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01 Footprinting the e-Shop

General e-Shop structure, Top5 pages, 

Relevancies, ….



Simple structure of e-Shop
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Top 5 pages & relevancy
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Drop-out ratios
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Consider the following: You want to gather information about various products 

in an online shop. How do you find your desired products within the Online 

shop?

How do you find your desired products within an online store? 
(Source: Survey “In Focus 01”, September 2007, dmc digital media center GmbH)
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02 Inside the user

User expectations, Using scenarions, 

User centric design, ….



User expectation matrix

• You have to know what your customers wants!

• Great Methodology, 

based on user behavior monitoring and surveys

• Describing „common sense“ of placement

• Reduce failures in creating e-Shop footprint



User expectation matrix – the approach



Where do users expect navigation?

User expectation matrix

Beginner
(no expectation: 9,6%)

Advanced user
(no expectation: 15,4%)

Expert user
(no expectation: 8,7%)

(Also availbale for „Search box“, „Shopping cart“, etc.)



Gues what people think about such a long footer on a 
shopping website?



Question: In an online store they offer you accompanying information, service 

and advice on bottom of the page. How do you think?

Example test scenario: Central footer with service information
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Why you should know user expectation?

• Users of websites often behave differently than expected.

• What the designer (and often the company) like, is not relevant 
to shopping portals. 

• The consumer buys within the shop. Nobody else!

• Encourage the team to go new ways. 

• But: Ideas and concepts should be reviewed to ensure that they 
are accepted by the users.

User centric design



• The following methodology is different from the pure 
doctrine (ISO 13407)

• Adaption to specific requirements of e-commerce projects 

• Take user feedback in the design phase 

• Space for ideas and experiments 

• Find out problems early 

• Lower risk for the result

Focus on the users expectations

User centric design



Methodology overview



03 Do or not to do

General design rules, Top5 page specific rules, …



Do„s and Dont„s for Top5 pages

• Do use „common“ approach for placements of navigation and other

interactive components (buttons, tabs, search fields).

Don„t again invent the wheel!

• Do place a limited number of attractions on these pages. 

Don„t overload with too many eye-catchers

(Consumer„s only have 2 eyes ;-)

• Do give clear guidance to the user. 

Don„t expect him to find his own way through the website.

• Do offer your products and services.

Don„t expect the user to be interested in your brand communication.



Example: future bazaar – Use of common sense   

Top and left navigation



Example: future bazaar – Use of common sense   

Search and shopping cart



Example: future bazaar – Use of common sense   

Focus on limited attractions



Example: future bazaar – Use of common sense   

Product offerings and limited brand



General design rules

• To be implemented for all relevant pages

– Headings and Breadcrumbs to guide user

– Readable, simple text and adequate image sizes

– Offer „Go Back to Start“ everywhere

– Relevant information on page shall be seen in visible

(non-scroll) area

– Start think „SEO“ from the beginning

• Title & Meta Tags

• Headlines, Text and Alt-Text

• Include Sitemap

• Eliminate variables in URL



Specific Top5 pages rules

• For Homepage …

– Reduce load time, especially for homepage

– Include real product offerings

• For Product overview pages …

– Reduce/limit scrolling needs

– Offer subnavigation or filtering feature

• For product inspiration pages …

– Use of all media (video, sound, animation,…) is allowed

– But give clear guidance towards product offerings



Specific Top5 pages rules

• For product detail pages …

– Use modern approaches to reduce information displayed at one

time, but give simple way of access additional product

information

– Again: clear guidance, how to order the product !

• For Search Result … see later

04 | “Find”, instead of “Search”



04 User wants to “find”, instead of “search”

What user expecting from onsite search.



• The search plays the central & most important role 

• The search is more than a box and a list of results

• The 3 types of buyers *) use to search with different 
objectives

*) Type 1: Advisory initiated buyers

Type 2: Impuls initiated buyers

Type 3: Search initiated buyers

On average, more than 45% of online purchases are initiated by product search. 
(Source: Internal statistics customer systems dmc)

What do you except from onsite search??



Which of the following situations you already faced by

searching for a product in an e-Shop?
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How important are these feature while searching

for a product in an e-Shop?
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Suggestion supported search



Fuzzy search & automatic correction



After search sorting and filtering



• Visual search / pattern based search

• Mashups supported search

• Visual maps

• Customizable search portals

New advanced solutions for search

www.browsegoods.comwww.like.com www.oskope.comhttp://krazydad.com/colrpickr/

http://browsegoods.com/
http://www.like.com/
http://www.oskope.com/
http://krazydad.com/colrpickr/


• Users have clear expectations of search feature.

