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Peak |
Tips and Tricks m

Your team’s guide to a happy,
productive and stress-free sales

season.



What is different about peak traffic & tips to
deal with them?

o) 9 /_p/‘
Unforgiving Traffic Lots of new visitors Traffic is CRAZY high
Prioritise your key Forget what you know about Errors/Ul confusions are going to
products & nudge users to your existing customers be scrutinised HEAVILY

reassure them and make
sure they stay with you

Contentsquare
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Peak Season Checklist

Things to consider NOW

Q Integrqtions: ensure they are active and working. Prioritise VOC, APM and Primary Analytics Tools. Note these
aren’t retroactive so the sooner they're live, the better!

0  Data retention: we recommend 13 months of data retention to allow year on year comparison

Q  Tagging: ensure you have deployed the CS tag on any new pages or journeys

O  Sessionreplay: unmask key pages for better troubleshooting. This is essential if you plan to use Text Search!

Q Code-freeze considerations: which areas of the site will you be able to change during Black Friday?

Q  Scripterrors:if you have Find & Fix ensure your JS Errors are unmasked for visibility

Q  Metrics APIL: link your data sources in one dashboard to save time when reporting on performance

Q Benchmark: ensure your industry Benchmark is set up - speak to your CSM

Contentsquare
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See how you stack up
against the industry
with Benchmark

» Surface user experience trends and
measure the gap with top performers to
uncover opportunities for action

= With metrics like average cart, bounce rate,
load time, conversion rate and more,
compare your experience performance to
your industry peers

= Use these insights to prioritize adjustments
and make the right experience
improvements

Contentsquare
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Bounce rate on key pages
Lo All devices/ [ December 2022

Bounce rate is good on the Cart page but could be improved on the Product page

Observation
Bounce rate on the Cart page is 54% better than competitors. However, bounce rate on the Product page is very high (40% vs 31% for competitors in average).

Homepage ® Details Product page ® Details Cart page ® Details
MyRetailCompany MyRetailCompany MyRetailCompany

27%  +2% than competitors 459  +24% than competitors 249  -8%than competitors
Competitors Top performers Competitors Top performers Competitors Top performers
26% 24% 36% 28% 26% 23%

Bounce rate on Homepage © Eviuionover e weore [

Lo Alldevices/  December 2022

27%  +2% than competitors

80%
Your bounce rate is ‘ [-/\/\'\/\
. VAN \\

just above your

W =/
competitor average @5 L \/‘/

Position
Your bounce rate is roughly 3% higher than
your competitors in December

Progression Jan1 Jan 2 Jan3 Jana Jans Jan6 Jan

Your bounce rate grew by +20% while your

............................

Contentsquare

Coming soon to
Benchmark...

Surface and dive into granular insights

e September 2023 - Insights and trends on key
pages groups: Homepage, Product page and
Cart page.

e November 2023 - Smart redirection to other CS
modules, including Impact Quantification, Page
Comparator and Speed Analysis Lab.

e November 2023 - Additional metrics and
customizable dashboard available for the retail
industry.

e Q12024 - New industries will be released during
the year. We'll start in Q1 2024 with BFSI and
Telco.
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Peak Season Checklist

Pre Campaign Launch [ Day One

L o o0 0

Contentsquare

Set up a dedicated mapping for your
Campaign pages*

Set up relevant goals & segments around
your key campaign objectives.

Create zonings on the Campaign pages for
your campaign launch day**

Set up Workspaces for KPIs you need to
monitor.

3

Set Calendar reminders to create new
zonings when content and/or layout
changes.

Download the CS Live chrome extension. Ask
your Contentsquare team for the link.

*Mappings are not mandatory if you only focus on
on-page metrics which are available via Zonings.

**This is mandatory if session replays are masked
with AAA.

Client Club



Use the nhew and

Conversion goal | m Ecommerce

improved CS Live CStore

Metrics L0 All devices CJ Desktop (] Mobile
Shop Conversion 6.11% 611% 0.00%
- New and improved ribbon making it easier Vewssesson 1 : 0
to navigate CS Live wan am 000
Exit 42.47% 42.47% 0.00%
= Take snapshots of your website and save to
Contentsquare for further analysis
|
- Get page level metrics through the | eaaones

@ Erase all zones

extension to add more context to the zonin .
g @ < @w Load time

data you're seeing 1
| Save to CS Digital (Shortcut: ALT+S)

[ Save to CS Digital

Contentsquare
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Peak Season Checklist

During the campaign

a  Create a new snapshotin Zoning each time
the page updates and rename it accordingly.

