
Please carefully review your Digital Proof download for formatting, 
grammar, and design issues that may need to be corrected.

We recommend that you review your book three times, with each time 
focusing on a different aspect.

Once you are satisfied with your review, you can approve your proof 
and move forward to the next step in the publishing process.

To print this proof we recommend that you scale the PDF to fit the size 
of your printer paper. 

Check the format, including headers, footers, page 
numbers, spacing, table of contents, and index.

Review any images or graphics and captions if applicable.

Read the book for grammatical errors and typos.

1
2
3

Digital Proofer

Kill Your Conversion...
Authored by Joris Bryon

6.0" x 9.0" (15.24 x 22.86 cm)
Black & White on Cream paper
250 pages

ISBN-13: 9789995712495
ISBN-10: 9995712490

 

 



 

© 2018 Joris Bryon 
 
All rights reserved. No part of this publication may be reproduced, distributed, or 
transmitted in any form or by any means, including photocopying, recording, or 
other electronic or mechanical methods, without the prior written permission of the 
publisher, except in the case of brief quotations embodied in critical reviews and 
certain other noncommercial uses permitted by copyright law. For permission 
requests, contact the author. 
 
Although the author has made every effort to ensure that the information in this 
book was correct at press time, the author does not assume and hereby disclaims 
any liability to any party for any loss, damage, or disruption caused by errors or 
omissions, whether such errors or omissions result from negligence, accident, or 
any other cause. 
 
Cover Design: Dragan Bilic 
Editing: Lauren Tonge and Marc Uitterhoeve 
Book Design: Leila Summers 
 
ISBN: 978-99957-1-249-5 
 
Printed in the United States of America 

 



 

Chapter 1: Things You Need to Know and Unknow ............................ 7 
Increasing Ad Spend...Where Does It End? ..................................... 7 
4 Levers of E-commerce Growth ...................................................... 8 
Optimize, Then Maximize ............................................................... 10 
The Most Powerful Lever of Them All: Conversion Rate .............. 10 
CRO is Just Wrong............................................................................ 11 
Resist the Urge of a Redesign ......................................................... 12 

Why a Radical Redesign Can Go Terribly Wrong ...................... 14 
Evolutionary Versus Radical Redesigns ..................................... 15 
When an Evolutionary Redesign Is Better ................................. 15 
When a Radical Redesign is Indicated ....................................... 16 

CRO Myths ....................................................................................... 16 
Why Details Matter ..........................................................................29 

A “Goodwill” Bucket.................................................................... 30 
This is How the Bucket Empties ................................................ 30 
Yes, it Really is All in the Details................................................. 31 
And So… ........................................................................................ 35 

To Summarize: Great Expectations, Great Results ....................... 35 
Chapter 2: Conversion Optimization the Right Way:  

The Dexter MethodTM .......................................................................... 37 
No Hocus Pocus ............................................................................... 37 
The Dexter Method™ ..................................................................... 38 

Chapter 3: Data .................................................................................... 45 



 

How to Tell a Real Optimizer from a Wannabe ............................ 45 
Your Opinion Doesn’t Matter - Nor Your Boss’s Wife’s................ 46 
Where, How Much and Why .......................................................... 46 
WHERE Are You Losing Money and HOW MUCH?  

Google Analytics Analysis ............................................................... 47 
What If You Have a Low-Traffic Site?........................................ 48 
Google Analytics Settings Check ................................................ 49 
Google Analytics Analysis ........................................................... 50 

WHY Does It Happen? Essential Research Methods ................... 96 
What If You Have a Low-Traffic Site?........................................ 97 
Expert Review .............................................................................. 97 
Click Maps, Scroll Maps and Visitor Recordings .................... 107 
Form Analysis ............................................................................. 111 
Live Chat Analysis/Customer Support Interview .................... 112 
User Testing ................................................................................ 114 

WHY Does It Happen? Optional Research Methods ................... 118 
Customer Survey ........................................................................ 119 
Phone Interviews With Your Customers.................................. 124 
Five Second Test .........................................................................125 
Web Surveys............................................................................... 126 
Other Research Methods ........................................................... 127 

Chapter 4: Review Your Site Like An Expert .................................. 129 
Starting Points, Not End Points ................................................... 129 
Readability ..................................................................................... 130 
Calls to Action and Buttons ........................................................... 131 
Forms ..............................................................................................133 
Home Page ..................................................................................... 138 
Category Page ................................................................................ 140 

 

Product Page .................................................................................. 143 
Cart ................................................................................................. 149 
Checkout ..........................................................................................151 
Confirmation Page (Thank You Page) .......................................... 154 
Mobile ............................................................................................. 155 

Cross-Device Is No Excuse ........................................................ 155 
Mobile First? Yes, But…............................................................. 156 
21 Practical Tips for Mobile ....................................................... 159 

Copywriting .................................................................................... 164 
10 General Copywriting Principles ........................................... 164 
Microcopy ................................................................................... 165 

Value Proposition .......................................................................... 166 
Test Your Value Proposition ..................................................... 167 
What Exactly is a Value Proposition? ....................................... 167 
You May Not Have a Problem With Your Traffic  

or Your Site ................................................................................. 168 
Questions You Should Ask Yourself ......................................... 168 
What Your Value Proposition Needs to Look Like .................. 169 
Concrete, Concise, and Clear ...................................................... 171 

Psychology ...................................................................................... 174 
Don’t Start With These Principles ............................................ 174 
Don’t Just Implement Them, Test Them ................................. 174 
Don’t Go Overboard ................................................................... 175 
Be Genuine ................................................................................. 175 
Principle #1: Reciprocity ........................................................... 175 
Principle #2: Consistency .......................................................... 176 
Principle #3: Social Proof .......................................................... 177 
Principle #4: Authority .............................................................. 178 



 

Principle #5: Liking .................................................................... 179 
Principle #6: Scarcity ................................................................. 179 
Principle #7: Unity .................................................................... 180 
Principle #8: Gaze Cueing ......................................................... 181 
Principle #9: Forer Effect ......................................................... 182 
Principle #10: Paradox of Choice ............................................. 183 
Principle #11: Reflection Effect ................................................ 185 
Principle #12: Fear Appeal........................................................ 186 
Principle #13: Hyperbolic Discounting .....................................187 
Principle #14: Endowment Effect ............................................ 188 
Principle #15: Ambiguity Aversion .......................................... 189 
Principle #16: Country of Origin effect .................................... 190 
Principle #17: Peak-End Rule .................................................... 191 
Principle #18: Self-generation Memory Effect ........................ 192 

Chapter 5: EXecute ........................................................................... 193 
Research: All In One Place............................................................ 194 
EXecute or Test? ............................................................................ 196 
Time to Execute: Use The Priority Score ..................................... 199 
Seeing the Impact of the Execution ............................................. 199 

Chapter 6: Test .................................................................................. 203 
Prioritize Your Tests: The Dexter ScoreTM ................................... 204 
Organize Your Test Ideas .............................................................. 208 
A/B, MVT or AI .............................................................................. 211 

A/B Test ...................................................................................... 211 
MVT ............................................................................................ 213 
AI Testing ................................................................................... 213 

Hypotheses .................................................................................... 216 
A Simple Formula ....................................................................... 217 

 

Testing With More Than One Hypothesis At Once ................. 218 
Setting Up The Tests ..................................................................... 220 
Common Testing Mistakes ............................................................ 221 

Chapter 7: Evaluate ........................................................................... 225 
Analyze in GA ................................................................................. 225 
Beware of the Novelty Effect ........................................................ 226 
Custom Report ............................................................................... 227 
Is The Difference Significant? ...................................................... 228 
Apply Segments............................................................................. 230 

Chapter 8: Repeat ..............................................................................233 
Learn From Every Test ................................................................. 234 
When Your B-version Loses or Performs the Same as A ........... 234 
When Your B-version Wins ........................................................... 235 

Start Killing Your Conversion Killers Today .................................... 237 
Acknowledgements ........................................................................... 239 
  



 

 

 

 
 
 
 
I was 29 and still couldn’t answer the simple question “What do you 
want to do when you grow up?” I was stuck in a job in advertising. 
Good job, lots of responsibilities, good salary - but I hated it. The 
long hours dragged on. From Monday morning to Friday evening 
my life was basically on hold. It was all about the job. 
 
One night I was talking to my wife in bed after a long day at work 
and it suddenly hit me: was I in this rat race because I wanted it or 
because it's what was expected of me? The answer was very clear: it 
was the latter. And that was a huge aha moment for me that changed 
my life. 
 
I looked back and realized that everything I had done so far, every 
choice I had made, was not as much about what I wanted, but about 
what was expected of me. I was a good student, got excellent grades 
at university, so everybody around me expected me to find a great 
job, make a career, make a good salary, buy a house... You know, the 
typical stuff. So I did. But that night in bed talking to my wife, I 
realized that’s not what I wanted. If I was honest with myself I didn’t 
really care about a career, I wanted to be doing something I was 
passionate about. I didn’t really care about status or owning a house. 
I just wanted to find something I like getting out of the bed for every 
morning. But I had no clue what that was. 
 
My wife wasn’t happy in her job either, so we decided that night we 
would change the course of our lives. And we did. We quit our jobs, 
put our house on the market and went traveling for 4 months 
through Australia and Asia. It was the best time of our lives. But at 
the end of those 4 months our house still wasn’t sold and we were 
broke, so we had to go back and find a job quickly. And I still didn’t 
know what I wanted to do when I grew up. 
 



 

So I relapsed and went back to advertising. After all, I had a lot of 
experience in it and could find a well-paid job pretty quickly. But of 
course I felt stuck again, so I quit after a little over a year to start a 
video production company with the money we got from our house - 
which we finally had managed to sell. 
 
It was a bold (and in hindsight, probably stupid) move, because I 
didn’t know much about video production. But I liked the idea of it. 
So I did it. I was so desperate to get out of advertising and this was 
my best idea to start something on my own. To be honest, I doubted 
if this was what I wanted to do when I grew up, but in my mind 
there simply was no alternative. 
 
My video production company lasted for about 18 months. I burned 
through all of the money we made from the sale of the house and 
went broke again. So much so that I remember I often walked by a 
coffee shop thinking I would love to have one of those soy lattes, but 
I just couldn’t afford it. Any money that came in, I immediately 
translated it into how many days we would last on it to buy food. In 
my quest to find something I wanted to do when I grew up, I had hit 
rock bottom. But this time I refused to give up and go back to the 
advertising world. 
 
Since business was slow for the video production company, I started 
looking for other ways to make some extra cash. I stumbled upon 
affiliate marketing and decided to give it a go. I made a Wordpress 
site, wrote about 200 blog posts for it and pushed it live. To crickets. 
 
I didn’t know anything about driving traffic to a site, so I started 
investigating that. I didn’t have money for paid traffic, so SEO 
seemed the only option. I learned everything I could about it online 
and started to get more traffic to the site. I remember the first day I 
had 20 visitors on the site. It felt like a huge victory! Little did I 
know a few months later I’d have 1,000 visitors a day on the site. 
 

 

While doing this SEO thing for my site, I realized I enjoyed it. A lot. 
I hadn’t been as enthusiastic about a newly acquired skill in a very 
long time. So when the video production company finally failed, I 
decided I wanted to know more about SEO and this whole digital 
marketing thing. And I decided to apply for a job at a leading digital 
marketing agency. I figured I could learn a lot there. 
 
It’s one of the best decisions I ever made. Because it led to so many 
other good things. 
 
About a year and a half after I joined that agency, one of my 
colleagues told me he wanted to specialize in CRO. “Don’t do it. 
Don’t go into conversion optimization”, I told him. “You’ll get drawn 
into endless discussions with clients about personal preferences. It'll 
suck all the energy and love for digital marketing out of you until the 
point of burning out.” Boy, was I wrong... 
 
You have to know that back in the time when I said this, I was 
mainly doing SEO and Adwords at the agency. A great agency, great 
fun, learned a lot. We were generating traffic to sites, because that 
was all a digital marketing agency did back then. We generated tons 
of traffic. Looking back at it now, we were basically just dumping 
visitors on sites. Sure, we looked at the conversions and conversion 
rate. But we were mainly interested in how much traffic we 
generated - and so were our clients. We were sending traffic to some 
straight up ugly sites. But I didn’t care. Because we had traffic 
numbers and data that were proving we were doing a good job. 
 
And I thought at the time that changing the look of a site wasn’t 
based on numbers and data. That it was all about looks and personal 
preferences. After all, I had worked in ad agencies for almost 10 
years and there it was all about looks and personal preferences. 
“Make the logo bigger”, “Change this to blue”, “Put this here instead 
of there”... That kind of stuff. Because the person who told us to do 
this just liked it better that way. A lot of blah blah, but no actual data 
to support anything. 



 

Compared to that, SEO and Adwords seemed awesome and 
refreshing to me; we had numbers and data. No endless discussions 
about personal preferences and taste (I hated those discussions, it 
was the number one reason I quit the advertising world). 
 
At the time I had this conversation with my colleague, conversion 
optimization was still some obscure discipline within digital 
marketing. Only a handful of people were doing it and most digital 
marketing agencies didn’t care about it yet. There wasn’t much 
knowledge about it. So most of the digital marketing professionals 
still thought it was all about opinions and personal preferences. And 
so did I. It reminded me too much of what I hated in the advertising 
industry: unfounded opinions, endless discussions, no data. In 
short, a lot of BS. So I discouraged my colleague to specialize in 
conversion optimization. I was 100% sure I was doing him a huge 
favor by not letting him make this mistake. 
 
Fast forward a couple of months later: I’m lying on a sunbed in Kep, 
Cambodia. My wife and I had been backpacking through Cambodia 
for a few weeks. Confession: at the time of writing I’m almost 
turning 40 and still travel with my backpack instead of a suitcase. 
Even though my days of roughing it are long gone, I feel like giving 
up on my backpack is giving up on my youth - I know, it’s kind of 
pathetic ;) 
 
But anyway, I’m lying on that sunbed, we’re at the end of our trip 
around Cambodia and planned the last two days to just relax by the 
pool. After almost three weeks of backpacking I’m ready for some 
serious relaxing! And what better way to relax than reading a book 
by the pool? 
 
Only problem, I don’t have a book. And then I suddenly remember I 
have downloaded a book on my smartphone… about conversion 
optimization. So I decide to give it a go, because there’s nothing else 
to do, and I start reading it. And I just can’t stop. A whole new world 
opens up to me! 

 

I read the thing in one go, even though it was a few hundred pages. 
Boy, was I wrong about conversion optimization! I was fascinated by 
it from the start and, after initially being a skeptic, I immediately 
turned into a believer. It turned out that unlike advertising, it wasn’t 
about opinions. It was about data. Even more, it was a great way to 
nip any discussion about personal preferences in the bud. And the 
beauty of it all was that my nearly 10 years of previous advertising 
experience were not wasted after all. In those 10 years I picked up a 
lot about design, copywriting, psychology and persuasion. All of this 
could be put into practice in conversion optimization too. 
After that, it all went really fast: I took a highly-specialized 
conversion optimization course, read every book about conversion 
optimization I could lay my hands on and studied, studied, studied. 
 
I was combining this self-study with my job at the digital marketing 
agency, but I went all-in. I got up early in the morning to study and 
spent every minute of every evening and weekend studying CRO. 
 
After 6 months I felt ready though. I was ready to start optimizing 
an actual site. The only problem was that I realized the agency I 
worked for was still very much focused on traffic... as were their 
clients. Even though the agency was really supportive and wanted to 
give me CRO projects, there were simply not enough opportunities 
amongst their clients. 
 
So I made a decision, I quit and started out on my own. That would 
be the only way to get a lot of experience as quickly as possible. The 
first couple of projects I did were for free, just to learn. But I got 
great results. So I felt confident I could get paid clients too - which I 
did. 
 
Along the way I worked hard. Not only on optimizing all those sites, 
but also on optimizing the processes, the way to get the results. They 
say it takes 10,000 hours to become an expert. I’m way past that 
point now. I learned tons, made every possible mistake, and learned 
even more from it. 



 

In this book I want to share everything I learned along the way, so 
you don’t have to spend 10,000 hours, but rather just the few hours 
it takes to read this book. I know you run a business, so you don’t 
need any academic discussions, you just need to know what works 
(i.e. what will grow your revenue) and what doesn’t. That’s why I'll 
try to be as pragmatic as I can in this book. 
 
I’m very passionate about CRO. So forgive me if I sometimes sound 
a bit sarcastic or if I sometimes rant a little. That’s a result of my 
passion for conversion optimization. I’m still as passionate about it 
today as that day I discovered it, lying on that sunbed in Kep, 
Cambodia, and when it suddenly hit me there and then with an 
absolute certainty: “This is what I want to do when I grow up”. 
 

 

Increasing Ad Spend... Where Does It End? 
Let’s face it: growing your e-commerce revenue is hard. I know there 
are tons of people out there who want to make you believe it’s easy. 
But it’s not. It’s extremely hard work. There’s no such thing as a 4 
hour workweek when you’re trying to grow your e-commerce. 
 
Back in the early days of e-commerce, all you had to do was create a 
site, buy some AdWords traffic et voilà… you were making (a 
shitload of) money. You didn’t even have to optimize your site, do 
email marketing, be on social media, set up funnels or other stuff 
that nowadays are essential to try to make your e-commerce 
profitable. All you had to do was buy AdWords traffic. At a few cents 
per click. You could easily afford to pay for 100 clicks and only have 
one of those clicks convert. Your AdWords account was still 
profitable. You could just scale it up and see your revenue grow 
further. 
 
But soon you were not alone anymore. You may have started out in a 
niche, but other players discovered that niche too. They started 
selling what you sell to the same people you’re selling too. They too 
started buying AdWords traffic. And you started bidding against 
each other. Cost per click went up and you reached a point where 
you needed 1 out of every 5 clicks to convert if you wanted to still 
make a profit. Or even worse: for some keywords every click needed 
to convert if you wanted your AdWords account to be profitable. 
And that’s not going to happen of course. Nowadays a CPC of $10 
and up is not that uncommon for some keywords. 
 



 

So you started looking at other channels. You were probably already 
doing some SEO. You started email marketing, Facebook ads, 
Instagram ads, maybe Snapchat and so on. And then you hit a 
plateau. You feel like your growth is stagnating. You’ve exhausted all 
possible channels and don’t know how to grow anymore. 
 

4 Levers of E-commerce Growth 
The problem with the approach above is that you’re only looking at 
one lever to increase your revenue: traffic. 
 
Because that’s how it used to work. Dump some extra traffic on the 
site and you’ll see your revenue grow. 
 
By doing so, you overlook two important things: 
 
1. Not all traffic is created equal. What I’m saying here isn’t 
rocket science and I know you know this. But when I speak to 
clients, this is something I notice most of them tend to forget from 
time to time. So it’s important to mention here. 
 
If you’re selling dishwashers, and you bid on a keyword like “buy 
dishwasher”, it’s pretty likely that this is going to lead to a 
transaction. At one point you’ve exhausted all the options and you 
expand your AdWords account to bid on keywords like “how to save 
water and electricity doing the dishes”. Sure, you can create a 
landing page explaining that a dishwasher uses less electricity and 
water than doing the dishes manually and drive some traffic to the 
site this way. But that doesn’t mean that this traffic is going to 
convert. It’s all about mindset and relevance. Yes, your landing page 
may be relevant for that search, but the mindset of your visitor is not 
“I’m going to buy a dishwasher”. If you want to convert that visitor 
you’ll need a lot more than just creating a landing page. You’ll have 
to try and nurture that visitor up to a point where he’s ready to buy. 
And that won’t happen overnight. 
 

 

2. There are other powerful levers to grow your e-
commerce. When you think about it there is not one, but actually 
4 ways to increase your revenue: 
 more traffic 
 higher average order value 
 higher purchase frequency (i.e. existing customers who buy more 
and more often) 

 a higher conversion rate 
 
If you only focus on just one of those 4 (traffic) you’re missing out 
on a lot of growth potential. What’s more: by focusing on just traffic, 
you’re focusing on the most expensive growth lever. 
 
Let’s say in the next 12 months you want to double your revenue. 
Well, you could try and double that by increasing your traffic. Good 
luck with that. Because chances are you’ve already hit a traffic 
plateau and the extra traffic you’ll get will not only be expensive, but 
also less likely to be relevant or ready to buy. It’s going to take a 
huge effort and budget to double your revenue this way. 
 
What if I told you you could easily double your revenue in the next 
12 months without any extra traffic at all? It’s not even that hard. 
Let’s do the math real quickly. 
 
Let’s assume you have 100,000 visitors, a purchase frequency of 1 
(every customer only buys once), an average order value of $100 and 
a conversion rate of 1%. 
 
Your total revenue is 100,000 x 1 x 100 x 1% = $100,000. 
Next, let’s say the traffic stays the same, but you increase the 3 other 
levers (purchase frequency, average order value and conversion 
rate) by 30% each. 
 
Now the numbers look like this: 
 100,000 visitors (i.e. the same as before) 
 1.3 purchase frequency (i.e. +30%) 



 

 $130 average order value (i.e. +30%) 
 1.3% conversion rate (i.e. +30%) 

 
A 30% increase for those 3 other levers is a target you should be able 
to hit quite easily within 12 months, unlike a 100% increase in 
traffic. If we multiply those numbers (100,000 x 1.3 x 130 x 1.3%), 
we’re looking at a revenue of $219,700 - you’ve more than doubled 
your revenue! 
 

Optimize, Then Maximize 
Of course traffic is important, that’s not the point I’m trying to make 
here. If you don’t have traffic at all to your site, you should definitely 
work on that first. But keep in mind that traffic can only get you so 
far. 
 
If you hit a plateau in your growth, find it harder and harder to get 
more qualified traffic to your site and/or see your traffic costs 
increasing all the time, then you’re a lot better off working on those 
3 other levers of growth first before you invest in more traffic. 
Because if those 3 other levers are performing better, your traffic is 
going to become more profitable, which in turn will free up extra 
budget to invest in other traffic channels. 
 
In short: optimize, then maximize. 
 

The Most Powerful Lever of Them All: Conversion 
Rate 
In this book I’ll focus entirely on how you can increase your 
conversion rate. Because it’s probably the most underused way of 
growing an e-commerce site. And that’s a shame, because it’s also 
the most powerful lever to grow your e-commerce. Any e-commerce 
site we ever worked on has seen an increase of their conversion rate 
of at least 30% - all the way up to 517%. OK, that last one is pretty 
spectacular and quite uncommon, but nonetheless it’s something 

 

we’re very proud of. Most clients see an increase in the 50% to 150% 
range. And in this book I’m going to show you how you can get those 
results too. I’ll show it step by step and will share all of our know-
how - no holding back. 
 

CRO is Just Wrong 
But before we dive in, I just have to rant a bit about the term CRO. 
Yes, it’s a rant. But at the same time it’s important for you to 
understand and put everything in perspective. 
 
The term CRO (Conversion Rate Optimization) has been around for 
a while now. There were already a few other 3 letter words in digital 
marketing like SEO and SEA, so CRO probably seemed like a great 
addition to that digital marketing lingo. But it turns out it isn’t. 
Because the term causes a lot of confusion. 
 
Your conversion rate is important of course. But it’s just one metric 
and maybe not even the best one. I mean, it’s easy to get a huge 
increase in conversion rate: just cut your prices in half. You may see 
your conversion rate double. But I bet you’ll be out of business soon. 
 
At the end of the day what matters to you as an e-commerce owner 
is your revenue and your profit. Not your conversion rate. 
 
Your conversion rate should just be a means to an end. So don’t let it 
fool you. Because an increase in conversion rate is very likely to lead 
to a decrease again. Sounds weird? Actually, it isn’t that weird. 
 
Let me illustrate with this simple example: let’s say you see your 
conversion rate grow from 1% to 1.5%. All of a sudden some 
AdWords campaigns become more profitable, which means you’re 
paying less to get the same number of conversions. Now that you 
free up some budget in those campaigns, you may decide to use it to 
drive some extra traffic to your site by investing it in campaigns that 
weren’t profitable before but - thanks to a better converting site - are 
profitable now. This traffic is less qualified and less relevant but now 



 

that it’s profitable, it makes sense to invest in this too. These new 
campaigns don’t convert as well, let’s say at just 0.8%. So your 
average conversion rate will go down again. But since the new 
campaigns are still profitable, it’s a good idea to keep them running 
because it increases your revenue. If you were to look at your overall 
conversion rate and take that as your one metric that matters, you 
would probably come to another conclusion. 
 
So don’t be blinded by just your conversion rate. It’s an important 
KPI, but not the most important KPI. By the way, that’s why - 
whenever we evaluate the result of an A/B test - we always look at 
the revenue first. And I suggest you do the same too. 
 
There’s a lot of debate about the term CRO amidst CRO 
professionals, but, to be honest, that ship has sailed. Everyone is 
calling it CRO nowadays. Even though we could be clever about it 
and start calling it “Continuous Revenue Optimization” - which 
probably describes better what we CRO professionals do - I’m afraid 
we’ll have to live with Conversion Rate Optimization. I personally 
use the term Conversion Optimization more often than Conversion 
Rate Optimization, because at least it doesn’t mention the “rate”. 
#EndOfRant 
 
Resist the Urge of a Redesign 
Are you doing a complete redesign of your site, or planning a 
redesign soon? Maybe you want more conversions and you think 
that a redesign is the solution? I am afraid I have bad news. The 
chances are good that your new site will make little difference. It 
might even cause your conversions to plummet. 
 
A redesign can easily cost (tens of) thousands of dollars. In the case 
of Marks & Spencer, their new site cost £150 million (yes, you read it 
right: million). Two years of hard work went into it. The result? 
Eight percent fewer conversions. Think twice before you cheerfully 

 

start a redesign. Unfortunately, Marks & Spencer is not an 
exception. 
 
The decision to build a new site is often based on the wrong reasons. 
Do you see yourself in one of the scenarios below? If so, you’re doing 
it for the wrong reasons. 
 
 You’re tired of it. You have to look at your site every day, and 
you’ve had enough of it. Remember that you might be tired of your 
site, but that doesn’t mean that the customer is sick of it. Your 
customer doesn’t visit every day. And a returning customer is 
likely to find it handy that they can quickly find everything they’re 
looking for because they know their way. 
 

 Your competitor’s site is prettier. Okay, that’s possible. But 
first, looking prettier is a subjective matter and not a good basis 
for a business decision. Second, it might well look prettier, but you 
don’t know whether it converts better. Don’t just assume that your 
competitor has optimized their site for conversions. More to the 
point, never just copy something from your competitor’s site. The 
chance is good that they don’t actually know what they are doing. 

 
 You want to follow the latest design trends. You see 
parallax scrolling, video backgrounds, ghost buttons and other 
fancy things appearing everywhere. In comparison with those bells 
and whistles, your website looks hopelessly dated. So you want to 
redesign your site with the newest trends. Hold your horses! Now 
you’re confusing trendy design with a well-converting design. 
Ghost buttons (buttons that only have an outline and use a 
transparent background) for instance are hot as of the writing of 
this book, but they aren’t typically a good idea for conversions 
since they don’t stand out very well. 
 

All of the reasons above are NOT good reasons to do a radical 
redesign of your e-commerce. You are very likely to be wasting tons 
of money that you could be investing more wisely. 



 

Why a Radical Redesign Can Go Terribly Wrong 
Any SEO specialist will tell you that a radical redesign has to be 
handled carefully at the SEO level. An approach that has not been 
completely thought through can tank your rankings. But there are 
various other (CRO) reasons why a radical redesign can go wrong: 
 
 Too much change all at once. The most important reason is 
that you change too much at once. Some of the things that you 
change will positively influence your conversions, and other things 
will negatively influence them. But the problem is that you don’t 
KNOW what works better and what doesn’t. So you don’t know 
where the problem is. Perhaps your new buttons are leading to 
fewer conversions and your new headline on your home page is 
delivering more conversions. Your checkout form might yield 
fewer conversions, but the new shopping cart page brings more. If 
you don’t know what works and what doesn’t, then you don’t know 
how to boost your conversions. 
 

 Too little feedback from your visitors. Many radical 
redesigns are done by “the elite”. They are done by a designer, 
developer, and marketer. But without input from the visitor, 
without user testing, without insights. On gut instinct alone or out 
of aesthetic considerations. But your visitor has no input. 

 
 Most designers are not conversion experts. Designers excel 
at their craft by creating something new, beautiful, and innovative. 
And they are good at that. They studied design and put their 
hearts and souls into it. But they are not conversion experts. It 
isn’t true that because something looks fancy that it converts 
better. Don’t misunderstand me, a good-looking site is important. 
I’m certainly not promoting ugly sites. But I do want to promote 
having a site that works; a site that converts. That is more 
important than whether it looks fancy. And for that, you need a 
conversion expert. 

 

 

 Too many opinions. A redesign process is a long one, with 
many parties involved who often have opposing ideas. The result 
is endless discussions that don’t move your redesign forward. The 
designer versus the marketer. The marketer versus the CEO. 
Everyone has an opinion. Unfortunately, it’s just that: an opinion. 
It’s not based on insight into the visitor, and that seldom leads to a 
good redesign. The only opinion that really matters is your 
visitor’s. Unfortunately, they’re often not involved in the process, 
and their opinion isn’t heard. 

 
Evolutionary Versus Radical Redesigns 
This doesn’t mean that you should never change your site. It just 
means that you should change it step-by-step. You should support 
each step with data that you get from an A/B test. In other words, 
you test a change and then implement the winner of that test. You 
test another change and implement that winner. This way, you are 
100% certain that each change you make will bring in more money. 
 
That is called evolutionary (re)design. In contrast to a radical 
redesign where you blow up the whole site at once. 
 
The most well-known example of an evolutionary redesign approach 
is undoubtedly Amazon. Amazon has never made a completely new 
site. Each change is thoroughly tested. Because of that, Amazon has 
made their site into a converting machine. 
 
At first glance, you might even think that Amazon’s site has never 
changed. But if you go back in time, you notice that their design 
looks completely different than it did several years ago. That change 
came step by step. That has certainly not done Amazon any harm. 
 
When an Evolutionary Redesign Is Better 
Evolutionary redesign should be your default choice. If your existing 
design is “good enough” and you have lots of returning customers 
who are accustomed to the current design, then there is no doubt. 



 

An evolutionary redesign is the only way to give your site a new look 
and boost your conversions with certainty. 
 
When a Radical Redesign is Indicated 
I typically argue for an evolutionary approach, but in certain cases, a 
radical redesign can be a smarter choice. 
 
 You have reached local maximum. Local maximum is the point at 
which you notice that you have reached the limits of your current 
design, and you’re not making any more differences with changes 
that you test. Don’t call it local maximum too quickly, though. Not 
every test produces a winner, and that is quite normal. Don’t 
decide after two or three tests without results that you’ve reached 
this point. Ask yourself if you’re certain that you’re testing the 
right things. Are your tests based on solid conversion research? 

 
 The technology that you use is outdated. If your site is still running 
on Flash for instance, then it’s probably smarter to build a 
completely new site. 

 
 The design looks very amateurish. In that case, you won’t get far 
with a step-by-step method. 

 
 You want to switch to another platform for technological reasons. 
Even in that case, it’s smart not to just change your site. Build your 
current site first on the new platform and optimize it in a later 
phase. 

 
 You have little traffic and you’ve discovered so many problems in 
your conversion research that it would take years to test each 
change with A/B testing. 

 

CRO Myths 
As a CRO professional, it saddens me to see the direction we’re 
headed with CRO. First of all, the good thing: more and more e-

 

commerce owners start seeing the value of CRO and understand 
that it’s a great investment to increase their revenue. 
 
But the problem lies in a general trend and belief around CRO that 
causes false expectations and ultimately sets you up for 
disappointment. Let’s debunk these 10 myths that I come across all 
the time when I talk to clients who want to start with conversion 
optimization: 
 
1. A quick fix. So many people starting out with CRO, think it’s a 
matter of just fixing a few things on their sites and they’re done with 
CRO. They believe a CRO expert will look at their site, tell them 
what’s wrong, they go in and fix it and their site magically converts a 
lot better. And they can move on and focus on other stuff. CRO 
however isn’t a quick fix. It’s a continuous process (more on that 
later in this book). And it’s a never ending process. Because you 
should always strive to do better. And you most likely can keep 
improving for a very long time. We have clients for whom we’ve 
been A/B testing for more than 3 years and we still find winners that 
get them several hundred thousand dollars of extra revenue per 
year. Our mantra is: As long as CRO is making you more than it’s 
costing you, keep going. You don’t stop your SEO or SEA efforts 
either. The same goes for CRO: you should see it as a continuous 
investment - note my choice of words: it’s an investment, not a cost. 
 
2. CRO = A/B testing. Maybe not a myth, but at least a common 
misconception: a lot of people think conversion optimization or 
CRO is the same as A/B testing. Short answer: it isn’t. A/B testing is 
a part of CRO, but CRO is a lot more than that. Moreover, A/B 
testing should never be your starting point. As we’ll see later in this 
book, you need to start with research. And only set up A/B tests 
based on the data from your research. 
Also, A/B testing isn’t always an essential part of conversion 
optimization. If you don’t have enough transactions, A/B testing is 
not a good idea. You should have at least around a 1,000 
transactions per month if you want to A/B test. Otherwise every test 



 

you’ll set up will have to run way too long. But that doesn’t mean 
you can’t optimize your site. You can do thorough conversion 
research and then implement changes based on the research. It’s not 
going to be perfect. Because you may be implementing things that 
actually hurt your conversions. If you would’ve had the volume to 
A/B test, you would’ve discovered this with certainty. But if you do 
the research right, you have to trust that in the end you’ll implement 
more things that increase your conversions than things that hurt 
them. It’s not perfect and in a way you’ll miss out on some revenue, 
but it’s better than doing nothing at all. 
 
3. Optimization based on case studies. When I talk to clients 
who want to sign up for our services, I usually ask them what kind of 
experience they have with CRO and whether they’ve done some A/B 
testing before. One of the most common type of answers I hear is, 
“We’ve implemented x because we read a case study about it”. This 
is dangerous, because what may have worked in that case study may 
actually hurt your conversions. A classic example is the button color 
case studies. They’re everywhere, and, sadly enough, many people 
believe them and follow them blindly. I teach at university and do a 
lot of trainings for companies too. And whenever I ask the students 
“which button color works best: red or green?”, 99% of them pick a 
color because they read something about it somewhere. But the only 
right answer to this question is: it depends. If the dominant color of 
your site is green, then a red button will work better, because it 
stands out more. If the dominant color of your site is red, a red 
button won’t work nearly as well. A green one will work a lot better 
in this case. It’s as simple as that. It’s all about contrast and standing 
out more. 
 
Now, I’m not saying you can’t get any inspiration for test ideas from 
reading case studies, at least if you’ve done a proper conversion 
research first. But I am saying that you should never ever just go 
ahead and implement stuff based on reading a case study. You 
should always test it. 
 

 

One of our clients one day came up with the idea of testing to 
remove the currency symbol on category and product pages. He had 
read a case study about a similar test on another site and wanted to 
try it out too. We were open to the idea of trying it, and it turned out 
to be a big winner. It would make our client almost half a million 
dollars extra a year. A seemingly small change, but with a huge 
impact. 
 
It was a great win, so we wanted to see if it would work on other 
clients’ sites too. After all, it’s not a difficult test to set up, and it had 
already proven to be a big winner, so the odds were looking good. 
We’ve tested it on a few other clients' sites, and it didn’t move the 
needle at all. Even worse, on some sites it hurt the conversions. This 
clearly illustrates the importance of testing everything and not just 
implementing stuff you read in a case study. 
 
4. Spectacularization of CRO. OK, I just made that word up. 
Spectacularization - noun - the trend of making things more and 
more spectacular. There seems to be a tendency amongst blog post 
writers to write about cases that present more and more spectacular 
results. “How We Increased the Conversion Rate 402% With One 
A/B Test”, “5 Things You Can Do Now That Will Triple Your 
Conversion Rate Immediately”, those kinds of titles. This may 
attract many visitors - after all it’s some form of click bait - but it 
also creates a completely wrong expectation pattern. Let’s get this 
straight, it’s very (and I mean very) unlikely you’ll get this kind of 
results with so little effort. 
 
