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Foreword
Shoppers are continually bombarded 
with choices. Seeing is believing and that 
means giving products the visibility they 
deserve. We have selected 18 tactics 
that make products the star and are sure 
to grab the buyer’s attention in today’s 
fast paced shopping world. In order 
to digest the information quickly three 
elements support each tactic including 
current trends, a visual example or two 
to engage the reader while a concluding 
takeaway provides food-for-thought 
grounding the retail opportunity. 
Before we move into the core of the 
paper, I thought it would be instructive to 
share some of the top findings relative to 
retailers from the e-tailing group’s Annual 
Merchant Survey conducted in early 
2013 and completed by a cross-section 

of 145 retailers. Customer experience 
was ranked as the most important 
initiative relative to strategic goals as 
99% of retailers gave it a top-2 rating 
(very-somewhat important) while onsite 
merchandising was also strong at 82%. 
When asked to specify top 
merchandising and navigational tactics 
for customer retention, “site redesign 
or enhancements that improve the 
customer experience and navigation” 
found their way to the #2 position along 
with “making it easier to find products 
with enhanced onsite search relevance.” 
It’s no wonder that retailers go to great 
lengths to make it easy for customers to 
efficiently browse and buy as they find 
solutions to all their shopping needs. 

Source: e-tailing group 2013 Merchant Survey
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Merchandising Rankings
A quick review of 50 merchandising 
tactics and how they deliver from an 
ROI point-of-view reveals that many 
of the tactics we will be suggesting 
are top performers critical to customer 
conversion. Particular attention is paid to 
several top 10 favorites including product 
ratings/reviews, seasonal promotions, 

cross sells and upsells, alternative 
views and top sellers. Retailers have 
an opportunity to test these tactics to 
inspire shoppers and give products the 
visibility they deserve in order to produce 
satisfactory results. We look forward to 
seeing how each retailer adopts tactics 
and best brings them to life for their 
brand and bottom line.

Listing of Feature Ranking  
In Its Ability to Deliver From An ROI Perspective1

All Features High to Low % Top-3 
2013 All Features High to Low % Top-3 

2013
Keyword search 98% Pinterest 79%

Product ratings/reviews 95% Color change 79%

Email as a merchandising vehicle 95% Recently viewed 77%

Free shipping - conditional 94% Free shipping - unconditional 75%

Seasonal promotions 93% Incentives to buy 74%

Cross-sells 93% Alternative or deferred payment methods 74%

What’s new 92% Blogs 72%

Up-sells 91% Live chat 72%

Top rated 91% Gift center/Gift suggestions 71%

Alternative views 91% Gift certificates/Cards 71%

Top sellers 90% Interactive tools 71%

Sharing via social networking 89% Limited hour promotions 70%

Search landing pages that are merchandised 89% Mobile applications 70%

Sales/Specials/Outlets 88% Product comparisons 68%

Mobile commerce 88% Ask & answer 67%

Guided/Faceted navigation 88% Twitter marketing 66%

Category content 87% Frequent buyer programs 65%

Zoom 87% Wish lists 63%

Facebook page 86% Social login 62%

Exclusives 86% Shop by outfit/Shop by solution/ 
View in a room 58%

Advanced Search 84% As advertised/As seen in 56%

Coupons/Rebates 83% Proactive chat (merchant-initiated) 54%

“Like” on Facebook 82% In-store pick up and/or returns 45%

Video 82% fCommerce 44%
QuickView 82% In-store product locator/look-up 43%

1 e-tailing group 2013 Merchant Survey
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The Basics
Tactic #1: Deliver a  
Standout Product Page that 
Converts Customers 

Trend
Retailers are almost universally investing 
(94%) to improve key pages (home, 
category, product, shopping cart) 
in hopes of elevating the customer 
experience according to research 
we recently conducted with Baynote 
regarding 2013 investment strategies.
On the consumer front shoppers have 
repeatedly told us that the essential 
elements of a strong product page starts 
with quality imagery and rich media 
stalwarts comprised of color change, 
alternative views and zoom.

