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Zappos at a Glance
Corporate Background

Founded in 
1999

1700 employees 
(half in NV, half 
in KY)

ω#23 in FORTUNE 
a!D!½Lb9Ωǎ άмлл 
Best Companies 
¢ƻ ²ƻǊƪ CƻǊέ 
2009

ωHighest debut 
for a newcomer 
in 2009

ω#15 in FORTUNE 
a!D!½Lb9Ωǎ άмлл 
Best Companies 
¢ƻ ²ƻǊƪ CƻǊέ 
2010

Zappos is 
άtƻǿŜǊŜŘ ōȅ 
{ŜǊǾƛŎŜέ

ωProviding the 
best online 
shopping 
experience 
possible.

ωFast, Free 
Shipping.  Free 
return shipping.  
365-day return 
policy.

ωFast fulfillment.  
Expedited 
delivery.  Fast, 
friendly & expert 
customer service.

Best selection

ωOver 1,000 
brands, over 
200,000 styles, 
over 900,000 
unique UPCs.

ω5 million items in 
warehouse

ω100% of products 
inventoried (no 
drop ship).

Zappos is a 
service 
company that 
happens to sell 
clothing, 
handbags, 
shoes, 
accessories, 
ƘƻǳǎŜǿŀǊŜǎΣ ΧΦ
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/ǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ ƛƴ ŀŎǘƛƻƴΧ
½ŀǇǇƻǎ ƛǎ ŎƻƳƳƛǘǘŜŘ ǘƻ ²h²ΩƛƴƎ ŜǾŜǊȅ ŎǳǎǘƻƳŜǊ

/ǳǎǘƻƳŜǊǎ ŎƻƳŜΧ

Over 10 million total 
purchasing customers

Over 4 million have 
purchased in the last 

12 months

Customers come 
ōŀŎƪΧ

On any given day,  
about 75% of 

purchases from 
returning customers

Repeat customers 
order >2.5x in the 
next 12 months

Customers come 
back, order more and 
ƻǊŘŜǊ ƳƻǊŜ ƻŦǘŜƴΧ

Repeat customers 
have higher average 

order size

$123.86 ςfirst time 
customers in Q407

$156.27 ςreturning 
customer in Q407
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Power of repeat customers and word of mouth...

4

2000 2001 2002 2003 2004 2005 2006 2007 2008

Gross Sales 1.6 8.6 32 70 184 370 597 841 1014
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о ŦǳƴŘŀƳŜƴǘŀƭ ǘƘƛƴƎǎ ǿŜΩǾŜ ƭŜŀǊƴŜŘ ŀǊŜ 
necessary for WOW service online:
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What 
Customers 
See First

What 
Customers 
Experience

What We 
Do 

Internally



Customer Service:
What customers see first

Å 24/7 1-800 number on every 
page

Å Free shipping

Å Free return shipping

Å 365-day return policy
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Customer Service:
What customers experience

Å Fast, accurate fulfillment

Å aƻǎǘ ŎǳǎǘƻƳŜǊǎ ŀǊŜ άǎǳǊǇǊƛǎŜέ-upgraded to overnight shipping
Å Create WOW

Å CǊƛŜƴŘƭȅΣ ƘŜƭǇŦǳƭ άŀōƻǾŜ ŀƴŘ ōŜȅƻƴŘέ ŎǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ

Å hŎŎŀǎƛƻƴŀƭƭȅ ŘƛǊŜŎǘ ŎǳǎǘƻƳŜǊǎ ǘƻ ŎƻƳǇŜǘƛǘƻǊǎΩ ǿŜō ǎƛǘŜǎ
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Customer Service:
What we do internally

Å No call times

Å The telephone is one of the best branding devices available

Å No sales-based performance goals for reps

Å Run warehouse 24/7

Å Inventory all product (no drop-shipping)

Å 5 weeks of culture, core values, customer service, 
and warehouse training for everyone in Las Vegas 
office

Å ²ŜΩƭƭ Ǉŀȅ ȅƻǳ Ϸнллл ǘƻ ǉǳƛǘ

Å Culture Book

Å Interviews & performance reviews are 50% based on 
core values & culture fit

Å Twitter/Facebook/YouTube/Blogs help build 
company culture
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2 ǘƘƛƴƎǎ ǿŜΩǾŜ ƭŜŀǊƴŜŘΧ
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Give your customers a voice on your site
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Customer Reviews

ÅProvide useful information

ÅHelp lower return rates

ÅWonderful SEO Value!

ÅCredibility!

Feedback Mechanism (VoC)

ÅBetter user experience

ÅBuild empathy

ÅSEO Value

ÅBuilds community/repeat 
visits



Enable Product Sharing
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ÅάŦǊŜŜέ ƭƛƴƪ ōŀŎƪǎ

ÅHigh converting trigger

ÅCommunity engagement is high!

ÅCreates referrals that lead to 
customer acquisition



Times are changing!

