
Drafting plans for a seamless  
shopping experience  
“Ecommerce is a very top priority for this company,” said Trey 
Kistler, director of ecommerce IT at Lowe’s Companies responsible 
for Lowes.com, myLowe’s online DIY tools, and Lowe’s mobile. As a 
key component to its omnichannel strategy, the company’s digital 
properties allow customers to expand their selections from the tens 
of thousands of products available in-store to several hundreds of 
thousands of items via ecommerce and special orders. 

“We are working to build a Lowe’s digital performance center of 
excellence,” explained Kistler. “This team is helping us to deliver 
an excellent omnichannel customer experience driven by real user 
monitoring.” 

Lowe’s approached digital performance with a focus on four key 
areas: metrics, people, processes, and technology. “In metrics, 
we look for real user engagement and consistently monitor the 
performance of our assets,” said Kistler. “On the people front, 
we take our business objectives and align our IT capacity to 
accomplishing those objectives.” 

“Performance is always a requirement,” added Kistler about the 
processes Lowe’s put in place. “We don’t go into an effort without 
considering performance, without considering what an impact 
it may have on our site, considering capacity additions to our 
properties. Performance is basically a requirement of what we do 
and is required to be measured and analyzed before we move a 
change to production.”  

Technology served as the underpinning for this performance 
management approach. Lowe’s needed data science to take action 
on its ever-changing data.  

Selecting the right tools for the job 
Lowe’s found the solution in the SOASTA Digital Performance 
Management (DPM) Platform. “We actually had two providers 

before SOASTA that we were using,” said Kistler. “What drew us to 
SOASTA was the competitive price of the model and the distributed 
view of the traffic.” 

SOASTA started working with Lowe’s on a CloudTest® On-Demand 
load testing engagement to fix performance problems affecting site 
availability. Once plagued with outages, Lowe’s was able to stabilize 
its website by troubleshooting performance problems uncovered by 
CloudTest.   

Lowe’s recognized the impact of SOASTA’s performance analytics 
technology and expanded the implementation to include 
TouchTest™ mobile testing, mPulse™ real user measurement (RUM), 
Data Science™ deep data analytics, and the Digital Operations 
Center (DOC™) to monitor and maintain performance from a central 
location. SOASTA Professional Services configured solutions that 
delivered actionable insights from the data Lowe’s collected. 

“We leverage SOASTA’s end-to-end DPM platform, and we automate 
wherever possible leveraging open source such as Jenkins to help 
drive efficiencies across our development practices,” said Kistler.  

“We’re focused on a single source of truth,” he continued, describing 
that this included real-time visualization, correlating insights from 
business and DevOps, and monitoring performance and customer 
interactions. The result was a “War Room” environment provided by 
DOC to address issues and any customer impact.   

Performance is Everything

Lowe’s Establishes Solid Omnichannel Foundation 
with SOASTA Digital Performance Management   
Lowe’s Companies, Inc. has been helping homeowners, renters, and businesses improve their living 
and work spaces since 1946, growing from a small hardware store to a Fortune 50 company. With 
fiscal year 2015 sales of $59.1 billion and 17 million customers each week throughout North America, 
the company’s omnichannel strategy was critical to its continued success in today’s digital world,  
providing customers with inspiration and support whenever and wherever they shop. To deliver a 
seamless retail experience for its customers in-store, online, and on-the-go, Lowe’s set out to build  
a digital performance center of excellence with SOASTA. 
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Lowe’s proactively monitored digital performance – from SOASTA 
test and measurement, application monitoring, and marketing 
performance tools – centrally on two DOC implementations. Each 
DOC featured six display panels delivering an integrated view of 
online performance data with the ability to continue accessing it 
outside of the centers on a tablet. 

Insights from its data centers identified how online performance 
impacted the business. “Data not only helps us find technical 
problems but also identifies conversion impact when those 
problems arise,” said Kistler. “Real-time data is key to knowing our 
customers’ needs and understanding reactions to the changes we 
make and how those impact our customers.” 

