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Abstract 

 

How can a business drive traffic to its website and improve visitors’ 

journey? 

The example of Decathlon UK 

 

Florent Montoya, B.A. Applied Modern Languages 

Université Sud Toulon-Var, 2015 - 2016 

 

Supervisor: Fraser McQueen 

 

Ayant effectué mon stage en entreprise dans le département en charge du Numérique à 

Decathlon UK, j’ai essentiellement travaillé sur le site decathlon.co.uk. Je présenterai donc 

l’entreprise, sa branche au Royaume-Uni, ainsi que le département dans lequel j’ai travaillé, 

sans oublier les missions qui m’ont été confiées.  

 

Concernant la problématique, j’ai choisi de m’intéresser à la façon dont une entreprise 

peut générer du trafic sur son site internet ainsi qu’aux méthodes à mettre en place pour 

améliorer la navigation des utilisateurs sur ce même site. En effet, aujourd’hui, avec l’essor du 

numérique et d’internet, il est nécessaire à toute entreprise d’avoir un site web efficace. 

Puisque Decathlon possède le site decathlon.co.uk, il servira d’exemple tout au long de ce 

rapport. De plus des chiffres tirés des données internes de Decathlon illustreront certaines 

explications. 

 

En premier lieu, j’ai choisi de me pencher sur les outils qui permettent d’attirer des 

visiteurs sur un site web. Plus précisément grâce à des actions sur les moteurs de recherche 

tels que Google ou Bing, sur des médias sociaux comme Facebook ou les blogs, et enfin grâce 

à la création d’un site web international. 



 

En seconde partie, je m’intéresserai aux techniques permettant d’améliorer 

l’expérience des utilisateurs sur le site internet. Pour cela je vais expliquer en quoi avoir un 

site adapté aux appareils mobiles est très utile aujourd’hui. Puis je développerai sur web 

merchandising, qui était au cœur ma mission à Decathlon UK et qui permet de faciliter la 

navigation des utilisateurs sur les différentes pages du site.  

 

Enfin je conclurai ce rapport en résumant brièvement les techniques étudiées afin 

d’augmenter le trafic sur le site web et comment améliorer la visite des utilisateurs. Je 

donnerai ensuite mes retours sur ce stage à Decathlon UK. 

 

 

 

 

  



Introducing the report 

 

     As an undergraduate student in third year of Applied Modern Languages at the University 

of Toulon, I had to do an internship in an English-speaking country. Since I did the first 

semester of my third year in ERASMUS in Scotland, in the United Kingdom, I tried to find 

and internship in the same country. To find it, I sent several emails to video game studios, to 

magazines dedicated to aviation and other famous companies such as Coca-Cola, Disney or 

Red Bull, to ask for an application within their marketing department. Almost no one 

answered me, and when they did it was to refuse. 

 

 I found my internship thanks to my experience and my network. Indeed I worked at 

Decathlon Fréjus, south of France, for three months in summer 2015. This allowed me to 

work also at Decathlon Breahead, next to Glasgow, during my ERASMUS stay. I wanted to 

work in Marketing, so I asked Amaury Wicquart, the store manager of Breahead, if he knew 

someone in charge of that at Decathlon UK headquarter. He sent an email to Siggy Simon 

asking if a position was available for an intern and asked me to send my CV and cover letter 

to him. Soon I received a positive answer from Siggy Simon, responsible for the Digital 

Department of Decathlon UK, to work there, mainly in Web Merchandising. We arranged an 

internship between April 4th and May 27th at the Decathlon Services office, in front of 

Decathlon Surrey Quays store in London. 

 

 Working within the Digital Department has taught me a lot. Since I worked on improving 

the website and the visitors’ experience, I found obvious to write my report about websites. 

More precisely, this report is going to focus on how a business can lead traffic to its website 

and improve visitors’ journey. On the first part of the report, I will introduce Decathlon as a 

company, I will present a short market study and explain my task within the office. Then, on 

the second part, I will start with the different ways to increase the online visibility and 

accessibility of the website, and, after that, I will describe the different ways to enhance users’ 

journey when browsing on the website.  



Table of Contents 

 

PART 1 - PRESENTATION OF THE COMPANY AND DESCRIPTION OF MY TASKS ...... 1 

Chapter I - Overview of Decathlon: from one store to over 1,000 ......................... 1 

A - Story of the creation ................................................................................. 1 

B - Decathlon in 2016 .................................................................................... 2 

C - Decathlon in the United Kingdom ........................................................... 3 

Chapter II - Market Study ....................................................................................... 4 

Chapter III - Decathlon’s Digital Department and my tasks ................................... 5 

A - the department .......................................................................................... 5 

B - My tasks ................................................................................................... 6 

PART 2 - HOW DOES A BUSINESS DRIVE TRAFFIC TO ITS WEBSITE AND IMPROVE USERS’ 

JOURNEY? THE EXAMPLE OF DECATHLON UK. ............................................ 9 

Chapter I - Introduction ........................................................................................... 9 

Chapter II - Driving traffic to the website ............................................................. 10 

A - Search Engine Marketing (SEM) ........................................................... 10 

B - Social Media ........................................................................................... 15 

C - International website .............................................................................. 19 

Chapter III - Improving visitors’ experience ......................................................... 21 

A - Mobile website ....................................................................................... 21 

B - Web Merchandising ............................................................................... 24 

Chapter IV - Conclusion ....................................................................................... 30 

Concluding the report ............................................................................................ 33 

Appendices ................................................................................................................  

Bibliography ..............................................................................................................  

  



List of Tables 

 

Table 1: "Decathlon SWOT analysis" .............................................................. 4 

 

 

List of Figures 

 

Figure 1: "Decathlon market analysis" .............................................................. 4 

Figure 2: "Digital tools used at Decathlon" ....................................................... 6 

Figure 3: "Number of users of main social media" .......................................... 18 

 

 

List of Illustrations 

Illustration 1: "Decathlon ad": "Le Livre Des 40 Ans." media.decathlon.fr ...... 1 

Illustration 2: "Decathlon in the UK": decathlon.co.uk/decathlon-stores .......... 3 

Illustration 3: "Global the internet use": "Digital 2016 Report Reveals New Year 

Statistics." digitalagencynetwork.com.......................................... 9 

 

 

 



 1 / 33 

PART 1 - PRESENTATION OF THE COMPANY AND DESCRIPTION 

OF MY TASKS 

 

Chapter I - Overview of Decathlon: from one store to over 1,000 

A - STORY OF THE CREATION 

 

 This year, in 2016, Decathlon celebrates its 40th anniversary. The company was founded in 

1976 in Englos, a little town in Nord-Pas-de-Calais, in the north of France. Today, the firm is 

headquartered in the same region, but in the city of Villeneuve-d’Asq, next to Lille (1 "Le 

Livre Des 40 Ans."). 

 

 Decathlon was set up by Michel Leclercq, supported by six of his friends. They were all 

young and practiced different sports. Since more and more people were signing up to join 

sport clubs, they quickly made up their mind about opening a sport store. Their first products 

were dedicated to cycling, football, horse riding, tennis, running and some other sports. The 

purpose of the company was simple: to give people access to several sports. 

 

 With this dozen sports displayed in the store, calling the company Decathlon seemed 

obvious to the founding entrepreneurs. Indeed, in a decathlon event, participants must achieve 

different challenges involving ten sports. Nowadays, the organisation sells goods for over 70 

sports such as golf, hunting, diving, volleyball, table tennis, and a lot more.  

 

 In order to make the access to sport easier, the first store opened 

in the commercial area of Englos. Choosing a commercial area 

ensures not only a huge flow of people but also visibility. With 

thousands of customers passing by, the group is able to show its 

stores and attract customers’ curiosity. Since this strategy is 

effective, Decathlon has always opened its stores in commercial 

areas with a large amount of visitors.  
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 Decathlon proposes famous brands, but also “Passion Brands”. In order to make sport 

accessible, the group started by selling famous brand products such as Nike or Adidas cutting 

down the prices. However, as the Decathlon fame kept increasing, the company created its 

own brands called Passion Brands. The retailer designs and sells articles under the name of 

B’Twin for bikes, Kipsta for team sports, Domyos for fitness, Caperlan for fishing, etc. 

