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I welcome your engagement!

1. I give examples good & bad. This is a 
safe space = we’re here to learn, not 
point fingers 

2. Questions = always welcome 

3. We’ll take breaks 
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Trying to increase sales simply 

by
driving more traffic to a website 

with a

poor customer conversion rate

is like trying to keep a leaky 

bucket full by adding more water 

instead of plugging the holes.
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So … is 

CRO/Experimentation 

explicitly part of your job 

function?
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Did you do an A/B test 

recently?
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What’s a good e-

commerce conversion rate 

(%) you think?
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1.8% to 2.5% 

on average
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Agenda

1. How online attention works

2. Top task analysis. Your goal vs what users want

3. E-commerce CRO best practices

4. Tools & A/B testing
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How online attention works
Part 1 of 4
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4 out of 5 visitors (79%) 
scans first, reads afterwards
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We’re continuously scanning
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What are we scanning?

We scan

● Headers, Buttons and Images 

● Bullets 

● Quotes

But also

● → Text above & below graphics 

● → Start of sentences 

But not 

● Long paragraphs (duh)
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That scanning occurs primarily above 
the page fold

Based on 57,453 eyetracking fixations 

1. Dramatic drop in attention below the 
page fold. 

2. The 100 pixels just above the fold were 
viewed 2x more than the 100 pixels 
just below the fold. 

3. Users do scroll, but only if what's 
above the fold is promising enough.

Source: https://www.nngroup.com/articles/page-fold-manifesto/

https://www.nngroup.com/articles/page-fold-manifesto/
https://www.nngroup.com/articles/page-fold-manifesto/
https://www.nngroup.com/articles/page-fold-manifesto/
https://www.nngroup.com/articles/page-fold-manifesto/
https://www.nngroup.com/articles/page-fold-manifesto/
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(homepage)

So what can I expect?
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(homepage)

Or this
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Watch out with SEO texts → Wasting really precious real estate. Can decide 
if you want to scroll on or not

Category pages
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So when we do decide to scroll down, 
subtitles need to be very clear
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Add scannable subtitles + shorter 
paragraphs
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Zoom out to 25%
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You can also use dividers (hor. lines)
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Too broad width
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Optimal content width = 550 to 600px  
(75 characters)

550px
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Test at small scale to see possible impact in SEO-traffic

Use bullets for your product description
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Don’t make me read :)
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Lists of max 5 items work very well
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Put your benefits at the front of the 
bullet & bold them if you have a 
longer explanation
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Scanning concerns CTAs as well
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Provide some context if needed
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In the brand color. 

1 contrasting color for top task



Use ghost buttons for secondary 
actions

33
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To remove friction and hesitation

Scanning also applies to microcopy

Near the top task

1. Links
2. Buttons
3. Forms fields

Original: 

6,99% CR

Postcode microcopy: 

9,35% CR
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Near the top task
2023

2024 & 2025
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We spend more than half of our 
viewing time above the fold
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Let this sink in
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70% of attention goes to the left side 
of the page
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#6
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Top Task analysis
Part 2 of 4
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Basic principle:

Is it clear for users what 

the main task per page is?
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Let’s do top task analysis for your 
website
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Top Task Analysis 

1) Go to analytics.google.com & log in

2) Get the URL your homepage or any other important page

3) Define the top task (what do you want people to do)

4) Follow along with me first

5) Then do the exercise yourself by using the template
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You need link clicks, not clicks



49

Next Page Path Page 
Views

% Page 
Views

Top task, 
sub task 
or n/a for 
this 
page?

