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BUSINESS SCENARIO

The customer may run out before the brand becomes useful again.
The hypothetical brand sells a daily 30-day pet supplement through Shopify.

1
Customer risk

The product is used inconsistently,
expectations are unclear or the
customer forgets to reorder.

2
Brand risk

The store waits until after run-out, then
sends a generic discount that ignores
product experience.

3
Lifecycle objective

Educate first, anticipate run-out,
simplify reorder and learn from lapse.
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CUSTOMER SEGMENTS

The same purchase does not create the same next step.
1

First-time buyer

Needs usage guidance and realistic
expectations.

2
Repeat buyer

Needs continuity without
beginner-level repetition.

3
Subscriber

Needs subscription-specific education
and management.

4
Approaching run-out

Needs a timely reorder path based on
expected use.

5
Overdue customer

Needs feedback and a reason to
re-engage.

6
Refunded or cancelled

Must exit promotional lifecycle logic.
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FLOW LOGIC

Build the exclusions before writing the reminder.
1

Trigger

Placed Order containing the selected
supplement SKU or collection.

2
Conditional paths

First purchase vs repeat purchase;
subscriber vs one-time buyer; reordered
vs not reordered.

3
Exclusions

Cancelled, refunded, already reordered,
suppressed or otherwise ineligible.

Product quantity and pack duration should influence the expected run-out date. A customer buying two
containers should not receive the same reminder timing as a one-container buyer.
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SEVEN-MESSAGE SEQUENCE

Education before urgency. Relevance before repetition.
Day 1

Use and setup

Day 5

Expectation
setting

Day 21

Prepare for
run-out

Day 26

Reorder or
subscribe

Day 31

Likely run-out

Day 45

Win-back

Day 60

Feedback and
final path

The sequence must exit when a qualifying repeat purchase occurs. Subscribers follow a separate experience.
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EDUCATION LAYER

Help the customer use the product before asking for another order.

1
Email 1 — How to use
it

Confirm serving guidance, storage,
routine and support resources. Avoid
medical promises.

2
Email 2 — What to
expect

Set realistic expectations and answer
the most common consistency or
tolerance questions.

3
Customer support
path

Give the customer a clear way to ask
questions before dissatisfaction
becomes lapse.
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REORDER AND SUBSCRIPTION

Make continuity easy without making the customer feel trapped.

1
Replenishment message

Remind the customer before expected run-out. Explain shipping
timing and make the correct product easy to reorder.

2
Subscription message

Present convenience, control and cancellation terms clearly. Do
not hide restrictions behind a discount.

Core principle: the reminder should be based on product use and customer behavior—not a fixed delay
copied across the catalog.
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WIN-BACK

Reconnect to the original goal, then learn why the customer lapsed.

1
Day 45

Acknowledge that the expected reorder
window passed. Restate the original use
case and offer help.

2
Day 60

Ask what prevented the next purchase:
timing, fit, experience, price or changed
need.

3
Next route

Re-engage, suppress, support or
segment based on the customer
response and consent.
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TESTING AND METRICS

Measure continuity, customer experience and negative signals.

1
Repeat purchase

Did the second order occur?

2
Time to reorder

How long between first and second
purchase?

3
Subscription

Did appropriate customers convert?

4
Revenue / recipient

How efficiently did the flow perform?

5
Unsubscribe

Did the sequence create fatigue?

6
Complaint rate

Did trust or consent break down?
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PORTFOLIO CONCLUSION

A replenishment flow is product onboarding plus timing.

The system supports correct use, anticipates the buying
cycle and makes the next purchase easier. It does not
simply wait thirty days and send a coupon.

This is a hypothetical blueprint. The timing, claims, product guidance and
segmentation must be validated against the real product, customer
behavior and applicable rules before implementation.

NIMROD OGACHI  •  PET LIFECYCLE REVENUE PORTFOLIO DEMONSTRATION - NO CLIENT-RESULT CLAIMS 10 / 10


