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Introduction
Let me start by saying that “increasing conversion” (whether sales or leads) is a combination of the
following elements – if any one is missing, the desired results may not be achieved:
1)
2)
3)
4)

Traffic Quality
Site Layout, Usability & Design
Product Offering
Market Strategy

Likewise, in order to track the effectiveness of any of the above elements, you absolutely must
have a decent analytics tracking system in place. Without proper analytics, you can throw your
chances of sustained increases in conversion out the window.
Why? In order to increase conversion, you must first be able to measure conversion.
Without knowing where you start (your baseline), you can’t possibly know if where you are going
is the right direction. And if you do not know where you are going, then you can’t expect to know
how to get there.
So, it should come as no surprise that the first Surefire Way listed in this mini-book talks about
implementing an analytics package that provides you with enough detail to determine what the
impact of changes you make to your site have on your sales conversion.
This book focuses on only a few main areas that are often overlooked in Zen Cart driven
websites, although keep in mind, this is not everything. It offers a good place to start, and
introduces changes that have been proven to increase conversion of e-commerce websites.
Heavy focus has been given to the checkout process specifically what is called the “registration”
page.

What this book is:
This book is a “starting point”, a “road map” to help guide you to success. It details twenty
strategic items you can implement to increase sales from your online store.
When these “best practices” are combined with the right mix of traffic, product offering, and
market strategy the results can be nothing short of spectacular.
If you haven’t read Zen Cart + Best Ecommerce Practices = More Sales. Here’s the Proof then
you might want to look at that sometime to see what I mean.
Keep in mind that testing is the key to all knowledge. Your analytics provides the foundation for
understanding how to increase conversion based on that testing. What works for one market
segment may not necessarily work in another. Testing will determine what works for your segment.
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What this book is not:
This book is not a “Magic Bullet” that will automatically increase your sales.
There are many elements that go into increasing conversion, and this book addresses only a few
of those, mainly relating to the design and usability side of the equation.
As stated in the beginning of this book, if any one of the elements is missing, your results may be
less than expected.
Some of you may already be implementing a number of the items I mention herein. Others may
not and should start. For those of you who implement a number of these items and do not see a
significant increase in sales, you must look at how the changes relate to the remaining elements in
the overall mix (Traffic Quality, Product Offering, and Market Strategy).
This book is not a guarantee stating you will generate more sales with your cart. The information
presented in it however, has been proven time and time again to aid in increasing sales for many
Zen Cart (and non- Zen Cart) driven websites, across various market segments.
I can only offer you suggestions on what you may consider changing; I can not make you change
it. You must make that happen. The tools and knowledge presented here will assist you in that
effort.

Who should read this book?
•
•
•

Anyone running an ecommerce website that sells products. I am focusing on Zen Cart here,
but the principles can apply to any e-commerce shopping cart you elect to run.
Anyone using Zen Cart as their shopping cart of choice -- and a wise decision that is -who wants to increase sales from their current levels.
Anyone looking to simply gain more knowledge into visitors buying behaviors as they
relate to shopping via the Internet.

For complete access to everything mentioned in this book as well as never before released modules,
tools and more, I invite you to join me at my exclusive member’s only site Ecommerce Amplifier.
As a member you’ll get unrestricted behind-the-scenes access to everything you need to build a
successful ecommerce business including member’s only forums, website video reviews and more.
Having said that, and without further adieu, I present to you “20 Surefire Ways to Increase Sales
Using Zen Cart”. Enjoy!
Eric Leuenberger
Ecommerce Conversion Marketing Expert
Ecommerce Amplifier: The Ecommerce Success System
Zen Forum ID: econcepts
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What is Conversion?
Definition of Conversion Rate
The measure that identifies how efficiently your website turns visitors into prospects and/or
customers is called the “conversion rate.”
Wikipedia defines Conversion Rate as follows:
“In Internet marketing the conversion rate is the percentage of unique visitors who take a desired
action upon visiting the website. The desired action may be submitting a sales lead, making a
purchase, viewing a key page of the site, downloading a whitepaper, or some other measurable
action.”
You can associate a numerical amount to each conversion as well. This is called the Conversion
Value. Conversion Value is described by Wikipedia as:
“Some companies may have multiple desired actions on their websites: request information, sign up
for an email newsletter, download demonstration software, or make a purchase. An economic value
can be assigned to each type of action and the total value per visitor can be optimized in addition to
the conversion rate.”
Things like contact us, download, and sales all can be considered a “conversion”. Your goals and
objectives will determine which conversion elements you are seeking. On most e-commerce sites,
the action point for conversion will be the “thank you” page that occurs after a successful sale has
completed. On Zen Cart sites, that is called the “checkout success” page.

Why You Need to Track Conversion
You need to track conversion because without knowing where you are (how your site is
performing); you can’t develop a plan of action for improvement.
Conversion tracking provides you with a definitive measurement figure, based on factual data
reported from your website, by which you can determine how changes impact your business
performance.
And finally, you need to track conversion if you want to understand how to increase your sales.

How To Measure Conversion
Conversion rate is calculated by dividing the total completed website actions like product sales,
email opt-ins, or registrations by the total number of unique visitors to the website within a specific
period of time.
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The “simple” calculation for Conversion Rate is:
Total Completed Website Actions / Total Unique Visitors
For example, if 5,000 unique visitors arrive at your website and 50 of them purchased your
product, then your conversion rate is 1.0% calculated as follows:
50 product purchases / 5,000 unique visitors = 1.0% conversion rate
So, what can an increase in conversion mean to your business? Well, let me briefly illustrate using
the following side-by-side comparison and the above starting figures as an example:
Sales Results at 1% Conversion
Est. Unique Visitors:
Conversion Rate:
Average Sales Price:
Total Revenue:

Sales Results at 3% Conversion
5,000
1%
$75
$3.750

Est. Unique Visitors:
Conversion Rate:
Average Sales Price:
Total Revenue:

5,000
3%
$75
$11,250

$7,500 Increase!
Now you should have a very brief understanding of what Conversion is, why it is important to
measure, and how using analytics to measure it properly can help you increase sales. You also
know how to calculate your conversion rate.
Conveniently, Google Analytics automatically calculates your conversion rate for you if you have
the right tracking components in place (I’ll point out a few helpful resources on that in the Surefire
Way #1) but it is nice to know how to arrive at the figure yourself as well; if for no other reason
than to determine where your conversion currently stands so you can measure it against what
Google reports once you have it installed.
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Surefire Way #1
Website Analytics. A Foundation for Success.
So, you want to increase your sales conversion, right? Well, I have news for you. Before you even
think of implementing any design alterations to your website, you better install a good analytics
system to record the effects.
When I say “analytics”, I’m not talking about your standard
“statistics” package.
You know the ones I mean. They track only things like browser
types, screen resolutions, the dreaded “hit” (which by the way,
if your analytics system measures in “hits”, run the other
direction, and FAST), referring URLs, pageviews, etc…
Not that these statistical elements are bad, but they are not the
key statistics you need to make informed decisions on how to
increase your sales. Really folks, do yourself a favor if you fall
in to this boat, and install a tracking system that is geared
toward providing you with valuable data about your visitors
and website.

“Your analytics
provides the
foundation for
understanding
how to increase
conversion. It is
the cornerstone
of your success.”

