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Why you should spend
time reading this e-book

Great user experiences are at the core of e-commerce success. Failing
to deliver unique experiences can have catastrophic consequences for
your business goals.

The numbers don'tlie—only 1in 10 shoppers are able to find exactly
what they are searching for, resulting in lost sales as shoppers choose
to go somewhere else.

Finding new revenue streams, ensuring the highest conversion rates,
and the never-ending struggle to stay ahead will undoubtedly take
much of your time.

But connecting better with your users and providing them with the care
and attention they would've had in a physical setting should be at the
core of your efforts. Atthe end of the day, if users aren't happy, no other
strateqic initiatives will make up for it.

In this e-book, we'll give you S tangible suggestions for optimization,
accompanied by insights that enable you to create an exceptional user
experience.

Enjoy your read! Approved by

Q

Brian Holmgaérd Kristensen
CPO & Co-Founder

Brian H. Kristensen

!
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Employing
strategic sorting

methods

Let's take an imaginary trip to an online store. How many times have
you searched for a specific product, only to be frustrated by the fact
that you must scroll endlessly through search results to find it?

It's frustrating to you as a shopper, and it's equally frustrating for e-
commerce businesses to try and crack the code of how to showcase
the right products to the right individuals at the right moments. This
applies not only for the search results but also on the actual product
listing pages (PLP's].

Often, the reason for these poor experiences comes down to poor
sorting strateqgies that are too generic and thus don't reflect the
behavior of your users.

O/ ofbusinesses say they're delivering a
) O personalized experience to their customers

but only
6 0 o/ of consumers say they're receiving
O a personalized experience

The State of Personalization Report, 2021
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Ask yourself: if a user is searching for a jacket and has shown interest
in items from Adidas or Puma, then why are products from Nike
appearing at the top? Although Nike products may currently be very
popular, if the search results are irrelevant to the user based on their
behavior, you run the risk of them leaving your site before making a

purchase.
Maybe you've clicked on So why show products Make sure you show
products from Adidas and from Nike, when you've something that aligns with
Puma before searching already shown interest in the behavior they're
for a jacket. Adidas and Puma? displaying.

A product sorting strateqy that is too generic, irrespective of search
results or PLP's, such as an unnuanced one based on most-sold
products, results in a suboptimal experience. You can have a generic
base for a start, but make sure you've got a plan on how to increase
relevancy as soon as you've got more user data.

generic sorting strategies like sorting
7)™ basedondatecreatedinaPIM
system or alphabetical order.

This will rarely create the high relevancy
your users are expecting.

)

£
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The solution

To address this, you can incorporate personalization into your sorting
algorithms. Leverage the behavioral data you've got to ensure high
relevancy in your sorting feature.

As your users interact with your site, make sure an algorithm analyzes
the datain real time, learning what your users are interested in and
making informed changes to the sorting feature. This must occur
reqgardless of whether users conduct a search or simply click through
toa PLP.

Next, you can consider taking your sorting strateqy to the next level by
adopting a commercialized approach. This means continuing to
prioritize user behavior, historical data, and preferences while
aligning them with your commercial objectives.

You can, for example, include strateqgically high-margin or vendor-
subsidized products within the personalized sorting. It ensures that
you are not only displaying products that are highly relevant to your
users, but that the sorting also takes the commercialvalue of each
item into account.

There's a little added bonus...

Your sorting algorithms can help in actively optimizing
your inventory .
Flexible sorting algorithms mean you can act on insights
you have on your goods to actively promote what's most
crucial to your business

By adopting this approach, you not only improve user satisfaction, but
you also ensure that your business goals are met on a consistent
basis.
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Case:
KIDS-WORLD

If you've never visited the site, use existing
data to sortthe results so they are as
relevant as possible.

