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The product pages on your website should be as simple and
seamless as your customer’s purchase experience. You want to
give them sufficient information about your product to enable
them to make an informed decision, but you don’t want to
over-complicate your page with too much unnecessary detail.
It’s estimated that there will be over 1.92 billion global digital
buyers by the end of this year – over 25% of the world’s
population. As this figure continues to rise steadily, there’s
never been a better time for online retailers to evaluate their
ecommerce strategy – starting with their website.
The overarching goal is for your brand to be seen by potential
customers as credible and authoritative. That’s why creating
trust drivers, through carefully considered tweaks to your site,
can help maximise conversions, increase sales and improve
your profitability.
With that in mind, we’re going to show you how you can build
that all-important customer trust through optimised product
pages and an effective ecommerce website.
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CHAPTER ONE

Let’s Get Visible!
Improve Your SEO and
Get Your Product Pages
Found on Google.
First thing’s first. Get your basic SEO page elements down to
a fine art.
• Page Titles not only clearly signpost your page’s content,
they are a direct ranking factor and can also help to
improve your product page’s Click Through Rate (CTR).
Use title tags to help both your customers and search
engines quickly and easily find the product page with the
information they’re looking for.
• H1 Tags should always relate to your page title so the user
has a consistent experience between clicking on a search
result and reaching your landing page. A clear, concise
heading immediately introduces a user to the rest of your
page content, highlighting its relevance to the user’s search.
• Meta descriptions, whilst not a direct ranking factor, are still
valuable. Think of your meta description as free advertising
space. You have 155 characters with which to encourage a
searcher to click! Include key selling points for your product
including title, price, unique features and any associated
special offers or discounts. This can help to increase CTR
and sends trustworthiness signals to Google that users are
finding the description useful.
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This product page for
a Karcher Full Control
Pressure Washer on the
Screwfix website ranks in
position one on Google for
the search query “pressure
washer”. It takes pole
position because we can
see that they have all key
SEO components covered.

• Adding descriptive Alt attributes to images is an essential
step. These are rich descriptions of your product images
which provide better context to search engine crawlers,
helping them to index an image properly and providing
you with more search visibility! They’re also very helpful to
visually impaired site visitors using screen readers.
• Use Keyword Friendly URLs keep them short, lower case
and ensure they contain a relevant keyword at the
beginning. Your CTRs will be improved if your URLs make
it easier for search engines and humans to understand.
A key consideration for URLs is usability. Always keep the
user in mind.
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• Use static, non-changeable URLs that remain the same
with each page load, rather than dynamic URLs, which
accumulate unnecessary parameters like “?,” “&,” and “=”.
Static URLs are easier for both users and search engines to
read. A URL should contain no unnecessary folders. Just use
the amount of folders and characters that are needed for
your URL structure. The flatter your site structure is the better.
• Be careful with subdomains It’s important to consider that
search engines treat a subdomain as a separate entity
independent of the primary domain. In essence, they’re
viewed as individual websites. This can affect multiple
aspects of SEO, including link building and the cumulative
trust flow and credibility of your website. Unless you have
a specific reason to use a subdomain, it’s best to use
subfolders instead.
• If you’re changing your URL structure, make sure to set
up 301 redirects to the old product page URL. A 301 is a
permanent redirect of one website URL to another. It’s a
prompt to search engines to ignore the old URL and index
the new one instead.
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CHAPTER TWO