Nowadays, the group owns 19 Passion Brands (See appendix n°1).  

 

 At Decathlon, accessible also means affordable. In order to allow everyone to practice 

sport, the company offers goods at low prices, by reducing its margin and controlling the 

costs of its Passion Brand products. Also, as a sport retailer, the group produces in huge 

quantities which reduces the unit cost. Thanks to that, Decathlon makes its products very 

affordable. 

 

B - DECATHLON IN 2016 

 

 Today, Decathlon is one of the most important sport retailers in the world. By 2015, the 

company had established more than 1,000 stores in 28 countries such as China, Spain, Russia, 

but also in Morocco and Brazil. Obviously, Decathlon is most present in France with 300 

stores. However the group is placing itself as the first player in new born markets in countries 

such as Kuwait, Singapore or Lebanon. Moreover, in April 2016, the firm launched its 

commercial website for Australia and New Zealand with the purpose to prepare the future 

store openings. Nowadays, Decathlon owns more than 1,050 stores in almost 30 countries      

(2 "Chiffres Clés | Decathlon."). 

 

 The multinational company benefits from its implantation in different countries. In 2015, 

Decathlon’s turnover reached 7.1 billion pounds, almost twice the revenue gained in 2009. 

This is due to the creation of several new stores abroad. This internationalisation is profitable 

for Decathlon: 65% of the turnover was created by subsidiaries outside of France in 20152.  

 

 Because of this growth rate, Decathlon hires more and more people. Today, the retailer 

employs more than 70,000 people, from the stores to the warehouse, from the salesperson to 
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Illustration 2 – Decathlon in the UK 

the designer. Because everyone in Decathlon is supposed to love and practice at least one 

sport, the employees are called “Decathletes”.  

 

 Decathlon is not attractive only for its growing development, but also for its values. Since 

the beginning, the main value of the company is about sharing passion for sports with 

customers. So a salesperson must practice and know very well his sport in order to advice 

customers, but also to share its passion and create desire for the sport. In addition, Decathlon 

is focused on innovation with new ranges of products every year and bright new systems, 

such as the Easybreath mask, the 2-Second tent or the B-clip system, in order to make the 

sport always more accessible. Finally, the organisation bets on energy and vitality. As a 

matter of fact, there is a huge number of young people working within the Decathlon group. 

As a proof, the retailer is ranked as 40th most wanted company after French students graduate. 

The values of Decathlon could be summarised as sharing sport and innovation with energy.  

 

C - DECATHLON IN THE UNITED KINGDOM 

 

Decathlon has been present in the United Kingdom for 

more than 15 years. With the opening of its first store in 1999 

in London, the group entered a new market. Today, the 

company owns 23 stores within the four nations. 

However, in 2016, 8 new stores are to be opened. British 

headquarter and service offices are located in London, in 

front of the Surrey Quays’ store, the first UK store.  

 

 According to Decathlon’s figures, in the United Kingdom, company’s turnover reached 

136 million pounds in 2015, with a 13.4% growth compared to the year before. Nonetheless, 

this represents only 1.4% of the worldwide Decathlon’s turnover2.  

 

 In the United Kingdom, customers are confident with buying online. In fact, online sales 

represent 17 million pounds, in other words 13% of Decathlon’s national turnover. 

Nevertheless, people still prefer going to stores. A store such as Edinburgh, in Scotland, has a 

good growth rate, it reached 7% per month in 2015.  
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  Chapter II - Market Study 

 Decathlon is not the only sport retailer in the UK, but is gaining momentum. With other 

big sport retailers such as Sports Direct for general sport goods, JD Sports for sport clothing 

and Evans Cycle for bicycles, the group needs to stand out and focus on a different target to 

keep growing. Decathlon targets people practicing sport at different level but with a limited 

budget. The organisation counts on loyal customers as well as its experience as a 

multinational company to innovate every year in order to propose brand new products. 

Decathlon SWOT Analysis 

Strengths 

Multinational company  experience from subsidiaries in other countries. 

Passion Brands  product and price control, constant innovation. 

Values  affordable prices, passion, many sports and articles. 

Community  loyal customers, free advertising. 

Several services  free exchange, workshop, click-and-collect. 

Weaknesses 

 

Awareness  established for less time than its competitors. 

General retailer  people can go to specialised stores. 

Target  people with low budget, looking for quality and advice. 

Opportunities 

New stores  gaining weight in the market, be more visible. 

Innovation  propose unique and new products.  

Website  British people are confident in buying online. 

Threats 
Competitors  established for a longer time, have more renown. 

Lack of trust people may not come because of a lack of awareness. 

Table 1 – Decathlon SWOT analysis 

 

Figure 1- Decathlon market analysis 

17

383

150

136

2833

1522

0 500 1000 1500 2000 2500

Decathlon

Sports Direct

JD Sports

Turnover in
million 

of pounds

MARKET ANALYSIS
DECATHLON AND ITS COMPETITORS 

IN THE UK IN 2015

Total Revenue Online Revenue
Figures from 2015 Annual Reports3 



 5 / 33 

Chapter III - Decathlon’s Digital Department and my tasks 

A - THE DEPARTMENT 

 

 The Digital Department is located in Decathlon Services building in London, next to the 

Surrey Quays store. (See appendix n°2). The head of the Decathlon Services is             

Charles-Emmanuel Nélis. As it is a French retailer, many employees are French, but I also 

worked with Spanish, Italian, Bulgarian and, obviously, British people. However, to make the 

work easier, everyone speaks English in the office. This specific department is in charge of 

company’s websites. In addition, working within the Digital Department also means dealing 

with online database of products and following trends and sales figures. Within the 

department, there are different teams dedicated to one main task such as social networks or 

search engines. The team I joined was working on web merchandising with Siggy Simon, my 

internship coordinator, at its head.  

 

 People working within the Digital Team are versatile. When working on digital, one needs 

to feel comfortable with technology as well as the internet. Indeed, it is all about 

understanding quickly many tools, how they work and what they can do on the website. 

Moreover, one must understand the needs and wishes of his colleagues – who deal with 

brands, items and marketing – in order to implement the right action at the right place and 

thus improve sales or visibility. As I had worked for Decathlon before, it was easy for me to 

understand what was important and how to implement the features.  

 

 This department is necessary for Decathlon. The Digital Team, especially the web 

merchandising one, is the link between employees dedicated to products, sales, statistics, 

communication… and the website. Without this team, the other employees working at 

Decathlon Services would have to learn a lot more tools and would have much less time to 

work on their other tasks. A team dedicated to digital is necessary for such a big company 

because it makes everything easier, faster and better. 
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B - MY TASKS 

 

 As explained above, I worked within the Digital Team, and more precisely in web 

merchandising. Web merchandising is about improving the customer experience on the 

website. I used to work with the National Sports Managers (NSM) – particularly Tea 

Djumisic in charge of brands for mountain sports – who deal with the different sports, brands 

and products on Decathlon’s website and stores. My mission consisted in helping them 

improve their different pages, create new ones and find issues customers could face.  

 

 Before starting to work, I had to understand how to master the main tools I was aimed to 

use. Indeed, to work on its website, Decathlon uses professionals Content Manager Systems 

(CMS) known as Sparkow and Osmose. In addition, I had to deal with Stores.com, an internal 

website, used within Decathlon stores to see the articles and their availability. As I had 

worked at Decathlon before, I did not need to be trained for this tool. Eventually, I was 

trained to Google Analytics because the group uses it to follow its figures and understand 

customer behaviour. More tools exist; they are all working together to allow the website and 

the stores to run efficiently. The following graph shows how those tools are linked.  

 

Links between the digital tools used at Decathlon 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SPID 

Products’ 

database 

SAP          
Application to set 

product prices. 

STORES 

Internal website for 

Decathlon stores. 

OSMOSE 

Manage online 

content: products, 

pages, discounts. 

SPARKOW 

Content Manager System used 

to create pages on the website, 

add banners and merchandising 

content. 

WEBSITE 

Decathlon.co.uk 

Display all the 

products and content. Figure 2- Digital tools used at Decathlon 
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 The National Sport Managers gave me different tasks to achieve. I was free to switch 

between the tasks in order to organise my timetable. The purpose was to get everything done 

the best way as possible, but also to not fall in a daily routine. Having different mission was 

interesting because I was able to work on many things, meet deadlines, discover and learn a 

lot about customer behaviour and how to improve their experience on a website. 

