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How to Make Your Mark with UX Design



I N T R O D U C T I O N 

First impressions are more important than ever, and visual 
design – a key component of User Experience (UX) strategy – 
often makes the first impression for brands. Research has shown 
that it takes about .05 seconds for users to form an opinion 
about a site, deciding whether they like it enough to stay, or 
whether they leave and shop elsewhere.

How can retailers, particularly in the 
fashion industry, ensure their online 
store makes a good first impression? 
Through a process of continually 
testing and refining, UX experts 
have developed best practices that 
can be seen across many of the top 
ecommerce sites. In this ebook, we 
dive into these key UX concepts that 
you can use for your own business.

Corra’s Senior Director of Retail 
Strategy and Creative Services, Ryan 
Leffel, has more than 15 years of 
experience working on and overseeing 
UX projects for retail clients of all kinds. 
In Part One, he explains more about 
UX best practices. If they seem familiar, 

it’s because they have become the 
expectation, adding up to provide 
the intuitive shopping experiences 
we use every day.

We also examine what makes 
customers tick in Part Two, sharing 
their pet peeves and online 
shopping preferences gained 
through survey data. Next, Jessica 
Stoilkovic, Interaction Designer at 
Corra, brings expertise from client 
projects within the fashion, beauty 
and lifestyle verticals, to break 
down these pet peeves and how 
to avoid them. We’ll take an in-
depth look at how these various UX 
elements build a user flow. 

Ready to learn how your ecommerce site can achieve higher conversions and greater 
customer loyalty and engagement through UX? Let’s dive in.
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PA R T  O N E 

UX in Fashion Ecommerce
Ryan Leffel, Senior Director of Retail Strategy and Creative 
Services, breaks down the importance of UX strategy for an 
ecommerce business. Over 15 years in UX, Ryan has worked on 
and overseen projects for fashion, beauty and lifestyle clients 
such as EILEEN FISHER, Faith Connexion, Alcatel, YETI Coolers, 
and many more. Here, he calls special attention to fashion brands, 
one of Corra’s key verticals, and an industry where design is 
integral to the brand experience.

What the Customer Wants

Many people mistakenly believe UX simply means 
making something easy to use or functional. 
While this is true, it is not the  whole story. At its 
core, UX strategy is all about empathy. It means 
understanding the end user. UX is ease of use 
and functionality, but it’s equally look and feel.

For Retailers, thinking about UX strategy 
empathetically often requires a shift. Although it is 
important to define the brand, what the business 
goals are, and requirements for success, this 
does not paint the full picture. The next and most 
crucial step is to consider the customer. What do 
they need? How do they shop? Where do they 
shop? Why do they shop? Basically, UX means 
creating a frictionless and contextual experience 
for every customers and their unique needs. 

To answer these questions, retailers can utilize 
several methods. This may include surveys on the 
website, user testing, facilitating focus groups, 
and spending time at the retail location talking to 
sales associates and observing how customers 
shop. Retailers should  leverage call center data 
or tap their sales associates, using their people 
on the ground to get valuable information about 
the customer. If a brand doesn’t have physical 
stores, we can look at customer behavior for other 
merchants within the same vertical or industry 
to help draw parallels and understand the target 
customer’s experience. 

Creating a 
frictionless  
and contextual  
experience for  
every customers  
and their  
unique needs. 



UX Across a Retail Organization

Not every business or organization will 
have a UX team, and that’s fine. 
However, it doesn’t mean that other 
teams shouldn’t be bringing concepts of 
UX to their roles. Operating with empathy 
and consideration for the customer is 
critical to every facet of a retail business.

As an example, the Corra team conducted 20 customer interviews for one client, 
and distilled the data we collected down to  create five shopper personas. A persona 
is a fictitious person, based on a real person, that encompasses the characteristics 
and traits of a certain type of shopper. These become highly relevant to the 
design process, because they help to determine what types of features should be 
implemented to cater to those different personas. They are also useful in creating tone 
and branding elements.

Without user experience, an organization 
will fail to exist. In today’s retail 
landscape, there are a wealth of options 
for shoppers to choose from. Good 
design sets an organization apart from 
the pack, and a memorable experience 
for the shopper creates a lasting memory 
and generates loyalty. 

UX is design and content, but UX is also customer service, marketing, and everything 
else that defines a brand. For example, merchandising is a critical facet of UX. Creating 
a compelling case for the customer to purchase a product is key to sales, as well as to 
customer satisfaction. 

Good UX is the entire experience that defines a brand, top to bottom. Everyone in 
an organization should consider how their role plays into the UX of the business, and 
contributes to the overall customer journey.

