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The Procrastinator's
Checklist to a
Successful  

Black Friday and
Cyber Monday

It's time to get  
your e-commerce website  

ready to take this holiday season  
by storm.  
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P rocrastinators, unite! 
We know, we know. You're busy. Whether you're managing your  
e-commerce website as a full-time job or a side project, it's time-
consuming work to make your website as great you know it can be. 

We're here to help. 

As procrastinators ourselves, we know firsthand the panic and mad-
dash when we leave things to the last minute. We've compiled this
exclusive checklist made just for you to rock the rest of 2018 and carry
the momentum into 2019.

As you go through this checklist, you'll discover

Easy methods to improve your forms and customer engagement
 Different ways to gather and use website insight
Advice for both new and established e-commerce websites
Questions to ask when searching for analytics tools
Suggested poll questions to get you started
Advice to get your live chat up and going
Tips just for small e-commerce retailers like you

 

Helpful hint for Lucky Orange users: Don't forget to schedule your 15-
minute orientation call for personalized assistance . 
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Is your e-commerce 
website ready?

The countdown to Black Friday and   
Cyber Monday (BFCM) is on.  

Black Friday and Cyber Monday are coming! Your visitors are already
researching your website in anticipation of the biggest shopping days of the
year. Have you rolled out the red carpet, or are you just hoping for the best?

The following pages will give you more details on these tactics that help get
your website ready for the holiday shopping rush.

▢ Incorporate website analytics 

▢ Analyze navigation patterns

▢ Revisit your checkout process

▢ Run polls and surveys 

▢ Integrate live chat

▢ Optimize forms

▢ Double-check your links 

▢ Start now (nudge, nudge procrastinators)
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Helpful links and integrations 
As we get started in the checklist, here are links to Lucky Orange and our most popular
integrations . Click the "learn more" button below each logo to get started.

LEARN MORE

LEARN MORE

LEARN MORE

LEARN MORE

LEARN MORE

LEARN MORE
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 No. 1: Incorporate analytics and           
          website insights 

Go beyond Google Analytics    

 What don't want to alarm you, but you
needed to start yesterda y

Did you know... 

     Google Analytics is great at telling what
visitors did at the beginning and end of
their journey. Where Google Analytics
fails is telling the rest of the story. What
did the visitor do between homepage and
chec kout? Where were they clicking and
navigating? A visitor recording or dynamic
heatmap could tell you. 

If you haven't already implemented a system to collect analytics and provide
website insight, stop procrastinating. Having these systems in place now will
help you analyze pre-holiday and post-holiday traffic patterns and validate your
efforts in driving new traffic to your site.

It actually pays to use analytics and website insights, even if you use more than
just the free plan. Nucleus Research found  that for every dollar a company
spends on website analytics, the average return is around $13.00.

Website analytics helps take the guess work out of your site. Don’t base your
business strategy on assumptions. Base your strategy on knowledge gained from
understanding what your customers are actually doing online.
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Where Google Analytics falls short

Google Analytics is a staple for websites, but ol’
reliable has her limitations. Google Analytics excels
in telling you the beginning and end of a visitor’s
journey, but the middle gets a little fuzzy. 

What's the "why"? -- Google Analytics can tell you how many
people visited your website, where they left, and even tell you
which campaigns to drive traffic to your site were the most
successful. That’s all useful information, but it doesn’t really
explain why visitors do what they do when they get to your
website.

More than just data -- Visitors are more than just a graph or a
chart, yet Google Analytics fails to represent them as anything
other than data. You can’t watch visitors interact with a
webpage in real time like you can with visitor recordings, nor
can you see where mobile users tapped as they scrolled
through your website. You need a way to explore beyond the
data and dive into what visitors are really clicking on. 

 The bottom line -- Google Analytics belongs in your digital
toolbox, but it shouldn’t be the sole tool used.  Conversion
optimization insight from tools like Lucky Orange used in
conjunction with data tools like Google Analytics can open new
doors to improve conversions.
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Example: If your website were like a house 

The images used on this page are owned by Fox Broadcasting Company  and  Andrew Delong  . 