Being attentive to the intentthe useris
showing can getyou a long way 9

OMLY 3 DAYS LEFT 0 25% on selected AWIT-styles - Narna It Murnemel, MarMar, Mol ete. | SHOPHERE

8 English ~ @ Ship to Denmark @ Currency EUR ~

e — 3 Y KIDS-WORLD 2 menly

In this example, an unknown user searches

for “pants”. At this point, Kids-World will
return results based on popularity within
the context the user has searched.

is Dansk v @ Send ti Danmark @ Valura DKK ~

= a & KIDS-WORLD Sl e

JANUARUDSALG. BRANDS BORNETES SO SPORT up v TILBEHER UDSTYR v INDRETHING LEGETE) NYHEDER

[l Gratis fragti Danmark Z, Nem og bisig retur G Hurtig levering 7 Mere end 580 brands [By Gratiz bornepengekredit

Indkebskurv

Brug for hjaelp?

S8 sicder vores dygge kundeserviceteam Kar il a hjeipe dig

223,96 DKK Fromees
e ppatom (+45) 32173575

Oversigt
_ , _ ot -
The user finds a pair they like and adds the vt mors
product to the cart. S— v
Tilkeb gaveindpakning +
Gavekort [ rabatkode Nt

)
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Case:
KIDS-WORLD

The pants being putin the cart should be a strong indicator of what
the user might also be interested in. This is an example of behavior
you should be tracking that you can use to improve the experience of
the user when you don't know much about them.

If the user goes back to search for another product type, say a shirt,
products that go well with the item in the basket should be shown first.

8= Dansk ~ @ Sendul Danmask ~ @ Valuta DKK
o
a Y KIDS-WORLD = T

DINS@GMING  SE ALLE RESULTATER (2000+)

Sogeforilag Produdces
bluse
blusebody

Bluseskjone . |
/ h |
4 3 /

Populasre sagninger # %

Hame It
Hutrmel

Wanterstavier Hurnirl Bluie - DBU - reiGlony Iy trie Blute - 2-pak - e 1t Bluie - M - Nod - Mt B - Pt - Modal - Mlarryvig Biluie
Flyverdragter « Mot woisgrhihmy hendiials - Payote ielange Seet kel fdrerr
b jhlduts 48,86.Déax Spar 43,99 DHK 149,95 DKK 119.95 DHK 169,95 DKK 149,951
Elefanthier 199,96 DKK

Wser

Bluser

o

_— The sorting algorithm sorts the search results

: after items most often sold with that specific
) pair of pants. Notice how the first spot is

O s S
8.57 O

given to a shirt that thematically is a good
match for these particular pants.

The key take-away is having a sorting algorithm that understands the
user's recentinteractions and uses this information to create an
increasingly relevant experience.

Even if the user continues their journey in the PLP's, the sorting
algorithm will be actively working to increasing relevancy.

)
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A good sorting strateqy is important, but if your users are struggling to
find the products that they're looking for due to poor filtering, a great
sorting strateqgy won't get you very far.

When appropriate filters are used on PLP's or search results, finding
the right products becomes easier. Users rely on filters to help them
find what they're looking for, especially when product catalogs are
large. Unfortunately, many businesses don't provide much assistance
to users by promoting the rightfilters to quide their buying journey.

It's not going to provide your users with additional value if the same
filters appear regardless of the type of products. Filters should be
prioritized according to the product type so that users can find what
they need with lightening speed.

That's low!

Only

O/ of sites promote
O

filters correctly

*Baymard Institute

)
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Failure to ensure that filters are prioritized disrupts the user journey
and results in decreased engagement, lost sales opportunities, and
decreased discoverability.

When you incorporate your industry-specific knowledge into the
filters, promoting those that are relevant to the products the useris
looking at, the user experience improves significantly.

This is especially important the moment you have users who are
unfamiliar with that product category and thus may not know what to
look for.

Helping users by prioritizing filters relevant to that product category
means quiding them in determining what's important. This way, you're
making it easier for them to decide, which increases the chances of
conversion.

Analysis Paralysis

Having too many choices can
inhibit you from making a decision.

The rightfilter prioritization ensures
tailored results with fewer steps.

)

£
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The solution

You've already had a sneak peek at the solution; use algorithms to
correctly prioritize filters that help users decide. It all starts with
understanding how filters are currently used. Examine your

behavioral data to see how users are interacting with the current
filters.