1 - Updating Search Engine Optimisation texts 

 

 One of my first and longest tasks was to update the Search Engine Optimisation (SEO) 

texts. SEO is really important because it allows the website to be on the top of search engine 

results. For many pages, I just had to move the SEO texts from the top to the bottom of the 

pages. For pages without SEO texts, I was asked to create them. To do so, I either duplicated 

the SEO from other pages, or I wrote the text by myself, including keywords and links to 

make it more relevant for search engines. I also translated some SEO texts from the French 

and Spanish websites in order to add them in the British one.  

2 - Improving searches’ landing pages 

 

 What if people do not find what they are looking for? Thanks to Google Analytics, I was 

able to know the 250 most searched words on Decathlon’s search bar. For many search terms, 

the content displayed on the landing page was not good. My task was to upgrade the page 

where people land after a search. To do so, I could simply redirect the search to the right page 

if existing. Nevertheless, for some others, I had to understand what customers were logically 

looking for and create a new page on the website with the right products. To achieve that, I 

used different filters on Sparkow in order to sort the articles according to specific criteria and 

display only the needed items. On those landing pages I added filters to make the search 

easier for customers, and so increase the sales.  

3 - 100% online availability 

 

 Having all the content on the website is mandatory. What if an item is not online? Users 

will not be able to buy it and the business will lose money. Due to this fact, I had to check that 

100% of the content was online. To do so, I used an Excel tab – created by a Belgium 
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Decathlon employee – in order to compare the French and British website to the Stores.com 

database. Thanks to that, I obtained a first list of products facing issues. Afterwards, I had to 

check them one by one on the website. I gathered all the articles needing to be displayed on 

the website or modified on another Excel file. I sent this file to all the National Sport Manager 

who then were able to do the right thing for each item.   

4 - Adding filters 

 

 When people land on a page, they can get lost within the amount of product. In order to 

make the search easier, I was asked to add filters to particular pages. For example, I could use 

predefined filters such as the Nature of the article. However, for some pages, I needed to 

create new filters with my own rules. I had to understand everything displayed on the page 

and how I could gather the items within categories. It happened to be difficult sometimes 

because I had to ensure that the full range was displayed while sorted with the filters. Finally, 

I managed to create filters without any conflict for almost all the pages needing them. 

5 - Other tasks 

 

 These missions were very specific, but more generally I worked on improving users’ 

experience. Which means that each time I encountered an issue I was supposed to fix it or 

report it to the right person. For instance it happened that I removed product from pages they 

were not belonging to, or added items within other categories. Furthermore, I added 

Marketing Content such as videos or “Têtes de Gondoles” content on pages. These latter is a 

kind of content displayed on the first line of each page and highlighting some articles. I also 

checked that content displayed on a specific place was working correctly, I either fixed or 

removed it if it didn’t. I was asked to verify that items were gathered within pages thanks to 

the most general and easiest criteria as possible in order to prepare the arrival of future 

products. Eventually, I had to do a short market study for different categories suffering bad 

sale rates. I looked at their position on search engines, compared the prices with competitors, 

and how/where they appeared on the website. All those tasks were small things but helped to 

improve visitor experience on the website, and my colleagues on their work. 
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Illustration 3 – Global internet use 

PART 2 - HOW DOES A BUSINESS DRIVE TRAFFIC TO ITS 

WEBSITE AND IMPROVE USERS’ JOURNEY? 

THE EXAMPLE OF DECATHLON UK. 

 

  Chapter I - Introduction 

 As today more than 3.4 billion people use the internet all around the world, the internet is 

now a part of our life. We use it to find pictures or information, to be entertained and keep in 

touch with people, and even to buy goods and services. As people spend a significant time on 

the web and are ready to buy online, the internet has become the latest mandatory tool for 

businesses. However not only commercial companies can benefit from the internet, and all the 

following content can apply to organisations and personal blogs as well. Decathlon has not 

missed this opportunity and owns different websites according to the countries. The retailer 

possesses a website for the United Kingdom at the following web address: decathlon.co.uk.  

 

As shown on the infographic, more and 

more people use the internet, social 

networks and mobile devices. Companies 

need to adapt themselves to this new 

digital era. Indeed having a part of its 

business dedicated to “connected” people 

can be very profitable for a firm. With a 

10% growth in the internet users between 

2015 and 2016, the internet has been one 

of the fastest-growing market.  

 

 Why the internet can be profitable for a company? First of all, one is able to sell 

approximately everything online. In other words if a firm sells something unique and 

different, the internet will allow it to find its potential customers. Second, the market: the 

internet is the biggest marketplace in the world. There is no physical place than can host 3.4 

billion people, but the internet can. Eventually, the internet allows companies to be closer to 
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their customers. Indeed, someone may live in France, place an order on a British website and 

choose to be delivered in Spain. 

 

 The internet also provides new possibilities. With the internet, entrepreneurs and marketers 

are able to advertise their company using many ways. They can pay for special tools or use 

free social media. Thanks to those options, it is possible to reach a very large target they 

would never meet on the real life. Moreover, the internet offers tools such as Google 

Analytics or automatic ratios and figures in order to understand exactly how the visitors 

browse on the websites, how many they are, where they come from, and much more.  

  

 To be successful, an organisation needs to be found within the World Wide Web and its 

millions of websites. Businesses have to attract people to their website and make their journey 

easier and better. Those steps have only one goal: turn visitors into customers and obviously 

make profit, but also make them come back later and advertise the firm.  

 

 In this report will be introduced the basic steps to make a visible and user-friendly website, 

following the example of Decathlon UK with its own website: decathlon.co.uk. On the first 

part, keys to attract visitors will be detailed, focusing on search engines, social media and 

internationalisation of the website. The second part will explain how mobile technology and 

web merchandising can be used to make visitors’ journeys better thanks to responsivity and 

displayed content. Eventually, the conclusion will summarise the two main parts and will 

finish with customer loyalty. 

 

  Chapter II - Driving traffic to the website  

A - SEARCH ENGINE MARKETING (SEM) 

 

 If a business wants its website to be found easily, it must be in the first search engine 

results. A search engine is a program that searches any kind of document (web page, PDF file, 

video, etc.) according to a keyword or a keyword combination. The most common search 

engines are Google, Yahoo! and Bing. They create indexes gathering the most relevant 
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results, defined according to algorithms but also the number of clicks and the time spent on 

the page, in order to provide users with the best answer possible to their search.  

 

 In two decades, search engines have become the new libraries. Twenty years ago, if 

someone needed a specific answer, he had to go to a library, read many books and 

newspapers; today he can find millions – even billions – of results in less than two seconds. 

To give some figures, every day over 3.3 billion searches are sent to Google servers by more 

than 1.3 unique users. In other words, 18% of the global population uses Google every day    

(4 "Google Search Statistics."). In order to provide the best results, search engines look 

thought the World Wide Web and its 877 million websites. Due to the fact that every website 

possesses several pages, documents and links, search engines find their answers within 

billions of data, a lot more than every library in the world.  

 

 Why is it important for a business to be in the first search engine results? Usually people 

simply click on the first results that appear on the page. According to Google Search 

Statistics4, 90% of users do not go to the second page and 50% do not go below the third 

result. In addition, having a link in first position on Google results is responsible for 30% of 

the traffic on this page (5 Marianne Sweeny. "How Many Google Searchers Go to Page Two 

of Their Search Results?"). Around 65% of the traffic to decathlon.co.uk comes from search 

engine. More precisely Google counts for 62%, Bing for 2% and Yahoo! for only 1%            

(6 Google Analytics: Decathlon’s internal data). Since search engines are the main source of 

traffic, it is very important for a company to work on its Search Engine Marketing. 

