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Storytelling - Howlo

Basic Principles

Let’s begin with the most important point: Storytelling — so to convey a
compelling narrative — is done predominantly through the use of visuals.
This means the story will be told with photos, videos or illustrations. Of
course you can conjure rich emotions and images with text—just as a novel
demonstrates—however we do not see thisoften on the internet, especially
in the context of sales. Thisis because for narrativestold with text, it could
take the reader hoursto gradually sink into the history and lives of the story
and characters. Online sales does not have time on its side. The average
amount of time avisitor spends on the landing page lingers around 20 se-
conds. If the impression doesn’t impress, this could be even shorter!

To build our shopping worlds, we will use image-bsaed elements: banners,
banner sliders, Sideview and videos. This is because images are processed

in split seconds and engage the viewer on multiple levels. With careful
planning, we can use the power of imagesto captivate the visitor in a short
amount of time. The focus will not be on the products alone, but rather
their function and how they can provide value to the customer. With the ad-
ditional information and content we create using Storytelling, we secure a
stronger brand identity and encourage the customer to return to the shop.

Overview

1 Develop astory:
What do | want to convey to each target group?
Which story do | want to tell?

2. Compile your images and content :
Collect photos/ videos
Arrange text, information and products

3. Design ablueprint :
What should the dilfdrent sections contain?
What should the grid look like on which | build my story?
Where should specilitlelements be placed?
How should the individual elements behave?
How should my shopping world appear on dillgrent devices?

4. Implementation:
Create a shopping world as “Type: Sorytelling”
DelAke the grid, assign a category and assign viewports where this shopping
world will appear
Create sections and [Hlthem with content
If necessary, duplicate and adjust for dilidrent viewports



1. Develop a story

First we need to consider the basic structure of our story. Should the con-
tent be displayed full screen, divided by chapters (“Type: Storytelling”) or
should the features of Storytelling - such as Quickview and Sideview - ap-
pear within the format of a classic shopping world (“Type: Classic shopping
world”) with resize / masonry e[‘dct?

Choose type: [ [storytelling ! - |

Emotion world
| Design a classic emotion world by your own ideas and wishes with several elements.

Storytelling
Tell a story with one or more chapters by the new storytelling emotion type of Shopware 5.

There isno general rule of thumb when each type should be used—in

fact, there are actually benelitkto using both. However, two benelith are
connected specilially to stories which are delivered in chapters (“ Type:
Storytelling”): [thtly, users memorize stories notably better if the content
is presented section wise; secondly, content can be best summarized when
grouped in useful sections.

As an example, a culinary shopping world could be called “Recipes’, in which
each section contains one recipe with instructions, images and the products
required to make the recipe connected with a Sideview element. Grouped
together, the visitor is given valuable information that can be quickly under-
stood.

Depending on the product range ol'dred in the store, there are several
scenariosin which telling a story through sections can be utilized to bring
greater user experience. To strengthen the personality of the story, it also
makes sense to plan the order of the sections, so that each section leadsin
to one another to build a complete story together. Returning to the examp-
le of the “Recipes’, this shopping world covers a complete menu. For the
appetizers (soup and salad), then the main course followed by a desert and
digestive to cap oliiihe meal. Just a small teaser precedes the whole story.
A special spice section isinserted in the middle of the story to bring in a bit
of contrast.

First you should consider both what you want to convey and to whom this
story should be told. Should a single product or complete product rage be
advertised? Should a product or product range be promoted through the
story? Do you want to promote your company and strengthen your brand?
Are you using astory to reach out to end customers or B2B customers?
What isthe age group and lifestyle of your target group?

Logically constructed stories infuse your products with value, which leadsto

deeper customer engagement. Of course, this method of engagement suits
emotionally charged branches such asfashion, food, toys, etc., but even



supposedly “dry” branches such as technical equipment, machinery and the
like can stand out from the competition by means of storytelling. Take for
example: a high-quality tool manufacturer. You can lead section by section
through the company’s history, sharing content that infusesthe brand not
only with high quality, but also tradition, stability, honesty and trust. What
about steel parts manufacturersin the automotive industry? Even inthe
B2B sector abrand can stand out when supported by storytelling. In this
case, the customer could be taken through the production process, be-
ginning with the careful selection of raw material to the end stages of
tuning and precision.

The following information deals expressly with the advantages of creating
“Storytelling” shopping worlds.

