Introduction
“Whether you are a startup or an established business, the math
is pretty simple; if you convert 10% of your site visitors and
your nearest competitor only converts 5%, you’re going to grow
faster, spend less and kill their ability to compete with you.”
– Craig Sullivan
Let’s start with the bad news.
As of January 2015, the online global conversion rate is 4.2%. That’s according to the Fireclick Index, a worldwide
leader in web metrics and analytics.
4.2% is a scary number. But it’s remainder -- 95.8% -- is even more blood chilling.
At AmeriCommerce, we like to call that 95.8% the “do-nothing” rate, which is exactly what it sounds like: the
percentage of people who, on average, come to a site and do nothing.
They don’t “sign up.” They don’t “read more.” They don’t “add to cart.” And they don’t “buy.”
The cold, hard reality is 95.8% of the world’s internet traffic -- 95.8% of your site’s traffic -- comes and goes. And that
is it.
They do nothing.
Even more disheartening is the fact that all that traffic is far from free. In fact, companies typically spend $92 to
bring customers to their site, but only $1 to convert them. And, despite these daunting numbers, on average 86%
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“Whether you are a startup or an established business, the math is pretty simple; if you convert 10% of your site
visitors and your nearest competitor only converts 5%, you’re going to grow faster, spend less and kill their ability to
compete with you.”
– Craig Sullivan
For all these reasons and more, conversion is a hot topic. In fact, as one of the largest online eCommerce platforms,
we’re constantly fielding questions from our store owners about how they can improve their conversion rates and
turn shoppers into buyers.
What we’ve noticed in their interactions is a sobering trend:
Even the smartest store owners are killing their conversion rates by making a lot of the same mistakes.
That’s exactly why we put together this ebook, so that your store can stop leaking customers, stop burning traffic,
and start getting immediate financial results!
To do that we’ve identified 13 of the most common and costly conversion mistakes and packed each one full of
examples of stores and brands doing it right … along with a few who are doing it wrong.
Even better, every mistake ends with actionable tips on how you can fix the mistake and reverse the 95.8% donothing rate at your own online store.
So, are you ready to supercharge your sales and convert shoppers into buyers?
Then let’s get started …
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1
You’re not making the main thing…
the main thing.
The number one question every visitor brings to your website is simple: “What’s in it for me?”
In other words, “Now that I’m here … what’s the point?”
Answering that question is the first and most vital task every page on your site should accomplish. This is all the
more true of heavily trafficked pages like your home page, your landing pages, and especially your product pages.
Your answer to those questions -- “What’s in it for me?” and “Now that I’m here … what’s the point?” -- is exactly what
we mean by the main thing.
And how do you make the “main thing … the main thing”?
Design. Or (to be more precise) what designers and user experience experts call “visual hierarchy.”
You see, design isn’t just about making your website look good. It’s about organizing information in a way that’s
usable, logical, and captures attention. It’s human nature to put everything we see into an order that makes sense,
so when planning the design of your site you need to ensure that your website follows a well-constructed visual
hierarchy.

“Designers can create normalcy out of chaos; they can clearly
communicate ideas through the organizing and manipulating of
words and pictures.”
—Jeffery Veen, The Art and Science of Web Design
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Take a look at this example of a product page from North Face. We’ve ranked the various elements 1-5 in order of
it’s most noticeable features.

Clearly, the first thing that jumps off the page is the product image. That’s the main thing.
Where are you drawn next?
The second thing is the large call-to-action button. Why? Because after noticing the product itself, that’s the next
step. That’s what the page wants its visitor to do and so its design is built around triggering that response.
Of course, you need to include product name, sizing, and color information (3, 4 and 5), but these aspects are not
as important as getting your customers to move toward the sale. North Face doesn’t compromise on design either;
their website looks sleek and professional, yet they have a great visual hierarchy that’s optimized for conversion.
At the end of the day, design is a sales tool; the look and feel of your site should be about one thing: guiding your
customer toward the purchase. This means, your design must be about making what you want your customer to do
clear … incredibly, ridiculously, screamingly clear.

13 Conversion Mistakes Smart eCommerce Owners Make

How to fix it:
Know exactly what each page’s “main thing” is.
The first step in fixing this mistake is deciding -- for yourself -- exactly what the “main thing” for each page is. Unless
you’re clear about the main thing in your own mind, your design, your visual hierarchy, and your customer’s won’t
stand a chance.
So start by asking yourself, “What’s the main thing I’d want my customer to do, think, feel, notice, understand,
experience, or click on this page?” Use action words to describe your main thing, even when you’re describing it to
yourself.
Then, whatever that main thing is, make it the visual centerpiece of your page. Think of the main thing as your
page’s king and make sure everything else exists only to serve it.
Oh and remember: you only get one main thing. Just one.
Don’t hide your call-to-action.
The size of your CTA doesn’t have to be overwhelming, but it must be obvious.
For example, take a look at eBay and Amazon and you’ll see that they highlight the ‘add to cart’ buttons in a different
color so that it is easy to spot.
This simple change in color makes the buttons pop and differentiates them from the other clickable elements like
the wishlists next to them.
So long as you have your CTA highlighted and it’s not being overshadowed by something that is not as important,
you’ll have designed a page that’s ready for conversions.
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Also, when it comes to product pages and landing pages, stick to just one call-to-action. Giving your visitors too
many competing options dilutes the force of what you want them to do next; it confuses and misleads them which,
in turn, drastically lowers your conversion rates.
Test your visual hierarchy.
You can test your visual hierarchy in at least two ways.
First, take a look at your homepage and product pages and rate them just like we did up above. The most important
thing to ask is what captures your attention first? Then ask whether or not that dominate feature moves your
audience toward the next step in the buying process? In other words, does it compel them toward the one thing -and one thing only -- you want them to do?
Second, use heatmap tools. While it’s important to evaluate your pages subjectively, heatmaps offer a more
objective means of measuring exactly what’s capturing your visitors attention. Tools such as CrazyEgg, Clickheat or
LuckyOrange are all excellent. Heatmaps let you optimize your website’s conversion rates and usability by creating
detailed visualizations of not only what grabs the eye but by tracking your visitors’ every move, click, and scroll.
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2
Your visitors don’t trust you … yet.
When it comes to making an online purchase, the most important word is trust. And whether or not your visitors
trust you is something that happens in the blink of an eye … literally.
According to psychologists at Princeton University, it takes 1/10th of a second for someone to form a “first
impression” about another person.
And your website is absolutely no different.
In fact, three recent studies from the Behaviour & Information Technology journal found that “people form
an opinion about a web page” in roughly 500 milliseconds. In other words, trust is a gut thing that happens
instantaneously.
So, what is the single most determinative factor in this split-second decision?
Again, it all comes down to design.
Using data from a scholar report by British researchers entitled “Online Trust and Health Information Websites,”
conversion rate expert Peep Laja puts it like this:

“Of all the feedback the test participants gave, 94% was about
design (complex, busy layout, lack of navigation aids, boring web
design especially use of color, pop up adverts, slow introductions
to site, small print, too much text, corporate look and feel, poor
search facilities).
Only 6% of the feedback was about the actual content.”
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Take a look at the websites below and ask yourself, which of these would you be more likely to trust?

As much as we don’t like to admit it, we all judge a book by its cover. This means, your website has to be
professional. It has to represent your brand and it has to produce trust.
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How to fix it:
Refine your design … less is way more.
We understand that you may not have the design skills to produce an award-winning website, but that’s ok.
eCommerce platforms such as our own, make it so easy to design a responsive, user-friendly site using really easy
drag and drop tools.
The important thing to remember is to keep your pages simple.
Busy websites packed with irrelevant images, copy, and buttons are overwhelming and do not inspire confidence.
Just like making the main thing the main thing, when you’re trying to generate trust, stick to the basics. After you’ve
identified the main thing, strip away anything that doesn’t move your visitors toward it. This means being singular:
each and every page on your site should have one headline, one subheadline, one image (or at least one central,
eye-capturing image), and one call to action.
Anything more … and your customer won’t trust you.
Be clear with copy.
Is the copy on your website clear on what you are providing? Take a look at this product page from Apple:
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From the headline and image we instantly understand exactly what the product is. On top of that, the copy
underneath reassures the reader that yes, the phone may be bigger, but it’s “thinner. More powerful, but
remarkably efficient.” Apple knows that previous customers may be put off by a new larger design, so they’ve
tackled this head on in a way to convince people that the size doesn’t sacrifice usability.

Above all, avoid technical jargon, especially in your headlines
and subheadlines. As a test, read through Forbes’ Most Annoying
Business Jargon and be ruthless. Cut out everything you can.
Remember, less is more… way more.

13 Conversion Mistakes Smart eCommerce Owners Make

3
Your aren’t propelling customers through the
three buying stages.
Mistake 3 is really a two-parter … and both are absolutely foundational to raising your conversion rates.
First, you have to identify who your customers are: the single, target market that your product or service is aimed at.
Second, you have to build your sales funnel -- an overview of customer’s actual buying experience -- around the
three, universal buying stages.
Let’s start with the first: identifying a single target market.
One of the cardinal sins eCommerce sites make is trying to be all things to all people. Because we fall for the myths
that “Bigger is better” and “More is merrier,” we cast our nets too wide and, at the end of the day, end up catching …
nothing.
The geniuses over at I Love Marketing stress the need to zero in on a specific audience in their amazingly helpful
“Breakthrough DNA Report.” Actually, they go so far as to call this principle “Profit Activator #1”: “Narrow Your Focus
and Select ONE Target Market (at a time).”
The keyword there is obvious, right? “ONE.” However, identifying a single, target market is just the first step.
Once you’ve narrowed your focus to one market, your next step is to build a sales funnel around the three universal
buying stages that each customer within that market falls into.
The graphic below represents that journey.
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1. Browse (Early Funnel)
In the browse stage, a person has a problem and either (1) doesn’t know they have it or (2) isn’t aware you have the
solution.
This is the very top of your funnel: its widest point. Here your job is to focus on the problem -- especially negative
emotions and consequences associated with the problem. Then, once the problem has become real to your
audience, simply show them that your product is the solution.
2. Shop (Mid Funnel)
In the shop stage, a person is aware of both their problem and your solution, but is still comparing sites and
researching different options.
Here you need to create a streamlined shopping experience. When a customer is in this zone, they may be checking
out your competition so give them reasons why you are the superior choice. Focus on comparative language: why
your product is bigger, better, faster, and stronger.
3. Buy (Late Funnel)
In the buy stage, a person has made up their mind, is ready to buy, but just hasn’t got around to placing an order.
By now, you’ve put a lot of time, effort and money into getting prospects to the bottom of the funnel … the last thing
you want to do is to lose them at this critical stage. Here, it’s all about making it easy to buy and instilling trust within
your store.
The key to utilizing an effective sales funnel is to make the “next step” specific to each customer’s buying stage.
Instead of treating all your customers the same, a clearly mapped out funnel will allow you to segment your
customers and propel them systematically toward a purchase.
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How to fix it:
Create a buyer persona.
Creating a buyer persona is similar to identifying your single, target market. However, a buyer persona is a bit more
detailed. With a buyer persona you’ll create a true-to-life mockup of someone within your market.
Most businesses have multiple personas and you probably will too.
Start with the basics: name, age, gender, income, education, career, and family status.
A sample buyer persona from Munro’s:

