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E LL A B  IN U S 
U T E A Q U AT U R 
MIN FIC TAT

Intro 
    THE ASK

    THE PROCESS
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W H AT  W A S 
R E Q U E S T E D  FO R 
T HIS  P R O J EC T

To redesign e-conolight.com website so that we remove 
the barriers to purchase, optimize the checkout flow 
and provide an overall experience that performs as 
well as the best-in-class e-commerce websites. *

*Improve engagement and conversion

The Ask
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W H E R E  W E  A R E 
A N D  W H E R E  W E'R E 
G OIN G

Our Approach & Process

PHASE #2

Wireframe 
& Design

PHASE #3

Develop
& Launch

PHASE #1

Audit & 
Strategy

WE ARE 
HERE

• What's the state of things?

• What does it all mean?

• What should we do about it?
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E LL A B  IN U S 
U T E A Q U AT U R 
MIN FIC TAT

Summary of Audit
    BEST IN CLASS EXAMPLES

    COMPETITOR AUDIT

    .COM ECOSYSTEM AUDIT

    KEY ANALYTICS

    SWOT TAKEAWAYS
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B E S T  IN  C L A S S:
B & H  P H O T O

OBSERVATIONS:

State-of-the-art 
payment flow and 
credit card forms

Useful 
microinteractions 
and details guide 
users throughout

Multimedia content 
and thoughtful nav 
design on product 
pages

Top-performing 
checkout experience 
according to studies 
by the Baymard 
Institute on usability.

Optimized Checkout Flow

https://www.bhphotovideo.com/
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B E S T  IN  C L A S S:
B E S T  B U Y

OBSERVATIONS:

Clean landing 
experience with rich 
imagery

Simple, focused 
navigation

Iconography assists 
wayfinding and recall

Consistant templates 
throughout site with 
clear page hierarchy

Leveraging Visuals & Iconography

https://www.bestbuy.com/
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B E S T  IN  C L A S S:
NI T E  W AT C H E S

OBSERVATIONS:

Rich explanatory 
content with 
contextual imagery

Proprietary product 
technology

Clear benefits and 
differentiation 
articulated 
throughout

Minimal UI design

Subtle transitions 
and animation

Demonstrating the Difference

https://www.nitewatches.com/us/
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B E S T  IN  C L A S S:
V IR GIN  A M E R IC A

OBSERVATIONS:

Fluid, single-page 
booking flow

Minimal interface

Memorable branding

Human tone

Voted Best WebsIte 
UX of 2016 by the 
Webby Awards

Top-rated mobile 
app experience

Making Complex Tasks Easy & Fluid

www.virginamerica.com



VS.

The Competition



Website UX Evaluation

COMPANY

OVERALL

Poor    OK    Great

Focus on deals. 
Economical and 
utilitarian products. 
Unique features like 
360º views & light-
ing layout tool.

The simplest of all. 
Just sells lighting 
with no resource 
tools or content. 
Single-page check-
out. Points-based 
loyalty program.

Sells lighting, decor 
and related goods. 
No resource tools 
or content besides 
selling. Plays to 
both public and 
professionals.

Sells toward indus-
trial professionals. 
Very utilitarian. 
Many profession-
al resource links. 
Unique Autoreorder 
feature.

More than lighting. 
Focused most on 
nonprofessionals 
and is creative/decor 
driven. Thoughtful 
upsell/cross-sell 
offerings. 

More than lighting. 
Home "project" fo-
cused. Best-in-class 
UX. Thoughtful mi-
crointeractions and 
attention to detail.

Unique UI & color 
palette. Heavy on 
support tools and 
content. Contextual 
imagery. Products 
require customiza-
tion before adding 
to cart.

Differentiation

Clear Focus & Hierarchy

Intuitive Navigation

Interface Usability

Responsive/Mobile Design

Modern Aesthetic & Tone

Rich Product Pages

Compelling Content/Tools

Featured/Deal Incentives

State-of-the-Art Checkout

Social Credibility

Loyalty Perks

Attention to Detail

Upsell/Cross-sell/Bundle

Trust & Support Features
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How They Compare
FO R

P R O FE S SIO N A L S

FO R
P U B LIC

FO C U S E D
O FFE R IN G

W ID E
O FFE R IN G



INBOUND DRIVERS

e-conolight.com Ecosystem

Catalogue & Phone = 50% of revenue

Email Sign-up
 15%

$

e

e-conolight.com

Paid
Search

36%

Organic 
Search

26%

Direct
11%

Social
2.5%

Catalogue

Referral
2%

Other
0.5%

Display
7%

• Coupon Sites
• Forums



Email Sign-up
 15%

Purchase

Cart Reminder
Email

Call Us

Email Us

Quote Request

Live Chat

Subscribe or 
Download 
Catalogue

Confirmation

e

$

INBOUND DRIVERS OUTBOUND DRIVERS

e

e-conolight.com Ecosystem

e-conolight.com

Paid
Search

36%

Organic 
Search

26%

Direct
11%

Social
2.5%

Catalogue

Referral
2%

Other
0.5%

Display
7%

Catalogue & Phone = 50% of revenue

• Coupon Sites
• Forums



Analytics for e-conolight.com based on stats from Aug 1, 2016 - Jan 31, 2017

Key Site Analytics

Returning and new 
users are almost 
equal in size: 
50.5% vs 49.5%.

Returning users are 
2.5x more likely to 
convert than new 
users.

6.8% 2.7%

Emergency light-
ing, outdoor lighting 
and LED products are the 
most searched for and 
purchased products.



70% of all purchases 
happen during the initial 
site visit, 15% occur 
between 2-28 days after 
and the remaining 15% 
occur 28+ days after.

Key Site Analytics

66% of site traffic is on 
desktop, yet it gets 91% 
of all the conversions.

66%

91%

9% 25%

People use the site the 
most during weekly 
work hours 9 am-3 pm. 
(Mon & Wed are peak, and week-
ends drop by 50%)

s w sm tt f

Analytics for e-conolight.com based on stats from Aug 1, 2016 - Jan 31, 2017
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S T R E N G T H S, 
W E A K N E S S E S, 
O P P O R T U NI TIE S, 
T H R E AT S STRENGTHS

• Lighting Focus - Lighting-only solutions conveys a sense of authority

• Product Price - Products are seen as a good value

• Product Quality - Products seen as reliable and of good quality

• Service - Thorough resolution of customer inquiries

• Tools - 360º rotation tool, lighting layout tool and live chat 
provide utility where many of our competitors don't

 
WEAKNESSES

• Usability - Clear hierarchy, scannable layouts, readable 
typography and product naming structure

• Modern Design- Jarring design treatments and UI conventions

• Checkout flow - Shopping cart location and flow create unnecessary friction

• Content - No instructional content, videos or contextual imagery

SWOT Takeaways
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S T R E N G T H S, 
W E A K N E S S E S, 
O P P O R T U NI TIE S, 
T H R E AT S OPPORTUNITIES

• Increasing Contractors' Revenue - Lighting is the #2 largest 
revenue generator for electrical contractors (25-35%). Single-
family housing is the highest revenue source. If we provide useful 
ways to save money in this area, they'll grow in loyalty.

• Guided Selling - None of our competitors have a needs-
based input form that helps address the ambiguity that novices 
might feel when looking for lighting solutions.

• Leapfrog - Luckily, our direct lighting competitors don’t have best-in-
class site UX either, which gives us an opening to raise ourselves to Home 
Depot’s or Lowe’s level of UX quality (but with more focus and clarity).

• Growing DIY Trend - For targeting more of the growing DIY 
homeowner population, there's an opportunity to cultivate their 
interests through more targeted social/content marketing.

• Energy Efficiency - The competitive landscape lacks thorough 
communication regarding the value of energy-efficient solutions and 
how they translate to long-term savings and rebate incentives.

• Home Advancement - Smart homes with integrated systems are on 
the rise, which is also making a contractors' work more complex and 
causing them to need continuous learning and support. Our site tools 
and content could provide them the assistance they're looking for.

SWOT Takeaways
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S T R E N G T H S, 
W E A K N E S S E S, 
O P P O R T U NI TIE S, 
T H R E AT S

SWOT Takeaways
THREATS

• Out of Stock - The #1 reason electrical contractors choose a brand/
product is availability. Price is second. Product unavailability was 
one of the primary complaints from our recent site surveys.

• Price - Pricing can’t be the only differentiator for e-conolight, as 
competitors are providing more and more comparable pricing.

• Convenience - Competitors are updating their site experience and business 
offerings to provide more purchase ease and support to their users.

• Diversification - As electrical contractor’s services and products 
continue to diversify, they may become more reliant on one-stop shops 
that can serve multiple needs versus just niche lighting needs.

• Branding - Our lack of strong branding may make it challenging 
for us to be easily recognized, remembered and considered.



Strategic Foundation
   USER PERSONAS

   TASK MODEL

    USER JOURNEY

   GOAL ACTIONS

   DESIGN PRINCIPLES

    KPIs
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A R C H E T Y PA L
E- C O N O LIG H T 
P E R S O N A S

Personas are an essential part of goal-directed user experience design. 
We've created four archetypical e-conolight user profiles to:

On Personas

INFORM DESIGN

BUILD EMPATHY 

OUTLINE GOALS
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P E R S O N A  #1

FO C U S: 
P R O J EC T 
O R D E R IN G, 
Q U A LI T Y 
S E LEC TIO N

JACK
Jack is an electrical contractor who runs an eight-person residential and commercial 
electrical firm in Cleveland, Ohio. He manages multiple jobs and employees at one 
time. Jack chooses to purchase most of his lighting online because he orders on a 
project basis because he needs the wide selection of an online retailer and looks 
for options and savings he can't find at his local electrical supply company. 