Click 
Zone

1 /en/study/bachelor-
degree-in-hospitality

2.971 9,1% Top task Navigatio
n

2 /fr 1.071 3,3% Languag
e switch

Navigatio
n

3 /en/study/masters-
degree-in-hospitality

769 2,4% Top task Navigatio
n

4 /en/study 754 2,3% Top task Navigatio
n

5 /en/study/bachelor-
degree-in-
hospitality/admissions-
and-fees

648 2,0% Top task Navigatio
n

Reporting period Page view for this page

Last 28 days 30.724

Your name Nikolaas De Geyndt Analysed page 
(URL)

Homepage (/)
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1

2
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3

2

1

4
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When you do this exercise, look for

1. Language switchers (SEO problems)

2. Back to homepage clicks (SEO problems, uncertain where people are)

3. Is the order of your navigation clear?

4. Are people clicking where you want them to click (hero banner)
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1

2
3

4
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Next page paths

Use Google Analytics 4 (1/2)

1. Log in Google Analytics and select your 

website

2. Click in the left menu on “Explorations” 

3. Chose “Path Exploration”

4. Click “Start again” on the top right

5. As starting point choose your homepage 

(page path and screen class) 

https://analytics.google.com
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Next page paths

Use Google Analytics 4 (2/2)

6. In the second column scroll down 

to FILTERS

7. Add the filter “Event name” exactly 

matches “page_view”
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Next Page Path Page 
Views

% Page 
Views
(calculate 
yourself)

Top task, sub task or 
n/a for this page?

Click Zone
Navigation | Hero | 
Content | Footer | 
Sidebar | Search | …

1 Paste the URL of next page path 1 here

2 Next page path 2

3 Next page path 3

4 Next page path 4

5 Next page path 5

Reporting period Page view for this page

Last 28 days

Your name Analysed page 
(URL)
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Other means to measure 
“attention”
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Pro-tip: use the Clarity chrome plugin
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Microsoft Clarity

Rage maps

1. Rage clicks = User rapidly clicked or tapped in 
the same small area 

2. Dead clicks = User clicked or tapped on a page 
with no effect

3. Excessive scrolling = User scrolled through a 
page more than expected

4. Quick backs = User navigated to a page then 
quickly returned to the previous one

https://clarity.microsoft.com/demo/projects/view/3t0wlogvdz/impressions?Country=Belgium&date=Last%2030%20days&rageClickCount=1
https://clarity.microsoft.com/demo/projects/view/3t0wlogvdz/impressions?Country=Belgium&date=Last%2030%20days&rageClickCount=1
https://clarity.microsoft.com/demo/projects/view/3t0wlogvdz/impressions?Country=Belgium&date=Last%2030%20days&deadClickCount=1
https://clarity.microsoft.com/demo/projects/view/3t0wlogvdz/impressions?Country=Belgium&date=Last%2030%20days&deadClickCount=1
https://clarity.microsoft.com/shared/recording/d56f7a83-0a5b-4e59-8fc4-aaa5f3635eb5


60

Use smart events, see errors and look 
at apps too
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E-commerce CRO best practices
Part 3 of 4
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The homepage
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The homepage is to a 

website what a front-

window display is to a 

physical store: the more 

items crammed into the 

window, the lower the 

overall perceived value



68

What is the purpose of the 
homepage?
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Homepage serves 2 purposes 

Serve fastest way 
to products

Why
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Fastest way to 
product

Why
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Serve the fastest way to products
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3 paths to your products

1. Category & subcategory navigation

2. Search

3. Curated paths (guides, inspiration, new arrivals)
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Navigation



74
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Provide search redirects to categories

Search

Veritas Juntoo
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Curated paths
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Speed
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Page speed matters

Google’s research shows us why 
optimizing your page load time is 
crucial in this day and age.

Image source: Think with Google

https://www.thinkwithgoogle.com/marketing-strategies/app-and-mobile/mobile-page-speed-new-industry-benchmarks/


79

Use Microsoft Clarity or https://pagespeed.web.dev/

Page speed matters
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Carousels
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Do carousels help users in getting 
their task done?
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Some guidelines

The answer is, it depends on the carousel

1. 3 to 4 items per carousel

2. Items should be related (we love predictability)

3. Provide very clear (high contrast) cues to navigate the carousel

4. Important info first (if critical provide another way)

5. Mobile: swipeable as a carousel control
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Try to give cues
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Or more visible cues
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Give me a reason to click →
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Navigation
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Huge offer = mega menu
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Watch out for vertical navigations
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In which category do you expect 
Casque / écouteurs?
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Use polyhierarchy
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Bol does it too
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Mobile navigation
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Mobile navigation

Hard Hard
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Use the bottom too

Easy
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Use the bottom



97

This is OK too
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Many links on mobile? Large screen 
overlay
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Who 
Links to 
Categories 
on the 
homepage 
content

“Why”-
reasons 
present & 
prominent
?