Google Analytics limitations
Let’s say you’re hosting a party. If you wanted to
find your most-visited rooms or a count of visitors,
Google Analytics would suffice. You wouldn’t
know much else about where visitors went or
why they preferred one room over another. 

Enter better analytics
Analytics through dynamic heatmaps or visitor
recordings would act like a security camera in
every room and tell you exactly why they
avoided the living room. You can follow their
journey through your “house.”

New opportunities 
You can then learn your top-visited “rooms”
and find what caused visitors to leave suddenly.
The more you know about your visitors, the
more you can improve your website to meet
their needs and wants. 
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Website analytics tools to get
started

Getting started

*A quick word about dynamic heatmaps

Figuring out where to start when it comes to
website analytics c. an be a daunting task. You
know you need them, but where do you
start? What should you consider being buying?
Don't worry. We have you covered. 

These are the top website analytics tools 99 percent of websites need. When narrowing down products,
make sure they include these three. 

▢ Polls

▢  Dynamic Heatmaps*  

▢ Visitor Recordings

Note: There are other tools to consider, such as conversion funnels, form analytics, live
chat and a central dashboard. However, we have found that our most successful  
e-commerce users are those who utilize these three tools.  

Dynamic heatmaps give you the ability to see and analyze interactive elements, such as
hamburger menus and drop-downs. Static heatmaps will not be able to provide this
insight.

As websites become more and more interactive, having a heatmap with just as many
dynamic features is crucial. While static heatmaps act as a still image, dynamic
heatmaps are an overlay that lets you interact with all aspects of your website. 

You can even adjust your view to see how the website looks on a smartphone or tablet.
With mobile traffic and shopping on the rise, this information brings fresh eyes and
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Examples: Analytics in action 
Polls 
Get instant feedback from your visitors
quickly and easily. You can use it to gather
user insight - such as what products they
want to see - or  find out what went wrong
and stopped visitors from checking out. 

Dynamic Heatmaps 
Access clicks, moves and scrolls in an
overlay that lets you interact with all
elements on your website, including drop-
downs and hamburger menus.  

Visitor Recordings 
Like a digital video recorder for your
website, watch users in real time or filter
saved recordings to see how visitors
navigate and scroll through your webpages.
You’ll be surprised at how visitors are using
your site compared to how you thought they
would use the site. 
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We want you to rock BFCM 

SCHEDULE YOUR CALL

Our goal is simple - help you learn more about your visitors
in time for BFCM to make 2018 the year you shatter your
sales records. Lucky Orange offers a complete set of
features for every trial and every plan.  
 
If you're new to Lucky Orange, we would love to offer
you an exclusive 15-minute orientation with your
dedicate account manager to answer your questions
and help setup things like behavior tags, chat or polls.
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No. 2: Analyze visitor patterns

Dive into dynamic heatmaps 

Follow-up with visitor recordings 

Did you know...

A note about the following two pages

 

Once you've added the tracking code, data will
start to flow in. Open your dynamic  heatmaps
and see what elements are most popular and
where visitors are clicking. You can also filter
heatmaps to see how different traffic sources
– like organic or paid search – influences what
people click. 

From within dynamic heatmaps, click on any element on your page. You should
see information, such as its popularity ranking, immediately display. Continue by
clicking on recordings to see what visitors did before and after they clicked on
specific elements. 

Conversion Rate Optimization (CRO) tools, such as dynamic heatmaps and
visitor recordings, have an average ROI of 223 percent!    Considering that only
22 percent of businesses  are satisfied with their conversion rates, the more
you can learn about your visitors, the faster you can improve your conversion
rate.

We have included two worksheets to help you get more from dynamic  heatmaps. 
Print out a copy of the sheets and start filling in the answers to uncover ways
to optimize your conversions.  
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Work Sheet: Learning from               
Dynamic Heatmaps 

FOR BEGINNERS 

You can gain a lot of wisdom and insight into your visitors and how they
use their website by using a dynamic heatmaps tool. If you need a place to
start, here are some questions to answer with dynamic heatmaps.  

Looking at your homepage, what are your three most popular elements? These are the
elements that have the mo st red on the heatmap. 

