Make your website work

Ten ways to convert visitors into buyers
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FAQO: Online businesses and marketers

42 million

online shoppers in the UK’

71% growth

in e-retail sales
in the last two years'

50.1%

of online shoppers who place items
in their shopping carts don’t buy™

0.36% growth

in satisfaction with online
shopping in the last two years'

*Internet World Stats, Usage and Population statistics, June 2008
tIMRG Industry Report, 2009

Age:
**Core Metrics, ‘Core Metrics Benchmark Industry Report’, March 2009 &

Likes: Music, relaxing with friends, and finding bargains online
Dislikes: Queuing, bad weather, being disappointed




Will’s top ten tips to make your website work

—
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Bring me to the right page

Make your homepage useful

Help me navigate

Give me the right results when | search
Display groups of products clearly
Give me the product details | need
Make registration optional

Make it easy to buy or enquire
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Reassure me

10. Find this useful? Let me help!

Identify. Diagnose. Test. Implement.

Bear in mind there is no one hard and fast rule for making your website work
better. With ‘Will the Shopper’ we’ve highlighted common areas to examine
in order to improve performance.

From here, use free tools like Google Analytics and Website Optimiser

in order to identify areas for improvement, diagnose what causes visitors
to leave your site, test to find improvements and implement changes that
drive results for your site.



1. Bring me to the right page

“When | click on ads online, | do so because I'm interested in what you've Top tips for landing pages
promoted. But what if the offer, price, product or service from your ad

Link ads to the right page: Product-specific ads and keywords
isn't visible on your landing page? Il usually leave, dissatisfied.” 1 pag P !

should link to product specific pages; more general ads about
a product or service category should link to more general
pages. Avoid directing visitors to search results pages.
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Ad te . N Home | Help | My Account | catalogue Quick Shop | Checkout | Branch Locator | Talk Forum
Electric Drills

Buy Electric Drills from just £89
Free Next Day Delivery
www.Screwfix.com

Mirror your ad title: Try mirroring the headline or title of your
ad on your landing page - this way, the customer will feel immediately
reassured they’ve been directed to the right page.

Search for | | @ Rewster or sign In for Faster shopping

Top DEALS BESTSELLERS | YOUR TOP RATED

Clearance
Combi Drill Top Deal Drill Dri oy a Drills

Buyers' ‘
Guide

Flooring ] Drill
Hand Tools errm eserrr Bits

Comparison Q
Chart

Search By Brand
Makita

Dewalt

Hitachi

Erbauer

Ryobi

Ryobi One+

Bosch

Ensure selling points are visible: If you include compelling prices,
special offers or delivery options in your ad text, a customer will
expect to see these on your site. Make sure selling points from your
ad are clearly visible on your landing page.

Catalogue Quick Shop | Chackout

What next?

* Use Google Analytics to analyse the bounce rate from your landing pages.
Find high traffic landing pages that a high proportion of visitors leave
straight away.

Titan®
St

* Try changing the pages that your AdWords ads link to and monitor results.

» Use Website Optimiser to test changes to landing page text, images

“Drills, just like the ad said. Clearly laid out
or layout.

and free next day delivery too.”

20% reduction in bounce rate

By linking their ads to the relevant product pages rather than the search
results page, Screwfix decreased the number of visitors bouncing
(immediately leaving) from their site.



2. Make your homepage useful

‘A homepage is like a shopfront: show me whether it's worth going into
your shop/site or | may just move on. llike homepages that show who 1 Reaffirm your brand and site purpose: Assure the visitor that

Top tips for homepages

you] ire, Whit yor 56|”’ a”i a;y 6X0iti”9, ofters. Give me clear headings, they have landed at the right site - clearly display your brand and any
5o [ Kknow what else | can find on your site. unique selling points. Avoid long introductions as customers will seek
this information in the ‘about us’ section.

MORE TH>N" we oo more il Find the optimal page layout: Show visitors a clean and easy
[cor | tome | ver | mavel | tfe | Van | nusiness | MoreProducts | Latest News | to understand homepage which isn’t cluttered and has all relevant

My MORE THsN information available on the top of the page.

