Ecommerce Conversion Rate
Optimization Strategies:

Planning and Execution

e CRO increases the share of visitors who
complete valuable actions, primarily purchases

e Achieves this without increasing
acquisition spend

e |tis diagnosis, prioritization, and
testing—not a site redesign

e Converts existing traffic into revenue
through measured change

e Framework: diagnose, plan, test,
execute, collaborate, improve continuously




Core CRO Metrics and the Revenue Formula

CONVERSION RATE AVERAGE ORDER VALUE
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e Define conversion rate,

g
micro-conversions, AOV, y
and cart abandonment /

e RPV combines conversion
and order value into
one metric

REVENUE

e Global CVR benchmarks: PER VISITOR
1.5% to 4% depending P
on vertical |

e Choose one primary
metric, with guardrails
for risk
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Diagnosing Conversion
Problems with Data
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Find the largest stage-to-stage
drop in your funnel analytics

Segment data by device, traffic
source, and new vs. returning
visitors

Rank friction points by estimated
revenue impact using sessions,
recovery probability, and AOV

Investigate payment-step failures
and mobile-specific drop-offs as
high-value signals

Prioritize the biggest revenue
leak over the lowest conversion
rate
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Qualitative Research: Finding the Why Behind Drop-off

Layer session recordings, heatmaps,
of analytics to explain why |
users leave

Use heatmaps first to locate
patterns, then session recordings
to confirm the mechanism behind
a specific drop-off

Watch filtered recordings tied to
a clear hypothesis, looking for
rage clicks, dead clicks, form
abandonment, and unexpected RAGE CLICKS DEAD CLICKS

scroll patterns Repeated rapid clicks Clicks on unresponsive
showing frustration or non-clickable areas

Repeated patterns across at least
10 sessions, ideally confirmed by
customer feedback or support
language, create a signal worth
acting on




Turning Diagnosis into a Testable Hypothesis
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Format: Because [data], - =

we believe [change] will @ IF we simplify

: ; ; _ the navigation
[improve metric] for [audience]. -~ ﬁ orihe regsource

= center page...
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Avoid vague goals; name ~~ 1| Observation:

the page, element, metric, Users struggle

and detectable effect. ‘ = to find key

: g . information. \
Ship low-risk fixes ~ ]

immediately; test 4 find information
debatable UX changes. - faster.

Maintain a backlog of
30-50 evidence-backed
hypotheses.




Building a CRO Roadmap
and Prioritizing Tests

T — WEEK1 | WEEK2 | WEEK3 | WEEK4 | WEEK5 | WEEK6

a time-boxed roadmap:

quick wins, medium
tests, bigger bets @ . > . > . > . >

Prioritize with PIE,
ICE, or PXL based
on team maturity

MEDIUM
TESTS

Assign owner, success
metrics, and decision
rule before launch

BIGGER
BETS

Avoid overlapping
tests on the same
page or funnel step




High-Impact Ecommerce Pages and Test Areas

CLOSER TO REVENUE
MORE IMPACT
! Product m
am Page "
o
sulkifs
Cart :h,
b
v
sl
Checkout m
6
b
~4’.

FARTHEST FROM REVENUE
MORE LEAKS

G206 0

Prioritize product pages, cart,
and checkout—closest to
revenue and the biggest leaks.

Product page levers: value prop,
imagery, trust signals, price
clarity, urgent CTAs.

Cart and checkout levers: guest
checkout, cost visibility, fewer
fields, express payments.

Treat mobile as a separate
experience: tap targets,
keyboards, sticky CTAs, autofill.

Focus tests on stages with
the largest measured drop-off.




Mobile Conversion Barriers and Fixes

Mobile traffic dominates but often
converts at half the desktop rate
due to friction.

Priority fixes: mobile wallets, fewer
form fields, sticky CTAs, correct
keyboard types.

Address trust placement, page
speed, and cart persistence for
cross-device journeys.

Audit real devices, not just
resized desktop browsers, to find
keyboard or viewport issues.

Tap Target
Friction

Small or low-placed
CTAs are harder

to reach and tap.

Form Friction

Too many or
unnecessary fields
increase drop-off.

Keyboard

|‘° LLIOT
Wrong keyboard
type makes input
slower and error-
prone.

Trust Friction

Missing or buried
trust signals create
hesitation.



Practical A/B Testing and Experiment Design
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Variation A
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1. Hypothesis 2. Plan the Experiment 3. Pre-Calculate

and Plan 4. Analyze by

Formulate a clear |dentify the audience Segments

hypothesis and define . Define one primary metric
and what will be
the expected outcome. ol and pre=calculate ‘ Sagmentrasultsly
: = o . (et device, traffic source,

sample size, MDE,
and customer type.
% 7 F A ‘

and duration.
5 "

Variation B

metric and pre-calculate two full business device, traffic source, traffic volume,
sample size, MDE, cycles; never stop and customer type. | statistical rigor,
and duration. early. and team skill.

@ * Define one primary ¢ Run tests for at least * Segment results by * Choose tools by




Running CRO with Limited Traffic

e Below 5,000-10,000 monthly
page sessions, classic A/B
testing is impractical for
small lifts.

* Test large changes with
expected 10%+ effects, or
use before/after with a

holdback group.

¢ |ean on qualitative evidence:
recordings, surveys, support
tickets, heuristic audits.

"~ &  * When three independent
signals point to the same
problem, fix it directly.




Execution, Implementation, and Cross-Team Collaboration
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Validated Implementation CRO Knowledge Cross-Team Production
Test Result Brief Base Review Change
Rollback
X 0 N 7
e Move validated o Write briefs ® Log every test e Score ad hoc
winners into naming page, result in one requests against
production with element, problem, shared CRO the existing,
one owner and and expected knowledge base evidence-backed
a ship date end state backlog




Personalization and Segmentation in CRO

e Fix universal CRO issues
first; personalizing a

broken page wastes effort Visitor Arrives

e Segment by new vs. l .

returning, source, device, PATH A PATH B

geography, and cart New Visitor Returning Visitor
contents

Use source-matched . . -
landing pages, returning- y |

visitor homepages, and ( .

geo-localized shipping

promises

Build on first-party and Contextual Signals Contextual Signals
contextual signals, not T 2 BB

: A . » Geography » Previous Interactions
fragile third-party tracking ot L e

« Cart Contents (if any) « Cart Contents (if any)
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Measuring, Reporting, and Sustaining a CRO Program

- Report impact in revenue
terms, not just percentage lifts
- Track RPV, cumulative
revenue, test velocity,
and win rate
‘ - Set weekly, monthly, and
E quarterly review cadences

- Treat flat or losing tests as
documented learning assets




Your 30-60-90 Day CRO Action Plan

e Month 1: Validate

: _ e Month 2: Run prioritized e Month 3: Scale winners,
tr'acklng, dlagno§e the tests, document make proven changes
biggest [F,"ak’ build a learnings, refine the permanent, review
hypothesis backlog. roadmap. revenue impact.

e Month 1: Ship obvious
fixes before starting
complex tests.

o e Avoid testing without diagnosis and running low-impact micro-tests.
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