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Primary FiltersPrimary Filters



What we learnedWhat We Learned

Visual Navigation encompassed too many types of filter variations that 
aren't directly related. Images were not curated and were too broad, 
duplicative and lacked a consistent visual language. This solution does 
not aid in guiding or educating the customer.



EXAMPLEExample



ADDITIONAL LEARNINGAdditional Learnings

80%
FILTERS NEED TO BE DYNAMIC

80%+ of filtering needs for a given product 
category can be algorithmically generated by 
our Data Science team. 
 

Our CEX team will be able to tweak the model 
using a new Athena tool based on trends 
outside the model.

CANNOT MULTI-SELECT 

Our current tech stack doesn't allow for true 
multi-select and relies on refreshing the page 
which is the equivalent of a new query.



We can leverage UI elements such as drawers 
to keep customers in the search journey and 
allow them to make choices without multiple 
page refreshes.

VISUAL GUIDES

Customers responded overwhelmingly positive 
for the addition of visual aids in guiding their 
search.



These visual aids can help guide and educate 
customers on our assortment making them feel 
more confident that they’ve chosen the right 
product.



ADDITIONAL LEARNINGSAdditional Learnings

SCALABILITY
Our solution needed to be scalable. Not only do 
we have to account for a backlog of digital 
assets that would need to be created for every 
product category, but determine proper 
placement of Primary Filters among the various 
PLP types that exist.

REDUCE COGNITIVE LOAD
Our current intangible filters, aside from Get It 
Fast, have incredibly low engagement (under 
2%) and take up precious vertical real estate 
and added cognitive load.

KEEPING IT SIMPLE
E-commerce trends and our competitors have 
opted to go towards a minimalistic pattern of a 
few filtering options. 



Where we have the edge is the addition of 
useful and educational visual assets to 
accompany our filters options when it makes 
sense.



SOLUTIONSOLUTION



NOTABLE CALLOUTSNotable Callouts

ENCHANCED GUIDANCE

The Retail Media team is working to create an 
arsenal of visual assets to show guidance and 
educational relevance.

REDUCED VERTICAL SPACE

Primary Filters offers a significant decrease in 
usage of vertical space, most importantly on 
mobile.

GREATER FOCUS ON HIGH 
PERFORMING FILTERS

Algorithmically surfacing filters that are higher 
performing and more relevant vs presenting 
filters that carry little to no engagement.



NOTABLE CALLOUTSNotable Callouts

INCREASED PAGE 
PERFORMANCE

Rather than increasing page load times by 
loading more visual assets, these assets will be 
loaded on-demand in a context specific 
drawer.

IMPROVED FILTER HIERARCHY

With multiple filtering initiatives we’re been able 
to create strategy around filtering hierarchy. 



80%+ of attribute filtering needs will be me 
by Primary Filters.

Fulfillment filters which has the lion share of 
filter usage overall will be receiving new 
styling and prominent placement.

For any additional filtering needs beyond 
what’s presented, the filter drawer will serve 
as that final tier of filtering. 

COMMON INTERACTIONS ON 
DESKTOP AND MOBILE

This solution will be consistent regardless of 
the customer’s choice of screen. The hierarchy, 
the interactions, and improvements will be felt 
on any device.
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DESKTOPDesktop



FILTER DRAWER FILTER DRAWER UPLEVEL



DISCOERY ZONESWhat are Filter Drawer Uplevels?

In order to complete the Primary Filters E2E Experience we had 
to take a look at how the current filter drawer experience 
behaved and define how the future state filter drawer 
experience should be like to ensure we’re able to offer a 
consistent and intuitive experience for our customers across 
mobile, app, and desktop views.



What we learnedWhat We Learned

INCONSISTENCY

The Filter Drawer is severely inconsistent 
today throughout app, mobile web, and 
desktop experiences from an inconsistent look 
and feel, to interactions and layouts.

HARD REFRESHES

Upon selecting a filter option, a hard refresh 
occurs on the PLP which is jarring. It can also 
vary depending on the medium you are viewing 
the filters.

NO MULTI-SELECT

Our current platform does not offer an intuitive 
multi-select capability. Therefore it is very 
difficult help the customer narrow down their 
choices with ease.



NEW FILTER DRAWERSNEW FILTER DRAWERS
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FULFILLMENT FILTFulfillment Filters



What we learnedWhat We Learned

55%
ENGAGEMENT SITEWIDE

Fulfillment filters make up approximately 55% of all sitewide 
filter engagement, but are not highlighted as well in terms of 
placement/design as similar filters on competitive sites



CompetitorsCompetitors



ScopeScope

We will only update the design & placement of the fulfillment filter. 
The logic of the filter will stay the same as today.



SOLUTIONSOLUTION
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BUY IT AGAINBUY IT AGAIN



WHAT IS BUY IT AGAINWhat Is Buy It Again?

Buy It Again is an experience that allows customers to easily 
find and re-purchase products they frequently purchase.

PROBLEM STATEMENT

I am a Home Depot customer, trying to repurchase items, but I 
cannot find these items because they're hard to find on PLP 
which makes me feel frustrated.



What we learnedWhat We Learned

PRO REPURCHASE RATE (ANNUAL BASIS)

65%



What we learnedWhat We Learned

RATE FOR ITEMS PURCHASES 4+ TIMES

44%



SOLUTIONTEMP SOLUTION W/ CORE UI
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SOLUTION SOLUTION W/ STENCIL
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DISCOVERY ZONESDISCOVERY ZONES



DISCOERY ZONESWhat are Discovery Zones?

Discovery zones are areas on the product landing page where 
the user can view item recommendations based on their search. 

The goal of discovery zones are to help users discover new 
products or options that they may not have otherwise 
considered, and provide a more personalized and engaging user 
experience.



TRENDING CAROUSELTRENDING CAROUSEL
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RETAIL MEDIA BANNERRETAIL MEDIA BANNER



D
es

ig
n 

P
ha

se



ZONE PLACEMENTSZONE PLACEMENTS



NEW
EXPERIENCE
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DESKTOP TABLET TABLET PORTRAIT MOBILE
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SERVICE BANNERSERVICE BANNER & PODS
CONCEPT



What we learnedWhat We Learned

Content relevancy and governance issues for the Content 
card have resulted in low engagement (2%) and high bounce 
rates. This impacts the usefulness of this feature for the 
customer and doesn't warrant such high placement on the 
PLP.



CURRENT
EXPERIENCE
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SERVICE
BANNER & PODS SoLUTION
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CONNECTING DOTSCONNECTING ALL THE DOTS
Browse PLP Experience

Search PLP Experience

Tableview PLP Experience



BROWSE PLPBROWSE PLP











SEARCH PLPSEARCH PLP









TABLE VIEW PLPTABLE VIEW PLP





Q&AQ&A



THANK YOUTHANK YOU