 

G O A L S

• To find the correct product for his various employees' and project needs.

• To make sure he's maximizing the value he can get.

 

PA IN  P OIN T S

• Jack is short on time, which means he's short on patience and can't afford to wait for out-of-stock items.

• Jack has to juggle various people, projects and problems and needs less friction in his business transactions.

WHAT WOULD IMPROVE  
JACK'S EXPERIENCE?

• Fast yet thorough search and navigation

• Clear benefit-to-cost comparisons

• Quick-pay expedited checkout

• Autoreordering

*
over 70% of 

returning users,

65% of user base,

*Data sources include six separate e-conoli-
ght.com customer surveys from Sept to Nov 
2016 and the ECMag 2016 Profile of Electrical 
Contractors

AOV = $750.00

PRIMARY USER
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P E R S O N A  # 2

FO C U S:  B U D G E T 
A N D  E FFIC IE N C Y

ROB
Rob is the facilities manager at a High School in Houston, Texas. He is in charge 
of maintaining his school's campus, its buildings and everything in between. 
His responsibilities involve purchasing efficient lighting that improves the safety 
and utility of the school. Since school budgets are seldom abundant, Rob has to 
keep operating costs low while ensuring product reliability and efficiency.

 

G O A L S

• To easily locate efficient lighting solutions for a variety of campus applications.

• To save as much money as possible, since the school's budget is limited.

 

PA IN  P OIN T S

• Rob gets frustrated if the products he's ordered end up having a short life-span.

• Rob can't stand buying from companies with hidden costs or that make the buying process feel like a haggle.

WHAT WOULD IMPROVE  
ROB'S EXPERIENCE?

• Obvious pricing and savings

• Discounts and loyalty perks

• Clear specs and installation instructions

• High efficiency ratings on products

*Data sources include six separate e-conoli-
ght.com customer surveys from Sept to Nov 
2016 and the ECMag 2016 Profile of Electrical 
Contractors
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P E R S O N A  #3

FO C U S:  S E R V IC E
A N D  S AV IN G S

LUCY
Lucy is an interior designer who works primarily on commercial renovation projects 
in Los Angeles. In addition to the statement pieces that she orders from specialty 
lighting dealers, Lucy requires area lighting. She uses e-conolight because of its 
selection and to save money for her clients. She's familiar with lighting generally, 
but needs guidance on the more technical aspects of certain lighting offerings. 

 

G O A L S

• To find economy lighting options to round out statement lighting pieces purchased from other vendors.

• To make sure she orders the correct product the first time around, since she's on a tight timeline.

 

PA IN  P OIN T S

• Lucy can get overwhelmed by the options and technical language and requires guidance at times. 

• Lucy is a visual thinker and has trouble visualizing her design decisions without the help of rich visual content.

WHAT WOULD IMPROVE  
LUCY'S EXPERIENCE?

• Guided sales tool and live chat

• Intuitive navigation and filtering

• Rich visual content

• Customer reviews

*Data sources include six separate e-conoli-
ght.com customer surveys from Sept to Nov 
2016 and the ECMag 2016 Profile of Electrical 
Contractors
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P E R S O N A  # 4

FO C U S:  DI Y 
&  S AV IN G S

SEAN
Sean's day job keeps him busy serving customers as the morning manager of a 
local craft coffee and beer shop in Portland, Maine, but his real job starts when he 
gets home: being a new father and homeowner. Sean considers himself handy and 
prefers taking on home-improvement tasks solo before paying the extra money 
to hire a professional. Since home systems and lighting are growing in complexity 
every year, Sean is finding himself needing more support along the way.

 

G O A L S

• To identify fitting products that he can install and maintain himself.

• To save money around every DIY decision he makes around his home.

 

PA IN  P OIN T S

• Sean loves challenges, but doesn't like unnecessary complication when it comes acquiring basic goods.

• Sean can't stand hidden fees and anything that holds him back from a good deal.

WHAT WOULD IMPROVE  
SEAN'S EXPERIENCE?

• Helpful DIY assembly videos

• Rich explanatory content

• Emphasis on discounts/savings

• Live chat

*grow
ing

m
arket

*Data sources include six separate e-conoli-
ght.com customer surveys from Sept to Nov 
2016 and the ECMag 2016 Profile of Electrical 
Contractors
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How Do They Compare?

Rob

Lucy

Sean

E X P E R T

Jack

N O V IC E

S AV IN G S S E LEC TIO N

OUR MAIN 
TARGET

GROWING
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S AV IN G S S E LEC TIO N

E X P E R T

N O V IC E

How Do They Compare?



E-CONOLIGHT WEBSITE   AUDIT & RECOMMENDATIONS   29

"I need new 
lighting."

TRIGGER

Web
Search

Task Model - Acquisition
The mental steps users go through to purchase a new lighting solution.
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Task Model - Acquisition

RESEARCH
"I need new 

lighting."

"What's a trusted 
resource?"

"What would solve 
my problem"?

(COMPLEX TASK)

TRIGGER

Browse

Direct
Search

Good
Value?

Quality?
How 

many?

Deals?

Relevance? Available?

Efficiency?

Complexity?

Urgency?

Web
Search

The mental steps users go through to purchase a new lighting solution.
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RESEARCH VALIDATION
"I need new 

lighting."

"What's a trusted 
resource?"

"This looks like it 
might work."

"Is this the right lighting 
solution for me"?

(COMPLEX TASK)
(CONCRETE TASK)

TRIGGER

Browse

Direct
Search

Good
Value?

Quality?
How 

many?

Deals?

Relevance? Available?

Efficiency?

Complexity?

Urgency?

Relevant
Product

Aesthetic

Rating

Price Quantity

Power Specs

Web
Search

not right?

"What would solve 
my problem"?

Task Model - Acquisition
The mental steps users go through to purchase a new lighting solution.
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RESEARCH VALIDATION PURCHASE
"I need new 

lighting."

"What's a trusted 
resource?"

"This looks like it 
might work."

"Yes, this is what will 
solve my problem."

"Is this the right lighting 
solution for me"?

(COMPLEX TASK)
(CONCRETE TASK) (CONCRETE TASK)

"What will this cost me?"
TRIGGER

Browse

Direct
Search

Good
Value?

Quality?
How 

many?

Deals?

Relevance? Available?

Efficiency?

Complexity?

Urgency?

Aesthetic

Rating

Price Quantity Shipping 
Method

Power WarrantySpecs Arrival
Date

Acquire

My
Info

Web
Search

Relevant
Product

not right?

Payment
Method

Total
Cost

"What would solve 
my problem"?

Task Model - Acquisition
The mental steps users go through to purchase a new lighting solution.



Product
Arrives
Product
Arrives
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RESEARCH VALIDATION ANTICIPATION GOAL
"I need new 

lighting."

"What's a trusted 
resource?"

"This looks like it 
might work."

"OK, let's do this."

"Is this the right lighting 
solution for me"?

(COMPLEX TASK)
(CONCRETE TASK) (CONCRETE TASK)

"I wonder when 
it'll arrive?"

:)
TRIGGER

Browse

Direct
Search

Good
Value?

Quality?
How 

many?

Deals?

Relevance? Available?

Efficiency?

Complexity?

Urgency?
Price Quantity Shipping 

Method

Power WarrantySpecs Arrival
Date

Acquire

My
Info

Product
ArrivesTrackWeb

Search
Relevant
Product

PURCHASE
"What will this cost me?"

Payment
Method

Total
Cost

Aesthetic

Rating

not right?

"What would solve 
my problem"?

Task Model - Acquisition
The mental steps users go through to purchase a new lighting solution.

"Yes, this is what will 
solve my problem."
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User Journey
The various ways users will engage with our site.

NEW 
PROSPECT

RESEARCH

ACQUIRE
BECOME
CUSTOMER

VALIDATE PURCHASE

$
• Nav/Search
• Home Page
• Category Pages
• Product Pages
• Application Ideas

• Product Info
• Price/Warranty
• Rating/Reviews
• Specs
• Resources/Tools

• Quick View
• Get a Quote
• Shopping Cart
• Confirmation
• Start Account
• Autoreorder
• Wish List
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User Journey
The various ways users will engage with our site.

NEW 
PROSPECT

RESEARCH

HELP RESOLVE

• Contact
• FAQ

• Feedback
• Action taken

ACQUIRE
BECOME
CUSTOMER

INQUIRE

VALIDATE PURCHASE

$
• Nav/Search
• Home Page
• Category Pages
• Product Pages
• Application Ideas

• Product Info
• Price/Warranty
• Rating/Reviews
• Specs
• Resources/Tools

• Quick View
• Get a Quote
• Shopping Cart
• Confirmation
• Start Account
• Autoreorder
• Wish List
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User Journey
The various ways users will engage with our site.

