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The Audit.



Why this work matters.

Dotcom customers looking to get help from experts are 
finding inconsistent imagery, messaging, and branding that 
does not clearly communicate the value of our Shop With An 
Expert services. Additionally, many entry points must be 
reviewed to ensure customers are connecting through the 
best channels to get access to the help they need.



In making our message, brand, and imagery consistent, while 
ensuring our customers are efficiently accessing the right 
kind of help when they need it, we will improve customer 
satisfaction, lower our drop rate, and increase interactions.



Why conduct an audit?

As virtual store has grown and become a part of SWAE and 
virtual sales it’s presence has grown on dotcom. We continue 
to expand into additional product categories and need a high 
level view of the how customers enter virtual store today.

End goal:

Establish a standard how we promote and talk about virtual 
store on dotcom.



Inform teams for further audits of what channels best serve 
our customers’ needs by category and preference.



Current State.



The Audit.

The audited touch points include marketing, category, 
sales, and help pages that customers will see along 
their shopping journey.

Over 60 pages were audited to properly assess the 
current state experience.



Virtual store appears on 22+ pages across dotcom.



Placement Type:

Primary and Secondary.

Entry points for virtual store can typically 
be broken up into two categories based 
on customer engagement. 

Your Store: Roseville

Search

Your Store: Roseville

Search

Primary

Around 90% of virtual store entries come from blue assist*

*data from post re-design (oct-dec 2022)

Secondary

Banners placed on various pages

5% from PDP banners (oct-dec 2022)



Page Type:

Category.

These pages briefly insert virtual store 
entry points among links to deals and 
shopping pages as banners.

Your Store: Roseville

Search

Your Store: Roseville

Search

Your Store: Roseville

Search



Page Type:

Shopping.

Entry points on shopping pages can 
primarily be found through blue 
assist. In some categories they are 
also on PLPs and PDPs.

Your Store: Roseville

Search

Your Store: Roseville

Search

Your Store: Roseville

Search



Page Type:

Landing Page.

There is one informational page on 
dotcom that also functions as an entry 
point into virtual store*.
*For certain categories: digital imaging, fitness, google computing, microsoft computing

Your Store: Roseville

Search



Themes.



Theme: Visual.

The visual design uses a variety of colors, 
gradients, buttons, links, icons, and images.



Theme: Copy.

How we talk about virtual store across 
entry points has some discrepancies.



Theme: Humans.

We’re using a variety of humans in our entry 
points, some of which are recognizable 
from other experiences on dotcom.



Problems.



Inconsistent entry points 
between product categories.

Each category has different types of entry 
points which leads to an inconsistent 
customer experience.

Major Appliances

Autotech

Category Page Blue AssistPLP Shop with an ExpertPDP

Small Appliances

Digital Imaging

Apple Computing

Fitness

Google Computing

Wearables

Microsoft Computing

Home Theater Core

Home Theater Premium

Mobile Sales



Inconsistent entry points for the 
same product category.

Entry points for the same category, sometimes  
on the same page, have different visual design 
and messaging.



Inconsistent imagery.

Virtual store prides itself on the human 
connection and has expressed they want 
to focus on real employees.



Using employees that are common 
across dotcom could lead to a perceived 
lack of expertise.



Duplicate entry on a single page.

Some pages have multiple entry points 
into virtual store, this can lead to 
confusion for customers who aren’t sure 
what the purpose of each entry point is.

“There was an expert in there too. It didn't say anything 
about a photography expert but it did say expert. I 
assume if I clicked through I could have maybe gotten 
to the photography expert doing it that way.”



Final Thoughts.



Strategic vision, shared 
understanding, and partnerships 
can improve the customer 
experience.

Virtual store lacks a strong aligning vision which is 
causing confusion in how we present it to customers.



We will be working toward clearly communicating the 
benefits of virtual store to customers in a streamlined 
experience that will connect them to the right 
expertise based on their communication preferences.



Next steps.

� Connect with Marketing and Brand partner�

� Collaborate between channels to further discover and map gaps in the experienc�

� Design a more consistent experience that caters to customer preference, while offering 
best channels to access the right help within categories and products.



Thank you.