Harness Your
Powers of Persuasion!
Crafting the Perfect
Call To Action (CTA)
There’s only one action on a product page that really matters
and that’s when your customers hit the ‘Buy Now’ button. It
may seem insignificant, but something as simple as a few
carefully chosen words have the potential to drive valuable
conversions.
A Call To Action is imagery, text or a combination of both that
encourages your website visitor to take a desired action. It’s
super easy to gauge the effectiveness of your CTA based on
how many site visitors actually take that action.
Creating the perfect CTA is all about convincing a user to
convert, turning a browser into a customer. 90% of visitors who
read your headline also read your CTA copy, so it’s important
to try and capitalise on this valuable conversion opportunity
when they land on your product page.
If you’re using buttons, make sure they’re conspicuous enough
that they stand out from other elements on your product
page and serve as a sufficient attraction to potential
customers. The area around the button should be uncluttered
to avoid any distractions or obstacles that could block a user’s
conversion path.
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Boost Your Button’s Conversion Power!
Colour: Ensure the CTA button is in a contrasting colour to your
product page’s background. This will make it pop!
Size: The size of the CTA button should be in keeping with the
design of your site. There’s no need to make it comically large
just so it stands out more! This could ruin the aesthetic of your
product page and even be slightly off-putting to potential
customers.
Text: The button text is what drives the user to make a
purchase decision. It’s the message that emphasises the
importance of the CTA. To improve your conversion rate, try to
instil a sense of urgency, using action verbs and exclamation
marks.
Placement: The area around the button should be uncluttered,
removing any distractions or obstacles that could prevent a
user from converting on your product page. Make sure the
button is as prominent as possible too - users should see it as
soon as they land on your page!
Your CTA should be clear, concise and conspicuous. Here are
some easy examples:

Shop Here
Add to Bag
Buy Now
Collect In Store
Join Now
Try For Free
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This example from
Lighthouse Clothing shows
the benefits of a clear,
prominent CTA.

When creating your compelling Call To Action, only include key
pieces of information that are vital to helping the user make a
buying decision. These could include:
• Product price: “Order now and get 50% off”
•	Clearly signposted delivery timescale information:
“Get next day delivery”
• Stock availability: “Only 4 left! Add to basket”
• Postage & Packaging: “Get Free UK Delivery”
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Leverage FOMO – The Fear of Missing Out!
Adding an element of scarcity to your CTA can compel users
to take action faster as there is the fear of missing out if they
wait any longer.
You can leverage this kind of scarcity technique by showing
the amount of stock left or adding a countdown timer to tell
users how much longer they have left to avail of a special offer.
There’s also the option to give a discount code to a first-time
site visitor if they buy within 30 minutes of their visit.
One of our personal favourite scarcity techniques is when
a brand gives the option for a user to receive an email
notification when an item is back in stock if it’s not available
on the website. Even if they can’t fulfil a user’s product
needs instantly, they’re giving themselves the opportunity to
capitalise upon them further down the line.
Another great tactic to show the popularity of a product is
to show the number of users who are currently viewing this
product ‘X viewers are looking at this product right now ’or
“X users have bought this product in the last X days”
This instils trustworthiness and shows the level of popularity in a
product which all send persuasive signals for users to purchase.
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CHAPTER THREE