There are many issues with this kind of blog post. First of all, there’s 
no way of verifying whether what they’re saying is true. And even if 
it’s true, there’s no way of verifying whether they are interpreting 
the results correctly, because they often don’t mention the details of 
an A/B test they ran. I once came across a blog post “How We 
Increased Signups By 192% With One Little Change”. Great result. 
But when I read the article, they mentioned some details of the A/B 
test they had run. They had exactly 100 visitors for each variation… 



 

Yes, you read that right: 100. As we’ll see later on in this book, that’s 
a ludicrous number. It’s extremely dangerous to draw conclusions 
based on a test with 200 visitors in total. Because it’s very likely that 
this test will “flip” when it runs longer (i.e. the variation that seemed 
to be winning, actually becomes a loser). The sad thing is it was 
published on a site where I assume most readers weren’t that 
advanced in their digital marketing knowledge. So most of the 
readers reading that case will just have gone ahead and 
implemented that winning variation. A winning variation that might 
as well have ended up as a big loser if the test had run longer (as it 
should have). Of course, for some of them it may have worked out 
for the better, but some of them may have assumed they were 
implementing a conversion booster whereas in fact they were 
implementing a conversion killer that actually hurt their business. 
 
Another problem with this kind of spectacular result mentioned in 
blog posts: they make you think you’ll get there with just a few tests. 
Conversion optimization WILL get you excellent results… in time. 
Not overnight. You need to follow the process and you will get there, 
I guarantee you that. But it’s extremely unlikely to find winners of 
30%, 40%, or even more. Most of the winners you’ll find will be in 
the 5 to 15% range, and that’s great! Because if you find a way to add 
5% to your revenue each month, you’ll add almost 80% to your 
revenue after 12 months by compounding 5% to your revenue month 
after month. So don’t be disappointed with only a 5% difference 
when you see the result of an A/B test because you benchmark it 
with those spectacular case studies. No, you should celebrate 
instead! You’re adding 5% to your yearly revenue, that’s a big deal! 
Usually you need to do a lot more than just running an A/B test to 
increase your yearly revenue by 5%. 
 
The third problem with those blog posts is that they don’t mention 
the amount of tests they had to run either. They may have had to set 
up dozens of tests before they finally found a winner. They may have 
been testing for months and only gotten losing tests. They may have 
found a normal winner of 5 to 15% increase now and then, but they 

 

don’t mention that. All they tell you is the spectacular result, and 
that’s OK. But you have to see it in perspective. It’s not like they just 
came up with that idea 2 weeks ago, set up one test and boom! they 
tripled the revenue. Those spectacular results make it seem way too 
easy because you don’t see the whole process they had to go 
through. 
 
So next time you see a blog post like that, I hope you’ll put it in the 
right perspective and don’t attach too much importance to it. 
 
5. Every test is going to win. I see many people who set up their 
first A/B test and are full of expectations that the variation is going 
to win. The variation loses and they give up, disappointed after just 
one test. Usually these are also the kind of people who share with 
anyone who wants to hear that this A/B testing thing doesn’t work, 
that it’s a fraud. 
 
Sure, if you expect that every test is going to win, you are going to be 
disappointed. Think about it, if every A/B test would win, why 
would A/B testing even exist? You could just implement the 
variation and collect the extra revenue you’re making from it. 
 
You are going to have losing tests, a lot of them. If you follow The 
Dexter Method™, you can expect one significant winner out of every 
3 tests. That may not seem like much, but it’s a hell of a lot more 
than when you don’t follow this method, which will typically 
produce 1 significant result out of every 7 tests - and that’s not even 
a significant winner. It’s just a significant result, it may as well be a 
significant loser. The other 6 tests won’t even move the needle. 
Compare that to 1 winner out of 3 tests and it’s easy to see how 
following The Dexter Method™ will increase your revenue a lot 
quicker than what most people do: set up a random A/B test and 
hope for the best. 
 
6. Focus on best practices. One of the questions I get the most is, 
“Yeah, OK, but what’s the best practice?” Now, that’s a good 



 

question, because obviously, best practices are a shortcut to make a 
good decision. Unfortunately you can’t always trust best practices 
when it comes to conversion optimization, because what works for 
one site doesn’t necessarily work for another. Not even within the 
same industry. Every site has other problems, and needs other 
solutions to those problems. Whenever I say that to clients, they 
have a hard time understanding and/or believing this. I typically get 
a reply like, “Yeah, I hear what you’re saying, but there has to be 
some best practice or at least a practice that is better than others.” 
 
Well, let me illustrate this with an example. We once ran an A/B test 
on 3 different e-commerce sites. It was exactly the same test: we 
added a very clear visual cue to the “add to cart” button on the 
product page. On the first site, we saw an increase of 38%. That’s 
huge! As I mentioned before, a normal winner of an A/B test is 
more likely to be in the 5-15% range. Big win, great result. So we 
went ahead and tested the exact same thing on 2 other e-commerce 
sites. On the 2nd site nothing happened. Nada. Zilch. A and B were 
performing exactly the same. If we had gone ahead and 
implemented the winner of the 1st site also on this site without 
testing, it wouldn’t have caused any harm, but we wouldn’t have 
increased the revenue either. 
 
Now, interestingly enough on the third site we tested this visual cue 
to the add to cart button, the variation lost. Big time. The B-version 
converted almost 30% worse than the A-version. So had we gone 
ahead and implemented this without testing, our client would’ve lost 
tons of money. 
 
So instead of talking about best practices, I prefer to talk about 
common practices. Or even better, prototypicality. Whenever you 
need to choose between a few options and you’re not sure and don’t 
have the time or traffic to set up an A/B test, ask yourself, “What is 
prototypical?” 
 

 

The concept of prototypicality is actually pretty common sense if you 
think about it. Your visitors are used to a certain way e-commerce 
sites work. In total, they spend way more time on other sites than on 
your site. So don’t try to be different in the way your site works, 
because then they have to figure out and learn how your site works. 
And that creates a lot of friction (more about the concept of friction 
in chapter 3 - basically friction is anything that slows people down 
or frustrates them or refrains them from taking action). There 
shouldn’t be any learning curve at all. People are used to seeing the 
cart icon on the top right corner. Don’t try to be different or creative 
by putting it on the left, because they won’t be looking for it there. 
All you’re doing by putting it left is creating extra roadblocks for 
them to convert. 
This cart icon example might be pretty obvious, but what if you’re 
hesitating between putting filters on a category page above or on the 
left of the products? Both could work, it depends on the site and 
situation. But if you don’t have the traffic or time to test and have to 
make an immediate decision then go for left. Why? Because that’s 
the more prototypical place. Most e-commerce sites have their filters 
on a category page on the left. Which means most of your visitors 
will intuitively look for them there. 
 
So how should you use the “best practices” that are out there? First 
of all, treat them for what they are: possibly good practices - or 
better: “common practices or prototypical principles”. Secondly, 
never see them as an endpoint. Treat them as a starting point, as 
some kind of benchmark to evaluate your site and potential 
problems it may have. But don’t treat them as an endpoint. Do 
extensive research on your site to try and figure out whether you not 
following a best practice is actually a problem or not; or whether 
implementing a best practice might solve a problem you discover. 
And then, test it. Never just assume. Back it up with research and 
A/B testing. That’s the only way to increase your revenue with 100% 
certainty. 
 



 

7. Let’s just do what our competitor does. Another myth I 
have to bust all the time when talking to clients, “We’ll just copy 
what our competitor does and we’ll be fine.” This is wrong on so 
many levels. First of all, you don’t have your competitor’s data. So 
you don’t know what’s happening there. Their site may be 
converting worse than yours, so why would you want to copy that? 
 
Secondly, why would you assume they know what they’re doing? 
What makes them the conversion optimization expert? A typical 
response I get to this: “Yeah, but I know they’re A/B testing all the 
time, so I’m sure they’re good at it and, as a result, the way they 
handle this thing in the checkout is better.” That’s a lot of 
assumptions there. Let’s say they are A/B testing (which is not 
rocket science to figure out on a competitor’s site. Just look at their 
source code to see the code snippet of some A/B testing tool). What 
makes you think they’re actually good at it? Their testing is only 
going to be as good as their hypotheses. And their hypotheses are 
only going to be as good as their research. And maybe they’re not 
even testing based on research, but just based on gut feeling or case 
studies they read (more on the huge importance of research later on 
in this book). So actually, they may get crap results from their A/B 
tests. 
 
On top of that you’re assuming they are already done with A/B 
testing. Now, as I said before, you’re never really done with A/B 
testing, it’s an ongoing process. And there are only so many things 
you can test at the same time. So maybe you’re looking at the way 
your competitor is handling the filtering on category pages and 
decide to just copy it. They have the filters above the products, but 
you have them on the left. So you decide to move them over to the 
top as well. How do you know your competitor has already been 
testing that? Maybe they did some research and found out it may be 
a problem, but they found problems with a higher priority so they 
are testing solutions for those other problems and just haven’t 
gotten around to testing the filters on the category page yet. Or even 
worse (for your competitor), their research sucked and they don’t 

 

even know it’s a problem. So what’s happening now? You’re possibly 
implementing a problem on your site, because you think your 
competitor is smarter than you. 
 
And again: every site is different - even within the same industry. 
Different problems, different solutions. So don’t just copy stuff from 
your competitor, you may actually be creating problems instead of 
solving them. 
 
Does that mean you can never look at your competitor’s site? Of 
course you can! But be careful. Very careful. The best way to look at 
your competitor’s site is after you’ve done the research on your site 
and you’ve identified the problems. Then you can look at your 
competitor’s site for inspiration on how you could solve those 
problems - and then A/B test the potential solutions to those 
problems. That last step is super important, because you want to 
avoid just implementing problems on your site. By the way, if you’re 
looking for inspiration, it’s a good idea to not limit yourself to your 
competitor’s site. You may actually find better solutions to the 
problems you’ve identified on sites from a different industry. 
 
8. It’s about tricks and tactics. This one goes a bit together with 
the “it’s a quick fix” myth. A lot of the clients I talk to think CRO is 
about tactics, about a bunch of tricks. But CRO is all about 
processes. If you follow the right process, you will get great results. 
If you think you can make it with just a couple of tricks, you’re 
wrong. Yes, you can get somewhere with it. But unless you follow 
the entire CRO process you won’t get far. 
 
9. It’s all about psychology. Yes, psychology and persuasion 
principles are an important part of CRO, and we’ll talk about this 
later in this book. 
 
There are many case studies and blog posts talking about the impact 
of psychology or how they applied psychology to get a lift in 
conversions. True, psychology can often have a huge impact. If you 



 

create scarcity for example, the way booking.com does it (“hurry up, 
only 2 rooms left”), it’s undeniable that this can boost your 
conversions - but as with everything you should test it, because it 
may not work for you. 
 
But let me make this clear, all the psychological tricks in the world 
are not going to help you if your site loads at 10 seconds or if your 
checkout is broken on Firefox. 
 
There’s actually a hierarchy of conversions, and psychology is on top 
of that hierarchy. But don’t even think about the psychology stuff if 
you haven’t fixed the layers underneath. 
 
These are the layers you should fix before moving to the psychology 
layer: 
 
 Functionality: Does your site work properly? That sounds like a 
silly question, but time and time again we discover bugs on our 
clients’ sites that might be holding visitors back from converting. 
You have to do a thorough QA (Quality Assurance) to make sure 
your site is bug free, or have someone do it for you. There are 
companies that do just that: testing your site for bugs on any 
possible browser - device - operating system combination. They 
usually go much more in depth and discover much more bugs than 
you would discover on your own, so it might be a good idea to 
invest in that. 

 
The thing is, normally your web agency should take care of that. 
And truth is, they probably do. But then life gets in the way. Or 
better, you get in the way. You want them to do updates all the 
time, and usually you pressure them to get it done ASAP. I get it, 
you wanna move fast - it’s totally normal. But sometimes you may 
want to move too fast and you go live with an update that actually 
hasn’t been QA’d properly. 

 

 

Maybe you or the agency did a quick check on a few browsers, but 
that’s it. That’s when bugs creep in. Again, it’s totally normal, it 
happens to everyone. But it’s important to be aware of it and take 
your time to do the QA properly. When a big bug creeps in, you’ll 
probably notice it very soon when the update is live. But a smaller 
bug might remain undetected for a long time. It may not 
immediately be a conversion killer, but imagine having several of 
those smaller bugs on your site. Visitors who experience a buggy 
site are much more likely to leave without buying. It’s a trust 
thing. 

 
So before you go applying psychological principles to your site, go 
fix your bugs. All the scarcity in the world is not going to help you 
if, for example, your checkout doesn’t work properly on Firefox. 

 
 Accessibility: Don’t have a mobile friendly site? Go fix that now. 
Drop everything else and make this a high priority. But 
accessibility is not just about that: it’s also about readability. Ever 
seen a site with a small, light grey font on a white background? 
Not very easy on the eye, is it? And what about the color-blind? 
8% of all men are color-blind. So it’s a good idea to test what your 
site looks like to color-blind men. On www.toptal.com/ 
designers/colorfilter you can see what it looks like. Do some 
elements become virtually invisible or unreadable? Then you have 
a problem that you can easily fix. 

 
 Usability: This is pretty common sense. If you make it too hard 
for your visitors to use your site, it’s not very likely they are going 
to convert. Adding difficult captchas is one instance. Or what 
about filling in a form, going to the next step, going back to change 
something only to see that all your entries are gone? It happens all 
the time. And it’s going to hurt your conversions. So you should fix 
that first before you start playing around with psychological 
principles. 

 



 

 Intuitiveness: Is your site anticipating your customer’s next 
move? Are you making it simple for visitors to answer any 
questions they have? Making your site intuitive is about making 
the buying process easy and friction-free. For example, including a 
sizing chart on the product page for a fashion item because people 
are deciding on a size on this page. Putting a sizing chart in the 
FAQ page increases friction and is not as intuitive. 

 
 Psychology: Only now that you fixed all the problems in the 
other layers, it’s time to play around with the fun stuff - the 
psychological principles. This layer is all about things like scarcity, 
reciprocity, urgency, and so on, but we’ll talk about this more in 
depth later in this book (in Chapter 4). 

 

 
 

10. It’s all about design. Most people who are new to conversion 
optimization think that it’s all about design. Design is definitely 
important and can have a big impact. But don’t forget the power of 
(great) copy. For non e-commerce sites, copy seems more important 

 

than for e-commerce sites. After all, if for instance you offer 
consulting services, you have to explain a lot, show how you’re 
different and try to convince your visitors to get in touch with you. 
The better your copy is, the more likely your visitor is going to get in 
touch with you. But for some reason many e-commerce owners 
don’t see the real value of copy. They think they can mainly boost 
their conversions by working on the design. 
 
We’ve literally run hundreds and hundreds of A/B tests on e-
commerce sites and we found a lot of great winners with copy tests. 
Even small copy changes can deliver great results. We’ve found 
uplifts of 15-20% by just changing 2 words: the call to action on 
buttons. That’s insane when you think about it. Usually you have to 
do a whole lot more to increase your business by 15 or 20% than just 
changing 2 words. But it’s not just calls to action. There’s a lot of 
microcopy on your site that may be hurting your conversions. Error 
messages for instance may not be clear to your visitor. But more on 
microcopy later on in this book. 
 
And of course it’s not just microcopy. Product page copy can make 
or break your conversions too. And a good value proposition on the 
home page can definitely be a big conversion booster. We’ll talk a lot 
more about copywriting later in this book, but for now I want you to 
remember that conversion optimization is not just about design. 
Copywriting is at least as important as design, if not more. 
 

Why Details Matter 
Every time I talk about conversion optimization with my clients, I’m 
asked the same question: do those details really make a difference? I 
know. We are talking about small adjustments that seem so minimal 
it’s almost beyond belief that they can make a difference. The word 
optional next to a field in a fill-in form, a call to action button, a line 
of micro-copy at checkout. Just details, right? Nothing could be 
further from the truth. It is precisely those details that determine 
whether your visitor crosses the finish line. 
 



 

A “Goodwill” Bucket 
An image says more than a thousand words. Allow me to borrow a 
relevant illustration from Steve Krug, one of the foremost usability 
experts. Krug uses the description “a reservoir of goodwill”, but for 
the sake of simplicity, I use a “bucket of goodwill”. 
 
Visitors land on your site with a bucket of goodwill. Not everyone 
has a bucket of the same size, some have a bit more patience than 
others. The bucket isn’t filled to the same level for each visitor 
either. If they know your brand, and they regard your business 
highly, then their bucket is probably pretty full. But perhaps they 
once bought something in your physical shop, and the person who 
helped them was not in the best mood that day. When they come to 
your site, the goodwill bucket is only half-full. 
 
All these visitors have one thing in common, however big or full 
their bucket is, every time something isn’t clear, doesn’t work 
properly, isn’t user-friendly or frustrates them, some of the goodwill 
drains from the bucket. 
 
Until the bucket is empty. 
 
And then the visitor is gone. 
 
The amount of goodwill that disappears from the bucket with every 
obstacle is not always the same. Usually, it’s a little at a time until 
the bottom of the bucket is reached. But sometimes you kick the 
bucket over all at once. 
 
This is How the Bucket Empties 
Which elements on your website make the goodwill disappear the 
most? A few examples: 
 
 Hidden information. Never hide information that is critical for 
your visitor. The price, the delivery cost, and the delivery terms 

 

are all elements that your visitor needs in order to make a 
decision. And yet, some sites hide that information. They assume 
that a visitor will keep clicking until they find it. Wrong. It only 
creates irritation. And so empties the bucket quickly. 

 
 A forced format. A lot of checkout form suffers from this. 
Instructions for each field on how you have to fill in your details. 
Or even worse, no instructions at all. You get an error message 
that your details have been entered incorrectly. Maybe you didn’t 
put spaces between the digits of your credit card number. Or 
maybe you have to enter the country code for your VAT number. 
This kind of formatting is not your visitor’s problem, it’s yours. 
You’d be amazed at how much irritation (friction) this causes. Let 
your customers enter their details the way they want and do the 
formatting in the backend. 

 
 Too much information required. Numerous forms are set up 
by greedy marketers who want to collect all kinds of data that isn’t 
essential in the context of the form. The date of birth is a typical 
field where people drop off. That feels private. With this one field, 
you sometimes kick the whole bucket over. Only ask for the 
information that you really need. If you’re not planning to call 
your customer, then don’t ask for a telephone number. If you’re 
not going to send them a birthday present, then don’t ask for a 
date of birth. Only ask for what’s absolutely necessary to complete 
the transaction. 

 
There are many other examples, but the ones above clearly show 
how small things that seem like details for you make a world of 
difference for your visitor. 
 
Yes, it Really is All in the Details 
Not convinced of the power of details? Check out these examples 
(disclaimer: these are not our clients). 
 
 



 

Clicktale – One Extra Word, Conversion Rate Times Two 
Clicktale noticed that many visitors dropped off at the registration 
form. 
 
When they put the data under a microscope, it was clear that visitors 
disappeared at one field: the telephone number. 
 
They decided to add one word to their form, right next to the field: 
optional. That one word meant that twice as many people registered. 
 
One word, twice as many conversions... 
 

 
Clicktale form before 

 

 
Clicktale form after 

 
Strangely enough, their form has now (at the time of writing) been 
changed again. Phone number has become a required field again. 
This probably has to do with lead quality. Sometimes you 
deliberately want to create more friction in a form so that less 
interested leads drop off and you’re only left with really motivated 
visitors. 
 
Yes, sometimes you deliberately kick over the bucket of certain 
visitors in order to separate the wheat from the chaff. I advise you, 
however, not to implement this willy-nilly. Those kinds of decisions 
can have a big impact on your leads, and on your revenue. So you 
should definitely test this. If you can get away with it, why not? But 
usually you won’t. Especially not in e-commerce where “increasing 
lead quality” is rather irrelevant. 
 



 

Expedia: One Field, $12 Million More Profit Per Year 
Expedia’s example perfectly shows how the influence of a minute 
detail can have an enormous impact on your profits. 
 
They discovered that many visitors clicked on the pay now button, 
but didn’t complete their reservation. These people had searched 
and found a hotel, entered their complete payment information, 
clicked on Pay Now, and then suddenly dropped off. Bizarre. 
 
More thorough research demonstrated that the problem came from 
one field. It was the field “Company Name” that came just after the 
first and last name fields. Apparently, many visitors didn’t 
understand that this field was only intended for business customers. 
Some filled in the name of their bank. And given that the address 
fields were below that, they then filled in their bank’s address 
instead of their own. But when they then clicked on Pay Now, their 
credit card was refused. The address that they’d given didn’t match 
the address that was linked to their credit card (their personal 
address). The payments failed, and the customers dropped off. 
 
Expedia decided to remove the Company Name field. The results? 
One field less produced 12 million dollars of extra profit per year. 
Yes, profit. 

 
Expedia before and after – one field fewer, $12 million more profit per year 

 

And So… 
What might appear trivial for you is not necessarily trivial for your 
visitor. Small details stop them from converting. Take those 
obstacles away and keep that bucket full. Your visitor will convert 
better. 
 

To Summarize: Great Expectations, Great Results 
So, you’re ready to start optimizing your e-commerce site. If you are 
like most people, you may have great - but unrealistic - expectations. 
And that’s the best recipe for disappointment. I’ve seen it happen so 
many times: people starting to optimize their site by just setting up 
one or a few A/B tests. Those tests didn’t get them the results they 
expected, so they gave up, saying, “This CRO thing doesn’t work”. 
Often after just one A/B test. 
 
But conversion optimization does work and can produce massive 
results. But you have to do it the right way - which we will talk about 
in the next chapters. 
 
By now, you’ll also understand what to expect: 
 It takes time and effort - but the payoff will be huge in the end. So 
you have to keep working (hard) on it. 

 A radical redesign is most likely not the best approach for you. 
 You’ll have to do more than just A/B testing. Conversion 
optimization is a process. 

 If you don’t follow a process you can expect about 1 significant 
result out of every 7 tests. If you follow The Dexter Method™, you 
can expect 1 significant winner out of every 3 tests. That’s a huge 
difference and you’ll grow your revenue a lot quicker. 

 Copying stuff from spectacular case studies or competitors is not 
going to get you great results. 

 Best practices can be helpful, but only as a starting point. Focusing 
on prototypicality is a better way to look at it. 

 Tricks and tactics are not enough. You have to follow a rigorous 
process. 



 

 Psychology is only going to work when the other layers of the 
hierarchy of conversions are fixed. 

 Copywriting is just as important as design - sometimes even more 
important. 

 Details matter. 

 

No Hocus Pocus 
When you are not familiar with how conversion optimization works, 
it sometimes may seem like hocus pocus. You read a case study 
about an A/B test that tested a seemingly small difference but 
produced great results. How on earth is that possible? How do they 
do that? 
 
Easy: it’s a process. And a very thorough one too. But it’s not rocket 
science. It’s actually pretty straightforward - anyone can learn it. 
Follow the process, have patience, and you will get great results too. 
Skip steps in the process and you may get a win once or twice, but 
your approach won’t be sustainable and you will stop finding 
winners. We have clients we’ve been working with for more than 3 
years and we still find them winners on a regular basis. And that’s 
no coincidence. It’s thanks to our process: The Dexter Method™. 
 
Is every test going to win? No, of course not! But you can expect an 
average of one winner for every 3 tests you set up - that’s huge. If 
you’re serious about conversion optimization and A/B testing and 
set up 3 tests per month, that means you can expect 1 winner per 
month. Now, let’s be on the safe side and say that that winner 
produces a 5% increase in revenue. If you add 5% to your baseline 
every month, thanks to compounding you will have increased your 
revenue by 80% after one year. Not bad, is it? Now imagine you 
don’t set up 3 A/B tests per month, but 6… 
 



 

The Dexter Method™ 
To get 1 significant winner out of every 3 tests, we follow The Dexter 
Method™, a 5 step process. It’s not a linear process, but a cyclical 
one, and it looks like this: 
 

 
 
I named it the Dexter MethodTM, not to stroke my ego (since our 
agency is called Dexter Agency), but to make this process easy to 
remember. 
 
Dexter stands for: 
Data 
EXecute 
Test 
Evaluate 
Repeat 
 

 

The words may not mean much at the moment but I’ll go more in 
depth on each step right now. 
 
Step 1: Data 
Everything starts with the data. The most common mistake CRO 
newbies make is to start testing without any research or data 
whatsoever. Like that one client we started working for a few years 
ago. They were testing some stuff on the product page that didn’t 
move the needle. The tests didn’t get them any results. Fortunately, 
unlike many others, they realized that maybe they were not doing it 
right, so they called us. 
 
We looked at their Google Analytics account and noticed a huge 
drop-off in one of the checkout steps. Drop-offs in checkout steps 
are not uncommon and will always happen. But if you can minimize 
the drop-off points, you will make a lot more money. Think about it, 
those are buyers that are ready to buy because they went from your 
cart to your checkout, but for some reason they changed their mind 
in the final steps of the process. These are not visitors you’re losing, 
but buyers. 
 
We saw this huge drop-off on that one step (the address page) and 
made a quick calculation: what if we could minimize that drop-off to 
a more acceptable level? How much more revenue per year would 
that mean? Even the safest of our projections showed that this client 
could make at least $2,750,000 more per year by just minimizing 
the drop-off in that one step. 
 
So they were leaving tons of money on the table, but they weren’t 
even aware of it. Instead, they were testing on the product page. 
Tests that didn’t move the needle. 
 
Every conversion optimization process has to start with Data. If you 
skip the Data step, you will not find your biggest conversion killers 
and areas for improvement. You will be doing random stuff and be 
totally blind to the real problems on your site. 



 

Don’t think you already know what the problems are on your site by 
just looking at it. You don’t know it, you assume it. And as we all 
know, assumptions can be terribly wrong. That client I just 
mentioned assumed they had a big problem on their product page 
so they were testing some random stuff. Maybe they did have some 
minor problems there and the product page could be improved. But 
they had a much bigger problem elsewhere. 
 
If you want to be good at conversion optimization, you have to keep 
this mantra in mind: “My opinion doesn’t matter, only my visitor’s 
opinion matters.” You have to discover what that opinion of your 
visitor is, what they do on your site and why. It’s the only way to 
make your site truly better. 
 
You need data, so you need to take the time to do conversion 
research on your site. This way you can discover your biggest 
conversion killers and areas for improvement. 
 
Conversion optimization without data is a bit like search engine 
optimization without keyword research. When you’re doing SEO but 
don’t know for which keywords, you have no idea where the biggest 
opportunities are and what you’re doing it for. It’s highly unlikely 
you will get good results from it. The same goes for conversion 
optimization. If you’re doing it without any form of research, you 
don’t know where the problems and opportunities are, so it’s highly 
unlikely you will get good results. 
 
In Chapter 3 we’ll cover all essential quantitative and qualitative 
research methods you should be using to discover your conversion 
killers and opportunities. Since research is the most important part 
of conversion optimization - yes, even more important than A/B 
testing - this is going to be the most elaborate chapter of this book. 
One of the essential parts of any conversion research is the expert 
review. We have a lot of ground to cover on this, so I’ve dedicated an 
entire chapter to it. Chapter 4 is all about learning how to review 
your site like a real expert. 

 

Step 2: EXecute 
When you’ve done a good job with the conversion research, you will 
know where your biggest conversion killers are and where you 
potentially have opportunities to grow and improve. 
 
Now, I know that many people focus on A/B testing next. But not 
everything needs to be tested. Some stuff can just be implemented. 
You can start executing on some no-brainers, no tests needed, 
because they’re so obvious that you don’t have to waste time and 
traffic by testing it. 
 
Moreover, if you don’t have enough traffic to test (we typically use 
1,000 transactions per month as the threshold for testing), 
execution may be the only thing you do. Since you don’t have the 
traffic, you just have to execute stuff. Take those issues from the 
research you’re most sure of, and just implement solutions for the 
issues. Is this going to be ideal? No. You will probably implement 
things that, had you had the traffic to test, would’ve turned out to be 
losers. But that is going to be compensated by other stuff that 
increases your conversions and revenue. So all in all you can expect 
a boost. Not as big as what you would’ve had with A/B testing, but 
since that’s not an option due to a lack of traffic, you have to be 
pragmatic about it and have the guts to implement things that 
became apparent during the research. For example, if you found in 
heat maps that people aren’t clicking the cart icon very much and 
that user testers mention that the icon is hard to see, then it’s best to 
just make the cart icon larger since this is an obvious issue. 
 
In Chapter 5 we’ll explore the EXecution phase more in depth: how 
do you bring all the research together into a workable format, how 
do you decide whether something should be executed or tested and 
how do you score and prioritize issues? Because obviously you can’t 
do everything at once, so you first want to do those things that are 
going to have the biggest impact. 
 
 



 

Step 3: Test 
After the execution phase you can start the testing phase. You don’t 
always have to wait until everything is executed before you start 
testing. Both can happen at the same time, but you have to be 
careful. 
 
If, for instance, you are testing on a product page, don’t go executing 
stuff and changing that product page while the test is running. 
Unless you make the change in both control and variation (in other 
words, in both the A and B version). If you make changes to just one 
version it obviously is going to skew the results of your test and you 
won’t be able to draw conclusions from it and will have to start over. 
 
So you can start testing immediately when the research is done - 
provided you are careful that your execution of no-brainers doesn’t 
skew one or more of the tests you are running. 
 
In Chapter 6 we’ll talk a lot more about test hypotheses, how to set 
up an A/B test and what the most common mistakes are. 
 
Step 4: Evaluate 
Once the test has run long enough, it’s time to evaluate and analyze 
it. In Chapter 7, I’ll share with you how you should analyze your 
tests and interpret the results correctly. 
 
Step 5: Repeat 
Evaluating a test is not the end of the process; it’s just the end of one 
cycle of the process. And at the same time, the start of a new cycle. 
Because in every evaluation of a test, new data emerge. For instance, 
you analyze a test that ran cross-device but didn’t produce an overall 
winner. However, when you look at the data, the variation wins on 
mobile, but overall that wasn’t visible because it performed a lot less 
on desktop and that evened out the improvement on mobile. If you 
see these Data, you can decide to just EXecute and implement the 
winner on mobile only. 

 

And maybe there seems to be a positive trend on tablet too, but the 
data seem to be inconclusive because you don’t have enough 
transactions on tablet yet. So upon discovering these Data you may 
decide to run another Test, but only on tablet this time. 
 
No matter the outcome of a test, if you followed every step of the 
process, you will always have Data that will teach you something 
new about your site and your visitors that you can use to either 
EXecute (i.e. implement a winner) or Test (by doing a follow-up 
test). This is something we are going to talk about in more detail in 
Chapter 8. 
 
In the next few chapters we’re going to talk about each step more in 
depth, but for now keep two things in mind: conversion 
optimization is a continuous, cyclical process and conversion 
optimization without any form of research and data is completely 
pointless. 
 



  

Hopefully by now I made my point: you need good data if you want 
great results from conversion optimization. The conversion research 
is the most essential part of the entire process - that’s also the 
reason why this is the most elaborate chapter of this book. 
 
If you want to optimize your site, you have to go about it like a 
doctor: first the diagnosis, then the treatment. A treatment without 
a proper diagnosis is highly unlikely to work. And quite frankly, kind 
of pointless. 
 

How to Tell a Real Optimizer from a Wannabe 
You’ll know a real optimizer from a wannabe optimizer on this point 
alone: how serious is he or she about the research? Many so-called 
optimizers just look at your site and tell you what to test. That’s it, 
nothing else. No way that’s going to get you great results. You may 
find a winner once or twice, but it’s not going to be sustainable. 
 
Some of the optimizers you may talk to will tell you that they’ll also 
do a Google Analytics analysis. Now we’re getting closer. A Google 
Analytics (or any other web analytics tool you may be using) is 
indeed an essential step. But it’s not nearly enough. Because Google 
Analytics will tell you WHERE the biggest problems on your site are, 
but not WHY. For the WHY you’ll need other research methods. 
And that’s how you know you’re dealing with a real optimizer: if he 
or she does other research too. 
 
Google Analytics may tell you that you have a huge drop-off on one 
of your checkout pages, but you don’t know WHY that’s happening. 
If you don’t do any other form of research, the only thing you can do 
is look at that checkout page and guess why people are dropping off. 



 

But guessing is not nearly as good as knowing. And to know, you 
need data. Tons of it. 
 

Your Opinion Doesn’t Matter - Nor Your Boss’s 
Wife’s 
I mentioned this before, but it’s so important I’ll mention it again: 
your opinion doesn’t matter, nor mine, nor any other optimizer’s, 
nor your boss’s. The only opinion that matters is your visitor’s. 
That’s what the research is for: to try and figure out what your 
visitor does and why. It doesn’t matter what you personally think 
about some things on your site. 
 
Are you familiar with the concept of HIPPOs? No, not the animal. 
HIPPO stands for Highest Paid Person’s Opinion. Even if you don’t 
know the term, I’m sure you’ve been in this kind of situation plenty 
of times: there’s a discussion within your team about a feature or 
design of the site. Usually you’ll end up following the opinion of the 
highest paid person in the room (i.e. your boss). Or even worse: your 
boss’s wife - because her wife likes blue better than green. 
 
I know it sounds ridiculous. We all like to think we’re reasonable, 
analytical and rational human beings, right? But the group 
dynamics prove us wrong time and time again. If you’re being 
honest with yourself, you’ll have to admit you’ve been through a 
scenario like this many, many times. And it sucks. Because we 
shouldn’t base our decisions on opinions, preferences and likes of 
ourselves, our coworkers, our boss or our boss’s wife. We should 
base our decisions on the opinion of our visitors. On data. And that’s 
where the research comes in. 
 

Where, How Much and Why 
The main questions we’re trying to answer with the research are 
where, how much and why. Where on your site are you losing 
money? How much revenue per year are you losing? And why does 
this happen? 

 

The first 2 questions can mainly be answered by a web analytics 
analysis. We’ll be talking about Google Analytics, because that’s 
what most sites use. But of course the same principles also apply to 
other web analytics tools. 
 
For the last question - why - we can’t turn to Google Analytics. We 
need some other research methods. That’s where an expert review, 
heat map analysis, form analysis, visitor recordings, live chat 
analysis and user testing come in. Those are all essential parts of the 
conversion research process. 
 
If you want to dig deeper and get an even better understanding of 
your visitor, there are a few other research methods you can use: a 
customer survey, phone interviews with your customers, the 5 
second test and web surveys. These are all very interesting, but in 
this book we mainly want to offer you a pragmatic approach. That’s 
why we classify these as non-essential, nice to have research 
methods. Yes, they can be very valuable, but so is your time. So if 
you have to make a tradeoff and can only do a few research methods 
we’d suggest skipping these last ones and focusing on the first set of 
research methods. 
 
Disclaimer: when you gather data from your visitors, whether it is 
for conversion optimization or other digital marketing purposes, 
make sure you’re GDPR-compliant. If you’re not familiar with 
GDPR, I suggest you look it up and get some legal advice. It’s an EU 
law that affects pretty much all websites in the world. Not being 
GDPR-compliant might lead to hefty fines. 
 

WHERE Are You Losing Money and HOW 
MUCH? Google Analytics Analysis 
The first thing I want to focus on is Google Analytics. There are 
many other web analytics tools out there, but it would be beyond the 
scope of this book to translate the principles I mention here to every 
web analytics tool on the market. Nevertheless, the tool that you are 



 

using should be able to produce the same kind of reports and should 
have similar settings as Google Analytics - or even more advanced 
ones. 
 
So whatever report or setting we discuss here, they should easily be 
applicable to your web analytics tool too. And if they aren’t, maybe 
you should think about changing tools, because that means you’re 
missing out on important data and insights that can help you grow 
your business. 
 
