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Heuristic Analysis

WHAT IS IT?

A usability inspection method in which we analyse the
experience for compliance with usability principles and
report issues. Then improvements are recommended to test
and fix the issues. This is a top - level report covering the
cey templates; Homepage, Navigation, Search, Listing Page,

Product Page, Account, Checkout, Login/Register & Content

Pages.

WHY DO WE DO IT?

To develop experience insights based on a set of industry
heuristics for the five types of ecommerce shoppers, in order

to propose recommendations for imi rovement, we have
POOR

labelled them as m &

Utility
IT DOES WHAT | NEED

Usable
| CAN DO WHAT | NEED TO

Desirable
| LIKE IT

Emotional
| FEEL GOOD ABOUT IT

WHO ARE THE 5 TYPES OF ECOMMERCE SHOPPERS?

e Product focused e Bargain Hunters
e Browsers e One Time Shoppers
® Researchers



10 Usability Heuristics for User Interface Design

1. Visibility of System Status

2. Match between System and the Real World

3. User Control and Freedom

4. Consistency and Standards

5. Error Prevention

6. Recognition rather than Recall

/. Flexibility and Efficiency of Use

8. Aesthetic and Minimalist Design

9. Help users Recognise, Diagnose, and Recover from Errors

10.Help and Documentation



DETAILED ANALYSIS

Homepage



Homepage Best Practices

1. Display Your Unique Value Proposition 44 42% Ofm()bile e-commerce

2. Have an Eye-Catching Sale Section

sites do not have a

3. Demonstrate Site Security

4. Make Your Search Bar Stand Out hOmepage deSign that

5. Add Product Images to Categories

enable users to accurately

6. Feature Your Best Products

infer the type of site theyve

/. Display Key Information First and Foremost
8. Place Further Information in the Footer landed OnN.
9. Personalize Your Homepage

10.Keep Your Design Simple source
11.Have a Simple Navigational Structure

12.Design for Mobile First

13.Make Sure Your Homepage Loads Quickly


https://baymard.com/blog/mobile-ecommerce-search-and-navigation

Homepage Review

VISIBILITY OF SYSTEM STATUS

POOR

= The CTA on the hero banner is unclear and does not stand out.

-> Carousel in hero banners have been proven to be ineffective as

users rarely scroll past the first banner.
-> There is no action upon hovering the bag icon.

= It is a good e-commerce practice to show the summary of your

purchase upon hovering the bag icon.

=> There is no feedback when adding a product to wishlist.

MATCH BETWEEN SYSTEM & THE REAL WORLD

=> The label '"Home' for Home Appliances is misleading as users will

misunderstood it as a label leading back to the homepage.
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Homepage Review

VISIBILITY OF SYSTEM STATUS

POOR

= The CTA on the hero banner is unclear and does not stand out.

-> Carousel in hero banners have been proven to be ineffective as

users rarely scroll past the first banner.
-> There is no action upon hovering the bag icon.

= It is a good e-commerce practice to show the summary of your

purchase upon hovering the bag icon.

=> There is no feedback when adding a product to wishlist.

MATCH BETWEEN SYSTEM & THE REAL WORLD

=> The label '"Home' for Home Appliances is misleading as users will

misunderstood it as a label leading back to the homepage.
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Homepage Review
| s

L8  FLEXIBLE & EFFICIENCY OF USE CENTRAL ONLI
-> The Banners and Product Widgets are displaying the incorrect | ' 60
text when the user change the site language from Thai to ﬁoaufwbmwmsm
English. This will affect the user’s browsing experience. N aO|WU 5% EREE
-> The title for the page doesn’t change with language. The page wisowuw GIFTS = WR/

will fail in the SEO ranking. . Gosouduch 1,500 -

L T R

AQIWU
m USER CONTROL & FREEDOM 1-2 May "9 1,000.-

E
— 400 =¢>100 ‘“
SHOP NOW O'osmsdnaoua 28

POINTS BAHT 2 3”

-> Possible mistakes that a user could make on the homepage

includes "to click on a wrong link / to be taken to a page that
wasn’t intended’. These errors can be rectified by using the HOT DEALS

navigation or coming back to the homepage via the logo. -
8O%




Homepage Review

L8y RECOGNITION RATHER THAN RECALL

English w OBranch location

-> Group global elements in the header in one place so that the
user recognises them when they revisit the site. The icons such Q BRAND BEAUTY

as wishlist, bag, account & search should be placed together.

-> Personalisation of content would help the user to continue the
journey when they revisit. For e.g., a component that shows

recently viewed products or product abandoned in the cart can

(® Track order status ® Login | Register @

entice the user to complete the purchase.

SPORT PROMOTION GIFTS

g

11



Homepage Review

LBy AESTHETIC & MINIMALIST DESIGN

First Impression Matters

-> Homepage above the fold showcases multiple font type usage and
colours which will be overwhelming for first time users as everything

is shouting for attention.

- Look and feel does not feel elegant or classy that reflects the brand
positioning of Central Group. (e.g., opportunity to use high-quality

ifestyle images)

-> More obvious key sections on homepage, currently it looks

cluttered due to the tight spacing between each key sections.

-> Interface needs to be cleaned off with unnecessary components.

The elements in the page has to be prioritised accordingly.

-> Frequent usage of promotional pop up banners throughout the site

will increase the drop off rate as users might get distracted.

= Too much animation/movement on the key section listing can be

distracting to users, leading to higher fall off rate.
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Q BRAND BEAUTY WOMIN MIN K0S C ENTRAL HOME TECH SPORTS SALE GIFTS &)

Homepage Review — g

CENTRAL ONLINE

Q CENTRAL Q© B
6’00’- G/V«m/

T
Aasulouls s nvoousnidnnsu

L8 CONSISTENCY & STANDARDS " a0WuS% | EEPGIFT
T WRAPPING

Godoudhch 1500 dodoinsu 499 BN CENTRAL ONLINE

1m0 6&ff@/t/(”“/

-> Fonts and colours across the entire site pages should maintain

consistency and in line with Central Group brand template to - Sy 1a8|go_ e | AT S
rouiioulafidhso 5 Gadolesy 18,000, S — ;
ensure consistent customer experience throughout the E— 400 %>1oo [ sosmstosarmsun, AQINL 5% - @"GIFT
P POINTS BAHT weomuvi GIFTS WRAPPING

ifadoududh 1,500.- Wodounsu 499.- fuly

purchase journey.

HOT DEALS
RCAY oo |
. = ) 2
-> Inconsistent CTAs are a deterrent for users to perform the t— -)
o,
intended action as they might get confused. 1‘.”36"3 ' -
= |

HELP & DOCUMENTATION
o = - B - ‘ 8 f

Smn 0 Y,
-> Displaying the USP of the site helps the user to understand the L e W \&;ﬁ,
LPF Jan v
features of the website which will be helpful during the purchase ... ==
- will] OYEoN TEFAL b
. : : . : Lopoace 202420 5 -y 827,455 313,900 87,990
Journey. BUt aVO|d haVIﬂg COﬂteﬂt IN a New WlndOW, :J, fu,u, :‘9”. S i :ooﬁ,.” save B1.445 save B13,000 save B1,O(
-> Displaying different payment methods. T - B

‘NESPRESSC

| naunsi @ -~ '
1000-150 A - ..

-> Displaying Trust badges to build confidence and sense of

security.



QR RRQRKEK

Homepage Recommendations

Consider avoiding popup ads that annoys user when
browsing.

Consider avoiding hero banner carousel.

Consider showing recently viewed or recommended products
that entice users to buy.

Consider showing security badges that would build trust shopping in the site.

Consider showing payment methods so that the users are aware of them.
Consider making the homepage clutter free.

Consider grouping global icons together.

Consider making an appropriate designs for CTAs like primary & secondary
buttons/links .

Consider giving feedback for user actions.

¢“0% of the benchmarked e-
commerce sites
unfortunately fall victim to
the allure of having highly
graphical ad blocks in
prime content locations on

their homepage.

Source


https://baymard.com/blog/avoid-these-ecommerce-graphics

DETAILED ANALYSIS

Navigation



Navigation Best Practices

1. Have a flat navigation through a clear, easy-to-digest menu without too

many levels.

2. Have Breadcrumbs for all the pages for the users to navigate and know

where they came from.
3. Mega-menus offers context and links to extra content.
4. Have consistent and logical menu levels.

5. Have a category landing page for all the categories of the main

navigation.
6. Use label ‘Menu’ rather than using hamburger icon for menu in mobile.
/. Have labels for all the icons wherever the icons are not universal.