 

 In this mass of results, a firm such as Decathlon needs to work hard to become relevant for 

search engines and to be found by users. To do so, businesses can use different Search Engine 

Marketing (SEM) methods. SEM has been defined by Webopedia as a “type of The internet 

marketing […] within search engines to achieve maximum visibility and increase your share 

of paid and/or organic traffic referrals from search engines” (7 Vangie Beal. "SEM - Search 

Engine Marketing."). By doing that, companies ensure both promotion and visibility of their 

websites. 
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1 - Search Engine Advertising (SEA)  

 

 Search Engine Advertising (SEA) is a paid method of Search Engine Marketing. In order 

to increase their visibility on Google or Yahoo!, firms can pay search engines to become more 

relevant. SEA is also known as sponsored content and allows a business to add its links before 

the usual results. SEA can be very profitable for a company such as Decathlon where 17% of 

its traffic comes from paid advertisements on search engines6. Different SEA methods exist 

according to the place where the advertisement needs to be located (8 "Search Engine 

Advertising Definition."). As Google is the most common search engine, the American start-

up has developed the tool called AdWords for companies in order to help them with SEA. 

 

 Adverts on the first search engine results are the most lucrative. As people click mainly on 

the first results appearing, displaying a link to the company website here will lead a lot of 

traffic. This kind of advertising is called Generic SEA and is displayed at the top of the page 

(See appendix n°3). To be located there, companies must create a SEA campaigns on Google 

and declare the price they would be able to pay. Within each campaign, businesses add the 

keywords that people are more likely to use to find the product. However, Google proposes to 

include also customer reviews, store locations, timetables, summary of the item within the 

paid ad. Afterwards, Google will calculate if the website is relevant, according to the number 

of visitors, the bounce rate – people leaving just after landing on the page –, the number of 

transaction, and obviously the price of the ad. Thanks to all these data, Google will choose if 

the ad must be displayed on the first position or lower. Nevertheless, it is important to know 

that Generic Search Engine Advertising is a Pay Per Click method. In other words, ads are 

displayed on Google but the company pays only if people click on it and go to the website     

(9 "How Does SEA Work?").   

 

 When it is about brands, it is mandatory to be at the top search engine results. Decathlon 

UK works hard to keep its Passion Brand on the first position. This is due the fact that 

competitors such as Amazon sell Quechua or Oxelo articles. They can steal a huge part of 

Decathlon’s turnover by being displayed before the retailer in search engines. Businesses 

must differentiate their Brand SEA from their Product SEA. The first one is a protection 

against competitors. People searching, for instance, Inesis – Decathlon’s golf brand – on 
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Google have, almost certainly, already heard about it but may not know that it’s a Decathlon 

brand (See appendix n°3). Being at the first position increases the chances of capturing 

visitors. However, when it is about products, the purpose of the campaign is to face 

competitors to sell more goods to gain market shares (See appendix n°4). Thanks to the 

Generic SEA, 15% of visitors come from Google Ads6. 

 

 Another SEA technic is called Shopping, or more commonly known as Sponsored content. 

It is very similar to Generic SEA, but instead of displaying long texts with links and 

information, Google only displays a picture of the product, its name, and obviously its price 

(See appendix n°4). Shopping Search Engine Advertising works exactly like Generic SEA, 

but just does not look the same. This SEA method counts for only 1.5% of Decathlon total 

traffic6. However it is important to be displayed there because it allows users to compare the 

different articles from different companies. Even if people do not click on the ad, they will be 

aware with the product and may come later to the website.  

 

 Finally, the last important SEA method is the Display one. We all have complained, at 

least once, about adverts appearing on the browsed page. These ads, very often, remind us of 

a previous visit to a shopping website and recreate interest. That is all their purpose. To do so, 

businesses can create campaigns based on keywords and cookies which are software tracking 

us on the web. Let’s imagine a campaign for mountain bikes: the company says that if a 

website deals with bikes or sport, and someone who had previously looked for bikes on 

Decathlon comes to this website, then adverts for mountain bike accessories will appear (See 

appendix n°5). For Decathlon, this is not an important source of traffic. Nevertheless, people 

may come back by themselves after seeing the Display ad on another website. One more time 

this SEA method works as the previous ones and is a Pay Per Click system.  

2 - Search Engine Optimisation (SEO) 

 

 Search Engine Optimisation (SEO) is a free method of Search Engine Marketing. 

According to Webopedia, SEO is “a methodology of strategies, techniques and tactics used to 

increase the amount of visitors to a website by obtaining a high-ranking placement in the 

search results page of a search engine” (10 Vangie Beal. "Search Engine Optimization - 

SEO."). This method is also called Organic Search Engine Optimisation because the company 
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has nothing to do with Google or Bing. Indeed by just adding keywords, text, links, pictures 

or videos to its pages, a website can become more and more visible and relevant. SEO brings 

50% of the visitors to decathlon.co.uk6. 

 

 Keywords are the keys for a good ranking. According to Google and Bing engineers, the 

best way to be found by users is to think like them and create a website for human beings, not 

for search engines (11 Rand Fishkin. "How Search Engines Operate."). What do people do 

when they are looking for something? They write keywords in search engines’ search bar. As 

Yahoo! or Google will look for those keywords on the web, a web page belonging to a 

company needs to display them in order to be found.  

 

 Since it is likely that products are searched with other words, the organisation should add 

those word as well. For instance at Decathlon, the keyword combinations “Mountain Bikes”, 

“Road Bikes”, “Electric Bikes”, etc. are included within the SEO texts of the Bikes page. 

Nonetheless, synonyms are also important. Due to this fact, when I added the SEO text for the 

“Smartphone Bike Accessories” page, I used different words such as “Phone” and 

“Smartphone”, “Holder” and “Case”. This is important because people may use the following 

word combinations for their search: “Phone Case”, “Smartphone Holder”, “Phone Holder” 

(See appendix n°6). I also worked with Peter Lazarus, in charge of the B’Twin bicycle brand 

to know how customers behave when looking for women bikes. We used Google Trends to 

see what was the most common searched term between “women’s bikes” and “ladies bikes”. 

Even though the first one was the most common, we added “ladies bikes” within the SEO text 

in case of people look for it. To sum up, adding keywords, keywords combinations and 

synonyms to the SEO text maximises the chance of being found by the search engines. 

 

 Search Engine Optimisation is not only about keywords. While searching through the web, 

Bing or Yahoo! look for both links between pages and useful content. When one knows that, 

he must take it into account and add links not only within the SEO texts, but also everywhere 

on the page. For instance a page displaying products should have links to the home page, 

other articles, payment conditions, etc. in order to make it more relevant for search engines. 

When I worked on SEO texts, I included links to relevant pages not only for customers, but 

also for search engines (See appendix n°7). Moreover content such as pictures and videos 
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displayed on Decathlon product pages are searched by Google and Yahoo!. This content must 

have a good name – because the search engine will track it – and be relevant for users. Indeed 

a video with thousands of views and comments will be more useful for a search engine than 

another one with few dozens. Links and content are as important as keywords because they 

provide more information to both the visitors and search engines. 

 

B - SOCIAL MEDIA 

 

 When someone says social media, people think about Facebook or Twitter because they 

are known as social networks. However, even though they are quite similar, social media and 

social networks are not exactly the same things. According to Webopedia, a social media is 

“an online platform that enables people to interact between one another” (12 Vangie Beal. 

"Social Media."), whereas a social network is “a website that enables people to create profiles 

and form relationships with other users” (13 Vangie Beal. "Social Networking."). That is why 

a blog or a brand forum is recognised as a social media but not a social network. As a matter 

of fact, people can interact and comment the posts of their peers, but without creating a real 

relationship. On the contrary, LinkedIn is a social network because users are able to interact 

with others, and they can also visit their profile and create a relationship.  

 

 With the increasing amount of people online and on social media, those latter have become 

an important tool for business. Today over 2.3 billion people are using social media with a 

10% increase in 2015. In other words more than 219 million new users joined a social media 

last year (14 "Digital 2016 Report Reveals New Year Statistics."). As people are spending a 

huge part of their time on social media, companies need to understand how to use those latter 

to take advantage of them. For instance, thanks to social media, and particularly social 

networks, organisations can really increase their visibility, create renown for their brand, 

develop a community and lead traffic to their website.  

 

 Today no company, from the small familial business to the multinational firm, should miss 

the opportunity of using social media. Following this statement, Decathlon UK possesses a 

blog: community.decathlon.co.uk, a Facebook page: facebook.com/decathlonuk, a Twitter 

account: twitter.com/DecathlonUK, an Instagram profile: instagram.com/decathlonuk/ and 
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even owns a YouTube channel: youtube.com/user/DecathlonSportForAll. Unfortunately, 

social media are not the main drivers to the Decathlon website as they count only for just over 

1% of total traffic6. However, thanks to all these social media, Decathlon is able to keep in 

touch with its customers and followers.  