Avoid frustration and motivate your users to completing their order

Following that, you must ensure that you're actively applying your
product knowledge as well as the user behavior insights you've just
obtained. This is the foundation you need to prioritize relevant filters.

)
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Example: Espresso machines

cmemo] (G0 )

[ EoZ] =

Buying an espresso machine is a good example of a longer
buyer journey, where features of the product can be fairly
technical. This can create a fairly complicated the buyer journey.

Provide a superb experience by creating product-specific filters.
Filters can be based on important, product-specific questions
like:

7 What size should the filter basket be?
®

7 Do you want a built-in water filtration

~ system for areas with hard water?

7 Should there be a built-in milk heater?
®

)
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When this foundation is properly embedded in your search engine, it
knows which filters are inherent to which products, promoting
product-specific faceted filters. This is also critical for improving both
findability and discoverability.

Users' expectations are sky-high, so assisting them in finding what
they need with lightening speed is one of the mostimportant aspects

of creating a positive experience.

The terms are used
interchangibly, but have
distinct meanings.

Filter? Facets

Filters are a broad
\ categorization, like
price range or b&

brand.
Facets are based on

specific attributes or
qualities, giving amore
fine-tuned search
result.

You should use them both,
prioritizing those that make
sense with the product.

)
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Remember

Consider the placement of
your filters. Especially on
mobile view as the spaceis
limited, the prioritization of
filters and placing them in
visible spots becomes
paramountto a good user
experience.

One to remember le

Whether it's on mobile or desktop,
don't have filters with banner-like
graphics.

It's too easy to overlook!

*Baymard Institute
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Tapping Into
the Power of
First-Party Data

As you've seen so far, alot can be done without having an extensive
amount of data on your users. But if you aren't fully focusing on a first-
party data strateqgy by now, we really recommend you get started.
Historically, third-party data was a great way of hyper-target your
efforts, track the customer journey across touchpoints, and know
where users go in detail.

However, requlatory changes and changing consumer preferences
have a put a halt to the future of third-party data, which is setto be
phased out by 2024. This means that starting in 2024, making
business decisions based on third-party data will yield increasingly
ambiguous results.

7 =
%, =
2" party 3" party
Data collected Agqgregated
through another data from
source, shared various
through a sources

partnership
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Assuming you currently rely on third-party data for constructing
personas that guide the prioritization of products and services shown
to your users, the absence of such data could lead to the
development of overly generic personas.

If these are used to prioritize search results, it would consequently
impact what you presentto your users, creating a lack of specificity.
Failing to rectify this will create a significant disconnect between the
user experience across your channels and their expectations

For this reason, building a new data strategy has never been more
important.

O 4/10 advertisers were unfamiliar or
only moderately familiar with

N
O O O O O targeting methods that didn’t use
C NN third-party data or mobile ID’s

DoubleVerify, 2023

Collecting first-party data and understanding how to provide
additional value for your users increases your competitiveness
because you have information on your users that no one else does.
For example, you have the unique ability to tap into retail media, which
opens up a plethora of new possibilities and revenue streams...

But more on that later *2

Investing in a solid strategy based on first-party data increases your
reliability because it's more accurate than data from aggregated
sources. As aresult, you also reduce your reliance on other and
unfamiliar sources, which can mitigate a variety of risks, such as
ensuring GDPR compliance.
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The solution

Our recommendation will come as no surprise, as a data strateqy
based on first-party data collection would be our go-to. This can not
only improve the performance of your e-commerce site, but it can
also be a great way to generate leads and provide a better
experience for your users.

Which channels should you be collecting user data from?

Web visit Apps E-mail

Point of Sales CDP's ...and more

Having loyalty programs is an excellent solution, as they are a great
source of first-party data. It allows you to get to know each userin
depth, having knowledge of what's important to them.

Thus instead of generalized, although highly relevant,
recommendations, you can create truly personalized
recommendations and promotions that resonate with each
individual.