Your answer

 

Press your shift key to now interact with the heatmap overlay. Are there any elements,
including unlinked images or banners, that are being clicked? Consider adding links to
unlinked items to keep visitors engaged and increase your chances of converting them.

Your answer  

 

Click on a drop-down element if your website includes one. What menu options are most
clicked and least clicked? If you’re not getting many clicks on a navigation element,
consider making better use of that valuable real estate by putting something different in its
place.

Your answer

 

Run a scroll map (located under heatmap > event type). Are your CTAs above or below the
effective fold? This feature can tell you if visitors are even making it to the section of your
site where you include that awesome deal that would for sure convert them. 

Your answer
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Work Sheet: Learning from               
Dynamic Heatmaps 

FOR ADVANCED USERS  

You already know the benefits of using dynamic heatmaps and know a thing (or 30)
about filtering through data. Behavior tags are recommended for better analysis. If
you need help setting up behavior tags, click here for more information . 

Compare two different segments, such as browsers (Firefox versus Chrome) or referral
sources (Google PPC versus Facebook). What are the key differences in where visitors click
shown by the dynamic heatmap? You can use this information to refine your campaigns on
these referring sites.

Answer here

 
Press the shift key to navigate through your website and filter by visitor device type. How
could you improve your hamburger menus? If you look at only tablet and phone devices,
what stands out?

Answer here 

 

If you have behavior tags set up, what differences do you note between visitors who don't
convert and customers who do?  Example: Under Behavior Tags, search with "checkout
page" and without "thank you" to clicks from visitors who didn't convert.

Answer here 

 

Do you use Optimizely or Google Optimize? Get started by connecting Lucky Orange
with one of these systems  and analyze A/B tests within dynamic heatmaps. What
ideas do heatmaps give you for your different variants?

Answer here 
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No. 3: Simplify checkout 

Is your checkout process hurting your
bottom-line?

Use the KISS method

Did you know...

 You may think your checkout process is seamless and easy, but is it? Watch . 
recordings of visitors who made it to check out but never reached the thank
you/order placed page. Finding the part of the checkout process that slowed
them down or turned them away is a great place to start optimizing your
conversions.

Removing extra fields and information requests from your checkout page
gets rids of barriers to purchase. Remember the Keep It Stupid Simple (KISS )
method to minimize friction, optimize the necessary forms, and keep visitors
on the path to check out.  

You’ll increase your chances of converting a visitor if you make purchasing
simple by adding a Buy It Now button , enabling third party payment
methods like PayPal or Apple Pay, and reducing the number of fields required
to complete the purchase.  
 
Note: Depending on your website and platform, you may not have much
freedom. 

According to Baymard Institute , 37 percent of U.S. shoppers abandoned their
carts because they were required to create an account;  28 percent left
because the checkout process was too long and/or complicated. 
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Optimize your checkout 

1. Simplify forms
We'll touch on this later but use
form analytics to find what fields are
unnecessary and are often
abandoned. For example: eliminate
fields such as "address line 2" or
"company name" to shorten forms.

2. Eliminate surprises
According to the Baymard Institute
study, the top reason for cart
abandonment during checkout is
high extra costs, such as shipping. 
The lesson: be upfront with any
extra costs visitors can expect.

3. Avoid crashes/errors
Visitors can't checkout if your
website is crashing. Especially in
anticipation of the holiday rush, test
your code rigorously and make sure
your hosting plan can handle a
sudden increase in traffic.  

4. Trust required 
Roughly one in five U.S. online
shoppers won't complete a
purchase if they don't trust the
website. Click here for more
advice on how to build trust with
your customers. 

To guest checkout or not ; That is the question
MoovWeb's study of more than 1.8 million  smartphone users  yielded interesting
results in the guest checkout vs. logged-in approach. Which method is best for
your checkout process?  

The Case for Guest Checkout: The study found that shoppers were 1.2x as likely
to select guest checkout rather than creating an account to log in. In addition,
logged-in users had lower overall conversion rates. 

The Case for Logging in: Requiring users to log in to check out offers you, the
retailer, a chance to woo them back with a special offer. Logged in users also
spent 10 percent more per order on average. 
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No. 4: Run polls and surveys 

When in doubt, just ask

There's more to consider 

Did you know...

