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Executive Summary

New Dimensions Active's ecommerce experience is in critical condition. With an overall UX 

score of 26/100, this activewear store is haemorrhaging potential revenue at nearly every 

stage of the customer journey. While the synthetic shopper did complete all six journey steps, 

the underlying technical debt and performance issues are creating an experience that will 

deter the majority of real-world visitors—particularly on mobile devices where patience is 

measured in milliseconds.

The three most critical issues demanding immediate attention are: **1) A Time to First Byte 

(TTFB) of 1,874ms**, which is nearly 4x the recommended 500ms threshold and signals 

severe server-side bottlenecks that will cause 40-50% of mobile visitors to abandon before 

seeing any content; **2) 20 failed network requests per session**, predominantly analytics and 

tracking calls that indicate misconfigured Google Tag Manager implementation, wasting 

bandwidth and potentially breaking conversion tracking accuracy; and **3) Missing critical 

assets including a 404 error on Frame-7.svg**, which appears on product pages and could be 

breaking visual hierarchy or product imagery.

The revenue impact is substantial. Industry data suggests that for every 100ms improvement 

in TTFB, conversion rates increase by 0.7%. At 1,374ms over optimal (1,874ms vs 500ms 

target), you're likely losing 9-10% in conversions purely from server response time. Combined 

with the tracking failures compromising your remarketing data and the visual asset errors 

degrading product presentation, this store is likely converting at 30-40% below its potential. 

For a niche activewear brand in Ireland where every conversion matters, addressing these 

issues should be treated as a revenue emergency.

---



UX Audit

### Homepage Experience

The homepage loads with a First Contentful Paint of 1,976ms—just under the 2-second 

threshold that triggers significant bounce rate increases. However, the critical issue is what 

happens *before* any content appears: users stare at a blank screen for nearly 2 seconds 

while the server responds (TTFB: 1,874ms). For a brand selling premium activewear where 

first impressions matter enormously, this delay immediately positions New Dimensions Active 

as less professional than competitors using faster infrastructure.

The First Input Delay of 1.8ms is excellent, indicating that once the page loads, JavaScript 

execution doesn't block user interactions. This suggests the site's interactivity is well-

optimised—the problem is getting users to that point.

### Navigation & Product Discovery

The journey data indicates successful navigation from homepage to category page ("Endure 

Collection") to product page ("Movida Straight-Leg Pants - Cocoa"). While this flow completed 

successfully, the 404 error on `Frame-7.svg` appearing twice suggests a broken visual 

element—likely an icon, badge, or decorative asset—that may be impacting category or 

product page presentation.

Without Cumulative Layout Shift (CLS) data available, we cannot confirm layout stability, but 

the presence of Google Fonts and asynchronous loading patterns typical of WooCommerce 

suggests potential for content jumping during page load.

### Cart & Checkout Experience

The add-to-cart action triggered successfully, as evidenced by the `add_to_cart` event firing to 

Google Ads tracking. However, the failed POST request for this conversion event (HTTP 0 

status) means this conversion data is not reaching Google Ads—critically undermining any 

paid acquisition campaigns' ability to optimise.

The journey completed all six steps including checkout, suggesting functional checkout flow. 

However, with 23 total errors detected during the journey, there's substantial noise in the 

console that could mask real issues during checkout, and the failed tracking means purchase 

attribution is likely broken.

### Mobile Responsiveness Signals

The test viewport (1440x900) represents a desktop experience. However, the slow TTFB will 

disproportionately impact mobile users on cellular connections where latency compounds 

server response time. With activewear purchases increasingly mobile-driven (industry 

average: 65% mobile traffic for fitness apparel), the current performance profile suggests 

mobile conversion rates are likely catastrophic.



### Accessibility Concerns

The reliance on SVG assets (one of which is 404ing) and Font Awesome for iconography 

requires proper ARIA labels and alt text implementation—something that cannot be verified 

from this data but warrants manual audit given the missing asset errors.

---



CRO Recommendations

### 1. Fix Server Response Time (TTFB) — Expected Impact: +8-12% Conversion Rate

**Problem:** TTFB of 1,874ms is causing users to abandon before seeing any content. This is 

a hosting/server infrastructure issue, not a code issue.

**Fix:** 

- Migrate from current hosting to a performance-optimised WooCommerce host (WP Engine, 

Cloudways with Cloudflare APO, or Kinsta)

- Enable server-side caching (Redis or Memcached) for database queries

- Implement Cloudflare APO (you're already using Cloudflare) to cache dynamic WordPress 

pages at the edge

- Target: TTFB under 400ms

**Impact:** Based on Google's research, reducing TTFB by 1,400ms should improve 

conversion rates by 8-12% and reduce bounce rates by 15-20%.

