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Preface

The eCommerce landscape has evolved dramatically over the past decade. We’ve experienced the rise 

of the online marketplace, the shift from desktop to mobile shopping, as well as the exponential growth of 

digital marketing and advertising. The rise in online shopping has been on an upward trajectory for some 

time, however, the COVID-19 pandemic has accelerated this even further, and it’s now more important 

than ever for eCommerce shop owners to ensure their website is firing on all cylinders.

The key to creating a successful eCommerce store is 

providing an experience that captivates your audience and 

gives them the information they need to make an informed 

purchase, while also instilling a sense of urgency so that 

they buy from you and not a competitor. When we compare 

this to shopping in a traditional brick-and-mortar store, the 

two experiences are very different. When consumers are 

shopping in the real world, if they find the perfect product in 

one shop, there is a physical barrier against them shopping 

around; namely the effort to visit other shops and the risk 

of wasting that effort and losing their original choice if they don’t find a better alternative. But with online 

shopping, if a customer finds the perfect product in one shop, it takes little to no effort to open a new tab, 

run a quick search and compare prices, experiences and delivery options across a range of competing 

websites.

So with online shopping, the friction has shifted away from physical effort and more towards potential 

barriers stopping a user making a purchase. The essence of improving an eCommerce website is reducing 

this friction by optimising the user experience and removing those barriers, and this is what we’ll be 

discussing in more detail in this eBook.

This eBook is primarily for those that are looking to improve or upgrade an existing eCommerce 

website. However, if you’re considering launching a new online shop, this eBook will help you to 

understand the key considerations so that you launch with the best possible chance of success. 

Introduction

“The essence of 
improving an 
eCommerce website 
is reducing friction by 
optimising the user 
experience and removing 
potential barriers.”

Who is this eBook for?
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In this section, we’ll discuss the trust signals and considerations your website should highlight to reassure 

visitors that you are a credible business, and to reduce the likelihood of them leaving the site due to 

a lack of trust. Security and credibility are vital concerns for online shoppers, so, making them feel 

comfortable enough to part with their money is crucial. Therefore trust and transparency should be on 

your agenda.

Trust and Transparency
Section 1

Trust signals

Trust signals are the physical signs that tell a visitor that they can trust your website. They can include 

things such as whether the site is using a secure, encrypted connection, indicated by the presence of an 

SSL certificate and green padlock in the URL bar. Other trust signals include reviews, testimonials, social 

proof (links to your social pages), contact information such as telephone number, support email and live 

chat, if you have it, as well as payment icons that display recognised options such as PayPal and Stripe. 

Each of these signals work together to reassure users that you are a credible business that they can trust 

with their money.

https://www.supersonicplayground.com/blog/what-is-an-ssl-certificate/
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Remove any doubt

There should be enough detail on your website 

and product pages to reassure users about the 

authenticity and quality of your products. However, 

you still want to provide consumers with a way of 

getting in touch with you should they need to. 

Whether you have specific methods of 

communication that you prefer, or if you provide 

multiple options, these should be clear and visible 

on your website. Different types of visitors prefer 

different means of communication, so knowing 

your audience will help you determine which to 

use. Providing things such as support numbers, 

emails, contact forms, live chat, social media and 

even chatbots are all great ways to overcome any 

fears that your customers may have. Social media 

is an increasingly common platform for customer 

support, so factoring this into your eCommerce 

website could also be a good idea. 

USP bar

Your USP bar is the place to highlight what 

makes your eCommerce site different 

and why users should buy from you over 

the competition. It usually appears just 

below the masthead or navigation and 

ideally highlights 3-4 unique selling points. 

Examples include free delivery, free returns, 

eco-friendly packaging, or 12 months 

warranty with all purchases over £100 etc. 

You have to remember that you’re trying to 

convince people to part with their money 

via your website, and therefore you need 

to have more reassurances than a typical 

service-based site.

Upfront costs

Many online retailers fall into the trap 

of waiting until the last checkout step to 

add delivery costs or VAT; however, this is 

the stage where users are most likely to 

drop out. Not only does this result in cart 

abandonment, but users feel misled and 

disappointed with this approach, so you’re 

unlikely to see them return for their items 

or give you a glowing recommendation. 

