
Case Study

Launching + 
improving
Le Creuset

In 2013, Le Creuset team chose to partner with Blue 
Acorn iCi to design and develop a new ecommerce 
site, and have since continued to work with the 
agency to continually build a better online experience 
for Le Creuset customers.

Merging 
content with 

commerce, going 
international and 

solving returns
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“While our loyal customers would 
argue that Le Creuset produces their 
favorite cookware on the planet, few 
would offer similar praise for our old 
website. We had a lot of initiatives 
to grow our brand presence, but 
there was such a strong disconnect 
between the value we were providing 
with products and the value we were 
providing with our site. That’s when 
we started looking for a partner.”

Rick Dewalk, Ecommerce Technology Manager

When Le Creuset set out to find an agency to renew their unsatisfactory ecommerce site, he 

and his team worried about the role of content. While they had invested heavily in recipes, 

videos, and customer spotlights, they worried that featuring a constant stream of new 

content would compromise a beautiful design. Ultimately, the team chose Blue Acorn iCi to 

solve that problem on a new ecommerce platform. 

The geometric shapes of the Bauhaus movement, which began around the same time as Le 

Creuset was founded, inspired our design team. A flexible grid system allows Le Creuset’s 

content managers to escape the suppressive nature of ugly banners and update the site with 

ease. Rules keep the design consistent, but allow content managers to add a pinch of this or 

that to make it fresh.
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Because demonstrating quality for high-

end products is crucial, call-outs were 

placed on styled images that reveal 

important information about quality 

with a single click. Because customers 

are invested in and loyal to their favorite 

color, we created a special feature that 

allows them to shop by color.  

 

Previously, Le Creuset struggled to 

show off its product’s versatility online. 

For example, did you know that you 

can make a cake with a Dutch oven? 

Blue Acorn iCi made it easy for content 

managers to create, manage, and 

promote recipes that show off each 

product’s versatility using a product 

page template and the ecommerce 

platform’s related cross-sells and 

upsells capabilities. By working with 

the platform instead of against it, Blue 

Acorn iCi built a feature that provided a 

major return on investment.
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+67% 
revenue year 
over year 
increase



Follow launch,  Blue Acorn iCi found that many customers 

were returning their items with the reason being the product 

size was not what they expected when making the purchase. 

Initially, quarts was the only size metric the manufacturer 

provided on its site. Unaware of how many servings a quart 

produces, many customers would purchase a size based on a 

guess or assumption. 

Believing this to be the cause for the high return rate, Le 

Creuset worked with Blue Acorn iCi team to determine a 

solution that would reduce the rate. They decided to add 

how many servings the pan or pot size would produce to 

every PDP, providing the customers a more relatable metric 

than quarts.

Post-Launch Improvements
Mitigating Returns

““Winning several awards, including Best Web 
Design from Magento, confirmed what we already 
knew: Blue Acorn was the best partner we could 
have chosen. Since launching, we’ve continued 
to work with Blue Acorn iCi and leveraged their 
deep ecommerce expertise. They understand our 
brand and our priorities, and they’re willing to do 
whatever it takes to help us hit our goals.”

Rick Dewalk, Ecommerce Technology Manager
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International

Global growth in ecommerce represents a 

huge opportunity, and Le Creuset wanted 

to invest in its international sites to achieve 

growth similar to the U.S. Each region of 

Le Creuset had their own platforms which 

led to a highly fragmented situation both 

technically and administratively. Le Creuset 

Global wanted to standardize on a singular 

platform to solve these organizational 

problems and to grow, so they made the 

decision to rollout a global platform.

After launch, across the globe, the brand 

began to adopt the typography throughout 

catalogues and materials and rebranded 

its merchandising to match the highly 

successful U.S. site. A year later, Le 

Creuset’s international teams tapped Blue 

Acorn iCi to roll out the new site on four 

continents. To accomplish this, Blue Acorn 

iCi and Le Creuset developed a QA process, 

created a website governance model, 

documented local legislation, and defined 

a web development prioritization process. 

Today, the site is live in 30 countries and 

counting.
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