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CONGRATULATIONS! 
YOU’VE TAKEN THE FIRST STEP TO GROW YOUR BUSINESS!

Hi, Claus here.

Thank you for downloading the Conversion Optimization Principles worksheet and 
congratulations on taking massive action!

Did you know the average conversion rate for an ecommerce store is 2%?

This means as much as 98% of your website visitors leave your store without ever making 
a purchase.

An increase in your sales conversion rate from 1% to 2% will essentially double your 
revenue.

A poorly optimized online store can see you losing customers at each step of your funnel.

Too many steps here, a button in the wrong place there, and they’ve already abandoned 
their cart.

With an optimized store, you will be converting MORE of your existing store visitors into 
buyers & MORE buyers into repeat customers. You will grow sales and revenue.

But where to start? Blindly and randomly trying out conversion optimization tweaks and 
starting A/B testing without a plan does rather hurt your business instead than giving you 
results.

To become successful with conversion optimization you need to understand the principles 
it is built on. This is what this document is about. So let’s get started.

Claus Lauter
Ecommerce Growth Mentor | Marketing Specialist | Shopify & Klaviyo Partner
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Let’s start with the definition: 

What is Conversion Rate Optimization?

Conversion rate optimization (CRO) is the process of optimizing your site or landing
page experience based on website visitor behavior to help improve the probability 
of the visitor taking desired actions (conversions) on the said page.

The goal of conversion rate optimization or CRO is to raise your conversion rate by 
compelling visitors to your site to take specific actions like buying a product, 
downloading a PDF, or subscribing to a newsletter.

CRO helps make sure visitors achieve your micro-goals so that they stay on the 
path to achieve your macro goal.

Macro conversions on a website are whenever a visitor completes the primary 
objective of your site – for eCommerce stores, that’s usually a completed purchase.

Micro conversions are whenever a visitor engages with your site content, and are 
important steps along the path of making a macro conversion.

Now that we have that clarified we want to look into some benchmark stats to 
understand where most businesses are in regards to conversion rates.
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Baseline: eCommerce Conversion Rates
When drafting in-house goals and benchmarks, referring to market-specific 
conversion rate standards can prove to be highly valuable. 

The graph below shows the average conversion rate of various eCommerce 
industries as of September 2019.

You would need to identify your industry or niche to find the average conversion 
rate for your market. The below stats will give you an idea.

www.clauslauter.com - Page 4 

http://www.clauslauter.com/


The conversion rates also vary by the device that the user is using to access your 
online store. Usually, you will see higher conversions on users that use a desktop 
computer. That being said this might also vary depending on the age group of your 
customers. You should use Google Analytics to find out what your actual conversion
rates are by device, age, and gender and write these down. 
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Now let’s finally look into the...

Conversion Rate Optimization Principles

Steve Krug wrote a book on website usability called "Don't Make Me Think".

This is in a nutshell your goal. A new (or returning) visitor of your website or store 

should be able to intuitively browse your website and get without issue to the 

desired outcome e.g to purchase a product.

There are some questions you should ask yourself.

• Does your store design make it easy for your potential customer to navigate, 

search and find the product they are looking for? 

• Are all questions, objections, and concerns are addressed? 

• Is your store’s usability streamlined for easy and fast checkouts?

So before you dive into the “how to do conversion optimization”, understanding the 

“why” and “what” is the key to approach the CRO principles.

The CRO principles are divided into four categories and are based on the VIMM 

Model.

• Visual load 

• Intellectual or Cognitive load 

• Motor load 

• Memory load 

The key is to minimize visual, intellectual/cognitive, motor, and memory load.

Let’s get into each of them so that you understand why you will implement 

conversion optimization into your store.
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Visual load (perceiving, noticing)

Visual load pertains to your web design. How much strain are you putting on the 

user to visually understand your pages? Is your website clean visually easy to 

grasp or is it cluttered and noisy?  

If you have text is it broken up with headline, sub-headlines and structured for easy 

readability or do you have a wall of text on your page?

If you have a button, does it indicate the option or action it represents?

See an example of a noisy site below. I think it is quite self-explanatory.
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Intellectual or Cognitive load (thinking) 

Intellectual or Cognitive load is about the amount of mental processing required to 

make sense of a page. How much intellectual burden are you imposing on your 

visitors to understand what you’re trying to say?  

Intellectual or Cognitive load is the most difficult of the four principles and is 

especially important to get right.