Then map out what influences their purchasing decision. Drill down into their preferences, needs, likes and dislikes
along with the problem they are trying to address in relation to your product.
Then write out a paragraph or two on the three areas Copyblogger recommends diving deeper into.
Personal information: Describe her as if she was standing in the same room. Write about her goals, her values, her
likes and dislikes. Write about her biggest problems, and the things that keep her up at night.
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Needs: What are her needs? What problems does she hope that your writing will solve? How are these problems
causing her pain and discomfort? What end result does she want, and what end result does she really need? Are
they the same?
Influence: Here’s where you lay out all the factors that go into her decision to take your advice. What influences her
decision? How does she find out about your writing, and why does she remember it? What differentiates you, and
why is that important to her?
The result will be a picture of this type of buyer which you’ll be able to use as you craft offers and describe products
and so on.
TOP TIP: To really dig deep, download Hubspot’s Free Template: Create Buyer Personas For Your Business.
Promote your online presence in the browse stage.
Your buyer persona is the tool you’ll need to do this most effectively. After you’ve created a persona, identify the
keywords your customers use to describe the problem and the solution. Focus on words that describe your persona
-- i.e., your audience -- as well as your product or service. Then, using tools like the Keyword Planner in Google
Adwords create a series of paid campaigns on search engines (e.g., Google Adwords), social platforms (such as
Google+, Twitter, and Facebook), and other online advertising like banner ads on popular sites your target market
visits built around those keywords. Your goal here is to attract and drive the right visitors to your product.
Make relevant landing pages in the shopping stage.
Once visitors find your website through your marketing efforts in the browse stage, make sure you send them to
a relevant landing page. The most important word here is “relevant.” Create specific landing pages customized for
each of your ads. Be sure to provide properly placed CTA buttons within the landing page for visitors that are ready
to convert to customers.
For a crash course of creating relevant landing pages, check out:
Unbounce’s 101 Landing Page Optimization Tips
Hubspots’ The Anatomy of a Perfectly Search Engine Optimized Web Page
Neil Patel’s (CrazyEgg) 12 Essentials of a High Converting Landing Page or
Moz’s The Most Entertaining Guide to Landing Page Optimization You’ll Ever Read
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Build customer confidence in the buy stage.
Building confidence is extremely important for eCommerce, especially when your customers are unfamiliar with you
or your product. In fact, trust is so vital that we addressed it specifically in Mistake 2 -- “Your visitors don’t trust you
… yet.”
To do this, make sure your checkout pages highlight security messages, including trust certificates and security
badges. Make sure your contact information and phone number are displayed prominently. State your privacy
policy clearly and feature reviews and testimonials from previous customers (also known as “social proof”).
Customer reviews are one of the biggest factors in late funnel research of a product. If you have customer reviews,
you have a much better chance of making the sale.
Use retargeting ad campaigns to stay in front of your customers.
After your visitors traveled through your funnel, chances are most still won’t be ready to buy. Moreover, the chances
that they’ll remember your website after they’ve left are even worse. Retargeting ads remind these visitors about
you and your product while they’re browsing other sites on the web. ReTargeter offers an excellent summary of 8
Best Practices for Running a Retargeting Campaign here. These types of ads are a great way to stay engaged with
visitors, and keep them in the sales funnel, even after they’ve moved on.
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4
Your navigation doesn’t help customers find
what they want.
According to Hubspot,
76% of consumers say the most important factor in a website’s design is that it’s “easy for me to find what I want.”
This stat powerfully reinforces the driving principle from Mistake 1 -- “You’re not making the main thing … the main
thing.” -- but it also adds an extra layer that a lot of smart eCommerce site owners overlook.
The reason your customers are on your site is to buy your products and services. Period.
This means, if they can’t find what they’re looking for -- if locating the specific product or service that’s right for them
isn’t glaringly easy -- then your entire reason for existing is in jeopardy.
Because functionality is so important, never forget that design is ultimately a sales tool. Sure it’s natural to want
your website to look nice, but if you don’t give priority to navigation -- to how your customers “get around” your
website and track down what they want -- you’ll kill your conversion rates.
When it comes to online navigation the one word to remember is links. In other words, what can your customers
click?
To understand how navigation should work online, let’s take a physical, real-world example: Apple’s original iPod. As
Walter Isaacson explains, Steve Job’s one demand was “Simplify!”
He would go over each screen and apply a rigid test: If he wanted a song or a function, he should be able to get
there in three clicks. And the click should be intuitive. If he couldn’t figure out how to navigate to something, or if it
took more than three clicks, he would be brutal.
The same is true of your customer’s online experience.
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“When I look at a web page it should be self-evident.
Obvious. Self-explanatory. I should be able to “get it”
- what it is about how to use it – without expending
any effort thinking about it”
- Steve Krug, Don’t make Me Think.

