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OVERVIEW: AGENDA

Today's agenda

Overview

Research

Stakeholder interviews
Store walk

Content audit

Content audit overview

Content audit findings, insights & opportunities:
Template-specific findings

Social findings

4. Competitive assessment (in progress)

Core competitors (Advance Auto Parts, AutoZone, Halford’s, Amazon, Firestone)
Adjacent Sites (Crutchfield, The Home Depot)
Other sites of interest (Patagonia, Microcenter, Ace Hardware)

Content and experience vision for AutoParts Online
Next steps
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WHY WE'RE HERE

OVERVIEW: PUPROSE, OBEJECTIVES AND DELIVERABLES

Purpose:
To review the content audit and research to
date

Obijectives:

To describe the approach taken
To understand the deliverable

To provide feedback on the approach and
deliverable

Review key numbers

Review insights and opportunities

Deliverable:

Alignment on next steps and questions that
need to be addressed. Identify approach to key
stakeholder meetings



High-level plan & progress

Week 0 Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8

11/23/20 11/30/20 12/07/20 12/14/20 12/21/20 01/04/21 01/11/21 01/18/21 01/25/21

Stakeholder Inventory Discovery Readout Final Discovery Handoff

Identification Validation/ Content Experience v ‘
Analytics Audit - Brief Framework

Kickoff Identification

Project Management

Interview )
() Stakeholder Interviews

Current Information Review

WE ARE HERE

Synthesize Results

Content Inventory

Content Assessment Competitive Assessment

Content and Experience Audit (Focused)

High-Level Content & Experience Brief (Final Discovery Readout)

Iteration & Finalization

Detailed Define Phase Planning
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STAKEHOLDER INTERVIEWS
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RESEARCH : STAKEHOLDER INTERVIEWS

Who we interviewed

Retail & Merchandising
CR
BB
Marketing & Blog
MS
ES
BM
Catalog & Digital
JB
MB
™
RM

AutoCare
JE
Analytics & Data
JA
VC
IH
SN
Common
BL
CS
In Store

PC(Store Manager)
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Interviewed



What we heard

Taggingisa
problem—it's over-
tagged. >2000 tags
across the site

-

&

AutoParts Online hasn't had a
lot of focus from the business.
Content for engagement and
content for SEO has been
lacking.

\T

p

Have been focused on B2B.
We Need to internally identify
an approach and a model to
talk to a retail customer

-

We want to bring AutoParts Y
Know How to life online. We
need to extend the brand

differentiator moving forward

/" AutoParts has one catalog that

feeds both audiences. Pricing

fed from different systems. All
the content comes from the

catalog.
g

For content, we are beholden
to supplier. We have some
reviews, but approvals don't
go through B2C

~

Can’t have A+ content
since it is beholden to
supplier—they permit
some review, but they
own attributes. Images

We need to internalize
our own content,

copywriting,

and features and benefits '

Suppliers e

tasks the

SEO

online portal (100 some

category managers for
approval.

We need to integrate our
know-how content better

nter content in an

nrun it through

There is SO muc

Need to inspect it
purpose.

content that we are
under leveraging.

h We need better

content, better

for images

Content is so far behind the

digitally and use as a

There is room for romance

copy, features, and benefits.

Many parts don't have
anything.

~\ optimize findability, etc., to engags
_ There is room for romance with customer. It Feels too
'Make it clean and copy, features, and benefits. corporate rather than a retail site
sm;]ple ﬁs ne(l)essary Many partsdon’thave  [“~—=2 =
rather than pleasure anything. “| thought you

shopping

J

{

competition. It's not set up to

Add romance language on top
of the A+ content initiative of
250 words of readable and

weren’t going to
buy anything.”

Unless category
team knows about it,
it's difficult to update
the content

Tagging is a problem

tags across the site

it's over-tagged. >2000

“But | couldn’t
resist.”
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We want to come across as an expert
partner working with you.
Knowledge sharers. We have a

optimized content
\_

o

There is so much content that
we are under leveraging.
Need to inspect it for purpose.

passion for cars.




RESEARCH : STAKEHOLDER INTERVIEWS

What we heard - key themes

We are beholden to suppliers for all product content with very little opportunity
to review and edit the content to add “romance” or a brand voice

No one person or group “owns” the content and experience of the site

The blog offers a useful blueprint for instilling a review process and metadata
tagging strategy (once the tags are winnowed)

We need to create more A+ plus content along with branded and “romance”
content to introduce it, which will require review of materials provided by
suppliers

We're looking to make the transition between online and in store more
seamless
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RESEARCH : STAKEHOLDER INTERVIEWS

Retail & merchandising

Facilitators:

Stakeholders:
Success Structure & sourcing
Top-line sales is the key KPI. Digital analytics are part of this. We want one or We are beholden to suppliers for content, with very little 2C review. Need to
two key metrics. We need a real shock factor that we are behind. internally identify an approach and a model to talk to a retail customer
Retail is only 20% but room to grow. The differences between shop and Digital team has operated separately from the business unit, regardless of
wholesale disconnect around price, where there is also geographic variation audience—B2B and B2C, and NOL hasn’t had a lot of focus from the business

Content for engagement and content for SEO have been lacking
Content & Experience Objectives

To be best in class. We need to internalize our own content, copywriting, Audiences
SEOQ, etc. NOL has three audiences: retail customer, wholesale through portal, store
Pricing really impacts the SEO to get into the funnel and lacks content for teams, and each has subsegments (e.g.,DIY + DIFM. Need to internally
engagement. DIY show me how, etc. identify an approach and a model to talk to a retail customer through
Two big themes: Search doesn’t work. Content is very far behind out AutoParts Know How, like in our stores
competition We can’t have A+ because we can’t control it, with only a little review—
Site feels too corporate, while we want to have the same experience in store they permit some review. Suppliers own attributes. There is much room for
and online—bringing retail buzz to auto parts “romance” copy and features and benefits. Many parts don’t have anything.
Unless a category team knows about it, it's difficult to upgrade

Branding
AutoParts Know How is the core of our marketing campaign. True Other Challenges
professional help morphing into solutions. We need to ring that life on NOL Technology and culture needs a paradigm shift. Customers only come to
(video content) the site when they have to because their car is broken
Make it clean and simple as it is necessity shopping rather than pleasure We have a problem with SEO cannibalization due to proliferation of sites

(AutoPartsbrakes.com, AutoPartsfilters.com, etc.)
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RESEARCH : STAKEHOLDER INTERVIEWS

Marketing & blog

Facilitators:
Stakeholders:

Goals
With KPlIs in the works, we need to think about lengths and commitment.
How do we gauge new consumer expectations? Even in the last 8 months
Integrate blog first to engage higher up in the funnel and increase returning
visiting. We want to be more than the search result. Want to be destination,
but without pushing content down their throat, but we need to resist the
danger of a hard sell with this content
Customers want all the touch points to be seamless—online and in store
Elevating that know how for enhanced credibility

Sourcing, Review & Creation
Work closely with product managers to figure out how to sell products, like a
marketing arm. Learn about it, then go buy it
Bog content is reviewed—with a rigorous process
We used to plan out content by month: now days per a week, a few weeks
out.
We weigh everything against product. Use sales sheets from to create
content: answer questions you embarrassed to ask anyone but Google

Audiences
Key audiences are DIY, DIFM, repair shop. We are shifting from technicians
talking to technicians to tech talking to public, especially. DIFM, up and
comers (wipers/oil), and advanced DIY (skilled)

Content Experience

95% of our content text with a handful of infographics. No diagrams or
schematics

No Video on our own (reused from the YouTube channels—build around that
or integrate as appropriate), but YouTube already has a wealth of this

We have good step-by-step procedural content

Over-tagging of content is a problem(>2,000 tags across the site). Filters are
used 40 times. Related content module is now contextually based. No
structured taxonomy governance.? We don’t use the same taxonomy as the
catalog.

Know How Messaging

We try to be neutral as a conservative company—no recommendations
Audiences are DIY and automotive repair; we strive for a 5" grade reading
level. We sell to blue collar, fishing, hunting guys, working folks

We say know how, but not know it all (Since we’ve been tagged with being
intimidating in the past)

We want to be an expert PARTNER working with you—knowledge sharers
that have a passion for cars

Regardless of channel, we want Know How to take front and center
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RESEARCH : STAKEHOLDER INTERVIEWS

Catalog & digital

Facilitators:
Stakeholders:

Success

Our primary measure is SEO traffic garnered. The overall goal is revenue. There's a
nascent/future desire to measure engagement with content and increased
conversion stemming from this “know how” or educational content. Today, is
traffic generation. Will stay as such, with secondary driving increased confidence
and awareness.

Conversion is the key KPI. We look for product to speak to consumer and speak
AutoParts with its value proposition woven in.

Only 20% of sales are retail, so most of our dollars are targeted for commercial. We
don’t do much for awareness. We want to bring AutoParts Know How to life online.
Need to extend the brand digitally and use as a differentiator moving forward in a
cost-effective way

We grossly underserve the market with NOL. Much smaller operations do better. We
want to out rank competitors for these: 200 and 500k sales target

We need to push more data into the experience. Missing keywords is an opportunity
We need to use web for customer acquisition. B2C site is a good bridge for that:
having a hard to find versus a normal part

Creation & Sourcing

We get what we get in text, but we are strict with images. Fitment data is strict too.
Attributes were the wild west until recently. Now we list of values, smart sheets, but
we still need to work on this

Vendors have limited budgets and AutoParts has been hard to work with—bad QA
process. They do the bare minimum to keep us off their backs. A lot of change has
happened to make it easier to do business with us

Content Experience
Individual product content, applications, images—need to look at all of it and make
a cultural shift happen. AutoParts hasn’t authored data. We don’t have a voice of
AutoParts.
We will be creating or own content starting in January. In the first 6 months, we’'ll
look at top 100 types of parts, adding “romance” language on top of A+ content
(250 words of readable and optimized content). For example: these brake pads
great for stopping, not dust. A paragraph or two is all we need. AutoParts has you
covered
We use two types of video: the product type (why this is great). How to do hard jobs,
put it through the AutoParts Know How lens—both mechanic and DIY.
NOL doesn’t serve the DIY customer well. We need to serve up more of that
knowledge base
Video could be strategic leg up
We need to look at the overall structure, mostly on page. AutoCare needs to be
addressed as well. We needs to be cohesive.
We have you covered DIY or DIFM.
A lot of value in content for the DIFM is we have the parts and the service. It's our
value proposition. The Integrated story is a big differentiator. Tell story together,
holistically
Store pages are very basic. Some independent stores have own microsites. How do
we weave that into AutoParts Online. Create some templates and themes they
could use
Site maps could be optimized. Content is missing or not there. Have quality
images, but not on the site
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RESEARCH : STAKEHOLDER INTERVIEWS

Catalog & digital (continued)

Facilitators:
Stakeholders:

Processes

Mike's blog team has a technical process has brought efficiency to content
management from preview and publish to production. We want to retain this.
(Currently use Excel). We've discussed moving SEO blocks, but back and forth. We
don’t want to change things based on single opinion without a strategy.

The blog content is good stuff, but how do we leverage it to provide a cohesive
knowledge building experience. We publish 18 articles a month. There is so much
content that we are under leveraging. We need to inspect it for purpose.

How blog topics are selected needs to connect to the larger strategy. It must align
to business purpose

When we introduce a new product, suppliers enter it in an online portal (100 some
tasks) and run it through category managers for approval. Then it is enriched to add
application data (year make model).

No appetite to change process to add data. We just have to get better about how
we use the data

From a content perspective, we could start with a ticket and some grooming for a
promo or featured product. Intake process: prioritization, where it should live, etc.
Then work with Chris if it's a new component to get on schedule. If current needs
suffice, then schedule it with Todd'’s team to make sure it is all square

The blog is in WordPress. All product content in the PIM with a loosely coupled
DAM (for marketing and promotional content in the DAM). Scene 7 is the publication
mechanism. Technology gap for A+ rich

We need to be way more agile

Processes (Continued)

We have only systematically measured and assessed some pages (brand pages).
Measure that page as a landing page—it’s conversion from CTAs. A lot of the rest
needs to improvement. It's now about a C+ or B-. We Need to take it to the next
level. We need regular checkpoints

Very minimal regular review of content that systematic

Old parts are showing up in know how

We check every build but it is a spot check, just to make sure we haven't broken
something

Moving Forward

We no longer want to receive customer complaints about the quality and
accuracy of our content

We want better content, better images: a defined plan that says where we should get
synergy from retail and wholesale content. If we could do all these things it will
benefit the entire business.

The site navigation and the product hierarchy is very important for 2021, but it needs
guidance. Everything is technically correct but not consumer friendly. It's based
on industry lingo.
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RESEARCH : STAKEHOLDER INTERVIEWS

AutoCare

Facilitators:

Stakeholders:
Goals Content Needs
Two main roles for the site: a way to generate traffic for our members and Value propositions: Promotions, Incentives. Easy Pay, Financing. Should
supporting the members in their conversations with customers help educate consumers on why things cost the way they do in a shop
We would like to see content that is more dynamic than currently exists Need to help consumers understand the price differential. You can buy the
We only marketi to consumers for our members. Opportunities: we should same steak at home. You don’t have to pay chef
have more of an omnichannel approach. If you see a AutoParts emblem, Enhance messaging on product pages to say that, and add to AutoCare
you know what you are getting pages
A seamless experience is the goal for NOL. The experience there should be A Honda dealer does a good job of relaying that value prop. Independent
identical buying a part of finding somewhere to service. shops score high because of hands-on presence and deals. National chains
shine with better equipment and training. But perceived as less human,
Areas for Improvement caring
Schedule an appointment: should be able to pay or use my finance card. There is no downside of local meets national
Rewards should apply to repairs as well as purchases. Buy a part and get it Make my care options and experience on par with that of buying a part

installed, get a quote. Firestone is what we are or what we should be.

