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General remarks 
GE004 Fix bugs: 

         

GE008 Average page load time is 6.7 seconds which is much higher than accepted benchmark for ecommerce 
websites of 2 seconds1. 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 legibility2, 
using it is a bad netiquette because it is considered “shouting” on the internet3: it is not polite to shout at the 
customers. Currently your website looks terribly yelling. 

GE020 It is important to have correctly designed breadcrumbs because they are a vital part of website navigation4. 
These clickmaps show that on product pages users often click category link instead of immediate subcategory they 
just came from: 

     

                                                            
1 “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 2017? {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}. 
2 “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: Iowa State University Press). 
3 “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}. 
4 Appleseed, Jamie (2013) E-commerce sites need 2 types of breadcrumbs (68% get it wrong) {Link}. 

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
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This is because visitors used to use normal breadcrumbs on other websites. This is how correct breadcrumbs should 
look like5: 

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

Example: 

Home > Bras > Strapless > Marni Strapless Plunge Bra 

GE030 Remove unnecessary and annoying hints: 

         

GE040 Black is an inappropriate color for links – it should be used for static text only. Make all these links colored: 

 

 

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 site6, and search visitors are known to convert at a rate much higher 
than the average non-site search visitor7. 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: 

 

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: 

                                                            
5 Nielsen, Jakob (2007) Breadcrumb navigation increasingly useful {Link}. 
6 P. 7 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}. 
7 Walker, Tommy (2014) Convert more visitors by improving your internal site search {Link}. 

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

Curvy Kate 

These are requirements for a perfect search box8: 

 don’t hide search behind a magnifying glass icon (on both desktop and mobile9), 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: 

 

There must be call-to-action text (“Search style, color, size…”), but it is not recommended to place it inside the 
search box10. “Find” button label must work better than “Search” and “Go” buttons11. 

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 purchase12. 
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}. 
9 “Don’t hide search on mobile” (Fries, Lane (2017) 3 critical search bar optimization tricks {Link}). 
10 “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}). 
11 Watch episode 46:57-48:19 in: Gilis, Karl (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {Vimeo}. 
12 Holst, Christian (2017) Product thumbnails should dynamically update to match the variation searched for (54% don’t) {Link}. 

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
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Cosabella                                                                                                       Curvy Kate 

Search suggestions often look irrelevant or strange: 

 

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: 

 
Cosabella 

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

 

Masthead 
MH020 Textual link My account will work better than an icon. 

MH030 Enlarge the size of shopping cart link and make it more conspicuous. Button-like shopping cart link should 
work better than an icon13. 

 

Main menu 
MM004 Main menu presented as a horizontal bar (i. e. visually separated from the masthead background) must 
work better than menu embedded into the masthead: 

 

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

MM006 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: 

 
Curvy Couture 

 
The Little Bra Company 

MM008 Main menu should include homepage link14.  
                                                            
13 “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” 
(Roggio, Armando (2016) 7 ecommerce design conventions for 2016 {Link}). 

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
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MM010 Menu suffers from an extremely annoying diagonal problem: 

 

Fix this annoyance15. 

MM020 Avoid ultralight fonts: they are illegible16: 

 

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

MM030 Remove “Italian poetry” and meaningless images that only distract user attention from the primary task: 

 

MM040 Don’t make users move mouse across the whole screen to reach a small-size target (Fitts’s law17): 

                                                                                                                                                                                                                      
14  “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 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}). 
15 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 I., 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}). 

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
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Instead, place submenus below the corresponding main menu items: 

 

Homepage 
HP007 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 question18. It must also be 
noted that since January 2017 Google punishes websites with intrusive interstitials in Google search results19. 

                                                                                                                                                                                                                      
17 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}. 
19 Feldman, Brian (2016) Google is out to kill ‘sign up for our newsletter’ pop-ups {Link}. 

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
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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 navigation20. It is also acceptable to place some promotional content on a homepage. 

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

 

                                                            
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}. 

http://sitetuners.com/blog/2-reasons-home-page-exists-and-why-web-sites-fail/
https://youtu.be/yaMU09wuxgY?t=419
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(a) The vertical size of the hero area is pathologically large by any standards21: 

 

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 completely22. 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 risky23. Face photos should be tested. 

(b) this banner attracts no clicks: 

 

                                                            
21 “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). 
22 “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}). 
23 “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}). 

https://feedbackguru.com/articles/web-design-trends-stop-following-now/
https://marketingexperiments.com/value-proposition/optimizing-ecommerce-websites
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(c) this is simply a visual garbage: 

 

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

 

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

 

Correct examples: 
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Macy’s                                                                          M&S 

Recommendation is to strictly follow this scheme. 

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 buttons24; 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 rectangle25; 
 button should have rounded corners26; 
 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 palette27; 
 color intensity of button should increase on mouse hover, not drop; 
 button should be large enough but not too large. 

 

Categories and subcategories 
CA010 Ctrl-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: 

 

                                                            
24 “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}). 
25 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}). 
26 “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}). 
27 “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}. 

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/
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CA020 {Not applicable to subcategories} On category pages show subcategory filters above the product list28. 
Examples: 

 
Yandy 

 
Agent Provocateur 

These filters should be also repeated on the left rail. 

CA030 It seems, all normal apparel websites place filters on the left rail: 

                 
Amazon                                        Curvy Couture                                         Yandy                                  Macy’s                           John Lewis 

I 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. 

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

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
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CA040 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: 

         
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: 

 

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: 

         
M&S                                     John Lewis                        Macy’s 

CA054 Consider removing Style filter because customers rarely use it: 

 

 

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
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See also CA020. 

CA060 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   HerRoom  

 

(3) they crop model faces: 
 

      
Macy’s                                                                                        John Lewis 

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

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

 

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
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M&S 

(Note that by default they use model view.) 

CA070 Visually activate the entire list item upon mouse hover to underscore that all its different elements lead to 
the same place29. Example: 

     
HerRoom 

CA080 Research shows that Quick view buttons do more harm than good so recommendation is to avoid them30: 

 

Consider replacing them with Select options buttons. Example: 

                                                            
29 Holst, Christian (2016) Product listing UX: Use synchronized hover effects & unified hit-areas (76% don’t) {Link}. 
30 “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}). 

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
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Dottie's Delights 

CA090 Since you already use a “Best seller” badge, it will be logical to add sorting by popularity: 

 

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

CA110 Infinite scrolling on ecommerce category pages is not recommended31. Recommended ways of scrolling 
product list are32: 

 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 
PR010 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: 

   

                                                            
31 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}. 
32 Holst, Christian (2016) Infinite scrolling, pagination or “Load more” buttons? Usability findings in eCommerce {Link}. 

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

PR030 Consider presenting Product Details section as a bulleted list instead of extended writing. Examples: 

        
ASOS                                                        Macy’s                                                                          The Little Bra Company 

PR040 Add more product photos. Showing 1-2 photos is absolutely insufficient. Examples: 
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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. I am rather sceptical about videos and I think multiple photos will always 
beat videos on conversion rate. People simply do not have enough leisure time to watch videos. 

PR050 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 

PR060 Sometimes videos don’t include the product (in this case – a thong) at all: New Soire Sheer Lowrider Italian 
Thong 

PR070 Consider not showing two complementary products simultaneously. Focus on the main product and show the 
complementary product only partially: 

 

Examples: 

         

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

 

Example: 

 
Victoria’s Secret 

https://www.victoriassecret.com/bras/lightly-lined-and-demi/perfect-coverage-bra-body-by-victoria?ProductID=347055&CatalogueType=OLS
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PR090 Try to show main product and complementary product(s) visible in the viewport without scrolling. Examples: 

     
Curvy Kate                                                                                                                                   ASOS 

 
M&S 

Less favorable variants: 

      
Amazon                                                                                                                                              Yandy 

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): 

             

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
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Exceptions: Amazon, Yandy, HerRoom. 

Consider placing color selector above size selector. 

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

 

Example: 

 
Boux Avenue 

PR120 Remove “steps”: 

 

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: 

 

http://www.bouxavenue.com/bras/annette-plunge-bra/101311.html?dwvar_101311_braSize=30A&dwvar_101311_color=01BV&cgid=1000027
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By simplifying their product pages this way Mountain Warehouse got an increase in RPV of 13.8%33. 

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): 

 

 

This may lead to confusion. 

PR150 Universal size chart is a mockery of the customer: 

 

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

                                                            
33 AWA Digital (2017) CRO case study: Mountain Warehouse {Link}. 

http://www.awa-digital.com/results/MountainWarehouse
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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: 

 

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/registration34. 

 

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: 

                                                            
34 Budiu, Raluca (2014) Login walls stop users in their tracks {Link}. 

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/
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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”35: 

  

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

PR210 Definitely remove this scum: 

 

PR220 Show shipping costs36. 

PR224 For items eligible for free shipping clearly state that this product ships for free37. 

                                                            
35 Cambridge Dictionary {Link}; Abbreviations.com {Link}. 
36 “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}). 

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
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PR230 Show delivery date38. Example: 

 
Walmart 

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

 

Avoid mini-cart completely. 

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

 

                                                                                                                                                                                                                      
37 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}). 
38 Appleseed, Jamie (2017) Use ‘delivery date’ not ‘shipping speed’ – from UX research to implementation roadmap {Link}. 

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
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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)39. 

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 choice40. 

SC030 Allow users to print or email their cart contents41. 

SC040 Show delivery date. 

SC050 Use Proceed to checkout button. 

 

Checkout 
CH010 = SC010. 

CH020 It seems too many users confuse login with registration: 

 

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

CH030 People don’t want to use Facebook login (and this is natural42): 

                                                            
39 “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}). 
40 “Lots 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). 
41 Jacob, Sherice (2012) 40 checkout page strategies to improve conversion rates {Link}. 

http://baymard.com/blog/checkout-flow-average-form-fields
https://blog.kissmetrics.com/40-checkout-page-strategies/
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Remove. 

CH034 Avoid multiple-column forms43. 

CH036 Explicitly mark optional fields44. 

CH040 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 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. 

                                                                                                                                                                                                                      
42 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}). 
43 “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}). 
44 Holst, Christian (2014) E-Commerce checkouts need to mark both required and optional fields explicitly (Only 9% do so) {Link}. 

https://thefutureispersonal.wordpress.com/2013/03/20/people-hate-social-login/
http://uxmovement.com/forms/8-reasons-users-arent-filling-out-your-sign-up-form/
http://baymard.com/blog/avoid-multi-column-forms
https://www.smashingmagazine.com/author/justin-mifsud/
http://baymard.com/blog/required-optional-form-fields
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CH050 Use single name field (Your name) instead of First name / Last name45. 

CH060 Remove Phone field46. 

CH070 Swap these buttons: 

 

CH077 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 killers47. Customers feel they are overpaying when 
seeing a promo/coupon field. 

CH078 Also consider using a single field Gift certificate / Promo code instead of two. 

CH080 Don’t ask for credit card type48. 

CH090 Place PayPal and Amazon Pay buttons above credit card fields. 

CH100 Rename Continue with Place my order. 

 

Mobile version 
MB010 Use normal menu instead of hamburger49: 

 

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

MB020 Depth of homepage scrolling on mobiles is much higher than that on desktop: 
                                                            
45 “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}). 
46 “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}). 
47 “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}. 
48 “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}). 
49 “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}. 

https://www.gov.uk/service-manual/design/names
http://baymard.com/blog/checkout-experience-seemingly-unnecessary-information
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
https://www.formisimo.com/blog/card-payment-forms/
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
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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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MB030 Use white background for submenus to differentiate them from the main menu: 
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Due to insufficient color difference user orientation in the menu hierarchy may be impeded. 

MB040 There are two different notations for manipulating menus: arrows in the main menu and +/– in the footer 
menu: 

 

Use a uniform notation for either menus.  

MB050 Due to excessive whitespace scrolling product lists becomes a tiresome and inefficient work: 

 

Reduce whitespace. 

MB060 Remove this freaking button: 

 

MB070 Remove: 
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Nobody will write reviews on a smartphone. 

MB080 Don’t hide the color palette: 

 

Show it in expanded view by default. 

MB090 Simply remove expand/collapse buttons: 

 

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: 

 

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

 

Example: 

 
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: 

https://www.johnlewis.com/fantasie-alex-underwired-side-support-bra/p3080291?colour=Nude
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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 
DGE010 {Typography} In many cases font size is too small and should be enlarged. Examples of texts that need larger 
font size: 

 

DGE020 {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 results1, all researchers agree 
that uppercase is less aesthetically pleasing2 than lowercase / Sentence case / Mixed Case. But the main problem is that 
uppercase is a synonym of yelling on the web3: it is not polite to shout at the customers. 