 The vast majority of visitors
who run into an issue with
your website won't tell you,
but the tables turn when
companies ask visitors for
feedback.  
 
Prompt visitors to your
website to answer a short
survey about the products
your visitors would like to see
or what almost prevented
them checking out. Go into the holiday season armed with this knowledge to
maximize your sales.

Emailed surveys have a relatively low completion rate, but website-based polls
and surveys have higher participation rates. Use live polls and surveys to gain
feedback, build email lists, generate  new leads, grow inventory and sales, engage
with users and improve customer relationships. 

Polls and surveys are vital in helping understand the visitor and customer
experience. Help Scout  found that the average business hears from just 4
percent of its dissatisfied customers, and f or every customer who does complain,
26 other customers don't voice their opinions.  
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Poll questions 
to consider 

Don't know where to
start with your poll? 
Here are 18 questions to
try on your website.

▢ Is there anything preventing you from checking
out today?

▢ Would yo u like to be contacted for a free
estimate?  

▢ How would rate your experience today? 

▢ What other products would you like us to
offer? 

▢  What were you hoping to find on 
<your website> today? 

▢ What brings you to <your website> today? 

▢ What can we do to WOW you? 

▢ If you could change one thing on this website,
what would it be? 

▢ What could we do to make this page more
useful? 

▢ Did you find what you were looking for today? 

▢ Is our pricing clear? 

▢ Was there anything about the checkout
process we could improve?  

▢ What’s one thing that (almost) stopped you
from buying from us? 

▢ If you were to review <your product or
service>, what score would you give it? 

▢ How did you hear about us? 

▢ Is our pricing competitive?  

▢ How likely are you to recommend us to a friend
or colleague? 

▢ Would you like to join our mailing list? 
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No. 5:  Integrate live chat

Live chat, the untapped medium

Preferred by customers

Did you know...

   Let's cut to the chat. Live chat
is easy for operators and
customers alike. Customers
receive a prompt reply to
questions, and operators can
handle multiple chats at once.  
 
It doesn't matter if you have a
team of one or 50;  
live chat is easily the best option for your website. There's a reason IMPACT, an
award-winning inbound marketing agency,  called it an "untapped medium." 

More than 50 percent of customers prefer   to use an online chat rather than calling
in to a company for support. Chat also receives the highest satisfaction level of
any customer service channel (70 percent) compared to email support (61
percent), apps (53 percent), social media (48 percent), and phone support (44
percent). 

The typical ROI from paid live chat software to sales teams is around 300 percent,
and the American Marketing Association  found that live chat increases
conversion rates by at least 20 percent. Customers who use live chat are also
three times as likely to make a purchase than those who don't use chat. 
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No. 6: Optimize your forms

No one likes bad forms

Why do you have a form?

Did you know... 

 We all can think of a bad online
form, whether it wasn't clear on how
to enter a phone number or one that
asked too many questions for
seemingly no reason. Whether
you're collecting leads or building
out customer profiles, having an
effective form is key.  

Look at your form and rethink the reason you are asking visitors to fill out a form.  
Now with your "why" in mind, consider rethinking your form questions based on
what form analytics shows are the most abandoned fields. Are you asking the
right questions or are you asking too many unnecessary questions that are
pushing away potential leads and customers?

Your form questions may be responsible for driving away potential leads and
customers. Here is what happened to the conversion rate when   forms asked for:   

Age: 3 percent decrease in conversions 
A phone number: 5 percent decrease in conversions 
City and state: 2 percent decrease in conversions  
Street address: 4 percent decrease in conversions  
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Tips for More Effective Forms

Ask wisely 
Only ask for necessary
information and avoid
asking sensitive
information. Nothing
scares away leads or
customers more.

Reduce anxiety 
Reassure people that
their privacy is your
priority. Add a privacy
message that email
addresses will not be
shared or sold.  

Context matters
People are willing to fill
out more fields if it
makes sense. They
expect a form to test
drive a new car would
require more fields. 