We are the back-end of a repair shop (i.e., the back of the house). AutoCare is
front of house here

Focus on peace of mind warranty, and certified programs

We allow independent shops without enterprise level resources to compete.
We are supposed to put our members among the big entities.
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RESEARCH : STAKEHOLDER INTERVIEWS

Analytics & data

Facilitators:
Stakeholders:

Goals
The BrightEdge engagement was to intended see a lift in organic traffic,
which we've seen—as well as the added revenue from organic traffic
We use all the basic SEO metrics. Looking for higher impressions, better
ranking, higher organic site entries, etc. Better content can affect onsite
metrics. Hope to help bounce and conversion
SEO tracks 4,500 keywords. Focus on areas where we do well and want to
hold on to that advantage. We start with products

Reviews

We are looped into comps and design at that stage. For brand pages, we
can control URLs, but we are hands off for microsites. Just give them high
level KPIs

We can’t make URL changes to product stack. Commerce follows

established nomenclature. Still fair game to figure out the best way to doit.

Brian maintains content of know how—but we can configure it

Focus Areas

The things we focus on: 1) core content that is product related 2) business
content 3) technical SEO to better present data to the crawlers/engines.
Content is not doing as much as we’d like with our tools

We've looked at optimizing metadata around pages on the site (content rich
pages). Page types that are CLP and PLP (Product Listing). Now focused on
schema mark-up. Adding video schema mark up to video soon. Focused on
NOL, not the blog

Product group picked categories focus—brakes, batteries, filters, wipers,
and headlights

Focus on conversion process, Know how, etc. We can track page views, but
can’t really track contribution to conversion. Want to measure
engagement with calls to action. Always the opportunities in the organic
space

There are other good actions to track on the site (soft conversions, store
located, directions, car, opening an account)
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STORE WALK
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RESEARCH : STORE WALK

Observations

In Store
Paul XXXXX (Store Manager)

The store employees are the best advertisement for AutoParts: friendly,
knowledgeable, approachable—in short, the embodiment of AutoParts Know

How
The parts and other products are arranged similarly to the catalog online

The AutoParts brand identity is much more apparent in the store, in the
signage, shelf labels, and informational displays (how head lamps differ)
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RESEARCH : STORE WALK

Observations

Store Organization (Taxonomy and Hierarchy)

SS
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CONTENT AUDIT OVERVIEW
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CONTENT AUDIT : AUDIT OVERVIEW

Methodology

Reviewed numerous Screaming Frog crawls of the site(s) provided by Genuine Parts Company (GPC)
Crawled Know How Blog and other sites using Site Bulb/Screaming Frog

Consolidated and cleaned up different crawls for de-deduplication, add microsites, subdomains, and
store sites

Audited the sites with a multi-pronged approach, and captured any observations or questions

Looked at navigation by audience from the homepage with an eye to nested URLs and other domains and
subdomains

Audited content using the navigation of the site to determine how users accessed the content in subdomains
Looked at the content to capture audience, content types, content gaps, and opportunities
Audited content for suitability for medium and visibility to search engines

Audited content for using the following criteria: 1) Content ecosystem, 2) Brand fidelity, 3) Content experience,
4) Editorial direction, 5) Navigation & wayfinding, 6) Contextual content & calls to action, 7) Community & social
content, 8) Metadata, tagging & search, 9) Maintenance & governance, and 10) Accessibility

Audited content for main content templates

Performed a high-level audit of AutoParts’s social feeds
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CONTENT AUDIT : AUDIT OVERVIEW

Content audit by the numbers

~500K Total product pages/SKUs exist on the site

5,827 Total pages inventoried by crawl tools

(sub-set of major pages provided)

100 Total pages identified for content audit

12 Subdomains\microsites inventoried

06 Subdomains audited

Deeper dive into audit numbers and microsite and subdomain specifics:

AutoPartsOnline.com

« ~B0errors or redirects observed from
pages inventoried

» 5,030 assets/pages without errors
inventoried for AutoPartsOnline.com
(status-OK)

* 16 know how articles inventoried on
AutoPartsOnline.com

» 2 pages inventoried for Auto Parts
AutoCare on AutoPartsOnline.com

» 762 pages inventoried from Auto Parts
Know How Blog

Auto Parts Microsites

« 753 pages or assets inventoried from
AutoPartsbrakes.com

« 840 pages or assets inventoried from
AutoPartsfilters.com

« 27 pages or assets inventoried from
MyAutoParts

» 4 independent store sites inventoried
— 20 pages/ assets from Walker Auto Stores
- 61 pages/ assets from Sanel Auto Parts
— b5 pages/assets from Auto Parts Do It Best
— 63 pages/ assets from Riebes Auto Parts

Other SitesAssets

« A multitude of PDFs observed on
AutoPartsOnline.com

« 590 PDFs observed on
AutoPartsbrakes.com

« 371 PDFsobserved on
AutoPartsFilters.com

« 3 PDFs observed independent stores
sites (Sanel)

« Other sites viewed: AutoPartsRebates,
Auto Parts Catalog, Auto Parts AutoCare
Member Site
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CONTENT AUDIT : AUDIT OVERVIEW

Under the hood (inventory artifacts

Page Type

Address

5827 =Pages
Status Code

https:// com/en/search/agricult ial /ac-parts-misc 404-Not Found
https:// com/en/search/agricult ial/alter starters-z 200-0K
https:// com/en/: h/agricult nators-starters-i 200-0K
https://www. com/en/search/agricultural-i ial fbearings-seals-agricu 200-0K
https://www. com/en/search/agricultural-i ial /bearings-seals-indust 200-0K
https://www. com/en/search/agricult belts-hoses-agricultu 200-0K
https://www. com/en/search/agricult belts-hoses-industria 200-0K
https://www. com/en/s h/agricult 'bulbs-lights-agricult: 200-0K
https://www. com/en/s h/agricult i ial/bulbs-lights-industri. 200-0K
https:// com/en/search/agricultural-i ial/cabl 200-0K
https:// com/en/search/agricult ial/cooling-system-prod 200-0K
https:// com/en/search/agricultural-i ial /dri joints-p 200-0K
https:// com/en/search/agricultural-i ial fengine-parts-agricult 200-0K
https://www. com/en/search/agricultural-i ial fengine-parts-industr 200-0K
https://www. com/en/search/agricultural-i ial fexhaust-products-ag 200-0K
https://www. com/en/search/agricultural-i ial/exhaust-products-int 200-0K
https://www. com/en/: h/agricult i ffilters-agri al  200-0K
https://www. com/en/search/agricultural-i ial/filters-i ial  200-0K
https://www. com/en/s h/agricult i hitch-products 200-0K
https:// com/en/search/agricultural-i ial/mi prodL 200-0K
https:// com/en/search/agricultural-i ial /power-takeoff-produ 200-0K
https:// com/en/search/agricult ial/: blower-pi 200-0K
https:// com/en/search/agricultural-i ial fswitches-agricultura 200-0K
https://www. com/en/search/agricultural-i ial tire-wheel-products- 200-0K
https://www. com/en/ h/aericult i ial /transfe ic 200-0K
https://www.napas

pups/anauI® | LTTP Status Codes

https://www.napal
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napai
https://www.napas
https://www.napas
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napa
https://www.napal
https://www.napai

This chart shows the distribution of HTTP Status Codes for all URLs
crawled. For optimum user experience, you want to see as many as

possible with 200 (OK) status.

17.6%
1.7%
1.8%
0.6%
0.2%
® 200 301 302 403 404
@® 503

Title 1

Title 1 Length

Meta Description 1 Meta Description 1

Length

Meta Keyword 1

MetaKeywords H1-1
1length

H1-1length

H1-2

Alternators & Starters - A
Alternators & Starters- It
Bearings & Seals - Agricul
Bearings & Seals - Industt
Belts & Hoses - Agricultu
Belts & Hoses - Industrial
Bulbs & Lights - Agriculty

119 Buy Alternators & Starters - Agricultural - Agricultural &
117 Buy Alternators & Starters - Industrial - Agricultural & In|
113 Buy Bearings & Seals - Agricultural - Agricultural & Indug]
111 Buy Bearings & Seals - Industrial - Agricultural & Industri
110 Buy Belts & Hoses - Agricultural - Agricultural & Industril
108 Buy Belts & Hoses - Industrial - Agricultural & Industrial

111 Buy Bulbs & Lights - Agricultural - Agricultural & Industr]

Bulbs & Lights - Industriz 109 Buy Bulbs & Lights - Industrial - Agricultural & Industrial

Cables - Misc - Agricultur 95 Buy Cables - Misc - Agricultural & Industrial Products- U 600
Cooling System Product: 118 Buy Cooling System Products - Industrial - Agricultural §

Driveshafts, U-Joints & P 116 Buy Driveshafts, U-Joints & PTO - Misc - Agricultural & Iny

Engine Parts - Agricultur: 109 Buy Engine Parts- Agricultural - Agricultural & Industrial 9
Engine Parts - Industrial - 107 Buy Engine Parts- Industrial - Agricultural & Industrial P Z 400
Exhaust Products - Agrict 113 Buy Exhaust Products- Agricultural - Agricultural & Ind =
Exhaust Products- Indus 111 Buy Exhaust Products- Industrial - Agricultural & Indust} ©
Filters - Agricultural - Agr 104 Buy Filters- Agricultural - Agricultural & Industrial Prod| ]
Filters- Industrial - Agric 102 Buy Filters- Industrial - Agricultural & Industrial Produc] ‘g

Hitch Products - Agricult 96 Buy Hitch Products - Agricultural & Industrial Products =1 200
Miscellaneous Product - 103 Buy Miscellaneous Product - Agricultural & Industrial P z

Power Take-Off Products 112 Buy Power Take-Off Products - Misc - Agricultural & Indy

Snowplow & Blower Pro 115 Buy Snowplow & Blower Products - Misc - Agricultural §
Switches - Agricultural -4 105 Buy Switches - Agricultural - Agricultural & Industrial Pr} 0

Tire & Wheel Products-|
Transfer Pumos - Aericult

110 Buy Tire & Wheel Products - Misc - Agricultural & Indust]
111 Buv Transfer Pumos - Aericultural - Aericultural & Indust

Crawled URLs by Depth

This graph shows the distribution of each different URL status at each craw! depth of the website.

Website Crawl Depth

URL Segments ® Success @ NotFound @ Redirect @ Disallowed @ Timeout @ Forbidden @ Error
150 , auto parts, car parts, truck 36 Starting System Parts - MiscA 29 My Vehicle(s) - Here you can 52
This chart shows the composition of the crawl in terms of different URL 139 , auto parts, car parts, truck 36 Accessories- InteriorA 23 My Vehicle(s) - Hereyou can 52
Segments found, which will include internal, external and resource 148 , auto parts, car parts, truck 36 Alarms, Locks, & Security ItemsA 32 My Vehicle(s)- Here you can 52
117 , auto parts, car parts, truck 36 ApronsA 7 My Vehicle(s)- Hereyou can 52
URLs. 156 , auto parts, car parts, truck 36 Collectables, Toys & Gamesh 27 My Vehicle(s)- Hereyou can 52
142, auto parts, car parts, truck 36 Displays, Signs & Bannersh 26 My Vehicle(s)- Hereyou can 52
140 , auto parts, car parts, truck 36 Eyewear, Sunglasses & GogglesA 30 My Vehicle(s)- Hereyou can 52
0.0% 146 , auto parts, car parts, truck 36 GasCans& Fuel Related ItemsA 30 My Vehicle(s)- Hereyou can 52
0.1% 117 , auto parts, car parts, truck 36 Glovesh 7 My Vehicle(s)- Hereyou can 52
115 , auto parts, car parts, truck 36 HatsA 5 My Vehicle(s) - Here you can 52
24.4% 130 , auto parts, car parts, truck 36 Jackets & CoverallsA 20 My Vehicle(s)- Here you can 52
159 , auto parts, car parts, truck 36 Lighting & Electrical Products-U 43 My Vehicle(s) - Here you can 52
0.1% 132 , auto parts, car parts, truck 36 Miscellaneous ProductA 22 My Vehiclels)- Here you can 52
117 , auto parts, car parts, truck 36 Shirtsh 7 My Vehicle(s)- Hereyou can 52
0 0 0 0
174, auto parts, car parts, truck 36 Batteries, Battery Cables & Relate 42 My Vehicle(s) - Here you can 52
75.4%
® Internal Internal Resource
External External Resource

External Amp External Hreflang
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CONTENT AUDIT : FINDINGS

Current state content ecosystem

Fragmented and Hard to Navigate—for
Users and for Google

NAPAEchlin

AutoCare
~ Portal

Main www site with a significant amount
of content living in subdomains or other
sites

I

AutoCare
\ P hs
AY

- - - -

“ Deals Y=g
\ ’ \
- ’ \

-

'
,I
\ +* About/
\ 2! a \
+ v Discover ~
Y \ 7

The number of subdomains harm (10) our
Google search rankings (SEO) and make
for a confusing user experience

Parts, Tools & \’
Accessories ¢ ___

4 ’ \

* Indpendent
Stores

24

Non-product information is dispersed to
other sites—and counted against the
maximum number of pages Google will
review

Rebates

The number of the sites also cannibalizes
SEO efforts by giving too many options to
search engines
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CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Content ecosystem

Insights

AutoParts’s digital ecosystem is somewhat
fragmented, split between various sites for
different audience; some are authenticated

Such fragmentation decreases SEOQ visibility by
cannibalizing inbound search engine visibility

It also increases customer confusion

Opportunities

Consolidate the digital ecosystem to reduce
the number of sites that users—and search
engines—have to navigate fewer distinct URLs

Use a silo-ing strategy moving important
subdomain content into folders rather than
subdomains

Provide templates and guidance to store sites
to meet appropriate content and SEO
standards
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Content ecosystem evolution

From... To..