DGE030 {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% black4. (Some graphic designers suggest 
using dark gray rather than pure black but this is nothing more than a popular designers’ folklore.) 

                                                           
1 “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}). 
2 “All 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}. 
4 Marks K. (2016) How the web became unreadable {Link}. 

https://ia600204.us.archive.org/22/items/cu31924013735570/cu31924013735570.pdf%20(https:/ia600204.us.archive.org/22/items/cu31924013735570/cu31924013735570.pdf
http://psycnet.apa.org/doiLanding?doi=10.1037/h0073699
http://journals.sagepub.com/doi/10.1177/1541931213601698
https://www.jstor.org/stable/747222
https://www.sciencedirect.com/science/article/pii/S0042698907002830
http://netiquette.wikia.com/wiki/Rule_number_2_-_Do_not_use_all_caps
https://www.wired.com/2016/10/how-the-web-became-unreadable/
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DGE050 {Color} 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. 

DGE060 {Color} Red color universally signals “stop” and “danger”. Reserve red color for error messages only5: 

 

(It is acceptable to use red color for commands like “delete an item from shopping cart”.) 

DGE070 {Color} Of course, this may be subjective but I think abundance of black objects on website makes it looking too 
gloomy: 

 

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 ones6. 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” objects7. 

                                                           
5 “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). 
6 “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}). 

https://www.crazyegg.com/blog/call-action-buttons/
http://www.copyblogger.com/call-to-action-buttons/
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Recommendation is to consider reducing use of black backgrounds to a minimum. 

DGE074 Breadcrumbs are not a decorative element but a vital part of website navigation8. 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). 

DGE078 {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. 

DGE080 {SEO} I am not an expert in SEO but I’ve heard that this kind of “search optimization”, keyword stuffing9, is 
punished by Google and other search engines: 

 

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. 

DGE090 {Bug} During pages load there is an error message (appearing for a fraction of a second) that makes them 
unpleasantly jerk: 

 

 

                                                           
8 Nielsen, Jakob (2007) Breadcrumb navigation increasingly useful {Link}; Appleseed, Jamie (2013) E-commerce sites need 2 types of 
breadcrumbs (68% get it wrong) {Link}. 
9 “Keyword stuffing” {Wikipedia}; Marrs, Megan (2012) The dangers of SEO keyword stuffing {Link}. 

https://www.nngroup.com/articles/breadcrumb-navigation-useful/
http://baymard.com/blog/ecommerce-breadcrumbs
https://en.wikipedia.org/wiki/Keyword_stuffing
http://www.wordstream.com/blog/ws/2012/03/21/dangers-of-keyword-stuffing
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Masthead and main menu, footer 
DMF010 Avoid sticky navigation: 

 

There are two reasons for this: 

 subjective: too many users hate sticky navigation viscerally10; 
 objective: research shows that sticky navigation is among the top four conversion killers11. 

DMF020 To increase the number of customers contacting you via email and phone, make email and phone more 
noticeable (for example, enlarge font size12) and make them clickable. Emphasize clickability by using color and 
underline. 

DMF030 {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. 

 

DMF040 {Search box} Search box should use textual button in place of magnifying glass icon13 (“Find” button label must 
work better than “Search” and “Go” buttons14). It is not recommended to place call-to-action hint inside the search 
box15. 

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

 
                                                           
10 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}. 
11 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}. 
13 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}. 
14 Watch episode 46:57-48:19 in: Gilis K. (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {Vimeo}. 
15 “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}). 

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
https://vwo.com/blog/conversion-optimization-best-practices/
https://searchspring.com/blog/ultimate-guide-increase-conversions-ecommerce-site-search.html
https://cdn2.hubspot.net/hubfs/492396/Designer_Cheat_Sheet.pdf
https://vimeo.com/217213332
https://designexcellent.com/34-ux-search-guidelines-for-ecommerce/
https://www.digitalgov.gov/2014/11/24/placeholder-text-think-outside-the-box/
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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. 

DMF060 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: 

 

Fix this annoyance16. 

DMF080 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 law17): 

 
                                                           
16 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}. 
17 “Fitts’s law” {Wikipedia}. 

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/
https://www.technologyreview.com/s/512376/the-ingenious-engineering-trick-that-makes-amazon-menus-usable/
https://en.wikipedia.org/wiki/Fitts%27s_law
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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: 

 

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: 

  

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

.    Miesten kellot     Naisten kellot     Lasten kellot     Sykemittarit     Miesten korut     Naisten korut     Muut     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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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: 

 

 

 
 

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

DMF130 Consider moving Suunto kompassit to Muut category. 

 

https://www.keskisenkello.fi/suunto-suunto-sykemittarit-c-128_386.html
https://www.keskisenkello.fi/suunto-suunto-sykemittarit-c-128_386.html
https://www.keskisenkello.fi/suunto-c-128.html
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DMF140 Inconsistent terminology: 

 

DMF150 Main menu should include Home link18 (“home” icon is ok). Example: 

 
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/brändit/): 

     
                                                           
18  “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 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}). 

https://www.kellot.fi/
https://www.keskisenkello.fi/rannekellot/brändit/
https://web.archive.org/web/20140630080938/http:/www.redeye.com:80/assets/Uploads/Resources/White-Papers/RedEye-White-Paper-Top-10-Usability-Issues.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 “Brändit” page 
(/korut/brändit/); 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: 

 

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

 

A number of A/B-tests showed that removing it may be beneficial to conversions19. 

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: 

     
WatchShop.com                                                                                                  Suunto.com 

 

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

https://www.keskisenkello.fi/korut-c-32.html
https://www.keskisenkello.fi/korut/brändit/
https://www.keskisenkello.fi/korut-c-32.html
https://www.keskisenkello.fi/korut-c-32.html
https://www.watchshop.com/
https://www.suunto.com/Product-search/See-all-Premium-Watches/
https://goodui.org/fastforward/patterns/45/
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Homepage 
DHP010 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. 

DHP020 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: 

 

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 category20. 

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: 

 

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

                                                           
20 “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}). 

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

 

DHP060 Outlet banner is misleading because it shows watches only: 

 

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 
DSE010 I 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 
DCA010 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: 

 
/rannekellot/lahja-miehelle/ 

https://www.keskisenkello.fi/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: 
• do not show them on category pages; 
• you may keep their product pages but clearly inform customers that these items will never be available 

and suggest alternative/similar products; 
• 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: 
• 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; 

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

• in any 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 notifications21: 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 list22: 

 

DCA030 Use larger product images23. It may be better to show three products in a row than four. 

DCA040 If you highlight the whole tile on mouse hover (which is completely correct) then all objects on a tile should be 
clickable: 

                                                           
21 Bustos L. (2016) Optimizing out-of-stock product pages {Link}. 
22 “it’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}). 
23 Jenkins H. (2017) Size and layout of e-commerce product grids: A user research case study {Link}. 

http://www.ecommerceillustrated.com/optimizing-stock-product-pages/
http://baymard.com/blog/avoid-these-ecommerce-graphics
https://io.usabilityhub.com/size-and-layout-of-e-commerce-product-grids-a-user-research-case-study-8a8307cbd087
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DCA050 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.) 

DCA060 {For A/B-testing} Consider adding short (one-sentence) product description. Example: 

 
Suunto.com 

DCA070 {For A/B-testing} Alternatively, add a bulleted list of 3-4 key product characteristics24. Example: 

                                                           
24 “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]). 

https://www.suunto.com/Product-search/See-all-Premium-Watches/
http://downloads.agconsult.com/10-conversion-tips-agconsult.pdf
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CoolBlue.nl 

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

DCA080 Increase font size of product name and use color to indicate its clickability. Example: 

 
Amazon 

DCA090 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 pages25. Examples: 

                                                           
25 “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]). 

https://www.coolblue.nl/en/smartwatches
http://downloads.agconsult.com/10-conversion-tips-agconsult.pdf
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Suunto.com                                                      AuthenticWatches.com 

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

           

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 graphics26: 

 
                                                           
26 “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}). 

https://www.suunto.com/Product-search/See-all-Premium-Watches/
https://www.authenticwatches.com/breitling-super-avenger.html
http://baymard.com/blog/promoting-product-filters
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Less “bannerish” links to subcategories may work better. 

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

 

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 type27. Example: 

 

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” logic28. 

DCA160 {Filters} Show number of items in each category29. Example: 

                                                           
27 Roggio A. (2015) 7 ways to improve ecommerce category filters {Link};  
28 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}. 
29 Section 7 “Number of products” in: Haagen L. (2015) How to improve ecommerce filters {Link}. 

http://www.practicalecommerce.com/articles/90295-7-Ways-To-Improve-Ecommerce-Category-Filters
https://baymard.com/blog/allow-applying-of-multiple-filter-values
https://blog.parcelbright.com/how-to-improve-ecommerce-filters/
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DCA170 {Filters} Consider adding color samples to color selection filter. Example: 

 

(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? 

 

(Sometimes non-alphabetical sorting works better than alphabetical30: 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: 

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

https://www.nngroup.com/articles/alphabetical-sorting-must-mostly-die/
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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: 

        
Watches.com                                                                Fields.ie 

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

                   
Watches.com                               CoolBlue.nl 

https://www.watches.com/womens-watches/
https://www.fields.ie/watches.html
https://www.watches.com/womens-watches/
https://www.coolblue.nl/en/smartwatches
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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): 

 

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: 

 

DCA220 Entry popups are the best way to destroy visitors’ attention and kill their impression of your website: 

     

https://www.keskisenkello.fi/rannekellot-naisten-kellot-c-31_34.html
https://www.keskisenkello.fi/rannekellot-naisten-kellot-c-31_34.html
https://www.keskisenkello.fi/rannekellot/lahja-miehelle/
https://www.keskisenkello.fi/rannekellot/lahja-naiselle/
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Popups are the most hated feature on websites and they should be avoided31. It must also be noted that since January 
2017 Google punishes websites with intrusive interstitials in their search results32. 

 

Product page 
DPR010 Use larger product images – larger photos bring more sales33. 

DPR020 Add more product photos – images sell34. 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)35. 

                                                           
31 “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}. 
32 Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}. 
33 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}. 
34 Holst C. (2012) UX: 7 types of product images {Link}. 

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.bright-river.com/bigger-images-mean-higher-sales-conversions/
https://blog.justuno.com/how-to-optimize-product-images-increase-sales-reduce-cart-abandonment
https://baymard.com/blog/ux-product-image-categories
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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: 

 

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

DPR030 Remove: 

 

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

                     
CoolBlue.nl 

Note that corresponding thumbnail’s border should be highlighted. 

DPR050 Include all available videos for a product into thumbnail gallery. 

DPR060 Remove auto-rotating testimonials: 

                                                                                                                                                                                                                        
35 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}. 

https://www.coolblue.nl/en/product/813275/garmin-vivomove-hr-sport-rose-gold.html
https://blog.justuno.com/how-to-optimize-product-images-increase-sales-reduce-cart-abandonment
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 any animated objects distract users’ attention from their current focus36; 
 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 ones37: 

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

       
 sometimes testimonials relate to a different product category: 

       
                                                           
36 “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}). 
37 See section 14 Add “real” testimonials in: Chawla S. (2013) 21 conversion rate optimization best practices for beginners {Link}. 

http://sitetuners.com/blog/what-you-need-to-know-about-visual-attention-on-your-page
https://vwo.com/blog/conversion-optimization-best-practices/
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DPR070 Link to reviews section should look clickable: 

     104 arvostelua 

Use black color for static text only. 

DPR080 Adding an item to shortlist (wishlist) should not require registration38: 

 

 

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

 

Use static text instead. 

DPR092 Where possible, use radiobuttons instead of dropdown lists39. 

DPR094 Don’t default to ‘please select’ in dropdown lists, always preselect one of values in dropdowns and 
radiobuttons40. 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 date41. Example: 

                                                           
38 “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}). 
39 “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 I 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}. 
40 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}. 

https://baymard.com/blog/current-state-ecommerce-product-page-ux
https://www.formstack.com/blog/2014/dropdown-list-radio-button/
https://conversionxl.com/research-study/form-field-usability-buttons
https://www.formisimo.com/blog/radio-killed-the-drop-down-so-why-arent-more-people-doing-this/
https://nickgassman.com/2017/12/13/dont-default-to-please-select-in-drop-downs-only-use-defaults-when-applicable-to-most-users/
http://www.nngroup.com/articles/radio-buttons-default-selection/
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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 price42. 

