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General remarks
GE004 Fix bugs:

~
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GE008 Average page load time is 6.7 seconds which is much higher than accepted benchmark for ecommerce
websites of 2 seconds®. Recommendation is to pay close attention to this parameter and improve page load speed.

GE010 Replace UPPERCASE with Mixed case throughout the whole page. Uppercase text not only retards legibility?,
using it is a bad netiquette because it is considered “shouting” on the internet?: it is not polite to shout at the
customers. Currently your website looks terribly yelling.

GEO020 It is important to have correctly designed breadcrumbs because they are a vital part of website navigation®.
These clickmaps show that on product pages users often click category link instead of immediate subcategory they
just came from:

! “Desktop users expect a site to load within a second or two in 2017. Mobile users are a little more patient, for now” (Anderson,
Shaun (2017) How fast should a website load in 20177 {Link}); see also: Conversion Voodoo (2015) Essential ecommerce industry
stats for page speed {Link}, Pingdom (2016) Web performance of the world’s top 50 e-commerce sites {Link}.

% “All-capital print greatly retards speed of reading in comparison with lower-case type. Also, most readers judge all capitals to be
less legible. <...> The use of all capitals should be dispensed with in every printing situation” (p. 57 in: Tinker M. A. (1963)
Legibility of Print, Ames: lowa State University Press).

} “Capital letters look like you hate someone and are shouting” (p. 30 in: Garfield, Simon (2010) Just My Type: A Book about
Fonts, London: Profile Books); see also: Netiquette Wiki (2014) Rule number 2 — Do not use all caps {Link}; Robb A. (2014) How
capital letters became internet code for yelling and why we should lay off the all-caps key {Link}; Groeger, Lena (2016) How
typography can save your life, Southern Communicator, 38, 8-12 {PDF}.

* Appleseed, Jamie (2013) E-commerce sites need 2 types of breadcrumbs (68% get it wrong) {Link}.
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https://www.hobo-web.co.uk/your-website-design-should-load-in-4-seconds/
http://www.conversionvoodoo.com/blog/2015/08/essential-ecommerce-industry-stats-for-page-speed/
http://royal.pingdom.com/2016/06/08/web-performance-top-50-e-commerce-sites/
http://netiquette.wikia.com/wiki/Rule_number_2_-_Do_not_use_all_caps
https://tcanz.org.nz/Attachment?Action=Download&Attachment_id=449
http://baymard.com/blog/ecommerce-breadcrumbs

This is because visitors used to use normal breadcrumbs on other websites. This is how correct breadcrumbs should
look like>:

Home > {Category} > {Subcategory} > {Product}

Example:

Home > Bras > Strapless > Marni Strapless Plunge Bra

GE030 Remove unnecessary and annoying hints:

LINGERIE |gusitxies
Dt ru

GEO040 Black is an inappropriate color for links — it should be used for static text only. Make all these links colored:

HOME > LINGERIE > BRIDAL > HONEYMOON NEW SOIRE SHEER LOWRIDER

L'AMOUR LOWRIDER EBIKINI
FREE STAMDARD GROUND SHIPPING ON ORDERS $100+ BI KIN |
T2 Reviews

NEW SOIRE SHEER MOLDED BRA

Search

SE010 Search is extremely important because 30-50% of ecommerce visitors prefer to use a site’s internal search
engine as opposed to simply navigating the site®, and search visitors are known to convert at a rate much higher
than the average non-site search visitor’. It is necessary to improve search functionality on your website because

analytics shows that visitors who use search spend six times more time on-site and convert ten times better than
those who don’t use search:

Acquisition Behavior Conversions eCommerce =
Site Search Status
e " S:‘s’:ﬁlwns P Bounce Rate ;:g:;:; :::.t:;ssion Transactions E‘oomme_roe
Rate
205,701 65.60% 134943 64.99% 3.34 00:01:58 1952 $249198.65 0.95%
% of Total: 100.00% Avg f-:-_' View o % of Total Avg View Avg fo Avg for V ew :_:._',:t‘-l_ E fi

of Total: 100.00% Avg fo
$249,198.65)

00.00% (134,943)

00:01:58 100.00% (1,952)

1. Visits Without Site Search 199,766 (97.11%) 66.06% | 131,969 (97.80%) 66.80% 294 00:01:43 | 1,490 (76.33%) | $180,480.73 (72.42%) 0.75%

2. Visits With Site Search 5,935 (2.89%) 50.11% 2974 (2.20%) 4.23% 16.88 00:10:34 462 (23.67%) $68,717.92 (27.56%) T.78%
Search box on your website is difficult to notice (it is too small and wrongly positioned) and users don’t understand
which object should they click — SEARCH placeholder or magnifying glass icon:

> Nielsen, Jakob (2007) Breadcrumb navigation increasingly useful {Link}.
®p. 7 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}.

’ Walker, Tommy (2014) Convert more visitors by improving your internal site search {Link}.
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https://www.nngroup.com/articles/breadcrumb-navigation-useful/
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf
http://conversionxl.com/convert-visitors-improving-internal-site-search/

Here is an example of much better (but still not ideal) search box:

cam? Km Search style, product name or bra size n Login | Register @ 0 ﬁ

D-Kcup

Shop By Size Shop All Lingerie Swimwear Scantilly Clearance Fitting Room Store Locator Blog Help

Curvy Kate

These are requirements for a perfect search box®:

= don’t hide search behind a magnifying glass icon (on both desktop and mobile®), use a permanently visible
search box;

=  border and button should have high contrast;

= entry field should have white background;

= there must be sufficient whitespace around the search box;

= search box should be positioned top center or top right;

= it should use textual button in place of magnifying glass icon.

This is how your search box should look like:

L

Search style, color, size... My account Viy Ca

CcOoSs LLA | [ Fina |

A New Brasv Panties v Lingerie v Sleepwearv Apparelv S More v

There must be call-to-action text (“Search style, color, size...”), but it is not recommended to place it inside the
search box™. “Find” button label must work better than “Search” and “Go” buttons™.

SE020 Use a more advanced and smart predictive search functionality. For example, it is known that the majority of
subjects at one point or another while browsing apparel and other visually-driven verticals’ websites want to see
only the products available in a specific color. How color search results are presented to users plays a crucial role in
how successful users are in their overall ability to actually locate and decide upon a product they want to purchase™.
This means that predictive search must understand color keywords and provide relevant suggestions.

Compare:

8 Chapter 4 in: Fries, Lane (2017) The ultimate guide to increasing conversions through site search {Link}; SearchSpring (2017)
Designer Cheatsheet: Increasing Search Bar Conversions {PDF}.

° “Don’t hide search on mobile” (Fries, Lane (2017) 3 critical search bar optimization tricks {Link}).

1% “No filler text in the search field” (Longo, Luca (2017) 34 UX search guidelines for ecommerce {Link}); “Placeholder text is
harmful in search boxes” (Mundstock, Rachel (2014) Placeholder text: Think outside the box {Link}).

" Watch episode 46:57-48:19 in: Gilis, Karl (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {Vimeo}.

2 Holst, Christian (2017) Product thumbnails should dynamically update to match the variation searched for (54% don’t) {Link}.
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http://us.curvykate.com/
https://searchspring.com/blog/ultimate-guide-increase-conversions-ecommerce-site-search.html
https://cdn2.hubspot.net/hubfs/492396/Designer_Cheat_Sheet.pdf
https://searchspring.com/blog/3-critical-search-bar-optimization-tricks.html
https://designexcellent.com/34-ux-search-guidelines-for-ecommerce/
https://www.digitalgov.gov/2014/11/24/placeholder-text-think-outside-the-box/
https://vimeo.com/217213332
https://baymard.com/blog/color-and-variation-searches

= &
Search Suggestions
W

red in Suspender

Product Suggestions for "red"
— 1
§ v

Scantilly Peek-A-Boo  Scantilly Peek-A-Boo  Scantilly Peek-A-Boo

Red Balcony Bra Red Brief Red Thong
$90.00 545.00

red \

SEARCH SUGGESTIONS

Mo suggestions !
o] — — SR—— '

Scantilly Peek-A-Ron Scantilly Peek-A-Roa Curvye Kate Fllace

Cosabella Curvy Kate

Search suggestions often look irrelevant or strange:

blue

SEARCH SUGGESTIONS
blue jeans

blue jeans bikini

blueidsm

bluejd5m-bljns-1

This may even cause website abandonment because based on these suggestions visitors may decide that your
website in principle doesn’t offer products they need.

SE030 Also, product images on a search results page should be dynamically updated to reflect the color variation
searched for. Compare:

Search Results For: "white bra”

Cosabella
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https://us.curvykate.com/
https://www.cosabella.com/index.php?page=seek&id%5Bm%5D=pattern&id%5Bq%5D=white+bra

] 2l p. - Thi -
1 - 2 Of 2 Search Results For White Bra WHITE BRA 1 ftems)
Popularity |Z| View 24 |Z| Sort By New Aivals Most Relevant Top Reviewed Price: Low To High Price: High To Low On Sale
Size(s) All V| |Co|or:s] All Y| |Brand!s] Al v| ‘S:',‘\s(s] Al Y‘ |Tas:s All'Y Clear All ':
Page 1 2 3 21 b
m S T Y|
| 1
< ¥ b * \.\
N ) < i o !
Curvy Kate HerRoom
Masthead

MHO020 Textual link My account will work better than an icon.

MHO030 Enlarge the size of shopping cart link and make it more conspicuous. Button-like shopping cart link should
work better than an icon®.

Main menu
MMO004 Main menu presented as a horizontal bar (i. e. visually separated from the masthead background) must
work better than menu embedded into the masthead:

A New Brasv Pantiesv Lingerie v Sleepwear Apparelv Sale More v

(Also, using chromatic colors for menu background may be better than funeral black.)

MMO006 Menu items that have submenus should be indicated by a down arrow. Otherwise users often click them

and as a result are presented with excessive choice of products they can’t cope with:

Examples:

COLLECTIONS ~
Curvy Couture

BRAS ~ PANTIES ~ CLEARANCE CLUB CURVY BLOG

FITTING

The Little Bra Company

MMO008 Main menu should include homepage link™.

3 “Avoid placing cart links in dark bars spanning the top of the page. Our brains scan white (or light) space looking for site
functions, and it’s very easy to not see anything in a skinny bar” (Bustos, Linda (2016) Optimizing shopping cart page design and
usability {Link}); “When shoppers are ready to buy they do not want to have to guess about how to find the shopping cart”
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http://shopus.curvykate.com/search?w=white%20bra
https://www.herroom.com/search2.aspx?terms=White+Bra
https://curvycouture.com/
https://www.thelittlebracompany.com/
http://www.ecommerceillustrated.com/optimizing-shopping-cart-pages-reducing-cart-abandonment/
http://www.practicalecommerce.com/7-Ecommerce-Design-Conventions-for-2016

MMO010 Menu suffers from an extremely annoying diagonal problem:

PANTIES LINGERIE SLEEPWEAR

BESTSELLERS"T/ ROMPERS neighboring submenu

i triggers  rpoteTenzuola” submenu
PAJANA SETS SLEEP SHIRTS dlsappears

Between the Sheets
PAJAMA CAMIS CHEMISES
LONG SLEEVE TOPS BABYDOLLS & SLBS A curated assortment of sleepwear pieces for a
relaxing evening lounging or an intimate night in.

PAJANMA PANTS ROBE Each collection is crafted in sumptuous soft to the
BCYXERS touch fabrics. Our pajamas and chemises will win

wvour heart with one touch.

Fix this annoyance™.

MMO020 Avoid ultralight fonts: they are illegible®:

HIGH RISE
LOW RISE
MINIKIMI
PANTY PACKS
SEAMLESS

THONGS
Use font of normal (regular) weight. (Bold font will be acceptable here as well.)

MMO030 Remove “Italian poetry” and meaningless images that only distract user attention from the primary task:

BEST SELLERS GARTER & GARTER BELTS . "
LUSSO BABYDOLLS & SLIPS so Quontidianc
BRIDAL CHEMISES

SHAPEWEAR BODYSUITS

BUSTIERS PACKS

vle for day or night. Indulge youl
ngerie at ifs finest.

17):

MMO040 Don’t make users move mouse across the whole screen to reach a small-size target (Fitts's law

1 oap homepage link in the main navigation is rarely found on sites these days, but in testing we frequently see how important it
can be to less confident participants. Users often return to the homepage of a site during testing — to re-orientate themselves
after getting lost or to start a new task afresh — and if they are not able to do this easily they quickly get frustrated with the site.
But what about clicking the site logo you say? A surprising number of users are unaware of this convention” (p. 11 in: RedEye
(2014) 10 Usability Issues We’ve Seen and You Should Be Avoiding, London: RedEye {PDF}).

!> See section “Right interaction: Timing, feedback and support for natural movement” in: Hopkins, Gord (2011) Mega-menu
success hinges on support for top tasks and interaction details {Link}; also: Holst, Christian (2017) 43% of sites have severe
‘flickering’ issues for their main drop-down menu {Link}, Harley, Aurora (2015) Timing guidelines for exposing hidden content
{Link}.

16 “Light and ultra-light fonts are less legible than their regular and bold counterparts <...> Light and ultra-light fonts also induce
higher cognitive load” (Burmistrov |., Zlokazova T., Ishmuratova I., Semenova M. (2016) Legibility of light and ultra-light fonts:
Eyetracking study, Proceedings of the 9th Nordic Conference on Human-Computer Interaction (NordiCHI ’16), New York: ACM,
Article 110 {Link}).
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https://web.archive.org/web/20140630080938/http:/www.redeye.com:80/assets/Uploads/Resources/White-Papers/RedEye-White-Paper-Top-10-Usability-Issues.pdf
http://neoinsight.com/blog/2011/03/09/mega-menu-success-hinges-on-support-for-top-tasks-and-interaction-details/
https://baymard.com/blog/dropdown-menu-flickering-issue
https://www.nngroup.com/articles/timing-exposing-content/
http://dl.acm.org/citation.cfm?id=2996745

PANTIES LINGERIE SLEEPWEAR ARRAREL

ACTIVEWEAR

" "

csBLA BODYSUTS Senza Tempo ed Elegante
Timeless and Elegant

BOTTOMS OUTERWEAR

DRESSES Apparel p.iecea that stand '_1e test of time in both
style and fabrication. We offer you those iconic

essential styles that are @ must in every weman's

wardrobe.

Instead, place submenus below the corresponding main menu items:

NEW BRAS PANTIES LINGERIE SLEEPWEAR APPAREL +

TOPS ACTIVEWEAR
CSBLA BODYSUITS
BOTTOMS OUTERWEAR

DRESSES

Homepage
HPOO7 Entry popups are the absolute best way to destroy visitors’ attention and kill their impression of your
website:

Popups are the most hated feature on websites and they should be avoided without question®®. It must also be
noted that since January 2017 Google punishes websites with intrusive interstitials in Google search results ™.

Y Wikipedia: Fitts’s law {Link}.

18 “Entry pop-ups represent the most blatant kind of in-your-face interruption advertising. They will anger, annoy, frustrate, and
distract your visitors before they even see your landing page. Worst of all, using entry pop-ups shows really poor thinking on the
part of the marketer responsible for their creation” (p. 81 in: Ash, Tim; Page, Rich; Ginty, Maura (2012) Landing Page
Optimization: The Definitive Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Pop-ups,
by definition, ruin the user experience” (Reed, Jon (2015) No, pop-ups can’t be part of a good UX — ever {Link}); “Don’t show
overlay dialogs on page load. Each time it happened, the vast majority of the test subjects would reflexively close the overlay
dialog, not even glancing over its contents. What’s more, the subjects would get annoyed with the site for bothering them, even
though they — as just mentioned — never actually read what they were being bothered with. Some subjects went as far as
referring to any overlay dialogs as “spam”, which gives a pretty good idea of just how much users loathe these dialogs and how
poorly it can reflect on sites that use them” (Appleseed, Jamie (2014) Avoid these 5 types of e-commerce graphics {Link}); also:
Elding, Robert (2016) The most hated website features {Link}; Fessenden, Therese (2017) The most hated online advertising
techniques {Link}.

® Feldman, Brian (2016) Google is out to kill ‘sign up for our newsletter’ pop-ups {Link}.
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https://en.wikipedia.org/wiki/Fitts%27s_law
http://diginomica.com/2015/10/06/no-pop-ups-cant-be-part-of-a-good-ux-ever/
http://baymard.com/blog/avoid-these-ecommerce-graphics
http://www.itproportal.com/2016/01/12/the-most-hated-website-features/
https://www.nngroup.com/articles/most-hated-advertising-techniques/
http://nymag.com/selectall/2016/08/google-wants-to-kill-the-interstitial-pop-up.html

HP010 My general impression is that you are trying to find some rational use for the homepage and can’t find it at
all. However, the purpose of an ecommerce homepage is well-understood: it should serve for category (and
subcategory) level navigation®®. It is also acceptable to place some promotional content on a homepage.

First of all, almost all existing homepage content should be removed:

CAMPUS

20 “Ideally, your home page should show the visitor what is possible to do or buy on the site. If you’re an e-commerce site, you

don’t accomplish that by devoting a large chunk of your prime real estate to a few offers or events at the expense of navigation
or your categories. Don’t rely on visitors using your text-based navigation bar — people will only go to the navigation bar if your
page body fails. Counting on the visitor to go up to the nav bar, pull it down, and look at the sub-categories is an unreasonable
expectation. So, instead of showcasing promotions or individual products on your home page, put your permanent categories
that convey the breadth of your product offering above the fold. Have a tile-like navigation with a few simple high-level
groupings with images of constructed collages representative of those categories that users can use to drill down to find the
product they’re looking for” (SiteTuners (2015) 2 reasons the home page exists, and why web sites fail {Link}); “The primary use
of your homepage should be for category-level navigation” (p. 212 in: Ash, Tim; Page, Rich; Ginty, Maura (2012) Landing Page
Optimization: The Definitive Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); also watch
Tim Ash presentation Ecommerce Optimization: Tactical Tips for Selling More This Holiday Season for explanation of what should
and what shouldn’t be shown on a homepage — link starts from 6:59 {YouTube}.
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http://sitetuners.com/blog/2-reasons-home-page-exists-and-why-web-sites-fail/
https://youtu.be/yaMU09wuxgY?t=419

(a) The vertical size of the hero area is pathologically large by any standards*:

YOUR FAVORITES,

REVAMPED #

shop bisou texture

Taking into account its limited scope (single collection from 80) and low number of clicks, its monstrous size
is definitely disproportional to the banner value. General recommendation is to avoid this type of hero
banners completely®*. Instead, you may use seasonal special offers (Spring/Fall, Semiannual, 4th of July,
Mother’s Day, Halloween, Memorial etc.). Their vertical size should be not more than 1/3 of an average
desktop viewport.

Also, using people’s face photos in the hero area is always risky®>. Face photos should be tested.

(b) this banner attracts no clicks:

>t “people also hate to scroll. After a few screenfuls, a lot of them give up” (Briem, Gunnlaugur SE (2002) How to arrange text on
web pages, in: Sassoon R. (Ed.) (2002) Computers and Typography 2, Bristol: Intellect Books, p. 13).

2 “Supersized Hero Images (and Large Full screen Backgrounds). They look good, but they are highly ineffective and a waste of
critical real estate. You can define them as large attractive headers too. If you are able to support it with relevant content and
call to action buttons — great, otherwise they stay as a unnecessary decorative design element. Hero images are still a great
option for personal websites but think twice before using them for company sites with a lot of content and offerings. Often times,
they push important body text down below” (FeedbackGuru (2017) Web design trends you should stop following now! {Link}).

= “Never put up a face photo that hasn’t been thoroughly tested. It needs to be the right face” (Flint McGlaughlin in: Marketing
Experiments (2008) Optimizing ecommerce websites {Link}).
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https://feedbackguru.com/articles/web-design-trends-stop-following-now/
https://marketingexperiments.com/value-proposition/optimizing-ecommerce-websites

(c) this is simply a visual garbage:

(d) number of clicks on blogs is negligibly low:

01%

(e) percent of visitors who scroll down to these (perhaps useful) banners is too low (~5%):

5.4% OF VISITORS REACHED THIS POINT

Correct examples:
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MON  POSAPURMTR  FOOOAVRR  MOWERSACET  GIITM D Be

JFeanrea categores

Categories
(mandatory)

CLASSIC IR TS CONTRMIORARY. |
L

Shop customars’ top rated

T kwhw

Macy’s

WOMENSWEAR

Promos
(optional)

3

—
o) [

(mandatory)

M&S

Recommendation is to strictly follow this scheme.

The knitwear

Let's get active

HP100 You already know that bracketed CTA buttons don’t work:

It seems the rectangular ghost and flat buttons don’t work too:
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Ghost buttons have the lowest visibility and lowest conversion rates among all types of buttons?; flat buttons don’t
motivate users to click them as well.

How to design a highly converting CTA button:

= button should be aesthetically appealing and pressing it should be a visceral pleasure and a physical
experience;

= button should look like a button: an embossed 3D-looking button, not a flat rectanglezs;

»  button should have rounded corners®;

=  button should have four states: normal, hover (on desktop only), pressed, and disabled (during a short
interval between pressing the button and, for example, adding an item to the shopping cart);

= color of button should be contrasting to the website main palette?’;

= colorintensity of button should increase on mouse hover, not drop;

= button should be large enough but not too large.

Categories and subcategories
CA010 Ctr1-Click command doesn’t open product links in new tabs. Opening links in new tabs is an absolutely
natural user behavior and it is unacceptable to prevent it.

CA014 Remove meaningless imagery:

** “Our initial tests showed a trend towards ghost buttons having a negative impact on attention and conversions” (Hay, Luke
(2016) Ghost buttons: UX disaster or effective design? {Link}); “Ghosted buttons have ghost conversions” (Angie Schottmuller’s
comment to: DeMeré, Nichole Elizabeth (2015) We are conversion rate optimization experts: Ask us anything {Link}); “Every eye
tracking study we’ve done they [ghost buttons] lose out to a more solid button” (Sena Jeffers’ comment to: Ratcliff, Christopher
(2015) 12 supernatural examples of ghost buttons in ecommerce {Link}).

> section 3 “Make buttons look like buttons” in Wiebe, Joanna (2013) 6 proven ways to boost the conversion rates of your call-
to-action buttons {Link}; “This is fundamental, but the button has to look clickable. If the visitor isn’t sure that this is the place to
click — they won’t. The use of 3D effects, shadowing, subtle gradients and borders will not only draw the eye, but encourage the

response you want” (Ve Interactive (2015) The Marketer’s Guide to the Perfect CTA {PDF}).

%% “The best buttons have rounded corners, making them friendlier and more inviting to click” (Lightspeed (2016) 10 Ways to

Build a High Converting Online Shopping Experience {PDF}); “I strongly suggest using rounded or circular corners on the ends of
your CTA for three reasons. First, rounded corners point inward and draw the attention to the inside (content) of the button. A
square edge on the opposite, points outward and draws the attention away from its object. A second reason to use rounded
corners is that these settles your subconscious. Studies have shown that we are ‘programmed’ to avoid sharp edges in nature
(primordial reaction) because they present a possible threat. The last reason why you should use rounded rectangles is because it
actually takes less effort to see” (Olyslager, Paul (2014) Call to action buttons Part 3: Shape and size {Link}).

7 “You need to make sure your call-to-action buttons stand out. Don’t use the same color that is omnipresent on your site

because it’s the fundament of your corporate identity. Pick a color that’s unique and eye-catching” (p. 18 in: Omniconvert +
GetResponse (2017) 50 eCommerce Growth Ideas for 2017: From 17 eCommerce Experts {PDF}); “Use a color that stands out”
(Patel, Neil (2014) 8 tips to optimize your CTA buttons for conversion {Link}); “Use color that contrasts with other elements”
(Crestodina, Andy (2014) How to design a button: 7 tips for getting clicked {Link}); see also: Fernandez, Mary (2016) Which color
button converts best? Here’s what research shows {Link}, Smith, Jeremy (2014) 6 characteristics of high-converting CTA buttons
{Link}.
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https://conversionxl.com/ghost-buttons
https://inbound.org/discuss/we-are-conversion-rate-optimization-experts-ask-us-anything
https://econsultancy.com/blog/66075-12-supernatural-examples-of-ghost-buttons-in-ecommerce
http://www.copyblogger.com/call-to-action-buttons/
https://resources.veinteractive.com/hubfs/UK/Content/2015_01_ThePerfectCTA_UK.pdf
https://www.lightspeedhq.com/pdf/white-papers/lightspeed-10-ways-to-build-a-high-converting-online-shopping-experience-en.pdf
https://www.paulolyslager.com/call-to-action-buttons-shape-size
http://resources.omniconvert.com/50-ecommerce-growth-ideas/
https://www.crazyegg.com/blog/call-action-buttons/
http://www.orbitmedia.com/blog/how-to-design-button/
http://optinmonster.com/which-color-button-converts-best/
http://blog.crazyegg.com/2014/10/16/high-converting-cta-buttons/

CA020 {Not applicable to subcategories} On category pages show subcategory filters above the product list*.

Examples:

ee 8o 86 08 Co 44 &4 ©

DEMI-CUP PUSH-UP RACERBACK STRAPLESS UNLINED T-SHIRT BRALETTE ESSENTIALS

SORT - FEATURED

Yandy
FULL CUP DEMI| CUP QUARTER CUP DD-F CUP BRAS
SIZE GUIDE
SORT BY -
FILTER v
Agent Provocateur

These filters should be also repeated on the left rail.

CAO030 It seems, all normal apparel websites place filters on the left rail:

K.upsi-n f o COLOR e a
aLallE]le]lp K- Shao: By = g z
oD DOD| E | F | FF \ " )
G | GG H | HH| 1 Band ‘
S Ll ki |[m O O3 -_
N
1 Ose O Gy o
Band Size e
28 | 30| 32 | 34| 38 [ Olay ) s
SLILA0 L A2 1L A | d6 D4 4 - i - -
:: R NE A Braval - ) Strapless Sensote i . =
. i UPH":S;tih e o
Eligibie for Free Shipping iz O Ok e e - .
Froe Shipping by Amazon e B $65.00 i . n 4 Y —— ¥
| Add-on Iem ftu ml Qo o dn oy e by W ey
Euctuce [T " Oooo O
ey % 0 0 RoR
o¢ @ ) |
e 0 7. Color 1 G u -
| | B | | Os10- 5150 BEEu
N X" XN ] J . OCovinsise ; =
= O sace imems | dam A
Amazon Curvy Couture Yandy John Lewis

| understand that placing filters on top of product list is “trendy” but this is probably a harmful trend.
Recommendation is to place filters on the left because this meets customers’ expectations.

8 Holst, Christian (2016) Consider ‘promoting’ important product filters {Link}.

CRO and UX audit of Cosabella webstore 13
Version 2 | 29.08.2017


http://www.yandy.com/bras.php
http://www.agentprovocateur.com/us_en/lingerie/bras
https://www.amazon.com/Womens-Bras/b/?node=1044960
https://curvycouture.com/collections/types?q=Strapless
http://www.yandy.com/bras.php
https://www.macys.com/shop/womens-clothing/bras?id=55799&edge=hybrid&cm_sp=c2_1111INT_catsplash_women-women%27s-clothing-lingerie-%26-shapewear-_-row5-_-icon_bras
https://www.johnlewis.com/browse/women/bras-8000016892/_/N-53f3Z4cg1
http://baymard.com/blog/promoting-product-filters

CAO040 It is absolutely necessary to show product color variations — mentioning “105 colors available” is not enough

because many customers may think that the item is only available in the displayed color. Examples:

Wacoal 85567
Awareness Full Figure
Seamless Bra

] ]
Elila 1305
Jacquard Softcup Bra with
Cushioned Straps

m = )

Bali Active Foam Underwire
Sports Bra 6566, A Macy's
Exclusive

Vanity Fair Beauty Back
Full Coverage Bra 75345
Limited-Time Special

i
v o

FLORALE by Triumph Peony

Underwired Padded Bra, White
£56.00

[

Balcony Bra, Pale Pink
£62.00

HerRoom

Macy’s

John Lewis

Note that it’s not necessary to show color selector if there is only one color available.

CA050 From a normal customer point of view, this means that color filter simply doesn’t work:

A SORTBY “/ COLOR A COLECTION A STYLE A SIZE X CLEAR ALL FILTERS
[T BLUE [ BLACK 71 PINK PURPLE
[l GREEN [ BEIGE %- WHITE [F1 RED
[T GRAY [T BROWN [T] ORANGE B yELow
MULTI
'S

Naturally, if a color filter is applied then all product thumbnails should be displayed in the color selected.

CA052 Show number of products in each subcategory. Examples:

¥ Style Style Bra Feature
Balcony (38) Balcony (73) Back Smoothing (9

Backless 22
Full cup (170) Comfort (G6) Bandeaus &
Plunge (42) T-Shirt (63) Bralettes (53)
Strapless (20) Full Cup (51) Front Closre 20

Full Busted (195
Push up (12) Plunge (44) Full Coverage (135)
Bralet (11) Sports (18) Minimizer 1)

Push-Up 18
Cropped top (2) PushUp (4) Racer Back 21

M&S John Lewis Macy’s

CAO054 Consider removing Style filter because customers rarely use it:

CRO and UX audit of Cosabella webstore
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https://www.herroom.com/bras.aspx
https://www.macys.com/shop/womens-clothing/bras?id=55799&edge=hybrid&cm_sp=c2_1111INT_catsplash_women-women%27s-clothing-lingerie-%26-shapewear-_-row5-_-icon_bras
https://www.johnlewis.com/browse/women/womens-lingerie-underwear/bras/_/N-fl5
http://www.marksandspencer.com/l/lingerie/bras/balcony-n-1z13ym7
https://www.johnlewis.com/browse/women/womens-lingerie-underwear/bras/_/N-fl5
https://www.macys.com/shop/womens-clothing/bras?id=55799&edge=hybrid&cm_sp=c2_1111INT_catsplash_women-women%27s-clothing-lingerie-%26-shapewear-_-row5-_-icon_bras

See also CA020.

CAO060 Analysis of vendors on Amazon and other popular underwear webstores shows that there are three
important differences between them and your website:

(1) they show products weared by a model (an obvious exception are product packs):

' -

Amazon Amazon

(2) they provide secondary product view (usually, back view) on mouse hover:

Amazon

(3) they crop model faces:

Macy’s John Lewis

| think they know what they do, so consider doing the same.

CA062 Also consider “product view / model view” switch. Example:

PRODUCT ON MODEL
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https://www.macys.com/shop/womens-clothing/bras?id=55799&edge=hybrid&cm_sp=c2_1111INT_catsplash_women-women%27s-clothing-lingerie-%26-shapewear-_-row5-_-icon_bras
https://www.johnlewis.com/browse/women/womens-lingerie-underwear/bras/_/N-fl5

5 = Al
38 o TOW AR IR ¥ 38 mems SHOW 28 TEMS = m ONMODEL | MEW ARRIVALS  w T

(Note that by default they use model view.)

CAO070 Visually activate the entire list item upon mouse hover to underscore that all its different elements lead to
the same place®. Example:

|
Wacoal 65124 | Rhonda Shear 9703
Body by Wacoal T-Back Front Ahh Cutie Racerback bra
Closure Bra Rhonda Shear 9533
RUB 2720,44 Ahh Seamless Leisure Bra RUB 525,44 - RUB 1 182,30
RUE 588,44 - RUB 1 064,52 i
ik iy tEone Goldes o 531 3 for RUB 2 661,30
3 for RUB 2 661,30 ok
Fokokd
QUICK VIEW
HerRoom

CA080 Research shows that Quick view buttons do more harm than good so recommendation is to avoid them®:

CONSTANCE MINIKINI
$35.50

1 coler available

Consider replacing them with Select options buttons. Example:

%° Holst, Christian (2016) Product listing UX: Use synchronized hover effects & unified hit-areas (76% don’t) {Link}.

% “Quick View features cause severe usability issues — to the extent where sites should generally avoid using Quick Views
altogether” (Holst, Christian (2015) Product list usability: Avoid ‘Quick View’ overlays {Link}).
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http://www.marksandspencer.com/l/lingerie/bras/balcony-n-1z13ym7
https://www.herroom.com/bras.aspx
http://baymard.com/blog/list-items-hover-and-hit-area
http://baymard.com/blog/ecommerce-quick-views

SELECT OPTIONS

BOW PEEP BRALETTE $190.00

Dottie's Delights
CAO090 Since you already use a “Best seller” badge, it will be logical to add sorting by popularity:

W SORT BY s

BEST MATCH
LATEST ARRIVALS
FRICE HIGH-LOW

FRICE LOW-HIGH

CA100 The meaning of “Best match” sorting is unclear. Consider removing it.

CA110 Infinite scrolling on ecommerce category pages is not recommended?'. Recommended ways of scrolling
product list are:

= on desktop, use a combination of the “Load more” button and lazy-loading; set the threshold for the “Load
more” button to 50 to 100 items;

= on mobile, use the “Load more” button but set the threshold to 15 to 30 products because of scrolling and
screen size issues.

Product page

PR0O10 You are in a visually-driven industry where textual descriptions play a secondary role. It’s inappropriate to
start a product page with texts and it seems nobody else does this in your vertical. Here are examples where product
descriptions are normally placed:

Dafiah Body Biack :g Vanity Fair Women's Beauty Back Full Figure Underwire
R 44 Bra 76380
P 2 r B ST * 2.039 customer reviews | 20 answered questions

Price: $19.79 - $995.00 & Free Retum on some sires and colors
Sales Lewer price available on select aptioms

Fir: As expected (BO%) =

Select |w| Sire Chart

Color: Damask Newtral

AR AN Wl Wl g
€ T ee A6 8RB S

= 75% Nylon, 22% Spandex

« Imported

Rall over image to z0om in * Hook and Eye closure

« Hand Wash

* Full-figure bra featuring Lace applique at center band and no-poke underwire
* Stay-in-place adjustable strags

» Lightly padded contoured cups

» Shapes and smooths sides and back

*! DiSilvestro, Amanda (2015) Infinite scrolling: What to consider before implementing it on your site {Link}; Loranger, Hoa
(2014) Infinite scrolling is not for every website {Link}; Nguyen, Dan (2013) Why did infinite scroll fail at Etsy? {Link}.

*2 Holst, Christian (2016) Infinite scrolling, pagination or “Load more” buttons? Usability findings in eCommerce {Link}.
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https://dottiesdelights.com/collections/types?q=Bras
http://blog.hubspot.com/marketing/infinite-scrolling
https://www.nngroup.com/articles/infinite-scrolling/
http://danwin.com/2013/01/infinite-scroll-fail-etsy/
https://www.smashingmagazine.com/2016/03/pagination-infinite-scrolling-load-more-buttons/

Curvy Kate Daily Dream Blucberry Mix }m’m UF| PLUS SIZE BRA |} Angela
Padded Balcony Bra £40.00 B
R feeto
Al L e
367 $21 i
£ B
e s
g I L] .
Faiecta S || ey 1 -
. n [=) = ) =l e [
icachios = (mo| o e (s ma| [
-
— i s
T — i m ﬁ ‘ é ; ﬁ [ - ]
oucT D sana o Quick Cverview
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* Cert e
L - Tamis
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e O eaw

£
£
g
§
E¥

PR020 {For A/B-testing} Consider removing Inspiration section or placing it below Product Details section.

PR0O30 Consider presenting Product Details section as a bulleted list instead of extended writing. Examples:

PRODUCT DETAILS * Thick, adjustable straps for comfort and support # Deep-plunge front closure
i Smooth underwire contour cups .

Bra by ASOS Collection . U- rwir ur UF'- s Underwire

e Siretch jersey ¢ Two-ply wings for extra smoothing

e Scoop nack » | eotard back smoothes and prevents strap slippage ¢ Nolded cu s

o Adjusiable siraps * Double hook-and-eye back closure = Contoured, push-up bra

. C d cot * Nylon/spandex

ropped cu o Hand wash * Smooth-cup silhouette
® Machine wash « Imported back
9 . ® |aceracerbac

® 95% Polyamide, 5% Elastane « Savings Based On Offering Prices, Not Actual Sales

® Qur model wears a Small cup size » Web ID: 719031 s Shell: 38% F'Dl}'amld =, 12% Elastane
ASOS Macy’s The Little Bra Company

PR040 Add more product photos. Showing 1-2 photos is absolutely insufficient. Examples:

CRO and UX audit of Cosabella webstore
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Adding more photos may probably save you from investing in video production. Videos on apparel websites were
popular 7-8 years ago but it seems pioneers of this approach like ASOS, Zappos and KnickerPicker were not
successful with the results they achieved. | am rather sceptical about videos and | think multiple photos will always
beat videos on conversion rate. People simply do not have enough leisure time to watch videos.

PR0O50 Of course, you may keep videos on product pages but definitely avoid autoplaying them and provide a
possibility to play them on user request. Examples:

) ] ] ) (]

HerRoom Amazon ASOS

PR0O60 Sometimes videos don’t include the product (in this case — a thong) at all: New Soire Sheer Lowrider ltalian
Thong

PR0O70 Consider not showing two complementary products simultaneously. Focus on the main product and show the
complementary product only partially:

Curvy Kate Daily Dream Aqua Cheeky|
Shwort

Curvy Kate Bardot Berry/Copper
Balcony Bra
LA & 4 e teelo

522

1 Sire Cusde
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https://www.herroom.com/panache-5021-full-busted-underwire-sports-bra.shtml
https://www.amazon.com/Playtex-Womens-Original-Comfort-Strap/dp/B0007YRA2A/
http://www.asos.com/calvin-klein/calvin-klein-seamless-logo-bralette/prd/7496473?clr=greyheather&SearchQuery=bras&pgesize=36&pge=0&totalstyles=1132&gridsize=3&gridrow=5&gridcolumn=2
https://www.cosabella.com/en-us/panties/thongs/soire-new-lowrideritalian-thong
https://www.cosabella.com/en-us/panties/thongs/soire-new-lowrideritalian-thong

e

JUST IN LACE LILAC RRALETTE
[

e

1295

L

(oJo)e)]

Calvin Klein CK Black Collection
Push-Up Racerback Balconette
QF1620

deddokd ieen

GEP 64 45

EXTRA 29% OFF 1SE: FRESH Eors 384 o8 s mae]

Baein

This product is currently wnavailable
See Simdar Weng that ane availatle for purchase e

[Sloggi Evertiew Lece Bre, Liberty Blue

PR080 Where possible, automatically match colors of complementary products (in both directions):

INSFIRATICN 2 :i

PRODUCT CETARLS

GETTING
MARRIEDY

NEVER SAY NEVER™ BRAZILIAN

RAIMIKINI
wa

O Lo i

t Coverage Bra

e

v U o122

T A
NEW! Mesh & Lace
Hiphugger Pasty

PR L ]

: i
[ oo ioene |
Victoria’s Secret

MNEVER SAY NEVER
RACIE™ RACERBACK
BRALETTE
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https://www.victoriassecret.com/bras/lightly-lined-and-demi/perfect-coverage-bra-body-by-victoria?ProductID=347055&CatalogueType=OLS

PR090 Try to show main product and complementary product(s) visible in the viewport without scrolling. Examples:

Curvy Kate Bardot Berry/Copper l‘:] ASOS Hailey lcne'[m"ﬂ ':m
3 Triargle Bra Sat in Blac
Balcony Bra "
kAt oo feelo ;ﬁ e -
ree Hhipping W
V2 522 ASOR Haley Loachine lace
ﬁ Tiongia bra
2 See (usde £is.00
coteuns Back
- =
Séiect 8 Soe g o 2 2l EE N Suum guide
Selectnd Sue ( Focne iabec -
ASLHS Hilay Locs Franch
Kricher
m s
cotous: Bach
W fusd 10 Wishisst s Saw quide
Peme whee! -
B
IL ITEMS SELECTID: & £e.00
Wite s stoun the Bk Curvy Hate Bargcn ert
Eerry/Copper Baicony Bra, with saun paneling snd
e [ soommrone RS

ASOS

AUTGGRAPH Complete the set
Dentelle Lace Padded Balcony Bra A-E

THIENIP
£2250 dkkh 24 reviews

Free standard delvery on clothing & home. Conditions appiy.