Q@  Stay in the loop on the real time performance
with CS Live.

@  Use Zoning Analysis for comparing metrics
side by side.
Estimate the revenue impact of making a
change using Impact Quantification.

Q@  Monitor the performance of your campaign
pages and acquisition segments with

Use the Error analysis' module to monitor JS
and API errors (if available).

Surface automatic insights using the CS
Insights? module.

Use Frustration score? to watch recordings
of those experience friction with your
campaign.

Check Frustration score? in journey analysis
to understand friction causing site exit

eI ElPeee: Log insights and changes in your insight
tracker
! Only available for Find & Fix clients
Contentsquare 2 Only available for CS Insights clients

Client Club
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Peak Season Checklist

After the campaign

1 Make sure any changes you've made to your a  Share your campaign analysis with your
content or campaign over peak are Contentsquare team to get feedback.
documented.

O  Relax before your next campaign!
@  Evaluate the impact across devices of any
optimisations made during peak*.

O  Wrap up key learnings and what worked /
didn’'t work for next year.

* Tip: Ask your CSM/SE to share the ROI calculator

Contentsquare
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insights
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Insights tracking - why does it matter?

v Learn from other users insights &
v Clear visibility on ROI from your methodology

changes and insights
v Increase speed to value &

v Encourage use of CS within teams prioritisation
g{mrxl/lseosure SRS Clefell: v Identify gaps in analysis, allowing

CS to offer a better support

v Build & increase data-driven

to the wider business

Contentsquare
Client Club 11




Different insights tracking methods

T
m

> Airtable @ Trello miro




Spreadsheet/Google Sheet example

(& comensanre  INSights Tracker

‘+ Go-live
. kL] © A
D:o = o‘}nor ? Insights = Sour::.:‘(:) = Vi::?ly‘ odta— Device % Recommendation = f:lr:::ed = / Test/Change = @ Status =  date
0 P assigned?
Examples: O
Lorem ipsum dolor sit amet, consectetur adipiscing elit, -0.00%] 2 . .
01/2021 Camille sed do eiusmod tempor incididunt ut labore et dolore Homepage CS / Adobe - Link Mobile UK Test changing the order. of the flelda and Includes a

magna aliqua.

Lorem ipsum dolor sit amet, consectetur adipiscing elit,

dates at the top for a more intuitive journey

Consider giving users the option to select ‘Same pick

sed do eiusmod tempor incididunt ut labore et dolore PDP CS / Adobe - Link Mobile up/drop' oft locz_mon’ or 'leﬂerent pick up/droAp off
allcua location’ lo»cvold any confusion when updating one

magna aliqua. of the location

Lorem ipsum dolor sit amet, consectetur adipiscing elit, Improve the pickup location finder, consider

sed do eiusmod tempor incididunt ut labore et dolore PLP Cs / Adobe - Link Mobile implementing a research by postcode or popular

magna aliqua.
Lorem ipsum dolor sit amet, consectetur adipiscing elit,

location suggestions.
ving users the option to select ‘Same pick up/drop off

01/2021 Camille sed do eiusmod tempor incididunt ut labore et dolore Basket Cs [ Adobe - Link " )t 70 Mobile UK location’ or ‘Different pick up/drop off location’ to (m}
magna aliqua. ) avoid any confusion
Contentsquare
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Trello example

> Contentsquare insights tracking ¢ & Workspace visible v

Insight found

Testing / In progress

o e
What each label means..
= @2

+ Add acard

Tell us what you've found

Any insights that have become a
@2 LIVE test or change
@2
+ Add a card
+ Add acard

Pending / blocked [ not
approved

/
N\

Any insights we can't work on
@2

+ Add acard

COMPLETE

Test COMPLETED
@1

+ Add acard

<7 Power-Ups  # Automation

—

RESULTS!

