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Plugged In BY RENATO CRUZ SOGUECO

CRO LIKE A PRO, PART II
Editor’s note: If you missed the first part of 
our CRO series last month, you can check it 
out at safnow.org/moreonline.

> Conversion rate optimization (CRO) is 
an essential business process that takes 
time and effort. To be successful, you’ll 
need to implement a process of tweaking 
your pages and testing to boost conver-
sions. So, patience is truly a requirement 
as well as a commitment to grow your 
business through this method.

Website Traffic Data
The first stop in the CRO process is to 
review Google Analytics (or other web 
traffic analytics software) to find pain 
points: pages that have low traffic, high 
bounce rates and/or short page views. 
These problems indicate content that’s 
not relevant to the customer’s search. 
(More on this point later.)

Check if visitors are using a mobile 
device. With the rise of mobile, your 
website must be mobile-responsive. 
From a content perspective, less (con-
tent) is more for pages visited frequently 
using mobile.

Testing, Testing
The core, underlying practice of CRO 
involves methodically testing alterna-
tive versions of a page. The primary 
method is A/B testing or split testing. 
In this model, you’d have at least two 
versions of a page; send customers to 
both and whichever page gets more 
conversions wins.

There are a lot of affordable services 
that allow you to start doing this, such 
as optimizely.com and vwo.com. If you 
use Google Analytics, however, Google’s 
own free feature within Analytics called 

Content Experiments is also a good op-
tion. Go to Reporting (at top) > Behavior 
(on lower left side) > Experiments. Then 
click the “Create Experiment” button. 
Check out this link for more information: 
http://bit.ly/1rrD6D1.

Down with Bounce
You’ve got about eight seconds to cap-
ture a customer’s attention, according 
to Microsoft. So what’s the first thing 
they look at on your landing or homep-
age? Find out with a heat-map tool such 
as crazyegg.com. Compare this infor-
mation with information from Google’s 
In-Page Analytics. Use Google’s 
Chrome browser so you can add a (free) 
plug-in called “Page Analytics” that 
lets you see right on the page where 
customers (or don’t). Once installed, 
log in to Analytics and go to Reporting > 
Behavior > In-Page Analytics.

Within those eight seconds, web 
designers still need to worry about ele-
ments “above the fold” of the screen 
since that’s what greets customers 
when they first visit. About 80 percent 
of viewers spend most of their time 
above the fold. Mobile does change the 
equation since customers are now con-
ditioned to scroll on a smaller, vertical 
webpage, but these visits still represent 
less than half of visits, so above the fold 
still matters.

Above-the-fold nuggets from re-
search to consider include: 

■■ Visitors look first and tend to lin-
ger on the left side of the page, so 
display your most important mar-
keting message or element here.

■■ People also read content in a F 
pattern: They skim the headline 
and first line of text (the first 
horizontal lines of F), then if it’s 
of interest, start reading down.

■■ Don’t use scrolling ban-
ners; they are ignored.

■■ Display all content so it trails 
through the bottom, so visi-
tors scroll below the fold.
So what are some good “below-

the-fold” elements? Reviews, scientific 
studies (including SAF research on the 
positive effects of flowers, available at 
safnow.org), photos of the shop and any 
information that will help build trust.

Remove Distractions 
Once customers click on products, the 
goal is to prompt them to buy. So care-
fully review these pages for anything that 
may distract them from that goal: too 
many product options and unnecessary 
links, including to your social media — 
remember, the idea is hold them captive 
so they finish their purchase. 

Use templates with a minimal top 
header, having only four to five menu 
items, and/or removing rotating ads 
or banners. Another source of distrac-
tion are left or right sidebars — most 
systems allow you to prevent them from 
appearing on product pages, so custom-
ers focus squarely on the product choice 
right in front of them.

Easy Checkout
Once customers click “buy,” you’re on the 
home stretch, but you can still lose them. 
Make it easy: Don’t require them to fill 
out too many fields or force them to sign 
in to make a purchase. Do let them print 
or email their cart (some customers may 
need permission to purchase), and be 
sure to include credit card logos and se-
curity seals to reassure them that hitting 
the checkout button is totally safe.  

Set up at least one conversion funnel 
that tracks visitor behavior from landing 
page to conversion (usually the “thank 
you” page after they’ve placed an order). 
This way, you’ll see exactly which page 
people visit, then drop off. With this 
knowledge, you can further tweak and 
optimize the checkout process.  

Renato Sogueco spent the last 10 of his 
22 years with the Society of American 
Florists as its chief information officer. 
He continues to share his technology ex-
pertise with SAF members and the floral 
industry in his new role as vice president 
of digital strategy at BloomNet.

minimize the bounce  A compelling 
message on the top left side of site (“Our 
Promise: 100% Fresh Guaranteed”) helps 
retain visitors to Welkes.com, as does having 
some content “trail” off the bottom.



I have visited many shops running FloristWare and they
all love the features, support and ease of training.

Tim Huckabee | Sales Trainer and President, FloralStrategies 

The company is superb – friendly, responsive and
dedicated to the support of their customers.

Annette Hentz | Owner, Carver Country Flowers & Gifts

You guys are awesome – I am telling every florist
I meet they need to switch to FloristWare! 

Amra Kolasinac | Owner, Scent & Violet

I love working with you and your team.
I appreciate ALL that you do!!

Lisa Pritchett | Owner, Lilium Floral 

Call 888.531.3012 or download free trial from www.floristware.com

Powerful, Affordable & User-Friendly
POS/Shop Management Software

Save time and money while increasing sales and profits. 
All the features without the cost and aggravation of wire 
service systems. Freedom and flexibility without the 
limitations of other independent systems.

Please visit us in the Supplier Expo at
the 2016 SAF Annual Convention




