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The last time | came
to London...
















'I'm the co-founder
of a CRO Agency...’






‘Oh yeah, CRO - all that
button colour changing -
o CEIRVENACINELCERE

quid.’
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*Some of that was
made up.



eCommerce Camp 2025

The how to guide on
what to do, when to do it and
what to expect

Adam Pearce - adam@blendcommerce.com




‘Is that James
Cordon’s
better looking

brother?’
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Adam Pearce

e Co-founder of Blend Commerce.
e CRO agency for Shopify based brands.
e Worked with over 350 brands across the UK,

)“))

Ireland and USA. LAWJ %\ wd (ped) ) R S
e Focused on getting retailers customers to buy
now, buy more and buy again. p—

Communication, Planning, Execution & Reporting - seems

e Won awards and spoke on stages and all that bt oA

that consistently delivers on those 4 key touchpoints.

° ® ® ® ® ® Blend Commerce excel at the basics, and their team
b ra g g I n g S h It t h at pe O p I e p ut I n S I I d e S | I ke t h I S ° constantly brings high-quality, well researched &
thoughtful suggestions to the table as we try to scale the
brand. | view them as a key component of our team - the
value they add is clear to see.

Blend transformed our retention, LTV, and conversions a e partnered with Blend for years on theme
Droplene. Their Klaviyo and Shopify expertise, proactive I opmen t email marketing, SEO d more, Th ey'v
support, ai d warm approach make them essential to our ed us grow from $3M to $10M in sales. Gen Iy
recommended! recommend for Shopi 1y

1 j droplette
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Step 1.
Where are we now and
what does CRO need to
do?







Where are
oo YOU?

\ optimisation

| of these
O \ BUY AGAIN i three things.
%3 Wl Customer Retention & '
~ Purchase Frequenc
h 3 O



Let’'s find out....



benchmarks.
blendcommerce.
com




Step 2.
What do we
actually
need to do onsite?




‘'Your product
bundles are
shit and no |

one likes
them.
That's why
AOV is so
crap.’



Stage 1: Heatmaps

e Install Microsoft Clarity for heatmapping.

e Collect at least 2 weeks data.
e 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.What's the user journey post interaction
with product bundles where the user
does not purchase?

J
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PERFECT PART
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: SHOP SUMMER DEALS

SHOPBY VEHICLE

WHAT ARE YOU WORKING ON?
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Stage 2: GA4

e Conversion rate with bundles?

e Conversion rate by traffic source with
bundles?

e Customer journey for those who
purchase bundles?

e Abandoned cart rate with bundles by
traffic source?

e Abandoned checkout rate with bundles
by traffic source?

41 Analytics  Gag4. Gbogle Merchandise ... ~ SEL
Lo Realtime overview [
@ Q-
Q
»  Acquisition usL) N LAS MINUTE
g +  Engagoment 109
»  Monetisation ERS PER M
ol ol stachut B
Tech O
83.5% 165‘-
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Stage 3: Cooee

e Which ad funnels lead to
product bundle purchases?
e Where is the drop off in the
funnel?
e How could the ads and
landing page be optimised to
. Identify Funnel Analyse Visitor Algr?::tzte
drlve Up bundle purChaseS? Leakages Intent Engagement Builtforﬂshopify

‘ Journey A !

3 Alex




‘Ok Adam,
but what

about a real
example?’




DLENU

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




What are you looki

2 v (K

Q What are you lookin

1 Memove
1 Bemove
. MR " Garlic Provence Wight Bulbs (softneck
ﬂ - Garlic Provence Wight Bulbs (softneck) A 9 ( )
- '\\ | \' o
o £8.15 @ . £8.15
i - /_‘
\* "% Item Code: 47590 . il ’ Item Code: 47590
From 18th September 2024. From 18th September 2024.
1 Remove 1 Remove
Subtotal £12.64 Subtotal £12.64
Total £12.64 GBP Total £12.64 GBP

: — Tax included and shipping calculated at checkout
Tax included and shipping calculated at checkout PPing -

Checkout & Checkout 6

® 100% Satisfaction Guaranteed!

Express Checkout

shop 23

P PayPal

Sign up to our newsletter

@ Chat with us ’




16%

INncrease in
eCommerce
Conversion Rate






Step 3.
How are we going to
decide what to do?










What's the cost to you?