Write down results!

e &o4

+ Add a card

© Contentsquare 2022 14



Trello card detail

& Checkout optimisation

= Activity

‘ Write a comment...

in list Insight found ®

Labels Notifications
HIGH PRIORITY - +  ® watching

Description Edit

Date range: 1st - 31st August 2023

Device: Mobile only

Segment: All users that reach shipping

Summary: Users find our payment methods confusing

Data: Click recurrence on paypal option during shipping

¢« = = m m = ®m ®mE ®m &®m "= = = = = ®E ®m

*
: Potential impact: Users with high click rate on payment options have a +50% =

. exit rate, -15% conversion rate vs those that don’t show this behaviour. If we *
= could make this more clear, we could generate over £50,000 additional -
* revenue each month!!

- L] - L] - L] - L] - L] - L] - L] - L] - L] - L] - L] - L] - %

Relevant links: Zoning, Journey Analysis, Impact Quantification

Show details

© Contentsquare 2022



Airtable example

O A Exp. name A Te.. =: Template © status =: Research Methods
TEMPLATE
¥ PDP - Performance Count 5
1 [PDP - Paid New Users] Product USP's (bikes + 2 other product types) # PDP - Performance 1 - Prioritised
2 [PDP - Paid New Users] Social proof # PDP - Performance 1 - Prioritised
3 [PDP - Paid] Cross sell to be smaller and become first floor # PDP - Performance 1 - Prioritised
X L X o Tested by
4 [PDP - Paid] Promote fast shipping messaging PDP - Performance 1 - Prioritised
Tested by
5 [PDP - GShopping] Landing experience # PDP - Performance 3 - Discovery
Tested by
TEMPLATE
¥ Landing Page Count 2
6 [LANDING PAGE] Confirmation page # Landing Page 1 - Prioritised
7 [LANDING PAGE] Error 404: New design N/A Landing Page 8b - In next sprint
Content Square  Google 4
TEMPLATE Content Square  Tested b
v Account Count 4
Baymard
8 [Account - Dashboard] Migrating to NFS # Account Google Analytics ~ Conten
Contentsquare
Client Club 1 @



Teams example

General Posts Files Wiki C€SQ Analysis v (5 [ Meet
Group by Bucket v Filter v List  Board Charts Schedule
To do Navigation Facets |
+  Add task +  Add task +  Add task
(O Easter CR investigation (O Top Level Container Click Share (O Facet Useage By Market
21

Due @ : :
e (O size Refinement Useage

Contentsquare
Client Club 17
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Holiday Analysis Reports

H
Available

Short reports that identify areas for UX optimization and recommend

Holiday Short solutions to address challenges around the peak holiday shopping season. 75N 30
Reports To be delivered and acted on ideally before code freeze.
Available Oct & Nov 23.

Full-time analyst working collaboratively with your teams to

War-Room Live identify friction and solutions to challenges experienced during the peak

Support holiday period, with near real-time error reporting for Find&Fix premium 8h/day 4
clients.
Available around Black Friday - Actual dates to be confirmed through scoping process.
An in-depth analysis reviewing performance during Holiday Peak periods:
Post-Holiday typically Black Friday through Cyber Monday as well as the Christmas period.
- . 50h 5
Analysis Available Jan 24.

Full description of these offerings can be found in this catalog

Contentsquare
Client Club 19



https://docs.google.com/presentation/d/1U9Ol4GbYc9M5PZyhYHnRjvLB5nUvLB12dIzYRrMZ8_Q/edit#slide=id.g1e4ff39bf1a_1_0

UX/UI Design Offerings

. Evaluate the usability of your site and the features most critical to a
Holiday . . . :
Readiness UX successful holiday campaign. This includes recommendations for any 8h Good
Audit necessary design improvements.
Is your site optimized for the holidays? If not, let's help!

