SubMac CONVERSION AUDIT

Ridge Wallet: why shoppers hesitate, and what
to change first

Reviewed by hand by Musab Hassan, SubMac

Page reviewed Product page: eu.ridge.com/products/aluminum-black (Royal Black)

Visitor in mind A phone shopper fresh from a paid social ad, unsure a metal wallet is worth 4x a

normal one

Reviewed 3 November 2026

This is an independent review of a public page, written to show how SubMac audits work. Ridge
didn't commission it and isn’t affiliated with SubMac. Everything here was observed on the live page

on 3 November 2026; it may have changed since.

I went through the page by hand and took the wallet through to the payment step, without
ordering. ridge.com sent me to the EU store; its copy matches the US page apart from price,
currency and review count. My browser ran at desktop width, so phone layout points are
inferred from page order. Speed is from PageSpeed Insights (mobile, US page) the same day.

The EU warranty fee is still to confirm.

The short version: Ridge has the hard parts done: a product people love (4.8 stars from more
than 51,000 reviews), a real 99-day trial, and one of the best checkouts I've seen. The page loses
ground in two places. Before the shopper has a reason to pay a premium, it asks for several
choices, on a page real users find slow to respond. And it describes its best promise, the
warranty, more vaguely than the promise really is. Most fixes are wording and order changes,

not rebuilds.

FINDINGS, RANKED

# FINDING PRIORITY EFFORT

1 Decisions come before reasons, and the buy box arrives late  High A day, plus dev time
2 The warranty is better than the page says High Under an hour

3 Two mismatches on the EU page undercut trust High Under an hour

4 The cart tells a one-wallet buyer they're not finished Medium A day

5 The EU marketing checkbox is worded backwards Medium Under an hour

Ranked by impact on purchases. High: fix this month. Medium: once the first ones are live.
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FINDING 1
The first screen asks for decisions before it gives reasons,
and the buy box arrives late

Priority: High - Effort: A day for the layout; speed work with your developer - Area: Hero and product info

What I found

Between the price and the button, the product form shows, in this order:

* “Ridge Wallet”, with the review count beside it
® “15% Off / Original price €89 / Sale price €75” (US: “20% Off / $95 / $76”)

* “COLOR: Royal Black” over a grid of 24 colour swatches in four rows. Each swatch opens

a different product page.

e “MAKE IT A KIT:” with four buttons: “Wallet (15% off)”, “+KeyCase (37% off)”, “+Power
Bank (16% off)”, “+Power Bank +KeyCase (29% off)”. These swap the product rather than
adding to it.

e “NEW ADD ONS” with two tick boxes: “Add Ridge Tracker Card to your order” (€45, now
€29) and “Add QuickDraw Card Holder to your order” (€29, now €20)

¢ then “ADD TO CART €75 EUR”

The reasons to buy come only after the button, as four short expanders: “Holds 1-12 Cards”,
“Swappable Cash Strap or Money Clip”, “RFID-Blocking Plates”, “Built for Life Warranty”. The
one plain-English pitch on the page, “It's about carrying less but always having what you
need.”, is inside the Features accordion.

Speed makes this stack heavier. In Google PageSpeed Insights (mobile, US page, 3 November
2026), real visitors' Interaction to Next Paint is 331 ms, over Google's 200 ms threshold for
“good”, and the page fails Core Web Vitals. In the lab test on a simulated mid-range phone, the
first screen showed the photo and title while the add-to-cart and options area was still grey
placeholder blocks. That run scored 37 for performance, with 4.8 s to the largest element and
4,830 ms of total blocking time.
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Why it matters

This visitor came from an ad. They're interested but not convinced. Their question is “why pay
€75 for a wallet when mine works?”, not “which of 24 colours?”. Asking them to judge a colour, a
kit and two add-ons before that question is answered moves them from “should I?” straight to
“which one?”. When the choice feels big, the easy way out is “I'll decide later”.