There are a lot out there. Some cost hundreds of dollars a month, others only a few dollars. But
did you know that there is at least one free analytics package available to you that will provide
you with enough of the “quality key statistics” you need to actually increase sales?
Yes, it’s true, and it’s called Google Analytics. If you don’t already have an analytics account with
them, you can learn more about getting one by going to http://www.google.com/analytics .
Once you have an account, you’ll need to install tracking code on your site to record the data.
Conveniently, for those using Zen Cart, there is a module / contribution called Simple Google
Analytics that does exactly this. The newest version of Simple Google Analytics incorporates
conversion tracking as well in to the mix (not available in the previous release.)
Ok, so you have your analytics account and you have installed your tracking code by hand or by
using the module mentioned above. Now, you need to tie it all together by picking out a few key
elements found in your reports, and using those to your advantage.
I’m not saying the rest of the data provided by your reports should be thrown out, I’m just saying
that there are a few very key elements you should focus on first if you want to make the right
changes and have the best chance at success.
Taking advantage of these key elements will build a rock solid foundation from which you can
begin to measure your sales conversion. The final tool you need to help provide you with this
information and teach you how to reap rewards from those key elements is called, Google
Analytics Uncovered for Zen Cart: The Workbook.
© Copyright 2009-2010 Voom Ventures, LLC.
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It is an easy-to-follow 70 page workbook with screenshots, detailed illustrative step-by-step
examples, hints, tips, and more … specifically geared to users of Zen Cart. It reveals the key
data elements you must know and explains how to use them to get the maximum benefit from
your store.
From tips on how making a few simple text changes can increase qualified traffic to your store, to
learning how reading other key tracking elements will help you convince those qualified visitors to
buy your product. You’ll find that and a whole lot more in the workbook. It’s a helpful reference
tool you’ll keep at arms length near your desk whenever you’re working, and it will pay off the
first time you make a single sale.
In summary, the first thing you absolutely have to do before you do anything else toward
increasing conversion is to get Google Analytics installed and surround yourself with the right tools
to help you make the most of that tracking system.
Once you have done that, you will have laid the foundation for success, that foundation will be
strong, and you may continue reading.
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Surefire Way #2
Simplify The Login / Registration Page
There are a currently two structurally different versions of the “Login / Registration” page
available with the default install of Zen Cart. They range in layout from one column with
individual sections stacked on top of each other (for purposes here we’ll call this the “stacked
layout”) to a two column (called “split screen”) layout.
Each of the default layouts provides a difficult time for customers during checkout. In addition, the
“split screen” layout actually adds additional step to the checkout process (a sure way to increase
your abandonment rates).
So, how do we get around the issue, and is it an issue to have customers register at all?
Well, it is a great debate, and although testing the use of a “guest checkout” is worth a look, it
comes down to this.
It’s not the fact that you “require registration” before checkout, it is all in the way you present that
concept. “Required registration” sounds horrible right? I agree, however, “Billing Information”
sounds much better and more appropriate right?
Did you know the data entered during that “registration” step is the exact same data that has to
be entered in order for the credit card to be charged, and the item to be shipped anyhow? So,
why not approach it from that angle, both in language, and layout. Let’s demonstrate.
Below is an example of the default “split screen” registration page in Zen Cart. This example
assumes you have PayPal Express checkout turned on, however even with it off; you’ll get the
same overall look, feel, and language.
Zen Cart “Split Screen” Registration Page

© Copyright 2009-2010 Voom Ventures, LLC.
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Rather than making the checkout process easier for the customer, this layout actually makes it
more difficult for many reasons. First and foremost, this layout adds an additional step to the
checkout process for new customers by making them click the “sign up” button in order to continue.
The more clicks you make a visitor perform in order to get to the end result, the more likely they
are to leave without doing anything. This is called abandoning the process, and it already is a big
problem in e-commerce, let’s not make it easier for our potential customers to do it.

3 Strikes and You're Out!
Beside the fact that this layout adds an additional step to the process, there are a number of
other issues that can hurt your sales. We are going to look at this from your customer’s
perspective (which is how you must look at everything if you want to increase conversion.) Let’s
start from the top.
1. “Welcome, Please Sign In”.
If you are trying to win a customer over, especially a new one, this can potentially hurt your
chances. It is interpreted as follows by your customer “Oh, I obviously need to have an account
with this store to shop here, and I really don’t want to go through the trouble of creating one
and remembering a password just to buy something.”
Strike 1!
Before the customer has even had the chance to continue, you have already planted a
negative seed in their head. The more negatives you build, the better chance you have of
them leaving.
2. Although required by PayPal terms, the wording of the “PayPal” section can cause both
confusion and concern to the customer -- two things you don’t want. How?
a. People inherently do not read details on the internet. They skim. So let’s play the part
of the customer again (who by the way does not have a PayPal account) and read
“Have a PayPal account?”
Remember our customer does not have a PayPal account so they answer “No”.
That simple answer presents yet another negative thought in your customers mind, and
makes them wonder “Why do you ask? Do I need one to shop with you?” Again, this
question increases the chances of them leaving. Don’t’ make them think. The more you
make them think the more risk you assume in losing them.
Strike 2!
b. So let’s say they read on. The next sentence they arrive at states “Want to pay
quickly with a credit card? Use the PayPal button below …”
Can you guess what the customer reads it as? I’ll tell you. The customer now interprets
this as follows: “Well, I don’t have a PayPal account, and it looks like I need that to
© Copyright 2009-2010 Voom Ventures, LLC.
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use my credit card, it also looks like I need a PayPal account to pay quickly (I guess all
other options they offer are slow.) I’ll leave and go somewhere else where I can pay
quickly with my credit card.”
Strike 3. You’re out!
Ok, you already struck out in most cases. However, let’s say this customer just likes the abuse. They
continue on, and the page continues to do its best to “get rid of them”. Let’s move to “problem
number 3”.
3. The potential customer gives you another try thinking “there must be another way to checkout.”
Ah, but you’re not done trying to get rid of them yet (you really must not want them to buy
from you.)
They skim the next section that says “Or create a customer profile with MyStore which allows
you to shop faster … “ – they see the “sign up” button, they glance at the “login” button -and they stop reading.
Now they think that the only way to shop with you, and furthermore, the only way to shop fast
with you is to either have a PayPal account, or to create something called a “customer profile”
and “sign up” (what ever that means).
That’s the last straw. They leave and you lose a sale. You did your best to get rid of them, and it
worked. Trouble is, you want to increase sales right? Well, you’re not making it easy for your
customers to buy from you with this layout.
Now let’s look at the “stacked layout” option – as you can guess it’s not much better.
Figure 1

© Copyright 2009-2010 Voom Ventures, LLC.
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The above figure shows a partial view of what we are calling the “stacked layout” for the
registration portion of the shopping cart.
We’ll focus on the forms themselves for illustration, however, you should make a mental note of
the 3 column layout presented here as it will be reduced later to further simplify the page.
Before we focus on the forms, let’s mention a few quick points regarding the three column layout.
•

White space is your friend. The 3 column layout presented here is crowded.

•

Once a user has chosen to checkout, don’t distract them. Or in other words “once you have
the sale, keep quiet.” The layout above presents information on both the left and right
side of the screen which only becomes a distraction.
If you want your visitor to “buy more” then do it right, and carefully target what you want
them to buy (it should compliment what is already in their cart or you risk distracting them.)

Now, let’s zoom in on the forms themselves. The next page shows a close up of what is being
called the “stacked layout” with each of the two forms stacked on top of each other.
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Typical “stacked layout”
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The above example keeps all needed data on one page in reach of both new and returning
customers (a good idea), however, the language and layout complicates things.
The form looks long and confusing, the language speaks from the seller’s perspective, a good
amount of “additional” information is asked for, and squeezing it into the center of a three column
layout (see Figure 1) only makes things worse.
The following is a summary of “seller driven” (remember, you want to be “buyer driven”) terms
and phrases that appear on this page:
•
•
•
•
•
•
•

Visitors Cart
Members Cart
Logged on
Log in
Password
Create a login profile
Agree with privacy statement

•
•
•
•
•
•
•

Company Details
Additional contact details
Phone Number
Fax Number
Verify your age
Login details
Submit

Reading over the terms above the following concepts come to mind: personal, members only,
password, why?
Let’s play the part of the customer again. They view this page and here is their interpretation:
• “Why do I need to give you this personal information just to buy from you?”
• “Company information? Do you only sell to companies? I don’t get it.”
• “Do I need to become a member to shop with you?”
• “A ‘Visitors Cart’? A ‘Members Cart’? Aren’t they all the same? A shopping cart is a
shopping cart right? Am I less important to you than members are?”
• “What is this ‘privacy thing’? Do I really need to read this all just to shop with you? Why
are you showing it to me? Is there something you’re hiding that I should be aware of?”
• “Why do I need to create a password?”
• “What am I ‘submitting’? My order? My contact information? To where am I submitting it?”
(referring to the ‘submit’ button)
• “What is going to happen if I click that ‘submit’ button?”
Let’s briefly sum up a few important things to consider.
Never, ask for more information than you will actually use. The
more information you ask for from a customer, the better chances
of them leaving. Those chances further increase as the information
gets more “personal” in nature.
Requiring users to give you information such as phone number,
fax number (how many retail customers even own one), date of
birth, company details (if you very rarely sell to businesses you
might as well leave this out), title (Mr. / Mrs.), etc… to checkout,
only makes it more frustrating for them to do so.
© Copyright 2009-2010 Voom Ventures, LLC.
All rights reserved

“Never ask for
anything more
than you need
to complete a
sale.”