Also wvatablo in matching knickars

Select colour:
Why not try...
Select size & Sie guate
Chast
A 3 34 36 38
] 32 34 36 38
€ 30 32 34 36 3B 40
D 30 32 M 36 38 40 '8 Lach Peded
30037 3 36 38 40 e et
oo £2750
E 30 32 34 3% ok
oy 1+
Camabella Women's Italla 501t 8ra o
it - - " VAN 1L ME CAGLD IRALE1 TG
. B sewe 285
5 i oY 3G 1 P
iy S o

szn

oo g
e e TR [oYoYo)
o b oL

agnstbaeroEaamEs o

-y B

Doy 2 heft o 510k - ooes soon.
Tt e e e T

BRE E

i e b s e Ty b i s e

ki i Pt st s s 108
toooovinnlindivwbiostueolonts =

COMPLETE THE LOGK

nar
O e Fit Mzt

Amazon

PR100 {Not sure} Based on the majority of similar webstores, it can be supposed that in your industry color is more
important than size (absolute majority of webstores place color selector first):

§

Color : Black

EREEEE EE
()

COLOR -,_lu‘ = 4
“T 1 : CEEZP EEEEE ' &=
- . AEEE I

\wo/m\ a/16] [18/20| |oo/04| [ : <]

B R I

]

g
g
§
g
¥
¥
&

3c 34D 3400 368
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http://us.curvykate.com/curvy-kate-bardot-berrycopper-balcony-bra
http://www.asos.com/asos/asos-hailey-longline-lace-triangle-bra-set-in-black/grp/16762?clr=black&cid=6576&pgesize=36&pge=0&totalstyles=611&gridsize=3&gridrow=1&gridcolumn=2
http://www.marksandspencer.com/dentelle-lace-padded-balcony-bra-a-e/p/p22457599?prevPage=plp
https://www.amazon.com/Cosabella-Womens-Italia-Regency-Periwinkle/dp/B01BOPVZDK
http://www.yandy.com/Yandy-Tex-Mix-Caged-Bralette.php

Colour  Nude Select colts COLOR:
Size Soloct sizo
7oy e vt A SIZE:
Lo 32|34 6 e a
Ls JLw [ ]

3E | ME | 36 | ME “f momomomom

Exceptions: Amazon, Yandy, HerRoom.

Consider placing color selector above size selector.

Available Colors (Rollover to enlarge, click to change product image.)

COLOR SIZE (Size Charts) arty
Smoulder Black ~ Choose an Option... 1

PR110 Anyway, allow selection of color and size in any order:

1| T []
ol M

HENawm m=
Example:

Choose colour: Blush

H[ =

Choose bra size: 32€  In Stock

A B C D DD E
28
30 304 308 30c 300 300D 30E
32 324 328 32D 320D 32E
36 364 248 24C 24D 340D 24E
as 238 28c a8 240D
40

Boux Avenue

PR120 Remove “steps”:

$34.50
SHER=C e P et et

S/M ML LKL

SIZE CHART

SFER=FMO—=t e SRR

SO RS EE—
ElE Ez EE

Thocsa colour: Black/Purple
o (w

Choea bre size: J0A

Selecting color and size is a very simple thing, don’t overcomplicate it: there should be no any “steps”.

PR130 {For A/B-testing} If a product has only one color then remove color selector:

e =2 SEAEE
=F==EEA =5a SE=ESEs
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http://www.bouxavenue.com/bras/annette-plunge-bra/101311.html?dwvar_101311_braSize=30A&dwvar_101311_color=01BV&cgid=1000027

By simplifying their product pages this way Mountain Warehouse got an increase in RPV of 13.8% .

PR140 {Not sure} There is a general chaos with product sizes. For example, items from the same subcategory use
different size labeling systems (screenshots from subcategory pages):

Oe Os Cm B
Ex [ 32A [CI36A 328
[C] 348 [C36B [32c [34C
[36C 32D [[]34D 36D
CLRG [E MED [CIsML EPTT

DONE

| bz b3 [ 4
mbe s [ M mL
Ex 324 [ 34A [ 36A
[ 38A 328 348 [C]36B
[C] 388 ba32c [34C [36C
[C3scC 32D 34D 36D
38D [[] 320D [[]34DD [[136DD
Os [ 30A [C] 308 [C30c
[ 30D

DONE

This may lead to confusion.
PR150 Universal size chart is a mockery of the customer:

WE CHART P ;

G-§

5 & SINGLE SITE THONG STYLES

e g
HP O

THONGS & MINIEINIS
L4 M

FLLS
LixL 122X

HE ) 3.7 355305
P O 5.5 927578

BIXINIS, HOTPANTS, SHORTS L PANTS

K5, TOFS, BABYDOILS. CHEMISES, NIGHT GOWNS, PS5, TEDDMS, DRESSES, ROBES

Ideally, size chart should be provided at the individual product level. Example:

** AWA Digital (2017) CRO case study: Mountain Warehouse {Link}.
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http://www.awa-digital.com/results/MountainWarehouse

ANN SUMMERS LOVE PASSION PLUNGE BRA
RUB 3,210.40

Hedededete Writa tha firct rovioy

[

Size Chart
3,210.40

Love Passion Plunge Bra

=]

Please Note: Cup sizes AA to D remain the same.

g';sguggm US CUP SIZES[EUROPEAN UK
T o e Q0 F J[e ]
IDDD/F E
DDDD/G F |

H

=

FF |
G |

=ITip|Tm

ADD TO BAG

Bare Necessities

PR160 Remove:

PR170 Two similar options — adding to favorites and adding to registry — make customers hesitate which option to
choose and what is the difference between these options. Remove one of them:

W FAVORITE +ABETORESISTRY

Rename FAVORITE with Add to favorites or Add to wishlist or Save for later.

PR180 Adding an item to wishlist (favorites) or registry should not require logging-in/registration".

ADD RACIE™ RACERBACK BR

You are not logged in_ch

Correct examples: Curvy Kate, ASOS.

PR190 It is excellent that in contrast to many other ecommerce websites you do not have social shit sharing buttons
on your product pages but there may be two exceptions: email sharing (because many customers send product links
to themselves) and Pinterest (because many customers used to collect their wishlists there). People at Macy’s
understand this moment perfectly:

** Budiu, Raluca (2014) Login walls stop users in their tracks {Link}.
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https://www.barenecessities.com/ann-summers-love-passion-plunge-bra-01brpgas1453_product.htm?pf_id=AnnSummers01BRPGAS1453
http://us.curvykate.com/
http://www.asos.com/
https://www.nngroup.com/articles/login-walls/

Qty: ‘ 1w ‘
Product Details -

Wacoal's Basic Beauty Spacer T-Shirt Bra features cups that
offer the opacity of a padded bra without the weight, a v-back
design to keep straps in place, and sides designed to smooth, all
of which will give you a beautiful silhouette.
* Fully-adjustable straps
* Breathable, soft lightweight stretch micro spacer full-
coverage contour cups with inner mesh lining
# Deep back-smoothing wings eliminate bulges
+ Triple hook-and-eye back closure
® Close-set straps with back adjustments
* Cups: Polyester/spandex; back: nylon/polyamide/nylon;
Spandex/elastane; center lining: nylon/polyamide;
* Hand wash

* Imported
* Web ID: 1004515

Shipping & Returns +
® K

Sharing via email or Pinterest is particularly important on smartphones: many customers are not ready to make their
purchases on a mobile device and want to save product links to complete their purchase on a desktop at a later time.

PR200 {Not sure} “O/S” can be misinterpreted as “Out of stock”**:

STEP ONE: SELECT A SIZE: ©/5

Q73

Use One size mark instead (without a border around it).

PR210 Definitely remove this scum:

PR220 Show shipping costs®*.

PR224 For items eligible for free shipping clearly state that this product ships for free®’.

%> cambridge Dictionary {Link}; Abbreviations.com {Link}.

% “Users’ interest in shipping costs starts already at the product details page. Our new Product Page study reveals that 64% of

users looked for shipping costs on the product page, before deciding to add a product to the cart. For this majority of users,
having an idea of the full order cost is crucial for being able to make a purchasing decision at the product page” (Holst, Christian
(2017) Product pages need to show ‘estimated shipping costs’ (yet 43% of sites don’t) {Link}); “Offer shipping estimates on-page”
(Roggio, Armando (2017) 5 tips for displaying ecommerce product prices {Link}).
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http://dictionary.cambridge.org/us/dictionary/english/out-of-stock
http://www.abbreviations.com/term/1445854
https://baymard.com/blog/show-shipping-costs-on-product-pages
http://www.practicalecommerce.com/5-tips-for-displaying-ecommerce-product-prices

PR230 Show delivery date®. Example:

Women's Lace & Lift Add-A-Size Push Up Bra, Style 75301

teareview Q&A By:Vassarette Walmart # 564873565 H v @

S'I 394

2-Day shipping

Sold & shipped by Walmart

Free 2-Day Shipping on orders 535+
Arrives by Wednesday, Aug 30 %

Orders under 535 ship for $5.99 Shipping options

¥ Choose a store to see pickup availability

Size 1348
34B hd

Actual Color : Honey Beige/Sweet Cream

]

Walmart

PR240 Inform a user about successful addition of an item to shopping cart but do not evoke mini-cart overlay:

DUCTS ADDED TO SHOPPING BAG

VIEW SHOPPING BAG

8 CHECKOUT

Avoid mini-cart completely.

PR300 {Just an idea} Allow customers to see how a product will fit on a range of bodies.

%7 Scott, Edward (2017) Product pages: ‘Free shipping’ should not only be in a site-wide banner (32% get it wrong) {Link}; “If a
particular item includes free shipping or is at least eligible for free shipping, consider including a free shipping message right next
to the product’s price” (Roggio, Armando (2017) 5 tips for displaying ecommerce product prices {Link}).

*% Appleseed, Jamie (2017) Use ‘delivery date’ not ‘shipping speed’ — from UX research to implementation roadmap {Link}.
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https://www.walmart.com/ip/Vassarette-Women-s-Lace-Lift-Add-A-Size-Push-Up-Bra-Style-75301/915006916
https://baymard.com/blog/avoid-banners-only-free-shipping
http://www.practicalecommerce.com/5-tips-for-displaying-ecommerce-product-prices
https://baymard.com/blog/shipping-speed-vs-delivery-date

Shopping cart

SC010 Don’t combine shopping cart with checkout: they must be separate pages. Currently one-step checkouts are
dying off and now 96% of top US e-commerce sites use multi-step checkouts (or their variation, accordion
checkouts)®.

SC020 It’s absolutely clear that it’s too early to remove the main menu from the shopping cart page and customers

still need it there:

Many users have a habit to use shopping cart as a shortlist: they add multiple items to shopping cart and then use it
to narrow their choice®.

SC030 Allow users to print or email their cart contents®.
SC040 Show delivery date.

SCO050 Use Proceed to checkout button.

Checkout
CHO10 = SC010.

CHO020 It seems too many users confuse login with registration:

570 clicks (24.48%)

C = w

129 clicks (5.54%)

sl

Should be redesigned. Try to remove Email and Password fields.

CHO30 People don’t want to use Facebook login (and this is natural*?):

3 “One-step checkouts are more or less dead” (Holst, Christian (2016) The average checkout flow has 14.88 form fields — twice as
many as necessary {Link}).

9 “L ots of people use their online shopping cart as an informal shortlist. They browse and add all the items they are considering,
and then compare them and make a final decision within the cart” (Allen, Jesmond; Chudley, James (2012) Smashing UX Design:
Foundations for Designing Online User Experiences, Chichester: John Wiley & Sons).

*! Jacob, Sherice (2012) 40 checkout page strategies to improve conversion rates {Link}.
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Remove.

CH034 Avoid multiple-column forms*.
CHO36 Explicitly mark optional fields*.
CHO040 Don't start checkout form with email:

SHIPPING ADDRESS

EMAIL™

[« YES, EMAIL ME WHEN THERE ARE SALES AND PROMOTIONS.

An attempt to grab customer’s email as early as possible (for remarketing purposes) is probably one of the main
causes of low conversion on many ecommerce websites. Customers are clever enough to understand that in this
case their email will be used to spam them. Place Email field in the end of Shipping address section and explain that
you may need customer’s email for delivery purposes only and you will never use it for marketing:

We will use your email exclusively to send you information on this order

And, naturally, do not preselect Yes, email me checkbox: this is a creepy practice and people hate it.

2 electronicmax (2013) People hate social login {Link}; “Users don’t like to get spammed and they don’t want to spam others

either. Facebook and Twitter sign ups are known for automatically spamming followers and friends with updates on user
activity” (Tseng, Anthony (2012) 8 reasons users don’t fill out sign up forms {Link}).

* “You should avoid multi-column layouts for form fields” (Appleseed, Jamie (2011) Form field usability: Avoid multi-column

layouts {Link}); “Keeping a long form to a single column and making users scroll down the page is better than breaking it up into
columns <...> forms should never consist of more than one column” (Mifsud, Justin (2011) An extensive guide to web form
usability {Link}).

** Holst, Christian (2014) E-Commerce checkouts need to mark both required and optional fields explicitly (Only 9% do so) {Link}.
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CHO50 Use single name field (Your name) instead of First name / Last name®.
CHO060 Remove Phone field*.

CHO70 Swap these buttons:

USE YOUR AMAZON ACCOUNT

CHO077 Show Add gift certificate and Add promo code fields only if you are absolutely sure that a customer has one.
Otherwise remove these fields: they are well-known conversion killers*’. Customers feel they are overpaying when
seeing a promo/coupon field.

CHO78 Also consider using a single field Gift certificate / Promo code instead of two.
CHO080 Don’t ask for credit card type™.
CHO090 Place PayPal and Amazon Pay buttons above credit card fields.

CH100 Rename Continue with Place my order.

Mobile version
MBO010 Use normal menu instead of hamburger®:

cosABELLA & /|

/ﬁ‘ Bras v Panties ~ Lingerie~  More v

Also use normal permanently visible search box instead of magnifying glass icon.

MBO020 Depth of homepage scrolling on mobiles is much higher than that on desktop:

* “Use a single name field where possible <...> Multiple name fields mean there’s more risk that: (1) a person’s name won’t fit
the format you’ve chosen; (2) users will enter their names in the wrong order; (3) users will try to enter their full name in the first
field” (GOV.UK Service Manual (2017) Names {Link}).

*® “Most test subjects subscribed to a simple logic: if the store already has one way of contacting me (e. g. e-mail), why do they
need another (e. g. phone)?” (Holst, Christian (2012) Checkout experience: Don’t require seemingly unnecessary information
(61% get it wrong) {Link}).

v “Removing the coupon code had a strong increase to sales and even a stronger increase to checkout visits” (GoodUI
Datastories - Issue #26 — Jun 2016 {PDF}); Bowen, Tom (2013) Stop “promo code search” leaks once and for all to increase
conversions {Link}; Graham, Eric (2009) Do coupon codes INCREASE checkout abandonment? {Link}.

8 “Asking your users to tell you what sort of card they’re using is actually a completely unnecessary step. The first digits of any
payment card are an indicator of what type of card it is, e.g. Visa debit, MasterCard etc.” (Bolton, Hazel (2014) Card payment
forms: User friendly design {Link}).

* “Avoid hamburger menus if you can <...> Many sites do so because they just follow trends without checking how these affect
user experience or sales. But, again, there are a few who have gotten wiser and are using alternatives to the hamburger menu on
their mobile sites” (Olotu, Timi (2017) Five mobile commerce UX problems and how to fix them: Advice from observing real users
dealing with real m-commerce issues {Link}); Pernice, Kara; Budiu, Raluca (2016) Hamburger menus and hidden navigation hurt
UX metrics {Link}; Pernice, Kara (2017) Hamburger menus hurt UX metrics {YouTube}.
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This means that people scroll down to the bottom of the homepage, tap nothing and are unable to find information
they need. No doubt, all existing trash should be removed:

This is how the homepage should be organized (this is an illustrative wireframe, not a design):
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cosABELLA & @7

Find

ﬂ Bras ~ Panties v~ Lingere~  More~

-
(
-

o
-
Q
wn

“Bandeaus " Bralettes

“Demi “ Nursing

" Plunge " Push up

" Racerback ' Sport

¥

Q
-
e
M
7

“ Athletic “ Bikini

" Boxer " Boyshort
" G-strings “High rise

- s w
Minikini

Low rise

Category

Subcategories

CAMPUS

CUTIE

Join Newslefter >

fYyOoe@

2 OUR BELLAS

MBO030 Use white background for submenus to differentiate them from the main menu:
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PAMNTIES

BEST SELLERS

ATHLETIC

BIKINI

Due to insufficient color difference user orientation in the menu hierarchy may be impeded.

MBO040 There are two different notations for manipulating menus: arrows in the main menu and +/— in the footer

menu:

QUICK LINKS

Use a uniform notation for either menus.

MBO050 Due to excessive whitespace scrolling product lists becomes a tiresome and inefficient work:

TRTCU BIRTNT
¥ % e i 5 Reviews
$23.50

4 colors avoilable

HARLOW LOWRIDER Blklm

Reduce whitespace.

MBO060 Remove this freaking button:

MBO070 Remove:
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Nobody will write reviews on a smartphone.

MBO080 Don’t hide the color palette:

STEP TWO: SELECT A COLOR: v
VETIVER

Show it in expanded view by default.

MBO090 Simply remove expand/collapse buttons:

STEP ONE: SELECT A SIZE: M ) ¢

SIZE CHART

STEP TWO: SELECT A COLOR: x
ROSSETTO

MB100 The long distance between product image and color selector and the necessity to scroll the page back and
forth is an additional argument in favor of placing color palette above the size selector:

R [

$52.00

STEP ONE: SELECT A SIZE: M v

SEL XL

SIZE CHART

STEP TWO: SELECT A COLOR: A
ROSSETTO

# -
EETE B
gy
H NESR

MB107 {Also applies to desktop version} Remember the size selected by a customer and use it as a default size on
other product pages from the same category. Don’t make users select the same size on every product page they

visit.

MB110 The primary CTA button should look like a button, not like a page separator or a section header:
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¥ FAVORITE

MB114 Show product price closer to the Add to bag button:

$52.00
N\
STEP ONE: SELECT A SIZE: v

SIZHCHART

EP TWO: SELECT A COLOR: ~

Example:

Quantity 1 +

Colour Nude
Size 34F

£24.00

+ 7 in stock

Add to basket

John Lewis

MB116 {Also applies to desktop version} I've just noticed that you don’t have a quantity selector on your product
pages. What is the rationale behind the decision to avoid quantity selector?

MB120 Don’t autoscroll shopping cart page to checkout anchor when users select View cart in the mini-cart overlay:
“view cart” means “view cart”, not “proceed to checkout”.

MB130 Tapping Checkout as guest button autoscrolls the page to the upsale offer:
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TS TV

QTY: 1
Edit | Remove

$31.00 Each

EXCLUSIVE! JOLIE
PRINTED LACE
THONG

$11.75
[Redod §23.50 , SAVE 50%)

ADD NOW

Unbelievable extravagancy that results in complete disorientation of a user on a page.

MB140 Selecting street address from the list of suggested addresses autoscrolls the page to the upsale offer again...
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Desktop

General remarks
DGEO010 {Typography} In many cases font size is too small and should be enlarged. Examples of texts that need larger

font size:
Suunto Spartan Sport Wrist HR All Black Valisumma 38900€
Toimitusaika: 1-2 arkipdivia ALY24% osuus 7529 €

Otathan huomioon, ettei tihén Suunto Spartan Yhteensa 389,00 €

sykevydllisen pakkauksen, klikkaa seuraavaali  gyynimi »

Suomalainen Suunto Spartan Sport Wrist HR All Ivan
sykkeesi optisesti ranteesta verenkiertoa seura:
kiyttssa tai tietyn aktiviteetin aikana ilman syke [EEELEEERE AL TNLEET:)]

DGEO020 {Typography} Replace UPPERCASE with Sentence case throughout the whole website. Using uppercase is a
harmful trend in webdesign. Although research on legibility of uppercase provided mixed results®, all researchers agree
that uppercase is less aesthetically pleasing” than lowercase / Sentence case / Mixed Case. But the main problem is that
uppercase is a synonym of yelling on the web’: it is not polite to shout at the customers.

DGEO030 {Typography; color} It can be recommend to use pure black (#000000) instead of dark gray (#333333) for texts.
There is no research in support of using any shades of gray instead of 100% black®. (Some graphic designers suggest
using dark gray rather than pure black but this is nothing more than a popular designers’ folklore.)

! “Capitals are more difficult to read than lower case letters” (p. 182 in: Starch D. (1914) Advertising: Its Principles, Practice, and
Technique, Chicago: Scott, Foresman & Co {PDF}); “A difference of 13.4% was shown in favor of lower case vs. capitals” (Tinker M. A.,
Paterson D. G. (1928) Influence of type form on speed of reading, Journal of Applied Psychology, 12 (4), 359-368, {Link}); “Uppercase
typeface is in general more legible in glanceable reading” (Sawyer B. D., Dobres J., Chahine N., Reimer B. (2017) The cost of cool:
Typographic style legibility in reading at a glance, Proceedings of the Human Factors and Ergonomics Society Annual Meeting, 61 (1),
833-837 {Link}).

7Y capital and italic printing are less legible than Roman lower case and are not liked by readers” (Tinker M. A. (1966)
Experimental studies on the legibility of print: An annotated bibliography, Reading Research Quarterly, 1 (4), 67-118 {Link}); “When
point size is fixed, upper-case text is simply more legible, albeit less aesthetically appealing, than lower-case” (Arditi A., Cho J. (2007)
Letter case and text legibility in normal and low vision, Vision Research, 47 (19), 2499-2505 {Link}).

3 “Capital letters look like you hate someone and are shouting” (p. 30 in: Garfield S. (2010) Just My Type: A Book about Fonts,
London: Profile Books); “Do not use all caps on the internet because it is akin to shouting. All caps is considered shouting on the
internet. Shouting is not polite. Therefore, it is bad netiquette to use all caps on the internet because shouting is not polite”
(Netiquette Wiki (2014) Rule number 2 — Do not use all caps {Link}); see also: Robb A. (2014) How capital letters became internet
code for yelling and why we should lay off the all-caps key {Link}.

* Marks K. (2016) How the web became unreadable {Link}.
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DGEO50 {Color} Don’t use black color for links because this makes links undistinguishable from static text:

ILMAINEN TOIMITUS Suunto Spartan Sport Wrist HR All Black

Lisda toivelistaan
Alkaen 1010 £/kuukausi  Kalevala Koru Haave sormus 6942

1 arvostelua
Black is for static text only, all links should be colored.
DGEO060 {Color} Red color universally signals “stop” and “danger”. Reserve red color for error messages only®:

389,00 € valitettavasti kaivertaminen ei ole mahdollista tihin tuotteeseen.
REKISTERCIDY JA SAA ETUJA  +vaaditut tiedot * Vaaditut kentat

Gant W70371 Floral Park Ceramic on lisétty Lis33 toivelistaan W

ostoskoriin.

(It is acceptable to use red color for commands like “delete an item from shopping cart”.)
DGEO070 {Color} Of course, this may be subjective but | think abundance of black objects on website makes it looking too

gloomy:

Ostoskori:
3 tuotetta - 921,00 €

SUUNTO

L e SPARTAN
)

Luo asiakastili Katsomasi tuotteet
Tekniset tiedot

If black is your brand color then it’s a common mistake to use brand colors in webdesign (“If you sacrifice usability for a

consistent brand, the only thing your brand will be associated with is unusable products” © Josh Wayne). Digital
products follow their own design rules that have nothing to do with branding.

For example, it is known that achromatic (black, gray and white) CTA buttons has lower conversion compared to
chromatic ones®. Also, gray is an inappropriate color for any interactive objects because gray color in user interfaces is a
usual indicator of “disabled” or “non-clickable” objects’.

> “Reserve red for errors. By convention, in interactive computer systems the color red connotes alert, danger, problem, error, etc.
Using red for any other information on a computer display invites misinterpretation” (p. 72 in: Johnson J. (2010) Designing with the
Mind in Mind: Simple Guide to Understanding User Interface Design Rules, Amsterdam: Morgan Kaufmann); “Red text should be
reserved for errors” (p. 95 in: Wroblewski L. (2008) Web Form Design: Filling in the Blanks, Brooklyn: Rosenfeld Media).

e “First, your call to action button should be a color, preferably not white, gray, or black” (Patel N. (2018) 15 tips to optimize your CTA
buttons for conversion {Link}).

7 “Grey buttons are generally poor for conversion — they look disabled, so a lot of visitors won’t know they’re even allowed to click
them” (Wiebe J. (2013) 6 proven ways to boost the conversion rates of your call-to-action buttons {Link}).
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Recommendation is to consider reducing use of black backgrounds to a minimum.

DGEO074 Breadcrumbs are not a decorative element but a vital part of website navigation®. Your breadcrumbs are
absolutely illegible:

This is how they should look:
Etusivu > Sykemittarit > Suunto > Suunto 3 Fitness > Suunto 3 Fitness Gold Fitnesskello
Note that clickable breadcrumbs should be permanently colorized (i. e. not only on mouse hover).

DGEO78 {TBD} Another problem is when a user proceeds from a category page to product page, breadcrumbs grow
several levels instead of one:

Etusivu > Sykemittarit = Etusivu > Rannekellot > Kategoriat > Urheilukellot > Suunto 3 Fitness Ocean

On product pages users expect that clicking immediate upper category (Urheilukellot in this example) will return them
to a previous category page — because almost all websites work this way. However, this rule doesn’t work on your
website. Moreover, previously visited category — Sykemittarit — is completely removed from the breadcrumb hierarchy!
General impression is that your breadcrumb navigation — and category navigation altogether — currently comprise a total
chaos.

DGEO080 {SEO} | am not an expert in SEO but I've heard that this kind of “search optimization”, keyword stuffing®, is
punished by Google and other search engines:

Valikoimassamme on jokaiseen tyyliin ja tilanteeseen sopivia miesten kelloja kaikista hintaluokista ja lifestyle-kategorioista. Etsitpd miesten automaattikelloa, sporttikelloa, pukukelloa tai jokapaiviistd kiyttokelloa, voit

luottaa siihen, ettd pystymme jarjestamaan sinulle sopivan tuotteet. Jos valikoimissamme ei ole sopivaa, niin voimme tilata minka tahansa edustamamme kellomerkin tuotteen helposti ja nopeasti Suomen maahantuojien
kautta. Voisi helposti luulla, etteivat miehetkd&n kdyttdisi enda rannekelloja ollenkaan, koska ajanhan nékee niin helposti puhelimesta. Silti yhd useampi muctitietoinen Suomalainen mies omistaa useita tyylikkaita
aikarautoja erilaisiin tilanteisiin. Varsinkin automaattikellot ovat kasvattaneet suosiotaan Suomalaisen miesten keskuudessa viime aikoina. Niiden tarkka ja hienostunut mekaniikka houkuttelee kelloharrastuksen pariin yha
useampia.

Consider removing all SEO-inspired copy. From a usability and CRO standpoint, any texts on a website should be
addressed to human readers, not to search bots.

DGEO090 {Bug} During pages load there is an error message (appearing for a fraction of a second) that makes them
unpleasantly jerk:

Ota yhteyttaundefined \

Ota yhteytta: asiakas\b')alvelu(at)keskisenke\lu‘ﬁ tai 044-7550444 (arkisin klo 9-18) KIRJAUDU | REKISTERGIDY

KESKISE

= on Ostoskori:
KELLO ©Y G assae
om n Rell auppa

® Nielsen, Jakob (2007) Breadcrumb navigation increasingly useful {Link}; Appleseed, Jamie (2013) E-commerce sites need 2 types of
breadcrumbs (68% get it wrong) {Link}.

° “Keyword stuffing” {Wikipedia}; Marrs, Megan (2012) The dangers of SEO keyword stuffing {Link}.
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Masthead and main menu, footer
DMF010 Avoid sticky navigation:

KESKISEN
KELLO ©Y

RANMEKELLOT b KORUT »  SYNEMITTARST »  MUUT & OUTLET

There are two reasons for this:

» subjective: too many users hate sticky navigation viscerally®®;
= objective: research shows that sticky navigation is among the top four conversion killers™'.

DMF020 To increase the number of customers contacting you via email and phone, make email and phone more
noticeable (for example, enlarge font size'?) and make them clickable. Emphasize clickability by using color and
underline.

DMFO030 {Search box} Don’t center text entry, use left alignment. Since search is the most popular (33% of clicks on the
homepage) navigation tool on your website, consider placing focus and blinking cursor in search box on page load — as
on Google homepage. Blinking cursor is probably a better motivator to start search than a call-to-action hint.

13 (11

DMFO040 {Search box} Search box should use textual button in place of magnifying glass icon Find” button label must

work better than “Search” and “Go” buttons). It is not recommended to place call-to-action hint inside the search

DMF042 {Search box} “Delete” button occupies the standard place of “search” button:

| ¥]

% For example, readers’ comments to a positive article “Sticky menus are quicker to navigate” {Link} display a lot of negative
emotions: “For me most pages with sticky navigation is exactly distracting and intrusive”, “I absolutely dread sticky menus”, “I HATE
HATE HATE sticky navs”, “The fastest way to get me, an average user, to leave a webpage is to have ‘sticky’ elements of any kind”.
See also: Salmon F. (2013) Kill the sticky nav {Link}; Moore M. (2011) The trouble with sticky headers {Link}.

" Browne W., Jones M. S. (2017) What works in e-commerce — a meta-analysis of 6700 online experiments, Qubit {PDF}; see also pp.
25-26 in: Qubit (2018) Getting 6% More {PDF}.

12 section 10 Display your phone number in huge font in: Chawla S. (2013) 21 conversion rate optimization best practices for
beginners {Link]}.

3 Chapter 4 in: Fries, Lane (2017) The ultimate guide to increasing conversions through site search {Link}; SearchSpring (2017)
Designer Cheatsheet: Increasing Search Bar Conversions {PDF}.

" Watch episode 46:57-48:19 in: Gilis K. (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {Vimeo}.

B No filler text in the search field” (Longo L. (2017) 34 UX search guidelines for ecommerce {Link}); “Placeholder text is harmful in
search boxes” (Mundstock R. (2014) Placeholder text: Think outside the box {Link}).
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Remove it or show it to the left of search button.
DMF044 {Search box} Do not duplicate search box on search results page. There should be a single search box.
DMF050 Using two separate buttons for shopping cart and checkout can’t be recommended:

= the industry standard is to use single button, shopping cart;
= presence of two buttons makes users think which button to click and if they would be able to review shopping
cart before payment when they press Checkout button.

Recommendation is to keep shopping cart button only. This also means that mini-cart overlay on mouse hover should be
avoided. Users should be able to seamlessly open a shopping cart page.

DMFO060 It can be expected that a more contrasting and chromatic (i. e. non-gray) menu bar will work better than the
current one. Generally, gray color is not recommended for any interactive objects.

DMF070 Submenus suffer from a very annoying “diagonal problem”: straight mouse movements trigger neighboring
submenus:

OQUTLET

KORUT » SYKEMITTARIT » MUUT »

NAISTEN KELLOT ‘%EN KELLOT

MIEJTEN KELLOT

Aarikka Fossil Mare Jacobs Seiko

Bering Furla Michael Kors sinn

candino GANT Mockberg Skagen

Casio Guess Muumi Suunto

Caterpillar GUL Nick Cabana Swiss Military Hanowa

Fix this annoyance™.

DMFO080 It is not recommended to use full-width submenus. Don’t make users move mouse across the whole screen to

reach a small-size target (Fitts’s law"):

LLOT ~ KORUT » SYKEMITTARIT » MUUT » QUTLET

NAISTEN KELLOT LASTEN KELLOT

Aarikka Fossil Marc Jacobs Seiko

Bering Furla Michael Kors Sinn

Candino GANT Mockberg Skagen

Casio Guess Muumi Suunto
Caterpillar GUL ick Cabana Swiss Military Hanowa
Citizen Henry London Nol Thomas Sabo
Cluse Hugo Boss Nomination Tiima

Daniel Wellington Junkers Oris Timberland
Diesel Kapten & Son Paul Hewitt Tommy Hilfiger
Disney Komono Police Triwa

DKNY Lacoste Raymond Weil TW Steel
Emporio Armani Lee Cooper Rip Curl elin
Eterna Leijona Rosefield

Festina Luminox S.0liver

'® See section “Right interaction: Timing, feedback and support for natural movement” in: Hopkins G. (2011) Mega-menu success
hinges on support for top tasks and interaction details {Link}; see also: Holst C. (2017) 43% of sites have severe ‘flickering’ issues for
their main drop-down menu {Link}, Harley A. (2015) Timing guidelines for exposing hidden content {Link}, Pavlus J. (2013) The
ingenious engineering trick that makes Amazon menus usable {Link}.

7 “Fitts’s law” {Wikipedia}.
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Instead, reduce horizontal size of submenus and place them below the corresponding main menu items.

DMF090 The obvious problem with watches menu is that it’s impossible to select both gender and brand:

MIESTEN KELLOT

NAISTEN KELLOT

LASTEN KELLOT

Aarikka Fossil Mare Jacobs Seiko

Bering Furla Michael Kors sinn

Candino GANT Mockberg skagen

Casio Guess Muumi Suunto
Caterpillar GUL Nick Cabana Swiss Military Hanowa
Citizen Henry London Nokia Thomas Sabo
Cluse Hugo Boss Nomination Tiima

Daniel Wellington Junkers Oris Timberland
Diesel Kapten & Son Paul Hewitt Tommy Hilfiger
Disney Komono Police Triwa

DKNY Lacoste Raymond Weil TW Steel
Emporio Armani Lee Cooper Rip Curl Zeppelin
Eterna Leijona Rosefield

Festina Luminox S.0liver

Also, the list of brands may be different for men/women/kids.

Jewelry menu has the same problem and what is more it doesn’t take into account that men and women wear different

types of jewelry:

MIESTEN KORUT

MAISTEN KORUT

Brandit Kategoria Materiaali
GUESS Helat ja Charmit Hopea
Kalevala Koru Kalvosinnapit Kulta
Kohinoor Kaulakorut Nahka
Lumoava Kerdilykorut Pronssi
Michael Kors Kihlasormukset Ruostumaton terds
Nomination Korvakorut
Pandora Rannekorut
Police Riipukset
SMNO of Sweden Riipusketjut
Thomas Sabo Rintaneulat
Tommy Hilfiger Rippiristit

Solmioneulat

Sormukset

A possible recommendation is to use separate items on the main menu:

A Miestenkellot v Naisten kellot v Lastenkellot v Sykemittarit w Miestenkorut v  Naistenkorut v  Muut v  Outlet

Of course, other variants of main menu structure can be proposed and discussed.

DMF100 Customers who are interested in Suunto sports watches will definitely hesitate which of three links to choose to
view all Suunto sports watches (the same applies to Polar and Garmin):
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SYKEMITTARIT +

SUUNTO

Suunto
Suunto sykemittarit

Suunto Spartan
Suunto 3 Fitness
Suunto 9 Baro
Suunto Ambit3
Suunto rannetietokoneet
Suunto Traverse
Suunto Essential
Suunto Kailash
Suunto lisdvarusteet
Suunto rannekkeet
Suunto sukellus
Suunto kompassit

There should be a single clearly labeled link: Suunto sykemittarit (it should probably open /suunto-suunto-sykemittarit-

c-128 386.html, not /suunto-c-128.html).

DMF110 If you want to show product lines besides product subcategories then there should be some structure in the

menu:

Suunto

Suunto sykemittarit
Suunto Spartan
Suunto 3 Fitness
Suunto 9 Baro
Suunto Ambit3
Suunto rannetietokoneet
Suunto Traverse
Suunto Essential
Suunto Kailash
Suunto lisdvarusteet
Suunto rannekkeet
Suunto sukellus
Suunto kompassit

oo
Suunto sykemittarit
Suunto Spartan
Suunto 3 Fitness
Suunto 9 Baro
Suunto Ambit3
Suunto rannetietokoneet
Suunto Traverse
Suunto Essential
Suunto Kailash
Suunto lisdvarusteet
Suunto rannekkeet
Suunto sukellus
Suunto kompassit

DMF120 Suunto premium watches (Suunto rannetietokoneet) should be probably under Rannekellot category, not

Sykemittarit.

DMF130 Consider moving Suunto kompassit to Muut category.
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DMF140 Inconsistent terminology:

RANNEKELLOT » KORUT = SYKEMITTARIT » MUUT » OUTLET

ILMAINE
MIESTEN KORUT NAISTEN KORUT
BRANDI Brandit Materiaali
Lae brandia ~ GUESS Flelat ja Charmit Hopea
—  Kalevala Koru Kalvosinnapit Kulta
AALmark Kohinoor Kaulakorut Nahka
Bijoux CN Lumoava Kerdilykorut Pronssi
Bosie Michael Kors Kihlasormukset Ruostumaton terds
. 1 Nomination Korvakorut
Daniel Wellin
Pandora Rannekorut
DFJ Collectio Police Riipukset
Diesel ) of Sweden Riipusketjut
Thomas Sabo Rintaneulat
KATEGORIA Tommy Hilfigg Rippiristit
Solmioneulat
Maisten korui ST
Miesten koru
KORUN TYYPPI NAYTA KAIKKI KORUBRANDIT
Helat ja chart
Kalvosinnapit
Kaulakorut ; § P-4 .
Korvakorut
Nilkkakorut
Rannekorut

DMF150 Main menu should include Home link™® (“home” icon is ok). Example:

# MERKIT MIESTEN KELLOT NAISTEN KELLOT LASTEN KELLOT KATEGORIAT UUTUUDET OUTLET

Kellot.fi

DMF160 {Not sure} Consider renaming Outlet with Sale.

DMF170 {Bug?} There are 54 brands in main menu and 64 brands on brands page (“Kellomerkit”, /rannekellot/brandit/):

(-] 4

fsus axlent  eeee BOCON
cobe  camo DAY cmzew  cLuse AW

[ Do oonr o [P 03
Ifitbit  FOSSIL  FURLA  =a~7  GUESS oot
Aarikka Fouail Marc Jacobs Seiko BOSS , N -
Bering ey SRR S HENRY - i somono | e
Candino GANT Nm Ml " L
A Guess Muumsi Suunto @ ¢Lorus 7 I Fu—
Catorpillar suL Nick Cabana Swiss Milltary Hanowss . - Rl
Cltizen Henry Londen Mokla Thomas Sabe mockaERg oA O IS
Cluse Huge Doss Heminatien Tiima P p—— POLICE PULSAR v -a .
Dariel Wellington Jurikers oris Timbestand 4 i
Diesel &5 Paul Hewitt Tomeny Hil = -
Disowy ::w Palice Trhww el sin =m=== SEIKO  ~Sims - -
DKNY Lacoste Raymond Wil TW Steel - . [--}
Sxperto Ak Laseye Rip Curl Zoppolin swiro [N = Timberkad
Eterna Leljona Rosefield W— ==
Fasting Luminax 5.0liver TRIWA m

18 ap homepage link in the main navigation is rarely found on sites these days, but in testing we frequently see how important it can
be to less confident participants. Users often return to the homepage of a site during testing — to re-orientate themselves after
getting lost or to start a new task afresh — and if they are not able to do this easily they quickly get frustrated with the site. But what
about clicking the site logo you say? A surprising number of users are unaware of this convention” (p. 11 in: RedEye (2014) 10
Usability Issues We’ve Seen and You Should Be Avoiding, London: RedEye {PDF}).
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Is this correct?

Similar situation with jewelry: 11 brands in submenu, 40 in filter (/korut-c-32.html) and 49 on “Brandit” page
(/korut/brandit/); 13 jewelry types in submenu and 11 in filter (/korut-c-32.html); 5 materials in submenu and 13 in filter
(/korut-c-32.html).

