CAMPING ONLINE RETAIL INDUSTRY

Which websites are maximising their online conversions?




About FIRST

We assist online retail and services businesses to grow and
expand by enhancing the customer experience. We do this
through ongoing data insights, personalisation, testing and
through leveraging ‘best of breed’ technology partners.

Our expertise in digital marketing has been built on over 15
years experience in digital strategy. analytics, conversion,
search marketing and digital campaigns.

Get in touch to find out more.

+64 9 920 1740 https:.// ww'\x/.llnlfe‘dln.com/
company/first-digital

] infoafirstdigital.co.nz u @FIRST_NZ
T, n https.//www.facebook.com/

firstdigitalnz
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CRO Leads To Growth

A small improvement in your website's conversion rate can result in a relatively large lift in
your website's ROI. The increased revenue can be re-invested into other sales-generating
initiatives online (Performance Media Advertising or SEO) and may open up other channels
that were previously cost prohibitive.

An improvement in your website conversion rate by just 10% can lead to estimatedly:




CRO Benefits
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1. Increase 2. Improve 3. Get more 4. Decrease 5. Engage

lead landing leads Cost Per visitors and
conversion  pages Acquisition  increase
rates and (CPA). time spent
sales on your

site

6. Eliminate
guesswork
from site
design



Report Methodology

Conversion Experience Scoring (CXS) is a methodology
developed by FIRST to provide a relative measure of the onsite
customer experience. CXS is a percentage based indication of how
well a company utilises conversion best practices on its website's
homepage and category page.

We evaluated the websites on the basis of the importance of each
element in assisting online conversions and the presence of each
element in the website's homepage and category page. We then
ranked the websites alongside their competitors based on the
scores. We also ranked the different elements to find out which
ones websites are strong and weak at.

The overall scoring shows the opportunity size the company has
to address on conversion issues, to engage more visitors and
ultimately increase the number of leads and sales.

The list of core elements is intended to serve as a good practice
framework for you to build from depending on your unique
business and audience needs.




Homepage Elements

Design

Clear logo

Static emotive
imagery/ website's
main image

Clear calls-to-action
(CTASs)

Responsive design
Well designed and
use of quality photo
Fast page loading
time

Credibility

Clear value
proposition/ USPs
About us link
Visible trustmarks/
security seals
Terms and
conditions/
customer policies

Features

e Deals/ offers/

promotions

e Featured/ most

popular products

o New arrivals/ latest

products

Below are the Homepage Element Groups and the individual core elements under each.

Navigation

Prominent search
box

Main navigation
menu

Search auto-
suggest

Relevant search
results

Clear and easy
navigation
Relevant text
Good filters/ sorting




Homepage Elements

Below are the Homepage Element Groups and the individual core elements under each.

Customer Purchase Social
Service Assist

Contact information e Shopping cart/ e Social media links
Clear shipping and checkout link

returns information e Payment options

Link to blog/

community section

Newsletter/ Email

signup

Frequently Asked

Questions (FAQs)

Live chat




Presence of Homepage Conversion Elements in
Camping Online Retailer Welbsites

In order to identify which websites are leading in providing quality onsite customer experience, FIRST
evaluated the websites’ homepages based on a scaling system that rated the importance of each
element in assisting conversions and the presence of each in the homepages.

ONLINE RETAILER WEBSITE URL SCORE
Rebel Sport http://www.rebelsport.co.nz 86%
Kathmandu http://www.kathmandu.co.nz 78%

Bivouac https.//www.bivouac.co.nz 77%
Torpedo?7 http://www.torpedo?’.co.nz 77%
Outdoor Action http://www.outdooraction.co.nz 62%
Hunting and Fishing http://www.huntingandfishing.co.nz 52%
Macpac http://www.macpac.co.nz 45%
EquipOutdoors http://www.equipoutdoors.co.nz 41%




Homepage Element Score

Homepage Element Score Rankings
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Rebel Sport, the CXS leader, has a
score of 86%. It is followed by
Kathmandu (78%), Bivouac (77%)
and Torpedo? (77%). The rest of the
camping retailers have CXS scores
below 70%.