Real-time data was a key differentiator for SOASTA. “The data 
that’s collected by mPulse is not a compressed view – it is every 
interaction that is collected off your digital asset. That’s huge. If 
you look at some of the other tools out there, they compress on 
a time scale – every day, every week, every month there’s more 
compression – so the further back you look, the less accurate your 
data,” said Kistler. 

“We’re leveraging SOASTA’s mPulse tool set to help drive real-time 
data – this helps us know how our site is performing at all times, as 
well as what’s important to our customers,” said Kistler describing 
how Lowe’s uses predictive analytics from mPulse and Data 
Science. “We use this data to make smart decisions.” 

He added, “We’re using real user interactions to drive experience 
on the website. We’re leveraging actual analytics to increase 
revenue and agility, so real-time forensic analytics on first- and 
third-party resources, and predictive analytics to forecast what our 
customers need and want to see from our digital experiences.” 

Lowe’s also used RUM data to design more accurate load tests to 
test the right thing the first time. “We’re working to achieve higher 
quality testing and reduced risk to actual customer interactions, so 
we’re leveraging data that we collect around how our customers 
use our website to drive what we test for before we move changes 
to production,” said Kistler. 

Testing extended beyond websites to include native mobile 
application functionality. “Specifically for testing the apps we 
use TouchTest,” said Kistler. For example, the demand for the 
Lowe’s for Pros program, which serviced contractors in the field 
placing orders while on job sites, required reliable and responsive 
app performance. TouchTest allowed Lowe’s to continuously test 
mobile apps to ensure that they didn’t just work, but worked well 
across all devices. 

Building a culture of digital performance 
With the visibility provided by the SOASTA DPM platform and 
efficiencies gained from automation, Lowe’s secured its place as 
one of the top Internet retailers. “We’ve seen some very good 
benefits out of this approach. First and foremost is availability. 
Obviously that’s key to our success. High availability is driven 
by executing the right tests at the right time. Every minute of 
downtime or unavailability of our properties impacts not only the 
bottom line, but also our brand,” said Kistler. 

Performance is Everything
To learn more visit www.soasta.com or email us at info@soasta.com. 

“The one thing to take away is really: make performance part of 

your culture. Performance has to be first and foremost – on every 

project, on every effort. Performance can’t be an afterthought.”  

- Trey Kistler, Director of Ecommerce, Lowe’s

Performance is everything

• Achieved nearly 100% availability consistently 
from executing the right tests 

• Slashed average page load speed in half with 
performance measurement  

• Correlated site performance with sales impact 
using predictive analytics 

• Established data-driven decision making for 
increased customer focus and revenue 

• Drove ecommerce sales to over a billion with 
growth in traffic and conversion

He added, “We focus on understanding the correlation between 
availability, response time, and its impact on sales, so that not 
only are we working on availability, but we’re also working on 
reducing response times on our website.” Since working with 
SOASTA, Lowe’s slashed average page load speed in half and 
improved its site availably to nearly 100 percent consistently.

Kistler advised ecommerce companies to plan ahead for 
performance. “Treat every day as if it’s your peak day, so always 
test your peak performance metrics, and always know that 
you can maintain that performance,” said Kistler. “Then always 
make sure you have visibility into marketing promotions and 
campaigns, as those can drive flash sales, large events that 
could drive problems across your properties.” 

He cautioned that performance testing and monitoring cannot 
start at the last mile of a project. “The one thing to take away 
is really: make performance part of your culture,” said Kistler. 
“Performance has to be first and foremost – on every project, 
on every effort. Performance can’t be an afterthought.” 

For Lowe’s, this performance-driven culture resulted in better 
planning, stronger customer focus, and increased revenue, with 
continued growth in traffic and conversion pushing ecommerce 
sales beyond the billion mark in recent years. “SOASTA helped 
us really mature our performance practice,” concluded Kistler.