DPR120 Font size of discounted price shouldn’t be larger than font size of regular price. Customers perceive larger fonts 
as large amounts of money43: 

 

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)44. Example (non-
perfect): 

 
Amazon 

DPR140 Adding the sense of urgency will probably improve conversions: 

Order before 15:00 to receive it tomorrow, 18.08.2018 

                                                                                                                                                                                                                        
41 Appleseed J. (2017) Use ‘delivery date’ not ‘shipping speed’ – from UX research to implementation roadmap {Link}. 
42 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}. 
43 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}. 
44 Randall G. (2015) Ecommerce product pages: Where to place 30 elements and why {Link}. 

https://baymard.com/blog/shipping-speed-vs-delivery-date
http://journals.ama.org/doi/pdfplus/10.1509/jm.12.0052
https://www.widerfunnel.com/using-pricing-psychology/
https://info.veeqo.com/hubfs/Email/Webinar/April%202017/pricing-masterclass-for-ecommerce-retailers.pdf
http://www.nickkolenda.com/prices-visual-size/
https://econsultancy.com/blog/63462-ecommerce-product-pages-where-to-place-30-elements-and-why/
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I 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: 

 

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: 

 

No engraving – no message. 

DPR170 Incorrect use of checkbox control: 

 

Replace with something like this: 

+ Haluan ilmaisen kaiverruksen 

DPR180 There should be some button to confirm engraving: 
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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: 

 

Click on a lower tab should open that tab and autoscroll a page to the upper row of tabs: 
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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” 
appearance45: 

 

Descriptions of technical products should be presented in three sections: 

 a short 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: 

 
CoolBlue.nl 
                                                           
45 Scott E. (2018) Structuring product page descriptions by ‘highlights’ increases user engagement (yet 78% of sites don’t) {Link}. 

https://www.coolblue.nl/en/product/813275/garmin-vivomove-hr-sport-rose-gold.html
https://baymard.com/blog/structure-descriptions-by-highlights
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DPR220 Don’t autoscroll “Suggested products” carousel. Use scrolling buttons: 

 

DPR230 {Bug} It doesn’t work: 

 

 

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 decision46) 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: 

 

                                                           
46 P. 8 in: Laja P. (2013) Principles That Will Boost Your Conversions,  Austin: ConversionXL {PDF}. 

https://conversionxl.com/Principles%20That%20Will%20Boost%20Your%20Conversions.pdf
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In particular, such a notification mitigates the risk of adding the same item to the cart on repeat visit47. 

It can be also recommended to keep customer’s wishlist and history of product browsing. 

DSC014 Allow users to print / email their cart contents48. 

DSC016 Avoid Update cart button, implement auto-update instead49. 

 

DSC020 Shopping cart page should show the last and final order total50. 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 killer51. Customers feel they are overpaying 
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, however52. 

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

DSC050 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. 

 

                                                           
47 Bustos L. (2010) How long should you persist a shopping cart? {Link}. 
48 Jacob S. (2012) 40 checkout page strategies to improve conversion rates {Link}. 
49 “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}). 
50 “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}). 
51 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}. 
52 Slides 22-26 in: Rice S., Doggett K. (2012) #EpicFail! A-B Test Results vs. UX Best Practices {Presentation}. 

https://www.getelastic.com/persisted-cookie-length
https://blog.kissmetrics.com/40-checkout-page-strategies/
https://baymard.com/blog/checkout-usability-apply-buttons
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/
http://www.websiteoptimizers.com/blog/stop-promo-code-search-leaks-once-and-for-all-to-increase-conversions/
http://www.goodui.org/GoodUI_DataStory026_Jun2016_Sample.pdf
https://web.archive.org/web/20170227061603/http:/www.conversiondoctor.com/conversion-blog/coupon-codes-increase-checkout-abandonment
https://www.slideshare.net/UPABoston/boston-upa-may2012finalrice


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

32 

 

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: 
• standard header and footer; 
• standard main menu; 
• possibility to change shopping cart contents; 
• “continue shopping” link; 

 checkout page(s): 
• modified header and footer; 
• no main menu; 
• no “continue shopping” link; 
• static shopping cart summary panel that doesn’t allow for items changing. 

DCH020 {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)  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)53. 

DCH030 Make login link and phone number more noticeable on a page: 

 

Phone should be clickable. Also add clickable email for contacting you outside working hours. 

DCH040 There should be a possibility to return back to the shopping cart page. 

DCH050 Rename “Fill contact info” (Täytä yhteystietosi) section with “Shipping address”. Customers don’t want to be 
“contacted”, they want their goods delivered. 

DCH060 Avoid multiple-column forms54. 

DCH062 Match field length to the size of the input55. 

                                                           
53 “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}). 
54 “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}). 
55 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}. 

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
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DCH070 Use single name field (Your name) instead of First name / Last name56. 

DCH080 Use address autocomplete plugin (type-ahead address verification57). Or, alternatively, autodetect city from 
postal code and automatically fill City field as a user types the fifth digit in the postal code58. 

DCH090 Consider removing Phone (Puhelin) field or mark it as optional59. 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. 

DCH096 {Bug} City (Kaupunki) field is not remembered. To reproduce this bug try opening homepage and then open 
checkout again: 

  


    

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 tracking60. 

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

 

It can be supposed that many customers are surprised with an extra cost of delivery to their street address. The basic 
ecommerce rule is “no surprises at the checkout”61. 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: 

                                                           
56 “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}). 
57 Addressy (2017) How to Improve Speed, Accuracy and the Customer Experience in Your Checkout {PDF}. 
58 Holst C. (2016) Checkout usability: Auto-detect ‘city’ and ‘state’ inputs based on the user’s postal code (60% of sites don’t) {Link}. 
59 “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}). 
60 See slides 29-30 in: Gilis K. (2015) 10 Conversion Tips That Work on Any Website [PDF]. 
61 “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}). 

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/
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DCH112 These radiobuttons comprise a single group: 

 

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: 
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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 away62. 

MMF020 Don’t hide search box behind a magnifying glass icon, use a permanently visible search box63. 

MMF030 Avoid hamburger menu, use bar menu instead64. 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”)65. 

MMF040 Tapping left (category label) or right (arrow) parts of menu item produce different results: opening a category 
page or opening a submenu correspondingly: 

 

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. 

MMF050 There is an inconsistency in presentation of links to men’s and women’s products (buttons) and links to brands 
(logos): 

               

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

MMF060 Sections in the footer attract some taps (approx. 6% of taps on the homepage): 

 

But links are too small for a human finger: 

                                                           
62 Walker T. (2017) How to optimize mobile pages to drive phone leads {Link}. 
63 “Don’t hide search on mobile” (Fries L. (2017) 3 critical search bar optimization tricks {Link}). 
64 “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}). 
65 Pernice K., Budiu R. (2016) Hamburger menus and hidden navigation hurt UX metrics {Link} {YouTube}. 

https://conversionxl.com/blog/optimize-mobile-pages-drive-phone-leads/
https://web.archive.org/web/20170707071220/https:/searchspring.com/blog/3-critical-search-bar-optimization-tricks.html
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
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Recommendation is to enlarge vertical size of links and add horizontal rulers to indicate tappable areas better. 

 

Homepage 
MHP010 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 
MCA010 Filters are too small for a human finger: 

 

MCA020 Consider presenting filters in collapsed state by default: 

 

MCA030 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): 

 

MCA040 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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Show a border around scrollable area and also show scrollbar permanently: 

 

But it would be better to avoid double scrolling completely (see DCA190). 

MCA050 Allow to select multiple filters before updating page contents (this will require Apply filters button). 

MCA060 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): 

 

https://www.keskisenkello.fi/rannekellot-naisten-kellot-c-31_34.html
https://www.keskisenkello.fi/rannekellot-naisten-kellot-c-31_34.html
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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 (Näytä 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. 

MCA070 {Bug} When a user touches the screen and then scrolls the page, logo is replaced by text: 

 

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 
MPR010 It would be better to show product name in the beginning of page, above product image: 
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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. 

MPR020 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. 

MPR030 There is no much sense in opening “enlarged” product view in a popup so it would be better to remove it. 

MPR040 There must be an explicit link to customer reviews: 

 

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

 

The result is that on pages with long descriptions only about 10% of users reach reviews section: 
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This is not good because many customers don’t buy products until they read the reviews. 

MPR050 Font size of product descriptions on mobiles is definitely too small: 

 

MPR060 It seems the majority of mobile users do not read long descriptions at all: 
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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: 

 

MPR070 It’s completely acceptable to repeat Add to cart and Add to shortlist buttons in the page end. 

 

Shopping cart 
MSC010 Don’t combine shopping cart with checkout. 

 

Checkout 
MCH020 {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. I 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). 

 

https://www.keskisenkello.fi/suunto-suunto-sykemittarit-c-128_386.html
https://www.keskisenkello.fi/suunto-suunto-sykemittarit-c-128_386.html
https://www.keskisenkello.fi/suunto-c-128.html
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Most important things 
MT010 Mandatory registration on ecommerce websites kills conversion1. Remove this step: 

 

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). 

MT020 It won’t be possible to sell your products successfully unless you collect a considerable number of reviews2. 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: 

                                                           
1 “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}). 
2 “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}). 

https://www.thinkwithgoogle.com/_qs/documents/98/mobile-retail-apps-and-sites-designing-better-experience-for-shoppers.pdf
http://www.neoinsight.com/newsletter/1107.html
https://www.getelastic.com/7-deadly-sins-of-ecommerce-ux
https://econsultancy.com/88-of-consumers-consult-reviews-when-making-a-purchase/
https://www.getelastic.com/10-ways-to-boost-your-ecommerce-conversions-in-2019
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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: 

 

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. 

MT030 Add card payments. For example, in North America’s B2B commerce payment by a purchasing/procurement card 
is more preferred payment method than wire transfer3: 

 
                                                           
3 Statista: Preferred B2B payment methods in North America in 2018 {Link}. 

https://www.statista.com/statistics/725096/preferred-b2b-payment-methods-north-america/
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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)4: 

         

MT040 Knowing the fully landed cost is the absolute top priority for business purchasers5: 

 

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

 

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

                                                           
4 See these reports about popular payment methods in other countries: Worldpay (2018) Global Payments Report {PDF}; Worldpay 
(2019) Retail Global Payments Report {PDF}. 
5 P. 42 in: UPS (2019) The Importance of a Fully Transparent Customer Journey {PDF}. 

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


CRO and UX recommendations for BL Lashes 
Version 1 | 20.01.2020 

4 

 

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: 

 

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

 

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

 

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). 

MT050 Consider offering free international shipping6 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 out7. 

MT060 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 
GE010 Remove entry popup: 

 

Popups are the most hated feature on websites and they should be avoided8. It must also be noted that since January 
2017 Google punishes websites with intrusive interstitials in their search results9. 

                                                           
6 “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 

https://www.londonlashpro.com/pages/shipping-info
https://lashify.com/pages/shipping
https://www.episerver.com/495b01/globalassets/assets-website-structure/resources/guides-and-reports/reimagining_commerce_2019_episerver.pdf
https://cdn2.hubspot.net/hubfs/4621584/Marketing%20Collateral/the_ultimate_ecommerce_shipping_ebook.pdf
https://upscapital.com/wp-content/themes/upscapital/assets/uploads/UPS-Pulse-of-the-Online-Shopper-U.S.-Study-White-Paper-June-2015.pdf
http://diginomica.com/2015/10/06/no-pop-ups-cant-be-part-of-a-good-ux-ever/
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GE020 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 clickability10). Examples (LBLA): 

 

 

GE030 {Forms} Don’t place labels inside entry fields11. 

GE040 {Forms} Use single name field (Your name) instead of First name / Last name12. 

GE050 {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 better13. 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 button14: 

 

Gray button color used on your website is definitely an inappropriate color for CTA buttons15: 

                                                                                                                                                                                                                        
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}. 
9 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}. 
11 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}. 
12 “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  [Alpha] {Link}). 
13 “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}). 
14 See episode 13:20-17:08 in: Invesp (2019) How we generated $850,000 of additional revenue in one month? {YouTube}. 
15 “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}). 

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/
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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 buttons16, perhaps because red universally signals “stop” 
and “danger”). 

 

Masthead and main menu 
MM010 Add a tagline to the right of logo explaining the purpose of website17. This will assure visitors that they landed 
to a website that offers what they need. Something like this: 

 

MM020 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 bar18. Avoid fluid design for search 
box – it should have fixed width. (Placeholder/prompt inside search box is absolutely unnecessary, so leave it blank.) 