Contentsquare
Client Club 20




Holiday Readiness UX Audit
8h

Ensure your site is delivering the optimal customer experience for the holiday period

Our team will review the features  Typical features evaluated: 305 results
on your site that are critical to a o piekup,dellery &in stores
successful holiday campaign yekligieliiein ) R st ik .
. . My Cgrt/shoppmg ng [] 81 same Day Delivery
and measure them against . Ol Buy t st thestore '
. . = Promotional Banner Placement ] B S r
usability best practices. . Out-of-stock messaging !
. - Promo Code Fields - t
We will make any - Cross-Sell opportunities P 4
recommendations to improve oo :
the overall readiness of your site shoes { R
for the high-traffic holiday
season.
Example: Offer a variety of fulfilment methods
Contentsquare

Client Club 21
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Improving the landing page to drive more visitors to
Product pages




Peak Use Case #1: Electronics

Improving the landing page to drive more visitors to Product pages

30% of visitors are not
exposed to the quick links
which help them get to the
right product more easily.

The SEO text at the top could
be collapsed or moved
down, to increase exposure
to quick links.

Contentsquare

Exposure Rate Tap Rate

99.9%

IPhone Black Friday ~ Samsung Black Friday
Deals Deals

Black Friday Pay as you
80 & SIM Free Deals

Client Club
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Start of the journey Start of the journey

By moving the SEO text, exposure
increased resulting in 24% more
visitors getting to PDP directly from
the Black Friday landing page.

l 100% Black Friday... l 100% Black Friday...

¥ Next step breakdown

365% Site exit

l 28.8% Pdp

¥ Next step breakdown

34.5% Site exit

l 236% Pdp

l 14.3% Home l 12.0% Home

There are also 12% fewer [[oom re o s

navigating back to home

SuggeStlng the Journey IS Clearer. @ Black Friday LandingPage @ Pdp @ Home @ Pip @ Resutt @ Authentication @ Black Friday LandingPage @ Pdp @ Home @ Pip @ Resut @ Authentication
® Content @ Steext ® Content @ Siteexit

Contentsquare
Client Club 24




Using Frustration score in journey analysis to
understand site exit

Frustration score of percentile 99 at Home page on this journey: 4 See how it is calculated

Medium level of frustration

~
/° N The user has encountered frustrations during their browsing and may have had an
impact on their experience.

15

O site exit

Drill down

2 6 3 2 % Understand site exit

[ Quantify >

ah Create a segment... >

\{ See in Session Replay

Split of frustrations encountered by the users:

e 47% (@ Excessive hover

= 35% @ Rage click

e 9% ¢ Link-multiple clicks

e 5% cf Button - Multiple clicks

= 4% 52 Field - Multiple clicks

= 1% (@ Slowloading time
<1% [BE JS error after click

- <1% [ JSerror

Contentsquare

m Provides context to the
reason of site exit by showing
frustration score of the exit
step

m Direct link to Session Replay
to visualise the frustration

Available only with CS Insights

Client Club
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e

7L BN
Bk

& Lovehoney 5

Quick filters decrease bounce rate /i | !
= '

-

—




Peak Use Case #2:lovehoney

Quick filters decrease bounce rate

Without quick links

Click Rate

Before

With quick links

After

Contentsquare

Improving Bounce Rate for
Black Friday - Adding quick
filters to

Improve product findability
on Black Friday landing page.

Client Club
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() Top Tip!

Reordering Content - Make sure high performing and popular products

are in prominent positions and can be accessed easily.

+180%

Click Rate
on Filter

Contentsquare

+£30K

Revenue

Client Club
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Fashion (multi-brand) >
Reordering Content: Feature placement a L:. L



Peak Use Case #3 : Fashion

Reordering Content: Feature placement

+50%
Homepage
Conversion
Rate

+675%

Click rate on
Shop by Size

+444%

Exposure of
Shop by Size

@ Top Tip!

Optimise according to content block
performance during the sale season.

Contentsquare

Old Design New Design

xios canvad (B hom e16

SUMMER STYLES
i

Customers reordered
homepage blocks based
on click rate and
attractiveness.