What If You Have a Low-Traffic Site? 
If you want to do a good Google Analytics analysis you need enough 
data. And since we’ll be looking at the conversion data, you mainly 
need enough conversions. How much is enough? That’ll depend on 
the report you’re looking at, and, moreover, the segments within 
that report. If, for instance, you’re looking at the performance of the 
different desktop browsers, you’ll need at least 200 conversions per 
browser for the most common browsers. If not, you may be tempted 
to draw a conclusion like “the conversion rate of Firefox on desktop 
is three times as low as the one on Internet Explorer so we may have 
a technical issue on Firefox” - based on only a handful conversions. 
But that could entirely be a coincidence. 
 
The easiest fix to this: go back in time and take a broader date range. 
Look at the past 3 months instead of just the past month. I wouldn’t 
advise taking the data of much more than that, because 5 or 6 
months ago, for instance, you were probably doing something 
completely different than now. Your traffic composition may have 
changed considerably, your product range may have changed, you 
may have made drastic changes to your site, etc. So if you throw the 
data of 5 or 6 months ago on a pile with those of the last month or 2, 
you will get some averages out of that, but not really a good idea of 
the current state of affairs on your site. That’s why we usually look at 
the data of the last month. And if we need a bit more data for some 
specific GA reports, we add one or 2 months for those reports alone. 
 

 

Don’t have enough conversions? No problem! That doesn’t mean 
you can’t do parts of the conversion research. It just means you’ll 
have to focus on some of the other research methods we discuss 
later in this book. What I do recommend though, is that now is a 
good time to do the first part: the Google Analytics Settings Check. It 
never hurts to get correct data in. So by the time you’ve grown your 
e-commerce store and have enough data to do the Analytics 
analysis, you’ll know you have reliable data for your analysis. 
 
Google Analytics Settings Check 
Before you even start analyzing your Google Analytics account (we’ll 
abbreviate Google Analytics to GA in this book), you need to make 
sure it’s set up correctly. Why? Easy, if your settings are not correct, 
you get incorrect data. And if you get incorrect data, you will draw 
the wrong conclusions. If you draw the wrong conclusions, you’ll 
make bad decisions. Decisions that can ultimately hurt your 
revenue. 
 
You may think that your account is set up correctly, because it has 
been done by an agency. Or you may trust that your colleague or 
predecessor has done a good job with this. Well, even in those cases 
the settings check is a mandatory first step, because people make 
mistakes all the time. But mistakes in a GA setup can really screw up 
your data. So you have to take the time to find mistakes and to 
improve the setup so you can get extra data that will help you 
improve your site. 
 
To be honest, in all those years, we at Dexter Agency have never 
come across a GA setup that couldn’t be improved. So don’t assume 
you’re an exception. Most likely you can at least tweak a few settings 
so you can get better data. 
 



 

I don’t want to bore you with a lot of technical GA stuff. I use “bore”, 
but I mean “excite” of course ;-) I get excited about this stuff, but I 
realize most people don’t1. 
 
That’s why I haven’t made this Google Analytics Settings Check an 
integral part of the book, but I have made a GA settings checklist for 
you to download on dexter.agency/book/resources. Make sure you 
hand over that checklist to your GA guy or girl who can check 
whether or not your GA account has been set up properly. 
 
Google Analytics Analysis 
Once we've done the settings check and we’re sure you’re getting the 
correct data in, it's time to look at a couple of reports. 
 
Google Analytics mainly is a matter of asking yourself the right 
questions and trying to find an answer to those questions. 
 
We typically start out with the reports I’m going to discuss in this 
chapter, but it never ends with those, because we will find stuff that 
looks weird, suspicious or outright bad. So that will raise some 
questions and then we’ll dig further to find more answers. We’ll play 
around with standard and custom reports, segment the data, 
compare with previous periods and basically do anything we can to 
try and better understand what we found in the reports we started 
out with. 
 
So keep in mind that even though the next few GA reports are 
excellent to try and find where your site is leaking money, they are 
nowhere near enough. You will have to dig deeper in search for 
answers to questions that arise during your analysis. And since 
those questions will be different for every site, we can’t possibly 
cover all scenarios with the GA reports we mention. So start with 
these reports and then dig, dig, dig. 
                                                        
1 But if you do, and you want to learn more about GA and become a GA ninja, I can 
highly recommend Simo Ahava’s blog. He really knows his shit. 
 

 

Oh, maybe one more thing before we get started, since you’re 
running an e-commerce site: when I’m talking about conversions, I 
mean transactions and when I’m talking about conversion rate I 
mean e-commerce conversion rate - unless I specify it otherwise. It 
is better to look at these data and not at the overall conversion rate 
(or conversions). The e-commerce conversion rate is the most 
important metric. When you use the overall conversion rate you may 
have - depending on how many goals you set up - a huge number of 
conversions since, for instance, just reaching the shopping cart page 
is already considered as a conversion, or in some setups being two 
minutes on a page is also a conversion. It is clear that that is going to 
explode your number of conversions and it will be hard to draw the 
right conclusions. 
 
Checkout Funnel Report 
One of the most powerful reports is the checkout funnel report. And 
in order to analyze it, of course, you have to set it up. Now, if 
someone else has set the funnel up before you, you’ll have to double 
check because there are a lot of mistakes happening with the setup 
of funnels. 
 
If you are using regular expressions, then there's a good chance that 
the person that set it up before you may have made a mistake with 
regular expressions, because it is so easy to make a mistake with. So 
you have to check it really well. You not only have to make sure that 
the goals are set up correctly, but also all of the funnel steps. 
 
If you want to test a regular expression, one of the things that you 
can do is take the regular expression, go to your “All Pages” reports 
and pop it in there and see what happens. Do you get all the pages 
that you should be getting? Or do you get too many pages? Getting 
too many pages is easy to see. But not getting enough pages could be 
an issue as well. This happens when your regular expression is 
filtering out pages that it shouldn’t filter out. But this is not so easy 
to spot, so be very careful. You want to be certain that your regular 



 

expression returns ALL the pages that you want, not just some of 
them. 
 
If your funnel is set up correctly, your funnel report will look 
something like this: 
 

 
 

 

 
 

Checkout funnel 
 
The question you should ask when you’re looking at this is: where 
should we focus our optimization efforts first? In this example you 
see that after the cart you have to enter an email and then go to 
shipping address, the shipping method, payment method and then 
you get to the order confirmation. 
 
There are 11,000 people at the start of the funnel and only 3,000 left 
at the end. It’s normal to see some drop off on every step, so it’s not 
necessarily a reason to panic. But the total drop-off along the way is 
quite big in this case. 



 

Let’s look at how many people go one step further than the cart: 52% 
go from the cart to the next step. That's not atypical. We see a 
similar number for many e-commerce sites. That doesn’t mean we 
can’t improve it. We usually can get it up to 60% or even more. But 
52% is not all that bad, because not everyone in the cart is ready to 
buy yet. And some people just use the cart as some form of shortlist. 
So it's not realistic to try and get this to 80% or 90%, for instance. 
 
The enter email step however is different, because these people have 
decided to go beyond the cart, so they have decided they want to 
buy. We’re losing 45% on this step, so that means that we're losing 
almost 1 out of 2 visitors that say, “Okay, let's buy it”, and then, for 
some reason, they drop off. And that's huge! 
 
This is a typical sign up page, and it’s clear proof that forced 
registration on a signup page is usually not a good idea, because a 
lot of people are going to drop off. 
 
What if we could lower the drop-off rate on this page? 
 
Well first of all, maybe we should consider eliminating it. Maybe we 
don't need this page at all. But if for some reason you definitely want 
to keep it, then we have to try to get the drop-off a lot lower. We will 
have to zoom in during the rest of the research to find out exactly 
what the problem is here. There may be several problems and 
several solutions to those problems. So most likely we will need 
several A/B tests in order to find the best converting solution. 
 
Now, let's say we keep this page, but we get the drop-off down to 
20%, so 80% make it to the next step instead of 54.58%. What you 
do next is take this number and calculate how many people would 
stream through to the next step. And then keep all the other drop-off 
percentages the same in the next step and see how many 
transactions you would end up with. 
 

 

Then look at the difference between the current number of 
transactions and the number of transactions you would have with 
the optimized signup page. How big is the difference? Then 
extrapolate that to a year - how many extra transactions per year can 
you expect from this optimized signup page? If you’ve taken a date 
range of 1 month, all you have to do is multiply by 12 (I know, there 
may be some seasonal fluctuations, but that’s not important now for 
what we’re trying to achieve here). And then multiply that number 
of transactions with your average order value. That’ll give you an 
idea of how much extra yearly revenue you can expect from this 
optimized page alone. 
 
If you do this same exercise for all the steps in the checkout, you will 
know how much extra revenue you can expect from optimizing each 
one of these steps. It’ll become clear which pages you are losing the 
most money on and hence where you should focus your 
optimization efforts. That way, you will not be wasting your time 
trying to optimize pages that are not really a problem to begin with. 
 
Are your calculations going to match reality? Maybe, maybe not. 
Maybe you won’t get 80% to go beyond the signup page. Maybe it’s 
only going to be 75%. But that’s not the point here. The point is that 
we’re trying to find out WHERE your biggest problems in the 
checkout are and HOW MUCH money they represent. These 
numbers are by no means a prediction, they serve as a way to help 
you define your priorities when you start optimizing your site. 
 
This is a really powerful report. Look at your checkout funnel and 
it’s very likely you’ll find big conversion killers and areas for 
improvement. But make sure that your funnel is set up correctly or 
you may be drawing the wrong conclusions. 
 
A question I get a lot is: “How do I know what percentages I should 
shoot for at every step of the checkout?” Unfortunately there’s no 
absolute answer to this and it depends a bit on how your checkout 
flow is built. But I can share a few ranges with you, as some kind of 



 

indication, based on what we’ve seen on tons of e-commerce sites. 
These are ranges; the first number being a conservative goal, the 
second number being an ambitious goal. And they’re based on a 
typical e-commerce flow of cart > checkout address > checkout 
shipping > checkout payment > confirmation. I’m skipping the 
signup page in this flow, because I mentioned that already in the 
example above, and my general advice would be to eliminate that 
page anyway rather than to try and optimize it. 
 
 From cart to first step of the checkout, i.e. the checkout address 
page: in most cases you can aim for 60 to 70% of your visitors 
going from your cart to your checkout. Take into account that you 
may have to adjust these goals further down depending on how 
the add to cart on your product page works: if your visitor is sent 
automatically to the cart when she clicks on the add to cart button 
on a product page, then she might end up on the cart page without 
really wanting to. In this case, you’ll have visitors to the cart page 
that didn’t actually want to be on that page and don’t really have 
the intent to buy. 

 

If they are not being sent to the cart by clicking on the add to cart 
button, then they actively have to go to the cart page. And when 
someone actively makes the choice to go to the cart page, it’s more 
likely she is going to buy, so the “cart to checkout address rate” 
will be higher than when you “drop” people on the cart page 
without them being ready to actually buy. So if you see a 40% “cart 
to checkout address rate”, then it doesn’t necessarily mean you can 
shoot for 70%. If your visitor is automatically sent to the cart page, 
50 to 55% might be a more realistic goal. 

 
 From the address to the shipping page, you should be shooting for 
80 to 90%. 

 
 From the shipping to the payment page, 80 to 95% would be a 
good range to aim for. 

 

 

 From the payment page to the confirmation page you should try 
and get it at 80 to 95%. It depends a bit on whether or not you 
send them to an external payment provider and how that is set up. 

 
Again, these numbers are just an indication. Don’t get too hung up 
on them. The basic idea is that you try to figure out where you are 
losing most money so that you know on which pages you should 
focus first. 
 
By the way, if you for instance offer a “Checkout with PayPal” option 
on the cart page, your numbers are going to be off too. Because 
you’ll register visits in the cart page, then nothing in the next steps, 
but back again on the confirmation page. So don’t blindly follow 
these numbers above, you have to know really well how your 
checkout flow works and then understand whether or not those 
numbers apply to your checkout. 
 
And one last note: this checkout funnel report is super useful, but 
only if your checkout is split up over several pages. If you have a 
one-page checkout split up in several steps, like with an accordion 
checkout, you may consider working with virtual pageviews in GA to 
end up with funnel reports like this. But if you have a one-page, one-
step checkout, it’s impossible to get a funnel report like this. In that 
case you can just see how many people went from the cart to the 
checkout and how many of those completed the checkout. No way of 
seeing where exactly in the checkout they dropped out. Or at least 
not with GA. That’s where the other research methods, like form 
analysis, will come in handy. 
 
Goal Flow Report 
The Goal Flow report is a really good way of visualizing funnels, and, 
in particular, checkout funnels. Look at the goal flow report on the 
next page for instance. 
 
 
 



 

 
 

 
 
 

 

The first step you see is the cart, then the checkout page (a one-step 
checkout in this case) and then the order confirmation page. 
 
What you can see here is that a lot of people are going back from the 
checkout page to the shopping cart page - that’s the big grey line 
that goes back from the second step to the first step in this goal flow. 
So there must be something wrong here. Maybe your visitors have 
some questions or doubts on the checkout page and they return to 
the cart page. Maybe they want to verify their order because there’s 
no order summary on the checkout page. It could be a number of 
reasons and GA can’t tell us why exactly this is happening. But this 
report clearly shows us that something is happening here. You'll 
have to zoom in and try to understand WHY that is happening in the 
rest of the conversion research. 
 
Keep in mind that there are a couple of differences between the Goal 
Funnel and the Goal Flow reports: 
 
 In the Goal Flow we can apply segments, which is not (yet) 
possible in the Funnel, although it might become available in the 
future for Google Analytics. 

 
 Another difference is that if you set up a Funnel in Google 
Analytics, you can't go back in time to look at those data. In that 
case you'll have to make a funnel manually by looking at each 
individual URL of the checkout in the pages reports. But in the 
Flow, when you set up a funnel, you're going to get the data 
retroactively. 

 
The problem with Goal Flows is when you clearly see that something 
is happening at a certain point in your Flow, it's sometimes really 
hard to interpret. So play around with it a little bit and try to get 
some insights. It's easy to lose a lot of time on it, so try to be focused. 
Ask yourself the right questions, because remember that's what 
analytics is all about: looking at stuff, seeing data, and asking the 
right follow-up questions. So try to ask the right questions and dig 



 

deeper and play around with this report to make yourself familiar 
with it, because it might be a little bit overwhelming at first. 
 
But a first check should always be to see if there are steps in the Goal 
Flow where you see that your visitors, for some reason, go back. Of 
course it's not unusual that some visitors go back a step in the 
checkout, but when you see something screaming at you like in our 
example, you need to dig deeper. 
 
A mistake people sometimes make is when they look at the Source of 
the Goal Funnel. In our example you'll see that the first Source is 
Google. It doesn't mean that they come from Google and go directly 
to your shopping cart. Some visitors that came from Google, at some 
point, will end up in the cart and then continue. So that's the way 
you have to interpret it, it's not that your shopping cart is the 
landing page of those visitors coming from Google. 
 
Enhanced E-commerce Reports - Checkout Behavior 
A few other reports that you have to check are the Enhanced E-
commerce reports. 
 
First things first, you have to make sure that the Enhanced E-
commerce is set up correctly, so that's what you have to do in the 
Analytics Setting check we discussed above. 
 
Then you should check if the data of your Enhanced E-commerce 
report are coming in correctly. A good way to check that is to look at 
the Checkout Behavior report and compare it with the steps in the 
Funnel report. Although basically you see the same thing in the 
Checkout Behavior report and the Goal Funnel report of the 
checkout, it’s highly recommended to set both up. Just to make sure 
you’re getting correct data. The numbers in both reports should be 
along the same line. Small differences between the two are not that 
uncommon and nothing to worry about. But if the difference is too 
big, then it should be alarming and you should dig deeper and see if 
you're tracking something incorrectly. If you see 1,000 visits in the 

 

cart page in the funnel report and only 700 in the Checkout 
Behavior report, there’s probably something wrong with the setup of 
either the Goal Funnel report or Enhanced E-commerce. For 
instance, the regular expression for that step in the Goal Funnel 
might be too broad. 
 
Let’s look at an example: 
 

 



 

What we see in this Checkout Behavior report is the cart 
(“Winkelwagen”), the login page (“Inloggen en registreren”), the 
address page (“Verzendadres controleren”), the payment page 
(“Betaalmogelijkheden”) and then the confirmation page 
(“Bevestiging”). 
 
As you can see in our example, we have 1,445 people at the shopping 
cart page and only 216 people get to the end (the order confirmation 
page). You also see that already a lot of people are leaving the 
shopping cart, namely 802 visitors, which means that only 41.45% 
go beyond the cart page. At the login page we lose another 51.9%, so 
again, registering and logging in are probably not a good idea. So we 
can possibly boost the conversions enormously just by leaving this 
step out of the checkout process. 
 
At the payment method page, only 51.57% go through. What we 
found out in the rest of the research, is that you got sent to an 
external payment provider. The page of the payment provider was 
set up correctly, but you landed on a rather empty page where 
nothing much was going on. It didn't even look like you were in a 
secure environment, not even our client’s logo was on it. It felt really 
suspicious, so there was a trust issue at play. Buyers didn’t trust the 
page enough to fill in their credit card details, so they abandoned the 
checkout process and bought somewhere else. 
This report showed us something was going on on that particular 
page, but the trust issue is not something you can tell from 
Analytics. That's where you need other research methods - to 
discover the root of the problem. That's not going to be visible in 
Analytics. 
 
What you can do next with this report is calculate scenarios just like 
we did with the Goal Funnel report of the checkout. What if 60% of 
the visitors go beyond the cart page instead of the current 41.45% 
and all the other steps remain the same? How much more yearly 
revenue would that mean? What if 85% reach the confirmation page 

 

after the payment page, instead of the current 51.57%? How much 
more revenue would that mean? 
 
Again, these are not going to be predictions. But they will help you 
to get an idea of where to start first - where to focus your 
optimization efforts. 
 
What’s the difference between this Checkout Behavior report and 
the Goal Funnel report of the checkout? Well, IF they're set up 
correctly, and I say IF because it's often not the case, you can 
segment this report, see clear drop-off data per device category, etc. 
So it's really truly a good report, but you have to be sure that it is set 
up correctly since Enhanced E-commerce is often set up in a kind of 
sloppy way. It takes some time to set it up correctly and you will 
have to involve your developer. But it’s totally worth it. 
 
If you set Enhanced E-commerce up correctly, you can get a whole 
bunch of extra reports and insights. The Shopping Behavior report 
for instance is really interesting too - although we notice that in 
most GA setups we encounter, this is not set up entirely correctly. 
 
Unfortunately it would go beyond the scope of this book to treat all 
those reports in depth because this is not a Google Analytics book. 
But the checkout behavior report is probably the most powerful 
Enhanced E-commerce report. So you should at least check this 
report. 
 
Content Reports 
The checkout is often the place where big conversion killers can be 
found. But there are, of course, other page types where you may be 
leaving money on the table. 
 
What we’re looking for are pages with a lot of traffic, but that don’t 
perform particularly well, for example, in terms of bounce or exit 
rate. 
 



 

So what you do next is look at your page reports. Go to Behavior > 
Site Content > All Pages. We’re not interested in the data of low-
traffic pages. So in the advanced filter, you can filter to include only 
the pages with, say, 500 or 1,000 pageviews (it depends a bit on the 
amount of traffic you have on your site, for a super high traffic site 
even 1,000 pageviews may be negligible). And then you can sort the 
report by bounce rate or exit rate. You’ll end up with a report that 
looks like the screenshot on the next page. 
 
When you look at those bounce rates, some of them are really off the 
charts. This is just the top 10 list of pages with a high bounce rate 
(they all have a bounce rate of 86% or higher) but they represent 
quite a few pageviews. 
 
See that one with 16,810 pageviews on row 7? That’s quite a few 
pageviews! But 90% of the visitors bounce on this page. It’s 
definitely worth it to zoom in on this one. We could make some 
additional reports in GA to see if there’s one traffic source 
responsible for this. Maybe this client is paying a lot of money for 
traffic to this page and they should pause that ad budget. Maybe it’s 
a particularly slow page. Maybe… Again, it’s all about asking the 
right questions and trying to find out more. But chances are you 
won’t find the answer in Google Analytics alone. GA might give you 
a hint, but you may need other research methods to really figure out 
why people are bouncing massively on this page. 
 
I know there is a lot of discussion about bounce rates in the digital 
marketing world. Some people say that bounce rate is not really 
important because it might mean that your visitor has just found the 
information that she was looking for and then went away. In other 
words: that she googled it and then landed on your page, found the 
information and then left because she found the answer to her 
search query. 
 
 
 

 
 



 

Now, I think that's total BS, because this only applies if you have a 
blog and you want to inform people and you're not really selling 
anything. Or if you have an affiliate site where you just want your 
visitors to click on links to external sites. 
 
For e-commerce, a high bounce rate is never a good thing. On an e-
commerce site, if people landed on your home page, category page 
or product page, and they bounce, it means that you haven't 
succeeded in getting them one step further in the process, meaning 
one step closer to the final transaction. If they land on your category 
page for instance and don't browse any further to a product page, it 
means that you’ve failed. It could mean e.g. that your category page 
is not good enough, your product range doesn’t match your visitors’ 
expectations or the quality of the traffic to that particular page is not 
good. Whatever the exact reason is, a high bounce rate is a clear 
indication that something needs to be optimized. 
 
Bounce rate is only a metric for landing pages, so it’s a good idea to 
do this same exercise, but sorting on exit rates and looking at those 
data. Of course, everyone has to exit the site at some point. But you 
don't want people to exit the site on a home page, category page, 
product page... ideally you only want them to exit the site on the 
order confirmation page ;-) 
 
So high exit rates on a home, category or product page for instance 
can be a clear indicator that something is going on on those pages. 
Once you’ve identified high bounce and high exit pages that have a 
lot of pageviews, it’s also a good idea to look at the e-commerce 
conversion rate of your landing pages. Which pages perform worse 
than others? Do you have any high-traffic landing pages with a 
suspiciously low conversion rate? Again, ask yourself the right 
questions and start digging! 
 
Look at the example on the next page. 

 
 



 

Here you see the top 10 of the landing pages, and you'll notice that 
the landing page with the 10th most sessions has a conversion rate 
that is suspiciously low if you compare it to the rest of the top 10. 
When you see this, it’s time to start digging! Where does that traffic 
come from? Is this trend the same on all device categories or only, 
for example, on mobile? Is it on a specific browser? Does this page 
load a lot slower than the other pages in the top 10? 
 
While it is interesting to look at the performance of your individual 
pages, it’s often a lot more interesting to make the same kind of 
reports, but to look at your content groups instead. Because instead 
of, for instance, finding a problematic product page, you’ll find out 
whether your product pages as a whole do better or worse than your 
category pages. All these pages are built with templates, so you’ll 
find out whether or not you have problems on a template level, 
rather than on an individual page level. Fixing problems on a 
template level is going to fix problems on a whole lot of pages. 
Whereas fixing problems on just one page is going to fix problems 
on, well… just one page. 
 
If you want to see your content grouping report, select content 
grouping2 next to landing page right above the report. Now you’ll see 
something like the screenshot on the next page. 
 
What we see here is that people who land on the category pages 
(called “product list page” in this case) with brands, they convert not 
even half as good as people landing on category pages without 
brands. That’s an interesting observation. And, of course, this raises 
new questions, and you guessed it, that means digging for extra 
information in other reports, as well as trying to find out more about 
this in the rest of the research too. 
 

                                                        
2 If you don’t see this in your reports, then you haven’t set up content grouping yet. 
Download the GA settings checklist on dexter.agency/book/resources to find out 
how you can set this up. 

 
 



 

Another thing that you can do is look at the navigation summary of 
certain pages. Go to Behavior > Site Content > All Pages, then click 
on the URL of the page you want to examine, and then click on 
“navigation summary” on top of the page. 
 
You’ll see something like the screenshot on the following page. 
 
What we see here is the navigation summary of one of our client’s 
sites. For obvious reasons we can’t disclose all information, but I 
highlighted a few things to illustrate how you should read this 
report: 
● What you see on the left side is the data from the previous page. In 

this example 77.15% of the visitors of the page we selected entered 
the site on this page. That shouldn’t surprise us, since it’s a home 
page. 

 
● However, we see that 3.98% of the visitors of this page actually 

came from the cart page. Now, that’s pretty uncommon behavior. 
You don’t want your visitors to go from the cart page to the home 
page. You want them to go to the checkout instead. Something 
might be going on here… 

 
● On the right side, we see that only 13.61% exit the site on this page. 

That’s not too bad. We also see that 28.63% of those who go to a 
next page, actually go to the promotions page. That’s interesting to 
see. And we may possibly do something with that information 
later. If, for instance, we would find out that visitors who see this 
promotions page convert better than visitors who don’t see this 
page, we may decide to try and stimulate visitors even more to go 
to that page by making it more prominent on the home page. 

 
● We also see that 5.74% of the home page visitors use the site 

search. That’s an interesting observation because, as we will see 
later in this book, searchers are often converters. So if we can get 
more people to use the search function of the site, we may see a 
positive impact on sales. 

  



 

Anyway, these are just a few possible observations in this report to 
illustrate how you should interpret it. Obviously you can’t do this for 
every single page. But you may want to look at this report if 
something seems off about a certain page. 
 
By the way, you can do the same thing for content groups. 
Remember our observation a few pages ago about the e-commerce 
conversion rate being lower for category pages with brands than 
category pages without brands? Well, if we look at that same 
example and apply the navigation summary report to content 
groups, then we can notice a few things. For instance, only 1.27% 
navigate from here to the category pages with brands – see 
screenshot on page 73. 
 
But when we look at the category pages with brands, we see that 
12.08% make the opposite choice; they go from the category pages 
with brands immediately to the category pages without brands – see 
screenshot on page 74. 
 
This might mean that visitors prefer shopping by category rather 
than by brand. Now, we have to keep in mind that this is just a first 
indication. Further research will have to confirm or deny that. But 
it’s an interesting first observation and potentially an observation 
that might lead to A/B tests with the navigation on this site. 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



 
 

 

Browsers 
Looking at the conversion rate of the different browsers is a great 
way to help you find potential conversion killers. You can find this in 
GA under Audience > Technology > Browser & OS. 
 
Before you dive in, it’s important to note that you should apply a few 
segments first: the device category segments. You have to look at the 
data for desktop, tablet and mobile separately. Because Chrome, for 
instance, might be performing terribly on mobile but a lot better 
than other browsers on desktop. If you don’t apply a device segment, 
the bad performance on mobile might be evened out by the great 
performance on desktop. So you won’t see the huge conversion killer 
that is Chrome on mobile. 
 
Let’s look at an example on the following page. 
 
You can see here that Safari is at a 1.04% conversion rate, whereas 
IE (Internet Explorer) has a conversion rate of just 0.21%, Firefox is 
at 0.43% and Chrome is at 0.51%. Edge is at 0.65%, but we’re not 
going to take that into account, because it barely has 100 
transactions. So whatever we see here for Edge could just be a 
coincidence. 
 
Safari has a very high conversion rate - that’s not unusual, 
sometimes it’s just demographics. Safari users are Apple users and 
they typically earn a bit more and spend a little easier. But never just 
rely on that thinking. You have to dig deeper and try and find out 
whether there may be other factors at play. Those other factors are 
usually technical factors. The site may be faster on Safari or there 
may be some technical problems on the other browsers. 
 
Let’s assume that Safari is a regular outlier, that what we see here is 
due to demographics. If we then compare the other main browsers, 
we see that Chrome and Firefox are performing more or less the 
same, but IE is staying behind so you probably want to look into 
that. 



 
 

 

Now there are a couple of ways to do that. One of the things you can 
do is look at the site speed of each browser, because maybe IE is a 
lot slower than the other ones. And that can be the cause of the 
problem. 
 
But you should also check the IE browser versions. When we drill 
down the report and zoom in on the IE versions, we see the 
screenshot on the following page. 
 
Notice anything strange? Yep, a few IE versions have a ton of traffic, 
but 0 transactions. That’s very disturbing. Again, GA is all about 
asking the right questions and then digging deeper. What could this 
mean? 
 
It could be a site speed issue for these particular browsers - this is 
something you can check in GA. It could be a technical issue. You 
can try and find a first indication for that, for instance, by looking at 
the funnel steps in the checkout. Why the checkout? Well, as there 
are literally zero transactions, this might mean there’s something 
seriously off. And the most likely suspect then is the checkout. You 
can go to the Checkout Behavior report and apply a segment for this 
browser to see what’s happening here. 
 



 
 

 

You’ll have to create a custom segment, like this one for IE9: 
 

 
 
This is the result: 
 

 
 

Now this is strange! Out of those more than 35,000 sessions only 12 
people reached the checkout. That’s suspiciously low. That means 



 

the problem is not in the checkout, but somewhere else. It could be 
on the home page, category pages or product pages for instance. 
 
To get an idea about that, let’s look at the landing page reports. If, 
for instance, we see that the bounce rate on category pages is 
through the roof, then that might indicate there’s a technical issue 
there. Then we can do a thorough QA (quality assurance) to try and 
find any technical errors on category pages. Of course it’s a good 
idea to do a thorough QA on the entire site, but since we noticed a 
pressing issue here - a few browser versions with a lot of traffic but 
zero conversions - we want to find the exact problem as soon as 
possible. It might be a quick fix and might add quite some extra 
revenue if that browser version starts to convert at the same level as 
all the others. 
 
When we apply the same IE9 segment to the landing pages report, 
we get what we see on the screenshot on the following page. 
 
Notice anything weird? Almost all of that IE9 traffic lands on the 
home page… that’s highly unlikely. And overall the bounce rate of 
that IE9 traffic is 99.51%. That’s very unusual. If you add those two 
things up, it can mean only one thing: bot traffic! We found our 
culprit. 
 
In a way this is good news, because you just found out you weren’t 
losing tons of money on that browser version due to technical 
problems. But on the other hand it also means that your data are 
heavily skewed by bot traffic. Your conversion rate, for instance, will 
look a lot lower in GA than it actually is, because these bot visits 
count as sessions, but these visits are not going to convert. 
Moreover, when you find out a bot problem like this, it’s not always 
easy to put your finger on it. You may have to dig deep in your 
reports to try and find a pattern (e.g. all visits coming from one 
country where you’re not selling anyway, or all bot visits coming 
from a certain network). You may not find one exact pattern and 
may have to decide to filter out IE9 visits in this case because most 

 

of the visits are visits from bots - but it’s not the best way of course 
because you will filter out some real visits too. 
 

 



 

Either way, this illustrates how GA is all about starting with 
standard reports, asking the right questions and digging deeper by 
looking at other reports, applying segments and asking yourself 
more follow-up questions until you get to the truth. 
 
Devices 
It can be interesting to look at the device category distribution too. 
It’s not rocket science and you’re probably already familiar with this. 
But still, we notice that many people we talk to still are very much 
skewed towards desktop, whereas mobile in many cases has become 
bigger than desktop. 
 
You can find this report under Audience > Mobile > Overview. 
 
The pie chart overview can be particularly interesting, because it’s a 
very visual way to see the distribution of your traffic: 
 

 
 
This site had 72.3% of its traffic coming from mobile. That’s huge! 
That also means that you’ll have to get your priorities right. When in 
the office, most people are tempted to check the site on desktop. But 
if you have this amount of traffic on your mobile site, you should 
forget about desktop and focus on mobile. Don’t check stuff on the 
desktop version anymore, unless you checked it on mobile first! 
 
The rest of your conversion research should focus more on mobile, 
but also the A/B tests you are going to set up should be mostly on 
mobile. 
 

 

And just like with the checkout funnel, we can calculate scenarios. 
Say your mobile conversion rate currently is at 0.5% and your 
desktop conversion rate is at 2%. What would happen if you could 
increase that 0.5% to, say, 0.9%? How many more transactions per 
year would that be? Now multiply that number by the average order 
value and you get an idea how much more revenue mobile 
optimization could bring to your business. Quick tip: when you 
calculate this number, take the average order value on mobile - 
typically that’s going to be a bit lower than your overall average 
order value - because this will give you a more realistic number. 
 
Site Search 
What we typically see on e-commerce sites is that the conversion 
rate for visits with site search is usually twice as high (or more) as 
visits without site search. 
 
There could be a number of reasons for that. For instance, searchers 
might be more likely to already know what they are looking for. So 
they might be in another buying stage than non-searchers. 
 
This means that you could test making your search box bigger or 
work on the quality of the search results. 
 
But before you make changes to your site search function, take a 
look at your GA data. A word of caution, you need to subtract 
"bounced visits" from the comparison. Bounced visits have a 
conversion rate of 0%, by definition, so if you include them in the 
visits without site search, you will make the visits with site searches 
look too good in comparison. You can do this by applying a segment 
in which you only consider the non-bounced sessions. 
 
First off, check the difference in conversion rate between searchers 
and non-searchers. Go to Behavior > Site Search > Usage. You 
should see a report that looks like the screenshot on the next page. 
 

 



 
 

 

In our example you'll see that the E-commerce Conversion Rate is 
4.50% without site search compared to almost 9% with site search. 
 
We can also see that 26.16% of all transactions happened after a site 
search. In our experience, that’s quite a lot. That underlines the 
importance of a good and clearly visible site search function. 
 
Although these numbers are interesting, we can’t really use them to 
further optimize the site. That’s where the next few reports come in. 
 
If you go to Behavior > Site Search > Search Terms, you’ll see a 
report of all of the most used search terms. Before you go on, you 
have to check first how your site search behaves. If it’s a site search 
with auto-complete and a dropdown for instance, you may be able to 
click on a result from the dropdown before you completed the 
search. 
 
Like in the following example of a site that sells (sun)glasses: when 
you want to search for Ray-Ban glasses and start typing in “ray-b” 
you get a list of suggestions. That’s usually a very good idea. But you 
have to keep this in mind when you are looking at your search term 
data. Because what usually happens here is that when you click on 
one of the suggestions in the drop-down, no search query parameter 
will be added to the URL. Because you’re directly taken to a product 
page. That also means that GA won’t register this as a search term. 
Now, don’t go deleting these auto-complete suggestions just to get 
cleaner data. This feature is actually very helpful for your searchers. 
It just means that you have to nuance your search term report in 
GA. Because only when a visitor fills in the search term completely 
and then hits enter or clicks on “search”, will the search term be 
added to the report. Just a little something to keep in mind ;-) 
 



 

 
 
In cases like this it may be better to just look at the data your search 
tool or plugin throws at you. 
 
But if your search is not set up like this, then you can go ahead and 
look at the search term report. It’ll look something like the 
screenshot on the following page. 
 
A few things to look out for: 
● Searches with high volume, but high exits. If you look at row 2 and 

3 for instance, they have a lot of searches, but exit rates are 57.79% 
and 56.20%. That’s quite high and most likely it means that the 
search results were not relevant. Try searching for those terms on 
your site and see what happens. 
 

● Searches with a high volume, but high refinements. Again, the 
results may not be very relevant. Because your visitors search, get 
a result and then search again. 

 
● Search terms for items you don’t sell yet. You may get good ideas 

from this report to further expand your product range and/or the 
brands you sell. 

 
 

 
 



 

● Spelling: do you see search terms that are misspelled? Go ahead 
and try them yourself. What happens? Do you get the results from 
the correctly spelled term? Or do you get a “no results” message? 

 
Next, it might be good to have a look at the pages on which your 
visitors search. If you go to Behavior > Site Search > Search Pages, 
you will see a report like the screenshot on the following page. 
 
What is peculiar in this report, is that the page on which the second 
most searches happen, is… the search results page. So that means 
that people search for something, land on the search result page… 
and search again. Which can only mean one thing: the result of their 
search was not satisfactory. And that means there’s probably some 
room for improvement for your site search. 
 
If you look at the search exits on that page, we see confirmation that 
you should probably keep working on the quality of the search 
results. 
 
Again, GA will show you where you have conversion killers and 
areas for improvement. But it won’t tell you why - or at least in this 
case, not entirely. From the search terms report you may get some 
first clues, but you’ll need further research to understand why the 
data for your site search are not good. 
 