• The requirements for usability and convenience rise.

• A search that does not "work" properly costs money. 

• Search need to be taken special care of, even while design phase.

• There are many interesting innovations with new approaches and 
the possibly for great solutions for search.

Fazit

05 | Competition for the "tab”



05 Competition for the "tab" 

New approaches for eShop navigation. 

Many roads lead to Rome.



• Web 2.0, broadband internet and news front-end 
technologies available to create space for new navigation 
concepts. 

• The expectations and demands of visitors have increased: 
High usability, convenience and performance

• The top-traffic sites define new "standards": 
amazon, ebay, google, youtube, …

• "Others" giving innovations: 
polyvore, etsy, style shop, browse Goods 

Key messages

Navigation at amazon.com ! 

A great example of user centric

design approach.




1998

Two main catagories:
BOOKS and MUSIC

Another two categories
were added and could
easily integrated into
the „tab“ navigation.

Also categories got their
own color coding,

A little story about the missing „Tab“ at amazon.com
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 



1999 to 2000

New categories were added
and problems in the „tab“-
concept became obvios.

Logo has been placed in the
content section

A second line has to be
added. The whole system
went out of control.

More „Tabs“ for more categories
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 



2000 to 2002

New options were tested
online!

Clustering of several
categories within main
„Tabs“

Selected categories were
promoted

By introducting a 
personalized website, the 1-
line-“tab“ navigation was 
reintroduced.

Reduction by clustering
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 



2003 to 2004

The concept again gets in 
trouble, as new categories
and offers have to be
highlighted.

„Tabs“ were reduced, based
on personlization feature.

Images and/or colors were
used to highlight specific
catagories.

As a result, no logical
structure within navigation
was existing.

Simplicity is colliding with Relevance
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 



2004 to 2005

Testing several approaches
to return to simple „2 tab“ 
navigation.

Additional „tab“ were
displayed, when main „tab“ 
has been selected.

Different options to also 
include a 3rd level „tab“ 
were tested.

Dynamic „Tab“ approach
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 



2007 to 2008

By introducing a left-aligned
navigation, the „tab“ 
concept has been
eliminated.

Easy extension of new
catagories. 

Created additional space
for on-site search function.

Present (temporary?) solution: Left navigation
(Source: The History of Amazon’s Tab Navigation, www.lukew.com) 

http://www.amazon.de/


• Geo coded navigations

• Customizable frontends

• Using Google Mashups to support navigation

• 3-D navigation approaches

Innovations in navigation

www.etsy.com www.pageflakes.com www.quebecwines.com www.whitevoid.com

http://www.etsy.com/geolocator.php
http://www.quebecwines.com/qw_quebecwineriesmap.php
http://www.pageflakes.com/default.aspx
http://www.whitevoid.com/application.html


• Navigation is the search for a result, not the result of a 

search!

• Complex navigations lead to termination of the visit.

• There is a common sense, a trained set of usage standards. 

• Navigation concepts that are not the "common sense“, have 

to be absolutely intuitive to use.

06 | Changes matters



06 Changes matters

Samples of redesign impact, Simple changes, 

Simple calculation, …



Significance of e-Shop optimization

# visitors conversion rate
(reduce drop-outs)

#orders

Current site 500.000    1,20% 6.000        

Case 1: +100.000 

visitors through 

online marketing

600.000    1,20% 7.200        

Case 2: Increase 

conversion rate 

through optimization

500.000    1,80% 9.000        

Imagine the budget difference between Case 1 and Case 2! 

Every month!



Samples of redesign impact

• Sample 1: 

Optimization of search result

(e.g. fuzzy search, after-search filtering, Thesaurus, etc.)

1,1% -> 1,4% conversion rate

• Sample 2:

Redesign product detail page

(e.g. larger images, clear guidance, better price communication, 

displaying availability, etc.)

0,6% -> 0,9% conversion rate

• Sample 3:

Include recommendation

(e.g. cross-sellings, „Users bought X, also bought Y“, etc.)

1,9% -> 2,2% conversion rate



Our Company 

• E-Commerce service company

since 1995

• e-commerce and e-business

projects in 30+ countries (incl. 

Europe, US, Australia, Japan) 

• Responsible for …

– 75+ Webshops

– 1+ Bil. $ 

E-Commerce Order Volume/year

– 5.000.000+ 

E-Commerce Transactions/year

• 250+ employees at

Stuttgart HQ, Germany

• 70+ employees in Bangalore

• Offering E-Commerce services

in India 

– consulting

– marketing / design

– technology

– hosting

– shop management



Thank you for your interest!

Any questions?

Daniel Rebhorn

dr@dmc.de


