
How to Get More from Your Store:

The Art of Getting People to 
Say “Yes”

SPECIAL TRAINING:



Hey, I'm Ezra. And I've been selling physical products online since late 2007. 


I'm rounding the corner on a decade in this business. I've sold costume wigs, I've also sold bar 
stools, I've sold gift baskets, I've sold dog supplies, I've sold skincare and cosmetics and I 
currently sell skincare and cosmetics, and I've sold a whole host of other items online as 
well. 


In fact, I was one of America's top mullet wig 
retailers in 2008 and 2009 which was kind of fun, 
and to prove it this is me in an Elvis wig, my wife 
here in a troll wig, and my brother long before 
Donald Trump was anything but a TV celebrity.


I currently lead a team of 50 people, and I'm super fortunate to have them. We own and 
operate a top-100 Shopify store. Here is our revenue from January 1st to August 18th of 
2017. We're just over $11 million before the holidays, and we're on pace to do about $23 or 
$24 million for the year:


I own and operate a top-100 Shopify store.



Here you can see a Google Analytics snapshot of the last 12 months from the time I'm 
recording this video, so we're growing year over year.


Those three things are visibility, conversion, and repeat business. And I believe one of these 
three is more important than the others. It starts with a C. Can you guess what it is? 


That's right: conversion. The art of getting someone to say “yes” to purchasing your product 
— because there's always going to be a new visibility source. 

Over the last 10 years in ecommerce, I’ve learned that if 
you want your store to succeed, you need 3 things: 



When I got started, Google AdWords and search engine optimization were the most popular 
visibility sources of the day. And now, it's Facebook, Instagram, YouTube, and Pinterest 
advertising, joint ventures, influencers, magazines, and newspapers. There are all kinds of 
visibility sources available for brands today.


So Visibility Isn’t the Problem… 
Visibility really isn't the problem because you can go to Facebook and Instagram right now and 
you can buy more visibility. You can give them money to give you visibility for your brand. The 
problem is with getting people to actually say Yes to buying your product once they know 
it exists. 

So, instead of visibility, conversion and repeat business, after 10 years in this industry, I've 
learned that it should go conversion, visibility, then repeat business. 


You should focus on conversion first, because if you're going to spend time, money, and 
energy to get people to know that your products exist (i.e. generate visibility) then doesn't it 
make sense to have as highly-optimized a conversion rate as possible? 

conversion.

This way, more people say YES to buying your 
products once they see them.



And I think you would agree with me when I say that the answer to that question is a big fat 
“yes.” And just so you know, a general industry average for conversion rate is about 1%. 


That’s Only 1 in Every 100… 
That means that 1 out of every 100 people who see your product buy it on an average for 
ecommerce. Well, I've spent my entire career focusing on how to get that to 2%, to 3% 
and in some cases all the way to 9% of people saying “yes” to buying my products when 
they see them.


Now, that might not sound like a lot to you, but let's break down those numbers for a second 
so we can really see the impact of this. Let's say that you sell a Will Ferrell wig for $24, like I 
used to (that’s actually me in that picture), and 500 people a day see your product at a 1% 
conversion rate. 


That means you'd sell five wigs a day, which 
would be:


5 X $24 = $120 a day. 


Multiply that by a 365 days and you've got 
$43,800 a year from that one product at a 1% 
conversion rate.


Now, let's say that you implemented some of the things that I'm going to show you in this 
video series and you increase that conversion rate from 1% to 2.5% — which by the way is 
totally doable. 


Now, let's say that 500 people a day see your product at a 2.5% conversion rate. That's 
means you would sell 12.5 wigs a day. So you would sell 12.5 of these Will Ferrell wigs at $24 
each and make $300 a day. $300 X 365 = $109,500 that you would make by more than 
doubling your conversion rate. The difference there is significant. It's an extra $65,700 in 
additional income with no extra traffic. You literally doubled your business with no extra traffic.


12.5 x $24 = $300 (per day)
$300 x 365 = $109,500



I’m able to do this with my businesses, because I live by the one principle I'm going to share 
with you. And really, this is why I focus so much on conversion, because it's the easiest way 
to significantly grow your business.


I'm going to share with you what I've learned about conversion and how you can implement 
these strategies in your business, so that you can get better conversion rates and make 
more money before you go out and buy traffic. 


How exactly do we go about getting them? Well, it turns out it's not quite as simple as you 
might think. When people talk about conversion rates and ecommerce, 90% of the time they 
focus on the product offer page — which is a good place to focus, right? It's where people 
are actually buying your product.