NEW 
PROSPECT

RETURNING 
CUSTOMER

RESEARCH

HELP RESOLVE

• Feedback
• Action taken

ACQUIRE
BECOME
CUSTOMER

INQUIRE

VALIDATE PURCHASE

$
• Nav/Search
• Home Page
• Category Pages
• Product Pages
• Application Ideas

• Product Info
• Price/Warranty
• Rating/Reviews
• Specs
• Resources/Tools

• Quick View
• Get a Quote
• Shopping Cart
• Confirmation
• Start Account
• Autoreorder
• Wish List

• Contact
• FAQ
• File Complaint
• Return Product
• Instructional and 
  "How to" Content
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User Journey
The various ways users will engage with our site.

NEW 
PROSPECT

RETURNING 
CUSTOMER

RESEARCH

HELP

UPDATE NURTURE

RESOLVE

• Contact
• FAQ
• File Complaint
• Return Product
• Instructional and 
  "How to" Content

• Order Status
• Account Info
• Rate/Review

• Email/Deals
• Loyalty Program
• Follow on Social
• In Stock Notifications

• Feedback
• Action taken

ACQUIRE

REVIEW

BECOME
CUSTOMER

INQUIRE

VALIDATE PURCHASE

$
• Nav/Search
• Home Page
• Category Pages
• Product Pages
• Application Ideas

• Product Info
• Price/Warranty
• Rating/Reviews
• Specs
• Resources/Tools

• Quick View
• Get a Quote
• Shopping Cart
• Confirmation
• Start Account
• Autoreorder
• Wish List
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G O A L  AC TIO N S There are various actions we could take to reach our goal of 
Increasing Engagement and Conversion

DECREASE PAIN
• Usability and navigation

• Savings of time, effort, $$$

• Credibility and validation

• Responsiveness

• Utility

INCREASE PLEASURE
• Modern aesthetic

• Compelling content

• Human tone and transparency

• Personalization

• Suprise and Delight

DRIVE ACTION
• Obvious benefits

• Strong CTAs

• Cross-sell and upsell

• Creating urgency

• Preventing dead ends
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T H E  K E Y 
G UID E LIN E S 
FO R  D E SIG N  T O 
FO LLO W

Usability
Creating clarity, ease and 

efficiency throughout 
site interaction.

Modernity
Seamless responsive 

formatting, compelling 
layouts and visual design.

Differentiation
Efforts that make us stick 
out from the competition 

in a positive manner.

Value
Clear benefit of how 
we're saving the user 

money, time and effort.

The Design Principles That Will 
Help Us Get There:
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H O W  W E'R E 
M E A S U R IN G 
S U C C E S S

S A LE S: M A R K E TIN G: S E R V IC E:
• Sentiment toward site 

experience (surveys, 
social media, forums 
and review sites)

• Customer service 
email count

• Customer service 
phone call count

• Customer service chat count

• Average resolution time

• Concern classification

Key Performance Indicators (KPIs)

• Conversion rate
• Average margin
• Average order value (AOV)
• Average order size
• Average returns
• Shopping cart 

abandonment rate
• Sales (hourly, daily, weekly, 

monthly, quarterly and annual)

• Customer lifetime value (LTV)

• New customer orders versus 
returning customer sales

• Cost of goods sold

• Total available market relative 
to a retailer's share of market

• Product affinity 
(which products are 
purchased together)

• Product relationship 
(which products are 
viewed consecutively)

• Inventory levels

• Competitive pricing

• Discounts/coupon redemption

• Site traffic
• Bounce rate
• Unique visitors versus 

returning visitors
• Time on site and on 

key pages/products
• Return on ad spend
• Cost per acquisition

• Page views per visit

• Rate of new account openings

• Newsletter subscribers

• Chat sessions initiated

• Facebook, Twitter, Google+ 
or YouTube followers or fans

• Traffic source

• Pay-per-click traffic volume

• Blog traffic

• Number and quality of 
product reviews/ratings

• Brand or display advertising 
click-through rates

• Day part monitoring (when 
site visitors come)

• Affiliate performance rates



Design Recommendations

    USABILITY

   MODERNITY   

   VALUE

    DIFFERENTIATION

41
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U S A BILI T Y

Optimize Main Navigation

B) Reduce the # 
of stacked nav 
conventions

A) Make Shopping Cart & 
Search more obvious, as they 
are key devices for engagement 
and conversion

C) Consider stack-
ing and alphabet-

izing nav items and 
associating icons or 

thumbnail images 
with each topic

More Info: Mega Menus Gone Wrong 	
	 				How To Design Websites That Mirror How Our Eyes Work 	
	 				How The Best Ecommerce Sites Convert Millions Of Customers 

For being the functionality with the highest engagement on the site, the 
main navigation needs to be simple, intuitive and immediate in its utility.

CLEARANCEOutdoor Lighting Indoor Lighting Tools Resources

Accent

Bollard

Canopy

Dusk to Dawn

Flexible Cable Strip

Flood & Area

Landscape

Parking Garage

Poles & Bullhorns

Vapor Tight

Wall Mount

Wall Pack

Exit & Emergency
Flexible Cable Strip
High & Low Bay
Interior Accents
Lamps
Linear Fluorescent
Recessed
Recessed Retrofit Kit
Surface
Track
Troffers
Wall Sconce

EPA Ratings
Lighting Layout Tool
Pole Assistance

Application Ideas
Education
Installation
Programs
FAQs
Return Policy
Other

Benefit: Improves engagement and consideration.
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U S A BILI T Y

Sticky Navigation

LOGO

Main Navigation

Main Navigation

Status / Sign Up / Log in

Search

CART

CART

As the user scrolls down, keep the navigation consistently accessible at the top of the browser; 
however, consolidate its functionality and size to allow for easy content viewing on screen.

Benefit: Improves engagement and consideration.
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Improve Search Functionality
Update search functionality to incorporate autocomplete for terminology, product images and merchandising. 
Also, placing text within the search box encourages usage (e.g., "enter product, code or brand").

U S A BILI T Y

E-CONOLIGHT:

HOME DEPOT: B&H PHOTO:

MORE TIPS: 24 Best Practice Tips for eCommerce Site Search Benefit: Improves engagement and consideration.
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U S A BILI T Y

Hook and Drive to Key User Pathways

LOGO

Main Navigation

Status / Sign-up / Login

Search

CART

Featured "hero" area for timely and 
high-impact visual communication,
e.g., sale, summer, new product, etc.

The e-conolight 
difference and credibility

Deal 
Highlights

Popular
Product

Popular
Product

Popular
Product

$ Deal

Create a strong first impression and emphasize the primary user pathways we want the user to go down (search/
nav, popular products, deals).  Embrace longer scrolling pages with additional content below the fold.

Benefit: Improves engagement and consideration.
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Clear Page Focus & Prioritization
It's easy for the eye to become overwhelmed on essential pages across the site. Create a clearer 
sense of focus and hierarchy on the key elements that we want the users to engage with.

Which product does the price 
belong too? It's part of the 
top product module, but its 
proximity says otherwise.

U S A BILI T Y

Mobile Home Page Order Review Category Page

Benefit: Improves engagement and consideration.
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Product Filters
For scalability and flexibility, it's best to reserve the left side of the page for a vertical filtering column. The 
categories within are prioritized based on A) what users want to know, and B) how the products are being tagged/
classified. The primary filters at the top remain open where less popular filters remain closed at the bottom.

Target: LL Bean: Home Depot: <--- Best Buy

U S A BILI T Y

Benefit: Improves engagement and consideration.
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Consolidate Redundancies
There are two completely different FAQ and Product Category pages with 
duplicative contents, only with different layouts, navigations and URLs.

U S A BILI T Y

Benefit: Improves engagement and consideration.
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Scannable Type Treatment
The typographic treatment requires refining and to be more scannable and understandable. Refrain from writing sentences 
in all caps as they read 10-15% slow. Serif fonts are generally more legible, especially in smaller sizes (like on mobile). 

Update the product titles and formatting to be more 
readable, understandable and search friendly.

U S A BILI T Y

Benefit: Improves engagement and consideration.
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Enforce Visual Consistency
Create a more consistent branding, image/graphic treatment, color representation and 
user interface conventions (buttons, menus, etc.) across the site experience.

Benefit: Improves sentiment and engagement.

M O D E R NI T Y
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M
O
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Optimize Template Layouts
Create a simpler grid system that brings more alignment and balance 
into the content pieces to reduce visual fatigue.

Benefit: Improves sentiment and engagement.
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Minimize Ornamentation
Minimize any excess visual friction of the interface by reducing unnecessary drop shadows, gradients, lighting 
effects, dimensions, treatment variations and grid columns/rows required. Embrace negative space.

M O D E R NI T Y

Benefit: Improves sentiment and engagement.
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Optimize Responsive Formatting
Fix the bugs, alignment, sizing and performance of how the website translates across browser 
sizes and devices. Also, consider wider dimensions for desktop and larger screen sizes.

A) Tablet formatting shifts functionality and 
content to awkward sizes and locations

B) Improve mobile sizing 
and readability. Also, "Live 
Chat" tends to blend visually 
with underlying page colors

C) Tie the menu button 
and menu panel 
closer together.

E) Improve balance, align-
ment and justification of 
UI elements on mobile.

D) 360º View on mobile has a 
bug that shows one angle as 
a static and compressed non-
product image saying "Not 
all heroes wear capes."

M O D E R NI T Y

Benefit: Improves sentiment and engagement.
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Iron Out The Details
Add helpful and unexpected microinteractions and visual details to improve the experience. 
These include rollover/hover states, animations, transitions, status indicators and more.

M O D E R NI T Y

Benefit: Improves engagement and consideration.