NAPAEchlin
NAPAEchlin

Catalog

AutoCare
\ ’~
’

\

\ L

7
\ ! ’ NAPA
‘. AutoCare )

e mm—— \

L S /’ \ ’

Filters

. \

Parts, Tools & s
Accessories  ,’

1 MyNAPA

\
Brakes ----" Brands

o0 Parts Tools&' S

- -, ’ s . . -"' e
: . Accessories ey /’ MyNAPA
h A\
ol AR ¢ 'Rewardsy = -~
. NAPA . Indpendent *, - s + B \
Rebates '\ “ Stores " " . ,, s___/ NAPA
b ‘e Y b \ Rebates

A
Know W
How +
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CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Future state content ecosystem

A consolidated ecosystem:

AutoCare
Portal

Focuses content and experience on
information Important to user needs and
AutoParts’s strategic objectives

NAPAEchlin

Catalog

Provides key information for to provide SEO
lift:

Structures content in folders rather than
subdomains or microsites where possible

\
\NTUETESTTT, N
Filters A v, \ \ = = = =/ NAPA
A + Deals ¥Y=-=--= <« Pro

\ / \ . Y 4

- - N , \ Serviceg

AY

\
Brakes ° «--=' Brands \ ,~"""

-

Strategically placed no-follow links to limit

what Google sees " barts Tools &° R )

. _ . ~--“ Parts, Tools & - o ;-
Removes additional sites that cannibalize —eev A A
SEO . Accessories

. Indpendent *,
” v Stores ? N p \ 7 NAPA
A ¢

- -

v Rebates
Know M \

How +

Simplifies wayfinding within the majority of
the overall experience

Presents a more unified experience amongst
sections and digital properties

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved




CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Future state content ecosystem

A consolidated ecosystem (understanding of
scope of current effort):

Focuses content and experience on
information Important to user needs and
AutoParts’s strategic objectives

Provides key information for to provide SEO
lift:

\ -

) Filters /> \ r,/ \ Nt -,"NAPA
Structures content in folders rather than Y, o4 4 Deals yeme o po
subdomains or microsites where possible TR % R Y, R g
/ TTTT™ Brands [ '

Strategically placed no-follow links to limit
what Google sees

/
~--- Parts, Tools & A —
e Accessories ¢ TN { MyNAPA

¢ A}
¢ ! A
. \ Rewardsy,

Removes additional sites that cannibalize

- -

SEO "' """ \‘ o 9 // \
K4 % gt v._./ NAPA
Simplifies wayfinding within the majority of Know %, ; Renates

How + ;’ NAPA %
L]

the overall experience
Blog

Presents a more unified experience amongst
sections and digital properties
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Brand fidelity

Digital Brand Guidelines are currently being
developed

Voice and tone of content is inconsistently
applied across the entire ecosystem

Voice of the content appears technical and
standoffish at times

Language often isn’t audience focused, but
rather reflects internal or manufacturers’
terminology

Microsites and blogs are much more on brand
and better reflect the AutoParts brand and
voice

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved
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Brand fidelity

Insight Opportunities

« While the information is sufficient for - Create digital brand guidelines to guide the
informational purposes, it doesn’t really speak voice & tone of all editorial content (in-
as AutoParts as a brand progress)

« |ltdoesn’t relay what is uniquely AutoParts « Enforce guidelines for all new or updated copy
about the digital experience on the site
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Content experience

The AutoParts Online content experience is somewhat
fragmented. There are no clear links between different
sections of the site and other digital properties

Content mix is almost exclusively editorial, even on the blog

Product browse (CLP, PLP) and detail pages (PDP) which
make up the hear of the digital experience, could be better
optimized for digital and search:

They lack “romance” or brand compliant copy to clearly
differentiate products

Listing pages provide very little context for products

Product descriptions are blocky and are not scannable

The lack community and interactive elements (i.e., ratings and
reviews, etc.)

Outside of product descriptions, The average word count is
relatively long (up to 2500 words per page)

Conversely, product content is sometimes slight and could be

better used to sell products or indicate their utility

The readability scores varied from easy to difficult (random
sampling, limited crawl) on the Flesh Kincaid sore:

Homepage, PLP 8/9t Grade -Fairly Easy
CLP - 10th Grade - Somewhat difficult
PDP, Know How - College - Difficult
Blog -8/9t Grade - Fairly Easy
Links don't always clearly indicate destination or action

Know How blog adheres to a regular and strong editorial
content, keeping it fresh for readers and potential customers

Microsites and blogs are much more audience focused and
approachable

Contact Us and other forms are labeled inconsistently and
Very little “snackable” content at the top of the inverted
pyramid
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CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Content experience

Insights

The site is very text heavy. What imagery that is
used, however, is very impactful

Increase “romance” or descriptive copy for
products

Include additional images of products
Very little video was observed

Only basic social integration
Readability is an issue at times

Opportunities

Make the text more scannable by using
subheadings and lists

Writer or edit content with brand in mind to add
descriptive copy that is on brand at each point
in the shopping flow

Consider introducing more images, video
(testimonial, tutorials, and stories), graphic
content (infographics), and audio (podcasts)

Incorporate social feeds directly into the site

Create or update content with a Flesh Kincaid
reading score of ~8th grade (Fairly Easy)
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Editorial direction

Site is very product focused, putting products
in the spotlight rather than focusing too much
on other, corporate content

Know How content is available but largely not
integrated into the rest of the site

The Know How blog isn’t easily accessed from
main site site (footer link).

The Know How blog is frequently updated
with topics of interest for our potential
customers

Know How blog articles include contextual
links to product pages for products
referenced, which helps SEO lift

Photos (media galleries) are not utilized on the
site other than product shots in the shopping
flow.

Very few infographics or other rich content is
present on the site
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Editorial direction

Insight

The predominance of product content makes
sense for AutoParts Online, but sometimes
details are lacking

Know-How content, while deep and useful, is
hard to find outside of that accessed from the
main navigation(blog is accessed from footer)

Know-How and product content are not
integrated well

Opportunities

Use the inverted pyramid not only from top to
bottom, but as the user navigates more deeply
in the site

Introduce “romance” and additional
descriptive content for products and product
categories

Use structured content to enhance the entirety
of the digital experience (cross-platform and
channel) and integrate Know How into
Products (and continue to do the reverse)

Use imagery such as infographics to illustrate
processes in Know How content
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Navigation & wayfinding

Primary navigation is concise and clear Other content: The Know How Blog, careers,
about AutoParts is only accessible via the
footer

Most of the content of the site, however, is
found within “Parts, Tools & Accessories”
Outbound links to additional sites were not

The mega-navigation for the “Parts, Tools &
observed frequently

Accessories” is large and contains a lot of
choices for the user to make (29 Categories)

Once in the shopping path, left navigation is
clear and is distinct from the facets used to
narrow a search within the site

Know How content is present at the top level,
but most of the Know How content lives within
the blog itself
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CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Navigation & wayfinding

Insights

« The main navigation is properly focused on
the shopping path

« Branded content and learning content, while
deep and broad, isn’t easily accessed

» The vast majority of learning content is
contained with the Know How subdomain

« Subnavigation and facets appear a bit similar

Opportunities

Rethink navigation to focus users more directly
on products in the shopping path

Merge Know How content from main top-level
domain with the Know How subdomain and
make it easily accessible

Use utility navigation or promotion slots on
home and landing pages to direct users to
other content, such as AutoParts AutoCare or
corporate content

Use site map to identify what is truly sub-
navigation and present it consistently
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Contextual content & calls to action

The primary calls to action (Add to Cart, Go to When contextual content is present on the
Cart, Checkout Now, Check Nearby Stores) blog, it does not appear to be personalized or
dynamic based on where the user is or where
he or she is coming from

Secondary calls to action are omnipresent in
top navigation (Change Vehicle, Set Store,
Sign In, Give Now)

In-page calls to action could use rephrasing to
emphasize verb (e.g., evolving from “Click to
Save” to “See Savings).

Very little contextual appears on the main site.

Blog content does include contextual content
based on the information being presented in
context (evolved from a keyword approach)
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Contextual content & calls to action

Insights Opportunities
« While the site presents users with appropriate  Use site map to identify what is truly sub-
calls to action on each step of the shopping navigation and present it consistently.
path, sometimes the labels are poorly formed - Create related content modules based on
« Non “Add to Cart” calls to action are displayed tagging and taxonomy to ensure differentiation
with appropriate ubiquity to help improve the of related links from navigation
shopper experience « Provide audience-based navigation more
clearly
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Community & social content

No social feeds from AutoParts social Social sharing is available for products (via

properties highlighted on the main site other Facebook) and for blog posts across a variety

than links in the footer of social platforms (Facebook, Pinterest,

No community or user-generated content, Rﬁddlt, ;I'\)Nltter, as well as some less prominent
channels

such as ratings and reviews, questions, etc.,
are present on the site

Blog posts present related content based on
keywords or the information within the target
article

Bog posts do not allow comments as a
medium for customers to create content or
comment
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Community & social content

Insights

« Only social integration appears as links to
AutoParts’s social properties in the footer

* No user-generated content exists on the site,
either as blog comments or as ratings and
reviews or questions and answers

Opportunities

More directly integrate social content from
AutoParts’s various social feeds to use as
promotion and brand building elements

Consider introducing user generated content
both as blog comments and ratings and
reviews--all subject to moderation to ensure
standards
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Metadata, tagging & search

Site structure inhibits organic search due the connected

fragmentation among myriad sites and Both taxonomies are comprehensive and clear
domains in what the terms represent, though no

URL strategy is opaque. Users can’t determine hierarchical structure, outside the catalog, was
location independently of navigation observed

SEO keywords focused on particular
automotive parts, not automotive topics or
brand story

Metatagging inconsistently applied across the
site, including Title, H1, H2, description, etc.

Blog and product catalog both have a strong
foundational taxonomy, but the two are not
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Metadata, tagging & search

Insights

« Titles, H1s, H2s, metadata descriptions are
inconsistently applied across the site(s)

» Foundational taxonomies exist for the product
catalog and the Know How blog

« Content focused on search engines as its
audience only exists sporadically

Opportunities

Include required SEO metadata and headings
to improve site search ranking and accessibility

Silo content in folders rather than subdomains
to decrease SEO cannibalization

Merge and normalize taxonomies for products
and know how

Create content with search engines in mind
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Maintenance & governance

Responsibility for content for sites within the
digital ecosystem is shared among a variety of
entities within Genuine Parts Company

Content governance is ad hoc with no
centralized owner of content quality

Product content comes primarily from the
suppliers, with little to no review or
notifications of updates

Deals and other promotional content follow a
editorial calendar set well in advance

All visual assets are reviewed and approved
before use.

The Know How blog follows a rigorous
editorial calendar, with frequent postings and
all the reviews required

Store sites and other properties are not
reviewed in any systematic way, but rather are
reviewed ad hoc, if at all before or after
publication

No set lifecycle or audit process has been
instituted for content beyond the product
catalog, which updates as necessary
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Maintenance & governance

Insights Opportunities

* Product content is only reviewed on an ad hoc » Consider creating a governance board to
basis oversee content maintenance

« Editorial calendars for deals and the Know » Use learnings from editorial calendars already
How blog exist and are followed in use to expand to other areas of the site

» Visual assets are all reviewed and approved « Perform recurring audits to validate content
before use quality and usefulness

» Update product content to add brand voice
and “romance” and descriptive content moving
forward
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Accessibility
Automated accessibility scans were run on Some graphical renditions of these results
the site using the following online resources: follow

Achecker, F.A.E., PowerMapper, and WAVE.

The results of these scans indicate that
accessibility is less of an issue for AutoParts
than it is for many sites—the majority of
observed issues appeared as warnings

The following accessibility issues were
observed:

Images without an alt attribute or with an empty
alt attribute

Images that may require a long description
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Accessibility

Page 1 Su mmary 2% E-mail Report | CSV n V\/A\/ E powered by
: ‘ WebAIM
Page 1: w web accessibility evaluation tool
—— Summary | lssues hi Jwww.napaonline.com/ Address: https://www.napaonline.com C
Violations Warnings Check Passed :
ocss Dashboard = What was Tested
Number of Rules 2 - 21 7 Styles: OFF . ON
Category Issues Pages
Overall Quality 1 pages with quality issues Summary
Rule Category WCAG Guidelines Rule Scope Errors 1 pages with broken links or other errors y'S
Accessibility 0 pages with accessibility problems .
; Summary Details Reference Structure Contrast
Number of Rules Implementation Level Compatibility 0 pages with browser specificissues |
Search 0 pages with search engine issues
Rule Group \' w MC P Score Standards 0 pages have W3C standards issues
Usability 0 pages with usability issues m O oce 5
Landmarks 2 - 2 - 0
T Totals 1 pages and files checked Errors Contrast Errors
Headings _ o % 3 100 The trial version is limited to checking 10 pages and images.
Styles/Content - - 4 2 33 NI-R A 2 o 1
Images - - 1 1 50 PI-R Alerts Features
Links - - ( |
— - Accessibility Review
~ _ - . . > Export Format: (ppF | Report to Export: Get File|
L Accessibility Review (Guidelines: WCAG 2.0 (Level AA)) WO
Known Problems(0 Likely Problems (0) Potential Problems (0) HTML Validation CSS Validation ARIA
@ Congratulations! No known problems.
w details »
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CONTENT AUDIT: INSIGHTS & OPPORTUNITIES

Accessibility

Insights Opportunities

« Titles, H1s, H2s, metadata descriptions are  Include required SEO metadata and headings
inconsistently applied across the site(s) to improve site search ranking and accessibility

« The only accessibility issues are low-hanging « Bake ALT tags, link titles, page titles, H1s, H2s,
fruit from a content perspective metadata descriptions, and keywords (mapped

to taxonomy) into the content model
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CONTENT AUDIT : TEMPLATE-SPECIFIC FINDINGS

PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW v DEALS ¥ REPAIR SERVICES v

Homepage e

Homepage focuses almost exclusively on the shopping e - SR R
path, including deal content '

Heroes and banners are used for deals

wihgeat S

The it tol fr the right price

Only a small portion of the page focuses on know-how

or brand-building content (two modules) o——
The only indication of AutoParts AutoCare is in the a eg E E
primary navigation and the inclusion of two articles —_— s I e

highlighted on the homepage

Brand entryways are equally prominent as the know-

how content
Wb ‘3"’533\’;

CARTLE
Authorized Distributor Eﬁ ROCLS .