Beauty’s in the Eye of
the User! Using Imagery
and Video to Sell
High quality imagery and video that captures the key features
and benefits of your product is an indisputably worthwhile
investment. 61% of consumers still shop in store, largely because
they can physically interact with and assess the quality of an
item before purchase. Not to mention the fact that they don’t
have to wait for their items to be shipped, and can speak
directly to a customer service rep.
For online retailers, this places even more importance on the
use of product photography that grabs and holds customers’
attention – ensuring they’re in the best possible position to
compete against bricks-and-mortar peers.
Pixelated thumbnails just won’t cut it. It will look unprofessional
and doesn’t exactly serve as a strong indicator of your brand’s
credibility or your product’s quality. Using the right images isn’t
just about conveying your messaging and value proposition
- it can tell a story that resonates deeply with customers and
ultimately encourages them to take action.
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People form their first impression within
50 milliseconds. Here’s how you can make
yours count and optimise your product page
in the process.
• We recommend a perfectly centred product image with
a white or light background and soft or no shadows for
polished perfection. Investing in the best possible product
images is important because they can be repurposed in
Google Shopping campaigns, Amazon and Ebay if you’re
selling there too. Never forget that the quality of your brand
is reflected in the quality of your product photography.
• Ensure your imagery is consistent, whether it’s being used
in a Facebook ad, a brochure or a product page. If they
don’t resonate the customer may feel duped or confused
and bounce from the page. Without this kind of coherence,
it’s much more difficult to assure your customers that
purchasing your product online is the right action to take.
• It’s your responsibility to build your customers’ confidence in
what they’re buying. That’s why it’s important to showcase
all angles and facets of your product to enable them to
make an informed decision. A 360-degree image of a
product will help your customers to visualise using it much
more effectively than a flat photograph.
• Remember to optimise your image’s file name and alt
description too. By doing everything in your power to label
and describe your images clearly, you’ll make it easier for
Google to understand what they’re about, which in turn will
increase your product’s visibility in search.
• Make sure that your product page speed is as fast as
possible, and that your images are formatted correctly. For
example, save a graphic as a JPEG rather than a PNG and
you’ll cut its file size by more than half! Images on your page
should also be compressed and resized- check with your
designer for guidance before uploading imagery.
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Video also has the potential to drive killer
conversions:
• How-to video guides serve as an easy-to-digest, super
compelling way to explain your product’s uses, while selling
it in the process! 4 x as many customers would prefer to
watch a video about a product, rather than read about it,
and “how-to” searches are increasing 70% year-on-year on
YouTube. Producing this kind of video content is an asset to
any product page.
• FAQ videos can provide answers to the most pressing
questions potential customers have, relieve their anxieties,
earn their trust and empower your customer service team
to work more efficiently. Get creative with your answers to
showcase your brand’s personality and regularly update
content so your customers will consistently value the
information you have to offer.
• Using models in product page videos work particularly well
for some brands, such as fashion retailers. Whether they’re
showcasing what an item of clothing looks like on a real
body, or how a cosmetic looks when applied to a real face,
using people to promote and humanise your products helps
potential customers to bridge the gap between product
page and purchase.
• Consider customer testimonials! This persuasive piece of
social proof is the modern equivalent to word-of-mouth
marketing, with 92% of consumers reading online reviews
and testimonials when considering a purchase. Video
testimonials make it easy for you to communicate an
authentic brand story that connects more emotionally with
customers than a paragraph of text ever could!
• As with images, make sure your product video’s title and
description are optimised through succinct labelling and
the use of relevant keywords to ensure they’re easily found
through search engines.
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Online fashion retailer
ASOS uses a combination
of demo videos, imagery
featuring models and
showcases products
from multiple angles to
provide customers with an
immersive experience that
emulates being in-store as
closely as possible.

Don’t forget! 49% of consumers cite not being able to physically
touch a product as one of their least favourite parts of shopping
online. This means brands need to be clever in their use of
imagery and video, however, it’s important to strike a balance
between being visually engaging and saturating a user.
In a study carried out by Google, they found that the number
of elements on a product page was the biggest predictor of
conversions.
In the same research they found that the number of images on
a page was the second greatest predictor of conversions. On a
typical product page, visual elements such as favicons, logos,
and product images can comprise up to two-thirds (hundreds
of kilobytes) of a page’s total weight. The result: frustratingly
slow page loads! In fact, they found the pages that converted
users had 38% fewer images than those that didn’t. Simply put,
be selective in what you put on your product page, and always
adopt a quality over quantity approach!
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CHAPTER FOUR

Have Your Way with
Words! How to Write
Product Descriptions
That Sell
Product descriptions have the potential to impact online
sales just as much as the imagery you choose to use.
According to Salsify’s report on digital consumer behaviour,
87% of consumers feel that product descriptions are ‘very’ or
‘extremely’ important when making a purchase decision.
50% of customers have returned a product they purchased
online that didn’t match its description.
If you want to drive conversions through optimised product
pages, one of your priorities should be the creation of detailed,
evocative, persuasive product descriptions. Though there’s
definitely a skill involved in describing a product’s unique
features and benefits in a limited number of characters, you
don’t have to be a master copywriter to create powerful
product descriptions!
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Curry’s have done this well
in the example above.