### 2. Repair Google Tag Manager & Analytics Implementation — Expected Impact: +15-25% 

ROAS on Paid Campaigns

**Problem:** 18 of 20 failed requests are Google Analytics and Google Ads tracking calls 

returning HTTP 0 (connection refused/blocked). This means conversion data isn't reaching 

your advertising platforms, making campaign optimisation impossible.

**Fix:**

- Audit GTM container (GTM-KMP2RT3) for consent mode conflicts

- The `npa=1` parameter in requests indicates "non-personalised ads" mode is active—verify 

this is intentional or fix consent implementation

- Test tracking in GTM Preview mode across all consent states

- Implement server-side GTM to bypass ad blockers and improve tracking reliability

**Impact:** Accurate conversion tracking typically improves ROAS by 15-25% through better 

optimisation signals.

### 3. Restore Missing SVG Asset (Frame-7.svg) — Expected Impact: +2-4% Category Page 

Conversion

**Problem:** `Frame-7.svg` returns 404 twice during the journey, likely on category or product 

pages. This broken asset may be a trust badge, size guide icon, or product feature indicator.

**Fix:**

- Locate the missing file in WordPress media library or theme files

- Re-upload to `/wp-content/uploads/2025/05/` or update references to correct path

- Implement monitoring for 404 errors on asset files



**Impact:** Restoring missing visual elements that communicate product features or trust 

signals typically improves conversion by 2-4%.

### 4. Implement Predictive Prefetching for Product Pages — Expected Impact: +5-8% 

Product-to-Cart Rate

**Problem:** Each navigation step requires full page loads, adding cumulative delay to the 

purchase journey.

**Fix:**

- Install a prefetching plugin (Flying Pages or Perfmatters) to preload likely next-page targets 

on hover

- Implement `<link rel="prefetch">` for category-to-product navigation

- Consider AJAX add-to-cart to eliminate cart page redirect

**Impact:** Reducing perceived wait times during product browsing typically improves add-to-

cart rates by 5-8%.

### 5. Optimise Klaviyo Integration Loading — Expected Impact: +3-5% Mobile Conversion

**Problem:** Klaviyo's JavaScript adds to main thread blocking and increases time-to-

interactive, particularly impactful on mobile.

**Fix:**

- Defer Klaviyo script loading until after main content render

- Lazy-load Klaviyo forms and popups (trigger on scroll or time delay rather than page load)

- Use Klaviyo's async embed code if not already implemented

**Impact:** Deferring non-critical third-party scripts typically improves mobile conversion by 

3-5%.

### 6. Implement Above-the-Fold Content Prioritisation — Expected Impact: +4-6% Bounce 

Rate Reduction

**Problem:** FCP of 1,976ms is borderline acceptable but combined with slow TTFB, critical 

content isn't visible quickly enough.

**Fix:**

- Inline critical CSS for above-the-fold content

- Preload hero images using `<link rel="preload">`

- Defer Google Fonts loading or use font-display: swap

- Remove render-blocking resources identified as high-impact

**Impact:** Faster visual confirmation reduces bounce rates by 4-6% on average.



### 7. Add Structured Error Monitoring — Expected Impact: Prevention of Future Revenue 

Loss

**Problem:** 23 errors and 12 warnings during a single journey indicate lack of monitoring for 

issues that erode conversion.

**Fix:**

- Implement Sentry or LogRocket for frontend error tracking

- Set up Uptime Robot or similar for 404/5xx monitoring

- Create alerts for conversion tracking failures

**Impact:** Early detection of issues prevents extended periods of lost conversions.

### 8. Simplify Checkout to Single Page — Expected Impact: +10-15% Checkout Completion

**Problem:** Standard WooCommerce multi-step checkout adds friction and page loads.

**Fix:**

- Implement single-page checkout using CheckoutWC, Fluid Checkout, or similar

- Enable guest checkout prominently

- Reduce form fields to essentials only

**Impact:** Single-page checkout consistently improves completion rates by 10-15% in 

WooCommerce stores.

---



Performance Diagnostics

### Time to First Byte (TTFB): 1,874ms — CRITICAL

**What it means:** The server takes 1.87 seconds to begin sending any content to the 

browser. This is the foundation of all other performance metrics—nothing can render until this 

completes.

**Root cause:** This is a server-side issue, likely caused by:

- Slow database queries (WooCommerce stores with many products/variants)

- Lack of page caching (each request rebuilds the page dynamically)

- Shared hosting or undersized server resources

- Geographic distance between server and users (no CDN edge caching for HTML)

**Business impact:** Users on mobile devices or slower connections will experience 2.5-3 

second delays before seeing anything. This alone accounts for approximately 25-30% 

abandonment rate before any content appears.