)
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/1%

of consumers expect
companies to deliver
personalized interactions

J

7 60/ get frustrated when
O this doesn’t happen

McKinsey, 2023

As third-party cookies become obsolete, loyalty
programs and incentivizing people to login
become critical components of a new data

strateqy.
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LI
; l’llM\ 3 .
Fostering Greater ‘_,i N

Cross-Channel
Consistency

Loyalty programs are also very important for another reason: they
help to improve cross-channel consistency with the data they
provide. In a crowded marketplace, having a consistent identity can
help foster more trustin your brand.

Inconsistency causes confusion and frustration, making users
question whether shopping with you is a good idea. Remember that a
positive user experience is essential for higher conversion rates and
lower churn. Everything we do must center around the user, so the
crucial questionis this:

Why do so few e-commerce businesses
succeed in aligning
their messaging across channels?

Many businesses do actually have large amounts of data, but
because that data is siloed, the experience will inevitably be
fragmented.

)
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The online buyer journey is anything but linear, and users may
experience multiple touchpoints before making a purchase. It's not
unlikely for someone to be inspired on Facebook, then go to the
website to look at a product, then Google to read reviews, and so
forth.

The first-party data you've ensured is also a use case here, as it must
be properly activated across paid and owned channels. This is key to
creating a sleek and meaningful experience, no matter what channel
users are on.

DON'T BE
WEIRD ABOUT IT

Make sure you're actively using user
data to their benefit, preferably adjusting
and personalizing the experience in real
time, as users interact on your platforms.

The must be very clear.
Don't make it awkward by making
users feel like they're being observed
for noreason.

It's easier to retain trustthan to try to regain it!
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The solution KopXKande

This time, let's check out the solution by following a real-life, practical example:

What users see

A user, let's call them User-Uma, is browsing Facebook on their
phone and sees an ad - hey, those glasses look pretty nice.

Behind the scenes

You've used data on your current users to target relevant leads on
Facebook through paid advertising. At this point, it's about creating
high relevancy—we don't know enough to personalize.

What users see

User-Uma clicks the ad on their phone, lands on the webpage for the
glasses, and accepts the cookies. User-Uma finds the page
interesting and looks around.

Behind the scenes

The look of the ad is 1T00% unified with how the landing page looks,
giving trust to the fact that the ad and page is the same. This lowers the
chance of bouncing.

Additionally

i

The moment User-Uma clicks the ad and accepts the cookies, they
agree to you collecting first-party data on them. This allows your site
to track User-Uma'’s behavior. At this moment, machine learning
should be working to show User-Uma what could be highly relevant
totheminreal time, based on their initial and current actions.
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To avoid losing data and a potential purchase from User-Uma, you should
promptthem to create a profile - and it's not unlikely that they wiill.

A in countries like Norway and
Sweden are members of atleast one loyalty program

Mando-Connect & YouGoy, 2023

What users see

Nk i 2 i (& You've done a great job at showing User-Uma that creating a profile
2 : provides them with a lot of extended value. User-Uma is excited by
R all the benefits and creates a user profile, agreeing to sales and
marketing communications.

Velkommen til Klub Kop og Kande
e b ol Hor

hop & kande pr

Behind the scenes

Your shop can now connect the data from the cookie User-Uma
previously accepted on the browser on their phone with the profile they
created. This unlocks the possibility to activate e-mail marketing and
reengage User-Uma.

What users see

User-Umareceives an email with those glasses
that made them stop in their tracks scrolling on
Facebook. Maybe they open the email while
waiting in line for a cup of coffee or on their
computer while on a short break at work.

Behind the scenes

Once again, it's important to align the look and feel
from website onto the emaiil, reducing the risk of it
being marked as spam or phishing. If User-Uma
visits the shop on their computer, this becomes a
perfect opportunity to connect the cookie from the
computer to their user profile. You've now got User-

Uma as a profile across various devices.

)
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Say User-Uma decides to pick up the glasses
they purchased at a nearby store. The
salesperson at the store can use this valuable
information on User-Uma to provide an even
better experience for them when they come to
pick up their items.