MM030 “Find” button with textual label will probably work better than a magnifying glass icon19. 

MM040 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. 

MM050 Make shopping cart link more prominent20. 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): 

 

                                                           
16 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}. 
17 “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). 
18 SearchSpring (2017) Designer Cheatsheet: Increasing Search Bar Conversions {PDF}. 
19 Fries L. (2017) The ultimate ecommerce site search guide {Link}. 
20 “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}). 

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
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MM060 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. 

MM070 Make top level menu items clickable (for example, Lashes will open Lash Extensions page etc.). 

MM080 Don’t hide Contact us link under a submenu – it should be the rightmost item on the top menu level. 

MM090 Consider avoiding sticky masthead (and hamburger menu21): the problem with sticky page headers is that too 
many users hate them viscerally22: 

 

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: 

 

 
                                                           
21 “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}. 
22 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 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}. 

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/
https://www.youtube.com/watch?v=rdeoPuPzONg
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/


CRO and UX recommendations for BL Lashes 
Version 1 | 20.01.2020 

9 

 

 

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

 

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

HP030 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 category23. 

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: 

                                                           
23 “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}). 

http://sitetuners.com/blog/2-reasons-home-page-exists-and-why-web-sites-fail/
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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: 
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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: 
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HP050 {Bug} This section on mobiles looks horizontally scrollable but actually it isn’t: 

 

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: 
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Categories and subcategories 
CA010 Remove these sections on top of pages: 

 

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 rankings24: 
 

 

CA020 (Not applicable to subcategories.) Instead, on category pages show subcategory filters25 like in these examples 
from other industries: 

 
                                                           
24 “Keyword stuffing” {Wikipedia}; Marrs M. (2012) The dangers of SEO keyword stuffing {Link}. 
25 Holst C. (2016) Consider ‘promoting’ important product filters {Link}. 

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
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CA030 Avoid pagination: 

 

On desktop, it is completely acceptable to show up to 100-150 items on a category page without pagination26. 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): 

 
                                                           
26 Hugo R. (2020) Product list UX: The number of products to load by default (52% get it wrong) {Link}. 

https://baymard.com/blog/number-of-items-loaded-by-deafult
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CA050 Subcategories like Glue, Remover, Under Eye Pads may incur choice paralysis27 or excessive “pogo-sticking”28 
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: 

              
One-sentence product description                                   Bulleted list with important product specs 

CA060 Also consider adding product sorting and filtering functionality to address this issue29. 

 

Product page 
PR010 Rearrange purchase section a bit (on desktop only – on mobiles it looks good): 

 
                                                           
27 “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}). 
28 Holst C. (2015) Product lists: Display extra information on hover (76% Don’t) {Link}. 
29 Charlton G. (2017) Is choice paralysis a problem for ecommerce sites? {Link}. 

http://www.businessinsider.com/too-many-choices-are-bad-for-business-2012-12?op=1%20%3c--%20large%20collection%20of%20examples
https://www.episerver.com/495b01/globalassets/assets-website-structure/resources/guides-and-reports/reimagining_commerce_2019_episerver.pdf
http://baymard.com/blog/secondary-hover-information
https://blog.salecycle.com/featured/is-choice-paralysis-a-problem-for-online-retailers/
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PR020 Add links to shipping and returns information beneath Add to cart button. Open links in popup windows. 

PR030 Show delivery date estimate or better guaranteed delivery date30. 

PR040 Also add a link to your Pro programme. 

PR050 Always indicate out of stock variations: 

 

This kind of indication will work: 

 

PR060 Show product stock counter near quantity field: 

 

 

Shopping cart 
SC010 Show PayPal button on the shopping cart page. 

SC020 Shopping cart page should show the last and final order total including shipping costs31. Add a shipping calculator 
to shopping cart: this can be implemented either by Shopify customization (see Add a shipping rates calculator to your 

                                                           
30 “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}). 
31 “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}). 

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/
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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. 

SC030 Use checkout button of normal size – huge buttons look weird and usually have lower conversions32: 

 

 

Checkout 
CH010 Don’t preselect this checkbox: 

 

CH020 Autodetect customer country by their IP address (Shopify can do this). 

CH024 Replace “Colombia” with “United Kingdom”: 

 

CH030 Clearly mark phone field as optional or better remove it33. 

CH040 Hide discount code field and button under a link. Discount fields are well-known conversion killers34. Customers 
feel they are overpaying when seeing a discount field. Example from another Shopify website: 
                                                           
32 “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}); “[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}). 
33 “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}). 

https://help.shopify.com/en/themes/customization/cart/add-shipping-calculator
https://apps.shopify.com/shipping-rates-calculator-plus
https://neilpatel.com/blog/the-definitive-guide-to-lead-generation-form-optimization/
https://blog.getresponse.com/putting-landing-page-ctas-right-place
http://baymard.com/blog/checkout-experience-seemingly-unnecessary-information
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Correct link label: 

Have a discount code? Click to enter it 

CH050 This option may be completely unclear to customers (“what could be my own carrier service and how to arrange 
it?”): 

 

CH052 Naturally, “not recommended” option shouldn’t be preselected by default. 

CH060 “Zones” tell nothing to customers: 

 

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

CH070 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. 

CH080 Banks generally won’t process payments to accounts at other banks over weekends: 

                                                                                                                                                                                                                        
34 “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}. 

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
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CH090 Make order number more visible on the confirmation page: 

 

 

Order cancellation 
OC010 Confusing wording – “cancel cancellation”: 

 

“Yes/No” will work better. 

OC020 Cancellation confirmation page is overcomplicated: 

 

OC030 {Bug} After cancellation the order is still shown as active on My account page: 
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Registration 
RE010 Don’t ask for user name35. Ask for email and password only: 

 

RE020 Provide more space for Email field: recommended field length for email is 28-31 characters36: 

 

RE030 Remove captcha37. 

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

 

Note the overlap between labels and field contents. Also it is inappropriate to clear First name / Last name fields on 
form submission error38. 

 

                                                           
35 “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}. 
36 Bliss A. (2015) How long is the average email address? {Link}. 
37 Holst C. (2009) CAPTCHA can kill your conversion rate {Link}; Allen T. (2013) Having a CAPTCHA is killing your conversion rate 
{Link}. 
38 “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}). 

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


CRO and UX audit of Copycat Fragrances 
Version 4 | 28.08.2019 

1 

 

CRO and UX audit of Copycat Fragrances 
Version 4 | 28.08.2019 

 

 

 

Masthead, main menu, footer 
MM010 Recommended masthead and main menu layout: 

 
Desktop 

 
Mobile 

MM020 Left-align logo – users don’t perceive centered logos as a link to homepage1. Users often return to homepage 
during their website journey, so it is important to make homepage links obvious:  

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

https://www.nngroup.com/articles/centered-logos/
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MM030 Add a tagline to the right of logo explaining the nature of the webstore2. 

MM040 Add permanently visible search box. Guidelines on search box design include: 

 search box should be placed in the center of the masthead3; 
 there should be sufficient surrounding whitespace4; 
 search box should be large enough and prominently highlighted on a page5; 
 search box background should be white6; 
 don’t put placeholder text in search box7; 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 box8; 
 button should have textual label, not a magnifying glass icon9 (“Find” button label will probably work better than 

“Search” or “Go” buttons because “Find” is more result-oriented10); 
 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 icon11. 

MM050 Add “My account” icon. 

MM060 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. 

MM070 Make shopping cart link more prominent12. Link to shopping cart should have high visual contrast to and be 
clearly distinguishable from all surrounding objects13. 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). 
3 Fries L. (2017) The ultimate ecommerce site search guide {Link}. 
4 SearchSpring (2017) Designer Cheatsheet: Increasing Search Bar Conversions {PDF}. 
5 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}). 
6 SearchSpring, ibid. 
7 “Placeholder text is harmful in search boxes” (Mundstock R. (2014) Placeholder text: Think outside the box {Link}). 
8 SearchSpring, ibid. 
9 Fries L., ibid. 
10 Watch episode 46:57-48:19 in: Gilis K. (2017) The 10 Costliest UX Mistakes. And How to Avoid Them {YouTube}. 
11 “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}). 

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
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MM080 {For A/B-testing} Consider non-sticky masthead. There are two reasons for removing stickiness: 

 subjective: too many users hate sticky navigation viscerally14; 
 objective: research shows that sticky objects of any type are among the top four conversion killers15. 

MM090 Avoid hamburger menu and instead use normal horizontal menu on both desktop and mobile16. 

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 menu17 (“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: 

 

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

 

                                                                                                                                                                                                                        
12 “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}). 
13 “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}). 
14 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}. 
15 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}. 
16 “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}. 
17 “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}). 

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
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Search 
SE010 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 
websites18: 

 

At the same time, those who use search convert almost 50% better than those who do not use search (8.1% vs 5.5%): 

 

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: 

 

  
                                                           
18 “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}). 

https://www.cludo.com/blog/search-vs-navigate-people-behave-websites-search-navigate/
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I 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: 

 
(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: 

 

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%: 

 

(It looks acceptable on mobiles.) 

https://help.shopify.com/en/themes/development/predictive-search
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HP020 Reduce vertical size of collection tiles on both desktop and mobile by approx. 50%: 

 

It is not normal that these tiles occupy the whole screen on mobiles: 

 

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 
webdesign19. Scrolling is not free: each turn of the mouse wheel is the currency that the consumer spends on your 
website. 

                                                           
19 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 I visit a site looking for information, and what I receive is perpetual scrolling of 
lovely images and marketing copy without a clear navigational path to useful information, I 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: 

 

HP040 Reduce whitespace between sections: 
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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 further20. 

 

Collection 
CL010 This header is misleading (“If all items below are bestsellers, then where can I find the full list of products?”): 

 

Remove. 

CL020 This interstitial (especially combined with extra whitespace and a horizontal rule) is a clear signal of the end of 
product list21: 

 

                                                           
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}. 
21 “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}). 

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
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Remove. 

CL030 Avoid unnecessary animation (“lazy loading”) – it is distractive22. 

CL040 {Bug} Sorting simply doesn’t work – the same results regardless of sorting option. 

CL050 Indicate current sorting option: 

 

Example: 

 

CL060 Make text in this dropdown legible: 

 

CL070 Consider default sorting by popularity (“Best selling”) instead of “Featured”. Chances are customers will find 
products they want more quickly. 

CL080 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; 

                                                           
22 “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 UI isn’t a Disney movie {Link}). 

http://babich.biz/animation-in-mobile-ux-design/
https://medium.com/startups-venture-capital/your-ui-isn-t-a-disney-movie-703f7fbd24d2


CRO and UX audit of Copycat Fragrances 
Version 4 | 28.08.2019 

10 

 

 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: 

 

In addition, this mouse hover effect produces distractive and annoying flicker over the page. 

Quick workaround: 

 

{For A/B-testing} Recommended design: 
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Note that color of product name was changed to indicate its clickability. Whitespace between product image and 
product name was reduced as well. Currently whitespace is dictated by bundles: 

 

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. 

CL100 {Bug?} Overlay works unsteady and sometimes disappears: see video (Firefox browser). 

CL110 {Bug} Reviews look clickable (mouse pointer is changed), but actually they are not: 

 

https://interruptions.net/private/IB/CCF-01.mp4
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CL120 Filters are useless and do not help customers to narrow the choice of products: 

 

It is clear from search term analytics that website visitors search almost exclusively for names of original fragrances or 
brand names: 
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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: 

 

Recommended order of filters is popularity, but also consider alphabetical order. 

CL130 {Mobile} {Bug} Fix flaws: 

 

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 
PR010 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 price23. 

PR030 Consider larger font size and bold typeface for regular price24: 

 

PR040 Show not only regular price and sale price but also the savings (both in pounds and in percents)25: 

                                                           
23 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}. 
24 “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}). 

http://journals.ama.org/doi/pdfplus/10.1509/jm.12.0052
https://www.widerfunnel.com/using-pricing-psychology/
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PR050 {For A/B-testing} Consider green color for sale price and savings26: 

 

Red color universally signals “stop” and “danger”. 

PR060 Distance between size selector and price is perhaps too large: 

 

PR070 Show price per ml27. 

