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You can increase sales on your site as much 
as 225% by offering sufficient product 
information to your customers at the time they 
need it. One way to do this is to develop 
product lists that don’t require shoppers to 
bounce back-and-forth between the list and 
individual product pages. 
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This is just a small sample of what 
our research uncovered. Get the full 
story about how you can convert 
browsers into buyers at our latest 
course, Designing for Dollars: 
Discover How People Buy Online 
on February 4-5, 2002. See 
www.uie.com for details and to 
register. 
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Are the Product Lists on 
Your Site Reducing Sales? 
Learn the truths about e-commerce sites 
as User Interface Engineering shares its 
findings from recent research on how 
people shop online. 

Executive Summary 

Every online shopper is presented with a group of products from which he tries to select the 
one he wants. When he finds the one that meets his needs and expectations, he puts it in his 
cart. The first step along the customer’s path to product evaluation is the product list. It’s a 
make-or-break page – it’s where the site introduces its product offerings to the shopper. Does 
it make a difference how you display lists of products? How much time and money should 
you invest in designing product lists? 
 
When we watched users shop, we saw that some of them looked at the product list, decided 
that one of the products listed was just what they wanted, and added it to their shopping cart. 
Other shoppers could not ascertain enough information from the product list, so they clicked 
back-and-forth between the list and multiple individual product pages before deciding 
whether to select a product for purchase. Pogo-sticking is the name we gave to this 
comparison-shopping technique of bouncing up-and-down between pages. Shoppers pogo-
sticked when they did not find enough information in the product lists. On the other hand, 
shoppers bought more and had more satisfying experiences when they encountered product 
lists that provided sufficient product information so they could make a product selection right 
from the list without pogo-sticking.  

If you see shoppers pogo-sticking on your site, it’s an indication that you are losing sales. By 
understanding your customer expectations and needs, and designing your product lists 
accordingly, you can reduce the likelihood of pogo-sticking and increase your potential sales.  

Why Are Product Lists Different?   

There are many ways to display lists of products. Some lists include photos; some include 
descriptive text; some include SKU numbers; some include only product names; the 
possibilities seem almost endless. When we looked at a variety of top e-commerce sites, we 
saw no standard or common approach. Thus, it appears that designers believe it makes no 
difference how you display lists of products. For example, when looking for Eric Clapton 
music CDs on various sites, we found a range of list designs, from very simple to more 
complex (Figure 1). 
 
 

 



Are the Product Lists on Your Site Reducing Sales?Are the Product Lists on Your Site Reducing Sales?Are the Product Lists on Your Site Reducing Sales?Are the Product Lists on Your Site Reducing Sales?    
 

2001 User Interface Engineering 
E-Commerce White Paper 

3

 

 
 

Figure 1: What is the best way to display information about CDs in a list? We searched for 
Eric Clapton on four popular music sites. These sites had different approaches to the amount 
of information to give the shopper at this stage. How much detail is useful? Does shipping and 
in-stock status matter here? Do pictures help?  Can the shopper make a product selection 
from the list? Our studies show that list design makes a difference to your bottom line. 
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The purpose of the list is to provide sufficient information to shoppers enabling them to select 
and purchase the right products. Some lists are spare and offer little information, requiring the 
shopper to dig further for more content; other lists are rich in detail.  Obviously there are costs 
to having this rich information: higher development costs, more customization, more database 
integration, to name a few. Rich lists provide more information and this would appear to be a 
good thing. But is the list the best place to provide this information? Are users at the right 
point in their decision process to make use of this information? Can we quantify the value of 
the effort required to produce detailed, rich lists? Are some lists more successful than others 
at generating sales? 

Even within the same site, designers often use multiple designs to display list information 
(Figure 2). Apparently, many sites have not reached conclusions about the best ways to 
display lists of products, or perhaps they think it doesn’t matter.  

How Much Do You Invest in Product Lists? 

If a shopper gets enough valuable information from the product list, he will select a product to 
buy. If he doesn’t get enough information from the product list, he has to dig deeper, often 
pogo-sticking between pages to compare products. Every site has to design some variation of 
a product list to present to shoppers. What do designers need to know in order to create this 
list so that it will maximize sales? Developing two different interfaces (as shown in Figure 2) 
typically costs more money than a single interface. If Lands’ End decided to consolidate their 
investments, which interface would be best? 
 
Does the design of the product list really make a difference to your bottom line? Perhaps you 
should put the minimal amount of effort into this since it may not matter. In fact, it appears 
that many sites take this tack. Should you save your development budget for other areas of 
your site that should have higher impact? 
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Figure 2: Shoppers see very different information presented in the product lists on Lands’ End 
when they choose Bedding from category links (shown in the upper picture) as compared to 
typing Bedding in the site search engine (shown in the lower picture). Which list would make 
it easier for you to choose a product? Does it matter how these products are displayed in the 
lists? Apparently, Lands’ End doesn’t think so. 
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Watching Buyers Buy 

Based on past research we conducted, we know that there are many things that designers can 
do on a site that affect the user experience and directly influence sales. Judging from the lack 
of standardization of product list design, it might seem that list design is one of those things 
that doesn’t actually make any difference at all. Based on this, we tested the following 
hypothesis:If the way that lists of products are displayed makes little difference, then 
shoppers should have equivalent success at sites with varying list designs.  
 