Also:

RAJAA HINTAA
£ Mista

€ Mihin

BRANDI
Hae brandia

AALmark

Bijoux CN

Bosie

Daniel Wellington
DFJ Caollection

Diesel

KORUN TYYPPI

~

Helat ja charmit
Kalvosinnapit
Kaulakorut
Korvakorut
Nilkkakorut

Rannekorut

10

Naisten Korut

'-,:;': /
v
ﬁ /

)

0
" S 3»
‘ ;

o

__ f

i o o= A
P T i :
A &d; /

KAULAKORUT

)

RIIPUKSET

)

HELAT JA

)

2|

¥
|

KORVAKORUT

o

KERRILYKORUT

)

NILKKAKORUT

)

Lajittelu | Suosittelemme v

Tuotteet 1-96 / 5181

DMF180 {For A/B-testing} Consider removing the benefit bar:

ILMAINEN TOIMITUS TOIMITUSAIKA 1-2 ARKIPAIVAA 60 PAIVAN PALAUTUSOIKEUS ILMAINEN KAIVERRUS*

A number of A/B-tests showed that removing it may be beneficial to conversions™.

Show information about free shipping, delivery date and return policy somewhere near the Add to cart button on

product pages.

DMF190 Use inverse colors (i. e. light text on dark background) in footer: this will be a clear indicator of page end.

Examples:

= D s B osvo

WatchShop.com

'* GoodUI (2018) Pattern #45: Benefit bar {Link}.

Suunto.com
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Homepage
DHPO010 In principle, the homepage has almost perfect structure (category and subcategory tiles) and there’s no
commonly found rubbish like full-screen hero images, banner carousels, bestsellers, new items, instagrams, articles,

blogs etc. (this all almost never work). My general recommendation is to keep the existing page structure. However,

there is still room for improvement.

DHPO020 First of all, show all product categories, including kids watches, and more product subcategories (for example
those under “muut” category).

DHP030 The homepage needs some optimization of screen real estate. Some categories work well while many others
perform poorly:
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It is clear that attempts to promote particular brands on the homepage (Kalevala, Daniel Wellington, Thomas Sabo,
Pandora) are not successful. So, recommendation is to strictly follow the principle of showing only product categories
and subcategories on the homepage.

DHP040 Although rather large, jewelry tiles attract too little clicks:

3 clicks (0.56%)

The cause of this may be that when people see a pendant in men’s jewelry category and a pendant in women’s category
they may think you sell pendants only. Many experts agree that a single particular product can’t represent a whole
category. Such multifarious categories as jewelry should be represented with collages of 3-4 items to illustrate the range
of products in a category®.

Also, people do not think of jewelry as an abstract category, they need concrete types of products — rings, pendants,
bracelets, charms etc. So recommendation is to provide not only a link to a category, but also deep links to
subcategories:

e
2 -

Naisten korut >

Helat ja charmit Rannekorut
Kalvosinnapit Rintaneulat

Kaulakorut Sormukset

Korvakorut Keréilykorut
Nilkkakorut Riipukset

Practice shows that this approach works well in other industries and it may work in your case too:

2 “Have a tile-like navigation with a few simple high-level groupings with images of constructed collages representative of those
categories that users can use to drill down to find the product they’re looking for” (SiteTuners (2015) 2 reasons the home page exists,
and why web sites fail {Link}).

CRO and UX audit of Keskisen Kello webstore 11
Version 1 | 14.08.2018


http://sitetuners.com/blog/2-reasons-home-page-exists-and-why-web-sites-fail/

In this example users actively click everything: category images and links to
categories, subcategories and subsubcategories

DHP050 Women'’s watches should look smaller and more elegant than men’s ones:

Naisten kellot =

Add images of jewelry. Also consider splitting this banner into two banners: watches outlet and jewelry outlet.

DHP070 Many of your customers are brand-oriented:
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Consider adding “shop by brand” section below category/subcategory tiles with most popular brands only (for example,
Casio, Citizen, Festina, Gant, Hugo Boss, Leijona, Oris, Raymond Weil, Seiko, Suunto, Hanowa, Tommy Hilfiger, TW Steel)
and a link to the list of all brands.

Search results

DSEO010 | am very sceptical about “update results as you type” method. It appeared about three years ago on some
experimental websites but failed to gain widespread acceptance. Current industry standard is “search as you type” with
a dropdown list of search suggestions appearing below the search box. You already implemented it on your website and
my recommendation is to use this standard method on search results page too.

Categories
DCAO010 Mixing in-stock and out-of-stock (OOS) products together is probably a serious problem. OOS items often
appear in the beginning of a product list but it is known that items on top of product list attract the most clicks:

Selaa kaikkia miesten kelloja

Lajittelu | Suosittelemme v Tuotteet 1-96 / 2192

esaill -16%

-__.
2465 € 199,00 € 199,00 € 185,00 €
29.00-€ 219,00-€
2 arvostelua 9 arvostelua
Varastossa: 5+ | viliaikaisesti loppu Viliaikaisesti loppu | Varastossa: 5+
Casio Collection F-201WA-1 Seiko 5 Automatic SNZGOTK1 Seiko 5 Automatic SNZG15K1 Tommy Hilfiger Luke 1797121

67,00 € 53,40 € 435,00 €
79,00-€ 89.00-€
2 arvostelua 5 arvostelua
Varastossa: 5+ I waliaikaisesti loppu Waliaikaisesti loppu I Varastossa: 1
Casio A16BWG-9EF Komono Winston Gold W2001 Casio Collection Retro A168WA-1YES Diesel DZ735% Machinus

/rannekellot/lahja-miehelle/
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It’s not normal that 50% of items at the top of catalog are out-of-stock. Customers do not read availability notices — they
look at product images and click them. If a user clicks one, clicks another product and discovers that they are not
available, then naturally he leaves your website (“Is this a webstore or simply a showroom?”).

Possible recommendations on presenting OOS items may be:

= permanently OOS items:

e do not show them on category pages;

e you may keep their product pages but clearly inform customers that these items will never be available
and suggest alternative/similar products;

e if you decide to keep product pages for permanently OOS products then the only way to find them on
website should be entering exact product name or SKU code in the search box and pressing Enter: they
shouldn’t appear in search suggestions;

= temporarily OOS items:

e one option is to treat them the same way as permanently OOS items, but the product page content
should be different: inform a visitor that the product is still available but it requires longer processing
time;

e another option is to display out-of-stock products at the end of the catalog: show in stock products first
and OOS products last;

e inany case there should be a possibility to backorder a temporarily OOS product — otherwise keeping its
webpage makes no business sense: provide full information about expected delivery time and allow
customers to backorder items at a shown price or subscribe to availability notifications®": you should
decide on this depending on the statistics of subscriptions to availability notifications: if users are
reluctant to subscribe then it may be better to hide temporarily OOS product pages the same way as
permanently OOS pages.

Out-of-stock items definitely shouldn’t appear in “You may also like” section. It is also not recommended to show them
on the search box dropdown list of suggested products.

DCA020 Don’t place ads above the product list**:

LITY KORUKLUBIIN TILAAMALLA UUTISKIRSEEMME

SAAT 20% ALEKOODIN SEKA PARFAIMMALIARIOURKSET SUORAAN SAHKOPOSTIISI!

LIITY KORUKLUBIIN >

DCA030 Use larger product images®>. It may be better to show three products in a row than four.

DCAO040 If you highlight the whole tile on mouse hover (which is completely correct) then all objects on a tile should be
clickable:

*! Bustos L. (2016) Optimizing out-of-stock product pages {Link}.

22 “jt’s recommended to avoid placing ads above product lists altogether — neither on search result pages nor on category pages”

(Appleseed J. (2014) Avoid these 5 types of e-commerce graphics {Link}).

% Jenkins H. (2017) Size and layout of e-commerce product grids: A user research case study {Link}.
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@ unclickable

29,00 €
35.00€
— 3 arvostelua

Varastossa: 5+
Casio Collection W-216H-1BVEF

changes mouse pointer,
but actually is unclickable

DCAO050 Show discounted price underneath regular price. Recommended variation:

49;00-€
42,00 €
(Green color instead of red color; bold font for regular price, normal font for discounted; font size for discounted price

smaller than for regular; discounted price underneath regular.)

DCAO060 {For A/B-testing} Consider adding short (one-sentence) product description. Example:

SUUNTO SPARTAN SPORT
Black

% ok ki (157)

Sleek and strong multisport GPS watch with color
touch screen

View product

Suunto.com

DCAO070 {For A/B-testing} Alternatively, add a bulleted list of 3-4 key product characteristics**. Example:

*“On a page presenting a series of similar products or services <...> visitors want to be able to choose the solution that suits them as
quickly as possible. They don’t want to click on every single item to discover what it’s about, going back and forth between pages.
Your visitors do not have the patience to go through your entire product range. They want to quickly find what they are looking for.
They want to be able to see the products or solutions that meet their needs and criteria. <...> Give enough information about each
item on the overview page to help visitors choose” (slides 19-24 in: Gilis K. (2015) 10 Conversion Tips That Work on Any Website
[PDF]).
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Ticwatch E Smartwatch Shadow

o ° ° 0 : 7 reviews

= Compatible with operating system: Android,
ios

= Gender adults: Ladies, Men

= Suitable for activity: Hiking, Running

169,95 =
° Delivered tomorrow

CoolBlue.nl

To do this right, it’s necessary to know what your customers’ main decision-making criteria are for each product

category.

DCAO080 Increase font size of product name and use color to indicate its clickability. Example:

Fossil Q Gen 3 Smartwatch -
Smoke Explorist

wiirdyrTr 113

Amazon
DCAO090 Consider removing information about number of items in stock.

DCA100 {For A/B-testing} Adding CTA buttons or links like View details or View product may encourage visitors to open

more product pages®. Examples:

> “Show your visitors the way. Tell them what to do. The result: you will both reach your goals faster” (slides 16-18 in: Gilis K. (2015)
10 Conversion Tips That Work on Any Website [PDF]).
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XXX NS

SUINTOEL EMENTUM TERRA Breitling Super Avenger |
steet M1337010/B930-1225

ok koo (28)
Premium sports watch for urban and mountain life S ummer 5 a | = P rl Cel $ ? ¥ 5 D D " D D
VIEW DETAILS
+ Compare
Suunto.com AuthenticWatches.com

DCA110 There is an inconsistency in page structure for men’s and women’s jewelry:

Miesten Kort

bf KasLaRERyT RAANERDBUT KOmURRDBUT
e . Y, =
i » o . i o iy - I N weesa vy | somunser % e
- "-t:' h ‘."‘ : ; [>) v W ) o)
. wre  WEZ N
. i Yy .:"’-_ 2 WELAT J4
X AR~ \ g “ L&) 2 cuner p ENTANERLIT WILKKARDEUT
] > 3 >

109,00 € 18500 € 900 ¢ 4300 €
IREXC

Layout of women’s jewelry page is more correct, so men’s page should follow the same approach.

DCA120 {Filters} {For A/B-testing} Because of banner blindness it's not recommended to use banner-like graphicszs:

//\_\

/ Activity 5 ; = .
f R \ SUUNTO . SUUNTO
A, B syKeMITTARIT 2 KELLOT

[ ] A i

’

SUUNTO -\ SuunTO s SUUNTO
SPARTAN ‘ ~ )/ 3 FITNESS ¢ 9 BARO

*® “Never promote filters using banner-like graphics. A few sites had promoted filters that were visually boxed. This caused some of
the test subjects to completely overlook these promoted filters, even when they contained the very filter type the subjects were
looking for — mainly due to “banner blindness”. <...> It’s therefore recommended to style promoted filters as buttons or links (possibly
with a thumbnail), rather than as a banner, to indicate they are functioning as filters for the product list” (Holst C. (2016) Consider
‘promoting’ important product filters (80% don’t) {Link}).
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Less “bannerish” links to subcategories may work better.

DCA130 {Filters} Subcategory pages like this definitely need filters:

unto-rannetietokoneet edullisesti suoraan Suunto rannetietokoneet

velgkokauppamme varastosta 1-2 arkipaival

toimkusajalla. Valikeimistamme loydatte Lajittelu | Suosittelemme v Tuotteet 1-96 / 111
i unnon valikoimissa clevat

198,90 € 198,90 € 198,90 € 228,90 €
62 arvostelua 8 arvostelua 43 arvostelua 31 arvostelua
Varastossa: 5+ Varastossa: 5 Varastossa: 5+ Varastossa: 5+
Ambit-rannetietokoneet olivat pitka i} L . i
Suunto 3 Fitness Sakura sykemittar Suunto 3 Fitness Ocean Suunto 3 Fitness Black Suunto 3 Fitness All Black

Suyhnon lippulaivamalleja. Kestavyys ja
tarkkuus olivat Suunto Ambittejen ydin.

Rannesykemittari

Users can’t normally cope with a list of 111 similar products unless they have a possibility to filter them.
DCA140 {Filters} Use checkboxes, this is a de facto standard for filters.

DCA150 {Filters} Allow for multiple selections of the same type?’. Example:
Color

Black (537)
+ Silver (436)
Brown (202)
Blue (146)
~  White (105)
~ Grey {100)

Rose Gold (98)

Filter types should follow an “AND” logic when multiple types are selected, whereas the selected filtering values within
any of those types should follow an “OR” logic?.

DCA160 {Filters} Show number of items in each category®’. Example:

" Roggio A. (2015) 7 ways to improve ecommerce category filters {Link};

% Scott E. (2018) E-commerce UX: Allow users to combine multiple filtering values of the same type — an ‘OR’ logic (32% of sites
don’t) {Link}.

*° Section 7 “Number of products” in: Haagen L. (2015) How to improve ecommerce filters {Link}.
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Mov't Type
Quartz (608)
Automatic (339)
Ana-Digi (55)
Digital (25)
Eco-Drive (23)
Mechanical (16)
Hand Wind (14)
Proprietary (1)

Tourbillon (1)

DCA170 {Filters} Consider adding color samples to color selection filter. Example:

COLOUR [
Rose Gold Coloured (2)

Silver (2)

@® Black )

@® Brown U]

Gold Ul

(Only a small number of basic colors should be used, not all colors from the database.)

DCA180 {Filters} Are there some reasons for using non-alphabetical sorting of parameters in filters?

KORUN TYYPPI v
Rannekorut o
Rintaneulat

Solmioneulat
Sormukset

Kerailykorut

Riipukset
MATERIAALI v
Fronssi -

Ruostumaton terds
Titaani

Valkokulta

Tekstiili

Punakulta

(Sometimes non-alphabetical sorting works better than alphabetical®’: for example, in case of jewelry materials it may
be better to show “hopea” beneath “kulta”.)

DCA190 {Filters} Double scrolling on webpages, i. e. separate scrollable areas on a conventionally scrollable webpage, is
not recommended:

* Nielsen J. (2010) Alphabetical sorting must (mostly) die {Link}.
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RANMEKE

Nahka

Ruostumaton terds

Polyuretaani / Muovi

Kumi / Silikeni
Kangas / Nylon
Titaani

TAULUN VARI

Musta
Sininen
Valkoinen
Hopea
Harmaa
LCD

It seems all filters (with an exception of brand filter) can be made static. Also consider presenting less frequently used
filters in the collapsed state by default. Examples:

Mov't Type
Quartz (603)
Automatic (34)
Ana-Digi (24)
Digital (23)
Mechanical (7)

Eco-Drive (2)

Water Resistance

Rating

Watches.com

Watch Type

Ooooono

Children's Watch (14)
Designer Watch (516)
Luxury Watch (184)
Pocket Watch (7)
Smart Watch (1)

More...

Price

Recipient

Fields.ie

Recommendation for brand filter is to show 5-10 most popular brands with Show more button below them. Examples:

Brand
Nixon (90)
CDM (50)
Projects (48)
Timex (44)
Fossil (40)
Xeric (39)
Skagen (36)
Mr. Jones (35)
AARK (31)
G-Shock (30)
Shinela (25)

Vestal (23)

Analog Watch Co (19)

Nawva (18)
Triwa (18)
Show More

Watches.com

Brand
Casio (9)
Fossil (18]
Garmin (3)
MNokia (7)
Skagen (13)

» Show more

CoolBlue.nl
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Popular brands may be sorted by popularity or alphabetically, less popular brands should be sorted alphabetically.

DCA200 {For A/B-testing} Consider removing this page (/rannekellot-miesten-kellot-c-31 33.html | /rannekellot-naisten-
kellot-c-31 34.html):

NAYTA KAIKKI

BERING

canbno  CASIO CAT" oy aw

m EVPORK PRV AN ETé‘;‘qNg P,é%jm FOSSIL SAardT

BOSS  XF

v

GUESS é}_f,_g, HENRY

LONDON

After selecting men’s|women’s watches in main menu or on the homepage users could proceed directly to “All
men’s|women’s watches” pages (/rannekellot/lahja-miehelle/ | /rannekellot/lahja-naiselle/) — as it currently takes place

in case of kids watches.

DCA210 Remove on all category pages:

i 0

Naislgn lahjat netisti

Tirpamme karvernsksen velsitaksetta
T

= NP
- Daniel Wellington

LIITY KORUKLUBIIN -15%
Saat20% alﬁ“"“Sdei"! Alennuskoodilla: SAASTA15

Liiny il lla Korukl ] . Saat
parhaimmat tarjoukset jatkossa suoraan sihkipostiisi! Tilaa uutiskirjeemme.

Saat parhaimmal

TILAA UUTISKIRJE >>

Minua kilnnostaa:

© Naisten korut © Miesten korut TILAA UUTISKIRJE »>
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Popups are the most hated feature on websites and they should be avoided®. It must also be noted that since January
2017 Google punishes websites with intrusive interstitials in their search results?.

Product page
DPRO10 Use larger product images — larger photos bring more sales®.

DPR020 Add more product photos — images sell**. The number of product images is very often insufficient:

For each watches you should have at least five photos:

= general view,

= closeup of watch face,

= back view,

= package,

= photo of watches on a model’s hand (or a photo of jewelry weared by a model)™®.

3 “Entry pop-ups represent the most blatant kind of in-your-face interruption advertising. They will anger, annoy, frustrate, and
distract your visitors before they even see your landing page. Worst of all, using entry pop-ups shows really poor thinking on the part
of the marketer responsible for their creation” (p. 81 in: Ash T., Page R., Ginty M. (2012) Landing Page Optimization: The Definitive
Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Pop-ups, by definition, ruin the user
experience” (Reed J. (2015) No, pop-ups can’t be part of a good UX — ever {Link}); “Don’t show overlay dialogs on page load. Each
time it happened, the vast majority of the test subjects would reflexively close the overlay dialog, not even glancing over its contents.
What’s more, the subjects would get annoyed with the site for bothering them, even though they — as just mentioned — never
actually read what they were being bothered with. Some subjects went as far as referring to any overlay dialogs as “spam”, which
gives a pretty good idea of just how much users loathe these dialogs and how poorly it can reflect on sites that use them” (Appleseed
J. (2014) Avoid these 5 types of e-commerce graphics {Link}); Elding R. (2016) The most hated website features {Link}; Fessenden T.
(2017) The most hated online advertising techniques {Link}.

> Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}.

** Bright River (2017) Bigger images mean higher sales conversions {Link}; Jakubik P. (2016) How to optimize your product images to
increase sales and reduce cart abandonment {Link}.

** Holst C. (2012) UX: 7 types of product images {Link}.
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DPR030 Although users click image thumbnails actively, not many of them understand that a large product view is also
available by clicking a preview image:

17 clicks (4.49%)

Adding (permanently visible) magnifying glass icon (or changing mouse pointer to magnifying glass) will improve the
situation.

DPRO0O30 Remove:
Lisirkiivia

DPR040 On preview photo and on enlarged view (popup window) there should be scrolling arrows. Examples:

Garmin Vivemove HR Sport Rose Gold x

D Enlarge
CoolBlue.nl

Note that corresponding thumbnail’s border should be highlighted.
DPRO050 Include all available videos for a product into thumbnail gallery.

DPR060 Remove auto-rotating testimonials:

* See tip 6 Throw in an in-context shot in: Jakubik P. (2016) How to optimize your product images to increase sales and reduce cart
abandonment {Link]}.
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. Juhana Haukioja
e ok

janopeaa

Loistavaa asiakaspaly
levaisuudessa

reagointia kysy
uudestaan,

any animated objects distract users’ attention from their current focus>®;
it’s an unusual and probably wrong location for reviews — you already have normally positioned review section

below the product description;
it’s not clear if testimonials address current product or the vendor itself;

short and undescriptive testimonials can be rightfully perceived as fake ones®’:

A Kimmo Saranen Lina Aziz
y ’ &

Mopeaa ja patevas, ja kellokin on upea! Kiitos! Supenopeaa palvelu, Taydet viisi tihted!

sometimes testimonials suggest alternative products that may compete with the current product:

[ ]

Suunto 3 Fitness Gold Fitnesskello . .

<18 Niko Saarelainen

Tuotekoodi: 29564 F. d ki
113 arvostelua
Toimilusaika: 1-2 arkipdi Varast M 5 Nopea toimitus!

oimitusaika: 1-2 arkipaivad arastossa (Mdard: 5) Tilasin Casio G-Shock GA-300A-1A

Ja tuote tuli vajaassa vuorokaudessa perille

228190 € LISAA OSTOSKORIIN Kiitos.
.
K Akeen1330% /kuukausi Lisad toivelistaan W
Katsomasi tuotteet

lImainen Kaiverrus Suunto 3 Fitness Ocean

Valitettavasti kaivertaminen ei ole lollista tahan tuot .

~ Muut mallit

sometimes testimonials relate to a different product category:

n
G S.0liver S0656/1 Rannekoru 9081455 :
p W Mathias Simonaho n
e
,ﬁ@ Tuotekoodi: 15378 ‘ 7 W W
{F
3"1
iy Viliaikaisesti loppu
: Todella nopea toimitus ja selvisti arvostetaan
W asiakasta. Monta kelloa jo tullut tilattua.
S 119:00 € Lis#d toivelistaan W -
N .
K l{ Alkaen 6,20 £ /kuukausi

viliaikaisesti loppu
Voimme iimoittaa sinulle sahkopostilla, kun tuotetta tulee lisaa
varastoomme. Voit tilata ilmoituksen antamalla sahképostiosoitteesi.

* “In the presence of graphics text won’t get read, and in the presence of motion, graphics won’t be looked at <...> If you have
rotating banners on your page, get rid of them. Either its motion will draw too much attention (only while the motion is happening!)
for users to notice more important navigational parts of your page, or it’ll be completely ignored by visitors (banner blindness) which

means it's a waste of real estate” (SiteTuners (2015) What you need to know about visual attention on your page {Link}).

%7 See section 14 Add “real” testimonials in: Chawla S. (2013) 21 conversion rate optimization best practices for beginners {Link}.
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DPRO070 Link to reviews section should look clickable:

104 arvostelua = 104 arvostelua
Use black color for static text only.

DPR080 Adding an item to shortlist (wishlist) should not require registration:

Lisaa toivelistaan W

Kirjaudu sisdan t usi asiakastili

REKISTERDIDY JA SAA ETUJA KIRJAUDU SISAAN

Luo itsellesi asiakastili tdstd ja asicinti verkkokaupassa on helpompaa ja nop! Jos sinulla

Luo asiakastili

siakastili, ole hyva ja kirjaudu sisdan
ahkdpostiosoite
\

*Salasana

* Vaaditut tiedot

Unohditko salasanasi?

DPR090 Don’t make users choose from a single option:

Koko*

Valitse vaihtoehto. . v
valitse vaihtoehto. .
17,20mm / 54 (O kpl)

Use static text instead.

DPR092 Where possible, use radiobuttons instead of dropdown lists°.

DPR094 Don’t default to ‘please select’ in dropdown lists, always preselect one of values in dropdowns and
radiobuttons. If leaving default value intact has a high risk of user’s lapse due to inattention then ask him to confirm
selection (example: selection of ring size).

DPR100 Show concrete delivery date®'. Example:

% “We in practice observe that users abandon the feature instead of saving interesting items. It’s therefore important that sites allow
any “Save”, “Favorite”, or “Wishlist” to be used by guest users” (Scott E. (2017) The current state of e-commerce product page UX
performance (19 common pitfalls) {Link}).

% “To make the process of filling out an online form easy on your users, opt for Radio Buttons over Dropdown Lists whenever
possible” (Padgett L. (2014) Should | use a dropdown list or a radio button? {Link}); see also: Labay B. (2016) Form field usability
revisited: Select menus vs. radio buttons [Original research] {Link}, Mackin A. (2017) Radio killed the drop-down (so why aren’t more
people doing this?) {Link}.

% Gassman N. (2017) Don’t default to ‘please select’ in drop-downs. Only use defaults when applicable to most users {Link}; Pernice
K. (2014) Radio buttons: Select one by default or leave all unselected? {Link}.
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Gem Stone King
@ 12.00 Ct 7 Inch Round Cubic Zirconias CZ Yellow Gold Plated Tennis Bracelet

*kk3  Sreviews Gem Stone King

$14.99 L siesee

Free shipping
- e

Arrives by Tuesday, Jun 19
Or get it by Tue, Jun 12 with faster shipping Opticns
A .
O = 1 1
O o o o e T, e T b,
R F S e R e T

Walmart

DPR110 Show discounted price beneath (or to the right of) regular price. Customers perceive a larger discount when the
sale price is positioned below or to the right of the original price*.

DPR120 Font size of discounted price shouldn’t be larger than font size of regular price. Customers perceive larger fonts
as large amounts of money™:

42,00 €
{49:005)
Try this variation:

49;00-€

42,00 €
(Round brackets around regular price are unnecessary.)

DPR130 Show not only regular price and sale price but also the savings (both in percents and euros)*. Example (non-
perfect):

List Price: $200.00
Price: $121.14

You Save: $78.86 (39%)
Amazon

DPR140 Adding the sense of urgency will probably improve conversions:

Order before 15:00 to receive it tomorrow, 18.08.2018

a Appleseed J. (2017) Use ‘delivery date’ not ‘shipping speed’ — from UX research to implementation roadmap {Link}.
* Biswas A., Bhowmick S., Guha A., Grewal D. (2013) Consumer evaluations of sale prices: Role of the subtraction principle, Journal
of Marketing, 77 (4), 49-66 {PDF}.

* See Test #2: How does the visual presentation of sale prices affect online buyers’ perception? in: Kwan L. (2017) How to use pricing
psychology to motivate your shoppers: Two test results just in time for Black Friday {Link}; also: slide 14, Theory #3 in: Tanir B. (2017)
Pricing Masterclass for Ecommerce Retailers [Presentation] {PDF}; Tactic 3: Display prices in a small font size in: Kolenda, Nick (2016)
An enormous guide to pricing psychology {Link}.

* Randall G. (2015) Ecommerce product pages: Where to place 30 elements and why {Link}.
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| do not recommend using countdown timers, however, because customers may perceive them as a too manipulative
and pushy technique.

DPR150 On the contrary, adding scarcity notices probably won’t work in your case because you have limited stocks on
the majority of products. Abundance of scarcity notifications will be perceived as an artificially created, fake scarcity.

DPR154 It’s not clear if these thumbnails are color variations of current product or links to different products — no links,
no product names, no prices:

©e¢Q9@

Inability of users to recognize the purpose of these objects results in no clicks on them:

In any case, it’s too early to show alternative products. First, present the current product, then suggest alternatives.

DPR160 Remove:

limainen Kaiverrus
Valitettavasti kai el ole mahdolli n.

No engraving — no message.
DPR170 Incorrect use of checkbox control:
(] Haluan ilmaisen kaiverruksen

Replace with something like this:

+ Haluan ilmaisen kaiverruksen

DPR180 There should be some button to confirm engraving:
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limainen Kaiverrus

[ Haluan ilmaisen kaiverruksen
Tekstityyli =

O Kaunolla (kuva)

() Tekstaten (kuva)

) Vanessa (kuva)

Kaiverrettava teksti *

Syota 1ahan vain kaiverretiava feksti. Voit antaa meille kaiverrusta koskevaa
lisatietoa kassallamme lisatiedot-kenttaan

Merkkej4 jaljells: 50

* Vaaditut kentat

Also consider using popup dialog for entering engraving parameters instead on expanding the engraving form in-line.

DPR190 On pages with long descriptions only about 10% of users scroll down to reviews section.

Consider organizing textual content with tabs:

Description

Description

Technical specs Reviews (116) W #r W #r 7

Tab content

Technical specs Reviews (116) #r % % W17

Click on a lower tab should open that tab and autoscroll a page to the upper row of tabs:

Description

Tab content

P Technica! specs

Reviews (116) e o o i o7

Technical specs ! 116) r s e

Tab content
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DPR200 {TBD} Product descriptions often suffer from being a “feature dump”, which hinders users’ ability to focus on
each feature of the product in detail. Users rarely look forward to reading text blocks that have a “wall of text”
appearance™:

Descriptions of technical products should be presented in three sections:

= ashort description highlighting the key features that are the product’s unique selling points; this section allows
customers to draw preliminary conclusions about the suitability of a product for their needs;

= full product description with text blocks and bullet lists;

= technical spec sheet in a structured list form.

DPR202 Consider shortening too long product descriptions. It seems people don’t read them anyway.

DPR210 It may make sense to duplicate add-to-cart and wishlist buttons below product description/reviews sections.

Example:

(7] Operating system Brand-specific

© compatible with i0S version 105 9.0, 105 10.0

(7] Compatible with Andreid version Android 4.4 KitKat, Android 5.0 Lollipop, Android 6.0 Marshmallow, Android 7.0 Nougat
© Data transfer Bluetooth

0 Bluetooth v

© Bluetooth version 4.2

O nrc _

This is the one
Garmin Vivomove HR Sport Rose Gold 199,99 @ Dpelivered tomorrow

QOOOC 4reviews
\= Add to my shopping cart On wish list

You previously viewed:

View your products anywhere
Log in to see products you previously viewed.

CoolBlue.nl

* Scott E. (2018) Structuring product page descriptions by ‘highlights’ increases user engagement (yet 78% of sites don’t) {Link}.
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DPR220 Don’t autoscroll “Suggested products” carousel. Use scrolling buttons:

Saatat myds olla kiinnostunut néista tuotteista

O 4

54,00 € 54,00 € 53,90 € 78,90 €
(59,90€) (59,00 €) (60,00 €) (89,00 €)
3 arvostelua 23 22 arvostelua
Secrid Cardslide Secrid Doubleprotector arvostelua Secrid Twinwallet, 8 eri vrid
korttilompakko Secrid Slimwallet, 7 eri varia

DPR230 {Bug} It doesn’t work:

l{ Alk@ 400 £ fkuukausi

Shopping cart

DSC010 Keep items in the shopping cart for much longer periods of time. Most people normally don’t buy on their first
visit (the general rule says that the more expensive and/or complicated the product, the more time people need to
make a decision®®) so it’s important to store items they added to cart until they revisit the webstore. Items from
previous, unfinished shopping visits should be still in the shopping cart. In most cases, a customer will find it useful to
have products there instead of looking them up from scratch.

When customers return to the store another day, you may use a reminder telling them that there are items in the
shopping cart, and they will have the option to continue shopping, view the cart, or clear the cart. Example:

».‘J‘ We loaded back into the shopping cart
items that you had added during your last
visit, 50 you don't have to look for them
again.

Continue Shopping View Carn Clear Cart

“®p.8in: Laja P. (2013) Principles That Will Boost Your Conversions, Austin: ConversionXL {PDF}.
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In particular, such a notification mitigates the risk of adding the same item to the cart on repeat visit*’.
It can be also recommended to keep customer’s wishlist and history of product browsing.
DSC014 Allow users to print / email their cart contents™®.

DSC016 Avoid Update cart button, implement auto-update instead™®.

DSC020 Shopping cart page should show the last and final order total*®. Offer different shipping options. Reassure
customers that standard shipping is free. Show delivery date for selected shipping method.

DSC030 Show discount code field only if you are absolutely sure that a customer has a code:

Otherwise remove this field. Discount code field is a well-known conversion killer>!. Customers feel they are overpaying

Alennuskoodi:

when seeing a discount/coupon field.

DSC034 {For A/B-testing} Use “Proceed to checkout” button instead of simply “Checkout” (Kassalle). Experts say that
using action verbs on CTA buttons can increase conversion. This does not always work, however®.

DSC040 PayPal button should be present on the shopping cart page: this will relieve customers from the necessity to
enter their shipping address.

DSCO050 If Klarna service is similar to PayPal, i. e. it knows customer name and shipping address, then Klarna button
should be shown on the shopping cart page as well.

*’ Bustos L. (2010) How long should you persist a shopping cart? {Link}.
* Jacob S. (2012) 40 checkout page strategies to improve conversion rates {Link}.

* “More than half of the test subjects were confused by e-commerce checkout forms with an inline “Apply” button. The test subjects
simply didn’t understand the concept of having a separate “Apply” button <...> Instead, the subjects expected a single primary button
in the checkout flows which would submit everything and take them to the next checkout step” (Appleseed J. (2012) Checkout
usability: Don’t use “Apply” buttons {Link}).

>0 “Total cost estimate should be in the cart” (Chawla S. (2014) Q&A with Baymard’s Christian Holst about checkout optimization
{Link}); “Many studies have established that not displaying the shipping cost upfront is one of the biggest reasons for cart
abandonments. To one of the questions, 45% respondents said they add a product to cart only to calculate the price inclusive of
shipping. This is just a usability barrier that could be easily fixed” (p. 17 in: VWO (2016) VWO eCommerce Cart Abandonment Report
2016 {PDF}); “59 percent of your visitors expect to see the total cost — including shipping — before they go to checkout” (Wiebe J.
(2014) 7 proven secrets of high-converting checkouts {Link}).

> Bowen T. (2013) Stop “promo code search” leaks once and for all to increase conversions {Link}; Linowski J. (2018) Pattern #1: No
coupon fields {Link}; Graham E. (2009) Do coupon codes INCREASE checkout abandonment? {Link}.

>? Slides 22-26 in: Rice S., Doggett K. (2012) #EpicFail! A-B Test Results vs. UX Best Practices {Presentation}.
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Checkout
DCH010 Don’t combine shopping cart with checkout: they must be separate pages. Differences between these pages
that prevent from combining them:

= shopping cart page:
e standard header and footer;
e standard main menu;
e possibility to change shopping cart contents;
e “continue shopping” link;
= checkout page(s):
e modified header and footer;
® N0 Main menu;
e no “continue shopping” link;
e static shopping cart summary panel that doesn’t allow for items changing.

DCHO020 {For A/B-testing} Consider replacing one-step checkout with multi-step one (shipping address = shipping
method (confirm of change selection made on shopping cart page) 2 payment). Currently one-step checkouts are dying
off and now 96% of top e-commerce sites use multi-step checkouts (or their variation, accordion checkouts)™.

DCHO030 Make login link and phone number more noticeable on a page:

Kirjaudu sisaan

(N

044 7550444
Ma-Pe 9-18

Phone should be clickable. Also add clickable email for contacting you outside working hours.
DCHO040 There should be a possibility to return back to the shopping cart page.

DCHO050 Rename “Fill contact info” (Tayta yhteystietosi) section with “Shipping address”. Customers don’t want to be
“contacted”, they want their goods delivered.

DCHO60 Avoid multiple-column forms>*.

DCHO062 Match field length to the size of the input™.

>3 “One-step checkouts are more or less dead” (Holst C. (2016) The average checkout flow has 14.88 form fields — twice as many as
necessary {Link}).

>* “You should avoid multi-column layouts for form fields” (Appleseed J. (2011) Form field usability: Avoid multi-column layouts
{Link}); “Keeping a long form to a single column and making users scroll down the page is better than breaking it up into columns
<...> forms should never consist of more than one column” (Mifsud J. (2011) An extensive guide to web form usability {Link}).

>> See recommendation #6 in: Whitenton K. (2016) Website forms usability: Top 10 recommendations {Link}; rule #4 in: Babich N.
(2016) 10 rules for efficient form design {Link}.

CRO and UX audit of Keskisen Kello webstore 32
Version 1 | 14.08.2018


http://baymard.com/blog/checkout-flow-average-form-fields
http://baymard.com/blog/avoid-multi-column-forms
https://www.smashingmagazine.com/author/justin-mifsud/
https://www.nngroup.com/articles/web-form-design/
https://uxplanet.org/10-rules-for-efficient-form-design-e13dc1fb0e03

DCHO70 Use single name field (Your name) instead of First name / Last name™.

DCHO80 Use address autocomplete plugin (type-ahead address verification®’). Or, alternatively, autodetect city from
postal code and automatically fill City field as a user types the fifth digit in the postal code?®.

DCHO090 Consider removing Phone (Puhelin) field or mark it as optional®. Explain that you may need customer’s phone
number for delivery purposes only and you will never use it for marketing. If phone number is actually unnecessary then
definitely remove it.

DCHO096 {Bug} City (Kaupunki) field is not remembered. To reproduce this bug try opening homepage and then open
checkout again:

Postinumero * Kaupunki * Postinumera * Kaupunki *

20200 Turkuy 9 20200

DCH100 Ask for email in the end of delivery address section (or even later, somewhere at the payment step). Explain
that email will be used for order confirmation and order tracking®.

DCH104 Delivery to the nearest postal office is not what many customers expect from “free delivery”:

Posti
Toimitus |3himp&3an postiin 0,00 €

# Kotiinkuljetus sovittuna aikana. Jakeluajasta soitetaan etukiteen.
790 €

It can be supposed that many customers are surprised with an extra cost of delivery to their street address. The basic

761

ecommerce rule is “no surprises at the checkout””". Adding an extra cost for home delivery will cost you conversions.

Also, it may hurt your business image because customers may get a feeling that you try to fool them.

DCH110 Shipping methods should first be shown on the shopping cart page (DSC020). User should be able to change
shipping methods during checkout. Preselect shipping method chosen on the shopping cart page:

¢ “Use a single name field where possible <...> Multiple name fields mean there’s more risk that: (1) a person’s name won'’t fit the
format you’ve chosen; (2) users will enter their names in the wrong order; (3) users will try to enter their full name in the first field”
(GOV.UK Service Manual (2017) Names {Link}); “Name and phone number fields should be one field, not multiple” (Birkett A. (2017)
13 empirically-backed no BS form design best practices {Link}).

> Addressy (2017) How to Improve Speed, Accuracy and the Customer Experience in Your Checkout {PDF}.
*% Holst C. (2016) Checkout usability: Auto-detect ‘city’ and ‘state’ inputs based on the user’s postal code (60% of sites don’t) {Link}.

> “Most test subjects subscribed to a simple logic: if the store already has one way of contacting me (e. g. e-mail), why do they need
another (e. g. phone)?” (Holst C. (2012) Checkout experience: Don’t require seemingly unnecessary information (61% get it wrong)
{Link}).

% see slides 29-30 in: Gilis K. (2015) 10 Conversion Tips That Work on Any Website [PDF].

' “Do not surprise the users by showing additional cost just before they are ready to pay and checkout. It may cause them to
abandon the cart” (Pandey D. (2016) 13 effective ecommerce website design tips for a conversion optimized store {Link}).

CRO and UX audit of Keskisen Kello webstore 33
Version 1 | 14.08.2018


https://www.gov.uk/service-manual/design/names
https://conversionxl.com/form-design-best-practices/
http://info.addressy.com/hubfs/Landing%20Pages/FY17-Q1-UX%20Report/UX-Report.pdf
https://baymard.com/blog/zip-code-auto-detection
http://baymard.com/blog/checkout-experience-seemingly-unnecessary-information
http://downloads.agconsult.com/10-conversion-tips-agconsult.pdf
http://www.conversionbug.com/13-effective-ecommerce-website-design-tips-for-a-conversion-optimized-store/

Vaihe 3 - Valitse toimitustapa

Posti
Toimitus [3himpd&n postiin 0,00 €

Kotiinkuljetus sovittuna aikana. Jakeluajasta soitetaan etukdteen.
7,90 €

DCH112 These radiobuttons comprise a single group:

Posti

O Toimitus ldhimp&an postiin 0,00 €

" Kofiinkuljetus sovittuna aikana. Jakeluajasta soitetaan etukateen.
790 €

Toimitus postin pakettiautomaattiin

" Pakettiautomaatti, K-supermarket Manhattan 0,00 €

" Pakettiautomaatti, ABC Koulukatu 0,00 €

" Pakettigutomaatti, Sale Laivurinkatu 0,00 £

" Pakettiautomaatti, S-market Majakkaranta 0,00 €

" Pakettiautomaatti, K-supermarket Kivikukkaro 0,00 €

It’s not correct to split them into two sections.