This example shows how you can use data from
multiple channels to create messages that are highly
relevant to your users.

It truly integrates the experience and ensures that
what matters most to the user is at the center of the
messaging every step of the way.

b D1
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Offering
Guided Shopping
Experiences

In the previous chapter, we left User-Uma at the store to pick up an
item they had purchased online. Let's remain, in thought, in the shop,
and consider for a moment the last time you had a positive in-shop
experience.

It most likely involved an approachable salesperson who was very
knowledgeable about the subject, knowing exactly what you needed
and assisting you in finding the perfect match much faster than you
would have on your own.

Unfortunately, far too many ecommerce businesses don't even
consider providing their users with the same kind of quided shopping
experience online that they would have in a physical store. This is
unfortunate because it results in a significant amount of lost
opportunity, particularly when it comes to complex products or buyer
journeys.
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Nuwmbers don’t lie

2%

of consumers avoid
websites where they've
experienced search
difficulties in the past

Google Abandonment Study, 2023

Returning to the example with User-Uma, consider the possibility that
they did visit your website but did notimmediately find the glasses
they desired. It most likely left User-Uma browsing for what seemed
like an eternity. The longer they feel like they're putting in effort without
finding the right product, the higher the risk of them leaving your site
without purchasinag.

So, how do you provide a good in-store experience, quiding users to
the right product much faster and increasing the chance of
conversion, when you can'tinitiate a direct dialogue and inquire
about their needs?
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The solution

Implement a guided shopping experience in which users are asked
questions, similar to how a knowledgeable salesperson in a physical
store would. A successful guided shopping experience relies heavily
on showing users, in a simple and effective manner, that you have
expertise in your products and can help them make the right decision.

To assist users in making purchasing decisions, you should have an
automated, data-backed process that can ask users the most
relevant questions about a specific product. It not only speeds up the
process of finding the right product, but it also provides your users
with the most relevant results right away.

N\ V 4
Guided shopping is a great way of

lt's makes it much easier to make a decision within product
cateqgories, where users usually want a lot of guidance, like
electronics and cosmetics.

Danish Chamber of Commerce, 2022

L
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You can predefine questions that users can answer by clicking on
buttons, or you can use chatbots or other interactive elements to tailor
product recommendations based on responses.

Consider this example when shopping for baby carriages. The shop
is aware of the multitude of preferences that are involved in selecting
a baby carriage. One key question they've identified is whether or not
the user owns a car and what size itis. The shop understands that this
is likely a deciding factor, which is why it has included this question in
the quided shopping experience.

Hvor vil du primart bruge din klapwegn?

oo o o

This not only improves the relevance of the search results but also
engages users in a manner similar to personalized in-store
assistance.

Guided shopping can be especially beneficial for businesses that
sell complex products or where physical interaction has traditionally
been needed to make a decision. This is particularly relevantin a B2B
setting, where precision and efficiency are even more important.

)
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Exploring the
Growing Trend
of Retail Media

It never hurts to get a little bit more than what you asked for, right?
We'd like to share one more nugget of insight that could revolutionize
your e-commerce, especially if you're a multi-brand store: Retail
media.

This trend has gained
considerable traction, having the
capability of creating award-
winning e-commerce. The digital
retail media advertising marketis

WHAT IS RETAIL MEDIA?

worth about 11.9 billion euros Retail media refers to a marketing
today, and is expected to reach method aimed atthe end user,
where brands and suppliers of
the retailer can have their
products boosted on search

25.1 billion euros by 2026.

For years, successful American results or PLP's, including the

buSi like A g option of specific promoted
usinesses like Amazon an spots.

eBay have dominated the

European digital media market,

with Amazon accounting for 54%

of the marketin terms of

advertising revenue.
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From 11.9 billion euros today, the digital retail media
advertising spend is predicted to reach 25.1 billion euros

by 2026, making it a strateqic initiative worth considering.
Statista, 2023

Digital retail media spending in Europe from 2019 to 2026

(in billion euros]
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Figure text: The figure shows the steady growth of retail media in Europe, starting at
about 4.3 billion eures in 2019, growing to about 25.1 billion euros in 2026.

