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° In the competitive world of e-commerce, a seamless
EXCCUtIVC Summary digital experience is critical to commercial success.
Today’s consumers expect more than just functional
websites; they demand journeys that are intuitive and
emotionally resonant. User Experience (UX) and User
Interface (Ul) design are the foundation of this
perception, shaping how users interpret a brand online.

UX and Ul do not exist in isolation. The most impactful e-commerce
experiences align design strategy with brand identity. For luxury brands,
where image is as vital as the product, refining each touchpoint ensures
every interaction reflects the brand’s values and fosters deep rooted
affinity.

This whitepaper details a collaboration between Victoria Beckham and
By Association Only (BAO) that began in 2023. It demonstrates how
strategic optimisations drive growth while preserving and amplifying the
aesthetic of a global fashion house.
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I j bl bt I * Through a strategic retainer model, BAO identifies growth opportunities
Sta IS lng using real world data and applies brand first solutions. Success is driven
by a philosophy of continuous refinement, ensuring every design choice

Digital Authority is both on brand and conversion driving.

UX and Ul are the primary tools for shaping customer sentiment. An
effortless digital environment builds trust, while friction can undermine
the brand's promise of quality.

Ul is the visual voice:

Typography, palette and whitespace must align with the brand’s
personality and reflect its core values.

UX is the brand's manners:

It determines if a journey feels thoughtful and bespoke or demanding
and cold.

Research from Deloitte indicates that digital interactions now influence
over 70% of luxury purchases. In this retail landscape, exceptional UX
serves as a primary differentiator, ensuring that the sophisticated ease of
the Victoria Beckham brand is felt at every stage of the funnel. By
avoiding the rushed feel of mass market retail, the online flagship
protects its premium positioning during peak conversion moments.
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Introducing the
Victoria Beckham
Online Flagship

Founded in 2008, Victoria Beckham has evolved from a
collection of dresses celebrated for their cut and fit into a
powerhouse global name. The partnership with BAO
focuses on the online store for the fashion house,
encompassing ready to wear, footwear, eyewear and
leather goods collections.
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Introducing the
Victoria Beckham
Online Flagship

The Victoria Beckham brand is unique in that it is intrinsically linked to
the Creative Director’s own persona. Developed at her London atelier, the
brand forms the basis of the modern woman's wardrobe with versatile
and wearable pieces. Victoria is globally recognised for having an
exceptional eye for detail and an uncompromising commitment to
quality.

Because the brand is so well known globally, the website must be an
authentic digital extension of this world. This requires UX/UI
optimisations that manage the balance between an inspiration seeking
audience looking for brand storytelling and a conversion focused
audience looking for a direct path to purchase.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Shared Standards: A

Commitment to
Precision

Optimisation Without Compromise o7

A luxury brand built on precision requires a partner that mirrors that
same standard. Just as Victoria Beckham is known for a meticulous eye
for detail, BAO applies a similar level of scrutiny to every digital
touchpoint.

Optimising the UX for a luxury house means understanding that there is
no detail too small to affect brand perception. This shared commitment
to quality ensures that strategic optimisations, from typography
weighting to grid updates, are never an afterthought. Instead, they are
woven into the fabric of the site, delivering on performance goals while
retaining the brand’s look and feel.
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The Digital Store
Window: Homepage
Evolution

While the homepage serves as the digital store window for any e-
commerce brand, the stakes are uniquely high in the luxury sector. For
these brands, the flagship is more than a navigational landing; it is a
primary touchpoint for global perception. It provides the first critical
impression for new customers who may never have stepped into a
physical boutique. The homepage must immediately convey the brand's
world, establishing authority and desirability through visual narrative.

BAO's initial audit revealed that the vast majority of sessions to the
Victoria Beckham homepage were from first time users. For new visitors,
the homepage determines whether they continue or abandon their
journey. The UX must guide them from curiosity to consideration without
the friction of a traditional "salesy" interface. By balancing atmospheric
storytelling with clear paths to discovery, the digital store window
translates the luxury retail experience into a high performance digital
environment.

For new users, the homepage must function as an onboarding
experience. Storytelling is the mechanism that bridges the gap between
brand discovery and commercial intent.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Strategic Homepage
Optimisations

Immersive Hero Banner:

Presently, the primary hero banner features high resolution video of
the recent catwalk show. This immediately immerses the visitor in the
brand’s world and the movement of the collection without delaying
site performance.

Product Discovery:

Drawing on the experience working across a diverse portfolio of
luxury brands, BAO worked together with Victoria Beckham to
introduce a new section incorporating curated product collections.
This allows users to see and engage with the product earlier in their
journey, fostering a shoppable mindset, providing a preview of the
collection before they navigate to a PLP or PDP.

