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BACKGROUND

Outdated systems hindered eff ic iency and
productivi ty .
Report ing and tracking issues impeded proper
analysis  and decision-making.
Slow website performance led to poor user
experience.
Heavy rel iance on developers caused delays
in updates and improvements.
Clunky and slow website interface frustrated
users.
Non-user- f r iendly backend made management
cumbersome.
Integrat ion dif f icult ies with external  platforms
l ike Google Shopping,  market ing tools ,  email
market ing,  and social  media platforms.DANIELLE FRYLINCK



OBJECTIVES
Full  e-commerce migrat ion from Magento 2 to
Shopify  Plus.
Achieve seamless customer experience.
Implement user- f r iendly back-end system for
easier  navigat ion.
Reduce dependence on developers and
outsourcing to achieve s impler  tasks.
Enable business scalabi l i ty .
Integrate with POS in-store systems for
omnichannel  experience.
Improve website speed and enhance UI/UX.
Integrate with report ing software and
marketing tools  l ike Google Shopping,  email
market ing,  and social  media.DANIELLE FRYLINCK



Timeline:  

Completed within a 3-month t imeframe.

Data Cleanup and SEO Enhancement:

Ref ined onl ine product  data,  pr ior i t iz ing SEO and image responsiveness.

Rewrote store content  for  clar i ty  and relevance.

Shopify  Store Transit ion:

Uploaded products seamlessly,  maintaining consistency.

Integrat ions:

Integrated Google Analyt ics ,  Google Shopping,  Klaviyo,  Instagram, and

Facebook.

Implemented new report ing software for  data analysis .

Launch:

Successful ly  launched the revamped website,  a l igning with user

expectat ions and business object ives.

IMPLEMENTATION
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EMAIL 
MARKETING
Integrat ing Klaviyo and Implementing Email  Flows:

Data Migrat ion from Mailchimp and Segmentat ion:
Migrated customer data and segmented the audience based on demographics,
purchase history,  and engagement levels .

Created Email  Flows:
Nurtur ing Leads
Increasing Engagement
Driving Conversions

Personal isat ion and Optimisat ion:
Incorporated personal ised elements and continuously optimised email  content  and
timing based on performance metr ics.
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COLLECTION 
PAGES

Seamless Menu Navigat ion

Product  focused col lect ion pages with f i l ters

Collect ion Banner and copy

Product  Badges (New, Sale,  Back in Stock)

Quick View Option on Products

Streamlined Design
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PRODUCT 
PAGES
Created Interact ive Product  Pages

Bold imagery 

Focus on UX 

Product  features 

Upsel ls  & Cross Sel ls

Product/  Campaign story

Reviews accompanied by email  f low

Suggested products

UCG content
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Blog Introduction Featuring SEO Optimised

Content :

Campaigns

User  Generated Content

How to guides
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BLOG & 
CONTENT



E-COMMERCE ANALYTICS

40%
Shipping costs  decreased with the adoption of
new technology and courier  partners,  and order
packing t ime signif icantly  reduced alongside
improved logist ics.

30%
Sales experienced a 30% growth in the f i rst  10
months fol lowing the re-platforming and
launch,  compared to the preceding t ime frame.

6% A growth of  6.35% was observed in the
conversion rate for  completed checkouts.

L a r g e s t  C o n t e n t f u l  P a i n t

2.5 sec

5.76 sec
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EMAIL ANALYTICS

63% EMAIL LIST GROWTH

6 Month Period PRE 6 month Period POST CRO

Open Rates Click Rates
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34% ATTRIBUTED REVENUE

43.9%Open Rates

Flow Data

11.3%Click Rates

0.2%Unsubscribe RatesDANIELLE FRYLIN
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