### First Contentful Paint (FCP): 1,976ms — BORDERLINE

**What it means:** The first visual element appears after nearly 2 seconds. Google considers 

under 1.8s "Good" and under 3s "Needs Improvement."

**Root cause:** The FCP is delayed primarily by TTFB (1,874ms of the 1,976ms is server 

time). Only 102ms is spent on rendering—the actual front-end is reasonably optimised.

**Business impact:** Users see a blank white screen for 2 seconds. For a fashion/activewear 

brand where visuals are the product, this creates an immediate perception of a slow, 

potentially untrustworthy site.

### First Input Delay (FID): 1.8ms — EXCELLENT

**What it means:** Once loaded, the page responds to user interactions almost instantly.

**Root cause:** JavaScript execution is well-optimised. The WooCommerce/jQuery stack is 

not blocking user interaction.

**Business impact:** Positive—users who persist through the initial loading delay will 

experience responsive interactions. However, this is undermined by the poor initial load 

performance.

### Largest Contentful Paint (LCP): Not Available

**What it means:** We couldn't measure when the largest content element (likely hero image) 

finished loading.



**Recommendation:** Implement Real User Monitoring (RUM) to capture this metric. Based 

on TTFB and FCP data, LCP is likely 2.5-3.5 seconds—well into the "Poor" range.

### Cumulative Layout Shift (CLS): Not Available

**What it means:** We couldn't measure how much content shifts during loading.

**Recommendation:** Given the presence of Google Fonts, Klaviyo popups, and dynamically 

loaded images, manual testing for layout shift is essential. Use Chrome DevTools 

Performance panel.

### Failed Requests Analysis: 20 Failed Requests

**Breakdown:**

- **18 requests:** Google Analytics/Google Ads tracking (HTTP 0 status)

- **2 requests:** CDN RUM/monitoring (Cloudflare)

- **2 requests:** 404 errors (Frame-7.svg)

**Root cause for tracking failures:** The HTTP 0 status with `npa=1` (non-personalised ads) 

parameter and `gcd=13q3q3q2q5l1` (Google Consent Mode) suggests these requests are 

being blocked due to consent denial or ad blockers. The synthetic test may be simulating a 

non-consenting user, which reveals that your tracking strategy fails completely when users 

don't consent.

**Business impact:** 

- Conversion tracking for Google Ads campaigns is broken for non-consenting users

- Analytics data is incomplete, making optimisation decisions unreliable

- Remarketing audiences aren't building properly

---



Conversion Risks

### 1. CRITICAL: Server Response Time Blocking All Users

**Severity:** Critical (Revenue Impact: 25-35% of potential conversions)  

**Trigger Point:** Every single page load in the journey  

**Conversion Impact:** Users expecting sub-second response (conditioned by Amazon, 

ASOS, etc.) will bounce before the page renders. Mobile users on 4G face 3+ second delays. 

The activewear market skews young and mobile-first—exactly the demographic with lowest 

patience for slow sites.

### 2. HIGH: Broken Conversion Tracking

**Severity:** High (Revenue Impact: 15-25% ROAS reduction)  

**Trigger Point:** Page views, add-to-cart events, and purchases  

**Conversion Impact:** Google Ads cannot optimise bidding without conversion data. You're 

paying for clicks but flying blind on which clicks convert. Smart Bidding strategies (Target 

ROAS, Maximize Conversions) are likely underperforming dramatically.

### 3. HIGH: Missing Visual Assets on Product/Category Pages

**Severity:** High (Revenue Impact: 2-5% category conversion loss)  

**Trigger Point:** Category page and/or product page views  

**Conversion Impact:** Broken images or icons create immediate trust concerns. For a 

premium activewear brand, any visual defect suggests lack of attention to detail—a red flag 

for quality-conscious fitness consumers.

### 4. MEDIUM: Render-Blocking Tag Manager

**Severity:** Medium (Revenue Impact: 3-5% mobile conversion loss)  

**Trigger Point:** Every page load  

**Conversion Impact:** GTM is marked as render-blocking, meaning users must wait for 

marketing scripts before seeing content. This compounds the already-slow TTFB, particularly 

affecting mobile users.

### 5. MEDIUM: Console Error Noise

**Severity:** Medium (Revenue Impact: Potential hidden issues)  

**Trigger Point:** Throughout journey  

**Conversion Impact:** With 23 errors and 12 warnings, legitimate issues may be hidden in 

the noise. A JavaScript error breaking size selection or cart functionality would be lost among 

the tracking failures.

### 6. LOW: Third-Party Script Dependencies

**Severity:** Low (Revenue Impact: Occasional session failures)  

**Trigger Point:** Integration failures with Klaviyo, Google services  

**Conversion Impact:** When third-party services are slow or unavailable, they can block 



page functionality if not properly async-loaded.

---
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