8. Make footer navigation with important links.

¢¢ Navigation exists to help
users, not to be a puzzle in
its own right. Users should
be able to understand it
immediately, and apply
that understanding

throughout the site.

Source


https://www.nngroup.com/articles/top-10-ia-mistakes/

I I L L L
a » lga th I I I t ( E b 1( EW L Discount 5% Code: EMDS when purchase of 3,000.- {8 Track Your Orders 2 Hi! Guganathan

Q BRAND BEAUTY WOMEN MEN KIDS CENTRAL HOME TECH SPORTS SALE GIFTS B

RECOGNITION RATHER THAN RECALL
x

-> Consider keeping the logo on the left as menu items can be placed next srand

to it. According to Serial Position Effect, users will always remember the Beauty
first item easily and sees it first. Hence it is important for the logo to be Women
placed on the left as it serves as an quick return to the homepage. Men
Kids
CONSISTENCY & STANDARDS
Home

Tech
-> The information architecture and grouping is fairly good. Every menu

item has a landing page which helps in SEO. e
Sale
-> Footer containing direct links to Return Policy & Shipping Info is good.
gifts
=> The menu items can be organised by the order of importance, relevance
Luggage
and popularity. o
Watches
-> Avoid duplication of the same labels. Home Appliances is placed under
Sanrio

both Home and Tech.

Marks & Spencer
-> Menu items should be the same for desktop and mobile.

MNew Arrivals

17



Navigation Review

VISIBILITY OF SYSTEM STATUS

> When users tap on any first level link, second level links such as
Information and Help should not show up as that becomes a

distraction to the user’s shopping experience.

= There is not a ‘View All" link that will lead the user to a landing

page with all brands listed out.

m USER CONTROL AND EREEDOM

-> Opening and closing the menu on both desktop and mobile is clear
and easy to operate. Understanding where the user is on the system
is clear. There is also a constant view of the current page in the

background so the user understands that they have not left the page.

BEAUTY

WOMEN

MEN

KIDS

CENTRAL

{ Beauty
View all
Skincare
Makeup
Fragrance
Beauty Gift Set
Tools & Appliances

Bath & Body

Beauty Supplementary

Shop by brands

Information & Help

@ Track your orders

° Find a store

HOME

== Change language (TH)

Help

Services

TECH

@ Track Your Orders

SPORTS

2 Hi! Guganathan

SALE

GIFTS

W



Navigation Review

AESTHETIC & MINIMALIST DESIGN

-> ‘Language’, ‘Stores’ & “Track Your Order’ option can be moved to
the footer. This will help to prevent too much clutter at the top

and also gives importance to the footer navigation links.
-> The label names and icons should have improved affordance.

-> Good to have a different font weight or colour to represent a

different state when hovering on key elements.

Ing

Q

v @ Stores

BRAND

BEAUTY

WOMEN

19



Navigation Review

L8 ERROR PREVENTION

-> When the user activates the navigation menu, displaying a popup
promotion banner should be avoided to prevent the user from clicking

on it incorrectly. This is a distraction to the user’s browsing experience.

ONLINE EXCLUSIVE

X

WHEN PURCHASE UP TO 1,200.-

CODE: NOW200

Subscribe to more
new member secret deals:

Type your email here

SUBMIT

1 Apr - 5 May "19 *Terms & Conditions Apply.

20



Navigation Review

m HELP USERS RECOGNISE, DIAGNOSE & RECOVER FROM ERROR

=> If the user has clicked on a wrong link, the title at the top helps
them to return to the previous page. The user will not be lost on

committing to an action.

< Beauty
View all
Skincare
Makeup
Fragrance
Beauty Gift Set
Tools & Appliances
Bath & Body
Beauty Supplementary
Shop by brands
Information & Help
@ Track your orders

0 Find a store

mm= Change language (TH)

Help

Services

21



QR ®

QR Q QK

Q

Q

Navigation Recommendations

Consider listing all the brands with a ‘view more’ option if all the brands
cannot not be shown.

Consider avoiding Pop-ups when the menu is opened.
Consider having a consistent style for all the mega menus.
Consider having L2 menus group with similar items.

Consider having CTA using bank promotion than just giving information.

Consider having the menu organised by removing the redundant links of
Home Appliances

Consider having rarely used links like stores, language and track my
order to the footer. Have the same in mobile as well for consistency.

Consider having blog as a separate link in the navigation so that the users can

read the articles posted and navigate back to PLP/PDP for the products shown.

¢¢ If They Can’t Find It,
They Can’t Buy It.

Source


https://baymard.com/blog/avoid-these-ecommerce-graphics
https://www.smashingmagazine.com/2013/11/guidelines-navigation-categories-ecommerce-study/

DETAILED ANALYSIS

Search



Search Best Practices

1. Make sure the search bar is visible on all devices.

2. Use auto-complete for quicker search.

3. Ensure misspellings still produce results.

4. Provide synonym results.

5. Provide faceted sorting & filter in search results.
6. Natural Language Processing.

/. Show non-product results.

8. Show the search query on the results page.

¢¢~70% require users to search
by the exact jargon for the
product type that the
website uses, failing to

return relevant products.

Source


https://www.smashingmagazine.com/2014/08/the-current-state-of-e-commerce-search/

Search Review

Ly CONSISTENCY & STANDARDS

-> Positioning of the search bar is not prominent. It is important for the search

box / tield to be visible for an e-commerce site with a wide variety of products.

Ing v @ Stores

m HELP USERS RECOGNISE, DIAGNOSE & Q BRAND BEAUTY WOMEN

RECOVER FROM ERROR

-> When there are no results, the site shows a smart response which gives

the opportunity for the user to try different search keyword.

25



Search Review

Ly HELP & DOCUMENTATION

=> Search function does not support non-product search. The search results
for a keyword such as ‘return’ returned a product list which is not relevant.
The keyword ‘return policy’ showed no results. The user would expect to

be shown the return policy page.

m USER CONTROL & FREEDOM

=> The number of products is clearly listed on the search results page.

=> There is faceted sorting for the search results page, however the ‘filter by
category’ function is not consistent in showing appropriate category for
all products. For example., the search for ‘shirt’ displays relevant products

but does not allow the user to filter by gender type.

Q. BRAND  BEAUTY  WOMEN

shirt

MAN  CHILDREN AND TOYS C E N T R A L HOME TECHNOLOGY SPORT

PROMOTION GIFTS

Sort ( Recommended product...

EP

Shirt

From s

From 81795 save - 8897

O

“Search results for

'SHIRT'

SFERA SFERA
Shirt idoisa 3du Tud XL
8 From a From $

71,890 712 712
From 8830 save - 8178 From 8830 save - 8178

L L]

show

SFERA
Shirt

From b

From 8550 save - 8110

O

26



Search Review

92014 items found for "ovan"

POOR ERROR PREVENTION Did you mean oven, oval?

-> Misspelled keywords are not corrected and relevant products are not
. . . KENWOOD
shown. It is common for users to input incorrect keywords, however the Lo 4

Official Store

search should show relevant content.

= The site shows no relevant results when a related keyword is searched. An

example: Searching the word ‘Mats’ does not return any results. It should

ideally return a list of results related to ‘Rugs’.

FLEXIBILITY & EFFICIENCY OF USE

. . _ . Candy 20L Microwave with Grill Kenwood Electric Oven 32L (Stainless
=> It is a good practice to list out ‘Trending” & ‘Recent Search’. However, Function CMXG20DR Steel) - MOM8SOBS
predictive search is not available. Hence, users will need to input the $108.00 $249.00
. $168-00 -36% $399.00 -38% IFree]
entire keyword. | |
(11) Singapore (6) Singapore

-> Example Screenshot from Lazada

27
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Search Recommendations

Consider placing the search bar along with the global icons towards to
the right starting with open search bar, account & cart in that sequence.

Consider having autocomplete/type ahead in search bar.

Consider the filter to be appropriate for the searched keyword.

Consider giving suggestions to misspelled keywords...”Did
you mean Coolers instead of Colers”

Consider having non-product search for keywords like return policy, etc.,
activated so the user doesn’t feel lost when searching for keywords other
than products.

¢¢ 34% of the sites don't return
useful results when users
search for a model number
or misspell just a single
character in the product

title

Source


https://baymard.com/blog/ecommerce-search-report-and-benchmark

DETAILED ANALYSIS

Product Listing Page



Listing Page Best Practices

1. The introduction should be briet, to the point and answer the

questions: “What is the page about? Why should | care?”.