DCH114 It doesn’t make sense to ask for street address and then offer the option of delivery to postamat. Ask for street
address only if a user selects home delivery.

DCH116 Show delivery date for each shipping method.

DCH120 Preselect the most frequently used payment method:

Vaihe 4 - Valitse maksutapa

Malksa verkkopankissa tai luottokortilla (Paytrail)
Klarna Erdamaksu / Tili - alkaen 28,30 £/kk
Klarna Lasku - 14 pdivaa maksuaikaa (2,90 £)

PayPal
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Mobile

Masthead and main menu, footer
MMF010 Show clickable phone numbers in both header and footer — smartphone users are just a click-to-call away®.

MMF020 Don’t hide search box behind a magnifying glass icon, use a permanently visible search box®.

MMF030 Avoid hamburger menu, use bar menu instead®. Recommendation for mobiles is to show first menu items
until they fit on a screen and then More link with a down arrow or an ellipsis (“combo navigation”)®.

MMFO040 Tapping left (category label) or right (arrow) parts of menu item produce different results: opening a category
page or opening a submenu correspondingly:

Korut >

This is counterintuitive because users expect that left and right parts of menu item are equivalent.
Recommendation is to open a submenu in both cases.

MMFO050 There is an inconsistency in presentation of links to men’s and women’s products (buttons) and links to brands
(logos):

. ity | A
MIESTEN KORUT ‘ ‘ NAISTEN KORUT SUUNTO' P-ﬁﬂa GARMIN.

It may make sense to use buttons instead of logos because logos do not look unambiguously tappable.

MMFO060 Sections in the footer attract some taps (approx. 6% of taps on the homepage):

But links are too small for a human finger:

®2 Walker T. (2017) How to optimize mobile pages to drive phone leads {Link}.
® “Don’t hide search on mobile” (Fries L. (2017) 3 critical search bar optimization tricks {Link}).

® “Avoid hamburger menus if you can” (Olotu T. (2017) Five mobile commerce UX problems and how to fix them: Advice from
observing real users dealing with real m-commerce issues {Link}).

% pernice K., Budiu R. (2016) Hamburger menus and hidden navigation hurt UX metrics {Link} {YouTube}.
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Info —

Tietosunjaseloste
Maksutavat

Toimitustavat

Recommendation is to enlarge vertical size of links and add horizontal rulers to indicate tappable areas better.

Homepage
MHPO010 The depth of scrolling on mobiles is surprisingly low so a half of visitors do not scroll below two upper tiles:
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As a result, the majority of users do not reach other important links like “Sykemittarit” and “Outlet”. Recommendation is
to reduce vertical size of primary product category tiles (men’s and women’s watches, sports watches and jewelry).
Vertical size of smaller tiles can be reduced as well. In fact they are simply links to internal pages and do not have any
specific information load.

Categories
MCAO010 Filters are too small for a human finger:

Bergeon
Bering
Canding
Casio
Caterpillar

Citizen

MCAO020 Consider presenting filters in collapsed state by default:

Rajaa vaihtoehtoja -
RAJAA HINTAA v
BRANDI v
RANNEKE v
TAULUN VARI v
MATERIAALI ~
KONEISTO v
VESITIIVEYS ~
LASI v

MCAO030 Show a list of selected filters on page itself, not on the filtering dialog (because filtering tags get hidden when a
user closes filtering dialog):

Selag kaikkia miesten kelloja

Rajaa vaihtoehtoja -

| Taulun véri: Sininen b4
Tyhjenna kaikki

MCAO040 Due to double scrolling — page scrolling combined with scrolling lists of parameters — there is a real problem for
users to understand how to scroll the filter dialog itself:
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Diesel
Emporio Armani

Festina

RANNEKE ~

Ruostumaton terés
Nahka

Kumi / Silikoni
Titaani

Kangas / Nylon
Palyuretaani / Muovi

Vainnnahis
TAULUN VARI v
Musta
Sininen
Valkoinen
Hopea
Harmaa

Lco

Nvuen suteie

MATERIAALI ~

Show a border around scrollable area and also show scrollbar permanently:

RANNEKE v

Ruastumaton 1eras -
Nahka

Kumi ¢ Silikoni
Titaani

Kangas / Mylon
Polyuretaani / Muavi

But it would be better to avoid double scrolling completely (see DCA190).
MCAO050 Allow to select multiple filters before updating page contents (this will require Apply filters button).

MCAO060 A noticeable amount of taps on this page (/rannekellot-miesten-kellot-c-31 33.html | /rannekellot-naisten-

kellot-c-31 34.html) goes to hamburger menu (some users tap logo or search button):
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Also as analytics shows, exit rate for this page is 12-15% (percent of mobile users who leave the website is probably
higher than that of desktop users).

This may mean that some users are disoriented and instead of drilling down into the website — their expected behavior
on this page — start browsing from the beginning (tap main menu or logo). Perhaps, they misinterpret the meaning of
Show all (Nayta kaikki) button. Renaming Show all with Show all men’s/women’s watches could probably improve the
situation.

Another possibility is to remove this page completely and load All men’s/women’s watches page instead (in a hope that
brand-oriented customers will use brand filters). This is a difficult question.

MCAO070 {Bug} When a user touches the screen and then scrolls the page, logo is replaced by text:

s %%NEP

This is not a big issue but it’s better to avoid this effect: don’t show text on either touch-and-swipe or tap.

Product page

MPRO10 It would be better to show product name in the beginning of page, above product image:

[a— KESKISEN
= & Kruocy Q™

ILMAINEN TOIMITUS TOIMITUSAIKA 1-2 ARKIPAIVAR

Lisaa kuvia

00 i

=375

—{ Suunto 3 Fitness Gold Fitnesskello

Tuotekoodi: 29564

(112)
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In particular, this will reassure users landing on a page from external links (e. g. Google) that they arrived to the correct
place.

MPRO020 Images should have scrolling buttons:

Using these buttons is more convenient than tapping thumbnails below the image.

A possibility to scroll images via horizontal swipe gesture will be useful too.

MPRO030 There is no much sense in opening “enlarged” product view in a popup so it would be better to remove it.
MPRO040 There must be an explicit link to customer reviews:

Tuotekoodi: 29564

(112) Read reviews €——

Toimitusaika: 1-2 arkipdivaa Varastossa (Madra: 3)

Currently only a very small percent of users understand that star rating is tappable:

3 taps (0.18%)

The result is that on pages with long descriptions only about 10% of users reach reviews section:

12.6% OF VISITORS REACHED THIS POINT
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This is not good because many customers don’t buy products until they read the reviews.

MPRO050 Font size of product descriptions on mobiles is definitely too small:

@ https//www.keskisenkello.fii  [2]

— & KESKISEN
— ] KELLG OY Q =

Trainer Wrist HR Gold monipuoliseen
urheiluun

Suunnon Trainer Wrist HR Gold soveltuu
monipuoliseen sisd- Ja ulkoharjoitteluun
Rakastitpa sitten juoksua, pyorailyd, uintia tai
kuntosalitreeneja, kellosi on aina valmiina. Sen
GPS seuraa sinun nopeuttasi, vauhtiasi ja
matkaasi urheilusuorituksesi aikana. N&et
kellostasi myds sen, kuinka korkealle olet lenkin
aikana kivunnut. Kello mittaa
harjoittelusucrituksen aikana seka kokonaisnousut
ja -lagkut ettd nousunopeudet. Mukautettavat
urheilutilat ja reaaliaikainen seuranta tekevat
urheilusuorituksista mielekkaita, Naet
kellotaulusta yrmpari vuorokauden niin palautetta
kuin yhteenvetojakin varikkadiden graafien kautta.
Voit luoda Spartan Trainer Goldilla myds omia
intervalliharjoituksiasi. Kellosta |Gytyva
reittinavigointi auttaa sinua IGytamadn haluamaasi
paikkaan. Eika hatas, Suunto Spartan Trainer Gold
el anna sinun eksyd, vaan loydat turvallisesti

aisin lahtopisteeseesi kellon reaaliaikaisella
unavigoinnilla.

W msmmemmledi bralem in ot Hole manbaria-lid

MPRO060 It seems the majority of mobile users do not read long descriptions at all:

s Sakura
-rannekellon jakeluketju on
todella rajattu Suomessa.
Varmista, etta saat omasi heti
ensimmadisten joukossa. Meilla on
nditd varastossamme, joten
toimitusaikamme on 1-2
arkipdivaa.

T
Suunto 3

Testiryhméan kommentteja:

"Laitteen luama harjoitussuunnitelma on hyvin
3lykas, jos hagjoittelukerta kuftenkin j3a valiin
tal kdyttald innostuu lifkkumaan suunniteltua
enentman, Suunto 3 Atnass mukauttaa
harjoitussuunnitelmaa automaattisestr,
Kerrassaan loistavaa sanoisin!”

-Marjaana Lehtinen, Miss Plus Size 2017

"Mielestani Suunto on onnistunut hyvin taman
mgﬂon kanssa. Kyseessa ef ale mittari fohon an

i gl il tan i) dod e ol BT ] ot oV =

pois ominaisuuksia. Pikemminkin painvastoin

Kellon eminaisuudet en toki rajalliset, mutta ne
on mietitty hyvin kahderyhmalle sopivaksi.”
-Seppo Moilanen, Juoksufoorumi
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It’s worth trying to replace descriptive texts with a bulleted list of the key product characteristics or tech specs in a table
form.

Another possibility is to present different page sections as an expandable/collapsible list (accordion), similar to that in
the footer:

+ + + +

(112)

MPRO70 It's completely acceptable to repeat Add to cart and Add to shortlist buttons in the page end.

Shopping cart
MSCO010 Don’t combine shopping cart with checkout.

Checkout
MCHO020 {TBD} Checkout needs serious redesign. In its current state it’s barely usable.

Miscellaneous comments
MIS010 It’s not clear why different paths through the website that should lead to the same place, actually produce
different results. For example:

=  Homepage = Sykemittarit > Suunto sykemittarit (banner) = Suunto sykemittarit (/suunto-suunto-sykemittarit-
c-128 386.html)
= Main menu > Sykemittarit > Suunto = Suunto (/suunto-c-128.html)

Expected destination in second case is “Suunto sykemittarit”, not “Suunto”.

MIS020 It’s not recommended to use fluid (full-width) website layout. | don’t think this is a good idea in case of
widescreen monitors. My recommendation is to set the maximum page width to not more than 1366px (1280px may be
also a good option).
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Most important things
MT010 Mandatory registration on ecommerce websites kills conversion®. Remove this step:

\ Login /

N
AN

Password

m v Customer? \

Of five your competitors (London Lash, LBLA, Borboleta, LashBase and LashBeePro), four websites made registration
optional and only one (Borboleta) requires registration.

Offer guest checkout by default and allow registered customers to login in the beginning of checkout page (in addition to
Login link on the masthead).

MTO020 It won’t be possible to sell your products successfully unless you collect a considerable number of reviews?”. The
complete absence of customer reviews and ratings on the absolute majority of subcategory pages (collections) is a
barrier to conversion. Take a serious effort on gathering much more customer reviews of your products. It may be
recommended to send emails to your existing customers asking them to prepare reviews and provide product ratings in
exchange of a coupon code or another incentive.

The current recommendation is to temporarily (until you collect enough customer reviews and ratings) remove star
ratings and review counters from collection pages and product pages that don’t have them:

! “Customers strongly dislike signing up for accounts. Registration should be optional. Customers dislike being forced to sign up for
yet another account. This quickly became evident during testing as every single one of the test subjects showed great frustration
when they were forced to create an account. A third of the test subjects ended up quitting one of their purchases due to required
account creation” (p. 147 in: Appleseed J., Holst C. (2017) E-Commerce Checkout Usability: Exploring the Customer’s Checkout
Experience, Copenhagen: Baymard Institute); “Let users purchase as a guest <...> Creating an account which allows users to track
purchases, receive special offers, or make the purchasing experience more efficient in the future can be recommended to users after
the checkout process” (p. 20 in: Google (2016) Mobile Principles of Retail Apps and Sites - Designing a Better Experience for Shoppers
{PDF}); “Forcing a visitor to register is pure friction <...> We advise all of our clients to avoid forcing visitors to register if at all
possible” (Neo Insight (2011) Every second counts — conversion optimization and usability {Link}); “Guest checkout. Because who
wants to spend time making an account and risk getting spammed? Buyers just want to buy! Allow them to do their thing” (Phy M.
(2019) The 7 deadly sins of ecommerce UX {Link}).

’ “A massive 88% of consumers ‘sometimes or always’ consult a review when making a purchase, and 60% were more likely to
purchase from a site that has customer reviews on” (Moth D. (2012) 88% of consumers consult reviews when making a purchase
{Link}); “Around 61% of customers read the reviews before making the purchase. Online sales increase by 18% when customer
reviews are showcased” (Brannon J. (2019) 10 ways to boost your ecommerce conversions in 2019 {Link}).
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Laser Mink Lash 0.05
$16.50 USD
e raion

However, you may perhaps keep reviews on [sub]category pages under Before & Aftercare and corresponding product
pages. Product pages that have reviews and ratings should show them beneath the product name:

Lash Primer
View 25 reviews
$5.00 USD

SKU FOZEBLPD15

Note that golden stars will probably look better than black ones. View NN reviews link should smoothly scroll a page to
the beginning of reviews section.

MTO030 Add card payments. For example, in North America’s B2B commerce payment by a purchasing/procurement card
is more preferred payment method than wire transfer®:
60%
50%

40%

30%

Share of respondents

20%

10%

0%

Check Wire Card (AP Card, P-Card, etc) ACH*

® Least preferred @ Most preferred

? Statista: Preferred B2B payment methods in North America in 2018 {Link}.
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B2C customers in the USA (left) and in the UK (right) prefer card (credit+debit) payments to bank transfers or ewallet
payments (e. g. PayPal)*:

Credit Card 32% Debit Card — 52 /0
Debit Card 20% eWallet — 2 370
eWallet 20% Credit Car 18%

Charge & Defermred am— 13% Bank Transfer PR b

DebitCard Cash on Delivery PR

Bank Transfer Y Charge & Deferred e 6%

Cash on Delivery L Debit Card

Pre-paid Card - 3% PrePay - 2%

PrePay - 1% Pre-paid Card - 2%

Other - 1% elnvoices - 1%

MT040 Knowing the fully landed cost is the absolute top priority for business purchasers®:

Which factors do you do you consider
important when shipping from an
international supplier?

0,
100%
Fully landed cost

100%
. . Reputation
Business purchasers think about g7%
total cost when making __4) | Estimated delivery time

. L] = - 3 %
international purchases 2 ol 95

Delivery costs

89*

Return policy

76%

Length of time in business

i
%
_ 73 ’
Location
. i Other products

Many customers will be disappointed after reading this on your website:

Every country handles important packages differently and associates fees according to their laws. It is the
imparters responsibility to be aware of these patential charges and fees as they are assaciated to the
receiver and nat the shipper and will be responsible as such.

Please note that any import duties or other customs related taxes are not included in the product or

shipping prices. BL Lashes is not responsible for these charges, you as the buyer are responsible.

Customers will be reluctant to pay if they do not know the last and final price of their order.

* See these reports about popular payment methods in other countries: Worldpay (2018) Global Payments Report {PDF}; Worldpay
(2019) Retail Global Payments Report {PDF}.

>P.42in: UPS (2019) The Importance of a Fully Transparent Customer Journey {PDF}.
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http://offers.worldpayglobal.com/rs/850-JOA-856/images/Global%20Payments%20Report_Digital%202018.pdf
http://offers.worldpayglobal.com/rs/850-JOA-856/images/2019%20Global%20Payments%20Report%20Retail.pdf
https://solutions.ups.com/rs/935-KKE-240/images/Pulse_2019_Whitepaper%201_Europe_GB.pdf

It is true that your competitors follow a similar approach to international orders, but there is a happy exception to the
rule — London Lash. They recognized the problem and provided a solution (while perhaps not ideal) addressing this
typical pain point. First, when an international customer lands on their page, they recognize their country by IP address
and launch a popup explaining, among other advantages, that customers can pay import duties and taxes at the
checkout for a guaranteed price:

WE SHIP TO SINGAPORE

Welcome! You can easily:

* Shop in your local currency

* Enjoy our great international shipping rates

@d uties and taxes at checkout for a@
price

CONTINUE TO SHOP

Change your shipping country

Then at the checkout they offer two duties and taxes payment options:

@ Prepay % 193.72 for duties, taxes and fees now to guarantee no additional charges on delivery.

O | will pay all applicable duties, taxes and fees on delivery.

And guarantee customers that they won’t need to pay any extra costs if they select the prepayment option:

Billing Summary
Please enter coupon code APPLY

lterns total 5% 2640.00
Shipping S$0.00
Duties, taxes & fees 5%$193.72
TOTAL FOR YOUR ORDER 5% 2833.72

All applicable duties, taxes and fees are included in the total amount of your order. We
guarantee you will not be required to pay any additional cost on delivery.

Most probably, they did a huge job of researching customs regulations across the globe, but they were able to address
the important issue of international customers’ uncertainty about extra costs associated with importing goods into their
country. The result is that London Lash customers were released from a critical pain. Consider applying a similar
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approach to processing international orders (first of all, encompass your target markets). If you decide to follow this
way, then it can be recommended to provide the information about final costs as early as on product pages and no later
than on shopping cart page (i. e. before checkout).

MTO050 Consider offering free international shipping® on orders over some threshold (cf London Lash: $100-£150,
Lashify: $100-150). Many customers expect that if they order in bulk then they can qualify for free shipping. Note that
free shipping is the most important factor when checking out’.

MTO060 Your Pro and Wholesale Partner programs are currently hidden from view. Most probably, customers first hear
about Pro accounts after receiving an order confirmation email. Recommendation is to add Businesses item on top of
the main menu with Pro and Wholesale Partner links in the submenu. Also, the corresponding links should be explicitly
shown in the page footer.

General remarks
GEO010 Remove entry popup:

Popups are the most hated feature on websites and they should be avoided®. It must also be noted that since January
2017 Google punishes websites with intrusive interstitials in their search results®.

® “Online shoppers report that the top three capabilities/features brands and retailers should support include free shipping (67
percent), shipping tracking (61 percent) and information about returns (52 percent)” (p. 3 in: Episerver (2019) Reimagining
Commerce: Principles of Standout Digital Shopping Experiences {PDF}); “61 percent of online shoppers will abandon their cart due to
high added costs, like shipping. And, 79 percent of consumers said free shipping would make them more likely to shop online” (Shippo
(2018) The Ultimate E-Commerce Shipping E-Book {PDF}); “Free shipping can be used as a strategic lever to drive sales. Product
prices are rated as important more than any other factor in the search/browse experience — at 81%. Shipping costs come in a close
second with 75% rating it important. Shoppers will go to varying degrees to secure free shipping, such as adding items to carts with
the intention to keep them (52%). And 45% have abandoned a cart when they don’t qualify for free shipping” (p. 7 in: UPS (2015) UPS
Pulse of the Online Shopper: U.S. Study {PDF}).

7 UPS (2015), Ibid., p. 31.

8 “Entry pop-ups represent the most blatant kind of in-your-face interruption advertising. They will anger, annoy, frustrate, and
distract your visitors before they even see your landing page. Worst of all, using entry pop-ups shows really poor thinking on the part
of the marketer responsible for their creation” (p. 81 in: Ash T., Page R., Ginty M. (2012) Landing Page Optimization: The Definitive
Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Pop-ups, by definition, ruin the user
experience” (Reed J. (2015) No, pop-ups can’t be part of a good UX — ever {Link}); “Don’t show overlay dialogs on page load. Each
time it happened, the vast majority of the test subjects would reflexively close the overlay dialog, not even glancing over its contents.
What’s more, the subjects would get annoyed with the site for bothering them, even though they — as just mentioned — never
actually read what they were being bothered with. Some subjects went as far as referring to any overlay dialogs as “spam”, which
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GEO020 Use colored links instead of black color ones to differentiate links from static text (the best color for links is blue
because blue is the strongest signifier of clickability). Examples (LBLA):

PROFESSIONAL ADHESIVES

ROYAL SABLE 0.05MM MIXED LENGTHS TRAY
(16LINES)

GEO030 {Forms} Don’t place labels inside entry fields™".
GEO040 {Forms} Use single name field (Your name) instead of First name / Last name ™.

GEO050 {CTA buttons} Although achromatic buttons (predominantly black) became a kind of “standard” in your industry
(the only exceptions are LashBase and London Lash), it has been shown in many experiments that chromatic buttons
may convert better®. For example, in recent A/B-testing conducted by Invesp, even such a passive, unimpressive and
uninviting color like beige solidly won over a black button™*:

‘West Street Chair West Street Chair
LT TR F - e

70800 A o C. BTHE.00
40% OFF o an 40% OFF o7y 09

Winner: #+7.6% CR

Gray button color used on your website is definitely an inappropriate color for CTA buttons™:

gives a pretty good idea of just how much users loathe these dialogs and how poorly it can reflect on sites that use them” (Appleseed
J. (2014) Avoid these 5 types of e-commerce graphics {Link}); Elding R. (2016) The most hated website features {Link}; Fessenden T.
(2017) The most hated online advertising techniques {Link}.

° Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}.
10 Loranger H. (2015) Beyond blue links: Making clickable elements recognizable {Link}.

" FeedbackGuru (2017) Form without labels: Don’t use the placeholder text! {Link}; Sherwin K. (2014) Placeholders in form fields are
harmful {Link}; Jarrett C. (2013) Don’t put labels inside text boxes {Link}.

2 “Yse a single name field where possible <...> Multiple name fields mean there’s more risk that: (1) a person’s name won'’t fit the
format you’ve chosen; (2) users will enter their names in the wrong order; (3) users will try to enter their full name in the first field”
(GOV.UK Service Manual (2017) Names [Alpha] {Link}).

B “First, your call to action button should be a color, preferably not white, gray, or black” (Patel N. (2018) 15 tips to optimize your
CTA buttons for conversion {Link}).

Y see episode 13:20-17:08 in: Invesp (2019) How we generated $850,000 of additional revenue in one month? {YouTube}.

B “Grey buttons are generally poor for conversion — they look disabled, so a lot of visitors won’t know they’re even allowed to click
them” (Wiebe J. (2013) 6 proven ways to boost the conversion rates of your call-to-action buttons {Link}).
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http://baymard.com/blog/avoid-these-ecommerce-graphics
http://www.itproportal.com/2016/01/12/the-most-hated-website-features/
https://www.nngroup.com/articles/most-hated-advertising-techniques/
https://searchengineland.com/google-hates-obnoxious-pop-ads-heres-need-look-ads-site-280970
http://www.nngroup.com/articles/clickable-elements/
https://feedbackguru.com/articles/form-without-labels-dont-use-placeholder-text/
http://www.nngroup.com/articles/form-design-placeholders/
http://www.uxmatters.com/mt/archives/2013/02/dont-put-labels-inside-text-boxes-unless-youre-luke-w.php
https://design-patterns.cloudapps.digital/#names
https://www.crazyegg.com/blog/call-action-buttons/
https://www.youtube.com/watch?v=NuSjB5Z3x5g
http://www.copyblogger.com/call-to-action-buttons/

ADD TC CART

Try orange, green, blue or even pink (cf LashBase) for CTA buttons (but avoid red because a number of experiments
showed that red color is probably not the best color for CTA buttons'®, perhaps because red universally signals “stop”
and “danger”).

Masthead and main menu
MMO010 Add a tagline to the right of logo explaining the purpose of website'’. This will assure visitors that they landed
to a website that offers what they need. Something like this:

( BL Eyelash extensions, care,
accessories and tools

MMO020 Reduce the width of search box a bit (approx. by 25-30%) — it may be difficult to recognize it as a search box due
to its huge size. There should be sufficient surrounding whitespace around the search bar'®. Avoid fluid design for search
box — it should have fixed width. (Placeholder/prompt inside search box is absolutely unnecessary, so leave it blank.)

MMO030 “Find” button with textual label will probably work better than a magnifying glass icon™.

MMO040 Place login link and/or icon to the left of shopping cart button. It is not correct to show login link on the main
menu.

MMO050 Make shopping cart link more prominent®. Link to shopping cart should have high visual contrast to and be
clearly distinguishable from all surrounding objects. Button-like shopping cart link must work better than an icon.
Example (London Lash):

f o +447495456276 £ Locin 10

HOME NEW IN SHOP ~ TRAINING ~ BLOG LONDON LASH ABOUT US / DISTRIBUTORS ™ Search Q

1® See, for example: Dawood A. (2017) Case study: Using a data driven approach to upgrade the Yayvo website {Link}, Frixione H. A.
(2015) How one bank doubled ROI by being creative in a conservative industry {Link}.

v “If there’s a possibility your visitors could look at your logo and not instantly understand what you do, you need a functional
tagline. We’re not talking about a marketing slogan. Using a snappy slogan to convey a mood, attitude, or feeling is fine for
advertising campaigns, but not when quick, laser-sharp communication is needed” (p. 84 in: Loveday L., Niehaus S. (2008) Web
Design for ROI: Turning Browsers into Buyers & Prospects into Leads, Berkeley: New Riders); “A tagline serves as your logo’s partner
in action. It can clarify the services you provide, bolster your positioning or express some other key facet of your brand” (p. 120 in:
Frederiksen L. W., Harr E., Montgomery S., Taylor A. E. (2013) Inside the Buyer’s Brain: How to Turn Buyers into Believers, Reston:
Hinge Research Institute).

'® SearchSpring (2017) Designer Cheatsheet: Increasing Search Bar Conversions {PDF}.
 Fries L. (2017) The ultimate ecommerce site search guide {Link}.

2% “When shoppers are ready to buy they do not want to have to guess about how to find the shopping cart or basket or bag” (Roggio
A. (2016) 7 ecommerce design conventions for 2016 {Link}).
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https://propakistani.pk/2017/03/22/case-study-using-data-driven-approach-upgrade-yayvo-website/
https://unbounce.com/a-b-testing/creative-in-conservative-industry/
https://cdn2.hubspot.net/hubfs/492396/Designer_Cheat_Sheet.pdf
https://searchspring.com/blog/ecommerce-search-bar-best-practices-definitive-guide.html
http://www.practicalecommerce.com/7-Ecommerce-Design-Conventions-for-2016

MMO060 Use inverted menu bar (i. e. light text on dark background). Inverted menu bar looks much more prominent on
a page and it clearly explains that this is a menu bar and it is definitely clickable.

MMO070 Make top level menu items clickable (for example, Lashes will open Lash Extensions page etc.).
MMO080 Don’t hide Contact us link under a submenu — it should be the rightmost item on the top menu level.

MMO090 Consider avoiding sticky masthead (and hamburger menu®'): the problem with sticky page headers is that too
many users hate them viscerally**:

= lu}BL What are you looking TOI7 == Q E

MM100 Differentiate “product” and “service” parts of the main menu with color.

Homepage
HP010 Remove meaningless and useless banner carousel:

HP020 Do you get many inquiries about “Glam 5D Lash”? If not, consider not promoting it too aggressively:

New GLAM 5D LASH >>> Pre-order Now

Lashes «

NEW! GLAM 5D
LASH

>t “Avoid hamburger menus if you can <...> Many sites do so because they just follow trends without checking how these affect user
experience or sales. But, again, there are a few who have gotten wiser and are using alternatives to the hamburger menu on their
mobile sites” (Olotu T. (2017) Five mobile commerce UX problems and how to fix them: Advice from observing real users dealing
with real m-commerce issues {Link}); Pernice K., Budiu R. (2016) Hamburger menus and hidden navigation hurt UX metrics {Link};
Pernice K. (2017) Hamburger menus hurt UX metrics {YouTube}.

> For example, readers’ comments to a positive article “Sticky menus are quicker to navigate” {Link} display a lot of negative
emotions: “For me most pages with sticky navigation is exactly distracting and intrusive”, “l absolutely dread sticky menus”, “I HATE
HATE HATE sticky navs”, “The fastest way to get me, an average user, to leave a webpage is to have “sticky” elements of any kind”
(see comments 16, 29, 34, 66, 76, 81, 91, 94, 96, 97, 99, 101, 104, 109, 110). See also: Salmon F. (2013) Kill the sticky nav {Link};
Moore M. (2011) The trouble with sticky headers {Link}.
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https://www.bllashes.com/collections/lash-extensions
http://whatusersdo.com/blog/how-to-fix-mobile-commerce-ux-problems/
https://www.nngroup.com/articles/hamburger-menus/
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' — A

Analytics shows that “Glam 5D Lash” page is in fact second most frequent exit page:

Page Exits 4 Pageviews % Exit
4,821 18,993 25.38%
f Total: 100.00% % of Total: 100.00% Avg Tor Yiew: 25.38%
(4,821} (18,993) (0.00%)
1. i 613 (12.72%) 2,623 (13.28%) 24 30%
5 ,-'|'_'I|C'gSfrb|Dg.-"WI||-t|‘IE—E'_fE|EISh-EXIEI'ISIDI'I—m'EIrkEt—CDI'ItII'I@ 126 (2.61%) 171 0a0w) 73 68%

ue-to-grow

3. /pages/glam-5d-lash hEl 109 (2.26%) 340 (1.79%) 32.06%

It may be more efficient to send info about this product via email to your existing customers instead of pushing it across
the website.

HPO030 It is in principle absolutely correct to show Shop by category section just below the homepage hero area, but
there is still room for improvement.

First, a single photo of a particular product cannot represent a whole category. Instead, use collages of multiple items to
illustrate the range of products in a category®.

Second, categories should exactly replicate the items on the main menu, i. e., Lashes, Glue & Remover, Before &
Aftercare and Tools. Note that you should display all your categories, not a subset of them. On mobiles, avoid Show
more button:

2 “Have a tile-like navigation with a few simple high-level groupings with images of constructed collages representative of those
categories that users can use to drill down to find the product they’re looking for” (SiteTuners (2015) 2 reasons the home page exists,
and why web sites fail {Link}).
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e

*

Remover

Lash Tweezers

Third, alongside links to category pages, also provide direct links to subcategories. These examples from other industries

illustrate how it all should be organized — collages, links to categories and links to subcategories:

- I8

Photography
Ligital Cameras, Lenses, Hashes, Prnters

5 See All Pholy

Computers
Drshtops, Laplops, Tablets, Monitors,

Lighting & Studio
Continugus Lighting, Srobe Lighting,
Thestrical & Staoe Lighting, Lighting
Controls & Grip

See All Lighting & Studio

fa A8 B/ O

Camcorders
High Defindtion, shoot & Share, Sports &

Hedmid, 30, Underesli

See All Consumer Video

Pro Audio
Ruording, Live S, ENG, EFP &
See Al 'ro Audio

Portable Entertainment

Pods, MP3 Players, Headphones &

Professional Video
Camcorders & ¢ SMeras, Froduction

Equipamint, Post Production, Audio for

yideo See All Pro Video

(. Je—
Home Entertainment
Tvs B Projectors, Home Theater In a
Box, ANV Recetvers, Speakers, Dhe-ray
Players VD Players
See All Home: Entertainment

Surveillance Video

Network Cameras, Analog Cameras,

Earphenes, Portable DVD Plavers,

Liisiss, DVR / MVR, Moniflors
see All survelllance

Photo Accessories
Bilm, Memory Cands, Iripods, Bags &
Cases, Soltware, Undenvaler

See All Photo Accessories

=

A/V Presentation

Projectons, Projection Scrers, Prosnbers
&nd Visyalizers, Curniture & Mounts
See All AV Presentation

Binoculars, Telescopes, Spotfing Scopes,
Might, Vision See All Optics

®
==

(Cakoe Pans, Loaf Tim, Cookie Sheet &
Sveita Roll Pan, Silicons Bakewsn

‘

Kitchenware

Baking Uransits, Bowls Salnd & Prap,
Crepping Boards, Spatsiss, Gramrs

Cookware

Cookware Sats. Frypans and Skillsts.
Cant lron Cackwars. Franch Overy

Tableware

Dinnes ats, Cutlany Sats, Dineas Mases,
Bewhi (Casnal, Pastn, Dassert]

\.I,;-'

\y

"D 85

I5S )
Glassware

Hed Wine (Glasses, Wivte Waoe Glosses,
Tall Drinic Glassas, Tumbles

Electrical

Hastlas, Toastars, Food Prasssses,
Kitchmn Wnwes, Show Cooirs

W 7
]

Knives

Chafs 7 Cooks Knives, Kitchen Knite Bock)
Sets, Kischan Knifs Sem

Homekeeping

Wasss Bin, Cantainass, Cinliters, Dtk

Rmelks & Mars, Cinaning Produssy

Pl e P
it Pl
e
St drutes

Auise & veten VI (hates

I S pee—

L s
P | g4 M

LED Lpa Bt
L Lipe Bues
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Practice shows that this approach works well in other industries and it can probably work in your case too:

In this example users actively click everything: category images and links to categories,
subcategories and subsubcategories

On mobiles you may consider increasing interlinear spacing between links to subcategories to make them comfortably
tappable by a finger or removing them (their removal will be compensated by addition of subcategory filters on category
pages — see CA020 below).

HP040 Show trending products above the blog section:

Eom R =

Lash Extensions Adhesive Remover Lash Tweezers  Under Eye Pads Aftercare
Tips & Tricks for Lash Artists
‘: N Q
| 1 ’
|

Lash Artist - When You Top Tips For Pre- Your lashing business

=1

Encounter a Bad Counseling Your brand styling goals
Review Customers sk

SEE MORE POSTS

In Trend! Premade Lashes

L / VIEW ALL
E‘ nsjg
5D Lash 0.07 W Lash (3D) 0.07 W Lash (30) 0.10 IS j
from $35.00 USD

$18.00 USD $18.00 USD

[Iapa— [ Mo s
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HP050 {Bug} This section on mobiles looks horizontally scrollable but actually it isn’t:

e g )]
[,

LTI
L BT |

5D Lash 0.07 Level 5D Lash
from $33.00 USD $18.40 USD

HP060 Putting it all together — this is how masthead, main menu and top of homepage should look at a wireframe level

of detail on desktop:

Free international shipping on orders over $150
Eyelash extensions, care, )
‘a) BL ccessories and tools | m @ Login

Home Lashesv Glue & Removerv Before & Aftercarevv Tools v Businessesv Blogv Supportv Contactus

Official BL Lash Online Store for exceptional quality eyelash extension supplies, tools and accessories, adhesives

and aftercare products straight from South Korea, at a competitive price.

Shop by category

Collage of products Collage of products Collage of products Collage of products
Lashes Glue & Remover Before & Aftercare Tools
Laser lash Pre-made fans Glue Pre-treatment Tweezers Accesories
Mink lash Easy fanning lash Remaver Under eye pads Brush & swab Beauty case
Flat lash Special lashes Aftercare

Tféhding prodd%ts
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Categories and subcategories
CA010 Remove these sections on top of pages:

Lashes have a beautiful and true story to tell about the birth of our lash extensions.

Mr. Lee, our company was working in a factory that manufactured small pipes. One day, he noticed a piece of lon

forming a perfect curl. His fascination and he began to experiment, creating different shapes and types

irfolled into one of them,
. It was of this innovation that BL lash

extensions were born.

Soon after, Mr. Lee’s incredible discovery launched in Japan, acceleratin
team worked hard to perfect their designs, creating eyelash

of the most important beauty trends of the millennia. He and his research
1ons that were impi in color, shape, and texture.

Recognized globally as thought leade
anywhere.

innovators in the industry, we now offer the most extensive ran sh extensions and supplies available

credibly proud to offer lash extensions of most extraordinary quality, straight from South Korea.

Reasons:

= visitors won’t read this long text — they are here to see your products, not to hear any stories;
= it pushes products too far down a page — especially on mobiles;

= if this text was added for SEO purposes then you can place it in the page end, below the product list; however, it
should be noted that this is a poor SEO — search engines recognize this SEO tactics as “keyword stuffing” and

punish such websites in their page rankings®*:

We at BL Lashes have a beautiful and true story to tell about the birth of our lash extensions.

Mr. Lee, our company founder, was working in a factory that manufactured small pipes. One day, he noticed a piece of long hair rolled into one of them,
forming a perfect curl. His fascination grew, and he began to experiment, creating different shapes and types of curls. It was of this innovation that BL lash

extensions were born.

Soon after, Mr. Lee's incredible discovery launched in Japan, accelerating as one of the most important beauty trends of the millennia. He and his research

team worked hard to perfect their designs, creating eyelash extensions that were impeccable in color, shape, and texture.

Recognized globally as thought leaders and innovators in the industry, we now offer the most extensive range of lash extensions and supplies available

anywhere.

We are incredibly proud to offer lash extensions of most extraordinary quality, straight from South Korea.

CA020 (Not applicable to subcategories.) Instead, on category pages show subcategory filters® like in these examples

from other industries:

e 86 88 08 Ca 44 &4 ©

DEMI-CUP PUSH-UP. RACERBACK STRAPLESS. UNLINED T-SHIRT BRALETTE

ESSENTIALS

SORT - FEATURED

2 “Keyword stuffing” {Wikipedia}; Marrs M. (2012) The dangers of SEO keyword stuffing {Link}.
% Holst C. (2016) Consider ‘promoting’ important product filters {Link}.
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https://en.wikipedia.org/wiki/Keyword_stuffing
http://www.wordstream.com/blog/ws/2012/03/21/dangers-of-keyword-stuffing
http://baymard.com/blog/promoting-product-filters

All Men's Bikes

Multiple filter selections should be possible
e .
ey i
w 7 -5
F |BO| O
Won's Maounksn Bikes Man's Cnatees Bloss Man's Bosd Sikes Meigers Hyibicd Biars Pl Bilkes Uincles 5150
Refire  Price = Top beandi = Store availability = ot Best sellers -
| Rolhadk J
-
E |
79.97 99,00 Ui price 529,00 119.00 129,00 was 515000 143,83 Lz price 519000
T §30.00 Save $30.00 Save 55517
" Roadmaster Granite Peak 26° Man's Kont Bayside Hiuffy® 26" Ml Liseso ™ Man's TO0 Maevs Kont Rosd Tech F Gnasts O Cnaieer
Mer's Bike Crusser Bike Crutser Bike, Black Foad Bk, GreeryBlack er's Bike, Black
L - LE S
From sthiopryg Fres ithigeesg Frae shappars Fres thoprg Erew thigpers
Firo si0ee pacioun Frow tons Dachosp todwy Frang mione Dodivuid Toaday Fiws 3100 QaCioup Tociey Frge o peckp

CAO030 Avoid pagination:

On desktop, it is completely acceptable to show up to 100-150 items on a category page without pagination®®. On
mobiles, load up to 30 products at once and then provide Load more button.

CA040 {Bug} Pressing Next button results in an infinitely rotating spinner (the same effect in Chrome, Firefox and Edge):

2 Hugo R. (2020) Product list UX: The number of products to load by default (52% get it wrong) {Link}.
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CAO050 Subcategories like Glue, Remover, Under Eye Pads may incur choice paralysis®’ or excessive “pogo-sticking”?®

because they present multiple very similar products without providing key product characteristics that could allow
customers to narrow the choice and make their purchase decision. There may be at least two approaches to this issue:
one is to display additional product information on mouse hover, another (recommended) is to show key product
characteristics statically. This is how product specification driven industries address this problem:

1£3.0

02:55'48

0

. O . . Ticwatch E Smartwatch Shadow

SUUNTO SPARTAN SPORT OOOOC 7 reviews
Black

= Compatible with operating system: Android,
¥ ke de e (157) i0s

= Gender adults: Ladies, Men

= Suitable for activity: Hiking, Running

Sleek and strong multisport GPS watch with color

touch screen

169,95 =t
Vi duct s
Ll ° Delivered tomorrow

One-sentence product description Bulleted list with important product specs

CA060 Also consider adding product sorting and filtering functionality to address this issue®.