Special offer v

Clear navigation v

Call to action buttons ¢
Site search v

Branding v/

Home Insurance

6t FREE ¢ inth Email | ]

Log In Help. o
Security. ngm >

] ) Existing policyholders can
Get a Quote > E register 10:-
R View quote & polioy details
Retrieve a Quote > g i =
Register for a Personal Customer|
Manager

advertising, and let customers know of any compelling deals. Popular
or seasonal products that are profitable for you should be visible
on the homepage.

3 Test product promotions: Mirror any offers promoted in your offline

[ Make it easy to navigate further: You want visitors to proceed
psem— — ——— ooy PREE etone seie beyond your homepage. With so many potential routes a visitor could
i THE take, make sure they don’t get lost. Options on where to navigate next
e o MORE T should be clear and simple e.g. using site search, top/side navigation,
YT = and/or product links.
Up to £7000 vet fees cover A choice of great value cover © Home Insurance Quote
wore | v Mote V| @ patheume  Qute What next?
“Free offers, eh? Might check out home insurance » Use Google Analytics to identify high sales, high ROl products on your site.
while I'm getting travel cover for my hols...” You may also want to look at what visitors search for using your site search.
| f ti | h Consider featuring these products on your homepage.
nrormative, clear Omepage » Use Website Optimiser to test what type and quantity of content performs
MORE TH>N has created a flexible, branded homepage that serves best on your homepage. Experiment by including different offers and
multiple purposes. A user is both directed towards key products and products, or by reworking key navigation text and features.

actions, and given clear choices for navigation.



3. Help me navigate

“Ive reached your site, and I'm interested. But often, the first page | see Top tips for navigation

\,NO” thave ,evergthmg : Yva”t'h That's w;y : 'need ’clea[r ny Z,to ”a\&@ite, Make product/service categories visible: People need to see how
]r;to yoEr 5|t|e.h a:;deg[o’rlkse what you otter mtho 5|r'np e hea mgs.h . axeit to navigate in order to do so. Use clear labels/titles that show what
clearwhere | shiould click next to start my shopping or research. product and service categories you offer. Build a navigation structure

that is intuitive and not too complex.

2 Use easy-to-understand terms: When labeling the product/service

5 Here’s something you might not expect...

categories you offer, make sure you use terms that your customers
will understand and find appealing. Avoid jargon where possible.

3 Highlight where to go next: Help the user understand how they can

uuuuuuuuuuuuuuuuuuuuuu

get from A to B in the easiest possible way. Experiment with call
to action buttons, or click-able links and images to find out what
works best to direct the customer onwards.

What next?

* Use Google Analytics to understand where you're losing customers from
your buying funnel.

» Use Website Optimiser to test different product/service labels or call
to action buttons on your site.

‘I need a smart shirt...
I can look by size -
that'll save time!”

fooooooo

Clear site navigation

ASOS helps navigation with clear drop down menus, structured
by product type or department, and with on-site search. Visitors can drill
down from the general to the specific in just a few clicks.



4. Give me the right results when | search

“Sometimes, | come to your site knowing the product type, name, or Top tips for site search
manufacturer that | want. In this case, | don't want to click around your

Check quality of results: Is your site’s search function working well?
site to find my product. | want to search, and be brought straight there. ; v Y &

Ensure visitors are getting relevant results, even when they search
on synonyms or misspellings.

T = Make site search visible: Visitors to your site should be able to see,
Search Next... rone 2o ] 1 at a glance, where to search. Consider enlarging your search box
. or making it more prominent.

Narrow Your Selection

Beforen NSXC S sl . i
s g o o) 'y Allow customers to sort results: People like to be able to sort
o through search results. Allow visitors to order what they see
gun) e by anything from price or popularity to colour, style etc.
Natural (1) Grey (5)
Orange (1) White (3) '
"B Lay out search results clearly: Ensure visitors can glance through
M et Group: Socks Five Pack £4 Black And Grey £6  Trainer Socks £5  Heel And Toe £7 . . . .
) @) search results and compare listings easily to decide where to click
— next.
=5 m
p What next?