(Overoll there is an opportunity for camping online \
retailers fo compete by optimising their homepages for
the core conversion elements that give visitors
sufficient and persuasive information, reduce friction
and match your messages with their intent. By
improving their CXS scores, they will be able to seize

[P —— opportunities to drive more conversions.
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Which conversion element group is the strongest
across the selected welbsite homepages?

In order to identify which element group the selected online retailer welbsites is strong at, FIRST gave
a score (Element Group Score) for each element group based on its presence on the welbsites’

homepages.
HOMEPAGE ELEMENT GROUP SCORE

Navigation 76%
Design 56%
Purchase Assist 50%
Social 50%
Credibility 46%
Customer Service 43%
Features 39%




Homepage Element Group Score

Homepage Element Group Score Rankings
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The strongest element group
across the online retailers’
homepages was Navigation
which scored 76%. Overall, there
is a lot of room for improvement
across all elements with scores
below 60%, especially Customer
Service and Features which sits
at low scores of 43% and 39%,
respectively.

Design Purchase Assist

Social

Gof the camping online retailers scored below 60%\

for all the elements in the Features group and
majority of the elements in the Customer Service
group. Significant low scores of below 20% were from
the elements - featured/ most popular products, link
fo blog and live chat.

Tip: Small changes can make a world of difference
fo your conversion optimisation strategy. Pay
attention to what your customers care about. Always
ask them why and form theories about the elements
that you can fest on your pages. Make decisions

Qsed on what your customers are felling you. J
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Category Page Elements

Below are the Category Page Element Groups and the individual core elements under each.

3

Features

Navigation

Design Credibility

* Clear calls-to-action e Clear value
(CTAs) proposition/ USPs

Prominent search
box

Navigation to sub-
categories

Display promotions or
deals

Most popular sub-
categories featured
prominently

Use of visual tiles to
showcase sub-
categories

Use of personalisation
elements

Mew & in-season
products/ what's new
(Product Introduction
section)

New & in-season
products/ what's
new (Navigation)
Good filters/ sorting




Presence of Category Page Conversion Elements in
Camping Online Retailer Welbsites

In order to identify which websites are leading in providing seamless online customer experience on
the website, FIRST evaluated the websites’ category pages focused on camping equipment based
on a scaling system that rated the importance of each element in assisting conversions and the
presence of each in the category pages.

ONLINE RETAILER PAGE URL
ey eapoudoors corafeortentejen
Outdoor Action http://www.outdooraction.co.nz/camping-equipment.htmil 46%
Bivouac http: //www.bivouac.co.nz/gear/camping-and-tramping.html 46%
Kathmandu http://www.kathmandu.co.nz/camping.html 43%
Rebel Sport http:/ /wwwf.i;iti)neés/%%rr:wcghrg‘/h??nmping—ond- 309
Torpedo?7 https://www.torpedo?.co.nz/shop/outdoor/camping 21%
Macpac http://www.macpac.co.nz/equipment 17%
Hunting and Fishing http://www.huntingandfishing.co.nz/camping-framping.html 14%




Category Element Score

Category Page Element Score Rankings

The purpose of the Category pages in an
eCommerce site is fo build the customers’ buying
momenfum and keep them moving from one
website page fo another. They can offen be more
useful than a homepage as a search query

In the Category pages,
EquipOutdoors is leading with a CXS
of 58%. Although they are leading,
100% there is still a lot of room for
improvement in their CXS score. They

0% are followed by Outdoor Action landing page.
° (46%), Bivouac (46%) and Tip: Your goal is to make buying easy for your
Kathmandu (43%). The rest of the Eﬁél‘omeg through clear infgrmgaﬁony infu)l{ﬁve
80% camping online retailers have scores . ougn. ’
5 design and simplicity. Understand how your
below 40%. . )
customers move through your buying experience
70% through user testing and identify friction points
and address them.
60% '-------\
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Which conversion element group is the strongest
across the selected welbsite Category pages?