But the product page isn't all that’s important. It is very important, for sure, and I will give you 
some tactics that you can copy to make your product pages better for sure, but it's not the 
whole picture. That’s because new visitors on average look at 3.88 pages per visit. Meaning 
they look at almost four different pages when they're visiting your store for the first time, not 
just the product offer page. 


Return visitors who come back for a second time, who by the way spend way more money 
and way more time with you, actually look at 5.55 on average pages per visit. They're looking 
at almost six pages on your store before they make that purchase decision.




Conversion is the easiest way to 
double your business

Conversions are good but, 
HOW DO WE GET THEM?





People are consuming a lot more than just your product page, and that's really important to 
understand as an ecommerce business owner because conversion is a conversation that 
encompasses all pages on your store — not just the product offer page.


And let’s get something clear about conversion rate…


Your business is simply a collection of pages filled with a variety of assets, videos, 
images, text, etc. That's all your business is. It's a bunch of pages that people are consuming 
visually.


That's what they're doing, and everything that is happening with your brand in one way or 
another is happening on landing pages. So let's take a look at the main pages that we want to 
get conversion optimized as ecommerce business owners…


These pages and assets are designed to 
engage a prospect and generate a sale. 






We've got our store home page which is generally where 50% of our traffic ends up. 
People don't start here, but they go to the home page looking for things. We've got our 
collection page which is generally a collection of our products. We've got our product offer 
page when someone is considering making a purchase. If they add a product to the cart they 
then visit our shopping cart page. We also have our checkout page and our post-purchase 
thank you page:


CHECK OUT THANK YOUSHOPPING CART



And also we have a pre-purchase opt-in in the top right hand corner of many of these pages 
where it reads "join the club”. People might do that at any time so we have pre-purchase and 
post-purchase opt-in thank you pages, information pages like contact us, FAQs, privacy 
policy, why buy from us, reviews, and returns. 


All of these pages are generated and designed to give people more information on in-depth 
parts of the business that they're interested in.


And by the way, 5% to 10% of people will visit these pages, but that’s going to be 30% of your 
revenue. So while not most people are visiting your return policy, your privacy policy, your 
shipping information policy, or your Frequently Asked Questions page — the folks who do are 
super, super high quality visitors, so we want to make sure these pages are well-optimized. 


Then we have our store blog pages to send people to our content. We also have our special 
promotion pages, holiday sale pages, social contest pages, and the list goes on depending 
on your market, but for your store…


5% to 10% of visitors view these pages — 
but they make up 30% of your revenue!


These will be your main pages.



So, let's first take a look at some all-page conversion best practices that you can put on every 
single page on your website to convert better and make more money from every visitor that 
visit your page.


Step one: mobile. This is the first step because you know what? Most people are going to be 
visiting your website on a mobile phone. Ecommerce is going mobile. You've got to have a 
mobile strategy. 75% of the traffic of the visibility that I get to my store happens on mobile 
devices. So, it's time to be super aggressive about a mobile optimization strategy, and to 
be set up for mobile consumption of your website.




Best Conversion Practices 
For All Pages 

Step 1: GO MOBILE!


62% of smartphone users 
have made a purchase online 
using their mobile device in the 
last 6 months.

75% of the traffic  
to my store is MOBILE… 



How do we optimize for mobile conversions without 
ruining desktop conversions?  
Well, the easiest way to do this is to give your visitors 2 different pages: a mobile page for 
mobile users and a desktop page of desktop users. So, less content on mobile and more 
content on desktop. And the way that we've done this and the way that you should literally 
copy this and put it on your website, is we've added a mobile header:


So when you're on mobile the header changes — and this was a significant 
increase in conversion for us, because it gave mobile visitors a more usable mobile 

version of the website. 	 


Let's take a look at the mobile theme improvements that we made on BOOM! that 
significantly updated our website and our store for a more mobile-friendly shopping 
experience. But before I show you that I want to show you the actual problem that we 
noticed: 


This is a 12-month period here for my store. What you can see here is that we did $20 million 
in revenue and 50% of our revenue came from desktop visitors. However, 75% of our traffic is 
coming from mobile and tablet visitors. So, we want at least 75% of our revenue coming 
from mobile and tablet visitors. 

The

Header 
MOBILE



Only 1-1.5% Conversion Rate on Mobile

And the conversion rate on desktop is much higher than the conversion rate on mobile. You 
can see it's a 4% conversion rate on desktop and it's only 1% or 1.5% on mobile across the 
board for this giant store. And these are actually really good numbers, but what we wanted to 
do was increase our average per section value on mobile, and the way that we did it was by 
first addressing our navigation.


What you can see here is the old navigation on mobile, it's got wasted space at the top, and 
you can't really see what to do. You have to click those three tiny bars to get the menu to 
open. 