Here’s how you can create a compelling
product description in 4 simple steps.
• Be unique! Never be tempted to copy and paste from the
manufacturer – many of your competitors will have done
just that. Instead, use this as an opportunity to set yourself
apart with a description that’s informative, infused with
personality and optimised for search engines.
• Don’t scrimp on the detail! Despite the ever-decreasing
attention span of internet users, if a potential customer is
in the frame of mind to make a purchase, you should
be prepared to provide them with the key information they
require to make their decision. This could include size, colour,
material, what the product can do and how the product can
be used.
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• Create customer-centric content. Are you anticipating the
questions your potential customers could ask? This will
help you to produce a product description that’s an allimportant blend of informative and convincing. Who is your
product for? How will it help them? Why should they buy it
over its competitors? Adopt a customer-first mindset when
writing your descriptions and it’ll be so much easier to cater
to them completely.
• Make your descriptions scannable! Breaking down product
detail using formatted headings and subheadings, and
bullet points makes it instantly clear and concise, and helps
online shoppers skimming your descriptions to find the
information they’re looking for.
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CHAPTER FIVE

Capture Your Customers’
Interest. Increase Your
Form Field Conversion
Rates!
Some purchases require a longer decision-making phase
than others. This could be down to the value of the product,
its complexity, its availability… or maybe your customer just
isn’t ready to commit. Conversely, your customer wants to
buy now and start a streamlined checkout process on your
site! Whatever the reason, your product page needs a
contact form that will enable you to nurture them along the
sales funnel.
With so many elements on a product page, it’s easy to
overlook the importance of optimising your forms for
conversions. If you’ve ever been the victim of a form with
an inexplicably high abandonment rate, you won’t be
surprised to hear that the difference between a high
converting contact form and one that doesn’t convert at
all can be microscopic.
Whether you’re generating leads or making sales, we
can help you to ensure your form is fit for driving maximum
conversions.
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Top Tips for Smashing Sales Forms
• Filling in a form to complete a purchase should be as
painless for the user as possible, otherwise they may
become irritated and abandon their cart. Summarise what
the user has added to basket and provide a very obvious
next step (as well as options to edit their order).
• Make sure it’s mobile friendly. Nobody wants to awkwardly
pinch and zoom to try and fill in your form fields!
• Prioritise capturing a user’s email address over all other
information. This means if they abandon their cart you can
remarket to them later.
• When a user is choosing whether they want to check out
as a guest or create a customer account, if they choose
to create an account their details should be pre-filled from
stored data for ultimate expedience.
• Each step in the checkout process should be very clearly
marked so customers are certain where they are in their
conversion path. A progress bar (step 2/5) could serve as a
helpful indicator!
• Make sure you have an SSL and incorporate other secure
trust signals, such as customer reviews from Trustpilot.
• Be clear about which payment options you accept to
ensure a seamless transaction and positive customer
experience.
• Last, but not least – make sure your form is inviting! Remove
any unnecessary form fields, make it succinct and simple.
You want people to fill it in!
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Top Tips for Lead Generation Forms
• The length of your form should, to an extent, be determined
by the value of your product and the length of your sales
cycle. If you have an expensive product with a longer sales
cycle you may want to use a longer form with more fields to
generate more qualified leads. Customers with real intent
will take the time to fill in your form in order to get your
product/service.
• Users are required to fill in less information and therefore
may fill in the form on a whim without any intent to make
a purchase. Longer forms require users to leave more
information and their time to fill it in. If a user is willing to take
time to fill in a longer form, they are most likely a warmer
lead.
• Whatever the length, it’s important to highlight the benefits
and rewards for users who take the time to fill in your form.
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We have included a few of our favourite examples.
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CHAPTER SIX