We conducted a shopping experiment with 30 people. We asked these people to make 
shopping lists of items they wanted to buy. We didn’t suggest what they should buy, nor did 
we ask them to complete hypothetical tasks. These were real people shopping for real things 
they really wanted. We gave these shoppers money to spend on their purchases and we 
directed them to web sites that had the products they wanted. We also questioned our 
shoppers about their feelings and attitudes at the end of each shopping task. 

If our hypothesis about list design being unimportant was true, we should have seen shoppers 
make their purchase decisions independent of the design of the product list. Some shoppers 
would find that they could make product selections right from the product list, and others 
would have to dig deeper into the site for more useful information, but it would not make any 
difference to the bottom line. 

List Design Influences Buying 

In fact, we found that the design of the product list was directly related to the purchases on the 
sites. Shoppers who encountered lists that displayed the right amount of relevant information 
added more products to their shopping cart than shoppers who had to pogo-stick to get more 
information from product pages (Figure 3). 

 

Added to cart
55%

45%

Added to cart
11%

89%

 
Figure 3: When users comparison-shopped using pogo-sticking techniques, they purchased 
11% of the time. When they used product lists to evaluate products, they purchased 55% of the 
time.  

Products Evaluated  
By Looking at Product Lists

Products Evaluated 
By Pogo-Sticking 
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Shoppers who pogo-sticked made fewer purchases. These pogo-sticking shoppers accounted 
for more than half (54%) of the product evaluations in our tests, yet these same shoppers 
added fewer products to their carts. Shoppers who pogo-sticked added only 11% of the items 
to their carts. In contrast, shoppers who encountered lists that displayed the right amount of 
relevant information added 55% of the products to their shopping carts. Pogo-sticking resulted 
in more items evaluated that weren’t what the customer wanted, as well as more clicks, more 
wasted time, and more frustration. When the list of products were designed to offer the right 
amount of relevant information, the customer evaluated fewer items and bought more of them. 

Pogo-Sticking Hurts Sales and Leads To Unhappy Customers  

Shoppers who used pogo-sticking were one-third more likely to quit shopping following 
theirpogo-sticking session than other shoppers. Not only did pogo-sticking result in fewer 
immediate purchases, but it also reduced the likelihood that the shopper would remain on the 
site and continue shopping. 

We asked shoppers a series of questions following their shopping experiences. Based on their 
answers, we found that they were generally less satisfied with the sites on which they pogo-
sticked. Specifically, they had lower opinions of these sites and they felt less energy after 
shopping. It seems that pogo-sticking was a taxing shopping technique for our users. While 
these results do not directly correspond to purchases and therefore it is difficult to put a 
monetary value on these findings, it does tell us that pogo-sticking clearly impacts customers’ 
perceptions of your site and your brand. Not only do shoppers who pogo-stick purchase less, 
but they have a less favorable experience shopping on your site as well. How can you prevent 
pogo-sticking on your site? You can begin by developing lists that offer sufficient product 
information to your customers.  

How The Site Designer Can Help 

Once you understand that pogo-sticking hurts sales, how do you use this knowledge to 
increase sales? Our studies show that site designers can influence shoppers to make purchase 
decisions from the product list, or at least to minimize pogo-sticking. 
 
The key is to offer sufficient product information to your customers at the time they need it. 
One way to do this is to design lists so that the shopper can make an informed decision about 
the products without having to ricochet back and forth between the list and multiple product 
pages. What kinds of information do your shoppers need in order to evaluate and select 
products? This information will vary from one type of store to another. Shoppers will look for 
different information when they are shopping for a modem compared to shopping for khaki 
pants. You need to test your users on your site to fully understand their needs.  

Some sites do a good job of presenting useful information, enabling their shoppers to make 
informed purchases right from the product lists. One of the sites we tested, SmarterKids 
(Figure 4) offered rich lists, full of useful information including: 

• Product pictures 
• Price 
• Icons indicating the type of product (toy, book, CD, video, etc.) 
• Manufacturer 
• Descriptive text 
• Ratings 
• Age appropriate information (expressed in both years and school level) 
• In stock status 
• Subject area 
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In addition, each item displayed in the list had an Add to Cart button, encouraging shoppers to 
make their selection and buy now. We saw shoppers purchase items right from this list, 
without even looking at the full product description. For some types of products, this is a 
useful option. 

 
Figure 4: SmarterKids provides rich product lists, offering lots of useful product information 
as well as the ability to buy right from the list. We saw shoppers take advantage of this 
feature.  
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Are You Leaving Money On The Table Due To Your Site Design? 