Client Club
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Segment your data by Hour and Minute

February 9,2023  23:00 @

o Al ([ Feb92023(1day) ) 2t New users

Sessions that started between

- February9,2023 23:59 @ GMT+01:00

Segment by time is no longer a dream.
You can now segment by hour and by minute.

m Specify a start time and end time to
segment and further your analysis

m Aggregate and view data by minute, hour,
day, week, or month.

m Monitor sessions hour by hour and minute by
minute during the day

= Map data of the same period with other
tools to gain insights

= Share your analysis with a user in another
time zone

< févr.. 2023 mars. 2023 avr.. 2023 Ye
festerday
SU MO TU WE TH FR SA SU MO TU WE TH FR SA SU MO TU WE TH FR SA J
1 2 3 4 1 2 3 4 [ Last 7 days
567891011 5 6 7 8 9 10 1 -
Last 30 days
12 13 14 15 16 17 18 122 13 14 15 16 17 18 J
19 20 21 22 23 24 25 19 20 21 22 23 24 25 This month
26 27 28 26 27 28 )
[ Last month ‘
B3 - \ Compa
Se over tims
Hotsessions
ssssss
ssssss {\
V| \
Contentsquare
Client Club
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Peak Use Case #4 : Fashion

Seasonal navigation updates

Results of real-life example :
Conversion Rate per Click

+57%

Pyjamas ant/4 (0575 A sexy Iih‘leMQ
P e Revenue
7 (for menu user)
. 1/O}
Gifts for MZ2%ES5 Gifts for MZAHS375
Gifts for frislkEht/25 Gifts for frieZAQS175 @ T Tio!
Gifts for kidEHOD Gifts for kid?dO57%5 8 op I.p. T T ion b
e responsive to wna rives conversion
Gifts for me’JZ&A% Gifts for melk32/2% . P : Y
rmee- e — : . making sure the best performing
| Swocking AIPRASE Pyiomos in UDAE5 categories are at the top of your seasonal
Pyiamas in YH75 \atcl J menu.
Bra solutionkSSecessories Bra solution{iSHSxessories
Contentsquare
Client Club
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Using Smart Zone to identify popular or

problematic zones

Top click rate
s
{:Q Click rate: The percentage of

the zone.

pageviews with at least one click on

5T

Revenue: Total revenue generated
by users who clicked on the zone.

Contentsquare

NEW IN

LINGERIE
SAL95
KNICKERS
NIGHTWEAR
LOUNGEWEAR
SWIMWEAR

DD+

ACCESSORIES

NEW IN + ks m Which zones are engaging
?
wﬂﬂs . customers the mosts?
BRAS o B Quickly spot areas of
frustration
KNICKERS +

B I|dentify which content drives

NIGHTWEAR 15167%)
the most revenue
LOUNGEWEAR +
SWIMWEAR +
DD+ +
ACCESSORIES +

Client Club
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Acting on customer frustrations




Peak Use Case #5 : Groceries

Acting on customer frustration

Click rate Click recurrence Click rate Click recurrence

) Top Tip!

With a swarm of

impatient new users on
the site during Black
Friday, UX frustrations

can be even more
damaging than usual
to conversion. Act
Before: Users try to interact with -56% Click recurrence quickly to avoid lost

the unclickable “upcoming revenue.
deals” section.

After: The section links back to all
sales products, reducing
frustration and keeping users on
the site.

Contentsquare
Client Club
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Identifying friction with promo codes




Peak Use Case #6 : Asos

Identifying friction with Promo Codes

QS Button - Multiple clicks ©®

A Impacted traffic 1,346 Lost conversion 108§ ===t —===

COoDICI E BUONI X

Zone preview ~ ® Replays

Zone target

htmi:eq(0)>body:eq(0)>div:eq(2)
veeq(0)>form:eq(O}>buttonzeq(0)

@ Disable insight

@ Top Tip!

% of sessions going through Promocode frictions Day

0.08%

0.07%

0.05%

0.04%

0.03%

oot Code changed at

o% 10.30am
00:00 02:00 04:00 06:00 08:00 10:00 12:00 14:00

[} @ Wi Percentage of sessions 2 Multiple interactions on APP... @& Site

During Black Friday visitors are shopping for a bargain. Remove

any friction with promo codes to ensure a seamless shopping
experience.

Contentsquare

4000 sessions experienced
friction with the voucher field
in checkout.

