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Uhh, where
do I start?

What’s
important here?
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Hi, we’ve 
segmented you!

Our machine 
knows what you 

want!
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Any rhyme or 
reason here?

That’s
just gross
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That’s the database 
speaking: 1%, 2%
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They move, they spin, 
they engage you

A different way to
get your attention
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Help people bump into stuff
• How can you reinvent the endcap?  The checkout line goodies?

• How do you get the “Costco effect”?
• How do you engage people with items off of their path?

• What’s the next generation of “you might like”?
• How can you display related items in a more natural manner?
• How can we efficiently manually merchandise?
• How can we make algorithmic merchandising ‘feel natural’?

• Stores make sales items visible, but not too visible ... and they 
merchandise them differently

• How do you surface what’s new, what’s a deal, and what’s a steal, 
without detracting from the rest of the content?
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Highlight the product, not the transaction
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flickr.com/photos/spiderpop
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• Think of the store: the product is the focus, transaction is secondary
• Pick up the object, touch it, compare it, interact with it

• Online, it’s the exact opposite: transaction first, product second
• Is all of the commerce ‘chrome’ really necessary?
• How can we effectively show multiple, large pictures, as well as 

detailed product information?
• How can we make the ‘add to cart’ process more lightweight?
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Highlight the product, not the transaction



People still love catalogs
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This is
engaging Grab a coffee, 

relax, it’s 
entertainment
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Ok, this looks 
promising...
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Wow, that’s an 
awful lot of 

chrome
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And tiny
content
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People still love catalogs
• What is it about a paper catalog that’s appealing?
• Quickly get a sense of the breadth of offerings
• Large pictures, multiple views
• Browse extremely quickly, placehold until next time
• Lifestyle photos and related merchandise

• How can we get the important characteristics online?
• What if the site was at the same ‘page’ when someone came back?
• Why doesn’t a catalog feel like a long list of product?  Or does it?

• In catalogs, each page often has a different grid or layout approach
• How can we replicate that online?  Do we want to?
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‘People like me’, or ‘my people’?
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The unspoken 
masses of

social media
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Show me the 
Flickr stream of 

people wearing it

Show me what 
they’re doing on 

Facebook
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‘People like me’, or ‘my people’?
• How do you get beyond ‘people like me’, and integrate ‘my people’?

• Connect to my social community
• How can you show me pictures of my friends using the product
• How do you meaningfully pull from Flickr, Twitter, Facebook, MySpace, 

and the long tail?
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Physical merchandising >> online merchandising

Can we fix it?
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Thank you for your time!

createwithcontext.com
bill@createwithcontext.com
AIM gobillwesterman
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