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#1 – Which products should you 
feature?  

 

Identify different types of products based on their conversion rate, 

then take a different approach to optimizing each type of product. 

First, we identify products as ‘Star products’ when they convert better 

than average. Products that are labeled as ‘Need to improve’ have a 

worse conversion rate than the site average.  

 

Unfortunately, there will also be some products that have zero 

movement within a given period, which means that no one bought 

them.  

Let’s dig a little deeper and look at the different strategies you can use 

to improve the performance of each of these types of products. 
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Star products: 

Star products are the best-performing products in your store – they 

are purchased the most often and their product page has the highest 

ecommerce conversion rate. In ecommerce, every decision you make 

impacts the rate at which your visitors convert to customers and 

make a purchase.  

What should you do with your star products to get the most out of 

your website? 

 

You can use your star products to boost your revenue and improve 

your overall site performance. 4 examples for such improvements: 

• Study them to find some key elements to make your other 

products stars tooContinuously review and improve them to 

keep their star ranking 

• Display them prominently on your website 

• Promote them in your newsletters to bring more visitors to your 

site 
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#2 – How to get the most out of your 
Hot products? 

 

As an entrepreneur, your goal in business is to predict future trends 

and adapt your business to meet those changes.  

Of course, it’s quite difficult to predict exactly what future events may 

bring, but we can have smart conclusions as to what to expect in the 

coming days. Based on previous sales performance, a product can be 

identified as ‘Hot’ or ‘Cold’. 

Hot products 

When you monitor your sales performance you can see which 

products perform better compared to the previous period of time. 

When you identify yo ur own ’hot products’ you can also put a unique 

sticker or ‘badge’ on these products to show to your potential 
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customers that these are the ‘hot items’. This builds confidence in 

your products and makes the purchase decision easier for your 

customers.  

 

Cold products 

These are products that performed worse when compared to the 

previous period of time. You shouldn’t simply stop selling a product 

because of its poor performance.  

 

 

 

 

 

 

 

This could be due to a number of reasons. Your goal here is to improve 

their performance by learning why they aren’t selling as much as 

before. 
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#3 – Measuring User Experience in 
eCommerce 

 

No matter how hard you try, there will be some products that will 

eventually stop selling and become inactive.  

 
How can you use inactive products to boost 
performance? 

 

1. When it’s the end of the season and the demand has decreased 

for seasonal items, it’s better to wait for the next season.  
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Pause your inactive products, then promote products and direct 

visitors to items that are in season to improve your conversions. 

 

2. Inactive products may reveal some other underlying issue. For 

instance, a technical issue on your website which made the 

product page inaccessible or unstable. 

This could be a user experience issue impacting your entire site. 

 
 

Inactive products can also help identify other bottlenecks and 

mistakes on your site, such as content that needs improvement, or 

images that are missing.  

Identifying these underlying issues can improve your overall site 

and increase customer loyalty, all while boosting sales. 
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#4 – Category Optimization– Sales 
Performance 
 

It may not seem important that categories have differences in sales 

performance. Some of this is dependent on the product lines you 

carry.  

 

However, category performance can reveal other ways to boost your 

sales and improve the overall performance of your site. 
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Category performance can reveal which products need more 

information to guide customers to making a purchase decision.  

Customers select and reject products based upon the information 

available to them when they are navigating your site.  

 

When we conducted a usability study of Product Lists & Filtering, we 

found out that products with poor performance often have categories 

with navigation issues.  

When customers can’t find the information they need, they will move 

on and purchase another item, or leave your site and purchase 

elsewhere.  Monitoring your category performance can improve 

retention and boost sales. 
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When you know which categories are your Star 

categories, you can achieve greater sales:  

 

Like products which perform better, when you have a category or 

group of products which sell better than others, feature them 

prominently on your site, including the home page. 

 

You can also use the lessons from your bestselling categories to 

improve other categories, or change the sorting of your products to 

improve performance. 
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#5 – Category Optimization– Inactive 
Categories 
 

Like inactive products, a category can become inactive when there have 

been so sales from the entire category for a given time period. 

 

 

What should you do with inactive categories? 

 

To ‘reactivate’ these categories and improve sales, you can place them 

on your home page to encourage more visitors to view the products.  

This can be a good litmus test to learn whether the category can 

perform better when it is featured on your site.  
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If it doesn’t, there might be other problems. For example, the 

information may not be complete or the copy is not compelling 

enough for visitors to make a purchase decision.  

You can also create a landing page for an inactive category with all of 

the information available and learn from the results of that page. 

If something isn’t working, don’t force it. When your visitors have not 

made a purchase from a category in more than one year, you should 

simply delete the category. 

This makes it easier for customers to navigate your store, with fewer 

products and categories to distract them 
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#6 – Top E-commerce Acquisition 
Metrics 

 

Beyond optimizing the products and customer experience on your 

site, you can also use data-driven decisions to optimize your 

marketing strategy.  

Knowing which traffic sources and marketing tools result in the most 

customers can help you decide where to spend your time and 

resources.  

