Designing Shipt’s
In-app Notification Center.



GETTTING UP TO SPEED

When | took on the Communications space...

Our notifications were unreliable for sending Order Status updates
Lack of granular control over what notifications they receive

Low opt-ins to push notifications

No way to view promotions & deals passively

Low engagement with marketing communications



GETTTING UP TO SPEED

What was the solution?

Current notifications are unreliable for sending Order Status updates > Automated Comms

Lack of granular control over what notifications they receive

) Preference Center

Low opt-ins to push notifications

No way to view promotions & deals passively

> In-app Notification Center

Low engagement with marketing communications
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Prioritization

Ease fof use features

In-app Chat

In-App Notification Center Second layer of the foundation

Preference Center

+ Foundational, most important

Automated Comms
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Automated Comms
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Notification Preference Center
drove meaningful engagement

+/71%

increase in e-mail CTR

+106.19%

increase in Push Open Rate.

SMS messages
Receive text messages (SMS) to your
phone number.

Emails
Receive emails to your Shipt account
email address.

9:41
e
Notifications

Choose the types of notifications you’d like to
receive from Shipt. Learn more

Order updates

Order progress
Push: On, SMS: On

Reminders

Backup items
Push: On

Auto-Add to Cart
Push: On

Marketing

Promotions and news
Push: On, SMS: Off, Email: Off

Promotions and news

Get notified about the latest promotions, special
offers, features, and announcements.

Push notifications
Emails

SMS messages

(123) 456-7890

Marketing content preferences

You'll receive notifications for selected categories
and general Shipt promotions. To opt out of a
category, unselect it.

Baby
Pets

Mother’s Day

Father’s Day

Alcohol

9:41

&—

Order progress

Get live updates about order status, out-of-stocks,
substitutions, and added items.

Push notifications O
®)

SMS messages



In-App Notification Center

Why did we need this new channel? What was wrong with the existing channels?

« Low opt-ins to marketing related push notification

* Inbox saturation: too many e-mails go unnoticed in user’s inbox due to over saturation. Additionally e-mail
engagement is also low
e Shipt Internal Marketing Email Metrics:
e Sent=239.3 MM
e Delivery rate = 99.30%
« Openrate =55.3%
« CTR=1.10%

« SMS fatigue: SMS is intrusive. At Shipt, we already use SMS for shopper comms, so sending more notifications
via SMS can feel like a lot for our users. SMS also has limited reach, and need explicit opt-ins. Finally, it is also
costly to send SMS.

 No standard way / centralized location to inform members of new features, retailers, news, announcements,

etc.



In-App Notification Center

What is it?
An In-App Notification center is a non-intrusive way to communicate with users

without the challenges posed by emails, push notifications, or SMS messages.

Benefits of a Notification Center

« Maximized reach with no dependency on opt-ins or subscribes, can view
from app and web

* Non-intrusive updates provides the user with a level of control and reduces
annoyance of constant notifications

* Long term engagement by providing users will have a historical, organized
feed of information to refer back to that is filled with Shipt specific updates

« Contextualization linking seamlessly within the app that other channels
can't provide

« Cost-effective operational savings




The Design Approach

This wasn’t just about creating a feed. We needed a framework: one that defines what belongs here, how it’s prioritized, and how it looks so any team can plug

In consistently.

Bucket 1

Bucket 3

Step 1: Listing use cases and organizing
them in buckets

We started with listing out all types of
notifications we could have in this space.
We did this by setting up a brainstorm
session with Product & Marketing. We then
grouped these notifications into buckets.

Highest priority: Bucket 4

Bucket 1

Lowest priority: Bucket 3

Step 2: Ranking the Buckets

We then organized these notifications into
different buckets, which we arranged from
most to least important.

Notification headline 3h

Bucket 4 Notification body

CTA# CTA #2

Notification headline 3h

Notification bedy

Step 3 (WIP): Creating templates

The goal is to build a consistent notification
component whose functionality changes
based on the type of notification itself. So in
the future, when any team wants to add @
notification in this space, they figure out
which bucket it falls into, and follow the
established design template.
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The bucketing exercise

Tier 1- All things Orders

Time-sensitive, tied to a current order or require
immediate user action. These should appear at
the top of the inbox and/or be pinned until
resolved.