Product page
PR0O10 Rearrange purchase section a bit (on desktop only —on mobiles it looks good):

Mink Lash 0.05 B
C

$15.90 Diser
SKU S74BMCD508 Length

| 08mm ‘ ‘ 09mm H 10mm ‘
Mink Lash Extensions 0.05 [1tmm | [12mem | [ 13mm |
« 0.05 Thickness | temm ‘ ‘ 15mm ‘ ‘ Mix (07 14mm) |
« For Russian Volume technique )
* Made with premium Korean PTB fiber 4in stock.
7 Quantity
» ]

Why BL Mink Lash Extensions?

We believe great ingredients make great products. this:

5 This is why we insist that our Classic Mink Lashes
\.. il are made only from Korean PBT fiber — a material

ramarkahls ~rAancistent in nranartisas aich as doctilibe and

7 “Having too many options actually leads us to stall and avoid choosing” (Cutrone C. (2013) Cutting down on choice is the best way
to make better decisions {Link}); “Shoppers feel overwhelmed by the number of options they encounter when browsing. Half of online
shoppers (46 percent) have failed to complete a purchase online because there were too many options to choose from” (p. 19 in:
Episerver (2019) Reimagining Commerce: Principles of Standout Digital Shopping Experiences {Link}).

%% Holst C. (2015) Product lists: Display extra information on hover (76% Don’t) {Link}.

?° Charlton G. (2017) Is choice paralysis a problem for ecommerce sites? {Link}.

CRO and UX recommendations for BL Lashes 15
Version 1 | 20.01.2020


http://www.businessinsider.com/too-many-choices-are-bad-for-business-2012-12?op=1%20%3c--%20large%20collection%20of%20examples
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PR020 Add links to shipping and returns information beneath Add to cart button. Open links in popup windows.
PRO30 Show delivery date estimate or better guaranteed delivery date®.
PR040 Also add a link to your Pro programme.

PRO50 Always indicate out of stock variations:

08rmm 09mm 10mm

TTmm 12Zmm 13rmm

T14mm 15mm Mix (07-14mm)

0in stock.

This kind of indication will work:

i

#
B
i

£

PR060 Show product stock counter near quantity field:

12mm 13rmm R

-{ 25 in stock.
Quantity ——
1 ADD TO CART
Shopping cart

SC010 Show PayPal button on the shopping cart page.

$C020 Shopping cart page should show the last and final order total including shipping costs*'. Add a shipping calculator
to shopping cart: this can be implemented either by Shopify customization (see Add a shipping rates calculator to your

%0 “Display shipping costs and delivery dates on the item page” (p. 13 in: Google (2016) Mobile Principles of Retail Apps and Sites:
Designing a Better Experience for Shoppers {PDF}); “Before committing to checkout, customers want to know when they will receive
their order” (Dearing J. (2018) UX best practice: The all-important ‘add-to-cart’ page {Link}); “Retailers should list an estimated
delivery date and, better yet, a guaranteed date, since both are seen as favorable by half of shoppers” (p. 31 in: UPS (2015) UPS Pulse
of the Online Shopper: U.S. Study {PDF}).

*" “Total cost estimate should be in the cart” (Chawla S. (2014) Q&A with Baymard’s Christian Holst about checkout optimization
{Link}); “Many studies have established that not displaying the shipping cost upfront is one of the biggest reasons for cart
abandonments. To one of the questions, 45% respondents said they add a product to cart only to calculate the price inclusive of
shipping. This is just a usability barrier that could be easily fixed” (p. 17 in: VWO (2016) VWO eCommerce Cart Abandonment Report
2016 {PDF}); “59 percent of your visitors expect to see the total cost — including shipping — before they go to checkout” (Wiebe J.
(2014) 7 proven secrets of high-converting checkouts {Link}).
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https://help.shopify.com/en/themes/customization/cart/add-shipping-calculator
https://www.thinkwithgoogle.com/_qs/documents/98/mobile-retail-apps-and-sites-designing-better-experience-for-shoppers.pdf
https://www.demandware.com/blog/retail-intelligence/ux-best-practice-important-add-cart-page
https://upscapital.com/wp-content/themes/upscapital/assets/uploads/UPS-Pulse-of-the-Online-Shopper-U.S.-Study-White-Paper-June-2015.pdf
https://vwo.com/blog/christian-holst-about-checkout-optimization/
https://cdn2.hubspot.net/hubfs/310840/VWO_eCommerce_Cart_Abandonment_Report_2016__1_.pdf
http://www.copyblogger.com/high-converting-checkouts/

cart) or installing an app (for example, Shipping Rates Calculator Plus). Requirements for a perfect shipping calculator

include:

= it uses geolocation;

= it asks for country and zipcode/postcode only and doesn’t ask for redundant information that can be calculated
from the zipcode — like state/province or city;

= it offers different shipping methods;

= it shows delivery date for each shipping method,;

= it exports country, zipcode and selected shipping method to corresponding fields in the checkout.

$C030 Use checkout button of normal size — huge buttons look weird and usually have lower conversions>*:

& CHECKOUT

Checkout
CHO010 Don’t preselect this checkbox:

Keep me up to date on news and exclusive offers
CHO020 Autodetect customer country by their IP address (Shopify can do this).
CHO024 Replace “Colombia” with “United Kingdom”:

United States -

Canada
Australia

Colombia

Albania
Andorra
CHO30 Clearly mark phone field as optional or better remove it*.

CHO040 Hide discount code field and button under a link. Discount fields are well-known conversion killers**. Customers
feel they are overpaying when seeing a discount field. Example from another Shopify website:

32ap company made their CTA button bigger and saw a 10.56 percent DECREASE in conversion rates” (Patel N. (2015) 7 ways to
increase your form field conversion rate (by up to 672%) {Link}); “[CTAs should be] large enough to be found easily on a page, but not
so big that they’re intrusive on the user experience” (Mega L. (2019) Are you putting your landing page CTAs in the right place?
{Link}).

> “Most test subjects subscribed to a simple logic: if the store already has one way of contacting me (e. g. e-mail), why do they need
another (e. g. phone)?” (Holst C. (2012) Checkout experience: Don’t require seemingly unnecessary information (61% get it wrong)
{Link}).
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Order summary

Monthly Plant + Cacti Subscription Auto 49.00
Renew x 1

Yes / Not that much / Third week of the
month
B Every 2 Months

Have a discount code? Enter it here >

Subtotal 49.00
Correct link label:
Have a discount code? Click to enter it

CHO050 This option may be completely unclear to customers (“what could be my own carrier service and how to arrange
it?”):

Shipping method

o Self pick-up Free

[Mot recormnmended] OMLY select this option if you are arranging your own carrier service

CHO052 Naturally, “not recommended” option shouldn’t be preselected by default.

CHO060 “Zones” tell nothing to customers:

EMS Worldwide S45.50 UsD
Zoned
DHL Worldwide L6460 USD
foned

Show at least shipping speed. It would be better to show a delivery date estimate or even better guaranteed delivery
date.

CHO70 If a customer ignored PayPal buttons twice — on shopping cart page (see SC010) and in the beginning of checkout
then do not offer them PayPal payment method third time by default.

CHO080 Banks generally won’t process payments to accounts at other banks over weekends:

i “Removing the coupon code had a strong increase to sales and even a stronger increase to checkout visits” (GoodUI Datastories -
Issue #26 — Jun 2016 {PDF}); Bowen T. (2013) Stop “promo code search” leaks once and for all to increase conversions {Link};
Graham E. (2009) Do coupon codes INCREASE checkout abandonment? {Link}.

CRO and UX recommendations for BL Lashes 18
Version 1 | 20.01.2020


http://www.goodui.org/GoodUI_DataStory026_Jun2016_Sample.pdf
http://www.websiteoptimizers.com/blog/stop-promo-code-search-leaks-once-and-for-all-to-increase-conversions/
http://www.conversiondoctor.com/conversion-blog/coupon-codes-increase-checkout-abandonment

You can use a wire transfer for the payment. Please note that you
must complete your bank transfer within 3 days including

weekend. Your order will be automatically canceled if you fail to
make the payment within this period. Crder will be fulfilled and
dispatched only when the payment is received.

CHO090 Make order number more visible on the confirmation page:

Order #BL-1541

Thank you Ivan!

Order cancellation
0C010 Confusing wording — “cancel cancellation”:

Confirmation

Are you sure you want to cancel the order and receive a refund? i

Cancel Continue

mﬂ.
i
E
3
5
b
3
v
i
-
h
h
a
[
3
3
3
i
|
1
4

“Yes/No” will work better.

0C020 Cancellation confirmation page is overcomplicated:

$T79.80 USD

Sublotal $997.30 UsD

54279 UsSD

Shipping

Your order has been canceled

Your order was canceled on January 17, Contact us if you have any questions

Customer information

Shipping address

Payrment method

et _

0C030 {Bug} After cancellation the order is still shown as active on My account page:
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Order history

Order Payment Fulfilment Total

Pending Restocked ﬁéﬂ[;m 09

Registration
RE010 Don’t ask for user name*. Ask for email and password only:

Create account

First name ;&ée

‘ Email ‘

CREATE Returning customer?

RE020 Provide more space for Email field: recommended field length for email is 28-31 characters*®:

Password ‘

Email
{ @abcdefghijklmnopgrstuvw

RE030 Remove captcha®’.

RE040 What may be wrong with my absolutely correct email address (lvan.Burmistrov@gmail.com)?!

Email is invalid.

First name Last name

EBhah.Burmistrov@gmail.cor RBasssaste

Note the overlap between labels and field contents. Also it is inappropriate to clear First name / Last name fields on
form submission error®.

> “Don’t ask for a username. If possible, use their email address as their account id” (Neo Insight (2011) Every second counts —
conversion optimization and usability {Link}); see also section “Registration page” in: DeMatas D. (2019) 105 ecommerce UX tips:
How to seduce visitors to buy {Link}.

% Bliss A. (2015) How long is the average email address? {Link}.

*’ Holst C. (2009) CAPTCHA can kill your conversion rate {Link}; Allen T. (2013) Having a CAPTCHA is killing your conversion rate
{Link]}.

% “After an error occurred, never clear the already completed fields” (guideline 15 in: Bargas-Avila J. A., Brenzikofer O., Roth S. P. ea
(2010) Simple but crucial user interfaces in the World Wide Web: Introducing 20 guidelines for usable web form design, in: Matrai R.
(Ed.) User Interfaces, Rijeka: InTech, 1-10 {PDF}).
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http://www.neoinsight.com/newsletter/1107.html
https://www.ecommerceceo.com/ecommerce-user-experience/
http://www.freshaddress.com/fresh-perspectives-blog/long-email-addresses/
http://baymard.com/blog/captcha-conversion-rate
https://moz.com/blog/having-a-captcha-is-killing-your-conversion-rate
https://cdn.intechopen.com/pdfs/10814.pdf
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Masthead, main menu, footer

- Recommended masthead and main menu layout:

} The perfect perfume,
a
: A’ﬂ.- CAT minus the price-tag

ﬂ Men fragrances

Free shipping on all orders in the UK

Women fragrances

Desktop

Free shipping on all orders in the UK

ar & [ S

ch by brand, produ mell, scent...

Women

ﬂ Men
Mobile

MMO020 Left-align logo — users don’t perceive centered logos as a link to homepage®. Users often return to homepage

during their website journey, so it is important to make homepage links obvious:

Starting pages
248K sessions, 122K drop-offs

1st Interaction
126K sessions, 26K drop-offs

— mm (collections/male
LT LT
=
r-‘-;
ﬁ Icollections/female
o /collectionsimale g
80K F
] mm (collection..ed-aventus
. i
R
. LT
ﬁ [2969089606/crders h"
27K |
—
L
= (rollectionsfemale | m— (= (1) more pages)
LR R LR

! Whitenton K. (2016) Centered logos hurt website navigation {Link}.

i

2nd Interaction
100K sessions, 29K drop-offs

m [collectionsimale
LI

= collection...ed-aventus
LIRS

m [coarch
LR

N ;7
fcollection.. mple-bunch

LL RS

m (=100 more pages)
48K
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B

3rd Interaction
T1K sessions, 14K drop-offs

lcollectionsimale
27K

/collectionsifemale
6.5K
fcheckout/c...nformation
6K

38K

fcollection...ed-aventus
2.5K

m— =) MOTE pAgEs)
6K


https://www.nngroup.com/articles/centered-logos/

MMO030 Add a tagline to the right of logo explaining the nature of the webstore’.
- Add permanently visible search box. Guidelines on search box design include:

» search box should be placed in the center of the masthead?;

= there should be sufficient surrounding whitespace®;

= search box should be large enough and prominently highlighted on a page’;

» search box background should be white®;

= don’t put placeholder text in search box’; however, hints explaining what kinds of searches will work on a
website are useful: place hints above or below the search box;

» there should be a button to the right of search box?;

=  button should have textual label, not a magnifying glass icon® (“Find” button label will probably work better than
“Search” or “Go” buttons because “Find” is more result-oriented™);

= show full search box on mobiles too — your customers usually know what they want when they arrive to your
website, and for them, search is the most convenient way to get what they want — so don’t hide search box

behind the magnifying glass icon™.
MMO050 Add “My account” icon.

MMO060 Consider adding Repeat last order button. Besides providing a convenience for repeat customers, it also signals
new customers that your webstore is popular and it has many permanent (i. e. loyal) customers, so this must be a very
good website.

MMO070 Make shopping cart link more prominent*. Link to shopping cart should have high visual contrast to and be
clearly distinguishable from all surrounding objects™. Button-like shopping cart link must work better than an icon.

2 “If there’s a possibility your visitors could look at your logo and not instantly understand what you do, you need a functional tagline.
We’re not talking about a marketing slogan. Using a snappy slogan to convey a mood, attitude, or feeling is fine for advertising
campaigns, but not when quick, laser-sharp communication is needed” (p. 84 in: Loveday L., Niehaus S. (2008) Web Design for ROI:
Turning Browsers into Buyers & Prospects into Leads, Berkeley: New Riders); “A tagline serves as your logo’s partner in action. It can
clarify the services you provide, bolster your positioning or express some other key facet of your brand” (p. 120 in: Frederiksen L. W.,
Harr E., Montgomery S., Taylor A. E. (2013) Inside the Buyer’s Brain: How to Turn Buyers into Believers, Reston: Hinge Research
Institute).

® Fries L. (2017) The ultimate ecommerce site search guide {Link}.
* SearchSpring (2017) Designer Cheatsheet: Increasing Search Bar Conversions {PDF}.

>P. 8 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}; “The larger search bar — which was double
the size of the original — had an incredible impact all the way down the funnel, increasing revenue 7.5%” (Behave (2018) Is a bigger
search bar really better? {Link}).

¢ SearchSpring, ibid.

7 “Placeholder text is harmful in search boxes” (Mundstock R. (2014) Placeholder text: Think outside the box {Link}).
8 SearchSpring, ibid.

? Fries L., ibid.

1% Watch episode 46:57-48:19 in: Gilis K. (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {YouTube}.

" “Don’t force users to click on the search icon to display the text input <...> Major e-commerce sites virtually always have large
search inputs: full width on mobile” (Dutton S. (2018) How to build a great search box {Link}); “Have an easily identifiable search box
in the top of the screen, with an open-text field” (Babich N. (2016) Mobile UX design: User-friendly search {Link}).
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https://searchspring.com/blog/ecommerce-search-bar-best-practices-definitive-guide.html
https://cdn2.hubspot.net/hubfs/492396/Designer_Cheat_Sheet.pdf
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf
https://www.behave.org/case-study/bigger-search-bar-really-better/
https://www.digitalgov.gov/2014/11/24/placeholder-text-think-outside-the-box/
https://www.youtube.com/watch?v=uO1sSXrmwmI
https://medium.com/@samdutton/how-to-build-a-great-search-box-2b9a6d1dce0d
https://uxplanet.org/mobile-ux-design-user-friendly-search-51e5f78f5a1e

MMO080 {For A/B-testing} Consider non-sticky masthead. There are two reasons for removing stickiness:

» subjective: too many users hate sticky navigation viscerally™;
= objective: research shows that sticky objects of any type are among the top four conversion killers*.

-Avoid hamburger menu and instead use normal horizontal menu on both desktop and mobile™.

MM100 Use inverted menu bar (i. e. light text on dark background). Inverted menu bar looks much more prominent on
a page and it clearly explains that this is a menu bar and it is definitely clickable.

MM110 There should be Home link on the main menu®’ (“home” icon will work ok).

MM120 Footer should look like a footer, not like one more page section. It should clearly signal page end. Use dark
background for it. Example:

Payment Methods

Klarna.

MM130 Footer should include links to collections (Men fragrances, Women fragrances).

2 “When shoppers are ready to buy they do not want to have to guess about how to find the shopping cart or basket or bag” (Roggio
A. (2016) 7 ecommerce design conventions for 2016 {Link}).

B “Avoid placing cart links in dark bars spanning the top of the page. Our brains scan white (or light) space looking for site functions,
and it’s very easy to not see anything in a skinny bar” (Bustos L. (2016) Optimizing shopping cart page design and usability {Link}).

“For example, readers’ comments to a positive article “Sticky menus are quicker to navigate” display a lot of negative emotions:
“For me most pages with sticky navigation is exactly distracting and intrusive”, “I absolutely dread sticky menus”, “I really really hate
them”, “I HATE HATE HATE sticky navs”, “The fastest way to get me, an average user, to leave a webpage is to have ‘sticky’ elements
of any kind” {Link}. See also: Salmon F. (2013) Kill the sticky nav {Link}; Moore M. (2011) The trouble with sticky headers {Link}.

> Browne W., Jones M. S. (2017) What works in e-commerce — a meta-analysis of 6700 online experiments, Qubit {PDF}; see also pp.
25-26 in: Qubit (2018) Getting 6% More {PDF}.

® “Avoid hamburger menus if you can <...> Many sites do so because they just follow trends without checking how these affect user
experience or sales. But, again, there are a few who have gotten wiser and are using alternatives to the hamburger menu on their
mobile sites” (Olotu T. (2017) Five mobile commerce UX problems and how to fix them: Advice from observing real users dealing
with real m-commerce issues {Link}); Pernice K., Budiu R. (2016) Hamburger menus and hidden navigation hurt UX metrics {Link};
Pernice K. (2017) Hamburger menus hurt UX metrics {YouTube}.

v “Positioning the logo on the left is good, but an even better approach is to offer both a left-aligned clickable logo and an actual
Home link” (Whitenton K. (2016) Centered logos hurt website navigation {Link}); “A homepage link in the main navigation is rarely
found on sites these days, but in testing we frequently see how important it can be <...> Users often return to the homepage of a site
during testing — to re-orientate themselves after getting lost or to start a new task afresh —and if they are not able to do this easily
they quickly get frustrated with the site” (p. 11 in: RedEye (2014) 10 Usability Issues We’ve Seen and You Should Be Avoiding.
London: RedEye {PDF}).
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http://www.practicalecommerce.com/7-Ecommerce-Design-Conventions-for-2016
http://www.ecommerceillustrated.com/optimizing-shopping-cart-pages-reducing-cart-abandonment/
http://www.smashingmagazine.com/2012/09/11/sticky-menus-are-quicker-to-navigate/
http://blogs.reuters.com/felix-salmon/2013/10/11/kill-the-sticky-nav/
http://martymoo.com/blog/2011/11/01/the-trouble-with-sticky-headers/
https://www.qubit.com/wp-content/uploads/2017/12/qubit-research-meta-analysis.pdf
https://dtizncz8yxdah.cloudfront.net/media/2018/05/09101008/PWC-getting-6-more-WEB-2.pdf
http://whatusersdo.com/blog/how-to-fix-mobile-commerce-ux-problems/
https://www.nngroup.com/articles/hamburger-menus/
https://www.youtube.com/watch?v=rdeoPuPzONg
https://www.nngroup.com/articles/centered-logos/
https://web.archive.org/web/20140630080938/http:/www.redeye.com:80/assets/Uploads/Resources/White-Papers/RedEye-White-Paper-Top-10-Usability-Issues.pdf

Search

- Search should be the primary method of finding products on your website because this is the most convenient
way for customers who know what they want to locate the desired products. However, only 7% of visits result in search
and this number is much lower than global search statistics of approx. 50% of users who use search when they land on

websites®:

W Visits Without Site Search M Visits With Site Search

At the same time, those who use search convert almost 50% better than those who do not use search (8.1% vs 5.5%):

) Avg. Order
Site Search Status Sessions 4 Revenue Transactions Value
251,083 £388,660.35 14,215 £27.34
% of Total: 100.00% % of Total: 100.00% % of Total Avg for
(251,083) (E388,660.35) | 100.00% (14,215) :
1. Visits Without Site Search 232,811 (92.72%)  £350,739.14 (9024%) 12,736 (89.60%) £27.54
2. Visits With Site Search 18,272 (7.28%) £37921.21 (9.76%) 1,479 (10.40%) £25.64

Ecommerce
Conversion
Rate

5.66%

Avg for
Viewr:
5.66%

(0.00%)

5.4T%

B8.09%

There are three opportunities to search for products on your website, but all of them are problematic:

(1) Search link in hamburger menu (implementing “update results as you type” approach): hidden from view and

doesn’t look like normal search functionality:

=

8 “Our research shows that 50% of users go directly to the search bar as soon as they arrive on a website <...> behavioral studies
from the Nielsen Group and other research findings show that more than 50% of people visiting a start page on a website go straight
to the internal search box in order to navigate” (Cludo (2016) Search vs. navigate: How people behave on websites — do they search

or do they navigate? {Link}).
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https://www.cludo.com/blog/search-vs-navigate-people-behave-websites-search-navigate/

| am very sceptical about “update results as you type” method. It appeared about four years ago on some
experimental websites but failed to gain widespread acceptance.

(2) Search link in page footer (non-predictive search): buried too deep on a page, so only a very small number of
users can find it:

P

2all

(3) Search box on collection pages (non-predictive search): difficult to notice and recognize as a search box in
principle because it doesn’t look like a normal search box:

Current industry standard is “search as you type” method with a dropdown list of search suggestions appearing below
the search box. Example:

eau

PRODUCTS
i -
. - —= 2
CHANEL Coco CHANEL Coco Dior Sauvage Dior Sauvage CHANEL N°5 Paco Rabanne 1
Mademoiselle Mademoiselle Eau de Parfum 100ml Eau De Toilette 100ml Eau De Parfum Spray Million For Men
Eau De Parfum Eau De Parfum Spray Spray Spray 100ml Eau De Toilette 100ml
Intense Spray 100ml 100ml Spray
|
BRANDS RANGE
RALPH LALREN )’VES?\I\FILALREM i
Yves Saint = Jean Paul
Laurent YSL S Gaultier Le
Black Opium Male

My strong recommendation to use this type of search (besides Shopify’s proprietary predictive search, there are many

other similar apps on Shopify appstore).

SE020 When selecting search app, it is important that search engine index not only product descriptions but also
customer reviews, because original products and brands often appear namely in customer reviews.

Homepage
HP010 Reduce vertical size of hero area on desktop by 30-50%:

C AT FRA ES

THE PERFECT PERFUME

minus the price tag.

(It looks acceptable on mobiles.)
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https://help.shopify.com/en/themes/development/predictive-search

HP020 Reduce vertical size of collection tiles on both desktop and mobile by approx. 50%:

o EXECQUTIVE |

%"L T

EIND MY ERACRAMCE _r |

EXECUTIVE

=mie 1.7 Fl Ox

FIND MY FRAGRANCE

Modern designers believe that people are born to scroll, scroll, and scroll. They are mistaken. People do scroll but this
doesn’t mean they like scrolling: actually they don’t. Many UX experts consider long-scrolling pages a harmful trend in
webdesign™. Scrolling is not free: each turn of the mouse wheel is the currency that the consumer spends on your
website.

' Brian Friesen: “The Long Scrolling is a result of the popularity of the Facebook model, and migration to mobile devices. On a
phonelet, it may be great, but when accessing a site via a computer interface, it can be distracting, unfulfilling, and annoying. If users
are to use the site on a computer, one expects that the creators would take the time to organize their architecture in a manner that
would allow for a better navigational model. When | visit a site looking for information, and what | receive is perpetual scrolling of
lovely images and marketing copy without a clear navigational path to useful information, | get the impression that the designer, for
whatever reason, was unable to define an information architecture”; Jonathan Knopf: “Having all content on one infinitely long page
is ludicrous. It’s a website not a PDF”; Rebbecca Tomas: “Hopefully (like mullet haircuts, “jeggings”, and avocado-colored kitchens),
this trend [long scrolling] will die — nothing is more frustrating on a computer interface” (from a discussion on LinkedIn’s “User
Experience Group”).
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HP030 Don't autoscroll testimonials — this doesn’t allow customers to read them — and instead use clearly visible
scrolling buttons. Consider displaying three testimonial cards simultaneously with a possibility to manually scroll them
horizontally. Example:

<

IT IS AMAZING, 50 HAPPY THE DRESS IS SO PRETTY 0

Ol fuda e S

HP040 Reduce whitespace between sections:

v
FOR HER - AMAZING

Was 500 pleased with this perfure. Smelt exactly like the
engmnal. Lasted il dey, And no one could tell the deference.

INSPIRED BY FOR WEA

—

4
BCOPYCATPTRFUMES

FOLLOW US

ABGUT COPVCAT MORE (NFORMATION MEWSLEFTER
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In addition to unnecessary scrolling, excessive whitespace has another negative consequence — users often perceive
empty spaces between sections as false page bottoms and stop scrolling further®.

Collection
CL010 This header is misleading (“If all items below are bestsellers, then where can | find the full list of products?”):

Best Sellers

Remove.

- This interstitial (especially combined with extra whitespace and a horizontal rule) is a clear signal of the end of
product list*:

R [ R e

INSPIRED BY INSPIRED BY INSPIRED BY INSPIRED BY
SILVER MOUNTAIN WATER AVENTUS FOR HER BLACK OQRCHID FABULOUS
FROM £5.95 FROM £5.95 FROM £5.95 FROM £5.95

67 reviews 57 reviews 50 reviews 49 reviews

Q{!, & &£ Iy
a A 2 5
G et G o

BLODMECH

i
£
i
H
i
H

10

20 “Scrolling too much may irritate the visitors and that would make them leave the site before them seeing what you wanted them to
see. Also, the usability of the site will implicitly drop really fast. <...> scrolling like a mad man to see the end of the site is annoying”
(Sandu B. (2015) How the web design trend of parallax scrolling has faded {Link}); “People will scroll for as long as the content is
relevant. But relevant content is not enough: if there’s a false bottom breaking the scroll flow, people will stop scrolling” (section 7 in:
De Baets E. (2017) Conversion Jam 2017: The key insights {Link}); see also “Too much whitespace” section in: Mullin S. (2016)

Beyond the false bottom: How to avoid this costly UX mistake {Link}.

L “When ads are placed within a product list, users tend to interpret it as the end of the list. In the user’s view, the ad represents the
beginning of a new page element and the ad therefore also comes to signify the end of the current page element (i. e. the product
list). This problem is only exacerbated on devices with fading scrollbars, as the one visual clue indicating that plenty of additional
content is available on the page will often be hidden. <...> Users generally perceive lists of product and categories as a “collection”
and expect it to be represented as a whole. Therefore, when subdividing such lists by intersecting them with internal ads, a good deal
of users will perceive it not as a singular list divided by an ad but rather as one list, an ad and then another list” (Appleseed J. (2014)
Avoid these 5 types of e-commerce graphics {Link}).

CRO and UX audit of Copycat Fragrances
Version 4 | 28.08.2019


http://www.designyourway.net/drb/how-the-web-design-trend-of-parallax-scrolling-has-faded/
http://www.agconsult.com/en/usability-blog/conversion-jam-2017-key-insights
http://conversionxl.com/false-bottom
http://baymard.com/blog/avoid-these-ecommerce-graphics

Remove.
CLO30 Avoid unnecessary animation (“lazy loading”) — it is distractive®.
- {Bug} Sorting simply doesn’t work — the same results regardless of sorting option.

CLO50 Indicate current sorting option:

SORT -~

Example:

SORTBY: Price Low ToHigh ~

CLO60 Make text in this dropdown legible:

CLO70 Consider default sorting by popularity (“Best selling”) instead of “Featured”. Chances are customers will find
products they want more quickly.

- Quantity selector and add to cart button appearing on mouse hover may be a good thing for repeat customers
but it may be an issue for new customers:

= they want to read product description and customer reviews before adding an item to the cart;
= it looks too pushy;

> “Animation for animation’s sake is (almost always) poor design. When an animation doesn’t fit a functional purpose, it usually also
feels awkward or annoying” (Babich N. (2016) Animation in mobile UX design {Link}); “Be able to justify the use of each animation in
terms of benefit to the user. “It looks pretty” doesn’t qualify” (Paxton S. (2015) Your Ul isn’t a Disney movie {Link}).
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http://babich.biz/animation-in-mobile-ux-design/
https://medium.com/startups-venture-capital/your-ui-isn-t-a-disney-movie-703f7fbd24d2

= it contradicts user expectations that product image is clickable and linked to a product page: as a result, users

avoid clicking product images which is typically the normal user behavior:

e
Cﬁ{‘;
EXECUTIVE

S0md 1.7 F Oz

-

AVENTUS
FROM £6.95

1283 reviews

In addition, this mouse hover effect produces distractive and annoying flicker over the page.

Quick workaround:

ew product details

Add to cart

{For A/B-testing} Recommended design:
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=y

)

1
et
OUD INTENSE

e

Ebml L7F Oz

meniraed b
I'\_r'\. b BAY

Colonia Intensa Oud

126 reviews

100 ml 50 ml
£44 95 £24.95

Add to cart

Note that color of product name was changed to indicate its clickability. Whitespace between product image and

5 ml
£h.95

product name was reduced as well. Currently whitespace is dictated by bundles:

. - —wr
f, A, i,
o ) Ry
— T T T
f\ — —— —
o
EXECUTIVE
soml L7 O . .
£ £
— = T
INSPIRED BY BEST SELLER SAMPLE BUNDLE [MALE)

Not correct. Reduce vertical size of bundle images. Also, reduce whitespace above and below product images.
CL090 {Mobile} Consider using this design also on mobile.
- {Bug?} Overlay works unsteady and sometimes disappears: see video (Firefox browser).

- {Bug} Reviews look clickable (mouse pointer is changed), but actually they are not:

7 re{:z-ws
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https://interruptions.net/private/IB/CCF-01.mp4

- Filters are useless and do not help customers to narrow the choice of products:

FILTERS

It is clear from search term analytics that website visitors search almost exclusively for names of original fragrances or
brand names:

1. Creed 3,936 (14.12%)
2. Tom ford 504 (1.81%)
3. Tom Ford 500 (1.79%)
4. Chanel 475 (1.70%)
5. Sauvage 453 (1.62%)
6. Executive 449 (161%)
7. Boss 368 (1.32%)
8. creed 341 (1.22%)
9. Dior 336 (1.21%)
10. Aventus 333 (1.19%)
11.  Armani 297 (1.07%)
12, Million 271 (0.97%)
13.  Invictus 264 (0.95%)
14. Oud 264 (0.95%)
15. Hugoboss 238 (0.85%)
16. Aqua 196 (0.70%)
17. Gucci 183 (0.66%)
18. Hermes 166 (0.60%)
19. One million 162 (0.58%)
20.  Alien 148 (0.53%)
21. Joop 138 (0.49%)
22. Savage 132 (0.47%)
23. Paco 130 (0.47%)
24, Jomalone 127 (0.46%)
25. Diesel 125 (0.45%)
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My idea is to analyze first 50-75 search terms (some of them are duplicates like “Creed/creed” or “Tom Ford/Tom ford”),
select most frequent search terms and then stupidly put corresponding filters on the left rail:

BRAND ~
[0 o007 Fragrances (1) - 3
1] =
[] abahna (22) I frer
[0 Abercrombie & Fitch (4) C|’<
[0 Acqua biParmate)
|:| Agent Provocateur (21) =+ k J T
|:| Agua de Colonia (4)
|:| Alexander De Markoff (1) MORE SIZES
[] Alyssa ashley 27) Burberry Brit Rhythm Floral Calvin Klein CK One Eau de Jimmy Choo Flash Eau de Parfum Calvin Klein Obsession Eau de
~ Women's EDT Spray 50ml Toilette Spray 200ml Spray 100ml Parfum Spray 100ml

Recommended order of filters is popularity, but also consider alphabetical order.

- {Mobile} {Bug} Fix flaws:

FILTERSORT

This bar should be adjusted to viewport width.
CL140 {Bug?} Product images and product names open different product pages:

=  image: /products/{product_name}
= name: /collections/male/products/{product_name}

Is there any reason for this?

Product
PR0O10 Use color for the link to reviews to indicate its clickability:

12 reviews = 12 reviews

PR020 Show sale price beneath or to the right of regular price. Customers perceive a larger discount when the sale price
is positioned below or to the right of the original price®.

PRO30 Consider larger font size and bold typeface for regular price*:

£39:95 £31.96

PR040 Show not only regular price and sale price but also the savings (both in pounds and in percents)®:

> Biswas A., Bhowmick S., Guha A, Grewal D. (2013) Consumer evaluations of sale prices: Role of the subtraction principle, Journal
of Marketing, 77 (4), 49-66 {PDF}.

2 “Making the sale price stand out in a green, smaller font emphasized the price reduction in visual form” (Kwan L. (2017) How to
use pricing psychology to motivate your shoppers: Two test results just in time for Black Friday {Link}).
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You save £7.99 (25%)

PRO50 {For A/B-testing} Consider green color for sale price and savings®:

£39:95 £31.96

You save £7.99 (25%)
Red color universally signals “stop” and “danger”.

PR060 Distance between size selector and price is perhaps too large:

£31.96 £3995

Somefimes, the best fragrances are those that keep their ingredients simple, and let the
quality of the scents do the talking. This heady, atmospheric perfume is ideal for men
and women, and can be worn in virtually all situations; from a day at the office, to a

night put with friends.
It featlires the timeless delicacy of rose; a powerful note of sensuality that lasts for
hours| This is further enhanced by oud oil, one of the most exclusive perfume

ingregients in the world. If you're looking for something that radiates opulence and
desirgbility, this is it

50 5

27
1.

PR070 Show price per m

PR080 Summing up PR020-PR070 — recommended design:

£39:95 £31.96

You save £7.99 (25%)

{@ 100 ml —£31.06 (£0.32 per mi)

O 50mi—£19.96 (£0.40 per mi)

O 5mi— £396 (£0.79 permi)

Add to cart =

PR090 {Mobile} {For A/B-testing} Consider non-sticky size selector and add to cart button:

% Randall G. (2015) Ecommerce product pages: Where to place 30 elements and why {Link}.
%% See episode 10:16-12:17 in: Khanal D. (2019) Desirability vs. Usability in Conversion Rate Optimization {YouTube}.

7 4949 of sites fail to provide unit prices for items sold in varying quantities or amounts. Not providing a “price per unit” on the
product page... makes it difficult for users to compare products of varying amounts or quantities <...> Not providing a “price per unit”
not only makes it more difficult for users to judge prices, but also is detrimental to sites’ ability to sell users bulk orders, which
increase Average Order Value” (Scott E. (2017) The current state of e-commerce product page UX performance (19 common pitfalls)
{Link}).
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100ml S5ml

Reason: research shows that sticky objects of any type are among the top four conversion killers®.

PR100 {Mobile} Font size is perhaps too small:

The allure of this eau de parfum lies with its

refined blend of sandalweod, tonka bean and ) )
Was skeptical about how it would smell due to

price but it smells amazing and exactly like the

real one and lasts for a long time Cannot fault,
and mystery. If you're looking for a fragrance that can't wait to try others!

notes of amber. Combined, they create a deep,

heady scent, which encapsulates both masculinity

is opulent without being ostentatious, this is the

obvious choice. &+ Share Was this review helpful? « 0 "0
Consider increasing it.

PR110 Show delivery date estimate or better guaranteed delivery date®.

PR120 {For A/B-testing} Color of add to cart button looks unimposing. Consider classic orange* or green.

PR130 {For A/B-testing} Consider intensifying add to cart button color on mouse hover instead of transforming it into a
ghost button. Ghost buttons have the lowest conversion rates among all types of buttons®":

AD .96

PR140 {For A/B-testing} Reduce the horizontal size of add to cart button:

*® Browne W., Jones M. S. (2017) What works in e-commerce — a meta-analysis of 6700 online experiments, Qubit {PDF}; see also pp.
25-26 in: Qubit (2018) Getting 6% More {PDF}.

» “Display shipping costs and delivery dates on the item page” (p. 13 in: Google (2016) Mobile Principles of Retail Apps and Sites:
Designing a Better Experience for Shoppers {PDF}); “Before committing to checkout, customers want to know when they will receive
their order” (Dearing J. (2018) UX best practice: The all-important ‘add-to-cart’ page {Link}); “Retailers should list an estimated
delivery date and, better yet, a guaranteed date, since both are seen as favorable by half of shoppers” (p. 31 in: UPS (2015) UPS Pulse
of the Online Shopper: U.S. Study {PDF}).

%0 “Research suggests that orange is a happy medium — a combination of aggressive red and cheerful yellow. Clearly some of the
larger online brands <...> have taken note of this, using orange and those that contrast with it to create immediately recognizable
Calls-to-Action” (Ve Interactive (2016) The Marketer's Guide to the Perfect CTA {PDF}).

*t “Avoid ghost buttons” (Meyer K. (2017) Flat-design best practices {Link}); “Our initial tests showed a trend towards ghost buttons
having a negative impact on attention and conversions” (Hay L. (2016) Ghost buttons: UX disaster or effective design? {Link});
“Ghosted buttons have ghost conversions” (Angie Schottmuller’s comment to: DeMeré N. E. (2015) We are conversion rate
optimization experts: Ask us anything {Link}); “Every eye tracking study we’ve done they [ghost buttons] lose out to a more solid
button” (Sena Jeffers’ comment to: Ratcliff C. (2015) 12 supernatural examples of ghost buttons in ecommerce {Link}).
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https://www.qubit.com/wp-content/uploads/2017/12/qubit-research-meta-analysis.pdf
https://dtizncz8yxdah.cloudfront.net/media/2018/05/09101008/PWC-getting-6-more-WEB-2.pdf
https://www.thinkwithgoogle.com/_qs/documents/98/mobile-retail-apps-and-sites-designing-better-experience-for-shoppers.pdf
https://www.demandware.com/blog/retail-intelligence/ux-best-practice-important-add-cart-page
https://upscapital.com/wp-content/themes/upscapital/assets/uploads/UPS-Pulse-of-the-Online-Shopper-U.S.-Study-White-Paper-June-2015.pdf
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PR150 Show a link to return policy near add to cart button. Open short return policy description in a popup window.
Example (Amazon):

This item is returnable ~

This item can be returned within 30 days in most
cases

Read full return policy

PR160 Consider humanizing your returns policy. Naturally, people want to return an item after opening the flacon and
trying the fragrance, so it is rather rigorous to ask them to return items unopened and in their original packaging.

PR170 Consider offering free shipping on returns®.

Shopping cart

SCO010 {For A/B-testing} It is generally recommended to avoid mini-carts and use full shopping carts instead, especially
on mobiles*. However, in a situation when the vast majority of customers purchase a single item, mini-cart may work
satisfactorily. Still worth testing.

Checkout
CHO010 Show clickable company logo on checkout pages.

32 “Your CTA should look like one. CTAs look like buttons. They’re offset by a contrasting color and they’re large enough to be found
easily on a page, but not so big that they’re intrusive on the user experience” (Mega L. (2019) Are you putting your landing page CTAs
in the right place? {Link}); “A company made their CTA button bigger and saw a 10.56 percent DECREASE in conversion rates” (Patel
N. (2015) 7 ways to increase your form field conversion rate (by up to 672%) {Link}).

33 “Consider offering free returns. Returning a purchase is never a fun experience — but being asked to pay for shipping and a
restocking fee can make it hurt even more” (Chambers S. (2018) How to write and promote a return policy customers love [examples
inside] {Link}); “The research was conducted in field studies with two leading online retailers over 49 months using two surveys and
customer spending data. It demonstrated that when consumers received free shipping on returned items, their purchases over the
next two years increased by between 58 percent and 357 percent. In contrast, when consumers had to pay for return shipping, their
subsequent purchases decreased by between 74 percent and 100 percent” (ScienceDaily (2012) Free product returns have major
impact on future sales, study finds {Link}).