Example
Moosejaw brings their irreverent touch 
to this robust product page with all 
of these elements in place reinforcing 
their 10% back, free shipping and price 
match policies. Social dynamics augment 
the experience for their dedicated 
community. Lastly, a localization tie-in 
serves as a bridge to their retail stores.

Takeaway
Evaluate all elements that can comprise 
a product page and assess how you 
will incorporate standards along with 
category-centric choices that are right  
for your brand.

Tactic #2: Begin With 
Beautiful Imagery

Trend
Imagery ranks #1 among consumers on 
the product page when selecting and 
ultimately purchasing a product.

Example
As the expression goes “a picture is 
surely worth a thousand words.” This 
powerful Park Seed example reminds 
us that any visitor would be compelled 
to go further to look at their broad 
assortment based on the strength of the 
photography they provide. 
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Source: Oracle/e-tailing group  
Connected Consumer Survey; 2012

Takeaway
Review your photography budget to 
ensure that you have invested wisely. 
Assess how images are delivered across 
the site and if you have positioned 
products in their best light.

Tactic #3: Utilize Rich Media 
to Truly Show the Flavor of 
the Product

Trend
Rich media sees a strong presence in our 
Annual Mystery Shopping.

Examples
The two examples below explore how 
two distinct categories leverage rich 
media to best meet the needs of their 
constituencies. Footwear has long  
been a leader in showcasing multiple 
views, giving shoppers an array of 
product views from top to bottom as 
seen in this Tretorn product page and 
associate views.    

When viewing a merchant’s product page online, how important is the following 
information when selecting and ultimately purchasing a product?

Top-2 Critical/Very Important

Essential ( >50% ) Merchant Choice (33-49%) Social (<33%)
Quality of the image (75%) Peer ratings and reviews (47%) View product in a room setting (32%)
Ability to see selected product in 
color of choice (68%) View product on a model (45%) Q/A (32%)

Alternative views of selected item 
(66%) Live help (39%) Email-a-friend (20%)

Zoom (61%) Video of the product in use (37%) Share button (19%)

Product guides (54%) Product recommendations (37%) Like button (16%)

Product comparisons (52%) Product demonstrations (37%) Pinterest (15%)
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Alternatively, technology companies like 
Newegg and their brand partners have 
invested heavily in imagery to tell their 
story.  Knowing how a computer works 
and seeing where the ports are housed 
facilitates decision-making. The devil is 
in the details and that’s where rich media 
really makes its mark. One fringe benefit 
not to be taken lightly is decreased 

returns as consumers have greater 
confidence in the products they select.

Takeaway
Determine the right number of images 
to sell your products. Ensure your 
photography captures the product’s 
highlights and essential features. 
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Tactic #4: Take Advantage  
of Ratings and Reviews  
to Put Forth the Consumer  
Point of View

Trend
• 91% EG100 retailers mystery 

shopped offer reviews on their 
sites/40% feature top-rated products1  

• Reviews have risen to the #2 
merchandising tactic in our Annual 
Merchant Survey in their ability to 
deliver ROI 

• 57% of consumers already check 
product/ratings and reviews on their 
smartphone when visiting a retail 
store (Branding Brand/e-tailing group 
2013 Mobile Survey)

1 e-tailing group 2012 Mystery Shopping Study

Example
HSN wholeheartedly embraces social 
dynamics and expresses them in ways 
that include seeing what’s Trending Now. 
Here it includes a 5-Star Review, Most 
Favorited and Most Liked allowing their 
passionate shoppers to be part of a 
broader community. 

Takeaway
Social must be integrated throughout the 
shopping experience starting with all-
important product ratings. From there the 
ability to aggregate top-rated products 
or call out social elements adds another 
perspective to the shopping experience.
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Tactic #5: Utilize Slide  
Shows to Introduce More  
of the Assortment

Trend
With real estate tight, retailers have 
learned to get creative. One of the 
best ways to efficiently expose one’s 
assortments is to take advantage of slide 
shows as 72% of the EG100 merchants 
have managed to do.1 Category should 
not be a factor and no matter the size 
of one’s assortment the opportunity to 
position products front and center offers 
retailers great potential to parlay more 
product into revenue generation.