In order to identify which element group the selected online retailer welbsites is strong at, FIRST gave
a score (Element Group Score) for each element group based on its presence on the welbsites’
category pages.

CATEGORY ELEMENT GROUP SCORE

Navigation A41%
Features 16%
Design 13%
Credibility 13%




Category Page Element Group Score Rankings

ﬁw of the camping online retailers scored below \

40% for all the elements in the Design, Credibility
and Features group. Significant low scores of below
15% were from the elements - calls-fo-action

90% - Navigation had a score of 41% and (CTAs), 'value proposition/USPs and display of

is the strongest element group promotions or deals.

o across the online retailer websites’ ) . )
80% - Tip: The category page is a transit page and must

category pages. On the other hand, ’ o 5
said websites are not doing well in be designed fo solidify the cusfomer’s intent of
converting by displaying relevant offers and related

70% - the all other elemnts of their
category pages, with CXS scores products. Make sure that your customers know

100% -

below 20%. exactly what they’re going to get. Your category
60% - page should communicate a clear value
\proposiﬁon and clear calls-to-action. /
50% -
40% -
30% -

Category Group Element Score
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Rebel Sport

http://www.rebelsport.co.nz

Homepage Review

IMME

STARTS HERE

FEass 5 cure kids.

r

.

v Clear logo

v" Static emotive imagery

v" Good display of deals and new arrivals

v" Well designed with good use of quality
photography

x Slow page loading time

Category Page Review

& - CAMPING & FISHING
CAMPING EQUIPMENT & GEAR

st campng goar om Resel Sport We have 3 huge range of camping
can e gear you need. fordelivery right 10 your ront doe.

5099

SIGN UP

FORACHANCETO

WINAS500
VOUCHER

-
v Good filters/ sorting

v Display of relevant text to explain the
category range

x No deals / promotions displayed

x Placement of the most popular
subcategories are not prominently
displayed

.




Kathmandu

http://www.kathmandu.co.nz

Homepage Review

summit cLUB
‘special member offer

1]
§ e

r

.

v Responsive design / mobile
compatibility

v Clear main navigation menu

x Calls-to-action are not obvious

x No contact information clearly visible

x  Shopping cart is not prominent

Category Page Review

LA Kathmandu' s20voucHen For every ssoo vou seeno+ RN

MEN'S WOMEN'S KIDS' PACKS&BAGS CAMPING SLEEPING GEAR ACCESSORIES SHOPBY SUMMITCLUB OUTLET

-

“CAMPING

Shop all your camping essentials.at.Kathmandu, including tents, inflatable
beds, sleeping bags! mats, pillows and camp kitchen accessories.

e

Camping @ rroducts found Sort by: | Relevance sr

Shop by:
Tonts & Shelters
Sieoping
Lighting

Kitchen
Furniture
Self-inflating
Accessories Lunch Cooler - Pillow -
Azure

Refine by: T
Summit Club: $23.98

In Clearance
Yes
Price (NZD)
Sizes
16PC
196CM 3
3peR 2
s
L Double Action
2pc Pump v2 - Gray
e ©
Regutar Price: $
sec 33.98
Summit Club: $31.98
Colour
Black

Blue
Brown

-
v" Prominent search box displayed
v Good filters/ sorting
x No relevant text to introduce the
category range
x No clear value proposition displayed
x No calls-to-action

.




Bivouac

http://www.bivouac.co.nz

Homepage Review Category Page Review

CURRENCY: NEW ZEALAND DOLLAR -NZD  *
LOGIN REGISTER MYACCOUNT MY WISHLIST 2 MY CART (0) - [HEGKOUN

bivouac /outdoor

™S CHRISTMAS SALE

Froe Shipping on ALL orders over NZD$08°
Oni Advice 0800 248 6822 (N2)

e m—m
.

