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Top 10 Online Retailers in the US, Ranked by Unique
Visitor-to-Buyer Conversion Rate, November 2007

1. Coldwater Creak

2_HearthSong

T o o
Choamare L

T Urbanouttters e

&. Lands End 15.4%

10. QVC 14.9%

Note: Web sites with 500,000+ unique wsitors per maorth
Source; Nielsan Oniine, “Megaliew Retail® as cited by Marketing Charts,
Jaruary 7, 2008

#1586 wiaiellarketer.com
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ﬁeating
Desire to

Opt-In

Media Vehicles of
Different Engagement
WAVELS

Achieve Marketing
Objectives
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