1 - Creating branded content 

 

 On social media, it is all about sharing content. To entertain a community, attract more 

visitors and increase brand renown, businesses need to create branded content. Even if there is 

no exact definition for the term “branded content”, or “featured content”, it could be defined 

as “a content that can be associated to a brand in viewers’ mind” (15 "What Is Branded 

Content."). According to this definition, featured content can show a product, share brand’s 

values or tell a story about the company. An important part of featured content is storytelling: 

the content must tell something that people will remember when going to the website or 

buying the item in store. At Decathlon, content shared on social media focus on the product, 

but also on its creation, its purpose and the passion for sport in question with this good.  

 

 Branded content is a good way to show an article. With thousands of followers on social 

networks, it is very easy to create product awareness. With a simple but nice picture or video, 

in addition to a short text and a link to the website, a business can lead a lot of traffic to its 

product page and, hopefully, increase its sales (16 Jayson DeMers. "The Top 10 Benefits Of 

Social Media Marketing."). As users share this content, more and more people can see it, and 

they will be interested in going to the website to have a look at the full range. 

 

 Each social media must be dedicated to one type of content. It is not always smart to share 

the same content on every social media. For instance, Decathlon owns both Instagram and 

Twitter accounts where the retailer shares pictures with a very short text. Since the pictures 

are the most important part of a tweet or Instagram publication, they must show exactly what 

the company wants its followers to know. On the contrary, on a blog such as domyos.co.uk, 

the organisation is able to focus on specific features of the product and give more details 

about its creation, design and capacities. Facebook enables to mix those contents by sharing a 

picture or video with a more or less long text (See appendix n°8). However, the organisation 

needs to be careful with the content shared on social media. Indeed, according to a study 
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realized by AdEspresso, a tweet containing a picture has six more chances to be shared than 

the same without any, and it is know that often people do not read the whole text on Facebook 

(17 Massimo Chieruzzi. The Science of Twitter Ads.).  

 

 With branded content, firms can share stories that people will remember. Storytelling has 

become an important part of brand awareness. Indeed, companies do not want to sell only 

goods, but themselves as well. They want people to know and share their values (18 Shell 

Robshaw-Bryan. "8 Compelling Reasons Why You Should Be Using Social Media."). For the 

40th anniversary of Decathlon, the company has released on its blog a long article telling the 

story of the group1. By doing so, the retailer is able to show everyone where it comes from, 

what its values are and why people are working there. Never the article focuses on a specific 

item, but at the end one feels like he knows the firm better. Furthermore, because social media 

are complementary, this article has been shared a lot on Facebook and Twitter in order to 

increase its visibility and lead to clicks and awareness. 

2 - Creating a community 

 

 Businesses can take advantage of social media to create and feed a community. First of all 

what is an online community? It is a group of people on a website who share an interest for 

the organisation, for some products, or for a sport, etc. Every firm should benefit from the 

power of the internet to gather people and make them exchange. The community is really 

important for a business because it is a source of visibility, feedback and ideas. As explained 

previously, the more a company shares good content, the more the community will grow, be 

loyal and buy. An organisation needs to fuel its community with branded content, but also 

with news and debates in order to keep people interested, push them to share and visit the 

website (19 Yoav Vilner. "How to Build a Social Community: 4 Tips: Social Media 

Examiner."). 

 

 A business’ community can give very useful feedback. Indeed, the community formed by 

the users of the website is the group experiencing everything that has been implemented on 

the pages. If something goes wrong, users will complain on social networks or blogs to warn 

others customers (See appendix n°9). This feedback is very useful as it allows the firm to 

upgrade its services or website. For instance, if many customers complain about product 
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pictures that do not show up correctly on mobile, the company should change their resolution 

on the page. In addition, users can ask for new features. On Decathlon’s blog, developers are 

open to new ideas in order to enhance visitors’ journey. If necessary new categories will be 

created to match users’ wishes. Listening to users is very important because they are the one 

using the website and improving their experience will make them buy and come back.  

 

 A community is a source of ideas. People may share bad feedback on social media, but 

they can also propose amazing ideas for a business. One Decathlon blog is entirely dedicated 

to users’ ideas and wishes. Indeed, on decathloncreation.com, they can share their ideas for 

new products and the plans they designed for them (See appendix n°10). If the French retailer 

finds them interesting, it can make them real. To go further, for the last years, people 

complained a lot about the warmth and light inside the camping tents on the morning. To 

satisfy their needs, Decathlon designed a new kind of isolation. This new system provides a 

black cover inside of the tent to prevent UV rays to enter, and a ventilation system to refresh 

the air. For a few months, the so called “Fresh&Black” (See Appendix n°16) has been 

promoted on every social media in order to prepare its arrival in store and online last winter. 

To conclude, businesses should never forget to listen to their community, because it will be a 

real source of improvement and that will attract more and more people to the website.  

3 - Increasing company’s visibility thanks to social networks 

  

Around two third of the internet community uses social media13. Using them is an easy 

way for a company to make its brand known locally or all around the world. In theory, thanks 

Facebook

Instagram

LinkedIn

Tumblr

Twitter

YouTube

0 0,2 0,4 0,6 0,8 1 1,2 1,4 1,6
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to social media, a company’s web page can be seen by millions of people, who will share the 

content and to impact more and more people. 

 

 For a brand or a firm, having an official page can be very profitable. For instance, 1% of 

the traffic to decathlon.co.uk comes from Facebook. It sounds like it is not much, but it still 

represents around 15,000 visitors per month. Over the months of April and May, 72% of 

people coming from Facebook were new visitors6. In other words, the official page has been 

attracting more and more people. People following the official page on a social media are a 

future source of revenue, even if they do not buy at the moment. Indeed, users can see new 

products and discover the values shared by the company, and if they match their wishes they 

will come to the website or the store to buy the items (20 "16 Reasons Why Your Business 

NEEDS Social Media Marketing."). 

 

 On Twitter, a company can focus on one target. On the blue-bird social network, one can 

add hashtags to its tweets in order to be found by users. A hashtag is a keyword following the 

“#”symbol, allowing people to share content more easily with a community. In addition, 

customers can share feedback and picture including hashtags, but also identifying the 

organisation and other users thanks to the “@” symbol. As an example, the appendix n°11 

shows what can be done by both Decathlon and its 16,200 followers. As a consequence they 

may click on the official Twitter account of the group, @DecathlonUK, which has a link to 

the website and displays their products, and obviously this can lead to conversions. 

 

 To conclude, on social networks, people can share content. A business needs to give them 

interesting content they will like and share with their friends. Thanks to that, the company and 

the website will gain visibility.  

 

C - INTERNATIONAL WEBSITE 

 

 Since the internet is an international marketplace, its users come from everywhere. As 

search engines look for keywords, they only find websites matching with the language of the 

keyword. For instance if people search for treadmills, they will only find English speaking 

websites. Thus, a French website selling treadmills under the name of “Tapis de course” will 
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never appear in the results, and its potential customers will be then limited to French speaking 

ones. When one knows that, he must consider to translate its website to other languages. 

Tools such as Google Analytics provide information about visitors’ location and which 

language is used on their internet browser. Thanks to those data, a business can choose which 

language is the most relevant for a translation. 

 

 The simplest option could be language targeting. Translating the website to another 

language may be the easiest solution because it does not need any market analysis (21 "The 

Guide to International Website Expansion"). Indeed, a company may be British but having 

30% of its website’s users coming from France. It would be easy to translate the whole 

content to French, and propose an option to switch the website language or implement a 

tracker that will do it automatically. By targeting one specific language speakers, a business 

can drive more people to the website. However, this technic works efficiently only if the firm 

is able to sell everywhere. Indeed, some countries may forbid some products on their territory, 

or the organisation may be not able to send goods to one region. This technic of international 

expansion could be very useful only if the company is sure its articles will be available for 

everyone and everywhere. 

