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Welcome
Before we get started
1. Today’s webinar is scheduled to last 1 hour including Q&A

2. Closed Captions are available on the desktop and mobile 
Zoom app (click the CC button)

3. This webinar is being recorded and will be available on the 
website alongside additional resources within 7 days

4. Say hello in the chat (select “Everyone” from the dropdown) 
and ask questions using the Q+A button. You can also use 
the reaction buttons! 
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The aim of this webinar is:

• Understand what online merchandising is and why it 
matters

• Identify best practice for online merchandising

• Learn how you can make landing pages work for you
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So what is merchandising?

“the activity of promoting the sale of 

goods, especially by their presentation in 

retail outlets”

“the selection and display of 

goods in a retail outlet”
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So let’s step back in time…

Harrods, 1920’s

Co-op store, pre War.
M&S Birmingham store, January 1933
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Paul M Mazur
1927 “Principles of Organization Applied to Modern Retailing”

“It is the responsibility of the merchandise division 
to provide for the consumer merchandise of the 
right style and quality, in proper quantities, at the 
right price, and at the right time,”

The 5 R’s of 
Merchandising

• Right Product … 

•  … in front of Right Customer
• at the Right Time
• at the Right Price
• in the Right Quantity
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Poll
Have you heard of the 5R’s before, are you thinking about selecting

- Yes, I’ve heard of it and my team use this kind of thinking

 - Not heard of it before, but yes we use this kind of thinking

- This sounds vaguely familiar and we sometimes think in this 
way

 - Never heard of this and not a familiar way of thinking
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So how do we translate this 
online?

Making the most of our user’s attention

Getting them over the hurdle of shopping online

Making the most of signals our users give us
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And why does this matter?

Email Marketing Social Media 
Campaigns

SEO Ranking PPC Campaigns Local Press Signage
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We’re going to look at 8 areas of 
best practice

Attention

Homepage

Category page

Checkout

Navigation

Product Info

Shipping

Search Box

Browsing 
behaviour
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Best practice for your… 
….HOMEPAGE
• Be aware what is visible ‘Above-the-fold’

• Think seasonal and inspiring 

• Surface ranges AND products
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✓ = Bold & clear

✓ = Effective use of space

✓ = Avoids showing a ‘wall of product’

✓ = Product related to institution
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✓ = Routes in to ranges

✓ = Highlights key products

✓ = Seasonally appropriate      
   … woollies in winter!

SELECTING!

Think 5R’s
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Best practice for your… 
….CATEGORY PAGES
• Default order to best-selling

• Actively manage out-of-stock items

• Sensible depth of product
   - minimum 3 items
 - if 20+ , provide filters



Internal Use

   

✓ = Sensible depth
✓ = Uses sales data

✓ = No OOS!
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Best practice for your… 
….Checkout 
At the point of transaction.. 

• … offer ability to add a donation

• … use compelling copy

• … opt-in for email communications



Internal Use

   

✓ = Emphasise charitable status!

✓ = With personality and mission!
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Using online merchandising 
to deal with …

Uncertainty 

Lack of physical 
experience
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Best practice for your… 
….NAVIGATION

• Use simple language

• Make sure all products can be reached

• Don’t disguise key product areas

• Add seasonal / topical collections



Internal Use

   

✓ = Seasonal collections

✓ = Simple language ✓ = Easy-to-understand categories
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✓ = Category returns 
what the user expects
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• Who is this 
category for?

• Is this a good 
browsing 
experience? Or 
does it feel like a 
…

• Should candles 
have their own 
category?
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• If you have a sizeable 
range of something, 
it should be on your 
navigation

• A ‘Candles’ page could 
easily sit under ‘Home’
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• Test out wording and avoid 
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Best practice for your… 
….PRODUCT PAGES

• Brings products to life and relates them to target 
customer and/or occasion

• Provides key factual information

• Highlights provenance / tells a story
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Product pages communicate a 
lot of information 

• Who  -  is product for?

• What  - are the benefits?

• When – what occasion is it for? 
daily? a special occasion?

• Where – where would it be 
used? home? work?

• How – does it work?

