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Five Ways to Increase
eCommerce Conversion
This Christmas Season
With online consumer spending increasing each Christmas
season,1 online retailers can expect a bump in traffic this year
too. A company can have a slick website design and great
products, but these factors aren’t enough to convert visits into
sales. To help turn those extra visits into extra revenue, try the
following five strategies.
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1. OPTIMISE ADVERTISING CAMPAIGNS
Many retailers sell a wide variety of
products that have varying values. For
example, a home improvement product
seller would probably gain more from
selling a £1,000 riding lawnmower
than it a £15 rake. Likewise, each
advertising campaign should be
assigned different bid levels. Though
a one-size-fits-all approach is easier,
it may make more business sense
to spend more per click on those
products that bring in more revenue.
To use this strategy, it’s critical to
have the right data and understand
which items are of higher value to your
business. The process for gathering
this data varies for each company,
but even high-level statistics can give
retailers the information they need to
make informed decisions regarding
cost-per-click bids.
Brands should also consider optimising the landing pages2 that ads link to. Creating pertinent
landing pages helps shoppers find what they are looking for and increases conversion. For
example, if a shopper clicks on an ad for riding lawnmowers, they expect to see a page about
lawnmowers. Shoppers who click on a riding lawnmower ad and land on a page showing
everything from lawnmowers to hoses to power tools are less likely to buy.

Tip:
Use conversion tracking tools to determine the success of each campaign. Change bids as
needed based on the performance of each keyword.
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2. IMPROVE LANDING PAGES
Anything that makes shopping easier for online Christmas shoppers can increase the likelihood
of a purchase. As mentioned earlier, creating content-specific landing pages helps create
a simpler shopping experience. Links to these pages can come from various sources, but
no matter where the traffic is coming from, the advice is the same: Don’t make it difficult for
shoppers to understand what’s being sold or how to buy it.
The key is to maintain continuity from
the link to the page. For example,
a camera reseller might want to
promote a certain manufacturer,
with an incoming link from that
manufacturer. The associated
landing page must deliver what
the link promises—information
about products from that particular
manufacturer—rather than, say, the
home page, which would require
shoppers to look around to find
the content they expect. Providing
a direct funnel to relevant content
reduces the number of clicks visitors
have to perform, making it easier to
buy.3 Key landing page elements4
include:
• Header. Make sure it matches the inbound link text.
• Body copy. Make it easy to read.
• Call to action. Make it clear what the visitor needs to do next and how to do it.
• Trust elements. Include testimonials, return policies, or other information that
decreases risk for buyers.

Tip:
Use targeted landing pages to get visitors to the most relevant place on a site based on the
link they followed, but make the navigation easy enough to explore other offerings.
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3. MAKE NAVIGATION SHOPPER-FRIENDLY
Another way to make eCommerce items easy to find is to create navigation that is shopperfriendly. Too often, retailers create a navigational structure that helps the seller and not the
buyer. Instead, navigation should be set up to help shoppers.5 To improve navigation, try
shopping on the site to see how easy or difficult it is to get around. Look for (and adjust) these
likely issues:
• A
 top-level navigation
category with just one
subcategory. For example,
assume the top-level category
is “eyewear”. If there is just
one subcategory—say,
“glasses”—it might make more
sense to move “glasses” to
a different section, such as
“accessories.” Alternatively,
remove the subcategory and
have all the glasses under
“eyewear”. Either way, it’s
one less click for shoppers to
make.
• A
 subcategory with just one
or two products. A similar
situation: say the top-level category is “accessories” and there are two subcategories,
namely “glasses” and “hats”. “Glasses” has 15 types of glasses available for sale, while
“hats” just has two hats. Again, think about restructuring for a more even distribution.
• A
 subcategory with no products. This scenario causes the same problem—an extra
click for visitors—and introduces doubt in the minds of shoppers: “Does this seller
know what’s going on on their own site? Why is there a category here with no items?
Are they going to address my order with the same lack of attention to detail?”

Tip:
Use website organisation as a sales tool by pointing shoppers in the right direction and
making it easy and intuitive for them to find what they want.
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4. HAVE RICH PRODUCT DATA
Since the overall “shopping online” experience is unknown (e.g. no brick and mortar, no sales
person to look in the eye), the more customers know about the products being offered, the
more they trust the seller. To provide as much information as possible, it is important to create
rich, differentiating data for each product.
This information gives shoppers
confidence that the product is
right for them, especially during
the Christmas rush. Going back
to the camera seller example,
if the only differentiators are
brand and new versus used,
that’s all shoppers can search
by. However, if things like type of
lens, battery life and accessories
are included as well, shoppers
are more likely to find just what
they’re looking for.
Retailers should consider including a descriptive product title, detailed text, bulleted lists of
features and benefits and multiple, high-resolution product images from various angles.6 These
types of photograph help shoppers know exactly what they’re getting. For example, with a
laptop, shoppers may want to know what types of port are available—something that can
easily be shown with images.

Tip:
Detailed product descriptions are especially important with technical items; whether a
device is Bluetooth-enabled or not can make the difference between a purchase and an
abandoned cart.
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5. ENCOURAGE PRODUCT REVIEWS
As mentioned in strategy 4, building trust with online shoppers is key to driving conversion
this Christmas season. Another effective way to do this is to encourage reviews. A retailer that
has followed all the advice given here will have smart ads, optimised landing pages, intuitive
navigation and rich product data. Yet shoppers may still need convincing; customer reviews
can be the factor that offers that last little nudge to finalise a purchase.7 Third-party comments
about the quality of the product, how it’s being used, how the actual product compares to the
website description, the level of customer service received and so on can be more credible
than even the most compelling information from the seller.8
There are many ways to increase product reviews, from discount programmes to free offers.
The simplest method, however, is asking customers to write them. Good times to ask for a
review include the purchase, post-purchase email and delivery.

Tip:
Keep an eye on product reviews. Although negative reviews are acceptable (especially if
you respond and remedy the situation), inappropriate or incendiary comments shouldn’t be
tolerated.
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SUMMARY
The Christmas shopping season offers retailers an opportunity to take advantage of
increased traffic. More visits don’t always result in more purchases, but the following
strategies can help convert additional traffic to additional sales:
• O
 ptimise advertising campaigns. Rather than a one-size-fits-all approach to bid
levels, determine which products represent the greatest value and increase the bid
levels for ads for those products.
• Improve landing pages. Make landing pages specific to the links shoppers follow
to get there and optimise them for readability and usability.
• M
 ake navigation shopper-friendly. Streamline navigation and strive for a
structure that’s easy and intuitive.
• H
 ave rich product data. Display as much information as possible about each
product, then use this information to improve search functionality and build
shopper confidence.
• E
 ncourage product reviews. Prompt customers to write trust-building reviews
simply by asking or by offering incentives.
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Amazon Webstore is a complete commerce platform that enables companies to
leverage Amazon technology and expertise in building and managing their directto-consumer business.
Commerce sites built on the Amazon Webstore platform utilize Amazon’s
powerful cloud infrastructure and payment processing technology to deliver a
scalable, secure online shopping experience to customers. Amazon Webstore
also integrates seamlessly with selling on the Amazon Marketplace and using
Fulfillment by Amazon, Amazon Prime, and other Amazon Services.
To get started with Amazon Webstore, visit the website at webstore.amazon.
co.uk or contact the Amazon Webstore team directly.
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