 

 The most effective option could be country targeting. When a business does not sell the 

same items everywhere, it needs to adapt its website to each region. This is what Decathlon 

does. As the group is located in different countries, expectations from customers are really 

different and the retailer must adapt the content. For instance, the Spanish website proposes 

much more bikinis than the Russian one. By changing the content according to the place, 

websites give their customers a better understanding. In addition, even if the countries are 

close and speak the same language, it is better for Decathlon to own one website per country. 

As a matter of fact, the firm possess both Irish (decathlon.ie) and British websites. This will 

lead to more traffic to the two of them. Because the search engines target first the website 

within the country of the user, owning one for each country ensures that people will find the 

online store. In order to maximise the chances of being found within a country, a business 

needs to set a nice URL – or web address – for the website. It is then obvious to have the 

French website ending by “fr” such as decathlon.fr, whereas the British one is 

decathlon.co.uk, to match users’ habits but also search engines’ algorithms.  
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 These two technics of international expansion are complementary. If a business creates a 

website dedicated to Italy such as decathlon.it, it would make sense to translate its content to 

Italian. Nevertheless, a website could also be created for an entire region. For instance South 

America: even though the majority of the countries speaks Spanish, some have a different 

language. In this case having a Spanish website would be useful, but with a Portuguese option 

for Brazilian visitors. 

 

 International expansion is necessary if a business has foreign customers. By creating a 

website dedicated either to one region or one language, a company will be able to take 

advantage of new opportunities. Indeed, search engines will find the website more easily and 

it will be more relevant for them. Furthermore, people will have a better understanding of the 

products and more choice when buying. To conclude, having a website in a different language 

is profitable for the firm that gains visibility and makes it more accessible for customers. 

 

Chapter III - Improving visitors’ experience 

 Once people are on the website, businesses should not take them for granted. Having a 

large traffic on the website does not mean that people buy or even stay. Indeed, if the website 

is not user-friendly, people will leave. In order to keep customers and push them to place an 

order, companies can use certain tools. They are able to work on the mobile experience or on 

making the journey on the website easier and better for everyone. 

 

A - MOBILE WEBSITE 

 

 38.6% of global traffic on the internet comes from users browsing via smartphone or 

tablet13. Due to the increasing amount of phone sales, this number will keep growing. At 

Decathlon, mobile users count for almost 60% of the total traffic. More precisely 19% of 

decathlon.co.uk visitors shop on tablet, and almost twice that number browse on mobile 

phones6. In the UK, in 2015, 79% of the mobile users had visited at least one online retail 

store, and 77% had bought online via their mobile devices12. These figures show that mobile 
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devices such as smartphones and tablets are gaining momentum in the way of browsing but 

also buying.  

 

 No business can miss the mobile opportunity. With an increasing number of mobile users, 

companies need to be sure that their website is available on mobile devices. Indeed, a lot of 

people are using their mobile just to find quickly some information about the product before 

going to the store, to compare one good with another and even to buy online. If the website is 

not working well on mobile, it could be a disaster for the firm which could see its potential 

new customers fleeing to its competitors. 

 

 On smartphone, we browse differently than on a computer. Apple founder Steve Jobs was 

complaining about websites that were designed for mice and not for fingers. With 

touchscreens, users do not act the same way they do on computers with their mouse. Website 

developers need to think about that when coding pages. Indeed, on smartphones, some options 

can be hidden by the hand over the screen. Some parts can be hard to access as well, such as a 

scrollbar containing filters. However some solutions exist to make visitors’ journey better on 

mobile phones or tablets. 

1 - Responsive website 

 

 If a website looks good on a computer, it can be totally different on a smaller screen. As 

the resolution is different between a phone and a desktop computer, businesses need to be 

sure that their website is responsive. Having a responsive website means that it will adapt 

automatically to fit different devices such as PCs, smartphones and tablets (See appendix 

n°12). To do so, the firm should hire developers who are able to turn each part of the website 

into a responsive one. Indeed, the website needs to be coded in order to add flexible images or 

texts which will become bigger or smaller according to the size of the screen. Decathlon’s 

website, decathlon.co.uk, is totally responsive on mobiles and tablets. To improve the 

responsivity of the Decathlon website, I had to ensure that special features, such as product 

videos or banners, look good on mobile as well as on desktops (See appendix n°13). Very 

often, I changed the content resolution or its options to make it adapt when displayed on 

smartphone screens. Nevertheless, sometimes, I had to duplicate the content in order to have 



 23 / 33 

one for mobile and a second one for PCs. Whatever the method, the purpose is the same: 

content must look good on every kind of device.  

 

 Companies can choose what should be displayed on each device. By doing that, businesses 

ensure the best customer journey possible on each kind of device. In fact, a huge text will look 

good on a computer, because it will not take a lot of space actually, whereas the same text 

displayed on a mobile screen could bother the users. A part of my job at Decathlon was to 

move SEO texts from the top of the pages to the bottom in order to make it more pleasant for 

desktop users. On the contrary, on mobile, I had to be sure that the SEO texts were displayed 

at the top. However, those texts had to be adapted to be shorter and not to disturb smartphone 

and tablet users (See appendix n°14). Adapting the size of the content is necessary when 

working on mobile because of the smaller space offered on the screen. 

 

 To summarize, having a responsive website provide users with the best navigation possible 

on the website no matter their device. 

2 - Mobile application 

 

 A mobile application must be thought as an extension. With an application, developers are 

able to create something designed for one particular kind of device. An application can be 

created for smartphones, for tablets, or for both of them, which allows the company to add the 

exact features needed. For instance on a tablet you can use a stylus, so the developers could 

add an option enabling stylus writing. Also a mobile application is useful when the users does 

not have any mobile network such as Wi-Fi or 4G available. Indeed, with a mobile application 

users are able to access some features, even when offline. 

 

 Decathlon mobile application offers specific options for mobile users. Thanks to this 

application available on Google Play and App Store, mobile users have access to the usual 

website, but to new features as swell. Indeed, Decathlon’s mobile application allows 

customers to carry their loyalty card on their phone and see how many points they have on it 

as well as their purchase history. Moreover, users are able to use the scanning feature (See 

appendix n°15). This latter provides people with a tool to scan Decathlon goods and access 

immediately to all the information about it, such as description, price, sizes, store availability 
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and customer reviews. The application can then become a very important tool for a business 

because it can literally bring the store everywhere. 

 

B - WEB MERCHANDISING 

 

 When creating a website, developers must think it for its users. Very often, businesses or 

organisations possess a website with very good content and relevant information, but it is 

impossible to browse within its pages. It may be due to a large amount of content, text or 

pictures, the website organisation or the impossibility to find what is needed. That is why web 

merchandising exists. Let’s define this term: according to BusinessDictionary, merchandising 

is dedicated to “promote the sales of goods at retail. It is a marketing plan about displaying 

the right product or service at the right place, at the right time, in the right quantities, and at 

the right price” (22 "What Is Merchandising?"). Thank to this general definition, it is possible 

to state that web merchandising is the same marketing technic, but applied to a website.  

  

 Web merchandising is very important as it makes the journey on the website pleasant, 

easier, and it will push the visitor to place an order or come back. Because of the digital 

nature of the store, people cannot always ask for help to a salesperson and need to understand 

how the website works. Hopefully, Decathlon has implemented some features on its website 

to provide visitors more understanding and information, which makes their shopping journey 

easier and better (23 Luke Arthur. "What Is Web Merchandising?"). 

1 - Landing pages 

  

 Every time someone clicks on a link, he lands on a landing page. Nonetheless, saying that 

every page is a landing page is too general. That is why web marketers and merchandisers 

agree to say that a landing page is a webpage gathering only few information to redirect the 

visitor to a specific content. This kind of pages has just a few or even no link with the rest of 

the website. The purpose of a landing page is to push visitors further or to get useful 

information about him, such as preferences or contact data like his email address. Finally, a 

landing page is designed to create a desire for discovering more about the products or the 

company (24 "What Is a Landing Page?").  
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 At Decathlon, each sport has its own landing page. On these pages, visitors can find not 

only information about the subcategories, but also the best sellers and product innovation (See 

appendix n°16). In addition, those pages display guides and links to the community space. By 

doing so, Decathlon drives the visitors to the exact page they need, and hopefully make them 

purchase. Eventually, landing pages are essential because they will be remembered by visitors 

and these latter will come back to them to find more information. For instance, the Cycling 

landing page is viewed, in average, five time by the customers6. In other words, they use it 

many times to go to the category they want. To summarise, a landing page is a page gathering 

just few content, but clear and driving to other pages. 

