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Purpose: 
To encourage wegmans.com visitors to sign in the Shopping List was changed to require sign-in for all types of uses. 
Previously a visitor could build and print a shopping list anonymously. 
 

Goals: 
• 25% Visit Sign-in Rate for all site traffic, increased from previous 3.6%. 
• Increased number of shopping list builders which can be tied to visitor in-store shopping behaviors. 
• Increased frequency of Shopping List usage. 
 

Timeframes: 
The date ranges vary by chart according to when the particular data started to become reliably available. The earliest 
date included is 01/16/2011 and ends 06/04/2011. 
 

Type of Shopping List Adds: 
Unless otherwise noted this analysis looks at only the adding of individual items. The ‘add ingredients’ functionality 
where multiple items are added simultaneously is not included. 
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Signed-in Users Profile for the Top 30* 
  

• 78.8% of all Signed-in Users are in the Top 30 
• 52.9% are Foodies. 
• 36.9% are Families. 

 

• Have slightly more children in the Household which are a little bit older than the average Core Shopper. 
• Are 2.5 years younger than average. 

 

*Top 30 references the top 3 customer deciles based upon average weekly spend over the previous 52 weeks 
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Signed-in Users Location for the Top 30 
  

• NY only has 42.7% of list builders but 61.5% of stores. 
• Maryland has a very high penetration rate of 11.4% of list builders while it only has 2.6% of stores. Part of this 

may be explained by the high traffic for the new store which opened in Frederick, MD on June 5. 
• Massachusetts doesn’t open its first store until Fall 2011, yet already has customers trying to build lists.  
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Signed-in Users of Shopping List – 01/16 thru 06/04 
 

• 35,926 – Total count of Signed-in Users who added at least one individual item to a Shopping List. 
 

• 28,336 – Total count of Signed-in Users who added at least three individual items. 
 

• 22% – Percent of all Users who used the  
              shopping list more than one week. 
 

• Signed-in users who used the builder 
   only one week increased 5 points post 
   update. 
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Signed-in Users of Shopping List 
This is a weekly count of Signed-in users who added at least one item 
 

• There was a large spike starting during the last half of week ending 4/30. 
 

• The Frederick opening created a small additional bump for the three weeks prior to opening, but by 
week ending 6/4 Frederick counts were down to 154 users. 
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Signed-in Users of Shopping List 
This is a weekly count of Signed-in users who added at least 3 items compared to the total count of 
users 
 

• There was a large spike starting during the last half of week ending 4/30, corresponding to the start 
of the Shopping List contest announcement and update to the site. 
 

• Prior to the April change 3+ items adders averaged 83% of total, post change they averaged 78%. 
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Trial-Repeat of Signed-in Users 
The first week a customer uses the shopping list while signed-in is considered a Trial, any subsequent 
visits are considered a Repeat. 
 

• There was a large spike starting week ending 4/30 in the number of Trial users. A small portion of 
these are likely attributed to some customers who had used the shopping list previously but had 
never signed in. 
 

• Post change there was a 100% increase in Repeat users for several weeks, but that started to drop 
during the last week. 
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Count of Items Added 
It is not uncommon for a customer to add the same item multiple times during a week, so this chart 
was filtered down to unique items to account for that. It also only looks at ‘engaged’ users defined as 
those who added 3 or more items that week. 
 

• There was about a 25% drop in the average number of added items starting week ending 4/30. By 
the last week that had risen back to the previous normal. 
 

• Customers who are engaged with the shopping list are generally building rather large lists. 
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Types of Items being Added 
This is the average percentage of ‘engaged’ Users who added 
at least one item from a Department to their weekly list.  
 

• 83.5% of Weekly Lists contain Grocery Dept items. 
 

• Health & Beauty Care has the highest non-food 
penetration at 25.5%. 
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Types of Items being 
Added 
This is the average percentage 
of ‘engaged’ Users who added 
at least one item from a 
Category to their weekly list, 
compared to All Top 30 
Shoppers in-store purchase 
penetration. 
 