2. Compile your images and content

Storytelling naturally does very little without the necessary images. In this
step we will collect the images and content that will create an atmosphere
that complimentsthe products and story you want to tell. Asthe price tag
for hiring a professional photographer can run into the thousands, few busi-
nesses have the resourcesto create original imagesfor this product staging.
Luckily there are several tools available so that you can easily work around
this [Hancial obstacle. For storesthat sell productsfrom a manufacturer, it
is always worth atry to contact the manufacturer directly and request and
product images or videos they might have available for you to use.

Another option isto use stock images/videos. There are numerous vendors
that have tens of millions of photos available to be purchased. Among the
largest and most popular include:

istockphoto.com
shutterstock.com
fotolia.com

Depending both the provider and quality / size of material, the range of
prices span from very little to the hundreds. Discounts might be available
depending on the form of payment (credit vs. subscription).

It is also possible to use free images for commercial use. This means you do
not have to pay for the rightsto use the image. There are dozens of web-
sites which collect these images and make them available for this purpose.
From an aesthetic standpoint, often timesthese are much more modern
and exciting. The disadvantage isthat these sites are often dilizdult to brow-
se through and have signilidantly less material. It also might be dilZtult to

a series of photos which come from the same photo shoot (and there-
fore complement one another). Among the better known sources include:



unsplash.com
pexels.com
gratisography.com

There are also numerous sources that compile an overview of the free
stock websites (i.e. thesticks.im). The majority of images on these websites
are subject to the Creative Commons Zero license (CCO0), making them

also completely free for commercial use. However, note that some images
might require you source the original author. Should this be the case, you
will be informed directly on the website.

Worth mentioning: you will ['Hd a combination of these optionsin our demo
store (shopwaredemo.de). We made use of images provided by the manu-
facturer, purchased images as well as free stock images.

Now that you have your sources, consider the overarching theme and

style of the images. Which images will grab the customer emotionally? The
answer largely depends on the productsthat will be linked to the story and
your target audience. Therefore you should consider not only the emotions
and values traditionally associated with the products, but also the age and
general life style of your target group.

Please note that this concept does not apply to product images (the actual
images of the product, usually with awhite background) - these are import-
ant for listings and detail pages, but not for storytelling. To detail this we
can look into the categories “Mountain air & adventure” and “Cooking plea-
sure & Provence” in our demo store. The “Mountain air” category advertises
skis, snowboards and the equipment to match a downhill adventure; “Cook-
ing pleasure” highlights [sh, spices and other culinary specialties.

“Mountain air & sdventure”:

Ski & snowboarding is associated with action, adrenaline and shared expe-
riences with friends. For some, thisis also alife style and associated with
values such as courage, freedom and power. The target audience istypi-
cally young / youthful in spirit and looking a memorable adrenaline rush.
Therefore we chose to create a story with images that mirror these quali-
ties - action images with high levels of movement and energy, people who
are beaming with joy on the mountain, vistas with expansive views and rich
contrasting colors.

“Cooking pleasure & Provence”:

In comparison, this category places the joy of cooking within a calm atmo-
sphere that references evenings enjoying food in the company of close fri-
ends. We also chose to invoke the feeling of taking arelaxing trip in order to
explore the palate of another culture, conveyed by images of regions with
aparticular culinary [Er. As cooking is also associated with health, organic
beauty, quality and tradition, we highlighted quiet images of ingredients and
dishesthat are reminiscent of astill life painting. When drafting our blue



print, we wanted to use the form of storytelling to compliment the feeling
of strolling through a market, looking for fresh produce.

Thisimagery can be strengthened even further when infused with additional
content, such as information about ski ranges or ideas for recipes. When
compiling the imagesfor your story, you should simultaneously consider the
productsthat will be linked to the story (either by image mapping, Sideview
or asastandalone element in the story).

These are the basic componentsthat we need to tell our story. We not only
link emotions with our products but also ol’dr customers added value and
strengthen our brand identity, in such away that would not be possible
through impersonal marketplaces such as Amazon.

To dos:
Compile the images/ videos/ text / content / and productsthat you need to tell
your story.

3. Design a blueprint

After creating a concept for your story and compiling the required images
& content, you are ready to bring everything together in the design phase.
At this point it makes sense to sketch arough idea of the structure with

pen and paper. If you are comfortable using Photoshop or other design
programs, by all means take advantage of these tools. Decide at which story
point you should use a specil & image / banner / video and determine when
you want to link your products using Sideview. At this stage it is also import-
ant to consider how the shopping world should behave on smartphones and
tablets.