____________

Corporate content is relegated to the footer by and large

Calls to action for some of the modules are poorly
formed (i.e., “Click Here")

FIND, SUBMIT AND TRACK REBATES ONLINE

VIEW NAPA REBATES >




CONTENT AUDIT : TEMPLATE-SPECIFIC FINDINGS

Category listing page (CLP)

Category Landing Pages (CLPs) understandably
focuses on the shopping path to get users to the
information they seek quickly

Very little introductory content is provided to help
with search and to frame the category

Parts only list the part name and include a picture
with no other context or description

Subnavigation is introduced at this level for
subcategories

Promotional banners and brand content modules are
placed below the subnavigation

UPOATE: NAPA'S 1e3p0nes 10 the COVID- 19
PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW v DEALS v REPAIR SERVICES ¥
R - i e s
o wws
Brakes, Brake Pads, Rotors and Calipers
STORE
S TOP CATEGORIES
CATEGORY ~ y ¢
L)
Agricuttural & Industrist @' ( .k"
Anemators & Starters
Apparel & ACCesori s \
Saliories Pads & Shoes Rotors & Drums
Baits 8 Hoses
Orvetrain REPLACEMENT BRAKE PARTS
Engines, Pats  Gaskets
.......
S——— 3
< =]
P
%, ) 3
(3} Ty
ol ‘e
GREAT GIFTS
FOR THE DIYER
ON YOUR LIST
SHOP THE NAPA
HOLIDAY GIFT GUIDE
® R
FIND, SUBMIT
AND TRACK ()4,
REBATES ONLINE /7
v Ty %
iitchell
AN [ J

T
o
. @
¥ FREE ONE DAY SHIPPING*
% on 100.000 Party
-
w _—)
Calipers Brake Kit
—
lfl‘l"
x
.‘:At*
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° ° PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW v DEALS ¥ REPAIR SERVICES ¥ 3 p¥00UEL vwhicia a1 # and mve ﬂ
Product listing page (PLP) T S o e
Product Listing Pages (PLPs) also understandably —
focuses on the shopping path to get users to the toem A
information they seek quickly . “rom—

Very little introductory content is provided to help
with search and to frame the category

GREAT GIFTS
Parts only list the part name and include a picture ONYOURLIST
with no other context or description R

Facets to help users filter the results of the page T
replace @ s

REBATES ONLINE
W AP REBATES

Facets seem well suited for the categories, obviously e, T
indicating an underlying taxonomy (i.e., catalog or E— ——

Promotional banners and brand content modules are
placed below the subnavigation
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Product detail page (PDP)

Product Detail Pages (PDPs) include the bare minimum
information about a product

Very little introductory content is provided to help with search
and to frame the category

Product descriptions are near the bottom of the page,
effectively burying them unless a user has an incentive to scroll

Page only list the part name and include picture(s) along with a
brief product description, specifications, and safety information
(more image would always be helpful)

Subnavigation and Facets disappear at this level

No promotional banners and brand content modules appear on
the page, keeping the user focused on the task at hand

Very little, if any, video content is available

No ratings or reviews or other user-generated content is present
on the page

PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW v DEALS ¥ REPAIR SERVICES E ek parté andm ﬂ

cm CURBSIDE PICKUP BUY ONLINE, PICKUP IN STORE % FREE ONE DAY SHIPPING*
30 Minutos e[ 30 Mnutes on 160,000 Parts

DeWalt 20 Volt MAX Li-lon Battery Pack (3.0 Ah)

Unac DEWALT

$174.99...

$259.00 coch was 522895

Add To Cant

Features & Benefits

SAFETY INFORMATION
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PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW © DEALS ¥ REPAIR SERVICES ¥ = ucle part # are

Landing pages - non shopping £ = ® s

Auto Repair Services m

NAPA AutoCare means quality

Other landing pages are inconsistent in their
experience—some have subnavigation (About),
some do not (AutoCare)

Content on these pages is very text heavy and not
very scannable

Content is almost purely editorial in nature, along
with supporting images

PARTS, TOOLS & ACCESSORIES ¥ KNOW HOW - DEALS ~ REPAR SERVICES

g8 mm @ ﬂ:l‘:.m-ﬂu oy, PREK ONE DAY SiaPPING:

Promotions and other action-oriented content take
up about the same percentage of these pages as the
CLPand PLP

No video or other rich content was observed

FIND, SUBMIT
AND TRACK
REBATES ONLINE
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Article page

Article pages do a good job of presenting complex
information in an easy to understand and scannable
way

Blog know-how content is not integrated on
mentioned in any way for the Know How section

No contextual links are presented within the copy,
which is a missed chance to lift SEO

No video or other rich content was observed

PARTS, TOOLS & ACCESSORIES v KNOW HOW ¥ DEALS v REPAIR SERVICES v W 8 DAOGUCL Ve v, T £ 4nct o ﬂ
E CURBSIDE PICKUP BUY ONLINE, PICKUP IN STORE ‘ﬁ FREE ONE DAY SHIPPING*
1030 Minuies. In 30 Minutes. = 0n 160,000 Parts

TOPICS

Buying Guide: Akebono Brake Pads

Buying Guide: NAPA Brake K

Changing Your OF

GREAT GIFTS

FOR THE DIYER
ON YOUR LIST

SHOP THE NAPA
HOLIDAY GIFT GUIDE
. *

Step 1 - Buy a replacement battery for your car.

FIND, SUBMIT
AND TRACK
REBATES ONLINE
e N ERATES >

iitchel/ 1l

Step ocate the battery, typically under the hood.

Step 3 - Unscrew the battery hold down clamp.

Step 4 - Clean the battery tray.

ion from your battery.

Step 6 - Place the new battery into the battery tray. —
[}
Step 7 - Start your car.

Step 8 - Dispose of the old battery properly. 56
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Blog home

The blog home page presents users with an entirely
different experience from the main site

Blog posts are listed by category or topic
Blog teasers are scannable and easy to read

There seems a preponderance of racing content for
“"Know How”

No promotional areas are present on the blog home
page

Racing and how it we should support it?

KNOW HOW MAINTENANCE

RACING LIFESTYLE NAPAONLINE.COM

ELLIOTT RACES TO FIRST NASCAR CUP SERIES
CHAMPIONSHIP WITH WIN AT PHOENIX

POSTED AUGUST 18, 2020

HOW TO CLEAN B
ROTORS

If there’s one thing you want your
brakes to be, it's dependable. Good
brakes are important no matter what
you drive and need to be maintained no
matter how much of a DIY mechanic
you fancy yourself to be. Learning how
to clean brake rotors and staying on top
of it is an easy way to help maintain
your brake system’s safety.

K“ow “0" VIEW ALL

POSTED DECEMBER 12, 2020

’ SNOWBLOWER ETIQUETTE: HOW
- T0 BE A GOOD NEIGHBOR IN THE

ER§ POSTED DECEMBER 11,2020

™ | WHY DOES MY CAR HAVE
[l RUSTED BRAKES AFTER | WASH
m

5 POSTED DECEMBER 9, 2020
MOLECULAR DECONSTRUCTION
~ HOW TO REMOVE RUST

POSTED DECEMBER 7, 2020

WHAT IS A DUAL CLUTCH
RN TRANSMISSION?

POSTED DECEMBER 6, 2020
B L HOW TD SECURE YOUR LOAD: A

POSTED AUGUST 14, 2020

TIMING CHAIN VERSUS
TIMING BELT: A PRIMER

Knowing if there’s a timing chain versus
a timing belt in your car, and what
exactly they both do, can help you save
on expensive maintenance, costly
repairs or both. Although it might seem
like an overly technical subject,
understanding a timing belt versus a
timing chain is a fairly simple concept to
grasp once you strip away all the
jargon...

MAINTENANCE v re
|- \ POSTED DECEMBER 15,2020
HOW T0 ALIGN HEADLIGHTS
‘ POSTED DECEMBER 14, 2020
COLD WEATHER MAINTENANCE:
WINTER OIL CHANGE TIPS
Té POSTED DECEMBER 10, 2020
m 5 GARAGE SKILLS THAT ARE
DISAPPEARING
POSTED DECEMBER 8, 2020
Rz U HOW TO CHANGE WINDSHIELD
WIPER BLADES
p< POSTED DECEMBER 3, 2020
55 HOW TO START A SNOWBLOWER
WUN W STNNT R S

POSTED JUNE 22,2

HOW OFTEN SHOULD | GET
AN OIL CHANGE?

If you're like every other car owner,
you've probably wondered, “How often
should I get an oil change?” Here's the
answer to this common question.

RA‘:'NG VIEW ALL

POSTED NOVEMBER 10, 2020

BILL MCANALLY RACING EARNS
TENTH SERIES TITLE

POSTED NOVEMBER 9, 2020
ELLIOTT RACES TO FIRST
NASCAR CUP SERIES
CHAMPIONSHIP WITH WIN AT
PHOENIX

R POSTED
(S7.% = SWEET CROWNED 2020 WORLD

8 OF OUTLAWS SPRINT CAR
SERIES CHAMPION

POSTED NOVEMBER 3, 2020
RON CAPPS CLOSES 2020
SEASON WITH FINAL-ROUND
APPEARANCE AND FOURTH-
PLACE RANKING
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CONTENT AUDIT : TEMPLATE-SPECIFIC FINDINGS

Blog post -
TIMING CHAIN VERSUS .

TIMING BELT: A PRIMER

Again, a blog post presents users with an entirely
different experience from the main site

TOP ARTICLES

&. How to Dry Out

Your Wet Car in
3 Easy Steps

B How To Use Sea

Foam:Three

Blog posts well tagged category or topic

The tagging strategy, however, does not seem to be
hierarchical, but flat—with only categories and tags, - B

o _ Sensor? Here
CATEGORIES Knowing if there’s a timing chain versus a timing belt in your

with no relationship apparent Ittt ety e, e

Signs

TAGS expensive maintenance, costly repairs or both. Although it
b A A iy might seem like an overly technical subject, understanding a “ Dead Car
timing belt versus a timing chain is a fairly simple concept to - Battery? This
Blog posts are scannable and easy to read g o o sy o .

Lets You Shift to

Each post includes contextual links to the products siouieyci sumniesn S B v

heads sitting on each of the cylinders are packed with a series Hold a Charge,

listed, as appropriate, which helps with search ol Ech oo s 5 st o s, e

taking in clean air, and some for expelling exhaust gases, Steps
designed to open and close at very specific intervals.

rankings g oo
“Engine timing” is the rate, duration and open/close time of Start a Diese
each valve, and it requires a close link between the camshaft, Truck With Two
which controls the valves, and the crankshaft, which is rotated Batteries

Working together in harmony, valves and pistons will produce

No promotional areas are present on the blog home 2 the s i yur g nr o o B <o ot

efficient power, but if things are off, they can physically bump Have a Bad

pa g e into each other and cause significant internal damage. Waterfump.On

Your Hands

TIMING BELTS HOLD IT ALL TOGETHER i

Enter the timing belt, which Is a rubber belt that’s reinforced Right for You?
with a number of synthetic fibers linking the camshaft to the F s Your 4WD
crankshaft. Always in motion, the belt conducts the £

= Light Flashing?

mechanical symphony in the cylinder head and makes sure no
component gets out of sync.

Don't Panic!

Here's What's

Happening
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CONTENT AUDIT : SOCIAL CONTENT AUDIT FINDINGS

Social content

Facebook (200k+ following): AutoParts’s main Facebook presences
focuses on the retail consumer and presents the same kind of
promotional/deal content as found on the site. It also includes brand,

know-how, and engagement content which lead users to the site

Instagram: (~17k+ following): AutoParts’s Instagram profile functions
much like the Facebook feed.

LinkedIn (~57k+ following total): AutoParts AutoCare and AutoParts
both have LinkedIn presences. AutoParts’s main LinkedIn profile
functions much like the Facebook feed.