0 .
2. Provide good quality product images with multiple views to support ¢¢ 46/0 Of those sites SUﬁer

ourchase decision.

from displaying too little or

3. Allow users to sort/filter large number of products easily.

4. Provide user ratings to help decision making. pOOrly ChOsen content n the

5. Present sufficient product specific information (e.g. colours/sizes) .

product listing page.

6. Show as much information as necessary to move the user to the

product page.

Source


https://baymard.com/blog/product-listing-information

Listing Page Review

VISIBILITY OF SYSTEM STATUS

=> There is a filter and sort function on the page. But there is no clear
distinction between them. Filter has to be more comprehensive for

the product shown in the page.

- The ‘Number of Products Found' is listed incorrectly as ‘Number of

Styles Found’ on some PLP pages.

L8y CONSISTENCY & STANDARDS

=> There is no consistency in the colours availability of each product.

Only some products with colour thumbnails shown.

Sort (Recommended)

SIMPLICITY

Short Sleeve Blouse Green

Size XL
From B81,596

From 81995 save - B399

Discount 200.- Code: EXT200 when purchase of 3,000.-

= Q CENTRAL © ®
Tops
TOPS
BRAND BEAUTY WOMEN T
Sort
Home Women Clothing Tops 1284 styles found

X

e Range
. ! \
SIMPLICITY Kardina Andria
Short Sleeve Blouse Green Blouse Brown Size F
Size XL
B1,596 82,290
save B399 save B3,600

|

iy

MISS SELFRIDGE Easy Pieces

Blouse Pink Size 14 Blouse White Size XL
B1,225 B1,272
save 81,225 save B318

£

Kardina Al
Blouse Br¢

82,290 From 81,225
B5 890 save B3,600 From 82450 s;



Listing Page Review

L8y RECOGNITION RATHER THAN RECALL

-> Upon hovering the user is shown 2 CTAs with the same prominence
namely ‘Wishlist" and ‘Quick buy’. That increases the user’s cognitive

load to decide on which action they should perform.

-> Clicking the ‘Quick buy’ button activates the widget to flip and display
the product’s attributes and ‘Add to bag’ CTA. It would be good to

show the product image as well to entice the user.

FLEXIBILITY & EFFICIENCY OF USE

-> Having the filter option visible at all times allows the user to change

the parameters at ease.

-> User has to close the widget manually. It should automatically flip

back to its original state when the user hovers over another product.

New

GARMIN

Instinct Smartwatch

Sunburst
B11,500

C) WISHLIST

& QUICK BUY

32



Listing Page Review

AESTHETIC & MINIMALIST DESIGN

-> The product information on the PLP page should be consistent to

achieve a clean and uniform look.

=> Providing attributes on demand would help user to look into what

they are interested so that listing looks clutterfree.

HELP & DOCUMENTATION

-> The value proposition of the site is displayed to boost the user’s

confidence and trust.

= It will be helpful to include features like star ratings to help the user

make quick decisions on the PLP.

-> Having a short description of the category under the page title will
give the user a quick summary of the page and it helps to enhance

SEQO performance.

=

Domestic express delivery

@'S)

as

Gift wrapping service

ANSWER EVERY SHOPPING AT CENTRAL

Thel

Earn & Redeem Points

9

Easy replacement and return

Click & Collect service

33
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Listing Page Recommendations

Consider giving appropriate attributes like size, color across all products.

Consider having distinctive sort and filter option. With filter
option more intuitive to the product line listed.

Consider having user rating as it helps the user to decide by looking
at the ratings and reviews.

Consider having one primary action on the widget and
distinguish others as secondary actions.

Consider lazy loading of products on scrolling and make sure the
products loads faster.

Consider having short description of the listing page with
accompanying visual.

Consider avoiding home appliances listed in 2 categories.

¢ 76% of sites neglect the
principles of progressive

disclosure, and always
display the same amount of
information for all product

[ist items, instead of
progressively showing extra
information for items the user

has shown an interest in.

Source


https://baymard.com/blog/list-item-design-ecommerce

DETAILED ANALYSIS

Product Detail Page



Detail Page Best Practices

¢ 82% of e-commerce has an

1. Display product details info (price, sizes, colours options, short

description of product and CTA) above the fold on product pages. Overall pOOr-tO-mediOcre

2. Provide size guide details for applicable products.

3. Allow multiple product images. PrOdUCt Page user

4. All products need at least One ‘In Scale’ Image.

experience.

5. Provide shipping & return information.

6. Have reviews and ratings of the product. Source


https://baymard.com/blog/rei-product-page-ux

Detail Page Review

CONSISTENCY & STANDARDS

- Product images are good in most of the categories. However,
there is no image showing the dimensions. For example: A
handbag has great product shots but it should have one with the

dimensions clearly listed.

-> There is fair bit of up-selling options provided in the page for the

users to check other products. But could avoid automatic carousel.

-> The quantity component is not shown in the mobile site. It should

be consistent across all devices.

L8 ERROR PREVENTION

= There is no size guide for clothing. Size guide is essential for users

to purchase the correct fit, without a size guide the conversion rate

will decrease.

Q BRAND BEAUTY WOMEN MAN CHILDREN AN...

z
v
)

Free shipping nationwide When shopping for products from 699... @ Track order status

CENTRAL

® Lo

HOME TECHNOLOGY SPORT PROMOTION GIFTS @

Cath Kidston
Navy handbag

180 B1,590 12,720 score

1 Add to shopping bags .9
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Q BRAND BEAUTY WOMEN MEN KIDS CENTRAL HOME TECH SPORTS SALE GIFTS )

° °
D e tal P a e Re » l eW T National Delivery: Free shipping for order over 8699
| MISS SELFRIDGE

Blouse Pink

e Q CENTRAL QO B

81,225 [ 9.800 Points

size Blouse Pink

Blouse Pink

E Save 50%

L8y FLEXIBILITY & EFFICIENCY OF USE

=> There are no zoomed-in images for inspection of the material.

=> Product details provided are not easy to consume as they are not

properly grouped. Some of the information are not relevant.

- Add to Bag CTA should be visible in the first fold on mobile. i T ¢

Looking for something a Nt or yous vent? Qur Premium collection DN RT vod detaling and Noor-sweeping sk Make every moment an entrance. Your
moment awanls

Crew neck

Short sieeve

All over mult oured stripe e

Matenals: Ny olyest

Sz

L olor

aaaaaaaaa

Notes: In terms of item color, it may De slightly different from each monitor display and specification

YOU MAY LIKE

R
o \
A Size
(ﬁ‘ NN
AESTHETIC & MINIMALIST DESIGN .) 14
Sousa kS ooy e Boe ol

81690 84,990 2895 81590 84,590
PRI, ADD TO BAG o

n Get this item with 9,800 points

=> The product image should take the entire width of the available
screen space in mobile. The arrows can be replaced with

pagination visual cues at the bottom.
PRODUCT DETAILS

SRRRAL GiiGiio Looking for something a little ‘extra’ for your next

Dreoss Groy Sizo 12 Coffee Machine Black avant? Mur Draminim sallastinn fasbiirae aveaiicita

JOCKEY

Long Sleeve Shirt Navy Szo
™M

From 81,790

From 83,192 85,992
8450

From 85590 save - 8798 PO save $1.498

- 38



Detail Page Review

VISIBILITY OF SYSTEM STATUS

= Products added to the wishlist is not visually shown to the user. They are

not aware that the product has been added to the wishlist.

-> When there is discounted price, it would be good to show the original

price slashed and visible enough for the user to compare.

Cath Kidston
Navy handbag

33180 B1,590 [H]12,720 score

1T v Add to shopping bags
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Detail Page Recommendations

Consider multiple views of the products.
Consider displaying videos along with product images.

Providing size guide for clothing and dimensions to appropriate
products to increase conversions and reduce abandonment.

Consider detailed product specification that would help users in
decision making.

Consider having a waiting list or notification options for out of stock products.

¢¢68% of sites poorly handle
temporarily out of stock

products

Source


https://www.baymard.com/blog/current-state-ecommerce-product-page-ux

DETAILED ANALYSIS

Cart & Checkout



Cart & Checkout Best Practices

1. Allow editing of the products in the cart page.
2. Allow guest checkout.

. Replace or minimise the header and footer of unnecessary elements to 44 YOur customers are here to

avoid distractions. )
. Keep the checkout process and interface simple and easy. ShOp, nOtﬁll Outformso

. Add description for tfield labels in payment section.

