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You don’t need a new website to improve your conversion

Re-Think, Don’t Re-Start:

Includes tips from international experts:

Matthias Bettag
Martin Wilson
Sanne Dollerup 
Janus Lindau
Paul Gordon
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Introduction
Your website has been built and is getting traffic. 
But you’re losing sales. What could the issue be?
 
At Bellmetric, we want businesses to understand that 
not all of their visitors are the same. Each one is differ-
ent and needs to be treated accordingly. So, what hur-
dles or choices are consumers faced with that make or 
break their decision to complete the online checkout 
process, and how do they differ? Our team has joined 
forces with industry experts to help provide answers 

these questions and to address modern eCommerce 
problems. Bellmetric invites you to learn more about:

• Why your traffic doesn’t translate to conversions
• How a lot of the reasons are connected and how to 
understand them
• Why personalization plays a big role in getting con-
versions
• Main problems to focus on - Expert tips and thoughts
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1.Why doesn’t your traffic translate 
to conversions?

Cart Abandonment - an increasingly common prob-
lem that is causing you to lose potential customers, 
valuable opportunities and is costing you money. 

Let’s begin by looking into the details and facts, which 
will help you to truly understand why your traffic doesn’t 
translate to sales. So without further ado, here are the 
top reasons why online shoppers leave without com-
pleting a transaction:

It’s likely that one or two of the facts mentioned above 
might be one of the reasons why customers are aban-
doning your cart. But have you considered the fact that 
many of these reasons are highly connected? We have. 
Read more in the next chapter.
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2. Understanding your different 
customers

Understanding your customers can help explain 
and clarify how many of these top reasons for cart 
abandonment are intricately connected. 

Take a look at how the 3 highlighted reasons above (just 
browsing, better price elsewhere, decided not to buy) 
are not specifically about a cart itself, but there is no 
doubt that there is an indirect, important connection 
between them.  

These reasons are showing how the shopper is only ex-
pressing a fleeting or passive interest in the product. It’s 
nice to put a face to a name right? Well, these shoppers 
do have a name: casual abandoners. Between 30-40% 
of cart abandoners are casual abandoners. 

So what can we learn from this? Doesn’t the cart already 
define the fact that a customer is ready to buy? No, not 
necessarily. This is where we have to take a closer look 
to learn about the motivations of the infamous casual 
abandoner - that being said, this is a bit of a cliff hanger 
and implies that you’re going to look at the motivations 
of online shoppers.

Your business needs to understand that there are dif-
ferent types of online shoppers. Each personality needs 
to be treated differently. In the next chapter, we’ll be 
looking at various types of online shoppers, how they 
behave and how to best cater to them in the online 
shopping experience.
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2.1 Different types of online shoppers
& how to win them all

The one mistake your business should never make 
is: to assume all your online shoppers can be en-
couraged to convert from a visitor to a customer by 
employing the same tactics.

Here are the main 6 different online shopper per-
sonality types:
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2.2 The strategy: Personalization
Now that we’ve explained how your website’s vis-
itors are all different, we would encourage you to 
customize and tailor a great online experience for 
each of them! How? By personalizing your website, of 
course. It is one the biggest trends right now and it is 
certainly not going anywhere. Personalization capabil-
ities are getting better and better - and customers are 
coming to expect a tailored experience more and more. 
But what is personalization exactly and what could you 
do with it?

Personalization is the process of targeting individuals 
on your website based on who they are, where they are 
and what device they used to access your website. In-
corporating personalization into your business strategy 
will allow your business to:

• Create more tailored, targeted content;
• Adjust the checkout process to better suit your cus-
tomers’ needs;
• Reduce shopping cart abandonment; and
• Increase conversions!

It’s all about building a unique personalized experi-
ence. Years of testing has shown that audiences don’t 
respond when being treated as just part of the crowd 
and generically. Specific, relevant offers and personal 
messaging appeals to individuals.