PR080 Summing up PR020-PR070 – recommended design: 

 

PR090 {Mobile} {For A/B-testing} Consider non-sticky size selector and add to cart button: 

                                                                                                                                                                                                                        
25 Randall G. (2015) Ecommerce product pages: Where to place 30 elements and why {Link}. 
26 See episode 10:16-12:17 in: Khanal D. (2019) Desirability vs. Usability in Conversion Rate Optimization {YouTube}. 
27 “94% 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}). 

https://econsultancy.com/blog/63462-ecommerce-product-pages-where-to-place-30-elements-and-why/
https://www.youtube.com/watch?v=d49CWm2OktU
https://baymard.com/blog/current-state-ecommerce-product-page-ux
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Reason: research shows that sticky objects of any type are among the top four conversion killers28. 

PR100 {Mobile} Font size is perhaps too small: 

         

Consider increasing it. 

PR110 Show delivery date estimate or better guaranteed delivery date29. 

PR120 {For A/B-testing} Color of add to cart button looks unimposing. Consider classic orange30 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 buttons31: 

 

PR140 {For A/B-testing} Reduce the horizontal size of add to cart button32: 

                                                           
28 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}. 
29 “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}). 
30 “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}). 
31 “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}). 

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
https://resources.ve.com/hubfs/UK/Content/Ebooks/Ve-The_Perfect_CTA_eBook.pdf
https://www.nngroup.com/articles/flat-design-best-practices/
https://conversionxl.com/ghost-buttons
https://inbound.org/discuss/we-are-conversion-rate-optimization-experts-ask-us-anything
https://web.archive.org/web/20150412142035/https:/econsultancy.com/blog/66075-12-supernatural-examples-of-ghost-buttons-in-ecommerce/
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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): 

 

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 returns33. 

 

Shopping cart 
SC010 {For A/B-testing} It is generally recommended to avoid mini-carts and use full shopping carts instead, especially 
on mobiles34. However, in a situation when the vast majority of customers purchase a single item, mini-cart may work 
satisfactorily. Still worth testing. 

 

Checkout 
CH010 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}). 
34 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}. 

https://blog.getresponse.com/putting-landing-page-ctas-right-place
https://neilpatel.com/blog/the-definitive-guide-to-lead-generation-form-optimization/
https://www.bigcommerce.com/blog/create-a-returns-and-exchanges-policy-that-sells
https://www.sciencedaily.com/releases/2012/10/121009101344.htm
https://www.nngroup.com/articles/shopping-cart/
https://www.nngroup.com/articles/mobile-checkout-ux/
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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. 

CH030 Don’t place labels inside entry fields35. 

CH040 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 checkout36. 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 

CH050 Name should be one field (Your name), not two fields, First name/Last name37. 

CH060 Hide discount code field and button under a link. Discount fields are well-known conversion killers38. Customers 
feel they are overpaying when seeing a discount field. 

 

General design remarks 
GE001 Critical bug on mobiles (takes place on multiple pages including homepage, collections, product pages): 

Open a page in portrait orientation: 

                                                           
35 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}. 
37 “Use 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}). 
38 “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}. 

https://feedbackguru.com/articles/form-without-labels-dont-use-placeholder-text/
https://www.nngroup.com/articles/form-design-placeholders/
https://www.uxmatters.com/mt/archives/2013/02/dont-put-labels-inside-text-boxes-unless-youre-luke-w.php
https://www.nngroup.com/articles/ecommerce-taxes-fees/
https://services.google.com/fh/files/events/pdf_retail_ux_playbook.pdf
https://conversionxl.com/form-design-best-practices/
https://design-patterns.cloudapps.digital/#names
https://baymard.com/blog/mobile-form-usability-single-input-fields
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
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Now rotate it to landscape (users often do this accidentally): 

 

And now rotate back to portrait orientation: 

 

Looks like website is turned into desktop mode and there is no way to return to mobile. 
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GE010 {Typography} Avoid UPPERCASE39: 

 

GE020 {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 gray40. Exception: “Inspired by” – it’s ok to 
use gray color for it. 

GE030 {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: 

 

GE040 Show breadcrumbs on all internal pages – they are a vital part of website navigation41: 

Home > Men collection > Velvet Rose & Oud 

GE050 Avoid popups: 

                                                           
39 “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: Iowa State University Press). 
40 “Low-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}. 
41 Nielsen J. (2007) Breadcrumb navigation increasingly useful {Link}; Laubheimer P. (2018) Breadcrumbs: 11 design guidelines for 
desktop and mobile {Link}. 

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/
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Popups are the most hated feature on websites and they should be avoided42. It must also be noted that since January 
2017 Google punishes websites with intrusive interstitials in their search results43. 

GE060 {Critical usability flaw} After adding search bar, the masthead occupies too much screen real estate on mobiles in 
landscape orientation: 

     

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

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
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Masthead 
MH010 Logo should be positioned left, not centered, because many users don’t perceive centered logos as a clickable 
link to the homepage1: 

 

Correct examples: 

 

 

MH020 It’s very difficult to notice the shopping cart: 

 

Shopping cart should have high contrast to and be clearly distinguishable from all surrounding objects. Examples: 

 

 

MH030 To make the main menu more noticeable (and therefore more clickable) use inverted color scheme (light text on 
dark background). Examples: 

 
Macy’s 

 
Nikkie 

                                                           
1 “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}). 

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

MH040 Note that there is Home link in both above examples, it’s useful2. 

MH050 Promo bar looks like a mathematical puzzle: 

 

In this example everything is clear: 

 
Lulu’s 

Use plain language to explain your offer. 

Another kind of abracadabra, now “iconic”, is this floater: 

 

People won’t click icons if their meaning is unclear to them3. 

 

Homepage 
HP010 The primary use of the homepage should be for category-level navigation4. 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}). 
3 “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 Gócza, Zoltán (2015) Myth #13: Icons enhance usability {Link}. 

https://www.nngroup.com/articles/centered-logos/
http://babich.biz/icons-as-part-of-an-awesome-user-experience/
http://uxmyths.com/post/715009009/myth-icons-enhance-usability
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Macy’s          M&S 

Recommendation is to strictly follow this scheme. 

 

Categories 
CA010 Don’t open links to product pages (and any other links) in new tabs5: 

 

                                                                                                                                                                                                                        
4 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}. 
5 “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}). 

https://youtu.be/yaMU09wuxgY?t=419
http://www.beaconfire-red.com/epic-stuff/links-should-not-open-new-windows
http://libux.co/links-should-open-in-the-same-window/
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This is stupid and extremely annoying. 

CA030 Showing Add to bag button on mouse hover is not a good idea: 

 

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 reasons6: 

     
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): 

                                                           
6 “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}). 

http://baymard.com/blog/ecommerce-quick-views
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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 information7, I think that presenting all 
this info statically may be a better solution (showing secondary images on hover may appear useful, however). Example: 

 
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}). 

http://baymard.com/blog/secondary-hover-information
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CA040 Save to wishlist button looks too subtle and appears far outside the current user’s visual focus8: 

 

Another issue is that this button looks non-clickable because of wrong mouse pointer: 

 

This button should appear within the item photo. Examples: 

        
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: 

                                                           
8 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}). 

http://dx.doi.org/10.1145/634067.634234
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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: 

     
Macy’s    John Lewis 

CA070 Consider displaying item photos without model faces or without models at all: 
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Macy’s                 John Lewis 

CA080 It seems, all apparel websites place filters on the left: 

             
Lulu’s               Nasty Gal 

Placing filters on top is probably not a good idea: 

 

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): 

 

Good filter (Macy’s always uses only 16 basic colors): 

 

Don’t borrow colors from the database, use a permanent set of basic colors. 

CA100 Allow for multiple selections of the same type9. Examples (Nasty Gal): 

                   

 

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 site10, and search visitors are known to convert at a rate much higher than the average 
non-site search visitor11. 

SE010 Don’t hide the search box behind magnifying glass icon12: 

                                                           
9 Roggio, Armando (2015) 7 ways to improve ecommerce category filters {Link}. 
10 P. 7 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}. 
11 Walker, Tommy (2014) Convert more visitors by improving your internal site search {Link}. 

http://www.practicalecommerce.com/articles/90295-7-Ways-To-Improve-Ecommerce-Category-Filters
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf
http://conversionxl.com/convert-visitors-improving-internal-site-search/
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Search box should be permanently visible, large enough and prominently highlighted on a page13. Examples: 

 

 

Recommendation is to place search box right beside the logo14 or center on a page below the horizontal main menu15. 

Don’t put placeholder text in search box16. However, hints explaining what kinds of searches will work on this website 
may be useful. Place them below the search box: 

 

Search buttons with text (“Search” or “Go”) work better than buttons with a magnifying glass icon17. 

SE015 Automatically place the cursor in the search box18. 

SE020 Search must be predictive. Lulu’s provides an excellent example of predictive search: 

                                                                                                                                                                                                                        
12 “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}. 
13 P. 8 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}. 
14 Morrison, Craig (2014) How to design a usable search function that keeps users coming back {Link}. 
15 Fries, Lane (2016) Ecommerce search bar best practices: The definitive guide {Link}. 
16 Sherwin, Katie (2014) Placeholders in form fields are harmful {Link}; Jarrett, Caroline (2010) Don’t put hints inside text boxes in 
web forms {Link}. 
17 Fries, Lane (2016) Ecommerce search bar best practices: The definitive guide {Link}. 
18 P. 11 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {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
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
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They use Dynamic AutoComplete by SearchSpring. Other intelligent search platforms with similar functionality are Site 
Search by Unbxd and Rich Auto Complete by SLI Systems. It’s strongly recommended using such an advanced predictive 
search solution on the SheIn 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/reviews19. 

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 search20. 

 

Product page 
PR010 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: 

         
SheIn    Nasty Gal                  Lulu’s 

     
Zara              Nikkie 

                                                           
19 P. 3 in: Unbxd (2014) 5 Must-Have Site Search Enhancements for Fashion Ecommerce, Sunnyvale: Unbxd {PDF}. 
20 P. 49 in: SLI Systems (2014) The Big Book of Site Search Tips, San Jose: SLI Systems {PDF}. 

https://searchspring.com/tour/relevancy-suite/dynamic-autocomplete
http://www.unbxd.com/ecommerce-site-search
http://www.unbxd.com/ecommerce-site-search
http://www.sli-systems.com/solutions/rich-auto-complete
http://cdn2.hubspot.net/hubfs/1923173/5_Site_Search_Enhancements_Fashion_Ecommerce.pdf
http://sitesearch.sli-systems.com/rs/slisystemsinc/images/SLIBigBookOfSiteSearchTipsUSANew.pdf
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“Happy exceptions”: 

             
Macy’s       ASOS                  NorthStyle               M&S 

 
John Lewis 

In my opinion, those black buttons are no more than just another illustration of designers’ herd mentality21. It can be 
expected that chromatic, convex buttons with shading gradients will convert much better22. Even a flat button with 
rounded corners should convert better than a rectangular one23. Recommendation is to use embossed buttons with 
rounded corners for all primary CTAs. Recommended button style: 

             

PR020 Serious over-categorization on SheIn website: 

 

Must be: 

Home / Tops / White Print V Cut Raglan Sleeve T-shirt 

Competitors use smaller number of categories: 

 
 ASOS 

 
John Lewis 

Use filters instead of categories24. 

 
                                                           
21 Dunbar, Louisa (2016) Herd mentality: 7 web design trends that could be bad for business and how to avoid them {Link}. 
22 “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}. 
23 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}. 
24 Holst, Christian (2016) Over-categorization: Avoid implementing product types as categories (56% get it wrong) {Link}. 

http://intothegrove.com/herd-mentality-7-web-design-trends-bad-business-avoid/
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
http://uxmovement.com/thinking/why-rounded-corners-are-easier-on-the-eyes/
https://www.paulolyslager.com/call-to-action-buttons-shape-size
http://baymard.com/blog/ecommerce-over-categorization
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Shopping cart 
SC020 Total cost estimate (including shipping and taxes) should be in the cart, not at the checkout25. Correct example: 

 
  Macy’s 

ASOS allows for shipping method selection and shows the selected shipping cost but doesn’t recalculate order total after 
shipping method selection: 

 

This is not perfect but it’s better than nothing. 

 

Checkout 
CH010 Offer guest checkout26: 

                                                           
25 “Total cost estimate should be in the cart” (Chawla, Smriti (2014) Q&A with Baymard’s Christian Holst about Checkout 
Optimization {Link}). 
26 “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}). 

https://vwo.com/blog/christian-holst-about-checkout-optimization/
https://econsultancy.com/blog/10355-eight-out-of-top-10-us-retailers-offer-guest-checkout/
http://sherodesigns.com/why-you-should-always-allow-guest-checkout-on-your-ecommerce-store/
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However, guest checkout should be offered first, before signing-in and creating an account. 
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Общее 
GE005 Слишком много всяких объектов жёлто-оранжевого цвета: 

 

Оранжевый должен быть зарезервирован для кнопок действия, поскольку это фактический стандарт для сайтов 
электронной коммерции. 