OV

. Provide quick data validation. Source
Display trust badges throughout the checkout process.

. Show Order summary in all the checkout process

O © N o U A

. Allow different payment methods.


https://www.smashingmagazine.com/2014/08/the-current-state-of-e-commerce-search/
https://www.smashingmagazine.com/2009/05/12-tips-for-designing-an-excellent-checkout-process/

Cart & Checkout Review

FLEXIBILITY & EFFICIENCY OF USE

POOR

-> The user does not have the flexibility of updating the product
details. E.g., changing the clothing size. In order to edit the item
attributes, users have to remove the product from cart and repeat
the step of adding the item back from PDP instead. Additionally,
the user could not click through or view the PDP once the product

is in the cart.

=> In Checkout - Delivery Details section, selecting “Pickup at Store”
doesn’t display an effective way of showcasing pickup points on

maps.

ERROR PREVENTION

- The affordance for links and icons are very small on mobile site.

The user may tap the wrong link and get confused.

Q. BrAND

BEAUTY WOMERN MEMN KIDS

SHOPPING BAG (4 ITEMS)

o

L

¥,

GIFT OPTIONS

e=

ALUMNUS
1903L5CS35 Long-Sleeve Shirt Brown Size 5

Brown, 5

+ Click & Collect « Gift wrapping available

G2000

Techno Ergonomic Suit Mavy Size 46

Mavy, 46

W Click & Collect + Gift wrapping available

G2000

Techno Ergonomic Suit Navy Size 48

Mavy, 48

' Click & Collect + Gift wrapping available

G2000

Suit Navy Size 50

Mawvy, 50

v Click & Collect + Gift wrapping available

Gift wrapping

CENTRAL
1 81,432
save 358

Remove from wishlist

HOME

B1,432

Add to wishlist

Add to wishlist

] #2,995
savie B2,995
Remaove
. B2,995
save B2,995
RBemove
1 84,995
save B4 995
Eemowve

Add to wishlist

If you're purchasing a gift, you can enter a personal message.

82,995

82,995

B4,995

TECH

SPORTS SALE

4 ITEMS

Shipping &
Handling

Total

National Delivery: Free shipping for order over B699

o
L

~

SECURE CHE n'

8
8

SHOPPING BAG
(4 ITEMS)

ALUMNUS

1903LSCS35 Long-Sleeve Shirt Brown ...

S

81,790 B1,432

v B8

Remove Remove from wishlist

G2000

Techno Ergonomic Suit Navy Size 46

46

85,990 B2,995
v i@ v B

Remove Add to wishlist
G2000

Techno Ergonomic Suit Navy Size 48

48

85,990 B2,995
Remove Add to wishlist
G2000

Suit Navy Size 50

50

89,990 84,995
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Cart & Checkout Review

CONSISTENCY & STANDARDS

=> The visual treatment for component differs from desktop to
mobile. The user may find it difficult to know that some icons in

mobile is clickable as it is not clearly distinguished.

VISIBILITY OF SYSTEM STATUS

=> There is no visual indicator of discounted price. Users will be
confused with the actual and discounted price as there are no

indicator or labels.

-> The discounted price featured on desktop shows irrelevant and
repetitive price as unit price.
=> The discounted price on mobile is not reflecting the same

information as desktop version.

=> In shopping cart, when users update the quantity to more than 3,

the subtotal amount in order summary does not reflect accurately.

Q. BrAND

BEAUTY WOMERN MEMN KIDS

SHOPPING BAG (4 ITEMS)

o

L

¥,

GIFT OPTIONS

e=

ALUMNUS
1903L5CS35 Long-Sleeve Shirt Brown Size 5

Brown, 5

+ Click & Collect « Gift wrapping available

G2000

Techno Ergonomic Suit Mavy Size 46

Mavy, 46

W Click & Collect + Gift wrapping available

G2000

Techno Ergonomic Suit Navy Size 48

Mavy, 48

' Click & Collect + Gift wrapping available

G2000

Suit Navy Size 50

Mawvy, 50

v Click & Collect + Gift wrapping available

Gift wrapping

CENTRAL  vome
1 81,432 81,432
save gIS8
Remowve

Remove

Eemowve

If you're purchasing a gift, you can enter a personal message.

Remove from wishlist

82,995 82,995
save B2,995

Add to wishlist
82,995 B2,995
save B2,995

Add to wishlist
84,995 B4,995
save g4,.995

Add to wishlist

TECH

SPORTS

4 ITEMS

Shipping &
Handling

Total

National Delivery: Free shipping for order over B699

o
L

~

SECURE CHE n'

8
8

SHOPPING BAG
(4 ITEMS)

ALUMNUS

1903LSCS35 Long-Sleeve Shirt Brown ...

S

81,790 B1,432

v B8

Remove Remove from wishlist

G2000

Techno Ergonomic Suit Navy Size 46

46

85,990 B2,995
v i@ v B

Remove Add to wishlist
G2000

Techno Ergonomic Suit Navy Size 48

48

85,990 B2,995
Remove Add to wishlist
G2000

Suit Navy Size 50

50

89,990 84,995

44
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Cart & Checkout Review

VISIBILITY OF SYSTEM STATUS

POOR

= Order summary is missing in the mobile site. The user would not

see the order details in mobile which might be a deterrent for user

to continue checking out.

HELP USERS RECOGNISE, DIAGNOSE AND RECOVER
FROM ERROR

-> Once the user proceeds to the Payment section, they do not have
the flexibility to return to Delivery Details section to view / edit
their delivery options. The user should be given an option to

review their choice.

E SECURE CHECKOUT

CENTRAL

—
o

Delivery Datalls

Guganathan Ganesan

gugxindia@gmail.com
1234546899

o 1 Mumiber

DELIVERY QPTIONS

o Shipping to Address
@ Your items will be shipped to your address (Home, Office, e

SHIPFING ADDRESS

house

gugan nathan

1234546859

building, 123, 53¢ street

Bang Bon, khat Bang Bon, Bangkok 10150

Change Shipping Address

SELECT SHIPPIMG QPTIONS
© standard Delivery

Same-day Delivery

Pickup at Store

3K

Pickup at Skybox and Family mart
% FREE for Ordor 8699 or more, 820 for Order below 8699

H @) @ @) ®)

HELP SERVICES

Wou will pick up your items at Cenftral Department Stores or

Payment Complete

ORDER SUMMARY

YT Gz2o00
Suit Mavy Size 50
B4,995

PAYMENT SUMMARY

Tatal

tc)
Dalivary

Shipging & Handling

Order Total

BOD

Robinson Department Stores

CONTINUE TO PAYMENT >

STORES ABOUT CENTRAL GET OUR APP
Stone Location & Howrs
Stonn Promotions & Evonts L

Tourst Guide Caroers

a8 CENTRAL En

Delivery Complete

Payment

Guganathan Ganesan

gugx.india@gmail.com
1234546899

The 1 Number

ADD

DELIVERY OPTIONS

Shipping to Address

5D
U
°

SHIPPING ADDRESS

house (Full tax info)

gugan nathan

1234546899

building, 123, sse street

Bang Bon, khet Bang Bon, Bangkok
10150

Change Shipping Address

SELECT SHIPPING OPTIONS

Standard Delivery BO

Same-day Delivery B150
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Cart & Checkout
Recommendations

Consider giving options to edit more product attributes (size, colour)
in the cart page.

Help information should be prominent on all checkout pages with
customer service number or live chat option displayed.

Clarity on pricing.
Simple and clear to change payment and delivery methods.
Consider saving the payment methods for faster checkout on returning.

Consider having security badges to build trust.

¢¢ Everyone makes mistakes.

Allow Your Customers To

Easily Modify The Order.

Source


https://www.baymard.com/blog/current-state-ecommerce-product-page-ux
https://www.smashingmagazine.com/2009/05/12-tips-for-designing-an-excellent-checkout-process/

DETAILED ANALYSIS

Account Page



Account Best Practices

1. Make personal details available/auto fill when user is checking out or

returning.

2. Clear visibility of My Orders status types — Returned, Cancelled,

Delivered etc. Users can track or re-order their orders accordingly.

3. To complete the omni-channel, recommend to have in-store return

option.

4. Provide option to share wishlist via email or social media channels.

5. Store payment methods information so when returning users checkout,

it is simple and effortless.

6. Have subscription option to subscribe or unsubscribe newsletter easily

along with account details.

¢¢ The account pages are
critical for success because
they offer a place for
customers to do many

important actions.