F) Iconography assists wayfinding: J) Hover state toggles alternate views:

K) Hover state triggers preview info:

A) Recommended location:

C) Compare to related 
products in thumbnail view:

B) Indicate purchased 
or visited items:

G) Provide access to the experts behind the products:

H) Shipping predictors inspire urgency:

D) Provide alternative viewing 
options on category pages:

E) Conveniently track the user's prod-
uct browsing history for later review:

I) Easy sharing of product 
and useful content pages:
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M O D E R NI T Y

Create & Integrate Guidance Content
Focus on creating, refining and integrating useful content within the site, as it 
can help solve people's problems and facilitate key decision making.

Benefit: Improves engagement, learning and loyalty.

Unearth buried guidance content 
and tie it to relevant products.

Build up "how to" video content. There 
is currently one video for entire site.
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Emphasize the Benefit
Highlight key brand/product benefits across the site experience at key impression/decision 
points. Use needs-based language as well, not just technical and sales language.

VA LU E

Benefit: Increases consideration and conversion.

Add an explana-
tion about why this 
is great and better 

than competing 
technologies 
and products

• Benefit number one
• Benefit number two
• Benefit number three

Add explanagtion of e-conolight difference and 
the unique value proposition we provide.

BENEFIT? BENEFIT?

BENEFIT?BENEFIT?
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Comparison, Upsell & Cross-sell
At the bottom of product pages, instead of leaving it as a dead end, add modules 
for comparing like products and upselling to bigger/better versions.

VA LU E

Benefit: Increases consideration and conversion.

FACTOR 1

FACTOR 2

FACTOR 3

FACTOR 4

THIS
PRODUCT

PRODUCT
B

Product Name

-Description-
-Price-

Thumbnail
image

Product Name

-Description-
-Price-

Thumbnail
image

Product Name

-Description-
-Price-

Thumbnail
image

PRODUCT
C

PRODUCT
D

How does it compare to related products

Related to this Item:

More Info: 

How retailers can keep up with consumers  

How to Use Upsells, Cross-Sells and Bundle-Sells to Increase Revenues           

Product Page Usability: Recommend Both Alternative & Supplementary Products 

UX Research: 3 Key Design Principles for Product Listing Information 
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Sign up / Log in

Search

CART

VA LU E

Optimized Checkout
The checkout process appears longer and more daunting than comparable e- com experiences. 
There are lots of opportunities to streamline and sand down points of friction.

Benefit: Improves conversion rate.

Remove the Cart Summary pop-up. It jar-
ringly takes over the user's experience when 
adding a product to the cart and can be 
more disruptive than helpful. Also, it's not 
attached to the shopping cart.

Try something more 
subtle, yet that still trains 
the user where the cart is 

and informs them of the 
successful add.

Light added!
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VA LU E

Optimized Checkout

Benefit: Improves conversion rate.

Not necessary to 
classify as a "step"

Not necessary to 
classify as a "step"

Refine steps to:
1 - Shipping 
2 - Payment

3 - Review & Submit

Account creation 
fields and submit 
button are exces-

sively large.

Increase email re-
cipients by having 

the email opt-in 
selected by default.
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VA LU E

Optimized Checkout

Benefit: Improves conversion rate.

Inconvenient sequencing.  
Start with Zip and prepop-
ulate City and State fields.  

"County" unnecessary.

Why can't I 
change my ship-

ping method?

Mobile has fewer 
perceived steps. No 

"Confirmation"

Remain flexible to various 
phone # input styles

Stack input fields into a 
single column so it's easi-

er to sequentially fill

Make sure to have "Bill 
to this address" on the 

Billing page
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VA LU E

Optimized Checkout

Benefit: Improves conversion rate.

Billing & Payment treated as two steps even though 
it's represented as one in the checkout flow.

Consider adding the convenience of digital 
wallets such as PayPal, Apple Pay and more.
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VA LU E

Optimized Checkout

Benefit: Improves conversion rate.

The Order Review page should look more conclusive, highlight the selected choices for 
easy validation and have a strong focus on placing the order.

Example of a more simple, 
sequential format with greater 
consistency in UI conventions.

ORDER REVIEW

   Shipping & Billing Address: edit

edit

 x 1 

    Payment info:

    Summary of Costs:

edit

edit

   Purchase Items: edit

Looks good?
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VA LU E

Build Credibility

Benefit: Decreases bounce rate.

Follow up with recent buyers and 
Incentivize ratings and reviews for 
key products.

Promote on 
homepage and
key pages

"The Perfect Retrofit!"

VS

Bring more of the security and ratings content forward so new prospects know they've found a 
trusted vendor. The smaller and less famous the business, the more important it is to establish 
credibility. Security badges and reassurances are also important during checkout.

Our homepage security/ratings communication:
(hidden in bottom left footer corner)

The homepages of Volt, PROlighting & 1000 Bulbs:

More Info: How Users Perceive Security During the Checkout Flow 
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VA LU E

Strengthen CTAs

Benefit: Improves consideration and conversion.

Strengthen the calls to action by both emphasizing them visually as well as using stronger verbs and 
action words (e.g., start, stop, discover, need, free, save, try, get, find, now, today, before, ends).
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Save for later?
ADD TO WISH LIST My Wish List

VA LU E

Add Wish List Feature

Benefit: Increases retention and conversion of returning users and mobile users.

For users who aren't ready to buy yet (30% of all purchases take place after the first visit), 
incorporate a wish list feature so they can easily save their wants and favorites.



66

Embrace Contextual Imagery
Unbury the rich, contextual image content and use it to sell the e-conolight difference and 
bring the various products to life (resources > applications ideas > subject > images).

Benefit: Improves sentiment and engagement.

DIFFE R E N TI ATIO N

Avoid flat, low-res imagery that doesn't 
highlight the product at its best.



67

Close the Gap
Small changes in functionality and communication at critical decision points 
can lead to bigger shifts in perception and habituation.

Benefit: Increases consideration and conversion.

B) Add an Autore-
order function to 

product pages and 
the checkout flow so 
users can subscribe 

to routine orders 
of routine goods.

C) Add communication around the long-
term savings and rebate opportunities be-
hind energy-efficient lighting solutions.

A) For products 
that are out of 

stock, provide a 
feature that let's 

users receive a 
notification when 
its available again.

Notify me when it's available

Autoreorder Every Week
2 Weeks
Month
2 Months
3 Months
6 Months

The cost to you now: 
Savings after 6 months:

1 year:
3 years:
5 years:

How about even
more $avings?

Activate an exclusive
$50 rebate here >

-$399.99
+$25
+$50
+$150
+$250

DIFFE R E N TI ATIO N
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LOGO

Main Navigation

Status / Sign up / Log in

Search

CART

Hero area and body 
content pushed below

Guided Selling
Provides a guided-selling search tool for novice prospects who aren't familiar with the technical 
vernacular of commercial lighting or for those having issues navigating the website.

DIFFE R E N TI ATIO N

Benefit: Increases engagement, consideration and decreases bounce rate for novice prospects.

GUIDE ME

Find Matches

Indoor Outdoor
Low
Price

High
Efficiency

10
Watts

200+
Watts

100
Watts

WHAT ARE YOU LOOKING FOR?
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Personalization for Logged-in Users

Benefit: Increases retention and engagement.

Reward returning users with curated recommendations based on their interests and history.

DIFFE R E N TI ATIO N

LOGO

Main Navigation

Status / My AccountWelcome back, Jack!

Search

CART

Hero area with occasional 
products or offers curated 

for the user

Product that the 
user frequently 
buys or views

Product that the 
user frequently 
buys or views

Product that the 
user frequently 
buys or views
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Refine Exclusive Tools

Benefit: Increases engagement and retention.

Improve the usability, design and accessiblity to e-conolight's exclusive web tools. 

DIFFE R E N TI ATIO N

Lighting Layout Tool Pole Assistance Tool

EPA Ratings Tool
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Tiered Loyalty Program
We can increase our retention by providing a tiered loyalty program and reward those who deserve it most. 
Every one of our competitors has an email CRM program, PROLighting has a simple "Pro Points" system, but 
none of them reward their customers by their level of loyalty/spending (like Delta, Starbucks or Zappos do).

DIFFE R E N TI ATIO N

My Rewards
Current Rewards Level: 

-Silver-

See Perks & Deals >

250 pts to next level

Hello, Jack!

