to an integrated platform, but 

here we’ve highlighted the top five. 

Optimizing ROI with an 
eCommerce Marketing 
Platform

Author: Talia Shani 

Director of Marketing

Yotpo

shoppers about their products and recommend 

items based on the goals they are hoping to achieve. 

Increase CLTV with a loyalty program: Customizable 

footwear brand PLAE needed a way to drive lifetime 

value in an industry where customers typically make 

infrequent purchases. By switching to Yotpo Loyalty, 

PLAE was able to create a tailored program that weaves 

loyalty throughout the site, with pages that display point 

balance and incentives while shoppers browse. As a 

result, PLAE loyalty program members are 2.7x more 

likely to make multiple purchases than non-program 

members, and they have 26% higher annual LTV.

Drive revenue from referrals: As Ministry of Supply 

expanded their clothing line, they wanted to create 

a referral program that could successfully bring new 

customers into their community. Over half (52%) of 

referrals now come from loyalty program members who 

have spent over $300. With engaging loyalty program 

perks, the brand’s referral solution now gets 10x 

higher engagement, accelerating customer spending 

between tiers to drive ROI.

“I was skeptical about SMS, but if you’re on the 
fence, I recommend going for it.” - Suhail Rivera, 
Founder, Alkaline Herb Shop

“

MARKETING

https://www.yotpo.com/case-studies/alkaline-herb-shop-case-study/
https://www.yotpo.com/case-studies/bulk-case-study/
https://www.yotpo.com/case-studies/plae-case-study/
https://www.yotpo.com/case-studies/ministry-of-supply-case-study/
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Bulk collects a staggering 
200,000+ reviews across all 
domains and over 1,000 reviews 
per month per domain. YoY growth Uplift in the 

average time 
onsite

30% 150%
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Hit your 2021 goals with an eCommerce 
platform
Without a consolidated platform, your brand might 

be stuck relying on various marketing technologies, 

resulting in siloed data, difficult time management, 

and missed engagement opportunities. A 

disconnected marketing tech stack results in 

disconnected customer experiences — making it 

harder to extend lifetime value.

An eCommerce marketing platform like Yotpo is 

the key to maximizing efficiencies, lowering costs, 

building community, and driving revenue. With an 

integrated platform, your brand can streamline 

operations and focus on what matters most: 

delivering cohesive — and high-converting — 

customer experiences.

ABOUT YOTPO

Yotpo, the leading eCommerce marketing platform, helps 

thousands of forward-thinking brands like Patagonia, Rebecca 

Minkoff, MVMT, Tweezerman, and Bob’s Discount Furniture 

accelerate direct-to-consumer growth. Yotpo’s single-platform 

approach integrates data-driven solutions for reviews, loyalty, 

SMS marketing, and more, empowering brands to create smarter, 

higher-converting experiences that spark and sustain customer 

relationships. We integrate with the tools you use every day, 

including Google, Instagram, top eCommerce platforms, and the 

rest of your tech stack. Yotpo is a Forbes Cloud 100 company with 

offices worldwide including New York, London, Tel Aviv, and Sofia. 

More information can be found at www.yotpo.com.

Alkaline Herb Shop has recovered 
over 33% of abandoned carts using 
SMS Cart Abandonment flows — 
generating an overall 160x ROI 
from SMS alone.

https://www.yotpo.com/
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Sephora gives their checkout a 
makeover with Klarna
Much of Sephora’s success in North America lies in 

letting clients control their own shopping experience. 

Whether that’s exploring, touching and testing 

products, blending digital and physical journeys, or 

engaging via social, mobile, and web platforms. It steers 

clear of heavily discounted lines, focusing instead on 

prestige, inclusive, and sustainable products as well 

as high-profile celebrity collections such as Rihanna’s 

Fenty Beauty and the recently launched Rare Beauty 

from Selena Gomez. 

Among younger audiences today, especially in more 

mature markets like the US and Canada, Sephora aims 

to make beauty more accessible to all. As a legacy 

luxury brand, Sephora is trying to speak to a new 

generation of shoppers, including Millenials and Gen Z. 

