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Leap of faith

You’re investing:

• Time

• Money

• People

Where will your site land?

Copyright © 2009 Molecular, Inc.   |  www.molecular.com |   Linked by Isobar

Lots of targets
• Conversion rate

• Average order size 

• Customer acquisition 
and retention

• Find-ability

• and more...
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Action plan
• Define your vision 

• Create focus & prioritize

• Measure your results

• Arm yourself with
knowledge
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Define your vision
What are you trying to accomplish?
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Identify your goals
Increase Conversion

• Cross sell/Up sell

• Average order size

Reduce Overhead 

• Maintenance costs

• Technical 
infrastructure
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Engage and Retain

• Brand awareness & 
loyalty

• Qualified leads

• New & repeat customers

• Word of mouth / Buzz

ROI is more than $$$, it’s also about creating time with 
your customers and your brand

Create focus
Put first things first
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Increase conversion rates

Increase site traffic

Optimize for search engines

Effective cross-sells

Effective navigation

Customer feedback

Reduce abandonment

Shopping cart improvements

Promotions

Landing pages

Product pages
Visual design

Social Networking

What’s on your list?
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Renovation or Tear Down?
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Prioritize based on...
• Customer input (usability, surveys, feedback)

• Site analytics (abandonment, conversions, path 
analysis, etc)

• Industry and competitors

• Available resources (time, budget, people)

Know where you are to quantify impact of your efforts
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Measure your success
How effective were your efforts?
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Techniques and methods
You CAN do these things on a budget

• Usability testing

• Customer surveys

• Site analytics

• A/B testing
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Arm yourself ...
Leverage best practices  for your  site
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Shoppers concerns...
• How do I find what I’m looking for?

• I need more information

• Am I doing this right? 

• What’s it going to really cost me?

• Is my information secure? 

• Can I trust this web site?
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How to address those concerns…
• Find-ability

– Customer-centric navigation, organization, labeling

• Relevancy
– The right content to the right user at the right time

• Transparency
– Is your site credible? Does it build trust?

• Security and privacy
– Does your site make users feel safe and confident?
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Navigation
• You are not your customer

• Avoid ‘mystery meat’ navigation

• Good navigation aligns with your customers’
expectations and should make them feel confident that 
they’ll find what they seek
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Descriptions provide no 
differentiation

Navigation assumes user is 
familiar with the line of products
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Alternate methods for 
navigating to products, 
based on typical customer 
behaviors and needs
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‘Bite size’ content
• Users have short attention spans

• Majority of users prefer to scan page for key words and 
content

• Content should be chunked into bite size pieces for 
easy consumption

• Utilize bulleted lists, short summaries, section titles
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Detailed information is 
available if users want it

Uses section bars and 
titles to visually chunk 
content

Key info is 
summarized at 
the top
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Contextual content
• Right Information to the Right User at the Right Time

• Don’t make users hunt for key information – put it at 
their fingertips

• Anticipate where users might have questions and 
provide the right information to assist
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Leverages users’
input to anticipate 
questions that others 
may have
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Shopping cart and checkout
– Avoid surprises which can stop users in their tracks
– Estimate shipping costs and taxes as early as possible
– Provide contextual information that helps users to 

complete the transaction
– Give user access to customer support options throughout
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Estimated tax tool reduces 
surprises during checkout

Clearly stated shipping 
policies & options lets user 
choose preferred methods
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Sets expectations for 
the checkout process

Creates transparency 
and trust by 
addressing privacy 
concerns

Contextual content 
reduces obstacles
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Persistent order 
summary clearly details 
total costs;  no 
surprises and 
increased confidence

Contextual text 
reassures customers 
that they can check 
their information for 
accuracy
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Error recovery
• Provide easy to understand messages that help users 

to recover

• Visual cues should clearly indicate which areas need 
correction
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Fields that require 
correction are highlighted

Instructions are 
provided inline with 
text field
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Security and privacy
• 75% of users do not like giving credit card or personal 

information online (Online Shopping, Pew Internet report Feb 13, 2008)

• Simple actions can lead to increased confidence
– Be explicit – tell users how you are protecting their 

information
– Provide visual cues (https, SSL, security icons, 

guarantees and safeguards)
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Visual design
• Looks DO count!

