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PREFACE

We wrote this book for our younger selves. In the past we have both run online
businesses where our challenge was to massively increase sales. At the time we
were working on two different continents, but both of us were under intense
pressure to find some way of growing our businesses.

A book like this did not exist at the time, and if it had we would have
devoured it. If you are the person we were then, we have written this for you.
Our vision was to write a step-by-step guide, with clear guidance on how to
increase your online sales.

Our decision raised eyebrows. Some warned us that writing a book that
gives away our knowledge, reveals our secret sauce and expertise, would
hurt our agency by enabling potential clients to do it for themselves.

That never worried us. Every day we see how frustrated people get when
using e-commerce websites, not only in terms of their experience of using
the site, but also the thought processes they go through when making a pur-
chase. Solving these problems is what drives us. At our agency, we have de-
veloped an e-commerce optimization process, refined over many years — and
it works. This is what we share with you.

Follow our structured programme and watch your revenue curve go up.
We routinely see our clients achieving double-digit revenue increases within
12 months. Implement the process and see your businesses grow this year,
next year and into the future.

A note about the second edition

This second edition presents a major revision and comprehensive update of
the successful first edition. Tools have changed, the industry keeps evolving,
and so has our framework. That is the nature of what we do. Always learn-
ing. Always adapting. Always optimizing.

Everything you’re about to read, we had to learn the hard way. We know
this book can make your own challenge to increase online sales easier than
it was for us. If you have any questions, or would like to share how this
book has benefited your business, please e-mail either of us, dan.croxen-
john@awa-digital.com or johann.vantonder@awa-digital.com. We would
be happy to hear from you and help you in any way we can.


dan.croxen-john@awa-digital.com
dan.croxen-john@awa-digital.com
johann.vantonder@awa-digital.com
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