Sephora opened its first store in the United 

states in 1998, changing the way beauty 

enthusiasts shopped forever.

It now has more than 500 stores across 

North America, and constantly delights 

clients with a diverse mix of cosmetic, skin, 

hair, and fragrance products from its own, 

indie, heritage, and emerging brands.

Sephora & Klarna - 
Creating and Iterating 
Together

Author: Fran Ereira

Country Head, Klarna 

Australia and New Zealand 

To help achieve this, they wanted to give their clients 

more confidence to shop, and help their hard-earned 

dollars go even further. 

As a market leader with a loyal following and a 

smoooth (yes, so smoooth it needs three o’s) brand 

that resonates with shoppers of all ages, Klarna was 

a natural fit for Sephora. They chose to offer a mix 

of Klarna’s interest-free payment methods in the US 

and Canada to give financial choice and control back 

to shoppers. Even more compelling, these payment 

methods are available online, in physical stores, and in 

mobile apps, catering to the multi-channel shopping 

experience that shoppers demand. 

Klarna also offered a frictionless roll-out and 

implementation. Klarna’s In-app shopping toolkit 

empowered Sephora to natively integrate the new 

payment methods across its checkouts and mobile 

shopping app in the US and Canada, keeping 

experiences seamless and fast for users, and stress-

free for Sephora. 

“We wanted to provide new levels of financial flexibility across 
all our channels in the US and Canada to help our clients easily 
shop for the beauty brands and essentials they love.”
- Carolyn Bojanowski, General Manager of E-commerce, Sephora US

“

PAYMENTS
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Higher AOV 
in physical 
stores in 
North America

Higher AOV on 
their mobile 
app in North 
America

+65 % +36%
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Sephora’s AOV skyrockets since 
integrating Klarna
In only a few short months, Sephora has rolled out 

Klarna’s payment methods to clients across the 

US and Canada, and there are more countries on 

the horizon. Since going live, Sephora has seen a 

significant rise in average order values compared to 

other payment methods. Basket sizes on its mobile 

shopping app have grown by 36% and by 35% on 

its webstore in North America. Letting shoppers 

know that these payment methods are available 

while browsing their webstore before they reach the 

checkout has been a big contributor to this success. 

“App clients tend to spend more time shopping, 

so it makes sense that they are also more likely to 

use 4 interest-free installments and hold onto their 

money for longer,” says Kendy. “We did in-app tests 

before launch and it knocked it out of the park. Even 

before any promotion, 6% of our clients had opted 

for Klarna.” 

But the biggest surprise for Sephora has been the 

response of their in-store clients. Shoppers using 

4 interest-free payments via Klarna’s digital card in 

ABOUT KLARNA

We make shopping smoooth. With Klarna consumers can buy 

now and pay later, so they can get what they love today. Klarna’s 

offering to consumers and retailers include payments, social 

shopping, and personal finances. Over 200,000 merchants, 

including H&M, Country Road Group, Cotton On Group, Kogan.

com, ASOS, JD Sports, Roses Only and Luxury Escapes have 

enabled Klarna’s innovative shopping experience online and in-

store. Klarna was founded in 2005, has over 3,500 employees and 

is active in 17 countries. For more information, visit klarna.com.

Klarna payment methods are 
available online, in physical 
stores, and in mobile apps, 
catering to the multi-channel 
shopping experience that shoppers 
demand. 

North America are spending a staggering 65% more. 

Carolyn confirms, “Being able to spread a payment 

over time is liberating for our clients. They can buy 

complimentary items that complete their collection, 

color palette, or skin care regime all at the same time, 

rather than split them over two or three transactions. 

The biggest uplift has been in physical stores, with 

clients using 4 interest-free installments to get 

smarter with their choices. We have just scratched 

the surface in terms of promotion, so this growth is 

largely organic.”

http://kogan.com/
http://kogan.com/
http://klarna.com/


17

CHAPTER 2: LOREM IPSUM DOLOR SIT AMETCHAPTER 5: FLEXAGILITY: DIGITAL TRANSFORMATION IN ECOMMERCE

How Cue Clothing’s digital strategy 
made them resilient
Cue Clothing Co has been on a digital transformation 

journey over the last few years; they implemented their 

foundations with a unified commerce platform and had 

a distributed fulfillment model in place where they were 

fulfilling approximately 57% of our orders from stores.