A 331 ms response means taps on the page, such as picking a swatch, a kit or Add to Cart, can
feel sluggish, and each of those choices costs a little more patience. And in the lab run the buy
box is the part that turns up last. On a phone this whole stack also sits under the photo gallery,
so the button is pushed further down the screen. That last point is my inference from the page

order; I didn't review the layout at phone width.

What it's costing you
Visitors who were won over by the ad reach a wall of options, on a page that's slow to respond,

before they see the button, and some will put the decision off instead of picking.

What to change

1. Directly under the price, add one line that answers “why this wallet”: capacity, slimness and
the risk-free trial, all claims the page already makes.

2. Show 5-6 best-selling colours with a “+18 more” link that expands. Keep Royal Black
preselected.

3. Move “MAKE IT A KIT” and “NEW ADD ONS” below the Add to Cart button, or into the
cart. That's where Ridge already offers the Tracker Card and KeyCase again.

4. Keep “Free shipping + returns” and “Secure checkout” where they are, right under the

button. That placement works.

5. Ask your developer to make the price and Add to Cart button render first, and to look at
what runs before them. The US page's HTML alone is 1.77 MB with 132 script tags.

Suggested wording

Now (no line between price and colours)

Try “Holds up to 12 cards at 6 mm thin. Try it for 99 days. If you don't love it, send it
back.”

How you'll know it worked

Ad traffic to this page adds to cart more often, and fewer visitors leave without scrolling. Watch
whether the kit and add-on take rate drops once they move; if it holds steady in the cart, the
move cost nothing. Re-run PageSpeed Insights mobile and look for INP under 200 ms and the
buy box showing in the lab screenshot.
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FINDING 2
The warranty is better than the page says, but reads like
small print

Priority: High - Effort: Under an hour - Area: Trust and proof

What I found

The announcement bar promises “LIFETIME GUARANTEE”. On the page itself the warranty
becomes: “Our Built for Life Warranty gets you back up and running with free parts and full
gear replacements at a fraction of the cost.” The hotspot module calls it “Lifetime Warranty”,
and the accordion is titled “Shipping + Lifetime Warranty”. The real terms are on a separate
page (ridge.com/pages/warranty-programs). They cover “loss, theft, damage from regular use,
and accidental damage”. Defective parts are free. A full replacement for a lost or stolen wallet
under $150 costs $17.95, up to two times.

Why it matters

A premium price only feels safe when the buyer believes it's bought once and kept for life, so the
warranty is part of the price argument. “At a fraction of the cost” makes a careful buyer ask “of
what?”. The actual offer is concrete and generous: a lost or stolen wallet replaced for $17.95.
Most wallets come with nothing like it. “Guarantee” in the banner versus “fraction of the cost”

in the body is a gap close readers will notice.

What it's costing you

Value-minded buyers, the ones this argument should win, see a hedge where they could see a

number.

What to change
1. Put the real number in the “Built for Life Warranty” expander, with a “See full terms” link

to the warranty page.

2. Use one name everywhere: “Built for Life Warranty”, dropping the other two labels.

Suggested wording
Now “free parts and full gear replacements at a fraction of the cost”
Try “Broken part? Free, for life. Lost or stolen? We'll replace your wallet for $17.95, up to

twice.” (EU fee to confirm; I only saw the US terms.)
How you'll know it worked

Fewer pre-purchase warranty questions, more clicks on the expander, and in a test a higher

add-to-cart rate among visitors who open it.
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FINDING 3
Two small mismatches on the EU page undercut the trust

signals

Priority: High - Effort: Under an hour - Area: Copy and offer

What I found
* The EU store prices in euros, but its shipping text reads: “We offer free 2-7 day shipping on
most orders over $35. See checkout for full shipping details.”
® The review count beside the product name reads “563,692”. The reviews section on the same
page says “Rated 4.8 out of 5 stars / Based on 51,195 reviews”. The US page shows 52,951 in
both places, so this looks EU-specific.