Speed 
below 2s?

Correct 
carousel 
implem 
(clear nav + 
clustered 
items)

Prominent 
search 
field

Search 
leads to 
products 
AND 
product 
categories

Curated 
paths 
(guides, 
inspiration, 
new 
arrivals)

Products 
can  be 
found in 
multiple 
categories

Large 
mobile 
menu 
screen 
overlay

Name 1 / company

Name 2 / company

Homepage
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Category page
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Clear meaningful category names
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100% guaranteed free test. For what?
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How could we improve this category 
page?
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Breadcrumb under 
the navigation

Highlighted 
navigation

H1 category title 
+ n° of products

“Accordeon” SEO text

Subcategory 
available both 

horizontal and 
vertical

Stars & ratings
Sorting

Filters ( sorted by 
usage)

Labels

Stock 
indicator

Compare

Key specs

Delivery time

Explainers



106

Indicate by what you’re sorting!

Sorting

Popularité de quoi?

Populariteit gebaseerd 
op?

Pertinence basée sur?
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Product reco’s
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Icons & labels
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Customer ratings



Infinite scroll or load more?

110

What is the best UX-pattern to show additional products?
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Don’t use infinite scroll if you want 
people to buy

1. Show 10 to 30 products on initial page load, 

2. then lazy-load another 10 to 30 products when they’ve reached end of page, 

3. until you reach 50 to 100 products, then display a “Load more” button

Study: https://www.smashingmagazine.com/2016/03/pagination-infinite-scrolling-
load-more-buttons/ 
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Comparisons
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Category page exercise
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Your name
Breadcr
umbs

H1 + 
product 
count

SEO text Subcate
gory 
visible

Filters 
visible

Labels 
(“our 
favorite, 
AAA-
label, …)

Compar
e 
function

Sorting 
function
ality

View 
grid / 
view list

Stock 
indicato
r

Delivery 
time

Stars & 
ratings

Bulleted 
list of 
Key 
specs

Name 1 / company

Name 2 / company

Category page
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Product page
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Basics

1. Concise names that contain important 

2. Meaningful product characteristics

3. Photos large enough 

4. Indication of other available colors, styles, or options

5. Price 

6. Stock

7. Labels
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Product name, only for repeat buyers?
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Stock information
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Labels again
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So what do you expect me to do?
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122



123
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Good examples 
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2/3rd of the page
is dedicated to images
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Secondary info
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Stock + cut-off & delivery time in 1 line

Save for later
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Up & Cross sell
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Cross-sell / You might also like
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Cross-sell / Same category
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Up-sell / Combinations
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Amazon example

Up-sell / Combinations

Cross-sell / Others viewed …
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Product page exercise
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Who
Actual 
reviews?

Ratings?
(Trustpilo
t / 
indepen
dent 
source)?

Icons / 
Labels 
giving 
extra 
info?

Stock 
indicator
?

Back in 
stock 
alert 
function
?

Extra 
product 
info?

Extra 
Images/v
ideo? 

Save for 
later 
function

Delivery 
time

Cut-off 
time 
(order 
before …)

Up-sell 
(upgrade
s or 
product 
combina
tions

Cross-sell 
(related 
products 
same 
category)

Name 1 / company

Name 2 / company

Product page
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Add to cart & checkout
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What’s the average cart 

abandonment rate?
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68.8%
a whopping 2 out of 3 

users choose to abandon 

their purchase.

