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Abstract

This research delves into the challenges and strategies employed by a leading Indian eyewear retailer in
transitioning from a traditional offline market presence to a competitive online platform. Despite its success
in the physical retail space, the brand struggled to replicate this success in the online realm, particularly
in the face of rising mobile internet usage and competition from digital-first startups. The study explores a
multi-phased approach adopted by an analytics team to enhance the brand's website performance. The
approach involved a thorough investigation phase comprising qualitative and quantitative analyses,
followed by an ideation phase using a proprietary 'Vision of Conversion' framework, and culminating in
the implementation and monitoring of A/B testing strategies. A key focus was on the hypothesis of
implementing sticky categories on the homepage to improve navigation and reduce user frustration, which
significantly increased main category pageviews and product purchases. This research highlights the
effectiveness of a structured, data-driven approach in enhancing user experience and conversion rates in
the digital retail sector.
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Introduction:

This research explores the digital transformation challenges faced by a leading eyewear brand in India,
renowned for setting high standards in quality and trust in the highly competitive and fragmented optical
retail sector. While the brand has established a strong foothold in the offline market, leveraging traditional
retail strengths, it encountered significant challenges in translating this success to its online presence.

Background and Business Challenge:

Transition to Online Market: The brand, despite its dominance in the offline retail space, struggled to
capture a substantial share of the burgeoning online market. This issue became increasingly critical in an
environment where mobile internet usage was on the rise and several digital-first startups were making
significant inroads into the market.

Digital Campaigns and Conversion Rates: To improve its online market share, the brand implemented
digital media campaigns aimed at driving traffic to its website. However, these efforts did not translate
into expected conversion rates. While the website attracted a reasonable number of visitors, the rate at
which these visits converted into sales did not meet the brand's goals.

10071 isrdo.org 26



Vol-1 Issue-2 2023
Scientific Research Journal of Science, Engineering and Technology

Goals:

Improving Website Conversion Rates: A primary goal was to enhance the overall conversion rate on the
brand's website. The aim was to not only attract visitors but also to efficiently convert a higher proportion
of this traffic into actual sales.

Increasing User Engagement: Enhancing user engagement on the website was identified as a key
objective. The rationale was that higher engagement could lead to improved conversion rates and
strengthen the brand's online presence.

The introduction sets the stage for a detailed exploration of the strategies and approaches adopted by the
brand to overcome these challenges. It provides a context for understanding the gap between website
traffic and conversion rates and how enhancing user engagement could be pivotal in boosting online sales.
This case offers insights into how established retail brands navigate the shift from traditional to digital
platforms, addressing the unique challenges of the digital marketplace.

Approach:

In this research, we examine a strategic approach adopted by an analytics team to enhance the online
performance of a prominent eyewear brand in India. The team, already familiar with the brand's audience
through their previous work in implementing Google Analytics, proposed a structured experimental
approach to address the challenges in increasing website conversion rates. The approach was segmented
into three phases: Investigate, Ideate, and Implement & Monitor.

Phase 1 - Investigate:

Qualitative and Quantitative Analysis: The team conducted an in-depth analysis comprising both
qualitative (Heuristic and Competitor analysis) and quantitative elements (event tracking audit,
funnel/user journey analysis) on the brand’s website. This multi-faceted investigation was essential to
identify problem areas effectively.

Insights from Analysis: The analysis revealed significant traffic on the homepage with a high drop-off
rate. Additionally, the product pages, characterized by high bounce rates, were identified as potential areas
for experimentation and improvement.

Phase 2 - Ideate:

'Vision of Conversion' Framework: Utilizing a proprietary framework, the team developed hypotheses in
a structured manner. This involved keeping user and business objectives at the core and analyzing data to
understand user behavior.

Analyzing User Motivation and Clarity: The approach included examining whether users were
sufficiently motivated by the value elements present on the page and whether they had clear guidance on
the next actions. The team also assessed any frustrations users might encounter in their journey, seeking to
facilitate actions with ease.
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Messaging and Persuasion Principles: An evaluation of the messaging on the pages was conducted to
ensure that principles of persuasion were effectively applied to nudge users towards the desired action.

Phase 3 - Implement & Monitor:

Prototype Creation and Approval: After developing hypotheses, the team created prototypes and presented
them to the client for approval.

Prioritization and A/B Testing: Using the PIE (Potential, Importance, Ease) framework, the team
prioritized the hypotheses. Following client approval, they implemented A/B test hypotheses on Google
Optimize, setting appropriate targeting and goals.

Ongoing Monitoring: The implementation phase also involved continuous monitoring to assess the
effectiveness of the changes and to make data-driven adjustments as needed.

This approach highlights a comprehensive and data-driven methodology to enhance website conversion
rates and user engagement. The strategic use of analytics, coupled with a structured framework for
hypothesis development and testing, exemplifies a robust approach to digital optimization in the
competitive online retail space.

Research Overview:

This segment of the research focuses on a specific hypothesis tested for an eyewear brand's website,
aimed at enhancing user experience and increasing conversions. The hypothesis centered on the
implementation of sticky categories on the homepage to facilitate easier navigation for users.

Hypothesis:

Implementation of Sticky Categories: The hypothesis proposed was that providing access to top
categories at the top of the homepage (making them 'sticky' or constantly visible throughout the user's
scrolling) would increase category views. The underlying belief was that this would simplify the user's
effort in searching for the right product, thereby enhancing their experience and encouraging further
exploration of the website.

Result:

Significant Increase in Engagement and Purchases: The implementation of the sticky category feature led
to a 55% increase in main category pageviews. More importantly, this change also resulted in a 25%
increase in product purchases. The results of this intervention were statistically significant, indicating a
successful outcome that could be applied to the entire audience of the website.

Observation:

Insight from Initial Analysis: The decision to test this hypothesis was based on insights from the initial
analysis conducted in phase 1 of the research. It was observed that a significant number of visitors came
organically to the homepage but did not progress further in their browsing journey.

Addressing User Frustration: The hypothesis was formulated with the intention to address the frustration
users faced in not being able to find the right category quickly. By focusing on the value element of
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‘Simplify’, the aim was to reduce barriers in the user journey, making it more intuitive and less time-
consuming for users to find what they were looking for.

This part of the research illustrates the importance of understanding user behavior and leveraging these
insights to make data-driven decisions in website design and functionality. By simplifying the user
journey and reducing friction points, the website was able to significantly improve user engagement and,
ultimately, conversion rates.

Conclusion:

The findings of this study underscore the critical importance of adapting to digital transformation for
traditional retail brands. The eyewear retailer's strategic approach, grounded in detailed analytics and
user-centric design principles, led to significant improvements in user engagement and conversion rates
on its online platform. The successful implementation of sticky categories on the website, informed by in-
depth user behavior analysis, exemplifies how targeted interventions can effectively address user
frustrations and simplify the online shopping experience. This case serves as an insightful example of
how data-driven analytics and a user-focused approach can be instrumental in overcoming the unique
challenges of digital market adaptation, offering valuable lessons for other retailers navigating similar
transitions.
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