How to fix it:
Don’t reinvent the wheel … or anything else for that matter.
It’s true what they say: “If it ain’t broke, don’t fix it.”
As web users, we know what we like. Moreover, we know what we expect. We expect there to be a menu at the top
of every page. We expect to be able to filter products. We expect to see categories to help us narrow down products.
We expect to buttons to look like … well, buttons.
Most websites follow a very similar structure, and this helps us to know how to find what we want. If you start
changing convention then you’ll only frustrate your customers and send them elsewhere.
A super simple hack to discover what your visitors expect is to check out sites like Amazon and look closely at how
they organize your niche. You should also do the same thing with your major competitors.
Follow the three-clicks rule.
We already introduced you to one of the most powerful navigational tools: the three-clicks rule. The three-clicks rule
states that your visitor should be able to get to every major product you offer in three clicks or less.
Testing the three clicks rule is easy. Start at your homepage and simply count how many clicks it takes to get to your
top 10 or 20 products. If it’s more than three clicks away then you may want to re-evaluate the navigation of your
site. Check out Mistake 6 for more tips on this.
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For an example look at westcoastshaving.com.
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Use your customer’s own language and try a mega menu.
Place yourself in the mindset of your customers and take away the need for them to drill down one page at a time.
In other words, if your customer wants khaki pants, then instead of forcing them to go from your home page, to
your men’s apparel page, to your pants page, to your khaki page, to the actual product page … create a strong
foundation with distinct product categories and user-centric labels in the header menu -- the menu at the top of the
page -- that help your customers navigate around with ease.
Mega menus such as the Revival Animal website below, are a great way to limit drill downs, but you still need to
ensure that the categories are user-friendly.
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5
You don’t have a search bar… and, if you do,
it sucks.
Imagine for a second that Google didn’t exist.
How would we find anything?
Search engines bring order to the web. They direct us to the place we need to go. They make life easy, organized,
and doable. So if you don’t have a search feature on your site, how do you expect to sell anything to those who have
questions, and don’t know where to start?
Additionally, it’s just important that if you do have a search bar, it offers the results that your customers are looking
for. A basic search bar or one that’s broken or just plain sucky will not only frustrate your visitor, it will immediately
send them elsewhere.
Just by typing two words into Amazon’s search bar, it brings up 10 different results, based on the current trends, and
shopping history.

13 Conversion Mistakes Smart eCommerce Owners Make

The fact is that 30% of eCommerce customers will use an internal site search, so implementing a quality search bar
along with great navigation is paramount to significantly improving your conversion rate.
The problem is that customers aren’t perfect and they often make spelling mistakes or are aware of the exact name
of the product they’re looking for, so you need to find a way to account for these possibilities.

How to fix it:
Add a search bar and make it obvious.
This is probably the simplest fix … so we’ll keep this one short.
A search site tool will help you reduce bounce rates, increase the time that is spent on your site, reduce the need to
get your customer support team involved, and above all, help you grow your revenue.
Designing and coding your own search feature is a laborious and costly undertaking. The good news, eCommerce
site search tools such as Nextopia and Fusionbot offer plenty of features to help you convert. Tools like this will take
into account things like plural usage, misspellings and typographical errors in order to recognize the problem and
show the results that your customers expect to receive.
Even better, here at AmeriCommerce we’ve integrated both of these tools into our eCommerce platform so adding
an effective and highly-converting search bar is as simple as dragging-and-dropping.
Just be sure to place your search bar in an obvious and prominent location; usually this is either right before your
logo in the header or immediately to the right of your header in a sidebar.

‘A search site will help you reduce your bounce rates, increase
the time that is spent on your site, reduce the need to get your
customer support team involved, and above all, help you grow
your revenue.’
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6
Your category pages don’t make it easy to find
the right product.
We’ve already mentioned how important navigation is to conversion, most notably the need to limit the number of
clicks that it takes to get to the products your customer wants.
But if you’re selling loads of products, then how are you supposed to make it easy for your customer to find what
they need quickly?
The key is to add customized product filters to your category pages. In fact, adding product filtering has been found
to increase revenue by an incredible 76%. That’s a stat that you can’t argue with.
Check out Zappos’ filtering bar on the left of their page.

This tool makes it easy for the user to zero in on exactly what they want. Why? Because the filtering options are
product specific. Customers can filter by type of clothing, size, colors and even occasion. Providing such detailed
filters all on one page drastically condenses the amount of pages visitors need to click through to reach the product
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they’re after.
Another consideration is the layout of your category pages. Basically, you have two choices: grid or list.
Here are the examples of the grid layout:

The major advantage of the grid layout is it allows you to display more products in less space. The drawback is that
the amount of copy is severely limited.
And here is a list:

With the list layout, the major advantage is differentiating products and especially services whose images are similar
or even nonexistent.
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How to fix it:
Plan out your filters.
Determining the right filters will, of course, depend on the kind products you sell, but you should be able to come up
with a baseline set of filters that will help sort your products by what your customers want.
To create a list of filters, get into the mindset of your customer and think about the specific needs or problems
they’re trying to address. Building your filters around those needs or problems, rather than the products
themselves, will create a far more intuitive experience than something like alphabetical order or product features.
This is what’s so great about Zappo’s occasion filter. It goes after the customer’s end goal, which isn’t simply
purchasing the right size, but solving a specific problem.
Test your design.
Testing is especially important when trying to decide between a grid or list layout. Ultimately, what works for your
site will be determined by what your visitors actually do. Set up a simple A/B test -- list versus grid -- and monitor its
results to see how each is performing.
On top of that, testing can help you decide which filter categories you should be using and which filters nobody
uses. It will also enable you to select the best on-page placement for your filters window itself. As UX Movement
points out:
One case study shows that by adding product filters to the left-hand navigation you can increase your conversion
rate. However, another case study shows that you should avoid placing filters in areas that interfere with product
display because that can decrease your conversion rate.
In other words, there are no hard-and-fast rules. What converts best on your site will be specific to your visitors
behavior.
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7
Your category pages don’t make it easy to find
the right product.
This may sound obvious, but your product description pages are one of the most important aspects of the
conversion process. Once the customer is on your product page, your visuals can be the pivot point for the buying
process. If your visuals are unengaging, boring, or poor quality, you could lose the customer instantly. On the
other hand, if your visuals are interesting, compelling, and high quality, the customer moves one step closer to a
successful conversion.
What do we mean by your product’s visuals?
Simply put: everything. Everything on your production description page that isn’t text is a part of your product’s
visual presentation.
This includes your images, videos, audio clips, graphics, buttons, charts, popups, and even the overall feel and
function of the page itself. The fact that people process visual content 60,000 times faster than text puts an
incredibly high premium on all of these elements.