Generally 1 to 3 
sentences, plus 

bullet points
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Retail is detail …. What to 
include in product specifications

• Artwork – dimensions, framed/unframed, material, date

• Homewares – dimensions, weight, material, dishwasher-proof, 
washable, where made

• Clothing – sizing/size guide; material, washable, where made

• Toys and games – age-range, dimensions, weight, players

• Food and drink – ingredients, storage instructions, 
allergens, dimensions, weight
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Good product images bring 
product to life …. 
• Product from all sides,   - ie needs multiple images

• Hi-res zoom images, - can ‘feel’ the texture of the product

• Gives a sense of scale – use hands, model or other items

• Personality! – reflect the tone of the organisation



Internal Use

   

✓ = Product from all angles
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✓ = Hi-res Zoom



Internal Use

    

✓ = Show scale



Internal Use

    

✓ = Show scale
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Making the most of 
provenance… 
• Highlight if made by an artist / maker / local business – tell 

story of that person / business

• Highlight if made by hand, artisan method – tell story of 
that method

• Highlight if product exclusive to you



Internal Use

  



Internal Use

  



Internal Use
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Best practice for your… 
….SHIPPING OFFER
• Don’t make people guess

• Be clear about shipping costs AND time

• Make shipping info easy to find



Internal Use

    

✓ = Announcement bar

✓ = Link from product page

✓ = Link from basket



Internal Use

    

✓ = Simple, easy-to-read

✓ = Addresses biggest customer group first
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Learning from our users … 
…to inform our merchandising

And sometimes users type things in to our 
websites too… 
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Using signals … on your 
product page
• Make use of ‘interest signals’

• Provide more relevant buying options

• Improve online journey
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✓= Browsing 
history
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✓ = Thematic 
recommendations
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✓ = Category 
recommendations

Make use of 
browsing data to 

offer other relevant 
options on Product 

Page
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Using signals … from your 
search box
• Learn what users are looking for

• Learn what users can’t find
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✓ = Large prominent search box

9% of sessions use site search
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Most searched terms
1. There is a 

longtail!

2. Check if easy to 
reach via Nav

3. Check search 
results returned

221 searches related to 
Kyffin Williams



Internal Use

 

✓ = Listed on navigation, with visual
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✓ = Good landing page

✓ = Visuals and text

✓ = Bestselling displayed 
first
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? = Are these bestselling? Particularly relevant



Internal Use

  

? = Are these bestselling? 
Particularly relevant
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No results found
1. Do we have stock 
relevant to this item?

2. Should we 
consider stocking 

something relevant?
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How good is your ‘searchandising’? 

- Really good – we think about this actively and use these methods

 - Room for improvement – we’ve done some of this, but could try 
more

 - Bombshell – this is all new to me, we’ve never thought about this 
before
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So far we’ve learned about … 

Homepage

Category page

Checkout

Navigation

Product Info

Shipping

Search Box

Browsing 
behaviour
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… the magic of landing pages
So what is a 

landing page?
… it’s a page that a visitor ‘lands’ on from 
clicking on an email campaign, PPC ad, 
organic search result, blog article

So what’s 
special about 

that?

… it’s a way in to your site. Like 
the shop door

… you know something about 
what they’re interested in 



Internal Use

  

✓ = Repeats offer

✓ = Repeats styling

✓ = Repeats product

✓ = Good product 
depth
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… the magic of landing pages 2
• Multiple entry points to your site

• Re-inforce the original message/hook to maximise 
conversion rate

• Whizz people to a relevant part of the site

Increased Online 
Revenues
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Online 
Merchandising

The 5 R’s of 
Merchandising

Co-op store, pre War.

• Right Product … 

• Right Customer

• at the Right Time

• at the Right Price

• in the Right Quantity
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digitalnetwork@artscouncil.org.uk 
digitalculturenetwork.org.uk

Join the conversation
@ace_dcn
#digitalculturenetwork

Get in touch
Send us an email
digitalnetwork@artscouncil.org.uk

Join the mailing list
digitalculturenetwork.org.uk

Join the conversation
@ace_dcn
#DigitalCultureNetwork

mailto:digitalnetwork@artscouncil.org.uk
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