One more thing you should do is go to Behavior > Site Content > 
Landing Pages and apply a Paid Traffic segment to this report and 
then go to your search result page within that report. Next, apply a 
Campaign secondary dimension and look at your E-commerce 
Conversion Rate. 
 
The reason why is that often when setting up an AdWords 
campaign, for example, there’s no landing page yet that matches the 
keywords your AdWords agency wants to target. So they use your 
site search to get a page with more or less relevant results. 
 

 
 



 

Now, if your site search is not really good, that search result page 
may show a few relevant results, but also many irrelevant results. 
Sending paid traffic to a page like that may not be the best thing to 
do, because the landing page isn’t a good enough match with the 
keyword your visitor used in Google. Like in the example on the 
following page. 
 
Turns out that there’s a campaign that generated 1,354 sessions to 
this search result page as a landing page, but it got exactly zero 
transactions. When you look at the campaigns on rows 2, 3 and 4, 
those seem to perform a lot better. You may be paying a lot of 
money for those 1,354 sessions that don’t get you any transactions at 
all. We notice this kind of thing happens in many AdWords 
accounts. So by just checking this, you might end up saving a lot of 
money. That doesn’t mean you shouldn’t target these keywords in 
AdWords anymore. It means you should either work on the quality 
of your search results on that page or create a dedicated landing 
page for those keywords. Either way, you want your visitors to land 
on a page that is more relevant for their Google search query. 
 
Site Speed 
I mentioned it a few times before, you definitely should check your 
site speed. If your site is slow, making it faster is a simple, quick way 
of getting an uplift. We’ve had a client that only did one 
optimization - improve the site speed - and saw his conversion rate 
double overnight. Truth be told, their site was extremely slow, but 
nonetheless it illustrates the importance of a fast loading site. 
 
What we don't really care about is the “average load speed”, but 
rather the load time of individual pages and content groups, 
especially high-traffic pages and pages that are part of your 
checkout. 
 
 
 
 

 
 



 

So you want to know if there is a problem on, say, product pages, on 
category pages or maybe on the cart page or checkout page. You also 
need to look at top metrics like: “Average Document Content 
Loaded Time”, which measures how many seconds it takes to load 
the content, and “Average Document Interactive Time”, which 
measures how many seconds until the page is usable. 
 
Basically what it comes down to is that you don't just look at the 
load times, because load times can take up to maybe 10 seconds 
whereas after 2 seconds the page is usable. There might, for 
instance, be a lot of JavaScript that is being loaded for external 
plugins. That slows a page down, but people can already use it, so 
then it's not really an issue. 
 
A couple of rules of thumb: 
● A Document Interactive Time (DOM Interactive) of 1 second is 

perfect, but if you manage to get it under 2 seconds, you're doing 
fine. 

● If it's 2 to 3 seconds, it's OK but you have to try to improve it. 
● Over 3 seconds will mean that you are losing a lot of money. 
 
In GA, go to Behavior > Site Speed > Page Timings. First, apply 
segments for mobile, tablet and desktop. Next, sort them by number 
of pageviews. And then look at how your pages are performing – see 
screenshot on page 93. 
 
As you can see in the example, the top three of the most viewed 
pages are very slow. And there are quite some differences between 
the devices with tablet being the slowest. 
 
Apart from this report per page, it’s probably even more interesting 
to look at this report per page type. To do this, apply your content 
grouping in this same report. It will look like the screenshot on page 
94. 
 
 

  



 
 

 

This report will help you identify the speed problems per page 
template. Should you optimize the speed of the product pages? Of 
the category pages? The home page? Or, like in this example, all 
page types? 
 
If you want to find out what exactly you can do about a slow loading 
page, you can use tools like Google PageSpeed Insights, GTmetrix or 
webpagetest.org. You’ll get a bunch of actionable suggestions on 
how to optimize the speed of your pages. 
 
Research shows that 47% of people expect a web page to load in 2 
seconds or less. That's a lot of people. 57% of visitors will abandon a 
page that takes 3 seconds or more to load. That's also a lot. And a 
tolerable waiting time for information retrieval is 2 seconds. Now, 
sometimes that's impossible, because in some cases you have to 
retrieve a lot of information, like when you have a site that compares 
flight information. But if you add feedback like a progress bar or a 
message like "we're looking for the lowest fares", then the tolerable 
waiting time will be pushed up considerably. So if your site is slow 
and for some reason you can’t fix it, add those progress bars and 
messages to keep your visitors longer on your site. 
 
From a technical point of view, improving your site speed should 
often be one of your highest priorities. If your site is really slow, 
drop everything, work on that, and it’s going to get you the quickest 
return on investment. The exact technical optimizations you’ll have 
to make will depend on the recommendations you get from tools like 
GTMetrix. 
 
Again, the GA reports we’ve discussed in this chapter are a starting 
point. I know I’m repeating myself, but I can’t stress this enough: 
you’ll have to keep asking questions and try to find an answer to 
them. You may look into a lot more reports, like demographics 
reports, time lag reports, time of day reports etc. Those can all give 
you very valuable insights to further optimize your site and/or 
 



 

campaigns. But if you start with the ones from this chapter and then 
ask yourself the right questions, you will already get a lot farther 
than most of your competitors. 
 

WHY Does It Happen? Essential Research Methods 
In the previous part we talked about Google Analytics. Google 
Analytics basically helps you find out WHERE the problems are and 
HOW MUCH money those problems present. But it doesn't help you 
to find out WHY things are going wrong. This question is not 
answered just by doing one kind of research. 
 
There are several research methods. In what follows, I’ll be talking 
about several types of research - some of which are essential and 
others that are optional. Of course, ideally you do them all. But 
sometimes you have to be pragmatic about it and focus on the ones 
that are going to give you the most useful insights in the shortest 
amount of time. 
 
The methods I’ll be covering in this book are: 
● Essential 

o Expert review 
o Click maps & scroll maps 
o Form analysis 
o Visitor recordings 
o User testing 
o Live chat analysis/customer support interview 

 
● Optional 

o Customer survey 
o Phone interviews with your customers 
o 5 second test 
o Web surveys 

 

 

What If You Have a Low-Traffic Site? 
If you don’t have much in the way of traffic and conversions, then 
not all of the research methods in this chapter are relevant to you. 
Here’s what you can do regardless of the amount of traffic and 
conversions, so I’d suggest you focus on these: 
 
● Essential 

o Expert review 
o User testing 

 
● Optional 

o Phone interviews with your customers 
o 5 second test 

 
For all the other research methods you’ll need a decent amount of 
traffic in order to be able to gather enough data to analyze. 
 
Expert Review 
One of the essential research methods is a heuristic analysis or, the 
term I prefer and will be using in this book, an expert review. 
Basically an expert review is what the name suggests: an expert 
going through the site and trying to discover problems. 
 
Keep in mind that this is not guaranteed to be optimal. Why not? A 
lot of people think, "OK, you are a conversion optimization expert, 
look at my site and tell me what's wrong!" Well, probably I will be 
able to spot a couple of problems that other people are not going to 
be able to spot. That's because I have a lot of experience. 
 
But still, whatever I find on a site during an expert review is only my 
opinion. And my opinion doesn't really matter. The only opinion 
that matters is the opinion of your visitor. 
 



 

So you have to keep in mind that whatever you find during an expert 
review may not be 100% right. That's why you need other kinds of 
research to back up whatever you find during the expert review. 
 
Because you are an expert, or you will be after you've read this book, 
you're going to look at a site pretty differently. I'm sorry, but I’m 
going to ruin your experience on all e-commerce sites in the future. 
You're going to get frustrated and even angry, because you will not 
understand how it is possible that they didn't see a particular 
problem on a site you're visiting. You're going to be frustrated a lot 
more easily than a regular visitor, just because you know a lot about 
conversion optimization and there's some problem staring you in 
the face. Some really obvious stuff. It's going to be problematic to 
you since you know that they should be fixing it. But maybe it is 
NOT an issue for the end user. Maybe you're biased as an expert. 
And you have to keep that in mind. Not every problem that you 
think you are seeing is going to be a real problem for your user. 
 
So try to stay humble and get your ego out of the way. Try to base 
your opinion on the data that you find, and try to figure out what the 
opinion is of the visitor. That's the most important thing. 
 
Often you can identify problems with your bare eyes, but you always 
have to keep in mind that you should not jump to conclusions here. 
Everything you discover, you have to try and find some proof for in 
the rest of the data, which will confirm or deny what you think you 
discovered during the expert review. 
 
Before you get all excited and jump in, you’ll need to use a 
structured approach. There are plenty of models out there that you 
can follow to evaluate your site during your expert review. 
 
The LIFT framework (developed by WiderFunnel) is probably the 
most well known and widely used model. It looks like the following. 
 

 

 
 
How do you read this model? Well, what you want to get is a LIFT in 
conversions. You get a lift in conversions when you're relevant, 
when you're clear, when the driver of it is a good value proposition 
(that should be at the core of it), urgency is like a propeller to it, and 
any anxiety and distraction is going to lower your lift. 
 
The LIFT model is a good visual aid, but basically it's just a sum of 
criteria you can use when evaluating your site. 
 
Now, it may not be a nice model like the LIFT model, but at our 
agency we use the following criteria during an expert review: 
 Clarity (including value proposition) 
 Friction 
 Distraction 
 Relevance and buying stage 
 Motivation and incentives 

 
In Chapter 4 I’m going to share a lot of pointers with you on how 
you can evaluate your e-commerce site like a real expert. But in this 
chapter we’ll stick to these basic criteria which you can use to 
evaluate your shop - and any other site, for that matter. 
 



 

Clarity 
The first actual criteria that you're going to use is clarity. Of all those 
criteria, this is by far the most important one. Clarity is more 
important than any psychological trick or persuasion principle. 
What I mean by this is that if people don't even understand what 
your offer is when they land on your site and don't even know what 
it is about, they're not going to convert. 
 
And that's why we consider the value proposition as an inherent part 
of clarity - we’ll get back to that later. But clarity is about a lot more 
than your value proposition alone. It's also about product 
information. One of the classic examples is, if you want to buy a 
handbag there's often no description on the product page of what is 
inside. There are no real pictures of the inside. Most women I know 
don't buy a handbag if they don't know what the inside looks like. 
 
So, if people don't completely understand your product or offering, 
or you're not clear about something, they are not going to convert. 
Even if you use cool psychological principles like scarcity (e.g. 
"there's only one handbag left"). They don't want it anyway because 
they don't know what it looks like on the inside... 
 
Clarity is both about content clarity and design clarity. Content 
clarity is: where am I? What is this page about? For instance, if you 
are an NGO but it is not clear to people what exactly you are doing 
as a charity organization, and your call to action is “donate”, people 
will not donate. This is not just about copy, but also about images. If 
you rent holiday homes and don’t show pictures of the outside or the 
bathroom, it’s not going to be clear to your visitors what they can 
rent and hence they just won’t be able to convert. 
 
The second part of clarity is design clarity. Is there a strong visual 
hierarchy in place? Are all the elements on the page designed to 
build up towards the most wanted action - the action you want your 
visitors to take on that page? Are there any “false bottoms” 
(horizontal lines in the design that might be mistaken as the bottom 

 

of a page and that keep your visitor from scrolling further down)? 
Etc. 
 
Friction 
The second criteria for your expert review is friction. This is the 
most important factor after clarity. Friction is basically anything 
that slows people down or frustrates them or refrains them from 
taking action. 
 
Remember the bucket of goodwill we talked about in Chapter 1? 
Well, reducing friction is all about keeping that bucket of goodwill 
full. 
 
There are plenty of potential sources of friction, for instance: 
 A slow loading site 
 A popular payment method that is not being offered 
 Stock images - they will make you look fake 
 Typos, language mistakes 
 Poor readability 
 A long checkout process 
 Asking for sensitive information 
 An untrustworthy look of your site 
 Etc. 

 
Distraction 
I explained before that every page has a most wanted action. What 
do you want your visitors to do on every page? 
 
Important note here, if you don't even know what you want people 
to do on your page, how do you expect your visitors to know? What I 
sometimes see is a home page with 20 or 25 calls to action. That's 
bad. 
 
There should be one or maybe two most wanted actions on a page. 
And that means 1 or 2 different kinds of calls to action on a page. If 
there are two, one of those two must always be the primary one, and 



 

the other should then obviously be the secondary one. Stop at two 
though. Don't confuse your visitors by having too many calls to 
action on a page. Otherwise you are going to confuse and distract 
your visitor and that ultimately is going to hurt your conversions. 
 
Distraction is not only about having too many calls to action though. 
Ask yourself about every element on the page: does it contribute to 
the most wanted action? If it doesn't, can you remove it or minimize 
it? For instance, do you have blinking banners or automatic sliders 
on your home page? Then there’s a good chance they’re distracting 
your visitor away from the most wanted action(s) on that page. 
 
For each element ask yourself: should we even keep it? Does it help 
our visitor toward taking the most wanted action? That’s, for 
instance, the reason why some stores remove the navigation once 
you reach the checkout. It distracts the visitor and hence increases 
the chances of the visitor leaving the checkout again. But don’t just 
go ahead and remove the navigation - we’ve seen checkouts without 
navigation perform a lot worse when we tested it. And sometimes it 
performed better. So make sure to test this. 
 
By the way, it’s not only about the navigation in the checkout. We’ve 
found massive wins by simplifying and decluttering the footer in the 
cart and checkout too. 
 
The header can be distracting too if it’s taking up too much real 
estate. One of our clients had a huge header site wide. We reduced it 
and their conversion rate went up by 13%. But apart from design 
elements, it could also be copy that is distracting and taking 
attention away from the most wanted action. So be critical and ask 
yourself whether it contributes to the most wanted action or not. If 
not, maybe you can remove it. But again, be careful and test it first. 
 
Relevance & Buying Stage 
Basically, this criteria is asking: is what people are seeing and doing 
on a particular page relevant for the stage they are in? 

 

Let me illustrate this with an example: an irrelevant call to action. It 
seems like something small, but a badly chosen call to action that 
doesn’t match the stage your visitor is in or that is irrelevant to 
them, may hurt your conversions enormously. 
 
There is something really strange about buttons and calls to action: 
sometimes people are afraid to click on them. This is called “click 
fear”. It's irrational, because what is the worst that can happen if you 
click on it? The world is not going to collapse. But people do have 
that fear. 
 
I remember one case in which we were looking at some user testing 
videos, and we saw on the product page some buy now buttons. The 
client had specifically chosen the words “buy now” because he 
thought it would be more action driven than “add to cart”. From the 
user tests it became clear that some visitors didn't click on it because 
they did not want to “buy now”. At this stage of their buying process, 
they just wanted to add the items to their shopping cart, then 
evaluate them in the cart, throw a few items out and then proceed to 
the checkout (by the way, this happens a lot, especially in fashion. 
Your visitors will use your cart as some kind of wish list or shortlist, 
from which they will eliminate items before they buy). 
 
Because the buttons said “buy now”, some of the user testers just 
didn't dare click on them, because they didn’t want to go to the 
checkout. Guess what? If you clicked the “buy now” button, you 
didn’t even go to the checkout. You just went to the cart - just like 
the user testers actually wanted. But since it said “buy now”, there 
was a mismatch between what they wanted at this stage of their 
shopping experience (to add to cart) and what the button said (buy 
now). So we set up a simple A/B test in which we changed just the 
words on the button from “buy now” to “add to cart”. This simple 
change actually increased conversions by 17%! That's insane. Just by 
changing 2 words. Imagine what you would have to do in a regular 
marketing campaign, how much money you would have to spend, to 



 

increase your revenue by 17%... Usually it’s a lot more than just 
changing 2 words. 
 
Another typical CTA (Call To Action) example: what’s the CTA on 
your category page? I see many shops with a “buy now” CTA on the 
category page. Now I’m not saying that’s always wrong. But usually 
it’s not relevant for your visitor. You’re asking “too much too soon”. 
How often have you bought a product yourself right from a category 
page without looking at the details of the product first? I’m betting 
not that often. So why would you think your visitor does? You so 
desperately want your visitor to buy, buy, buy that you choose an 
irrelevant message at this point. Sure, if you’re selling low 
involvement, low ticket items like chewing gum, this may be a good 
CTA. Or if most of your customers are repeat buyers that buy the 
same thing over and over again you might be fine with this CTA too. 
But in many cases this CTA is just going to be irrelevant to your 
visitor because he wants to see the product page first. So a “More 
info”, “See details” kind of CTA might work a lot better in this case. 
 
But this criteria is about more than just CTAs. I’m sure you’ve 
experienced this plenty of times… you click on an ad and then 
there’s a complete mismatch between the ad and the page you’re 
landing on. So much so that you think you’ve landed on the wrong 
page. Of course you’re not going to convert when this happens! 
 
I invite you to just start clicking randomly on banner ads, and look 
at how the banner ad is designed and compare it to the landing 
page. There's often a disconnect between what happens BEFORE 
your visitors land on your site and what they see WHEN they land 
on your site. People are going to get confused if they see one 
message in one particular style, visual, color, font, etc on the banner 
ad… and they see something completely different on the landing 
page although it's the same company and the same site. They will 
think that they've landed on the wrong page and will not convert. 
 

 

It’s a classic mistake. And an understandable one. There is often one 
agency working on setting up the landing page and another 
company is working on creating the banners. That last one often 
wants to do something creative, they feel like they have to do 
something special in order to wow their client. But they don't 
actually have to do it, they have to make sure that it matches with 
the landing page, so that the message and the visual on the banner 
are exactly the same as on the landing page. If it's not, you'll see a 
huge bounce rate. 
 
Another criteria that is tightly related to the relevance criteria is 
Buying Stage. You have to take into account that not everyone is 
going to buy right now. Sometimes it takes a while. They need to 
come back. They have to consider it. And so they're not always ready 
to buy right now. 
 
There are many different terms and models to define buying stages. 
One I particularly like is Know -> Like -> Trust -> Try -> Buy -> 
Repeat -> Refer. That one is especially powerful for services and 
B2B, but could also apply to e-commerce. However, it would take us 
a bit too far off course to discuss all of these steps right here. One 
thing you should take away from this, though, is that not every 
visitor on your site is ready to buy right now. So you’ll have to 
accommodate for that. 
 
Don’t just try to sell right now. Some people are not ready to buy yet 
because they just became aware of a problem, need or desire they 
have and are just looking around and discovering what kinds of 
solutions are out there. Other visitors will be one step further in the 
buying stage: they know they have a problem, need or desire and are 
comparing different solutions, providers, products or services. And 
only when they’ve done that are they ready to buy. 
 
So we shouldn’t ignore the visitors who are not ready to buy yet. We 
can do this by doing 2 things: 



 

 Provide them with enough information so they can do their 
research 

 Try and get their email address. To do this you’ll need a very good 
lead magnet (make sure you’re GDPR-compliant though). Once 
you have their email address you can follow up with them and 
warm them up step by step until they are ready to buy from you. 
Oh and a “sign up for our newsletter” call to action in your footer 
is NOT a lead magnet - no one cares about your newsletter. If 
that’s still the only thing you’re doing, you’re leaving a lot of 
money on the table. 

 
A good lead magnet in e-commerce could be a monthly giveaway. 
Don't just give away the product that you're selling though, because 
many visitors will postpone their purchase in hopes of winning it 
instead of buying it. 
 
You could give away something else you know your target group is 
interested in. When you catch their email address, you can follow up 
with them in a welcome series of emails in which you go through the 
awareness and consideration phases that lead up to the sale (again, 
make sure you’re GDPR-compliant). You start with a broad email 
about who you are, what they can expect from you. And then you 
can follow up with an email to ask them to check something out on 
your site, or an email about your best selling product. And then 
maybe at some point you can start with giving away a discount, but 
don't do that immediately. Build up slowly towards that purchase, 
that's definitely going to increase your conversions versus going in 
for the sale straight off the bat. 
 
Motivation & Incentives 
Another criteria you should use for your expert review is Motivation 
& Incentives. This is quite a broad criteria, but think about how 
motivation plays a role in getting people to take action. And it’s not 
just about offering a discount or any other incentive to try and make 
them buy. It’s also about clearly talking about benefits, and not just 

 

features. Or adding things like urgency, scarcity and other 
psychological triggers that can motivate your visitors to take action. 
 
One of the classic examples here is when you want to buy a 
computer and you don't know anything about it. Like me, I'm a huge 
conversion optimization nerd and my mom thinks I do something 
with computers so she thinks I know a lot about computers. But I’m 
not at all into hardware. I couldn’t care less about it. So if I have to 
buy a computer I don't know what to look for, because almost all 
sites are talking about features. Features like “this kind of 
processor”, I couldn't care less. But when they talk about “this 
processor is 1.5 times faster than the average on the market”, then I 
start to understand what that is. 
 
Now that doesn't mean that you only have to mention benefits, 
because there are always people who want and need to know the 
features. But other people who don't understand what a processor is 
about, need benefits. So you need to translate those features into 
benefits. 
 
But this criteria is about more than just translating features into 
benefits. In general it should be very clear what’s in it for them. That 
is so important. If you don't tell people WHY they should buy, 
WHAT's the benefit to them, well, how can you expect them to buy? 
That means you’ll have to evaluate your copy and make sure it’s 
persuasive, review your value proposition, your USPs, etc. Evaluate 
which persuasion principles you could apply that would be a good 
match, such as social proof, urgency or scarcity. 
 
Click Maps, Scroll Maps and Visitor Recordings 
So you’ve completed your expert review. It’s important to keep going 
now! Don’t stop and assume you have all the answers. As mentioned 
before, the expert review alone is not perfect, you need other data to 
back up whatever you’ve found in the expert review. You have to 
look at the other data to either confirm or deny whatever you've 
found during the expert review. 



 

A good way to find more data and insights that will confirm or deny 
the findings from your expert review is by using a mouse tracking 
tool that can produce click maps, scroll maps and visitor recordings. 
There are plenty of tools out there, but I’m sure you’ve heard of (and 
probably even used) Hotjar. It’s the best known and, probably, the 
most used mouse tracking tool on the market. 
 
The way it works: start by adding the tracking code of your mouse 
tracking tool on all pages of your site. You may need to wait awhile 
to collect enough data. For click maps and scroll maps you need at 
least 2,000 pageviews to have enough data to draw good 
conclusions. The good news is that you don't have to do it on every 
individual page, but you do it per page type. This way you have click 
maps and scroll maps for all the product pages, for all category 
pages, etc. 
 
I understand that for pages further down the funnel, like the cart or 
checkout page, it might take a while before you have 2,000 
pageviews. Nevertheless try to aim for a lot of views there. It’s 
crucial to start gathering the data as soon as possible. Don’t wait 
until you’ve completed the Google Analytics analysis and expert 
review. Start right away! 
 
Click Maps 
With click maps, you try to answer the question: where are people 
clicking? It seems like a stupid question. But sometimes you'll notice 
that people are clicking on all kinds of stuff that you didn't expect 
them to click on. Maybe the elements are not even clickable. So 
when you see this, you have to ask yourself "Why are they clicking 
there?", "What do they expect to happen and can or should we 
accommodate it?” 
 
It might take a while to find useful insights. The first time you look 
at a click map, it might not be very obvious what’s happening. But a 
good question to start with, is “What is our most wanted action on 

 

this page?” If you know that, then you can evaluate whether the click 
behavior on this page supports that most wanted action or not. 
 

 
 
Word of caution: don’t look at all the data cross-device. Look at 
them per device category. Click behavior on the mobile version of 
your site is most likely going to be different than on the desktop or 
tablet version. 
 
Also, it’s a lot more interesting to look at your page templates than 
at your individual pages. So instead of looking at the product page of 
one particular product, you should look at your product page 
template and see whether something needs to be improved on the 
template-level. 
 
Scroll Maps 
The main question we’re trying to answer with this is “Where do 
people stop scrolling?” Sometimes there is really important 
information further down the page. If you see that maybe only 20% 
reached the point where the most important information is, you've 
got a problem and you have to move that information up the page or 
you have to stimulate people to scroll further down the page. 
 
A typical example: horizontal lines in a design. When you have 
horizontal lines, you may have a false bottom. People are dropping 



 

off. They're not going to be scrolling further because they think 
they're at the bottom of the page. That can be solved easily by 
adding some visual cues, for instance. 
 
Same thing here as with your click maps: don’t look at them cross-
device and per individual page. Look at them per page type and per 
device category. 
 
Visitor Recordings 
Another thing that you can do with mouse tracking tools, like 
Hotjar, is that you can record visitors' sessions. Visitor sessions is 
not something that I recommend using by default in a project but it 
can be a kind of backup plan, or help you gain extra information or 
insights. 
 
Basically what it does is record every session, in real-time. Obviously 
you're not going to see or hear your visitor, or see what other tabs 
they have open in their browser or what other programs on their 
computer are also open. What you are going to see is people going 
through your site; their mouse movements. It can be really 
interesting to see your visitors moving through the site. 
 
However, I should warn you that if you just start looking at these 
recordings without a clear goal, first of all, it's going to be really 
boring. But second of all, if you don't know what you're looking for 
you're going to waste a huge amount of time. It's like looking for a 
needle in a haystack. 
 
That's also one of the reasons why we don't use this as as a default 
research method. But we are using it as a backup research method 
to have an extra layer of insights in case we notice something on a 
certain page but are not really sure what to make of it. 
 
 

 

Form Analysis 
Another important step in the research is form analysis. Forms are 
crucial in pretty much every conversion that matters. Think about it, 
if you want to generate leads, that's filling in a form. If you want to 
sell, you need a checkout form. 
 
We've seen before in the GA analysis as well, that people typically 
drop-off a lot in the checkout. Oftentimes that's because of forms. 
Forms can really make or break your conversions, so pay attention 
to them. 
 
A really great way to zoom in on your forms is by using a form 
analysis tool. We typically use a tool called Formisimo, but it can be 
done with other tools too. 
 
A form analysis tool will show how many people visit the form and 
how many people start filling in the form. That's an interesting 
metric because what you see in Google Analytics is how many people 
see a certain page and how many reached the next page. That's 
interesting, but what you can see in the form analysis tool is that 
maybe only 60% of the people that reach that page actually start 
filling in the form. That means that 40% of people that clicked 
through from the cart page eventually stop at your form because 
maybe it’s too long, it’s not trustworthy, it doesn’t contain 
information that is crucial for your visitor to be able to convert, etc. 
So they don’t even begin to fill it out. 
 
You can get a lot more interesting information from a form analysis 
tool than just what I mentioned above. One of the best insights is, 
undoubtedly, which exact form fields cause problems. If you see that 
20% of all drop-offs happen in one particular field, you have to dig 
deeper and try to find out why exactly your visitors are dropping off 
there. Is there something unclear? A few words of microcopy might 
work wonders in that case. Is the information you are asking for too 
personal, like a date of birth? Ask yourself whether you need that 
information. 



 

 

 
 
A good form analysis tool will give you even more information, like 
in which fields most mistakes happen, which fields take the longest 
to fill out, etc. But the most interesting insights can usually be found 
in the fields where people drop off. 
 
Live Chat Analysis/Customer Support Interview 
Another very powerful thing that you can do is look at what 
questions your visitors are asking. The way to do that is to look at 
live chat transcripts or interview your customer support team. 
 
If you have live chat installed, that's perfect. If you don't, you should 
definitely consider it. With live chat you're going to understand what 
kinds of questions people have and how you can use some of that 
information in order to improve the site. 
 
I recommend you go through a couple of hundred chat transcripts 
and analyze them. The way to do it is to look at each chat and you 

 

start tallying. Start counting the total number of times people are 
chatting or asking questions about pricing, service, products, 
delivery times... That's going to help you understand where people 
are having problems, and thus where you might need to add or 
change something to your site. 
 
Of course, don’t just give a general label to every question, but also 
write down the exact issue they have when they contact live chat. 
The general labels are going to help you get an idea of what types of 
questions are being asked the most. But the specific questions are 
where the real optimization gold mine lies. Answering these specific 
questions on your site, instead of in the live chat, is going to increase 
your conversions and lower the pressure you put on your customer 
service. Win-win. 
 
Analyzing the live chat sessions is going to give you a lot of insights 
into where people are having Fears, Uncertainties and Doubts 
(FUDs). 
 
You have to keep in mind that not everyone is going to express their 
FUDs. Not everyone will want to start a live chat session with you or 
give you a call. If only 1 out of 10 visitors who have a question 
actually make the effort to ask you about it, it means that you have 
to take it seriously. Don’t discard it because “it’s just one visitor”, 
because maybe there are 9 others with that exact same question. 
This ratio of 1 out of 10 visitors getting in touch with you is just an 
example. Maybe for your site it’s more like 1 out of 3. Or 1 out of 15. 
The point is: you have to take it seriously and try to add relevant 
information to your site so you can take away their Fears, 
Uncertainties and Doubts. 
 
Live chat is a gold mine of insights to what kind of questions and 
FUDs visitors are having. But also what kinds of answers helped to 
persuade your visitors, so you can use that approach in your copy on 
your website. 
 



 

I know many of our clients who were reluctant at first. They didn’t 
have live chat and thought that they’d have to be available 24/7. But 
that’s not necessary. Your customers will understand that you have 
regular office hours. 
 
Go ahead and try it. If you’re like the clients we convinced to give it a 
try just for a month or two, chances are you’ll never want to stop. 
Because you’ll see an immediate impact on the amount of orders. 
And you’ll learn a lot about your visitors! 
 
If you don’t have live chat yet you can interview someone from the 
customer support team instead; someone who is talking directly to 
your customers. That’ll give you a lot of insight as well. Basically, 
what you’re trying to find out is the same thing as with the live chat 
analysis: you want to know what kind of questions, fears, 
uncertainties and doubts your visitors have and what kinds of 
answers reassure and convince them. It’s not going to be as 
insightful as the live chat analysis, because the information will be 
filtered through the lens of your customer support representative. 
But still, it’s definitely worth doing this. 
 
User Testing 
One of the most valuable parts of the whole research is user testing. 
That’s because you get to observe real users. This differs from visitor 
recordings in that with user testing you decide what tasks the user 
performs on the site and they have to speak aloud while they’re 
going through the site. Hearing them voice their opinion is the most 
valuable part of user testing because you can know rather than 
assume what they’re thinking. 
 
You’ll see how they use your site, where they get stuck, what they 
like and dislike, how they would like to use your site, etcetera. If you 
have time to do just one thing from this whole research, do user 
testing! 
 

 

Don’t just do user testing on your live site. You can do it at any stage 
of a (re)design. If you’re making big changes to your site, then you’re 
probably going to do that on a staging version first. Well, it’s 
perfectly possible to do user testing on the staging version of your 
site. That way you can find and fix a lot of issues before you actually 
go live - this can possibly save you a ton of money! 
 
Ideally you want to do user testing with your target audience. But an 
e-commerce site should be so simple and straightforward that 
anyone can figure it out. So even if your testers are not a 100% 
match with your target audience, you can still learn a bunch. Unless 
you sell a very specialized product most people don’t understand. 
But in e-commerce that’s going to be the exception rather than the 
rule. 
 
You need to do user testing with at least 5 people. We typically aim 
for 10 people. You can go as high as 15 people, but those extra 5 
people are not going to give you that many more insights. If you 
shoot for 10, you’re going to find almost all major usability 
problems. 
 
By the way, you don’t have to just do user testing on your own site. It 
also might be interesting to do some comparative user testing. You 
give a couple of assignments on your site as well as on one of your 
competitor’s sites, and then compare how the user likes it, how they 
use the different sites and where their preferences are going toward. 
 
Keep in mind, of course, that this is qualitative feedback. Just 
because one of the ten testers says something doesn’t mean that 10% 
of your users are thinking just like that. That's not the way it works. 
 
There are a few ways to do user testing: 
 
● In-person testing. For this you need to recruit testers and invite 

them to your office. You give them a couple of tasks they have to 
perform on your site and they have to comment out loud what they 



 

are doing and thinking. Then you watch them do the tasks and 
take notes. This is time consuming and expensive: you have to 
make appointments with them, pay them, maybe even cover their 
transportation costs (if you want to be really generous), etc. Plus, 
they’re in an unnatural environment, know they are being watched 
and so they are more likely to behave differently than they would 
in real life. And since they know they’ll have to test your site, they 
may have done some research upfront and hence may already be 
too familiar with your site so they don’t have an unbiased, fresh 
pair of eyes like a first-timer has (because that’s what you ideally 
want). And since you’re watching they may give feedback they 
think you want to hear. They may not always be completely honest 
with you because they want you to like them - it’s a human reflex, 
people often give the “socially acceptable” answer instead of the 
“truly honest” answer. In short, not the best option in my opinion. 

 
● Remote testing. There are 2 options: 

o You can use existing tools (like usertesting.com, 
whatusersdo.com and others). Those are more like platforms 
than tools, since they don’t only have the software, they also 
have a pool of user testers. You post your user testing 
scenario/assignment on their platform, they send it out to 
their database and then testers do the assignment (if they 
match the criteria that you’ve defined). They go over the 
tasks at their own pace, in their own environment (at home) 
on their own computer. Their screen is being recorded and 
they have to comment out loud. Once they finish, you’ll get 
to see the videos afterwards. This is a very easy way to get 
good feedback. It’s flexible for you and the testers (no need 
to make appointments), it’s not expensive and, usually, is 
very fast. The only downside is that some of the testers may 
not be very high quality. They may hurry through your task 
just to get the money they’ll receive from doing one of these 
user tests. But most of the platforms give you the option to 
replace a user test if they’re not good enough. And good 
enough doesn’t mean that they didn’t say what you wanted to 

 

hear of course, it means that the tester didn’t do what you 
asked or wasn’t really serious about doing the tasks. 

 
o The last form of user testing is a bit of a hybrid form: it’s 

remote, but it’s live. You can recruit testers, make an 
appointment with them and then call them up with Skype, 
Google Hangouts, or any other video calling tool. You ask 
them to share their screen and on your end you record 
everything using a screen recording tool like, for instance, 
Camtasia. You give them assignments, they fulfill them and 
comment out loud. This method is more time consuming 
than using an existing tool/platform. But testers are in the 
comfort of their own home, so it’ll get closer to a real-life 
scenario than the first method. 

 
Now the thing with user testing is that you will have people giving 
remarks that are not really relevant to you. You have to see through 
it and try to focus on the ones that are really relevant to you. 
Sometimes you will also see that there's a mismatch between what 
they see and what they do, so be very observant and watch it, and 
watch it again. Be fair as well. Accept criticism. It's going to hurt 
sometimes. But it's good. It helps you to improve your site, so be 
happy with any feedback you get. 
 
When creating your user testing assignment list, you want to add 
context. The first task should be something like “Imagine you are 
shopping online for a pair of sunglasses for your upcoming trip…”. 
You want to set up a scenario so the user gets into the right frame of 
mind and understands the situation they’re (hypothetically) in. In 
this instance, we tell the user that they’re shopping around for 
glasses or sunglasses. In your case it could be that they’re looking for 
a gift for a friend or shopping for a new couch for the living room. 
Make sure to set the scene for your user right off the bat. 
 
Make sure to ask questions regarding the checkout and be very 
attentive when you analyze this. It is not because they finalize the 



 

checkout process that they necessarily found it easy. Ask them 
verbal feedback about it. If you only ask them to go through the 
checkout, they will do that, because they have to. In a real life 
situation though, they don’t have to. They are likely to drop off at 
some point. Especially when you see in GA a lot of drop-offs in the 
checkout, it’s useful to have them go through it and ask for 
additional verbal feedback. 
 
If you’re looking for some inspiration when it comes to exactly what 
types of tasks to assign or questions to ask user testers we put 
together a real world example. Head over to 
dexter.agency/book/resources to grab the sample user testing task 
list. 
 
Once the test is complete, you want to have a brief reflection. Like in 
this example, we asked “What was your overall experience on this 
site?”. You could also ask what they liked best, what they found the 
worst part, what they would like to change, if they’d recommend it 
to others (and why or why not), etc. 
 
Once all the user testing videos are in (i.e. when you’re doing remote 
user testing), you should plan a few hours where you’ll sit and watch 
the videos and take notes in a document or spreadsheet. It’s a good 
idea to highlight anything you notice from the videos like points of 
frustration, positive moments, etc. Make a note of the issue, what 
page type it happened on, and include a link to that part of the 
video. 
 