Active Order
Choosing a sub for upcoming order/s

Previous order actions: rate Shopper/
Shipt, tip shopper

Item Notification Approval flow (new
notification)

Operational update: Inclement weather

Notes

These impact core member experiences and
should be prioritized above all else

Tier 2 - Business critical/

Actionable

Requiring the user to take action soon prompting
to place a new order or ladders up to a enterprise
KPI/initiative (C360, order volume & cross shop)

Credit expiring
C360 onboarding
New retailer announcement

Abandon Cart

Notes

Tier 3 - High Value/Time-

Sensitive Promotional

Limited time offers or incentives to drive
conversion or order volume. Still time sensitive
but not related to an active/recent order

Global promo - $10 off a $75 order (all
retailers)

Retailer promo/merch promo ex - $5 off
target snacks

Buy again on sale

Notes

Ad hoc notifications that are promotional based
at any level but campaigns are passive
prompting discovery so in Tier 5

Tier 4 - Informational /
Passive Updates/ Non
urgent actionable

General announcements to increase
engagement with new updates

Turn on notifications for real time
updates

Auto ATC
Product feature announcements
Review contact details

Operational update: Store hours

Notes

Tier 5 - Product & retailer
discovery

Helpful nudges based on past user behavior

Retailer nudge (not new retailers but
others in your areq)

New products within a retailer

Product recommendations based on
past purchased

Marketing campaigns prompting
discovery - special moments

Post First order nudge

Product reviews

Notes




Goals of Research

1. Raw research using moderated interviews with the following objectives:

a. ldentify user expectations around in-app notifications center - functionality, design, entry
points.

b. Assess usability and clarity of the proposed design.
c. Understand how the proposed design compares to competitors.
d. Understand customization and control preferences for notification delivery.

2. Validate the priority we identified with our users - does their mental model of what
notifications are important align with ours? This was done via a MaxDiff study.

3. If we were to have filters in the notification center, what groupings would make sense to our
users? Specifically, through a card sort exercise, we wanted to:
a. ldentify how members group various notification content
b. Identify how members define and name different notification categories



Research insisghts

1.

Content & Prioritization

e Most valuable content: Ongoing order updates, financial incentives &
urgent /very relevant notifications.
« Lowest value: Passive, generic engagement (not time sensitive).

« Recommendations:
« Prioritize order-critical updates and financial incentives at the top of

the feed.
« Differentiate urgency through visual styling (icons, highlights,

urgency cues).

4,

Features & Controls

« Users want control to reduce clutter and tailor relevance.

« Desired actions: delete/dismiss, adjust preferences, see more/less of a
type, occasional “remind me later.”

« Allow filtering or muting by category.

2.

Filter nomenclature & Categories

« Eight categories emerged, but with overlap (e.g., reminders that are also

deals).
e Recommendations:
e Main filters - Orders, Promotions, For You, Other.

« Merge weaker/overlapping categories (Account, General,
Reminders, Updates) into a single “Other/Activity” tab.

5.

Placement & Access

« Top right corner of the homepage is the dominant expectation (aligned
with common app patterns).

3.

Design & Layout

» Users want feeds to feel simple, scannable, and uncluttered.
« Design principles:
e Bold headers + concise text for clarity.
 Icons/subtle imagery for quick recognition.
« Consistent spacing to improve scannability and reduce cognitive

load.
 Visual differentiation for urgency and importance.



Pivot after research

These insights made us rethink our initial 5-bucket model

 First, ignoring chronology would have broken user expectations — members are used to feeds that balance recency with importance.

e Second, having separate templates per bucket would have created clutter and inconsistency. Research told us users want some hierarchy, but in a way

that feels simple and consistent.

e So we pivoted: simplifying down to 3 broader buckets, balancing priority with recency, and unifying the design system so the Notification Center feels

cohesive and easy to scan.
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The Updated Buckets

Tier 1- Upcoming, Current or Past Order
Description:

Time-sensitive, tied to a current order or require immediate user action.
These should appear at the top of the inbox and/or be pinned until
resolved.

