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Sales Funnel Model

In our initial meeting with RE| we asked our
contacts how they thought of their website at a
high level and they replied that it's a standard
sales funnel.

Interest » All content after homepage, before a product page

_ _ Topic Pages, Expert Advice, How to Choose,
structure we found that it easily mapped to the Editorial Features, Videos, Etc.

four stages of the classic sales funnel model.

When we analyzed the site’s contents and

Single-product pages are the first opportunity gﬁ::;eéoprfdaﬁt'ggg Eag\zse S
for shoppers to Add to Cart. We couldn’t test  LOMPpare, Sort by, VIEW per Fag

actual purchases, so we felt it was reasonable

to define single-product pages as the final stage

of the funnel. Action » Single-Product
Description, Photos, Deta

Sizes, Add to Cart

. Reviews, Q+A, Colors,
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Sales Funnel Model

S - REI wants to study the difference in customers’ Patterns are defined by data such as number,
R EI 'co m FO u r h 0 p pl ng Paths sequence, and kind of interactions. The time spent in

shopping patterns for different kinds of products. Four
Zoe Xiong * Maxwell K. Lam * Grant Letz sample paths, starting at REl.com and ending at an each of the columns, and when users move from one

individual product page, are shown below. column to another, may be of special interest.
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Awareness » The Homepage

On the homepage we identified four likely Menus: At the time of the test the menus included two types of
: : . _ content. Across the top of each menu, in green text, were links to
sta rtmg pomts for pa r’umpants. Expert Advice, Classes, and REI Adventure Trips, and below that

were links to product categories which appeared in black text as

e Menus a hierarchical list across multiple columns.
e Search bar We observed that none of the eight subjects clicked on the links
e | inks above the fold to Expert Advice, Classes, and REI Adventure Trips.

e | inks below the fold

Search: Paths starting with the search bar typically lead to a
product-grid page or to a single-product page, depending on the

Then we followed a simple path from each search term used.

sta rtm_g pO.Int toa smgle—product. page. Menu Links above/below the fold: Homepage content changes
shopping links and searches typically landed at  frequently, but it typically is editorial in nature and provides links
a product-grid page. Some links in homepage to mostly non-product pages such as Topic Pages, Expert Advice,

content landed at product-grid pages, such as oW to thoose, Etc.
Women’s Trail-Running Shoes, but most landed We observed that none of the eight subjects clicked on links in
on Topic Pages or Expert Advice. the homepage content.
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Awareness » The Homepage

Menu showing two types of content. Subjects clicked the green links in the top row on O of 32 tasks.

Search for great gear & clothing Q accowt R stoes Q o I
Camp&Hike Cimb Cycle Paddle Run Snow Travel Yoga Men Women Kds More Deals REI OUTLET>
Expert Advice Classes REI Adventures Trips X
Backpacks Tents Sleeping Bags Pads & Hammocks Camp Kitchen Camp Furniture
Backpacking Packs Backpacking Tents Men's Sleeping Pads Stoves Chairs
Day Packs Camping Tents Women's Hammocks Cookware Hammaocks
Hydration Packs Shelters Double Cots Dinnerware Tables
Baby Carrier Packs Bivy Sacks Kids' Air Mattresses Coffee & Tea Camp Kitchens
Waist Packs Accessories Bag Liners Pillows Utensils
Accessories Coolers
Food
Water Lighting Electronics Gadgets & Gear Hiking Footwear Hiking Clothing
Water Bottles Headlamps GPS Trekking Poles Men's Jackets
Water Treatment Flashlights Solar & Portable Knives & Tools Women's Shirts
Power
Hydration Reservoirs Lanterns Binoculars Kids' Pants
Badinc
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Interest » Topic Pages, Expert Advice, How to Choose, Videos, ...

REl.com provides an abundance of guidance
on outdoor recreation topics and equipment, AIED

Including how-to-choose articles, checklists, COOP Camp&like Cimb Cyde Paddle Run Snow Travel Yoga Mem W
videos, classes, etc. However, shoppers could
benefit from better integration of this content.
For example, in-situ links to advice and
definitions on product-grid pages might ease
shoppers’ purchase decision-making process.