1 e-taling group 2012 Mystery Shopping Survey

Example
Office Depot was able to position 
their most important promotion in the 
#1 spot while exposing some of their 
other categories simultaneously adding 
messaging to the related “forms” that 
shouldn’t be forgotten. Reminding 
shoppers of additional product they may 
want to include in their shopping baskets 
bodes well for increasing one’s average 
order size.

Takeaway
Take advantage of technology using 
slide shows and scroll bars to bring your 
assortment to life. Start with the home 
page and the category page to direct 
shoppers to product favorites, top sellers 
and seasonal promotions. 
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Category Favorites
Tactic #6: Show the Product 
in its Best Light from on 
Model to View in a Room

Trend
There is no substitute for seeing a 
product in action, on a person or in 
its respective environment. Our 2012 
Mystery Shopping research indicates that 

for the 68 sites that could have featured 
a live model 78% went the extra mile.

Examples
Most apparel and accessory retailers 
have realized the power of a model view 
and we couldn’t help but select this Orvis 
example of the dog wearing the fleece 
vest to illustrate this tactic. Having the 
recommended products also visually 
displayed is an added bonus. 
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This Crate&Barrel sofa is sure to 
encourage a sitting with the imagery they 
have put forth. Our Mystery Shopping 
research suggested that 45 sites were 
in line for view-in-a-room functionality 
and only 67% made the decision to 
incorporate this additional imagery. We 
believe that the perspective provided 
by this type of view will certainly help 
convince the consumer of its merit.

Takeaway
Assess whether the product you are 
selling could convert better with on 
model or an in-room setting. Test these 
techniques before committing to the full-
blown investment. 
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Tactic #7: Educate Shoppers 
to Better Understand 
Category

Trend
• Almost half of consumers spend 

50% or more of their shopping time 
researching products (Local/e-tailing 
group 2012 Path to Purchase Survey) 

• EG100 use of content educating 
consumers with text/pdf and video 
plays a role as follows: 

Feature EG100 4Q12 
Penetration

Guides/How-Tos 67%
Text/PDF 88%
Video 70%

Example
In many categories, consumers will 
need information in order to become 
educated prior to purchasing. There 
is a multitude of ways that a retailer 
can share this information becoming 
a full-service destination for shoppers. 
Content integration has proven to be very 
effective and for some has transitioned 
to video how-to guides from more static 
pdf’s or text-based scenarios. CJ Pony 
Parts provides a series of videos to aide 
installation while Pottery Barn takes a 
“library” approach serving as a 1-stop 
design resource for their shoppers. 

Takeaway
Determine what level of information is 
required for decision-making purposes 
within your category and develop 
comprehensive content to meet those 
needs. Integrate throughout the shopping 
experience at critical junctures.

*Subset of 100 merchants
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Tactic #8: Add Video for 
Greater Engagement

Trend
One-in-three consumers has increased 
time spent and watches video all/most of 
the time they are encountered.1  Beyond 
the engagement factor consumers not 
only spend time but convert at higher 
rates when video is present. We have 
monitored video over the past years 
via our Mystery Shopping following its 
growing penetration across the board 
and particularly on the product page as 
illustrated below which bodes well for 
improved performance. 

2012 2011
Videos/Audio 85% 83%
Product Page 79% 69%
Brand 
Boutique 49% 47%

Video Gallery 41% 43%
Category 
Page 40% 36%

Home Page 18% 19%

Example
Giggle is an excellent example of where 
video can make an impact. Its strong 
product page placement and visual 
execution coupled with its category-
enhancing nature for car seats delivers 

1 Invodo/e-tailing group 2013 Video Survey

a strong one-two punch. New moms are 
a perfect audience as they look to be 
educated and informed prior to making 
decisions that can be life or death 
scenarios for their children.

Takeaway
Explore video and how it can better tell 
the product story. Test a small product 

set to measure the impact from both an 
engagement and conversion standpoint. 
Evaluate the types of video that both 
educate and drive conversion choosing 
the most appropriate compliment to the 
product at hand.

2012 e-tailing group Mystery Shopping Survey 
*Subset of 100 merchants
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Search and Navigation
Tactic #9: Show off Products 
via Search

Trend
As we were mystery shopping in 2012 
we began to notice that more retailers 
were beginning to include product 
images as they returned the results of a 
search query. We have been measuring 
this as part of our 2013 efforts and look 
forward to learning how prevalent this 
may be across the retail community.