Increase Sales With Ecommerce Amplifier

20 Surefire Ways to Increase Sales Using Zen Cart

16

The higher the “perceived value” of a product in the customer’s eyes, the more willing they are to
provide you with additional and oftentimes personal information. In other words, if you were
selling a car, it may be appropriate to ask for more “personal” information. If you are selling a
pencil, it is not.

How to Turn a Negative Into a Positive
So, how do we turn a negative into a positive?
First understand that eye flow studies on the internet show that upon first reaching a page,
visitor’s typically progress through that page as such with the eye flow starting in the upper left
hand corner:

Taking the examples presented earlier in the book of what “not” to do, and considering what we
now know about user eye flow across a page, the following demonstrates how we can turn a
negative into a positive.
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Now, although it may not look like it, a lot has changed from the previous examples and the
above does a number of things to help our efforts in working toward a sale. It starts by talking in
the buyer’s language (not the sellers.) If you want to know more about why you should speak from
the buyer’s (customer) perspective and not the seller’s, read The Online Customer Experience.
The following is a brief summary (not all inclusive) of how we transformed the language on the
page from being “seller driven” to a more appropriate “buyer driven” perspective. You can
compare the two layouts to visualize the rest.
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Language Before
Visitor vs. Members cart

Language After
Removed completely

New Customer? Please Provide your Billing
Information.

New Customer? Please Start your Checkout
Here.

“Create a login profile with …”

“Enter your billing information as it appears on
your Credit Card Statement.”

Log In button

Changed to “Continue”

“Login Details”

Changed to “Create a Password (needed to
track your packages)”
Email Preferences
Changed to “Continue”

Newsletter and Email details
“Submit” button

A few other points to note in the above example are:
1) It uses a two column layout to separate the two “components” of this part of the process
(new customers vs. returning). It puts information directly within the initial eye flow so there
is no guessing as to where either customer type should begin.
2) The language of the page has been altered to make it feel as though this is just part of
the natural checkout process. Terms like “register”, “login”, “create account”, “personal”,
“additional” etc.., have been removed or re-worded.
3) We reorganized the content of each of the sections and combined those sections that
should be kept together. Those that were not needed, we removed.
4) Finally, we removed the presence of all side bars (notice the entire page is now “1 main
column spilt into 2 different ‘sub-columns’”.) There is no need for the sidebars at this point
and it only creates additional distraction. If a visitor has gotten this far, you should at least
know they have something in their shopping cart, and are ready to “buy it”. Don’t try to
distract them with more information.
5) The addition of customer points of assurance has filled what would have been “just blank
white space” underneath the new placement of the login box (for returning customers).
6) The color of the buttons on the page have been altered to bring attention to them and
make it easy for the customer to find out where they need to click in order to complete this
portion of the buying process.
The next page shows the new layout with the eye flow overlay for reference.
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Re-worked “registration” page with eye flow overlay
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Surefire Way #3
Remove / Bypass the Create an Account Success Screen
The default installs of Zen Cart include a message after a new user registers with your site. This
message tells them “Thank You for creating an account…” and goes on to describe what creating
an account enables you do. It looks something like this:

To help decrease steps in the checkout process, reduce checkout abandonment rates, and
eliminate confusion, bypass this screen totally. There is no need for this page and keeping it in the
checkout process only creates an additional step the user has to complete in order to purchase
your product – not to mention it also makes them think.
To bypass the "Create Account Success” page and take the user directly to the "Shipping
Information" step, do the following:
On older versions of Zen
Opening up the following file (includes/modules/pages/create_account/header.php) and alter
as follows:
Find this line:
zen_redirect(zen_href_link(FILENAME_CREATE_ACCOUNT_SUCCESS, '', 'SSL'));
And change to:
if (is_array($this->contents)) { // if items in cart, then by pass create account success
zen_redirect(zen_href_link(FILENAME_CHECKOUT_SHIPPING, '', 'SSL')); // Redirects the
user to the "Shipping Information" part of the checkout (more streamlined).
} else { // no items in cart to show create account success page
zen_redirect(zen_href_link(FILENAME_CREATE_ACCOUNT_SUCCESS, '', 'SSL')); //
Original line of code that redirects the user to the "create account success" page. Adds another
step to the checkout process, and is not needed for a more streamlined approach.
}
On newer versions (1.3.x +)
The same step are followed as above, however the file you will make the changes to is found in
includes/modules/create_account.php
© Copyright 2009-2010 Voom Ventures, LLC.
All rights reserved

Increase Sales With Ecommerce Amplifier

21

20 Surefire Ways to Increase Sales Using Zen Cart

Surefire Way #4
Make Your View Cart and Checkout Links Prominent and Visible
As simple as this may sound, it is one of the most commonly overlooked issues I’ve seen with the
majority of Zen Cart stores.
What do your View Cart and Checkout Links look like?
Do they stand out and attract attention, or do they look like the rest of your site? What size are
they? This all plays an important role in keeping visitors happy.
Before Example

In the above example, the “view cart” link is all but hidden among the rest of the site navigation.
Likewise, although the checkout button is present, it blends in with the rest of the site buttons and
strangely enough is smaller than the rest?
We want to make it as easy as possible for our customers to view their cart, and checkout. No
guessing or searching required.
In addition, rather than being one of the smallest buttons on the page, the checkout button should
be one of the largest. After all, to complete a sale, do you want your customer to “continue
shopping” or “update their cart”? No, you want them to checkout.
The next page illustrates how we can help them achieve this goal.
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After Example

Notice in the above example where your eye is drawn.
There is no searching for the “checkout” button (it’s larger and brightly colored), nor is it hard to
find the “view cart” button (we re-worked the navigation and highlighted the view cart link.)
Realize that in this illustration your customer is in fact “viewing their cart”, however because “view
cart” and “checkout” go hand in hand, they are presented together for this example.
If the customer were on another page of your site, they would easily be able to find the view cart
link and click it to review the contents of their shopping cart.
Remember, it doesn’t matter how many items you get a customer to add to their cart. If they can’t
figure out how to view those items, and furthermore, can’t determine how to easily checkout, your
sales will reflect it.
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Surefire Way #5
Create an Add to Cart Button That’s Visible and Compelling
Look at your product pages. Can you easily see your “add to cart” button? Is your eye attracted
to it when it is within view, or does it blend in with the rest of the items on your page?
Although many users prefer to make the “add to cart” button similar in look and feel to the rest of
their site, an “add to cart” button that varies in size and color might work best.
Likewise, pay attention to the language of your “add to cart” button. Test what works best for
your market, and as with all buttons that require “visitor action”, make sure the language of the
button or link clearly indicates what will happen when the visitor clicks it.
Speak from the “buyer’s perspective”.
As an example, let’s point out what message might be conveyed to a customer when the following
variations on language are used.
Button Language
Buy Now
Buy
Add to Cart

Visitor Interpretation of Action as a Result of Clicking it
“If I click this, I’ve ‘bought’ the item”
“Buy what?” / “Buy How?” / “Buy When?”
“If I click this, the item will be put into my shopping cart.”