PECTI Board

v PECTI Framework Ideas

| Item
| [Tapcart] Schedule regular push notifications

| [Videowise] [A/B test] Autoplay stories on PDP

| [Strategy] Sign up Strategy

| [Post Go Live] Tapcart | Investigate VIP pricing when Loyalty is updated to Influenc...

| [Membership][Discount] Series of Targeted Email Campaigns
| A/B Test Colour Swatches in side drawer on PDP
| [Marketing] A/B test Open and Click Rate in Predict Next Order Flow
| [Marketing] A/B test Click Rate in Quiz Results Flow
| [Marketing] A/B test timing delay in Quiz Results SMS Flow
B [Membership] Membership Account Page Redesign
| [Gameplan] A/B Test Free Shipping Threshold
| [Heatmap] Optimize the Search
| [Post Go Live] Tapcart | Investigate free shipping banner on cart
| [Videowise) [A/B Test] Story component on Collections
[Post Go Live] Tapcart | Look into Rebuy/Tapcart integration
| [Rebuy] [Post Purchase] Upsells & Cross-Sells
| [Heatmap] A/B Test: Collections - DesktopQuick ATC

| [Heatmap] A/B Test: PDP: Color Selection - side drawer

B [Post Go Live] Tapcart | Promote the VIP Loyalty scheme throughout the customer ...

| [Tapcart] Post Launch | Add more blog links to the app
| [Videowise] Reviews Page

| Displaying Selected Filters on Collection Pages

| Quiz Results: Personalized messaging with Octane Al

| [Rebuy] Personalization within copy

| [A/B test] Optimise Videowise widget placement(s)

| [Heatmap] A/B Test Mobile Search Products

COOPOPOPOOPOPOPOPOOOPOOOOPOOOOOY Y

Task With

Status
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If we...
Schedule push noti...

A/B test a videowis...

Investigate VIP pric...
Send email campai...
Adding colour swat...
AB Test Flows
AB Test Flows
AB Test Flows
Redesign VIP Mem...
A/B test placement...
Improve search wit...
Implement a free s...
A/B test a videowis...
Integrate Rebuy wit...
Add upsells & cross...
A/B test quick ATC ...
Add the colour swa...
Promote the VIP lo...
Add more blog links...
Add a video carous...
Show users what fil...
Include Personalise...
Tailor the copy with...
Optimise the place...

Make the products ...

we expect X to h...
Increase in users o...

Users will have a be...

Provide strategic in...
Increase in VIP sign...
Improved colour sel...
Increase Open and ...
Increase Open and ...
Increase Open and ...
Increase in VIP Sign...
Increase in AOV to ...
Better search result...
Increase in users m...
Increase social pro...
Improve AOV with ...
Increase in AOV
Increase in AOV

Improve the colour ...
Increase in users si...
More helpful conte...
Increase social pro...
Improved UX as us...
Increase in QUiz C...
Increase in engage...
Increase the numb...

Increase in engage...

As measured by
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« Monthly meeting.

e Data analysed on completed tests and implementations by
one person.

e New tests proposed based on data.

e Whole PECTI is reprioritised based on new data.

e eCommerce Director, Lead Develooper, Lead Designer, Lead
Marketer.
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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
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Original — Variant 1

AL L A

FIND THE
P TPART_' B FIND THE

WHAT ARE YOU WORKING ON?

WHAT ARE YOU WORKING ON?

FREE DELIVERY

Froe shipping on orders over $100 in contiguous
48 states.

FREE DELIVERY

Free shipping on orders over $100 in contiguous

EASY RETURNS 48 states.
Have confidence in your purchase.

EASY RETURNS

? Have confidence in your purchase.

RELIABLE QUALITY -

Products built to last for enduring performance




22.2%

Increase in Site Search
Queries

45%

Increase in Average
Order Value

2.49%

Increase in Add to Cart

34.5%

Increase in Average
Purchase Revenue Per
User
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Jackson's Chips

0 Analytics

GA4 showed ‘brand+ingredient’ based R | e

Queries: Organic Google Searchquery @ ~ ¥ Last 28 days 1Aug

searches. o

Pages and screens
Landing page
~ Monetisation
Overview
E-commerce purchases

Are users not finding the informaytion they

Checkout journey

need on product pages?