WHY Does It Happen? Optional Research Methods 
If you’ve done all the research mentioned above, you can move on to 
the next phase: EXecute. But if you have enough time and want to 
gain an even deeper understanding of your visitor and your site’s 
problems, you can do some additional research. This additional 
research is definitely going to get you great insights and it’s totally 
worth doing it. 
 

 

But I get it, you run an e-commerce site and you have so much on 
your plate that you have to be pragmatic about it. In which case I 
recommend starting with the research methods above and then - 
when you get the hang of A/B testing and want to move to the next 
level - do this additional research later on. 
 
Customer Survey 
Before we start, keep in mind that a customer survey in this context 
is meant as a qualitative research method, not a quantitative 
method. Sure, quantitative surveys can be very interesting, but 
within the context of the conversion research we’re mainly looking 
for insights. We want to try and understand our customer. 
 
The goal of a qualitative survey is to get a deep understanding of 
your customer. It’s not about understanding that 76% of your 
customers score you an 8 out of 10 for customer service, for 
instance. We’re after insights, not numbers. 
 
Be prepared as you will get criticism from your colleagues when they 
see the kinds of questions you ask in the survey. I’ve seen it happen 
time and time again, because for some reason at school they are 
being taught that a survey is quantitative. Fortunately, you know 
better ;-) 
 
It’s a qualitative survey, so that means that we are going to ask 
open-ended questions. No multiple choice questions, because you 
don’t know what you don’t know. And multiple choice won’t reveal 
new things, only what you already think you know. I remember we 
once asked in a customer survey for one of our clients “Who did you 
compare us with?” Our client argued with us that he knew who his 
competitors were and he proposed to make this a multiple choice 
question. I argued that “you don’t know what you don’t know” and 
fortunately our client followed our lead. Very much to his surprise 
almost no names of competitors he had in mind were mentioned in 
the responses. It turned out his customer’s consideration set was 
completely different than what he thought it was. 



 

Since we are asking open-ended questions, we won’t ask stuff like 
“How happy are you on a scale from 1 to 10” either. This and other 
questions like the typical NPS (Net Promoter Score) question “How 
likely is it that you will recommend us on a scale from 1 to 10” are 
definitely interesting questions, but not within this context and for 
our purposes. 
 
The most important point I’m trying to make is that every answer 
we get has to help make your site better. So if you’re thinking about 
a question, always ask yourself “How is knowing the answer to this 
question going to help me make the site better?” If you can’t answer 
this, then you shouldn’t ask this question in your survey. 
 
Here are a few more guidelines for setting up a good qualitative 
customer survey: 
 
 Resist the urge to ask too much. I know, you’re a marketer, and as 
a marketer you want to know as much as possible about your 
target audience, but you have to make sure you don’t overdo it. 
Otherwise people will drop off massively when they’re filling out 
the survey. We found that 7-8 questions is the sweet spot; it’s 
enough to get good insights, but it’s short enough for your 
customers to fill it all out. You can stretch this to 9 or 10 questions, 
but if you go over this, your response rates are going to suffer 
enormously. 

 
 Try to keep the questions neutral. Don’t steer them in a certain 
direction. 

 
 Always have your survey reviewed by one of your colleagues. They 
can spot typos you missed, but also point out questions that may 
be unclear, biased or just plain useless because you can’t use them 
to optimize your site. 

 
 You’ll be asking your customers about their experience on your 
site. So don’t send the survey one week after their visit. Do you 

 

know what your experience was like on a site you visited last 
week? Probably not, unless it was either extremely sucky or 
extremely good. Send it immediately after they purchased on your 
site. You can integrate a link to your survey in your purchase 
confirmation email. This email is typically one of the emails with 
the highest open rate, so you might as well take advantage of that. 

 
 Try and send it only to first-time buyers. Why? Because returning 
customers are already too familiar with the site. They might, for 
instance, not mention frustrations they experienced on your site 
during their first visit because they somehow got used to it and 
don’t see it anymore. 

 
 Aim for 200 entirely filled out surveys. That’s the minimum you 
need to start seeing patterns in the answers that are real patterns 
and not just a coincidence or one person’s opinion. 

 
 You can use tools like Typeform for this (it’s actually a pretty 
awesome tool), but if you want to keep it cheap, Google Forms is a 
great alternative. I’ve used it many times and it works like a 
charm. 

 
 If you want your customers to fill the survey out, you need to offer 
an incentive. It doesn’t really matter that much as long as you offer 
something. We’ve tried out several things: offer $5 cashback, a 
sweepstakes for one of your products, a sweepstakes for something 
as simple as 2 movie tickets, a sweepstakes for an iPad, etc. 
Although they all worked, the sweepstakes for the iPad worked 
insanely well. But that’s a big incentive and it’s not necessary. 
Small incentives work too, it may just take a little bit longer to get 
to 200 filled out surveys. 

 
 Another thing you should do to increase the response rate: add a 
deadline. And a pretty tight one too. We typically give them 3 days 
to fill out the survey. We usually say something like “Fill this 
survey out before “enter deadline date” to get a chance to win…”. 



 

 And if you follow up with them, it’s going to increase your 
response rate even more. So after 3 days you can send them an 
email like “Last day for a chance to win…”. 

 
 Add an introduction to your survey. You want to point out that you 
are looking for ways to make your site better for them and that 
they can be brutally honest because you love that kind of feedback 
(plus it’s the only way to learn and make the site better). This is 
important because a lot of people have the tendency to give 
“socially acceptable” answers and are going to be too nice… 
especially if they think the incentive may depend on it. This can 
happen especially if you’re doing a sweepstakes with something 
expensive to win. Many people will think you’ll take the quality of 
their answers into account when drawing a winner. Hence, they’ll 
try to please you by giving positive answers and they will spare 
their criticism. And you want to avoid that at all cost. 

 
What kind of questions should you ask? The only right answer to 
that is: it depends. It depends on what you want to know. 
 
If you’re still not sure exactly what types of questions to ask in your 
survey we put together a list of questions we often use. You can 
download the survey question list at dexter.agency/book/resources. 
 
When it comes to analyzing, I’m afraid there’s no quick way to do it. 
It’s all manual work: you have to go through all the answers and try 
to find some patterns. We typically do this question by question, not 
respondent by respondent. For instance, for a question like “Why 
did you buy from us?”, we read all the answers for the first time and 
try to see patterns. Then we go over the answers to that question 
again and start labeling them. A label for instance could be “Price”. 
When someone says, “You’re the cheapest”, that answer gets the 
label “Price”. You have to interpret the answer and try to label it. 
Then tally how many times people mention certain labels. One 
person can of course mention several labels. 
 

 

When you’re done labeling all the answers to the first question, 
write up a summary of the patterns that you discovered for that 
question and the importance of it (some labels are going to be 
mentioned a lot more than others). Also mention some nuances and 
interesting examples you may have discovered. And then move on to 
the next question. 
 
A few tips for when you’re analyzing the survey: 
 
 There are always going to be smartasses who just want to get the 
incentive you offered but don’t want to put in the effort. You’ll 
recognize them quickly: they’ll answer with one word or even just 
“/” (because then it registers as an answer if the question is a non-
optional question). If you offered an incentive for everyone, you 
have to give it of course. But don’t consider the answers during 
your analysis. Just ignore them. You’re aiming for 200 filled out 
surveys, but that means 200 filled out surveys without these 
meaningless ones. 

 
 Students, elderly and… social workers. We found in most surveys 
we did that these groups are overrepresented. We knew this by 
asking the question “Can you tell us something about yourself?” 
This may have to do with the fact that students usually are tight on 
money so the incentive you offer is more appealing to them. 
Elderly usually have more time to fill out a survey and/or may feel 
more inclined to do so. And social workers, well, I guess they’re 
just nice people who like to help out, even with a small thing like 
filling out a survey. Of course, these are just assumptions based on 
stereotypes. There may be other factors at play we are not aware 
of. But the point I’m trying to make is that you must take this into 
account if you try to develop customer personas based on a 
question like “Can you tell us something about yourself?”. You 
may end up with personas that don’t match your reality 100%. 

 



 

 Since you’re analyzing 200 answers for each question it’s 
obviously going to take a while. Another good reason not to ask 
too many questions. 

 
 Don’t analyze everything in one sitting. It’s just too much. When 
you ask 8 questions, that makes 1600 answers to read. There’s no 
way you can do this in one go without losing your concentration. 
It’s important to stay focused, otherwise I guarantee that you will 
miss out on important information. My advice: don’t do it all in 
one day. We typically look at the answers of 2 questions 
maximum. Then we take a break or go work on something else. 
And then come back and do 2 more. The next day we do the same. 
So by the end of day 2 you will have analyzed the entire survey. 

 
 One final tip, pay attention to the language your customer uses. To 
give you an overly simple example: you may be selling table tennis 
tables and call them like that on your site too. But in your survey 
you may find out almost everyone just calls them ping pong tables. 
That’s a good indication that you should update your copy on your 
site and start calling them ping pong tables too (of course, unless 
you have good SEO reasons not too), because then you’ll be a 
better match with their expectations. 

 
Phone Interviews With Your Customers 
You can also do a similar survey over the phone with your 
customers. The kind of questions you may ask will be more or less 
similar to the ones from the written survey. If you need a lot of 
answers, a written survey is less time consuming than phone 
interviews. You will get a lot of answers in a relatively short amount 
of time. 
 
A phone interview is beneficial because you can keep probing; you 
can keep asking for more clarification. That doesn’t mean you 
should overwhelm your customers with questions. It just means you 
can ask more “why” questions. Actually, there’s a technique called 
the 5 WHYs that says that you should ask “Why?” 5 times in a row to 

 

get to the real reason. Now, I’ll leave it up to you to decide whether 
that’s true or not. You might find that you actually need to ask it 5 
times or maybe just 2 times. The point is that you can get to the 
bottom of things and get a much better understanding of your 
customers and what drives them by asking why-questions. 
 
You can either email your customers first to schedule a call with 
them or you can just call them immediately. The first approach will 
get you less people on the phone - many people will ignore your 
email or won’t show up for the call. But once you do get them on the 
phone, you’ll know for sure they have some time and they are 
committed. 
 
Calling them without a prior email will get you talking to a lot more 
customers, but they are more likely to have their guards up; they will 
think you’re trying to sell them something. Plus, chances are you’re 
calling them at a bad time. 
 
There’s an interesting twist to this research method: drop-off 
interviews. Capture the phone numbers of people filling in your 
checkout form but not completing the purchase and call them up 
(make sure you’re GDPR-compliant though). Make it very clear 
you’re not selling to them, but just trying to get more feedback. 
Don’t make it a long interview. Just focus on one question: why did 
you not complete the purchase? This will give you great insights to 
improve your site. It’s a bit scary at first, but the payoff can be huge. 
 
One important thing to note: it’s all about listening. Don’t talk too 
much. Listen and ask questions. Try to understand what they’re 
saying and ask follow-up questions. Don’t become defensive when 
they say something negative. Remember, you’re doing this to learn 
and get insights. You’re not selling, you’re just researching. 
 
Five Second Test 
If you want to know what users’ first impressions are of your site 
then the Five Second Test is a great tool. On fivesecondtest.com you 



 

can upload a design of, say, your home page or landing pages. Five 
Second Test will show it for 5 seconds to people and then you can 
ask them some questions, like “What do you think this site is 
about?” or “What do you think is the USP of this site?” 
 
This might seem trivial, because most visitors on your site have 
more than 5 seconds to figure out what your site is about. But in 
reality, if you don’t succeed in making clear in 5 seconds what your 
site is about and why your visitors should buy on your site and not 
somewhere else, your site is not doing a great job. That’s why your 
value proposition is so important - but more about that in Chapter 
4. 
 
Do the Five Second Test. It doesn’t take long to get the answers in 
and I bet you’ll gain at least one new insight. 
 
Web Surveys 
We talked about customer surveys, but there’s another form of 
surveys: web surveys. You know, those annoying pop-ups that ask 
you a question when you visit a site… yeah those. 
 
Customer surveys are to survey your… well, customers. Web surveys 
are to survey your visitors, because not every visitor becomes a 
customer. And you want to know why. 
 
Web surveys are well known and very popular, partly thanks to the 
popularization of tools like Hotjar. But I see a lot of bad web 
surveys, so in case you want to set one up, here are a few tips: 
 
 Don’t even think about setting up a web survey if you don’t have at 
least 10,000 visitors a month. There’s only a very small percentage 
of visitors who actually fill it in, so if you don’t have much traffic, 
it’s going to take waaaay too long to get only a handful of answers. 
 

 You’re going to get crappy answers. If you ask “Is there anything 
holding you back from buying today?”, there are ALWAYS going to 

 

be some smartasses saying, “Yes, this pop-up”. I guarantee it. So if 
you ignore those answers, you’re going to be left with even less 
answers to work with. You’ll need even more visitors to get a 
decent amount of answers to see some trends. 

 
 Don’t ask more than 2 questions. 

 
 A technique you can try: ask a yes/no question first. That’s easy to 
answer. Once they’ve answered that, you can ask an open-ended 
question to get more insightful feedback. 

 
 When you analyze the answers, apply the same technique as with 
the customer survey. Try to find patterns in the answers and label 
them. 

 
 Don’t ask questions too soon. I’ve seen tons of those web surveys 
being triggered as soon as I land on the site. They ask “What’s 
holding you back from buying today?” Ummmm…. I don’t even 
know who you are or what you sell, that’s what. To avoid this, 
you can look at the average time on site and only trigger your 
survey when that time is reached. 

 
 The best questions you can ask are the ones about their fears, 
uncertainties and doubts. Questions like “What’s holding you 
back…”, “Is there anything holding you back…”, “Is there any 
information you can’t find…”, etc., might give you great insights. 

 
 An alternative to the regular web survey is the exit survey. Which 
is more or less the same, except that it’s triggered whenever 
someone wants to leave the site (i.e. moves the cursor towards the 
browser bar). Obviously that’s only going to work on desktop. 

 
Other Research Methods 
There certainly are other research methods you can use, such as 
customer journey mapping, persona development, eye tracking and 



 

so on. But as with anything in this book, I try to keep it as hands-on 
and pragmatic as possible because I know you’re busy with a whole 
lot else to work on besides CRO. 
 
When you do the research methods I mention in this book, you will 
already have plenty of insights to work with. Stuff like eye tracking 
might seem fancy, but it’s quite expensive and the insights don’t 
always justify the investment. Plus, it’s usually in some lab setting, 
so the results might not be an exact reflection of what would happen 
in a real life situation. I’m not saying you shouldn’t do this. I’m just 
saying you could consider it, but only once you’ve done all the other 
stuff and think you still need more research and insights. 
 

 

This chapter serves as a practical guide for your expert review (see 
Chapter 3). First I am going to explain some general principles, and 
after that I’ll go over every typical e-commerce page and give you 
pointers on what to look for when evaluating your site. It’s 
impossible to go over every single detail. At Dexter Agency we have 
an e-commerce checklist of 800+ items that we check on each e-
commerce site we do an expert review for. Yeah... it’s a lot. But I’ll 
try to cover most of the more important things you should check on 
your e-commerce site when you’re doing an expert review. 
 
In the second part of this chapter, I’m also going to give you some 
pointers to help you evaluate your mobile site and I’m going to talk a 
bit more about copywriting, value propositions and psychological 
principles that you can use to boost your conversions. 
 
TL;DR Grab a checklist of the checkpoints I discuss in this chapter 
on dexter.agency/book/resources. 
 

Starting Points, Not End Points 
This chapter is all about best practices and starting points for your 
expert review. This is a really helpful section to help you discover 
potential problems on a site. 
 
But as I’m sure you’ll remember from Chapter 1, best practices are a 
starting point and should be considered ‘common practices’ or 
‘prototypical principles’ rather than ‘best’ practices. What works well 
for one site doesn't necessarily work for another site. Every site is 
different, has different problems, a different target group etc… 



 

That’s why these best practices should only be a starting point. They 
should never be your end point. 
 
We've seen the same tests working well on one site and doing poorly 
on others. You’re never sure if it’s going to increase or hurt your 
conversions unless you test it. 
 

Readability 
People often say that you should test your font. Don't. You could test 
it if you have some kind of handwritten font, because that's going to 
be hard to read and might hurt your conversions. But in most cases 
it’s going to be a waste of your time and traffic. In my opinion it's 
not something you should test. You just have to make sure it's 
readable. 
 
What is important is the font size. Body copy should be 16 pixels at 
least. That's a lot. Your designer is going to hate you for that, but it 
definitely makes a difference. It's a lot nicer to read copy of 16 pixels. 
And of course the headlines should be scaled accordingly. 
 
I remember working on a blog with quite a lot of traffic. At one point 
I just changed the body copy from 12 to 16 pixels. Page views and 
Time on Site doubled overnight! People were reading a lot more 
articles before they moved on. Now that's a good thing for a blog. 
For you as an e-commerce site, the page views and time on site are 
not really an important metric. But still, this example illustrates the 
potential impact of increasing your font size. 
 
Other than that, when you have a lot of copy on your site, there are a 
few other things that’ll help you increase readability: 
 
 Structure your content: use lists, break it up with images, start a 
new paragraph every 3 to 4 lines, and add a sub-headline after 1 or 
2 paragraphs. 

 

 

 The optimal line length is 50 to 75 characters, although it can be a 
little bit longer in some cases. What's going to happen when the 
line length is too long is that it will be hard to focus on the text, 
and thus difficult to know where the line starts and ends. But also 
if it's too short, the eye has to travel back and forth too often. It 
breaks the reader's rhythm and he is going to skip lines. 

 
 When you use subheadings, they should serve as a summary of the 
paragraph. Many people will just skim your copy. If you give a 
summary in your sub-headline you’ll make sure they’ve at least 
picked up some essential points. I see a lot of sites with questions 
as a sub-headline. For the reason I just mentioned, this may not 
always be the best approach. If you say “Why choose us?” you’re 
missing out on an opportunity to get your message across for all 
the visitors who will just skim your copy. You should instead say 
something like “We offer the longest warranty on the market”. 
That’s why they should choose you. You’ve answered the question 
instead of asking it, and the skimmer will have learned something 
important. 

 
 Make sure your font color contrasts with the background (i.e. 
don’t put a light grey font on a white background). 

 

Calls to Action and Buttons 
Let me be clear, you should never test a button color. I know this is 
the kind of blog post you come across a lot, and it drives CRO 
professionals crazy! Many people think this is what CRO is all about. 
Or even worse, they think there is a universal best button color. 
 
Just take a color that contrasts with the rest of your site. Done. 
Move on to some other tests. 
 
The call to action you choose can make a huge difference though. 
But how do you know which ones you have to choose? Well, for 
every page on your site, you have to define a single most wanted 



 

action - what do you want your visitor to do on this page? That’s 
your primary goal, and it comes with a primary call to action. There 
can be a secondary call to action, but stop there, too many different 
calls to action on one page will become confusing and it will paralyze 
your visitor. 
 
If you have two primary calls to action that look exactly alike, then 
they're going to compete with each other. You have to know what 
action you want people to take on your page. What is the most 
wanted action? That’s your primary call to action and it should look 
primary too (i.e. it should be more important in the visual 
hierarchy). The secondary call to action should look secondary (i.e. 
be lower in the visual hierarchy). On a product page for instance, 
your primary call to action is most likely add to cart. You may have a 
secondary call to action like add to wishlist, but this isn’t as 
important, so it shouldn’t stand out as much as the primary call to 
action. It may be a good idea to have your primary call to action as a 
button and your secondary call to action as a text link. 
 
It’s also important to use the right copy. A good CTA (Call To 
Action) is specific; it’s absolutely clear what happens when you click 
the button. Look at this example from Udemy: 
 

 
 

First of all, there are three buttons. Now, they do a good job in not 
making them all look equally important. But the thing is, if I want to 
buy this course, which button should I choose? Should I click Buy 
Now or Add To Cart? It’s very confusing. Sure, if you think about it, 
you can guess that Buy Now will take you to the checkout and Add 
To Cart will first add it to the cart and give you the opportunity to 
keep shopping. But that’s when you think about it. Like Steve Krug 
said in his famous book Don’t Make Me Think, well… don’t make me 
think. It’s highly likely many visitors will get confused and won’t 
know what to choose. Udemy might be better off with only two 
CTAs/buttons: add to cart and wishlist. And if they really need 
three, then they should make the CTA a lot more clear so the visitor 
immediately understands the difference. They should definitely test 
this. 
 

Forms 
Forms are really important because they play a crucial role in almost 
any kind of conversion that matters. If you have a lead generation 
site, then getting your visitor to fill in a contact form will be one of 
your most important conversions. If you have an e-commerce site, 
the form is a crucial part of the checkout. The problem is that forms 
typically are one of the places visitors drop off the most. Whatever 
improvement you can make on a form is usually going to add a lot of 
money to your revenue. 
 
The most important goal with form optimization is reducing 
friction. I'm sure you've been through this a lot of times yourself: 
you fill in a form and you get error messages. Or they ask you for 
things that don’t seem necessary (e.g. birthday) and it annoys you 
because you don’t want to share that information. So form 
optimization is mainly about reducing friction. 
 
A few rules of thumb: 
 
 Reducing the number of form fields is usually one of the best ways 
to increase your conversions. As a marketer you want to get a lot of 



 

information about your customers, but you can end up asking 
them for too much. You want to have the data, that's good, but if 
asking them for data is going to hurt your conversions then you 
shouldn't be doing it. I mean, we're all data driven at Dexter 
Agency. We love data. But when we have to choose between data 
and conversions, we always choose conversions over data. And I 
hope you do too. That means that you only ask for the information 
that you absolutely need. If you're selling e-books, you don’t need 
their address. Just their payment details and email address. That’s 
it. So throw all the rest overboard and you might see a huge boost 
in conversions. Less is more. 
 

 Make sure your form is clear. Set clear expectations, but also make 
sure the form labels are clear too. If you just have a Name field, 
people may get confused whether they should fill in their first 
name, last name or both. So changing the label to Full Name or 
First and Last Name will ensure that they will make a lot less 
mistakes. 

 
 Use real-time inline validation. This is the red x or green 
checkmark that appears as soon as you filled in a field. People will 
make less mistakes and complete the form faster. 

 
 If they do make a mistake, make sure your error message is in 
context (i.e. next to the field itself). Don’t just throw all error 
messages on top of the page. I’m sure you’ve had this experience 
before: you fill out the form, click the button and nothing happens. 
You wonder what happened and click again, still nothing. Only 
when you scroll up the page do you suddenly see all the error 
messages together there. It’s obvious you are going to lose people 
here. 

 
 
 
 

 

 Make your error messages clear and helpful. Tell people what went 
wrong. We all hate error messages, but if we know at least how to 
correct the mistake, we may try again. In the example below I had 
to create an account. I picked a password, but they tell me it’s too 
short, but they don’t tell me how long it should be and if there are 
any other restrictions. It may take me a few attempts before I get it 
right. And of course, every attempt is an extra chance of me 
dropping off. 

 
 

 Make it clear what is required and what is optional. An easy way to 
do this is by adding asterisks to required fields. 
 

 Make it clear why you need some information that might be 
perceived as irrelevant or too personal. A typical example is the 
phone number field. When you do a form analysis (see Chapter 3), 
you may notice many people drop off on this field. Just by adding 
a reason why you’re asking for this information (e.g. “So we can 
get in touch with you in case the delivery is delayed”), might 
reduce the drop off on this field. 

 
 If you have a long form and there’s no way to make it shorter, 
consider breaking it up into several steps. You can either use a 
multi-step checkout spread out over multiple pages, or an 
accordion checkout on a single page. What will work best for you 
is hard to say upfront. You’ll need to do the research first and then 
test different setups. 

 
 Get the most important information first and store it even if they 
don’t complete all the steps. If you have their email address, you 
can follow up with a checkout abandonment email series. This is a 
great way to boost your conversions. However, make sure you’re 
GDPR-compliant when you do this. 



 

 Include a progress indicator. That helps set and manage 
expectations. 

 
 Start with the easiest fields. If you’re selling B2B and need a VAT 
number, don't start with it, because people usually don’t know it 
by heart, they have to look it up first and so they often don't even 
start filling in the form. You have to create momentum with easy 
fields so people are more likely to finish filling it in. 

 
 Alignment. Don’t use inline labels if your form has more than two 
fields. The problem with inline labels is that you start filling them 
in and midway you forget what you had to fill in. “Was this my 
name or my email address I had to fill in here?” You have to delete 
what you filled in to see the label again. Instead, put the label on 
top of the field. People will make less mistakes. 

 
 Put fields under each other, not next to each other. 

 
 Don’t use dropdowns unless they are justified. I see a lot of 
checkout forms of e-commerce sites that ship to only two 
countries, but they still use a dropdown for those two countries. 
Or they ask for gender and present it in a dropdown. Radio 
buttons are so much easier. When there are less than five choices, 
radio buttons should be your default option. 

 
 

 If you have the option to create an account, use a “show password” 
option next to the password field so people can verify that there 
are no typos. It’s better than asking them to type in the password 
twice. 
 

 Don't have too many restrictions for the password. Just make it 
easy. You are an e-commerce site, don't act as if you’re an online 
bank. And if you do have restrictions, make it clear upfront what 
they are. Nothing is more annoying than filling in a password and 

 

then getting an error message saying you need to use a special 
character, one capital, 2 numbers and at least 11 characters. You 
know what I mean ;-) 

 
 If you can auto-fill in information, do it. For instance, based on the 
IP address you may auto-fill the country and maybe even the city. 

 
 Avoid Captchas. People HATE them. With a Captcha you feel more 
stupid than a robot when you get them wrong. There's an easy 
solution to check if your visitor is a robot or a human: honeypots. 
The honeypot is an invisible field to your user, so a human being is 
not going to fill that in. But a robot does. So if that is filled in, you 
know it's a robot. That's a good way of getting rid of spam without 
bothering your users. 

 
 Let people enter data the way they want. If you want it in a certain 
format, that formatting should happen in the backend. Like in this 
example: 

 
 

This is wrong on so many levels: the error message draws 
attention, but it isn’t helpful because it doesn’t tell me what to do 
to correct my mistake. It’s absurd, because it tells me I didn’t 
correctly fill in my name. This obviously pissed me off. A site that 
pretends to know my name better than I do, who do they think 
they are?! After a lot of trial and error it turned out I had to fill in 
my entire name and surname in capitals. Obviously this is an 
unnecessary formatting requirement and a conversion killer that 
can easily be killed by removing this requirement. 

 



 

By now it should be clear that you have to pay a lot of attention to 
your checkout forms. Typically forms are somewhat neglected. 
You've done the design of the site but you leave the forms to the 
developer. It shouldn't be just the developer. It’s your responsibility 
as a marketer; you have to make sure you’re doing it right. 
 

Home Page 
In the next few sections I’m going to share a few pointers for each of 
the typical e-commerce pages. Let's start with the home page. There 
are many companies that have lots of debates about their home 
page. Sometimes it gets very political, because every department 
wants their products there. But, to be honest, the importance of a 
home page is sometimes a little bit overrated within companies. 
Because every department wants a piece of the home page, you will 
often see 20 or more calls to action, and usually they won't get 
clicked that much. 
 
What you have to keep in mind is that a home page has only two 
goals: 
 
1. It’s the top landing page for most websites. So it’s very important 
that it makes the value proposition clear. For a visitor it must be 
clear in a few seconds what he can do here and why he should do it - 
why he should stay on your site and not go to your competitor’s. 
Basically you have to answer the question “What’s in it for me?” 
You’ll have to work hard on your value proposition and test it. But 
it’s worth the effort. More about that later in this book. 
 
2. The home page needs to get people OFF the home page and one 
step closer to a transaction. Basically you want them to get to a 
category or product page as quickly as possible. 
 
Once your home page does a good job for these two goals, you can 
look at some other stuff like the general principles about calls to 
action and readability I mentioned previously.  
 

 

A few other things you should look at: 
 
 Don’t use sliders. In most cases they don’t work. Use a static image 
with the value proposition instead. 
 

 And no, video backgrounds usually aren’t any better. You see them 
popping up everywhere now, but the problem is that they are very 
distracting. They take the focus away from the main message (i.e. 
the value proposition). 

 
 Make sure it looks prototypical. This may seem stupid, but people 
should understand immediately it’s an e-commerce site. Things 
like site search, a cart icon, etc. make it look and feel like an e-
commerce store. 

 
 Make sure your navigation makes sense to your users. 

 
 Your site search should be prominent. Don’t hide it behind a 
magnifying glass icon. Put it front and center. 

 
 Match CTAs with the buying stage. Nobody is going to “buy now” 
on the home page, so your CTA should not be “buy now” but 
something like “browse our products”. 

 
 Don’t use stock photos. Sure, they’re easy to find online and use, 
but they often look cheesy and can make you seem inauthentic. It 
can also happen that you’re using the same stock photos as 
another site. If a visitor had a bad experience on that site, they 
might see the similar stock photos on your site and subconsciously 
recall that previous negative experience. 

 
 Check for grammar and spelling mistakes. These can result in a 
lower sense of trust in your site. 

 
 Show off special categories. A home page is a great spot for 
displaying Sales or New Products which can often be a jumping off 



 

point for visitors to start browsing your site. Make these clear on 
your home page. 

 
Again, this is just a starting point. When you do the conversion 
research you will find more issues or areas for improvement. But 
this is a good start. 
 
Category Page 
On an e-commerce site, after the home page people will often go on 
to a category page. The role of an e-commerce category page is to 
help people find and choose something they like, need or want. The 
easier you make it to FIND and CHOOSE something, the better your 
category page is going to work. 
 
That means you have to help them narrow down their choices. 
Therefore filters are essential. Those filters have to be based on 
criteria that your users find important (e.g. color, size, etc). 
Typically you're going to see them on the left hand side of the page, 
but in some cases you see them on the top too (this is something you 
should test). Prototypically people are going to look on the left hand 
side for your filters, and they are going to look at the top right for 
sorting options. So you have to make sure you don't mix up filters 
with sorting options. If you don’t have the traffic to test this, I’d 
recommend sticking to the most prototypical option: filters on the 
left, sorting options on the top right. That’s your safest bet. 
 
What also helps to narrow down choice is the use of labels like 
“new” or “promotion”. These can help some products stand out. But 
you have to use them sparingly. When you overdo it and almost 
every product has a label, then it’s not going to help your visitor 
choose. 
 
About sorting options: if you offer a way to sort products, make sure 
the sorting options make sense. Just like the filters, the sorting 
options should help your visitor find and choose. Sorting 

 

alphabetically, which is often used, doesn't make any sense in 99% 
of the cases. People are not really looking for an alphabetical sorting, 
so you can usually just remove that. 
 
What also can help is changing the default order. Start with “sort by 
bestselling” or “popular”, instead of “price lowest to highest” 
because there is a kind of social proof in these sorting options. 
People will think that if they buy the most popular one, that it’s a 
safer option because so many others have bought it. But again: you 
should test it. 
 
Also, if you use a sorting option like “recommended”, you don't 
know who recommended it. You could also have a filtering option 
like “best reviewed” or “most reviews”, in some cases that could 
definitely help. Test it. The location of the sorting options is usually 
right above the product grid. If it’s not on your site, you may want to 
test putting it there. 
 
A few other things you should look at: 
 
 Don’t hide the filters behind a filter button on desktop. On mobile 
that may be needed, but on desktop it usually isn’t a good idea. 

 
 Speaking of mobile, unfortunately I see many e-commerce sites 
that decide to leave out the sorting and/or filtering on mobile. 
Because “there’s not enough space”. Now, that’s not a good thing, 
because obviously you’re making it a lot harder for your user to 
find the right product. This would be problematic on desktop, but 
it’s even more problematic on mobile where users are very task-
oriented and you’re basically making it impossible for them to 
fulfill their task. 

 
 Use good product photos. It’s very difficult to sell products with 
tiny images, or no images at all. 

 



 

 If you have 5-6 products in a row on desktop you may want to test 
it against 3 or 4, we found that’s usually the sweet spot. 

 
 It can be a good idea to show an alternative product photo when 
hovering over it or by showing a different product variation photo 
by clicking on a manual slider control. A good example is the 
category page of Airbnb. There you can just see all the pictures of 
the houses or apartments, simply by clicking the little arrows of 
every picture to have a complete overview of the house/apartment. 
This way you don't need to go to every single product page. That 
saves a lot of hassle and makes it a lot easier to make a choice. 

 
 In most cases it doesn’t make sense to add an “add to cart” or “buy 
now” CTA. Usually people need more information and will want to 
look at the product page first. “See details” or “More information” 
is usually a good call to action. That being said, a CTA is not 
always needed on a category page. People usually know that when 
they click on the product they’re being taken to the product page. 

 
 This also means that the entire area of the product picture, 
description and name should be clickable. Not just the name. 

 
 Obviously you shouldn’t hide the price. Seems a bit too much to 
mention it here, but I still see it happen once in a while. People 
always have a price in mind, so if you hide it and they have to go to 
the product page to see the price, they will give up quickly. 

 
 Cmd+click (or ctrl+click on PC) should work. Opening several 
products on several tabs is a preferred method of some users to 
compare products. If this doesn't work, you're making it hard for 
that user to compare and pick a product. 

 
 List vs. Grid View. This really depends on the type of products 
being shown. A grid view is often best for visual products 
 

 

 

(furniture, clothing, etc.). The list view is better for information-
heavy products (e.g. electronics). If you’re not sure, offer both 
options or test these view options. 

 
 Pagination vs. Infinite Scroll. There are pros and cons to each of 
these options. Pagination lets users know where the page starts 
and stops, but it's also slow since you have to click every single 
time you want to go to the next page. If you offer this, also offer a 
“see all” option. Infinite (endless) scrolling helps to keep users 
engaged and allows for easier browsing (especially on mobile). But 
it can also create a paradox of choice because there are “infinite” 
products to look at and choose from. Plus, some visitors will look 
for certain information in the footer (e.g. a link to the information 
page about delivery and returns). If you have a lot of products, 
reaching the footer might become nearly impossible with infinite 
scrolling. Using a “load more” button lets users maintain control 
of the number of products they see at a time. Of course you’ll want 
to test these ;-) 

 
 Every time a user selects a filter option they should be able to hit 
the browser back button to undo that filter. Each filter option 
chosen should be a separate action in the browser history. 

 

Product Page 
When you evaluate your product pages, note the following points: 
 
 Provide sufficient information. Research has shown that 50% of all 
purchases are not completed due to a lack of information. That’s 
gigantic. Make sure that you provide all the information a visitor 
needs to be able to convert. If you do not give enough information, 
a level of uncertainty remains for your user, and he simply will not 
convert. 

 
 Your copy must be convincing. Your copy takes over the role of a 
seller in the store. A seller in a store who only summarizes features 



 

will not sell much. The same applies to your product pages: if you 
do not write convincing copy, it reduces the chance of a 
conversion. 

 
 Do not limit yourself to features. Features are important, but do 
not limit yourself to them. It is important that you translate them 
as much as possible into benefits. In other words, explain what the 
benefits of the features are for your customer, like in this example: 

 

 
 
 Enough high-quality pictures. That seems obvious, but I still often 
see things go wrong here on e-commerce sites. In a physical store, 
your customer can touch the product. On your site, your photos 
have to try to approach that experience as much as possible. This 
means that your photos not only have to be professional (to make 
the product attractive), you also need pictures from all possible 
angles and you need to provide enough close-ups. 360° photos 
and/or product videos simulate the experience of the physical 
product even better, so if that’s feasible for you, then do it. 

 

 The photos are zoomable. Here again, your photos should 
simulate the experience of the physical product as much as 
possible. Zooming is very important here, like in this example: 

 

 
 
 Add reviews and ratings. Research has shown that 84% of online 
shoppers trust reviews as much as personal recommendations and 
that shoppers usually read 4 to 6 reviews before they decide. It’s 
really quite simple, reviews help get your visitor across the finish 
line. 