Truth be told: 58.6% of US online shoppers have abandoned a cart within the 
last 3 months because “I was just browsing / not ready to buy”
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What are the main reasons for 
abandonment during checkout?

source: https://baymard.com/lists/cart-abandonment-rate

2024 2025
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Shipping, Taxes, Fees, …

39% agrees: Extra costs too high
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Free shipping comes in many forms

● Free for certain products (Kruidvat.be)

● Free Shipping to Members Only (Amazon Prime, bol.com )

● Free Shipping with Minimum spend (AS Adventure, Lego,)

● Special Free Shipping Days (Fossil, Levi’s)

● Free Ship-To-Store (Many fashion retailers)

● All Free (someone has an example?)

http://www.amazon.com/gp/help/customer/display.html?ie=UTF8&nodeId=201118070
https://www.asadventure.com/nl.html
http://shop.lego.com/en-US/free-shipping
http://www.freeshippingday.com/fossil/
http://www.freeshippingday.com/levis/
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Nudge towards free shipping
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Nudge towards free shipping
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19%: The site wanted me to create 
an account
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Research

1. Ideal checkout flow can be reduced to as little as 12 form elements (7 form fields, 2 

checkboxes, 2 drop-downs, and 1 radio button interface). 

2. Users expect guest checkout to be more prominent than log-in

3. Optional fields delay check-out time by 5 to 30%
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approximately 19% of 

users forget their login 

details.
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Possible conversion killer
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Is account creation more important 
than a sale?
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Make sure it’s visible too
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A guest checkout flow can increase 
conversion by 10-30%
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Good use of the Zeigarnik Effect 

Everything starts with an e-mail
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Perfect



153

And when you do need 

people to create an 

account
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Avoid overly complex password-
creation requirements
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Give the requirements up front

2024 2025
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21% agrees: delivery was too slow
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Don’t hide this important info
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(But can you make it concrete by giving me a date too?)

Great - delivery time
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Dispatch vs Delivery time
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Countdowns work well



161



162

19% agrees: I don’t trust the site
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10 trust factors

1) Invest In Design

2) Show A Pulse (updated content)

3) Humanize Your Website (show people)

4) Utilize Social Proof

5) Make It Speedy

6) Familiarity Breeds Trust (use web conventions, and elements you’d expect)

7) Leverage Other Brands (as seen in, as featured in …)

8) Who Are You? 

9) Don’t Hide (show real addresses)

10) Proofread (spelling errors?)
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18% agrees: Too long or complicated 
checkout process
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https://baymard.com/blog/checkout-flow-average-form-fields

Key findings: Checkout steps

Checkout steps

● The length of checkout in steps has less impact on checkout performance 

● Total number of form fields do has an impact

● The average checkout flow today is 5.2 steps long
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the real question we should ask 
ourselves isn’t

“How many steps do we have in 
our checkout?” but rather

“How many form fields 
do we have in our 

checkout?”
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https://baymard.com/blog/checkout-flow-average-form-fields

Key findings: Form fields

● Ideal checkout flow can be reduced to 
as little as 12 form elements (EU)

● 7 form fields

● 2 checkboxes

● 2 drop-downs

● and 1 radio button 

● Optional fields delay check-out time by 
5 to 30%
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Example of rei.com checkout

Too often elements having nothing to 
do with the checkout
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Or fields that aren’t used often

Or often irrelevant fields



173

First name

Finding: During testing, 42% of test users typed 
their full name in the first name field at least 
once.
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Cart abandonment mails
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Best practices

● Immediately and after 1 day & and last call after 7 days

● Includes:
○ names and images of the abandoned items
○ prices
○ ratings
○ link to return to the cart
○ + any guarantee like (free shipping over 35€, free return shipping…)

● Offering discounts is not recommended as you do not want to condition your customers to 

expect it.

● Tools: https://www.ve.com/, Qualaroo, OptinMonster

https://www.ve.com/
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Buttons
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3 types of buttons
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Be consistent



182

Be very careful about promoting 
destructive actions
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Use tertiary buttons for destructive 
actions
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Use tertiary buttons for destructive 
actions
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So don’t use secondary buttons for 
actions you don’t want
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If you can’t avoid it, provide friction

Light friction Moderate friction (use red)
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Or heavy friction for account deletion
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But allow to undo
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Left align buttons on multi-step forms
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Add to cart exercise
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Countdown For 5 Minutes

This Countdown For 5 Minutes with Alarm Alert at the End counts down silently to 0:00 exactly.

