
HOW TO GENERATE

MORE SALES
ON YOUR ECOMM SITE!

THIS SHEET IS A QUICK GUIDE ON WAYS TO IMPROVE THE SALES CONVERSION OF YOUR E-COMM WEBSITE 

BEFORE ANYTHING ELSE - DEFINE YOUR SITE FOCUS! 
The top goal with any website is to help the visitor find what they are looking for with as few barriers as possible. Ask yourself “what are 
all the reasons someone would come to my site?” Once you have that list, prioritize it and focus on the top 3. Buying should be in your top 3!

HOME PAGE
1. How fast is your site? Go to Pingdom.com and check how your 
    site ranks. If it is lower than a B, figure out why it is slow to load.

2. Pre-header announcement bar. If your site allows this feature, 
    include it and share snipits of useful information. For example; 
    Free local delivery on orders over $50!

3. Newsletter pop up. If you donʼt have a popup to encourage 
    visitors to sign up for your email list, youʼre missing out big time 
    on future sales! Add a newsletter popup with an offer for a 
    percentage off their first purchase to encourage visitors to sign up.

4. Have a clear call to action. Make sure your home page
    messaging is on topic for your site and is easy to grasp in less 
    than three seconds.

5. Feature primary shopping categories. An example of this 
    might be a cat or dog option to help the customer find product 
    specific to their pet. A 'featured products' or 'seasonal products'    
    section is a great way to keep things fresh on your homepage. 

6. Live chat. Live chat is a really good way to keep a person 
    from leaving your site if they have a question and they don't 
    want to pick up the phone and call.

7. User generated content. Potential customers are seeing peer 
    use of a product or service. It is showing them that not only 
    have others enjoyed this, but allows them to also see the 
    personality of your business.

8. Page consistency. Aka “.shop” pages. Be cognizant of how 
    your shopping experience works. If your shop opens a new 
    page or window, make sure to warn customers with something 
    as simple as “visit our online store here.”

NAVIGATION OR ‘NAV’ BAR

MORE ON PAGE 2!

1. Less is more. When you are setting up the navigation for your 
    website you should keep it simple. It is best to have four or five 
    menu items and utilize well organized drop down or mega menus.

2. Home link in nav bar. If you have a “home” link in your 
    primary navigation, get rid of the home button - you donʼt
    need it!

3. Top 3 priorities in nav bar. Back to the question of what your 
    top three priorities are with your site. Maybe that is shop, 
    services, and locations? Everything else should be moved to
    the footer.

4. Mega menus. If your site has the ability to use mega menus 
    they allow you to display a lot more information in a very 
    organized way.

5. Search tool. The search bar tool is a must! Make sure it is 
    easily found in your primary navigation bar. 



FOOTER NAVIGATION OR ‘FOOTER’
1. Footer section. The footer is the place for all those things that 
    are necessary to have a site, but are not necessary to your 
    customers when they are trying to shop. For example; put links 
    for your about page, blogs, contact, privacy policy, terms and 
    conditions and more, in your footer.

2. Newsletter sign-up. 100% include the information on how to 
    sign-up for your email list in the footer, or in the section just 
    above the footer.

PRODUCT PAGES
1. Product description pages. The key components of a good 
    product page are a clear description, lots of good images, and 
    placing the buy button in the right location. 

2. Naming products. Googleʼs search engines are human-like. 
    Name things logically so that a real person can understand
    what it is.

3. Upsell and cross selling. The upsell or the cross sell is a great 
    way to increase the size of the cart spend. An example of an 
    upsell is getting the 30 lb bag instead of the 15 lb bag.

4. Keep it above the fold. Above the fold is a reference to the 
    information that you see on a website page before scrolling 
    down. It is very important that you keep all key information 
    above the fold.

CONTACT PAGE
1. Multiple ways to contact. You need to have as many ways as is 
    manageable to be contacted. So that would mean you should list 
    out your phone, email or have a contact form on the page, a live 
    chat link and more.

2. Add a map. Always have an embedded map on your page. This 
    makes it easier for the customer that intends to visit your store to 
    zoom in and figure out how to find your store.

3. FAQs. If you have an FAQ page on your site, consider adding a 
    few of the most common frequently asked questions at the top 
    of your contact page. This acts as a way to head off a question 
    with an answer for the customer before they contact you so 
    they can self help.

FINAL TIPS
1. Mobile optimization. More than 50% of web traffic is now on 
    mobile devices. It is very important that your website is
    responsive and mobile optimized.

2. Test, Refine, Test, Refine. Have others try your website on both 
    desktop and mobile devices. Ask them to make a purchase, see 
    how the experience is for them. Take that feedback and make 
    changes as needed.

CART & CHECK OUT
1. The cart. It is the last stop before they click the buy button so you 
    need to keep this simplified. If you have the option for express 
    checkout, do activate that. It simplifies the process even further. 

2. Optional account info. Donʼt force customers to create an 
    account to checkout. That is just another barrier to purchase that 
    turns people off.

3. Shipping. Make sure this is clear at the start. A lot of pages will 
    have a homepage callout at the top of the page for shipping 
    information. Be transparent about costs and delivery options. 
    The surprise cost of shipping is a big reason that shoppers 
    abandon their carts.

4. Abandoned cart flow. The way it works is that you send 
    automated emails, texts, or push notifications to the customer to 
    remind them they left items in their cart. Depending on how you 
    set up your flow you can go as far as offering a time-sensitive 
    discount to encourage them to finalize their purchase.