Example
King Arthur Flour wets our appetite for 
muffins and all products blueberry in this 
search query example. This is one of the 
simplest yet exciting ways in my mind to 
bring products to life as most of us tend 
to be visual in nature. We can quickly 
identify which of these items best suits 
our needs and can subsequently select a 
product on our path to conversion. 

Takeaway
Investigate whether this capability is core 
to your search and test its effectiveness 
for your category.

Tactic #10: Take  
Advantage of Navigation  
to Visualize Product

Trend
Retailers are constantly looking for 
opportunities to optimize real estate  
and the navigation menu has served 
them well over the past few years. 
Numbers from our Mystery Shopping 
indicated that 86% of the retailers are 
utilizing this highly visible location to 
promote products or present search 
where 85% of the sites surveyed cap 
off these merchandising efforts using 
product images, specialized  
promotions or themes.
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Example
Arthur Beren knows that shoe shopping 
means quickly finding the product. “Shop 
Bys” simplify the options for shoppers 
where they can have it their way in 
hunting down favorites. For some that 
will mean seeking out favored designers 
while others will prefer to narrow their 
options by size and color. The flexibility 
to choose one’s own path is powerful 
and affording it the ultimate visibility via 
navigation takes it just a step further.

Takeaway
Understand how shoppers want to 
search and find products within your 
assortment. Give the all-important  
search functionality heightened 
placement knowing its favored status 
among consumers.

Tactic #11: Elevate Search 
Results with Badging

Trend
Calling out key aspects of a product 
from new to sale to promotions is sure 
to gain a shopper’s attention. Typical 
search result layouts are comprised of 
thumbnail product listings where often 
times one can’t be distinguished from the 
next. Thus badging at the search results 
level can truly make product stand out 
increasing its likelihood to be noticed and 
subsequently purchased. We have been 
monitoring this tactic of late and believe 
it merits the attention of more merchants 
and will thus be adding it to our 2013 
Mystery Shopping research.
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Examples
Two interesting examples shed light  
on helping to visualize product in  
search results. Zappos flags both  
sale and new product with colorful 
banners while Overstock calls out 
promotions through percentage off 
labeling on select products.

Takeaway
Let shoppers know what’s different  
about products within your assortment. 
Call their attention to everything from 
new to sale and beyond within search 
results to ensure they stand out and are 
attention grabbing.
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Aggregating and 
Integrating
Tactic #12: Aggregate  
Products in an Interesting  
Way by Tying Them Together  
Through Themes
Trend
While theming products is not the sexiest 
of our tactical recommendations, we 
are confident it is one that converts well 
across a myriad of categories. Retailers 
have a long history of selecting products 
that are theme-based to inspire shoppers 
so we encourage even greater adoption 
beyond the current 52% of the EG100.

Example
Creativity is the operative word as Acorn 
is clever in their approach to engaging 
shoppers. From “Deck the Halls” to “For 
the Man Cave” shoppers find themselves 
on the hunt for what lies behind each 
merchandising presentation.

Takeaway
Spend time developing a series of 
themes each season that can be 
deployed both onsite and via email. It’s 
important to be crafty in one’s approach 
and creative in execution so shoppers 
are sure to look beyond the standard 
category treatment.
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Tactic #13: Integrate 
Traditional Merchandising to 
Foster Engagement 

Trend
Often the tried-and-true can serve a 
retailer well and can be overlooked 
as retailers gravitate to the latest and 
greatest. We have monitored most of 
these elements over the 15 years of our 
mystery shopping and expect many will 
be standards for years to come as their 
penetration is strong and their ability to 
deliver a command performance remain 
in place. For many categories knowing 
the top sellers resonates with shoppers 
and of course “new” has always been 
essential for retail survival and renewed 
buying interest. 

Example
Wine.com highlights the importance of 
top-rated products which is significant 
in this category where community plays 
an important role. At the same time they 
highlight popular wine gift baskets, a 
year-round staple, best-selling wines 
and new arrivals under $20 knowing that 
price matters in almost every category.