In our experiments, we compared shopping success rates of users on five different genres of 
sites (Figure 5). We watched shoppers go to sites with shopping lists in hand, knowing that 
the sites had what they wanted to purchase. The best results we saw were on pet supply sites, 
where an average of 88% of the shopping tasks resulted in a purchase. The worst results were 
on computer accessory sites, where the average purchase rate was only 27%. In both cases, 
the shoppers should have been able to easily find and buy the desired product, but the design 
of the computer accessory sites clearly didn’t meet the shoppers’ needs as well as the design 
of the pet supply sites. There is a huge difference between these sites that just shouldn’t exist.  

Pet Supplies

Clothing

Toys

Gadgets

Computer Accessories

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Percent of Shopping Tasks That Resulted In a Purchase  

Figure 5: There is a large gap between the best-performing and the worst-performing sites we 
tested. By understanding your customers’ needs and designing your site accordingly, you can 
help your site become a top-selling site. 

We saw that design played a huge role in the difference. By changing your design, you can 
improve your site sales performance. The difference indicates that if the worst-performing 
sites learned the design lessons that the best-performing sites knew, they could close the 
performance gap. If the lowest-performing site increased their sales to match the higher-
performing site, their sales would increase 225%. Even the best sites have room for 
improvement -- if the best sites made design changes that reflected their customers’ needs 
better, they should be able to increase their sales as well. It appears that all sites are leaving 
money on the table due to their site designs.  

This is not meant to imply that improving your list design is the one thing that will result in 
this degree of improvement in your site. Many problems appeared in our tests, but one that 
surfaced repeatedly was pogo-sticking. In fact, pogo-sticking seems to be a good way to 
measure the health of the product evaluation process. It’s a significant problem that is easy to 
identify and straightforward to fix. 
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The goal is to move customers from being seekers of information to being shoppers of 
products as early as possible. If your product lists are not giving your customers enough 
information, then your customers will continue to seek information. This postpones the 
purchase process and you risk losing the sale. On the other hand, if your list provides enough 
valuable information to enable your customers to make informed product selections, you are 
more likely to close sales without further time and effort on the part of your shopper. 

Another benefit becomes clear when we look at additional purchases made on the sites. The 
shoppers who found rich information in the product lists, and therefore made their product 
choices without pogo-sticking, were more likely to shop longer and potentially purchase 
additional products. Not only did pogo-sticking often lose the immediate sale, but it reduced 
the likelihood of additional sales as well!  

Amazon.com offers another example of a list that encourages shopping (Figure 6). Their list 
of Today’s Top Sellers in the Music category offers product photos, shipping information, and 
price. It also offers the ability to purchase CDs directly from the product list. This seems like 
a valuable feature and, in fact, we saw shoppers make purchases directly from this list. Even 
more interesting is the fact that Amazon.com doesn’t include the Add to Cart button on other 
product lists throughout the site – not even on other lists within the Music category. This 
means that shoppers have the ability to make a purchase decision and buy right from the 
product list in some instances, and in other instances Amazon is driving them to dig deeper 
into the content before they can buy. As stated earlier, developing two different interfaces 
typically costs more money than a single interface. If Amazon decided to consolidate their 
investments, which interface would be best? 
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Figure 6: Amazon.com offers product photos, shipping information, prices, and the ability to 
purchase directly from this list. This seems to be an effective strategy and resulted in 
purchases in our tests. We wonder why this Add to Cart feature is absent from many other lists 
on Amazon. Why would Amazon develop multiple interfaces for product lists?  If Amazon 
decided to consolidate their investments, which interface would be best? 

How Can You Design Your Lists to Increase Sales? 

Our findings show that site designers can directly impact the sales on your site. How can you 
design product lists that will maximize your sales? First you need to understand what 
information your customers need in order to make buying decisions. Develop lists that 
provide the basic information so that shoppers don’t need to bounce back-and-forth between 
the list and multiple product pages.  The goal is to offer sufficient information to your 
customers at the time they need it the most. Watch shoppers on your site. Do you see pogo-
sticking behavior? What information can you provide that will increase the likelihood that 
they will make their product choice from the product list?  
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Want To Learn More? 

This is just a small sample of what we learned when we researched how people shop online. 
Take control of the destiny of your e-commerce site. Attend our latest course, Designing for 
Dollars: Discover How People Buy Online, on February 4-5, 2002. You will learn tips and 
simple design tactics that can improve your customer's ability to buy what they came for and 
even increase impulse purchases. Stop leaving money on the table!  Allow your customers to 
achieve their goals (buying your products). Don’t miss the opportunity to attend – this is the 
final presentation of Designing for Dollars: Discover How People Buy Online this year. 
Visit www.uie.com for detailed course description and registration information. 
 
Press Inquiries to Jared Spool, jspool@uie.com or call 978-374-8300 
 
If you would like more information on increasing sales online contact Jared Spool at 978-374-
8300 or jspool@uie.com 

    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
        

 

Founded in 1988, User Interface Engineering is a leading research-driven 
company specializing in product usability. By providing usability information 
based on detailed observations rather than opinions, we empower development 
teams to create web sites, software applications, and other products that 
increase customer satisfaction and loyalty. 

 