Benefit: Increases engagement, conversion and retention.
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W H E R E  W E  A R E 
A N D  W H E R E  W E'R E 
G OIN G

What's Next

PHASE #2

Wireframe 
& Design

PHASE #3

Develop
& Launch

PHASE #1

Audit & 
Strategy

WE ARE 
NOW HERE

• SWOT Take-aways

• Personas & Strategy

• Design Principles & Recos



Thank You! 
   E-CONOLIGHT



Appendix
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U SIN G  C U R R E N T 
SI T E  B E H AV IO R 
T O  G UID E  F U T U R E 
I T E R ATIO N S

Key Site Analytics

GENERAL:
• Vistior Breakdown: New: 49.5%, Returning: 50.5%
• Bounce Rate: 45.11%
• Active Daily Users: 3,845
• Highest Traffic Days: Mondays & Wednesdays (8 am-3 pm)
• Lowest Traffic Days: Weekends (traffic drops by 50%)
• Avg. Page Views: 4.04 (New: 3.62, Returning: 4.64)
• Avg. Duration: 3:58 (New: 2:56, Returning: 4:58)

COMMERCE:
• E-com Conversion Rate Avg: 4.81% (Returning: 6.82%, New: 2.75%)
• For Transactions: 72% are Returning Visitors and 28% are New Visitors
• Avg. Order Value: $711.50

DEVICES:
• Usage: Desktop: 66%, Mobile: 25%, Tablet: 9%
• Bounce Rate is 2x Higher on Desktop than Mobile and Tablet
• 91% of Tansactions Occur on Desktop

ANALYTICS based on stats from Aug 1, 2016 - Jan 31, 2017
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Traffic Sources: Top Search Queries: Top Keywords:
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Top Products Purchased:

Page Views: Time to Purchase:
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e-conolightSTRENGTHS
+ Clear focus on quality 
and affordability

+ Unique "Lighting Layout 
Tool"

+ 360º product rotation

+ Obvious indicators for 
what is and isn't in stock

+ Live chat

WEAKNESSES
- Broken layout and content 
grid slow down reading 
speed and comprehension

- Color intensity and 
typographic treatment isn't 
optimized for scanning and 
easy comprehension

- "Lighting Layout Tool" is 
for experts only

- Lack of supporting 
visuals, graphics and icons

- Cart lacks emphasis

- Two more perceived steps 
at checkout

https://www.e-conolight.com/

Giving users a good lighting deal
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STRENGTHS
+ Provides helpful visual 
thumbnails in navigation

+ Upon scrolling, header 
shrinks and sticks to top to 
provide consistent help

+ "Add to favorites" 
function to encourage 
repeat buying

+ Integrates user-generated 
product content onto the 
website

+ Browsing history tracker

+ Dynamic search field

WEAKNESSES
- Readability and button 
size issues on mobile

- Site layout breaks on 
smaller browser sizes

- Grid-view layout makes it 
hard to scan content

Prolighting.com

https://www.prolighting.com/

Lighting basics, nothing fancy
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STRENGTHS
+ Contextual imagery and 
"Inspiration Gallery" add 
richness to site content and 
communication

+ Bold and differentiating 
brand elements

+ Provides useful "Resource 
Center" of how-to content 
for DIYers. Infographics.

+ Highlights benefits 
and claims to have "Best 
Service in the Industry"

+ Quick-order functionality

WEAKNESSES
- Poor readability, 
alignment and button 
sizing on mobile

- Occasional broken/buggy 
layouts and overlays

- The high-contrast black/
white/yellow can be 
overbearing

- No type-ahead search

Voltlighting.com

http://www.voltlighting.com/

Lighting for the DIY mentality
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STRENGTHS
+ Obvious credibility, 
security badges and 
warranty info upfront

+ Useful explanatory video 
content

+ Exposed side navigation 
makes site contents 
obvious

+ Strong content marketing 
and YouTube channel 
(utility, entertainment and 
sales)

WEAKNESSES
- Disorganized and 
unfocused homepage 
layout

- Major bugs in responsive 
browser formatting

- Inconsistent design 
patterns and image 
treatment

- No live chat

1000bulbs.com

Lighting, gadgets and decor-related goods

https://www.1000bulbs.com/
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STRENGTHS
+ Simple mobile site that 
puts lighting front and 
center

+ Navigation items collapse 
under singular button on 
subpages. Fine-tuned 
product filtering

+ Content and functionality 
focused more on assisting 
professionals

+ Autoreorder and dynamic 
search

WEAKNESSES
- Immediate landing 
experience requests sign-in

- Not lighting focused. 
Provides shallower content

- Lacks design 
differentiation between 
features, functionality and 
typography

- Only ships specific 
quantities

Grainger.com

https://www.grainger.com/

For professionals  who like getting their hands dirty
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STRENGTHS
+ Product pages show how 
many are in stock in store. 
Free in-store pickup

+ Modern UI with clean 
layouts, iconography, and 
subtle transitions that help 
guide user

+ Anticipates user needs 
well through filling default 
fields and error prevention

+ Dynamic search

+ Contextual image views

+ Considered to have the 
#2 best checkout flow by 
Baymard Institute

WEAKNESSES
- Not lighting focused. 
Provides shallower content

- No gifting option

- Confusing shipping vs. 
pick-up options require an 
extra step

Homedepot.com

http://www.homedepot.com/

Project-focused goods - contractor friendly
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STRENGTHS
+ Navigation items collapse 
under singular button on 
subpages

+ Clean and easy-to-
navigate layout & dynamic 
search

+ Easy sharing options on 
product pages

+ Provides a curated 
resource of related and 
influential blogs

+ Has "Get Inspired" 
content at the bottom of 
category pages

WEAKNESSES
- Not lighting focused

- Layout breaks at different  
browser sizes

- Site ads lack polish and 
are placed haphazardly 
throughout interface

- No centralized area for 
how-to content

Lowes.com

https://www.lowes.com/

Project-focused goods and inspiration
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Content & Nav Hierarchy
P R O LIG H T I N G

H O M E  D E P O T

V O LT  LIG H T I N G 10 0 0  B U L B S L O W E'SG R A I N G E R E- C O N O LIG H T



Social/Content Marketing Stats

COMPANY

OVERALL

1. Audience size
2. Content focus
3. Post frequency
4. Engagement

= High Engagement

•1,890 followers
•Inspiration & deals
•Daily posts
•Low. engmnt

•315 followers
•User-gen & product 
focused
•Posts 2x per week
•Med engmnt

•2 followers
•Product focused
•14 pins
•No engmnt

•Utility & product 
focused
•Posts weekly

Deal & product 
focus. No video or 
how-to content. 
Minor user-gen & 
company content.

•170 followers
•Deal focused
•Monthly posts
•Low engmnt

•29 followers
•1 post total
•No engmnt

•100 followers
•18 updates
•Low engmnt

•9,030 followers
•Deals & news
•Weekly posts
•Low engmnt

•255 followers
•Deals & products
•Weekly posts
•Low engmnt

•22 subscribers
•Utility focused
•1 video
•13,150 views

•Utility focused
•Stopped Sept 2016

•42 followers
•Stopped 2014
•Low engmnt

Focus on deals and 
minor utility. No 
videos. Only Face-
book and Twitter 
are active/used.

•13,105 followers
•Deal focused
•Weelky posts
•Low engmnt

Deal & utility fo-
cused. Investing in 
YouTube channel. 
Same content re-
used.

•445 followers
•Deal focused
•Monthly posts
•Low engmnt

•200 followers
•Deals & news
•7 posts total
•Low engmnt

•6 followers
•1 post total
•No engmnt

•265 followers
•1 update
•No engmnt

•715 subscribers
•Utility-focused
•30 videos total
•907,000 views

•147,700 followers
•Inspiration, utility 
& deals
•Daily posts
•Med. engmnt

•6,300 followers
•Inspiration-focused
•Daily posts
•Low engmnt

•1,310 subscribers
•Utility-focused
•1,080 videos total
•2.8MM views

•920 followers
•Inspiration-focused
•Stopped 2015
•Med engmnt

•4,100 followers
•Inspiration/product 
focused
•4,700 pins
•Low engmnt

•Utility & inspiration 
focused
•Posts 2x per week

More inspiration.
Higher engagement.
across allchannels.
Not just lighting.

•1,180 followers
•Posts x2 per week
•Low engmnt

•935 followers
•125 updates
•Low engmnt

•2.7MM followers
•Inspiration & utility
•Posts 2x per week
•High engmnt

•552,100 followers
•Inspiration & prod-
uct focused
•4.6MM pins
•High engmnt

•Inspiration, utility & 
product focused
•Posts weekly

Heavy on inspiration 
and how-to. Focus 
on "home projects." 
Highly engaged au-
dience. Broad focus.

•347,000 followers
•Inspiration & news
•Daily posts
•High engmnt

•313,000 followers
•Inspiration & utility
•Posts 2x week
•High engmnt

•996,100 followers
•Inspiration & utility 
focus
•Posts x2 per week
•Med. engmnt

•267,100 followers
•295 updates
•High engmnt

•133,600 subscribers
•Inspiration & utility
•1,380 videos total
•60MM views

•3.8MM followers
•Inspiration & utility
•Posts 3x per week
•High engmnt

•3.4MM followers
•Inspiration & prod-
uct focused
•981,500 pins
•High engmnt

Content is very 
custom and creative. 
Highly engaged 
audience. Focus on 
"home projects." Has 
unique Vine account.

•246,000 followers
•Inspiration, enter-
tainment & news
•Daily posts
•Med. engmnt

•365,000 followers
•Inspiration & utility
•Posts 3x week
•High engmnt

•1MM followers
•Inspiration, enter-
tainmnt & utility
•Stopped 2015
•Med. engmnt

•184,100 followers
•232 updates
•Med. engmnt

•266,800 subscribers
•Inspiration & utility
•770 videos total
•97MM views

•194,000 followers
•Inspiration & utility
•Posts 3x per week
•Low. engmnt

•Inspiration & utility 
focused
•Posts every other 
month

Celebrate the people 
behind the projects. 
Focused on quality 
video content. Focus 
on the main social 
channels.