2 - Search  

 

 When visitors arrive on a website, they start to search for answers. Search engines such as 

Google use keywords to find a specific page, so does Decathlon website’s search engine. 

Within the website, users can enter keywords on the search bar in order to find the product 

they want. This is very important for the company that customers land on a page displaying 

the right content. Indeed, if random items appear, people will not want to wander within 

dozens of pages to find the one they want. In order to be sure that visitors find the right items, 

it is necessary to understand what they are looking for. Thanks to Google Analytics, I was 

able to see what were the 250 most searched keywords on the search bar and to check what 

were the results. Afterwards, my task was to improve the results to make the right page 

appear. 

 

 Shopping landing pages are important because they display the results of a search. When 

visitors are looking for something in the search bar, they expect to find exactly what they 

need. Unfortunately, many of the search terms led to empty pages, to pages gathering random 

goods or not really relevant pages. In order to fix that, I had to understand what the visitors 

were looking for, and gather the right products on a particular landing page. For instance, 

when looking for “Dumbbells”, people found hundreds of articles (See appendix n°17), 

whereas the website displays only a dozen of dumbbells. I had to create a page gathering only 

dumbbells and pull-up bars – which suffered the same issue – in order to make the shopping 

easier. Thank to this page creation, people wishing to buy dumbbells are now able to find 
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them in few seconds within a short range of products (See appendix n°18). This can prevent 

them to leave due to the fear of dozens of items.  

 

 After creating the page, it is important that people find it. The way people write the 

keywords can change everything. Indeed, the internal search engine of Decathlon searches 

products containing the exact keyword. Let’s set an example with a case I worked on: 

according to Google Analytics, most of people look for “dumbells” on the search bar; 

however, the right spelling is “dumbbells” and articles are called “dumbbells”, so people 

cannot find the right items6. To prevent that, I used an option called Thesaurus in order to 

force the Decathlon search engine to understand “dumbells” as a synonym of “dumbbells”, 

and so drive people to the right page. Moreover, for terms with very different spelling but the 

same meaning, I worked on the URL to redirect the customer to the wanted page. In other 

word, in case of people looking for roller blades or roller skates, web addresses of the page 

would be “decathlon.co.uk/Buy/roller+blades” and “decathlon.co.uk/Buy/roller+skates”, but 

I forced the website to recognise this two links as “decathlon.co.uk/C-33051-skates” which is 

the category gathering roller blades/skates. It is very important that people land on the right 

page, because if they do not they will have to try another keyword, lose their patience and 

probably leave the website. 

3 - Displaying the whole content 

 

 For a retailer, it is mandatory to show the whole content on the website. This rule is even 

more important when it is about an online store such as decathlon.co.uk. Indeed, missing 

products means no sales and obviously no profits. In addition, if people land on an empty 

page they will, perhaps, leave the website and never come back. In order to maximise the 

sales, a website needs to ensure that there is no empty page and that they are filled with the 

right content. 

 

 As customers may look for anything on the website, a business must display all its 

products. I was asked by Tea Djumisic to help the other Sport Managers to check that 100% 

of Decathlon articles were displayed online. In other words, I had to ensure that there was no 

missing item on decathlon.co.uk. When some were missing, I had to found out why. The main 

reasons appeared to be: no stocks so the product is not displayed, the article cannot be sold in 
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the country – such as rifle ammo for Hunting –, or the product is not mapped. For the last 

issue, the item is not referenced in any category, so it does not appear on the website. My 

colleagues working on the mapping asked me to see with the NSM in which family the goods 

were supposed to go, and sometimes to rename them because the sorting rule was taking into 

account only the name. Even if just one or two articles are missing, it is mandatory to fix 

them. Indeed, people may be looking for this kind of products, and if they cannot find them 

on the website, they will, maybe, try competitors’ websites.  

 

 Empty pages are the worst things for a website. It is like if someone goes to a store and 

finds an empty aisle: he will leave the store. When people land on empty pages, they just 

leave the website in a second. Indeed, if a visitor encounters a page without any product, he 

may think that they are all empty or that the firm no longer sells this kind of article. 

Sometimes, I found empty pages on Decathlon’s website. To fix this problem, I added items 

fitting the category. For instance, I discovered that the “Indoor Trainers” page was empty 

whereas goods were supposed to be displayed (See appendix n°19). Thus, I checked within all 

the categories to find out what were the right shoes to put in, and I added them to the page 

(See appendix n°20). As an empty page means no profits and customer loss, it is mandatory 

for a company to be sure that 100% of its website pages contain products. 

  

 Pages must contain the right items. It is mandatory to fill the pages with some goods, but it 

is as important to fill them with the right ones. Very often after a search, users find the 

products they need, but random goods as well. Those latter take space within the page and can 

confuse the customer. For instance if a new hiker looks for light jackets for mountain and 

finds a light jacket for cycling, he could buy the wrong article and thus be disappointed just 

because one item was displayed on the wrong place. When I was wandering within 

decathlon.co.uk, I discovered items located on the wrong pages (See appendix n°21). In this 

case, climbing holds were within the climbing carabiners. In order to solve that, I either 

moved them to the right place, or deleted them from the wrong one as I did for the holds (See 

appendix n°22). Displaying the right products at the right place allows customers to find more 

easily what they look for and prevent shopping mistakes and so disappointed customers. 
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4 - Good use of filters 

 

 Using filters makes the search easier. When implementing filters, companies need to create 

them in order to help customers finding exactly what they need. Let’s imagine a customer 

going to a store, he may ask a salesperson for “Women running shoes, size 39 and purple”. 

Filters must be able to answer this exact request within the shoes category. According to an 

analysis realised by Smashing Magazine (25 Christian Holst. "The Current State Of                 

E-Commerce Filtering."), filters are really important on a website because they allow to sort 

products to match the users’ needs and reduce the fear of hundreds of items. 

 

 Every page is unique, so are the filters. Filters such as colour are very easy to implement, 

because it is one of the main characteristics of the products. I added the “Colour” filter to 

many clothing and shoes pages because it is a very important element when choosing a piece 

of cloth (See appendix n°23). Indeed, when it is a matter of style, colour range can determine 

if a customer will place an order or not.  

 

 Nevertheless, some pages may require particular filters especially designed to fit the goods 

displayed. For instance, some pages gather very different articles such as camping chairs, 

camping tables, camping lights… In this case, I had to create a filter based on the nature of 

the products in order to sort them (See appendix n°24). As a matter of fact, Smashing 

Magazine states that “when users encountered websites that lack basic category-specific 

filtering, they would give up because they would have to manually locate the items they want 

by browsing a generic product list containing hundreds of items”25. This kind of filter is really 

useful when a business wants to sort items that cannot be mistaken for other ones. 

 

 Within a category of products belonging to the same family, people need to differentiate 

them. Indeed, users may be looking for not only one type of good, but also a special feature. I 

was asked by Tea Djumisic – NSM for camping – to implement filters within the tents in 

order to sort them by type. To do so, we worked together to find what would be the best 

filtering options to add. It was harder than implementing the colour or the nature, because I 

had to understand the characteristics of each product in order to include it in the right category 

(See appendix n°25). This task took me few hours to be achieved, and Smash Magazine 
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explains as well that “without thematic filtering options, viewing only the products of interest 

to them was often unreasonably time-consuming for users”25. To conclude, without specific 

filters, it would take a very long time to find the wanted item and, for sure, the user would 

give up and leave the website.  

5 - Displaying additional content  

 

 Sometimes web merchandising comes closer to web marketing. Whereas the first one 

makes users’ journey better, the second attempts to convert visitors into customers. Indeed, 

web marketing is another word for online advertising. As Decathlon is a retailer, the group 

hopes to make the highest profits as possible, and to do so the firm needs to advertise its 

products in order to push customers to place an order. This advertisement can take place on 

social media as well as on the website, and this one is particularly interesting.  