Source


https://www.smashingmagazine.com/2014/08/the-current-state-of-e-commerce-search/
https://trellis.co/blog/your-ecommerce-customer-account-pages-matter-more-than-you-think/

Account Review

m CONSISTENCY & STANDARDS

-> The overview page has all the required information of the user.
The left navigation allows the user to select other account
details. The links in the widgets allows the user to edit and there

is consistency in mobile as well.

FLEXIBILITY & EFFICIENCY OF USE

-> The affordance of the left navigation has room for improvement.

The user may find it difficult to tap on the menu.

- The affordance of all the buttons in the forms are small in mobile site.

Q BRAND BEAUTY WOMEN MEN KIDS CENTRAL

MY ACCOUNT

Overview >
My Profise

Address Book

Wishlist

ACCOUNT OVERVIEW

My Orders

Return & Exchange
PERSONAL INFORMATION

Chango Password Guganathan Ganosan

Log out . SuUoX.INndiaEgmail com

DEFAULY SHIPPING ADDRESS

house

Qugan nathan

1234546599

building, 123, s5¢ steoet

Bang Bon, khet Bang Bon, Bangkok 10150

LATESY ORDER(S)

Order
CO1904303395604

Placed on 2019-Apr-30

O®EE®

HELP SERVICES STORES
Do Loca o
S oo Prome
Po ! Pont Redenr, G
C & Collect
Che Shoo

HOME TECH SPORTS

Bl e 1 inFORMATION

Connect to your The 1 account Lo redeem your points

CONNECT TO The 1 ACCOUNT

FULL TAX INVOICE ADDRESS

house

gugan nathan
1234546899

buiding, 123, 4s¢ stroet

Bang Bon, khet Bang Bon, Bangkok 0150

Standard Delivery Creda Card (Full Pay

CCCCCC

CENTRAL ONLINE CALL CENTER OFFICE HOURS : Monday - Friday 9.00 AM - 9.:00 PM, Saturday - Sunday and Public Holiday 9.00 AM - 6:00 PM

DELIVERY TIME : Monday - Saturday 830 AM - 600 PM

Copyrght © Contral Online operated by Contral Department S10ee Limited Hoad Office 3027 Chicioen Budang 7th Fioor Picencha R

Tol : O2-730-7777 €-malt | contactiicontral o th £-Commorce Registration Number | 0001552340004

Lumpen, Pathumwan, Bangaok 0330

ment)

Total

Yien

Discount 5% Code: EMDS when purchase of 3,000.-

o 6

Q CENTRAL

Hi, )
From your account dashboard, you have
ability to view a snapshot of your recent

activities and easily update your information.

ACCOUNT OVERVIEW v

PERSONAL INFORMATION gdit

Guganathan Ganesan

Email

gugx.india@gmail.com

~ Nl
1onNe NO

B The 1 INFORMATION

Connect to your The 1 account to redeem your
points

CONNECT TO The 1 ACCOUNT

DEFAULT SHIPPING ADDRESS Change

house (Full tax info)

gugan nathan

1234546899

building, 123, sse street

Bang Bon, khet Bang Bon, Bangkok 10150

FULL TAX INVOICE ADDRESS Change

49



Account Review

m HELP USERS RECOGNISE, DIAGNOSE &
RECOVER FROM ERROR

=> Purchases which are not completed are listed as ‘Awaiting
Payment’. This serves as a reminder to the user to complete the

purchase.

m AESTHETIC & MINIMALIST DESIGN

- Clean, straight forward and uncluttered layout that is hassle free
when user needs to adjust any personal information or to review

their orders.

® Track Your Orders -

Q BRAND BEAUTY WOMEN MEN KIDS CENTRAL HOME TECH SPORTS SALE

MY ACCOUNT
Overview :
Hi,
My Profile From your account dashboard, you have ability to view a snapshot

of your recent activities and easily update your information
Address Book

Wishiist

ORDER DETAILS

My Orders

Return & Exchange

Order CO1904303395604

Placed on 2019-Ape-30 Awalt ay Standard Delivery Credit Card (Full Payment)
Change Password

Log out

Payment Processing Ready to ship Shipping Co¢

S'FARE Quantity: 2 81.014
Long Sloeve Shirt Grey Size M

" Gift wrapping

ORDER INFORMATION PAYMENT SUMMARY
Shipping Details Sub Total
Central - Standard Delivery
Gift Options

gugan nathan Gift Wrapping fee
bullding, 123, sse street, Bang Bon, khet Bang Bon, Bangkok
10150 Delivery
Call: 1234546899 Standard Delivery
Full Tax Invoice Details Order Total
gugan nathan
house
building, 123, sse street, Bang Bon, khet Bang Bon, Bangkok
10150
Tax 1D: 1232145443633

9 Return this order 7 Print this

H®EE®

HELP SERVICES STORES ABOUT CENTRAL GET OUR APP
How 1o Shop Delivery Store Lecation & Hours Abouvt Us 2 .

@ App Store
How to Track Order Return Store Promotions & Events Contact Us
How to Pay The | Point Redomption Tourist Guide Careens
How 1o Return Chck & Cotiect
FAGs Central Chat & Shop

CENTRAL ONLINE CALL CENTER OFFICE HOURS : Monday - Friday 9.00 AM - 9.00 PM, Saturday - Sunday and Public Holiday 9.00 AM - 6:00 PM
DELIVERY TIME : Monday - Saturday 8.30 AM - 600 PM

Copyrght © Contral Onkng operated by Contral Department Store Limated Hoad Qe 1027 Chidiom Bulaing 7th Flioor Picenchit Road Lumpini, Pathumwan, Bangkok 10330
Yol : 02:730-7777 E-mail : contacti@cuntral.coth E-Commorce Registration Number : 0101552340014

Discount 5% Code: EMDS when purchase of 3,000.-

Q CENTRAL © 6

Hi,
From your account dashboard, you have
ability to view a snapshot of your recent

activities and easily update your information.

ORDER DETAILS

Order CO1904303395604
Placed on 2019-Apr-30

Awaiting Payment

Standard Delivery

Pavment Credit Card (Full Payment)
Order Amount 81,014

Processing Shipping
O
Payment Ready to ship Complete
v S'FARE

Long Sleeve Shirt Grey Size M
2x 81,014

v’ Gift wrapping

ORDER INFORMATION

Shipping Details

Central - Standard Delivery

50



Account Recommendations

(V) Consider having one column forms in all devices.

@ Consider share option for wishlist as the users generally share them
with others for feedback.



DETAILED ANALYSIS

Login / Registration



Login / Register
Best Practices
¢¢ The best login screens

1. Login/Registration should be available on all the pages for easy user are the ones So quick
access.
2. Social media login/registration should be available on the website. and painless that we

3. Ensure secured logins and registrations with Captcha tools. .
barely notice them.

4. Display specific error messages which lets users know whether the

username or the password is incorrect. Source


https://www.smashingmagazine.com/2014/08/the-current-state-of-e-commerce-search/
https://theblog.adobe.com/everything-need-know-creating-smooth-login-experiences/

Q BRAND BEAUTY WOMEN MEN KIDS CENTRAL HOME TECH sPg Rt e

Login & Register Review

GIORGIO ARMANI .
beauty ANNIVER ik i B
7 MUST HAVE ITE

Yansougvi

4,1 OO' Not a member yet?

soudinduritwn

VISIBILITY OF SYSTEM STATUS

=> Any incorrect input by the user is highlighted appropriately with

error messages. It will be helpful if the error message can be

accompanied by graphical representations (Cross Icon etc). §un=nuu5 §un:||uu1 O §un:lluu1 5

FXO | FX 10 | =X

idodaunsu 3,000.- Julu iJadauAsu 5,000.- Julu idagauasu 10,000.- Julu

< BACK

Log in to Central account

HOT DEALS Ernaill Address

™) FLEXIBLE & EASE OF USE

10%
Passwaord

Enter password &

L] . . L] L] L] L] . ‘ i-
-> Users have the option to login using social media. This will provide ~ * § (i = = _ Foraot your password?
great convenience and ease for a quicker login. Wi — LOG IN
First Care Activating Serum Culmove Smart Eggshock First Care Activating Serum wsovtothBonuulwin 3in su Swin
EX 2019 Limited Edition 90 Brown EX 60 mL 046581 Bagi
83,375 823,030 82,520 83,150 816,4 O
83750 save B375 832500 save 89,870 82800 save 8280 B4.500 save 81,350 B15-44
f LOG IN WITH FACEBOOK
<i
% 30%