Gaining intel about what your visitors can lead to a 
wealth of opportunities - for example, using the knowl-
edge that many visitors are only there for the offers can 
allow you to shift and develop your content and offers 
accordingly. In this case, perhaps a simple exit intent 
could lead to a conversion (and a sale!). But how can 
you achieve this? By collecting your users’ behavior, 
mapping their browsing habits and keepings tabs on 
their interactions. 

What next?

You have collected data about your visitors and their 
habits, but what should your business do now? 

Well, in the beginning of this eBook we showed the main 
reasons for a low conversion rate. Most of them can be 
connected, as we explained, but some stand out more 
than others; however, the question still stands: What 
should your business choose to focus on developing?

We asked 3 experts to share their thoughts about the 
biggest issues that contribute to low conversion rates. 
Who better to answer your questions about what prob-
lem(s) to focus on and how to approach this, than indus-
try experts? Here are what the experts have to say!

Dig in.

http://bit.ly/1UUZ3be
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Problems you need to focus 
on the most -

The experts’ advice
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3.1. Hidden fees & high shipping prices

If you are selling products online, everything 
needs to be transparent; no surprise costs, clear 
delivery times, no forced registration. If there are 
shipping or other costs involved make sure these 
are obvious and clear early on, surprise costs only 
bring into question competiveness. Promote stan-
dard deliver times early in the process. Avoid rep-
licating data collection. If your payment provider 
can supply the payment and delivery information 
you don’t also need to collect it on the site.
 
Managing customer expectations throughout the 
process will help drive conversion. Minimising the 
effort of the customer to do business with you will 
help drive conversion. A significant part of the user 
experience is how these elements are handled. Be 
honest, would you go through the process and be 
totally happy to still buy from your business?

- Martin Wilson

In my opinion: high shipping costs and unclear, 
non customizable delivery dates are one of the 
main reasons for lost conversions.

These two items can be connected to or even de-
pendent on each other. Of course, there’s almost 
no chance to convert a customer to complete a 
purchase when the shipment conditions are limit-
ed, too expensive or too slow. I’ve seen a very large 
percentage of cart abandonments because of this. 
Analytics can prove that the reason really is the 
shipment conditions, but it’ll be hardly possible to 
solve this only with an UX optimization.

KPIs (key performance indicators) that help you to 
improve your business and to increase efficiency 
on sales and marketing need a very clear context: 
It is always a relation between the type of cus-
tomer and its intention. Once you average two or 
more different customer or product groups, you 
cannot derive an accurate decision. To make it 
worse, you’re most likely going to optimize for an 
average which will neither support the one or the 
other (in average we’ll all have a shoe size of 41.5 – 
good luck when offering that size only!).

- Matthias Bettag

As mentioned in the beginning of the book: Based on statistics, the number one rea-
son for lost conversions is: unexpected cost. The statistics show that 56% of people 
leave your website if they are presented with an unexpected cost. The extra costs 
can include (but are not limited to): shipping, taxes, hidden fees like surcharges, and 
fees to use certain payment methods. 
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3.2 Visitor can’t decide

Identify what your users need, depending on 
their online behaviour - Marketers have more 
data than ever at their fingertips, which gives them 
insights to every step of the customer journey. Use 
data to improve the customer journey, which is 
key to create a competitive advantage in today’s 
market.

Sometimes your website visitors need a little 
nudge to convert. So you need to be ready to react 
to your visitors digital behaviour before they lose 
interest. Offer solutions such as:

• A call-back, call-in (some people prefer calling 
an expert for a more personal experience)
• A chatbox (some people prefer writing instead 
of calling)
• An offer (a discount offer can make up a lot of 
minds)
• A newsletter option (maybe they like what you 
offer, but aren’t ready to buy yet, but would love 
an option to hear more about relevant topics/
products/trends)

Based on who your target group is exactly, you 
need to be prepared for different kind of scenar-
ios that can take place on your website. All your 
visitors are different, don’t treat them the same!

- Janus Lindau

Sometimes you simply can’t push a visitor to 
convert to a customer immediately. Certain 
times customers just need time to make a deci-
sion; however, make sure that the information the 
customer receives and has access to is helpful and 
“reassuring”, which will help them make a decision 
and convert. 