Therefore, all of your prices should be 

explicit early on in the checkout process, 

with no hidden fees. 

Section 1: Trust and Transparency

Strong branding

Visual design and branding have a significant 

impact on consumer trust. Regardless of how 

established your company is, a strong visual 

brand can establish an emotional connection 

with visitors that reassures them of your credibility. 

We’ve seen significant results in conversions 

following the rebrand of an eCommerce store, 

with elements such as core colours, placement 

and tone influencing purchasing decisions. 
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Section 1: Trust and Transparency

Apply discounts automatically at checkout

If you’re offering a 20% off discount for existing customers and you’re promoting this via an outreach email 

or social post, then the promotion should automatically be applied at the checkout for those that fit the 

criteria. It’s a small thing that goes a long way. Otherwise, consumers feel that they’ve had an opportunity 

dangled to them and then missed out because they forgot to apply the discount before they checked out. 

Not only will that customer feel regret regarding their purchase, but they may also even complain via your 

customer service, which then only adds friction to the relationship you’re trying to build, as well as more 

admin work for your team. Small steps can go a long way in retaining customers and building advocacy. 

Don’t force visitors to create 
an account

If you were shopping in your local supermarket, but 

the cashier wouldn’t let you buy your items until you 

gave them your details, you’d probably be a bit 

annoyed. The same is true online. Unless you have 

a specific reason why your products should only 

be available to account holders, it’s best to allow 

customers to checkout as a guest if you can. To 

encourage registration, you could offer an incentive 

to those who do create an account, such as a 

quicker checkout or a discount on future purchases.

Clear delivery and 
returns policy

Make it easy for users to find your 

policies and understand them. Two of 

the biggest concerns online shoppers 

have are ‘how quickly can I get my items’ 

and ‘can I return them’. Factoring this in 

is an essential step in the setup of your 

business. Will you offer a premium service 

that includes unlimited free next day 

deliveries and free returns? If so, make 

this clear. It’s not always about cost when 

it comes to consumer needs. Immediacy 

is also a key component, and consumers 

want to know they can still return their 

impulse buys should they need to. 
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In this section, we’ll discuss the specific features and functionality that you should consider to establish 

and enhance your website’s user experience. The eCommerce market is increasingly competitive; these 

suggestions will help you optimise your site, and provide a friction-free experience that will, in turn, 

increase conversions and sales.

Creating a Seamless UX
Section 2

Page layout

The layout of your product pages is one of the 

most important components of a successful 

eCommerce shop and can have a direct impact 

on how likely someone is to purchase an item. It’s 

no wonder companies like Amazon pour millions 

of dollars into researching the best possible 

layouts, and it’s also why they don’t change 

from an established format very often. Small 

adjustments can make a big difference to the way 

users navigate a page. It’s important to note that 

what is essential to one customer won’t always be 

as important to the next. 

A successful product page will have a dual 

purpose. It will strike the right balance between 

providing all the information that the customer 

needs to make an informed purchase, while also 

making it as quick and easy as possible for them 

to buy the product.
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Key information

The key information should be the most visible. This includes the product image(s), the name of 

the product, a short summary, the price, and the buy now button. This information is essential and 

should be visible as soon as the visitor lands on the page. Further down, you’ll also want to consider 

additional information such as a more detailed product description, reviews, videos, other images, 

tech specs, FAQs, and sharing options. Great examples of this are Amazon.co.uk and AO.com. In 

essence, the layout of the product page needs to enable quick purchasing for customers who already 

know they want to buy and educating those that aren’t quite ready. It’s not an easy balance to strike, 

and that’s why we’ve created our Anatomy of a great product page checklist as a takeaway at the 

end of this eBook.

It may seem like a small detail, but putting 

your price in red is a standard best practice 

for eCommerce websites, and is something 

you’ll see across many big-name online 

retailers. The colour red creates a sense of 

urgency when we see it. It’s subtle, but it 

encourages customers to take action. Since 

our key focus for eCommerce is to reduce the 

risk of abandonment, if your price information 

isn’t currently in red, then this is something 

you could A/B test on your website to see if it 

has an impact on sales. 