56'0/; P o Tr ) -5
OFF

OFF R ol
PACKS g NOW ONLY $299.70

Gt the latest news & deals | G

Home / Gear | Camping and Tramping

Climbing

—_—
" 720%. | 35% OFF
< OFF  NOMPERDELL POLES

CLEARANCE (42)
ON SALE (13¢)

OSPRE)

Price MSR

$0.00 - $999.99 (667)

$2,000.00 - $2,999.99 (1)
Camp Kitchen B campstoves

$3,000.00 and above (1)

Brand
Piease Select

(R MD&"H

Gender
Piease Select &

OUR PREMIUM OUTDOOR CLOTHING & GEAR

PR, Rl T W

Camp Kitchen Options.
Piease Select

ae
B

e

Food Options.
Please Select

Bt Canraalll Reprail Wigyere
Pack Type
Piease Select

@ e g emswnu g mwen g e Ty

Please Select 4

Hydration Capacity
1.5 Litres (3)
2Lies (5)

3 Lives (4)

Sleeping Capacity
Please Select &

Freestanding
No ()
Yes (12)

Sleaping Choices
Pleasa Select

Multi-tools

( ) ( )

v Deals / promotions displayed well v Nice use of visual titles to showcase

v Contact information shown subco’reg_ories .
v" Clear callstfo-action ¥ Goodfilters / sorting

. . v" Prominent display of brands
x Not mobile responsive NG disol f deals / i
x No payment opftions displayed * NO !sp dy ot dedis / promotions
x No display of featured products
L J . J




Torpedo/

http://www.torpedo/.co.nz

Homepage Review

Torpedo [amre ] 2

HAMILTON TENTS PITCHE!
TENT SALE THE BASE THIS Wi

CHRISTMAS

FY)TWEAR
LY ©60%

™

SHOTGUN /i

( )
v' Good links to blog and community events
v Clear value proposition/ USPs
v’ Live chat
x  New arrivals / featured products not
displayed
x Shopping cart not prominent
L J

Category

Page Review

SONOSO0 86 773IORLIVECHATNOW LOGN  JON CART

SEE YOU
OUT THERE
<7 QW QW

Walersports’ Snow” Fishing® Streel” Fitness  Gift Cards  Clearance Brands

WE OFFER ce suascriee ror orear oeats > T PITTEETIRITENS

v" Contact information displayed

v" Display of regular and sales price for
clear comparison

x No clear calls-to-action




Qutdoor Action

http://www.outdooraction.co.nz

Homepage Review

80

outdoor

ccccc
.

........... About Outdoo: e cpdand o ondone
Abest et s ey spects
R iy our o e
»»»»»»»
v o0 a0 @R Tount 1
A

.

v Simple and easy navigation
v" Payment options displayed
v Responsive design

x No social media links

x Slow page loading time

Category Page Review

Login SignUp About Outdoor Action 0800778779 Customer Suppo
outdoor cinsooo
| Search for outdoor products here. |
m OUTDOOR EQUIFMINT+  BIXING + CLMBINGEQUIPMENT+ WATERSPORTS =~ SHOP BY SRAND -
i ;
c Camping Equipment

Tents

Camping Furniture

r

.

v Use of visual tiles to showcase
subcategories

v Clear calls-to-action

x Most popular products not shown
prominently

x Shopping cart not prominent




Huntfing and Fishing

http://www.hunfingandfishing.co.nz

Homepage Review

e op00 ase 53 TN

Hunging §Fihing

5 1. W

ooy

2015/15 DA

HERE TE'S

r
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v" Displays featured products
v Easy to navigate

x Shopping cart is too small
x Noft static bannerimage

x Not mobile responsive

Category Page Review
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v Display of relevant text to infroduce the
product range
x However, missing images for some of
the subcategories
x No clear cal-to-action
x No filters / sorting
. * Nodisplay of promotions / deals

