
FANCY SPRINKLES



INTRO
This report was conducted by first checking four pages of the site: the 
homepage, a collection page, a product page and a landing page.

Each page was compared against a checklist of e-commerce best practices 
produced by Google’s internal PPC advertising department.

Next, heatmaps were generated for the four pages, and the findings of the 
audit were framed in the context of onsite activity. KPIs were click rate, 
bounce rate and exit rate.

Recommendations and testing frameworks are given at the conclusion.



HOMEPAGE



HOMEPAGE

Search gets 14% of clicks, 
but isn’t visible on mobile.

Create account and Sprinkle 
club receive negligible clicks

5% of people click on the 
logo even though it links to 
the same page. This is 
indicative that they cannot 
find what they expect.

There are no clicks on the 
hero image.

Product categories receive 
very high clicks, but there 
are only two: Sale and Prism
powder.

The hot and new section 
receives relatively few clicks, 
especially when compared 
with the product categories.

The vast majority of links are 
in the header and footer. 
There is very little actual 
content on the page, as 
even the text in the image.

The aesthetic is great. It 
suits the target customer, 
and is very visually appeal-
ing. The usability is lacking, 
as is conversion rate optimi-
zation.



COLLECTION & PRODUCT PAGE



COLLECTION PAGE

This collection page has 
average bounce and exit 
rates, so it’s not exceptional 
in that regard.

One thing to note is that the 
text is burned into the image 
again, meaning it won’t be 
scanned by Google and 
those terms do not contrib-
ute to keyword rankings, 
quality scores in ads or 
search enginge result pages 
(SERPs).

The biggest takeaway from 
this page is the “Best Seller” 
icon on some products. 

These products usually have 
higher than average click 
rates, based on a quick 
observation.

These icons should be 
tested in other forms (i.e. 
“New” “Favorite” etc) across 
other products to see if they 
have a measureable effect 
on click rates.

Without testing, it will be 
difficult to say what is 
causing the boost, whether 
the product is innately 
popular or whether the icon 
is responsible for the 
increased click rate relative 
to similar products.



PRODUCT PAGE

Approximately 1/3 of people 
who view a product add it to 
their cart, so the product 
page works well, generally.

This is an example of a high 
performing product.

40% of outbound clicks are 
to the category page for 
Prism Powder, indicative of 
interest within the category.

Two factors in the success 
of this product are that it is 
labeled as a best seller on 
both the collection page and 
the product page, and the 
social proof at the bottom.

Photo reviews are extremely 
powerful, and this product 
has tons.

The reviews on this product 
include a variety of colors of 
Prism Powder, not only 
Fool’s Gold, so the site 
users accept some flexibility 
which could be applied to 
other product categories.

The strength of this page is 
backed by the data, as this 
is the #2 best selling prod-
uct in the store, and the #1 
best selling edible product.

Turquoise Caviar has no call 
out, one non-photo review, 
and poor sales, so it would 
be a good test to give it the 
same attention as Fool’s 
gold.



LANDING PAGE



LANDING PAGE

Bounce and exit rate are 
very high on this page. 
There don’t appear to be 
any major points of interac-
tivity below the header.

This page is the entrance 
view for many site visitors, 
but over 60% make it their 
last page.

There could be any number 
of reasons for this, but it 
could be similar to other 
pages where there’s a lack 
of copy. Visual appeal, but 
lacking in substance.



RECOMMENDATIONS

NAVIGATION

HERO CTA

SOCIAL PROOF AS CONTENT

RELEVANT LANDING PAGES

Testing is most easily accomplished through Google Optimize, which can be 
added on to the Tag Manager account for an easty integration.

Based on the audit, I recommend that the first tests should focus on:

The top menu has many links that are rarely used, at the sacrifice of key site 
features like search. The search function is extremely robust and well-built, 
yet it’s not present on the mobile site at all. In testing, I recommend that 
underutilized links are removed, and the header menu is simplified.

The hero image is not supported with a strong, specific, descriptive call to 
action, and this leaves users confused about what to do next. The site 
should guide them down the funnel. I recommend testing alterative pieces 
of creative content with different CTAs, leading down different funnels. This 
multivariate testing will tell you what resonates, and how to optimize it.

Leverage the social proof you have as content for pages across the site. Let 
people imagine what they can do with the product, and they’ll be more 
engaged.

Make specific landing pages for specific ads, and make sure there is 
symmetric matching of the copy in the ad and the copy on the page. This 
will make your advertising cheaper through increasing your quality score, 
and could also lower bounce rates.



GOOGLE OPTIMIZE
This is the testing framework and organization.

There are three menu variants: (1) Original, (2) Simple and (3) Bare bones.

There are two hero variants: (1) Original, and (2) with a Valentine’s Day CTA.



GOOGLE OPTIMIZE
A0 B0 - Original

A0 B1 - Valentine’s CTA



GOOGLE OPTIMIZE
A1 B0 - Free Shipping Removed, Menu Reduced

A1 B1 - Free Shipping Removed, Menu Reduced & Valentine’s CTA



GOOGLE OPTIMIZE
A2 B0 - Bare Bones Menu

A2 B1 - Bare Bones Menu & Valentine’s CTA



GOOGLE OPTIMIZE
To see a live version of the proposed site, go to: kevinorbach.com/prism
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