Pinterest (3k+ following total): AutoParts’s Pinterest presences seems
exclusively focused on racing (at the time of the audit)

Twitter (~70k+ following total): Four feeds were observed with large
followings: Know-How, CA, TX, and AutoParts Jobs.
@AutoPartsknowHow highlights updates to the blog effectively.
Another feed, @ AutoPartsAutoCare, protects its tweets

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved




..,,._ ._Hr-., mws._sa.l.l TR ) . T
LS T . " )E

(=) u.., %‘
,_._ & | -.Mu_l\.- <
e e

d 31ATUVD v
v =]

N
w@ M
( ol

¢ dlk )| %O 3mATAVD

04 COMPETITIVE ASSESSMENT

61

Prepared for Genuine Parts Company by Rubicon CX. ©2020. All Rights Reserved



COMPETITIVE ASSESSMENT : SITES ASSESSED

Competitive set, adjacent digital properties & other sites of interest

For this competitive review, we conducted a deep-dive into the 5 competitive sites identified
by the GPC and Rubicon CXin concert:

Core Competitors Adjacent Sites
Advance Auto Parts [US] Crutchfield [US]
Other Sites

AutoZone [US]

, Microcenter [US] - community & “wizards”
Firestone [US]

Patagonia [US] - blog integration
Halford's [UK]
Ace Hardware [US] - Store pages
Although the screen shots provided herein are for the desktop, the mobile experience for each
site was also considered. In each deep-dive we provide an overview of the content and
experience for key user pages: Shopping Flow, Know-How or Advice, and Other
Informational content

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved
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COMPETITIVE ASSESSMENT : KEY THEMES

Overview

No best-of-breed sites were observed in this audit among the core
completive set, save Amazon

The content mix for these sites is similar to that found on AutoParts
Online, save for a widespread availability of user-generated content
in ratings and reviews, Q&A, and blog comments

Many lack “romance” copy and make the user scroll to see product
details and specifications

Best-breed content can be seen both adjacent sites

None of the competitive set (core and adjacent) showed the maturity
of the other examples provided

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved
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ADVANCE AUTO PARTS
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COMPETITIVE ASSESSMENT : ADVANCE AUTO PARTS

Overview

Advance Auto Parts approaches navigation similarly to AutoParts Online with a
product focus, but it goes a level withing the navigation itself

It adds the Product Categories, however, into the main navigation
It also splits help content into categories in the primary navigation

The homepage is 100% focused on products, deals, and rewards
The CLPs and PLPs function similarly to AutoParts Online’s

The PDP offers very little branded content, and the product descriptions are brief
without providing much in the way of a value proposition

It provides a mechanism for user-generated content in the form of Questions & Answers,
though this feature was not widely used in our observation

It provides a list of related products, though the presentation mechanism is unclear

How-To and other informational is split between Advice and Help Desk, both of which are easily
accessible from the navigation, but isn't well integrated into the site

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved 65




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS s

H mecmorruea S Ak o_w«: . ,sé',f&"
omepage

The homepage focuses entirely (100%) on the
shopping flow, highlighting products, deals, and
reward content that a user can select to view in more
detail

T provides a large promotional hero—focused on
product, in this case the Diehard brand

No advice or informational content is highlighted on

the homepage ANE0SS =

The vehicle selector is front and center of the
homepage experience

Very little SEO focused content is immediately
apparent on the page

It highlights recently viewed items and “customer
favorites”, although it is unclear if this is curated or
populated systematically




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Navigation

The navigation is a bit exploded, both with a “Shop
All” option and prominent categories present in the
primary navigation

No utility navigation is present other than Account
and Store access

Advice and Help Desk both appear in the primary
navigation as well, which could lead to confusion for

a user about the difference

Deals are presented in the primary navigation as
“Special Offers”

Rewards, or “Speed Perks” are also accessible int the
navigation

The navigation includes an area for promotions and E—
brand DIEHARD

- IS BACK

15%om*

B (el =% ]

= DIEHARD
e~ IS BACK

i - u SEE THE FILM




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Category landing page

BRAKES, STEERING & SUSPENSION

Stop, turn, and ride like new again.
TOP CATEGORIES

sssssssssssssssssssssss

Via the navigation, the user can’t easily access this
page, which is primarily a link farm

It can only be accessed using contextual,
“breadcrumb” navigation

Thisis likely used for SEO purposes [ e

uuuuuuuuuuuuuuuuu

It represents a full list of brake products offered in
one view

uuuuuuuuuuuuuuuuuuuuuuu

It also includes links to brand pages

ABOUT THIS CATEGORY

L2

nnnnnnnnnnnnnnnn

=
6

CARDONE O
Permatex

(Gr=amey WWAGNER
Lty A1 DORMAN.

akPo0N0
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COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Special Offers ed Pur

Product listing page ——

The PDP presents a sortable list or products for the | e

user to choose from N ;’é’ SIS N WS | suas9

Users can filter their results in two ways: ge
Based on their vehicle selection which appears el T——————
prominently at the top of the list " =
Facets to narrow the results, including product T
type, ratings, brand, and price e S ammrmme—

The facet area of the page also lists related parts and

subcategories for the product in question - _ —

Each product in the list relays relevant details present s me T .

on the PDP, including ratings and reviews - e

n‘nés ff:qﬁfftfrfmlumcoldw"' amic Brake Pads s48.99



15% OFF* k

COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Product detail page

Special Offers  Speed Perk

The PDP leads with the name and image of the part
in question

Most products have a single image

Users must scroll down to find the product
description, which is often brief and without any
branding or selling content on the features and
benefits

Each product page provides two mechanisms for
user-generated content: Ratings & Reviews, and
Q&A. On the observed products, however, these
were not widely used, especially the Q&A

Finally, the page ends with Recently Viewed and
Related Items—how these are populated is unclear




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Store landing & detail

...............

The store flow is relatively basic, with a map and
listing of stores near the user’s ZIP Code, along with
hours of operation and contact details

Once a user chooses a store, they are presented with
the same information in a larger format

STORES

No introductory or other brand-forward content
appears for the store

They can also view other nearby stores on the store
page

TOP REPLACEMENT PARTS POPULAR MAXES ROUTINE MAINTENANCE PARTS




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Advice landing page

When a user selects Advice from the navigation, most
of the remaining navigation disappears other than
“Shop All”

The advice provided is comprehensive in its
coverage

Advice articles are listed with rich imagery and the
title of the advice article

It also gives pride of place to Feature Articles

Featured Articles

why Do Car Batteries Fail in Winter?

- DinHard is Back | The Film

10 Reasons Why Women Love Pickup Trucks

r .. ;;_ By Dawn Gibson-Thigoen

Common Problems with the Chevy 10 Specl ltyT ols Every DIY Auto..  Buyer Beware: Counterfeit Parts

Cruze By Jerry Waste...
v Bysndyjensen

How Does a Car Water Pump Work? 12 Products You Should Keep in Pearls, Flakes, and Chemistry: A WMMWANoin
By Rich £l Your... cnsh
By jerry Renshaw

Car & Truck Mods o i

Guide to Understanding Spark Plug  Gears and Gasoline: Tips for S‘npp(ng Freight Train: Critical Upgndmg Brake Systems for
Heat... Towing High...
nnnnnnnnnnn aw By Jerry Renshaw 8y Andy Jensen

Cleaning & Detailing snowx

How to Sanitize Your Vehicle

By Ancy jensen

B %

How to Restore an Old Trailer in 8 Safely Remove Artillery Fungus
Easy... from...
By jerry Renshaw

Car Buying srown




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Advice detail

The advice articles offer a range of quality, from very

ABOUT THE AUTHOR(S)

good (featured) to pages with very little information Y

or information that is optimized for digital
Upon reading an article, users can provide feedback o =

or other reactions via the comments area

e B

Articles are not categorized by any observable tags
or taxonomy, even though each presents related
articles at the end of the page

RELATED CONTENT

|
. . . . il Iﬂlmu o
Many of the articles are given bylines, which adds b il

personality the the choices offered

LLLLLLLLLLLLL

No tags are viewable tied to content

IE
uuuuuuuuuuu

3. COMES EQUIPPED WIT|  RiDE AND AVOID
||||||||

4. DRIVES LIKE A CAR/COMPACT SUV




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Videos landing & detail

Videos are highlighted in the primary navigation,
separate from the Advice content

Once the user arrives at the video landing page, they
are presented with an attractive list of videos from
which to choose

No context for the videos is provided other than the
title and grouping on the page

The video landing page does provide a little context
for users to introduce it

Related videos are also displayed on the page,
though the mechanism for populating it remains
unclear, as tags are not visible for the videos

Videos

LATEST VIDEOS

Videos

Now Playing:

CREW WITH CHRIS FIX, TA

ADVANCE ON TRACI




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Help desk landing & detail

Users can also access a “Help Desk”, which could
confuse users because much of the content is
redundant with the Advice section (other than
account, purchase, and shipping questions)

This launches a different experience than the main
site (it is a subdomain), launching it in a new tab or
window and leading the user away from the main site

Once a user chooses a topic to explore, much of the
content is brief, presented on stub pages

= HELP DESK

Top Trending

Warranties & Returns

fomeiy waworsk

pppppppppp

And Discounts

Questions

HELP DESK
How can we help?
Q
Popular Categories
Speed Perks Rebates, Coupons And
3 Prot Discoun t.

Billing & Pay Freq y Asked Q i

AdvanceAutoParts.com

FREQUENTLY ASKED QUESTIONS

HOW IS SHIPPING COST DETERMINED? WILL THE BOX SIZE AND
INSERTS ADD ADDITIONAL COST WHEN HAVING MY ITEMS SHIPPED?




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Corporate VISIT OUR

ONLINE STORE

Corporate information is presented as a separate site
(subdomain), launching in a new tab or window and
leading the user away from the main site

The experience or the page seems much more
modern than the primary site

Our Stores

FIND IT FAST. GET IT FAST.

STORE LOCATOR

SUSTAINABILITY

Learn more @about how Advance
supports oufpeople, protects the

environmentand gives back to the
communities Where we live and serve.




COMPETITIVE ASSESSEMENT: ADVANCE AUTO PARTS

Corporate landing page

Corporate landing pages make the most of the real
estate provided

PRESS RELEASES

N

Advance Auto Parts This Holiday Season, Warm Advance Auto Parts

Recognized for Excellence Your Hearts and Your Reports Third Quarter 2020
in Corporate Citizenship Engines at Advance Auto Results
During U.S. Chamber Parts

Foundation’s 21st Annual

P
. (2 pownicad
Citizens Awards

(2 pownload

(2 oownload

S000i

Advance Auto Parts to Advance Auto Parts Raises ‘Yippie Ki Yay’ Carquest

Report Third Quarter 2020 Nearly $1.4 Million in Partners with Bruce Willis
Results on November 10, Support of the American to Bring Back ‘Die Hard"
2020 Heart Association®

(2 oownload (2 pownload

VIEW ALL PRESS RELEASES

Awards

US Chamber of Commerce Business North Carolina

Read Blog

New Year, Renewed Focus On Thanksgivig. | Have Honoring All Mditary
Much 1o be Grateful For Veterama

Thank You to Our Eneire Wiring Pesple with Join Us in the Fight Against
Supply Chain Meart Devesse and Stroke

Virginia Lawyers Wee!

MEDIA CONTACT P el g s b st




AUTOZONE
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COMPETITIVE ASSESSMENT : AUTOZONE

Overview

AutoZone approaches navigation similarly to AutoParts Online with a product focus,
but it goes a level withing the navigation itself

The homepage is 100% focused on products, deals, and rewards
The CLPs and PLPs function similarly to AutoParts Online’s

The PDP offers very little branded content, and the product descriptions are brief
without providing much in the way of a value proposition

It provides a mechanism for user-generated content in the form of Questions & Answers,
though this feature was not widely used in our observation
It provides a list of related products, though the presentation mechanism is unclear

How-To and other informational content is split between Advice and Help Desk, both of which
are easily accessible from the navigation, but isn't well integrated into the site

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved 79




w RutoZone - 2

COMPETITIVE ASSESSEMENT: AUTOZONE = @ wmmme a @ moena,
i e o e
H O m e pa g e ‘-. = ) :lEKUPT?I?A'Yo(R DELIVERY TOMORROW :
2FOR8 = =
The homepage focuses entirely (~80%)on the == soeme ;
shopping flow, highlighting products, deals, and
reward content that a user can select to view in more .
detait B i
G}, =

The page provides a large promotional hero—
focused on product

. o . . N - ONLY 526" SYLVANIA @Castrol
Advice content is highlighted in a module on the é; T
ATTID
h m |L H ‘ Al ,ﬁ"w"{aﬂ
omepage Shetinc [T =y
The vehicle selector is present midway through the
page experience s i ® B
Very little SEO focused content is immediately TR =
apparent on the page IS (e
It highlights featured categories and bands e i
It also highlights trending items and more -




COMPETITIVE ASSESSEMENT: AUTOZONE ‘ )
.”///””mﬂ”e 20% PFF OFDE‘RS 0\:[?1‘5110' ~>F‘R[£ NEXT»P,"Y DELIVERY**

Navigation

Most Popular

2017 Alta Romeo Givtia T
T e > Q Find Parts and Products

The navigation is very condensed, all found under
the “hamburger menu.” It includes shopping and -
advice. Corporate and other information is accessed
via the footer N S
@ Exterior Accessories
Advice content is mix of directions (find a store, etc.) -
and knowledge (Repair Help) B o
No utility navigation is present other than Account
and Store access
Deals are presented in the primary navigation as and
presented on the the page itself
Rewards, or “Speed Perks” are also accessible int the s
navigation




COMPETITIVE ASSESSEMENT: AUTOZONE

w1/ RutoZone S e s awr 2.

