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Shopbop's  newes t campaign promotes  individuality along with trend-following. Image credit: Shopbop

 
By DANNY PARISI

Online retailer Shopbop is undergoing a complete rebrand of its shopping experience, including the launch of a
new loyalty program.

A style update to the site will showcase the products more, with better photography and styling so as to give
customers a closer look at products before they buy them. The rebrand is an attempt to drive up sales on the site as
well as provide a smoother experience for shopping for luxury goods online.

"I am thrilled to introduce Shopbop in its newest iteration," said Darcy Penick, CEO of Shopbop. "After taking a close
look at who we are as a brand, we made a decision to reimagine our look and feel to better service our customer,
and best position our brand for the future."

Online rebrandOnline rebrand

Since its founding in 2000, Shopbop has evolved from a single bricks-and-mortar location to a large, primarily
online only retailer.

Now, the retailer is looking to increase sales to its online store with a full rebrand including a variety of changes,
from the cosmetic to the technical.

Most notably, the site will have a new logo and new design and layout. The new design is meant to put more
emphasis on the products, making use of high-quality photography, lighting and layout to best showcase the goods
on sale.
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Shopbop's Make Fall Yours campaign. Image credit: Shopbop

Additionally, Shopbop is using the rebrand as an opportunity to introduce its new loyalty program.

The program has no minimum spend and rewards loyal customers with early access to products, birthday discounts
and special events.

Finally, Shopbop is using the new site to promote its upcoming fall collection with a campaign called "Make
Shopbop Yours." The campaign focuses on injecting personalized individual style into fall trends, i.e. taking a trend
and "making it yours."

This campaign will be going out across the brand's social media channels, desktop and mobile sites, email and
even with out-of-home marketing on taxis and billboards.

Digital reach
Shopbop has been looking to expand its customer base beyond the traditional shoppers it relies on.

Most recently, Shopbop began bolstering its site experience for Chinese consumers by launching a dedicated
customer service team in Chengdu, China.

Consumers will be able to reach out to Mandarin-speaking customer service representatives. This is likely a move to
build loyalty in China and to broaden the reach to a very lucrative market (see story).

This pursuit of Chinese shoppers shows their importance in the overall luxury world.
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Shopbop's loyalty program. Image credit: Shopbop

China's key opinion leaders are causing influencer marketing to evolve from content publishing to drivers of
ecommerce sales, according to new findings from The Luxury Conversation.

KOLs such as Mr. Bags and Gogoboi have massive social media followings with global reach, and their
communities are responding to sponsored posts and brand collaborations through ecommerce. In China especially,
the Luxury Conversation has noted in its "KOLs in China -- From Publishers to Ecommerce" report that this trend is
exploding with influencers helping brands to sell products directly rather than a simple branded content post (see
story).

Shopbop's increased confidence in ecommerce is reflective of its  role in the larger retail market.

The key to retail's  survival is the ability to closely integrate ecommerce with bricks-and-mortar business models,
especially for luxury retailers.

In a new whitepaper, Frost & Sullivan has laid out what challenges the retail field is facing, most notably in pressure
from ecommerce, and how retailers can stay competitive. Luxury retailers have a different set of challenges than the
rest of retail, but ecommerce still plays a major role (see story).

Shopbop is hoping to expand its reach even further, bringing in new and returning customers and retaining them
through the use of its  new loyalty program.
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