 
 Do not use fake reviews. They will make you look unreliable. Don’t 
do it. 

 
 Add negative reviews as well. Although you do not want to 
exaggerate this, negative reviews are not necessarily a bad thing. A 
negative review amid several positive reviews makes it more 
authentic and credible. A ratio of one negative for each nine 
positive reviews is certainly acceptable. 

 
 



 

 Let your visitors score the reviews. Is it a helpful (thumbs up) 
review or not (thumbs down)? 
 

 If you have many reviews, add sorting options (e.g. from high to 
low or vice versa, from most helpful to least helpful etc.). 

 
 If you have multiple versions of 1 product (e.g. multiple colors or 
sizes), then show them all, like in this example: 

 

 
 
 If a particular version of your product is temporarily unavailable, 
make sure it’s immediately clear. You want to avoid the customer 
adding that version to their shopping cart and then discovering in 
the shopping cart (or worse yet, in checkout) that the version is 
not available. That creates a lot of frustration and increases the 
chances that your visitor drops out. 
 
 

 

 

 If an item is unavailable, offer your visitor the option of leaving his 
email address so you can inform him when the item is back in 
stock, like in this example: 

 

 
 
 If you sell expensive products and you can pay in installments or 
afterwards, make sure this is clear on the product page. If you do 
not mention that until the checkout, it may be too late. 

 
 Show similar/recommended items on your product pages. 

 
 Add “Recently Viewed Items” to the product page. Many visitors 
expect it, and for some, it’s a handy way to navigate. 

 
 If you charge shipping costs, they should be clear on the product 
page. If the delivery is free, that should also be clear. 

 
 Remove the social media buttons. Yes, I know, you think your 
products are the best in the world. But be honest, how often have 
you shared a product from an e-commerce site on social media? 



 

Probably never. Unless it is really an exceptionally cool product, 
do not expect your visitors to do that. The social media icons are 
just distractions. Additionally, if you add a counter (“x people like 
this”), then you are shooting yourself in the foot. Because “0 
people like this” is definitely not convincing social proof … Do you 
want to encourage social media sharing? Then your thank you 
page after the purchase is the best place. 

 
 Make it clear on the product page which payment methods you 
accept. That can be at the bottom in the footer, but it can also be 
useful to test this against a version in which you place the payment 
logos higher in the visual hierarchy. 

 
 Make it clear when the product will be delivered, whether you 
have free returns and what the warranty period is, like in this 
example: 

 

 
 

 The button should be big enough and should have enough white 
space around it. The Most Wanted Action (MWA) for your product 
page is that your visitor adds something to her shopping cart. Or, 
in other words, you want her to click on the button. So don’t be too 
modest with your button, make it big enough. And give it enough 
white space. That way it stands out even more. 

 

Cart 
First of all, what should happen when someone adds something to 
the cart? 
 
There are basically 4 options: 
 
1. Show an alert that the item has been added to the cart, but keep 

your visitor on the product page. Sometimes the confirmation is 
so subtle that people will think that it hasn't been added, and 
when you don't get a clear confirmation you're going to add it 
again. You'll have the same product twice in your cart. Now 
usually people are going to see that eventually, but it's going to 
frustrate them. It's going to cause friction. Remember the 
"bucket of goodwill" that you want to keep filled. 
 

2. The visitor is taken directly to the cart page. 
 
3. Display an overlay that confirms that the item has been added as 

well as options allowing the visitor to go to the cart or continue 
shopping. This is also a good place to display cross-sell items. 

 
4. Take the visitor to an “in-between” page that displays 

recommended additional items they can add to the cart. This is a 
bit difficult to set up but it could help increase average order 
values. 

 
It’s important to figure out which of these methods is best for your 
site. There are multiple options because there isn’t a best solution 
for every site. Test out different scenarios and see what happens. 



 

A few things you should keep in mind when evaluating your cart 
page: 
 
● It’s usually a good idea to have the “proceed to checkout” button 

above and below the cart. 
 

● Offer free shipping. It’s been shown that 44% of those that 
abandon the cart do so because of high shipping costs. If you can’t 
offer free shipping on every product here are a few other ideas: 

 
o Free shipping to the store 
o Free shipping days (offered on select days each year) 
o Free shipping threshold (e.g. free shipping on orders over 

$100) 
o Members-only free shipping 
 

● Make shipping and return details clear. This will reduce the 
chance that a visitor leaves the cart to find this information. 
 

● Clarity: Make it clear exactly what items are in the cart, how many, 
and how much the total cost is. This means including shipping, 
taxes, and any other fees. A study by Baymard Institute has found 
that 23.9% of US shoppers abandoned an order because they 
couldn’t see the total order cost in the cart. 

 
● Be explicit about all costs. A surprise cost in the checkout can be a 

conversion killer. 
 
● Make it easy to change quantities and remove items. 
 
● Update quantities automatically. This means that when a visitor 

changes the quantity from 1 to 2, the page should refresh and 
update with the correct new total. Don’t make people click an 
“update” button to update their quantity. They often won’t see it 
and will get confused as to why their quantity didn’t update. 

 

● Use a dropdown or stepper for quantity. This makes it easier for 
the quantity to update automatically and leaves less room for error 
than with a text field. 

 
● Show clear product photos in the cart. 
 
● Product photos should match the options chosen. If a visitor 

selected green pants, they should see an image of green pants in 
the cart. It seems obvious, but I’ve come across quite a few sites 
that display a product photo that doesn’t match the chosen option 
(i.e. showing a blue couch photo when the visitor selected a white 
couch). 

 
● The cart should be persistent. It happens a lot that people start 

shopping, they add some things to their cart and decide to 
complete their purchase later. But when they go back to the cart a 
few hours or days later, they find out that now it’s empty. They 
have to start all over again. This is really a no brainer. You don't 
have to test this. 

 
● The coupon code input field should be subtle. Don't make it too 

big. People who don't have a coupon code will start looking for one 
(and hence leave the site) or they will feel left out. People who 
have one will look for this field. Make it a text link. When you click 
on it, the form field appears. 

 

Checkout 
First of all, if you force people to sign up before they can go to the 
checkout you are leaving a lot of money on the table. Because your 
visitors - or should I say buyers, because they decided they wanted 
to buy - will drop off massively because of it. They don’t want to 
create an account with you. They just want to buy from you. So let 
them buy from you. Don’t chase them away by forcing them to 
create an account. 
 



 

If you think about it, what’s the difference between an account and 
no account? A password. That’s it. If you offer a guest checkout 
people will have to fill in their email address and other details. Let 
them do that first. And then on the confirmation page you can allow 
them to create an account. At least the transaction is done. If they do 
create an account, that’s a nice added bonus. But don’t just ask them 
to create an account just ‘cause. Give them a good reason to do so, 
like exclusive discounts. 
 
A few things to look out for when evaluating your checkout: 
 
 The biggest wins in your checkout can probably be made by 
optimizing the forms. So go back to the section about form 
optimization earlier in this chapter and make sure you’ve got 
everything covered. 

 
 Make it look secure. Of course it should be on https (actually your 
entire site should be on https, not just the checkout). But you can 
also play around with labels (like a padlock) that make this more 
clear and/or with microcopy that mentions the secure payment. 

 
 One page vs. multi page checkout. Well let me say that this is 
definitely something that should be tested. One page or one step 
checkouts can create perceived friction and cause drop-offs. A way 
to combat this is by testing an accordion, one page checkout. 

 
 Display checkout steps on top. Show the visitor what step they’re 
on and how many more they have to go through. Each previous 
step should be clickable as well. 

 
 Allow visitors to use the browser back button in the checkout to go 
back to the previous step. 

 
 Add contact information and live chat. It makes it easy for visitors 
to contact you with questions and also adds a sense of trust. 

 

 

 Use loading indicators if the checkout takes a while to load. This 
will help reduce any anxiety about the page not working. For very 
long load times (20+ seconds), use an intelligent load indicator 
that can adapt an error message if it happens that the user feels 
the need to refresh the page. If you know an action like a payment 
submission can take a while, use a message that tells users not to 
refresh the page. Some users get impatient and might think the 
site stopped working. 

 
 Having navigation in the checkout can be distracting. Test 
removing it. 

 
 Test putting only the most important info in the footer (e.g. 
contact info, trust logos) and removing all the rest (e.g. social 
media logos, newsletter signup field, etc). 

 
 Repeat order details including quantity, items, and total cost. 

 
 Display shipping costs and delivery time. 

 
 No surprise costs, they are a big conversion killer! 

 
 Match address fields to country. For example, US sites might ask 
international visitors for zip code and state which other countries 
don’t have. Make sure you do some research to see how addresses 
are input for different countries you sell to. 

 
 Allow special characters in form fields. If a visitor’s name includes 
an accent, let them type it in. Accept accents in all your form 
fields. Letters like é, à or characters like ' and - are very common 
in names and addresses. Make sure you accept them and don't 
throw an error message at your users. Even worse: throw an 
unhelpful error message at them (like “this is a required field”). 
People don't understand this, so don't make it their problem. 

 



 

 Offer top payment methods. This means PayPal and major credit 
cards. If you sell in specific countries make sure you offer their 
popular payment methods there as well. 

 
 Add visual cues to the credit card fields. This is a sensitive area, 
make it appear more safe and secure by making the area look like 
a credit card and by adding secure icons like padlocks or trust 
badges. 

 
 Order review page. Oftentimes this is an unnecessary extra step. 
Do you really need this? Or could you add an overview to the 
previous step? This will help shorten the checkout process. Users 
may want to review order details if they have a very expensive 
order, a large order (over 3 items), the order includes lots of 
customization, is booking related (plane tickets, hotels), 
subscription order, etc. 
 

Confirmation Page (Thank You Page) 
Ok, you got the transaction. Great work! But that doesn’t mean you 
should stop there. You should consider optimizing the confirmation 
page because your buyer is enthusiastic about the purchase. You 
want to keep him that way by offering a good experience on the 
confirmation page. 
 
A few things to look out for when evaluating your confirmation 
page: 
 
 Social sharing options. Let buyers share their purchase on social 
media. They’re more likely to share from a thank you page than a 
product page because they’re excited about their new purchase. 

 
 Tell them what happens next. You should provide details about 
their order confirmation email (“Your order confirmation will 
arrive in the next 10 minutes, if you don’t see it feel free to contact 
us”). 

 

 Repeat their email address. Just in case they may have typed it in 
wrong, they can spot that here. 

 
 Show full order details (price, delivery date, etc.) 

 
 Allow signed-in users the ability to sign out. 

 
 Make it easy to print or save the confirmation page. 

 
 Try promoting some cross-sell items. 

 
 Add a “continue shopping” button so they don’t leave your site 
right away. 

 

Mobile 
To state the obvious: mobile is becoming increasingly important. 
Duh! Take a look at your Google Analytics data and compare that 
with the same period last year. Chances are, the share of mobile 
traffic has grown sharply in one year’s time – at the expense of 
desktop (the share of tablet traffic is more or less stable on many 
sites). But has the share of mobile conversions increased 
proportionally? Probably not. And that means you urgently need to 
work on a mobile version of your e-commerce site that converts 
well. 
 
Cross-Device Is No Excuse 
For example, if your mobile visitors last year made up 30% of all 
visits, that may have risen now to 40% or more. That’s a huge leap 
forward. But there’s a good chance that this 40% of visitors do not 
account for 40% of your transactions. Probably a good deal less. 
 
Of course, cross-device behavior is a thing. Your customer first 
searches on mobile, but ultimately makes a purchase on desktop. 
And that does distort your data a bit. What matters is not that a 
mobile visitor does not buy on his mobile, but that he might not buy 



 

at all. Unfortunately, there is no great solution to track this correctly 
– unless your visitor is logged in on your site on all the devices that 
he uses. But that is not very likely for most websites. 
Don’t make excuses like, “Yes, but a low conversion rate on mobile is 
not bad, because many people do not want to buy on mobile; they 
buy later on desktop.” 
 
Recent research has shown that in the US, 52% of all e-commerce 
visits are currently on mobile. Two years before that, it was just 
34%. Back then mobile was also responsible for only 16% of all 
purchases. That has now grown to 30%. So, while mobile visits have 
risen by about 53%, mobile transactions have risen by 87.5%. This 
means that mobile visitors are increasingly buying on mobile and 
that’s a trend you really can’t ignore. 
 
Mobile First? Yes, But… 
You will undoubtedly have heard of a “mobile first” approach. In 
theory, that’s a good counterweight for the traditional “desktop first” 
approach. 
 
But do not get tripped up by this term. It does not mean that you 
develop your site for mobile and then simply forward it to desktop, 
and then on desktop add some snazz with, for example, a hamburger 
icon instead of a menu. Like on this site: 
 

 
 
The problem with this example is that many visitors do not 
understand the hamburger icon on mobile. And on desktop, they 
certainly won’t get it. #fail 
 
On desktop, visitors are accustomed to a menu, and they consciously 
or unconsciously search for one. Give it to them. This is how you 
improve their experience on your site. 
 

 

What mobile first really means (or should mean): create a 
customized user experience for each device category separately. 
Start with the experience on mobile when you make a design, and 
then make a separate one for the other device categories. 
 
It is not about the screen, it’s about the experience. And that brings 
us to the core of the story: there is a lot of talk about optimizing for 
certain screens. 
 
But in reality, it is not about that. It is about optimizing for a 
particular behavior. 
 
A mobile visitor has different behaviors and expectations than a 
desktop visitor. 
 
A mobile visitor is much more task-oriented than a desktop visitor. 
He or she is looking for a specific product, your phone number, your 
store locations, etc. It’s essential that you make these tasks easy on 
mobile. 
 
For illustration, I often see the responsive version of an e-commerce 
site in which the filters and sorting options are omitted on a 
category page. This is usually a decision to “save space”, because 
otherwise it is difficult to fit everything on the screen. 
 
That’s a totally wrong interpretation of what it’s all about. A mobile 
visitor is task-oriented, so you have to make it easier to find the 
right product as quickly as possible. By omitting the filters and 
sorting options, you might save space, but you make the task harder 
for your mobile visitor instead of easier. And you thus significantly 
increase the chances that the visitor bounces. 
 
So it’s essential to understand what tasks your visitors want to 
complete on mobile. Making those tasks easy must be central in 
your mobile approach. 
 



 

Many airline companies, for example, already understand this. On 
an airline’s mobile site, some of the most important tasks that 
visitors want to accomplish are: 
 
 Check-in online 
 View the status of the booked flight 
 Review your booking 
 Find information and prices for a flight 

 
If you look at Lufthansa’s mobile site, you’ll see that some of those 
tasks are placed prominently at the top of the home page (Check-in, 
Flight status, etc.), and the booking module is immediately below. In 
other words, all the most important tasks that a mobile visitor wants 
to complete are immediately accessible. 
 

 
 

By comparison, on desktop Lufthansa’s focus is much more on 
searching for a flight. Checking in online and checking your flight 
status are not immediately visible on the desktop home page. 
 

 
 
21 Practical Tips for Mobile 
As always, you are best off starting with thorough conversion 
research. Research is critical to understanding WHERE things go 
wrong and WHY. And if you understand that, you’re guaranteed to 
significantly boost your conversions. 
 
Apart from such research, I can give you the following tips for 
improving your mobile site: 
 
 First things first, create a mobile version. That sounds ridiculous 
as a tip, but websites sometimes do not have a mobile version. 
Responsive, adaptive or a separate mobile site – that’s a separate 
discussion. But one thing is certain, if you do not have one of the 
three, then you have a big problem. 

 
 Even before you start changing things based on this list make sure 
to check your site speed. How fast is your site on mobile? Site 
speed is extremely important, and certainly on mobile. Visitors are 
often on the go and do not have much patience. Remember, they 
are very task-oriented and want to complete this task as quickly as 



 

possible. Look at the Document Interactive Time in Google 
Analytics to check your site speed on mobile (see also: Google 
Analytics analysis in Chapter 3). Do all pages load in under 2 
seconds? Then it’s pretty good, even though you should be aiming 
for 1 second. Between 2 and 3 seconds? Then you definitely have 
work to do. Slower than 3 seconds? Drop everything and make this 
your absolute top priority. Research has shown that for each 
second that your site loads slower, you lose on average 7% of your 
conversions. 

 
 Show load indicators for slow pages. Of course, it’s better to make 
your pages super fast. But if you give a clear indication that the 
page (e.g. the search results) is loading, visitors will wait a little 
longer. If your pages load slowly and you do not show any load 
indicators, they will leave a lot faster. 

 
 Make sure your site search function works well. Since mobile 
visitors are very task-oriented and navigation by categories on 
mobile is usually less effective than on desktop, they are more 
likely to use the search function. Make sure it works well and 
always show the most relevant results. 

 
 Do not delete any essential information and/or functionalities. As 
in the example that I mentioned earlier, filtering and sorting 
options on a category page are essential for mobile visitors. Do not 
throw them out to “save space”. 

 
 Make use of click to call. They are holding a phone. Make it easy 
for them to call you by adding click to call. When they contact you, 
there is usually more of a chance that they will eventually convert. 

 
 Note the space between different clickable elements. If these 
elements are close to each other, more mistakes will be made. 
Visitors who want to tap on one element may accidentally tap the 
wrong element. 

 

 

 Look out for layout bugs. If you have a responsive site and certain 
items, for example, end up on top of each other, it doesn’t look 
professional, and your visitors will have less confidence in you and 
your shop, which of course can affect your conversions negatively. 

 
 Make it possible to search on a category page within that category. 
Again, this is about the task-oriented mindset of the mobile 
visitor. When they are on a category page, they want to find the 
right product quickly and easily. As mentioned earlier, sorting and 
filtering options help with this. But searching within a particular 
category also helps. Research has shown that many mobile visitors 
on a category page are confused, they are not sure what the 
possibilities are – in other words, whether the search feature they 
see on the category page will scan the site or only this category. 
While it is usually the latter that they are looking for, help text like 
“search in this category” can instantly make this clear. 

 
 Category page: do not make products larger than half the screen 
size in portrait mode. The reason for this is simple: if you make 
them larger, a user loses overview and the feeling that there are 
multiple products to see. They therefore sometimes miss products 
that could be a better match for what they want. But having said 
this, make the product photos as big as possible. 

 
 Category page: use a load more button instead of infinite scrolling 
or pagination. For mobile users, pagination is often a stopping 
point. They will not continue to find more of your products. But 
then again, infinite scrolling makes your footer links unreachable. 
Mobile users are often looking for that information because it 
includes critical information, like your contact information. A 
“load more” button is therefore the best solution. 

 
 Category page: do not use dropdowns in the filters. On mobile, 
dropdowns are not user-friendly, because they do not easily 
provide an overview of all options within that filter. 

 



 

 Product page: show the product information that is also featured 
on the category page prominently on the product page. On the 
category page, you usually place summarized product information 
about each item. When a visitor clicks on such a product, then that 
summary product info must be immediately visible on the product 
page. That reassures the user that she clicked on the right product. 
Imagine clicking on a product on a car tire category page. Visually, 
there is hardly any difference between the products, so you should 
be immediately reassured that you have come to the right product 
page. You do that by immediately repeating the features you 
already showed on the category page on the product page. 

 
 Product page: add accessories and compatible products. Because 
finding a product on mobile often goes less smoothly than on 
desktop, many mobile visitors are not really inclined to search for 
accessories and compatible products themselves. Show them on 
the product page, so they can easily click and don’t have to search 
on their own. Of course, the suggested products must be relevant. 

 
 Product page: add two add to cart buttons. One in the normal 
place and one that is “sticky”, meaning it scrolls along the page as 
the user scrolls. The button will then be visible at all times, 
regardless of how far the visitor has scrolled down the page. 

 
 Product page: scale up the product photos if you go from portrait 
to landscape mode. Some visitors will turn their smartphone in the 
hope of getting a better view of the product. They expect to see a 
larger picture that way. Show it to them. 

 
 Shopping cart: add an email function. Some visitors prefer to buy 
on desktop. If you give them the option of emailing their shopping 
cart to themselves, they can easily complete their purchase on 
desktop. 

 
 Shopping cart: an image and short description are equally 
important on mobile as on desktop. Yes, it takes up space. But 

 

omitting this is not an option. The visitor must be 100% certain 
that he is ordering the right product, and the image and short 
description are critical for this. 

 
 Shopping cart: test a sticky checkout button (like the sticky button 
on the product page). Certainly if your visitors usually order many 
different products at once, this may be useful. They then have a 
long list of products to scroll through. By adding a sticky button, 
they can skip having to scroll back to the checkout button. At any 
time they can go on to the next step. 

 
 Checkout: use mobile input types. That is a small piece of code 
that determines which keyboard will be visible on the smartphone. 
For example, if you request a phone number, your customer will 
not want to see the regular keyboard, but the keyboard for phone 
numbers. This is a very easy step that eliminates a lot of 
frustration for your customer. Add <input type = ‘tel’> in the code. 
Done. It’s that simple. In addition to telephone, there are also 
other input types, such as email, number, password, date, date & 
time, etc. 

 
 Checkout: do not simply delete the input if someone clicks on a 
field again. Unfortunately, it happens often: you fill in your street, 
you see that you forgot a letter, tap in the field again to add that 
one letter, but because you tapped in the field, the entire street 
name disappears and you have to start over. This is very 
frustrating, certainly on mobile, where typing is already a good bit 
more frustrating than on desktop. 

 
You can of course do a good deal more to increase conversions on 
your mobile website, but this list is already a great start. 
 
 



 

Copywriting 
In Chapter 1, I explained that one of the myths about CRO is that 
conversion optimization is all about design… well it isn't. It's also 
about copywriting. Copywriting can be really powerful, and it can 
make or break conversions. The exact words you use can have a 
huge impact on your revenue. We had some major wins for A/B 
tests by just changing a few words. This is true for e-commerce, but 
if you have a lead generation site, copy is even more important. 
 
10 General Copywriting Principles 
 
Conversion copywriting would be a book in and of itself, but for the 
sake of e-commerce sites, I’m going to share with you 10 principles: 
 
1. Avoid jargon (at least in most cases). If you try to come across as 

intelligent by using fancy words it will only make you look like 
an ass. 

 
2. Talk to people like you would do in a regular conversation. 
 
3. Don’t use hypewords or superlatives like “the best”. Yes, you can 

say you are the best. But no one will believe you. They’ll see right 
through it. You can use superlatives if you can back it up (e.g. if 
you have actually received an award saying that you’re the best 
at X or Y). If you do have awards, don’t say “Award Winning”. 
Everyone can claim that, it’s so empty. Say which award you won 
in which category. 

 
4. Be specific. The more abstract and vague you are, the less likely 

they will understand you and/or relate to your message. 
 
5. Be clear. Remember the clarity principle we talked about in 

Chapter 3? The more clear and less ambiguous you are in your 
copy, the more likely they will convert. 

 

 

6. It has to be about them, not about you. Quick tip: count the 
number of times you talk about us, we, and our. And how many 
times you talk about you or your. You should have a lot more of 
the yous than of the us. 

 
7. Be complete. Complete information is the best sales copy. One 

study has shown that 50% of uncompleted purchases were due 
to lack of information. If visitors read through your sales copy 
and they’re still not convinced, then you have a problem. 

 
8. Your copy has to communicate value and be convincing. 
 
9. Your copy has to be credible. If they don’t believe you, they won’t 

buy from you. That’s one of the reasons why superlatives and 
hype often don’t work. 

 
10. Start with your copy, don’t make it an afterthought. I know it’s a 

lot of work to have good copy on all your product pages, but it 
will pay off. 

 
These are just a handful of tips, but try to stick to these principles 
and you’ll get a long way. 
 
Microcopy 
Another form of copy is microcopy. It’s often overlooked, but it’s 
super powerful. And it can have a big impact on your conversions. 
 
Microcopy can be used anywhere on your e-commerce site. It’s the 
label on a form field, a tiny piece of instructional text, error 
messages or a line of copy under a button. The goal of microcopy is 
to either instruct users, or alleviate their concerns (reduce friction). 
 
An example of microcopy could be something like “Password must 
be at least 6 characters and include at least one number" or "Be sure 
to enter the billing address associated with your credit card." 



 

The reason microcopy is so important is because it’s in context. It 
answers a visitor’s question or concern right when they’re thinking 
it. 
 
Microcopy does well because: 
 It’s clear and instructive 
 Reduces fears, doubts, and uncertainties. If you’ve done the 
conversion research you’ll have a clear picture of what these are 
and you can test microcopy as a way of alleviating these moments 
of hesitation. 

 
Some basic rules for microcopy include: 
 Less is better. Don’t use too many words, get your point across in 
as few words as possible (that’s why it’s micro copy) 

 Avoid unclear language like jargon or abbreviations 
 Be as specific and clear as possible 
 Pay special attention to the microcopy of your error messages 
 Speak like your users do 
 Put important words first (e.g. Last Name rather than Name 
(last)) 

 

Value Proposition 
Every site is different. They have different target audiences, 
different problems and different solutions for those problems. 
 
But they have one thing in common: they need a value proposition. 
 
If you do it right, your value proposition is going to be one of your 
best conversion boosters. 
 
In contrast to what you might think, visitors to your site often don’t 
know what your site’s about when they land on it. You would 
assume they know because you explained it in the ad they just 
clicked on, but not everyone reads your ads. People sometimes just 
randomly click on stuff without really knowing where they’re going. 

 

That’s where the value proposition fits in. Your value proposition 
will make it crystal clear within the first five seconds of every visit: 
 What your site is about 
 What your visitor can do there 
 Why he or she should do that with you and not someone else 

 
Unfortunately, this often goes wrong. I rarely encounter sites that 
succeed in explaining this in a concise and tangible way. That is a 
missed opportunity. Some of your visitors will land on your site, not 
get what it’s all about, and just leave. 
 
Think that’s exaggerated? Then try it yourself. For the next 24 hours 
on each site you land on, try to figure out in five seconds what it’s 
about and why you should stay there. I bet the majority of sites will 
fail your test miserably. 
 
Test Your Value Proposition 
If you want to test how good your value proposition is – i.e. how 
clear it is for your visitors, what your site is about, and why they 
should stay – I highly recommend the Five Second Test I mentioned 
in Chapter 3. It’s super easy. 
 
Chances are, you’re going to be surprised by the results. Give it a try, 
it takes five minutes to set up and you’ll learn a lot from it. It’s quite 
possibly the first step to creating a compelling value proposition that 
will boost your conversions. 
 
What Exactly is a Value Proposition? 
“A value proposition is a promise of value that customers can 
expect from your product or from your company. It’s differentiated 
from other alternatives customers might consider and is backed up 
by reasons to believe.” 
 
Ok, that’s kind of vague and abstract, right? 
 



 

Think of it like this: it’s the reason to buy from you or to choose you 
(if you’re not selling anything). And it should be unique. Another 
term that will probably make it more tangible is differentiator. What 
makes you different from your competitors? Why should visitors 
choose you instead of them? 
 
You May Not Have a Problem With Your Traffic or Your 
Site 
If you don’t have anything that sets you apart from your 
competitors, you’ll find it very hard to convince customers to buy 
from you. You can have tons of traffic and a website that follows all 
conversion optimization and usability best practices and still have a 
hard time selling. 
 
If you don’t have anything that sets you apart from your 
competitors, you don’t have a problem with your site, but with your 
business. 
 
You need to find ways to differentiate yourself from your 
competitors. Even if it’s only by adding value boosters that your 
competitor isn’t offering. You can offer free delivery or free returns 
or free same-day delivery or a money back guarantee or… anyway, 
you get the point. 
 
Of course, if you try to set yourself apart from your competition, it’s 
important that you choose something that has value to your buyer 
and can have an impact on their decision. For instance, you offer 
free gift wrapping and your competitor offers free delivery. If your 
customer doesn’t care about free gift wrapping and does care about 
free delivery, you’re not going to boost your conversions. 
 
Questions You Should Ask Yourself 
In his excellent book 80/20 Sales and Marketing: The Definitive 
Guide to Working Less and Making More, Perry Marshall sums up 

 

the questions you should ask yourself in order to come up with your 
unique value proposition: 
 
1. Why should I listen to you? What is unique about you? 

o Service – Guaranteed friendliness. Guaranteed delivery. 
Guaranteed live person on the phone. 

o The market you serve is unique – you focus on hair salons. 
o Your product is unique – It has a guaranteed result. It’s 

tailor-made for X kind of person. Using it is a guaranteed 
experience. 

o Your whole experience is unique – A cab/limo driver 
promises hot Starbucks coffee and a morning newspaper 
waiting for you, and he’ll have you to the airport on time or 
you don’t pay. 

o Your price is unique – It may be a low price (lowest price 
guarantee). It may carry a premium price. There are 
guaranteed add-ons that other competitors don’t offer at your 
price. 

 
2. Why should I do business with you instead of anybody and 

everybody else? 
 

3. What can your product do for me that no other product can do? 
 
4. What can you guarantee me that nobody else can guarantee? 
 
I agree, this is not an easy exercise, but it can be a total game 
changer. If you can answer these questions, and articulate your 
value proposition clearly, you’re well on your way to boosting your 
conversions. 
 
What Your Value Proposition Needs to Look Like 
Now that you’ve answered the questions from the previous 
paragraph, you need to make your value proposition clear. 
 



 

First off, your value proposition doesn’t belong on your About Us or 
Why Us page. You can’t expect your visitors to go actively looking 
for it. You have to show it on your home page and it has to be 
prominent. It has to be big so it’s the first thing your visitors see 
when they land on your site. 
 
There’s no universal formula, but this is a good starting point for 
communicating your value proposition on your home page: 
 
 A headline 
 

 You can add a sub-headline or a short intro paragraph 
 
 A few bullet points that emphasize your strong points 

 
 An image that illustrates or supports your value proposition 

 

 
Zalando is one of the few e-commerce sites with a clear value proposition. 

 
 
 
 
 

 

When you use images, make sure you: 
 
 Don’t use stock images. People spot stock images from miles away. 
They make you look fake and less trustworthy. 

 
 Don’t use images that distract from the message. Your goal is for 
people to read your value proposition. If their attention is directed 
toward the image rather than to the text, you’ve failed. 

 
 Don’t use sliders. They distract from what you want to say. They’ve 
been tested against static images over and over again and static 
images win almost every time. 

 
 Don’t use background video. Just like sliders, they distract from 
what you want to say. People’s attention will go to the background 
video, not to your message. That doesn’t mean you can’t use video 
to support your value proposition, it just means you shouldn’t use 
them as a background. What you can do with video is to place a 
prominent video with a play button next to your written value 
proposition. When you click play, the video explains your value 
proposition. But don’t rely on the video to explain it. Not everyone 
is going to watch your video, so you need to have it in writing as 
well. Otherwise, many of your visitors will miss out. 

 
Tip: look in your Google Analytics account to see what the most 
important landing pages of your site are. Try to integrate your value 
proposition on those pages. 
 
Concrete, Concise, and Clear 
The language and tone of voice you use for your value proposition 
are very important: 
 
 Make it concrete and tangible. An abstract value proposition is 
hard to understand and it won’t help you to convince your visitors. 
You need to keep it simple and obvious. But above all, you need to 
make it crystal clear what it’s all about. 



 

 
Any easier would be difficult. Clever, but not clear at all. Tell me what it’s 

all about and what’s in it for me! 
 
 Avoid hype. Don’t use words like best or awesome. They don’t 
mean anything unless you have evidence to support it. 

 

 
Don’t use hype: “Totally Awesome to use”… says who? 

 
 Be concise. Don’t write six paragraphs if you can say the same in 
one. 
 

 Avoid jargon. Say it in simple words so the visitors who don’t 
know all the jargon will understand you. 

 

 Don’t talk too much about yourself. Try to phrase it in terms of 
your visitors. What’s in it for them? That’s all they care about 
anyway. 

 

 
OK, good for you Infosys, but what’s in it for me? 

 
 Use the language of your customers. If you sell table tennis tables 
but your customers all talk about ping pong tables, use ping pong 
tables instead. 
 

 Don’t try to be clever or funny. It’s not an advertising slogan. 
Clarity is an essential characteristic of a good value proposition. 
“We make pigs fly” is not a value proposition – unless you’re an 
airline for pigs. 

 

 
 



 

Psychology 
Fact: we are irrational beings. We like to think we’re rational, but 
we’re not. We often make decisions based on our emotions - only to 
rationalize those decisions afterward. 
 
People can often be influenced on a subconscious level. In this 
section of the book, I’m going to explore 18 ways you can appeal to 
the subconscious in order to increase conversions. You can do this 
mainly by targeting your audience’s emotions. These include the 7 
well known Cialdini principles, and 11 other, lesser known, 
principles. 
 
There are many more than this, but these 18 principles are a great 
start. If you want to read up on psychological principles, I highly 
recommend Daniel Kahneman’s book Thinking Fast and Slow. 
 
Don’t Start With These Principles 
A lot of people starting out with conversion optimization are drawn 
in by these kinds of psychological principles or techniques. They 
seem like some kind of magic. 
 
But it’s important to stress that you shouldn’t start with these 
techniques. In fact, consider these principles as the icing on the 
cake. Remember the hierarchy of conversions from Chapter 1? 
Indeed, psychology is the tip of the pyramid. 
 
Don’t Just Implement Them, Test Them 
One word of caution: you should test these techniques. As a rule of 
thumb, if you look at the conversion hierarchy from Chapter 1, the 
higher you are on the conversion pyramid, the more important it is 
to test. 
 

 

That makes sense; you don’t need to test a functional issue, like your 
site not working on Firefox. You just implement and move on to 
other issues that came out of your conversion research. 
 
The higher up you go in the conversion hierarchy, the more risk 
there is related to the solution you want to implement - so you 
should test those solutions first. Yes, one of these psychological 
principles can make a big difference. But that doesn’t mean it’s 
always going to be a positive difference. Your test variation with the 
psychological principle applied might as well be a big loser. 
 
Don’t Go Overboard 
I get it, these persuasion principles are fun. And they work - 
sometimes. And when they work, they often produce great results. 
So it’s tempting to apply as many of these principles as you can, all 
at once. 
 
But resist that urge. Because if you go overboard, it’s highly likely 
they won’t work anymore. 
 
Be Genuine 
Not all persuasion principles can be applied to all sites. If it’s not a 
good fit for you or if it feels forced, people will see right through it. 
And that might even hurt your conversions. 
 
Let’s take one of the Cialdini principles as an example: scarcity. If 
you’re selling a book, adding “Only 3 copies left” might increase your 
conversions… because you’ve added an element of scarcity. That is, 
if it’s a hard copy. Imagine using the same scarcity element for an e-
book. It just doesn’t work the same. 
 
Principle #1: Reciprocity 
Cialdini's 6 principles of persuasion are really well known. They’ve 
been around for a long time now, but it doesn’t hurt to refresh your 
 



 

memory. Moreover, in 2016 Cialdini came out with an updated 
version of his original book and in that latest version, called Pre-
Suasion: A Revolutionary Way to Influence and Persuade, he 
added a new, 7th principle. 
 
The first principle is reciprocity, meaning that if you give something 
to people, they will be more inclined to give something (or do 
something) in return. 
 
One of the ways you could use this on your e-commerce site, is with 
a lead magnet. With a lead magnet you give something of value in 
return for their email address (make sure you’re GDPR-compliant 
though). By giving them value first, they will be more likely to end 
up buying from you. Of course you’ll need to nurture those leads 
until they’re ready to buy, but the fact that you gave them something 
first before you asked for the sale, will already give you a head start. 
 
Principle #2: Consistency 
The second principle is consistency: people want to be consistent. So 
once they are committed to something, they are more likely to 
continue all the way to the end. 
 
Your checkout form is one area where this can be used. If you have a 
long form and you split it up into multiple small steps (multi-step 
form), people who fill out the first part of the form will be more 
likely to continue since they already got started with it. 
 
It also means that you want your visitors to get started, to make 
some kind of micro-commitment, so that they will continue. If you 
start your form with a difficult field like VAT number for instance, it 
will be harder to get them started and to make that micro-
commitment, than when you start your form with a simple field like 
their name or email. Remember, once you can get them started your 
odds of them going through to the end increase. 
 