Mot a member yet? Register now

m HELP & DOCUMENTATION

-> Users have the option to recover their password if they have S A

Marvel Legends Series LESASHA Brush 2 go Black Tt Cheekleaders Bronze Ninjago City Docks Perfecting Cushion
Infinity Gauntlet Articulated Color Squad Cheek Heaven Fm Kit

85,750 81,590 82,750 811,700 From 82,000

forgotten it. They can reset their password by clicking on the

'Forget Password’ link. ”



Mational Delivery: Free shipping for order over BS99 fé:.r Track Your 2 Login|

Q erano  Beauty  women Men ks CENTRAL  HoMe  TecH  sports  sate  ciFts (7

CREATE AN ACCOUNT

Login & Register Review

REGISTER FOR SPECIAL REGISTERED CUSTOMER?
PROMOTION

Log in to Central account
Get free vouchers from The 1 Card

ERROR PREVENTION sl ek MOPS CONVETNce in your
next arder,

Enter email address

o Password 9 Days Only! Get The 1 points x5 when purchase of 3,00...
Enter First Name
Enter password oD
Last name Forgot yvour password? E Q C E N T R A L ; @

=> The hint text in the registration form would help the user to enter

the expected format of the password. There can be another field or

§ LOG IN WITH
Password FACEBOOK

for password confirmation so that the user enter the password ° Get free vouchers from The 1 Card and get more

convenience in your next order.

REGISTER FOR SPECIAL PROMOTION

The password must be at least 8
characters long, contain at least one

a g a i n to aVO i d a n y e rrO r. number, one lowercase letter, and Name

one uppercase letter,

+| | want to receive exclusive offers Enter First Name
from Central and promotions
from Central.

Last name

By clicking on the Register button
you are agreeing to the terms and

conditions & Privacy Policy Email
AESTHETIC & MINIMALIST DESIGN Enter Email
OIOIOICIO, OF rta -
Enter Password &

-> Login dropdown is straightforward and does not take up any real

HELP SERVICES STORES ABOUT CENTRAL GET OUR APP
The password must be at least 8 characters long,

: . How to Shop Deliver Store Location & Hours About Us .
estate space. Creating an account page could be treated in more | ’ contain at least one number, one lowercase letter,
How to Track Ordar Raturn Store Promotions & Events Contact Us and one uppercase letter.
. . N o . How to Pay The 1 Point Redemption Tourist Guide Carears
visually appealing manner by using lifestyle images. ot ) | want to receive exclusive offers from Central
s Contral Chat & Shon and promotions from Central.

REGISTER

CENTRAL ONLIME CALL CENTER OFFICE HOURS : Manday - Friday 9:00 AM - 9:00 PM, Saturday - Sunday and Public Holiday 9:00 AM - B':.F clicking on the Register button you are agreeing
DELIVERY TIME : Monday - Saturday 8.30 AM - 6.00 PM

Copyright & Central Online operated by Central Department Store Limited Head Office 1027 Chidlom Building 7th Floor Ploenchit Road Lumpini, Pathumwan, Bangkok 10330
Tel. : O2-730-7777 E-mail : contacti@central coth E-Commerce Registration Numiber : 0101552340014
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Login & Register
Recommendations

@ Consider providing graphical representation (icons) of the error.

@ Consider having the confirmation of password field while registering.



DETAILED ANALYSIS

Content Pages

Contact Us / About Us



Contact Us / About Us

Best Practices
¢¢  Amazing things will

1. Have visually clear contact details to reach the customer service. happen when yOu
2. Have the option to track orders by providing the customer service
contact number or email. llSteTl Lo the customer.

3. Offer more one or more ways to contact the customer service. -
ource

4. Have a contact form with multiple categories of services for selection.

5. Build a content rich About Us page for SEO optimization.

6. Include the brand story in the About us page.


https://www.smashingmagazine.com/2014/08/the-current-state-of-e-commerce-search/
https://crazylister.com/blog/ecommerce-quotes/

Contact Us / About Us
Review

AESTHETIC & MINIMALIST DESIGN

=> The About us page has content that would help users understand the
history of the organisation. It will be helpful it we have brand

information that would help provide trust and reliability.

-> High resolution images of the stores / company history will help to

elevate the page’s aesthetic and strengthen the branding.

HELP & DOCUMENTATION

-> The value proposition in the About Us page will help users
understand the mission and values of the company. A hyperlink to

the career page will assist job seekers in their journey.

Q BRAND BEAUTY
Home About Us
About Us

Contact Us

How To Shop

How To Track Order

How To Return

FAQGs

Thel Point Redemtion

Delivery Policy

Click And Collect

Gift Wrapping

Stores

Steore Lecation & Hours

Store Fromotion & Events

Central Chat & Shop

Tourist Guide

WOMEN MEN KIDS

@® Track Your Orders

C E N T R A L HOME TECH SPORTS

ABOUT US

SALE

2 Log in | Rogister =3

GIFTS )

9 Days Oniy! Get The 1 points x5 when purchase of 3.00..

CENTRAL CURRENTLY OPERATES BRANCHES AT:

1. Childlom (opened in 1973)

12. Rama Il (opened n 2002)

2. Lardprao {cpencd in 1985) 13. Phuket (opened in 2004)

3. Bangna (opened in 1993) 14. Chaengwattana (opened in 2008)

4. Pinklao (cpenoed in 1995) 1S. Pattaya Boach (opened in 2009)

S. Zen, World Trade Center (opened in 1989)

6. Rama 3 (opened in 1997) 17. Contral Fostival Hadyal (opened in 2013)

7. Silom Complex (opened in 1997) 18. Central Festival Samui (opened in 20143

8. Future Park, Rangsit (opened in 1996) 19. SALAYA Branch (opened in 2014)

9. Ramindra (openod in 19553 20, Central WostGate (oponed in 2015)

10. Kad Suan Kaaw, Chiang Mai (openaed in 1992) 21. Central Festival EastVille (opened in 2015)

. Had=Yai, Songkhla (cpened in 1994)

OUR STORY
At First:

At first, Samnt was attracted with the Chinese word “Tong lang” meaning “Central® and wanted to name their store with thas
word but Samrit who came up with the store's name. At first, he wanted 20 use the Thai word "Klang” but as the English
word sounded more melodious, he chose “Central™, meaning “at the heart or 8t the centro®, since e orvisioned o comtro

where customers could find all the goods and services that they wanted

o 1992

And in 1992, Central created another "first”, It opened the Kad Suan Keaw branch in Chiang Mail and became the first
Bangkok department store 1o open a bBranch in the provinces, much to the debght of local residents and visiting

tourists,

o 1991

In 1991, the Silom Complex branch was opened, providing office workers in the Silom business area with another

Contral Department Store

o 1989

In 1989, Central targated the high end market by opening the first Zen Department Store in the World Trade Centre

(Contral WA ow). This more exclusive store focused on younger and more affluent customers and featured

modern, tre

o 1988

In 1988, Central expanded to Hua Mark, employing the latest technology Le. bar codes, to provide more efficient

dy products and designs

customer service

o 1983

The opening of Central Lad Prao followead in 1983, This branch became the largest department store in Thalland, with

the most comprehensive selection of products

o 1981
In 1981, the Central Lad Ya Branch, the most modern and comprehensive department store i Thonbun. was cpened

° 1973

The Chidlom branch opened in 1973 Undar the naw "one stop shopping” concept, customers could come to Centra

and buy everything they needed in one place.

° 1968
In 1968, he cpen

meodern facilities and the first supermarket (o be knked with a department store

o 1950
In 1950 the busin

od a fashionable, new branch on Silom Road which proved to be very popular because of its uitra

045 Soared and soon he was renting a 3 unit shophouse in the Sunwongse District near the camer of

16. Central Festival Chiangmal (opened In 2013)

Q. CENTRAL

About Us

ABOUT US hd

CENTRAL CURRENTLY OPERATES BRANCHES
AT

1. Childiom (opened 0 19735)

2. Lardprac (opened in 1933)

3. Bangna {opened in 1993)

4. Pinklac (cpenad in 1995)

5. Zen, World Trade Center (opened n 198%)
6. Rama 3 (opened in1997)

7. Silem Complex (covrec in 1997

8. Future Park, Rangsit (opened n 1998)

2, Ramindra (cpenad In 1595)
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Contact Us / About Us
Review

FLEXIBLE & EASE OF USE

-> The form helps users to reach the site by providing the relevant
contact information. It will be more helpful if there are pre-selected

categories in the contact form.