So we wanted to make it a little bit easier to have a more functional header, to have some 
labeled buttons, to have a search option on mobile, to have our important pages 
bookmarked so that you could literally just click them if you wanted to get to an important 
page, and we wanted to have a drop a banner across the top for a sale notification.




We also wanted to give folks an easier way to scroll up, so that when someone starts 
scrolling down on mobile and they begin to scroll back up to the top of the page. We take that 
as an intent to get to the menu and we just drop the menu down right there no matter where 
they are on the page.


And finally, when you do click the menu button, on the left is what it used to look like. Like it's 
big, and it's pink, and you can't read the menu items. So, what we did was we really open that 
up and we made it clean and clear and white. We made a real easy way to display the entire 
menu: big easy to read font, a clear white background.




 






So, let me actually show you one of our product offer pages. A couple things to note: we've 
got three product videos at the top right, and also we have a carousel of social proof videos 
on the left side. We have long form left-right content further down the page where we tell them 
what's actually in their bag. Then we've more social proof in traditional review. My point is 
we've got a lot of content on the product offer page that we show our desktop visitors.


Now, see what changes when we switch to mobile… 

Now, we've switched over to this mobile header and what you'll notice is that there's a search 
icon for mobile, a login, a menu that drops down that has a call to action to join the club. And 
when I start to scroll down, there’s an icon that takes you right back to the top:






Less is More for Mobile

I also want to make note of when you look at this page on desktop, you see a lot of long-form 
left-right content because when you're on a desktop, you're consuming more of the page, 
but on mobile we want it to load much faster.


In the image above you can see that we removed two of our product videos and our social 
proof videos. We’re loading less content so that it loads faster. And one entire block of long-
form left-right content is gone. Underneath our traditional reviews in the footer section on 
mobile, we have removed the social proof videos and the watch our story video as well.


Worth a 13% Increase in Conversions

The mobile version of the page is much lighter weight. It loads much faster. It has less 
content on it. The mobile header has been worth a 13% increase in mobile conversions on our 
store. So you should literally come to BOOM! by Cindy Joseph and either use our page 
builder or tell your designer to copy this. It will increase your mobile conversion rate by a 
significant margin because what you're doing is you're making your website much more usable 
for mobile visitors.


So, just taking a look at some of the results of that mobile traffic — you can see this is actually 
Facebook traffic to our pre-sell engagement page. So, this is what I would call "cold 
traffic" meaning people that we bought to the page who didn't know us before. It's the first 
time they are ever seeing it, and our revenue is up by 30%, our conversion rate is up by 
22%, our transactions are up by 20%, and our average order value is up by 10%. This is all 
only on mobile and this is all direct from Facebook to our pre-sell engagement page which is 
the start of our sales funnel.




Just by making those mobile header improvements we saw a significant increase in 
conversion rate to cold traffic, and here you can see a significant increase in conversion rate 
to all mobile traffic that visited the store, not just our cold traffic. I want to show you the 
difference there because people who visited the store before or were past customers are 
obviously a much higher quality of customer than cold traffic. But this conversion rate 
increases across the board for cold traffic and also for folks who have visited in the past 
or a part of our buyers and subscribers: 


So the the first step: Get mobile-only pages and get desktop-only pages with a mobile-
optimized header for easy consumption on mobile.


MOBILE SPECIFIC
OFFER PAGES

STEP #2



Get It Above the Fold: 
Now, the second step is to really double down on these mobile-specific offer pages and 
make sure that your product offer pages on mobile are lighter weight. What you'll notice about 
our product offer pages on mobile phones is there's a hero shot and an "add to cart button" 
above the fold. Then we either go into content, video, social proof, etc. It doesn't matter what 
else you do as long as you have an above the fold hero shot of the product and call to 
action button, and then you can go to your content.


Remove Navigation:

Now, one thing that I want you to take note of on these mobile offer pages is that there is no 
navigation. There's only one link in the navigation that says "Return to store." So, as soon as 
you visit an offer page on mobile for us, you can't navigate back to anywhere else other 
than the store without using the top menu to search or click the menu bar. 


You can only return to the store or you can click the menu. But that easy-to-click navigation to 
another page is gone because I want you to consume my product offer page. So, what 
you want to do is make sure that you’ve got fast loading, lighter weight content on mobile. That 
doesn't mean you still can't have your hero shot, your call to action, your text in your video, but 
you don't want quite as much content as you have on your desktop pages on your mobile 
pages because you want them to load faster.


Now, Let’s Look At a Few More 
All Page Conversion Boosters…



We just covered mobile, but remember: conversion is about how to make your overall 
website convert better. And that means every page on your website. Yes, I'm going to dive 
into product off of pages. Yes, I'm going to dive into other pages too, but I first want to give 
you some tips that you can use on your store to make every page convert better.


