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Customer Retention &
Purchase Frequency

Conversion Rate
Average Order Value

BUY NOW
BUY MORE

BUY AGAIN
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CRO is the
optimisation
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Install Microsoft Clarity for heatmapping.
Collect at least 2 weeks data.
Get some pretty pictures like these, but
importantly:

1.What % of visitor interaction is
happening with the product bundles?

2.What % of visitors exit after interaction
with product bundles?

3.Whatʼs the user journey post interaction
with product bundles where the user
does not purchase?

Stage 1: Heatmaps



Conversion rate with bundles?
Conversion rate by traffic source with
bundles?
Customer journey for those who
purchase bundles?
Abandoned cart rate with bundles by
traffic source?
Abandoned checkout rate with bundles
by traffic source?

Stage 2: GA4



Which ad funnels lead to
product bundle purchases?
Where is the drop off in the
funnel?
How could the ads and
landing page be optimised to
drive up bundle purchases?

Stage 3: Cooee





Client
Gardening Brand

Data
Shopify Analytics shows PayPal is the
payment menthod of choice

Hypothesis
Paypal is not shown as an option until
checkout, shall we show them sooner?

Action
Replace credit card logos with Paypal
Express



Original Variant 1



16%
Increase in

eCommerce
Conversion Rate













PECTI Board



The PECTI process
Monthly meeting.
Data analysed on completed tests and implementations by
one person.
New tests proposed based on data.
Whole PECTI is reprioritised based on new data.
eCommerce Director, Lead Develooper, Lead Designer, Lead
Marketer.





Client
PerTronix (Car parts)

Listen?
GA4 shows higher conversion for search
users

Analyse?
Would a more prominent search increase
conversion?

Action?
Expose search on mobile



Original Variant 1



22.2%
Increase in Site Search

Queries

2.49%

45% 34.5%

Increase in Add to Cart

Increase in Average
Order Value

Increase in Average
Purchase Revenue Per

User
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Client
Jackson’s Chips

Listen?
GA4 showed ‘brand+ingredient’ based
searches.

Analyse?
Are users not finding the informaytion they
need on product pages?

Action?
Let;s test detailed accordion menus on the
product pages



Original Variant 1



7.3%
Increase in Checkout

Visits

15.2%
Increase in

eCommerce
Conversion Rate

6%
Increase in Add

to Cart
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Client
Sports Nutrition Brand (Under NDA)

Listen?
Heatmaps showed that GDPR cookie
consent was causing bounce rate to
increase

Analyse?
Can we change the position to reduce
the impact on metrics?

Action?
Let;s test 3 diffferent placements onsite
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Original Variant 1 Variant 2



22%
Decrease in Bounce

Rate

32%
Increase in

eCommerce
Conversion Rate

Based on the test results, Variant 1 (top), compared to the
original results, showed the following:

5%
Increase in

Revenue per
Visitor











Exposed Search Module 

We recommend testing a visible/open search bar on
every page. Some users come to discover more
products, and some come to search for a specific
product. The most crucial function that both behaviours
share is the search module. 

In a previous brand test, where we offered an exposed
search bar, we saw a 22.2% increase in site search
queries, a 45% increase in AOV (Average Order Value),
and a 34.5% increase in average purchase revenue per
user. We recommend testing a similar approach to
improve the customer experience.

INITIAL IMPRESSIONS

Areas for Improvement & Suggestions



INITIAL IMPRESSIONS

Areas for Improvement & Suggestions

Improving User Experience with Image
Thumbnails

The current mobile PDP uses a hidden carousel without
any visual indicators that more images are available.

This makes it harder for users to explore the product
fully unless they know to swipe, resulting in missed
details that could help them make a purchase decision.

By using thumbnails for product images alone, we
achieved a 9.9% increase in eCommerce conversion
rate, a 16.2% increase in 'Add to Cart' actions, and a 2%
increase in average purchase revenue per user.



Surface Key Product Information Above the Fold

Crucial product details such as condition, size, material,
and colour are currently hidden below the fold, requiring
users to scroll to find them. Attributes such as these
should be prominently displayed near the title and price. 

Bringing these details into the upper portion of the page
helps users evaluate the product at a glance, improving
trust and speeding up purchase decisions.

INITIAL IMPRESSIONS

Areas for Improvement & Suggestions



Make the Add to Cart Button More Prominent

The Add to Cart button blends into the page and doesn’t
command enough visual attention. Changing its colour
contrast, size, and spacing from surrounding elements will
make it easier to spot, ensuring shoppers can act on their
purchase decision without searching for the CTA.

Add Urgency Messaging Near the Add to Cart Button

There is no indication of product scarcity or exclusivity near
the purchase area. Adding short, time-sensitive cues such as
“Only 1 left in stock” or “Selling fast” directly under or above
the CTA can create a sense of urgency, prompting faster
decision-making.

INITIAL IMPRESSIONS

Areas for Improvement & Suggestions



Highlight Authenticity Guarantee Earlier

The authentication reassurance is buried lower in the
description. Displaying a “Authenticated by Experts” badge or a
short statement higher up the PDP ensures shoppers see this
trust signal early, reducing hesitation for a high-value luxury
purchase.

Make USPs Below the ATC Button More Engaging

Important purchase reassurance points, such as delivery
timeframe, returns policy, and authenticity, are either lower on
the page or in plain text. Showing these as icons with short
labels directly under the Add to Cart button keeps key benefits
visible at the decision point.

INITIAL IMPRESSIONS

Areas for Improvement & Suggestions



INITIAL IMPRESSIONS

Areas for Improvement & Suggestions

Expand Related Products Section

The current “You May Also Like” carousel is limited.
Expanding it to include more options, such as similar
products, bestsellers, or complementary items, can keep
users engaged even if they decide not to purchase this
exact product.

Add a Sticky Add to Cart Button on Mobile

With the addition of more key product information, you may
be worried that the Add to Cart button will be pushed below
the fold on mobile. Introducing a sticky Add to Cart button
ensures the CTA remains visible at all times as users scroll,
making it easy to purchase without having to navigate back
to the top of the page and reducing friction for ready-to-
buy shoppers.
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