Retention

Search Console
~ Search Console

Querles

Let:s test detailed accordion menus on the

» User attributes

product pages -

Google organic search traf...

google cloud certified merchandise

google merchandise store

google cloud certification perks
webstore

google cloud certification merchandise
google cloud merchandise

google cloud certified perks webstore
google cloud perks

google certification perks

google cloud merch

google cloud swag store




FREE SHIPPING ON ALL ORDERS

Original

JACKSON'S 2w

ADD TO CART

Buy with Sth

More payment options

8) Top 9 Allergen Free () Vegan

@ Kosher g Gluten Free

Just three super ingredients make up these
savory and satisfying chips. We take heirloom,

non-GMO sweet potatoes, kettle cook them in
avocado oil and give them a toss of sea salt to
bring out their superior flavor. Hero your

lunchtime, anytime snacking today!

Beware of Imi-Taters

Jackson's is super at sweet potatoes! And we've
learned that to make great sweet potato chips,

you have to start with great sweet potato f
our chips are made from heirloom, non-

varietals sourced directly from

Rewards

E SHIPPING ON ALL ORDERS

Variant 1

JACKSON'S 2w

ADD TO CART

Buy with shop 23

More payment options

{8} Top 9 Allergen Free (D Vegan

@ Kosher

€)) Gluten Free

Description +
Ingredients & Nutrition +
Shipping & Delivery i
Super Guarantee +

Certificates -

SnackSafélyu\;zf

Clch for deta ded sllergen Sroces sing iMorraton

Rewards

Beware of Imi-T¢



7.3% 15.2% 6%

Increase in Checkout Increase in Increase in Add
VIiSIts eCommerce to Cart
Conversion Rate
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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 reduc
the impact on metrics?

Action?
Let;s test 3 diffferent placements onsi




Original

By clicking 'Accept’, you agree to the storing
of cookies on your device to enhance site
navigation, analyse site usage, and assist in

our marketing efforts. Learn more

Preferences

By clicking "Accep

device to enhance site navigation, analyse site usage, and assist |

our marketing efforts. Lear

™Ore

COOKIes ON your

Variant 1

Preferences

£
L35

AR AR y e

Whey Protein

e your flavour

vanilla

£16.99

£38.99

Variant 2

£
9%

AAARY ' R

Whey Protein

Choose your flavour

By clicking "Accept’, you agree to the storing of cookies on your
device to enhance site navigation, analyse site usage, and assist in

our marketing efforts. Learn more

Preferences




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

22% 32% 5%

Decrease In Bounce INncrease In INncrease In
Rate eCommerce Revenue per
Conversion Rate Visitor




Step 5.
What about one
you guys?







Madalena

Iit's you....



SLETTER FOR 7% OFF SELLTOUS LOGIN SIGN UP WISHLIST

. \\-‘\.. - =
ONTACTUS \ % ~ Y, % - I
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New Drop Brands, Live Shopping i Customisations
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Areas for Improvement & Suggestions

INITIAL IMPRESSIONS

o Exposed Search Module

Original

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.

RELIABLE QUALITY
Products built 10 last

Variant 1

Impact of implementing these with the
metrics achieved:

The A/B test results demonstrated that making the
search bar consistently visible led to a +22.20% increase
in Site Search Queries, a +2.49% rise in Add to Cart
actions, a +45% boost in Average Order Value (AOV), and
a +34.53% increase in Average Purchase Revenue per
User. These improvements confirmed the value of
keeping the search bar open, and we have decided to
implement this change permanently.

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

22.2% 2.49% 45% 34.5%

increase in increase in increase in increase in Average
Site Search Add to Cart Average  Purchase Revenue

Queries Order Value Per User
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Areas for Improvement & Suggestions

INITIAL IMPRESSIONS
® ImprOVIng. User EXperlence Wlth Image |mpact of implementing these With the p&saveloxonyourmxtordev > mpingonanUKordersido -
Thumbnails metrics achieved: = BRANDLOGO Q@ 0O = BRANDLOGO @ A

hey Protein Vanilla 2,27xg

. . . Based on our heatmap data, we tested this findin
The current mobile PDP uses a hidden carousel without ) P &
using an A/B test. The results showed a +9.9%

any visual indicators that more images are available. increase in eCommerce Conversion Rate, a +16.2%
increase in Add to Cart actions, and a +2% increase

. . f in Average Purchase Revenue per User. Seeing the
This makes it harder for users to explore the product positive Impact on these purchase decisions, we

fully unless they know to swipe, resulting in missed implemented this change permanently on the site.
details that could help them make a purchase decision.