For thiswe must keep in mind that shopping worlds are built using a grid
system. Pages can be divided into any number of rows and columns. When
the type is set to Storytelling, each page is presented full screen with sec-
tions divided by percentiles. For example, if there are 4 lines and 3 columns
per section, each row represents 25%o0f the total height and each column
33.3%of the total width:

1!'
©

Rows per section: ! 4

Select a grid: 3-Spaltig -
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Lines can be conured directly in the settingsfor every shopping world.
For columns, you can either choose from one of the default layouts or
create your own divisionsin the expert settings. Please note: the settings
for “Line Number” and “Cell height” have no in[‘tlence when the type is set
to “Storytelling”, since they are already del’nled in the shopping world - this
setting only appliesfor “Classic shopping worlds”.

Grid management | Template management
o Add new grid Delete selected grid(s) g Q Search grid...
[ | Name Column(s) Row(s) Cell height (in px) ltem element height | Gutter
Ll 3-Spaltig 3 20 185px 2 cell{s) Dpx
| 4-Spaltig 4 20 185px 2 celliz) Opx
0
~ | Create new grid B=8
]
(]
me Define grid
o g
d Name: | B-columns
O
= Initial label of the grid.
(M} —
= Number of | ] =
] columns:
ol Cannot be modified within the designer.
= Number of rows: [ 0 =
u Initial number of rows. New rows cannot be added within the designer.
Cell height: [ 0 =3
Height of a cell (in px) in the frontend.
Item element [ 1 %
height:
Number of cells which cccupy the ifem element.
Gutter: [o =
Margin (in px) beiween the elements in the frontend.

After saving your settings, the grid is ready to be [Hled with various
image-based elements such as banners, Sideview, etc. Here you also have
the option to expand an element so that it covers several cells. You should
always keep responsivity in mind when deciding where to place an element.
In most cases it makes sense to set up the shopping world dirently for
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mobile devices. For example, if | have 4 dilidrent elementsin asection
that behave well on alarge screen (or screen that is oriented horizontally),
they will appear far too small and restricted on vertical displays, especially
on asmartphone. Continuing with the example of agrid with 4 rowsand 3
columns:

Without adjusting the shopping world for dili&rent viewports, an individual
section [fled with 4 elements (i.e. banner, Sideview, image or banner slider)
would appear asfollows:

Apfel-Lachs-

upp

Here we see the content is not displayed properly for mobile devices.
Generally, simple images where the subject isframed in the center (such as
the apple) will be properly displayed. However, images that contain text / a
subject that is olikentered (such asthe soup) must be adjusted in order to
appear in the visible range of the grid. In order for images and bannersto
automatically adjust to the height and width of acell, we are working with
the cover method, which behaves like the CSS property background size:
cover, therefore the aspect ratio is also maintained.



Important: Cover e[gct in dil&rent element sizes

Thisisthe safest option when creating well-rounded, seamless shopping
worlds where neither the images are distorted on dil&rent devices nor the
storytelling losesits ddct dueto unsightly empty spacesin the display

Wrong: stretched -> unattractive distortion Wrong: scaled -> entire image is visible but empty
spaces are displayed:

(= shopware



With the exception of HTMLS5 video, all image elements (banner, banner
slider, Sideview) use the cover method. For HTMLS5 video elements, you can
choose whether or not the cover method should apply (Video mode: Fill),
or to take on the properties of one of the images shown above. We do not
recommend “Video mode: Stretch”, asthis changesthe aspect ratio distorts
and the video (as shown in the image to the left). However, “Video mode:
Scale” would work well, as any empty space is [lled with black bars, asisthe
standard for YouTube videos.

For banner sliders, each slide is automatically scaled toward the center
point. For simple banner and Sideview elements, you can del'He the directi-
on in which the image should be scaled. This makesiit possible to control the
display so that the subject is alwaysin view.

Preview image

-------------------------------------------------------------------------------

left top

______________________________________

____________________________________________

Here there are 9 areasto choose from. These correspond to the CSSpro-
perties background position: top / bottom/ left / center. Without specifying
adirection, the image will automatically scale toward the center point. See
the following two examples, which have been assigned dilidrent targets:




The most important factorsto consider when designing aresponsive
shopping world are grid [‘Liidity and seamless behavior of the elements
contained therein. There are thousands of dil‘drent devicesfrom which
shopping worlds can be accessed, all of which may dil&r in terms of display
height & width. Please note: [iXed pixel values for the dimensions of images
or banners are completely irrelevant! The important thing to consider isthe
subject of the element and where the focus should lay.