• A professionally designed site makes an impression 
with users and builds credibility

• A poorly designed site distracts users and creates 
barriers to trust
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Credibility
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Remember...
• One size does not fit all

Best practices are only as good as how you apply them  
to your customers and your business

• Improvements do not have to be all or nothing
Small changes can have big impact

• Site redesign / updates are not one time events
They should happen regularly

35
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Thank you

Manivone Phommahaxay
Principal Consultant, Experience Design
manivone@molecular.com
Molecular, Inc.
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Take Aways from this Session

1. When should you change your site?

2. Considerations for when to tweak and when to overhaul

3. So you have decided to make the change - how does this affect the 
front-end and back-end?

4. Customer experience considerations

5. Framework for priorities
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Healthy balance of business and technical expertise:

Over 20 years of professional IT consulting experience

CTO Complex Systems Integration / Distinguished Engineer Fortune 20 IT Consulting Firm

Computer Science Degree - University of Colorado, Boulder 1987

Open Group Master Certified IT Architect & Patent holder: 
http://www.faqs.org/patents/inv/154291

Entrepreneur who started CoffeeCakes.com in 1995

Joined forces with Gillian Anderson (from the X-Files fame), to raise money for 
NeuroFibromatosis (NF) Research

Received National Association of Women Owned Business Jean Yancey Small Business 
Award 2008

Small Retailers’ Survival Guide

Introduction: Who is Sherry Comes?

Confidential Stash Tea and CoffeeCakes.com Only  |  June 1, 2004 © 2004 Majordomo’s, Inc.

© 2009 Majordomo’s, Inc.Internet Retailer Conferences & Exhibition 2009

Small Retailers’ Survival Guide

Introduction: About CoffeeCakes.com

Exclusively Internet Retail
Specialty food and gourmet gift Internet 

retailer

14 years Internet Retail Experience 
Company founded in 1995

Grown mostly by word of mouth
Prior to new web design, consistently 

experienced 30% per year revenue growth

First major redesign, Nov. 2008 
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When should you change your site?

We were reluctant to redesign our website, since we were experiencing 
30% year over year revenue growth.

We knew it was time to change when we started to hear that our print 
marketing was far more professional and attractive than our website.

Also, SEO/SEM experts were telling us that a major overhaul was 
critical to search engine success.

Also, our Creative Director had been after us for YEARS to give the 
website a facelift.

For all of these reasons we decided to make the jump!
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We Decided to Tweak – now what?

THINK BIG, 
Start Small, 

Scale Quickly 
-- Louis V. Gerstner, Jr. 

IBM CEO – Apr 1993 – Mar 2003

It took less than one month from our decision to 
redesign our website, to present our new site to the 
public!  But a website is always a work in progress, 
continually  improving, never finished!
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Framework for Priorities
All about Balancing and Blending:

Business goals and needs
User goals and needs
Regulatory issues 
Technology
Industry

You can build an affordable site! Think BIG 
then add features as you go based on the 
BURTI process of balancing and blending 
your goals, needs constraints and what your 
competition is doing.

Think BURTI
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Goals of Design
Stay within design budget

Improve SEM

Increase revenue

Keep site fresh, keep customers 
coming back to order

Refresh each month, allow us to 
focus on holidays/special occasions to 
promote related products

Promote specials, call to action for 
upselling and cross selling

Promote  new products and specials, 
not just to sell but to look new and as 
exciting as we can be
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Our core competency is Specialty Food Internet Retail, NOT Web Design or Usability

Wanted a professional, not home grown,  look and feel

Wanted to establish a relationship with a design firm that we could…
Build a relationship over time
Continue to outsource more and more work to over time
Be our experts in latest and greatest features, upgrades, etc. going forward
Eventually take over more of our website maintenance
Primarily help us improve SEO and SEM

Plus, believe or not, there is A LOT that goes into the user experience design behind 
every web site – leverage those with expertise in this area – it is not just HTML and 
pretty pictures!