GE010 В шапке и меню отсутствуют контакты (на главной странице ссылка на контакты есть только в подвале): 

 

Контакты показаны на карточках товара, но невыразительно и в таком месте, куда никто смотреть не будет 
(правая колонка обычно игнорируется пользователями, поскольку они привыкли думать, что там размещается 
реклама): 



Рекомендации по сайту CrazyDeals.ee 
Версия 2 | 11.02.2014 

2 

 

 

Контакты должны быть показаны в шапке. 

GE020 Не понятно, что значит «присоединиться» в шапке: 

 

В действительности это подписка на емейл-рассылку. Но она находится не на своём месте: пользователь ожидает 
увидеть в шапке поля авторизации, но не подписку. 

GE030 Логотипы брендов, расположенные ниже рекламного баннера, непонятны: 

 

Возникает впечатление, что эти бренды как-то связаны с конкретной рекламой (гипотеза для данного случая: эти 
фирмы могут быть спонсорами акции помощи детдомовцам), однако это не так: 

 

Было бы чуть более понятно, если бы это были лэндинги на какие-то спецпредложения (поскольку сайт CrazyDeal 
посвящён акциям и скидкам), но это «просто ссылки», ведущие на главные страницы сайтов. Надпись, 
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разъясняющая, что именно это эти логотипы тут делают, могла бы увеличить число переходов на сайты брендов и 
тем самым способствовать продажам рекламной площади сайта. 

GE040 Не нужно ничего класть в корзину без спроса. При первом заходе на сайт в корзине уже что-то лежит: 

 

Хорошо, можно зайти в корзину и очистить её от непрошенного предложения. Но ещё хуже то, что это 
предложение снова автоматически добавляется в корзину сразу после оплаты покупки: 

 

В данной ситуации нормальный человек воспринимает непустую корзину как несработавшую оплату! 

GE050 Довольно часто некликабельные объекты выглядят выпуклыми, а кликабельные – плоскими: 

         

     

Также наблюдается чехарда с цветами некликабельных и кликабельных объектов: они попеременно то зелёного, 
то жёлто-оранжевого цвета. 



Рекомендации по сайту CrazyDeals.ee 
Версия 2 | 11.02.2014 

4 

 

Главная страница, страницы категорий 

 
. . . 

 

CA010 На купонном сайте работают три мотива поведения: 

(а) жадность: купить что-то со значительной скидкой; 

(б) дефицит: ограниченность предложения (временем или количеством) побуждает покупать; 

(в) стадность (“social proof”): люди покупают то, что покупают другие. 
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Эти побудители к действию более-менее отражены на карточке продукта, но не на главной странице и страницах 
категорий: 

 

Здесь мы видим только процент скидки (показан дважды), но нет конкретной цены (это главное), нет срока 
действия или объёма предложения и не показано, сколько человек уже купили ваучеры. Между тем, другие 
сайты показывают больше мотивирующей информации вдобавок к проценту скидки (конкретная цена, «осталось 
столько-то часов», «скоро заканчивается», «только один день», «новое предложение», «купили столько-то 
человек»): 
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Надо добавить эту мотиваторы в списки предложений на главной странице и страницах категорий. 

Ещё один «глобальный» мотиватор: рядом со ссылкой на корзину (в шапке) пишем, сколько денег удалось 
сэкономить на добавленных в корзину предложениях. 

CA020 На главной странице нужно подчёркивать выбор Все так же, как это сделано на страницах категорий: 

 
(главная страница) 

 
(страница Красота и здоровье) 

CA030 Не понятно, почему именно это предложение занимает главное место на домашней странице, но при этом 
оно же показано вполне рядовым в своей категории: 
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Нужно как-то пояснить, чем это предложение заслужило центральное размещение на главной странице. На 
некоторых сайтах для центральных предложений довольно тупо пишут FEATURED, но это всё же лучше, чем 
ничего. 

CA040 Предложения на главной странице выглядят как бессистемная бесконечная свалка: 

 

Нужны фильтры и сортировки. Очевидные варианты: по проценту скидки, по цене, по новизне, по популярности, 
по близости завершения срока предложения. 

Примеры: 

     

CA050 Для предложений, ограниченных местом реализации, нужна географическая фильтрация. 

CA055 Предлагается рассмотреть полезность размещения предложений на карте: 

 

Не исключено, что географическая близость предложений от текущего местонахождения либо высокая 
концентрация предложений в определённом районе могут замотивировать потребителя приобрести их. 
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CA060 Проценты скидок раскрашены во все цвета радуги: 

     

Это сделано просто так, «для большей живости». Но это вебсайт, а не коробка монпансье. Это не только создаёт 
ненужный визуальный шум, но также может привести к тому, что вместо рассматривания предложений 
посетители начнут задумываться и искать какую-то систему цветовой кодировки, которой на самом деле нет. Это 
не нужно: все скидки должны быть одного цвета. 

CA070 Процент скидки зачем-то вращается против часовой стрелки при наведении указателя мыши, но 
некликабелен: 

 

Не нужно вращать. Зато нужно сделать скидку кликабельной. 

Карточка товара 
PP050 В правой колонке размещены по-видимому все 247 предложений: 

 

Кто там будет их смотреть? Зато все страницы получились бесконечной длины. 
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Ищем разумные решения на аналогичных сайтах и внедряем их: 

 
… 

 

В данном случае на карточке из категории Getaway представлены альтернативные варианты из той же категории. 
Было бы также целесообразно поместить внизу страницы секцию «Вы недавно смотрели». 

PP010 Мотиваторы (Обычная цена, Скидка, Ваш выигрыш) надо написать как-то повыпуклее: 

 

Примеры для подражания (как видим, это устоявшийся паттерн): 

     

Обычную цену можно бы ещё и перечеркнуть. 

PP020 Автоматическая прокрутка галереи изображений – плохое решение: 
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Во-первых, мельтешит и бесит; во-вторых, не позволяет разглядеть интересующее изображение получше. 

Ещё и социальные кнопки зачем-то размещены поверх изображения: 

 

(Вообще, эти кнопки – просто визуальный мусор. Соцсети не работают. А вот возможность отправки страницы по 
электронной почте не помешала бы.) 

Вот правильное решение (миниатюры достаточного размера, никакой автопрокрутки: всё под контролем 
пользователя): 

     

PP030 Правильное решение для товаров, которые имеют несколько вариантов цветового оформления, к 
сожалению, не найдено: 
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Список выбора варианта не содержит миниатюр (приходится закрывать его и скроллировать страницу, чтобы не 
ошибиться с выбором номера модели, а их могут быть десятки). В списке выбора нет кнопки действия. Не 
понятны цифры в скобках типа (3/5). Эти цифры на самом деле показывают степень распроданности варианта 
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товара. Если вариант  полностью распродан (N/N), то его нельзя выбрать из списка: элемент списка не 
подсвечивается при наведении мыши. Пользователь, естественно, в недоумении. Надо явно показывать, что 
вариант распродан. А ещё лучше вообще не показывать распроданные варианты ни на карточке товара, ни в 
списке выбора варианта. 

Надпись с номером модели относится к картинке выше или к картинке ниже? (Расстояние от надписи до обеих 
картинок одинаковое.) 

 

Чтобы это понять, приходится скроллировать либо на первую, либо на последнюю картинку. Нужно сделать так, 
чтобы было сразу понятно. 

Более того, на одних страницах надпись относится к картинке выше, а на других – к картинке ниже: 

     

PP035 Как и ожидалось, в корзину добавляется миниатюра не от той модели, которая была выбрана 
пользователем (пользователь выбрал модель 2, а картинка показывает модель 12): 
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Поскольку проблема имеет давно известные решения, не разжёвываем этот момент, а адресуем разработчиков к 
нормальным сайтам. 

PP040 Если товар полностью распродан, не нужно показывать его в каталоге в одном ряду с действующими 
предложениями: 

      

PP050 Также не нужно каждый раз переспрашивать адрес почты, если пользователь его уже вводил. 
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Корзина 

 

SC010 Не нужно переспрашивать «Вы уверены?» при удалении позиций из корзины: 
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SC020 Красные крестики удаления товара легко спутать с красными звёздочками обязательных полей: 

 

SC030 Кнопка плохо сформулирована: 

 

Надо написать Продолжить покупки и показать стрелочку влево (вернуться назад в магазин), а не вправо. 

У этой кнопки обычно бывает привычная альтернатива Оформить покупку (часто со стрелочкой вправо), но её в 
данном случае нет. В результате кнопка Добавить больше товара в корзину на первый взгляд выглядит как 
единственная кнопка действия на этой странице. 

SC050 Заголовки «съехали»: 

 

SC060 Картинка товара некликабельна, а должна быть таковой. Название товара кликабельно, но не выглядит как 
таковое. 

SC070 Крестик удаления товара очень мелкий и требует скрупулёзного подвода мыши. 

SC080 Итоговая цена визуально не выделена (и не выравнена по десятичной точке): 
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SC090 Зачекивание чекбокса Желаю SMS ваучер приводит к появлению цены слишком далеко от места 
зачекивания (вдобавок и выше него, что создаёт риск того, что пользователь вообще не увидит добавление 
новой строчки в калькуляцию): 

 

SC100 Разъяснение по SMS-ваучеру дано далеко от чекбокса: 

 

SC105 SMS-ваучеры создаются для каждого товара в корзине, хотя это имеет смысл не для всех заказов: 

 

SC110 Не надо спрашивать скорее всего один и тот же номер телефона дважды: 

 

SC120 Известно, что формы из двух колонок регулярно становятся причиной проблем. 
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Нужно заменить форму на вертикальную либо разбить на страницы-шаги. 

SC130 С русской версии сайта идёт переход на эстонские страницы банков: 
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Подтверждение покупки 
CF010 Текст письма-подтверждения выглядит универсально-бесполезным: 

 

Надо, прежде всего, предоставить возможность отслеживания статуса заказа. 

Также отсутствует напоминание о выбранном способе и месте доставки (в данном случае при оформлении заказа 
была запрошена доставка в конкретный постамат). 

CF020 Нет этой информации и в PDF-ваучере: 

 

CF030 Не разъяснено, для чего нужен PIN. 

Рассылка предложений 
SU010 На засвеченный при покупке адрес почты тут же начинают интенсивно спамить, хотя пользователь нигде 
не просил присылать ему предложения. Желание получать рассылку должно быть явно указано пользователем. 
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Мы предлагаем обратить внимание на ряд моментов, потенциально способных снизить юзабилити и конверсию 
магазина. Мы не рассматриваем перечисленные ниже замечания как безусловные ошибки. В основном, это лишь 
возможные кандидатуры для проведения A/B-тестирования, которое сможет дать окончательный ответ по 
затронутым пунктам. 

Навигация 
1. Мегаменю Магазин страдает ярко выраженной «проблемой диагонали»1: 

 

Предлагается поставить задержку для смены пунктов меню верхнего уровня при движении мыши к пунктам 
нижнего уровня. Возможно, более предпочтительным вариантом могло бы стать статическое мегаменю с 
развёрнутыми подразделами. Пример: 

 

2. Дублирование навигации – мегаменю Магазин плюс горизонтальное меню магазина – может оказаться 
проблематичным, поскольку часть пользователей будет ориентироваться не на динамическое мегаменю, а на 
постоянно видимое на экране горизонтальное меню магазина: 

                                                           
1 См. раздел Speed в статье Mega Menus Work Well for Site Navigation. 

http://www.nngroup.com/articles/mega-menus-work-well/
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Главной проблемой здесь видится отсутствие выпадающих подменю разделов, из-за чего большое количество 
подкатегорий товаров оказывается фактически скрыто от посетителя. 

3. «Соскок» горизонтального меню вниз на страницах нижних уровней вряд ли целесообразен: 

 

Более привычным было бы такое расположение: 

Горизонтальное меню 
Название раздела 
Хлебные крошки 

Главная страница 
1. Баннерная карусель проблематична: 

 

В связи с практически полным консенсусом относительно малой полезности каруселей, сложившимся среди 
специалистов по электронной торговле2, предлагается обычная рекомендация по замене карусели набором 
статических баннеров3. 

