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CRO Checklist

First things first...
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Have you set clear goals for your website?

Are all of the products that you currently sell or want to sell available on your site and can
a user get to them if they wanted to? Do you know your audience and understand their
position in the conversion funnel?

Do you know your audience and understand their position in the conversion funnel?
Canyou easily track customer activity on the site?

Can you use this information to create a map of how they will navigate the site in the future?
For example are you looking at:

. On-page statistics and data
. Bounce rate
. Conversion rate

. Average order value
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Introductions

Does the copy clearly explain the product or the service which is being offered?

Does it highlight the features and benefits and distinguish between them?

Have you reduced the amount of potentially off-putting jargon that might appear on page?
Is the content SEO friendly (can it be found when crawled by the search engines)?

Have you proofread the copy for mistakes?

Do you regularly check the content and update it where necessary?

Are you explaining the product or service in simple terms in order to reduce confusion?
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Call to action

1. Do all of the links attached to your CTAs work (are they going to the correct location)?

2. Where multiple CTAs are used to cater for different audiences and different products/pages,
are they clearly marked?

3. Are your CTAs specific to the page copy not just generic?

4, Have you added styling to you buttons to make them look ‘clickable’?
5. Have you tested CTAs in terms of positioning, size, colour and copy?
6. Do you use actionable words in the CTA and create an urgency to click?

A -The original

B - The variation
(and winner)
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Page design

[] 1. Have you tested the copy using A/B testing, analytics and heat maps to find potential
improvements?

[] 2. Have you removed any clutter from the landing page that may distract the user from making a
purchase?

[]

Are there multiple paths of navigation from the landing page to the payment page to suit the
needs of various users?

4. Are you building trust through reinforcement with images, fonts, colours and branding etc?
5. Are you constantly testing your page and updating items as and when you see positive results?
On the payment page, is the system clear and easy to use?

7. Do you offer the user the opportunity to store their payment details?
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8. Following a purchase, do you offer the user the chance to ‘continue shopping’ or so you show
them similar products and services?
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As with testing, the work that you do post optimisation is vital and there are a number of actions that
you should be following up on.

The stages to focus on here are building trust and your actual product offering.

The changes you can make are as follows:

Build trust

Do you offer existing comments to provide feedback or comments on a product or service?
Are you displaying customer testimonials?

Do you display product videos?

Do you offer guarantees such as insurance, free shipping or returns polices?

Are you harnessing relationships instead of going for the hard sell every time?

Offer your products
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Have you linked the relevant content to the right user based on their buyer persona?

Are your existing clients being shown similar products (to previous purchases) that they
may like?

Are you showing content that relates to the stage of the buyers cycle with which the user is
in (eg there is no need to show an introductory offer if the user is already a customer)?

Are you being clear about what you are offering and how the customer can get it?
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Final thoughts

When it comes to CRO, the main message is that testing is a must. Many businesses are guilty of making
simple mistakes that can have an effect on their conversions but if you can make small amendments, the
results will surely come.

By setting up a proper analytical approach to your testing and by monitoring the conversions that
you have received, who is converting and where they are converting from, you will be in the optimum
position for success.

Want more?

Why not check out our
other CRO resources...

o Simple Guide to CRO

« CRO Boxset

o CRO Glossary

« Understanding your Digital Audience

o Beginner’s Guide to Landing Page
Optimisation
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