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Introduction

2

At Keplar we believe that a successful e-commerce site is one that is able to:
1. Attract visitors, then:
2. Convert visitors into customers, and crucially:

3. Get customers to return and purchase on a regular basis

An effective online retailer will allow customers to buy what they are looking for in as streamlined and efficient a
way as possible. With that core workflow in place, the retailer can then layer in additional site features to delight,
surprise and inspire their customers.

At Keplar we are always looking to discover new techniques for selling online, and to identify best-in-class
retailers whom we and our clients can learn from. To this end we plan to publish a series of sector-specific e-
commerce reviews, looking at a cross-section of online retailers in a given shopping category.

This report, the first in the series, reviews a set of online retailers of clothing and other fashion items. The sites
we have selected for this report include pure-play e-commerce sites, high street retailers selling online and
exclusive fashion brands:

Retailer Category Sells own brands Sells other brands Physical stores
ASOS Online V \ -
Boohoo.com Online \% U -
Matthew Williamson Fashion \% U 3
Net-a-Porter Online ) \% -
Qasis High street V U 86
Reiss Fashion \% U 76
Our methodology

The purpose of this report is not to draw judgment on how ¥oodChe reviewed sites are, but rather to highlight
best practice, in order to help all online retailers to assess how successfully they satisfy their own usersCheeds.

We look for best practice in a range of categories:

1 How a retailer caters to customers that want to search and buy a specific item
Howengagingl aBAWB@aAY3d SELISNASYOS A& F2N LIS2LX S

How easy it is for customers who have chosen items to complete the payment process

1
1
f  How persuasive is the site in encouraging customers to purchase moreitems 0 WORB A& A Y I QO
i How effective is the retailer at attracting customers back to the site

1

How innovative or exceptional is the online experience
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http://www.keplarllp.com/#1
http://www.asos.com/
http://www.boohoo.com/
http://www.matthewwilliamson.com/
http://www.net-a-porter.com/
http://www.oasis-stores.com/
http://www.oasis-stores.com/
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We performed hands-2 Y G S& G A Yy 3 2 Fcorhnferte siteshdtring Ndpténtbér ROBINBe§3e nbte that
since our review Reiss has updated and re-launched its site to sell its Autumn collection.

Product discovery

Research has shown that 73 percent of visitors will leave an e-commerce site within one to two minutes if they
don't find the products they're looking for ¢ and 36% would never return to that site againl. So successful
product discovery is crucial to the success of an online retailer, and the first workflow area we look at in our
review.

For this review we looked at how easy it is to find a common item of clothing ¢ a black dress ¢ across all six of our
retailers. We started by testing the search functionality on each site, looking for the searchterm & o f | O 1 (noRNB &
guotation marks). The graph below looks at the first page of search results for each site, showing the proportion

of products on the first page of search results which were relevant, alongside the total number of products
displayed on that first page of search results:
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Although ASOS and Matthew Williamson led by some margin, none of our retailers managed to display a majority
of relevant results. Also we were surprised that two retailers offered no pagination on their search results,
instead showing all results on a single lengthy page.

The other key product discovery mechanism is based around site navigation and product filtering where
available. Again we tested this by attempting to browse each site to find a formal black dress ¢ how successful we
were at this is shown in the table below:

! Source: E-Commerce Times ¢ 5 Burning Questions About E-Commerce Search Solutions
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Retailer Number of clicks... ... to view

ASOS 2 139 black formal dresses
Net-a-Porter 3 51 black formal dresses
Oasis 3 26 black formal dresses
Matthew Williamson 1 15 formal dresses
Boohoo.com 1 290 dresses

Reiss 1 47 dresses

ASOS led in terms of having a wide selection of filtering options which enabled the customer to quickly narrow
down their search to a sub-set of very relevant products. By contrast, half the retailers surveyed could not narrow
down a customerQsearch to the required dress colour.

Window shopping

At Keplar we believe that there are two fundamental modes of web use:

9 Accomplishment ¢ where a user is looking to accomplish a specific task online, for example buy a product
or find directions to a destination

9 Play ¢ where a user is seeking entertainment or at least a diversion, for example reading a news site or

f221Ay3 G I FNASYRQA LXK2G2a 2yfAyS

2 KAES Yzald 2F |y 2yftAyS NBOGFATSNR&E 62N] Aa Ay
should not be neglected, and this is where window shopping plays a role.

Leading the pack in terms of the window shopping experiences were Net-a-Porter and Oasis. Both offered a
variety of browsing options from the home page, with links taking the customer to relatively rich and engaging
product information. CN2 Y (G KSNB Al 61 & AGNIAIKGF2NBEFNR G2 |

The following screenshot marks out the window shopping available from the Net-a-Porter homepage:
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The checkout funnel
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¢ K Sheckout Fdzy'y St ¢ A& (KS & SdistoeF hasiilied thair shapping Bayket #ndKviants td-
make their payment and arrange delivery. Checkout problems are the single largest source of lost revenue for
most e-commerce businessesz, so it is vital that online retailers make the process as simple and painless as

possible.

¢ KS STTSO0GA ABeykSutifdnneRisTelatively@abytdxd@tadn a quantitative way ¢ for the purposes of
our review, we counted the number of checkout pages customers had to go through, and the number of fields

which were compulsory to fill in. The results are plotted on the graph below:

% Source: E-Consultancy ¢ Online Retail 2007 Special Report: Checkout
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We can see from the chart above that having five checkout pages with 15 compulsory fields is the most popular
approach, shared by half of our sites; Oasis is even more efficient than that, with only four checkout pages and 11
compulsory steps. We recommend that online retailers keep checkout pages and compulsory fields to a minimum
C as even a five stage checkout process has been found to reduce shopping cart abandonment rates from 25-30%
to 15%’.