Run an analysis about the customer’s decision 
time (in days) from the first contact to a product to 
the purchase. Segment this by product area, prod-
uct value, first touchpoint, etc. You’ll likely see a 
pattern which will be a tremendous help for more 
efficient retargeting and special offers in order to 
drive conversions (i.e. when most purchases, if 
not immediately, happen on day 5-8 then avoid 
burning money to bother that customer with “buy 
now” offers on day 2-4, as this is the decision time 
during which the customer would more likely ap-
preciate “reassurance” ). 

It certainly makes great sense to analyse the “gap” 
between the goods added to the cart and the pur-
chased goods. Sometimes customers use the cart 
as a wishlist or to “bookmark” products. So, also 
analyse carts to understand how customers use 
them and their functionalities.

- Matthias Bettag

Never underestimate the importance of engagement on your website. Approximate-
ly 96% of visitors that come to your website are not ready to buy. Catching your web-
site visitors at the right moment heightens the chances of them staying on your site 
longer. Meaning: if your visitors are in doubt in buying your product, an interaction 
with them can help make up their minds.
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3.3 Give the users what they want
UX (user experience) aim is to make the product easier and more enjoyable to use. 
So it’s more concerned with areas such as: design, development of the product and 
research.

A great user experience leads to conversions. Don’t try and make your visitors do 
something. Provide them with an environment where a certain action is irresistible 
and easily facilitated. Take the age old example of a horse: you can lead the horse 
to water, but you can’t force it to drink. You can’t force the horse to drink the water 
any more than you can force a user to take a desired action. Give them the option 
and make it easy. So what are the main UX problems to focus on?

Remove barriers: Anything that hinders a user 
will impact on conversion. Streamline the site ar-
chitecture and especially the checkout process to 
make sure a customer can convert quickly. Every 
click, especially on mobile, should be questioned 
as should the role of all content.

Unnecessary clicks, poor navigation, irrelevant im-
ages all get in the way and slow down the user. 
Phone numbers that can’t be clicked, irritate.

- Martin WIlson

UX issues such as: not providing the favorite pay-
ment method, lack of transparency regarding qual-
ity/security issues, too long or complicated forms, 
using the cart for bookmarks or as a wishlist (as 
opposed to with intent to make a purchase), etc. 
These are main issues, which I think need to be 
dealt with or added for a better conversion rate.

- Matthias Bettag



12

3.4 Poor mobile experience
There are over 1.2 billion mobile web users worldwide. For many people in the world, 
a mobile device will be one of their first - and often their only - computing devices. 
It’s time to start thinking mobile first, because mobile usage is on the upswing and 
it’s just going to continue to surge in popularity -  and therefore in importance. The 
situation is unavoidable: the web has escaped out of a computer sized box and now 
we need to start thinking about making our user’s experience feel as in-depth and 
robust as possible on the smallest screen possible. 

It’s simple: if your website’s mobile experience is awful, then right off the bat, a con-
version is lost.

Optimise for mobile: When someone visits a 
site on their mobile, they typically need some-
thing. They are there to call, to find, to buy - not to 
browse around and consume content. So when it 
comes to the mobile experience, get to the point: 
The limited screen size of a mobile means every-
thing should be focused on conversion! Provide 
just enough to support an action.
 
Do not try to replicate a desktop browsing and 
search environment on a mobile device as it will 
cost you dearly. Make sure all the features work on 
any mobile device and minimise the page length, 
as scrolling kills the experience. If you are selling 
products online, make sure the checkout and pay-
ment process is fully optimised for mobile.

- Martin WIlson

Yes, think mobile first! By this I mean, think 
hard about how to present your brand on mobile 
screens. Always approach problems on your web-
site with mobile first in mind and then develop the 
concept from there. If the experience for your vis-
itor is horrible on mobile then there it’s simply a 
conversion lost, no matter how great the experi-
ence is on desktop. Trust me on this one, mobile 
usage is on the rise.

- Janus Lindau
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3.5 Visuals vs. functionality
The design of your website is more important for conversions than you think. By de-
sign we mean: the elements and principles of design that build your website. Your 
website can implement any sort of conversion boosting tricks out there, but if it 
looks cheap and awful all together, it won’t do you any good.