Price colour

Another essential but often overlooked element 

of a great product page is the buy now button. 

Arguably one of the most critical components 

on the page (along with the price), it’s essential 

that it instantly catches the eye, so ensuring it’s 

large enough, and a different colour to the rest 

of the page is key. Again, this is something you 

could A/B test if you’re not sure which colour 

works best. Good practice on mobile devices 

is to put both your price and buy now button in 

a sticky widget that’s fixed to the bottom of the 

page so that they’re always visible and within 

easy thumb reach.

Buy now button

Section 2: Creating a Seamless UX
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We briefly mentioned FAQs in the section above, 

but it’s important to emphasise how impactful 

it can be if you include these on your website, 

especially on your product pages. Not only will 

they help mitigate emails or chat messages with 

common questions, but they can also reassure 

users before the doubts even begin to set it. While 

reviews are crucial for building the credibility 

of your business, they’re also an excellent 

opportunity for you to encourage customers to 

share their first-hand experiences with stories and 

images. Again, Amazon is an excellent example 

of this. If you’re struggling to get reviews, you 

could also try incentivising them by providing a 

10% off code or an entry into a competition. 

FAQs and reviews

Navigation

Naturally, navigation should be on 

your agenda. However, we would 

suggest looking past your assumptions 

about how easy it is to navigate your 

site and instead use tools and user 

testing to ensure you’re providing an 

intuitive, easy to use flow through the 

purchasing process. Navigation on 

eCommerce websites needs to work a 

little differently than other sites. With 

a standard website, the focus is on 

creating a clear hierarchy of sections 

and sub-sections or pages. With 

eCommerce, the focus is more on the 

organisation and categorisation of 

products, with products often living in 

more than one category. 

Wishlists and saved items

Giving users the ability to save products to a wishlist is a fantastic way of allowing visitors to 

come back later if they’re not ready to make a purchase right away, without them needing 

to go through the whole purchasing process again. Return customers will be your most 

significant source of revenue, and they’re much more cost-efficient to retain than acquiring 

new customers.

Section 2: Creating a Seamless UX
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Mobile inclusivity

Nowadays, being mobile responsive should 

be a given. What we want to focus on here is 

not ‘responsiveness’ but instead inclusivity. Your 

eCommerce store should be able to deliver an 

experience on mobile that is precisely the same as 

the one you would expect on desktop, i.e. without 

the need to access the desktop version to manage 

addresses, change passwords, or contact support. 

The experience on mobile should be just as good, 

if not better, than the desktop version of your 

website. In fact, it’s probably best not to think about 

separate mobile or desktop versions. Creating 

‘sticky’ elements in thumb-reaching distance for 

things like calls-to-action and filters means that key 

elements are always visible and accessible, even 

as the user scrolls down to view reviews, videos, 

product descriptions and more. 

eCommerce websites are also growing ever more 

inclusive for mobiles, with separate apps that 

further enhance the experience for regular users. 

This might be something you want to consider if a 

lot of your business is from repeat customers, or if 

you’re in the FMCG sector. 

Comparisons

Another popular feature for eCommerce 

websites is the ability for customers to 

compare multiple products against each 

other. Companies such as AO.com or Apple 

are great examples of this. Their sites allow 

customers to compare two or more items, 

both visually and technically, to ensure they 

choose the right product for their needs. This 

feature doesn’t work for every product type, 

but if you are selling technical goods, then it 

is a great feature to include.

Giving your users a direct way to ask questions 

in realtime without leaving your site or even 

the page they’re on, is an excellent way of 

serving an exceptional customer experience. 

The technology is often very affordable and 

much more widely available than it used to be. 

However, don’t introduce chatbots just to tick a 

box, you need to consider the internal resources 

you’ll require to manage this, and how it will fit 

in with your service agreements.