Copyright 2026 BAO Agency Ltd.
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Strategic Homepage
Optimisations

Leveraging Persona:

A key evolution BAO introduced is the "As Worn by Victoria" concept.
By leveraging the Creative Director’s persona directly on the
homepage, the brand provides authentic authority. It moves beyond
generic fashion imagery to show the product in a lived, aspirational
context, replacing aggressive sales tactics with a curated narrative.

Refined Padding and Density:

Providing space for campaign and product imagery to breathe is a
priority for an intentional brand like Victoria Beckham, however
balancing this is an art form that is essential when directing customer
focus and maintaining engagement. To remedy this, unnecessary
white space was audited and reduced. Spacing and visual density
were optimised to ensure high impact content. The homepage now
features macro close ups of garments, showcasing craft and
materiality, all wrapped in a grid that encourages effortless
exploration and visual harmony

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Designing Better
Search: Turning
Intent into Action

Search is a moment of explicit intent where a user is
telling the brand, very clearly, what they want. This is a
fundamentally different behaviour to browsing, which is
often exploratory and more forgiving. The role of UX/UI
influences whether that initial intent converts.

According to Shopify’s Luxury Digital Playbook, high
intent luxury consumers view efficient site search as a

digital concierge service; the speed and relevance of
results are now key indicators of a brand's commitment
to quality.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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InSIghtS Conversion Lift:

Sessions with Site Search converted 220% higher than those without.

’ ' i AOV Premium:
BAO’s analysis revealed that while search was IEISD

underutilised, it held significant commercial value: Orders resulting from search had an AOV up to 71% higher than the
site wide average.
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Phase 1: Increasing Mobile
Visibility

Optimising search on Mobile was a priority with the goal of boosting
usage. Industry data from Forbes suggests that Mobile shoppers are
increasingly "search-dominant," and prominent visibility is critical to
preventing session abandonment during high intent "micro-moments." In
the luxury sector, where expectations of service are highest, providing an
immediate path to the desired product is a prerequisite for retention.

Exposed Search Bar:

The search icon was replaced with a completely exposed, full width
box.

Data Led Prompts:

The box was prepopulated with keywords based on actual search
data, suggesting relevant terms to drive engagement.

Navigation Efficiency:

Reconfiguring the search icon allowed for the introduction of a
wishlist icon in the Mobile navigation, adding further utility without
clutter.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Phase 2: Optimising the
Discovery Experience

Design updates were tracked through Google Analytics, revealing a 107%
increase in total search users and a doubling of revenue attributed to
search when comparing the time periods before and after the
deployment. To accelerate this, BAO introduced two further refinements:

Menu Integration:

Search was exposed within the Mobile burger menu, capturing users
who look for help within the primary navigation.

Enhanced Overlay:

The search overlay was redesigned to use the full width of the Mobile
screen. By shifting from a single column to a full width format, product
cards were brought above the fold, allowing users to see results
instantly without scrolling.

The images opposite showcase the before and after design for the By streamlining the path to discovery, the brand has effectively bridged
Mobile search overlay. Upon first click, trending searches now occupy the the gap between intent and action. This overhaul helps customers find
full width of the screen, leveraging rich content to highlight popular products with the ease and speed expected of a luxury house,
collections and inspire users to continue their journey on site. transforming a functional tool into an premium brand service.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Elevating the
PLP Experience

The Product Listing Page (PLP) is a critical touchpoint
for navigating the product catalogue. Rather than just
being a navigational step, the PLP often serves as the
primary entry point for the brand. For Victoria Beckham,
a significant percentage of sessions originated on a PLP.

Great UX/Ul is essential here to make choosing feel easy, confident and
on brand. A strong PLP is designed to support a seamless user journey,
either guiding users into the deeper brand narrative of the PDP or, where
appropriate, facilitating an immediate path to purchase for those with
clear intent.

Research from the Baymard Institute suggests that the ability to find a
specific item is the most influential factor in user retention. Even minor
structural issues in category navigation often lead to direct site
abandonment, as users perceive a lack of curated ease as a failure of the
brand's service promise.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Insights

Analysis of user behaviour on the PLP highlighted a
opportunity for improvement:

Copyright 2026 BAO Agency Ltd.
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Dwell Time:

We agreed a goal to improve the average time spent on PLPs to
comfortably surpass the benchmark for luxury competitors.

PLP Exposure:

A large number of users were not making it down to the bottom of the
page.

PLP Quick Add:

BAQ’s internal benchmarking across fashion clients shows that up to
17% of Add to Carts were triggered directly from the PLP. While the
Victoria Beckham Desktop experience allowed for this, the Mobile site
lacked a Quick Add solution, forcing users into a longer path to
purchase.

VICTORIA BECKHAM
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Optimisations

To increase PLP engagement without compromising the
brand's aesthetic, BAO implemented a series of
updates:

Optimised ‘Above the Fold’ Impact:

Reduced page depth on Mobile to ensure more products were visible
immediately upon landing. This provided the user with an instant
sense of the collection's breadth.