It’s a vital question for ecommerce store owners as marketing often 

comprises a large part of the budget. 
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Thankfully, ecommerce optimization allows to capture the traffic 

source or marketing channel for each visitor on your site.  

 

While some analytics software can provide information on traffic 

source, it’s important to also know which of these traffic source has 

the best conversion rate.  

 

Seeing clearly which source provides the most visitors than become 

customers is the key to ensure your marketing strategy is efficient. 
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#7 – Analytics Strategies To Measure 
SEO Success 
 

Many ecommerce site owners know the primary keywords they use 

for advertising and to appear in search engine results. However, this 

isn’t the whole picture.  

An online store may be present in search results for up to several 

thousand keywords. 

 

Trying to identify and extract the top keywords from a long list can be 

challenging. Although it is worthwhile and can lead to an immediate 

improvement in traffic. Although we don’t have 100% of the data due 

to Google’s privacy policy, Conversific gathers all possible keyword 

information and presents the best keywords.  

Using this information, you can make better decisions about how to 

market your products, not only on search engines, but in other 

channels as well.  
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What else can you do with SEO keyword data? 

 

You can target well-known keywords and improve your performance, 

however, you can also make improvements with the help of ‘long tail’ 

keywords.  

 

Typically, when a keyword has less competition, highlighting it on your 

home page and in other areas of your site, will help you improve your 

overall ranking with search engines. 
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#8 – Top ecommerce customer 
metrics 

Increasing visitors and conversions are both important for 

ecommerce optimization. The value of the purchase each visitor 

makes is also important, this is known as the average order value 

(AOV). 

 

Your shop has an average order value and repeat customers do as 

well. Comparing customers can help you see which are the most loyal 

and contribute or take away from your site’s overall AOV. 

This is useful information for a shop owner, because encouraging 

someone buy another product with a higher value than their last 

purchase is a lot easier than acquiring a new customer. 

Identifying customers with low average order value is an ongoing task 

that also requires continuous and consistent communication with 

your customers.  
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Using Conversific helps reduce the time-consuming nature of 

identifying low AOV customers, so you can focus on customer 

interaction to increase sales. 

 

What can you do after you’ve identified your low 

AOV customers? 

 

For instance, you can send these customers a coupon for free 

shipping with a higher value purchase.  

 

This ‘higher value’ should be determined to make free shipping 

profitable and to ensure it results in a higher than the average order 

value.  
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#9 – Customer segmentation in 
eCommerce 

 
When you analyze your customers, it’s also essential to identify those 

who have already purchased something from your shop but haven’t 

made a repeat a purchase in awhile.  

They are your ‘inactive’ customers, and like inactive products, you 

want to ‘reactivate’ them.  

 

We mentioned previously that making a person buy again is a lot 

easier than finding a new customer.  
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This is the reason why it’s important for us to send some offer or 

content to your inactive customers from time to time and try to ‘stay 

in their head’. 

 

There are several ways to motivate customers to 

purchase again: 

 

For example, it is worth taking a look at their previous purchases, and 

if you find a consumable product they may have run out of since their 

last purchase, you can send them a direct offer.  

In this case, the conversion may be better, since they’ve already tried 

the product and are now ready to purchase the product again. 
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#10 – How to use geographic and 
demographic data to optimize our 
campaigns? 

 

Last but not the least, demographic data may convey some very useful 

information for you.  

As we’ve seen, ecommerce data can tell you the traffic source of your 

customers, the website or marketing channel they came from.  

It can also tell you important information about your customers. 

 

Gathering demographic data can prove to be quite useful. Knowing 

more about your visitors and customers can have a big impact on the 

communication and marketing strategy for your store. 
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Gender, age and geographic information can help you tailor your 

messages and your products.  

However, being familiar with this data is not enough – you also need 

to learn which types of customers are the ones who make the most 

purchases in your shop.  

 

For instance, if you learn that most of your customers are male or 

female between 25-44 years old, you can present specific content and 

relevant target offers which speak directly to this demographic. 

Geographic information is also very useful, because wrongly targeted 

ads can result in a considerable waste of marketing expense.  

On a positive note, this provides you the opportunity to target your 

ads in the geographic area where you get the most sales. You can also 

use this data to explore new territories.  
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Conclusion 
 

You can see from these Top 10 Ecommerce Optimization tips that 

data from your ecommerce store can help you identify the best 

products, marketing channels and customers.  

Data is Power. 

 

Even more important, is understanding how to use that data to 

improve your sales performance, increase repeat business and 

improve the customer experience on your site.  

We created Conversific to give all ecommerce store owners access to 

clear and easy to understand reports on a weekly or monthly basis, to 

help you make profitable decisions without the time-consuming effort 

or cost of hiring a web analyst.  
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As part of our effort to make Conversific even more useful, we’ve 

included built-in tips that we’ve gathered in our experience as 

ecommerce specialists. Like the tips in this guide, these are proven 

steps you can take to improve your store performance. 

You can use Conversific for free without any obligation. Click here to 

visit our website and register. Let us make you’re your analytics easy!  

 

 

 