•24,400 followers
•Inspiration, utility 
& news
•Daily posts
•Med. engmnt

•4,300 followers
•Inspiration focused
•Posts 3x week
•Low engmnt

•2,100 followers
•Product & utility
•Stopped 2015
•Low engmnt

•90,000 followers
•223 updates
•Med. engmnt

•3,860 subscribers
•Inspiration & utility
•720 videos total
•4.6MM views
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W H AT  W E  A N A LY Z E 
W H E N  E VA LU ATIN G 
IN T E R AC TI V E 

UX Evaluation Criteria
• User Value - Why would the user care about this? What sticks/carrots hinder or help their 

experience? What do they want to know, feel and do? 

• Differentiation – How is this experience unique, valuable and memorable? 

• Hierarchy – What’s the main focus and priorities of the experience and its components? 

• Navigation - How do people take control, navigate, and access what they’re looking for? 

• Flow - How do users move through the different pathways of the system? 

• Language - How is the user spoken to? What's being said? And with what tone? 

• Content - What kind of content is used for communication and how? 

• Utility – What unique features, tools, resources and affordances are provided to assist the 
user? 

• Simplicity – What is the range of variety, depth and breadth of design elements? Info 
overload? 

• Accessibility - How does this cater to a range of different users with differing abilities? 

• Interactivity - How are the users guided and stimulated via interactive cues, transitions, 
feedback and troubleshooting? 

• Aptitude- Is this experience geared more for beginners, intermediate or experts in the 
area?

• Time - How long are users expected to spend on this experience?  

• Responsiveness - How does this work across different contexts and devices? 

• Personalization - How does this experience cater to a specific user? How does it learn and 
grow over time? 

• Aesthetics - How does this stimulate the senses to communicate what is needed for the 
user and brand? 

• Consistency – What is consistent/inconsistent throughout the experience? 

• Credibility - Is this experience noted as reliable, safe and trustworthy?
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VA R IO U S  S O U R C E S 
2017 Lead Generation Best Practices

• DRIVE ACTION
• Make CTAs obvious across user’s journey.

• Provide clear, accessible contact information.

• Use powerful action verbs to encourage desired user action.

• Incentivize prospects to give their contact info (for exclusive content, white papers, tools, tips, etc).

• Make key conversion points and lead gen forms easily accessible throughout experience.

• CREATE EASE
• Provide clean and consistent navigation and functionality.

• Increase comprehension by limiting choices, embracing white space and increasing text contrast.

• Be polite in language and interactivity.

• Explicitly organize and differentiate information.

• Be relatable and speak the user’s language.

SOURCES:

http://unbounce.com/lead-genera-
tion/32-lead-generation-tactics/

http://blog.hubspot.com/marketing/begin-
ner-inbound-lead-generation-guide-ht

https://vtldesign.com/web-strategy/on-
line-lead-generation-through-your-website/

https://blog.kissmetrics.com/lead-generat-
ing-website/

http://adage.com/article/btob/practic-
es-3-pillars-lead-generation/290047/

https://vwo.com/blog/conversion-optimiza-
tion-best-practices/

• DEMONSTRATE VALUE
• Explain the key benefits of the product or service.

• Highlight prices and special offers. 

• Provide explicit details, examples and comparisons.

• Establish credibility by sharing testimonials and acclaim.

• Provide personalization when possible (without being creepy).

• Maximize content quality and consistency.

• Provides balance, alignment and consistency of content.

• Provide deeper info for interested users who want to explore and learn more.

• Optimize Continuously
• Test, test, test: A/B test various options on real users to maximize chances of success.

• Use every touchpoint as an opportunity to provide value. Optimize the entire process from 
lead capture > qualification > nurturing > conversion > retention.
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VA R IO U S  S O U R C E S 
2017 UX/UI Design Trends

SOURCES:

http://www.awwwards.com/free-e-book-ux-
design-trends-2015-2016.html

http://www.awwwards.com/6-web-design-
trends-you-must-know-for-2015-2016.html

http://usabilitygeek.com/10-ux-design-
trends-2015/

http://uxmag.com/articles/the-top-ux-pre-
dictions-for-2016

http://designmodo.com/web-design-
trends-2016/

http://ideaware.co/ux-design-trends-2016/

• Responsiveness - effective formatting and task flow across major device and browser dimensions.

• Flat Design - removing unnecessary ornamentation that could potentially create visual noise or dis-
traction (shadows, reflections, gradients, borders, etc.).

• Microinteractions - leveraging every interactive detail as an opportunity to demonstrate our 
thoughtfulness and consideration.

• Large-format Imagery - embracing larger and higher-quality photography and graphic imagery.

• Background Animation/Video - showing subtle animation or video for key background areas (ver-
sus static color or imagery).

• Story-driven and contextual content - providing content that sets the context and story around the 
product (embracing a more needs-based approach).

• Personalization - custom content curation based on user’s previous behavior (via cookies or track-
ing while logged in).

• Optimized Typography - refining font choices, kerning, leading, paragraph width and negative space 
to maximize content comprehension.

• Embracing Iconography - incorporating iconography to simplify text, imagery and navigation.

• Longer Scrolling (where relevant) - embracing longer pages and providing navigation up and down 
the page. 

• Motion and Transitions - using motion and depth to bridge distinct areas, interactions, and content 
states (material design).

• Modular Card Formatting - formatting content into modular cards for better scale, customization 
and adaptability.

• Minimal Form Fields - only asking users for the essential (e.g. username = email address, single pass-
word fields).

• Meaningful Gamification - incorporating microincentives and thoughtful mechanics for tedious on-
line tasks.

• Speed, speed, speed - optimizing load time and making every millisecond count. Don’t make the 
user wait.

• Consistency across Platforms - preventing unnecessary variation among branding elements.
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NIE L S E N  N O R M A N 
G R O U P The 10 Usability Heuristics of UX

SOURCES:

https://www.nngroup.com/articles/ten-us-
ability-heuristics/

https://medium.com/ux-planet/golden-rules-
of-user-interface-design-19282aeb06b#.
h59gdys5b

• Visibility of system status - The system should always keep users informed about what is going on, 
through appropriate feedback within a reasonable time frame.

• Match between system and the real world - The system should speak the user's language, with 
words, phrases and concepts familiar to the user, rather than system-oriented terms. Follow re-
al-world conventions, making information appear in a natural and logical order.

• User control and freedom - Users often choose system functions by mistake and will need a clearly 
marked "emergency exit" to leave the unwanted state without having to go through an extended 
dialogue. Support undo and redo.

• Consistency and standards - Users should not have to wonder whether different words, situations, 
or actions mean the same thing. Follow platform conventions.

• Error prevention - Even better than good error messages is a careful design that prevents a problem 
from occurring in the first place. Either eliminate error-prone conditions or check for them and pres-
ent users with a confirmation option before they commit to the action.

• Recognition rather than recall - Minimize the user's memory load by making objects, actions and 
options visible. The user should not have to remember information from one part of the dialogue to 
another. Instructions for use of the system should be visible or easily retrievable whenever appropri-
ate.

• Flexibility and efficiency of use - Accelerators -- unseen by the novice user -- may often speed up 
the interaction for the expert user such that the system can cater to both inexperienced and experi-
enced users. Allow users to tailor frequent actions.

• Aesthetic and minimalist design - Dialogues should not contain information which is irrelevant or 
rarely needed. Every extra unit of information in a dialogue competes with the relevant units of infor-
mation and diminishes their relative visibility.

• Help users recognize, diagnose and recover from errors - Error messages should be expressed in 
plain language (no codes), precisely indicate the problem and constructively suggest a solution.

• Help and documentation - Even though it is better if the system can be used without documenta-
tion, it may be necessary to provide help and documentation. Any such information should be easy 
to search, focused on the user's task, list concrete steps to be carried out and not be too large.
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B O O K: 
D E SIG NIN G  T H E 
U S E R  IN T E R FAC E,
A U T H O R:  B E N 
S H N EID E R M A N

8 Golden Rules of Interface Design

SOURCES:

http://www.amazon.com/Designing-Us-
er-Interface-Human-Computer-Interaction/
dp/0321537351

http://www.designprinciplesftw.com/collec-
tions/shneidermans-eight-golden-rules-of-in-

• Strive for consistency - Consistent sequences of actions should be required in similar situations; 
identical terminology should be used in prompts, menus and help screens; and consistent com-
mands should be employed throughout.

• Enable frequent users to use shortcuts - As the frequency of use increases, so do the user's desires 
to reduce the number of interactions and to increase the pace of interaction. Abbreviations, function 
keys, hidden commands and macro facilities are very helpful to an expert user.

• Offer informative feedback - For every operator action, there should be some system feedback. For 
frequent and minor actions, the response can be modest, while for infrequent and major actions, the 
response should be more substantial.

• Design dialogue to yield closure - Sequences of actions should be organized into groups with a be-
ginning, middle, and end. The informative feedback at the completion of a group of actions gives the 
operators the satisfaction of accomplishment, a sense of relief, the signal to drop contingency plans 
and options from their minds, and an indication that the way is clear to prepare for the next group of 
actions.

• Offer simple error handling - As much as possible, design the system so the user cannot make a 
serious error. If an error is made, the system should be able to detect the error and offer simple, 
comprehensible mechanisms for handling the error.

• Permit easy reversal of actions - This feature relieves anxiety, since the user knows that errors can 
be undone; it thus encourages exploration of unfamiliar options. The units of reversibility may be a 
single action, a data entry or a complete group of actions.

• Support internal locus of control - Experienced operators strongly desire the sense that they are 
in charge of the system and that the system responds to their actions. Design the system to make 
users the initiators of actions rather than the responders.

