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HOW DO WE 
IMPROVE THIS?



SEARCH OPTIMIZATION

CHALLENGE
Understanding technical and user 

challenges with your search engine.

SOLUTION
Optimizing search functionality to better 

suit your user and business needs

UX IMPROVEMENTS

CHALLENGE
Identifying top challenges that users 

face on your webshop

SOLUTION
Rolling out our top UX improvements 

and a roadmap for more change.

ANALYTICS

CHALLENGE
Identifying business needs in 

reporting and current data culture.

SOLUTION
Education, enhanced functionality 
setup and business-wide training

3.1. 2.

B2C EXPERIENCE CREATION:
F O U R  F O C U S E S

4. BUSINESS STRATEGY
CHALLENGE: Understand business culture and challenges towards change
SOLUTION: Custom report and plan formed with business and customers



ü Improve the design and functionality of your online 
user journey to see higher sales and re-orders

ü Create happy customers who are advocates of 
your brand and enjoy interaction with your online 
channels

U X  P R O J E C T  A I M S



1
Define value 
proposition

U X  w o r k s h o p ,  U t r e c h t ,  M a y  2 0 1 8

Inputs?
4 research reports,
9 opcos,
10 countries,
2 days.

Challenge?
Understand 
end users and 
business 
challenges

Outcome?
Internal buy-in
Plan of attack



Key Insights
" The person is in charge of purchasing nonfood disposables in a privately owned company. 
The person is NOT an IT champion but is used to ordering in B2B webshops. The person rely 
on 2-5 favorite lists from which they order 1-2 times a week”

It is crucial for the user that you are able to make your orders 
outside rush hour peaks. 

What do users need from your UX?

2
Define users and tasks

U S E R S  A N D  K E Y  T A S K S :
M U LT I L I N E  A / S



WE ASKED OPCO USERS TO 
FULFIL KEY USER TASKS:

‘E.g. Create a favourites list for certain 
products and order using it’

3
Assess current web 

shop usability

O N - S I T E  U X  U S A B I L I T Y  T E S T I N G



1
Position and Direct

2
Favourites Lists

3
Checkout Process

4
Define potential

improvements

T O P  U X  T H E M E S  I D E N T I F I E D



T H E  R E S U L T S



U X  T R A N S F O R M A T I O N :  
C H E C K O U T  ( B E F O R E )

Key Specs
- 4 steps to completion
- Duplication of fields
- Distracting content



U X  T R A N S F O R M A T I O N :  
C H E C K O U T  ( A F T E R )

Key Specs
- 1 step checkout
- Fields optimized
- Streamlined content

+2%
checkout
completion

+14%
revenue 
increase



ü Improve accuracy and relevance for top search terms

ü Explain sol-r search tool workings

S E A R C H  P R O J E C T  A I M S



Using product and historical data from the on-site search, we can 
tweak the functionality to improve the performance of the search 
across key metrics like relevancy and position difference.

We look into techniques like:

• Adding stemming into the search algorithm 

• Removing irrelevant results

• Adding product data specific handlers

Ensuring that top results match the client’s desired product SKUs.

S E A R C H  O P T I M I Z A T I O N
H o w  i t  w o r k s



ü Position Difference improved by > 5300 positions 
ü Average of 34 positions per product
ü The Relevancy Status, which indicates the quality of the search, improved by over 30% 
ü Relevancy level of above 60% quality.

• Position Difference = the number of positions the product is deviating from its desired position (expected position -/- scoring position)
** Relevancy Status = how relevant is the search result of a query (sum of the individual relevancy statuses per product)

T H E  R E S U L T S



ü Review current set up and use of analytics tools
ü Improve reporting capabilities
ü Show potential use cases for future consideration

A N A LY T I C S  P R O J E C T  
A I M S



1. Review current GA Setup

2. Identify potential improvements

3. Recommend improvements via GTM

4. Implement improvements

5. Build sample Data Studio

6. Review improvements

The plan for Multiline’s
Analytics Optimization

H o w  i t  w o r k s



T H E  R E S U L T S



• 1,991 Pageviews
• 1,665 Unique pageviews
• 8.00% Bounce rate
• 3.82% Exit rate
• DKK 1,698.73 Page value

• 2,568 Pageviews
• 1,792 Unique pageviews
• 8.07% Bounce rate
• 3.66% Exit rate
• DKK 1,737.12 Page value

COMPARING

UpdatedOriginal

butik.multiline.dk/da/account

Data is 
cleaner 

and 
easier to 

read



N E W  G O A L S
More 

insights 
gathered



N E W  R E P O R T S

New 
format 

for 
business 
sharing



THANK YOU