These are only examples, and the most common phrases typically found. However, don’t be
hesitant to test different combinations. Testing is the key to increasing conversion.
Did you know that during conversion studies, larger more visible “add to cart” buttons performed
better than others?
So, what color and size is your button? Does the language it uses tell the customer what will
happen when it is clicked, or does it make them guess?
Too often, the “add to cart” button on websites is hidden and hard to find. In an effort to make a
site more pleasing to the eye, designers oftentimes elect to create “add to cart” buttons that are
not only “cute” in nature, but are the same size and color as all other buttons on the site.
In an aim to get “design harmony” the “add to cart” button oftentimes ends up getting hidden
from view.
Try to make your add to cart button a different color and size than the rest of your buttons. Even
better, instead of creating “design harmony” across the entire website, why not focus on creating
“design harmony” across the following set of buttons:
Add to Cart, View Cart, Checkout, Continue, and Submit Order.
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These are all “action” buttons, and each time one is clicked, a specific and important action
relating to the purchase of a product takes place. Keeping the buttons similar in nature will help
improve the customer buying experience.
We want the customer to psychologically associate a certain color and size, with completing an
action that moves them closer toward their goal -- the purchase of your product.
Before Example

In the above example, the “action” button has a number of problems that could impact your
customer’s decision to purchase your product.
It is smaller in size and “crowding” the content above it. In addition, the color of the button is a
Gray, which does match the site, but does nothing for helping visitors convert.
Finally, the term “buy” should be replaced with more informative language that tells the visitor
what will happen when they click the button. Sure, when they click it, they will be entering a
process to buy it. However, what really happens when they click the button is they are adding an
item to their shopping cart.
Remember, we must not make the visitor think or we risk losing them entirely.
“Add to Cart” more appropriately indicates what is going to happen when the user clicks the
button.
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After Example

In this example, several things happened.
The button was increased in size and more appropriately spaced from the content above it. In
addition, the color of the button was changed to one that still flows with the site, yet is much more
visible.
The final change was the text of the button. It was changed to “Add to Cart” to more closely
represent to the visitor what will happen when they click it.
As mentioned, testing various languages is best. We can’t assume what works for one market will
work for another; however, as long as we make sure our buttons and associated language tells
the user what will happen when they click, the changes are worth testing.
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Surefire Way #6
Clearly Indicate an Item has Been Added to the Cart
Many Zen Cart users elect to “show the shopping cart” to a user after each item has been added.
Although this may be a nice idea under the right circumstances (you only sell one product), under
most circumstances it could actually be hurting your ability to increase your order size, and could
also be hurting your ability to convert those visitors to sales.
Why? Because showing it adds another step to the visitors buying process and as stated, adding
steps to the buying process causes increases in abandonment rates. If you are looking to increase
order size, it would be better to keep the user where they are after they add an item to their cart
and let them choose the next step.
Moving a visitor from page to page can create confusion. Confusion often leads to lost sales.
Forcing a visitor to view the shopping cart after an item has been added to their cart and then
expecting them to “continue shopping” is conflicting.
In fact, if you would like them to “continue shopping”, then by showing the shopping cart page
you in effect add two additional steps necessary for them to complete even before they are able
to find another item. (Step one would be requiring them to click the “continue shopping” button,
and step two would be requiring them to then navigate from the page they are taken to after
clicking that button, toward a new product of interest.)
If you sell multiple products, and want to increase the number of products a customer buys from
you (thus increasing your Average Order Value), then showing them the shopping cart after they
add an item can do the opposite of that.
If they select “checkout”, they complete they order (hopefully) and leave the site without buying
anything else. If they have to select “continue shopping” in order to go add more items to the cart,
they often become confused and leave at that moment, or at some point shortly after.
Instead, turn off the option for showing the cart after adding a product. This achieved from the
Admin by going to Configuration > My Store and setting “Display Cart After Adding Product” to
false.
By keeping the visitor exactly where they are when they add an item to their cart, and by clearly
indicating the item has been added, you in effect are saying “continue shopping please” without
ever requiring them to click a button to do so. As a result, the potential for that visitor to add
more items to their order becomes greater.
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You also give them the option of easily completing their checkout if they desire. (You did
remember to make your “view cart / checkout link” prominent and easy to find right?)
An example of one way to indicate to the user that an item has been added to their cart can be
seen below.

Once again, this may seem like a trivial step. However, properly indicating an item has been
added to a user’s cart, and also indicating to them where they can find that cart in the event they
want to checkout, is something that needs to be addressed if you are to increase sales.
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Surefire Way #7
Simplify Your “Shopping Cart” Page
As part of the checkout process, the Shopping Cart page carries it fair share of weight. When the
time is right during the checkout process, the user will be shown what is in their shopping cart at
some point.
There are a few simple changes you can make to that page in order to increase the chances of
your visitor moving to the next step in the process.
Here are some ideas for starters:
1. Include actual shipping amounts on the page (rather than making them click an "estimate
shipping" button to produce a pop-up.)
Shipping is a critical element in "answering customer’s questions before they ask them.” It
should be highly viewable with little effort.
2. Remove any mention of "Visitor Carts being merged with Member Carts". It only confuses
customers. If you are going to have a “help” link, then link it to something that will actually
make sense to your visitor (like your shipping policy, guarantee, etc…) otherwise remove it.
Shopping Cart Page - Before
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Shopping Cart Page - After

A few things were altered in the above example.
1. The “help” link which popped up a window that spoke of visitor carts and member carts
has been removed.
2. The shipping costs have been added to the page in place of the previous “estimate
shipping” button (which added an unnecessary step.)
3. The Checkout button was increased in size and altered in color to stand out more.
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Surefire Way #8
Make Changes to Your Checkout Shipping Page
Keep these points in mind.
1) One of the many elements than can cause shopping cart abandonment is confusion.
2) White space is your friend.
Before we get started here, if you do not already have the “Order Steps” contribution in place,
you should. Confusion arises and so do cart abandonment rates when customers do not know their
place in the order process. Information on where to find this contribution can be found later in this
book.
Once you have that installed, it will still need alterations to its language in order to make it more
customer friendly and eliminate confusion.
Take a look at the following example of a typical Zen Cart Delivery / Shipping page.

Several reasons confusion can arise on this page are:
1) “Step 1 of 3 – Delivery Information.” Look closely. Aren’t there actually 4 steps shown in
the graphic timeline at the top of the page? (Shipping Method, Payment Method, Review
Order, and Order Complete.)
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During testing, one point that cart abandonment took place was on the “Order
Confirmation” (shown as “Order Complete” in the graphical timeline) page. One must ask
why? At that point the user has already entered their credit card information and
committed to buying your product.
The answer is revealed later in this book. The results will surprise you and clarify even
further why you need to speak from your buyer’s perspective.
One reason for it though can be attributed directly to the language of the checkout
process timeline.
2) The lower portion of this page conflicts in language. The button says “Checkout” while the
text to the left of that reads “Continue to Step 2 – choose your payment method”.
Any logical customer would ask the following. “Am I not already in the process of
‘checking out’? Have I done something wrong?” Remember, make the language of the
button fit the action it generates when clicked.
3) The copy on the page is crowded and tough to read.
How did we correct the issues presented? The following example illustrates:
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What changed to make it work? Let’s look.
1) The language of the Order Steps was altered to more accurately reflect the number of
steps in the checkout process. It now reads “Step 1 of 4 …”
2) White space was added to make the page more readable.
3) The Checkout button was changed in color and language. It stands out, and more
accurately reflects the action that will take place when the customer clicks it.
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Surefire Way #9
Make Changes to Your Checkout Payment Page
The checkout payment page can be
filled with quite a bit of information
as you can see from the example to
the left.
Although it may be wise to re-work
this page to combine elements and
reduce its size, let’s see what small
yet important changes we can make
while leaving the page as is for
now.
Keeping in line with what we have
been talking about, can you guess
at least 3 initial problems we have
on this page?
If you guessed:
1) The language of the Order
Steps graphical process
2) The lack of white space
between the individual
sections of the form
3) The color, size, and
language of the “Checkout”
button
Then you are correct.
So, how can we correct this? Let’s
find out.
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Here’s what changed.
1) The language of the
Order Steps graphical
indicator was altered to
reflect the true number of
steps in the checkout
process.
2) More white space was
added between each
element on the form to
make distinguishing each
section more evident.
3) The language and color
of the former Checkout
button was changed. The
color is now brighter and
in line with the other
“action buttons” on the
site, and the language
reflects what action will
happen when the user
clicks it.
4) The bottom left copy had
been reworded to say
"Continue to Step 3 - to
review your order"
(changed from "confirm").
The former language “to
confirm your order” can
be confusing to the
customer.
Remember in Surefire Way #8
we talked about a test that
revealed some pretty interesting
data surrounding abandonment
at the “Confirm Order” step?
Well, this is the start of that
problem. Testing has shown that
the language “to confirm your
order” can be misinterpreted as
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“your order is now complete and this is your ‘confirmation’ of that order” when in fact its intended
meaning was “read the following page and confirm your order is correct before submitting it.”
As a result of that misinterpretation, testing revealed customers abandoning their cart on the last
page of the checkout process and before they actually submitted it. Surefire Way #10 follows up
on this revelation.
The former combination of the language “to confirm your order” coupled with an action button
that says “Checkout” simply confused some people. As a result, sales were lost that should have
been won.
Don’t make your customers guess. The more appropriate language for the action that will take
place by clicking the “continue” button is “to review your order.” After all, that is what they will
be asked to do on the next step of the checkout.
By altering the language in the left hand bottom corner and combining that with a button which
kept the process flow moving (i.e. “Continue”), we were able to help reduce abandonment rates
on the next step of the checkout by avoiding the confusion that was caused by the prior
combination.