• Reduce short-term memory load - The limitation of human information processing in short-term 
memory requires that displays be kept simple, multiple page displays be consolidated, window-mo-
tion frequency be reduced and sufficient training time be allotted for codes, mnemonics and se-
quences of actions.
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FAC T O R S  T H AT 
IN LU E N C E  T H E  U X 
O F  E- C O M M E R C E 
P L AT FO R M S

E-com Factors to Consider

SOURCES:

The Baymard Institute - http://baymard.
com/

Current Commerce - http://currentcom-
merce.com/ecommerce-audit-check-
list-template/

Volusion - https://www.volusion.com/ecom-
merce-blog/articles/tips-to-audit-ecom-
merce-website-for-conversions/

CHECKOUT FLOW

Shopping Cart & “Added to 
Cart” Behavior

Add to Wishlist Behavior

Account Selection & Creation

Customer & Address 
Information

Gifting Flow & Features

Shipping & Store Pickup

Payment Flow & Methods 
(Incl. 3rd-Party)

Credit Card Form

Save Card

Order Review

Gift Card Input

Coupon Input

User Attention & Interactions

Cross-sell, Upsell, & Bundling

Form Design & Features

Validation Errors & Data 
Persistence

Address Validators

Field Labels & Microcopy

Field Design & Features

Default Values & 
AutocompletionOrder 
Confirmation & Email

Save Cart & Exit

Abandon Cart Email

MOBILE-SPECIFIC

Simplified Layout

Appropriately Sized Text 
and Buttons

Touch Keyboard

Reduced File Sizes for 
faster Load Speed

Context Awareness and 
Geo-location

No Hover States

Mobile Landing Pages

HOME & CATEGORY PAGES

Homepage

Intermediary Category 
Pages

Category Taxonomy

Tagging of key Content

Product Lists

Site-wide Layout

Cross-navigation & Selling

Lifestyle Imagery

Prominent fresh Content

Featured Products

PRODUCT PAGES

Loading Products

Product Thumbnails

Comparison Tool

Product Views

Ratings & Reviews

Product Details

Instructions & 
Troubleshooting

Related Products

Cross-sell, Upsell & 
Bundling

Social Integration

Specials/Deals

NAVIGATION & SEARCH

Main & Subnavigation

Footer Navigation

Breadcrumbs

Filtering & Sorting

List Layout

Personalization

Scope & Logic

Applying & Applied Filters

Query Types

Search Form & Logic

Autocomplete

Results Logic & Guidance

Results Layout

Results Filtering & Sorting

GENERAL

Load Speed

Interface and Layout

Modern Aesthetic

Unobtrusive Branding

Obvious Contact Info and 
Phone Number

Return Policy

Privacy Policy

Security Credentials

Hover & Hit Areas

FAQ's
MISCELLANEOUS

Regularly Updated Blog

Social Presence

Newsletter Sign-up
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S O C I A L  A N D 
P SYC H O LO GIC A L 
FAC T O R S  T H AT 
IN FLU E N C E 
P U R C H A S E 
D ECISIO N S

Key Behavioral Economic Principles

SOURCES:

http://www.slideshare.net/sitevisibility/15-be-
havioural-economics-principles-to-in-
crease-conversions

http://www.slideshare.net/Vyshnavi/be-
havioural-economics-and-digital-marketing

http://www.slideshare.net/neerupaharia/
behavioral-economics-and-decision-mak-
ing-1776713

http://www.slideshare.net/philipde-
meulemeester/behavioural-economics-in

http://ewp.industry.gov.au/sites/prod.ewp/
files/submissions/Energy%20White%20Pa-
per/EWPGP128-802.pdfterface-design

• Framing - people are influenced by the way choices are framed (e.g., 90% lean vs. 10% fat). 

• Chunking - the way a task is presented and parsed affects people’s willingness to accept and com-
plete it. 

• Choice Architecture - choice is relative to what you can have, not absolutely about what you want. 

• Paradox of Choice - too much choice leads to decision paralysis. (Create focus around one or two 
options). 

• Status quo Bias - people often follow the path of least resistance when given multiple options. 

• Knowledge Bias - the tendency of people to choose the option they know best rather than the best 
option. 

• Decoy Effect - preferences change when there is a third option that is asymmetrically dominated. 

• Social Proof/Conformity - tendency of people to assume the actions of others reflect correct behav-
ior for a situation. 

• Goal Dilution - when multiple goals are pursued, they are less effectively achieved than goals pur-
sued individually. 

• Power of Now - (aka hyperbolic discounting) people engage less with future events than they do 
current events (e.g. smoking, 401k). 

• Scarcity - absence and exclusivity make desires and curiosity grow stronger. 

• Loss Aversion - the tendency that people fear the pain of loss more than the pleasure of gain. 

• Endowment Effect - the tendency of people to place more value on things because they own them. 

• Anchoring - the tendency to rely too heavily or “anchor,” on a past reference or on one trait when 
making decisions. 

• Transparency/Disclosure of Conflict - people are more likely to listen if the conflicts are disclosed 
upfront. 

• Reciprocity - the need to return a favor that was done for oneself. 

• Feedback Loops - create pathways of desired behavior by presenting progress (or lack thereof) 
back to oneself. 

• Price Perception - the price that is demanded for something signifies its value. FMRI studies find 
that participants experience more pleasure with $35 wine than with $5 wine. 

• Pain of Paying - people experience less pain when they pay with credit, not cash (abstract vs. liter-
al).
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B E S T  IN  C L A S S:
V O L K S W A G E N

Provides 
personalization and 
product matchmaking

Clear steps and 
wayfinding

Real-time interface 
updating

Useful transitions and 
microinteractions

Providing Personalization Where Possible

https://www.vw.com/
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B E S T  IN  C L A S S:
O S C A R  IN S U R A N C E

OBSERVATIONS:

Approachable and 
human tone

Guided  selling

Clear steps

Makes sense of 
complex, technical 
terminology

Uses natural 
language forms

Helps users save 
money and time

Providing Guidance & Warm Tonality

https://www.hioscar.com/
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Update header to include images and list categories 

alphabetically. If users are looking for tracking lighting and don't see 

it in the navigation, they may bounce. The cart and free shipping 

promotional banner should be also more visually distinct.

1. Consider adding images for each item to the current megamenu. The single 

image currently displayed does not show the diversity of product or carry 

meaning for the user. 'Megamenus offer at least two huge benefits:

• They let you structure choices into panels or subareas

• They let you Illustrate choices

2. Within the megamenu, alphabetize the items in columns, not rows. People tend to scan vertically. 

3. Make the cart and free shipping promotional banner more visually distinct. 

4. List the location of e-conolight to help remove fear of scams or credit card fraud.

More Info: Mega Menus Gone Wrong 	

	 								How to Design Websites That Mirror How Our Eyes Work 	

	 								How The Best E-commerce Sites Convert Millions Of Customers 

Navigation
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Overall Takeaway: The site map-style megafooter is strongly 

recommended for e-commerce sites. Once your user scrolls to the 

bottom, they need a quick and easy way to jump around your site.

• Footer can remain a megafooter that acts as a site map or 

be paired down to the most useful elements. 

• The site map-style footer resulted in a 23.77% uplift in sales 

conversion and a 15.99% uplift in revenue per visitor.

More Info: How does your website footer impact conversion? 

FooterB AC KG R O U N D 
FIN DIN G S
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Overall Takeaway: Improve internal search usability and visibility. 

1. Internal search should be easy to locate when a user lands on your shop. 

• 30% of visitors will use internal search

• The average revenue generated was highest from visitors who performed searches

2. Users expect to find search in the top right or top middle of 

the screen. Target and Amazon get this right. 

Improving Usability

30%
OF VISITORS 

WILL USE SEARCH

B AC KG R O U N D 
FIN DIN G S
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Here is a list of other search features 

and functionality to take into account: 

• Make the search input available in the search results page

• Offer scoped search so users can search within a category

• Autocomplete search queries as users type

• Autocorrect search query misspellings for more useful results

• Offer related or relevant products when search queries return no products

• Make sure your search performance is fast and can handle multiple concurrent searches

More Info: How The Best E-commerce Sites Convert Millions Of Customers 

Search
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Lose the slider in favor of giving more real estate to your 

main featured product, promos/deals. Don't worry about keeping everything 

above the fold. 65.7% of reader engagement occurs at and below the fold. 

1. Give more real estate to your main featured product, promos / deals. Don't worry about keeping 

everything above the fold. 65.7% of reader engagement occurs at and below the fold. 

2. Take care that if artwork used for desktop is reused in mobile, it remains legible.

3. If you keep slides, follow these best practices: build slides with HTML text  

instead of static images, slide speed of 5-7 seconds.  

More Info: 8 UX Requirements for Designing a User-Friendly Homepage Carousel 

Carousel Usage

OVER

65%
OF READER 

ENGAGEMENT OCCURS 
BELOW THE FOLD

< WHERE WE SPEND TIME READING

More Info: Homepage Usability: Can Users 

Infer the Breadth of Your Product Catalog? 

T O P  O F  PA G E

DIGI TA L  FO L D

E N D  O F  C O N T E N T

6 5 .7 %  

O F  E N G A G E M E N T 

B E L O W  T H E  FO L D

Data from 1 million visitors on  
10 publishers over 24-hour peri-

E N G A G E M E N T

L O W HIG H
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Explore ways to showcase a diverse set 

of products on the homepage, making sure to include some 

images and links to categories and subcategories.