Rethink 'submit'
Consider using "Get
Your Free E-book" or
"Receive Newsletter"
instead of "SUBMIT." It
reiterates why a visitor
would sign up. 

Avoid 'optional' 
Avoid optional form
fields if at all possible.
Don't ask useless info.
If it's worth asking,
make it required. 

 

No CAPTCHA s
A study by Stanford
University  found that
CAPTCHAs led to a
drop in leads by 30
percent. Use them as
your last resort.

No phone #s 
People don't want to
give away their phone
numbers. Asking for
phone numbers leads
to higher form
abandonment rates.  

What's next 
Be clear what will
happen once the form
is submitted. Will they
be contacted with a
quote or receive an
email? 

Anticipate errors 
Use inline error
validation (i.e., phone
number format error)
and don't wait until
"SUBMIT" to flag
errors to customers. 
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Real Example:  Arbor Company

The form 
At first glance, the "Request More
Information" form looks complete and ideal to
address the needs of potential residents. The
company uses this one form to gather contact
details and information quests  from family,
senior citizens, vendors and  job seekers. 

Cue: form analytics 
Looking at the form under form analytics paints
a different picture. Running a form analytics
report on field abandonment  showed one field,
a drop-down asking the visitor to explain who
she or he is, was most abandoned field in the
form. 

Easily addressed 
With this information on hand Arbor
Company's team and their agency, Smart Bug,
were able to determine if this field was
necessary or if it this question would be a
better fit during a later stage of the funnel. 
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No. 7: Double-Check Links 

Don't let bad links drive away sales

Know where your users think links
should be

Did you know...

 Sometimes bad links are
from a deleted page or
simply a missed link during
the website development
process.  Whatever the
reason, you don't have
time for bad links to drive
away revenue, especially
during the holiday rush. 

One Lucky Orange user  was promoting a sale with a banner at the top of his
website. The banner wasn't linked, but dynamic heatmaps still showed
people clicking on it. Once he linked the banner to the sale, conversions
jumped from 3 percent to 8 percent overnight. 

Broken links can hurt your SEO and user experience alike. Not only can it
drive away customers from your website, but these frustrated visitors tell
friends and family about their experiences. You're not only losing interested
current customers but future customers as well. 

Remember: 51 percent of customers will never do business again with a
company after just one negative experience.   
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No. 8: Start now

There's no time like the present

The sooner you start using website
analytics, the better prepared you're
going to be

Commit to no more excuses

  According to BigCommerce , October is the
third most popular for e-commerce brands to
begin planning for Black Friday and Cyber
Monday, but that doesn't mean you should
give up if you haven't started preparing.   
 
In their survey of 1,018 brands, 57 percent
of brands reported Q4 as their typical high sales season. Even if you wait
until November to get your website ready, there's still plenty of revenue to
bring in. 

Remember: Last year, U.S. online sales topped $107 billion during the holiday
shopping season from Thanksgiving to Christmas. That's 107 billion reasons
to want to make your website the best it can be.Best yet, the 2018 holiday
shopping season is expected to be even larger. 

Now is the time to start improving your website. With BFCM on the horizon,
there's no better time to start than today.  

"You don't have to be great to start, but you have to start to be great."  
--Zig Ziglar
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Key takeaways

Print this worksheet, fill it in with your answers and use it to guide your decisions are you learn more
about your visitors with Lucky Orange.

Using our checklist, what visitor information and engagement would be more useful
for your website?  

i.e., where did they click, what were the most popular elements, etc.

 

 

 

 

 

What are specific questions you would like to answer with Lucky Orange? 

i.e., are my calls-to-action too low on the page, do visitors think specific images are
linked, etc. 

 

 

 

 

 

Think about the little time we have remaining until BFCM. What are some quick
additions, improvements or updates you can make to your website now?    

Answer here 
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Advanced tips

What about GDPR?

Live chat tips for operators

Let's chat about canned responses

Should you reduce form fields?

Unbounce's experience in reducing form fields

Are mobile-friendly elements a priority for your
website?

Tips for a more mobile-friendly website

Do you want more than just a quick checklist? We have you
covered. Here are more in-depth tips for a deeper look at

issues that may be hurting your website this holiday
season and what you can do about it. 
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What about GDPR? 