Category landing page

Category landing pages feature the most popular

partS = "
« w » ¥ oo B

Users can then access SUbCGtegorieS under the main
Categ ory SHOP BY CATEGORY

Brake Lines And Hoses Disc Brake System

It includes a large block of brand body copy that is
likely used for SEO purposes

SHOP BRAKES AND
TRACTION CONTROL
WITH

AUTOZONE




COMPETITIVE ASSESSEMENT: AUTOZONE

Sub-category landing page

Sub-category landing pages mirror the layout and
content mix of the Category Landing pages

DISC BRAKE SYSTEM

CURRENTLY SHOPPING FOR:

Giuia T12.00 DI Turbx

MOST POPULAR PARTS

€

SHOP BY CATEGORY

Brake Caliper Bolt/Guide Pin Kit

Beake Caliper Kit - Front

Performance Brake Pads

Locate A Store

SHOP DISC BRAKE
SYSTEM WITH
AUTOZONE

OHC

we will filter all res:

Without Vehicle

]
2 *< 00
»

Brake Caliper Bolt/Guide Pin-Roar

Brake Disc Hardware Kit - Rear

Brakes: they're the

fety feature you Use every time you drive. Most vehicles on

e disc brake 5 vs, which cons:

t of brake pads, rotors, and calipers which ;

connected with smaller pleces commonly
gy into heat and stop y
- Pads provide the Ir
- Rotors are at

Calipers pres

wred to as hardware. Together, these parts

vehicle

friction to tu

n e

on surface that Is pressed against the beake rotors

ed 10 the whee!

nwh

and generate fri they are closed on by thy

the pads against the rotors 1o generate friction between the two

Browse our disc braking system selection to find the right parts for your ride. We cany |
fit the vast majority of vehicles on the road today, an
your vehicle's year, make, model, and engine above to use our disc brake parts lookup
components built to fit yo

ve make finding the right fit easy

vehicle,

We carry parts for OE-equivalent and high-perfom applications, o whether y
P
performance on the track, we have the parts you need. Shop for brands like proven-tou
& Duralast Gold for quiet long-lasting brakes or Duralast

d to work harder for performance driving.

to service your dady driver or equip your hot rod with extreme or for be

Duralast and brows
and rotoes that 2

Exactly when yo place di bec

use how long yo

iast has a lot 1o do with your driving style, Frequ

i hard braking ar

will cause ye and rotor: u drov

an

000 fe

ar out quickly

gentle stops. They mig

vear out in 20,000 miles for some drivers but last till

your brakes are less responsive than you are used to, or they shake or squeak, there's ¢

chance that you need new brakes. If y
K

s ever feel unc

about your brakes, it's a g¢
nspect them: ch

ads for signs of uneven or excessive wear, look for signs of crack

uneven wear on the rotor's surface, and inspect calipers f

eaking fluid or stuck pis

Track Your Order We're Hiring!
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COMPETITIVE ASSESSEMENT: AUTOZONE

= B oy Q Fra parts ana ¥ P orevomtoom >
[ ] o E
Product listing page
gy e s 48"
The PLP presents a sortable list or products for the E
user to choose from — © ",
Users can filter their results based on vehicle —— -
-
No other facets are available in this view * ..
Recommended products are presented under the RECOMMENDED FOR YOU
product list, as well as popular products (Other = ® B B = 0§ ®
Customers Also Brought) Bl e =l o
Each product includes customer reviews in the list T CISOMERS RO
(though none are present in this example) s [l |l [ | [l [l [l

We're Hiring! O v o (©

PRODUCTS ABOUT US SERVICES

OTHER AUTOZONE SITES




COMPETITIVE ASSESSEMENT: AUTOZONE B

Product detail page -
1 g
The PDP leads with the name and image of the part !
in question, along with ratings & reviews TR TR T TR e T
Most products have a single image o i

The page presents quick access to recommended
and popular products

.....

Users must scroll down to find the product
description, but that description is detailed and
highlights the features and benefits

Each product page provides a mechanisms for user-
generated content, Ratings & Reviews, andthey [
seem pretty widely used '

SHOP & COMPARE

Finally, the page ends with Related Items, Recently
Viewed, and Similar ltems—how these are populated
is unclear




COMPETITIVE ASSESSEMENT: AUTOZONE

Store landing & detail

The store flow is relatively basic, with a listing of
stores near the user’s ZIP Code, along with hours of
operation ,contact details, and store services

The store listing and store details are presented as a
modal window that is presented with the same
information in a larger format

No introductory or other brand-forward content
appears for the store

SEARCH FOR A STORE

¥RIn n R y
30 stores found Clear Search ‘
.
/,

OPEN until 9 PM 0.4 miles

. 1208 Moreland Rd SE
Atlanta, GA 30316

SET YOUR STORE MORE DETAILS

OPEN until 9 PM 1.9 miles

. 1805 Memorial | Dr
Atlanta, GA 30317

SET YOUR STORE MORE DETAILS

« BACK

MY STORE

1805 Memorial Dr
Atlanta, GA 30317

OPEN until 9 PM

(404) 371-9217
CHANGE STORE

STORE HOURS

STORE SERVICES

wwwwwwwwwwww

7:30 am - 9:00 pm Battery Recycling



COMPETITIVE ASSESSEMENT: AUTOZONE

Advice landing page

When a user selects Advice & How Tos from the
navigation, the remaining product navigation
disappears

The advice content provided is comprehensive in its
coverage

Advice articles are listed with rich imagery and the
title of the advice article

It categorizes Articles under set categories

BN Rutolome
ADVICE & HOW-TO'S

L

t ‘L'r‘.

”‘_ ; — ;!) @\ S
¢ 1 A%
i ,
M »

SEASONAL g i : - - ;
TIPS FOR WARMING UP YOUR CAR IN THE WINTER

-

GET READY FOR WINTER

HOW TO WINTERIZE YOUR CAR HOW TO WINTERIZE A LAWN MOWER HOW TO WINTERIZE A BOAT
AND EQUIPMENT

#2AD MOSE READ MORE

AMERICA'S #1 BATTERY DESTINATION

HOW TO JUMP START A CAR BATTERY CAR BATTERY TYPES EXPLAINED HOW LONG SHOULD A CAR BATTERY
3 LasT?

SEE BETTER, DRIVE SAFER

HOW TO CHANGE HEADLIGHTS HOW TO ADJUST YOUR HEADLIGHTS HOW TO RESTORE YOUR HEADLIGHT
I X LENSES



W) Rutolone
ADVICE & HOW-T0'S

COMPETITIVE ASSESSEMENT: AUTOZONE

Advice navigation - - == EEES

The navigation for the Advice section follows the
same model as the rest of the site navigation

It breaks the Advice content into easily accessed

categories, which mirror that on the page ] “&? m ) .—‘ﬁ
: ——a

HOW TO WINTERIZE YOUR CAR HOW TO WINTERIZE A LAWN MOWER HOW TO WINTERIZE A BOAT

The navigation also provides the opportunity to s
highlight promotional and feature content placement .

AMERICA'S #1 BATTERY DESTINATION

HOW TO JUMP START A CAR BATTERY CAR BATTERY TYPES EXPLAINED HOW LONG SHOULD A CAR BATTERY
S . st

SEE BETTER, DRIVE SAFER

HOW TO CHANGE HEADLIGHTS HOW TO ADJUST YOUR HEADLIGHTS HOW TO RESTORE YOUR HEADLIGHT
i X LENSES
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ADVICE & HOW-TO'S

COMPETITIVE ASSESSEMENT: AUTOZONE

Advice detail

SHOULD YOU LEAVE YOUR WINDSHIELD
WIPERS UP OVERNIGHT?

The advice articles offer a range of quality, from very
good (featured) to pages with very little information
or information that is optimized for digital

Articles are not categorized by any observable tags
or taxonomy, even though the navigation implies that
it is present along with the related articles at the end

of the page
It also highlights related products, though they are O S oo BRI
not presented in the context of the article ,,\ Py
it i ibestriadonisl _ = u

MY WIND!
IGHTING WOERS LSt WIPERS NOT WERKINGT

It you've got questons about wiper blades, or you need 50M0 NEW (e i . 4

AutaZone. Our associates can help you lind the coht fypo of bladel  <Ter% st v

holp cut with instaling the new blades. Find out what &t takes 1o dd
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COMPETITIVE ASSESSEMENT: AUTOZONE

Videos landing & detail —
Videos are highlighted in the Advice & How-To &S
navigation e st
Once the user arrives at the video landing page, they MOSTPOPUAR = )
are presented with an attractive list of videos from nﬁ

which to choose

NEW VIDEOS v s

Each video provides copy to provide context and
they are grouped by category (mirroring the

navigation) S— )
The video includes a transcript option to increase -
accessibility =

Related videos are also displayed on the page,
though the mechanism for populating it remains
unclear, as tags are not visible for the videos




COMPETITIVE ASSESSEMENT: AUTOZONE

Corporate landing pages

Corporate information is presented as separate sites
(subdomain), launching in a new tab or window and
leading the user away from the main site

The experience or the page seems much more
modern than the primary site

See Where Your Drive Can s —
e R -

An AutoZoner Always...
Embraces Diversity angiCares
About People

Seeé'Where Your Drive Can Take You

o N CETEENND -
A ~




COMPETITIVE ASSESSEMENT: AUTOZONE

Customer testimonials

Uniquely, AutoZone provides customer testimonials,
yet another way user-generated content is presented
on the site

These provide real-world stories told by real
AutoZone customers that personalize the brand and
speak like real people (which they are) to potential
customers, humanizing the brand

AUTOZONERS ALWAYS PUT CUSTOMERS FIRST!

GOING THE EXTRA MILE FOR YOU

Kansas City Region

Customer Comments:

Store M
se with me and other customers, and he Is oul
not consider going 10 them because of Derrick. The

inager, Derrick Van Buren at store # 4417 Is fantastic. He has made his store my fest choice any time | need auto parts or accessories. | observed his cusiomer
anding. He is an employee 1o be proud of. There are 3 competitors closer to my home than your store but | would

store also looks great. Thank you for offering a great place 1o shop

Hartford Region

Customer Comments:

1/8/13 8t 6 pm we were visiing in Springfield, MA and our car wouldnt start. We jumped & off and went on our phones to find the closest Auto Zone. We found 606 State
Street, right around the comer from where we were. We requested that our battery and alternator be tested. Chris was prompt 10 help. There were 4 of us including
myse, my husband and my two daughters. We were al sta around Chiris watching him work, He was very patient, accurate and respectful. As he continued tessing
1 went into the store to ask Don Morgan iIf Auto Zone had a service dept. He explained they do not. He told me the ciosest shop was Sears and said he would check to
see how late they were open. He picked up the phone, calied someane, said “They wousd call back In @ second o Jet us know.” My daughters proceeded Into the store

oked around looking at seat covers and other accessories. The phone rang and Don sakd, “Sears is opened untd 7 pm.* He didn have 1o do that for us but he
and-new stoe. Don and C ttings.
y are there only to colect a pay n, respectiul

patient and accurate; all while It was cokd outside on 8 winter night in MA checking our batiery/aliemator for us. We didn't buy a thing. \We were not paying customers.
Our battery/altemnator checked out fine. It seems that the problem Is @ short o loose wire. | felt like | wanted to give them something because of the time they spent but
L1
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COMPETITIVE ASSESSMENT : HALFORD'S

Overview

Halford's offers a much wider range of products and services than AutoParts
Online or any of the other direct competitors other than Amazon

Halford’s approaches navigation similarly to AutoParts Online with a product
focus, but it has a lot of additional product categories

The homepage is mostly (~90%) focused on products, deals, and rewards
The CLPs and PLPs function similarly to AutoParts Online’s

The PDP offers very little branded content, and the product descriptions are
brief without providing much in the way of a value proposition
It provides a mechanism for user-generated content in the form of Questions &
Answers, though this feature was not widely used in our observation

It provides a list of related products, though the presentation mechanism is
unclear

How-To and other informational content is split between Advice and Help Desk, both
of which are easily accessible from the navigation, but isn't well integrated into the site
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COMPETITIVE ASSESSEMENT: HALFORD'S

Homepage

The homepage focuses entirely (~80%)on the
shopping flow, highlighting products, deals, and
reward content that a user can select to view in more
detail

The page provides a large promotional hero—
focused on shopping content

Advice content isn’t highlighted on the homepage

Auto care and service content is highlighted on the
homepage as well as in the navigation

Very little SEO focused content is immediately
apparent on the page

It highlights trending products and recently viewed
products

(eid~o@0NmES




COMPETITIVE ASSESSEMENT: HALFORD'S Mobile Fitting Services CarServicing CarRepairs MOT Tyres Cycling Tools Technology Baby & Child

Navigation i

The navigation is very wide and expansive to cover
all the areas offered by Halford’s. Corporate and R
other information is accessed via the footer RS Carsenang Curtepars MO Tres Cycing o Tchepy Says o

Car Servicing

Advice content is accessed from within each
category from the navigation

No utility navigation is present other than Account

a n d St O re a CCe SS Mobile Fitting Services Motoring Car Servicing CM‘ MOT Tyres Cycling Tools Technology Baby & Child
Car Repairs Cioon rur (36
Deals are not presented in the primary navigation e i

halfords search QA P W oo

Mobile Fitting Services Motoring Car Servicing CarRepairs MOT Tyres Cycling Iooh Technology Baby & Child

Closa meews (3




halfords A e =

Mobile Fitting Services Motoring CarServicing CarRepairs MOT Tyres Cycling Tools Technology Baby & Child

Category landing page i e ———

Engine Oils & Fluids

COMPETITIVE ASSESSEMENT: HALFORD'S

Category landing pages feature the subcategories
within the category

It gives almost 50% of the page to how-to or advice

content most popular parts e o =24
BUYER S GUIDE ENGINE Ull.
Users can then access subcategories under the main

category

It includes a block of brand body copy that is likely
used for SEO purposes




halfords
COMPETITIVE ASSESSEMENT: HALFORD'S

Product listing page

5 Froe Naxt Day Debvery® s o

Engine Oil

Free Next Day Del y
“enciudes bulky stems, online exclustves & bikes

The PLP presents a sortable list or products for the
user to choose from

Find what's right for Entar your velicle regisuston sumber  Enter your Posicode
your vehicle

Users can filter their results based on a number of in
this view

Recently viewed products are presented under the
product list

Each product includes customer reviews in the list




halfords

Mobile Firting Services  Motorieg  CarSarvicleg  CarRepsirs MOT Tyres Cycing Tooh Technelogy Baby & Chikd

COMPETITIVE ASSESSEMENT: HALFORD'S

Product detail page

e bahy Mema, saina excinees & Bbes

The PDP leads with the name and image of the part
in question, along with information usual entered
into the shopping car (quantity and financing)

Most products have a single image

The page presents promotions between the top of
the page and other detail

Users must scroll down to find the product i
description and specifications, but that description is
detailed and highlights the features and benefits

In the product description area, the page highlights
finance information

Each product page provides a mechanism for user-
generated content, Ratings & Reviews, and they
seem pretty widely used




COMPETITIVE ASSESSEMENT: HALFORD'S

Store landing & detail

The store flow is relatively basic, with a listing of
stores near the user’s location, along with hours of
operation, and contact details

The details are presented as a modal window that is
presented with the same information in a larger
format

No introductory or other brand-forward content
appears for the store

Ratings and reviews are provided for each store
though

It also highlights other nearby stores on the detail
page




COMPETITIVE ASSESSEMENT: HALFORD'S

Ad

vice landing page

When a user selects Advice from the navigation, they
are presented with a laundry list of categories with
very little context or visual cues and imagery

The advice content provided is comprehensive in its
coverage

halfords

Moblle Fitting Services Motoring CarServicing CarRepairs MOT Tyres Cycling

21 Track your ordec here

Help & Advice

Customer Services

Motoring

Expert Advice

Motoring FAQE

Car Se

Car Repairs

MOT

Tyres

Cyciing

Bik

Tools

Technoiogy

Baby & Child

Camping

Deals & Events

News

. Contactus

Mattords Store tnguiries:
For ratat encuaties: click hare

TOwsawees 08002200

Tok: 0330 135 9779*

Haitords Garage Enquiies:
Tok: 0330 135 9779

aayFdsy 0800 1800

08100+ 163

Clossa

Newsletter

search

1% Froe Next Day Delivery* »

Expert Advice

What to Do if You Have a Fiat
Car Battery

Common Car Battery
Probloms

Essential Winter Driving Kit
Checklist

How much does it cost to fit
atow bar?