. * Use our Google Analytics search report to understand what search terms

are performing well (i.e. converting into sales or leads) or badly (i.e. resulting
in an ended visit on your site).

View > View > View >

Football Slogan £6  Nx Sports Socks £6  DayOf The £6  Days Of The
Show Al Socks Five Pack Seven Pack Week Socks Five Week Socks
Pack Seven Pack

“My son needs socks. ..and that's » Use Website Optimiser to test alternative search result pages.

Jjust what they've given mel” « Check out Google Site Search to bring the power of Google search to your
own site.

20% reduction in exit rate

Next noticed a high exit rate from its search results page for ‘boy’s socks’.
By testing more specific results, Next reduced exit rates by 20%,
and increased conversions by 7%.



5. Display groups of products clearly

“l use websites to browse and compare products before | buy. Group
products together, and highlight the details | care most about. This
way, | can make decisions about what to buy or click on next quickly,
and without frustration.”

SHOES
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Before

£29.99 £20.99 £59.99
2 colours avallable
w ouTH o o
£59.95 £65.95 £84.99
PAGE 1 0F 15
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Next
FORA YEAR (=
[ e e v e Y S (e

“This is great. Clutter free and | can see exactly
what the shoes look like without having to click
on each one...those brown ones are nicel”

6% increase in conversions

Schuh tested product density and image size on their product category
pages. They were able to increase conversions across the site by 6%.

Top tips for category pages

of images, products and text. Position, size and quantity of content will

1 Provide a clear layout and design: It’s important to get the right mix
all have an effect on how customers interact with your pages.

categories, you should allow them to make comparisons. By including
images, prices and a brief description of each item, you can assist
them in making purchase decisions.

3 Group products logically: Products should be organised in a logical

2 Enable comparisons: As customers click further into product

manner so the visitor finds what they expected in each section of your
site. Test displaying top-selling products, or those with special offers,
more prominently on the page.

What next?

* Use Google Analytics to prioritise which product category pages to improve
by identifying the high traffic pages which lose the most visitors.

» Use Website Optimiser to test new category pages in order to find out what
content and design works best.



6. Give me the product details | need

“I've looked around and I'm close to buying from you. To make a decision,
I need to know exactly what I'm getting. Don't overload me, but do show
me relevant details: for example pricing, photos, customer reviews and
ratings.”

HOTEL SELECTION rH

Catering Room type. Category Max._ Price/persen
[select v [select ) [select vl foeect v R

Fuerteventurs: Nueve Horizonte/Caleta de per person Before
incl Rights 2 transters

Fuste
A LA PIRAMIDE
=5 liid range hotel
from €1.693

Sefect

HOTEL SELECTION

Catering Room type Category Max. Pricelperson
| select ~| [select | [select v | select v

Fuerteventura: Nueve Horizonte/Caleta de Fuste
LA PIRAMIDE

Mid range hotel
The hotel is located in the up and coming resort area of Nuevo from €1 69392
Horizonte, away from the more ... incl. flights & transfers

Select

My wife and kids will love this. Huge pool
and it’s in an up and coming resort!”

5% increase in conversion rate

L'tur.de added descriptive teasers to the hotel listings and allowed
visitors to sort results based on price or category. This increased

the conversion rate by 5%. ) o )
*Site testing originally conducted in German

Top tips for product details

commonly ask for or want to know. You need to be up-front about key

1 Summarise key product details: Think about what customers
product features, options and price.

they’re buying. Make pictures large, and easily visible. Consider
allowing customers to zoom in on products, or see them from different
angles.

3 Make your call-to-action button visible: What is the next step

2 Provide clear images: Customers like to have a clear view of what

you want a customer to take? If you want them to buy from you,
make your ‘buy now’ button prominent so they don’t have to scroll
down the page to see it. If you're a leads based business, the same
applies to your ‘get quote’ or ‘talk to an expert’ button.