Good UX is the 
entire experience 
that defines a brand, 
top to bottom. 



Common UX Mistakes

Bringing a UX focus to a business is a top-down process. Key decision makers and 
stakeholders need to prioritize UX and allow this customer-centric mentality to inform 
their business strategy. However, mistakes often crop up during this strategy phase, and 
a few common pitfalls tend to occur among retail stakeholders. 

One of the most common mistakes Corra 
comes across among the merchants we 
work with is that the business doesn’t have a 
full picture of who their customer is and what 
they ultimately need. Company stakeholders 
are very connected to the product. They live 
and breathe the product, and they’re experts 
on it. However, those stakeholders are not 
the target audience. These brands often 
design a site for themselves rather than their 
users, since shoppers don’t typically operate 
on an expert level.  A customer is going to 
use the site or channel entirely differently 
than the stakeholders of the brand.

Another common mistake is that 
stakeholders rely on the concept of “best 
practices.” But with ecommerce, and fashion 
in particular, a best practice for one brand 
might be completely different for another 
brand. The right strategy for a high-end 
fashion brand, for instance, might not be 
effective for a discount brand.

A best practice for 
one brand might be 
completely different 
for another brand.



Keys to Delivering an Engaging Fashion Experience 

That said, there are a few overarching concepts that all fashion 
brands should consider. Of course, different fashion brands cater to 
different audiences. Men and women shop differently. Millennials 
are a different story altogether. But, regardless of the above, here 
are a few things that can safely be considered a “best practice” for 
fashion retailers.

Content 

Storytelling, or building out a narrative that 
excites and educates is more important than 
ever. Keep in mind that this is not a “one size 
fits all” idea. Content needs to be relevant 
to the customer based on both channel 
and intent. It also needs to be strategically 
placed. Content should support commerce, 
not distract from commerce. Leveraging user 
generated content, such as instagram posts, 
has also proven to be an engaging tactic.

Personalization

Personalization isn’t just about 
product recommendations. 
It’s about creating a seamless 
and meaningful experience 
that’s consistent across all 
channels. Personalization is 
about giving a consumer  what 
they need, when they need it, 
without them having to look 
for or think about it. The key 
to great personalization is to 
make it feel natural, rather 
than intrusive. Look back on 
those customer personas 
developed through user testing 
and research to begin building 
a personalization strategy 
that is relevant to each type 
of customer. Mature retailers 
and brands are leveraging 
the power of data captured 
from a variety of sources to 
understand and engage their 
customers in the moment.



Responsive & Adaptive Web 
Experiences

Product Content 

Photography is a make-or-break element 
for fashion brands. Larger images have 
become a trend in ecommerce that is 
worth getting on board with. Be proud 
and show off your products in a big way! 
Think beyond the homepage as well, 
and consider how this trend can work 
on a product listing page (think 2 or 3 
large images across instead of 4 or 5) 
or on a detail page (which should be the 
showcase for images). Consumers aren’t 
afraid to scroll, as long as they have a 
compelling reason to do it.

There is a lot of talk about mobile-first design. Your brand should offer the best 
possible experience, regardless of device type. Ultimately, to deliver engaging 
experiences requires your organization to put the customer at the center of 
everything you do. To do so requires a seamless experience, across touchpoints, in 
both digital and offline channels, by leveraging data insights from your organizations 
across commerce, marketing, sales and service.

Consumers aren’t 
afraid to scroll, as 
long as they have a 
compelling reason 
to do it.
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What the Customers Say
Don’t just take a UX expert’s word for it. Find out what real 
shoppers have to say. 

Corra surveyed 2000 customers to determine their pet peeves and preferences 
while shopping online. The results echo what the experts say, and offer valuable 
insight into what customers like -- and what may drive them to shop around for 
other options.

Poorly designed menu; 
lack of subcategories for  

key menu

Too basic search; 
no filters for advanced 

searches

Products are 
being buried by too much 

branding

Other 

41.24 29.78 26.39 2.59

What’s your biggest pet peeve related to finding products on an 
ecommerce website?

Consumer Pet Peeves



Would one of the previous pet peeves cause you to shop around for 
additional options on other websites?

%

%

%

%

%

%

%%
Prices aren’t upfront  
(e.g., discounts, tax, 

shipping)

Maybe 
Depends on the  

product

Having to create  
an account

No

High shipping
costs

Yes

Difficult to 
navigate after 
adding an item

Can’t update 
the item 
quantity

33.01

26.60

26.54

4.50

22.91

68.90

14.33 4.54

What’s  your biggest pet peeve related to shopping carts on 
an ecommerce website?