They’ve leveraged off the work they’ve done on data 

insights so they were able to direct orders to particular 

locations where they were confident they’d see volume. 

They could also use that data to see which locations 

they needed staff to pick and pack orders, meaning 

they could allow staff to keep working safely, while also 

justifying the cost of having the staff working.

“Where we experienced the biggest transformation 

as a retailer was where we couldn’t open our doors 

to customers. When it became unsafe to welcome 

customers into our stores, we opened in a virtual sense 

The two core capabilities retail leaders 

of the future now need to succeed are 

flexibility and agility, what we at Shippit 

are calling “flexagility” - the ability to move 

quickly and easily in adapting to a constantly 

changing environment.

Flexagility: Digital 
Transformation in 
eCommerce

Author: Rob Hango-Zada

Co-founder and Co-CEO

Shippit

through store based deliveries and video-based styling 

sessions conducted by staff.”

Cue Clothing Co also adds, “We also made a huge 

effort for customers that visited stores in areas that 

weren’t in lockdown or weren’t unsafe to keep open to 

ensure we could deliver the items they wanted to their 

door if the location they visited was out of stock. Our 

endless aisle solution and distributed fulfillment model 

made it possible for us to fulfill the item they wanted 

from another location.”

The virtual stylist session was a large part of scaling 

their fulfillment strategy in states where there are lower 

numbers of foot traffic, as well as the fact that Cue was 

still able to open store-based inventory up to online 

shoppers. Customer feedback has been incredibly 

positive.

“Our survival during the pandemic was really 
through the foundations that we had in place 
through our distributed fulfillment model. Our 
partnership with Shippit and their multi-carrier 
capabilities allowed us to be totally agile.” -Cue 
Clothing Co

“

SHIPPING
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Online orders are fulfilled 
from the store, with labels 
printed using the receipt 
printer. Increase in 

sales
Over 5x 
average 
transaction 
value

130% 5x

CHAPTER 5: FLEXAGILITY: DIGITAL TRANSFORMATION IN ECOMMERCE
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The future of last mile delivery is local
Although ecommerce has consistently grown year 

on year, recent events have fast-forwarded digital 

transformation and logistics by at least 3 years. Due 

to the global spread of COVID-19, consumers who 

may have previously preferred to shop in-store now 

admit to shopping more often online. 

When it comes to the customer experience - 

although still remaining the number one priority 

for businesses - many retailers have had to vastly 

adjust operations to keep up with demand all while 

adhering to new, stricter regulations. Customers, on 

the other hand, haven’t been prepared to wait while 

retailers transform their operations, and while courier 

services tirelessly work to eliminate inefficiencies in 

their networks.

Consumers now turn to online shopping for instant 

gratification, whereas previously they could walk 

into a store and buy their items without a second 

thought. Retailers have had to figure out how to get 

ABOUT SHIPPIT

Shippit is an ecommerce logistics software company founded 

in Australia in 2014. Shippit’s powerful shipping engine saves 

retailers time, money and provides better experiences for delivery 

recipients. By simplifying omnichannel fulfilment, enabling retailers 

to accept cash on delivery and removing friction from the cross-

border shipping process, Shippit simplifies shipping for retailers 

so they can focus on growing their business. For more info, visit 

https://www.shippit.com.

Shippit enables 
seamless tracking 
experiences, no 
matter who you 
ship with.

more items to customers faster. And this has forever 

changed eCommerce and logistics.

The logistics industry which both benefited and 

suffered the most as a consequence of growth is 

in need of a complete, technological revolution - as 

of today, 1 in 3 deliveries won’t meet its expected 

delivery date. This combination means that the 

future of last mile delivery must be local powered by 

distributed fulfilment.

CHAPTER 5: FLEXAGILITY: DIGITAL TRANSFORMATION IN ECOMMERCE

https://www.shippit.com/
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Produced by Nosto.

learn more or get in touch at www.nosto.com