When customizing a shopping world for dilfdrent display sizes, it is also
important to consider adjusting the layout of the elements. Here you have
the option to create an entirely dilfdrent grid (|_T{l|ed with either the same or
completely new content), however in most cases you can simply rearran-
ge the elementsto accommodate the new viewport. To detail this: in our
example with 4 elements, you can very easily adjust the shopping world for
mobile viewports by redistributing the elements across 2 full screen sec-
tions. When combined with assigning the target for the image display, the
redesigned shopping world looks like this:

Apfel-Lachs-

upp
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Keep these pointsin mind when drafting the blue print for your shopping
world. When designing shopping worlds for multiple devices (as is always
recommended), proper planning leadsto a much smoother implementation
workl[aw.

Now afew tips:

*  Most prefer to start with a concept for larger devices (desktop / tablet
landscape) then scale down. However, you start with a concept for
smaller devices, it is easier to par down to the essentials and build a
crisp, concise story.

» It often makes sense to use less content for mobile devices. This
decreases the load time and makesfor better usability from the custo-
mer’s perspective.

* Inmost cases, shopping worldsfor desktops also work for tablet
landscape portraits.

» Mobile landscape displays are often smartphonesthat are horizontally
rotated, therefore they have alow height. The same appliesfor portrait
mode on tablets!

*  We recommend working with a simple grid (so no more than 2-3 rows
and 3-4 columns), especially for users with beginners design experien-
ce. Thismakes it easier to adhere to a consistent design throughout the
story.

* Lessismore! Instead of using one element per cell, stretch less ele-
ments across several cells. It often suitsthe design to create afull
screen section by stretching one element across every available cell.

To dos:

What should the dilfdrent sections contain?

What should the grid look like on which | build my story?

Where should specil‘&lelements be placed?

How should the individual elements behave?

How should my shopping world be displayed on dill&rent devices?

4. The implementation

After laying out the groundwork for your shopping world, you can imple-
ment your design using the Shopping Worlds module in your Shopware
backend.

First click on “Add shopping world”, assign a name (i.e. the assigned cate-
gory), select “Type: Storytelling”, specify the number of rows for every full
screen section and select the number of columnsfor the grid. Select which
viewports will display this shopping world in the “Select device” areaof the
window. Finally, assign a category—this is where the new shopping world
will appear in the frontend when “Active” is checked. As atip, we always
recommend activating Quickview, as this displays the details of a product in

1



amodal box and creates for a smoother journey through the story. All other
settings, unless relevant, can be left empty in this step.

Shopping worlds BEA ‘
] i ‘
o 8
g - New shopping world [=[x]
& ) Add shopping worid
g 75‘—

@ tegory name Designer Settings:
/ g Shosping world name: [ Tost.story
/| / g7 Tvp wablen: | staryteting =
/' Rows por secton: [+ BL]
/ Landing page: ~ This shopping world is a landing page
Active: Shopping world will be visible in the frontend
General settings
] Seloct a grid: 3-Spaltig - Seloct tomplate: ‘ Standard -
//v St [¥] Deskiop (> 1260px) [¥] Tablet Landscape {1024px - 1280px)
/ | Tablet Portrait (768px - 1023px) | Mobile Landscape (480px - 767px)
| Mobile Portrait (< 479px)
Position number: [1 - @
If you have mora than one emotion on one page you can sort them ascending by this fiskd

Use the Quick-View: Product links will show the information in & madal box without leaving the emotion word.
Category specific settings
Galact s category [E | Deutscn>Hangwerk & Tradton>Damen =
Time-controlled activation
(&) Reset time-controlled activation
Start date: [ Start time: [c]

|4 4 | Page 0 | ofo| o =
End date: End time: ‘

Save shopping world

After saving your settings, you will be redirected back to the overview.
Select the edit icon of your new shopping world in order to begin working
with the designer:

Shopping worlds (_[5] ]
(Bomgnes LN overview [ Expert netings
£ Categories & Add shopping world Delsie salecied shopping world |'Q_Search for a shopping worid.
11 English

51 Mountain air & advent; [l | Category name Name Type Devices Last edited Active  Actions
Jountain air & adventure

[ [ Cooking pleasure & Provence | = Woman
] Cratt & tradifion | Women Test-Story shoppingworkk 13 v /= g -

[ [ Women
B Men
[ mog

[ German

When working with the designer for a new shopping world, only the
section of your new grid is displayed. Select an element from the library
and assign it to acell using drag & drop. After placing an element, you can
change the size so that it covers any number of available cells. Click on the
edit icon to being adding content to the element.