“People hardly buy anything without seeing it. Usually they also
want to touch it, hold it and take it for a spin. You really can’t do
those things online (unless it’s web based software).
“So to compensate for all of that, you need to work twice as hard
to make your products come alive via excellent photography and
graphics.”
– Peep Laja, Conversion XL
That’s a lot to consider, so let’s drill down a few of the central elements that lead to high converting product pages.
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How to fix it:
Make your product image stand out.
This product page from SteelCase is a perfect example of a product image that stands out.

As you can see, product image isn’t just visually dominant -- i.e., it literally stands out ahead of anything else on the
page -- it also looks great. The user can also hover over the image in order to zoom in and see it up close, as well as
click on eight other high quality images that show the product from different angles and colors.
TOP TIP: If you need some advice on how to take awesome product photos, then check out our cheat sheet.
Show Your Product In Context
It’s great to have a product image against a simple white background so that it stands out. But, in addition, take
product images that are in context with their purpose. This allows the customer to imagine themselves actually
using the product.
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Take Product Photos From Different Angles
Take several different photos of your product. Let the customer see your product from different angles. If you were
shopping for a product in a store, you would look at it closely from different angles. Offer your customer the same
experience.

This approach can easily be applied to all sorts of products. As proof, consider the visual difference between
standard, one-dimensional, and boring book images from places like Amazon and these far more engaging visuals.
Use zoomed images.
Whether you use the zoom feature in your eCommerce software, or feature zoomed images, this is a feature
you must employ. The one huge mistake we have seen on product pages is where the store owner uploads a low
resolution image. When the customer clicks the zoom button, the image stays the same size. This blunder can turn
customers away quick.
Create infographics to relate complex details about your product.
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People love infographics.

In fact, between 2010 and 2012, infographic searchers rose by over 800%. And guess what? There’s an infographic
on it.

Why? Because as (again) this incredibly engaging infographic explains, our brains “crave infographics.
While we may not all be experts at Photoshop, here are two stellar guides on how you can create your own
infographics, especially when you need to convene complex information about your product.
Barry Feldman’s 25 Ideas to Transform Ho-Hum Infographics into Something Extraordinary
Copyblogger’s How to Make Winning Infographics Without Risk
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8
Your product descriptions aren’t compelling.
The vast majority of eCommerce sites focus their product descriptions on two things: (1) what the product is -- it’s
size, weight, color, composition, and other physical characteristics -- and (2) the what the product costs.
This means that many store owners don’t put much effort into crafting engaging and persuasive copy that compels
their visitor to buy. After all, it takes a long time to create unique descriptions for all your products.
However, once a visitor reaches the product description page, it’s time to close the sale. So instead of simply
focusing on what your product is and costs, focus on what the product does. More specifically, compelling copy
focuses on what the product does for your customer. Even more specifically, it focuses on what the product does for
your customer in real life.
This distinction between what your product is and what it does for your customer is what all great markets call the
difference between features and benefits.
As copywriting legend Robert Bly puts it:
A feature is a descriptive fact about a product or service; it’s what the product is or has. A benefit is what the
product does; it’s what the user of the product or service gains as a result of the feature.
Even more powerful is Bernadette Jiwa’s description of this same distinction as it relates to your product or brand’s
“story”:
“Medicine doesn’t sell cures, it sells trust. The lottery sells hope (it might be you) and many brands sell a promise
of a better version of ourselves. Tiffany sells mattering, BootsnAll sells non-conformist adventure, Facebook sells
belonging and Wholefoods sells nurturing and self-love.
“You are not selling coffee, concert tickets, books, lipstick, yogurt, entertainment or information.
“You’re selling a story. It’s never been more important to know which one.”

13 Conversion Mistakes Smart eCommerce Owners Make

How to fix it:
Focus on the benefits.
Get out a blank sheet of paper and draw a line down the middle of it. At the top of the left-hand column, write the
word “Features.” At the top of the right-hand column write the word “Benefits.”
As a business owner, you know your product better than anyone. You are the subject-matter expert. So dig into your
storehouse of knowledge and write down all of the various features you can think of that describe your product.
The trouble with being subject-matter experts is we get lost in our own details. Instead of communicating what the
product does, we put all our attention on what it is.
To combat this tendency and create compelling copy, in the right-hand column explain how that specific feature
benefits your customer.
For example, here’s Robert Bly’s “Features and Benefits” comparison of something as mundane as a pencil:
Feature: Pencil is a cooden cylinder surrounding a graphite core.
Benefit: Can be reshapened as often as you like to ensure clean crips writing.
Feature: Cylinder is hexagonal.
Benefit: Won’t roll off your desk.
Feature: One end is capped by a rubber eraser.
Benefit: Convenient eraser lets you correct writing errors cleanly and quickly.
Focus on the emotional benefits.
To supercharge your conversion, it’s important to remember the old adage: people don’t buy with their heads; they
buy with their hearts.
In other words, what really compels people to purchase are their emotions.
So, in addition to the functional benefits you just listed for your product, attach an emotion -- a driving, dominate
desire -- to each one.
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To help you do that, here’s a great tool psychologists call the “Feelings Wheel.”

