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THE NEeD FoR Speep Il

In this report, we expand on our originzl Need for Speed report to consider the changes in Web-
based buying behavior over the past two years with 2n cye to examining how user site abandonment
causes mazy have shifted from delays in the Internet plumbing o htencies experienced duc to ransac-
tive Web applications. We review the so-called 8-second rule, assessing whether user patience is 2
vasizble factor that is fixed, or whether it changes a5 2 funcion of the importance thar the user as-
signs 1o the specific Web 2ctivity. In addition, we consider the impact of multi-page transactions,
positing a new theory about cumulative impatience leading to site abandonment. Finally, we exam-

Patience, as we indicated earlier, also has multiple cases. One can add subscripts f
assigned importance of the type of shopping transaction, as well as for the natural
the user. Our familiar 8-second rule is the constant in this equation:

Patience = (8 seconds) x (Ienacity) x (Importance) x (natural patience)

We set normal importance at 1.0 and define it as those set of transactions for
most inclined to hop to a competitor, e.g. the purchase of a commonly available
the items are harder-to-find specialties, we assign importance of up to a factor o
stock trades an importance factor of two, but assign individual trades a low level
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Impact of page load time on average daily
searches per user
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‘ Impact of additional delay on business
metrics
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Shopzilla had another angle

- Big, hightraffic site - 16 month re-engineering
B100M impressions a day BPage load from 6 seconds
to1.2

B8,000 searches a second

I 0
B20-29M unique visitors a BUptime from 99.65% to
month 99.97%
B10% of previous hardware
B100M products needs
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Sessions to Google Clicks Ratio
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Traffic levels
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Bounce rate
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% New visitors
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Average time on site
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Pages per visit
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Conversion rate & order value

20.00%

16.07%

15.00%

10.00%

5.51%

5.00%

0.00%

Conversion rate Order value

-5.00%

-10.00%

Change in shopping cart metric

-15.00%

-20.00%




Justifying an investment in performance
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Justifying an investment in performance

*
$10,000 (01607 + 00551) $2.158 2317

— = — davs
$50,000 $50.000 Y

Caveats
Your mileagewill vary
This is just how to think about it
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Conclusions

Links between performance and business KPlIs are

undeniable
By talking the same language, IT and marketing can
finally agree on what to do about it
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More research is needed
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More information

Hooman Beheshti
hooman@strangeloopnetworks.com
http://www.strangeloopnetworks.com
Twitter: @strangeloopnet

Alistair Croll
acroll@bitcurrent.com
http://www.watchingwebsites.com
Twitter: @acroll