What is it? 

Lucky Orange always puts privacy first 

Lucky Orange is GDPR-compliant 

What you need to do 

The EU’s General Data Protection Regulation (GDPR)  went into effect in  
May 2018. Does GDPR mean you can't use analytics tools like Lucky Orange?  

In a nutshell, GDPR is all about transparency. It gives EU residents greater control of
their personal data - including name, IP address and email address - regardless of
whether your business operates in the EU or not. You must clearly communicate what
data are collected, how it is used and receive consent to collect the data. Learn more.     

Lucky Orange has always led the industry by proactively prioritizing the protection of
data security and visitor privacy, even before GDPR. For example, unlike similar
services, Lucky Orange anonymizes keystroke data “out of the box.” Every character
from every field on every page is replaced with an asterisk before data are 
even recorded.  

We've made updates to our Terms of Service , Privacy Shield Certification 
and enhanced visitor anonymity or de-identification, including encrypted IP addresses .
Beyond GDPR, we also released a data management tool  that puts data control into
the hands of visitors. 

 We ask our users to view and agree to our Updated Terms of Service  and ensure your
Terms of Service and/or Privacy Policy are updated to communicate how you use
Lucky Orange. And its never a bad idea to consult your own legal counsel, too. 
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Chat tips for a better experience:     
A guide for operators

Make it
personal
Introduce yourself to
customers and upload
a photo as your profile
picture if possible. 

Listen with
empathy
Acknowledge the
customer's situation
and frustrations. Make
them feel valued. 

Use positive
language  
Don't just say "no."
Offer an alternative
product that will still
meet their needs.

Don't get too
technical
Talk to customers like
you would talk to your
grandmother.  Keep
answers short & clear. 

Speak their
language
Google Translate helps
with top languages,
but using  a native
speaker is best.

Co-browse
with them
Use live visitor
recordings to lead
them to the right
product.

Link to help
docs
If instructions require
three or more steps,
link to a help articles
and docs instead.  

Know your
products
Make sure each
operator knows the
latest features,
products and services. 

Always be
honest
If you don't have the
answer, be honest.
Follow-up with an
emailed update. 
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A look at canned chat responses 

Canned chat responses are like the speed dial of pre-loaded
answers to visitor questions. It can help operators answer
questions efficiently and effectively without losing that personal
touch customers still demand.

When should you use canned chat responses?
Answer basic questions. These answers may include the company
address, business hours, websites, contact details, general pricing, or
typical FAQs. You can also easily include links to the related web
pages as well.
To share links and answers to popular questions. Lucky Orange
uses canned responses for questions regarding integration guides or
how to pass through custom user data. We also include links to the
related help documentation for easier access.
For personable introductions and sign-offs. Some of our users
have found that it’s helpful to create canned responses for an easier
introduction or sign-off. Just be mindful to keep it personable!
Professionally respond to misdirects. Did someone find your
website while looking for something with a similar business name?
A canned response can nicely address the mistake.
Share recent videos, webinar replays, or upcoming webinar
events. Avoid creating a shortened link if possible to keep your
canned response feeling as genuine and spontaneous as possible.
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Is reducing form fields the answer?

Take note: Context matters

Case for shorter forms 

Shorter isn't always better 

What's right for you? 

We've said it once, and we'll say it again -- context matters when it comes to form
length. Two fields is more than enough for a newsletter subscription, but information
for a mortgage pre-approval may need a longer form. In general, if a customer
perceives you’re offering her more value, she’ll tolerate more form fields.

A HubSpot study analyzing 40,000 landing pages  found that reducing the number of
form fields from four to three produced a 50 percent improvement in conversion rates. 
We recommend you use form analytics to keep a close eye on your form field
abandonment rates and optimize as needed.  

Unbounce's Michael Aagaard   tested form fields and found that reducing the number
of fields reduced in 14 percent conversions. He removed the fields people wanted to
interact with, leaving behind the fields people didn't want to complete. Sometimes
users want and expect more fields - again, it's all about context. See the next page for
more information about Michael's experience. 