You want to avoid that your visitor needs to calculate or think about a task on your 

site. For instance, you want to use a lingo that your visitor understands. If you are 

selling products for a broader public you want to avoid expert terms that they might 

not know. Don’t try to impress your visitor with fancy words, rather keep it simple 

and understandable. If you are selling to a specific target group, then of course you 

should use the terms and lingo that they are used to.

Another example: Instead of asking “What year did you turn 18?” use a drop-down 

with years  and ask “What year were you born?”. So they do not have to use mental

capacity to calculate the year.

You always want to minimize the cognitive ask unless increasing it improves the 

experience.

Motor load (keyboard, mouse, pointing) 

Motor load is about movement. How much strain are you putting on your users to 

use the mouse/pointer and keyboard/keypad to get something done?

Theoretically, motor load is the least demanding. However, links that are placed too 

close together, and unclear, hard-to-use buttons raise the motor load considerably. 

And what might work well on a desktop device might be difficult on a mobile device 

like a smartphone.
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The more frustrating it is to input information, the higher chance of the customer 

giving up altogether.

Memory load (recollecting, remembering)

Memory load pertains to the amount of work users have to perform when 

recollecting something in order to use your site. How much strain on the user’s 

memory does it take to use your site?

The easiest way to understand is an example. If you offer a discount or coupon 

code on your home page or product page and only ask for it on the checkout page, 

your visitor will have to remember it. 

Now usually on the home page, your visitor does not even know if they want to buy 

from you and before they hit the checkout page there might be plenty of other 

pages they have visited on your site. So they will probably leave the checkout page 

and try to find the coupon code again. 

Chances that they will abandon your site and being frustrated are very high. So try 

to present the right information at the right moment and avoid making your 

customer remembering anything.

The next step is to test all your web pages (home page, collection page, product 

detail page, cart page, and checkout page) with the conversion optimization 

guidelines in mind. 

The following list will give you some ideas.
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How to minimize visual, motor, and cognitive load checklist.

 Set user expectations

 Have a strong value proposition

 Functional Design beats Aesthetic Design

 Create a clear visual hierarchy

 Limit distractions and visual clutter

 Contemporary color palette

 Considered typefaces that are clear and easy to read

 Interesting authentic-looking imagery which isn’t terrible stock 

photography

 Neat and tidy layout with adherence to a grid

 Not overly busy with good use of white space

 Well-proportioned elements

 Have clear call-to-actions

 Presenting the right information at the right time

 Clarity, Singularity, and Simplicity wins

 Be consistent

 Avoid Analysis paralysis

 Avoid Paradox of Choice

 Show Transparency and Build Trust

 Keep shoppers engaged

 Website Speed matters

 Progress over perfection

 Test, Test, Test - Test not guess.
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Congratulations! You have made it to the end of the conversion optimization 
principle worksheet. I hope you now have a better understanding of the “why” and 
“what” of the CRO principles.

Now the next step is to learn the “How” to implement the CRO principles. That is 
where my Ultimate Conversion Optimization Handbook will help you.

Inside, I am going to teach you everything you need to optimize your online store 
for higher conversion rates.

This PDF ebook will show you actionable steps that you can implement into your 
ecommerce store today. You’ll learn step-by-step what you need to do your home 
page, collection/category page, product page, and cart page to optimize and 
increase your conversion rate.

You can   purchase and   download the "The Ultimate Conversion Optimization   
Handbook" here.

If you put all these best practices in place you will see an uplift in conversions. 
Guaranteed!

But conversion optimization is not a once-off task. Conversion optimization is an 
ongoing process. Once you have put the basics into place is time to start A/B 
testing and track the website behavior of your visitors. And draw conclusions for 
more testing.

Also, conversion optimization is only one part of the user journey. Email Marketing 
Automation, Mobile Optimization, Search Engine Optimization, Speed Optimization,
AOV & LTV Optimization, Secondary Page Optimization and other marketing tools 
go hand-in-hand with conversion optimization to generate maximum growth and 
profit for your online business.

In my ‘GET CONVERSIONS’ mentoring & training program I show my clients how 
to optimize & grow their online business (so you can turn more traffic into 
customers and unlock your full revenue potential).

The program will help you grow a successful, profitable business on Shopify.

It is a proven and time-tested 12-week eCommerce implementation AND business 
mentoring program. In just 90 days, you'll accomplish what would take others an 
entire year.

Ready for higher conversion rates and more revenue?
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Apply now and get eCommerce advice you can't Google.

Visit my website at www.clauslauter.com now and get all the details.

Talk soon,

- Claus

Claus Lauter
Ecommerce Growth Mentor | Marketing Specialist | Shopify & Klaviyo Partner
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