Alleviate User Irritation
- Reduce your Page
Load Speed.
A slow product page can increase bounces and create an
obstacle to a successful purchase. 47% of customers expect
a page to load in 2 seconds or less, and 40% will abandon
a site that takes more than 3 seconds to load. Google even
introduced a penalty for slow websites, suggesting that
people want to be able to find answers to their questions as
fast as possible, and pages that deliver the slowest experience
to users will not rank as highly.
It’s simple – a matter of seconds can seriously affect your
bottom line.
The first step to improving your page load speed is to
benchmark your current performance. Test your site speed
using a tool such as https://testmysite.thinkwithgoogle.com
or https://developers.google.com/web/tools/lighthouse/

If your product pages are loading slowly, here’s what you can
do to improve their performance:
• Compress your images: If you currently have .png images,
you can convert them to compressed .jpg images to save
space and load time.
• Minify your JavaScript and CSS: Move CSS rules or
JavaScript snippets into an external file to avoid having to
load hundreds of lines of code for every page.
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• Reduce redirect and remove broken links: Too many
redirects can confuse a browser and lead to slow page load
times. Simplify any redirect chains as much as possible.
• Use fast, reliable hosting: Your hosting service can have
a significant impact on the overall performance of your
ecommerce site – especially when you’re experiencing high
volumes of traffic.
• Consider a Content Delivery Network: Copies of your site’s
content are stored on optimised servers in a variety of
locations to make a local user’s experience faster and more
reliable.
• Use Google Tag Manager: The more JavaScript tracking
tags you use on your site, for analytics, conversions and
remarketing, the slower your website can become. By using
a tag management system like Google Tag Manager, you
can condense all your tags into one simple request and
speed up your page loading time.
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CHAPTER SEVEN

Where is the Love?
Use Reviews & Ratings
to Your Advantage
Customer reviews have a proven powerful effect on purchase
decisions. According to Bright Local, we read an average
of seven reviews before trusting a business, and 88% of
us trust online reviews as much as we would a personal
recommendation from a friend. This kind of peer-to-peer
opinion sharing has the potential to influence user behaviour,
and the performance of your ecommerce site as a result.
Reviews and ratings build brand trust and legitimacy and are
particularly important for boosting conversions on your product
page. However, there’s value in negative or neutral reviews
too – if the feedback seems well-measured and rationalised,
they can provide your brand with a valuable opportunity to
learn and improve, better fulfilling customer requirements and
consequently driving more sales.
Positive reviews can be repurposed as customer testimonials
and used to generate, nurture and close leads. You could
feature them in paid advertising campaigns, email marketing
and of course, on your product page. There are a number of
different formats available for you to leverage:
Google My Business: Optimise your business’s website in local
search results by setting up a verified Google My Business
account. Getting reviews, comments and images for your
business through Google can help to improve your search
visibility and drive qualified traffic to your product pages.
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Curry’s review system
showcases star ratings
and feedback from
confirmed customers.

Social Media: Consider the social channels on which your
customers are most active and encourage them to review
your products there. Facebook Ratings & Reviews will,
for example, not only appear on your Facebook page,
your average star rating will be pulled through into Google
searches for your brand.
Customer review tools: Product reviews through authoritative
consumer sites such as Trustpilot can again help your brand
to stand out in organic search results. Your brand’s Trustpilot
profile will show all your reviews, responses and can encourage
users to click a link back to your website. Trustpilot also allow
you to add gold stars to your Google Ads, which can increase
click through rates and generate more sales. You can also
display a TrustBox on your website, showcasing your Trustpilot
reviews and ratings. They’ve been proven to increase basket
size, reduce cart abandonment and boost conversion rates
up to 58%.
Product review section on your site: Amazon was the first
online store to allow customers to post product reviews back
in 1995. You can take inspiration from the original ecommerce
giant by enabling site users to rate products out of five stars
and displaying the most helpful and/or most recent reviews
on each of your product pages.
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CHAPTER EIGHT

Top Markups – Making
the Most of Ecommerce
Rich Snippets
35% of all online purchases start with a Google search. Rich
snippets, or rich results are essentially supercharged Google
search results that have an additional layer of information.
When users are searching, they want the ability to be able
to compare and research products quickly and easily. Rich
snippets allow them to do this instantly in a search engine
results page. They have the ability to set your listing apart from
those without rich snippets and increase your product page’s
search visibility. Beyond this little SEO boost, studies have
shown that having a rich snippet can increase Click Through
Rates by 677%, and drive up to 40% more traffic.

