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A Bit About Us 

Some Strategic Foundations: “Context in Commerce” 

UX/Design Recommendations, And Why 

Timelines and Budgets

T O D A Y

Ryan Delafosse • Senior Strategist 

Chris Wooster • Executive Creative Director 

Tamara Weinman • Managing Group Director 

…and a cast of 10 problem solvers
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Global E-commerce Market: 
$1.5 TRILLION
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2018

$2.5 TRILLION



All this is driven by relatively unimpressive web performance:

Source: Adobe, 2014

1.5% 2.2%
Average tech site  
conversion rate

Average retail site  
conversion rate

98.5% 97.8%



Many things impact conversion rate, but the  
two mostly highly correlated variables are:

Source: Adobe, 2014

9:43 min 
7:05 min 

4.84 pages 
5.45 pages

Top Tech: 
Top Retail: 



$1.5 TRILLION 

Source: eMarketer, 2015

$24 TRILLION
or less than 7% of 

global retail spending



Source: eMarketer, 2015

Organic factors will inevitably grow global e-commerce: 

 • Increased accessibility of technology 
 • Improvements in e-commerce infrastructure 

But, there are ways to position Fitbit’s e-commerce 
experience to capture the largest possible share of near 
and long term revenue.



85%  
still prefer shopping in store 

90%  

are more likely to buy after 
talking with an associate

80%  
want to touch and try a product 
before buying

Time Trade State of Retail Study, 2014



Context.





Context isn’t just about what. 

Context helps articulate the why. And where. And how.



“Fast” 
Instinctive. 
Reactive. 

Imaginative. 
Automatic.  

“Slow” 
Reasoned. 

Deliberative. 
Analytical. 

Comparative.  





“Fast” 
Relatable. 
Reflective. 
Relevant.  

Real.  

“Slow” 
Feature sets. 

Dimensions, sizes.  
Comparative charts. 
Data presentation. 



Enhance “slow” with “fast” triggers. 

Context fuels consideration and conversion.  



Five considerations:





1. Social proof lends credibility.  

BazaarVoice Network, 2015

25-40% 
lift in engagement 

SmartInsights 2014, BazaarVoice 2015

3-9.5% 
lift in conversion

Nielsen 2012

92% 
trust earned media vs. ads



Liveclicker, 2015

Visitors who watch product 
specific videos are 

79% 
more likely to purchase. 

2. Video clarifies utility/relevance: 



Radware, 2015

Faster load times can reduce 
abandoned shopping carts up to 

25% 

3. E!ciency aids conversion:   



BazaarVoice 2015

80%  
increase in sales (pre vs. post)

4. Reviews drive serious results:

116%  
increase in time on site

56%  
increase in page views

33%  
increase in order value



Adobe 2014

Onsite personalization converts 

2X  

5. Personalization wins: 

90% 
say personalization had some  
impact on shopping decisions

T3 Case Study, 2015

Contextually relevant messaging 
increased 7-Eleven mobile o"ers 

40%



Context drives conversion.  



















 
Page Views/

Visit
Avg Time on 

Site
Conversion 

Rate
Average 

Order Value
Revenue Per 

Visit Repeat Visits

All Clients +63% +99% +75%  8% +85% +25%

Apparel / Accessories +77% +102% +149% 7% +164% +18%

Consumer 
Electronics +56% +116% +49% 33% +50% +32%

Mass Merchant / Department +59% +83% +68% 13% +89% +13%

Sports / Outdoors +69% +115% +99% 5% +110% +17%

80% 
increase in sales

112% 
increase in revenue



17-163% 
more e"ective in SEO 

15-87% 
more e"ective in SEM 



Don’t worry: they love you.  

19,000 
reviews across BV Network 

4.37/5 
average star rating (top 20%) 









• Interactive experience enhances context 
• Localized experiences increases relevancy 
• User-based product recommendations 
• Revised catalog display 
• PDP page 
• Integrated video testimonials 
• Syndicated reviews (via Bazaarvoice) 
• Social feeds and “friends with Fitbits” 
• Expandable “all products” array 
• Right side cart functionality 
• “Welcome to Fitbit Nation” closer 
• Search

New Features Applied





When and How 



A P P R O A C H
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PHASE II 
October - 2016 
- Ongoing optimization 
- Localized experiences  
(Find Your Austin Fit, etc)  
including customized 
profiles/video, etc.  

- PDP page design 
- Cart, chat and product 
customization

PHASE I – MVP 
July - October 2015 
- Store home page redesign with 
generic “Find Your Fit” 

- Catalog redesign 
- User Testing 
- Data capture and  
optimization planning 

 
July  

Kick-Off

MVP DESIGN

Hand-off final 
PSDs for MVP 

(mid/end-Sept)

Hand-off first 
PSDs to dev 
(early Sept.)

SITE 
MAPDISCOVERY MVP UX

FOCUS 
GROUP

January 2016

MVP DESIGN

October 2015

ANALYTICS PHASE II KICKOFF



+9.5%

+25%

+133%

+56%

+90%

+79%



Thanks for having us think on this.  