Your business needs to think of design as a marketing tool, in which you play around 
with your content in a way that the user has an experience where it’s easy to navi-
gate. 

Deliver a consistent and managed visual expe-
rience – You have less than 8 seconds to deliver 
a lasting first impression, even less on a mobile. 
The first thing that a user sees must meet (or ex-
ceed) their expectations. The page should provide 
an instant reference point for the user, primary ar-
eas should be emphasized, and content below the 
page fold should be minimised. Show what you 
have to offer and provide a clear customer action.
 
If you are running a promotional campaign to 
drive users, make sure the campaign creative is 
mirrored on the landing page. When individual 
pages appear in search results, make sure the de-
scriptions align with the landing page and present 
a consistent brand experience. Ensure that the 
landing page’s navigation path is simple, clear, and 
obvious.

- Martin WIlson

It’s important to remember that your compa-
ny’s website represents the organization as a 
whole. This means that in order to create a great 
website that is aesthetically pleasing and function-
al, you need to think about your target audience, 
your industry and the purpose of someone visiting 
the website. Understanding what your audience 
needs and will respond to best - visually and func-
tionally - will allow you to cater to the visitors that 
matter most. The website should clearly embody 
the organization’s brand. So first focus on the vi-
sual elements and how to arrange them properly. 
After that start thinking of the visual effects that 
can fool the eye or create a “wow” impression.

Remember to not leave the design just up to the 
designers. The entire organization should be in-
volved in the process. I think we should stop think-
ing as if your website is just a marketing tool. It’s 
more than that. Your business’s website should be 
connected to all the departments you have: sales, 
support and marketing. It is the true centre of ev-
erything and I think if you learn how to connect all 
the dots, true success will follow suit.

- Janus Lindau
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3.6 The importance of segmentation
To sell to your customer, you must know your customer. As we wrote before, the 
strategy starts out with personalizing your website experience. Because you cannot 
solve your customer’s needs if you don’t even know what they are. However, most 
businesses don’t know all of their customers personally, even though they know 
their online behaviour. But they do have certain interest and habits that connect 
most of their customers. This information allows companies to create personal seg-
ments that combines certain people together. Why is it important?

Positive gut feeling increase conversions. Al-
ways combine big data with emotional seg-
mentation. One key aspect that could increase 
sales dramatically is the customers ”gut feeling”. 
The feeling in the stomach that tells the custom-
er: ”Is this a good decision or not”. This gut feeling 
is affected by a number of things like colors, text, 
logo, product pictures, site navigation and so on. 
The difficult part is that one color can give a spe-
cific person a good gut feeling, but the same color 
can give another person a negative gut feeling.
 
Identity stories - To modify a positive gut feeling 
the website need to communicate a strong identi-
ty story that the customer can relate to when they 
choose and browse through products. We all tell 
different stories to ourselves about ourselves. For 
instance: ”I am productive”, ”I am successful”, ”I am 
a great mother” or ”I am reliable”. The website and 
the products need to strengthen the stories.
 
Emotional segmentation - Segmentation is a 
very important factor when the aim is to trigger 
an identity story and a positive gut feeling. This 
is because we are all different. Luckily, there are 
only four emotional segments. It is crucial that 
your website ONLY target one of these segments. 
If not you will end up with indifferent customers 
that can’t decide to buy because they don’t have a 
strong emotional reaction.
 
Combine emotional triggers with big data - Tai-
lor the various elements of the website to one seg-
ment and then you will be able to give the custom-
er a positive gut feeling. A customer with strong 
positive gut feeling will buy more.

- Sanne Dollerup

There is one common, very typical mistake 
that I see on many websites: A desperate lack 
of user segmentation.

Make sure that you do not only segment on in-
coming channels, but instead on the user type in 
relation to the user intention. There’s no accurate 
decision or optimisation which results on averag-
es which combine two different audiences or in-
tentions. Most often you’ll have a customer base 
which has some small amount of very profitable 
customers and a much larger amount of less prof-
itable customers. And similar for a your products 
which get sold quickly but with a smaller margin 
and low efforts for marketing and customer-con-
version, vs expensive products with higher mar-
gins and less amount of purchases but with much 
higher costs for marketing and customer support.