You can easily enhance your customers’ product search
experience with rich snippets. All it takes is a little piece of
code! We’ve listed the 5 types of rich snippets you can use to
optimise your product page.
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1. Product Schema
Schema is the code used to create rich snippets. Product
schema is the code that shows your basic product information
including dimensions, colour, price etc. You can find a
comprehensive list of the different types of Product Markup at
schema.org. Ask your web developer to implement this for you,
or if you feel confident enough to do it yourself you can use
Google’s Data Markup Helper.
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2. Reviews & Rating Schema
We’ve already covered the benefits of adding reviews to your
website. Here’s how you can ensure those product reviews,
show up on search, enhance your results and set you apart
from your competitors.
Below is the review schema for the Nikon D7500 digital SLR
camera. Reviews for this product have been pulled through
from different sites including Best Buy, John Lewis and BH
photo video.
On the same schema
markup for this
camera you can look
at the sites that
have the products
in stock. You can
sort by free delivery,
top-rated stores or
refurbished/used
items and carry out
a price comparison.
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Star ratings are just as important for your SEO, if you don’t have
any reviews. They’ll make your product listing stand out more,
giving you a visible advantage over your competition if they
don’t have review and ratings schema markup.

The code for review schema can be found here – https://
schema.org/Review. Speak to your web developer if you need
help having this implemented.

3. Price Schema
Besides customers reviews and star ratings, price is the
main deciding factor when a user is making their purchasing
decision. With so many price comparison sites catering to
savvy online shoppers, it’s important to clearly display this
information on your product listings. This means that users can
make a price comparison instantly in their search results.
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When I search for a very specific type of Nike trainer for
example, I’m given a lot of options to compare. I’m shown
standard product variants such as colour and size but can also
filter the search further. This allows me to see which stores have
my trainer in stock. I can then filter this product by price to see
which is the cheapest. Google couldn’t be any more helpful!
We can also see in the
search results below that
items on sale are flagged
with a price drop label. This
makes your product more
appealing to users who
are searching for the most
competitively priced option.

We can also see in the
search results below that
items on sale are flagged
with a price drop label. This
makes your product more
appealing to users who
are searching for the most
competitively priced option.

Even if the product doesn’t have a star review the price drop
schema is highly attractive to a user searching on price alone.
You can find more information on adding pricing schema here:
https://schema.org/price
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4. Product Availability Schema
Providing users with this information is incredibly helpful - it
saves them the time they could have spent looking for an
exact product to then click through to your site and find it’s out
of stock. This creates a frustrating customer experience and
may discourage them from returning.
Always be upfront with
your stock availability!

You can learn more about the schema mark-up for availability
here – https://schema.org/availability
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5. Video Schema
A Google search for a Karcher Full Control Pressure Washer
shows that the product appears in both Google shopping
ads and as a rich snippet with a “how-to” video in the search
results.
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Did you know that consumers are up to 85% more likely to
make a purchase after watching a video? Video marketing is
a really compelling selling tool that ecommerce sites can use
to convince and convert their customers, particularly when it
comes to explaining a product’s features, benefits and uses.
We’d much prefer to watch a YouTube video on how to set up
this power washer rather than read the instructions in the box!
If your product already has how-to videos, then you’ll want
to use this rich snippet to make the videos discoverable and
watchable in search results. You can provide details such as a
description, thumbnail URL, and duration (always keep product
videos short and sweet!). Video markup also adds a badge to
the thumbnail image in mobile image search results, which can
encourage more users to click your content. You can find the
code for video schema here – https://developers.google.com/
search/docs/data-types/video
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CHAPTER NINE

Caught in the Cross-sell!
Instantly Improve Your
Profitability
Cross-selling promotes the purchase of products in addition
to what the customer is already interested in. In a bricks-andmortar store, for example, it’s not uncommon for retailers to
display smaller value “add-on” items at a Point of Sale, in an
attempt to increase your Average Order Value. This tactic, and
others can be replicated on your ecommerce site!