 

Principle #3: Social Proof 
The third Cialdini principle is Social Proof. Basically it means that 
we often think, “If others are buying/doing/saying/… it too, it must 
be good.” It’s not always on a conscious level. Sometimes it just feels 
more reassuring, a better choice, a safer bet, even though we can’t 
exactly explain why. 
 
How can you use this for your e-commerce store? Reviews of course. 
That’s obvious. If you don’t have reviews on your site yet, start 
gathering and adding them now. Not just reviews about you as a 
store, but also about the products you’re selling. 
 
But there are many other ways to use social proof; you can show 
testimonials and social media followers. 
 
Using social media widgets to show off the number of followers you 
have on Facebook, Twitter and Instagram is a great idea. But it can 
have the opposite effect too – showing a very low number of likes 
and followers (worse yet showing 0) is negative social proof. 
 
Like we talked about in Chapter 4, for some reason many e-
commerce companies want to add social media widgets (e.g. “share 
this product” or “like our product”) on the product page. To be 
honest, I've never done that in my life and it would surprise me if 
you've ever done that. If you want to add social media widgets, a 
good place to do it is on the thank you page (which I discussed 
earlier in this chapter). Maybe people at that point are proud or 
happy that they bought your product and they want to share it. 
 
The more expensive your products are, the more likely social proof 
is going to work well for you. Visitors perceive buying a high-ticket 
item as a high risk. Of course you can mitigate that perceived risk 
with a flexible shipping, warranty and return policy, but that’s on a 
more logical level. On an emotional level social proof will definitely 
help them overcome that high-risk feeling. When buying high-ticket 
 



 

items many people feel some kind of anxiety: what if I buy this 
expensive dress but my girlfriend doesn’t like it? What if I buy this 
new computer but my geeky friend makes fun of me because of my 
bad choice? Buying a high risk item often comes with some form of 
fear of social rejection. Adding social proof on your site will mitigate 
that partly because they won’t feel like the only fool buying this 
dress or computer. 
 
Principle #4: Authority 
People are more willing to believe your message if it’s supported by 
an authority. There are a few ways you can use this. 
 
You can collaborate with a celebrity to endorse your brand, your 
store, a specific product, etc. This doesn’t have to be a widely known 
celebrity. Every niche has its celebrities. If you’re selling road bikes, 
an endorsement of your shop by Nick Nuyens will mean something 
for your target group. His endorsement is going to be a lot more 
effective, relevant and cheaper than an endorsement by any 
Hollywood celebrity. 
 
But it doesn’t have to be a celebrity. You can also be endorsed by 
doctors, architects, engineers, dentists, researchers, chefs, etc. 
Those are all people with a job that has some natural authority built 
in it. 
 
Another way to use authority is to showcase media mentions. Has 
your shop been covered on the Huffington Post, TechCrunch, BBC 
or other media? Showing their logos with an “as featured in” 
mention, can add extra authority. Just like with the endorsement 
from celebrities, you can zero in on your niche. You don’t have to 
have been covered on CNN. If you’re selling road bikes, being 
mentioned in relevant road bike magazines is probably going to be 
more effective, relevant and easier to obtain. 
 
 

 

Principle #5: Liking 
If people like you, they are more easily persuaded by you. 
 
A well executed About Us page can make a difference - yes, even for 
e-commerce. If you have a personal story to tell about you as a 
founder (e.g. how you came up with the idea, how you struggled 
maybe in the beginning but at some point it was starting to work 
out, why you're doing this, how passionate you are about it) you will 
become more relatable and likeable. Simply put, what's your story? 
People will relate to that and it will feel more personal. And if they 
like you, it is more likely that they buy from you. 
 
But it’s also in your branding. I know that’s harder to pin down, 
because branding is sometimes a bit of a vague concept. What it 
comes down to is: if your brand were a person, how would you 
describe him or her? Fun, easy going, helpful, kind or… (like so 
many brands) boring? It’s easy to see why people would prefer 
buying from the former than from the latter. 
 
Principle #6: Scarcity 
Scarcity is the last of the 6 original Cialdini principles. When you 
believe something is in short supply…you want it more! 
 
This can be very effective when the scarcity is authentic (e.g. “only 2 
items left in stock”). But it has to be genuine and authentic or it’s 
going to backfire. If you use scarcity when you sell an e-book (“only 
2 left”), then no one will believe you. That doesn’t mean you can’t 
use scarcity at all, but you’ll have to give it a twist, like “only 2 left at 
this price, after that our price goes up”. 
 
There are 2 elements of scarcity that you can use: 
- Quantity (e.g. “only 2 items left!”) 
- Time (e.g. “last day of the promotion!”) 
 



 

Booking.com is probably the scarcity champion. Only 1 room left. 
How many times have you seen it and wondered whether it was true 
or not but decided you didn’t want to take the risk? You go ahead 
and book the room just in case it was true. So even if they may seem 
to overdo it, it still works in their case, because you just want to 
make sure you don’t miss out in case their scarcity message is 
actually true. 
 
But don't just copy them. Booking.com is known for their scarcity 
triggers; they can get away with it. But used on other sites, it might 
cause a lot of friction. Scarcity can work, but make sure that it is 
authentic. And always test it. 
 
Principle #7: Unity 
Recently Cialdini added a 7th principle to his well-known set of 
persuasion principles: unity. By that, he is referring to a shared 
identity that both the influencer and influencee are part of. The 
more we perceive people as a part of “us,” the more likely we are to 
be influenced by them. 
 
There are several ways to use this. They mainly have to do with the 
language you use. Language that focuses on being part of something 
bigger, that appeals to a “We”. This can be specific jargon that is 
shared by your target group, it can be language that evokes a feeling 
of exclusivity (like many luxury brands use), but it can also be 
language that refers to family or even language that refers to an 
“out-group” (in which case you’re saying you/we are not like all 
those others). 
 
Another way to use this, is “co-creation”, when people feel they’ve 
contributed to the creation, they will be more likely to be persuaded 
and to buy. This can already be applied through a simple trick: ask 
your visitor for their advice, and use that word advice. So basically 
you just ask, “Can I get your advice?” In his book, Cialdini talks 
about a restaurant. People were shown descriptions of the 
 

 

 restaurant concept. Then they were asked either for their “advice”, 
“opinion”, or “expectation”. You would think this change in words is 
just semantics, but when asked how likely they were to visit the 
restaurant, those that were asked for their “advice” were more likely 
to want to visit. That’s because they felt more of a sense of unity 
because they provided advice rather than just an opinion or 
expectation. 
 
Principle #8: Gaze Cueing 
Do you know that moment when you’re in a crowd and someone 
suddenly looks to the left? Then suddenly another person follows 
her example and then another… and before you know it, you’re 
looking to the left too? 
 
That’s gaze cueing. And it’s very powerful. 
 
Why? Because we are naturally drawn to the eyes of other people. 
When we’re confronted with faces, we can’t help but look at their 
eyes. 
 
But those same eyes also have the power to direct our attention. And 
not just in real life, the same principle works just as well online. 
 
How can you use this? When you use faces on your site, have those 
faces look at the most important elements on your page to direct the 
attention of your visitors towards it. 
 
The opposite works too of course: if the faces on your site look away 
from an element, your visitors will look away from it too. If you have 
less favorable elements you don’t necessarily want your visitors to 
notice right away, you might use gaze cueing to guide their attention 
to other parts of the page. 
 



 

Principle #9: Forer Effect 
The Forer Effect is something you might know from the personality 
traits associated with each Chinese zodiac sign. 
 
What the Forer Effect means is that we tend to recognize ourselves 
in vague, mostly positive and general personality descriptions. 
 
Let’s look at (part of) the personality traits for the Chinese zodiac 
sign Horse: 
“People born in a year of the Horse are extremely animated, active 
and energetic. Horses love to be in a crowd, and they can usually 
be seen on such occasions as concerts, theater performances, 
meetings, sporting events, and parties.” 
 
Could be anyone, right? But still, if we are born in the year of the 
Horse, we tend to look at it and think, “Hey, this IS me.” That’s the 
Forer Effect at work. 
 
But how can you use it on your site to increase conversions? One of 
the best ways to do so is to describe who your product or service is 
for. Use positive, general descriptions so almost anyone from your 
target group can identify herself with it and think, “Hey, this sounds 
like it’s something for me!” 
 
In this example, Quicksprout uses the Forer Effect to convince 
people to read their “Advanced Guide To Link Building”. If you read 
the “Who is this guide for?” section, they cover basically everyone 
from their target audience: 
 

 

 

Principle #10: Paradox of Choice 
When we only have one choice, then we actually don’t have a choice. 
We can only choose to go for it or not go for it. 
 
But when we have two choices, things change drastically. Because 
then we don’t have to choose between going for it or not, but 
between whether we want to go for option A or option B. Not 
choosing at all becomes a lot less likely at that point. So usually it’s a 
good idea to offer more than one choice. 
 
This can be applied to many things. Think about pricing: why do 
SaaS products usually offer several prices? Because it forces you to 
choose between one of the options they offer. People will compare 
their options instead of their options and their competitor's. 
 
But you can apply it in e-commerce too, for instance on your 
product pages. Look at how Lego applies it here: 
 

 
 
They add a secondary call to action below the Add to Bag button 
called Add to Wishlist. Although they could execute this better, say, 
by making the secondary call to action look secondary (make it a 
little less prominent in the visual hierarchy), the point here is that 
they offer you a real choice. 



 

However, you can also offer too many choices. When that happens, 
we tend to not make a choice at all. That’s the paradox of choice. 
 
How many is too many? That depends. You’ll probably have to find 
out via A/B testing. It’s probably going to be in the 3-20 range. And 
typically, the more complex your product is, the less options you 
should offer. 
 
In this example, onlineprinters.com offers 14 options for a regular 
business card, and all options look very much the same for someone 
who’s not familiar with the technical differences between business 
cards. It’s very hard to make a choice between them, so it’s more 
likely that people will just leave their site after seeing this: 
 

 

 

Principle #11: Reflection Effect 
The Reflection Effect is all about taking risks. It turns out that our 
tendency to take risks is different whether we have something to win 
or something to lose. When we have something to win, we’re less 
likely to take risks than when we have something to lose. 
 
There’s an interesting scientific research example behind this. 
Researchers Daniel Kahneman and Amos Tversky presented a 
dilemma to 2 groups of subjects. 
 
Group 1 was presented with this dilemma: 
 
Imagine that the U.S. is preparing for an unusual disease, which is 
expected to kill 600 people. There are 2 possible programs to 
combat the disease: 
 If Program A is adopted, 200 people will be saved. 
 If Program B is adopted, there’s a 1/3 probability that 600 people 
will be saved, and 2/3 probability that no people will be saved. 

 
72% of the subjects chose Program A - the risk-averse option. There 
is clearly something to win here, so they don’t take any risks. 
 
Group 2 was presented with the exact same dilemma, but phrased 
slightly differently: 
 If Program A is adopted, 400 people die. 
 If Program B is adopted, there’s a 1/3 probability that nobody 
will die, and 2/3 probability that 600 people will die. 

 
In this case 78% of the subjects chose Program B. The numbers of 
Program A are exactly the same as in Program A for Group 1, but 
now it is presented as something to lose, so the subjects are willing 
to take more risks. 
 
 
 



 

How can you use this online? If you want your customers to make a 
risk-averse choice (e.g. staying with you), then you should phrase 
your arguments and USPs as gains. On the other hand, if you want 
them to make a risk-seeking choice (e.g. switching to you), then you 
should phrase your arguments and USPs as losses. 
 
Principle #12: Fear Appeal 
Fear is one of the emotions a lot of campaigns try to tap into. It 
doesn’t always work, but it can work under certain circumstances. 
 
What a fear appeal does is pretty straightforward: it tries to scare 
people so they act against a certain threat. 
 
But the problem is that we are not really fond of threats, so we tend 
to deny them. Or we try to lower the fear with some kind of defense 
mechanism. That especially happens when the fear appeal is strong; 
we’ll use defense mechanisms to play it down. 
 
On the other hand, if the fear appeal is not strong enough, we don’t 
pay attention to it. So it’s important to induce “the right amount” of 
fear. 
 
And even then, it’s not guaranteed to work, because fear appeal 
without “perceived efficacy” won’t have any impact. What that 
means: if you induce fear, you need to show them a way how they 
can avert the threat themselves and they need to be convinced that 
the action you recommend will do a good job at averting the threat. 
That’s why most anti-smoking campaigns just get ignored by 
smokers. They try to induce fear but don’t show them a way to quit 
smoking - at least not a way they are convinced will work. 
 

 

 
Anti-smoking campaigns induce fear, but might work a lot better if they also 

add “perceived efficacy” 
 
How can we use fear appeal online? By adding this extra layer of 
perceived efficacy to your fear appeal: show your visitors your 
service, solution or product is an easy and effective way to alleviate 
that fear. When you use a scare message, make sure your call to 
action is next to it and it shows it’s going to relieve the fear. And 
when they take action, reassure them. 
 
Principle #13: Hyperbolic Discounting 
When we can choose between 2 rewards (one now and one later) we 
tend to choose the one now. Even if it’s a smaller reward than the 
one later. 
 
Sounds a bit abstract? Here’s an example: if we can choose between 
$50 now or $100 in 2 months, most of us will go for the $50 now. 
Even if it’s only half the reward we could get if we waited 2 months. 
 
This is called the Hyperbolic Discounting effect: the longer we have 
to wait, the more we discount the value of rewards. 



 

Tips to use this online: 
 Make your solution directly available. For instance, if people sign 
up for a lead magnet, give it now. Don’t wait an hour to send it. 

 If you want to sell more of your high margin products you could 
test by making them more quickly available than your lower 
margin products (e.g. extend the delivery time of your lower 
margin products and shorten the delivery time of your higher 
margin products). 

 
Principle #14: Endowment Effect 
When there are two identical products (one that we own and one 
that we don’t own) we value the one we own more than the one we 
don’t own. 
 
This means that when we would sell the product we own, we would 
expect more money than what we are willing to pay when we buy it. 
 
How can we use this online? A few examples: 
 
Offer free returns. If you don’t do that yet, start doing it now. People 
will “own” the product and will be less likely to return it, even if the 
returns are free. 
 

 
Trendhim.co.uk even offers a 365 day return policy 

 

Free trials are a common practice for SaaS. Because during the trial 
period, users will feel like they already own the product, so they will 
value it more. 
 
Principle #15: Ambiguity Aversion 
In short, ambiguity aversion means that we prefer options that are 
certain. 
 
Whenever there is ambiguity, we don’t like to make a decision. That 
usually happens when there’s a lack of information or the 
information is confusing. We’re unsure about what’s going to 
happen when we make a choice, so we prefer not to make that 
choice. 
 
More broadly speaking it means that people generally are afraid and 
have an aversion to being fooled. 
 
This is important to know, because it’s the foundation of one of the 
biggest problems on most websites: clarity. Clarity is the #1 reason 
why people don’t convert. Your offer is not clear, it’s not clear what 
the difference is between 2 products, it’s not clear when it’s going to 
be delivered or what your return policy is, it’s not clear what’s going 
to happen when you click on this button, etc. 
 
The biggest wins you can make are often by increasing the clarity on 
your site, and that often has to do with copy. You need to get rid of 
all ambiguity on your site to help your visitors buy. Otherwise their 
ambiguity aversion will prevent them from converting. 
 
The screenshot on the next page is an example I came across from 
Slidenjoy. I wanted to buy their product but it was so unclear to me 
how much I would end up paying, I didn’t go through with it. 
 



 

 
 
Principle #16: Country of Origin effect 
The name of this principle gives it away entirely. The Country of 
Origin Effect means we prefer products from stereotypical countries. 
 
Although we all know stereotypes are not always true, our brains 
like to use them as shortcuts or heuristics to evaluate products. 
 
This doesn’t apply to all countries of course. But our brains associate 
some countries with high quality, like Germany, or lower quality, 
like China. 
 
It’s also an effect that typically applies to only some product 
categories. The French are known for their wines. That doesn’t mean 
all French wine is good - far from it. But when we see a French wine, 
we’re more likely to think it’s good than when we see a Latvian wine. 
 
 
 

 

How can you use this? 
 
First you should check whether the country of origin of the products 
you sell is perceived as positive or not. 
 
When it’s positive: remind your customer of the country of origin, by 
clearly mentioning it. You can even add an extra label. If your 
product contains Belgian chocolate, for instance, mention it. Or use 
a label with the colors of the Belgian flag (provided your target 
audience recognizes them as the colors of the Belgian flag of course). 
 
If your country of origin is perceived as negative, you should 
probably play it down or not mention it at all. 
 
Principle #17: Peak-End Rule 
The Peak-End Rule means that the ending and the highest peak of 
an experience determine how we remember it. 
We tend to judge an experience - whether it was positive or negative 
- almost entirely on how it was at its peak and at its ending. 
 
So basically only 2 things matter: 
 The climax 
 The end 

 
A few examples of how you could use these principles online: 
 
 In online videos you should not only start with a bang, you also 
need a good climax with some aha-moments, and you should end 
with a bang. 

 Surprise your buyer on your thank you page with an unexpected 
gift. If you surprise them on this page, they will be more likely to 
remember it and have a positive feeling about the entire purchase 
process and experience on the site. 
 



 

Principle #18: Self-generation Memory Effect 
In short, the self-generation memory effect means this: when we can 
think of something ourselves, we tend to find it easier to remember. 
 
What this actually means is that you should have your customer 
generate the information themselves. That way they are more likely 
to remember it. 
 
How can you use this online? You can use a feedback tool (like 
Hotjar) to ask your visitors why they are considering buying on your 
site. Don’t ask a multiple choice question though, make it open 
ended. Because when it’s multiple choice, they don’t really have to 
think about it. When it’s open ended they have to come up with an 
answer which requires more cognitive effort. 
 
There are a lot more psychological principles you could use on your 
site, but these are a pretty good start. Again, as I said at the 
beginning, don’t go overboard. Only use them when they make 
sense. But if you use them wisely, and test them, they can boost your 
conversions considerably. 
 

 

If you've done the research properly, you are going to end up with a 
multitude of potential issues, conversion killers and areas for 
improvements. But how do you structure the research? How do you 
decide what you should test and what you can just go ahead and 
execute? And how do you prioritize? 
 

 
 
 
 
 



 

Research: All In One Place 
You went through all those different research methods (congrats on 
getting all that done!)… but if all the information is scattered around 
over different documents, then it’s going to be hard to get a clear 
overview, to decide what needs to be executed and what needs to be 
tested. 
 
We at Dexter Agency bring it all together in a spreadsheet. We use 
Google Sheets because of the collaboration possibilities, but of 
course you can use Excel or any other platform, whatever works best 
for you. The point is that you have to have everything in one place. 
Otherwise you are going to get lost. 
 
For each page type you can create a separate tab in the spreadsheet. 
So you’ll end up with a tab for the home page, category page, 
product page, etc. Again, we’re focusing on page types, not as much 
on individual pages, because you’ll typically make changes and set 
up A/B tests on page types. And that’s going to have a lot more 
impact than changing individual pages. 
 
Next, create these columns on each tab: 
 
 Issue: this is a short description of the potential issue you’ve found 

 
 Explanation: if you need to explain a bit more or give examples, 
that can be done here 

 
 Screenshot: if you need to illustrate it, you can paste a screenshot 
here 

 
 Test/Execute: here you’ll determine whether or not you should 
test or if you can just go ahead and execute 

 
 Other evidence: this is where you can add additional notes. If, for 
instance, you’ve found something in the expert review that also 

 

comes back in the click maps and user testing, you can add a 
screenshot of the click map here and a link to the clip of the user 
testing video. The reason we’re doing this is because in this 
column you’ll quickly see if the evidence piles up. If one issue is 
revealed by several research methods, it’s much more likely to be a 
real issue. If it’s something you see in the expert review but 
nowhere else, it might still be an issue and have an impact if you 
tackle it, but it’s less likely. In short, the more research that 
supports it, the more likely it’ll be that tackling the issue will have 
an impact. 

 
 Priority score: in this column you’ll be giving a quick priority score 
from 1 to 5, 1 being “it would be nice to do this one day, but it’s not 
urgent at all and not very likely to have a big impact” and 5 being 
“drop everything right now and tackle this issue”. This may feel 
somewhat subjective at first, but then again you can still lead with 
the data. For example, if you know from the GA analysis you’re 
losing most of your money on the checkout, any big checkout issue 
will get a 5. But also, the more research methods that support the 
issue that you found, the more likely you’re going to have to bump 
up the priority score. Bottom line is to focus on the things that 
may have the biggest impact on your revenue first. This is a first 
rough score, but we’ll fine-tune the priority score for the test ideas 
later on. The idea here is that we can easily sort and filter the 
spreadsheet and focus on issues with a 3, 4 and 5 first. When we 
make a test plan we start with these issues first and then further 
fine-tune their scores to make an even better prioritization 
ranking (more on that in Chapter 6). If you’ve done the research 
right you’ll probably have more than 100 small and big issues, 
conversion killers and areas for improvement. 

 
Quick tip: of course you don’t have to wait to fill in this spreadsheet 
until you’ve finished the research. You can fill it in on the go. I 
remember years ago when I did this for the very first time: I did all 
of the research methods and wrote all the conclusions for each 
method in a separate Evernote note. Only to realize in the end that 



 

I’d had to somehow bring it all together. So I had to start copy-
pasting it all in one overview document. Huge waste of time. Stupid 
rookie mistake that you hopefully won’t make ;-) 
 
You don’t even have to make the template. Go to 
dexter.agency/book/resources and grab a free copy of the template 
we use at Dexter Agency. 
 

EXecute or Test? 
Many CRO novices have a hard time deciding whether something 
can just be executed or should be tested instead. The more you do 
this stuff, the better you will get at deciding between executing and 
testing. If you follow these rules of thumb you are going to make the 
right call in almost all cases: 
 
 Remember the hierarchy of conversions from the first chapter? 
The lower the issue is on the hierarchy of conversions, the more 
likely you can just execute it. The higher it is, the more important 
it becomes that you test it. If you find a functional problem, for 
example your checkout doesn’t work on Firefox, you shouldn’t test 
this of course. Just go ahead and fix it. If the text on your site is 
very hard to read (e.g. light grey on a white background), you 
found an accessibility issue. In most cases, you won’t need to test 
this, you can just change it. Once you start moving up to the 
usability and intuitiveness layers of the hierarchy, you will need to 
make a judgment call based on the next few rules of thumb. Some 
things in these layers can be executed, others will need testing - it 
will depend. When it comes to the top layer - psychology - I would 
always recommend testing this, because applying psychological 
principles can have a positive impact, but it can also backfire big 
time. 

 

 

 
 
● On most sites the majority of the issues you’ll find will be usability 

or intuitiveness issues. But how do you decide whether you should 
EXecute or Test a usability or intuitiveness issue? I’ve developed a 
very simple matrix for that: the T-Rex MatrixTM. At the agency we 
always talked about whether to Test or EXecute, which became a 
phrase “Test 'r Execute?”. We don't know how, but eventually we 
ended up with talking about the T-Rex MatrixTM ;-) 
 

See image on the next page. 
 
How should you read the T-Rex MatrixTM? If you found a clear issue 
and there’s only one clear solution for it, you can most likely just 
execute. But first of all, the research has to be very clear about it - 
you have to be sure it actually is an issue. And secondly there should 
be only one possible solution to the issue you found. 
 
In any other case, you should test it. If you found something that 
may be an issue, but there isn’t 100% certainty (e.g. there is some 
evidence in the research but it’s not conclusive), you should always 
test it. Regardless of the fact that there’s one possible solution or 
multiple possible solutions. 



 

 
 
If there are several ways to solve the issue you found, even if it’s very 
clear it actually is an issue, you should test it. Because otherwise you 
may be implementing the wrong solution, or at least not the best 
solution that has the biggest impact on your revenue. 
 
Let’s say you do the research and discover that many of your visitors 
are hesitant to buy because they are wondering about the warranty 
period. You have it on your FAQ page, but the research reveals that 
that’s not enough because not everyone goes there to look for the 
answer. You have to integrate that somewhere else on your site. Now 
typically that’s going to be on the product page, because that’s where 
most of your visitors will start to think about the warranty period. 
But what is the best way to do this? Should you just mention it in the 
product description? In the specs list? Or should you make it more 
clear and put it front and center near the add to cart button? Or 
both? Or maybe try something totally different? Those may all be 
valid options, but they may not all solve the problem you discovered 
equally well which means you should test possible solutions for this 
issue. 

 

Time to Execute: Use The Priority Score 
Now that you know what you will and will not test, it’s time to 
execute all the things you are not going to test. There’s not much 
advice I can give you here, it’s just a matter of doing it. The only 
thing I can say is if your development resources are limited - which 
they most likely are - you’ll have to make choices. That’s where the 
priority score from the research spreadsheet comes in. 
 
Did you find huge site speed issues in your GA analysis? Most likely 
they’ll have a big impact and, hence, a priority score of 5. Fix this 
first. Found a huge exit rate on your product page? Execute the no-
brainers on this page first. No time and resources to do it all at 
once? Just do the 3s, 4s and 5s. 
 
What I’m trying to say here is that you should always follow the 
money. When executing, focus on those pages where you have the 
biggest problems first and focus on the biggest issues on those pages 
first. 
 
This seems common sense, but unfortunately I often see a very 
illogical approach to allocation of development resources. There’s no 
clear prioritization of issues. Or, if there is, the prioritization is not 
based on potential impact on revenue. Try to stay analytical and 
focus on executing those issues that are going to make you the most 
money. 
 

Seeing the Impact of the Execution 
So you’ve gone ahead and executed stuff. Great! How do you know 
how big the impact is? Quite frankly: you don’t. You may see an 
impact on your data in GA - in fact, it’s very likely you will. But it’s 
impossible to tell how big the impact is exactly, because you cannot 
isolate the impact of all the elements you changed like you can with 
A/B testing. 
 



 

While you’re executing stuff, a lot of other stuff changes along the 
way too that can have an impact on your data. Your conversion rate 
is not a fixed number, it fluctuates daily and monthly. There are 
many things that have an impact on it that you can control, but also 
many things you cannot control. 
 
A before and after comparison is gonna be off when you run paid 
traffic campaigns (offline or online), or your data period is affected 
by an external event like Christmas, Mother’s day, beautiful 
weather, political unrest, scandals in the media, or stuff your 
competitors do. You can never be sure which external events affect 
your conversion rates. 
 
Also, people's browsing habits differ, and analyzing the before/after 
performance on a Thursday evening vs. the performance on a 
Saturday morning will result in the data being unusable. 
 
Let’s say you sell lawn mowers. In August, you do some research and 
find issues on your product page. In October, you execute some 
changes on that product page to solve the issues you found. Now in 
many parts of the northern hemisphere people don’t think of buying 
a lawn mower in October, because winter is right around the corner 
and they won’t be mowing their lawn for the next few months. The 
new page might not convert better in October (compared to the 
previous version of the page you had in August), but since buying a 
lawn mower has become less urgent for most people, this lower 
conversion rate might be entirely due to the season. 
 
Actions of your competitors can also change things. For example, if 
you make changes to your product page in April, you might think 
that it isn't really converting better than in March. In reality, your 
competitors are having a huge sale and that’s having a negative 
impact on your conversions. 
 
It could also be a special event. Let’s say you have a perfume e-
commerce site. If you launch your updated pages immediately after 

 

Mother’s Day, then you might think the updated version doesn’t 
convert better, but it’s actually being influenced by the fact that 
Mother’s Day is over. Mother’s Day, typically, is a period with higher 
than normal conversion rates for these kinds of stores. Your updated 
version might be a lot better than the previous one, but the Mother’s 
Day peak is likely to give you the wrong impression. 
 
Even a news item can have an impact. For instance, I had come 
across an article in a Belgian newspaper about how they did 
research (comparing 5 products isn’t much research but that’s not 
the point) on e-commerce sites and found that it’s cheaper to buy 
online in the Netherlands than in Belgium. Why is this important? 
Because it illustrates how external factors can influence what’s 
happening on your site. Because this article was one of the top 10 
most read that day it’s likely that Belgian shops could have seen a 
temporary decrease in traffic and conversion rate while Dutch sites 
saw an increase. It’s not uncommon that Belgians buy online on 
Dutch sites, but this news article may just have had a (temporary) 
impact. 
 
It’s very easy to miss things like this (you can’t keep up with every 
bit of news or sale your competitor is having), but it’s a great 
example of the external forces at play that can unexpectedly impact 
your site and data. 
 
It's really important to keep these external factors in mind. If you’ve 
done the research, you’ll know what can be executed and should not 
be tested. You can be confident that the changes you made will 
positively affect your revenue - or at least not hurt it. Since you’re 
not testing, it’s hard to isolate the impact one of these executed 
items had. These changes can seem risky but for most execute items 
(e.g. making your text darker so it’s more readable) they’re really no-
brainers. 
 
Just be pragmatic about it, not everything needs testing. If in doubt, 
use the T-Rex MatrixTM mentioned previously. 



  

Alright, in the last chapter we’ve decided what we are going to 
execute. So now it’s time for the fun stuff: testing. Yay! As you can 
see, we spent a whole lot of time talking about a bunch of other stuff 
before we even started talking about A/B testing. I hope this busts 
the myth that CRO is all about testing. Yes, testing is a part of CRO, 
but it’s never the starting point. But you got that by now ;-) 
 

 
 
 
 



 

Prioritize Your Tests: The Dexter ScoreTM 

You’ll start by making a test plan. You look at the test ideas from the 
research, and take the ones with the highest rough priority scores 
first. Now you’re going to have to fine-tune the scores because you 
can't test everything at the same time and you may have a hundred 
or more test ideas from the research. It's a matter of sorting through 
your options and trying to figure out which test is going to move the 
needle the most. 
 
There are a couple of frameworks for that. The PIE framework is a 
pretty straightforward one. It stands for Potential, Importance and 
Ease. You evaluate each test idea based on 3 criteria: 
 
 Potential: what’s the potential of winning? 

 
 Importance: how valuable is the traffic to the pages? Is the test on 
a high-traffic or on a low-traffic page? A test on an ‘about us’ page, 
for instance, might produce a winner, but it’s likely to be less 
important than on higher traffic pages like your product pages. 

 
 Ease: how easy is it to set up the test? Ease means several factors. 
It's not just how easy it is to design and develop (e.g. do you need 
new pictures, new copywriting, new product descriptions,...), but 
also whether it’s a political page or not (a home page is often very 
political because every department want their products on there, 
and it's usually the most visible page within a company). If the test 
needs a lot of work or is highly political that’s going to lower the 
Ease score to a 2 or 3, unless you are a really flexible organization. 

 
You assign a score from 0 to 10 for these 3 criteria, and then you add 
them up, or calculate the average of the 3, it doesn’t really matter, as 
long as you’re consistent and don’t mix up averages and additions. 
The point is you’ll end up with a priority score that is a little bit 
more fine-tuned than the rough scores we gave earlier. 
 

 

The PIE framework is a quick and easy framework to use, but at 
Dexter Agency we found it was a bit too simple. It doesn’t take into 
account a few important factors, such as how the issue was 
discovered, if it’s immediately noticeable, if it’s a follow-up test or 
not, etc. 
 
We looked for other frameworks and found a really good one: the 
PXL framework from CXL. It takes a lot more factors into 
consideration, but still not all the factors that we think are 
important for an e-commerce site. This led us to the creation of our 
own framework, The Dexter ScoreTM - it’s modeled on the PXL 
framework, but we gave it our own twist. We added, removed and 
changed a few elements and focused it more on e-commerce. 
 
You can see what it looks like on the next page. 
 
You can grab a copy of this template on: 
dexter.agency/book/resources 
 
First of all, you’ll notice there are 2 columns on the left: page type 
and issue type. We’ve added these to make it easy for you to sort 
through your test ideas list. At some point you may want to combine 
test ideas into one single test. It could, for instance, make sense to 
run a test on a product page with multiple clarity issues with a high 
score combined into one single test. 
 



   

You score the test ideas like this: 
 
● Above the fold: if your idea has an impact on an element that is 

visible above the fold, you give it a 1. Otherwise 0. 
 
● If you can notice it in less than 5 seconds, it’s likely to have more 

impact. So you give it 1 point. 
 
● Adding or removing an element can have a big impact. There’s 

some nuance though. If you just add or remove a line of copy it 
may have some impact, but it’s going to be less likely to have as big 
an impact as adding a value proposition for instance. Smaller 
elements are worth 1 point, bigger ones 2 points. I know this is a 
bit subjective - where do you draw the line? - but by the time you 
get here, when you’ve done all the research, I’m confident you’ll be 
able to make this judgment call. And if not, don’t worry too much 
about it, at most it’s going to decrease or increase the score by just 
one point. It’s not like the test idea is all of a sudden going to 
drastically change places in the priority list. 

 
● Persuasion/psychological principles can also move the needle 

significantly. If your test idea is based on psychology/persuasion, 
you should give it 2 points. You can apply one of the psychological 
principles we discussed in Chapter 4. But this is also about 
motivating or persuading the visitor. A promotional offer for 
instance helps to persuade the visitor, so this would get 2 points 
too. 

 
● Where you are testing matters. If it’s on a page where you’re losing 

a lot of money according to your GA analysis, it should be higher 
up the list, so you give it 2 points. 

 
● User testing is often one of the most insightful research methods, 

so if your test idea comes from a user test, it deserves an extra 
point. 

 



 

● If other research methods (like click maps, live chat analysis, etc.) 
show extra evidence for the issue you want to test, you can give it 
an extra point. Here we’re not talking about an expert review. If 
there’s no other evidence supporting it, you should give a 0. 

 
● Ease of implementation is important. Testing a new checkout may 

make a big difference, but may also put a big burden on your 
development team because it takes a lot of time. So you have to 
take into account the time it takes to set up the test. As in the PXL 
framework, The Dexter ScoreTM uses the following implementation 
times as a guideline: less than 4 hours work, you can score it 3; 
between 4 and 8 hours gets 2 points; between 1 and 2 days gets 1 
point; more than 2 days gets 0 points. 

 
● Follow-up test for a winning test. We’ll talk about this more in 

Chapter 8, but I can already tell you that you often have a huge 
potential for finding a new winner if it’s based on a follow-up test. 
Because it means you’re onto something, but you may not have 
found the ideal solution yet and you could even get a bigger win by 
tweaking that previous winning test. So if it’s a follow-up test for a 
winning test, you can give it an extra 3 points, so it will end up 
higher in the priority list. 

 

Organize Your Test Ideas 
When you’re just starting out, it may make sense to add the columns 
of The Dexter ScoreTM to the research spreadsheet, because then you 
have everything together. But the problem is that the research 
spreadsheet won’t cut it anymore once you start testing on a larger 
scale. You need to get organized, you need to know what you are 
planning to test, what you are currently testing, which tests you’re 
working on, etc. The research spreadsheet is still there as a 
summary of all the issues you’ve found and those that needed to be 
executed. But in order to organize your tests, you need to transfer 
your test ideas from the spreadsheet to another tool. 
 

 

That’s where the A/B testing collaboration platforms come in. 
They’ve only been around for a few years, but they’re clearly 
scratching an itch. If you’re knee-deep in A/B testing it’s sometimes 
very hard to stay organized. 
 
At Dexter Agency we use Effective Experiments, developed by my 
good friend Manuel da Costa. I may be biased, but Effective 
Experiments is a great tool - we use it all the time. It helps us keep 
track of everything. No more messing around with Trello boards, 
spreadsheets or other tools that were not conceived with A/B testing 
in mind. Manuel owned a conversion optimization agency before he 
moved into the SaaS world with Effective Experiments, which is now 
leader in this field of A/B testing collaboration tools. He has a 
thorough understanding of what optimizers need. 
 
That being said, there are other tools out there. Some seem to come 
and go. Others seem to be here to stay. If you want to check out 
alternatives: Liftmap and Iridion are probably the 2 best 
alternatives. 
 