An hour after the insight was
flagged ASOS changed the
code to allow orders <£30 to
benefit from discount,
resulting in drop in friction

Client Club
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Using Frustration Score in segments

Checkout Sessions with Medium or High frustration score , Checkout Sessions with low frustr... I hour week l month I

Checkout Sessions with Medium or High frustration score Checkout Sessions with low frustration score
0.04%
0.01% 7.92% 0.03%
v -27.4% < 1.28% & e
0.02% 7.82% /\
0.02%
o Percentage of 2 Checkout Sessions with Med o ™ Percentage of sessions 2 Checkout Sessions with low f. 0.01% M )Oom d‘\(
oy X
® site ® site
0%
Jun 08 Jun 12 Jun 16 Jun 20 Jun 24 Jun 28 Jul02 Jul 08ul 07
May 09 M fay 1 May 21 May 25 May 29 Jun 02 Jun Qun 07
Q| B Mayo9
@ Lo &1 Percentage of sessions 2 Checkout Sessions with Me. ® site
O Lo & Percentage of sessions 2 Checkout Sessions with low. ® site
O Lo & Percentage of sessions 2 Allusers ® Site

B Apply frustration score as a filtering condition in segment to focus on the most frustrated
sessions, or compare the behaviour between good and bad sessions

B Monitor the evolution of frustration score to detect whether a change to the site or page is
creating more frustration

Available only with CS Insights

Contentsquare
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Peak Use Case #5 : Fashion Faux-Pas

Using New Relic x Contentsquare to narrow down potential technical issues

Challenge

This retailer noticed an error coming back
from an APl on one of the key campaign
PLP

What happened next

* They raised it with the Dev Team by
sharing a screenshot, who

recognised the error from New Relic.

= Thanks to the integration, the error
was quickly identified in
Contentsquare

Contentsquare

is reason
ive try or c o
Try again

@ Top Tip!
Make sure your
integration is
completed before
peak to quickly

review the impact
of technical errors
on the user
experience and
revenue!

Client Club
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Peak Use Case #5 : Fashion Faux-Pas

Using New Relic x Contentsquare to narrow down potential technical issues

What happened next

XY [ Outcome ]

= Inerror analysis, they the were to
see the number of sessions
offected

They were able to see that
the error wasn't broad
enough to have a CVR
impact, saving the team

= |talso allowed them to view the hours of investigation

session replays and allowed them

to narrow down the steps to
reproduce and where the error was ooo
likely to occur in the codebase R

Contentsquare

Client Club
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Peak Use Case #5 : Voice of Customers

Combining Session-Level Frustration Score & NPS Scoring

Challenge
Teams are monitoring NPS Scores as a e
success metric but often have not enough P

visibility on the impact on user experience! Coo o e e

N
Using the VOC integration
" In When looking at a segment users R
post-purchase NPS rating <3, the T S <10 Min
frustration score reveals a series of high Time To

friction sessions & showing users struggling Insight

with resetting password & looping.

Contentsquare
Client Club 44




Peak Use Case #5 : Voice of Customers

Combining Session-Level Frustration Score & NPS Scoring

Impact Investigation

PASSWORD RESET

Create password

@ Top Tip!
Think of checking your
reviews during peak in

= In zoning, it seems like the click recurrence for all
users on the page is very high across the fields & | EEE
the main CTA, clearly indicating a frustration

your VOC tool, & verify and

following
@ to co

* In Impact quantification, they saw that 17k . ey
. . . quantify complaints in
sessions were going through the friction, Lo | B '
impacting CVR by 9.46%. 199 ontentsquare:
Solution

Impact Quantification

20000y (conaion) @) Desicop 18 Mor 31~ Apr 292022 (30 dmy)

= Simplifying the password creation process &
improving error messaging to reduce frictions.

sessions match the PY ; 013%(31,897) of all sessions match the °
conditions.

.......