Turn a short description into a compelling story.
Take a look at this product page from ManCrates. Not only does ManCrates list every single item in their Outdoor
Survival Crate, they also tell a story below the product image.

In fact, ManCrates does a fantastic job of telling a compelling story on all their product pages.
How can you do the same?
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Laura Serino, from eCommerceFuel, says:
“Before you can write great copy, you’ve got to read it. I very rarely pull out my laptop and get straight to work on copy
after reading manufacturer’s notes or spec sheets. I won’t do that until I’ve collected a beefy, inspirational folder of product
copy first.”
And here’s the great part: your stories don’t even have to be true.
Why? Because we’re not talking about testimonials; we’re talking about narratives. Perhaps the most famous
example of this is the J. Peterman Company. Here’s their product description of the Italian Shirttail Dress:

Be clear and concise.
One of the keys to converting shoppers into buyers is simplicity. We’ve stressed this fact throughout this ebook and
for good reason: less is more.
At the end of the day, you can write compelling copy and list all the benefits as well, but just make sure you stick to
the goal. Write copy that sells your product. Stay focused on the product and don’t get off topic.
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9
You aren’t addressing your customer’s
objections.
As with the last mistake, addressing your customer’s objections -- their reasons for saying “No” -- normally comes
into play on your product description pages; however, not fixing this mistake can run your conversion rate into the
ground whenever you’re asking your customers to do anything.
In fact, Copyblogger’s Brian Clark ties customer’s objections and presenting your product’s benefits together with a
powerful metaphor he calls the “Don’t Buy Button”:
The key to selling online or off is putting the right beneficial offer in front of the right person, and having great copy
that overcomes the objections the prospective buyer will set as barriers to the sale.
So, rather than targeting a “buy” part of the brain that triggers a sale, it’s more accurate to say that you’re aiming to
knock down every “don’t buy” barrier that stands in the way.
In other words, while presenting a positive case for saying “Yes” is vital, what ultimately tips the buying scales in your
favor is addressing and overcoming the “No’s.”
And every prospective customer has at least one -- if not a whole host of reasons -- to say “No.”
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How to fix it:
Know the “No’s.”
The first step to addressing your customer’s objection is simply to know them. What’s keeping your shoppers from
becoming buyers?
Naturally, your customer’s objections will have a lot to do with what you’re actually selling. Nevertheless, there are
a few universal objections that most eCommerce sites can anticipate. In fact, CrazyEgg has a fantastic article on 5
Common Objections Your Sales Page Must Overcome to Make the Sale.
For our purposes, the two major show stoppers are price and quality.
To address price -- the “it costs too much” objection -- focus on value. What does your product do for your customer
that makes purchasing not only worth the cost of buying … but worth more.
To address quality -- the “will it actually deliver” or the “it’s too good to be true” objection -- focus on hard data and
real social proof. Both of those are addressed below.
On top of these two common objections, make a list of as many possible objections specific to your product as you
can. Remember, the more the merrier.
Ask your visitors why they didn’t buy.
To really get at the heart of why your customer’s say “No,” ask them.
You can do this a number of ways. Try crafting a simple, straightforward email to your list of prospects that simply
asks the question, “What kept you from buying?” You can do the same thing if you have a social media following or
an active blog with comments.
However, this may not always be possible. If you don’t have a robust email list or other means of interacting with
your prospects, then simply identify a handful of people in your real-world social circle who fit the buyer persona
you crafted earlier and connect with them one on one.
Make it clear that you aren’t trying to sell them anything, but that you just want to get their take on your product or
website. Sit down with them over coffee or via Skype and say something like, “I’m trying to figure out what’s keeping
my visitors from buying. I want you to be as honest, as critical, and as skeptical as possible. What are some reasons
you can think of for saying ‘No’?”
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Write like you’re having a real conversation.
When it comes time to write your responses to the objections you’ve identified, the key is write like you’re having a
one-on-one conversation with your visitor in real life.
Simply present the common objections -- often in a question format -- and offer your response. Never be afraid to
call attention to these objections. Your customers have them anyway and ignoring them won’t help you convert.
Use hard data and real social proof.
You’ve heard the expression before: numbers don’t lie. Well, that’s not entirely true, but when it comes to
overcoming objections, numbers are your best friend.
The only thing more powerful than numbers are people. This is what persuasion expert Robert Cialdini calls “social
proof.”
In eCommerce, social proof is all about testimonials and reviews. The power of social proof is exactly why Amazon
relies so heavily on their customer’s ratings: because while your visitor might not trust you … they do trust other
people just like them.
An exceptional example of both hard data and social proof is Conversion Rate Experts Clients and Results page.
Here are just a few of their stats mixed with testimonials:
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Your site isn’t mobile responsive.
Let’s start by looking at some stats:
Today’s consumers spend more time shopping on mobile devices than desktops.
61% of people have a better opinion of brands when they offer a good mobile experience.
Over 20% of Google searches are performed on a mobile device.
And yet …
45% of marketers do not have a mobile-optimized site.
There’s no denying that mobile shopping is on the rise, but how much thought do you give to the responsiveness of
your website? The entire mobile experience is a crucial aspect to converting prospective customers, because if your
website looks terrible on their device, they not only won’t buy from you … they may never visit your site again.
Having a responsive website means that the page is automatically configured to adapt to the size of the device. For
example, a responsive website would fill the screen of a tablet or mobile device.
A mobile theme is a mobile optimized theme that runs in conjunction with your normal website theme. This theme
will have a lot less information and details, but will be much easier to read and view from a mobile device.
Interestingly, many customers begin shopping on a mobile device, then convert from another device later, such as
a desktop computer. This means, their initial experience of your site will most likely be on a mobile device, which
applies to the early part of the sales funnel. Buying itself occurs in the latter part of the funnel. If your website is not
optimized for mobile, you can miss out on the crucial early funnel visitors.
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How to fix it:
Find an eCommerce platform that supports mobile.
Much like the search bar we addressed earlier, designing and coding your own mobile responsive site is a laborious
and costly undertaking.
Your first task, then, is making sure that your eCommerce platform is not only responsive, but also has mobile
themes available. You don’t need to be a web programmer to make your site responsive if you select a platform that
offers responsive themes. On AmeriCommerce, you can simply select “mobile theme” in the admin section, and the
mobile user will see the mobile theme on their device.
Include the important features … and exclude nonessentials.
It’s also important to know that responsive goes beyond the design. Check out a great example from bakery store,
King Arthur Flour below. Their mobile website compared to the desktop site doesn’t show the navigation bar, but if
you click on the menu, you will still be able to navigate to the same places.