Live chat and chatbots

Section 2: Creating a Seamless UX

https://www.supersonicplayground.com/blog/why-is-having-a-responsive-website-important/
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Site speed

Website speed is crucial for all websites, but even more so when it comes to eCommerce as it has 

a much more direct and immediate impact on revenues. Think with Google’s Research tells us that 

as load speed goes from 1-3 seconds, the probability of a bounce increases by 32%. When load 

speed goes from 1-5 seconds, that probability increases by 90%. eCommerce websites, by their very 

nature, require more complex features and functionality and are therefore more resource-intensive 

than standard sites. There are often trade-offs between features and speed. While some features and 

enhancements may mean to improve the user experience, this can come with the extra cost of more 

resources, which can have the reverse effect of negatively affecting the user experience.

HostingResources

With performance and load times such an 

essential factor of the overall experience, 

a key consideration then is your hosting 

platform. While hosting can often be an 

afterthought, it’s a significant investment. So 

we generally advise that high performing 

eCommerce sites should run on dedicated or 

cloud-based servers for security and speed. 

Good hosting isn’t cheap, but if it’s speed 

you’re looking for and you’re not willing to 

sacrifice on features and functionality, then 

this is something you will need to factor in. 

The term ‘resource’ generally means two 

things: files resources such as stylesheets and 

scripts that make the website look and work 

the way it’s meant to, and the resources that 

the hosting server provides for the website to 

run, such as RAM and CPU. The more features, 

products and categories you have, and the 

more complex the relationships between them, 

the more resources your website will require, 

so this is something to bear in mind if you’re 

looking at what might be negatively impacting 

your website’s speed.

Section 2: Creating a Seamless UX

https://www.supersonicplayground.com/blog/3-reasons-why-website-speed-matters/
https://www.thinkwithgoogle.com/marketing-resources/data-measurement/mobile-page-speed-new-industry-benchmarks/
https://www.supersonicplayground.com/blog/what-is-website-hosting/
https://www.supersonicplayground.com/blog/what-is-website-hosting/
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Upselling and cross-selling

Upselling and cross-selling are great ways of 

improving the user experience and increasing your 

average order value. 

Upselling refers to showcasing items that can 

enhance a particular product. For example, if a 

user added a camera to their basket, you might 

also recommend a tripod, a case or an SD card 

as add-ons that they might not have thought of. 

Cross-selling refers to showcasing other items that 

are similar alternatives to a particular product. 

For example, if a user were looking at a Canon 

PowerShot Digital Camera, you might want to 

cross-sell a Sony Cyber-shot and a Nikon Coolpix.

Filtering and self-selection tools

Filtering is a crucial element of most eCommerce websites, with ASOS regularly being held as the 

gold standard. Advanced filtering allows users to narrow down on what they’re looking for, and is 

especially useful on mobile. There are four primary filtering or ‘self-selection tools’ including:

The classic filter bar (basic filtering seen on most 

eCommerce stores)

The predictive search tool (perfect for content-heavy 

sites)

The step by step tool (provides results based on a 

series of answers to key questions)

The product configurator (allows you to build your 

product by selecting specific variations)

If you’re not already using one of these four self-selection tools, then it would be worth 

considering how including one could enhance the customer experience. 

https://www.asos.com/
https://ecommercepro.supersonicplayground.com/
https://pod-point.com/
https://www.uk.audi.com/uk/web/en/models.html
https://www.supersonicplayground.com/blog/is-your-website-leveraging-self-selection/
https://www.supersonicplayground.com/blog/is-your-website-leveraging-self-selection/
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Simplify the checkout process

At each stage of your checkout process, more 

users will abandon their basket. Therefore, the 

easiest way to reduce this friction is to simplify the 

process by reducing the number of steps required 

to complete the purchase. 

One example of this would be to use a BUY NOW 

or QUICK BUY option for your products, similar to 

that used by Amazon to allow visitors to bypass 

the basket and even the product listings pages 

and go straight to the checkout quickly. When they 

come to pay, enabling payment options such as 

Apple Pay or Google Pay can also speed up the 

purchase process, as well as giving customers 

further assurances that their payments are safe 

and secure.

One-click payments

Leveraging the ability to allow customers to 

complete their purchases by using their existing 

social media accounts is a great way to speed up 

the process and establish trust. Not only will the 

customer be using a service that they know and 

trust, but social sign-on also removes the need for 

users to enter all of their details manually which 

saves times and could be the difference between 

the customer completing the purchase or not.