As well as reducing the complexity of the checkout funnel, we also recommend adding a progress bar, such as the
ones used by Net-a-Porter or Oasis; this lets the customer know exactly where they are in the checkout process,
reassuring them that their order is almost complete.

Cross-selling

Online, cross-selling is the art of getting consumers to add additional items to their shopping cart before they
check out. Done well, cross-selling not only increases average shopping cart size but also increases order
completion, as customers become more engaged with the contents of their cart.

Across our six sites we identified three key mechanisms for cross-selling:

1. &/ 2 YLI S Scfounagien dradiidtithé retailer would suggest other items which would
complement the product to create a full outfit. For example, they might suggest a hand-bag and a jacket
to go with a black dress. All retailers except Matthew Williamson offered this

2. CGSimilar items€ ¢ both Oasis and Matthew Williamson showed similar items alongside the product
currently being viewed. However, showing similar items tends to be substitutive rather than increasing
shopping cart size, and may in some casese confuse the shopper with too much choice

* Source: E-Consultancy ¢ Online Retail 2007 Special Report: Checkout
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3. h 0 KSNE Igshdddg what $niar shoppers purchased is a staple of intelligent e-commerce, as
pioneered by Amazon. We were surprised that only ASOS offered this out of our six retailers

From the sites reviewed, ASOS represented best practice for cross-selling, with significant screen real estate
beinggiventoclear, Sy 3+ 3Ay 3 aO02YLX SGS (G4KS t221¢ FYyR da20KSNAE L
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Attracting customers back

Turning website visitors into repeat visitors is key to creating a loyal and regular customer base. Online retailers
have successfully developed a number of tools to get increase customer engagement and reduce churn ¢ the
table below highlights the methods used by the retailers looked at in this survey:

Retailer Newsletter Social networking  Online magazine Wish list

ASOS \% \%

Boohoo.com U \% U SMS alerts
Matthew Williamson \% ] U \% WinboardQ
Net-a-Porter \% ] \% \%

Oasis \Y \ \% ) VIP card
Reiss \% U U U

© 2009 Keplar LLP (company number 0C344846)
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Regular contact with customers through newsletters and SMS alerts are effective tools that can be used to
encourage customers to return to a site regularly. However, our review found that only Net-a-Porter,
Boohoo.com and Reiss actually sent out newsletters on a regular basis. Of these, Boohoo.com was the most
persistent, emailing 10 times within the initial 3 weeks, closely followed by Net-a-Porter with 9 emails. Reiss e-
mailed twice.

If newsletters are necessarily a one-sided communication from retailer to customer, social networking
capabilities can support a more two-sided and engaging conversation, and significantly drive up return visits from
customers. This strategy seems to be working for ASOS, now in the top 50 online retailers in the UK by number of
visits”. Unsurprisingly other fashion retailers are now trying to imitate ! { hs{ic€ss - for example Burberry has
recently announced its new social network, called artofthetrench.com.

wkiKSNI GKFEFYy GKS ONBFGA2Y 27T -tommdeeliles ubes ayoBedtisnroMNddeosa | i K S |
(known as his HinboardQ 0 | &o promaiezh@ fuccess of the brand. The videos include interviews with
Mathew Williamson and clips from the & NJ- Yag®d@rance on Mary Queen of Shops

Innovation

Out of the websites surveyed Oasis leads in the innovation stakes, the highlight being an interactive fitting room
which replicates an offline shopping experience in order to drive more sales. ASOS also borrows from offline
shopping experiences, with a showcase of how each item looks on the catwalk.

As well as replicating offline experiences online, savvy e-commerce sites are also working to extend their online
experiences to mobile. Out of the sites reviewed in this report, Oasis and Net-a-Porter have already developed
and launched iPhone apps, which are easy-to-use and offer a similar experience to their online sites:

il 02-UK 3G 18:20 = il02-UK 3G -, 17:56
CATHERINE MALANDRINO
£1040

All

V.

Please select the
size you wish to
purchase.

s
Cancel Add To Bag

The Oasis iPhone app makes it easy to add The Net-a-Porter app show 5 different views
items to your shopping basket of the item that you are looking at

* Source: IMRG/Hitwise Hot Shops List, Aug 2008 from E-Consultancy Internet Statistics Compendium July 2009
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Conclusion

Our hope is that this review has helped you to re-think how you approach retailing online, and in particular which

key aspects of your user journey and wider business proposition to really hone in on.

Based on our findings above, Y S LI | NJX®c&ny kuRedtlorQvBuld-be online retailer is:

1.

Make sure the search function on the site is working correctly ¢ it sounds obvious, but do not show your
customers a large number of irrelevant products

Implement a set of powerful, relevant product filtering options so that a customercan S &8 A f & & RNA f
to the product sub-set they are looking for

Make the checkout funnel as streamlined as it can possibly be ¢ try to reduce it to no more than four
pages and 12-15 compulsory fields

Maximise cross-selling by displaying a number of products throughout the buying process ¢ but without
distracting users or spoiling them with too much choice

Increase the likelihood of repeat purchases by driving your customers back to your site with a variety of
tools, including potentially social networking

Always think about what you can do to be fresh and innovative to stand out from your competitors and
engage with your users

Finally, if you have any questions about this report or would like to discuss e-commerce with the Keplar team
further, please email us at contact@keplarllp.com.
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