1. Whenever landing at a new site’s homepage, 25% of the test subjects 

consistently scrolled far down the homepage and then back up again in 

order to quickly establish an impression of the site’s product range. 

2. If the homepage content displays a very narrow selection of products, first-time users  

are likely to adopt a similarly narrow understanding of the site’s product catalog.

3. Feature at least 30% of main categories ("best sellers" or "featured")

Product Showcase

FEATURE AT LEAST

30%
OF MAIN CATEGORIES
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Small changes could benefit usability. Use hover 

states to show alternate products or product views. Highlight new, best-

selling or featured products at the top of the grid. In mobile, display 

categories in a 2x2 grid just as the subcategory pages do.

1. Hover states to show alternate products or product views.

2. Alphabetize the items in columns, not rows. People tend to scan vertically.

3. Use the opportunity to highlight new, best-selling or featured products at the top of the grid.

4. In mobile, the grid collapses into an accordion-style navigation pattern. It should display categories 

in a 2x2 grid just as the subcategory pages do. Yes, users will have to scroll more, but the benefit 

of the images is great, and the tolerance for scrolling is much more than most people think.

More Info: UXMyth, Myth #3: People don’t scroll 

Presentation of Product
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Product details should be bulleted and consistent from 

entry to entry. 2-5 lines detailed product specs should not be in headlines, 

but rather should be included in quick view and product pages.

1. 50% of e-commerce sites make it needlessly difficult to scan and read 

the included product attributes, because it’s all just included as one long 

“product title," cramming in 2-5 lines full of technical specs.

2. 76% of sites neglect the principles of progressive disclosure and always display 

the same amount of information for all product list items, instead of progressively 

showing extra information for items the user has shown an interest in. 

More Info: UX Research: 3 Key Design Principles for Product Listing Information 

Scannability through 
Separate Entities
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B AC KG R O U N D 
FIN DIN G S

Overall Takeaway: Clearly mark optional and required fields and 

eliminate unnecessary fields. Ask for post-purchase reviews by 

email. Consider using a third-party reviews provider.

1.  Distinguish optional and required fields. First, eliminate as many optional 

fields as possible (see the first recommendation above). Limit the form to 

only one or two optional fields, and clearly label them as optional. 

2. Every time you cut a field or question from a form, you increase its 

conversion rate—the business case for this guideline is that simple.

3. Follow up post-purchase by email asking for a review—possibly with an incentive.

4. Consider third party reviews provider—Yotpo has already been 

recommended and Reevoo is another option.

More Info: Website Forms Usability: Top 10 Recommendations  

             E-commerce consumer reviews: why you need them and how to use them 

Gather Reviews for SEO 
and Trustworthiness 



E-CONOLIGHT WEBSITE   AUDIT & RECOMMENDATIONS   105

Overall Takeaway: Revise quick views content to make sure it 

is consistent and helpful. Always include a list of applications 

and/or features. Consider displaying 360° or video.

1. To ensure that quick views offer extra information that helps the user make the 

purchase, consider displaying 360° or video, and always include applications 

lists or features lists that will give the user more helpful information. 

More Info: Product List Usability: Avoid Quick View Overlays 

B AC KG R O U N D 
FIN DIN G S Usefulness of Quick Views
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Overall Takeaway: Visually indicate when an item has been added to the cart 

or has been visited within the product grid. This makes it easier for the user to 

find/avoid previously viewed or purchased items as they continue to shop.

1. Create an opportunity for upsell/cross-sell by adding links 

to "see matching accessories", "change quantity"

More Info: Product Listing UX: Highlight Items Already in the User’s Cart (96% Don’t) 

B AC KG R O U N D 
FIN DIN G S Indicate “Purchased”  

and “Visited” Items
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Overall Takeaway: Recommend additional products that are supplementary 

("accessories", "pack of 3") AND ones that are alternative ("similar 

products"). Aim for a diverse set of recommendations and link to their 

categories so the user can easily jump to recommended products.

1. 35% of Amazon revenue and 75% of Netflix revenue can be attributed to 

recommendations. Products should be diverse to help inform user of 

breadth of catalogue (include links to categories for bonus points).

2. Are there potential upsells? Research indicates that upselling performs 

20 times better than cross-selling on product pages. 

•  Could upsells and cross sells work on the checkout page? "Last minute additions?"

More Info: 

How retailers can keep up with consumers  

How to Use Upsells, Cross-Sells and Bundle Sells to Increase Revenues           

Product Page Usability: Recommend Both Alternative & Supplementary Products 

B AC KG R O U N D 
FIN DIN G S Cross-sells, Upsells & Bundling

UPSELLING PERFORMS 

20x
BETTER THAN 

CROSS-SELLING
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Overall Takeaway: The site does not currently offer 

a way to compare products. Linking to ready-made 

comparison charts and other resources will help 

users compare technical specs within a given range 

of products and also be a good way to boost SEO 

with new, relevant, keyword-infused content.

1. Link to ready-made comparison charts, like Apple does. 

2. Create more resources that compare technical specs within 

a given range of products and that address compatibility 

of products and then link to those within relevant product 

pages themselves. This would also be a good way to boost 

SEO with new, relevant, keyword-infused content. 

•  64% of e-commerce sites impede users' ability 

to compare the product in their lists due to 

inconsistencies in the listed product attributes.

More Info: UX Research: 3 Key Design Principles for Product Listing Information 

B AC KG R O U N D 
FIN DIN G S Product Comparison
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B AC KG R O U N D 
FIN DIN G S Steps in the Checkout Flow 

1 ,044 RESPONSES  |  US ADULTS  |  2016 © baymard.com/checkout-usability

"Have you abandoned any online purchases during the checkout process in the past three months? If so, for what 
reasons?" Answers normalized without the "I was just browsing" option, and with "Extra Costs" removed. 

Reasons for Abandonments During Checkout

Extra costs too high 
(Shipping, tax, fees)

The site wanted me to 
create an account

Too long/complicated 
checkout process

I couldn't see / calculate 
total order cost up-front

Website had errors/
crashed

I didn't trust the site with 
my credit card information

Delivery was too slow

Returns policy wasn't 
satisfactory

There weren't enough 
payment methods

The credit card was 
declined

61%

35%

27%

24%

22%

18%

16%

10%

8%

5%

EXTRA COSTS  
ARE THE CAUSE OF 

60%
OF CHECKOUT 

ABANDONMENTS
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Overall Takeaway: The flow has the right number of steps and all the right 

elements in place, but a visual redesign of entire checkout process (layout, 

typography, font size, color scheme) will increase the perception of credibility.

1. Nearly half of all consumers (or 46.1%) in the study assessed the credibility of sites based in part on the 

appeal of the overall visual design of a site, including layout, typography, font size and color schemes. 

2. Name fields could be combined into a single name field. 

• "42% of the test subjects typed their full name in the first name field at least once 

during testing, and often repeated the mistake on several sites in a row."

• The trade-off is that your data would be less structured. If you need first and last names 

to be separate for data purposes, combining them into one field is not recommended.

3. e-conolight's checkout flow has five steps and 11 fields (18 when billing is different - appropriate for 

B2B) 

• Average steps in a checkout flow: 5.42/ Average number of form fields in a checkout flow: 14.88 

(23.48 total form elements) (http://baymard.com/blog/checkout-flow-average-form-fields)

More Info: Stanford Web Credibility Research 	

	 								The Average Checkout Flow Has 14.88 Form Fields – Twice as Many as Necessary 

B AC KG R O U N D 
FIN DIN G S Steps in the Checkout Flow 
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B AC KG R O U N D 
FIN DIN G S Steps in the Checkout Flow 

AMONG THE TOP 50/100 GROSSING US ONLINE RETAILERS © baymard.com/checkout-usability

The number of checkout steps (2012 vs. 2016)

Extra costs too high 
(Shipping, tax, fees)

1%

2012: 5.08 steps average

2016: 5.42 steps average

1 2 3 4 5 6 7 8 9

4%

9%

22%

11%

4% 3%

28% 28%

18%

2% 2%

16% 16%

36%
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Overall Takeaway: Reinforce the credit card screen to increase 

perception of security by adding numbers to he progress bar, 

trustworthiness icons (padlock) and seals (SSL seal).

1. Add numbers to the checkout progress bar to give users a sense 

of forward momentum and a finite end to the process. 

2. Visual changes made to checkout should also be applied to Order Status and My Quote pages. 

3. Microcopy, a padlock icon, visual encapsulation in a gray box and a logo from a security seal 

enhance this credit card screen's trustworthiness. 

• 18% of users have abandoned a checkout because they didn't 

trust a site with their credit card information.

• Adding any visual icon will enhance perceived security. Users' trust is increased 

by SSL seals (Norton, Comodo, GeoTrust, etc.), trust seals (BBB Accredited, 

Google Trusted Store, etc.), and made-up symbols (in that order).

More Info: How Users Perceive Security During the Checkout Flow 

B AC KG R O U N D 
FIN DIN G S Perception of Security of Checkout

Adding any visual icon will 
enhance perceived security.
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This mockup illustrates how a payment form may emphasize its security through visual 

cues such as microcopy, the use and position of site seals and a padlock icon, along with 

a visual encapsulation of the sensitive credit card fields via a gray background color.

B AC KG R O U N D 
FIN DIN G S Perception of Security of Checkout