To add anew section to your story, select the “Create new section” button.
In the frontend, these separate sections will appear as buttons, which can
be navigated per click or scroll. Caution: when selecting “Remove above
section”, all elements contained within will also be deleted!
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New shopping world

@ Preview... ~ Banner

Article

i : Category teaser
 Bamey @! Sideview-Eloment B Ellog article

nner slider

Youtube video

Manufacturer slider
Article slider

Create new section Remove above section HTMLS video element

Live-Shopping-Slider

If you want to delete a section but save select elementsthat have already
been completely conured, simply create anew section, drag in the corre-
sponding elements and delete the undesired section.

When creating a new shopping world, it is absolutely vital that you repe-
atedly test how it behavesin the frontend of various devices (i.e. several
mobile displays), since one cannot know the screen size / aspect ratio of the
end users device. Although few people have accessto an open device lab,
you can still simulate these various viewports by scaling your browser or use
developer tools (available in Chrome).

Once you have tested your shopping world and are satisli&d with the re-
sults, you can duplicate the shopping world so that it can be quickly conl[]
gured for adil‘8rent device. When copying a shopping world, all content
and settings are also copied. To make a duplication, simply select the copy
icon and assign the copy to adevice.

(5] x]

&3 Add shopping world Delste seiected shopping world Q, Search for a shopping workd...

[ | categoryname | Name Type Davices Last edited Active  Actions

= Women /

o ‘Women Test:Story Shoppingworld [ ] . e/ @ “0 =T
] As desktop shopping world
[ As tablet landscape shopping world
[0 As tablet portrait shopping worid
I As mobile landscape shopping warld
[0  As mobile portrait shopping world

After creating a copy, select the edit icon and conl’gure the shopping world
for the display of the assigned device. Under the “Settings” tab, you can
assign additional devices as well as change the grid, if desired.

To dos:

Create a shopping world as “Type: Sorytelling”

Delink the grid, assign a category and assign viewports where this shopping
world will appear

Create sections and [illlthem with content

If necessary, duplicate and adjust the shopping world for dillgrent viewports
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Conclusion

Storytelling ol drs a multitude of advantages—it allows you to satisfy the
visual appetite of customers browsing from diverse devices, dildrentia-
tes your shop not only from the competition but also eBay and Amazon,
strengthens your brand identity and charges your products with value,
especially when presented alongside content regarding its use/application.

In closing, we have put together some suggestions how a simple grid can be
used to create adiverse collection of well-designed shopping worlds.

Aaron Schaarschmidt (33) is responsible for
product design at shopware AG and developed the
concept for the new Storytelling feature in Shop-
ping Worlds.

Shopware 5 - Designed by people with vision
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2 rows/ 3 columns

1st section

Full screen (i.e. banner / banner slider, video)

Overture to the shopping world — introduce the setting and
mood

2nd section
3 elements (i.e. banner / banner slider, Sideview, video)
Main chapter in the story

3rd section
3 elements (i.e. banner / banner slider, Sideview, video)
Main chapter in the story, developing the plot abit further

4th section
Full screen (i.e. banner, Sideview, video)
Highlights/ contracting section

5th section
3 elements (i.e. banner / banner slider, Sideview, video)
Main chapter in the story

6th section

3 elements (i.e. banner / banner slider, Sideview, video)
Summary of story

Teaser for additional stories/ categories

Addition 1



2 rows/ 4 columns

1st section
Full screen (i.e. banner / banner slider, video)
Teaser / overtureto story

2nd section
2 elements (i.e. banner / banner slider, Sideview, video)
Main chapter & introduction the key story points

3rd section
Full screen (i.e. banner / banner slider, video)
Highlights/ contracting section

4th section
2 elements (i.e. banner, Sideview, video)
Main chapter in the story

5th section
4 elements (i.e. banner / banner slider, Sideview, video)
Main chapter in the story

6th section
2 elements (i.e. banner, Sideview, video)
Main chapter / teaser for additional stories

Addition 2