What next?

* Use Google Analytics to identify high traffic product or category pages,
which also have a high exit rate of visitors leaving your site.

* Use Website Optimiser to work out what combination of product details,
images or calls to action work best together and in what layout.



“‘One thing that puzzles me with websites is why | have to register before
I can buy. Why are there obstacles like creating logins and passwords?
I just want a quick secure way to contact you or purchase from you.”

DEBENHAMS

‘= Shopping Basket: 1 | Log

Womens Mens | Kids | Electricals | Home | Furniture | Gifts | Weddings

Designers Lingerie

Beauty

You are here: my details
EASY SHOPPING

You dor't have to be registered to shop with Debenhams, but if you do you'l find that it makes shopping online with us easier and faster. Al your details wil be
saved securely in My Details for you to amend at any time.

If you are already registered simply enter your Log-+n ID email address and password in the boxes below each time you visit for a quicker Checkout. Please note
that your password is case sensitive.

*Your Log+n ID email is the email address that you registered with.

Log-in (if you're already registered) Register (for new customers) Just Checkout
Email address: Email address: To go straight to checkout without registering,
* * dick on Just Chedkout

Password: Confirm your email address:

— .

Forgotten your password? Password (minimum 6 characters):
S

Just Checkout

To go straight to checkout without registering,
click on Just Checkout

Confirm your password:
R —
JUST CHECKOUT

| personal finance | debenhams plc | aboutus | stores | jobs | privacy &searity | delveryinfo | sitemap

COPYRIGHT® DEBENHAMS RETAIL PLC 2001 - 2009, all rights reserved, Legal Disclsimer

‘Ahh great! | can go straight to checkout without registering.”

On average, 23% of checkout abandonment happens due to required
registration.” Debenhams increases the likelihood of purchase by allowing
customers to checkout without registration.

*Source: Forrester Research US: Required Registration Lowers Online Conversion Rates, April 2008.

Allow purchase without registration: Let customers buy from you
without creating an account. You can still capture details like their
email address in your payment details form; you can also offer them
the opportunity to register post-sale.

Make registration easy: Try to reduce the amount of information
required to register. Stick to the details you really need.

Highlight the benefits: If you want to encourage customers
to register, let them know how this will benefit them.

* Use Google Analytics to understand whether your current registration
process is deterring visitors from making a purchase.

» Use Website Optimiser to test simplified guest registration forms.



8. Make it easy to buy or enquire

“I don't think anyone enjoys filling out forms. The longer and more complex
aformis on a website, the more likely I am to give up. | do understand
you need to collect information from me. But the easier you make it, the
more likely | am to follow through and complete the process.

Salect language
@ USB-FlashDrive.co.uk
Sales Hotline: 01753 491470

Before Home Products Pre-Loaded Media Clients RequestaQuote AboutUs = Contact Us

Get A Free No Obligation Quotation cLENTS

We value your privacy and we never sell or share your data.

s —
Bt — Gasacd
Telephone: l:l
S —

Memory Size (== Please select — %)

VOLVO

Further Information:

BACARDI

4

Get my free quote  Busks

bp

St

2007 Product Expactations Lid.
Mamory Stick Serices | Flash Drives | Ratums Palicy | Privacy Palicy | Terms and Conditions | Lagal Information | Site Map | Cantact Us

“This form looks quick, let’s see what they can quote me.”

40% increase in conversions

USB Flashdrive reduced the number of fields in their enquiry form,
and moved the call to action button up to a visible area of the screen.
This increased quote submissions by 40%.

Top tips for purchases and enquiries

steps in your checkout or enquiry process. Only ask the customer for

1 Don’t ask for unnecessary details: Reduce the number of fields and
information that’s really needed.

a customer is at in the checkout process. This sets expectations and

2 Show transparent steps: Use a status bar to show what stage
makes the process seem manageable.

populating fields where possible e.g. suggesting a delivery address

3 Expedite the process: Help the customer to complete forms by auto-
based on the billing address in a checkout form.

unnecessary navigation bars from your checkout process. Minimise

1 Avoid distractions: You may want to remove advertising and
distractions that might lead a customer to move elsewhere.

What next?