Always at the top - Updates to the delivery tracker
(dynamic banner that updates as the shop progresses)

Choosing a sub for upcoming order/s

Previous order actions: rate Shopper/Shipt, tip shopper (new
notification), rate an item (hew notification)

Item Notification Approval flow (new notification)

Operational update: Inclement weather

Tier 2
Business critical/Actionable

Description:

Requiring the user to take action soon prompting to place a new order or
ladders up to a enterprise KPI/initiative (C360 order volume & cross shop)

Credit expiring

Abandon Cart

C360 onboarding

New retailer announcement

High Value/Time-Sensitive Promotional
Description:

Limited time offers or incentives to drive conversion or order volume. Still
time sensitive but not related to an active/recent order

Global promo - $10 off a $75 order (all retailers)

Retailer promo/merch promo ex - $5 off target snacks

Buy again on sale

Tier 3
Informational / Passive Updates/ Non urgent
actionable

Description

General announcements to increase engagement with new updates

Turn on notifications for real time updates
Auto ATC

Product feature announcements

Review contact details

Operational update: Store hours

Product & retailer discovery
Description

Helpful nudges based on past user behavior

Retailer nudge (not new retailers but others in your area)
New products within a retailer

Product recommendations based on past purchased
Marketing campaigns prompting discovery

Post First order nudge




Designs



A new entry point

In-line with user expectations, we placed an entry

point in the homepage of the Shipt app.

9:41

@ 1234 Banana Lane »

Q What are you looking for?

Stores near you -

HEB

Publix Frescoy.. Winn Dixi... Wi
15% off No markups

New 4
PETSMART ZERBOS

Lowe’s Petsmart Target Zerbo’s Ze
No markups No markups No markups No

Shop by category

b

\
E )

-

Grocery Alcohol

ca -

Healthy weekday dinners
on a deal.

Orders Search Account

e

Notifications

@circle
’

Deals (1) Announcements (3)

Recommended

Welcome, Julia!

Learn more about what you can do on
Shipt with Target Circle 360™.

New!

Great news! Fresco is now
available in your area.

Available in 90210

Time sensitive
Spend $20, get $5

When you place an order at Target.
Offer is valid till 8/24.

Stay up to date!

Allow Shipt push notifications on your
device.

You’'re all caught up

Spend $20, get $5

When you place an order at Target.
Offeris valid till 8/24.
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Notifications

m Your orders (1) Deals (9) Annound

f Tags to create visual hierarchy

_ Recommended 3h
® ® Welcome, Julia! S
Creqtl ng q Vlsuql Learn more about what you can do on

Shipt with Target Circle 360™.

hierarchy

Great news! Fresco is now
available in your area.

We afforded notifications within this space to be el oo

tagged based on how important notifications were.

Time sensitive

We aligned the colors of these tags to system wide Spend $20, get $5
. When you place an order at Target.
patterns for consistency. Offeris valid till 8/24.

Stay up to date!

Allow Shipt push notifications on your
device.

You’re all caught up

Spend $20, get $5

When you place an order at Target.
Offeris valid till 8/24.
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Notifications

m Your orders (1) Deals (?) Announc

Order claimed
Today, 12 pm - 2 pm

Order claimed
() Today, 12 pm - 2 pm
ACt Ive o rd e rs . Recommended

Welcome, Julia!

] Learn more about what you can do on g —
For when the member has an active order, we Shipt with Target Circle 360™, a Shoomin
opping in progress
designed a dynamic notification that shows members s 3 of 24 items shopped

their order status in real-time. Great news! Fresco is now

available in your area.
Available in 20210 (E——  ——  e— ]

Heading to you
Today, 12:46 pm - 12:58 pm

Time sensitive
Spend $20, get $5

When you place an order at Target.
Offer is valid till 8/24.

Stay up to date!

Allow Shipt push notifications on your >
device.

You’re all caught up