Takeaway
Understand how traditional tactics can 
be displayed bringing together the best 
of products under broader umbrellas and 
position from the home page to email 
merchandising throughout the year.

Tactic #14: Test Lookbooks to 
Bolster Branding

Trend
Lookbooks were present on 17% of  
the 88 sites mystery shopped where  
they were relevant and just over half  
were shoppable. 1

Example
Lookbooks allow a retailer to aggregate 
product composing a marketing-centric 
vehicle that can be integrated into one’s 
site, via an email campaign or even 
Facebook. Shoppers can quickly scroll 
through recommended products  
getting a visual look at some of the 
shopping highlights without having to 
spend the time trolling for product. 
Ann Taylor inspires us with celebrity 
treatment, online exclusives, top-rated 
styles and must-have looks to start the 
season right.

1 EG 2012 Mystery Shopping Survey
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Takeaway
If your business is fashion-oriented or 
can be theme-based, evaluate pulling 

together your merchandising in a 
marketing-driven way to truly capture 
shopper attention.
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Extending Reach
Tactic #15: Put Shopping  
Cart Abandonment  
Triggers in Place

Trend
With shopping cart abandonment rates 
hovering at over 41-50% courting and 
converting these customers is viewed 
by many merchants as an untapped 
opportunity. At the same time, triggered 
shopping cart abandonment emails were 
ranked the #1 personalization tactic 
when asked to describe the success of a  
series of such tactics from an ROI 
perspective proving their value within  
retail marketing circles.1

Example
Sephora’s communique steps up to the 
plate with an initial reminder that includes 
a visual of the product in the cart along 
with a reminder that free samples and 
free shipping with orders over $50 are 
available with any order.  They smartly 
incorporate both top-rated products 
and weekly specials to foster add-on 
purchasing while noting their Beauty 
Insider newsletter for brand aficionados.

Takeaway
Take advantage of those whose emails 
you have and give them a gentle 
reminder about products that may 
have been left in the cart. Should your 
typical branding include promotions it 
is a good idea to extend those in your 
abandonment emails as well.

1 e-tailing group 2013 Merchant Survey

Tactic #16: Explore 
Retargeting Opportunities
Trend
Short-term retargeting is ranked by 
one-in-two retailers as the second most 
value tactic (top-2:  Very/Somewhat 
Successful) from a personalization point-
of-view behind triggered shopping cart 
abandonment emails.2

Example
Staples is utilizing a number of sites 
including Reuters to catch the attention 
of school supply shoppers once they 
leave your site. This banner ensures that 
potential shoppers at least take a look 
and hopefully circle back to the Staples 
site to stock up for back-to-school.

2 e-tailing group 2013 Merchant Survey
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Takeaway
Evaluate the role retargeting can play 
in your marketing efforts and test the 
methodology given the ROI seen among 
retail peers.

Tactic #17: Adapt 
Experiences for Smartphones 
and Tablets

Trend
• Almost one-in-two consumers are 

“active” browsing and researching 
retail sites via their smartphones at 
least weekly1  

• 55% have made at least one 
purchase on their smartphone2  

• One-in-three retailers project mobile 
will be more than 10% of their holiday 
revenues3

1 Branding Brand/e-tailing group 2013 Mobile Survey
2 Branding Brand/e-tailing group 2013 Mobile Survey
3 Baynote/e-tailing group 2013 Holiday Survey

Example
Best Buy wisely positions a “shop 
anytime anywhere” message for those 
that prefer to connect via their mobile 
devices which is certainly a growing 
audience. Our own 2013 Merchant 
Survey already reported that one-in-three 
retailers receive in excess of 20% of 
their traffic via mobile devices and more 
importantly 10% of their revenue. We’re 
pleased to report that these findings 
appear to be consistent with more recent 
e-tailing group research findings as well.

Takeaway
It is essential to have a mobile strategy 
in place as one doesn’t want to fall 
behind the customers who are clamoring 
to connect via every possible means. 
Retailers should simultaneously ensure 
that experience is optimized rendering 
appropriately by device.  
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The Holidays
Tactic #18: Gear Up  
for the Holidays

Trend
The average online revenue growth in the 
five day period between Thanksgiving 
and Cyber Monday was 16.5%.1 Retailers 
prepared with platform upgrades and 
mobile enhancements while zeroing in 
through key page enhancements.