© Copyright 2009-2010 Voom Ventures, LLC.
All rights reserved

Increase Sales With Ecommerce Amplifier

36

20 Surefire Ways to Increase Sales Using Zen Cart

Surefire Way #10
Decrease Abandonment - Reword Your Checkout Confirmation Page
In the previous Surefire Way, we mentioned how using the language “to confirm your order” can
cause confusion and lead to an increase in abandonment rates as the user moves to the final step
of the checkout process.
The use of that language coupled with the language used on the “Order Confirmation” page
caused some users to think that arriving at the confirmation page of the process meant the had
actually completed their order. This page was viewed as simply “a confirmation of that order
placed.” In fact, that order is not complete until they click the button that says “Confirm Order”.
The following page illustrates how the typical “checkout confirmation” page in Zen Cart looks.
Circled in red are a few of the problem areas that lead to the customer confusion.
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Zen Cart Checkout Confirmation Page - Before

Let sum up the points to consider here (circled in red).
1) The language of the Order Steps graphical representation should more accurately reflect
the place in the process that the customer is in. Furthermore, the current language; “Step 3
of 3 – Order Confirmation” makes it sound like this is the last step (“3 of 3”) and that this
step is a confirmation of their order placed.
Finally, in this same section, the language does not match the terminology used in the
graphical representation. “Order Confirmation” does not equal “Review Order”. Be
consistent to avoid confusion.
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2) The language used in the bottom left corner that states “Final Step – continue to confirm
your order. Thank You!” can be misleading. This phrase can be interpreted as follows:
“You have completed the final step. Thank you for your order.”
In addition, the use of the word “Continue” does not accurately reflect the language on the
button to the right of the text – which reads “Confirm Order”.
3) The “confirm order” button does not accurately tell the user what will happen when they
click it. Aren’t they already “confirming their order” according to the language used on the
page? What would clicking that button do for them? What action does it represent?
As stated in #2 above, the language is also conflicting with the term “continue”.
4) Don’t make customers think. You’ll lose every time. Using the icon to graphically represent
“edit” is too mysterious. That icon does not tell the customer anything and instead, makes
them guess “What will happen if I click this button?”
They are confirming their order here and the information entered with it. If you want them
to be able to edit certain information associated with it, make it clear to them how they
can do that.
The following page illustrates the result of making changes that address the issues mentioned.
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Zen Cart Checkout Confirmation Page - After

Here’s what we altered in the above example:
1) Re-worded the language of the “checkout steps timeline” to more accurately reflect the
customer’s position within the checkout process, and synchronized that language with the
other elements on the screen which relate.
2) Added the word “Edit” underneath each of the icons that represent how a customer would
make changes to the various sections of their order if needed.
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3) Altered the section that details out the credit card information for ease of reading. Only
the first elements in the group are bold. The data itself is not.
4) Changed the language used in the bottom left corner of the page to indicate that the
order is not yet complete until the button is clicked. Also synchronized that language with
the language used in the orders steps timeline and with the “action” button itself.
5) Change the language of the “action” button to “Submit Order” which more accurately
reflects what will happen when the customer clicks it.
The word “submit” is indicative of a more “final” and “definite” end. Thus, there should be
no doubt that by clicking that button, the customer’s order, of which they reviewed for
accuracy, is actually submitted for processing and the transaction is complete.
The color and size of this button was also changed to sync up with the rest of the “action”
buttons on the site and make it more easily viewable.
With the above changes, test revealed that the abandonment at this stage of the checkout
process dropped to nearly 0%. This tells us that we accomplished the goal of indicating to
customers what was expected of them in order to complete the checkout process by removing the
confusion that accompanied the previous layout.
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Surefire Way #11
Don’t Forget to Say “Thank You”
We’ve talked about the fact that users don’t take time to read on the internet. They skim more
than anything. You only have a few short moments to capture their attention upon arriving at a
particular page on your site.
However, did you know that the one time you have their utmost attention is on a “thank you” page
after they complete an action?
It’s true. The "Thank You" page of any site (usually occurring after an action has taken place) is
the one time you have the attention of your visitor in the palm of your hands. It is one page that
most people not only read, but read carefully and take note of. Why? Because they want to find
out what the next steps are for receiving the product or service they just ordered.
So, what can you do while you have their attention to make more sales?
Here are a few ideas:
1) This is the page you should ask them to refer friends, family, or others. Provide them the
form to do it, and the incentive as well – how ‘bout a special discount coupon for referring
your site to others?
This marketing tactic not only gets them to repeat business with you (they get a discount on
the next purchase), but also generates more qualified new traffic (because it is a direct
referral from a trusting party) that helps increase your sales.
2) You could also add a twist to the above by giving not only your customer a discount on
their next purchase, but also giving their referral a discount when they purchase the first
time!
Of course, you would repeat this same cycle on the Thank
You page for them as well.
It becomes a form of "viral marketing" which can, if
implemented properly can create not only a chain of repeat
business, but also a chain of new business as well (helping
you grow your entire business.)
3) Typically, displaying ads (such as Google AdWords) within
an e-commerce site doesn’t provide enough benefit to justify
the means. It can even hurt your sales.

“The ‘Thank
You’ page is
one time you
have the full
attention of
your visitor.”

However, if you feel so inclined to do so, then your thank you page is the one place you
should consider adding your Google AdWords (or other offers) to.
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If a visitor has made it to your thank you page, you have already completed a sale with
them (so you do not have to risk losing that). You also have their attention.
Placing strategic ads that directly relate to your products in front of them may pay off. It
may not generate a ton of money, but if the visitor is ready to leave your site anyhow,
why not provide them with a few "helpful" links or offers to click on the way out (each of
which puts a little extra money in your pocket when clicked).
One note. If you are going to try this, make sure you negatively target any competitor’s
ads if you don't want to "give away" your future business to them. Also make sure you
present the links properly to have the best chance at getting one clicked. Approaching it
from an angle of "here are some helpful links that based on your purchase we feel would
interest you" rather than just placing the links to ads on that page will help.
4) Provide them with a "Customer Service" survey that asks a few very important questions.
Although this does not directly put money into your pocket as such, it can be a valuable
tool for learning how to make changes to your site (or products) that increase future sales.
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Surefire Way #12
Contact Your Customer Base Often
It doesn’t matter what type of product you sell or what type of business you run. Keeping in
contact with past customers who have purchased from you is one way to increase sales.
Whether your business or product offering lends itself toward repeat sales should not be the
factor in determining whether or not you should stay in contact with those that have purchased
from you in the past.
Sure, repeat sales are ideal, and one of the most important ways
of accomplishing that is staying in contact with your past customer
base. However, even if your product(s) don't lend themselves
toward "repeat" business, you should stay in contact with those
that purchase from you so that when they run into someone new
who may be looking for a product similar to what you offer, they
think of you first and more importantly, refer the new customer to
you. :)
A proper follow-up plan of action can grow a business just a
good if not better than any other method of marketing. There
should be no excuse for not doing so.

“There should
be no excuse
for not keeping
in contact with
your past
customers.”