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

By using thumbnails for product images alone, we = n 5
© (o) o © © Wk ko (223 Reviews -

achieved a 9.94 |ncre§se in eCommerce F:onversmn 9.90/0 1 6.20/0 20/0 s -

rate, a 16.2% increase in ‘Add to Cart' actions, and a 2% _ , - , , . Whay Brotein "

. . INncrease In INcrease In INncrease In Average :

increase in average purchase revenue per user. eCommerce Add to Cart Purchase Revenue

Conversion Rate per User
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Areas for Improvement & Suggestions

INITIAL IMPRESSIONS

o 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.

Need Assistance? Speak to an expert.

« Light pink

« Round opentoe

« Crossover strap at the toe
 Branded footbed

« Flatleather sole

« Slip-onstyle

Read more

Pink

@

Pristine

100% Leather

®

EU39

This pre-owned Loewe® item has been authenticated by
our in-house trained professionals and additional layer of
Al technology comparing millions of patterns. Loeweis a
registered trademark of Loewe. Rewind is not affiliated

with Loewe.
Product Code: DPVC8310

siire £ ¥ P ©@ O

Home / New Drop / Loewe

-, ﬂ‘W

LOEWE

Loewe Pink Fluffy Sandals
£420

Colour Pink

Size 39 EU

Composition 100% Leather

Pristine Condition

ADDTO CART

\A nip Worldwide!
>d delivery 1-3 Business Days
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Areas for Improvement & Suggestions

INITIAL IMPRESSIONS

o 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.

e 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.

SIGN UP TO OUR NEWSLETTER FOR 7% OFF

Home / New Drop / Loewe

ul/:/é,:’l&‘: £ ,,‘, ‘

LOEWE

Loewe Pink Fluffy Sandals

More Details

Product Code: DPVC8310

£420 V.,

ADD TO CART

We ship Worldwide! e
@cd delivery 1-3 Business Days

Need Assistance? Speak to an expert.

Home / New Drop / Loewe

A
. g
Lo

LOEWE

Loewe Pink Fluffy Sandals
£420

Colour Pink

Size 39 EU

Composition 100% Leather

Pristine Condition

ADD TO CART

\Waehip Worldwide!

>d delivery 1-3 Business Days
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SIGN UP TO OURNEWSLETTER FOR 7% OFF

Areas for Improvement & Suggestions
a JAWIND o=

INITIAL IMPRESSIONS S

Home / New Drop / Loewe

e Highlight Authenticity Guarantee Earlier

The authentication reassurance is buried lower in the
description. Displaying a “Authenticated by Experts” badge or a LOEWE

short statement higher up the PDP ensures shoppers see this
trust signal early, reducing hesitation for a high-value luxury

Loewe Pink Fluffy Sandals

AW £420 .
purchase. Y i s e
Colour Pink
e Make USPs Below the ATC Button More Engaging Size 39 £
1ze

LOEWE

Loewe Pink Fluffy Sandals

Composition 100% Leather

Important purchase reassurance points, such as delivery

timeframe, returns policy, and authenticity, are either lower on More Details Pristine Condition <P
the page or in plain text. Showing these as icons with short AP ——
labels directly under the Add to Cart button keeps key benefits £420 V),

visible at the decision point. ADD TO CART

O b w

\Waehip Worldwide! Free returns Secure delivery in  Expert-verified
ed delivery 1-3 Business Days e within 14 days ~ 3-5 business days authenticity
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Areas for Improvement & Suggestions

INITIAL IMPRESSIONS

e 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.

e 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.

Free Shipping on Domestic Orders $75+

’“’"’ Q_ SEARCH )

COMPLETE THE LOOK

Styled With

FLANNEL SLEEP OVERSIZED $54
PANT

Color Phoenix Plaid

Select Size v

SIMILAR STYLES

o

[

Best Seller

COTTON RIB BOX

Color Soot

Select Size

SELECT A SIZE

Sign Up for Email & SMS |

SRIPES Csevcn O A =

SIMILAR STYLES

WORN IN JERSEY @ ULTRA LIGHT JERSEY @ ULTR
BABY V NECK TEE SCOOP NECK T- CAMI
$54 SHIRT $34

$44

MORE IN THIS COLOR

|

WORN IN JERSEY Q WORN IN JERSEY @ COTT!

POLO BABY TEE BABY V NECK TEE FOLD

$58 $54 SKIR’
$58

SELECT A SIZE



What's the cost to you?




ASK ME TO SEND
YOU THE STUFF HERE




ASK ME STUFF
NOW.

Adam Pearce
Blend Commerce
adam@blendcommerce.com