The first thing is to communicate in every available media format. Different people prefer to 
consume content in different formats, so every page must have video, every page must 
have image and every page must have text. I'm talking about your frequently asked 
questions pages, I'm talking about your why buy from us pages — every single page must 
have a long-form left-right design where you're leveraging every available piece of media 
format that you can.


Use Long-Form Left-Right Content

Apple really popularized this long-form left-right style of design and they have brought it into 
the forefront of conversion optimization and design. People expect this now, that on mobile 
they can scroll and they're going to see videos, and they're going to see text, and they're 
going to see images. Because some people are going to watch the videos, some people are 
going to read the text, and some people are going to look at the images. And you want to 
repeat your communication, because at the end of the day, conversion is just communication.


Conversion optimization is just communicating the value that you have to the prospects 
who are visiting the site. You want to do it in every available media format possible. And this 
is a desktop version of the page here where you can see the long-form left-right design, the 
videos, the images, the text, the call to action button, etc.


And you'll notice on our frequently asked questions page, we have a video response and a 
text response for every answer. On FAQ pages, most people just have text responses, but 
what we found is that the conversion rate has gone up significantly on this page, which again, 
a very few amount of people visit, but they are the ones who do are super interested.


Communicate Using Every Media Format 



Add CTAs to Your Header

Another tactic to help your conversion rate on your site for all your pages is add a call to 
action in the header. What you'll notice is that we have a "Join the BOOM Club" option in the 
header and in the footer of every page on our website. And what this does is when you click 
that "Join the BOOM Club" link you go to a page where you can opt in to be a part of our 
club, to get discounts and special offers and be on our blog mailing list.


Highlight the Cart

We can also have a call to action for a sale notification in the header, and look at the top 
right in the cart. Notice how the cart is green when when you add a product into the cart in the 
header, I'm just going to scroll back so you can see this. 


So, what you want to have is calls to action in your website header and calls to action in your 
footer. One for an opt in, one that highlights when the cart has something in it, and, if you want, 
one that highlights a sale notification.


And Last But Not Least… 



What Is the Isolation Effect?

A way to increase the conversion rate on your website across all pages is to leverage the 
isolation effect. What is the isolation effect? Well, it's where you have one color that is on your 
website and it's the only place that this color exists and it's for your call to action buttons. 
So your call to action buttons stick out and really draw the eye because the only time that 
color's showing up on your website is where there's a button.


You'll notice on my first ever wig site that we had the isolation effect, right? Our call to action 
color was orange and on our product offer pages, in our header, anywhere on the website 
where there was a call to action where I wanted the user to click. You really want to look at it. 
So use the isolation effect on your call to action buttons and make sure that color is the 
only time that color appears on your website.


Okay, so this training is getting 
kind of long… 

But hopefully this has given you a lot of stuff to help you grow your 
business.


If you want to see the full video of this training, you can watch it 
here: 

Watch the Full Training Video

http://zipify.com/zp-video-1-all-page-conversion-boosters?inf_field_Email=~Contact.Email~&wemail=~Contact.Email~&utm_source=pdf&utm_medium=email&utm_campaign=zp-3-part-training&utm_content=video-1-pdf
http://zipify.com/zp-video-1-all-page-conversion-boosters?inf_field_Email=~Contact.Email~&wemail=~Contact.Email~&utm_source=pdf&utm_medium=email&utm_campaign=zp-3-part-training&utm_content=video-1-pdf
wwhttp://zipify.com/zp-video-1-all-page-conversion-boosters?inf_field_Email=~Contact.Email~&wemail=~Contact.Email~&utm_source=pdf&utm_medium=email&utm_campaign=zp-3-part-training&utm_content=video-1-pdfw.apple.com
wwhttp://zipify.com/zp-video-1-all-page-conversion-boosters?inf_field_Email=~Contact.Email~&wemail=~Contact.Email~&utm_source=pdf&utm_medium=email&utm_campaign=zp-3-part-training&utm_content=video-1-pdfw.apple.com


11 Little Tricks for Profitable 
Product Offer Pages!!

Meet me in the NEXT VIDEO 
where we dive into:

In the next video we look the best practices for arguably the most important single pages on your 
website: your product offer pages. 


I’ll show you the things that you can do on your actual product offer page to get them to 
convert even better — what kind of content you need there, how to optimize them, etc. So, this 
training was how to optimize your entire website to make more money, and have more people 
who come to your site buy from you. 


Meet me in the next video, where we will dive into the most important pages on your store: 
product detail pages. So Ezra Firestone here from Zipify Apps. Thank you so much for watching 
this video — I hope you got some value out of it and I will see you in the next one!