** See section 1 “Provide Access to a Full Shopping Cart” in: Schade A. (2014) Decision making in the ecommerce shopping cart: 4 tips
for supporting users {Link}; see also: Kaley A. (2018) The mobile checkout experience {Link}.
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CH020 Replace:
Already have an account? Log in = Returning customer? Log in

The word “returning” is important because it signals a new customer that this webstore is popular and it probably has
many steady customers.

CHO30 Don’t place labels inside entry fields™®.

CHO040 Don’t start checkout form with email. An attempt to grab customer’s email as early as possible (for remarketing
purposes) is probably one of the main causes of low conversion on Shopify websites. Customers are clever enough to
understand that in this case their email will be used to spam them. In addition, many people feel they’ve been tricked
into sharing their data with a site when they abandon a purchase mid checkout®. Place Email field in the end of
Shipping address section (cf. Woocommerce checkouts) and explain that you may need customer’s email for order
confirmation and delivery purposes only and you will never use it for marketing:

We will use your email exclusively to send you information on this order
CHO50 Name should be one field (Your name), not two fields, First name/Last name?®’.

CHO060 Hide discount code field and button under a link. Discount fields are well-known conversion killers®. Customers
feel they are overpaying when seeing a discount field.

General design remarks
- Critical bug on mobiles (takes place on multiple pages including homepage, collections, product pages):

Open a page in portrait orientation:

** FeedbackGuru (2017) Form without labels: Don’t use the placeholder text! {Link}; Sherwin K. (2014) Placeholders in form fields are
harmful {Link}; Jarrett C. (2013) Don’t put labels inside text boxes {Link}.

36 Flaherty K. (2018) How to display taxes, fees, and shipping charges on ecommerce sites {Link}.

7 ayse full name instead of first/last” (p. 3 in: Google (2019) UX Playbook for Retail {PDF}); “Name and phone number fields should
be one field, not multiple” (Birkett A. (2017) 13 empirically-backed no BS form design best practices {Link}); “Use a single name field
where possible” (GOV.UK (2017) Design Patterns (Alpha): Names {Link}); “We saw countless subjects enter their full name in the
“First name” field, only to discover they had to split it into separate fields” (Appleseed J. (2013) Mobile form usability: Avoid splitting
single input entities {Link}).

% “Removing the coupon code had a strong increase to sales and even a stronger increase to checkout visits” (GoodUI Datastories -
Issue #26 — Jun 2016 {PDF}); Bowen T. (2013) Stop “promo code search” leaks once and for all to increase conversions {Link};
Graham E. (2009) Do coupon codes INCREASE checkout abandonment? {Link}.
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Best Sell

Looks like website is turned into desktop mode and there is no way to return to mobile.
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GEOR6 {Typography} Avoid UPPERCASE™:

SORT ~

INSPIRED BY
AVENTUS COLOC

GEO020 {Colors} Avoid low-contrast text. There is no research in support of using text contrast less than pure black
(#000000) on white for static text. Use pure black instead of any shades of gray®°. Exception: “Inspired by” — it’s ok to
use gray color for it.

GEO030 {Colors} Don’t use black color for links because this makes links undistinguishable from static text. Black is for
static text only, all links should be colored:

INSPIRED BY
MEROLI PORTOFINO
316 reviews

INSPIRED BY AVENTUS

- Show breadcrumbs on all internal pages — they are a vital part of website navigation*":

Home > Men collection > Velvet Rose & Oud

- Avoid popups:

3 “Capital letters look like you hate someone and are shouting” (p. 30 in: Garfield S. (2010) Just My Type: A Book about Fonts,
London: Profile Books); “The use of all uppercase letters in email, on web pages, in forums, and beyond has meant that someone is
angry, confused, or elderly — or a combination of all three. Even if they didn’t MEAN TO SHOUT, you certainly HEAR IT AS SHOUTING
INSIDE YOUR HEAD. Unintentional caps denote cluelessness; if intentional, jerkiness” (pp. 11-12 in: Fleishman G. (2017) Not To Put
Too Fine a Point on It, Seattle: Aperiodical); “Avoid CAPITALS <...> Online it’s the equivalent of SHOUTING” (p. 132 in: Rickman C.
(2012) The Digital Business Start-Up Workbook, Chichester: Capstone Publishing); “All-capital print greatly retards speed of reading
in comparison with lower-case type. Also, most readers judge all capitals to be less legible. <...> The use of all capitals should be
dispensed with in every printing situation” (p. 57 in: Tinker M. A. (1963) Legibility of Print, Ames: lowa State University Press).

% “l ow-contrast text may be trendy, but it is also illegible, undiscoverable, and inaccessible. Instead, consider more usable
alternatives” (Sherwin K. (2015) Low-contrast text is not the answer {Link}); “Low contrast for fonts is always a bad idea” (Putnam J.
(2014) 7 deadly web design sins you might be making {Link}); Marks K. (2016) How the web became unreadable {Link}; Rello L.,
Marcos M.-C. (2012) An eye tracking study on text customization for user performance and preference, LA-WEB 2012: Eighth Latin
American Web Congress: Proceedings, Los Alamitos: IEEE Computer Society, 64-70 {PDF}.

* Nielsen J. (2007) Breadcrumb navigation increasingly useful {Link}; Laubheimer P. (2018) Breadcrumbs: 11 design guidelines for
desktop and mobile {Link}.

CRO and UX audit of Copycat Fragrances 19
Version 4 | 28.08.2019


http://www.nngroup.com/articles/low-contrast/
https://blog.kissmetrics.com/7-deadly-web-design-sins/
https://www.wired.com/2016/10/how-the-web-became-unreadable/
https://flatisbad.com/resources/Rello-LA-WEB12.pdf
https://www.nngroup.com/articles/breadcrumb-navigation-useful/
https://www.nngroup.com/articles/breadcrumbs/

FANCY WINNING A
EREE FRAGRANCE?

ONE VWNNER DRAWN EACH AND EVERY MONTH!

0 win a free fragrance. You can opt-out at anytime.

Popups are the most hated feature on websites and they should be avoided®. It must also be noted that since January
2017 Google punishes websites with intrusive interstitials in their search results®.

- {Critical usability flaw} After adding search bar, the masthead occupies too much screen real estate on mobiles in
landscape orientation:

O ©lal M100% 22:40 @ %l W100% 22:42

Especially on collection pages where there is an additional sticky bar (Sort etc), and on product pages where there is a
sticky footer. Obvious solution: make the masthead non-sticky.

After adding horizontal main navigation the situation will be completely unacceptable.

42 “Entry pop-ups represent the most blatant kind of in-your-face interruption advertising. They will anger, annoy, frustrate, and
distract your visitors before they even see your landing page. Worst of all, using entry pop-ups shows really poor thinking on the part
of the marketer responsible for their creation” (p. 81 in: Ash T., Page R., Ginty M. (2012) Landing Page Optimization: The Definitive
Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Pop-ups, by definition, ruin the user
experience” (Reed J. (2015) No, pop-ups can’t be part of a good UX — ever {Link}); “Don’t show overlay dialogs on page load. Each
time it happened, the vast majority of the test subjects would reflexively close the overlay dialog, not even glancing over its contents.
What’s more, the subjects would get annoyed with the site for bothering them, even though they — as just mentioned — never
actually read what they were being bothered with. Some subjects went as far as referring to any overlay dialogs as “spam”, which
gives a pretty good idea of just how much users loathe these dialogs and how poorly it can reflect on sites that use them” (Appleseed
J. (2014) Avoid these 5 types of e-commerce graphics {Link}); Elding R. (2016) The most hated website features {Link}; Fessenden T.
(2017) The most hated online advertising techniques {Link}.

* Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}.
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Usability and conversion audit of Sheln webstore

Version 1 | 09.10.2016

Masthead
MHO010 Logo should be positioned left, not centered, because many users don’t perceive centered logos as a clickable
link to the homepage™:

m & AaS R AN SRR SRARREE \gﬁg/ﬂ Register/Sign In Online Help Q I'j', 0

Correct examples:

ﬂmq}fb' New Clothes Shoes Accessories Sale Nasty Galaxy Q USD @& My Account W

L\UQ“S MEW BESTSELLERS WHATS HOT DRESSES SHOES CLOTHING ACCESSORIES SALE E ACCOUNT v ﬁ

MHO020 It’s very difficult to notice the shopping cart:

) ; FREE EXPRESS SHIPPING ON ORDERS ; : ;
International Site 5 OVER $99 \gﬁg/ﬂ Register/Sign In Online Help Q EI 2

Shopping cart should have high contrast to and be clearly distinguishable from all surrounding objects. Examples:

*MOCYS - B ..

MBS BANK gE - FIND & STORE ¥ HELF SICH 1IN REGISTER YT YOUR BAG [ O ) D |

M&S -«

MHO030 To make the main menu more noticeable (and therefore more clickable) use inverted color scheme (light text on
dark background). Examples:

HOME BED & BATH WOMEN MEN JUNIORS KIDS ACTVE BEAUTY SHOES HANDBAGS JEWELRY WATCHES BRANDS

Macy’s

HOME SHOP ONLINE SHOP THE LOOK SHOP NIK&NIK ABOUT NIKKIE

Nikkie

! “Getting back to the homepage is about 6 times harder when the logo is placed in the center of a page compared to when it’s in the
top left corner” (Whitenton, Kathryn (2016) Centered logos hurt website navigation {Link}).
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Of course, the menu background color shouldn’t necessarily be black. Chromatic dark colors may work even better (this
is for A/B-testing).

MHO040 Note that there is Home link in both above examples, it’s useful®.

MHO050 Promo bar looks like a mathematical puzzle:

40% OFF $55+ ENDS: 10/10

In this example everything is clear:

FREE SHIPPING ON ORDERS OVER 3150! USE CODEWORLDWIDE AT CHECKOUT!

Lulu’s
Use plain language to explain your offer.

Another kind of abracadabra, now “iconic”, is this floater:

GET 40% OFF

People won’t click icons if their meaning is unclear to them®.

Homepage
HP010 The primary use of the homepage should be for category-level navigation®. So, there must be links to categories
on the homepage. Correct examples:

2 “Positioning the logo on the left is good, but an even better approach is to offer both a left-aligned clickable logo and an actual
Home link” (Whitenton, Kathryn (2016) Centered logos hurt website navigation {Link}).

* “Don’t use an icon if its meaning isn’t a 100% clear to user” (Babich, Nick (2016) Icons as part of an awesome user experience
{Link}); see also Gdcza, Zoltan (2015) Myth #13: Icons enhance usability {Link}.
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WOMENSWEAR

Promos
(optional)

Categories
(mandatory)

Macy’s

Recommendation is to strictly follow this scheme.

Categories
CA010 Don’t open links to product pages (and any other links) in new tabs:

Basic T-S.. [ BeachDr.. | [ LeatherP.. | BlackFau...

*P. 212 in: Ash, Tim; Page, Rich; Ginty, Maura (2012) Landing Page Optimization: The Definitive Guide to Testing and Tuning for
Conversions (2nd Ed.), Indianapolis: John Wiley & Sons; also watch Tim Ash presentation Ecommerce Optimization: Tactical Tips for
Selling More This Holiday Season for explanation of what should and what shouldn’t be shown on a homepage — link starts from 6:59
{Video}.

> “Opening new windows (or tabs, depending on the browser settings) without asking the user if that’s what they wanted is rude, and
a violation of several principles of interaction design encouraging us to leave control of the interface in the user’s hands” (Arnold,
Tim (2015) Links should not open new windows {Link}); “The best practice is to leave the default link behavior alone. Usually, this
means that the link on a website will open in that same window or tab” (Schofield, Michael (2015) Links should open in the same
window {Link}).
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This is stupid and extremely annoying.

CA030 Showing Add to bag button on mouse hover is not a good idea:

+ ADD TO BAG

Red Keyhole Back Bodycon Dress With Pockets
$7.99 (Sale) 31208

Because:

= customers are not ready to add an item to a cart before visiting product page;
= customers won’t add an item to a cart before selecting its size;
= it makes users hesitate where to click.

Replacing Add to bag button with Quick view button (which can be found on many ecommerce websites) is also a bad
idea due to a number of reasons®:

‘ QUICKVIEW |

's " g i
| B |

QUICK VIEW

Under ¥t Spell Blush L Sl -
LA R ING Trendy Plus Size Lace
862 A-Line Dress
Lulu’s Macy’s

Some websites show available sizes on mouse hover and this is much better (especially if a click on a size loads a product
page with this size selected):

® “Quick View features cause severe usability issues — to the extent where sites should generally avoid using Quick Views altogether”
(Holst, Christian (2015) Product list usability: Avoid ‘Quick View’ overlays {Link}).

Usability and conversion audit of Sheln webstore
Version 1 | 09.10.2016


http://baymard.com/blog/ecommerce-quick-views

Avsilable

. [52] [4] Gl [z2] [so] [+2]

B JINTHA DRESS
Oz Velvet Mini Dress
$7800 €169,95

Nasty Gal Nikkie

Other kinds of on-hover information may include secondary images (Nasty Gal, Lulu’s, M&S, Nikkie), star ratings, free
delivery etc.

Although there exist a recommendation to use hover-enabled textual or visual information’, | think that presenting all
this info statically may be a better solution (showing secondary images on hover may appear useful, however). Example:

SL Fashions Plus Size
Printed Belted Fit & Flare
Dress
Limited-Time Special
Orig. $99.00

Was $49.99
Sale $34.99

FREE SHIP AT $50
dek dek o 12
Macy’s

7 “During our usability study of 19 leading e-commerce sites, this extra layer of hover-enabled textual or visual information was
observed to drastically reduce wasteful “pogo-sticking”, where the user heads back and forth between the product list and product
pages only to discard irrelevant products. Displaying additional list item information on mouse hover therefore leads to less time
spent on irrelevant products, and more time spent with relevant ones — resulting in an overall higher rate of success at the tested e-
commerce sites adopting this design” (Holst, Christian (2015) Product lists: Display extra information on hover (76% Don’t) {Link}).
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CA040 Save to wishlist button looks too subtle and appears far outside the current user’s visual focus®:

+ ADD TO BAG

¥E

Red Sweetheart Off The Shoulder Asymmetrical ...
£14.99 (Sale) 52200

® —

Another issue is that this button looks non-clickable because of wrong mouse pointer:

@

This button should appear within the item photo. Examples:

Availakle

s M L
E ¥ Quick View Save
Sandra Off-the-Shoulder Bodycon Dress AS0S Sweatshirt With Stripe Tipping In Longline
$78.00 $41.00
Nasty Gal ASOS

Also consider showing Save to wishlist button permanently, not only on mouse hover.

CA050 Avoid mandatory login/registration as a barrier to adding items to wishlist. Good example is ASOS who doesn’t
require login/registration when adding items to wishlist:

® There is a high correlation between gaze position and mouse cursor position on a computer screen during web browsing (Chen,
Mon Chu; Anderson, John R.; Sohn, Myeong Ho (2001) What can a mouse cursor tell us more?: Correlation of eye/mouse
movements on web browsing, in: CHI ‘01 Extended Abstracts on Human Factors in Computing Systems (CHI EA “01), New York: ACM,
281-282 {Link}).
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http://dx.doi.org/10.1145/634067.634234

Saved ltems

ltems are saved for 60 days

Recently added ~
b

.‘_-
3

| ‘

AS0S Sweatshirt With Stripe Tipping In - Oasis Frill Sleeve Blouse

I
i

Longline

$41.00 $42.00

Select colour v

uséa v

| ADD TO CART

There is also a possibility to transfer items easily from wishlist to the shopping cart (after selecting color and size). Note
that they save items for 60 days.

A possibility to send wishlist by email may be an invaluable feature.

CA060 More colors available icon is of little help:

Instead, show exactly those available colors and on click (or mouse hover) change item photo accordingly. Examples:

r

L

Gina Bacconi Embroidered Oriental

. . E\ . Floral Dress, Dark Green

$359.50
Pintucked Henley Top, Only

at Macy's - |:|

Macy’s John Lewis

Style & Co. Plus Size

CAO070 Consider displaying item photos without model faces or without models at all:
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T-Shirt
By at

oy I'_:;S'mm Sugarhill Boutique Georgia Dot Shift AllSaints Sade Dress, Light
" Dress, Navy/Cream GreyiBlack
Vean $24.99 - 27.88 Now $45.50 $197.00
Sale $19.98 . 3758
FREE 5
=g
-
]
4 d [
| | )
Lauren Ralph Lawen Pus 4G Trend "
Size Stretch Boat Neck
n i 3 pecia
AR : Reg. 34500 : : e
Reg. 854,50 FReg. $64.50 Vias 53499 AllSaints Sanko Denim Dress, Indigo Tommy Hilfiger Jillian Bell Sleeve
Sale 33815 Wias $58,93 Sabe $24, Blue Dress, Bright Cobalt
FREE Siap AT $80 Sale 529.80 "
G t FREE S8 AT 850 $157.50 $220.00
Macy’s John Lewis

CAO080 It seems, all apparel websites place filters on the left:

SIZE -

FILTER BY
Apparel SIZES -
XX 0o0.%8 D8, ML
YeSmall 02.X8 8 o010 L
Small o4 S M 012, L, XL
Medium o8 M
Large
X-Large
o LENGTH -
2
P o Short (330)
% o Midi (112)
0 o Maxi (90)
aLong ()
COLOR -
SLEEVE LENGTH -
B Black
B Ble o Slssvsless (302) Hit the Rose Lace Dress Christensen Velvet Ma
Pink o Long Sleeve (103) 36800 $72.00
o Short Sleeve (98)
o 3/4 Slesve (21)
PRICE - ¥ LULUS Y Mod Squad Navy Blue Shift| 4 Strapless (&)
That Special Something Navy Blue $54
50-550 Meaxi Dress
$50- 5100 s82 L 1] ] WEAR TO +
$100 - $150
$150-$250 mom
S ‘ ‘ TREND -
Lulu’s Nasty Gal

Placing filters on top is probably not a good idea:

Category ~ Season~ Typew PatternType~ Sleeve Length~ Color~ Dresses Length~ Style~ Material~ MNeckline~  Silhouette~~ Decoration

o

IRE ) ,
¥

Priority Dispatching

Recommendation is to place filters on the left because this meets customers’ expectations.
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CA090 Too many colors in color filter (25 in this case):

Color ~
Silver(1)
Purple(4)
Pink(72)
Yellow(11)
Camel(2)
Blue(48)
Grey(219)
Red(30)
Green(77)
Black(336)
White(418) >

Good filter (Macy’s always uses only 16 basic colors):

HENE <
God

Back Bue Broawn
Gray Green  hony/.. Mot

Crange Pins Pumie Red

Swer Tan/B..  Wnte  Yelow
Don’t borrow colors from the database, use a permanent set of basic colors.

CA100 Allow for multiple selections of the same type®. Examples (Nasty Gal):

O, X5
. . : 2, X8, 8

- m %S M
. - o &, M

Search

Search is extremely important because 30-50% of ecommerce visitors prefer to use a site’s internal search engine as
opposed to simply navigating the site'®, and search visitors are known to convert at a rate much higher than the average
non-site search visitor™".

SE010 Don't hide the search box behind magnifying glass icon*%:

° Roggio, Armando (2015) 7 ways to improve ecommerce category filters {Link}.
%P 7in:sLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}.

" Walker, Tommy (2014) Convert more visitors by improving your internal site search {Link}.
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http://www.practicalecommerce.com/articles/90295-7-Ways-To-Improve-Ecommerce-Category-Filters
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http://conversionxl.com/convert-visitors-improving-internal-site-search/

Register/Sign In Online Help ﬁ fi‘, 0

Search box should be permanently visible, large enough and prominently highlighted on a page™. Examples:

*
| | |Ocy8 Search or enter web D m My Bag (1)

M&S - .

EST 18B4

Recommendation is to place search box right beside the logo™* or center on a page below the horizontal main menu®.

Don’t put placeholder text in search box'®. However, hints explaining what kinds of searches will work on this website

Search buttons with text (“Search” or “Go”) work better than buttons with a magnifying glass icon.

may be useful. Place them below the search box:

Example: red bodycon dress size M

SE015 Automatically place the cursor in the search box®.

SE020 Search must be predictive. Lulu’s provides an excellent example of predictive search:

2 “No tiny little search icon in the upper right corner” (Morrison, Craig (2014) How to design a usable search function that keeps
users coming back {Link}); Fries, Lane (2016) Ecommerce search bar best practices: The definitive guide {Link}; Sherwin, Katie (2014)
The magnifying-glass icon in search design: Pros and cons {Link}.

Bp.8in:SL Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}.
" Morrison, Craig (2014) How to design a usable search function that keeps users coming back {Link}.
> Fries, Lane (2016) Ecommerce search bar best practices: The definitive guide {Link}.

'® Sherwin, Katie (2014) Placeholders in form fields are harmful {Link}; Jarrett, Caroline (2010) Don’t put hints inside text boxes in
web forms {Link]}.

" Fries, Lane (2016) Ecommerce search bar best practices: The definitive guide {Link}.

¥p. 11in:SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}.
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http://usabilityhour.com/how-to-create-a-usable-search-box-that-makes-your-users-happy/
https://searchspring.com/blog/ecommerce-search-bar-best-practices-definitive-guide.html
http://www.nngroup.com/articles/magnifying-glass-icon/
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf
http://usabilityhour.com/how-to-create-a-usable-search-box-that-makes-your-users-happy/
https://searchspring.com/blog/ecommerce-search-bar-best-practices-definitive-guide.html
https://www.nngroup.com/articles/form-design-placeholders/
http://www.uxmatters.com/mt/archives/2010/03/dont-put-hints-inside-text-boxes-in-web-forms.php
https://searchspring.com/blog/ecommerce-search-bar-best-practices-definitive-guide.html
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf

[blue d E

Popular in "blue d* SHOP ALL Blue Dress

Blue Print Dress
MNawy Blue Dress
Blue Lace Dress
Roval Blue Dress E
Blue Bodycon Dress

Blue Dip-dye

Blue Sleeveless Dress

=
Favorite Feeling So Far Gown Navy  Final Stretch Navy
Navy Blue Dress  Blue Lace Maxi Dress Blue Dress

Turn Back Time Navy Everlasting How Sweet Royal
Blue Lace Two-Piece  Enchantment Navy Blue Long Sleeve

They use Dynamic AutoComplete by SearchSpring. Other intelligent search platforms with similar functionality are Site

Search by Unbxd and Rich Auto Complete by SL/ Systems. It’s strongly recommended using such an advanced predictive

search solution on the Sheln website.

SE030 Default sorting of items on a SERP should rank higher those products that have a high click through rate, that are
bought more often, and have higher ratings/reviews™.

SE040 Remember customer’s refinement choices: for example, if a user selects shoes and size 5, you could store this
information in a cookie and have those choices automatically selected the next time the visitor conducts a search®.

Product page
PRO10 It seems using “mourning black” Add to cart buttons with rectangular corners (and often with abnormal height-
width proportions) became an omnipresent trend on modern apparel websites:

Sheln Nasty Gal Lulu’s
Zara Nikkie

*p.3in: Unbxd (2014) 5 Must-Have Site Search Enhancements for Fashion Ecommerce, Sunnyvale: Unbxd {PDF}.

2p_ 49 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}.
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http://www.unbxd.com/ecommerce-site-search
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“Happy exceptions”:

Macy’s ASOS NorthStyle

John Lewis

In my opinion, those black buttons are no more than just another illustration of designers’ herd mentality?'. It can be
expected that chromatic, convex buttons with shading gradients will convert much better?. Even a flat button with
rounded corners should convert better than a rectangular one®*. Recommendation is to use embossed buttons with
rounded corners for all primary CTAs. Recommended button style:

PR020 Serious over-categorization on Sheln website:
Home [ Tops [ T-Shirts [/ Summer = [ White PrintV Cut Raglan Sleeve T-shirt

Must be:
Home / Tops / White Print V Cut Raglan Sleeve T-shirt

Competitors use smaller number of categories:

Home : Women » Dresses + ASCOS WEDDIMNG Chiffen Bandeau Large Floral Maxi Dress
ASOS

Home Page » Women > Tops

Gerry Weber Pleat Yoke Jersey Top, Powder

John Lewis

Use filters instead of categories®.

*! Dunbar, Louisa (2016) Herd mentality: 7 web design trends that could be bad for business and how to avoid them {Link}.

2 “This is fundamental, but the button has to look clickable. <...> The use of 3D effects, shadowing, subtle gradients and borders will
not only draw the eye, but encourage the response you want” (p. 7 in: Ve Interactive (2015) The Marketer’s Guide to the Perfect CTA,
London: Ve Interactive {PDF}); also section 3 “Make buttons look like buttons” in Wiebe, Joanna (2013) 6 proven ways to boost the
conversion rates of your call-to-action buttons {Link}; also: Creager, James H.; Gillan, Douglas J. (2016) Toward understanding the
findability and discoverability of shading gradients in almost-flat design, in: Proceedings of the Human Factors and Ergonomics
Society Annual Meeting, 60 (1), 339-343 {PDF}.

2 Tseng, Anthony (2011) Why rounded corners are easier on the eyes {Link}; Olyslager, Paul (2014) Call to action buttons Part 3:
Shape and size {Link}.

** Holst, Christian (2016) Over-categorization: Avoid implementing product types as categories (56% get it wrong) {Link}.
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https://resources.veinteractive.com/hubfs/UK/Content/2015_01_ThePerfectCTA_UK.pdf
http://www.copyblogger.com/call-to-action-buttons/
http://flatisbad.com/publications/Creager-HFES16.pdf
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https://www.paulolyslager.com/call-to-action-buttons-shape-size
http://baymard.com/blog/ecommerce-over-categorization

Shopping cart

$C020 Total cost estimate (including shipping and taxes) should be in the cart, not at the checkout®. Correct example:

Order subtotal 52899
Estimated shipping %095
Estimated sales tax $1.74
Order total $40.68
You saved $20.01

How is this calculated?

KEEF SHOPRING CHECKOUT
Macy’s

ASOS allows for shipping method selection and shows the selected shipping cost but doesn’t recalculate order total after
shipping method selection:

=ms will be reserved for 60 minutes TOTAL
Sub-total §41.00
x —
se Tipping In Lengline Shipping ®
Y1 o ——————p=  Express Shipping ($14.51) v
SUB-TOTAL §!] 00 WE ACCEPT:

This is not perfect but it’s better than nothing.

Checkout
CHO10 Offer guest checkout?:

» “Total cost estimate should be in the cart” (Chawla, Smriti (2014) Q&A with Baymard’s Christian Holst about Checkout
Optimization {Link}).

2 “Forcing users to register their details before they checkout is a proven way of reducing your conversion rate” (Moth, David (2012)
Eight out of top 10 US retailers offer guest checkout {Link}); “If you want more sales and loyal customers offer guest checkout, and
eliminate the ‘sign up’ barrier” (Govier, Jill (2016) Why you should always allow guest checkout on your ecommerce store {Link}).
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Wqﬁb' MNew Clothes Shoes Accessories

Sign in to Checkout

Email
Password

Forgot your passwordg

Sale Nasty Galaxy Q USD @ My Account W

| don't have an account

Greare an account for order tracking, easy
returns and more!

Create an Account

OR

Guest Checkout

Lu»QMS MEW BESTSELLERS WHATS HOT DRESSES SHOES CLOTHING ACCESSORIES SALE n ACCOUNT

VA

SIGN IN

SIGN IN WITH MY ACCOUNT

E-MAIL ADDRESS

PASSWORD

| |

Forgot Password?

CHECKOUT AS GUEST

o s e 48

DON'T HAVE AN ACCOUNT?

Creating an account is easy and will give you
special access to the following:

My Account

Check the Status of your Orders
Track your Packages

Initiste Returns Online

My Wishlist
Create and share wishlists!

FIRST NAME

LAST NAME

E-MAIL ADDRESS

HAT

Q

o
2
|

However, guest checkout should be offered first, before signing-in and creating an account.
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PekomeHgaumnun no canty CrazyDeal.ee

Bepcus 2 | 11.02.2014

Oowiee

GEO005 CnMWKOM MHOIO BCAKMX OObEKTOB KENTO-OPAHMKEBOTO LiBETA:

OpaHKeBblit A0NKEH ObITb 3ape3epBUPOBaH A1 KHOMOK AEWCTBUA, MOCKO/IbKY 3TO GpaKTUUECKUIA CTaHA4APT 414 CalToB
3N1EKTPOHHOWM KOMMEpPLUHU.

GEO010 B wanke 1 meHo OTCYTCTBYHOT KOHTAKTbI (Ha rnaBHOM CTpaHuULE CCblJIKa Ha KOHTAKTbl ECTb TO/IbKO B I'IO,D,BaI'IE)I

KOHTaKTbl NOKa3aHbl Ha KapTOYKax TOBApa, HO HEBbIPA3UTENIbHO M B TAKOM MECTe, KyZa HUKTO CMOTPETb He byaeT
(npaBas KONOHKA 06bIYHO UTHOPUPYETCA NONL30BATENAMM, MOCKObKY OHU MPUBLIKIM AyMaTb, YTO TaM pasMeLL.aeTca
peknama):

PekomeHgaumm no caiity CrazyDeals.ee 1
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KOHTaKTbl 40X HbI 6bITb NOKa3aHbl B LLAMKe.

GE020 He NOHATHO, YTO 3HAYUT KNPUCOEANHUTLCA» B LUAMKE:

I Baw e-mail MpUCoEQUHHTBCA I

B AeﬁCTBMTeanOCTM 3TO NOANNCKa Ha eN\eﬁn—paCCbany. Ho oHa HaxoAnTcA He Ha CBOEM MecCTe: MONb30BaTeNb OXuaaeT

YBUAETDL B WWANKe NosAa aBTopn3aunn, HoO He NOANUCKY.

GEO030 Jlorotunbl 6peHA0B, PacnofioXKeHHbIE HUXKeE peKkaaMHoro 6aHHepa, HeMOHATHbI:

Bo3HMKaeT BnevaTneHne, YTo 3TU BpeHabl KaK-To CBA3aHbl C KOHKPETHOW peKkaamMol (rMnoTesa Ana AaHHOTo Cay4yan: 3T
durpmbl MOryT 6bITb CMOHCOPAMM aKLMM MOMOLLLM AETAOMOBLAM), O4HAKO 3TO He TaK:

Bbl1o 6b1 YyTb B0sIEE NOHATHO, ec/iM 6bl 3TO BbINM NSHAMHIU Ha KaKMe-To cneynpepnoxeHns (nockonbky cait CrazyDeal
MOCBALLEH aKLMAM U CKUAKAM), HO 3TO «MPOCTO CCbUIKMY, BeAyLMe Ha r1aBHble CTpaHuLbl caliToB. Hagnuce,

PekomeHgaumm no caiity CrazyDeals.ee 2
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Pa3bACHAIOLLAA, YTO MMEHHO 3TO 3TW NOTOTUMbI TYT AENat0T, Moria 6bl YBEANYMTL YNCIO NEPEexoa0B Ha CaliTbl BpeHa0B u
Tem caMbiM cnocobCcTBOBaThL NPOAaskaM peKksaMHOoM naowaam canTa.

GEO040 He Hy»KHO HMYEro KaacTb B KOP3uHy 6e3 cnpoca. Mpu nepBom 3axo4e Ha CalT B KOP3MHE YIKe YTO-TO /IEKUT:

X0pOoLOo, MOXKHO 3aTN B KOP3MHY M OYMCTUTb €€ OT HEeMPOLLIEHHOro NpeanoKeHuns. Ho ewwé xye To, 4To 3T0
npeasoxKeHne CHoBa aBTOMaTMYECKM A06aBNAETCA B KOP3MHY CpaA3y rnocsae onaamel nOKynKu:

B AaHHOM CUTYauMn HOPMas/IbHbIM YENOBEK BOCMPMHUMMAET HEMYCTYHO KOP3UHY KaK HecpaboTaBLwyto onaaTy!

GEO050 [10B0/1IbHO YacTO HeK/MKabenbHble 06bEKTbI BbIFALAT BbIMYKAbIMU, @ KNMKabebHble — NJI0OCKUMU:

Et tulevikus meilt pakkumiste kohta infot
saada liitu uudiskirjagal

Email
[3nekTponHan noyta

Takxke HaﬁﬂlO,El,aETC’r'l yexapada C uBeTamum HEK/IMKabebHbIX U KNMKabenbHbiX 06 bEKTOB: OHM nonepemeHHoO To 3enéHoro,
TO )-Ké.ﬂTO-Opa HXXeBOro LBeTa.
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I'’maBHas CTpaHHUIa, CTPAHHUIbI KaTel‘OpI/lﬁ

CA010 Ha KynoHHOM caitTe paboTatoT TpM MOTMBA NOBEAEHMUA:
(a) »kagHOCTb: KYNUTb YTO-TO CO 3HAYUTENIbHOW CKUAKOW;
(6) iedMUMT: OrpaHUUYEHHOCTb NPEANIOXKEHNA (BpeMeHeM UM KoandecTBomM) NobyKaaeT noKynats;

(8) ctagHOCTb (“social proof”): ntoam NokynatoT To, YTO NOKyNatloT Apyrue.

PekomeHgaumm no caiity CrazyDeals.ee
Bepcua 2 | 11.02.2014



3Tn nobyauTtenn K geicTBuio 6onee-meHee OTpaKeHbl Ha KapToUKe NPOAYKTa, HO He Ha FNaBHOM CTPaHuLLE M CTPaHMLLAxX

KaTeropwmii:

34ecb Mbl BUAMM TO/IbKO NPOLEHT CKUAKMU (NOKa3aH ABaKApbl), HO HET KOHKPETHOM LeHbl (3TO rnaBHOe), HEeT CPpoKa
OencTBuA A 06bEMA NpedIosKeHUs U He NMOKa3aHOo, CKOIbKO Ye0BEK YXKe KYNuau Baydepbl. Mexay Tem, gpyrue
CaliTbl MOKa3blBaloT 6oblle MOTHUBUPYIOLLEN MHPOPMaLMK BAOOABOK K MPOLLEHTY CKUMAKM (KOHKPeTHas LeHa, «0CTanoch
CTO/IbKO-TO YacOB», KCKOPO 3aKaHYMBAETCA», KTOJIbKO OAMH AeHb», KHOBOE NPeA/IoKeHUe», KKYMUAN CTONbKO-TO

YyenoBeK»):

PekomeHgaumm no caiity CrazyDeals.ee 5
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Hago AOﬁaBMTb 3TY MOTUBATOpPbI B CMNCKA I'Ipeﬂ,}'IO)KEHVIﬁ Ha rnaBHoOM CTpaHuue n CtpaHnuax KaTeI'OpMﬁ.

Eweé oamH «rnobanbHbIi» MOTUBATOP: PALOM CO CCbIIKON HA KOP3MHY (B WaMNKe) Nuwem, CKONbKO AeHer yaanoch
C3KOHOMWTb Ha A06aBAEHHbIX B KOP3UHY NPea/ioKeHUnX.

CA020 Ha rnaBHOM CTpaHMLLE HYKHO NOAYEPKMBaATL BbIOOP Bce TaK ke, KaK 3TO cAeNaHOo Ha CTPaHMLLAX KaTeropuii:

(rnaBHas cTpaHunua)

(cTpanunua KpacoTa 1 3g0poBbe)

CA030 He noHATHO, noyemy MMeHHO 3TO nNpeanoxXeHne 3aHMMaeT rNMaBHOE MeCTO Ha p,omaumeﬁ CTpaHuue, HO Npn 3TOM
OHO & NMOKa3aHOo BMNoJiIHe pAAOBbIM B cBoelt KaTteropuu:

PekomeHgaumm no caiity CrazyDeals.ee
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Hy»*HO KaK-TO MOACHUTb, YEM 3TO NPEeA/IONKEHNE 3aCNYKMN0 LEHTPANbHOE Pa3MELLLEHMNE HA INABHOM cTpaHuLe. Ha
HEKOTOpPbIX CalTax ANs LeHTPaAbHbIX NPeasoKeHnn AosonbHo Tyno nuwyT FEATURED, HO 3TO BCE Ke /iydlue, Yem

HUYero.

CAO040 Mpeanox<eHnA Ha rMaBHOW CTpaHULLE BbIFAAAT Kak beccuctemHas beckoHeyHas cBasika:

Hy)KHbI d)MI'IprbI N COPTUPOBKMN. OyeBungHble BapwWaHTbl: MO NPOUEHTY CKMAKWK, NO LLeHe, N0 HOBU3HE, NO NONYNIAPHOCTHU,

no 6amnsoctu 3aBepuweHnAa CpoKa npeasoxeHuma.

Mpumepbl:

TOdﬂY'S TOP Deals Most Popular Newest

CA050 [na npeanosKeHnin, orpaHUYeHHbIX MECTOM Peannsaumm, Hy>KHa reorpadpuyeckas opuabtpaumsa.

CAO055 lMpeanaraeTca pacCMOTPETb NOAE3HOCTb Pa3MeLLeHUA NPeSNoXKEHUI HA KapTe:

He ncknto4eHo, 4to reorpadpuyeckan 61130CTb NPEASIOKEHNIN OT TEKYLLErO MECTOHAX0XKAeHUA MBO BbiCOKan
KOHLLEHTpaLMA NpeaoxKeHui B onpeaenéHHOM paioHe MOryT 3aMOTMBMPOBaThL NoTpebuTtens npuobpectu ux.
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CAO060 MNpoueHTbl CKNAOK pacKpalleHbl BO BCe LUBeTa pagyru:

370 caenaHo NPOCTO TaK, «aaa 6onblueit KnsocTu». Ho 3To BebcaiT, a He KoOpobKa MOHMaHCbe. TO He TOJ/IbKO CO3AaET
HEHYKHbIN BU3Ya ibHbIN LLIYM, HO TaK}Ke MOXET NPUBECTU K TOMY, YTO BMECTO paccCMaTpUBaHMNA NPeasosKeHn I
NoceTUTeNM HauyHYT 3a4YMbIBaTbCA U UCKaTb KaKYH-TO CUCTEMY LBETOBOW KOAMPOBKK, KOTOPOW Ha caMom Aesie HeT. ITo
He HYXHO: BCe CKMAKM O0/KHbI BbITb 04HOIO LiBETA.

CAO070 MpoLEHT CKMAKM 3a4eM-TO BpalllaeTca NPOTUB YacOBOM CTPENKM NPU HaBeAeHUM yKa3aTena Mblliu, HO
HeKNuKabeneH:

He Hy»XHO BpaLLaTb. 3aTO HYXKHO CAENATb CKUAKY KAMKabebHOW.

KapTouyka ToBapa

PPO50 B npaBoit KO/IOHKe pasmelleHbl No-BUAMMOMY Bce 247 NpeanorKeHUN’:

KTo Tam ByaeT nx cMoTpeTh? 3aTO BCE CTPaHMLbl NOAYYMANCD BECKOHEYHOMN ANMHbI.

PekomeHgaumm no caiity CrazyDeals.ee
Bepcua 2 | 11.02.2014



Nwem Pa3ymMmHble pelieHnA Ha aHa/IoTnYHbIX canTax u BHeEAPAEM UX:

B JaHHOM C/lyyae Ha KapTouKe n3 KaTeropmun Getaway npeacrasneHbl anbTePHATUBHbIE BAPUAHTbI U3 TOM e KaTeropuu.
Bbino 6bl TakKe LenecoobpasHo NOMECTUTb BHU3Y CTPaHMULbl CEKLMIO «Bbl HEAABHO CMOTPENNY.

PP010 MotusaTopb! (O6bl4Has LeHa, CKnaKa, Baw BbIMrpbiil) HaA0 HanucaTb Kak-ToO MOBbIMNyK/ee:

35.90€

OfblyHan uena: 76.90€ Crugra: 53% Baw sniurpoiw: 40.00€

Mpumepbl 4Na NogparkaHua (Kak BUGUM, 3TO YCTOABLUMIACA NATTEPH):

OBbIYHYIO LleHY MOXKHO bbl el 1 nepeyepKHyTb.