Halfords Learners Driving
Insurance, Provided by
Marmalade

How to wash your car

What is Sold Secure?

Exodus to become Halfords
Advanced

How to find the correct
‘wiper blade size

Halfords mobile expert

Guide to electric vehicle
charging connectors

How long do car batteries
last?

Green Number Plates

Safety Tips for Towing a Car

Car Air Conditioning Tips

How to Choose a Tow Bar

Where can  get  tow bar
fitted?

How To Polish Your Car

The New and Improved
Halfords Engine Oil
Selection System

When should you replace
wiper blades?

How to take care of your
wiper blades

Electric car home charging

Why you should replace
your bulbs in pairs

Help & Advice

Locsors

& Ol
secore £0.00

Tools Technology Baby & Child

& FastTrack Cock & Collect*

Car Batteries from Halfords:
What Am | Covered For?

Guide to High Visibllity
Accessories and Clothing

Top Tips for Night Time
Driving

Which antifroeze should you
use for your car?

What is Antifreeze?

Halfords Car Parts Express:
How does it work?

What Colour Is My Car

Windscreen wiper size
guide

The uitimate list of car bulb
types

Hybrid v electric: what are
the differences?

Electric v diesel v petrok
how do they compare?

Car Services.

Learning to Drive Tips

Battery Disposal and
Recycling

Alr Conditioning Gas
Changes

What do | do if my air-con
loses its cool?

Driving in Europe

Car Security Window
Etching

Learning to drive

What s Silicone
Technology?

Car bulbs and the law

Blectric car reliability: how
reliable are electric cars?

How much does it cost to
charge an electric car?



halfords

COMPETITIVE ASSESSEMENT: HALFORD'S

T T—

Advice detail page

When a user selects an Advice article, the detail page
is presented

Advice articles are span a range of content mixes
(some include/focus on video), while others (the
majority) are text focused

The text is generally scannable, presenting
information in an easy to digest way

The Advice section provides its own navigation that
allows users to quickly access categories




COMPETITIVE ASSESSEMENT: HALFORD'S

About pages

Halford’s corporate content is only accessible
through the footer navigation

Upon selecting one of these footer links, the user is
taken to a new domain (halfordscompany.com) in a
new tab

Corporate content presents much larger imagery and
more digestible chunks of text by and large, but
provides no opportunity for interaction

Corporate content exists mostly in a silo, with very
limited links back the e-commerce experience

halfords

ABCUTUR ~  BVESTORS . GOVERMAMCE NUNOTIRRVIpo—

ot W
halfords

MUTLS | WVESTONS © GOVERMANCE . CORPORATEBOCIAL NESPORSSRITY ©  MEWSANDMEOU, ©  CONTACTUS

80+ IN-STORE SERVICES ACROSS MOTORING AND
CYCLING

HALFORDS NAMED AS ONE OF THE BEST PLACES
TO WORK BY SUNDAY TIMES

Frcam v @ ) T Gy A L4 ) 1 ] i vt T s i e B, o W
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COMPETITIVE ASSESSMENT : AMAZON

Overview

Amazon is bit of a different beast than the other sites reviewed
because it sells basically everything (for this assessment, we started
with the Autocare Category Landing page, which functions as a
“homepage” analogous to most of the other sites reviewed

Its shopping flow is the most comprehensive when it comes to user-
generated content and product details, including selling content

Amazon lacks analog to the Know-How content on some of the other
sites

Amazon serves as the de facto standard for ecommerce sites

That said, it relies on search instead of navigation, for wayfinding and
locating sought after products
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COMPETITIVE ASSESSEMENT: DIRECT COMPETITORS

Amazon autocare landing

automotive
P —

The Autocare landing page provides easy access to
product categories q

It also provides areas are to highlight promotions, =

brands, and installation services

OMOTIVE | INSTALLATION SERVICES

an m
v |
L

C TOMOTIVE | FEATURED BRANDS
Acoeico  fTVTTY  (SCastrol @ b S

NOCO @swomu (S  CURT 9 BOSCH memmes




COMPETITIVE ASSESSEMENT: DIRECT COMPETITORS

Amazon CLP

The category listing page lists the subcategories and
products in a similar format to the rest of the sites
surveyed

All subcategories are available using the left-hand
navigation

Each category/product provides and image and
name, and the product selections also include some
further details




COMPETITIVE ASSESSEMENT: DIRECT COMPETITORS

Amazon PLP

The product listing page offers the ability to filter by
vehicle make and model

It also provides a broad set of facets that allow users
to further narrow their search

Ratings and review a highlighted in the product list
as well a being one the facets that users can use to
narrow their results

The page also highlights related brands

Finally, the page offers the user the ability to interact
with Amazon around the content (“Need Help?”)

Oaanaonns [

amazon

= B

Power Stop KC1438-26 Front & Rear Z26 Street Warrior Brake Kit Chevrolet

,  1651%

t 6501 Rear 223 Carbon Fiber Brake Pads with Drilled & Slotted Brake Rotors Kit

AtOPartsWAY

s . —— SO 5 RY concepts peeformance and
SRS
" . P
A . - 3 v
6‘ e . or

Need help?



COMPETITIVE ASSESSEMENT: DIRECT COMPETITORS

Product detail page

The product detail offers a wealth of information to the
user

Important product details and feature and benefits are
highlight next the the primary product image

Each product observed had multiple image, rich content
(360° views), and videos

The page also provides deeper, branded selling content
and “romance” content

Larger images are also presented on the page with the
deeper content and full specifications

User-generated content—ratings and reviews, Q&¢A— is
featured prominently

Related products and recently products are also
displayed




FIRESTONE
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COMPETITIVE ASSESSMENT : FIRESTONE

Overview

Firestone was audited to ascertain the weight of their Auto Care site

Auto Care is given the same prominence on the homepage as
products

The Auto Care site drives users to visit a location, learn about
particular products, and schedule a serve
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COMPETITIVE ASSESSEMENT: FIRESTONE

Auto care home & category pages

Service content makes up most of the auto care
experience

It allows the user to find a store, view store details,
and schedule an appointment

It provides access to information about each service
offered, along with a little context to entice the user
to select a service

Coupons are also highlighted prominently

Know-how and informational content are also
highlighted prominently on the main page

.........

ﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂ
AAAAAAAA

rrrrrrrrrr

a FIRESTONE
DIRECT

NOW WE COME TO YOU

ZRIDGESTONE

¢400r  $600r

“THE CARE AND CONCERN THE EMPLOYEES TOOK AMID THE C 0L CHANGES TIRE INSTALLATION BATTERIES WHEEL ALIGNMENT
USTOMERS AND EMPLOYEES ARE
hetvie Jorver St e Promg. el Mdgunent Promg
LA
FEATURED COUPONS

o

$40 OFF SET OF 4 $60 OF
ECOPIA EP422 PLUS ECOPIgI
PLU;
«" 2 WSTANT SHINGS . "h o

s
_ FREE BATTERY $24.99
CHECK oL g
s B wecusoes o
ey .
SEEALL 17 OF
WANT MORE C

OUPONS?
EXCLUSIVE OFFE
T ——

AUTO CARE TIPS & ADVICE
FROM THE COMPLETELY FRESTON BLOG

‘ vy y 3
r i -
i -
CAR DRCAMITSR: T A0 UL TO ENLEYTANG Y9 NELD TO KNOW ASGUT SIS T TS FUR PROPRLY TOWAG A TRAKLR
SHELTIR TouR ko3¢ Teas



COMPETITIVE ASSESSEMENT: DIRECT FIRESTONE

Autocare blog

The know-how content on the auto care takes the
form of a blog, that is then integrated at other points
in the experience

Know-how articles provide a mix of content editorial,
images, and video

Each article includes calls to action reenter the
service browse and schedule experience

They also include links to related articles, based on
the tags that are tied to the content and display

Irestone [orsion
“** BLOGED

-

rone [RTGH
“* BLOGEGD

™ HOW LONG DO BRAKE PADS LAST?
®
-

55 Q‘ e O
WHAT IS AN ENGINE OIL'ADDITIV
AND IS IT WORTH IT?
LATEST POSTS
» —
= - BRAKE SERVICE G REPURYOUCANTRUST =
= e 00K TRUCKS EEO W e I
= %l et wrowre HS
Help Your Brake Pads Last Longer ‘l( courons
| coxeomme |
| 1w s srone|
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COMPETITIVE ASSESSMENT : CRUTCHFIELD

Overview

Crutchfield is a provider of audio and video equipment

It seamlessly mixes knowledge content with sales and product
content

The product details are enticing and provide clear benefits and
enticing imagery

Branded content and “romance” copy feature heavily for the site

User-generated content, such as ratings and reviews and Q&A are
also prominently featured
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COMPETITIVE ASSESSEMENT: CRUTCHFIELD

Homepage

KEF speakers starting at
$299.99 a pair

The homepage is rather concise and provides a mix
of sales (and deal) content alongside informational
articles about the products

About content is also feature on the homepage

The most popular products are also highlighted on
the homepage

For car audio, it provides the users ability to choose
their vehicle to ensure fit

It shows users similar products and those products
they have already viewed

The page closes with branded content and user
testimonials




COMPETITIVE ASSESSEMENT: CRUTCHFIELD
Navigation

CRUICHFIELD

Car audio & video Home sudic v TVs&video v Headphones & wireless Marine

Crutchfield has a much narrower set of products that Caraudlo ideo
the rest of the sites surveyed

Find what fits your vehicle

- phad Rsacn Find what

M M M M Ca R Blucul . pers Mv‘:‘::w io & GPS F| s

Product categories sit alongside Specials and T Ot
Articles on the primary navigation e SO - P —

The fly-out navigation also affords the opportunity to
present feature products, featured content, and
promotions




COMPETITIVE ASSESSEMENT: CRUTCHFIELD CRUICHFIELD Q

Category listing page

Given that fewer categories are required in their
space, category landing pages are also concise with
a visual category menu

It also includes editorial copy to frame the category
and inject a bit of branded and know-how content

It also presents the user with articles and videos that
relate to the category

HOW TO CHOOSE AUDIO COMPONENTS

speakers are convenient. But g SChoo| Xudho COmpONents s0und much better and give us  STCHgEr COMMECton 10 the emotional content of ow Mmusic
2o aetists e Ko 380 inchuche ot beast 0 high- ity suddio compamnent in ous stared systerms

Beiow you Tl fed tips 0n how 1o choose 3udio companents. For more ind, check ot our

Types of components
“ Key features

Key accessories

RELATED ARTICLES & VIDEOS




Free 2-day shipping to Georgia

COMPETITIVE ASSESSEMENT: CRUTCHFIELD CRUICHFIELD Q L. A

Product listing page

CormdicBvideo v Homesudio v TVikvideo v  Hesdohones Swiwless v Mariee v Smarthome v Cameras & drones +  Pro suctio

Turntables

Sored by Price: low fo hgh

The product listing pages focus entirely on products

within the category e o
Each product features a representation of its ratings udio Technica LP-6OXBT _ _ -
and reviews ' 99
The page provides a number of facets, including =
average ratings, as options users can use to narrow .
their search
o | AudioTechnlca TIPS
oreg
s‘i'ss;'s:.s‘
$24§.9§

Add to cart

ccccccc



COMPETITIVE ASSESSEMENT: CRUTCHFIELD

Product detail page
The product detail is the richest product item page e mari_tie——_scrssons
viewed
It includes the usual suspects: price, images, ability to A‘::j:wmmf“m G
purchase

The product-detail content is very wide and deep,
with brand, product, know how perspectives easily
accessible in one place

Instead of related products, users are presented with

other product other users have compared the oo e ':m“mm:o””
product to

Finally, it provides related search terms to the
product




COMPETITIVE ASSESSEMENT: CRUTCHFIELD

Product knowledge - landing & article

The site’s product knowledge is next to none in its
sector

The quality of the content is top notch, and offers a
mix of editorial, images, and video content

The copy is written to be suitable for digital
consumption

CRUTCHFIELD

Articles & Videos: Home Audio

Marms Omstes recormars e = [

CRUTCHFIELD

Best turntables for 2021

We help you choose the right player to make your
vinyl sound groovy
B  cnmsn © 26 comments

‘.,, gnag

DeSI TUINIaples 10r £u4l
We help you choose the right player to make your
vinyl sound groovy

B v =) 26 comments

é Evio Angmine onmo

In this article: Our list of best turntables for 2021...
1. Best value — Pro-ject Debut Carbon YO Related products
2. Bost for Beginners — Sony 154X 10HT
3, Best for playing 785 —

4. Best for Djs — Audlic-T
5. Best for ripping vimy!

6. Bost for audiophiles — MusicCast VINYL 500
7. Best looking — Music e
8. Most modern — Y amaba TT-M503
... with links to hundrads of customar reviews. sones
Mobile Fidelity
UtraDeck +M




Free 2-day shipping to Georgia

COMPETITIVE ASSESSEMENT: CRUTCHFIELD CRUTCHFIELD Q L.