Full Width Immersion:

Maximising screen real estate helped leverage the brand’s high
quality assets and a reduced gap between product cards provided a
more modern look and feel.

Shoppable PLPs:

BAO introduced Quick Add functionality on Mobile meaning users
don’t have to visit a PDP in order to add to cart.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Optimisations

Discoverability:

Introduced quick links to allow users to easily filter and refine the
product assortment.

Ul Refinement:

Reduced weight of wishlist icon, removed bolding of price

Intuitive Design:

Relocated filter and sort button to right on Mobile to make it easier for
the majority of users to reach with their thumb.

Copyright 2026 BAO Agency Ltd.
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Measurable Results

When reviewing current PLP performance against the
preoptimisation baseline:

Engagement Lift:

Time spent on PLPs is now four times as high.

Conversion Efficiency:

The proposition of Add to Cart events being triggered on PLPs now
exceeds the industry benchmark.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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The PDP: Aligning
Product Storytelling
with Conversion

Optimisation Without Compromise

The PDP is the moment of justification, where shoppers
decide whether the brand is worth the investment. For
luxury brands, UX and Ul determine whether that
moment feels premium, considered and worthy of the
price point. Research from McKinsey & Company
describes the digital flagship as the new "store window,"
where the product page must serve as a source of
validation.

On a PDP, UX and Ul communicate brand values without
words through ensuring the typography feels elevated,
the image treatment reflects craft and attention to detail
and key information is easy to find.

20
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IIlSightS Shop the Look:

In a physical boutique, styling expertise naturally encourages
customers to shop a complete look, boosting AOV whilst reinforcing
brand authority. BAO’s audit revealed that while AOV had been
climbing YoY, there was an opportunity to accelerate this success.
Online, styling recommendations were buried within dense product
descriptions, failing to replicate the attentive guidance provided by
in-store experts to build a full ensemble.

The primary objective was to boost the Add to Cart
Rate by addressing pain points in the decision making
Process.

Conversion by Device:

The Add to Cart Rate on Mobile was lower than on Desktop. While a

disparity is expected, the margin exceeded e-commerce

benchmarks, indicating an opportunity to optimise the Mobile

experience. Styled with the Wide Leg Trouser and the Chain Belt

Collection Discovery:

Users lacked clear visibility of alternative colourways and
complementary pieces, limiting the brand’s ability to cross sell and
showcase the full scope of the range.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Optimisations

To bridge the gap between inspiration and transaction,
BAO implemented several strategic UX/Ul optimisations:

Visual Merchandising:

Introduced colour swatches directly on the PDP to inform users of
additional variants, driving immediate product discovery.

Dedicated Styling Section:

Previously, users may have struggled to identify and shop specific
items within the main product imagery. To improve the experience on
site, there have been numerous iterations of the ‘How to Style’ section,
now powered by Stylitics.

Copyright 2026 BAO Agency Ltd.
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Optimisations

Driving Conversion:

BAO sped up the sticky Add to Cart interaction on Mobile as there
was previously a short but visible period where there wasn't a CTA
present.

Copyright 2026 BAO Agency Ltd.
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Optimisations

Refined Layout:

Prioritised product led design by placing emphasis on large, high
quality imagery to demonstrate craftsmanship. Minimalist layouts
ensures the interface does not compete with the product, whilst
essential information is presented in a clear, digestible format. This
approach mirrors a luxury boutique, where items are afforded
generous whitespace and room to breathe.

VICTORIA BECKHAM
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Measurable Results

Performance Trends:

Analysis of the Shopify UK store over the most recent 30 day period
shows an Add to Cart rate 99% higher than during the initial BAO
Audit. While overall performance is influenced by a range of seasonal
and commercial factors, this positive trajectory indicates the
strategic Ul refinements have also been a factor in increased
performance.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Mitigating Returns:
Size & Fit Education
on PDPs

Optimisation Without Compromise

Returns represent a critical commercial challenge in
luxury e-commerce. BAO identified an opportunity to
improve Victoria Beckham’s profitability by addressing
sizing uncertainty, a primary driver of purchase
hesitation and post sale dissatisfaction.

Data from the PwC Global Consumer Insights Survey
suggests that incorrect fit and sizing remain the primary
drivers of returns in apparel, contributing to as much as
'T0% of all return volumes. In the luxury sector, reducing
uncertainty through proactive sizing educationis a
necessity for advancing margins and brand reputation.

26
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Insights

Data analysis (Narvar 2024 - a post-purchase CX tool) highlighted the
commercial impact of sizing ambiguity across key markets. The volume
of returns had increased across all online stores with the majority of
return reasons relating to sizing.

