
early half of the people who try
to make a purchase through your
web site will fail. This startling

statistic comes from recent research
conducted by the Nielsen/Norman Group,
leaders in the field of usability testing for
the web.

“E-commerce sites lose almost half of
their potential sales because users cannot
use the site. In other words, with better
usability, the average site could increase
its current sales by 79%,” says Dr. Jakob
Nielsen.

The revenue lost because of a poor user
experience can amount to millions of
dollars for some businesses.  The amount
of lost revenue can mean the difference
between success and failure, even for
smaller businesses.

Our own research confirms these
alarming numbers. In a recent study of
two clients, we found failure rates as high
as over 80%. The potential revenue lost
added up to nearly a million dollars per
year.

Fortunately, there are ways to recover a
substantial proportion of this lost revenue
by focusing more on the customer
experience and usability of your web
project.

By systematically re-evaluating how real
users interact with your web site, you can
uncover obstacles that are preventing
customers from completing transactions.

he old adage “Do as I say, not as
I do” doesn’t hold true when

applied to getting feedback from users of
your web site.

Users will often say one thing and then
do something else entirely. To discover
the truth, you must actually observe how
real users interact with your web site.

The “focus group” has been a common
tactic used by marketing-types for years.
And while focus groups and other types
of surveys do have a place in business
planning, they may not always be the best
method for improving your web site.

All too often, users will try to give the
answers that they believe are expected of
them or those answers that are seen as
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more socially desirable. However, this
doesn’t help web designers build a better
web site.

The best way to get solid information on
improving the user experience for your
web project is to observe the problems
real users have when using your site.

“E-commerce sites lose
almost half of their potential
sales because users cannot
use the site. In other words,
with better usability, the
average site could increase
its current sales by 79%.”

-Jakob Nielsen, Alertbox
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User Experience Vs.
Traditional Marketing
n difficult economic times,
organizations doing business on

the web often focus solely on traditional
marketing methods to weather the storm.
However, this may not provide the best
return on their investment (ROI).

For example, banner advertising response
rates have dropped, on average, to below
one percent. That means that less than
one out of a hundred people who see your
ad will actually visit your web site.

Similarly, average conversion rate (i.e.,
the ratio of the number of visitors who
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first, can not only increase revenue from
your existing web traffic, but it can also
increase the ROI of your other marketing
activities.

Traditional marketing activities suffer
from a few inherent drawbacks. They are
time-limited in that the benefits gained
are experienced over a relatively brief
period of time. They are offer-specific.
Benefits from one marketing activity do
not necessarily help other activities. And
finally, they are expensive for the return
on investment.

User experience activities have none of
these problems. Increasing the usability
of your web site is not time-limited
because the benefits persist long after the
work has been done. These activities also
benefit nearly every aspect of your web
project and are not tied to any one
Traditional Marketing efforts
are time-limited, offer
specific, and expensive. User
Experience activities do not
suffer from these same
drawbacks.
ctually become buyers) is around three
ercent.  This means that the actual
ower of your banner ad to create a new
ustomer is far smaller than once
elieved. Your banner may have to be
hown thousands of times just to produce
 single new customer.

nfortunately, there isn’t much that can
e done to increase customer response to
anner ads or other Internet marketing
aterials. The good news is that there are

umerous things that can be done to
nfluence the other side of the equation.
onversion rate is often related to
ustomer experience.

ou Should Clean Your House Before
ou Invite Company Over

f you are not converting browsers into
uyers then the money you spend to
ring people to your web site may be
asted. Emphasizing the user experience

product or offer. And finally, the ROI is
significantly better than traditional
marketing efforts and may actually
increase the ROI of those efforts as well.

While user experience issues may been
seen as an easy target for cutbacks during
hard times, progressive companies are
using the opportunity to focus on
activities such as these that lead to very
stable results.
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