Playlist with all Timers! : https://www.youtube.com/playlist?list=PLhJ5MzpCOQ5WPDPYQFt5iJAdnqTFQ-ksu

Do you want another timer? Tell me in comments.
The only thing you have to do is only to credit me with the link of the video and my channel (https://www.youtube.com/channel/UCRJD5e550IvvEGPhoq-rV5g), very easy!

Subscribe : https://www.youtube.com/channel/UCRJD5e550IvvEGPhoq-rV5g?sub_confirmation=1

#timer

00:00 Countdown For 5 Minutes
00:00 5 Minutes Timer
00:00 5 Min Timer
00:00 Five Minute Timer

http://www.youtube.com/watch?v=3dJ4wFqQzz4
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Other important elements in the cart 
& checkout
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Provide a closed environment!
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Provide a closed environment!
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Use automatic address completion
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Use steppers
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Use steppers
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Gifting options
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Who
Do you allow 
checkout as 
guest without 
account 
creaton

How many 
form 
elements 
during the 
checkout 
did you 
ask? 
(checkbox 
incl)

How 
many 
optional 
fields?

Do you 
have a 
closed 
checkout 
environm
ent?

Do you 
show 
pasword 
creation 
rules up 
front?

Do you 
allow to 
edit data
directly at 
the 
review 
step

Do you 
provide 
friction 
when 
people 
want to 
delete 
items 
from cart?

Do you 
show cut-
off time
(order 
within 1h 
35m to 
receive …)

Do you 
allow 
store 
pick-up?

Do you 
send cart 
abandon
ment 
mails?

Are you 
using 
tertiary 
buttons 
for 
destructiv
e actions?

Cart & checkout
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Framework for optimising checkout



201



202

Examples
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Exercise

1. Have a look at your checkout flow 

2. Come up with at least 4 hypotheses to 
remove friction or match user expectations

3. Copy slide hereafter to do the exercise



204

YOUR NAME Proposal for improvement Proposal for improvement Proposal for improvement Proposal for improvement

Shopping Cart & "Added to 
Cart" Behavior

Account Selection & 
Creation

Customer & Address 
Information

Gifting Flow & Features

Shipping & Store Pickup

Payment Flow & Methods 
(Incl. Third-Party)

Credit Card Form

Order Review

Order Confirmation & E-
Mail

Form & Page Design

User Interactions & 
Distractions

Cross-Sells

Validation Errors & Data 
Persistence

Field Labels & Microcopy

Field Design & colors

Default Values & 
Autocompletion
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Tools & A/B testing
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User research
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User research platform

Lyssna.com
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A lot of filtering options
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User research platform

Five second tests
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First click test
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Free to use + pay for credits (users)
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https://www.optimalworkshop.com/

Tree testing



213

Ask people to complete tasks
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215



217

Heatmaps
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https://visualping.io/

Visual ping
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Monitor changes for free on your 
competitor’s site
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https://clarity.microsoft.com/

MS Clarity

HotJar alternative
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Scroll maps
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Click maps
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https://www.zuko.io/

Zuko Form Analytics

HotJar alternative



224



225

A/B testing tools
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https://vwo.com/

VWO

https://vwo.com/
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Features

Why VWO?

● Web A/B testing, split URL testing & multivariate testing

● Those who register less than 50,000 visitors each month can 

use this tool (limited) for free
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VWO Testing - Web

Pricing

Free up til’ 50K MTU’s

https://vwo.com/pricing/
https://vwo.com/pricing/
https://vwo.com/pricing/
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https://www.convert.com/

Convert
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What’s your 
harvest?



Find out more:

antsconnect.be

linkedin.com/company/ants-connect

facebook.com/AntsConnect

234

Thanks!
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