Since I only have hands-on experience with Effective Experiments 
(EE) I’ll be talking about this. In EE you can set up a scoring system 
for your test ideas - so you can easily use The Dexter ScoreTM. You 
take your test ideas from the research, score them in EE and you’ll 
get a prioritized list. 
 
Of course EE doesn’t stop there: you can create and customize 
boards on which you can drag tests you’re working on from one step 
in the process to the next step. Every test is like a “card” on which 
you can comment, give feedback to your colleagues, add documents 
like briefings, etc. The board gives a great overview of where in the 
process each test is. 
 



 
 

 

EE also comes with an automatic report feature. If you have to 
report the tests internally or to a client, you can easily create a 
custom report in EE. 
 
There’s a lot more to it, but one handy feature is the fact that you 
can look up previous test results. If you’ve been testing awhile, you 
will forget the results of some tests. Or even worse, you may think of 
something to test that you actually tested a year ago. Yep, that 
happened to me once. In those cases, it’s good to have some kind of 
library at hand in which you can easily search. You can do search 
queries like “all tests on product pages”, as well as “all tests on 
product pages that were a winner by more than 10%”, or even “all 
tests on product pages that were based on user testing and that won 
by more than 10%”. Very powerful stuff. 
 
Anyway, if you’re just starting out with A/B testing, a Trello board or 
a spreadsheet might be fine. But when you become more serious 
about A/B testing you need to get organized. Then you’ll need a tool 
like Iridion, Liftmap or Effective Experiments. 
 

A/B, MVT or AI 
Alright, it’s the part you’ve been waiting for. You’re ready to start 
testing! But there are different kinds of testing, which one should 
you choose? The main ones are A/B, MVT and AI. 
 
A/B Test 
A/B testing (or split testing) is when you create two versions of a 
page (page A and page B). 50% of the traffic is shown page A, and 
the other 50% is taken to page B. This division is done automatically 
by a split testing tool. 
 
If a user lands on page A, a cookie is placed on her computer, so that 
when she comes back later, she will always see version A. This 
ensures that people won’t really notice that you’re conducting any 
testing on your website. (Of course, if they delete cookies or switch 



 

browsers/devices/computers they may see a different variation – 
but that’s gonna be such a small sample size that you shouldn’t be 
too concerned by this). 
 
In an A/B test you are going to test version A vs. version B - also 
called control and variation, C and V1, control and treatment, etc. 
You don’t have to limit yourself to A versus B however. You could 
easily add a C, D, E,... version too. Just keep in mind that the more 
versions you add to your test, the longer it will have to run (more on 
how long to run tests in just a bit). We at Dexter Agency typically try 
to keep it limited to an A/B/C (and occasionally D) test maximum. 
 
There are 2 types of A/B testing: either you do a split-URL test or 
you use the A/B testing tool to manipulate elements on the page. 
 
In a split-URL test you basically create another version of the page 
on another URL, 50% of the traffic will be redirected to that other 
URL, and 50% to the original URL. 
 
On the other hand, when you use the A/B testing tool to manipulate 
elements on the page, all visitors stay on the same URL, and the tool 
manipulates the elements on the page so that the page in the 
variation will look different. When should you use each of these 
types of tests? It depends on the test and on your personal 
preference. A good rule of thumb is that when you test a completely 
new layout you may be better off with a split-URL test. If you’re 
testing only a few elements on the page, you probably can do it more 
quickly within the A/B testing tool. 
 
Side note: split-URL tests can also be activated by your A/B testing 
tool, it’s just that the coding won’t happen there. You’ll create a 
different page and then just tell your A/B testing tool to redirect 
50% of the traffic to that other page. 
 

 

MVT 
You could also set up an MVT - a multivariate test. In an MVT, you’ll 
change several elements and combine them. Let’s say that on a 
product page you want to test 3 versions of the CTA, 2 versions of 
presenting the image gallery and 3 ways of showing the product 
reviews. In an MVT you are going to make all possible 
combinations: 3 CTA’s x 2 image galleries x 3 product reviews = 18 
different combinations. So that would mean it’s not an A/B test, but 
an A/B/C/D/E/F/G/H/I/J/K/L/M/N/O/P/Q/R test… a bit much, 
isn’t it? You’d need tons of traffic to pull this off. So an MVT is not 
an option for most e-commerce sites. That’s why we tend to focus 
just on A/B testing. 
 
Another problem with MVT is that you don’t really learn anything 
from it. What if CTA 2 with image gallery 1 and product review 1 
wins? What can you learn from it? Nothing. Just that those elements 
play well together. But it’s not like it’s going to give you any insights 
that can help you come up with new test ideas and improve your site 
further based on those insights. 
 
Should you use MVT at all then? If you have the traffic, why not? 
But I would only recommend it if you want to fine-tune some stuff. 
If you make bigger changes, like if you’re testing a new layout, you 
should do an A/B test. Once you’ve ran a couple of A/B tests on that 
new layout and you’re pretty sure you’ve come close to the best 
performing page, you can go ahead and try to fine-tune that layout 
with an MVT. Again, only if you have the traffic to pull it off. 
 
AI Testing 
There’s also AI testing, which is a relatively new technique. As far as 
I know, and at the time of writing, there’s only one tool on the 
market that does this: Sentient Ascend. 
 
As with an MVT test, you can combine a great many different 
elements with an AI test from Sentient Ascend. The tool looks at 



 

how well or how poorly the different combinations of the different 
elements convert. 
 
The big difference with Sentient Ascend lies in the calculation of the 
winners. They do not use a classic statistical calculation (Bayesian or 
frequentist statistics - more on that later in this chapter), but 
determine the winners, uh, in a different way… Frankly, for me as a 
non-AI specialist, how the technology really works is quite fuzzy. 
How a winner and a loser is exactly determined is still a mystery to 
me. 
 
This is how you work with Sentient Ascend: first, set up everything 
you want to test in the tool. For example, suppose you want to test 3 
elements: headline, CTA and image. You have 4 versions of the 
headline, 5 versions of the CTA and 3 versions of the images. 
 
The tool then tests each of the elements separately. If, for example, 
you want to test 4 headlines, Sentient first looks at which of the 4 
converts best. The same applies for the CTA and the images. 
 
After the first round, the tool knows which version of each element 
has “good genes” (as they call it themselves). In other words, which 
version of each element converts best? The tool will then combine 
the winning elements (e.g. a winning headline with a winning image, 
a winning image with a winning CTA, etc.). The winners will then be 
combined with other winners. The site thus evolves towards the 
strongest possible version of itself. That is why at Sentient Ascend 
they compare it with natural evolution. 
 
It may not be entirely transparent how the winners are calculated, 
but what is certain is that the AI testing tool makes the 
determination much faster than an A/B or MVT testing tool. This 
not only means that you get faster results and can test more 
combinations, but also that you need less traffic than a classic MVT 
to reach a conclusion. In that sense, you might see AI testing as 
MVT on steroids. 

 

Although AI testing seems really cool, and definitely has its merits, 
there are a few disadvantages associated with it: 
 
● You do not learn anything. Just like with an MVT, the result is a 

version of the page that performs best. But you really do not know 
why. That means you cannot use these insights for subsequent 
tests and, thus, for future winners. 

 
● You have to set up many different test ideas in the tool at the same 

time. That not only means that there is a great deal of set-up work 
in the beginning (and so it may take a while before the test can run 
live), it also means that you have to have a lot of test ideas. There 
may be a temptation to just throw random things into the tool – 
just because you can. But every test is only as good as its 
hypothesis. That applies not only for A/B or MVT, but also for AI. 
If you toss in trash, you cannot expect miracles. 

 
● QA: previous research has shown that 40% of all A/B tests that are 

set up are actually broken. For example, the version does not work 
on one particular browser or it looks OK, but the button suddenly 
stops working. 
 

That’s why we devote a great deal of attention at Dexter Agency to 
QA (Quality Assurance). We make sure each test works properly 
and spend a lot of time testing each test in each browser. If your 
test does not work properly, it affects the data from your test and 
you may reach the wrong conclusions, which can cost you a lot of 
money. To take full advantage of the Sentient Ascend tool, you 
have to test many elements simultaneously. As a result, the 
number of possible combinations increases exponentially and QA 
actually becomes impossible. An improperly functioning version 
may therefore interfere with the data without you being aware of 
it. 

 
● It’s an expensive tool and the tool alone won’t get you anywhere. 

As Google Analytics guru Avinash Kaushik already explained back 
in 2006: you can’t think a tool will solve all your problems and 



 

only invest in that. Only 10% of your total budget should go to 
your tools, the other 90% should go to the people extracting the 
value out of these tools. Sentient Ascend is at a price point that, for 
many e-commerce sites, is going to use up 50% or more of their 
CRO budget. And then they still have to invest in the “brains” that 
can get the most out of the tool: CRO specialists who come up with 
good hypotheses and developers who can set up all the test ideas 
in the tool. At this high price, this tool is not for everyone… 

 
● In the end, you still need an A/B test. Sentient Ascend 

recommends validating the outcome of the AI test with an A/B test 
in which the final winner from the AI test is tested against the 
original Control. 

 
AI testing is still in its infancy and it’s likely to become more 
important in the coming years. It’s definitely an option for bigger e-
commerce sites with big budgets and a commitment to CRO. If CRO 
is not really part of your culture yet and you’re just starting out, I 
would recommend starting with plain ol’ A/B testing. If at some 
point you feel the need, you can always integrate AI testing in your 
approach too. Although I’m convinced it should never replace A/B 
testing entirely, especially for the lack of insights and learnings you 
get from it. 
 

Hypotheses 
Every good test is based on a hypothesis. Whether a test wins or 
loses, you're validating a hypothesis. Without a hypothesis, it's kind 
of pointless to test because you're not really going to learn anything. 
If you haven't learned something, you don't get any insights that you 
can work with. Those insights are important in helping to improve 
your future testing. The better your hypothesis, the higher the 
chances that your treatment will work, and will result in an uplift. 
 
I remember one case of a prospect I was talking to a long time ago. 
They had been running a promotion and split the traffic 50/50 over 

 

2 different landing pages for that promotion. They found that one 
version performed 21% better than the other. High fives all around! 
 
I asked one single question: what was your hypothesis? Ummm… 
silence. No hypothesis. Just another design of the landing page. So, I 
asked another question. “What have you learned from this test and 
how are you going to use that for further improvements?” Again, 
silence. 
 
The high fiving was over real quickly. Yes, they had a win for this 
promotion. But what about the next promotion they would run? 
What was it about this landing page that made it outperform the 
other? Was it the call to action, the headline, the image, the copy? 
They didn’t know. So basically they found a winner, but could do 
nothing with it the next time. They could use the new template, but 
if they wanted to further improve on it to get even more conversions, 
they had no clue how to do that. 
 
If they had a clear hypothesis in their first test, they would’ve known 
why it worked. Their hypothesis would’ve been confirmed and they 
could’ve gone further on that same route to try and get a bigger win. 
 
Maybe they didn’t like this message, maybe it was something else, 
but I didn’t sign that client at the time. 
 
A Simple Formula 
A simple formula to describe your hypothesis is this: 
 
“Changing [identified problem(s)] into [proposed solutions] will 
result in [desired outcome].” 
 
Let’s say the call to action on a product page doesn't match what is 
happening. It says “buy now” but that doesn't match the visitor’s 
expectations and thus causes "click fear". If we change this button 
into “add to cart” people might be clicking more on it, and this 



 

should have a positive outcome on the total transactions and 
revenue. 
 
So your hypothesis would be: 
 
Changing the [CTA on the product page button] into [add to cart] 
will result in [more button clicks and consequently more 
transactions and revenue]. 
 
Now why is this important? If you don't see any change in the 
desired outcome, that means that either the proposed solution or 
the identified problem was wrong. So if we don't see an increase in 
click-through, transaction, and revenue, then either the new 
proposed call to action was not good enough or it wasn't really a 
problem to begin with. That's why you need this formula and your 
best hypothesis for every single test that you set up. 
 
And of course every hypothesis should come from conversion 
research. 
 
You should never test without a hypothesis. It may seem trivial but I 
can’t state its importance enough. You’ll learn much about your 
users and get a clear understanding of why a test won or lost. 
 
Testing With More Than One Hypothesis At Once 
Can you test more than one hypothesis at a time? Short answer: yes. 
You can test several hypotheses on several page types. So, for 
instance, you can run a test on your product pages and one on your 
category pages at the same time. 
 
But in most cases you should avoid testing 2 hypotheses on one page 
type at the same time. 
 
Let’s say you have social media mentions with 0 likes on a product 
page; this is anti-social proof so it could be hurting your 
conversions. On top of that you have a call to action that is not 

 

matching what people are expecting. These are 2 hypotheses that 
you're trying to test in one single test. If we see no difference 
between A and B then we would conclude there IS no difference. 
Maybe we're missing out on 20% extra revenue because the new call 
to action did 20% better but removing the social media lowered the 
conversions by 20%. So they evened each other out, and that's tricky 
because you could miss out on opportunities to increase your 
conversion. 
 
But what if you get, for example, a huge increase of 20%? Which 
hypothesis led to that increase? You don't know. So you didn’t learn 
anything you could use for future tests and future wins. Which 
means you may be missing out on other possibilities to further 
increase your revenue. 
 
The most important thing is if you’re testing 2 different hypotheses 
at the same time on the same page, you may miss out on an 
opportunity. So whenever you start testing an idea, you'll have to 
look at your hypotheses and ask yourself, "What if this is a winner? 
What will I learn from it?" If you come up with a couple of things, 
such as "If this wins, it could be either this or it could be that" then 
it's not a good test. You should single out one hypothesis so that at 
least you've learned something from it. 
 
However, you can test more than one hypothesis at a time on the 
same page when you have a low volume of traffic. If you find that 
running a test can take over a month (and that means it’ll take many 
many months to test your top issues), then you might want to create 
a test that attempts to solve multiple hypotheses at once. The only 
condition is that your data and research need to strongly support 
each hypothesis. 
 
One word of advice when testing multiple things at the same time: it 
can be useful to combine hypotheses from the same issue type. So if 
you have multiple hypotheses about elements that might be 
distracting on the same page, you can combine them in 1 test if you 



 

don’t have enough traffic to single them out. You create a B-version 
in which you test “distraction issues”. This approach has the same 
caveat as above: you need enough evidence from the research to 
combine several elements. 
 

Setting Up The Tests 
There are a few steps in the setup process of a test. Typically it goes 
like this: 
 
1. Wireframing test treatments (a.k.a variations). 
When you’ve decided on the issue you want to tackle, on which page, 
and the proposed solution, then it’s time to create a wireframe (a.k.a 
mockup). This is just a way to show clients, colleagues, and your 
developer how the test is going to look. 
 
Important: a wireframe is not a design, and this should be made 
clear to everyone involved. Sometimes clients or colleagues get 
confused and say they don’t like the design. A wireframe isn’t 
design, it just tells what should go where. It’s a sketch, not the Mona 
Lisa ;-) 
 
2. Design 
Based on the wireframe you can make a design. This is not always 
needed. If you’re just testing a headline or a CTA, it’s a waste of time 
to design it. In those cases, you can skip this step and just develop 
the test in the testing tool. 
 
3. Development 
Time to actually develop the test. I know, most testing tools say you 
don’t need a developer. They say you can make the changes with 
their WYSIWYG editor (some kind of drag and drop editor). That’s a 
big fat lie. It creates false expectations and sets you up for failure. 
 
You are going to need a good front end developer to set up the test. 
If you just test a headline or remove an element on one page, you 
may be able to get away with using the WYSIWYG editor. But that’s 

 

about it. In all other cases you’ll need a good developer; someone 
who is good at HTML, CSS and especially JavaScript. If you try to do 
everything in the WYSIWYG editor you’re guaranteed to set up tests 
that are actually broken. 
 
4. QA 
One of the biggest mistakes in A/B testing is not doing a thorough 
Quality Assurance. It often goes like this: the test is developed, 
checked on the browser that you commonly use and launched. Only 
to find out a couple of days later that the variation is not working 
properly on a certain browser that you didn’t check the variation on. 
Obviously that’s going to screw up your results. Sometimes you 
won’t be aware of it and falsely think the variation is losing, while 
it’s actually winning. It’s just that it breaks your site on e.g. Firefox. 
So you get no conversions there. But you don’t know it, don’t see it 
and hence draw the wrong conclusion. You just missed out on an 
opportunity to increase your revenue! 
 
That’s why we at Dexter Agency spend a lot of time QAing every 
single A/B test before we launch it. This ensures we have a test that 
works correctly, so we get correct data and correct conclusions. 
Sometimes we spend more time on the QA than on the actual 
development. It’s that important. For most tests you are going to 
find technical issues when doing the QA. These are issues that need 
to be solved by the developer again. In some cases this might result 
in a lot of back and forth, but it’s essential. 
 
Common Testing Mistakes 
Bad testing is even worse than no testing at all. The reason is that 
you might be confident that solutions A, B and C work well, while in 
reality they hurt your business. 
 
A few common mistakes I hope you won’t make: 
 
● Not spending enough time on QA - see the point I make above. 
 



 

● Using the WYSIWYG editor. I already mentioned this, but it’s 
worth mentioning again. You need a developer to set up your A/B 
tests, or you are going to fail miserably. 

 
● Not running the test long enough: you should aim for at least 200 

conversions per variation. Whenever possible, we at Dexter 
Agency typically shoot for a lot more than that: 300-350 
conversions per variation and up. You need this amount of 
transactions or you are going to draw the wrong conclusions. Tests 
flip all the time. This means that they seem to be winning at first, 
but turn out to lose when they run long enough. At some point 
they go from winning to losing (i.e. they flip). If you stop a test too 
soon, you will think you have a winner but it’s actually a loser. 
Implementing this will cost you a lot of money. But it’s also true 
for the reverse: you may pull the plug on a test that would’ve 
turned out to be a winner. You leave a lot of money on the table. 

 
● Not running tests in full weeks. This is important because your 

conversion rate most likely isn’t the same on a Friday night as it is 
on a Sunday night. There might be big fluctuations between those 
days. This means that your visitors behave differently on those 
times. That in turn means that they might react differently to your 
variation on a Friday night than on a Sunday night. I remember 
one client I worked with where all running tests seemed to flip 
during the weekend. Winners before the weekend became losers 
after the weekend and the other way around. It even became a 
running joke, “Good news! Right now it seems like it’s going to be 
a loser, so it’s gonna be a winner Monday!” 

 

If you run your test e.g. from Monday to Friday, you won’t have all 
of the day to day fluctuations and you’re likely to draw the wrong 
conclusions. I recommend you let your tests run for 2 full weeks, 
to make sure you get an accurate picture, even if you already have 
more than enough conversions after one week. 

 
● Testing without a hypothesis. You won’t learn anything from it. 

 

● Setting up A/B tests that are not based on research. I know, by 
now you get it, research is crucial. But hey, I saw an opportunity to 
mention it again ;-) 

 
● Measuring engagement. You run an e-commerce site, so you 

shouldn’t care too much about the time on site or average 
pageviews. Measure money metrics! Ultimately it’s not worth it to 
implement a winning variation if it only won on a metric like time 
on site. You wanna make money, so only implement it if it makes 
you more money. Always use transactions and revenue as your 
final goals. That doesn’t mean you can’t look at page goals (e.g. 
does the variation of a product page test lead to more adds to 
cart?) - but ultimately, it’s all about the money, it’s all about the 
dum dum dee dee dee dum (Meja? Anyone?). 

 
● Testing with the wrong expectations. If you expect every test to 

win, you’re setting yourself up for disappointment and you will 
give up (see Chapter 1). If you stick to the Dexter MethodTM, you 
can expect to find one winner out of every 3 tests. As opposed to 1 
significant result (that could also be a significant loser) out of 
every 7 tests if you don’t follow a rigorous process like the Dexter 
MethodTM. Don’t expect every test to win. If every test would win, 
A/B testing wouldn’t exist ;-) On the same note: as explained in 
Chapter 1, be happy with smaller gains too. Don’t expect wins of 
30% or more all the time, unless your site is really crappy. If you 
get 5-10% wins, that’s great too! 

 
● Not integrating your testing tool with your analytics tool. You need 

to have 2 sets of data: one from your testing tool and one from 
your analytics tool. That way at least you can know if something’s 
off with the test or with the data tracking, because the numbers of 
the two tools should be more or less the same. Sure, there will be 
minor differences between the two and that’s all right. But if the 
differences are big, you’ll have to start looking for what’s causing 
this. 

 



 

● Not checking your data after 1 day. If the data seem off after one 
day, you can look for the cause. If you only notice it after a week or 
longer, you’ve lost valuable time. 

 
● Giving up too quickly. If you remember from the first chapter, you 

have to get your expectations right. Not every test is going to win, 
and that’s alright, as long as you learn something from it. If you 
follow the Dexter MethodTM, you can expect one winner for every 3 
tests you set up. That’s awesome! At first it might take 4 - 5 tests to 
find your first winner, but that’s totally normal. You’re just 
starting, you’re learning and you’ll get better. Once you find your 
first winner it becomes a lot easier, trust me. 

 

There are a lot more mistakes you can - and most likely will - make. 
A/B testing is not easy. I probably made every possible mistake you 
can make. But it made me a better optimizer, because I learned from 
it. My tests became a lot better. Mistakes are OK as long as you learn 
from them. 
 

 

You’ve run your test long enough - you have at least 200 conversions 
per variation and it ran 2 full weeks - so now it’s time for the next 
step in the Dexter MethodTM: the E for Evaluate. Let’s see how your 
test did! 
 

 
 
Analyze in GA 
First off, as I explained in the previous chapter, you don’t want to 
make the mistake of not integrating your testing tool with your 
 



 

analytics tool. When you have 2 sets of data (the data in GA and the 
data in your testing tool) you can more easily see data tracking 
issues. 
 
Moreover, if you integrate your testing tool with GA, you don’t have 
to analyze your tests in your testing tool, you can do that in GA. And 
that’s what we’re going for. We don’t want to analyze the tests in the 
testing tool, because the analysis possibilities are too limited there. 
You make all your other analyses in GA, so it only makes sense to do 
the same for your A/B tests. 
 

Beware of the Novelty Effect 
There’s something called the novelty effect, and it can skew your 
data. Visitors come to the site after a previous visit and, in the 
meantime, an A/B test got activated. They now may fall in the 
variation, which shows them another version of the site than they’ve 
seen a few minutes, hours or days before. And this may cause them 
to react to it in another way - because they noticed the change - than 
someone who gets to see the site for the first time and doesn’t notice 
something has changed. 
 
The best way to avoid this is by creating a segment that only takes 
into account all first sessions since the start of the A/B test. 
 

 
 

 

This is how you do it: 
 
● Click on New Segment 
● Give the segment a name that is easily recognizable (e.g. “All 

sessions since start test product page button”) 
● Go to Date of First Session. Select “is on or after” and then select 

the DAY AFTER YOU START the test and click on save. 
 
The reason why you want to select the day after you start the test 
and not the day you start the test: if you set up a test, let’s say, in the 
afternoon, people who entered the site for the first time in the 
morning (before the test was up) and then come back after the test 
was activated in the afternoon and fall into a variation, will still be 
considered. We want to avoid that because of the novelty effect. 
 

Custom Report 
Now you can make a custom report. It depends on which tool you 
use, but many A/B testing tools “inject” the data from the test to GA 
by means of a custom dimension. 
 
You’ll want to create a custom report in which you use the custom 
dimension of that test as the dimension. After that, you add 
whatever metric you think is relevant for this specific test. It should 
at least always include number of sessions, number of users, 
number of transactions, total revenue, revenue per user, average 
order value and e-commerce conversion rate. If you’ve downloaded 
the GA settings checklist on dexter.agency/book/resources and 
followed the instructions, you’ll have created the calculated metric 
“conversion rate per user”. Well, now is a good time to use it, 
because most A/B testing tools will calculate the conversion rate per 
user instead of per session. This way the data from your A/B testing 
tool will line up with the data in GA - or at least they should. 
 
You can include microconversions in this report too. What I mean 
by this is if you’re running a test on a product page for instance, you 
may want to track how many adds to cart each variation has, 



 

because after all that’s the goal of this page. But don’t just use this as 
a KPI for your test, because more adds to cart don’t necessarily 
mean more transactions - people can still drop off later in the 
checkout for instance. So you should always include the final 
transactions in this report. After all that (and the revenue) is the 
metric you really want to move. 
 

Is The Difference Significant? 
Okay, I’m gonna drop a bomb here: I don’t care too much about 
statistics. My guess is, neither do you. You don’t want the nitty 
gritty, you just want to know whether or not it’s a good business 
decision to implement a variation or not. 
 
I know there are many optimizers trying to make you believe you 
need to know EVERYTHING about statistics. I guess that’s where 
they try to differentiate themselves from the competition. And that’s 
all right, they can do that. But that doesn’t mean you need to believe 
them and become a statistics nerd too. 
 
All right, I might as well admit it - but you probably already guessed 
- I’m not very good at statistics. I learned enough about it to know 
how to interpret a test and make a sound business decision (i.e. 
should you implement the variation or not?). After all that’s the only 
thing you need to know. It’s an easy yes/no answer. Judging by the 
revenue increases we realized for our clients, I’d say I got pretty far 
without being a statistics nerd. I just know how to figure out if it’s a 
yes or a no. 
 
There are several ways to calculate whether your result is 
statistically significant or not. The most used ones are frequentist 
and Bayesian statistics. The former used to be the norm in A/B 
testing, the latter is used more nowadays. I’ll spare you the details 
before I bore you to death, but the main difference is that Bayesian 
is more pragmatic. And hey, isn’t that the point of this book? To give 
you a pragmatic approach? Hells yeah! So, Bayesian it is. 
 

 

On abtestguide.com/bayesian/ there’s an easy calculator. You throw 
in the results of your tests and you’ll get an easy risk assessment in 
return, and it looks like this: 
 

 
 
Positive outcome, so it’s a yes! 
 

 
 
Negative outcome, so it’s a no! 
 
Okay, I’m oversimplifying things a bit. But still, it’s not that much 
more complex than this. The only thing you have to decide is how 
much risk you’re willing to take. I know a lot of optimizers go for 
95% probability - that’s especially true with frequentist statistics. 
With Bayesian statistics that number is less clear - it depends on 
how much risk you’re willing to take. 
 
You’re running a business. So you have to make business decisions. 
And decisions are always risky. With A/B testing we’re reducing that 
risk - big time. But don’t get hung up too much on the exact 
percentage. If the odds are more in your favor, go for it. 
 



 

When we look at the Bayesian stats of our tests, we typically use a 
probability of 75% as a threshold. If you have a 75% probability that 
a variation will add $200K per year more to your revenue, you’d go 
for it, right? And yes, there’s a chance that it actually doesn’t move 
the needle, after all it’s only a 75% probability. But, all in all you’ll 
make more progress, because you’ll reject less perfectly good 
variations with a good probability (albeit not 95%) of adding 
revenue. 
 
If we’d say to our clients, “Hey, you got a 90% probability that this 
variation could add $200K a year to your revenue, but we 
recommend you don’t implement it”, guess what’d happen? Right, 
we’d get fired for giving bad advice. And rightfully so because they’re 
running a business. They’re not writing some academic research 
paper. All they want is to make better business decisions that lead to 
more revenue. 
 

Apply Segments 
Don’t just look at the general data in GA, look at segments too. You 
can learn a lot from segments. Sometimes a test that seems 
inconclusive, can be winning in a segment. Even if it’s winning 
overall, you should still look at segments. You can learn something 
from it. 
 
However, if you want to draw valid conclusions from your segment, 
you need enough data within that segment too. So let’s say you look 
at the segment new vs. returning visitors. You’ll need at least 200 
transactions for each variation for new visitors AND for each 
variation for returning visitors. 
 
Let’s look at the example on the next page for a test we ran on a 
Belgian site. This site sells both in Belgium and the Netherlands, so 
we decided to take a look at how each of the variations performed in 
the two countries using segmentation. This was an A/B/C/D test. 
I’m not allowed to share all the data with you, but the following is 
what I can share. 

 

 
 
See the differences between the countries: the C-version in the 
Netherlands converted at 4.97% - a lot higher than all the other 
variations. And in Belgium the Control performed best with 2.51%. 
If we hadn’t used this segment, we would’ve missed out on this. 
 
Based on IP-address we show the C-version to all visitors from the 
Netherlands, whereas the Belgians keep seeing the Control. This was 
an easy solution that added a lot of revenue for this client. Revenue 
we might’ve missed out on if we hadn’t applied the segments. 
 
This happens all the time; you might think that there is no 
difference, but when you look in Google Analytics and you apply a 
segment, then all of a sudden you see a difference. If you're running 
a test cross-device, you really need to look at the devices separately 
too. 
 
I remember one client where we tested a call to action. The call to 
action did not make a difference overall but then we applied devices 
segments in the GA report. Turned out that on mobile the variation 
was performing significantly better and it would add almost 
$500,000 to their yearly revenue, but since it was performing worse 
on desktop it went unnoticed in the overall data. That is something 
we might have missed if we would have only looked at the overall 
data. And it’s an easy fix: we show the old CTA to desktop and tablet 



 

visitors and the new variation to mobile visitors. It’s only a few 
minutes work for a developer but it adds almost $500,000 to their 
yearly revenue. 
 
The key takeaway here is to always integrate Google Analytics and 
apply segments in order to find winners that might be hidden in the 
overall data. 
 

 

You’ve analyzed the test in GA. Time to come to a conclusion. And 
above all: to Repeat. 
 

 
 
Evaluating a test is not the end of the process. It’s just the end of one 
cycle of the process, and, at the same time, the start of a new cycle. 
In every evaluation of a test, new data emerge. For instance, you 
analyze a test that ran cross-device but didn’t produce an overall 
winner. However, when you look at the data, the variation wins on 
mobile, but overall that wasn’t visible because it performed a lot less 
on desktop and that evened out the improvement on mobile. If you 
see these Data, you can decide to just EXecute and implement the 
winner on mobile only. 



 

Maybe there seems to be a positive trend on tablet too, but the data 
seems to be inconclusive because you don’t have enough 
transactions on tablet yet. So upon discovering these Data you may 
decide to run another Test, but only on tablet this time. 
 
No matter the outcome of a test, if you followed every step of the 
process, you will always have Data that will teach you something 
new about your site and your visitors, which you can use to either 
EXecute (i.e. implement a winner) or Test (by doing a follow-up 
test). 
 

Learn From Every Test 
I already mentioned this several times: you need to test based on 
hypotheses. Because without a hypothesis you don’t learn anything. 
 
You may have ignored this advice and just tested some random 
stuff. That’s fine. It’s your site, you can do whatever you want. But if 
you have ignored my advice, now’s probably the time that you’re 
screwed. You see the data, see it’s a winner, start high-fiving 
everyone around you and snapfacebooktweet how much of a genius 
you are for finding this winner. But once that rush is over, the 
question is inevitably going to creep in: “Now what? How can I do 
this again?” 
 
Truth is: you can’t. Because you don’t know WHY it won. So you’re 
screwed. 
 
The point is, you have to learn from each test. And that can only be 
done if you know why it won or lost. 
 

When Your B-version Loses or Performs the Same 
as A 
Even if the test variation loses, you win if you have a hypothesis. You 
may be thinking: “But it lost, how can I win?” Because you will have 
learned why it didn’t work. And that’s huge. 

 

Just review your hypothesis. Was it good enough? Remember the 
formula for a hypothesis: 
 
“Changing [identified problem(s)] into [proposed solutions] will 
result in [desired outcome].” 
 
So you didn’t get the [desired outcome]. That can only mean one of 
3 things: 
 
● Your [proposed solution] wasn’t the right solution. Maybe there 

are other solutions for the problem you’ve identified. If your 
evidence is strong enough that the [identified problem(s)] are 
indeed a problem, then you have to test another solution for those 
[identified problem(s)]. 

 
● Your [proposed solution] was the right solution, but the execution 

of that solution sucked. Maybe you tested a new checkout, but the 
new checkout you made wasn’t really great either. Maybe it was a 
bit sloppy, or you didn’t pay much attention to your error 
messages or it was frickin’ slow. If you make that new checkout 
better and test it again against the old one, it may win this time. 
Especially when your A and B version perform the same, you have 
a good chance of winning with a new test in which you address 
these problems. 

 
● Your [identified problem(s)] weren’t a problem after all. Maybe 

the evidence from your research wasn’t strong enough. In this case 
you should move on to another test idea and hypothesis. 

 
When Your B-version Wins 
This is where it gets interesting… when your B-version wins. 
Unfortunately many people stop here. But that’s crazy! You’re onto 
something! Let’s go back one more time to the hypothesis: 
 



 

“Changing [identified problem(s)] into [proposed solutions] will 
result in [desired outcome].” 
 
So you now know that: 
● What you identified as a problem, was indeed a problem. 
● The solution you tested works. 
 
But who says that that solution was the very best solution out there? 
Maybe there are even better solutions for that problem that you now 
are sure exists. You should test other solutions just to try and find 
the best possible solution out there. 
 
And even if you have the best solution out there, who says it’s the 
best possible execution of that solution? You may as well find other 
winners by making that one solution even better. 
 
Whenever I see a winner, I know that there’s a very good chance it’s 
not going to stop there. It’s extremely likely that a follow-up test that 
builds on this will be a winner too. That way you’ll make the most of 
your winning tests and squeeze the last dollar out of every winning 
test hypothesis. That’s the power of the Repeat step! 
 
 

 

So there you are. That’s how you track down your conversion 
killers... and kill them. It’s not hocus pocus. It’s a process. Follow the 
Data, EXecute, Test, Evaluate and Repeat. 
 

 
 
If you follow this process, you’re already doing better than 90% of 
your competitors. You will understand your visitors, serve them 
better, persuade them better, and sell more. And by running regular 
A/B tests you’ll keep growing and growing. 
 



 

So what are you waiting for? Start killing your conversion killers 
today and start growing your revenue - big time! 
 
PS: Don’t forget to download some free templates and resources on 
dexter.agency/book/resources to kickstart your conversion killing 
spree. 
 

 

I’m a lucky bastard, because I have met so many wonderful people. 
Some of them stuck around. Some of them just crossed my path but 
really inspired me. I truly believe I wouldn’t be the person I am right 
now without these people. And many of them contributed directly or 
indirectly to me writing - and finishing - this book. So I’d like to take 
the opportunity to thank them here in no particular order, except for 
my wife, of course ;-) 
 
My lovely wife, Hannelore. Thank you for putting up with me. 
Especially when I’m focused and “in the zone”, I’m not always great 
company - I know that. From the first day I met you, I knew you 
would bring out the best in me. You did, and still do. Every single 
day. 
 
Marcus, for pushing me to think bigger. Without you, I would still 
be working on my own. 
 
Our team, for being awesome. Our agency would be nothing without 
all of you wonderful people. 
 
A very special thanks to Lauren for reviewing and editing this book 
and giving constructive feedback and being patient with me. A 
special thanks as well for Marc, just because he likes being 
mentioned by name ;-). And to An for helping me prepare the first 
draft of this book. 
 
My parents, for giving me so many opportunities and supporting me 
throughout all the crazy plans and career and life switches I made. 
And I made a lot of them. 
 



 

Jeroen for shaping and sharpening my analytical thinking and 
pushing me to be a better version of myself. 
 
My awesome friends. For being there, for listening and supporting 
me without judgment. 
 
Perry, Manuel, Vijay, Mikkel, Dennis, Arnout, Brian, Karl Philip, 
Steven, Rich: for sparring with me and helping me shape my 
thinking about digital marketing in general and conversion 
optimization in particular. And having lots of laughs along the way. 
 
Michel, for being understanding and supporting me when I 
ventured out into CRO - I won’t forget this. 
 
Koenraad, for inspiring me, not just as a person, but also as a 
manager. Your enthusiasm, positive attitude and strong belief in 
your team are leadership skills I one day hope to have (or achieve 
just half of it). 
 
And last, but not least: all of our clients. A special thanks to Tom, 
Neal and Gerjan for believing in me and giving me a chance when I 
just started out on my own and for staying on board as a client for 
all those years. 
 
Thank you all, you are the best! 
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