& 7904 a5.5% £535,043
o 16013 502% £1162,607

segment A cor
addition:
t Result is statistically significant @

Contentsquare
Client Club 45
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Workspaces during
Peak? ‘%
Example of Workspaces & how they can be used during |

Black Friday




Inspirational Workspace : Landing Page monitoring

@_.< OBJECTIVE

i

Deep-dive within the main pages
impacted by the peak season &
quickly find optimization
opportunities

KEY KPIS

Per page: Number of sessions |
Share of sessions as Landing
Page | Exit rate | Conversion rate
| Click rate on Main CTA | Click
recurrence on main CTA | Time
spent

Contentsquare

E
L L X J

26,163 6,948

72.9% 38.5%

416% cax 20 28s

1.03 1.92s

Client Club
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Inspirational Workspace : Traffic source monitoring

i

@ OBJECTIVE
Understand which is the best

performing traffic channel and
determine in which to invest to
optimize the costs

KEY KPIS

Number of sessions | Bounce
rate | Conversion rate | Time on
page | Views per visit | Click rate
| Engagement rate

Contentsquare

p
) ( Appicuersegment
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,
Aca-oispu Aca-ore v cs-ac Ac
834 % 0,97 %
o
L] L]
pr— e
875% 3,68 %
8CS-ACQ-EMAIL nAYiu nmerce. 8 cs-Ac ETTE
o o
xca
12,9% 12,8%
L] L]
aco-
0,00 % -
s 05
S cs-a0a-soom o

Client Club
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Inspirational Workspace : Funnel monitoring

OBJECTIVE

Measure performance of your
conversion funnel and
understand drop off from each
step.

KEY KPIS

Per page: Number of sessions | Exit
rate | Load Time | Time Spent |
Conversion rate | Click rate on
CTAs | Click recurrence on CTAs

Contentsquare

-

Peak Funnel

> (5) Funnel Completion [ 672% @ 14.0% ‘

E] Basket @ Checkout

(1) Black Friday landing (2] Product

P

(5] checkout Complete

O T ="Aus:

) [0 (£ Aluses

Basket Load Time

3825
4
viaa% 3.99s

[’E\ - [deprecated] Load ti.. & Allusers
(0] © csAudit-Ecomm.. > © Page Panier

Time Spent in Basket

+25.6% e

T b Time spent 2 Alusers
(0] O csAuit-Ecomm.. > © Page Panier

Exit Rate from Basket

28.1%
o
+0.81% 27.9%
r“ - Exit rate 2 Allusers
(0] © csAudt-Ecomm.. > © Page Panier

Basket Conversion Rate

3.91%

+915% 2.04%

F i Conversion rate 2 Allusers
(0] O csAudt-Ecomm.. > © Page Panier

Checkout Load Time

3.3s
9
Vv 3.44% 3.42s
(@] ! [ceprecated]Loadti.. & Allusers

(8] © ecomm-canogr.. > O Page checkout

Time Spent in Checkout

208s
+96.2% F

T @ Time spent * Alusers
(2] © Ecomm-Cartogr.. > 1 Page checkout

Exit Rate from Checkout

" 35.2%
v15.3% 21.6%
(@] i Exitrate 2 Alusers

(8] © Ecomm-Cartogr.. > O Page checkout

Checkout Conversion Rate

27.9%

#30:4% 21.4%

(] & comersone * Alusers
(@] © Ecomm-Cartogr.. > © Page checkout
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Inspirational Workspace : RUM monitoring

A Home LCP. ‘I]

LCP - No. of Sessions Good LCP - No. of Sessions OK LGP - No. of Sessions

@_‘( OBJECTIVE o 33204 9,835
Measure speed of your website to Y - e

ensure key pages are compliant
against Core Web Vitals. Detect : YTy W S
any impact post-change. B

urte

KEY KPIS

7,060

Per page: Largest Contentful Paint
| Cumulative Layout Shift | =

Interaction Next Paint | First Input S o

Delay

Available only with Find & Fix
Contentsquare
Client Club 50
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How can we use
Alerts during Peak?

What alerts might be useful during Black Friday?

*Tip: make your alerts at least device specific, so you
know where to start analysing if you receive one!

Aleri

...............