The top pet peeve for online shoppers was a poorly designed menu that lacks 
subcategories, which 41% of people listed as the most annoying problem related 
to finding products on an ecommerce site. Not far behind, 33% of shoppers said 
that the biggest annoyance in shopping carts is when prices aren’t upfront.

If your site suffers from some of these issues, it’s past time to address the 
problem. 69% of the shoppers surveyed said that one of these pet peeves could 
drive them to look for other websites to shop from. That’s revenue you may be 
missing.

How do you prefer to contact an ecommerce business for 
questions or support?

% % % %
Virtual Assistant Email Phone Other

52.39 32.3 14.54 0.70

60.56% 

9.66% 8.76%
6.87% 6.08% 4.98% 3.09%

Bad  
reviews

What makes you think twice about purchasing from a website?

No company
 contact

Poor 
navigation
features

Spelling 
errors

Other Lack of 
transparency

Website 
seems

outdated



PA R T  T H R E E 

The Expert UX Review
Jessica Stoilkovic, Interaction Designer at Corra, has created user 
experiences for retail clients around the world. Working with brands in her 
native Australia, to Corra clients like Riachuelo in Brazil, Worth New York 
and Sigma Beauty, Jessica brings her unique expertise to every project. To 
demonstrate how the pet peeves uncovered in the customer survey can 
be avoided through good UX design, Jessica walks through them step by 
step. She explains why each is problematic, and offers several possible 
solutions that retailers can use to avoid making these critical errors on their 
own ecommerce sites.



www.steveweissmusic.com

Original Navigation

A well designed navigation is integral 
to allowing users to understand your 
product offering and access internal 
product pages. A poorly designed 
menu discourages users from exploring 
your site, which results in less product 
exposure and more frustration as users 
spend time searching for categories. 
As navigation architectures can vary 
drastically, there aren’t very many hard 
and fast solutions that apply across 
the board. That said, the following 
considerations can help ensure your 
navigation is the best it can be.

Possible Solutions

• Evaluate the hierarchy of your 
categories and treat them 
accordingly. Treating parent 
categories with more prominence 
not only encourages users to 
those  pages, but also helps users 
interpret your category structure 
within a matter of seconds.

• Utilize a single approach for 
displaying navigation categories.

• Users should be able to access all 
of the most important pages of your 
website via the  top navigation. 

Poorly designed menu  
Lack of subcategories for key merchandise
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Revised Navigation



Products are buried 
behind too much 
branding
Although strategic content and branding 
can help validate purchases an increase 
conversion, poorly-designed content has 
the opposite effect. Additional content 
can be really valuable in adding context 
around why users should be purchasing 
your products or buying into your brand 
story. It can help define your unique 
qualities or values and set your brand 
apart from the competition, but it needs 
to be executed effectively. 

Possible Solutions

• Be selective. Visitors are only 
going to engage with a certain 
amount of content before they 
get bored. Display the most 
impactful or important content 
first and evaluate the necessity 
of displaying content that doesn’t 
actively inform or inspire visitors.

• Consider how you display your 
content. Instead of filling a page 
with long paragraphs, consider 
reducing text to smaller snippets 
and utilizing images to get your 
message across. 

• Personalize your content. Visitors 
will only interact with content that 
is engaging and relevant to them. 
Understanding a visitors previous 
behaviors and purchases and 
tailoring your content accordingly 
allows you to provide a unique 
experience for each visitor.

• Link back to products. Too much 
branding can detract from the 
main goal of your ecommerce 
site - sell! Make sure that if you’re 
directing visitors away from your 
products to read content, there is 
a clear and encouraging way for 
them to get back.
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www.aldoshoes.com



Possible Solutions

• Search needs to accommodate a whole myriad of terms, including thematic 
and subjective queries such as product categories and identifiable 
characteristics or attributes such as color, size or material. The Baymard 
Institute released a white paper in 2014 claiming that there are 12 different 
types of search queries users often make on commerce websites: 

• Attempting to incorporate as many of these as possible will improve search 
experience considerably. 

• Implement autocomplete and predictive search.

Too-basic search 
No filters for advanced searches

Whilst most people assume 
search is reserved for users 
searching a specific product 
name or SKU number, this 
isn’t always the case. Search 
has evolved to become an 
integral aspect of every 
successful ecommerce site, 
and even if a navigation 
structure is intuitive and well 
designed, users will continue 
to expect and use search.
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1. Exact Search
2. Product Type Search
3. Feature Search
4. Thematic Search
5. Relational Search
6. Compatibility Search

7. Slang, Abbreviation and Symbol Search 
8. Subjective Search
9. Symptom Search
10. Implicit Search
11. Non-Product Search
12. Natural Language Search

www.footlocker.com



Prices aren't upfront 
e.g., discounts, tax, shipping

04

Transparent shipping costs play a huge 
role in establishing trust and commitment 
to a purchase. Even though the fees 
may be small, most customers feel like 
they are being tricked when they notice 
additional fees like shipping, handling, 
and taxes appearing only at the end of 
the checkout process. Be up front about 
additional fees and show the final price 
before checkout.