Tactic One: Product Recommendations
According to Forrester, product recommendations are
responsible for 10–30% of ecommerce site revenues. Fashion
retailers often excel at this, by displaying garments and
accessories that complement a user’s intended purchase,
using headings such as “You may also like” or “Complete the
look”. This enhances the customer experience by reducing
required browsing time, and sets the scene for a persuasive,
relevant cross-sell that boosts your profitability.
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You can take this tactic even further by including product
recommendations not only on your product page but
throughout the checkout process, and even on your
ecommerce store confirmation and dispatch emails. Etsy does
this very effectively, tailoring recommendations to your previous
purchases.
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Tactic Two: Product Recommendations
Beyond recommending products, another cross-selling
approach that you can leverage effectively is ‘bundling’. This is
when products are grouped together for purchase – you may
bundle an Xbox with a video game, controller and a gaming
headset, for example – often at a discounted price.

As well as price savings, you can demonstrate brand value
through the provision of personalised product choices and
convenience for your customers. With product bundles, you
can make your customer’s decision for them and facilitate
a simple, streamlined online shopping experience which
will improve their confidence, and gives you the chance to
increase loyalty and retention. This is how you can use crossselling to positively impact your bottom-line in the long term
- it’s much easier to sell to existing customers who already like
and trust you! In fact, according to Conversio, it’s 14x easier!
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Tactic Three: Vouchers
A lot of bricks-and-mortar stores, from supermarkets to
pharmacies, print receipts that include vouchers. This
encourages customers to return and make a repeat purchase
– a simple but effective tactic that can also be used by
ecommerce stores.
Offering discounts can be a very powerful tool for building
loyalty, as well as accelerating a customer’s buying decision.
You can create an incentivising sense of urgency with voucher
offers that expire after a limited period of time (1 – 2 weeks).
Whether you’re offering 25% off a customer’s next purchase or
free shipping, confirmation emails, success landing pages, and
your product page itself are all perfect touchpoints at which
you can use voucher marketing strategies to entice customers
to buy more.
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CHAPTER TEN

Always A/B Test for
Optimal Product Page
Success!
The process of optimising product pages for conversions
is never-ending. There’s always data you can gather and
insights from which you can learn, to make adjustments and
continuously improve performance. There are so many small
page elements that can cause your site to leak conversions,
from the colour of a button to a product description. That’s
why it’s unsurprising that taking the time to carry out product
page testing has the potential to increase your conversions
by 78%.
A/B testing is essential for helping you to make informed
decisions about the kind of changes you want to make to your
product page. Before you begin, make sure you carry out your
test on a product page with a sufficient volume of traffic and
determine the size of your sample – i.e. the users to whom you’ll
serve a different version of your page.
These two versions should be served at similar times to create
a fair test and limit external factors that could skew results.
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Using a tool like Google Optimize, you can easily conduct
either a redirect test (allows you to test two entirely different
landing pages) or a multivariate test, (allows you to test
multiple variants of individual pages elements and find
the winning combination). We’ve included some A/B test
suggestions below to get you started:
• Product images versus product videos?
• Call-To-Action buttons. Colour, size, shape, position, copy!
• Short versus extended product descriptions.
•	Checkout step indicators = numbers, breadcrumbs,
percentage complete.
• Simple versus complex page design.
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Stay ahead of the competition with an optimised
ecommerce site.
We can help you to significantly enhance your conversion capabilities,
whether it’s through UX-led website design, ecommerce tracking and
data analysis, or customer-centric digital marketing support.
Email website@simplyzesty.com or visit www.simplyzesty.com to find
out how our team of experts can support you in achieving your key
business goals.