2. Кнопка Купить на карусельных баннерах вполне может проиграть в конверсии менее императивному призыву 
к действию Подробнее4. Вероятно, имеет смысл потестировать. 

                                                           
2 См. напр. 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 в RedEye (2014) 10 Usability Issues We’ve Seen and You Should Be Avoiding. 
4 См. напр. результаты сравнительного тестирования кнопок Add to Cart vs Buy Now vs Purchase Now: How Much Does Your 
Button Cost You?. 

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/
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3. Принцип отбора товаров, продвигаемых с помощью главной страницы (за пределами карусели), не очень 
понятен. Вероятно, покупателю было бы проще понять, почему ему предлагаются эти товары, если бы они были 
сгруппированы в привычные подразделы «Новинки», «Хиты продаж», «Спецпредложения». 

4. Насколько можно было заметить, в нижней левой области главной страницы предлагаются ровно два товара, 
однако они подвергаются ротации: 

     

Есть риск запутать посетителя без необходимости. 

Страницы категорий 
1. Показ товаров в Pinterest-стиле не кажется особенно уместным в случае интернет-магазина: 

 

Можно предположить, что отображение товаров на плашках одинакового размера будет более удобным для 
покупателей. 

2. Также можно рекомендовать реализовать опцию показа товаров списком в дополнение к показу на плашках. 
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Карточка товара 
1. Полный список технических характеристик – в отсутствие краткого списка ключевых характеристик – вряд ли 
можно признать хорошим вариантом: 

 

В ситуации избыточного выбора, который обычно предлагают магазины электроники, задачами покупателя 
становятся эффективное сокращение вариантов и затем выбор из небольшого списка кандидатур. Наличие 
краткого списка ключевых характеристик товара существенно облегчило бы решение этой задачи. 

2. Кажется целесообразным реализовать привычную покупателям по многим интернет-магазинам электроники 
кнопку Добавить в сравнение. 

3. Не очень понятно, почему на карточке товара не показан объём его складских запасов, хотя эта информация 
представлена на странице Корзина. 

Корзина 
1. Ссылка Вернуться в магазин малозаметна. 

2. Удаление горизонтального меню магазина, возможно, преждевременно на странице Корзина (хотя вполне 
оправдано на последующих шагах оформления покупки). 
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3. Обычной рекомендацией для страниц Корзина является показ стоимости доставки, так чтобы покупатель 
имел полное представление об окончательной стоимости покупки до перехода на её оформление. 

4. Расположение кнопки действия вверху страницы является довольно непривычным: 

 

Покупатель будет по обыкновению искать кнопку действия ниже списка товаров в корзине. И ведь там есть что 
понажимать, только это не ведёт к цели: 

 

5. Визуальное решение для кнопки действия выглядит рискованным: низкий контраст и серый цвет, зачастую 
ассоциирующийся со статусом “disabled”. 

6. «Залипающая» (sticky) навигация, помимо объективных недостатков5, раздражает «на физиологическом 
уровне» слишком значительное число пользователей6. Поскольку острой необходимости в использовании 
фиксированной навигации не просматривается, рекомендуется отказаться от неё. 

Доставка 
1. Вполне распространённый сценарий работы пользователя с интернет-магазином таков: 

 добавить товары в корзину; 
 ознакомиться с вариантами и стоимостью доставки; 
 ещё поработать с корзиной: что-то удалить, что-то добавить. 

Проблема в том, что нажатие кнопки Back браузера на странице Доставка переводит пользователя не на 
закономерно ожидаемую страницу Корзина, а на ту страницу, которая была до перехода на Корзину. 

2. Схема проезда к пункту самовывоза явно не помешала бы. 

3. Необходимость указания контактного телефона в случае выбора варианта Самовывоз из салона может быть 
непонятна части пользователей. Есть статистика7, что запрос телефонного номера снижает конверсию в среднем 
на 5%. Вероятно, было бы полезно объяснить, для чего может понадобиться номер телефона покупателя в случае 
самовывоза. 

                                                           
5 См. экспертный разбор «за и против» фиксированной навигации: The Trouble with Sticky Headers. 
6 См. эмоциональные комментарии читателей №№ 27, 33, 65, 76, 80, 90, 93, 95, 96, 97, 99, 100 к позитивной статье 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” и т. п. 
7 См. How Reducing Options Can Increase Your Conversions. 

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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Общие рекомендации 
ОБ010 {Цвет, статический текст} Не рекомендуется использовать синий цвет для статического текста, поскольку 
синий является однозначным индикатором кликабельности текста, то есть, пользователи воспринимают всякий 
синий текст как ссылку1. Можно заменить синий, например, на зелёный или другой цвет: 

   
ОБ020 {Цвет, ссылки} Ссылки же лучше сделать синими, чтобы отличить их от статического чёрного текста: 

   
ОБ030 {Цвет, хлебные крошки} Аналогично, хлебные крошки должны выглядеть так: 

 

 
 

ОБ040 {Шрифт} ЗАГЛАВНЫЕ буквы не рекомендуются по трём причинам: 

 могут быть менее читабельными2; 
 пользователи считают их менее эстетичными, чем строчные буквы3; 
 в интернете заглавные буквы являются синонимом разговора на повышенных тонах4 – нецелесообразно 

кричать на посетителей. 

                                                           
1 Loranger H. (2015) Beyond blue links: Making clickable elements recognizable {Link}. 
2 “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 irregular 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). 
3 “All 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}). 
4 “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 

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
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Рекомендуется убрать команду text-transform: uppercase для всех текстов на сайте. 

ОБ050 {Хлебные крошки} Правильная структура хлебных крошек: 

HEY CLAY / ЛЕГКИЙ ПЛАСТИЛИН ЗАЛИПАКИ / ЛЕГКИЙ ПЛАСТИЛИН ЗАЛИПАКИ HEY CLAY - БИГФУТ 

 
Главная  >  Каталог  >  Одиночные модели  >  Бигфут 

или 

Главная  >  Каталог  >  Бигфут 

Заметим, что на мобильнике хлебные крошки выглядят неприемлемо5: 

 

Также см. ОБ070 ниже. 

ОБ060 {Отзывы} Нужно приложить серьёзные усилия по сбору отзывов покупателей. Отсутствие отзывов 
посетители сайта воспринимают как чёткий сигнал о том, что этот товар никто не покупает. На период сбора 
отзывов лучше убрать рейтинги (звёздочки) и ссылки на отзывы со всех страниц сайта. 

ОБ070 {SEO} Избыточное повторение ключевиков «Hey Clay» и «Лёгкий пластилин Залипаки» – рискованная SEO-
тактика. Поисковики могут расценить это как переспам ключевых слов (keyword stuffing) и наказать сайт в своей 
поисковой выдаче6. Кроме того, пользователи могут воспринять как неуважение, что название каждого товара 
начинается с «Лёгкий пластилин Залипаки HEY CLAY» («Зачем вы заставляете меня читать одно и то же 
двадцать раз?»). Поэтому названия товаров надо сократить до собственно названия товара: 

Лёгкий пластилин Залипаки HEY CLAY – Бигвиг    Бигвиг 

Общее правило гласит, что все тексты на вебсайте должны быть адресованы людям, а не поисковым роботам. 

                                                                                                                                                                                                                        
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}. 
5 “Don’t use breadcrumbs that wrap to multiple lines” (Laubheimer P. (2018) Breadcrumbs: 11 design guidelines for desktop and 
mobile {Link}). 
6 “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}). 

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/
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ОБ080 {Попапы} Попапы, появляющиеся сразу после захода посетителя на сайт, строго не рекомендуются7: 

 

Также известно, что гугл наказывает сайты с назойливыми попапами в своей поисковой выдаче8. 

ОБ090 {Цвет, кнопки} Цвет кнопок действия (Добавить в корзину, Оформить заказ) должен отличаться от 
основной палитры сайта9. Попробуйте оранжевый10 или зелёный цвет для CTA-кнопок. (Красный не 
рекомендуется, поскольку его универсальное значение – «стоп», «опасность»11.) 

 

Шапка и главное меню сайта 
ШГ010 Не понятно, к чему относятся часы работы: 

                                                           
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}. 
8 Bonelli S. (2017) Google hates obnoxious pop-up ads: Here’s why you need to look at the ads on your site {Link}. 
9 “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}). 
10 “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}). 
11 В этой статье описывается эксперимент, в котором замена красных кнопок на зелёные улучшила конверсию на 54%: 
Dawood A. (2017) Case study: Using a data driven approach to upgrade the Yayvo website {Link}. В другом эксперименте синие 
или даже белые кнопки тоже побили красные: Heffernan K. J. (2017) Ghost buttons – not as bad as we thought? {Link}. 

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
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Если это часы работы телефонных операторов, то они должны быть показаны рядом с номером телефона. Если 
это время работы московского магазина, то ему место на соответствующей странице. 

ШГ020 Кнопки прокрутки – до начала ввода города – выглядят странновато: 

 

ШГ030 Не нужно помещать метку в поле ввода12. Более правильно будет так: 

 

ШГ040 Сделайте номер телефона кликабельным (<tel:84994440528>). Будет особенно полезно для мобильных 
пользователей. Номер должен выглядеть кликабельным: 

8 (499) 444-05-28 

ШГ050 Вероятно, емейл в шапке сайта тоже не помешает: 

info@hey-clay.ru 

Адрес должен начинаться с нейтрального «info» (то есть, не с «order»). 

                                                           
12 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}. 

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
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ШГ060 Хинт при наведении мыши на логотип не нужен – будет понапрасну отвлекать внимание: 

 

ШГ070 Кнопка ? – это необычный и загадочный для пользователя элемент (у него могут возникать самые 
разнообразные гипотезы о том, что будет, если нажать на эту кнопку), который вряд ли встретишь на каких-то 
сайтах: 

 

Поскольку в главном меню есть достаточно места для ссылки Оплата и доставка (лучше иметь одну ссылку, чем 
три раздельных для оплаты, доставки и возврата), то её и надо разместить в главном меню. 

ШГ080 Пользователи привыкли, что цветная горизонтальная полоса вверху сайта – это не что иное, как его 
главное меню: 

 

 

 

 

Однако, на вашем сайте ожидания пользователей нарушены – здесь меню расположено на белом фоне (да, это 
соответствует нынешней моде вебдизайна, но она глубоко ошибочна), зато подкрашен фон бенефит-бара: 

 

В результате внимание пользователей будет привлечено некликабельным бенефит-баром, а главное меню кто-то 
может вообще не заметить. Очевидно, нужно сделать наоборот: фон главного меню сделать хорошим тёмно-
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синим цветом (не голубым, поскольку белый на голубом плохо читается), а фон бенефит-бара (если он вообще 
нужен, в чём есть сомнения) – белым. 

Также надо избавиться от выпуклых объектов в бенефит-баре, поскольку пользователи будут воспринимать их 
как вполне себе нажимабельные кнопки. 

ШГ090 Пункты главного меню, у которых есть субменю, нужно помечать стрелкой «вниз», чтобы отличить их от 
тех пунктов меню, которые дают прямой переход на внутренние страницы сайта13: 

О залипаках    О залипаках  

Впрочем, это вряд ли понадобится, поскольку всё меню можно сделать с прямыми ссылками, без субменю (см. 
ШГ100). 

ШГ100 Рекомендуемые пункты главного меню (субменю не будет): 

Главная | Каталог | Мобильное приложение | Оплата и доставка | О залипаках | Контакты 

Пункт Главная может быть изображён пиктограммой «домика» (но сам пункт нужен14). Пункт Оптовикам лучше 
перенести в подвал (заинтересованные оптовики его там вполне найдут). В результате главное меню будет 
предназначено только B2C-посетителям сайта и будет отвечать на все их типовые вопросы. 

 

Главная страница 
ГС010 Использование баннерных каруселей не рекомендуется – они, как правило, не работают15. Кроме того, нет 
особого смысла использовать одну и ту же CTA-кнопку (Перейти в каталог) на каждом баннере. Вдобавок, стоит 
только пользователю навести мышь на эту кнопку, чтобы её нажать, как баннер сменяется, и мышь 
промахивается мимо кнопки. Рекомендуется использовать один статический баннер – тот, который говорит об 
официальном сайте. 