Here are a few very affordable follow-up tools that work extremely well. They are easy to use,
and pay for themselves with just one sale from your store. I use them both with all my Zen Cart
installs to follow up with customers.
I’ve found both of them to be very effective at staying in contact with your customer base and
increasing sales -- not to mention the fact that they both typically have extremely good delivery
rates -- meaning they reach their destination better than simply sending an email through the
admin section of Zen Cart alone.
In fact, I’ve witnessed a direct correlation between sales increases and email blasts as a result of
sending out properly targeted and timed email follow-up campaigns.
 Constant Contact (60 Day Free Trial)
 AWeber (30 Day Free Test Drive)
AWeber can easily be integrated into Zen Cart using the following third party contribution:
 AWeber Sidebox module
To get your email addresses out of Zen Cart to use in the above mentioned email programs,
install the Email Address Exporter contribution from the Zen Cart Downloads section. Use this
contribution to export your email addresses and then import those same addresses into your
Constant Contact or AWeber account using the handy import tool they both provide.
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Surefire Way #13
FREE Shipping! Did That Get Your Attention?
Internet studies have shown time and time and time again that
free shipping promotions are powerful offers which almost
always result in an increase in sales.
Quite simply, the term “Free Shipping” draws attention.

“Offering Free
Shipping is one
of the best
ways to
increase sales.”

Anyone can offer free shipping, and free shipping should not
be dependant on the price of your product. I’ve heard store
owners say “If I offer free shipping I’ll lose money.” That couldn’t be further from the truth.

Offer free shipping even if it means increasing your prices to cover the shipping (yes, this does
work, and works well.) Once you have the offer in place, display it prominently on the site.
Want to increase your average order value? Offer free shipping on orders over a certain
amount.

© Copyright 2009-2010 Voom Ventures, LLC.
All rights reserved

Increase Sales With Ecommerce Amplifier

45

20 Surefire Ways to Increase Sales Using Zen Cart

Surefire Way #14
Simplify Your Navigation. Make it Easy for Your Customers to Move
Keep this golden rule in mind when creating the category structure and associated navigation for
your store:
“The more levels you create within your store (categories and subcategories) the more clicks you
are making your visitors perform in order to get to the information they are looking for. The
longer it takes for them to find the information, the more you increase the chances of them
leaving.”
Simplifying your navigation requires you to understand how your customers search for your
product. If you don’t know how they search for your products, you can find this out by reviewing
your analytics.
Once you have determined how they search for your product, you
can begin to simplify your category structure to reflect that, and
in turn, simplify the associated navigation. If it takes more then 23 clicks for a customer to find the product they are searching for,
your risk of losing them increases. More than 3 clicks and you can
figure it won’t happen – they will leave.
When your category structure is optimized, it should only take 2
clicks at most for them to arrive at the information they seek.
Consider putting your most frequently sought after products and
categories near the top of the page and within easy reach.
If you have a large number of categories in your store, consider
breaking them into chunks of “five links” at a time.

“If it takes
customers more
then 2-3 clicks
to get to the
information they
seek, your risk
of losing them
increases.”

Internet users naturally see only about two fingers worth of information at a time. That means, if
you put your two fingers together and hold them up to your computer screen, the information they
cover is about the amount a typical user sees at one time (it’s about five lines worth of
information.)
Therefore, by breaking your category links into groups of five, you make it easier for them to
view and move through the information they seek.
You need to act as your customers “personal shopper”. Show them the fastest route to products
that fit their needs and recommend additional products that compliment those when the time is
right.
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If you walked into a brick and mortar store and asked a store employee to help you find a
product you were looking for, they would not take you up and down every isle of the store just to
find that product. They would take you directly to it.
In fact, I’m sure we’ve all been in the situation before where you have a clerk aimlessly walking
all over the store in an effort to help you find what you are looking for. After a while it becomes
frustrating. In some cases you may recall telling them “oh, it’s ok, I’ll find it myself” (in an attempt
to get rid of them.)
In the end, whether you leave frustrated or find the item you were looking for, your experience
with the store leaves a lot to be desired. This is called the “customer experience” and it plays a
very important role in helping you increase sales.
Now, imagine that store being one you own. Imagine that customer now has the ability to leave
within a split second at the single click of a button. That is the internet, and that is the reality of ecommerce. A visitor can leave your store and go to another one in a few seconds on the internet.
Remember, you are their personal shopper and you have very little time to help them “find” the
information they seek. So you better provide them the quickest, easiest, route to it if you want
them to buy.
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Surefire Way #15
Install the Following Contributions
The following is a listing of third party contributions that when used properly, can help you
increase conversion.
Before you install any of these third party contributions, make sure you backup! I hold no
responsibility for problems that may arise from incorrect installation of these modules.
There may be additional contributions not included on this list, however as of this writing, these
are the main add-ons I’ve used to assist in increasing sales conversion.
For a continual up-to-date listing I invite you to join me and the many other readers at my Zen
Cart Optimization and Marketing blog.
•
•
•
•
•
•
•
•
•
•
•
•

Cross Sell
Order Steps
Recover Cart Sales
Simple Google Analytics
Telephone Not Required on Signup
Better Together (Zen 1.3.5 + only)
Upsell on Shopping Cart Page
Free Shipping Rules
Tell a Friend – Free Shipping
Best Sellers - Reloaded
Shopping Cart Totals in Header
Shopping Cart FREE Shipping Qualifier Sidebox
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Surefire Way #16
Attract Qualified Traffic
All traffic is not created equal. Simply increasing the amount of traffic (visitors) to your website
does not mean your sales will increase. In a post at the Zen Cart Optimization blog titled All
Website Traffic is Not Created Equal, the difference between the two is briefly discussed.
Qualified traffic ultimately buys your product. Non-qualified traffic has no intention of doing so.
So, how do you know if your traffic is qualified? And if it’s not, how do you attract qualified
traffic?
Well, in order to understand what qualified traffic is for your store, you must first have an idea of
what your ideal target customer is looking for. How they search for your product, what causes
them to buy, and what keywords attract those who are ready to buy.
If you don’t know this already (how you would personally
describe a qualified buyer for your products), you need to
step back and look at your market strategy, product offering,
and business.
You can’t expect to wander around not knowing who you
want to target to buy your products and expect them to
magically appear. You better have a plan. You need to know
who they are and go get them yourself or it won’t happen.
If you don’t know where to begin determining this, you can
start by putting yourself in the place of one of your customers.
Become one of them and look at your products from the
buyer’s perspective.

“Non-qualified
traffic is like a
‘window shopper’
at a brick and
mortar store.
They peek in
from the outside
with no real
intent of buying.”

Really play the role. Act as if you were searching for a
product you offer and then write down a list of what you would search for in order to find it. This
list will become the foundation for how you target qualified customers both from an SEO
perspective and a Paid Search perspective as well as the language you use on your site.
Seem like a big task? There is one more tool you can use immediately to help you determine what
your ideal customers (these are the people that buy from you) do to find your products. That tool
is your website analytics.
Read through it and pay particular attention to things like keyword conversion and ad conversion
(if running Paid Search campaigns.) This should provide you a starting point for determining what
keywords cause your customers to buy.
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The Foundation is in Place
Now, if you’ve done your homework, you should have a foundation in place for determining how
you can attract qualified traffic to your site. Using the list(s) you have created, you are now able
to target SEO and Paid Search campaigns using those keywords and phrases.
Don’t just place those keywords in various locations and expect that you will get more qualified
traffic. You must work them into the proper context of an ad to achieve the best effect.
One super way to attract qualified traffic is to start running a paid search campaign (such as
Google AdWords, Yahoo Search Marketing, MSN, etc..) and then track the results of customers
who buy with the ads and keywords that caused them to buy.
Your ability to actually control the content of the ads allows you to develop highly targeted
campaigns that can pay off in a big way. Furthermore, the ability to read and interpret keyword
conversion and ad conversion will help you make small alterations to your ads to even further
qualify your traffic.
In Google Analytics Uncovered for Zen Cart: The Workbook, some exceptional hands on
illustrations are shown that teach you how to create an ad which targets traffic ready to buy your
product. It’s valuable information that any store owner looking to attract more qualified traffic to
their website should know.
Keep in mind you have more control over what type of visitor arrives at your site using paid
search than you do with natural SEO and remember, driving mass amounts of unqualified traffic
to your website with the hope of increasing sales is only going to disappoint you.
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Surefire Way #17
Build Customer Confidence
Imagine you’re out shopping for your favorite product at your local store. You walk into a very
clean well kept store and immediately see a smiling sales clerk, soothing music is quietly playing
over the speaker system and each product is neatly organized on shelves.
You walk over to the store directory, find the section you are looking for, and head for it. Upon
arrival, you easily find one of the products you came for. You put it in your cart, and get ready to
pay for it.
You’re now at the checkout, and you see a sign on the cash register that lists the return policy and
options you have to pay very clearly. You decide to pay using a credit card, and swipe it
yourself in the secure terminal they provide.
The clerk asks you if you found everything OK and upon telling them you could only find one of
the two items you came for, you learn the other is out of stock. Although it is out of stock, the store
clerk informs you they can order one for you and have it delivered to your door step. You ask
how long it would take to receive it and they tell you 2 – 3 days.
You had questions, and they all were answered (some before you ever asked). This gave you
confidence that the store you were doing business with was reliable and trustworthy. It also gave
you confidence that the product you were purchasing was worth buying. Your overall experience
with the store was positive from beginning to end and you walk away a happy customer.
This is called “customer confidence” and it must be present for a customer to buy from you. Give
them any reason to question, and your chances of closing the sale are highly reduced.
Now let me ask you this. Would you have bought from them if the following were true:
•
•
•
•
•
•
•