13 Conversion Mistakes Smart eCommerce Owners Make

In the mobile view, the main focus is placed heavily on the product image, with important details left in place such
as the CTA, and contact number. All irrelevant information -- the nonessentials -- is excluded from the default view
and only becomes available when the visitor drills down by clicking or sliding on the image itself.
Don’t use incompatible features.
A few other top tips for responsive mobile design include not using Flash because many phone’s do not support it,
not using pop-ups, and making sure your buttons are much larger than the desktop view to allow for touch screen
navigation.
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Your site is too slow.
Whether it be your homepage, product page or blog, when a person first lands on your site every second counts.
Just how much do those seconds count?
One recent study found that 40% of people will abandon a website that takes more than 3 seconds to load. In
addition, 79% of shoppers who are dissatisfied with website performance are less likely to buy from the site
ever again. And speaking of conversion rates, a 1 second delay in page response can result in a 7% reduction in
conversions.
Not only is page load time annoying, but you could actually be affecting your page ranking. Yep that’s right, Google
will use page load time as a factor on where to rank your site. So it’s beneficial to both your customer’s happiness
and your businesses success if your page loads instantly.
Here’s the crazy part … with the hosting platforms that are available today, there really isn’t an excuse to have
a slow loading website. If yours does lag -- and we’ll tell you how to test it below -- then you need to fix that
problem right away. Some of the contributing factors to slow-load times are extraneous features, poor coding,
and app integration. These culprits make it hard to translate your sites information to the user’s device quickly and
efficiently.
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How to fix it:
Test your load time.
To test your website load time, check out SERPS.com 10 Tools for Measuring Website Speed.
Their number one tool, not surprisingly, is Google’s PageSpeed Insights.

Simply enter your URL and Google not only gives you Speed and User Experience scores, they actually offer you
practical, how-to tips on fixing the most pressing issues.
Pingdom Website Speed Test is another excellent tool that doesn’t just rate your site, but gives you the average load
time itself.
Address the most common load time culprits.
Enable caching: Caching can help you reduce load time by reducing the number of requests needed per page.
Minimize JavaScript: When a browser uses the script tags to read the page content, this can add to the load time.
But if you minimize the amount of JavasScript needed and defer it until it needs to appear, you can reduce the initial
load time.
Tailor your images for load time: Make sure you add code to your images to decrease the need to download,
combine your images into CSS sprites as it reduces round-trips and number of bytes needed to download.
Compress your files: This can actually help reduce load time, and many browsers will support data compression for
CSS, JavaScript and HTML.
Minimize redirects and request size: The HTTP redirects from one URL to another will cut out wait time. And keeping
your cookies and request headers small will also help.

13 Conversion Mistakes Smart eCommerce Owners Make

12
Your checkout process isn’t
jaw-droppingly easy.
The average cart abandonment rate is 68.07%.
That means roughly 70% of your visitors who actually click “Buy” never complete their purchase.
That’s a painful number. Simply put: cart abandonment sucks.
And what’s the chief conversion killer? Forced customer registration.
As much as we’d love to get hundreds of people to sign up for our email list so we can include them on our
awesome promotions, this isn’t always the best approach to take. In fact, a recent study found that 1 in 4 shoppers
will abandon their purchase if they were forced to register first. Now that’s a lot of missed sales.
Oftentimes store owners utilize the registration process to send shipping notifications, but the fact is that shipping
notifications need to be sent to every single customer, whether they are registered or not.
However, forced customer registration isn’t the only conversion killer.
•

50% of shoppers will leave if they are presented with unexpected costs such as shopping fees or tax.

•

18% of shoppers find that there are an excessive amount of security checks.