                                                           
13 “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}). 
14 “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}). 
15 “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}). 

https://www.smashingmagazine.com/2009/09/horizontal-navigation-menus-trends-patterns-and-best-practices/
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
http://www.agconsult.com/en/usability-blog/conversion-jam-2017-key-insights
https://services.google.com/fh/files/events/pdf_retail_ux_playbook.pdf
https://baymard.com/blog/homepage-carousel
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ГС020 Вертикальный размер баннера можно уменьшить на 30-50%, что будет способствовать дальнейшей 
прокрутке страницы пользователями16. Каждый поворот колёсика мыши – это «валюта», которую пользователи 
тратят на сайте. Лучше сократить эти затраты, уменьшив объём скроллинга. 

ГС030 Раздел Популярные модели полезен, но будет лучше начать с категорий товаров – Наборы и Одиночные 
модели17. После него пойдут Популярные модели. 

ГС040 Кнопки Выбрать набор и Выбрать модель, вероятно, будут работать лучше, чем Подробнее: 

 

ГС050 {Баг} Кнопка Подробнее для одиночных моделей открывает страницу с наборами. 

ГС060 {Баг} Название товара в секции Популярные модели на десктопе обрезано (на мобильнике этой проблемы 
нет): 

 

ГС070 Лучше переименовать этот раздел («немного» выглядит несколько странновато): 

Немного о приложении  Мобильное приложение 

В конце раздела добавьте ссылку Подробнее о приложении, которая будет открывать соответствующую 
страницу. 

ГС080 {Баг} Строка обрезана: 

 

ГС090 Стрелки прокрутки галереи творчества клиентов лучше разместить по бокам от изображения – не нужно 
заставлять пользователя далеко гонять мышь по краям страницы, чтобы попасть в мелкую цель18: 

                                                           
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}). 
17 “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). 
18 См. Закон Фиттса {Википедия}. 

https://feedbackguru.com/articles/web-design-trends-stop-following-now/
https://ru.wikipedia.org/wiki/%D0%97%D0%B0%D0%BA%D0%BE%D0%BD_%D0%A4%D0%B8%D1%82%D1%82%D1%81%D0%B0
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ГС100 Не нужно обременять подписку какими-то юридическими условиями: 

 

ГС110 Клик по полю ввода должен убирать метку поля: 

 

 

Каталог 
КА010 Возможно, имеет смысл добавить сортировку продуктов: по алфавиту, по цене, по популярности, по 
новизне. 

КА020 Фильтры работают неправильно: после выбора серии нельзя добавить другой фильтр в той же группе 
фильтров: 
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Такая возможность обязана присутствовать, то есть, у пользователя должна быть возможность выбрать 
одновременно несколько фильтров. Например, если он выбрал фильтры «Животные» и «Пришельцы», то в 
списке товаров отобразятся товары, удовлетворяющие логическому условию «Животные» ИЛИ «Пришельцы»19. 

Естественно, после выбора фильтра счётчики продуктов в других сериях не должны обнуляться. 

КА030 Как следствие предыдущего пункта, заголовок становится константой, не зависящей от выбора фильтров: 

 

КА040 {Баг} Неправильное значение счётчика «Одиночные модели»: 

 

Также этот фильтр не должен быть задизэблен. 

КА050 Не рекомендуется вставлять баннеры в список товаров20. Особую проблему эти баннеры создают на 
мобильнике, поскольку пользователь вполне может принять такой баннер за окончание списка товаров и 
перестанет скроллировать страницу21. Относительно приемлемое место для этих баннеров на десктопе – слева 
под фильтрами (при этом нужно иметь в виду, что пользователи будут кликать по этим баннерам, так что их 
нужно будет осмысленно куда-то прилинковать; осмысленной ссылки для баннера неприлипания к рукам и 
мебели не просматривается, а баннер про приложение можно было бы прилинковать к соответствующей 
странице): 

                                                           
19 “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}). 
21 “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}). 

https://baymard.com/blog/allow-applying-of-multiple-filter-values
https://www.ecommerceceo.com/ecommerce-user-experience/
http://baymard.com/blog/avoid-these-ecommerce-graphics
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На мобильнике эти баннеры следует совсем убрать (а по-хорошему, и на десктопе тоже). 

КА060 Этот бейджик может ввести в заблуждение – нарисованы две баночки (причём разного размера), 
умноженные на 5. Тогда сколько будет в итоге баночек и какого размера? 

 

Лучше убрать баночки и знак умножения – сразу всё станет однозначно понятно: баночек ровно пять. 

КА070 {Для A/B-тестирования} Имеет смысл потестировать постоянно видимые кнопки Купить. Если эти кнопки 
появляются только при наведении мыши, то пользователю приходится выполнять лишнее действие мышью – 
прежде, чем кликнуть по кнопке, надо навести мышь на товар. Если кнопки будут видны постоянно, то можно 
сходу по ним кликать. 
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КА080 {Для A/B-тестирования} Пользователи могут ожидать, что кнопка Купить означает прямое добавление 
товара в корзину, минуя открытие карточки товара (так сделано на многих сайтах интернет-магазинов). Имеет 
смысл тестировать две вещи: 

 изменение названия кнопки: Купить vs Добавить в корзину; 
 открывать карточку товара по нажатию кнопки Купить vs сразу добавлять товар в корзину, минуя карточку 

товара. 

КА090 {Для A/B-тестирования} Имеет смысл протестировать показ модели (группы моделей из набора) вместо 
коробки с товаром: 

 

vs 

 
КА100 Об отсутствии товара на складе нужно сообщать уже в каталоге, а не только на карточке товара. В этом 
случае кнопка Купить заменяется на Сообщить о поступлении. 

 

Карточка товара 
КТ010 На многих карточках надо добавить больше фотографий – фотографии продают товар. Можно добавить 
изображение коробки с тыла (если оно отличается от передней части), фото баночек, буклета, QR-кода (и где его 
искать в коробке), скриншоты приложения с конкретной моделью. Карточка товара «Животные» показывает 
пример движения в правильном направлении, но надо показывать галерею целиком, без прокрутки22: 

                                                           
22 Holst C. (2017) Truncating additional images in the gallery causes 50-80% of users to overlook them (30% get it wrong) {Link}. 

https://hey-clay.ru/plastilin-zalipaki-hey-clay-zhivotnye-animals
https://baymard.com/blog/truncating-product-gallery-thumbnails
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Это будет удобнее сделать, если поместить галерею не вертикально слева, а горизонтально снизу в несколько 
рядов под фотографией. 

КТ020 Используйте чёрный цвет для названия товара, поскольку это статический текст. 

КТ030 Это приемлемо сообщать, что товара нет в наличии, красным цветом, но использовать красный цвет для 
блока про QR-код не следует: 

 

Используйте другой цвет, который не ассоциируется с предупреждениями и ошибками. 

КТ040 Не надо спрашивать имя и телефон при добавлении в лист ожидания: 
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КТ050 Переименование Добавить в лист ожиданий (ожиданий?! – интересно, кто это придумал) в Сообщить о 
поступлении, вероятно, сделает процесс более понятным. 

КТ060 В разделе Подробнее о приложении лучше показывать не одни и те же скриншоты для всех моделей, а 
специфические для каждого товара. 

КТ070 Это правильно показывать всплывающее окно после добавления товара в корзину, но конкретный дизайн 
вызовет вопросы, поскольку пользователь может подумать, что он добавил не один экземпляр товара, а два. 
Нужно убрать список товаров в корзине и добавить кнопку Посмотреть корзину: 

 

КТ080 Ссылка на отзывы должна выглядеть кликабельной: 

55 отзывов  55 отзывов 

КТ090 Ссылки на секции страницы должны выглядеть кликабельными: 

О приложении      Характеристики      Описание    О приложении      Характеристики      Описание 
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КТ100 Добавьте кнопки прокрутки по бокам от фотографии: 

 

КТ110 Галерея не на месте – она должна быть расположена выше: 

 

 

Корзина 
КР010 Корзина и оформление заказа – это должны быть две разные страницы. Нужно добавить страницу с 
нормальной корзиной. Наличие корзины – это отнюдь не лишний шаг на пути к оплате заказа23. 

 

                                                           
23 “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}). 

https://www.ecommerceceo.com/ecommerce-user-experience/
https://www.episerver.com/495b01/globalassets/assets-website-structure/resources/guides-and-reports/reimagining_commerce_2019_episerver.pdf
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Оформление заказа 
ОЗ010 Начинать оформление заказа с вопроса о номере телефона – это примерно то же самое, что просить 
девушку о поцелуе в самом начале первого свидания. Современные россияне наглухо затерроризированы 
телефонным спамом, так что всячески берегут свои номера от попадания в любые чужие руки. 

Также покупатели справедливо недоумевают, когда у них запрашивают и емейл, и номер телефона («если у 
продавца уже есть один способ контакта со мной, зачем он требует второй?»)24. 

Наконец, покупатели понимают, что в случае самовывоза или почтовой доставки их номер телефона вообще не 
понадобится. 

Спрашивать номер телефона можно только, если покупатель уже выбрал курьерскую доставку. При этом нужно 
чётко пояснить, что его номер будет использован только для доставки, и продавец никогда не будет звонить ему 
в маркетинговых целях. 

ОЗ020 ФИО понадобится только в случае почтовой доставки. Соответственно, спрашивайте ФИО только, если 
покупатель выбрал этот вариант доставки. 

ОЗ030 Радиокнопки должны быть круглыми, а не квадратными (квадратные – это чекбоксы): 

 

ОЗ040 Поле промокода – известный убийца конверсии25. Показывайте это поле в открытом виде только, если вы 
уверены, что у покупателя есть промокод (например, если он пришёл на сайт по рекламной ссылке с 
промокодом). В противном случае скройте поле промокода за малозаметной ссылкой, клик по которой 
открывает поле ввода кода. Пример: 

 
                                                           
24 “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}). 
25 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}. 

http://baymard.com/blog/checkout-experience-seemingly-unnecessary-information
http://www.websiteoptimizers.com/blog/stop-promo-code-search-leaks-once-and-for-all-to-increase-conversions/
http://www.goodui.org/GoodUI_DataStory026_Jun2016_Sample.pdf
http://www.conversiondoctor.com/conversion-blog/coupon-codes-increase-checkout-abandonment
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ОЗ050 «Звонков менеджера» на современных сайтах в общем-то нет: на дворе 2020-й год, а не 2000-й. Для 
уточнения деталей заказа имеется поле Комментарий: 

 

ОЗ060 Для выбора пункта выдачи заказа используйте список вместо карты (карта, кстати, реализована криво), а 
уже из списка можно будет посмотреть на карте местонахождение конкретного ПВЗ. Для крупных городов список 
ПВЗ должен включать указания на ближайшую станцию метрополитена. 

ОЗ070 Не подчёркивайте некликабельный текст – народ будет однозначно по нему кликать: 

 

ОЗ080 Сначала покажите дефолтный адрес ПВЗ, затем ссылку Изменить пункт выдачи: 

 

ОЗ090 Если был выбран вариант без звонка менеджера, то эту фразу надо убирать: 

 

ОЗ100 Если есть техническая возможность оформить страницу оплаты в стиле вашего сайта (отбрендировть с 
вашим логотипом и в стилистике вашего сайта), то это лучше сделать26: 

                                                           
26 “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}). 

http://conversionsciences.com/blog/10-customer-delighting-checkout-usability-techniques/
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ОЗ110 Номер заказа на странице подтверждения заказа не совпадает с номером заказа на странице оплаты. По 
возможности, сделайте одинаковыми. 

ОЗ120 Если есть техническая возможность, то надо бы поместить поле CVV/CVC в основную форму. А то кулибины 
из Альфы прилепили его где-то сбоку, так что реально трудно заметить: 

 

ОЗ130 Если есть техническая возможность, то используйте нормальные поля ввода вместо «подчёркиваний»: 

 

 

Мобильная версия 
МБ010 {Шапка, главное меню} Есть риск, что гамбургер-меню может восприниматься пользователем как часть 
логотипа: 

 

Вариантов видится два: 
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 использовать однозначно воспринимаемый гамбургер: 

 
 (предпочтительнее) использовать нормальное горизонтальное меню вместо гамбургера с пунктом Ещё на 

конце27: 

 

МБ020 {Главная страница} Эту секцию лучше не показывать на мобильном, поскольку люди как пить дать будут 
нажимать эти аппетитно выглядящие кнопки: 

 

МБ030 {Главная страница} Нужно дизэблить кнопку прокрутки влево на первом товаре в галерее и кнопку 
прокрутки вправо на последнем товаре: 

 

МБ040 {Каталог} Аналогично МБ030. 

МБ050 {Корзина} В дополнение к КР010 – на мобильнике становится особенно понятно, что корзина должна быть 
корзиной (списком товаров), а не оформлением заказа: 

                                                           
27 “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}. 

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
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