
Case study 02

Ecommerce site redesign 

Increase purchasing by 12%

Role 

UI/UXProduct designer 

  

Timeline

2021 - 2025



Derec needs 
software to 


speed up product 
development  

As director of engineering, 
he needs a single point of 
truth for CAD assets for his 
team and external 
collaborators to shorten 
manufacturing time and 
product delivery.
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Where does 
Derec begin?

The current buyer journey:
He goes to siemens.com

He searches for "Lifecycle software"

He gets 150+ results with no matches 
within the top 10

He clicks on the first 10 result links/
pages looking for lifecycle software

After reading through long pages and 
clicking through incorrect paths, he 
doesn't find what he needs and goes to 
competitor's site.



Core problem

Siemens customers couldn’t find the right product 
on a complex enterprise site.



3 buyer journey obstacles
01

02

03

Content bloat

Content quality

Product pricing component



Case study 02 Buyer journey obstacles  >  01 Too much page content

Before redesign

Buyer roadblocks: Pages flagged 
with excessive content leading to 
abandonment 17


Elements
17


Elements

Software

line


overview

Global home

page

Product listIndustries software overview

Hero 


13 industry category cards


Strip: 2 Resources + 2 CTAs


5 paragraphs

16 product cards


Strip: Article 

33

Elements

Product detail page

Hero + 2 paragraphs


Strip: Product promo


4 videos: Product features


Card: Related product


18 cards: product features


Strip: customer success story


Strip: Webinar


Strip: Email signup


5 related links 

Checkout



Case study 02 Buyer journey obstacles  >  01 Too much page content

Purchase path: Long scrolls and word 
count were roadblocks to buying products



Case study 02 Buyer journey obstacles  >  02 Content quality

Purchase path: Non-specific 
product content hinders 
buying decisions.

Purchase path: Too much content!



Case study 02 Buyer journey obstacles  >  03 Comparison table component on purchase page

Purchase path: No info on 
pricing and features hinders 
purchase decisions.
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The

opportunity
Simplify the buyer journey 
and guide users by intent 
rather than product taxonomy.

Pinpointing 
opportunities
Introduced page templates


Improved visual hierarchy 
to reduce friction

Streamlined comparison 
patterns



Case study 02 Buyer journey solutions  >  New page templates

New page templates: 

Content structured for better 
hierarchy and scannability

Template - Product capability

Template - Product overview/buy

Template - News



Case study 02 Buyer journey solutions  > Template example: new product overview page

Clearer content: I designed new page 
templates to pare down content & 
facilitate purchasing decisions.



Case study 02 Buyer journey solutions  >  Comparison component on purchase page

Clearer content: A component upgrade 
I designed added valuable information 
to facilitate purchasing.
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→

Buyer journey solutions  >  Product category component

Clearer content: A component I 
designed to shorten page length 
and increase scannability



Outcome
Improved product discoverability by 15%
  

Facilitated purchase decisions with revised product info
  

Simplified content creation & reduced frustration with 
templates for content management system



Thank you!