Small Retailers’ Survival Guide

Why outsource web design? 
Why didn’t we do this ourselves?
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Use standard selection methodology
1. Document weighted requirements (a lot of time spent here!)
2. Do a broad market scan and select top 5 companies 
3. Choose top 3 web designers based on your key requirements
4. Narrow selection to top 2 designers
5. Interview top 2, build matrix and compare against your requirements
6. Make final selection: Your primary design team and a backup
7. Start building your partnership with primary. If it doesn’t work, go to 

backups

Small Retailers’ Survival Guide

You’ve decided to outsource, so now what do 
you do?
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Prior planning
Excellent requirements
Mutual trust and respect
Strong teaming  with design team and your own staff
Constant communication
Constant tweaking, keep what works and eliminate what 

doesn’t

All the work goes into the detailed requirements up front. Make  
sure your design team knows what your goals for success are. 
This is KEY!

Small Retailers’ Survival Guide

Keys to Success
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Design with the customer in mind
Share examples of print marketing that you like, and don’t like
Share colors you’d like to see on the site. For examples of color 
combinations, see  http://www.colorcombos.com/
Share site experiences that made you feel good, or that you like to use 
yourself and why
Share site experiences that you did not like
Share usage data (activate web analytics if you don’t have it running 
already)
Always think of the customer 
Look at sites you “want to be like” when you grow up

…we must focus on one thing, our customers!
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"Almost all quality improvement comes via simplification of design, 
manufacturing... layout, processes, and procedures.“
-Tom Peters – Author of  In Search of Excellence

"The world that we have made as a 
result of the level of thinking thus far, 

creates problems that we cannot solve 
using the same level of thinking that 

existed when we created them" 
-- Albert Einstein

Small Retailers’ Survival Guide

Keep it simple

KEY: We knew that our customers had little time on their hands. This meant 
that the design had to be simple, clean and uncluttered and that the pages 
had to load and function quickly. 
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Product Positioning Considerations

Who is your target audience?
How do you plan on positioning your products,?
Will you be relying on sales and discounting? 
Will you be targeting high end customers? 
Will your site focus on product offerings, informational offerings or graphical 
presentation? 
How do you plan on driving traffic to your site?
Will you be using Adwords, or other pay-per-click programs, link exchanges, 
affiliate programs, direct mail or email campaigning? 
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Before 
Redesign
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After 
Redesign
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Entrepreneur Magazine did a critique on our 

web redesign – before and after
To read the entire Entrepreneur Magazine article “Five Great -- and Necessary 
-Marketing Makeovers”: 
http://www.entrepreneur.com/magazine/entrepreneur/2009/february/199650-4.html

Expert reviewers were:
Lynette Xanders: Founder - Wild Alchemy, a Portland, OR branding and 
research firm

Karen Post: The Branding Diva; a Tampa, FL branding consultant and author of 
“Brand Tattoos: Creating Unique Brands that Stick in Your Customers’ Minds”

Jeff Fisher: Founder- Jeff Fisher LogoMotives; a Portland, OR design firm, and 
author of “Identity Crisis! 50 Redesigns That Transformed State Identities into 
Successful Brands”
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Before 
Redesign

Note clutter – written for 
SEO/SEM
Product photos too 
small
Product links lost in the 
clutter
Text heavy home page

Post: “Some of the 
copywriting sounds like 
it’s straight out of a 
business plan instead of 
a human conversation 
between friends.”

Fisher: “The original text-
heavy homepage seemed 
overwhelming. “
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After 
Redesign
Note easier to navigate
Less clutter 
Product photos are highlight/focus

Xanders: “The redesign is far better. 
The visceral effect of reducing clutter 
and increasing the experience is 
always good. The product is the hero 
in this case, as it should be.”

Fisher: “The brown elements make 
the site look much richer and provide a 
great background for making the food 
products look more appetizing.”

Post: “The quality photography adds 
to the image of an established 
business.”
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After 
Redesign
Post: “Because this company is 
all about generating sales on the 
web, redesigning its website is a 
major brand evolution factor. The 
new look is appetizing and sends 
a strong message of trust from a 
friendly company.”

Fisher: “I don’t think the lack of 
interactive features is a negative 
for the site. Too often websites 
are over-designed with too many 
special effects and bells and 
whistles, so the usability suffers.”