Behavioural Insights

To determine whether users were actively interacting with the sizing
tools, Microsoft Clarity Heatmaps were studied to monitor existing user
interaction. The exercise was designed to review engagement levels with
the existing Size Guide CTA on PDPs.

For categories like denim, the Size Guide emerged as a primary driver of
engagement. Specifically, the Size Guide was the most clicked element
on the bestselling ‘Alina Jean’ Mobile PDP, INT Store. This high level of
interaction proved that users were actively seeking fit guidance,
providing the mandate to overhaul the tool's design and functionality.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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The Solution:

Building Confidence
through Ul

A Size Guide plays a functional, emotional, and
commercial role. Its UX and Ul directly affect brand
perception as well as impacting conversion and returns.
The guide was reimagined to transition from a passive
information table to an effective fit education tool:

Copyright 2026 BAO Agency Ltd.
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Redesigned Experience:

The Ul was updated with a tabbed approach for localised, product
specific information, grounded visually by pulling through primary
product imagery.

The Style Indicator:

A slider was introduced to visually communicate silhouette, driven by
back-end product metafields classifying garments as Fitted, True to
Size, or Loose.

Aesthetics:

The previous guide was identified as text heavy and visually
inconsistent with the brand. The new Ul replaced dense blocks of text
with a clean, image led interface that makes the experience of finding
a size more intuitive and enjoyable.

Copyright 2026 BAO Agency Ltd.
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1/2

Impact and Ongoing
Refinement

Initial post deployment data vs the previous period showed a decrease in
return volume and refund value across both UK and US stores. Sizing
however remained the primary reason that customers state for a return,
highlighting that there would still be value in iterating and improving on
the sizing advice provided on site.

To maximise visibility and provide immediate confidence, fit information
from the style indicator was later surfaced directly on the PDP, positioned
above the primary CTA. This ensures that even users who do not interact
with the full size guide remain informed on garment fit at a glance,
reducing uncertainty at a critical stage of the conversion funnel.

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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d . A Size & Fit section was introduced within the accordion, detailing model
ImpaCt an OngOlng information such as height and what size they are pictured wearing.
Refinement

Copyright 2026 BAO Agency Ltd. VICTORIA BECKHAM
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Strategic Conclusions
and Key Takeaways

Strategic UX and Ul optimisations are fundamental to
establishing a successful brand experience that
translates vision into e-commerce performance. For
Victoria Beckham, the digital flagship is not merely a
sales channel; it is a primary touchpoint for global
perception.

Copyright 2026 BAO Agency Ltd.
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The collaboration detailed in this whitepaper highlights four essential
pillars for success:
Continuous Refinement:
Growth is achieved through numerous, incremental steps. Cumulative
evidence based changes, such as exposed search and updated size
guides, drives conversion without compromising the brand’s
signature aesthetic.
Behaviour Analysis:
ldentifying specific friction points through tools like Microsoft Clarity
ensures every update is a purposeful response to real world user
activity.
Invisible Efficiency:
The best luxury UX is unnoticed. Removing friction via intuitive
features such as "Quick Add" allows the product and brand vision to
remain the primary focus.
Brand Integrity:
Performance gains must never dilute the signature aesthetic. Great
UX and Ul design ensures commercial growth supports, rather than
compromises, brand identity.

VICTORIA BECKHAM
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Closing Thoughts
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Ultimately, the partnership between BAO and Victoria
Beckham demonstrates that a data informed, brand first
strategy is the most effective way to drive commercial
growth while protecting the heritage of a global fashion
house.

The collaboration with Victoria Beckham’s e-commerce
team provided a unique opportunity to align with a
group that possesses an uncompromising vision for
modern luxury. Their proactive approach to the user
experience demands a high degree of technical agility,
pushing the boundaries of what a digital flagship can
achieve.

VICTORIA BECKHAM
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“Creating functional and
transactional websites is only part
of the equation. Successful brand
led design ensures that the user
journey Is cohesive, seamless, and
on-brand, transforming the site
iInto a memorable and trustworthy
experience.”

Yoc Codrington — Art Director at BAO

Optimisation Without Compromise

"Our retainer has really helped
Victoria Beckham set a firm
foundation. BAO's guidance and
expertise has resulted in
continued growth in sales. Thank
you once again for your support
and looking forward to continued
SUCCEeSS'”.

Stan Khatri — Director of Operations and IT at Victoria Beckham
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Luxury in the Age of Digital Darwinism.
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PwC:

Global Consumer Insights Survey.

Google Analytics (GA4):

Proprietary session data and conversion path analysis for Victoria
Beckham.

Findify Insights:

Performance reporting for AOV premiums and search-attributed
revenue.

Narvar:

Logistics analysis and historical returns data (July 2024) across global
territories.

Microsoft Clarity:

Session replay and heatmap data used to identify fit-related friction
points and user interaction benchmarks.
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