* Use Google Analytics to identify which forms or steps in your checkout
process are causing customers to drop out.

» Use Website Optimiser to test for better page content: shorter forms, fewer
steps, more transparency on how many stages are involved.



9. Reassure me

‘| want what you offer - but | need to trust you before | submit my Top tips to reassure
payment details. What if | need to return what I've ordered? What are Be open about cancellations/returns: Customers want to know
) . 2 , o Irns: '
?c/our delivery times: Havg : Seheﬂ exactly what [ll be chgrgeld. l\flake”me 1 they can return goods that aren’t suitable, or cancel bookings
eel secure, or [may look for the same product or service elsewhere. if circumstances change. Ensure information on how to do this

is accessible on your site.

and inform customers early on about any extra delivery or booking

2 Offer transparency on price: Be transparent about total costs
charges. It can also be beneficial in the checkout process to offer

M secure shopping in three simple stegrs @ Delivery & connedion @ Your detats 3 Payment
Delivery details v

Total COStShOWN v e sy v e customers options e.g. cheaper or more expensive delivery based

Your purchases @  Cord details . X
Clear purchase summary ' o e e on how long it will take.
Ability to edit key fields v

SAMSUNG 6
LES0AGEEM1FXU (x1) tiors and clek Buy Naw'

“%&"um@ -~ = Clarify what happens after purchase: Make sure a customer knows
o 7 how long your delivery process will take. If you sell a service, clarify

what online confirmation and next steps a customer should expect.

Payment type LS x

Card Nusrber ™

symbols to indicate this e.g. padlock symbol.

Card scurity 1. (see exsmple dlorgsde)

Expiry dats
vad o ottt [ ) (=) 4 Offer security: Make sure your pages are secure, and include known

Issue number (Masstro crly) *

[ 1confirm that 1 have read and accept

h forms & coniticrss of gurcharsd 5
What next?

“‘Alllooks good. I'm ready to buy!”

» Use Google Analytics to identify where customers are dropping out of your
checkout process.

» Use Website Optimiser to test what combination of delivery, security and
1 80/0 increase in conversions across site price details works best to seal the deal with customers.
By introducing the checkout summary into the main body of the payment

page, Comet increased order confirmation (conversions) by 1.8% across

their site.



10. Find this useful? Let me help!

“Thanks for listening, and | hope you've found my top ten tips useful. Top tips for conversions
Here's the ?Ogbol],/” lmg your O;I[H’I@ buslneszgannotll?e successful without At Google, we understand you need data to make decisions. We provide tools
customers: By listening to them, you can drive real improvements. to help you understand how customers interact with your advertising and

Figure out what ads your customers like or don't like, measure what
causes us to leave your website, test to find site design that's easy and
intuitive for us to use. Help shoppers make the decision to buy from youl” 1 Drive high quality traffic: Google AdWords allows you to reach more

website.

potential customers online. Learn what search terms and ad texts
work best to drive results with your target audience.

interact with your site through Google Analytics. Understand what
parts of your buying process could be improved to keep more
customers on board.

2 Understand trends on your website: Start tracking how visitors

of guess work. With Google Website Optimiser, you can test and track
what content - images, layout, text etc - drives the most sales and
leads.

3 Stop guessing, start testing: Website design need not be a matter

s What next?

"""" » b ,‘ ] * Find more information on Google AdWords at google.com/adwords

* Find more information on Google Analytics at google.com/analytics

‘Goonl Let me help!”

* Find more information on Website Optimiser
at google.com/websiteoptimiser



Additional resources

Google Conversion Room Blog
The place to go for tips on conversions
Y8 conversionroom.blogspot.com

Google Conversion Professionals
Google accredited professionals to help you
get the most conversions on your site
“B google.co.uk/gcp

Conversion University
Conversion help centre featuring multiple products
“B google.com/support/conversionuniversity
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