5 Conversion Tricks to Increase ROI in Ecommerce
How to improve customer experience for better conversion and turn your website visitors into loyal
customers

The CEO of Amazon, Jeff Bezos has highlighted the importance of customer experience,

“If you do build a great experience, customers tell each other about that.
Word of mouth is very powerful.”
It’s understood that setting up an online store will not take more than 5 minutes in present context. But,
turning the same into a successful business isn’t what everyone can stick onto!
Having placed your ecommerce store online, the next would be to market it. While driving traffic to your
website is one part, sales is another. It is definitely not sufficient to simply drive traffic to your website;
converting those traffic to sales is the ultimate goal.
Now, where can you start to look for the conversion tricks that are actually proven for higher Return on
Investment (ROI) from your ecommerce website? If this is your question, here are some sure shot tricks
to embed in your marketing strategy for better conversions 

1. Unexpected Shipping Charges kill conversions. LOWER it or make it FREE
28% of the buyers will abandon their shopping cart when they are presented high
shipping costs. (Source: Ecommerce Survey, 2014)
It may not sound like a very good percentage but, it is one of the biggest reason because of which your
customers leave your website. See below and you’ll know what it means.
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The statistics above depicts how an unexpected shipping cost can influence users to abandon the
website.
Well, it’s absolutely not that visitors do not want to pay, but they do not like the idea of shopping cart if
it means for unexpected shipment price.
If the shipping charge is free, that’s awesome; if not, it should be a minimum. Users are likely to
understand that an order to their doorstep means it will incur some charges. However, if the price is far
beyond their expectation then they will certainly leave your site.
Not forget again, it’s 7x more expensive to get a new customer than to retain an existing

one (Source: Invesp, 2014).
Here’s what you need to consider. The shopping cart abandonment is likely to happen; not every visitor
will shop from your website. But, not all 28% would be on the list if you would do something about it.
If a shipping charge is a must, inform your visitors about the shipping charges before they go reach too
far on your website. Yes, you might lose some customers upfront but it’s better than to drag them to the
entire funnel and pissing them off.

The cart above is clear with its shipping price and there is nothing unexpected about it, it’s straight
forward about the shipping cost.
This is one unobtrusive way to make the visitors aware about the possible shipping charges. Another
option could be to let them calculate shipping charges about the things they are to buy on their own.
It’s obvious, Free Shipping appeals the customer. And if we can’t go that far, don’t make them afraid
with your high shipping charges.

2. Account creation for shopping? That’s time consuming. There should be a
way.
23% of the website visitors will abandon their shopping cart if they have to create a new
user account. (Source: Ecommerce Survey, 2014)
Let’s face it. There are users who do not want to create new accounts and just want to shop. The
observation shows that some of the sites are totally narrowed to creating membership profiles and
neglect what its taking from them down the line. They are so obsessed about building customer base
that some do not even let their users browse properly without handing them the email address.
A research from Lee Resource Inc says,

70% of complaining customers will do business with you again if you resolve the
complaint in their favor.
So, rather than accumulating emails, get over those extra signups by having a Guest Checkout could be a
better approach.
Just because your users do not want to create account doesn’t mean they will not shop. Always offer
them an easy way to access and buy your products without membership hassle.
See how eBay has done it!

The picture above provides an alternative to continue as a Guest after selecting the products you want
to buy. Enter the shipping address and you are all set to go.

All you need to do is, play nice with your customers and they would be happy to buy from you.

3. User Generated Content serves better conversion
55% of buyers say that online reviews influence their buying decision. (Source:
Ecommerce Survey, 2014)
Customer reviews or testimonials, both can influence the conversion rates dramatically. A truly satisfied
customer review and more like that in numbers are the strongest evidence to ensure the product’s
quality. Hence, the visitors are more likely to buy the product with greater and better reviews.
Today, we are acquainted with even more powerful testimonial forms rather than just selective
handpicked testimonials; it is now user generated, meaning that it’s from the genuine users who have
used the product. Their reviews and ratings about the product always entices a product researcher to
come purchase.
We rarely buy any products without reading the reviews being created there. It is definitely a must-have
component. As of today, thousands of ecommerce portals have discovered their way out for more user
generated form of content. It’s an important factor for generating revenues.
As an example, Amazon has been very successful in leading its way with integrating user reviews.

Amazon has highlighted the Customer Reviews as “The Most Helpful Customer Reviews”. The reviews
aren’t too good but still Amazon has placed it there to help users get the most of it and help them
decide whether to go for the product or not. That’s what User Generated Content (UGC) is supposed to
do.

The number 55% refers to big customer numbers who are easily influenced by the customer reviews and
consider it significant. And if you could not deliver what users are searching for,

Your customer is 4 times more likely to go to your competitor if your problem is
service-related (Source: Bain & Company).

4. Low Price and Discount delights Visitor
54% of shoppers will purchase products left in shopping carts, if those products are
offered at a lower price. (Source: Ecommerce Survey, 2014)

Most of the customers are by nature bargainers. In that case, if you push discounts and lower the price
of the items, they are more likely to buy it. Customers love discount. Therefore, negotiate to the level
you can and you are in hands with shoppers who purchase.
Even more, just by retargeting your visitors, you are more likely to get customers to your list.

5. Retargeting is Today’s Effective Marketing Plan
72% of the shoppers are favorable to retargeting. (Source: Ecommerce Survey, 2014)
Marketers expect for higher ROI, customer acquisition and customer spend rates. So, how can this be
achieved? With Retargeting. Retargeting has been a very approachable and powerful marketing form for
ecommerce. The more you spend on retargeting, the more you are to pick up the users who left your
site.
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What’s Retargeting? Making it simple, it’s about showing ads to the users to pick up from where they
left. It’s an advertising strategy focused on gaining new customers and converting the potential visitors
to real customers.
Below is an illustration.
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Retargeting is more like an obvious technique where you can pitch to those interested again and again,
winning a good chance to have them back.

Conclusion
Sitting and expecting that the customers will do the needful without giving them any motivation will
only be hurtful. In order to achieve what’s important for us, we must change how we are working to
drive traffic to our website.
Work hard. Implement what you learn. Change your approach. Perform the test. And witness the
difference!
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Sageframe is a platform on a .Net framework designed on a service oriented modular architecture,
delivering solutions to 80,000+ customers worldwide for creating websites and applications. It provides
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framework has integrated features that aids for customer engagement, allowing you to attract more
visitors and engage them throughout.
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