PP020 AsTOomaTuyecKas NPOKPYTKa ranepen nsobpaxkeHunit — Naoxoe peleHue:
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BO-I'IepBbIX, MenbTewnT n 6€CVIT; BO-BTOpPbIX, HE NO3BOJIAET PaA3rnA4eTb MHTEPECYoLEe M3o6pa)KeHv1e nony4yue.

Eweé n coumanbHble KHOMKK 3a4eM-TO pa3meLlleHbl NoBeEPX M306pa)'KeHVIﬂZ

(Boobuye, 3TM KHOMKKM — NPOCTO BU3YyasbHbIi Mycop. CouceTu He paboTatoT. A BOT BO3MOMKHOCTb OTMPABKM CTPAHWULbI N0
3/1eKTPOHHOM NoyTe He nomeluana 6bl.)

BoT npaBuabHOe pelleHne (MUMHUaTIOPbl A0CTaTOYHOTO pasMepa, HUKAKOW aBTONPOKPYTKU: BCE Mo KOHTpoNeM
no/sib3oBaTena):

PP030 lMNpaBuabHoe pelleHne ana TOBapoB, KOTOPblE MMEKOT HECKO/IbKO BapUAHTOB LBETOBOIr0 0hOpMAEHMS, K
COKaNeHuto, He HalideHo:
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Cnucok Bbibopa BapnaHTa He COAEPKMT MUHMATIOP (NPUXOAMTCA 3aKPbIBaTh €0 U CKPONIMPOBATb CTPAHULLY, YTO6bI He
oWmnbUTLCA C BbIBOPOM HOMEPa MOZENN, a X MOTYT BbITb AECATKU). B cnucke Bbibopa HET KHOMKK AeicTeuA. He
NOHATHbI LMdpPbI B cCKOBKax Tuna (3/5). 3Tm umdpbl Ha CaMoMm Aesie NOKa3biBatoT CTeNeHb PacnpoAaHHOCTN BapMaHTa
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Bepcua 2 | 11.02.2014



ToBapa. Ecam BapuaHT nosHocTtblo pacnpoaaH (N/N), To ero Henb3A BbI6PaTb U3 CNMCKA: 3N1€MEHT CMMUCKA He
NoACBEYMBAETCA NPU HaBEAEHUMU MbIWK. M0N1b30BaTENb, €CTECTBEHHO, B HEAOYMEeHUN. Hazo ABHO NOKasbiBaTb, YTO

BapwuaHT pacnpogaH. Aewé nyduwe BOOﬁLLI,e He NMNOKa3blBaTb pacnpogaHHble BaAPUaHTbl HXM HAa KapTO4YKe TOBApa, HN B
cnucke Bbl60pa BapwuaHTa.

Hagnucb ¢ HOMEePOM MOAENN OTHOCUTCA K KaPTMHKE Bblle WM K KapTUHKe HUxKe? (PaccToaHWe OT Haanmcu 4o obenx
KapTMHOK 0AMHaKoBoe.)

YT106bl 3TO NOHATL, NPUXOANTCA CKPOANMPOBaTb NGO Ha NepByto, 16O Ha NOCNEAHIO KAapTUHKY. HyXXHO caenaTb Tak,
yTobbI 66110 CPa3y NOHATHO.

bonee TOro, Ha ogHuUX CTpaHUUax HaanMcCb OTHOCUTCA K KapPTUHKE BbllWe, a Ha APYITNX — K KaPTUHKE HUNXKE!

PP035 Kak 1 0XKnganocb, B KOP3NHY fobasnseTca MMHMaTiopa He om moli mogenu, Kotopas 6biia BbibpaHa
nosnb3oBaTenem (Nosb3oBaTe b BbIOpan mogenb 2, a KapPTUHKA NOKa3biBaeT mogenb 12):
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nOCKO}'Ibe np06nema nmeeT 4aBHO U3BECTHbIE pelleHnAa, He pa3)KéBbIBaeM 3TOT MOMEHT, a agpecyem pa3pa6OT‘-IVIKOB K

HOPMa/ibHbIM canTam.

PP040 Ecnv ToBap NOMHOCTbIO PacnpoaH, He HYXKHO NOKa3blBaTb €r0 B KaTaslore B O4HOM pAAy C AeNACTBYOWMMU
npeanoXeHNamn:

PP050 TaksKe He HY}XHO KaXKpli1 pa3 nepecnpalimsaTh afpec NoyThbl, €C/M No/b30BaTe b €10 Y3Ke BBOAWII.
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Kop3uHa

SC010 He Hy*KHO NepecnpalwmBaTb «Bbl yBEPEHbI?» NPU yAaNEHUM NO3ULNA U3 KOP3UHbI:
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SC020 KpacHble KpecTUKM yaaneHus ToBapa JIerko CnyTaTb C KPAacHbIMU 3BE3404YKaMU 06513aTe/IbHbIX NoNei:

6.90 € 6.90 € X

Cnocob gocTaeku: ™

[- Bribepute - |

35.90€ 35.90€ x

Cnocob pocTaeku: ™

[- Bribepute - |

SC030 KHonKa naoxo chopmynmpoBaHa:

Jobaeuts bonblue TOEapa B KOP3WHY »

Hapo HanucaTb MPo/oMKUTD NOKYNKKU M NMOKa3aTb CTPE/I0YKY BNEBO (BEPHYTLCA HA300 B MarasuH), a He BNpaso.

Y 3TOI KHOMNKKW 06bI4HO 6biBaET NPUBbIYHAA anbTepHaTBa OGOPMUTb NOKYNKY (4acToO CO CTPE/IoYKOM BNpaBo), Ho eé B
[JaHHOM cnyyae HeT. B pesynbTate KHoMKa [l06aBUTb 60/1blue TOBapa B KOP3MHY Ha NepBblii B3rNs4 BbIFIAAUT KaK
eAMHCTBEHHAA KHOMKa AeNCTBMA Ha 3TOM CTpaHuLe.

SC050 3aroNo0BKKU «Ccbexanmn»:

SC060 KapTrHKa ToBapa HeKnnKkabenbHa, a A0KHa 6bITb TaKOBOW. HazBaHMe ToBapa KAMKabenbHO, HO He BbIrNALMUT KaK
TaKoBoe.

SC070 KpecTuK yaaneHns ToBapa o4eHb MeJIKUI U TpebyeT cKpynynE3HOro NoABoAa MbIlM.

SC080 WTorosas LieHa BM3yabHO He Bblge/ieHa (M He BblpaBHEHA NO AECATUYHOMN TouKe):
SMS HIND:
TpaHcnopr:

Bumecre:
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SC090 3auekmBaHue yekbokca Henato SMS Bayuep NpMBOAUT K NOABMIEHMIO LIEHbI C/IMLLKOM A3aNeKo OT MecTa

3a4€KnBaHUA (B,D,OﬁaBOK M Bbllle Hero, YTo Co34aéT PUCK TOro, 4TO NO/Ib30BAaTE/1b 3006u.|,e He ysnguT ,D,06aB.HEHMe

HOBOW CTPOYKM B KaNbKYNALMIO):

SC100 PasbacHeHne no SMS-Bayyepy AaHO Aaneko oT YekboKca:

SC105 SMS-Bayyepbl cO34at0TCA A8 Ka# 0020 TOBApa B KOP3UHE, XOTA 3TO MMEET CMbIC/ HE AJ1A BCEX 3aKa30B:

3. Komy 5 gonmxeH nNokasaTk Bay4yep, eCli ToBap 3akasaH Nno novyre?

nonyvyuTe ToBap W He OCTaHeTeCk UM J0BOMNEHLL

Ecnu Bel 3akazany ToBap No NoYTe, NoKaskIiBaTe Bayyep DOMNbLIE HUKOMY He HyxHO. OCTaeTCA TONBKO A0 AAaTLCA YBEdOMIEHUA O
OOCTABKE NOCKINKK NO 3NEKTROHHOA NOYTE UMK NPK NorMolM SMS-coobleHua. Ha BCAKMIA Cryyal xpaHuTe Baydep 40 Tex nop, NoKa He

SC110 He Hapo cnpalwmnBaTb CKOpPEEe BCEFO OAMH M TOT e HoOMep TenedoHa ABaXKAbI:

X enato SMS Bayuep (0.06 €)
+372 4

Baw e-mail: *

*Mone agpeca 3NeKTPOHHOM NOYTEl ABNABTCA 0GA3aTENEHEIM!

Bawe uma: *

Homep Bawero Tenedona: *

+372 5

SC120 W3BecTHO, 4TO POPMbI U3 ABYX KOJIOHOK PEeryiapHO CTAaHOBATCA NPUYMHOMN Npobnem.
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Hy»KHO 3aMeHUTb GopMy Ha BEPTUKaIbHYIO MB0 pPa3buUTb HA CTPaAHWLbI-LLATK.

SC130 C pycckoit Bepcum caiiTa MAET nepexos, Ha 3CTOHCKME CTPaHULbl 6aHKOB:

Swedbank @
dbanki internetipanka sizselogimizeks valige kiigepealt imigvahend, milleks vib olla ID-kaart / Digi-ID, Mobii-ID, paroclikaart vii PIN-
kalkulaator.
Seejdrel sisestage oma j ja tavalt valitud hendile kiisitud parool, keod vi telefoninumber,
ID-kaart / Digi-ID | | Mobiil-1D | | Paroolikaart ‘ ‘ PIN-kalkulaator
LO | Kasutajati Pilsiparool o : .
- — Kui sisselogimine ei
SISSE || | ‘ ‘ énnestunud »
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HOATBep)KAeHI/le MNOKYIIKH
CF010 TeKCT NMCbMa-NoATBEPKAEHNA BbIrAANT YHMBEPCaNbHO-6ecnonesHbIM:

Taname ostu eest!

Uks pisike heategu véib lennutada imber maailma — kingi lastekodulastele Sokolaad ja vbida imbermaailmareis!
0OpHo Bnaroe AeN0 MOMET 0BEpHYTECA KPYTOCBETHBIM MYTEWECTBMEM — NOAAPMTE BOCAUTAHHMKAM AETCHOTO J0MA WOKONA/ U BbIMTpaiiTe NyTeWecTBUME BOKPYT caeTal
http://crazydeal.ee/pakkumine /vaata/tid/4d4wzl

Manusega on kaasas Sinu voucher PDF formaadis.
Kaup saadetakse Sinuni valitud tarneviisiga voucheril margitud kohaletoimetamise aja jooksul.

1. Kuivalisid tarneviisiks Post24, saadetakse Sinule paki saabudes SMS ja e-mail uksekoodiga, millega saad kauba pakiautomaadist katte 2. Kui valisid tarneviisiks postkontori, saadetakse Sinule paki saabudes
SMS ja e-mail saadetise koodiga, mille alusel saad kauba postkontorist katte 3. Kui valisid tarneviisiks kulleri, helistab Sulle paki saabudes kuller ja lepib kokku Gleandmise aja

Enimlevinud kiisimustele leiad vastuse siit - http://crazydeal.ee/info/kkk Ha cambie pacnpocTpaHeHble BONPOCH! OTBET MOMHO HAWTK 3aeck - hitp://ru.crazydeal.ee/info/kkk

Crazydeal meeskond :)

Hapo, npexae Bcero, NpeaocTaBUTb BO3MOXHOCTb OTC/IEXMBAHMNA CTaTyca 3aKasa.

Takxke OTCYTCTBYET HanoOMMUHaHWMeE O BbI6paHHOM cnocobe 1 mecte AO0CTaBKU (B AaHHOM Chy4ae npu Od)OpM}'IEHMM 3aKasa
6bina 3anpouweHa A0CTaBKa B KOHKpETHbIl‘/‘i ﬂOCTaMaT).

CF020 Het 3T1oit nHbopmaumn n B PDF-Bayyepe:

CF030 He pasbAacHeHO, ana Yyero Hy»eH PIN.

Paccebliika npeaJjioxxeHu
SU010 Ha 3acBe4yeHHbI Npun NOKYNKe aApec NoYTbl TYT }Ke HAYMHAIOT MUHTEHCMBHO CMAaMMUTb, XOTA NOJ/Ib30BaTENb HUTAE

He NPOCUA NPUCLINATbL eMy NpeanoXKeHuna. KenaHme NoAyYaTb PACCbINKY AOTKHO 6bITb ABHO YKa3aHO NnoJib3oBaTesiem.
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t03abUNnUTN-ayauT MHTEepHeT-marasmHa «bnnamH»

Bepcua 2 | 04.12.2014

Mbl npeanaraem 06paTUTb BHUMaHUE Ha PAL MOMEHTOB, MOTEHLUMANbHO CMOCOBHbIX CHU3UTb H03aBUANTU U KOHBEPCUIO
MarasuHa. Mbl He paccmaTpMBaeM NepedYncaeHHbIe HUXKE 3aMedaHunn Kak 6e3yc/10BHble OWNBKN. B OCHOBHOM, 3TO /IMLLb
BO3MOXHble KaHAMAATYpbl 41 npoBeseHnUa A/B-TeCcTMPOBaHUA, KOTOPOE CMOXKET AaTb OKOHYaTe/bHbIM OTBET NO
3aTPOHYTbIM MYyHKTaM.

HaBuranus
1. MerameHto MarasuH cTpagaeT APKO BblparKeHHOM «npobaemol AanaroHanm» '

MpeanaraeTcA NOCTaBUTb 3a4EPXKKY AN CMEHbI MYHKTOB MEHIO BEPXHEr0 YPOBHA NPU ABUMKEHMMU MbILWW K NYHKTaM
HU}KHEro YPOBHA. BO3MOKHO, bosiee NpesnoyTUTeIbHbIM BapUaHTOM MOT/I0 Bbl CTaTb CTaTUYECKOE MEerameHHo ¢
pa3BEépHyTbIMM Noapasgenamu. NMpumep:

ELECTRONICS

Com puters
Lapiops
Tablets

Televisions
LCD TVs
LED TVs

Portable Audio & Video
e-Book Readers
iPad Accessories

Cameras & Photo
Digital Cameras
Camcorders

Ulirabooks TV Mounts iPod & MP3Players Digital Picture Frames
Deskiops All Televisions iPod & MP3 Accessories Camera Accessories
Monitors Heacphones Memory Cards
Computer Accessones Portable CD andDVD

'Com puter Hardware Audio & Video Cell Phones Featured Sales

Hard Drives

Keyboards & Mice
Networking

Memory Card Readers
All Corm puter Hardware

Home Theater Systems
Car Audio & Video
Speakers

DVD Players
Acceszones

All Audio & Video

Unlocked Cell Phones

Liguidations

2. ,ﬂ,yﬁl’lMpOBaHME HaBuraumm — merameHto MarasumH natoc FTOPU30OHTA/IbHOE MEHIO MarasmHa — MOXXET OKa3aTbCA
I'IpO6J'I€MaTVI‘-IHbIM, MOCKOJIbKY 4acCTb nosib3oBaTenem 6yAET OPUNEHTNPOBATLCA HE HAa AUHAMUNYECKOE METaMEHIO, a Ha
NOCTOAHHO BUAMMOE Ha 3KpaHe rOPpn30HTa/IbHOE MEHKO MarasunHa:

tem. pa3sgen Speed B ctatbe Mega Menus Work Well for Site Navigation.
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http://www.nngroup.com/articles/mega-menus-work-well/

Tapudm Tenedowm [Inammerm Hoyropom Soroumewmpgeo Ayouo Tagmerw  Ancecoyapuw

lnasHoOM npobnemoit 34ecb BUAUTCA OTCYTCTBME BbiMaAatoWmMx NOAMEHIO pa3aesnos, 13-3a Yyero 60/blioe KONYeCcTBo
nodkamezopuli TOBapoB OKa3biBaeTcA GDaKTUYECKU CKpbIMO OT NoceTUTens.

3. «COCKOK» FTOPU30OHTA/IbHOIO MEHKO BHU3 HA CTPpaHUNUAX HNXKHUX ypOBHeﬁ BpAL 1N uenecooGpaaeH:

Hrmeprem-mazasud /Hoymbyku /USB-rakonumenu

HoyT6yKun

Tapndw Tenedowwm [Inasmerw | Hoyrbywn  Qotowewmneo Avmno [amwetw  Axceccvapw

bonee NPUBbIYHbIM 6b1710 Obl TaKoE pPacnonoXxeHue:

Fopu3oHTanbHOE MeHI0
Ha3ssaHue pa3pena
Xne6Hble KPOLIKHU

I')1aBHada CTpaHULa
1. BaHHepHa#A Kapycenb npobaematuyHa:

B cBA3M C NpaKTUYECKU NOAHBbIM KOHCEHCYCOM OTHOCUTE/IbHO MaJio NoNe3HOCTH Kapycenei/’l, CoXuswmmca cpegmn
cneunanuncTos no BﬂeKTpOHHOﬁ TOpFOB}'Iez, npeanaraetcAa 0bbluHas pekomeHaaumnAa Nno 3ameHe Kapycenum Ha60pOM
CTaTUYECKUX 6aHHep033.

2. KHonKa KynuTb Ha Kapyce/ibHbIX 6aHHepax BMoJ/iHE MOXKET NPOUrpaTb B KOHBEPCUN MEHEE MMMNEPATUBHOMY NPU3bIBY
K AevicTeuio Moapo6Hee®. BepoATHO, MEET CMbIC/ MOTECTMPOBATb.

>cm. Hanp. Kill conversion killing carousels now, Don’t use automatic image sliders or carousels, ignore the fad, Rotating banners?
Just say No!, Rotating offers — the scourge of home page design, That big sliding banner? Yeah, it’s rubbish.

3 “A/B/n testing has repeatedly shown that replacing a carousel with multiple static images can significantly improve overall
conversion rates for comparable content”: c. 6 B RedEye (2014) 10 Usability Issues We’ve Seen and You Should Be Avoiding.

“em. Hanp. pe3ynbTaTbl CPAaBHUTENbHOIO TecTUpoBaHUA KHonoK Add to Cart vs Buy Now vs Purchase Now: How Much Does Your
Button Cost You?.
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http://www.usefulusability.com/kill-conversion-killing-carousels-now/
http://conversionxl.com/dont-use-automatic-image-sliders-or-carousels-ignore-the-fad/
http://www.clickz.com/clickz/column/2164452/rotating-banners
http://www.clickz.com/clickz/column/2164452/rotating-banners
http://www.widerfunnel.com/conversion-rate-optimization/rotating-offers-the-scourge-of-home-page-design
http://beantin.se/post/30991868949/sliding-banner-content-slider-carousel-rotator
http://www.redeye.com/resources-and-blog/whitepapers/2014/10-usability-issues-we-ve-seen-and-you-should-be-avoiding/
http://www.blog.analyticsinspector.com/tag/add-to-cart-vs-buy-now-button-test/
http://www.blog.analyticsinspector.com/tag/add-to-cart-vs-buy-now-button-test/

3. MpuHuMn oTb6opa TOBapOB, MPOABMIraeMbIX C MOMOLLbIO FNaBHOM CTpaHuMLUbI (3a Npegenammn Kapycenu), He oYeHb
NoHATeH. BepoATHO, NoKynaTtento 6bi10 6bl NpoLLE NOHATL, MOYeMy eMy NPeANAraloTcA 3TM TOBapbl, €C/in 6bl OHW BblK
CrpynnMpoBaHbl B NPUBbIYHbIE NOAPa3Ae/bl « HOBMHKNY, «XWUTbl Npoaax», «CneunpeanoxeHunsy.

4. HacKko/IbKO MOKHO 6bl10 3aMETUTHb, B HUXKHeln feBon 061acTM rNaBHOM CTpaHuuUbl npegnaraktoTcA pOBHO ABa TOBaApa,
OAHAaKO OHU nNoaBeprarTcA poTaunn:

Ectb PUCK 3anyTaTb NOCETUTENA 6es HEOGXOAMMOCTM.

CTpaHMIbI KaTEeropuun
1. Nokas TOBApOB B Pinterest-ctune He KaxeTcs 0cobeHHO YMECTHbIM B C/Iy4ae€ UMHTEPHET-MaradnHa:

MOXHO NpegnonoXKuTb, YTO OTOBpaXKeHMe TOBAPOB Ha MN/allKax 0AMHAKoOBOro pasmepa byaet bonee ygobHbIM ans
noKkynatenem.

2. Tak¥e MOXKHO PEKOMEHA0BATL Pe€A/IN30BaTb ONUUIO NOKAa3a TOBAPOB CMTUCKOM B A0ONOJ/IHEHME K NMOKAa3y Ha NnJjiallKax.
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Kaprouka ToBapa
1. MoAHbBIN CANCOK TEXHUYECKUX XapPaKTepPUCTUK — B OTCYTCTBUE KPATKOIO CMUCKA Ks/1I04YeB8biX XaPaKTEPUCTUK — BPAL N

MOXHO NPU3HATb XOPOLWWNM BapPUaAHTOM:

B cutyaumnm n3bbitouHoro Bblbopa, KOTOPbIA 06bIMHO NpeasiaraloT MarasuHbl 3/1EKTPOHMKM, 3a4a4amm NoKynaTens
CTaHoBATCA 3P PEKTUBHOE COKPALLEHNE BapMAHTOB M 3aTeM Bbl6GOP M3 HEBOLLIOIO CNMCKa KaHaMAaaTyp. Hannume
KPaTKOro CNMCKa KAYeBbIX XapaKTePUCTUK TOBapa CyLLLECTBEHHO 061erynno 6bl peleHne sTon 3a4a4u.

2. KaxeTca uenecoobpasHbiM peann3oBaTh NPUBbIYHYIO MOKYNaTeAaAM No MHOTMM MHTEPHET-MarasnHam 31eKTPOHUKN
KHOMKy [,06aBUTb B CPaBHEHMe.

3. He o4eHb NOHATHO, MOYeMy Ha KapTouKe TOBapa He NoKasaH 06bEM ero CKAaACcKMX 3anacoB, XoTa 3Ta MHbopmauma
npeacrasneHa Ha cTpaHuue Kop3suHa.

Kop3una
1. Ccbinka BepHyTbcA B marasmH masio3ameTHa.

2. YpaneHvie ropnsoHTaNbHOTO MEHI0 MarasunHa, BO3MOXKHO, NPeXAeBpeMeHHO Ha cTpaHuue KopauHa (xoTsa BnosiHe
OnpaBAaHO Ha nocneayowmx Wwarax odopmaeHUsa NOKYMKu).

H03abMANTU-ayAMT MHTEPHET-MarasuHa «bunainH»
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3. ObbluHOM pekomeHaaumeln ana ctpaHul, KopauHa asaseTtca nokas cmoumocmu 0ocmasku, Tak YTobbl noKynaTtenb
UMen NoNHoe NpeacTasieHne 06 OKoHYaTEIbHOM CTOMMOCTM MOKYMKK A0 nepexoaa Ha eé opopmaeHue.

4. PacnonoxeHne KHOMNKKu AeﬁCTBMH 88epxXy CTPpaHULUbI ABNAETCA 40BO/IbHO HEMNPUBbIYHbIM!

nOKyﬂaTe.ﬂb 6YAET no o6bIKHOBEHWUIO UCKATb KHOMKY AEVICTBMH HUXMe CNMNCKa ToOBapoOB B KOP3UHe. N Beab Tam ecTb 4TO
NOHAXXMMaTb, TONbKO 3TO He BeAET K LLenu:

5. Bu3yanbHOe pelueHne ans KHOMNKK AeNCTBUSA BbIrNAUT PUCKOBAHHbBIM: HU3KMUIA KOHTPACT U CEPbIN LLBET, 3a4acTyto
accounmpytowmiica co ctatycom “disabled”.

6. «3anunatowan» (sticky) HaBMraLmMa, NOMUMO O6BEKTUBHBIX HEAOCTATKOB®, Pa3apaKaeT «Ha pU3UONOrUYECKOM
YPOBHE» C/IMLIKOM 3HaUYMTE/IbHOE YUCIO NoNb3oBaTeneii®. MOCKObKY OCTPOit HEOBXOAMMOCTM B UCMOIb30BAHUM
bUKCUPOBAHHOW HaBMraLMmM He MPOCMATPMBAETCH, PEKOMEHAYETCA OTKa3aTbCs OT Heé.

JlocTaBKa
1. BnonHe pacnpocTpaHéHHbIM cLeHapuit paboTbl NONb30BaTENSA C UHTEPHET-MarasMHOM TaKOB:

= n06aBUTb TOBAPbl B KOP3UHY;
= 03HAaKOMWTbLCA C BApMaHTaMM U CTOMMOCTbIO AOCTaBKY;
= ewgé nopaboTaTb C KOP3MHOI: YTO-TO YAANUTb, YTO-TO A0BABUTD.

Mpobaema B TOM, UTO HaxkaTue KHonku Back 6paysepa Ha cTpaHuue [locTaBKa NepeBoAnT NO/b30BaTENS HE Ha
3aKOHOMEPHO OXugaemyto cTpaHuuy KopsuHa, a Ha Ty cTpaHuLy, KoTopas bbina do nepexoda Ha KopauHy.

2. Cxema npoesga K NyHKTY CamOBbiBO3a ABHO HE nNomellana 6bl.

3. HeobxoAMMOCTb YKa3aHMA KOHTAKTHOro TenedoHa B caydae Bbibopa BapvaHTa CaMmoBbIBO3 U3 Ca/IOHA MOXKET bbiTb
HEeMOHATHA YacTM Nonb3oBaTeseit. ECTb CTaTUCTMKA , 4TO 3anpoc TeNedOHHOTo HOMEpPa CHUMKAET KOHBEPCUIO B CPeAHEM
Ha 5%. BepoATHO, 6b1710 H6bl NONE3HO 06 BACHUTB, /19 YEro MOXKET NoHaZ06UTbCA HoMep TesiedpOoHa NOKyNaTens B Caydyae
CaMOBbIBO3a.

> Cm. 3KCNepTHbIM pa3bop «3a 1 NpoTnB» GUKCUpPOBaHHOM HaBuraunun: The Trouble with Sticky Headers.

®cm. 3MOLMOHaNbHble KoMmMeHTapum untateneit NeNe 27, 33, 65, 76, 80, 90, 93, 95, 96, 97, 99, 100 K no3umusHoli ctatbe Sticky
Menus Are Quicker To Navigate: “For me most pages with sticky navigation is exactly distracting and intrusive”, “I absolutely dread
sticky menus”, “I HATE HATE HATE sticky navs” w T. n.

7 Cm. How Reducing Options Can Increase Your Conversions.
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http://martymoo.com/blog/2011/11/01/the-trouble-with-sticky-headers/
http://www.smashingmagazine.com/2012/09/11/sticky-menus-are-quicker-to-navigate/
http://www.smashingmagazine.com/2012/09/11/sticky-menus-are-quicker-to-navigate/
http://www.quicksprout.com/2014/02/24/how-reducing-options-can-increase-your-conversions/
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O6wmue peKoMeHAauuu

OB010 {LiBeT, cTaTU4eCKUli TeKCT} He pekomeHayeTca UCMO0/1b30BaTb CUHMIA LBET A1 CTAaTUYECKOrO TEKCTa, MOCKO/IbKY
CUHUI ABNAeTCA OAHO3HAYHbIM MHOUKATOPOM KNnKabenbHOCTU TEKCTa, TO €CTb, NO/ZIb30BATE/IN BOCNPUHUMAIOT BCAKUN
CUHWI1 TEKCT KaK cCbINKy . MOMKHO 3aMeHWUTb CUHWIA, HaNPUMEP, Ha 3eNEHbIN MW APYToii LiBET:

NONYASIPHbIE MOAEAK > NOMNYASPHBIE MOAEAH

06020 {LigeT, ccbinkun} CcbiNKM 3Ke Aydlle caenatb CUHUMM, YTOBbI OTIMYUTL X OT CTaTUYECKOro YEPHOro TeKCTa:

NEFKWUW NNACTUNUH 3ANTUMNAKK HEY CLAY - NErKWUW NNACTUNAH 3ANUMAKWU HEY CLAY -
BYKALLKHW BYKALLIKW

0OB030 {LieT, xn1ebHble KpoLWKM} AHANOTMYHO, XNeOHbIE KPOLLKWN A0MKHbI BbITNSAETb TaK:

HEY CLAY = NEFKWUIA NNACTAIMH 3ANMNAKA ~ NIETKWIA NAACTUNKMH 3ANTWIAKA HEY CLAY - BUTYT

\Z

HEY CLAY = NETKWIA MNACTHUIWH 3ANUMNAKK ~ NEFTKWIA NNACTUNKMH 3ANMNAKK HEY CLAY - BUIoYT
0B040 {LLpndT} 3AT/IABHbIE 6yKBbI HE PEKOMEHAYIOTCA MO TPEM NPUYMHAM:

" MoryT 6bITb MeHee YnTabenbHbIMUY,

" 0/b30BaTENM CYMTAIOT UX MEHEE SCTETUYHBIMM, YEM CTPOUHbIE BYKBbI®;

* B MHTEpPHETe 3arnaBHble GYKBbI ABNAIOTCA CUMHOHMMOM Pa3roBOpa Ha MOBbIWEHHBIX TOHaX" — HelenecoobpasHo
KpUuaTb Ha noceTutenen.

! Loranger H. (2015) Beyond blue links: Making clickable elements recognizable {Link}.

% “Another common mistake is the overuse of capital letters. Not only do capital letters make the reader feel like they are being
YELLED AT, they also hinder the eye’s ability to distinguish letterforms. This is because when executed in caps, each letter has the
same x-height and block-like shape, whereas in lowercase, the letterforms are more uniquely shaped, allowing for the eye to more
easily identify each letter and word” (Stribley M. (2015) 20 design rules you should never break {Link}); “If text is set entirely in
capital letters, it suffers a loss of legibility and the reader is placed at a significant disadvantage. Type set in this manner severely
retards reading — more so than any other legibility factor. <...> A reader is not provided with the necessary visual cues that make
words recognizable. <...> text set in lowercase letters forms words that are distinct, based upon their irreqular word shape and
internal pattern. A variety of letter shapes, ascenders, and descenders provides rich contrasts that assure satisfactory perception.
Once a specific word shape is perceived, it is stored in the reader’s memory until the eye confronts it again while reading. A reader
can become confused if a word takes on an appearance that differs from the originally learned word shape” (p. 53 in: Carter R. ea
(2015) Typographic Design: Form and Communication (6th Ed.), Hoboken: John Wiley & Sons).

> aall capital <...> are not liked by readers” (Tinker M. A. (1966) Experimental studies on the legibility of print: An annotated
bibliography, Reading Research Quarterly, 1 (4), 67-118 {Link}); “Upper-case text is <...> less aesthetically appealing than lower-case”
(Arditi A., Cho J. (2007) Letter case and text legibility in normal and low vision, Vision Research, 47 (19), 2499-2505 {Link}).

* “The use of all uppercase letters <...> has meant that someone is angry, confused, or elderly — or a combination of all three. Even if
they didn’t MEAN TO SHOUT, you certainly HEAR IT AS SHOUTING INSIDE YOUR HEAD. Unintentional caps denote cluelessness; if
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http://www.nngroup.com/articles/clickable-elements/
https://designschool.canva.com/blog/design-rules/
https://www.jstor.org/stable/747222
https://www.sciencedirect.com/science/article/pii/S0042698907002830

PekomeHayeTcs ybpaTb KomaHay text-transform: uppercase gns Bcex TEKCTOB Ha caitTe.
OB050 {XnebHble KpolKn} NMpaBuabHaA CTPYKTYPa XNEOHbIX KPOLLEK:

HEY CLAY / NEFKMIA NAACTUNUH 3ANUNAKW / NETKUIA TIACTUASIH 3AJIUTIAKA HEY CLAY - BUTDYT

\Z

lnaBHas > Katanor > OguHOYHble mogenn > burdyt
nnu
lnaBHas > Katanor > burdyr

3ameTnm, 4To Ha MOBUNbHUKE XNebHble KPOWKW BbIrNAoAT HeﬂpVIEMIIEMOSZ

HEY CLAY
NEFKMA NNACTWUIMH HEY CLAY 3ANMIMAKK
JNENEWMIA NAOACTANMH 3ANMMINAKIA HEY CLAY

HUBOTHGIE

Takxe cm. OB070 Huke.

0B060 {OT3bIBbI} HYXKHO MPUNOKNUTL CEPLE3HBIE YCUANA NO cOOPY OT3bIBOB NOKynaTenei. OTcyTcTBME OT3bIBOB
noceTUTeNM CalTa BOCMPUHUMAIOT KaK YETKUIN CUTHAN O TOM, YTO STOT TOBAP HUKTO He nokynaet. Ha nepuog, cbopa
OT3bIBOB /IyylLe YOpaTb PEUTUHTU (3BE3J0UKMN) 1 CCbINIKM Ha OT3bIBbl CO BCEX CTPAHML, CaliTa.

0OB070 {SEO} N36biTouHOE noBTOPEHME KatodeBnkoB «Hey Clay» n «JIErkuit nnacTMAmMH 3anmnaku» — puckoBaHHaa SEO-
TaKTMKa. NOMCKOBUKM MOTYT pacLEeHUTb 3TO KaK nepecnam Katodesbix cnos (keyword stuffing) u HakasaTb caliT B cBoe#
NOMCKOBOM Bblaaue’. Kpome TOro, NoNb3oBaTeNM MOTYT BOCTIPUHATB KaK HEYBaXKeHUE, YUTO Ha3BaHWeE KaXAoro Toapa
HaumHaeTca ¢ «J1érkmin nnactuaund 3anmnakm HEY CLAY» («3ayem 8bl 3acmassseme MeHs Yyumame 0OHO U MO e
dsadyame pasz?»). Mo3ToMy Ha3BaHMA TOBAPOB HaZ0 COKPATUTL A0 cOBCTBEHHO HAa3BaHWsA ToOBapa:

Nérknii nnactunmi 3aaunaku HEY CLAY — bursur = burswur

06u.|,ee NpPaBnIO rnacuT, 4To BCe TEKCTbI Ha BebcaiTe AO0/1KHbI 6bITb agpecoBaHbl Nt04AM, a HE MOUCKOBbIM pO6OTaM.

intentional, jerkiness” (pp. 11-12 in: Fleishman G. (2017) Not To Put Too Fine a Point on It, Seattle: Aperiodical); “Capital letters look
like you hate someone and are shouting” (p. 30 in: Garfield S. (2010) Just My Type: A Book about Fonts, London: Profile Books); “Do
not use all caps on the internet because it is akin to shouting. All caps is considered shouting on the internet. Shouting is not polite.
Therefore, it is bad netiquette to use all caps on the internet because shouting is not polite” (Netiquette Wiki (2014) Rule number 2 —
Do not use all caps {Link}); see also: Robb A. (2014) How capital letters became internet code for yelling and why we should lay off
the all-caps key {Link}.

> “Don’t use breadcrumbs that wrap to multiple lines” (Laubheimer P. (2018) Breadcrumbs: 11 design guidelines for desktop and
mobile {Link}).

e “Google will penalize your site if they catch you stuffing the keyword turkey. Your page could be demoted in rankings, or even
removed all together!” (Marrs M. (2017) The dangers of SEO keyword stuffing {Link}); “Today, stuffing a keyword into your content
too many times can actually knock the stuffing out of your search rankings, or even cause your content to be removed from search
listings entirely” (Kosaka K. (2018) Keyword stuffing is terrible for your SEO. Here’s what to do instead {Link}).
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http://netiquette.wikia.com/wiki/Rule_number_2_-_Do_not_use_all_caps
https://www.nngroup.com/articles/breadcrumbs/
https://www.wordstream.com/blog/ws/2012/03/21/dangers-of-keyword-stuffing
https://www.searchenginewatch.com/2018/07/13/keyword-stuffing-is-terrible-for-your-seo-heres-what-to-do-instead/

0B080 {Monansbi} Monanbl, NoABAsIOWMECS Cpa3y Noc/e 3axo4a NOCEeTUTENN Ha CalT, CMpPo2o He peKomedefom6ﬂ7:

TaK»e U3BecTHo, YTo ryrn Haka3biBaeT CalTbl C HAa30M/IMBbIMM NONANaMun B CBOEN MOUCKOBOM Bbl,ﬂ,a‘-leg.

0B090 {LieT, KHONKM} LLBET KHOMOK AeicTeuA ([,o06aBUTb B KOP3UHY, OPOpPMUTb 3aKa3) AO/KEH OT/IMYATLCA OT
OCHOBHOI NanuTpbl caitta’. MonpobyiiTe opaHkesblin™ nan 3enéHbiit useT ana CTA-KHOMOK. (KpacHbiii He
PEKOMEH/LyeTCA, MOCKObKY €0 YHUBEPCaNbHOE 3HAUEHME — «CTOM», «OnacHoCcTb» )

IIlanka ¥ rJiIaBHOE MEHIO caliTa
LLIF010 He NOHATHO, K YeMy OTHOCATCA Yacbl paboTbl:

7 “Entry pop-ups represent the most blatant kind of in-your-face interruption advertising. They will anger, annoy, frustrate, and
distract your visitors before they even see your landing page. Worst of all, using entry pop-ups shows really poor thinking on the part
of the marketer responsible for their creation” (p. 81 in: Ash T., Page R., Ginty M. (2012) Landing Page Optimization: The Definitive
Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Pop-ups, by definition, ruin the user
experience” (Reed J. (2015) No, pop-ups can’t be part of a good UX — ever {Link}); “Don’t show overlay dialogs on page load. Each
time it happened, the vast majority of the test subjects would reflexively close the overlay dialog, not even glancing over its contents.
What’s more, the subjects would get annoyed with the site for bothering them, even though they — as just mentioned — never
actually read what they were being bothered with. Some subjects went as far as referring to any overlay dialogs as “spam”, which
gives a pretty good idea of just how much users loathe these dialogs and how poorly it can reflect on sites that use them” (Appleseed
J. (2014) Avoid these 5 types of e-commerce graphics {Link}); Elding R. (2016) The most hated website features {Link}; Fessenden T.
(2017) The most hated online advertising techniques {Link}.

® Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}.

° “The most effective button is one that ‘stands out’” (Morrison K. (2017) What is the best color to use for call to action buttons? The
truth about button color on websites (according to NASA and eye tracking) {Link}); “You need to make sure your call-to-action
buttons stand out. Don’t use the same color that is omnipresent on your site” (Gilis K. (2017) 14. Pick the right color for your call-to-
action!, p. 18 in: Omniconvert + GetResponse (2017) 50 eCommerce Growth Ideas for 2017: From 17 eCommerce Experts {PDF});
“Use a color that stands out” (Patel N. (2014) 8 tips to optimize your CTA buttons for conversion {Link}); “Use color that contrasts
with other elements” (Crestodina A. (2014) How to design a button: 7 tips for getting clicked {Link}).

19 “Research suggests that orange is a happy medium — a combination of aggressive red and cheerful yellow. Clearly some of the
larger online brands <...> have taken note of this, using orange and those that contrast with it to create immediately recognizable
Calls-to-Action” (p. 9 in: Ve Interactive (2016) The Marketer's Guide to the Perfect CTA {PDF}).