 

 “Têtes de gondoles” are an important part of web marketing on shopping pages. As 

Decathlon is a French company, it has inherited some words such as the “Têtes de gondoles”, 

more often called TGs, which are commonly known as aisle ends. In the Decathlon stores or 

on the website, they are located on the first product shelf/line and highlight different kind of 

articles, according to the wish of the NSM, in order to increase sales. Until four TGs can take 

place on a page and they show the category bestseller, the cheapest item, the best reviewed, 

the latest innovation, and many more. When I created new pages on decathlon.co.uk, I used to 

add TGs to make the page more relevant. Usually I included the best seller and the cheapest 

item because they are what people mainly look for. I had to implement TGs where they were 

missing as well (See Appendix n°18). So TGs display, on the very first line, a certain kind of 

good which customers are likely to be looking for. This allow them to find the items, and so, 

buy them faster. 

 

 Push banners provide customers with more information about the products. Usually, push 

banners can be found on the third product line within a shopping page. Those banners can 

contain every type of content such as a picture, a video, a graph, a review, etc. As the TGs, 

they can highlight an article. For instance, I added the video of the new Kipsta basketball 

within the page dedicated to team sports (See appendix n°26). In addition, Push Banners can 

drive customers to Decathlon’s blogs where people are able to find information and advice 
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about the products, such as “How to choose a treadmill”. By doing that, people feel more 

comfortable with the item, and it will increase the probability of making them buy. Actually, 

push banner can be adapted to everything. In April 2016, the group chose to enable free 

delivery for big goods like kayaks or fitness machines. I was asked to update the shopping 

pages of those products to include a push banner containing two pictures: one for the free 

delivery and driving the customer to the page dedicated to delivery conditions, and another 

one showing the sport and redirecting to the blog (See appendix n°27). Thanks to that, 

customers are given all the information they may need about this special offer. To sum up, 

push banners allow Decathlon to give the information needed to push people to purchase. 

 

 Additional content is profitable for both the company and the customers. Whereas push 

banners are located on shopping pages, additional content can be found on product pages. 

This content has the same purpose: to give more information to the visitor and push him to 

place an order. Usually this content is a video dedicated to the article in question. For 

instance, on the Arpenaz 10 backpack page is displayed a video describing the creation and 

the features of the item (See appendix n°28). Nevertheless, decathlon.co.uk provides also 

information about its awards or tables for helmet size. As I explained before I had to ensure 

that this content was working both on desktop and mobile devices, in order to allow everyone 

to access additional information about the items. Thanks to this content, users are more likely 

to buy, and so the group will make profits.  

 

 To summarise, web merchandising is all about thinking a website for the visitor. Either it is 

about displaying the right item or giving information, web merchandising makes customers’ 

journey easier and better on a website. Businesses must work on their content, pages, filters 

and additional information in order to turn visitors into customers. 

 

Chapter IV - Conclusion 

 With the increasing importance of the internet in our life and within the economy, 

possessing a website has become mandatory for a business. However, it is not always easy to 

make a website visible and attractive. This is why companies have to work on improving their 

visibility in order increase traffic to their website. Once people are on the website, they must 
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find what they are looking for. To help them during their visit, firms can work on making 

their experience easier, faster and better, in order to keep them on the pages and make them 

come back. To do so, Decathlon UK takes advantage of different technics.  

 

 To improve their visibility and attract people, companies are able to take different paths. 

First of all, they can work on improving their ranking on search engines, which are the most 

common way to find a website, via Search Engine Advertisement or Search Engine 

Optimization. To sum up, they can chose to pay search engines such as Google to be high-

ranked, or using free methods by improving their website. If a website is not in the first search 

engine results, its traffic will not take off. 

 

 Second, businesses should count on social media. Having a blog, a Facebook, Twitter, 

LinkedIn account or a YouTube page will always be profitable. As Decathlon does, using 

social media allow people to have a look at the products, to share content and bring more 

people to the website. The key for a good social media page is the content shared on it: it must 

be attractive and interesting, but also tell something and give information. 

 

 Finally, in order to attract more people, but also starting to improve their experience, 

companies can expand their website to the international. According to the goal, it is possible 

to only translate the website to another language, or create a country-dedicated website such 

as decathlon.co.uk for United Kingdom. The two options will allow more people to come to 

website, since they will have a better understanding, and this will lead to an increase of sales. 

 

 In order to enhance the customer experience on the website, businesses can also work on 

different things. Nowadays, almost everyone has a smartphone and browse on the internet via 

its mobile network. So companies must ensure that their website is correctly displayed on 

small screens. This is very important because the majority of the traffic may come from these 

devices. To summarise, the best options for mobile website are to create either a responsive 

website which will automatically adapt to the screen, or a mobile application with specific 

feature, or even both. Decathlon has chosen to implement these two methods and today 60% 

of its traffic comes from smartphones and tablets6. 
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 But the most important thing to improve the visitor experience is web merchandising. A 

business must keep in mind that making the search and the navigation easier and faster will 

obviously make the experience better. To do so, Decathlon works hard not only on its 

landings pages, which are a huge step to push visitors further, but also on its content and 

filters. Indeed, people must find in few minutes, if not seconds, what they are looking for 

within the whole range. Web merchandising is also about adding useful content for customer, 

give them information and, then, they will be more likely to place an order 

 

 When applied correctly, all these keys will make a website profitable. People will be able 

to find it and will like it. To give final figures, decathlon.co.uk has 77% of 5/5 mark on 

Reviews.co.uk (26 "Decathlon Review."), which means the website is user-friendly, provides 

nice content and satisfy visitors.  In addition, over the months of April and May 2016, 46% of 

decathlon.co.uk visitors were returning visitors whereas 54% were new ones6. This is a proof 

that the company is able to bring new users to the website, but also to make people coming 

back. Making sure that its website has the maximum of visibility in addition to proposing a 

good user experience is mandatory because that brings profits. Indeed, the more people come, 

the more the website gains visibility. The more people come, the more the website must be 

user friendly. The more the website is user friendly, the more people buy. 

  

 For a multinational group such as Decathlon, possessing its own website decathlon.co.uk is 

necessary. It represents an important part of the company’s turnover in the UK. The retailer 

ensures that people are aware with its products thanks to social media, and that they can find 

them on search engines. Decathlon has implement many features on the website to give 

customer a good experience when browsing on the website. This allows the retailer to create 

customer loyalty, which will lead to make them come back, share branded content, and 

increase sales. By doing so, the cycle keeps going again and again, and the website will get 

always more recognition, renown and traffic. 
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Concluding the report 

  

 During this two-month internship with the Digital Department of Decathlon UK, I get 

inside the heart of a multinational company. Even if I had worked in Decathlon stores before, 

working on the website was a new experience. Mostly because of the impact of my actions. 

When working on the store, what you do will affect hundreds, maybe few thousands, of 

people. On the contrary, each action the website will affect the experience of dozens of 

thousands people on the long term. By doing so, each action, could be very worthy for the 

company, by either driving more people to the website or pushing them to place an order.  

  

 Working on web merchandising has taught me a lot about customer behaviour. Since I had, 

sometimes, to analyse data on Google Analytics or Google Trends to understand how people 

act on the website, I have understood what is important to bring people to the right item. 

Moreover, thanks to my search to explain how to drive traffic to the website, but also thanks 

to my Google Analytics formation, I am now aware with the way search engines and social 

media work. They are a very important part of getting a website found by users, and now I 

have the key to improve a website’s visibility on the internet. 

 

 Even if working in an English speaking environment was not new to me – due to the fact I 

had worked at Decathlon in Scotland before –, I have improved my general level in English. 

Unfortunately, working on computer means not a big amount of human interaction, but I have 

learnt a lot of sport vocabulary and specific terms in marketing, merchandising, commerce 

and informatics fields. I am sure this vocabulary will be useful for my future studies and for 

my future job, hopefully, in international trade. 

 

 This internship at Decathlon was definitively a good working experience. I am glad they 

gave me such a responsibility. My colleagues at Decathlon Services trusted me to implement 

new features on the whole website and study how people act in order to enhance their 

experience and increase sales. I want to thank a lot Siggy Simon, my internship coordinator at 

Decathlon UK, and Tea Djumisic, who was the main person I worked with. I want to thank all 

my colleagues as well who made this internship at Decathlon UK a very good experience and 

gave me data for the report. I would advise this company to people looking for a placement.
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