Search for great gear & dlothing Q

Also, product filters, articles, and product
descriptions could be better cross-coordinated.
Trail-running shoes product pages have a filter
for heel-to-toe drop, but the article on How to
Choose Trail-Running Shoes doesn’t include that |
term. And sleeping pad product descriptions use

' EXPERT ADVICE

AII Camplng Artlcles AII Clﬂthlng Articles All lemllj..r Articles All Hlklng Artlc:les All

All Climbing Articles All Cycling Articles All Fitness Articles HEAPAENG gg_
- Mountaineering Bike Commuting & Running All Paddling Articles 2
th e te rmS 3_Seaso n a n d 4_Seaso n y b Ut th e re IS Ice Climbing Touring Trail Running Canoeing ;2:
. . Rock Climbing Road Cycling Walking Kayaking [:Lru
N O Seaso nS f| Ite I fO 1 S | ee p| ng pa dS ] Recreational Cycling Triathlon Paddleboarding G
Urban Cycling Cross-Training
Mountain Biking All
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Desire » Product-Grid Pages

Along the left edge of all product-grid pages is a

column of filters. We observed that all subjects
landed at a product-grid page directly from

the menus or search bar on all tasks, but they
frequently desired definitions and advice when

using the filters.

Tent: Categories, Sleeping Capacity, Brand, Seasons, Weight,
Features, Best Use, Price, Number of Doors, Deals, Rating

Wool Socks: Categories, Fabric Type, Sock Height, Brand, Size,
Best Use, Color, Sock Cushioning, Features, Deals, Price,
Rating

Sleeping Pad: Brand, Best Use, Sleeping Pad Type, Weight,
Features, Pad Length, Pad Thickness, Pad Width, Sleeping Pad
Shape, Deals, Gender, R-value, Insulation Type, Rating

Trail-Running Shoes: Trail-Running Shoe Type, Running Shoe
Cushioning, Heel-to-Toe Drop, Rock Plate, Footwear Width, Size,
Price, Brand, Rating, Features, Best Use, Color, Deals
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Camp & Hike

Categories —

Running Clothes (874)

Running Shoes (489)

Fitness Electronics (203)
Running Packs (139)

Personal Care (89)

Strollers (86)

Energy Food and Drinks (69)
Water Bottles and Gel Flasks (38)
Running Safety (28)

Deals —

Deals (1097)

Features -

Moisture wicking (587)
Cuick drying (961)

New Arrivals (263)
Sun-protective fabric (223)
Viegan (144)

Made in USA (142)

I I e S —a El e e

Cbmb Cycle Paddle Run Snow

rILNESsS5

Running

(1902 matches)

sort by Relevance
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Action » Single-Product Pages

Single-product pages are the only place that

m UCh Of the IﬂfO rm atIOn a bO Ut a prOd UCt Ca n be Footwear > Women's Shoes » Women's Running Shoes >

] Shoes

found, and it is also where shoppers must go to
add the product to their cart. If a shopper goes
to a single-product page and decides not to add
to cart, they must go to a different page, most
often back to a product-grid page.

All subjects on all tasks did this at least once
before deciding on a product and adding it to
their cart. This behavior, called pogo-sticking,

IS hot necessarily negative, but it may indicate

a potential benefit to providing more product
information, and possibly the Add to Cart option,
on product-grid pages.

7 of 8

UW HCDE 517 Winter 2015

Parisian Night/Sunny Lime
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HOKA ONE ONE Ch

ATR 2 Trail-Runmi
Women's

The women's Challenger ATR 2 running shoes
the midfoot and increased comfort across the i
looking to run on both roads and trails.

$130.00 ~
(0)
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Color/Size | Size Chart

Choose Your Color/size

Quantity

1

Add to cart Find in store
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REl.com Shopping Patterns Study

Sales Funnel Results

We observed shopping patterns of eight participants We evaluated REl's website as a classic sales

REIl.com Funnel Shopping Patterns

shopping for four different types of products. Four funnel. The four stages of the funnel are shown

Zoe Xiong * Maxwell K. Lam ¢ Grant Letz participants also shopped for a product of their choice. advancing from left to right. We recommend improved

In total, we observed 36 different shopping tasks. distribution of links to purchase-decision support.

Used homepage links
or top-level menu
items:

participants

Used search or lower-
level menu items:

participants
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We defined the Interest
stage of the funnel as

all content after the
homepage and before a
product page:

» Activity Area Topic Pages
e Expert Advice

* How to Choose

» Editorial Features

* Efc.

Found and
watched Expert
Advice video:

participant

We defined the Desire
stage as all product-grid
pages.

All participants bypassed
the Interest stage and
went directly from the
homepage to a product-
grid D3 gasis

However, 5 of 8
participants expressed

desire for definitions and
advice in this stage.

Went to an individual-
product page then
went back to grid:

participants

We defined the Action
stage as all individual-
product pages.

This is the first opportunity
for users to Add to Cart.
We couldn’t test actual
purchases.

Product reviews and
photos were the most
used features in this
stage, followed by product
specs.
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