' B 57011 cTaTbe OMMUCHIBAETCA IKCNEPUMEHT, B KOTOPOM 3aMEHa KPACHBIX KHOMOK Ha 3eN1EHbIE y/yuLLMIa KOHBEPCHIO Ha 54%:
Dawood A. (2017) Case study: Using a data driven approach to upgrade the Yayvo website {Link}. B gpyrom akcnepumeHTe cuHue
UK aaxe 6enble KHOMKKM ToXKe Nobuaun KpacHble: Heffernan K. J. (2017) Ghost buttons — not as bad as we thought? {Link}.
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http://diginomica.com/2015/10/06/no-pop-ups-cant-be-part-of-a-good-ux-ever/
http://baymard.com/blog/avoid-these-ecommerce-graphics
http://www.itproportal.com/2016/01/12/the-most-hated-website-features/
https://www.nngroup.com/articles/most-hated-advertising-techniques/
https://searchengineland.com/google-hates-obnoxious-pop-ads-heres-need-look-ads-site-280970
https://www.eyequant.com/blog/button-color-on-websites
https://www.flatisbad.com/resources/Omniconvert%20+%20GetResponse%20(2017)%2050%20eCommerce%20Growth%20Ideas%20for%202017%20-%20From%2017%20eCommerce%20Experts.pdf
https://www.crazyegg.com/blog/call-action-buttons/
http://www.orbitmedia.com/blog/how-to-design-button/
https://resources.ve.com/hubfs/UK/Content/Ebooks/Ve-The_Perfect_CTA_eBook.pdf
https://propakistani.pk/2017/03/22/case-study-using-data-driven-approach-upgrade-yayvo-website/
http://www.kaylaheffernan.com/blog/2017/10/15/ghost-buttonsnot-as-bad-as-wethought%20|%20https:/medium.com/seek-blog/ghost-buttons-not-as-bad-as-we-thought-8a8d6050b2b1

MH-BC 10:00-21:00

QAAU

Ecaun 310 vacsl p360TbI Tel'led)OHHbIX onepaTtopos, TO OHN AOJ/TIKHbI 6bITb NOKa3aHbl pPAOOM C HOMEPOM Te.ﬂed)OHa. Ecan
3TO BpemA pa6OTbI MOCKOBCKOro marasmHa, To emy Mmecto Ha COOTBETCTBVIOIJ.I,EVI CTpaHuue.

LLIF020 KHOMKM NPOKPYTKM — 0 HaYana BBOAa ropoja — BbIrNAAAT CTPaHHOBATO:

YKAXHTE BALL ropog

BeepnuTe ropog

LLUr030 He Hy*KHO NOmMeLLaTb METKY B nose BBO,EI,alz. Bonee npaBuabHO byaeT Tak:

YiaxuTe Ball ropoa m

Ha4yHWTE NeYaTaTE W 3aTEM BeIDEPHTE M3 CNWCKR

LLIF040 Caenavite Homep TenedpoHa KankabenbHbim (<tel:84994440528>). byaeT ocobeHHO Noe3HO AN MOBUIbHbIX
nosnb3oBateneil. Homep fonkKeH BbIrnALeTb KANKabebHbIM:

8 (499) 444-05-28

LLr050 BepoaTHO, emMeiin B LIAMKe caiiTa TOXKe He NoOMeLLaeT:

info@hey-clay.ru

Aapec AonXeH HauyMHaTbCA ¢ HelTpanbHoro «info» (To ecTb, He ¢ «ordery).

2 FeedbackGuru (2017) Form without labels: Don’t use the placeholder text! {Link}; Sherwin K. (2014) Placeholders in form fields are
harmful {Link}; Jarrett C. (2013) Don’t put labels inside text boxes {Link}.
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https://feedbackguru.com/articles/form-without-labels-dont-use-placeholder-text/
http://www.nngroup.com/articles/form-design-placeholders/
http://www.uxmatters.com/mt/archives/2013/02/dont-put-labels-inside-text-boxes-unless-youre-luke-w.php

LLUF060 XMHT npu HaBeAEHMM MbILLM HA NOTOTUN He HyKeH — ByaeT NnoHanpacHy OTB/IeKaTb BHUMAHME:

LLIF070 KHomMKa f{ — 3TO HeobbIYHbIN 1 3arafoyHbIi ANA NOb30BaTeNA 3/1eMeHT (Y Hero MoryT BO3HMKaTb CamMble
pa3HoobpasHble rMnoTesbl 0 TOM, YTO ByAET, €C/IM HaXaTb Ha 3Ty KHOMKY), KOTOPbIM BPAA, N BCTPETULLL Ha KaKUX-TO
canTax:

nOCKOI'Ibe B [1aBHOM MEHIO eCTb AOCTAaTOYHO MecCTa A/1A CCbinkn OnnaTta u A0CcTaBKa (nquue MMETb O4HY CCbIJIKY, YEM
TPW pasaenbHbIX gnaa onnatbl, 4OCTaBKU U BosspaTa), TO €€ U Hago Pa3MecTuUTb B r/NaBHOM MEHIO.

LLIF080 Monb3oBaTenn NPUBbLIKAK, YTO LBETHAA FOPM30HTA/IbHAA NON0OCA BBEPXY CailTa — 3TO HE YTO MHOE, KaK ero
rNaBHOE MeHIO:

. ‘ . AeTcK“ ﬁ M “ p & Bxog v pervcrpauma :_: bonychas kapTa ! KopzwHa

Py — Wrpywxm u Taruena n Jerckan Muranme n Mporynku u Xo66u n Cnoptn
S Mrpsl yxon KoMHaTa KOpMneHne nyTewecrsua TBOpYecTBO oTAbIX

<« HAWA o e 3

~)
Q:Q BBEMMTE HOSBOHWE WKW OPTHKYN TOBOPA 0 30K030Tb 3BOHOK
UIPYLWLUKA

N(CECCYAP_!:I TBOPYECTBO M TOBAPLI ANA NPASOHWUKK U

N7 QETER PASBMTHE WrPYLIKKH MANBILLER 10 3 NET HOBDIA rOM, CNOPT W OTObIX BPEHAbI

== KATANOr TOBAPOB |

iA-T O' Momek Q L +7(800) 775-06-35 ~ &
SR e e AN 3aKa3dTh IBOHOK
=  Karvanor v AN fesoyeK LN MafLYMKOB W3 MyNLTOUABMOB HoBocT Ckuaxm
stod Yhs 0 — @ ® (495) 278-08-75
Q £ Herrosapos 8 (812) 670-07-95

[eTckne TOBapbl NO ONTOBbIM LeHam KpyrnocyTo4Ho

Wrpel u ana PazeuTHe H AKTHEHDBIH PA3SBUTHUE N TOBAPLI AN

@ Homman % vuewa @ Acum WIPYWKH  NpOTynoKW  TROpYECTRO oTabX OBYYEHUE LLKOMbI R
noma

OZHaKo, Ha BalleM caiiTe OXMAaHUA No/b3oBaTeNel HapyLleHbl — 34eCb MEHI0 PacnosioXeHo Ha 6enom doHe (a4a, 310
COOTBETCTBYET HbIHELWHENW Moae Bebam3aliHa, HO OHa ryboKo ownboYHa), 3aTo nogKpaweH ¢oH beHeduT-6apa:

KATAAOT ONTOBWKAN 0 3AAMNAKAX KOHTAKTBI

ﬁ! AETH 110 OB YHAIOLLLENY MPHACKEHHK '@:-a‘mmnc_m 24H4ACA. E HE MPHAHTAET K PYKAM M MEBEAN

B pe3synbTate BHMMaHue nosib3oBaTenem 6y,u,eT npmueanevyeHo HEeK/IMKabeNbHbIM 6eHe¢MT-63pOM, a NMaBHOE MEHHKO KTO-TO
MOXeT BOO6LLI,e He 3ameTuTb. O4eBUAHO, HYXKHO caenaTb HaOGOpOTZ d)OH rNaBHOrO MEHI0 caenaTb XOPOLMM TEMHO-
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CUHUM UBETOM (He ronybbiM, NOCKO/bKY 6e/blli Ha ronybom naoxo umMtaetca), a poH beHeduT-6apa (ecnm oH Boobule
HYKEH, B YEM eCTb COMHeHMA) — benbim.

TaKKe Hafo n3baBUTbLCA OT BbIMYK/bIX 06BLEKTOB B 6eHepUT-6ape, NOCKObKY Nob30BaTeNN ByAYT BOCNPUHMMATD UX
KaK BnosiHe cebe HaxkMmabenbHble KHOMKM.

LLIF090 MyHKTbI r1aBHOTO MEHIO, Y KOTOPbIX €CTb CYOMEHI0, HYXKHO NoMeYaTb CTPESIKON «BHU3», YTOObI OTANYUTDL UX OT
TeX NMYHKTOB MEHI0, KOTOpble JaloT NPAMOii Nepexos, Ha BHYTPEHHUE CTPaHMLbI caiTa ™:

O sanunakax — O 3anaunakax v

Brnpouem, 370 BpAA, M NOHAA06MTCA, MOCKO/IbKY BCE MEHIO MOXHO CAENaTb C NPAMbIMU CCbiIkamu, 6e3 cybmeHto (cm.
LLIr100).

LLIT100 PekomeHAyeMble MYHKTbI I1aBHOIO MeHto (cybmeHto He byaer):
FnasHasa | Katanor | Mo6unbHoe npunoxeHue | Onnarta u gocraeka | O 3aaunakax | KoHTaKTbl

MyHKT FNaBHaA MoXKeT ObiTb N306paXKEH MUKTOrPAaMMON «AOMMKaA» (HO Cam MYHKT Hy>+(eH14). MyHKT ONTOBMKaM nyylie
nepeHecT B nogBan (3anHTepecoBaHHbIe ONTOBUKM €ro Tam BrnoJiHe HangyT). B pesynbTaTe rnaBHoe meHto byget
npesHasHavyeHo Tobko B2C-nocetutenam caita n byaeT oTBevaTb Ha BCE UX TUMOBbIE BONPOCHI.

I'naBHad cTpaHuLa

rC010 Vicnonb3oBaHue GaHHEpPHbIX Kapyceneil He PeKOMEHAYETCA — OHU, KaK NpaBuo, He paboTatoT™. Kpome Toro, HeT
0coboro cmbicna UCNoNb30BaTb 04HY U Ty e CTA-KHOMKy (MepeiiTn B Katanor) Ha Kaxkgom baHHepe. BAob6aBoK, cTouT
TOJ/IbKO MOJ1Ib30BATE/IIO0 HABECTU MbiLb HA 3TY KHOMKY, YTOObI €€ HaXKaTb, Kak 6aHHep CMeHAEeTCs, U Mblllb
NPOMaXMBAETCA MUMO KHOMKKU. PEKOoMeHAyeTCcs UCNoAb30BaTb 00UH CTaTUMECKUIA BAHHEP — TOT, KOTOPbLIV TOBOPUT 06
oduumanbHOM calTe.

B “Visually indicating whether a navigation link will reveal a drop-down menu when the user mouses over it is best practice. This is
best accomplished with a simple downward-pointing triangle” (Lazaris L. (2009) Horizontal navigation menus: Trends, patterns and
best practices {Link}).

" “Positioning the logo on the left is good, but an even better approach is to offer both a left-aligned clickable logo and an actual
Home link” (Whitenton K. (2016) Centered logos hurt website navigation {Link}); “A homepage link in the main navigation is rarely
found on sites these days, but in testing we frequently see how important it can be <...> Users often return to the homepage of a site
during testing — to re-orientate themselves after getting lost or to start a new task afresh —and if they are not able to do this easily
they quickly get frustrated with the site” (p. 11 in: RedEye (2014) 10 Usability Issues We’ve Seen and You Should Be Avoiding.
London: RedEye {PDF}).

B “Rotating banners are absolutely evil and should be removed immediately” (p. 213 in: Ash T., Page R., Ginty M. (2012) Landing
Page Optimization: The Definitive Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons); “Sliders
don’t work. They’re a distraction. We’ve known this for a long time” (De Baets E. (2017) Conversion Jam 2017: The key insights
{Link}); “Remove automatic carousels” (p. 19 in: Google (2019) UX Playbook for Retail {PDF}); “Carousels are declining in popularity
on e-commerce sites, especially on the homepage. Our most recent UX benchmark reveals that only 28% of the top US and European
e-commerce desktop sites have a carousel — down from 32% when we measured it in 2016 and 52% in 2013” (Appleseed J. (2019) 9
UX requirements for designing a user-friendly homepage carousel (if you need one) {Link}).
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https://www.smashingmagazine.com/2009/09/horizontal-navigation-menus-trends-patterns-and-best-practices/
https://www.nngroup.com/articles/centered-logos/
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https://baymard.com/blog/homepage-carousel

C020 BepTuKanbHbIl pasmep 6aHHEpa MOXKHO YyMeHbLUTb Ha 30-50%, uTo ByaeT cnocobCcTBOBaThL AanbHelleln
NPOKPYTKe CTPaHULbl NONb30BaTENAMM ™. KasKaplii MOBOPOT KONECMKA MbILLM — 3TO «BasIlOTa», KOTOPYIO NOb30BATENM
TpaTAT Ha caliTe. Jlyylle COKPaTUTb 3TU 3aTPaTbl, yMEHbLLIUB 06bEM CKPOIMHTA.

FC030 Pasaen MNonynspHble mogenu noneseH, Ho bygeT nydlwe HayaTb ¢ Kamezopuli ToBapos — Habopbl 1 OAUHOUYHDbIE
moaenu®’. Mocne Hero noiiayT MonynsapHbie moaenu.

FC040 KHonku Bbi6patb Habop 1 BbibpaTtb mogenb, BeposiTHO, byayT paboTtatb nyywe, yem MogpobHee:

FC050 {bar} KHonKa MopapobHee ana 0ANMHOYHBIX MOAEIel OTKPbIBAET CTPaHULY ¢ Habopamu.

rC060 {bar} HasBaHue ToBapa B cekumm MonynsapHble Moaenu Ha aecktone obpe3aHo (Ha MOBUAbHUKe 3TOM Npobaembl
HeT):

NErKN NNACTUNNH
SAJTUNAKIA HEY CLAY -

rC070 Nlyywe nepeMmeHoBaTb 3TOT pa3aen («<HEMHOro» BbIrNAAUT HECKONbKO CTPaHHOBATO):
HemHoro o npunoxkeHun - MobunbHoe NnpunoKeHue

B KoHUe pasaena gobasbTe ccbiiky MoapobHee 0 npuaoXKeHUn, Kotopas ByaeT OTKPbIBaTb COOTBETCTBYIOLLYIO
CTpaHuLy.

rCo80 {bar} Ctpoka obpe3aHa:
MHCTPYKLUMIA NO NENKE re|

FC090 Ctpenkun NPOKPYTKM rasiepen TBOPYECTBa KAMEHTOB /ydlle Pa3mMecTUTb No BoKam OT U306parkeHUs — He HYXKHO
3aCTaBAATb NO/b30BATENA AANEKO FOHATL MbILLb MO KPAasAM CTPaHMLbI, YTOBbI MONACTb B MEKYIO Lenb 2:

16 “Supersized hero images (and large full screen backgrounds). They look good, but they are highly ineffective and a waste of critical
real estate. You can define them as large attractive headers too. If you are able to support it with relevant content and call to action
buttons — great, otherwise they stay as a unnecessary decorative design element” (FeedbackGuru (2017) Web design trends you
should stop following now! {Link}).

Y “The primary use of your homepage should be for category-level navigation” (p. 212 in: Ash T., Page R., Ginty M. (2012) Landing
Page Optimization: The Definitive Guide to Testing and Tuning for Conversions (2nd Ed.), Indianapolis: John Wiley & Sons).

'8 Cm. 3aKkoH duTTCa {Bukumneausa}.
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https://feedbackguru.com/articles/web-design-trends-stop-following-now/
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FC100 He Hy»XHO 06peMeHsTb NOANUCKY KaKUMU-TO HOPUANYECKUMM YCAOBUAMM:

NoANMCKA HA HOBOCTH M AKLLMM 3AAUNAK

Moanwimncs, 4ToBbl NOAYHaTh WHGOPMALIMIO O CKWAKAX M HOBBLIX NOCTYNIEHMAX

————— g,

DNeKTPoHHasA Nno4Ta I'Itlﬂl'IHGATbBﬂ

by “ONMC 5 B39, B Lo mal teTes = Taee, e po S B8R g T L, 2 CNOBHAMY 00k e A Fay Cilayr

FC110 Knuk no nonto BBoAa A0/1KeH youpaTtb MeTKy nons:

S3NeKTpOoHHaA No4vTa 9 l |

KaTaJsior
KA010 Bo3mOKHO, UMeeT CMbicn A06aBUTb COPTUPOBKY NPOAYKTOB: Mo andaBuTy, No LieHe, No NONyAAPHOCTH, No
HOBU3HE.

KA020 dunbTpbl paboTatoT HenpasBuabHO: Nocse Bbibopa cepun Henb3a Ao6aBUTb Apyroi GUALTP B TOM e rpynne
dUNbTPOB:

CEPUA

|l Npuwensupi (7)
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TaKan BO3MOXHOCTb 06513aHa NPUCYTCTBOBATb, TO €CTb, Y N0/1b30BaTeNA A0/KHA BbITb BO3MOXKHOCTb BbIGpaTh
OAHOBPEMEHHO HECKOIbKO GMAbTPOoB. Hanpumep, eciv oH Bbibpan ¢puabTpbl «KBOTHbIE» U «TpULLIEbLbI», TO B
CMUCKe TOBapOB 0TOBPA3ATCA TOBAPbI, YA0BNETBOPAIOLLME NOMUYECKOMY YCI0BUIO « KUBOTHbIE» U «Mpuwensusi» ™.

EcTtecTBeHHO, nocne Bbi6opa GMUALTPA CYETYMKM NPOAYKTOB B APYTUX CEPUAX HE AOKHbI OBHYAATLCA.

KAO030 Kak cneacreue npeablayliero nyHKTa, 3aro/IoBOK CTaHOBUTCA KOHCTaHTOM, He 3aBucaLllelt oT Bbibopa ¢pMabTPOB:

AEFKWA NAACTHAMH HEY CLAY 3AAMNAKH HEX-BERY
MPHLHEABLEL

KA040 {bar} HenpaBuabHoe 3HayeHue cY4ETYMKA «OQNHOYHbBIE MOAENY:

OCOBEHHOCTb

HabBopel repoes (5)

Takke 3ToT GUNbTP He AoNKeH ObiTb 3a4M3361€eH.

KA050 He pekoMeHAyeTca BCTaBAATb GaHHepbl B CNUCOK ToBapos>’. Ocobyto npobaemy 3Tv GaHHepbl CO3AALOT Ha
MOBUNBbHUKE, NOCKOJIbKY MONb30BaTe b BMOHE MOMET NPUHATb TaKoi 6aHHep 3a OKOHYaHMe CNUCKa TOBapoB U
nepecTaHeT CKPONNMPOBATb CTPAHMLY > . OTHOCUTENIbHO NPUEMIEMOE MECTO ANA STUX BaHHEPOB Ha AECKTONe — ceBa
nog, GuabTpamu (NPm 3TOM HY>KHO UMETb B BUAY, YTO NO/Ib30BaTENM BYAYT KAMKATb MO 3TUM BaHHEpPam, TaKk YTo UX
HY}HO ByeT OCMbIC/IEHHO KyAa-TO NMPUANHKOBATb; OCMbIC/IEHHOM CCbIIKM ANs BaHHepa HeNPUANNaAHUA K pyKam U
mebenn He npocmaTpmBaeTca, a baHHep NPO NPUIOKEHNE MOXKHO BbIN10 6bl NPUANHKOBATbL K COOTBETCTBYIOLLEN
CTpaHuue):

¥ “The logic is therefore that filter types should follow an “AND” logic when multiple types are selected, whereas the selected
filtering values within any of those types should follow an “OR” logic” (Scott E. (2018) E-commerce UX: Allow users to combine
multiple filtering values of the same type —an ‘OR’ logic (32% of sites don’t) {Link}).

20 “[Don’t] use irrelevant images [on category pages]” (DeMatas D. (2019) 105 ecommerce UX tips: How to seduce visitors to buy
{Link}).

>t “When ads are placed within a product list, users tend to interpret it as the end of the list. In the user’s view, the ad represents the
beginning of a new page element and the ad therefore also comes to signify the end of the current page element (i. e. the product
list). This problem is only exacerbated on devices with fading scrollbars, as the one visual clue indicating that plenty of additional
content is available on the page will often be hidden” (Appleseed J. (2014) Avoid these 5 types of e-commerce graphics {Link}).
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) Mowcrper (7)

OCOBEHHOCThL
HaGoput repoce (1)

NETKWK NAACTUAMH NEMKWA NAACTHAWMH
3ANUMNAKK HEY CLAY - BUFBMI SANWUMNAKK HEY CLAY -
490 py6. 1590 py6.

E NPHAMNAE

K PYKAM H NEBEAM!

T 5 — L
suioex  NOHYMK

NEFKWWA NAACTUNNH NEFKWUA NAACTHUAMH NErKWH NAACTHUAKMH
SANUNAKK HEY CLAY - N 3ANUNAKWA HEY CLAY - MOHYWK  3AMMNAKKW HEY CLAY - TEPPKU
490 gyl 490 pyb. 490 pyb.

1HT 4
NEFKWMA NAACTHAWH JNIEFKWMA NAACTUAWH
JANWUNAKK HEY CLAY - XMNCTEP  3ANWMAKK HEY CLAY - UMIKNON
450 py6. #90 py6.

Ha Mmo6unbHUKe 3T GaHHepbl cneayeT coscem ybpath (a No-Xopollemy, U Ha AEeCKTomne ToKe).

KA060 JTOT 6elaKnK MOXKET BBECTU B 3abnyKaeHNe — HapucoBaHbl ABe 6aHOUYKM (NPUYEM pa3HOro pasmepa),
YMHOXeHHble Ha 5. Toraa ckonbKo byaeT B UTore 6aHOUEK U Kakoro pasmepa?

JNyywe ybpaTb 6AHOYKM U 3HAK YMHOMKEHWA — Cpa3y BCE CTaHeT 04HO3HAYHO NOHATHO: 6aHOYEK POBHO MNATD.

KAO070 {fins A/B-TecTpoBaHuMA} MMeeT CMbIC/N NOTECTMPOBATb NOCTOAHHO BUANMbIE KHOMKM KynuTb. ECAIM 3TM KHOMKM
NOABNAIOTCA TONIbKO NPU HaBEAEHUMN MbILLIK, TO NO/Ib30BATE/IO MPUXOANTCA BbINONAHATL INLLIHEE AeNCTBME MbILWbHO —
npexae, Yem KNMKHYTb MO KHOMKe, Haflo HAaBeCTM MblLlb Ha ToBap. Eciv KHonkM 6yayT BUAHBI NOCTOAHHO, TO MOXKHO
€X04y NO HUM K/IUKaTb.
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KAO080 {1na A/B-tectpoBaHusa} Mosb30oBaTe I MOTYT OXKMAaTb, UTO KHOMKa Kynutb o3HavaeT npamoe aobasneHne
TOBapa B KOP3MHY, MMHYA OTKPbITUE KapTOUKKM ToBapa (Tak caenaHo Ha MHOTUX caliTax MHTepHeT-MmarasnuHos). Mmeet
CMbICN TECTUPOBATDL ABe BELLU:

" M3MeHeHWe Ha3BaHWA KHOMKKW: Kynutb vs [l06aBUTb B KOP3UHY;
" OTKPbIBaTb KAPTOYKY TOBapa MO Ha*KaTuio KHOMKKN KynuTb vs cpasy A06aBaATb TOBAp B KOP3UHY, MUHYA KapTOUKY
ToBapa.

KAO090 {ins A/B-TecTpoBaHuA} MiImeeT cmbIC/i NPOTECTMPOBATbL NoKas modenu (rpynnbl moaenei us Habopa) BMecTo
KOpOb6KU C TOBApOM:

HOHCTPM

BHIBHT

KA100 O6 oTcyTcTBMM TOBapa Ha CKage HY*KHO coobLaTh y¥Ke B KaTasiore, a He TO/IbKO Ha KapToyKe ToBapa. B atom
cnyyae kKHonka KynuTtb 3ameHsaeTca Ha COO6LWMUTb 0 NOCTYN/IEHUMN.

KapTouyka ToBapa

KT010 Ha mHormx KapToukax Hago fobasuTb 6onblie poTorpaduii — potorpadpun npogatot ToBap. MoKHO A06aBUTH
n3obparkeHne KOpobKK ¢ Tbina (ecn OHO OTAMYaeTCa OT nepeaHelt yactu), doto 6aHouek, bykneTta, QR-koaa (1 rae ero
MCKaTb B KOPOBKE), CKPUHLLIOTbI MPUAOKEHUA C KOHKPETHON MoAenblo. KapTouka ToBapa «*KMBOTHbIE» NOKa3bIBAET
NPUMep ABUNKEHUA B NPaBUAbHOM HaMpaBAEHUM, HO HaJ0 NOKa3blBaTb raNepeto Lie/IMKOM, 6e3 NPoKpyTKN*:

2 Holst C. (2017) Truncating additional images in the gallery causes 50-80% of users to overlook them (30% get it wrong) {Link}.
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370 byneT yaobHee caenatb, €C/IM NOMECTUTL rafiepeto He BEPTUKANbHO C/IEBA, @ TOPU3OHTAZIbHO CHU3Y B HECKO/IbKO
psagos nog doTorpaduei.

KT020 Vcnonb3ynte YEpHbIM LBET 415 Ha3BaHWMA TOBapa, NOCKO/bKY 3TO CTAaTUYECKUIA TEKCT.

KT030 310 npuemnemo coobuiaTb, YTO TOBapa HET B HA/IMUYUK, KPACHBIM LLBETOM, HO MCMOb30BaTb KPACHbIM LBET AN
6n0Ka npo QR-KoA He cneayer:

BHyTpH KopobkH Qk-n. " " MHCTPYKLMA ANA GecnnaT -, .

CHAYMBaHMWA 0GYYAIDILETD NPUNOHAL: neTHe Frepoes M3
Habopa.

Ncnonb3yiiTe Apyron LBeT, KOTOPbIMA He acCoUuMMpPYeTCa C NpeaynpeXxaeHUsaMm 1 olwmnbKamm.

KT040 He Hazo cnpawunBatb MMaA 1 TenedoH npu Job6aBAEHUN B INCT OXKULAHUSA:
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YBeqOMMUThL O HAJTMUYMK

3anonHuTe nona YHKa3aHHBIE HHHE.
Kak Toneko Toeap NOCTYNMT K HaM,
Mbl C BaMM OGA3aTENBHO CBAMEMCA.

——|

E-mail

KT050 MepenmeHoBaHue [,06aBUTb B IMCT OXKUAAHUI (0XKNAaHMIA?! — HTepecHO, KTo 3To Npuayman) B CoobwuTb o
NOCTYNJ/IeHUU, BEPOATHO, CAeNaeT npoLecc 6osee NOHATHLIM.

KT060 B pasaene MoapobHee 0 npuaoKeHUU Nyylle NoKasbiBaTb HE O4HU U TE e CKPMHLLIOTBI /15 BCeX MoAenen, a
cneumduyeckme ana Kaxaoro Tosapa.

KT070 3To npaBMAbHO NOKa3biBaTb BCM/bIBalOLLEE OKHO Moc/ie A06aBneHna ToBapa B KOP3WHY, HO KOHKPETHbIM An3aiH
BbI3OBET BOMPOChI, MOCKOJIbKY MN0Nb30BaTe/lb MOMKET NOAYMaTb, YTO OH A06aBMA He OAMH 3K3eMNAsAp ToBapa, a ABa.
Hy»KHO y6paTb CMMCOK TOBApPOB B KOpP3nHe U A06aBUTb KHOMKY NOCMOTpPETb KOP3UHY:

AOBABAEHD B KOPIHHY

JNerkuit nnactunmu 3anunaxkn lwr 490 py6.
HEY CLAY - BurdyT

APTHRYA: BUrdgyT

JNerkuia na

3anunaku

NPOADAXHTE NOKY KK MocMoTpeTh KOP3NHY OchOPHHTD JAKAI

KT080 Ccbinika Ha OT3bIBbl AONXHA BbIrNAAETb KAMKabenbHOM:
55 0T3bIBOB —> 55 OT3bIBOB
KT090 CcbINIKM Ha CEKLUUM CTPaHULbl AOMKHbI BbIrNAAETb KNMKabenbHbIMU:

O npunoxeHun  Xapaktepuctukm Onucanme —> O npunoxkeHuu  XapaKtepuctmku  OnucaHue
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KT100 lo6aBbTe KHOMKMU MPOKPYTKKU Mo 6oKam oT poTorpaduu:

KT110 lanepes He Ha mecTe — OHa A0JIKHA ObITb PACNONOXKEHA BbILLE:

HEY CLAY  JIETKMI MNACTHAMH HEY CLAY 3ANWMAKK  NEMKWA NIACTHANMH 3ANNNAKKA HEY CLAY - BYKALLKK

“i HEY (LAY 2 ;'{r«"l

Kop3una

KP010 Kop3suHa 1 opopmaeHune 3aKasa — 3T0 A0/1KHbI 6bITb d8e pasHble CTpaHUubl. HysKHO A06aBUTb CTPaHULLY C
HOPMaJ/IbHOM KOP3MHOM. Hannume KOP3uHbI — 3TO OTHIOAb HE JMLLHMIA LWar Ha MyTM K OnaaTe 3aKasa’.

> “The first page in your checkout process is your cart page. You never want to send a user past this page. This page reaffirms what
they have purchased in detail. This helps them build confidence and trust in your store” (DeMatas D. (2019) 105 ecommerce UX tips:
How to seduce visitors to buy {Link}); “On average across a range of product types, a third of online shoppers (35 percent) look at an
item three or more times before making an online purchase. One in 10 online shoppers look at an item five or more times before
purchase” (p. 20 in: Episerver (2019) Reimagining Commerce - Principles of Standout Digital Shopping Experiences {PDF}).
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https://www.episerver.com/495b01/globalassets/assets-website-structure/resources/guides-and-reports/reimagining_commerce_2019_episerver.pdf

O¢opmiienue 3akasa

03010 HaunHaTb opopmaeHMe 3aKa3a C BONpoca o Homepe TeniedoHa — 3TO NPUMEPHO TO }Ke CamMoe, YTO MPOCUTb
AEBYLKY O nouenye B CAaMOM Ha4yaszie nepsoro cBngaHuA. COBpEMeHHbIe pocCcnAaHE Harnyxo 3ateppopumsnpoBaHbl
TenedoHHbIM CNaMoM, TaK YTO BCAYECKM BeperyT cBOM HOMepa OT NonafaHua B Iobble YyXKue pyKu.

TaKrKe NoKynaTenu cnpasea/IMBO HeLOYMEBAIOT, KOT4a Y HUX 3anpallnBatoT U eMeis, n Homep TenedoHa («ecau y
npodasya yxe ecms 00UH cnocob KOHMAKMa co MHoU, 3a4em oH mpebyem smopoli?»)*.

HakoHeL, NnoKynaTtean NOHMMALOT, YTO B C/ly4ae CaMOBbIBO3a UK NMoYTOBOW AOCTaBKMN UX HOMep TEﬂEd}OHa BOO6U.I,e He

noHagoburca.

CnpawwueaTb HoMep TesledpoHa MOXKHO TONIbKO, EC/IN MOKYMATE/b Y¥Ke Bbibpan KypbepCKyto AOCTaBKyY. [PU 3TOM HYKHO
YETKO MOACHUTb, YTO ero Homep ByAeT MCMOAb30BaH TONbKO A4 AOCTAaBKW, U NPoAaBeL, HUKoraa He byaeTt 3BOHUTb emy
B MAPKETUHIOBbIX LLeNfiX.

03020 110 noHagobMTCA TONLKO B C/yYae NOYTOBOM A0CTaBKKU. COOTBETCTBEHHO, cnpalmsanTe ®XO TonbKo, ecau
noKynaTtenb Bbibpan 3TOT BapUaHT AOCTaBKU.

03030 PagMOKHOMKM A0MKHbI 6bITb KPYrbIMK, @ HE KBaApaTHbIMM (KBagpaTHble — 3TO YEKBOKCbI):

B OOCTABKA KYPLEPOM (7 p.aH)
(Mpw 3akaze ot 3500 p. - 200 p.)

CAMOBLIBO3 M3 NB3 BOXBERRY (6 p.aH)
(Mpw 3akaze ot 3500 p. - GecnnaTHo)
7 NyHKTOE BLIAAYM B BAlLEM rOPOAE

NOCTABKA NOYTOW POCCHM (5-10 p.aH)

(Mpw 3akasze ot 3500 p. - GecnnaTHo)
03040 None npomMmoKoda — M3BECTHbIN y6m71u,a KOHBepCMMZS. NMoKasblBalTe 3TO Nnose B OTKpPbITOM BUAE TOJZIbKO, €C/In Bbl
yBEpPeEeHbI, UTO y NOKynaTesia eCTb NPOMOKO/L, (Hanpmmep, ec/n OH I'IpMLuén Ha canT no pEKﬂaMHOVI CCblNIKe C
I'IpOMOKO,D,OM). B NPOTUBHOM CNly4ae CKpOﬁTe none npomokoaa 3a Mas03aMeTHOM CCbI!'IKOﬁ, KUK NOo KOTOpOVI

OTKPbIBAET NOJ1€ BBOAA KOAa. I'Ipmmep:

Order summary

\ Monthly Plant + Cacti Subscription Auto 49.00
4 Renew x 1
Yes / Not that much / Third week of the
month
— =y FEvery 2 Months

Have a discount code? Enter it here >

Subtotal 49.00

> “Most test subjects subscribed to a simple logic: if the store already has one way of contacting me (e. g. e-mail), why do they need
another (e. g. phone)?” (Holst C. (2012) Checkout experience: Don’t require seemingly unnecessary information (61% get it wrong)
{Link}).

> Bowen T. (2013) Stop “promo code search” leaks once and for all to increase conversions {Link}; GoodUI Datastories - Issue #26 —
Jun 2016 {PDF}; Graham E. (2009) Do coupon codes INCREASE checkout abandonment? {Link}.
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03050 «3BOHKOB MeHeAKepa» Ha COBPEMEHHbIX caiTax B 06LeM-To HeT: Ha asope 2020-i roa, a He 2000-i. Onn
YTOUHEHUA aeTanei 3akasa umeetcsa none KommeHTtapwmii:

KommeHTapHiA:

| &

HOK MeHe, =] anex 3aka3a.

JBOHOK HE HyxeH. MoMHO Cpasy KOMNAEKTOBaTL 3aKaz.

03060 15 BbIbOpa NYHKTa BblAa4M 3aKa3a UCMO/b3yiTe CMMCOK BMECTO KapTbl (KapTa, KCTaTu, peannsoBaHa KpMBo), a
YKe U3 CMMCKA MOXKHO By AeT NOCMOTPETb Ha KapTe MecTOHaxoXAeHne KoHKpeTHoro MB3. a8 KpynHbIX ropo4oB CNUCOK
MB3 f0/KeH BKAOYATb YKa3aHWA Ha BAMKAMLLYIO CTaHLMIO METPOMOAUTEHA.

03070 He noayépKunBainTe HEKNMKabebHbIN TEKCT — Hapog, 6yaeT 0AHO3HAYHO MO HEMY K/IMKATb:

7 MYHKTOE BbLAAYH B BALLEM rOpoae

03080 CHayvana nokaxute aedponTHoln agpec MB3, 3aTem ccbinky U3MEHUTb NYHKT Bblgauu:

M3MeHWTE NYHKT BbIAAYM

Ynau-¥n3 Kupoea_0317_C
&70000, ¥Ynau-¥o3 r, Kupoea yn, 0.28A

03090 Ecnu 6bin BbIOpaH BapMaHT 6e3 3BOHKA MeHeayKepa, To 3Ty ¢ppa3y Hago youpathb:

Ecnwv v Bac BO3HMKAKM KakMe-nvbo sonpockl, Bel MoxeTe

CBA33TLCA C HAMW MO TenedoHy
8 (499) 444-05-28

03100 Ecnn ecTb TeXHUYECKan BO3MOXKHOCTb 0GOPMUTL CTPaHULY onaaTbl B CTU/IE Ballero canta (oTbpeHAnpoBTb C
BaLLMM /IOTOTUMOM M B CTUJIMCTMKE BaLLEro caiiTa), TO 3TO Jiyulue caenatb’>:

%% “Keep buyers on your site, and be consistent with your branding. If you direct customers away from your site in order to register,
check out or complete the payment procedure, you may lose them. Just don’t do it! Third-party shopping carts can make a visitor feel
like they’re getting scammed” (Massey B. (2014) 10 Customer-delighting checkout usability techniques {Link}).
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http://conversionsciences.com/blog/10-customer-delighting-checkout-usability-techniques/

ﬁ Anbda-bank
790,002

hey_clay
Homep zakasza 19 1589324061

Homep kapThl

CVV/CVC
Wms enagensua MM/TT focregsie 3

UHGphl Ha
oBopare

Onnatute

03110 Homep 3aKasa Ha CTpPaHMLE NOATBEPKAEHMA 3aKa3a He cOBNajaeT C HOMePOM 3aKasa Ha CTpaHuue onaatol. o

BO3MOXKHOCTH, CAeﬂaVITe OANHAKOBbIMMW.

03120 Ecnn ecTb TEXHUYECKAA BO3MOMKHOCTb, TO Hago 6bl nomectuTb nose CVV/CVC B 0CHOBHYO popmy. A TO KyIMBUHDI

13 Anbobl NpUAENUAN ero rae-To cboKy, Tak YTo peasibHO TPYLAHO 3aMETUTb:

Homep kapThl

CVV/CVC
Wm#a Bragensua MM/TT R

LUnppel Ha
ofopoTe

03130 Ecnu ecTb TEXHMYECKAA BO3MOXKHOCTb, TO UCMO/Ib3YyTE HOPMa/ibHble NOAA BBOAA BMECTO «MOAYEPKMBAHUNY:

Vima enapgensua

Wma enagensua 9

Moo6u/ibHasA BepcHus
MBO010 {LLlanka, rnaBHoe MeHI0} ECTb PUCK, YTO rambyprep-meHo MOXKeT BOCNPUHMMATbLCA N0/1b30BaTe/IEM KaK 4acTb

norotuna:

S SANVTAKW

BapuaHTOB BMAMUTCA ABa:
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" KCNONb30BaTb OAHO3HAYHO BOCMPUHMMAEMBINA rambyprep:

= SANITAKW

" (npe,u,nhoMTeanee) MCNonb30oBaTb HOpMa/ZibHOE TOPU30OHTA/IbHOE MEHIKO BMECTO raM6yprepa C NyHKTOM EwWwé Ha

KoHue”':

SANVITAKW o,

Katanor Onnata W goctaeka Kodtaktel Eméwr

MB020 {[naBHas cTpaHULLa} DTy CEKLMIO Nyyllie He NOKa3biBaTb Ha MOBUNBLHOM, MOCKO/bKY NOAM KaK NUTb AaTb 6yayT
Ha’KMMaTb 3TW anneTUTHO BbIFNAAALLME KHOMKMU:

MBO030 {[naBHaA cTpaHMua} Hy>KHO AN33611MTb KHOMKY NPOKPYTKM B/IEBO Ha MEPBOM TOBApE B ranepee 1 KHOMKY
NPOKPYTKM BMPaBO Ha NocaegHem ToBape:

NETKWA NNACTUNIWH 3ANTMNAKK NETKWA NNACTUNUH 3ANTMNAKK

HEY CLAY - YKMBOTHGIE HEY CLAY - BUI YT
1 590 py6. 490 pyb.

MB040 {Katanor} AHanornuHo MB030.

MBO050 {Kop3uHa} B gononHeHue K KPO10 — Ha MOBUAbHMKE CTaHOBUTCSA 0COBEHHO MOHATHO, YTO KOP3UHA A0/1KHA bbITb
KOP3MHOM (CMMCKOM TOBApOB), a He opopMIeHMEM 3aKa3a:

7 “Avoid hamburger menus if you can <...> Many sites do so because they just follow trends without checking how these affect user
experience or sales. But, again, there are a few who have gotten wiser and are using alternatives to the hamburger menu on their
mobile sites” (Olotu T. (2017) Five mobile commerce UX problems and how to fix them: Advice from observing real users dealing
with real m-commerce issues {Link}); Pernice K., Budiu R. (2016) Hamburger menus and hidden navigation hurt UX metrics {Link};
Pernice K. (2017) Hamburger menus hurt UX metrics {YouTube}.

PekomeHaaunm ans caiita «3annnakm» 18
Bepcua 1 | 12.05.2020


http://whatusersdo.com/blog/how-to-fix-mobile-commerce-ux-problems/
https://www.nngroup.com/articles/hamburger-menus/
https://www.youtube.com/watch?v=rdeoPuPzONg

HEY CLAY /' KOPF3UHA

KOP3WHA

* Tenedon:
* E-Mail:

* OMO:
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