Case Study: Deepening Loyalty by
Rethinking the Funnel

Brand: Macy's
Role: App Growth Strategy Lead



The Challenge

Macy's, like many retailers, relied on email capture as a standard lead-generation tactic. But data showed

that logged-in app users were significantly more loyal and higher-spending than those who simply

subscribed via email.



The Insight

Email capture gets you reach.

Logins get you retention and revenue.

Rather than stop at a surface-level interaction, looked for ways to drive users deeper into the funnel—to

become known, logged-in customers who could be nurtured over time.,



The Strategy

Reimagine the standard email-for-discount flow to drive meaningful engagement.
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The Results

A deeper commitment delivered exponential results:
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The Takeaway

‘ Don't settle for shallow acquisition. o
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