Social sign-on

The checkout is a step by step process, and different eCommerce businesses do it in different 

ways. Some have everything on one page, and others break this down into small steps. If you 

do decide to have a step-by-step checkout process, we recommend using a purchase process 

indicator or progress bar to signal to users how far along they are and how many more steps 

are required. You might also consider simplifying the navigation or removing it entirely, along 

with any other distractions during the checkout process. 

Purchase process indicators
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A website is never finished, and even more so when it comes to eCommerce. There is always room for 

improvement when it comes to optimising the user experience, implementing new tools and features, 

while also keeping up with the latest trends and consumer behaviours. In this section, we’ll explore 

some points for you to consider and how they could improve your website’s user experience.

Continuous Improvement
Section 3

Cart abandonment recovery

Cart abandonment recovery refers to the winning back of potential buyers who left items in their basket 

by enticing them back to complete the purchase. Often in the form of push notifications or emails, this 

can be an effective way of increasing sales by salvaging orders that otherwise would have failed to 

complete, with roughly 1/4 of click-throughs resulting in a conversion. 

Google Analytics for eCommerce

Google Analytics is a fantastic tool for measuring website performance. It’s even more important for 

eCommerce brands who want to understand their consumers, how they use the site, their engagement, 

their value, and much more. If you already have a Google Analytics account, then you can set this up 

using these instructions. 

https://freemius.com/blog/wordpress-cart-abandonment
https://support.google.com/analytics/answer/1009612?hl=en
https://support.google.com/analytics/answer/1009612?hl=en
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Section 3: Continuous Improvement

Asking for feedback

It’s essential to gauge how your customers think 

and feel about your website, but it’s even more 

important to act on their feedback. So many 

businesses fall into the trap of collecting feedback 

but never actually taking action. Doing this will 

leave your target audience feeling heard but not 

valued, so it’s important to create a roadmap of 

potential ideas, changes and new features and 

to let your customers know either when they’re 

happening or once they’ve happened. 

There are lots of ways to collect feedback from customers and users. However, we 

recommend looking to implement at least one of these three:

1. Encouraging customers to leave you a review via your website, or through a third-party 

platform

2. Providing an anonymous survey for customers to complete post-purchase

3. Using a platform such as HotJar (explored above) to collect on-site feedback from your 

users about their experience

HotJar is an excellent platform for 

understanding how visitors navigate your 

website and where they’re dropping off 

or experiencing ‘pain’ in the user journey. 

Under the Analytics section, you can use 

Heatmaps to determine how users interact 

with a single page, or Recordings to see the 

entire journey a customer goes through on 

your site. You can also use Funnels to map 

out the exact steps in a journey and see 

where users drop off, and you can setup 

Forms to see if there’s a specific field that is 

putting users off. Under the Surveys section, 

you’ll be able to use Incoming Feedback, 

Polls and Surveys to collect further feedback 

about the user experience. 

Collecting feedback

Using HotJar

https://www.hotjar.com/
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Conclusion
The key to a successful eCommerce website is transparency, honesty and continuous improvement. 

Creating a roadmap of ideas to improve your site and acting on customer feedback is the surest way to 

ensure that your online business continues to thrive.

We hope you enjoyed this eBook as much as we did making it. If you have any questions or 

feedback, we’d love to hear from you. Please get in touch using the details below.

tel:01622238234
mailto:hello%40supersonicplayground.com?subject=
http://www.supersonicplayground.com
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Bonus content: Anatomy of a great product page

Bonus content: Anatomy of a great product page

1 2

3 4

5

6

7

8

9

10

11

12

13

14

16

17

18

15

1. Delivery and contact links

2. Email and telephone contacts

3. Site-wide search, ideally with 
autocomplete

4. Main navigation, including links 
to account and basket

5. Category navigation

6. USP bar

7. Image gallery

8. Product title

9. Short summary description

10. Price

11. Options and quantity

12. Buy now button

13. Social sharing

14. Further detailed description, 
ideally with videos

15. Tech specs or product data 
tables

16. Customer-generated reviews

17. ‘Cross-sell’ similar products

18. Global footer, ideally with 
category navigations

Use this checklist to count how many of 
these key elements your eCommerce 
website already has:


	Button 5: 