Statista, 2023

impressive stats!
—
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But how can retail media be so profitable, generating large revenue
streams for businesses like Amazon? The answer lies in the perfect
combination of retail media with the steps mentioned in this e-book.

It involves forward-thinking strateqgies such as long-term collection of
first-party data and encouraging users to join a program, granting
exclusive access to a precise and vast data set.

Then, by leveraging a sophisticated search and recommendation
engine, businesses can enable the sale of personalized ad spaces
within a variety of placements, like search results or PLP's, to third-
party vendors. As a result, when sponsored content appears for
users, itis often highly personalized.

If the content is sponsored, you
must state clearly thatitis—no
matter how personalized or
valuable it may be for the user.

Make sure to always check
which rules and requlations
apply in your region.

This unique combination of highly relevant content and a meaningful
user experience, paired with boosting products from third-party
vendors, creates astounding value for businesses thatis hard to
ignore.
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Now, wait a minute.
I'm no Amazon or Zalando, this
kind of tech isn't within my reach.

Exceptthatitis. The tools that allow Amazon, Zalando or Carrefour
Group to succeed with retail media are now broadly available to a
large portion of European multi-brand e-commerce businesses. This
means that almost all businesses, including yours, can not only tap
into this trend but also reap significant benefits from it.

Seizing this opportunity means more than creating new revenue
streams and fostering stronger collaborations with your partners;
improving your business can be done without sacrificing the user
experience—a win-win situation for businesses and suppliers
seeking effective promotional routes.

As you can seeg, this is one of the trends that, if properly adopted, has

the ability to significantly differentiate an average business from
those who are truly successful.
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How it's done

Once aqain, it's critical to align the promoted products or
recommendations with user behavior and preferences. The last thing
you wantis for users to become irritated with irrelevant sponsored
contentthey feel is being pushed on them just because you're being
compensated for it.

The objective is to promote specific products on your site in a variety
of ways that are in alignment with user behavior, the wishes of your
vendor, and the strategic goals inherentin your partnership. Make
sure these search results and recommendations are provided in real
time, adjusting to the behavior of the user as they navigate and
offering value at every step of the journey.

)

£
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Have dedicated sponsored spots in your email

Email . campaigns for employing dynamic and
Mquetlnq personalized contentto engage users.
On-Site Enhance visibility by strateqically plgcing
banners on your e-commerce website,
Banners promoting specific products or brands.

Secure higher positions in category sorting to
ensure products gain prominence within
relevant segments, boosting discoverability.

Dynamlc Implement frequent and personalized product

Product highlights in recommendations, leveraging

Recommendation olqorijchms to enhance the customer
experience.

Recognizing retail media as a key revenue stream and makingitan
integrated part of your strateqgy will become increasingly importantin
the coming years. It's a way of further exploring your e-commerce’s
potential while remaining competitive and offering users a seamless
experience.
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Curious to know how this can
be donein

Thank you for taking the time to read our e-book.

Our team has extensive experience in helping businesses create
award-winning e-commerce. We've helped brands like CHANGE
Lingerie, EET, and Liewood tremendous value for their users, and
most recently, we've helped Sostrene Grene secure the prestigious
Danish award, Rambukken.

Implementing the tips in this e-book has the potential to greatly
elevate the experience on your ecommerce.

But knowing where to start can be overwhelming.

For thisreason, | wantto extend you an invitation to an online, in-
depth consultation with me or one of my colleagues. It's free of
charge and completely non-binding.

In this consultation, you'll tell us more about your e-commerce and
we'll thoroughly assess your setup, giving you our best tips on how

you can optimize the experience you give users today.

Let's unlock the potential of your e-commerce!

\'/

Book a consultation
)

Brian Holmgdrd Kristensen
CPO & Co-Founder
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https://meetings-eu1.hubspot.com/relewise-sales-team/relewise-presentation
https://meetings-eu1.hubspot.com/relewise-sales-team/relewise-presentation

Dow't be shy. Getin touch