Example
We choose a gift center to showcase 
as they are a shopper’s introduction 
to all things gifting. Both JCPenney 
and American Eagle brought brand-
appropriate experiences forward last 
holiday season. Sharing of tactics and 
brand promises should be part of that 
effort once again.  
As one can see many of the elements 
already discussed as tactical 
recommendations are reintroduced 
for the gifting season from theming to 
visualization of free shipping, store hours 
and delivery time frames.

1 IBM Holiday Benchmark Reports 2013



Do What You Want, When You Want 
your.partner@kaliocommerce.com  >>  +1 (408) 550 8040
www.kaliocommerce.com  >>  19330 Stevens Creek Blvd. #100, Cupertino, CA 95014

22Merchandising Selling Signals: 18 Definitive Tactics to Get Your Shopper’s Attention Today

Takeaway
A strong gifting destination is an 
opportunity to bring the best of tactical 
visualization to the fore during the all-
important holiday season. Employ high 
performing tactics to capitalize on visual 
selling for the remainder of the year.
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Appendix
The e-tailing 100 4Q12
1-800 Flowers 
Abt Electronics
Amazon
American Eagle 
Outfitters
American Girl
Ann Taylor
Apple
Ashford.com
Asos
Aveda
B&H Photo
Ballard Designs
Bare Escentuals
Barnes & Noble
Bath & Body Works
Bed Bath & Beyond
Belk
Best Buy
Blue Nile
Brookstone
Build.com
Cabela’s
Carter’s
Chico’s
Clinique

Coach
Crate & Barrel
Crutchfield
Dell
Dick’s Sporting Goods
Discovery Channel
Disney
DSW Shoes
Ebags
Foot Locker
Frontgate
GameStop
Gap
Garnet Hill
Giggle
GNC
Godiva
Golfsmith
Harry & David
Hayneedle
HP Home and Home 
Office
HSN
J.Crew
JCPenney
Jo-Ann Fabrics & 

Crafts
King Arthur Flour
Kohl’s
L.L. Bean
Lands’ End
Lane Bryant
Lego
Lowe’s
Macy’s
Moosejaw
Neiman Marcus
Newegg
Nike
Nordstrom
Office Depot
Oriental Trading
Orvis
Overstock
Petco
Petsmart
Pottery Barn
QVC
Ralph Lauren
REI
Room & Board
Ross-Simons

Saks Fifth Avenue
Sears
Sephora
Shop NBC
Shop PBS
Staples
Sundance
Sunglass Hut
Target
The Home Depot
The Men’s Wearhouse
Things Remembered
Tiffany & Co.
Title 9
Tory Burch
Toys ‘R Us
Tumi
Under Armour
Urban Outfitters
Victoria’s Secret
Walgreens
Walmart
Williams-Sonoma
Wine.com
Zappos
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About the Companies
About the e-tailing group
The e-tailing group is a niche e-commerce consultancy that helps merchants deliver 
the right customer experience on their websites and across all of their channels 
while adeptly assisting technology companies to create and execute go-to-market 
strategies that simultaneously educate the retail community and deliver cost-effective 
thought leadership and lead generation.
For more background about this survey or for additional information on the e-tailing 
group, please contact Lauren Freedman via email to LF@e-tailing.com, by phone at 
773-975-7280 or visit the e-tailing group website www.e-tailing.com.

About Kalio®

Top IR1000 retailers trust Kalio to accelerate growth and performance. Kalio’s 
enterprise grade on-demand eCommerce platform, KalioCommerce, is built 
specifically for mid and upper market online retailers. KalioCommerce is the only 
fully integrated Software-as-a-Service platform. New features and updates are 
frequently introduced, instantly accessible, and automatically backwards compatible. 
Put the power in your hands: growth, empowerment, and acceleration driven by 
interconnected performance.
To learn more:

Visit http://www.kaliocommerce.com 
Call +1 (408) 550-8000 
Email your.partner@kaliocommerce.com.