We could show you any number of studies to support  or refute is shorter forms are
better for your website. Our advice is to re-evaluate why you have a form and look at it
through a form analytics tool for visitor-level insight. You'll be able to identify which
fields are taking too long to complete or are where visitors abandoned the form
completely. Once you have that knowledge in hand, you can make a better evaluation
if your forms need to be shorter or if more information or addition explanations,  
are needed.
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More on reducing form fields 

When Unbounce’s Michael Aagaard’s client came to him to
improve form conversions, Michael naturally looked at the form and
shortened it from ni ne fields to five fields, leaving the most
essential fields.  He, like many of us, expected conversions to soar. 

Instead, the change produced a 14 percent drop in conversion
because he removed the fields people wanted to interact with.  

“It’s very difficult to solve a problem you don’t understand. Vice
versa, it’s pretty easy to solve a problem you do understand. That’s
what research does. It helps you understand problems,” Michael
said. 

Michael was able to revise the form again and tweaked the copy to
reduce friction. For example, he added a message to explain his
client will only use the phone number if needed to clarify a
response. The result was a 19.21 percent increase in conversions.

The bottom line: Before you start reducing form fields, look at
form analytics and dive into what fields visitors are engaged with
and what fields are causing visitors to abandon ship.

Maybe reducing fields from seven to three is the right answer for
your website, or maybe your visitors just need your label copy to be
tweaked a bit. Do your research and find out for yourself. 
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Are mobile-friendly elements a
priority for your website?

Mobile: a strong e-commerce driver

Not just for mega retailers

Digest this fact 

  You've probably heard by now that  the mobile
revolution is here, and it's here to stay. In its
2018 online holiday shopping forecast,
Adobe Analytics predicts that 46 percent of
all e-commerce orders will be made through a
smartphone on Black Friday alone .  

If you've been putting off making mobile-
friendly adjustments to your website, this is a perfect time to take action. In
the not-to-distant future, our digital world will be shifting from mobile-
friendly web design to mobile-first web design. 

Mobile devices, including phones and tablets, are expected to account for 27
percent of all U.S. retail e-commerce sales by the end of 2018. According
Invesp , people shopping online via mobile devices spent twice as much as
those shopping on computers. 

Last year, smaller retailers grew faster in revenue and mobile users than
larger retailers.  In addition, these small businesses turned mobile visitors into
purchases 30 percent more often than their large retailers.

Mobile spending totaled more than $1 billion in sales on Black Friday  in
2017. eMarketer expects mobile  will be "a conduit" for 68 percent of all e-
commerce traffic this holiday season - an increase of 19 percent from last
year. 
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Mobile-friendly tips  

Set up live chat 

Simplify checkout

Compress and resize images  

 Let your (big) thumbs rule

Optimize your contact information

We've already talked about the benefits of live chat, and live chat is especially helpful  
in reaching mobile users and addressing their questions. Using live chat can make the
difference in answering a visitors' questions or having them leave because they don't
want to call in for an answer, which is even more important when shoppers are
dealing with holiday stress. 

The visitor's journey, especially for those on mobile, should be as short as possible.
Consider using mobile-first payment methods like Apple Pay® or PayPal ® .  
Hint: Run a poll to see which payment methods your customers prefer to use. 

Mobile users aren't going to wait for your website to load its large images. Compress
or resize your higher-resolution images and watch your site speed increases.  

Since most users will be on a touch-screen device, make sure the buttons and
navigation menus are big enough for even the largest fingers, and eliminate the need
to pinch or swipe a page. Get rid of any hero slider images; one main image will suffice
for mobile.

Format your phone numbers and email addresses to be easily clickable and usable
from their mobile devices. 
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Get your site BFCM-
ready with Lucky Orange!

SCHEDULE YOUR CALL

Black Friday and Cyber Monday are coming,
whether your website is ready or not. 

 
Let us help. We are now offering all  
Lucky Orange users a personalized  
15-minute orientation call to answer questions
and help set up things like:

Behavior tags (quick way to filter by visitor’s
actions) 
Chat (help to increase conversions
immediately)
Polls (engage with your visitors to
understand what they really want)
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