• These are items added to a 

list during the week being 
averaged. It’s curious that 
‘staple’ items such as Milk 
and Bananas are added 
weekly at a much lower rate 
than customer buy them. 
This is most likely because of 
a combination of two things: 

1. Many customers don’t 
add things they 
normally buy anyways. 

2. Some customers are re-
using lists which have 
many of their staples 
already on them. 
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Pages/Sections being Added From 
This shows a percentage of total item adds for different pages/sections. For areas where there are a 
large number of individual pages these have been grouped into ‘sections’, i.e. all Product Detail 
pages are listed under ‘product details’. 
 

• These was a definite shift in where products were being added from. The most popular page, 
‘shopping:products’ (product search page), increased 10 points to 90%+. 
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Shopping List Prints 
This is NOT filtered by Sign-In only.  
 

• There was a dip just prior to the Shopping List upgrade. 
 

• After the initial spike in Prints by week of 6/4 the print count returned to the pre-upgrade weekly 
average. 
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Shopping List Prints - Options 
This is NOT filtered by Sign-In only. These 
metrics only started to be measured after 
the shopping list update in April. 
 

• 33% of List Prints have Images turned Off. 
 

• Only 3% of List Prints have Recipes turned 
On. 
 

• 18% of List Prints have the Store Map 
turned On. 
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Add Ingredients to Shopping List 
This is NOT filtered by Unique Users, but rather a raw number of times the Add-Ingredients button 
was pressed. 
 

• After the upgrade the count of Add-Ingredients by signed-in users increased 100%, but the 
overall weekly count decreased 57%. 
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Recommendations: 
 

1. Increase Focus on Foodies and their preferences. The users of the list skew towards this group, and will 
certainly increase this percentage when recipe ingredients activity is eventually included in the data feed. 
• Increase presence/focus of Recipes recommendations within Shopping List areas. 
• Tie in recommendations to current shopping list entries and also past purchase behaviors (which the 

system has access to). 
• Increase of Recipes for Regional Tastes. As Wegmans enters more geographically and ethnically diverse 

areas the regionality of recipes and their ingredients is increasing. Match recommendations and 
suggestions to match accordingly. 

• Recommend Natural and Organic versions of products in list. Foodies show a strong preference for these 
types of options, which have a higher profit margin. 
 

2. Highlight/Recommend Seasonal Fresh Produce which fits the visitors profile and past purchase behavior. 
Customers are buying produce at a much higher rate than they add them to their online lists. Letting them 
know what seasonal produce is currently available will help them better prepare for their shopping trip and 
broaden their purchase variety. This categories quality is a major differentiator for Wegmans, especially the 
emphasis put on Local Farms, so increasing exposure and sales ultimately increases loyalty. 
 

3. Recommend Wegmans Brand Alternatives. Customers show a strong willingness to switch to the store brand 
even after adding a national brand to their lists. Store brands have a much higher profit margin while saving 
the customer money.  
• The recommendation should include the cost savings. If a customer makes the decision to switch before 

they go into the store it increases the likelihood that they will stay with the store brand.  
• Wegmans Brand Alternatives should be highlighted on Search results as well as PDP pages. 
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Recommendations: 
 
4. Add Past Purchase list recommendations. Most customers have a fairly limited number of items they buy 

consistently over time.  
• Having a quick and easy way to access their ‘favorites’ and ‘usuals’ will make list building vastly easier 

and quicker. 
• For ‘staples’ and ‘pantry items’ put in logic which looks at a customers frequency of purchase and have 

a selection of items which appear to be coming due for restocking. 
 

5. Add Price Calculator for list. For people who like to budget this will be very useful and increase their repeat 
usage of the tool. For weight based items (Produce, Meat, Deli, etc) provide a new field for weight desired. 
This will by necessity have a ‘total estimated’ disclaimer, but customers understand that when they are 
buying weight variable items. 
 

6. Standardize design of Shopping List functionalities between the website, mobile site, and Wegmans App. 
Currently they all have a different flow, look, and functionality quirks. This is confusing to consumers. They 
should all work as similar as is technically possible. 
 

7. Add Barcode scanning to Mobile App so customers can add or switch items while in the store.  
• Paired with the Price Calculator this can serve as a very easy and quick order tally.  
• Have the option to add an item as ‘for future’. Customers often see a product while shopping which 

they would like to buy, but for various reasons do not want to purchase it during the current trip. Many 
of these may be impulse purchase desires, which are important incremental sales. Having this option 
increases the likelihood of remembering that product for the next trip. This option would remove the 
item from the current tally. 
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