L8y USER CONTROL & FREEDOM

= There can be other ways to connect to the organisation. Links to
social media is a good method to highlight that there are multiple

ways to connect with them.

Q BRAND BEAUTY

Home Contact Us

About Us

Contact Us

How To Shop

How To Track Order

How To Return

FAQs

Thel Point Redemtion

Delivery Policy

Click And Collect

Gift Wrapping

Stores

Store Location & Hours

Store Promotion & Events

Central Chat & Shop

Tourist Guide

Express Delivery

HELP

How to Return

FAQs

WOMEN MEN KIDS

CENTRAL HOME TECH SPORTS SALE GIFTS )

CONTACT US

Welcome!

We are here to help!

CENTRAL ONLINE CONTACT CENTER

9 Days Only! Get The 1 points x5 when purchase of 3,00...

Q CENTRAL QO 6

Tel 0-2730-7777
Email: contact@centralcoth

CENTRAL DEPARTMENT STORE CONTACT CENTER

Tel 0-2793-7000

Contact Us
SEND US A MESSAGE
Name
CONTACT US v
Ermail P
mbe
Welcome!
Subject We are here to help!
T¢ Dject
Message
ite yc

CENTRAL ONLINE CONTACT CENTER

Tel. 0-2730-7777
Email: contact@central.co.th

| Public Holiday 9:00 AM - 6:00 PM
I'm not a robot
CENTRAL DEPARTMENT STORE CONTACT
CENTER

SUBMIT

Tel. 0-2793-7000

WHY SHOP WITH US (Monday - Friday 9:00 AM - 8:00 PM We're closed o
= 1 © o
The_ NS SEND US A MESSAGE
Gift Wrapping Services Earn & Redeem Points Easy Return & Exchange Click & Collect Genuine Warranty Name

O®EE®

Enter you name

Email

SERVICES STORES ABOUT CENTRAL GET OUR APP

Delwery Store Location & Hours About Us L mios .
129 App Store

Ret Store Promotions & Events Contact Us

The 1 Point Redemption Tourist Guide Caroers ‘

Click & Collect

Central Chat & Shop
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Contact Us / About Us
Recommendations

The contact form should have pre-selected categories for users to
choose from.

Contact us page should have links or information on Order Tracking.

Include links to different social media channels.



Page Loading Speed

The speed score is based on the lab data analyzed by Lighthouse.
The pages needs optimization from code and content perspective.

20 20 20

PLP PDP

Homepage
. . First Contentful Paint - 0.9s First Contentful Paint - 0.9s
Fliet Comenigul Palit - 1Es First Meaningful Paint - 9.3s First Meaningful Paint - 8.3s

First Input Delay - 3,580ms

Source 62


https://developers.google.com/speed/pagespeed/insights/

COMPETITOR ANALYSIS

Pomelo Fashion



Homepage Review

Clickable USP and strong brand positioning statement
promoted prominently above the fold but might take
up real estate space for content above the fold.

Full breadth width hero banner uses relevant high quality
litestyle/product images with clear CTAs. All imagery used
throughout is also high-quality and not fuzzy.

No guided search & preview of input keywords.
Location of search icon not prominent enough.

Mega menu dropdown uses images to showcase

featured categories to entice users.

Prominent banners to promote key product categories
using high-quality images and content is based on
personalisation.

' Latest brand/campaign video can inject Brand Essence as
well as to drive potential conversion of sales.

Curated social feed by real users can encourage brand
advocates.

D Link to customer service and help is clearly visible.
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Listing Page Review

D

NEW ARRIVALS v SHOP v FEATURED v SALE v LOOKBOOKS ® Hixuewen | & QO
BEST SELLERS (120) {}f sorr
' Concise and shorter height of the sticky Global FILTER BY ALL BEST SELLERS
Navigation that will allow more real estate space for =
content as users scroll while retaining important links
for easy access. o =
SHOP BY e
Clearly indicates the section the user is at and shows cLories %
number of results for the page.
v BESTSELLERS
0 Bestsellers
Sticky filter section which allows users to filter and e
narrow down their selection as users scroll down. s O eisais O wasains o B ©
> DRESSES Cropped Open Back Jumpsuit - Black Knotted Hollow Jumpsuit - Red Cami Tie Waist Jumpsuit - Green Mini Layered Slit Dress - Pink
. . » JUMPSUITS & ROMPERS L L N (<]
Easy to add / remove filter options. Not easy to clear P
a” applied 'ﬁlterS. > SWIMWEAR & BEACHWEAR
> DENIM
. . . > SETS
Users are able to select irrelevant filter options, same set o
> BASI
of results repeatedly displayed across all listing pages. s sPoRTSWEAR
ACCESSORIES
High quality product images with colour swatches o
options all listed out. Users can add to wishlist easily.
But no quick add button, useful for users who already
- SGD 54.00 O SGD 34.00 O SGD 44.00 o SGD 34.00 O

know what they want.

Product with additional view upon hover can assist with
purchase decision. Price that states clearly the before
and after discounted price. Labels that clearly
distinguish products that is on Sales or Low in Stock
etc.

Sticky scroll to top button.

Tie Shoulder Multi Print Jumpsuit

Ribbed Siim Fit Tee

Brush Stroke Halter Jumpsuit - Multi Color

Midi Asymmetric Gingham Skirt



Detail Page Review

' No detailed breadcrumbs to allow users to find similar
products or trace back their path easily.

' Provides multiple views of product images with high
level of details.

Leveraging on tabs to group and give detailed information

of product (e.g. after care, size guide) in bird eye view

without much scrolling. Product description detail could be
more Inspiring.

' Cross-sell / Upsell relevant products to offer
inspirations and encourage purchase.

Not sure what size to get?

There is a sticky panel of important product details cerasz recomencinon
that will help to drive conversions. There is also a clear YOU MIGHT ALSO LIKE
“"Add to Bag” CTA which is always in sight. However, n 9

[ 3+

the height of the sticky tab can be reduced to provide
more real estate as there is also a sticky top global
navigation.

Inform users of attributes availability (size and colours)

and clear label status. d 4 ,, N e

Allows user to find help easily through the chatbot.

BG0.3400 5GD 1020 [2aLE]

Allow users to add to wishlist easily. NP oo o o o



Detail Page Revi - =
etail Page Review -
STRETCH sevee
D Zoom functionality is easy to use and stays in the same window. e —
DR ING Drip Dry
Useful size calculator to assist users if they are unsure of e ooy

their own measurements.

ITEM ADDED TO BAG
Detailed information about product guided with illustrations

Striped V Collar Top - SGD-34.00
Navy SGD 10.20

to offer advice to support and empower users to transact

with confidence.

Care instructions and ratings could be treated with improved ‘ X

visual appeal to entice users to continue reading. Find The Size That Fits SuB TOTAL sGD 2470

Just enter your height, weight, and bra size. We'll do EVEN MORE TO LOVE...

the rest.

- 160 cm +

Height FT
Adding product to cart is intuitive and obvious. Users can ® {Il
easily continue shopping after adding items to bag.

Weight KG s
SGD 84.00 Q? SGD 10.00 O SGD 10.0t
- +
50 kg Artist Collab Slip On Liquid Shimmer - New Liquid Lipstis
Sneakers - White Year's Eve
SUMMER COLLECTION
Bra Size
UK v Band v Cup v

VIEW MY SHOPPING BAG

TELL ME MY SIZE!




COMPETITOR ANALYSIS

Sephora



Homepage Review

Search bar and USP being shown upfront. Important links
and promotions are being featured on first fold.

Consistent font treatment and brand colour used
throughout the site.

Will be good if featured banner have more breathing
spaces and have consistent CTA.

Quick links for various popular categories being called out
for convenience.

Leverage on video content to provide different type on
content to entice the users. However the categorizing for
“Bestsellers” under “New Arrivals” is confusing.

Stylized consistent treatment for featured banner.

r% MY ACCOUNT REGISTER | SIGN IN

UJelesime To SEPHORN'S WORLD OF BEAUTY

.'O GETTHEAP? = : SIORES & SERVICES ENGLUSH

a0 10% riuf idovoUoouladndisn  Use code: MOVNEANER]  SHOP NOW »

SEPHORA

NEW MAKEUP SKINCARE HAIR TOOLS & BRUSHES BATH & BODY FRAGRANCE MEN GIFTS

NEWatSEPHORA

luwaranninsudassdosloinuikuggaluioud

n ‘ FOR ORDERS 8499 & ABOVE
| FREE SAMPLES

BRANDS

a0 10% riuf Use code: SHOP NOW
SEPI m{c'«\' WORLD OFBEAUTY  dosodooclaindnsy  KIOTDEYEE 1 .