•

16% of shoppers said that the delivery options were not suitable.
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How to fix it:
Don’t force your customers to register.
Based on the data above, this one’s pretty obvious. Unless it is absolutely necessary, do not force your customers to
register.
Instead, streamline your checkout process to ensure that it’s as jaw-droppingly easy as it can possibly be. If you
really do need your customers to sign up, make sure that you only ask for something as simple as their name and
email address.
This also means limiting your number of check out pages. Remember the three-click rule about getting to a product?
That’s a great one to apply here as well.
People don’t like to waste time, so stop asking for unnecessary details.
Don’t include hidden or late-in-the-process fees.
Once a visitor is in the process of checking out, it’s clear that they are committed to buy. You just need to be careful
to not introduce anything that could turn them away. In the next mistake, we’ll talk about how shipping policies
can cause problems, but for now the important thing to keep in mind is simply being upfront and honest with your
customers about your pricing.
If for whatever reason your product or service contains additional fees beyond the baseline price of your product
or service itself, provide that information on the product description page itself. Not only do hidden or late-in-theprocess fees deter customers from completing their purchases, it also damages your trustworthiness and credibility
… two factors, as we’ve already discussed, that are crucial to long-term success in eCommerce.
Offer plenty of payment options.
This one’s pretty straightforward too. The more payment options you offer, the easier you make it for your customer
to complete their purchase how they want.
This applies to both the method of payment -- i.e., credit cards, debit cards, PayPal, etc. -- as well as the time of
payment -- one time, monthly installments, recurring, etc.
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Your shipping and return policies cost too
much, don’t offer enough options, or are just
plain scary.
The last steps in the buying process are often the most overlooked … and the most costly.
If your shipping process is causing headaches or if your return policies aren’t clear and comforting, then your cart
abandonment rate could rocket out of control.
One of the most surprising eCommerce statistics is that “when asked what would lead or has led to a
recommendation of a retailer, the availability of free shipping or discounted shipping is the top factor.”
That’s according to comScore’s “Online Shopping Customer Experience Study,” commissioned by none other than
UPS themselves.
In addition, shipping and returns are two major areas that consumers want to see improved by online retailers.
When asked what aspect they most wanted improvement on the number one response was “free or discounted
shipping” (58%), the number two response was “ease of returns and exchanges” (42%), and the number four
response was “online tracking ability” (38%).
And just to drive this point home, over a third of UPS’s respondents said they also wanted to see improvement in
the “clarity of return policies.”
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How to fix it:
Offer free shipping.
Here’s the bottom line: 73% of shoppers want to see free shipping as the main option when they reach the
checkout.
Unfortunately, many eCommerce sites simply can’t afford to offer shipping as a free service. One simple
workaround is to include the cost of shipping within the price of your product itself and then sell yourself as a store
that offers free shipping.
One of the most effective on-site conversion promotions is to display the offering on pages throughout the website,
in the header, sidebar, or next to the price or “Buy” button itself.
The takeaway? Make free shipping available … and obvious.
Offer a variety of delivery options.
Instead of a one-size-fits-all approach, give your customer plenty of delivery options. As the UPS study points out,
“While free shipping is a great motivator, drawing shoppers back to sites to make repeat purchases and causing
shoppers to recommend an online retailer, consumers are willing to pay a nominal fee for getting their product
faster.”
Highlighting this variety is especially important for seasonal retailers when delivery dates become exponentially
more important to meeting your customer’s needs. After all, nobody cares about free shipping if the package arrives
the day after Christmas.
Track the parcel and send automatic notifications.
To the statement “ “Giving me tracking information for my packages is an important service every retailer should
offer,” 75% of responds replied “completely agree.”
In other words, people want to know where their stuff is and when it’s arriving.

‘While you may not be able to afford the same “no questions
asked” approach, you still need to make sure that your returns
and exchange policy is reasonable.’
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This means offering parcel tracking is vital to customer satisfaction. By a landslide, the most important shipment
tracking services to consumers are (1) “e-mail or text notifications with a tracking number” (45%) and (2) “the ability
to track my shipment directly on the retailer’s website” (31%).
Have a clear return policy.
A fantastic return policy may not sound all that exciting, but that’s exactly what Amazon and Zappos the eCommerce
behemoths that are today. In fact, their return policies are part and parcel (pun intended) of their deep commitment
to customer happiness.
While you may not be able to afford the same “no questions asked” approach, you still need to make sure that your
returns and exchange policy is reasonable. More and more, the industry standard is becoming 30 days to return
with the shipping costs covered by the retailer themselves.
Confirm the sale.
A confirmation email is expected when a shopper buys a product. It will reassure the customer and remind
them to what they have just bought, which establishes trust. If at all possible, include the tracking number in the
confirmation email, or send a tracking email when you ship the product. Although you should allow the customer to
track their parcel on your website, many customers will expect to receive a tracking notification via email.
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Conclusion
‘Whether you’re just setting up your store or you’ve been in the
eCommerce industry for some time, there’s always room for
improvement.’

So there you have it … 13 conversion mistakes that smart eCommerce owners make!
We hope this e-book has given you plenty of practical, how-to takeaways to supercharge your conversion.
As we’ve talked about in each mistake, everything from the design, messaging, usability, keywords, and shipping
policies need to work together as a well-constructed machine in order to help you close the sale.
Whether you’re just setting up your store or you’ve been in the eCommerce industry for some time, there’s always
room for improvement.
Keep these top tips in mind and start making the changes you need to keep your store growing!
Good luck and thanks for reading.

Try Our Supercharged Ecommerce Software Free
www.americommerce.com

13 Conversion Mistakes Smart eCommerce Owners Make