12



Customer experience extends
beyond just your site!
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Customer experience extends
beyond just your site!
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Customer experience extends
beyond just your site!
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Time to figure out how
to extend the experience!
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Social Media

²ƘŀǘΩǎ ǘƘŜ on Social Media?  
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ÅNo social media strategy

ÅWe have a COMMUNICATION strategy



Create more opportunities to 
ŎƻƳƳǳƴƛŎŀǘŜ ǿƛǘƘ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΧ

Χ ŀƴŘ ȅƻǳ ŜƴŀōƭŜ ƳƻǊŜ and 
engagement with them

(Brand longevity)!
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19

Why?



Because people want to be heard!
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21

Yeah, but why?



To gather information!

22



23

Really, though, why?



To make better educated purchases!
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25

Come on, why?



To feel like they are part of it!

26



27

Why wonôt you tell me why?



To talk about their experiences!
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Why ask why?
Probably all of the above, and more!
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¢ƘŀǘΩǎ [h¢{ ƻŦ ǇŜƻǇƭŜ ǿƛƭƭƛƴƎ ǘƻ ƘŜƭǇ ƭƻƻƪ ƻǳǘ ŦƻǊ 
your business, provide feedback and ideas, etc!



¢Ƙŀǘ ƛǎΣ ƛŦ ȅƻǳ ŀǊŜ ƭƛǎǘŜƴƛƴƎΧ
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Most people
ŘƻƴΩǘ ǇƛŎƪ ǳǇ ǘƘŜ ǇƘƻƴŜ ŀƴŘ Ŏŀƭƭ ǳǎΗ
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Evolving Customer Connections

Å Phone
Å 6,000+ Calls a day

Å Live Chat
Å 400+ live chats per day

Å {ƻŎƛŀƭ {ƛǘŜǎΣ bŜǘǿƻǊƪǎΣ ŜǘŎΧ
Å 1,100,000+ opportunities to interact per day

32



¢ƘŀǘΩǎ ǊƛƎƘǘΣ мΣмллΣллл ǇŜǊ Řŀȅ
ƛƴ ǘƘŜ ǎƻŎƛŀƭ ǎǇŀŎŜΧ !ƴŘ DǊƻǿƛƴƎΗ
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Or you can annualize it:
401,500,000+

invitations to interact per year
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How does a company engage in an 
organized predictive way?
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People!
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Is 
the new media planning?
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5ƻƴΩǘ Ǉƭŀƴ ƎǊŜŀǘ ƳŜŘƛŀΣ
plan great !

Have the people, have the voice
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Peter Piper picked peppers
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People planning produced experiences
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People Planning
Train to be a customer service agent
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Good Customer Service = 



People Planning
Train to be a customer service agent
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ÅCustomer Service 
ÅMarketing
ÅIT
ÅFinance
ÅFacilities
ÅFulfillment Center
ÅLegal
ÅHR
Åetc



People Planning
Rally the company behind the of proactively talking to customers
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People Planning
Employees will want to engage customers, as often as possible
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Zappos Goal: Have as many 
employees as possible be a voice!

We believe People Planning is at the heart of our success
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How does one do that?

Å Have the right culture and nurture it

Å Have committable core values and aspire to live them

Å INVEST in hiring and firing and pay people to leave ($$$)

Å Stay focused and make people focused investments

Å Education!
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Step #1

Å 5ŜŎƛŘŜ ƛŦ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ōǳƛƭŘ ŀ ƭƻƴƎ ǘŜǊƳ 
sustainable brand

Å Requires more patience with revenues  & 
profits in order to lay the foundation

Å Decide sooner rather than later
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DECIDE



Step #2

FIGURE OUT

VALUES & CULTURE
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VALUES & CULTURE

Figure out values & culture sooner rather than later

Å What are your PERSONALcore values?

Å What are theCOMPANYΩ{ core values?

Å Start EARLY.

Å It is surprisingly HARDERthan you think.

Å Lǘ ŘƻŜǎƴΩǘ MATTERwhat the values are.

Å The most important thing is ALIGNMENT.

Å ΧLIVEthe BRAND
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Step #3

COMMIT TO 

ά.Ŝ ǊŜŀƭ ŀƴŘ ȅƻǳ ƘŀǾŜ ƴƻǘƘƛƴƎ ǘƻ ŦŜŀǊέ

Your culture is your brand

5ƻƴΩǘ ǘǊȅ ǘƻ ōŜ ǎƻƳŜƻƴŜ ȅƻǳ ŀǊŜ ƴƻǘ
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Commitment to Transparency:
Examples

Å twitter.zappos.com

Å ά!ǎƪ !ƴȅǘƘƛƴƎέ ƴŜǿǎƭŜǘǘŜǊ

Å Extranet for vendors

Å Tours & reporter visits

Å ZapposInsights.com
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Transparency Tools
twitter.zappos.com
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Get your partners involved!
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Transparency Tools
Zappos.TV
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Transparency Tools
Facebook Page
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Transparency Tools
Facebook Page
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