1[[%

= SEPHORA &
a4

SHOP NOW»
J APTURE
\()l ™
Dior
J N & 1
o s - i
(4
Best Deal Under Minl Beauties with GETCA
Bestsellers New Arrival! THB999 Free Gift Gitts & Value Sets
- = Become o Beauty Pass member and carmn R Already a member?
- .-IH = rewards JOIN BEAUTY PASS ‘ Signin for a better browsing experience, I
New Arrivals
Bestsellers gf’oﬂ” //Zf
J
— 2
| |
| |
. 1 ¥ - Dl )
I, ﬁ 1wt
Z X P pere:
i ;’ % | &7
- W A Ny A I by
< SUPERGOOP! FRESH TARTE > 2 _.é = TPl . ' = S
Buatvric :‘\),-w . Tewd M ™ L o - ‘
. 8 : 3
SPeCirury > N Limie e or Palee
8750.00 Exchusive For 882500
b ;7;; ?wj wHwwRe EXPERIENCE SKIN CARE FROM THE SOURCE OF LIFE WITH
o ' ** COLLECTION'S SKIN 'N SEED LINE. SHOP NOW!»

NEW PALETTES, PLEASE BEAUTY SUPERSTARS BEAUTY SPECIAL O

SHOP NOW?»

B 1OD DeOuties In ‘s . - 0 1 TS WITH YO Taw
SHOP NOW» SHOP NOW»

Gifts from
BENEFTT COSMETICS
LAUGHTER SUW3| YoRInygalIAUEIFO 4 Fu*
LS SHOP NOW »
CISMETIC
Terms & Conditions
@
BESTSELLERS
NEW ARRIVAL!

BEST DEAL UNDER THB999
MINI BEAUTIES WITH FREE GIFT
GIFTS & VALUE SETS

GET CASHBACK UP TO 18%
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Gifts > By Category > Hair

Listing Page Review

By Category >
Hair (58)
See all By Category v

Brand filter is enclosed in a small area which requires the Filter by:
user to scroll.
Brand
‘ Sticky scroll to top button. O ATeRNAHarcare |
O amika
' Product ratings helps with decision making. ' O Aquis
(O Bio lonic
M Rrin~an
' Add to wishlist function on PLP. o
rice Range
$15 - $550
¢—®

$15 $550

limited edition limited edition
DYSON BUMBLE AND BUMBLE
Blown-A-OUAI Noir Set Thickening Jumbos Set
$399.00 ($465.00 value) $98.00 ($146.00 value)

‘ e ese



Detail Page Review

Hair » Value & Gift Sets

Zoomed in function for the user to inspect the BRIOGEO $70.00 O Yes. | want FREE 2-Day Shipping
- Revive + Repair Power Duo (878.00 value) with Sephora FLASH. Learn More
product upclose. TEM 2018380 FREE SHIPPING
: whkky 25reviews G 7186 loves 1 >
fﬂé\ "1°°" online only
. . . . . e QD ADD TO LOVES
The title of the product is lost in a sea of information.

Sdopeo ’ Find in store
Inefficient use of real estate, with plenty of wasted space. \,/”g? )
L\
\‘\'(\f?“\'}(\,/ ' Details How to Use Ingredients About the Brand Shipping & Returns
. . . . . Roll over or click image to zoom in
The hierarchy of information is confusing to the user. Which hair type s it good for?
. v Straight
. v Wavy
5 &€ * v Curly
v Coiled
v Tightly Coiled
' Details How to Use Ingredients About the Brand Shipping & Returns

Roll over or click image to zoom in

Which hair type is it good for?
v Straight

v Wavy

v Curly

v Coiled

v Tightly Coiled

What it is:
A scalp soothing and hair repairing duo that combines the power of detoxifying charcoal
in the shampoo, with the hair repair nutrients of the mask.

Key benefits:

- Detoxifies, exfoliates, soothes, and balances the scalp for optimal scalp health
- Repairs dry, damaged hair and restores shine, strength, and healthiness

- Refreshes for the ultimate hair care experience

If you want to know more...

The Scalp Revival™ Charcoal + Coconut Oil Micro-Exfoliating Shampoo detoxifies,
exfoliates, soothes, and balances the scalp for optimal scalp health. Briogeo's award-
winning Don't Despair, Repair!™ Deep Conditioning Mask is proven to repair dry,
damaged hair and restores shine, strength, and healthiness. Paired together, this duo will



ANALYTICAL DATA

Google



Devices Used

Users by Device

Tablet

5 [] Oy
. 0

Mobile

Desktop

75.0%

20.0%
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User Data

New vs Returning Users

New Users
48.0%

Channel Traffic

Others
42.0°

Line
10.0%

Female

Returning Users 72.0%

92.0%

Location

Bangkok
/6%

Organic Channel

30.0%

Female

75.0%
Non-Branded Paid

18.0%

Gender for New vs Returning User

Male
28.0%

Age Group
25 - 34

Logged In Users

Male
25.0%

Age Group

74



Campaign Data

Campaign

Others
36.0%

Best Selling Brand & Product

My central is now

36.0%
Pay day Dyson Airwrap Clarins Double
28.0% Complete Pink Serum DUO

Bounce Rate

Excellent

25% - 40%
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USER SURVEY

Analysis



Demographics

Users By Age

35 -44

25-34

Users By Gender

Female

Users By Location

Khonkaen

Male

Bangkok

44



Devices Used

Devices Used

Desktop Mobile

Android vs iOS

Android

10S

80%

60%

40%

20%

0%

/8



User Shopping behaviour

Shopping Preferences Shopping Frequency

When there is need

For Occasions

1 -2 times a month

1 - 2 times a week

Shop In Store Shop Online
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User Shopping behaviour

Product Buying Preferences

Friend or Family

3.8%
Quality
26.9%
Price
30.8%
Brand
Style 23.1%
15.4%

Customer Since

Less than 6 Months

Lessthan 1 Year

1-2Years

More than 3 Years

Guest User

30



Products Purchased

Products Purchased by Users

I I L

Clothing Shoes Bags Watches

Fragrances Home Beauty Kitchenware Sports & Others
Appliances products Equipments
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Shopping Experience

Ease of Shopping

Not so Easy Extremely Easy
10.0% 10.0%
Somewhat Easy B Very Easy
40.0% 40.0%

User Satisfaction

Neither satisfied nor

Very satisfied

40.0%

Efficiency of Use

A little more time

30.0%

Somewhat Satisfied

30.0%

A little less time

30.0%

30.0%

About what | expected

40.0%



One word about Central

Describe Central

Reliable

High quality

Useful

Unique

Good Value for Money
Overpriced
Impractical
Ineffective

Poor quality

Unreliable
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Services

Delivery Method

Next Day Delivery

10.0%

Same Day Delivery
20.0%

Home Delivery

70.0%

Customer Care

Not Applicable

20.0%

Somewhat Responsive

Very Responsive

40.0%

40.0%

84



Promotional Activities

Promotions / Sale

Bad Extremely Good

1o 10.0%
Good
30.0%

Neutral

90.0%

Social Media

Line

33.3%

Instagram

Facebook

40.0%

YouTube

20.0%

6.7%
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Subscription & Download

Newsletter Subscription

Central App Users
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Overall Experience

Overall Experience

Neutral
60.0%

Positive

40.0%

-100

NPS Score

100

Value for Money

Average

40.0%

Excellent

10.0%

Above average

90.0%
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Analysis Summary



Analysis Summary

Based on the evaluation of the Central online store,

it is evident that the site needs an overhaul to all the key pages.

The recommendations are based on our findings:

Content personalization will help the revisiting users of the site.

Translation of the website to be done properly from the code level to have a better listing in search rankings.
Bounce Rate can be further reduced on following few guidelines like avoiding pop ups and having clear CTA.
Create a consistent brand image that the users can associate with.

Impression of Trust and Credibility should be visible on the homepage.

The design to look clean and clutter free.

From the user survey, users visiting site buy clothing, accessories and beauty products more than other categories.
Showcase brands and quality of products across the site to promote the products better.

Have the code optimised for faster page load.

Top category links to be available upfront and the IA to be worked upon.

Search to be intuitive and recommend to use third party search tool like elastic search or any tool for better performance.

Have content rich product page and listing page that helps the user make decision faster.

Create one page checkout that makes the process quicker and have the code base to have them secure.

39
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