Alternatives for getting feedback on 
your website are to take advantage 
of a professional usability expert 
such as http://usablefeedback.com
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Results
In the first few days of testing the new design, traffic to CoffeeCakes.com’s site 
increased by approximately 70% - largely attributable to the site’s enhanced search 
engine optimization capabilities. 

Also, the company has seen a sharp increase in catalog requests (up 2,500%) over 
this time last year. This is most likely due to the fact that every page of the website 
now offers a “request for catalog” option. 

Pushed 
new site 
live June 
24, 2008 

Started 
Website 

Design June 1 
2008

4 Year Comparison of 52 Week Internet Retail Revenue

Search Engines 
started noticing our 
newly pushed site

Green line (2008) 
outperforming Red 
line (2007) revenue 

by 34.76%

Purple line (2009) 
still outperforming 
Green line (2008) 

by  39.12%%
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Recommend Redesign at Least Every 2 Years!

“At CoffeeCakes.com, we know we have a great product and 
exceptional customer service, but that’s all meaningless if our 
customers and prospective customers can’t find our site or find it 
difficult to use.” Sherry Comes, President & Founder 
CoffeeCakes.com

In today’s economy, when marketing dollars are at a premium, companies may be 
reluctant to commit the necessary capital to redesigning their websites for Search Engine 
Marketing (SEM). However, it has been determined that 85% of all visits to websites 
originate through major search engine and shopping engine searches. 

Most SEM experts agree that companies should do their utmost to be ranked within the 
top 10 listings of a search engine result.  

A website needs to be kept fresh, constantly changing, always a work in progress adding 
things that work, eliminating things that don’t and/or have gotten stale.
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Partners

Web Design by Colorado Web Solutions http://www.coloradowebsolutions.com/

Copy writing, PR & Communications was handled by Celine Hundt Communications, LLC

All creative handled by independent Creative Director Tami Dickson with TamiCreates

User experience design by Lyn Bain Chili Interactive 
http://www.chiliinteractive.com/

Usability expert reviewer http://usablefeedback.com

SEO Services and Reporting - 15SEO.com

“I've tasted these coffee cakes and they're every bit as good as they look - sweet 
and scrumptious. Too good - one slice leads to another!"

- Gillian Anderson
“(Agent Dana Scully from the X-Files, Lady Dedlock in Bleak House 
and Dr. Sara Zach in The Last King of Scotland)”

Confidential Stash Tea and CoffeeCakes.com Only  |  June 1, 2004 © 2004 Majordomo’s, Inc.

© 2009 Majordomo’s, Inc.Internet Retailer Conferences & Exhibition 2009

Small Retailers’ Survival Guide

Questions / Follow Up

If you have any questions please do not hesitate to contact me 
anytime!

Sherry Comes
scomes@CoffeeCakes.com

Thank You!

“Your service AND product(s) are out of this world. What a hit this gift 
was....tasty too! Thank you for excellent product and superb service!”

-- CoffeeCakes.com Customer



Jon Hoch
Founder & CEO

Redesign Case Study:  
Pressure Washers Direct



Fewer People Searching For…



July
2003

July
2005



February
2007

February
2008



March
2008

What Happened?



Nothing
Nada
Zilch

Why?

• Changing a graphic doesn’t double 
conversion rates

• Google isn’t pretty, but it works

• Customers want usability and 
functionality first



• Data‐Base Driven Products

• Filters, Sorting and Comparing

• Real‐Time Inventory

• Recommendations & Reviews

• How to Videos

• SEO Friendly Inner Pages

Redesign Isn’t Just Graphics

+ 21% Increase in Web Traffic

Record Number of Orders in 2009

Record Sales in 2009

It Worked After All



Lessons Learned

• Total Makeover Every 5 Years 
• Lose Money During Redesign
• Always Takes Longer Than Planned
• Results Are Not Instantaneous
• Redesign Never Ends

Topics

How We Really Use The Web

Billboard Design 101

Animal, Vegetable or Mineral?

Happy Talk Must Die!

Omit Needless Words

Street Signs & Breadcrumbs

My Gospel to Web Site Usability