Video landing & detail

4
1o

Homesusio v TVakvideo v  Hesdphones & wirskest v Marine +  Smart home

Videos: Home Audio

N - K1

Video: DolhyAtmol Surround Video: Cmnbddg e Audio CXC Video: Cambridge Audio Minx
surround sound systems

g ™ O M
» .
e b4
d i
alile

Video: Camhndq.A udio CXN

Videos are a subset of the product knowledge
content, and are well produced and informative

Each video has copy to provide content upon
viewing the video detail page

Each video also provides a transcript to ensure

. o1 dlgﬁclpmcmpcnd network Video: Hwbm p a belt- Polkslqnmuhom.
accessibility
Video: How to set up a belt-drive Looking for
. turntable turntables?
Products that are related can be easily accessed from
vinyl
AN\ Y by Crutchbend's & 7 comments
the page Q=
Related products
Music Hall MMF-2.3LE
-
Pro-ject Debut Carbon
Evo
5499:;
YOUR STUFF OUR COMPANY GET IN TOUCH STAY IN THE KNOW

Account info Why choose Crutchfield? Customer support

By Bheaiar s mgs Ehaathaad Phus vou could win 2 £350 aift card



COMPETITIVE ASSESSEMENT: CRUTCHFIELD

About

The corporate content can be accessed from on
page links and banners throughout the experience

The site uses this content to support and elevated its
brand, establish credibility, and otherwise relate
company information to users




THE HOME DEPOT

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved 124



COMPETITIVE ASSESSMENT : THE HOME DEPOT

Overview

Similar to Amazon, The Home Depot offers a wide array of product
categories and types

The shopping experience is top notch, providing users ease of
access to products, whether they choose to search, or browse using
the navigation

User-generated copy in the form of rating and reviews is also central
to the Home Depot product experience

It provides rich, wide, and deep information know-how content, from
buying guides to project knowledge and procedures

Installation services was also assessed as an analog for AutoCare
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COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Homepage

The homepage displays the full breadth of Home
Depot’s offerings

Category navigation is central to the page

It also highlights a user’s store and provides the
ability to change it

It presents promoted and sponsored products on the
page that are clearly marked as such

5 :,.".L'EIU‘I ;

Kl



COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Navigation

Given the breadth and width of Home Depot’s
offerings, the navigation starts with a focus on
product categories from “All Departments

The only product category displayed on its own is
Home Decor, etc.

Project calculators, know-how content, and
installation services are giving just as much
prominence as products

You're shopping

Delivering to

Midtown 30308 v
@ OPEN until 9 pm What can we help you find today?
All Departments Home Decor, Furniture & Kitchenware DIY Projects & Ildeas Project Calculators

Appliances

Bath & Faucets

Blinds & Window Treatment
Building Materials

Cleaning

Appliances APPLIANCE

Appliance Special Buys

Small Appliances Special Buys sPEcIAL BUYS
Refrigerators

Mecttown

S5l eoeen

Washers & Dryers Shop Now. > I I'

ﬂ waccount 8 UssQD  Can [0 tems 7

A5 Departments Mome Decor, Furnfture & Kiichenwars DIY Projects & Kdess Profect Cakcutrtor Fatalaon & Senvoss Spacials 8 Otiers cal A

Home Decer fumeaw Wt Dncor

Home Accents Anificial Geeenery

Room Dividars

Kids & Nursery Decor Fragrance & Candtes

Indoor Live Plants Cardtes

Home Decor
Srop AL

-

S You're shopping Delivering to
N Midtown 30308 v
‘ ©® OPEN until 8 pm What can we help you find tod:
All Departments Home Decor, Furniture & Kitchenware DIY Projects & Ideas Project Calculators In
Home Decor Ideas Home Improvement Outdoor Living Ideas Home Entertaining
Bathroom Ideas & Projects Electrical Wiring Lawn & L Ideas & k 1 Ideas & Projects
Projects
Living Room Ideas & Projects Windows & Window Treatment g Christmas Ideas & Projects
Ideas Garden Ideas & Projects
Paint Ideas & Projects g Thanksgiving Ideas & Projects
Door Ideas & Projects DIY Pest Control
Bedroom Ideas & Projects 1ec Parties & Events
Appliance Guides Outdoor Lighting Ideas
Kitchen Ideas & Projects PP " ontng Cooking Guides
DIY Plumbin Outdoor Recreation
Dining Room Ideas & Projects 9
Home Heating & Cooling Outdoor Décor Ideas & Trending
Flooring Ideas & Projects Guides Projects A ok
ctivites for Kids
Hallway & Wall ideas & Hardware and Tool Guides Grill Guides
Projects Gift Ideas
SR s Building Material Guides
ncer  Truck & Tool Rent
You're shopping Delivering to
Midtown v
© OPEN until 9 pry w we help you find todse
All Departments Home Decor, Furniture & Kitche: DIY Projects & Ideas Project Calculators Installation & Service
Popular Installations Popular Repairs Trending
Cabinet Fan Repair Bathroom Remodeling
Carpot Installation Bathtub Repair Cabinet Makeover
Countertop Installation Celling Fan Repair Ceiling Fan Installation
Door Installation Electrical Panel Repair Custom Shelving & Closet
all
Fence Installation Garage Door Repair Meteon
Flooring Installation HVAC Repair Home Organization
Garage Door Installation Light Fixture Repair Intarior Painting
HVAC Installation Outlet Repair Kiichen Remacisting
Shed Installation Shower Repair 5;?:_:;2‘“ Widiow
Water Heater Installation Toilet Repair Solar Panel Installation
Window Installation Water Heater Repair

TV Mounting




COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Category landing page

The category landing page offers visual navigation to
sub-categories and products within the category

The full list of sub-categories, however, are only
provided in the secondary navigation

Product categories are introduce with only a name and
image

It provides promotions for its top brands

It groups products in “Featured Spaces” in this example
to further highlight products in a particular content

The main editorial context is provided near the end of el %
the page and is used primarily for SEO purposes L\ TV -l

Again, sponsored products are highlighted with almost
the same way as featured products




COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Product listing page

Products are listed in a visual navigation on the page,
that provides an image, nae, and options (e.g., color)

The product listing page with a category or
subcategory introduces facets that allow users to
narrow their search

The facets also include average ratings and reviews

Related know-how content is also featured within the
page




COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Product detail page

Home dept provides a rich product detail experience

Each product has multiple images and usually rich
media (360s and video) in the product area

The product details, specifications, etc., are
informative and clearly state features and benefits
and provide the capacity for “romance” copy
(though that is not always present)

Each product has two types of user-generated
content: ratings and reviews and Q&A

The reviews are features prominently on the page
and they allow the ability for users to add their own

photos of the product

As for related content, it provides “More Like This”
and “Frequently Bought Together




COMPETITIVE ASSESSEMENT: THE HOME DEPOT

How-to landing & article

Home Depot offers a wealth of know how content,
both copy-based and in videos

The landing page groups all this content together in
a visual navigation that provide a branded feature
image, clear title, as well as other details, such as time
to complete

Know-How detail pages are mix of copy and images.
They are written to be scannable and easily
digestible to users

Since know-how is also central the its brand, quality
know-how content is brand content




COMPETITIVE ASSESSEMENT: THE HOME DEPOT

Installation landing & detail

HomeServices
Let do it for youl — %
J' - =

Home Depot’s installation services provide the DIFM

audience an easy avenue purchase products and | -

_ y b P s [T —
project work by experts | = |= e

. . _ i B Bl

U.sers can.brO\./vse for their project typg using the e ey | ¢
visual navigation on the page, accessing the = =2 =
installation service they desire e
The installation service landing page provides a
branded value proposition, service details, and -
ratings and reviews for the service providers from =p-Sm e s

Home Depot

Related services content is also presented




COMPETITIVE ASSESSEMENT: THE HOME DEPOT Find Your Store

Store locator & detail

Home Depot’s store locator is very concise, occurring

Jonesboro #0123

within the same dropdown s o e

It allows users to pick a particular store and view its [ ¥ You're Currently Shopping:

detail Midtown #0159

clais 650 Ponce De Leon
. Atlanta, GA 30308

The store detail content only barely expands on the R i

store locator module Hide Store Details © Map View
Store: (404) 892-8042

It does, however, allow users to see the weekly ad or Tool and Truck Rental: (404) 881-4890

. ) . Pro Desk: (404) 881-4884
other circular from the store they are viewing oo A

Select Circulars from Home Depot

WEEKLY AD

Jan 14 - Jan 21

SHOP PRO AD




OTHERSITES OF INTEREST
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COMPETITIVE ASSESSMENT : OTHER SITES OF INTEREST

Overview

In addition to the competitive and adjacent sites, we looked at a number
of other sites for particular features

Ace Hardware - Store Locator and branded Store Detail Page
Microcenter - Robust community (only a year old but very active)

Patagonia - Brand experience and blog integration
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COMPETITIVE ASSESSEMENT: OTHER SITES OF INTEREST

Ace Hardware

Ace Hardware provides a more detailed experience
for its local stores (all within the Ace experience, Ace
branding, and further details beyond hours and
contact information)

The flow is much like every other site accessed: 1)
enter location, 2) choose store, and 3) view store
details

The store detail page, however, allow for the
presence of branding the local store

It also provide other information about it, such as
history)

It lists the primary staff for each store as well,
humanizing the experience




COMPETITIVE ASSESSEMENT: OTHER SITES OF INTEREST

Microcenter

Microcenter has an active and broad community on
the site

The community covers many products, projects,
user-generated content at a page level (Build
Showcase), and forums

The buying guides and other knowledge content
provided by Microcenter is broad and deep, and
each provides detailed and optimized content for
digital

This active community on the site launched less than
ayear ago

« Community
« Micro Center
« Join the Community
» Announcements, News &
Launches




COMPETITIVE ASSESSEMENT: OTHER SITES OF INTEREST

Patagonia

Trust The Scientists

Patagonia leads its entire digital experience with its protirioegl
blog and lifestyle content

Users access blog articles from not only the
homepage, but also a blog landing page

Once they reach a particular blog post, they are
presented with rich informative content that helps tell
and sell the Patagonia lifestyle

Links to specific products are unobtrusively
integrated contextually as links with the blog post

copy




SUMMARY
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COMPETITIVE ASSESSMENT: SUMMARY

Summary comparisons

Assessment Area AutoParts Advance AutoZone Halford's Amazon Firestone The Home Crutchfield Patagonia | Microcenter Ace
Online Auto Parts Depot Hardware

Homepage -
Category / Sub-Category
Listing Page ' N/A N/A N/A N/A
Product Listing Page

' N/A N/A N/A N/A
Product Detail Page

N/A N/A N/A N/A

Store Finder / Store Pages

N/A N/A N/A N/A N/A
Know-How / Advice

N/A N/A N/A
Blog / Know-How P
Integration N/A 3 N/A
Community & Social 4B

N/A N/A

Auto Care
(or installation services) N/A N/A N/A N//A N/A
Overall Content Experience
(Ecosystem, Content Mix, Editorial + + N/A N/A N/A
Direction, Branded Content, Nav)
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04 CONTENT & EXPERIENCE VISION




Transform AutoParts Online’s digital ecosystem to that of a human-centered,
forward-thinking brand, support business initiatives and audience needs, and more

efficiently deliver an improved site experience by using AutoPartsOnline as a
consultative selling tool, regardless of audience
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Vision: content & experience strategy

From...

1. Disconnected: structured by business silos, visitors
can easily get lost; stand-alone sites/sulbdomains are
somewhat disconnected

2. Disjointed: inconsistent look and feel that is staid
and variable between properties

3. Transactional: entire experience of main site is
focused on the “now:” transaction and does not
showcase AutoParts Know How

4. Complicated: duplicative, complex content and
development efforts

9. Static: product data and pricing only in product
catalog portion, and new experiences are
challenging to launch quickly

To...

1. Continuous: progresses through an uninterrupted
experience across the ecosystem; picks back up
right where you left off

2. Immersive: provokes engagement, inviting you into
a world to keep exploring

3. Human: authentic personality that responds

thoughtfully to user needs, guides with confident,
well-informed choices, and tactfully inspires action

4. Uncomplicated: brings clarity to complex concepts
and ideas in a straightforward yet sophisticated
manner

5. Dynamic: library of content for dynamic
presentation; greater integration between sites and
makes for an easily updated promotional platform.
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How do we do this? We put AutoParts Know How, as personified by
store employees, at the center of the content and experience.
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CONTENT & EXPERIENCE VISION

AutoParts Know How is...

Making content more easily viewable and
indexable by search engines so potential
products or content that suits their needs

Making it easy for B2B customers to skip
the wayfinding and go directly to what
they are looking for

Making it easy for customers to find the
content they seek once on the site

Providing the context required for
customers to decide whether to attempt
the job themselves (DY) or have it done
for them (DIFM)

If the customer decides to do the job
themselves, giving them support with
Know How content that is easily found

If the customer decides to have the job
done for them, making it easy to located
and get a quote from AutoParts AutoCare

Making it easy for customers to find and
or change their local store

Giving customers the ability to choose
their vehicles to automatically refine their
searches

Prepared for AutoParts Company by Rubicon CX. ©2021. All Rights Reserved




05 NEXT STEPS
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CONTENT NEXT STEPS

Next Steps

Provide feedback and validate results of research - GPC
Provide feedback and validate results of content audit - GPC
Perform competitive analysis - RubiconCX

Provide detailed, actionable content recommendations based on the
opportunities presented here, those observed in the competitive
analysis, and adherent to the overall content and experience vision for

AutoPartsOnline - RubiconCX

Create content and experience roadmap for future work - GPC &
RubiconCX
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THANK YOU!
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