- Matthias Bettag
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4. Make the Website the true centre 
of your organization

Now that we’ve told you all about the importance 
of your website’s design as well as customizing the 
customer’s online experience, you’re probably left 
wondering - what about the omnichannel experi-
ence? 

Well, there is no doubt that the omnichannel experi-
ence is becoming more in demand and therefore, more 
expected by consumers. This extends to every type of 
online shopper. However, don’t underestimate the pow-
er of your company’s website and the need for it to op-
erate as the epicenter and destination of all aspects of 
business. Your website should be the hub for sales, mar-
keting and support - it should be the foundation upon 
which the experiences on other channels and platforms 
(social media, mobile apps) are built. 

Traditionally, company websites have been viewed as a 
marketing tool. (Image 1)

But Bellmetric wants to change the way you collect and 
leverage the data you are collecting on your website to 
position it as a powerhouse in the eyes of your organi-
zation. (Image 2)

How can you make it happen? Bellmetric provides all of 
the tools for companies to make a website the hub of 
any organization and increase conversion rates - a holis-
tic approach that provides an answer to your company’s 
modern dilemma: “I have all this traffic, but no sales!”

Learn more: bellmetric.net

Image 1 Image 3Image 2

http://bellmetric.net
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Sanne Dollerup Janus Lindau
Sanne Dollerup is a PhD Fellow and associate pro-
fessor at Aalborg University, Denmark and Strategic 
Analyst and Co-founder at Proemotion.
 
Sannes research includes emotional segmentation, 
concept development, retail design and strategic mar-
keting. Proemotion is a consulting agency that is spe-
cialized in creating customer loyalty through emotional 
segmentation. 

www.proemotion.dk

Janus Lindau is the CEO & Co-founder at Bellmetric, 
which is a platform built to increase conversions.

Janus has a background in: online marketing, project 
management, sales, business development and strate-
gy. He is a true expert in online advertising and knows 
exactly how to approach people to get conversions. 

Twitter: @JLindau

Martin Wilson
Martin Wilson is the Managing Director of Indigo102. 
Since its launch in 2008, Indigo102 has been focused 
on performance marketing and commercial develop-
ment. Martin has a background in marketing, business 
development and strategy, and has been involved in 
digital media for almost 20 years. Martin is a true ex-
pert in mobile who really understands how to open the 
mobile environment in an effective and complementa-
ry way for the organisations he works with. Indigo102, 
has gone on to support the development and launch of 
mass market mobile services in six countries and de-
fined over 30 leading edge ecommerce services and is a 
leader in driving conversion.

indigo102.com

Matthias Bettag
Matthias Bettag is an independent Digital Analytics 
consultant based in Berlin, Germany. He is the Digital 
Analytics Association (DAA) Country Manager for Ger-
many and a DAA Certified Web Analyst™. He provides 
strategic and tactical advice to large global brands in re-
tail, pharma, finance, media and insurance.

Matthias has taken upon himself to raise visibility for 
Digital Analytics in Germany. He does that by promoting 
DAALAs (Digital Analytics Association Late Afternoons - 
running on a monthly base across Germany). Matthias 
is also Chair of the Digital Analytics Hub, a conference 
purely based on group discussions for senior #measure 
experts. In addition, Matthias tutors for the Web Analyt-
ics Online Courses of the University of British Columbia 
(UBC) in cooperation with the DAA. 
 
http://de.linkedin.com/in/mbettag
https://www.xing.com/profile/Matthias_Bettag
https://twitter.com/MatthiasBettag
www.digitalanalyticshub.com

http://www.proemotion.dk 
https://twitter.com/JLindau
http://indigo102.com
http://de.linkedin.com/in/mbettag
https://www.xing.com/profile/Matthias_Bettag
https://twitter.com/MatthiasBettag
http://www.digitalanalyticshub.com
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