•

The store was kept very unorganized with some items left laying on the ground
The store gave no direction to help you find the product you were searching for
The sales clerk was frowning and not actively ready to help you
The sales person could not answer your questions when asked
The return policy was not available and when questioned, you were asked “why do you
care about one, are you planning on returning it?”
They could not tell you an estimated delivery date of the product that was out of stock
and simply said, “it will get there when it gets there”
In order to pay with your credit card they told you to write your name and credit card
number down on a pad of paper that was kept next to the register. That same pad listed
out the credit card information of others who had purchased from them as well – all in
plain view.
When you left the store, they said “thank you, please don’t come back”

© Copyright 2009-2010 Voom Ventures, LLC.
All rights reserved

Increase Sales With Ecommerce Amplifier

20 Surefire Ways to Increase Sales Using Zen Cart

51

I would venture to say the answer would be a big “No”. Most shoppers would not be comfortable
enough to purchase from a store in which they lacked confidence. The same holds true for ecommerce stores.
Now ask yourself, would you buy from a website that did not professionally represent themselves
and who did nothing to build your confidence with them? If it made you feel uncomfortable, would
you still buy? Again, the answer is more than likely “No.”
Well, guess what? If you are asking your customers to buy from your online store, yet you are not
building their confidence in you, you can expect most of them to leave as well.
So how can we build confidence? There are a lot of ways. I’ll show only a few of them in the
following two illustrations. When you look at these illustrations, keep in mind your “imaginative
shopping spree” we went through earlier.
At various stages, you were asking questions, looking for answers, and seeking reputable
information that gave you confidence in the store you were dealing with. The more of those
questions that were answered, the closer you moved toward completing the sale and buying the
product, until ultimately you walked out the door a happy customer.
The following illustrates building customer confidence on the product page of the website. If
comparing this with the brick and mortar example above, the product page represents us being
“in the section of the store that contains the product we are seeking.”
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Zen Cart Product Page Building Confidence

When compared to the brick and mortar example from above, the following example represents
us actually standing at the checkout counter of the store ready to pay for our product.
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Customer Confidence Building During the Checkout Process

Each of the above screenshots demonstrates the ability to build customer confidence. If you recall
the eye flow of the typical internet user (spoken about in Surefire Way #2) these confidence
building items are placed directly within the line of site, yet do not take away from the rest of the
content around them. They support the content and action requested of each page and help drive
the customer closer to completing the sale.
We’ve gone over a very brief set of items that can help build customer confidence. This is not a
complete list, and there are many other items that could be considered.
Things like customer service phone numbers and live chat can also play an important role in
building customer confidence. The choice is yours but choose wisely. It can be the difference
between adding more sales, and losing sales.
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For more information on building customer confidence, you may be interested in reading the
article titled Building Customer Confidence. Some Best Practices You Should Follow.
In addition to learn more about why it is important to answer questions before your customers ask
them, read Do You Answer Question’s Before Your Customers Ask Them?
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Surefire Way #18
Market Strategy? What’s that?
Wikipedia defines market strategy as follows:
“Market Strategy is a process that can allow an organization to concentrate its (always limited)
resources on the greatest opportunities to increase sales and achieve a sustainable competitive
advantage.”
If you haven’t thought about your market strategy, it’s time to start.
Market strategy is one of the most important keys to a successful business and overlooking it can
mean the difference between a highly successful company and a “just average” company.
Market strategy involves things such as:
•
•
•
•
•
•
•

Understanding what your competition is doing to attract customers
Creating offers that fit your target market and buying cycle
Building a follow-up plan of action for keeping in contact with those that purchase from
you or show interest in your product
Targeting qualified traffic through SEO, Paid Search and other traffic generation means
Developing pricing that your buyers are comfortable with and that fits your market and
product.
Developing a website structure with pages that properly speak to the market you are
targeting
And more …

Unfortunately, there is no “one size fits all” market strategy handbook. That is because market
strategy various from business to business and industry to industry. Market strategy involves some
time and research. Unless you hire a qualified company or contractor to help you with it, the only
one that can develop a market strategy is you.
You can start by putting all of what you know about your customers buying behaviors and any
competitors approaches down in writing. Things like what differentiates you from your
competitors? What makes your product unique? How can it benefit the consumer and why do they
need it?
There is a lot more to it than just these few questions, but they provide a starting ground for your
thoughts. Once you have it all down on paper, read it over and develop a plan of action to
implement in everything you do. Test your ideas, read your analytics, and make adjustments as
necessary. You’ll be amazed at how a well formed strategic plan can improve your sales.
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Surefire Way #19
Shorten the entire checkout process
A number of the suggested changes focused on in this book revolved around simplifying and
reducing the entire checkout process from beginning to end.
We optimized pages to perform better and although it has indirectly been reviewed, it would be
worth while to provide a summary comparison of the various checkout methods from beginning to
end.
The default Zen Cart process for checkout from beginning to end consists of a minimum of 5 steps
total (using the “stacked” registration layout). This is increased to 6 steps if you use the side by
side “split screen” layout, and also 6 steps if you chose the “checkout without account” option.
I am not reviewing the “one page checkout” here only because I haven’t thoroughly tested that option
yet and it’s effect on conversion.
Stacked Layout Form

Split Screen Registration Form Checkout Without Account

Step 1 – Enter your Information Step 1 – Click button to choose
to Create an Account

Step 1 – Click button to choose
Checkout without Account

Step 2 – Click button to
continue from “Create Account
Success” page.

Step 2 – Enter your Information Step 2 – Enter your Billing
Information

Step 3 – Enter Delivery
Information

Step 3 – Click button to
continue from “Create Account
Success” page.

Step 3 – Enter your Shipping
Information

Step 4 – Enter Payment
Information

Step 4 – Enter Delivery
Information

Step 4 – Enter your Payment
Information

Step 5 – Order Confirmation

Step 5 – Enter Payment
Information

Step 5 – Review Your Order

Step 6 – Order Confirmation
However, using the new “side by side” layout presented in this book we were able to not only
reduce the checkout process to the shortest method yet, but we were also able to simplify it to
achieve the greatest potential for success.
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In this new “side by side” layout, we were able to decrease the checkout process to just 4 steps
total -- from beginning to end. An illustration of this can be seen in the chart presented below.
New Re-worked Side-by-Side Two Column Layout (shown earlier in this book)
Step 1 – Enter your Information
Step 2 – Enter Delivery Information
Step 3 – Enter Payment Information
Step 4 – Confirm and Submit Order
Again, only three checkout methods were compared to the new one presented in this book. Testing
has shown that the side by side version generates nice conversion rates when compared to the
others. However, that does not mean that testing other process flows and ideas should be tossed
aside. Testing is the key to success.
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Surefire Way #20
Create Interest and Depth by Developing a Compelling Home Page
The home page is often the first page a visitor sees upon arriving at your site. You have a few
short seconds to grab their attention, and give them the information they are seeking.
Keep in mind that although you probably have an “ideal customer” in mind when selling your
product, each of these “ideal customers” makes up various demographics segments.
Their demographics play a part in a number of things, one of which is how they search for and
buy products.
You need to keep this in mind especially when designing the layout of your home page. Make
sure you speak to each demographic yet remain focused in your overall message.
For example, let’s say you sell various color widgets. One of those widgets is your strongest and
most durable and it happens to come in the color blue.
While one visitor may search for your product by typing “blue widgets” another may be looking
for the same widget only arrive at the site looking for “strong widgets for lifting cars”. Although
they are both going to arrive at the “strong blue widget” you offer, and that widget fits both of
their needs, the demographics of each visitor dictated what was most important to them about
that product.
One visitor was more interested in the colors widgets came in while the other was most interested
in the strength and durability of the widgets offered. Both had different needs and both arrived
at the same end result.
Your home page, including language and navigation needs to speak to each of your visitors yet
remained focused on one core product … the “widget”. It should allow them to find what they
need quickly, easily, and from multiple angles.
In the case presented here of the “widget”, it would be a good idea to offer the ability for
visitors to easily find widgets by color. Likewise, it would be wise to present users with the ability
to find the widgets you offer according to their strength.
Here is a screen shot of a home page that has links to many products yet remains focused. It
presents various angles by which the diverse visitor demographic can search for the same
products. A number of items have been removed or blurred to protect the privacy of the owner.
Some visitors are brand loyal and prefer to go directly to a certain brand, others prefer to shop
by roast or intensity. As a result, different visitors could arrive at the same end product by taking
different routes to get there.
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Example Home Page Layout