2/3 Alert type

Define your alert type

X




Sitewide Alerts

Sitewide

= All site Traffic

= All site Bounce Rate

= All site Revenue

= All site Ecom Conversion

= % of New Visitor Traffic

= % of Views/Sessions to Error page (if
available)

= Frustration Score (if available)

Contentsquare

1 8. 8 8 & ¢

Client Club
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CTA Alerts

Buttons

e Click Recurrence of Pay button in
Checkout

e Click Recurrence of promo code
apply button

e Click Recurrence of gift card apply
button

e Click recurrence of Add to Basket
button

e Click recurrence of any Quickbuy
CTAs

Contentsquare

1 8. 8 8 & ¢
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Landing page alerts

Black Friday Campaign

Contentsquare

BF pages Bounce Rate

BF pages Exit Rate

BF Pages eCom Conversion Rate
BF Pages Product Reach Rate
Bounce Rate of traffic from an
acquisition channel

Conversion Rate of traffic from an
acquisition channel

Frustration score (if available)

RUM metrics (if available)

1 8. 8 8 & ¢

Client Club
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Checkout alerts

Checkout

e Exit Rate of Checkout Login

e Exit Rate of Checkout Shipping

e Exit Rate of Checkout Payment

e Ecom Conversion Rate from
Checkout Shipping

e Ecom Conversion Rate from Payment

e % of Sessions with JS/API Errors of
each Checkout step (if available)

e Frustration score (if available)

e RUM metrics (if available)

Contentsquare

1 8. 8 8 & ¢
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How to...

Ij]g ...create a workspace

g ...set up an alert

"= ...set up zonings of your
— Black Friday pages

Contentsquare

...use Contentsquare to analyse a
List page

L L

...use Contentsquare to analyse a
menu

...use Contentsquare to
optimise your Landing page

...use Impact Quantification
to estimate revenue impacts

Yy

Client Club
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https://uxanalyser.zendesk.com/hc/en-gb/articles/360021113753-Introduction-to-Workspace
https://support.contentsquare.com/hc/en-gb/articles/5875415301916-How-to-create-an-alert
https://uxanalyser.zendesk.com/hc/en-gb/articles/360010600620-Introduction-to-Zoning-analysis-
https://support.contentsquare.com/hc/en-gb/articles/9667168688284-How-to-analyze-a-List-Page
https://support.contentsquare.com/hc/en-gb/articles/360016886274-How-to-analyze-a-Menu
https://support.contentsquare.com/hc/en-gb/articles/9619512522140-How-to-optimize-your-Landing-pages
https://uxanalyser.zendesk.com/hc/en-gb/articles/360017860920-Introduction-to-Impact-quantification
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Client Club

How ca n we Merchandising

LhDesktop [ 12 Jan » 12 Feb 2022 (Last 30 Days) &% All users

leverage CS Merch  —=- ———

ssssssss

aaaaaaaaaaaaaaaaa

Revenue u
€156,925,804 784,629 T

Product name Pt Defstpoiet Evolution

1 = )l:;(f airmax jordan pure basketball version 208720 367935

Using data to optimise your merchandising strategies |
throughout the peak period 2 e




Re-order your pages using the highest converting
products

e Uncover high potential products across your
brands & categories that need visibility, or need S s s s it e i

jories: Men | Sport | Shoes
887722992183

optimising
e Use product-level metrics to visually merchandise

pages

Sales performance

. . B Nike shoes B Sh
e Understand which products are performing best on
. : /’ i Add to cart rate 62% e a3
a given URL/page group //E\Y ot | maw am | me
// \\ .
Z/:--A‘—-,,l\.“\ Conversi 60% ¥ e 60%

Contentsquare

Client Club
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Optimise your Peak content & campaigns

e Understand which products are viewed,

added to bag & purchased after interacting

Zone performance

th Peak sit tent o i , \ , :
wi your eak site conten 77764 | | 14.5% | | 11,758 24.4% 817% £87,381.64
it || e | | nciizs | | mmmaen e Re
e See which products your campaign traffic
viewed, added to bag & purchased in their I r— e
M Q  Search product by product name, SKU or EA Sortby | Page views (highest to lowest) @ | b
session
P T
. B B R
e Track performance using workspaces & alerts
¥ ki - &
- NI e TR e
S o

Contentsquare
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Inform peak product strategies

e Inform bundles & cross-sell carousels with real
users ‘viewed with’ & ‘purchased with’ product
data

e Understand the revenue impact of your Out of
Stock products

e Increase margin & sales with better price

positioning against your competitors

Contentsquare

RRRRRRRR

Untsale
10,091

ssssss

nnnn
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@ Contentsquare

For any questions, pledase reach out to
your CS Account Team
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