Possible Solutions

• Consider showing all costs, 
additional fees and a subtotal. 
Acknowledge any charges still to 
be added, such as shipping or tax 
even if they aren’t populated with 
an amount. This provides users 
with transparency and significantly 
decreases cart abandonment.

• Shipping and tax calculator based 
on zip code increases transparency 
even before they enter the 
checkout flow meaning users won’t 
be surprised further into checkout.

• Detail shipping methods on the 
checkout page – Don’t wait until 
after they enter their shipping 
address to let them know which 
options you accept.

www.target.com



Surprisingly, forcing users to create an account in order to checkout is still a common 
practice in ecommerce. We know that users want a fast and seamless checkout 
experience, so it’s understandable that adding an extra step results in a surefire 
way to lose customers. Not only does it prolong the length of their checkout flow 
unnecessarily, but in a world where we are constantly being bombarded with 
marketing and product offers, asking users to provide their contact information 
before you’ve committed to the purchase can increase frustration.

Having to create an account  05

Possible Solutions

• Don’t just provide users with a guest checkout option, make sure they see 
it. Users mistakenly believing that registration is required can be a huge 
contributor to increased abandonment. Maximize visibility by displaying 
guest checkout as the default or most prominent checkout option.

• Provide users with a short description of each checkout option. Whilst most 
people understand the difference between guest and member checkout, 
descriptions can help reduce possible confusion, especially when additional 
checkout options like PayPal or social are also provided.

• Give users the option to create an account after checking out. Users are 
often more inclined to provide contact information after they have completed 
a purchase, particularly for tracking notifications. 

www.oakley.com



1. UX comes down to empathy, and developing 
a real understanding of your end user. Perform 
user testing to find new data, learn what the 
customer wants, and create an experience that 
delivers on those things. Preach this mission 
across your organization, and get every team 
on board.

2. Focus on the site’s content, personalization 
elements, images and responsive design. 
These are great places to start optimizing 
the UX experience toward a more customer-
focused approach.

3. Some of shoppers’ top pet peeves include 
poorly designed navigation menus, and when 
prices are not clearly stated upfront. Avoid 
these common mistakes on your own site.

4. More than half of customers stated that they 
prefer a live chat feature to communicate with 
a brand’s customer service team. Utilize these 
findings for your own business.

5. For many UX elements, there aren’t very many 
hard and fast solutions that apply across the 
board. Combine the solutions that work for 
your business and the way your customers 
shop.

6. Utilize all these findings to build a UX 
strategy for your business that will help your 
ecommerce site achieve higher conversions 
and greater customer loyalty and engagement.

Lessons Learned



Thank you.

Corra is a digital agency that creates 
transformative commerce experiences 
for fashion, beauty and lifestyle brands. 
Providing strategically led creative and 
technology solutions, Corra ensures 
clients are wildly successful in harnessing 
the potential of the digital commerce 
revolution. Corra’s principles are rooted 
in innovative thinking with disciplined 
execution.  

Corra’s award-winning creative skills 
combine with technical capabilities, 
producing channel-blurred customer 
journeys designed to create heart-
stopping moments and drive measurable 
results. With six offices and headquarters 
in the key markets of New York, Los 
Angeles and London, Corra is uniquely 
positioned to service a growing global 
market. 
 
Visit corra.com or email hello@corra.com 
to learn more.

SAP Hybris helps some of the world’s 
leading organisations transform 
themselves in response to the rapidly 
changing expectations of their 
customers. We help businesses deliver 
exceptional customer experiences, 
evolve their business model, and 
eliminate complexity. Our modular suite 
of marketing, sales, commerce, customer 
service, and billing solutions includes the 
latest technologies – from  in-memory 
computing to predictive analytics – so 
businesses can turn customer data into 
context and personalise each interaction 
in real-time across channels. With 
an integrated approach to customer 
engagement and commerce, SAP 
Hybris helps our customers regain 
agility and avoid disruption. We help 
companies transform how they  engage 
with customers, innovate how they do 
business, and simplify their front office.  

How can we help you? Explore SAP 
Hybris solutions today. For more 
information, visit  hybris.com.