Now one last thing before we wrap it up.
Remember the eye flow overlay we presented earlier in the book? We mentioned briefly how
important it is to keep your design elements mindful of this. Well, here is that same home page
with the overlay.
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Example Home Page with Eye Flow Overlay

Take note of the items your eye passes over or comes to while following the flow. In that brief
flow of a few seconds, you are presented with items that build customer confidence and
credibility, present special offers and deals, feature free shipping, remind the customer to come
back by book marking, and present navigation that speaks to multiple demographics.
This is a lot of important information speaking to a variety of different people, in a small amount
of space, within a few seconds. All focused on one thing … winning the sale.
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Conclusion
What you have been presented with are just a few examples of how to increase sales at your
website. It is only the tip of the iceberg as they say.
There is no substitute for a good analytics tracking system and continual testing. Those should be
seen as the foundation and ultimate lifeline to your success.
Also understand that works in one market may not always work in another. What you have been
given is a brief crash course on some e-commerce best practices you can implement on your site to
bring it up to somewhat of a standard.
I urge you to keep an open mind and keep moving forward. Conversion is a process not an
overnight event. It takes time to perfect. Be patient and persistent. You can succeed.

Increase Conversion. Win More Customers.
Skyrocket Sales.

I Want to Personally Help You Increase Your Sales
If you are serious about increasing sales, it can happen. I help ecommerce stores of all shapes and
sizes throughout the world do it every day—and I’d like to personally help you do it as well.
As I said, the 20 secrets you learned here are just the tip of the iceberg. They represent the
beginning of what it really takes to skyrocket your sales; but there is so much more you should be
doing if you really want to build an ecommerce store that can stand the test of time and provide
substantial income increases.
In an effort to personally help store owners succeed, I created Ecommerce Amplifier. Ecommerce
Amplifier is a proven online system that gives you direct access to tools, resources, and
ecommerce experts who work with you to help you increase your sales, building a profitable and
successful ecommerce business—no matter your level of expertise.
Whether you are a store owner or an operator, wholesaler or dropshipper an established
business or just starting out, the Ecommerce Amplifier system provides you an easy-to-follow
blueprint to success. Generate more qualified traffic, capture more sales, increase conversion,
and take your store to the next level. Ecommerce Amplifier will absolutely help you overcome
what’s holding you back.
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Take a Look At These Results
Here is what some current members are saying about how Ecommerce Amplifier helped them
achieve success:
"Your insight has taken our orders from 40 to 45 a week last July to 83 last
week. We are hitting 20+ orders a day now. I hope to launch another 2 stores
using your ideas and tips and double or triple what we did last year. I could not
have done it without you. You have transformed us from a struggling store into a
successful business."
~Sean Taft
Premium Member

“After 7 years in business it was time to have a fresh set of eyes, expert eyes to
take a look at our site and help us improve our business. We coasted along for
a couple of years, trying a few new things but having no change in our
conversion rate, I finally decided to jump in and give Eric a try and see what he
could do for us.
After becoming and Ecommerce Amplifier member, Eric did a thorough review of
our site and made many recommendations, most of which I had no idea that we
needed to implement...things we never would have thought of on my own.
I am pleased to report that, after implementing all of the updates that were
recommended, our sales having increased dramatically and that our conversion
rate and profits have doubled. Our business has finally taken off and is
keeping us busy and I give Eric total credit for his expert business advice and
coaching. Thanks again Eric. You are the best!”
~ Amy McCoy
Premium Member

"Eric's a smart guy with the rare combination of technical know-how and business
savvy. He'll turn your shopping cart into a money machine!"
~Scott Wilson, That Software Guy
Want to see more? I’ve built a page where you can read additional testimonials from other
satisfied store owners.
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New Techniques, New Developments. You Won’t Want to Miss Them.
I am continually testing and refining new techniques and processes, developing new modules and
strategies; all aimed at helping stores build more efficient, more sustainable ecommerce
businesses. To get the latest on this as well as direct access to me as your personal coach you
should consider becoming a member at Ecommerce Amplifier.
In fact, since the first writing of this book in 2009, through my continual testing I have discovered
a ton of new techniques that even further boost conversion. Five of these specifically make
additional alterations to some of the surefire ways listed in this book and one of those five
changes can decrease your cart abandonment rates by 50% or more! Lower abandonment rates
mean more money in your pocket. Imagine what it would do for your business if you could
potentially double your current sales by making this one simple little change to your checkout
process. It could be life changing.
Another technique puts a simple twist on one of the recommended modules I listed in this ebook.
Making this one change to that module has enabled me to consistently increase my monthly sales
by a whopping 33% - 40% ! I’ll reveal this technique to you inside Ecommerce Amplifier.
There is simply no way to come out with a new book every month containing all this information.
But you can get unlimited real-time access to it through Ecommerce Amplifier.

More Zen Cart Freebies I Want to Give You
When I need something in a cart that is not there I simply created it. When I do, I often make
these modules available as free downloads to my members. Here are some of the free add-on
modules I’ve created for members of Ecommerce Amplifier to download. You won’t find these
available anywhere else except inside the members only site.
•

Enhanced Search Module
Helps you increase the relevancy of your search results to turn would be dead end searches
like ‘no product found’ into helpful sales generating content.

•

Enhanced Coupon Reporting Module
Lets you know how well each of your coupons is performing. How many sales were generated
by each, what the ROI of each is, average order values and more. Very helpful in making
decisions on what promotions work best for your business.

•

Dynamic Hover Over Window
Helps keep visitors in the checkout longer, reduce cart abandonment, and increase sales. Here
is an example of it in use.

•

“You Saved” Order Total Module
This promotional order total module takes advantage of the effect customer psychological
buying factors have on purchasing power. It enhances the checkout process helping push
customers to the end goal … a completed sale.
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•

Custom Advanced Search Titles
The current title on search results pages is no good. This tweak turns the otherwise plain
search results into a multi-dimensional, more relevant page that can be used to convert traffic
from advertising as well as convert current onsite visitors into sales.

Download the Full 20 Ways Template Conversion Pack
I realize that the changes mentioned in this book will take time to implement. I also realize that
your time is valuable. So, to save you time I have created the Zen Cart 20 Ways Template
Conversion Pack. This package includes many of the template changes needed to streamline
your checkout and that are mentioned in this 20 Ways book.
Quite simply, the template pack helps save you time, and gives you a better chance at increasing
conversion of your website.

More Helpful Reading
Do You Make These Mistakes on Your Ecommerce Site?
Can You Pass This Ecommerce Test?
What The Search Engines Won’t Tell You That Can Save You Thousands on Your Advertising
It’s time to take your business to the next level. Increase your sales, win more customers, gain
higher conversion. Use this guide as a starting point. Ecommerce Amplifier will take you the rest of
the way there. I highly recommend it for anyone looking to build a better business and I look
forward to seeing you on the inside!
To your ecommerce success,
Eric Leuenberger
Ecommerce Conversion Marketing Expert
Ecommerce Amplifier: The Ecommerce Success System
Zen Forum ID: econcepts
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