~N




Macpac

http://www.macpac.co.nz

Homepage Review Category Page Review

Asmacpac

..........
:::::::::

Asmacpac

PAC
ttttttttt

Equipment

PACKS / BAGS view al>

USPHERETENT ~ OLYMPUSTE Nt PLATEAU TENT MICROLIGHT CLASSIC TENT ALPINE COCOON BUSH COCOON

49999

( ) ( )
v Clear logo v Visual display of products
v Good visual display of promotions/ x Nofiltering/ sorfing
deals x No display of new & in-season products
x Search box is not prominently displayed x No display of promotions / deadls
x No visible frustmarks/ security seals xNo clear navigation fo sub-categories
x No clear contact information
. . . J




EquipOutdoors

http://www.equipoutdoors.co.nz

Homepage Review Category Page Review

g})mﬁ;wn'ﬁ NORS ©o; HIpﬂ'P A y = B ©0800 22 67 68
Q- @HllllI'JI[UTHT]U]G][T{l'NI Online Help & Product Advice

‘cart Checkout|

Home AboutUs ContactUs Membership My Cart

Login SignUp
6 Week Expo
Camping Gear
On Sale
EquipOutdoors supply a large range of camping equipment - Allthe Camping Gear you noed for your next
Clearance family holiday - camp o Tolts,Carmp Showers, Gas
[Pe—— Gookers, Blovee, Cokars Poriable Raligersiors Fraasmra and Lighting.
..........
Roereacs Chi i
Packs & Bags
NZ5199.90 NZ$169.90 NZ$59.90 Sleeping Bags . o
- )
Mors More More. Camping Gear ‘ 'us "
y P,
Gazebos & Shelters 7 TS 0 = T
m- =l Cooking _ L .
Food
Clothing Bedding Campware Chill Bins & Caolers
e Hammocks
e ez Health & Hygiene
NZ$1,999.00 NZ$223.90 NZ$899.00 o ——
wore More dotsse o ootwear > - -
Navigation 3 g
Survival i,
" LAYEY AVALABLE ON Roofracks . ,:':ﬂ
ORDERS OVER 500 5
Shop by Brand
i e dges Furniture Gas Prod.
assons isen ] Equip0:
NZ$499.90 NZ$438.90 sl 57 =
- ~ [ =
1
1
w o N
EEKS STARTING 7T
ey || wesxa | weexs | weexa | weexs | weeo | [ A [ R ting Multiools
7

5 G e o (5] visa S 53 M 2 U
4 ) 4 )
v Clear logo v" Customer service information displayed
v~ Clear value proposition and visible v Clear contact information
finance options v Use of visual tiles to showcase
No links to blog subcategories
No newsletter signup Search box is too small
No customer policies / terms and No clear call-to-action
conditions Lack of filtering/sorting )

X X X




Conclusion

©

® © © ©

Currently. Rebel Sport takes the lead in having the online
conversion elements in its homepage. It is followed by Kathmandu
and Bivouac. In the category page, EquipOutdoors holds the first
place with Outdoor Action and Bivouac following in the second and
third place, respectively. Bivouac is consistently part of the top
three online retailers in the CXS rankings for both the homepage
and category page.

Most sites have the elements under the Navigation group present
but lack the elements under the Features group in both their
homepages and category pages.

Majority of the analysed camping online retail sites have CXS
scores of below 60%. There is significant opportunity for these
retailers to improve their CXS or online conversions by having the
core elements present to effectively move customers along the
buyers’ journey.

With the camping online retail industry being highly competitive,
there is an urgency for players to optimise their homepages and
category pages to increase relevance, reduce friction and
uncertainty, give visitors sufficient information and match
messages with visitors' intents,

An overhaul of your homepages or category pages isn't always
necessary. Simple CRO - testing and improving over time- may
improve conversion rates without any dramatic changes made on
your site. The important thing is that conversion elements are
strategically present and placed in such away that focuses on
providing a seamless and painless online experience for your
customers.