Why it matters

Neither error would stop a sale on its own. But a premium buyer who is nearly convinced does
one last check, and that check usually lands on shipping and reviews. A dollar sign on a euro
store suggests the policy was written for someone else. Two different review counts make the

number look like decoration. Both chip away at the confidence a €75 purchase needs.

What it's costing you
Shoppers doing that final check meet small doubts at the very moment they're deciding.

What to change
1. Change the EU shipping text to euros and the EU threshold. Since a single wallet already
qualifies, consider just “Free 2—7 day shipping on this order.”

2. Make the badge and the reviews section use the same review count.

3. Check the other regional stores (UK, CA, AU) for the same copied US text.

Suggested wording
Now “free 2-7 day shipping on most orders over $35”
Try “Free 2-7 day shipping and free returns on this wallet.”

How you'll know it worked
Both numbers match on every regional store, and no currency other than the store's own

appears on the page.
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FINDING 4
The cart tells a one-wallet buyer their order isn't finished

Priority: Medium - Effort: A day - Area: Cart and checkout

What I found
“ADD TO CART” opens a side drawer that leads with “1 item / €75 left for a free coin tray”.

Below the wallet are three “Bundle & Save” offers (“Add & save”) and seven “You may also like”
items (“Add to cart”), ten offers in all, then “CHECKOUT”. Checkout opens with another offer
before the contact form: “Best-Selling Add-Ons / Tracker Card ... Never Lose Your Wallet
Again / Add”.

Why it matters

This visitor came for one wallet and has just made their decision. The first thing they now read
says they're €75 short, which doubles the order they planned, and ten offers follow. Cross-
selling clearly earns Ridge money, and the Tracker Card fits this buyer well. But the drawer's
main message should confirm the decision they just made, not reopen it. A buyer still a little

unsure about price is the one most likely to stall when told to spend as much again.

What it's costing you

Some first-time buyers stop to compare accessories instead of checking out. The ones who feel

nudged may leave with nothing.

What to change

1. Lead the drawer with confirmation and the promises that lower risk, then the offers.
2. Show the free-gift threshold only once the cart is close to it, or only to returning customers.

3. Cut the cold-visitor drawer to the one or two most relevant add-ons (Tracker Card, money
clip) and move the rest to the post-purchase page.

Suggested wording
Now “€75 left for a free coin tray”
Try “Good choice. Free shipping, 99 days to try it, and covered for life.”

How you'll know it worked

Compare cart-to-checkout rate and average order value before and after. The goal is more

completed orders without a meaningful drop in order value.
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FINDING 5
The EU checkout's marketing checkbox is worded backwards

Priority: Medium - Effort: Under an hour - Area: Cart and checkout

What I found

Under the email field: “We would like to email you news, special offers and other promotional
material that may be of interest to you. Tick the box to opt out.” The box is unticked by
default. The email field's helper text also says the address is “Used for your order confirmation

and cart reminders.”

Why it matters

A shopper has to read this sentence twice to work out what an empty box means. Confusion at
the email step, the first thing they type, makes a careful buyer wary of handing over details.
For an EU audience, opt-out wording for marketing email is also something I'd ask Ridge's
privacy adviser to look at. That's a flag, not a legal opinion.

What it's costing you

Hesitation at the first field of checkout, from the buyers most careful with their inbox.

What to change
1. Change it to a plain opt-in: unticked box, positive wording.

2. Keep the helper text, but put a short link to how cart reminders work next to it.

Suggested wording
Now “Tick the box to opt out.”
Try “00 Send me new releases and member-only offers.”

How you'll know it worked
The email step is no slower than other steps in the checkout funnel data. Watch the marketing

sign-up rate, which may drop, and judge it against list quality.
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SubMac THE REST OF THE PAGE

WHAT'S WORKING, KEEP IT

* Social proof that feels real. “Rated 4.8 out of 5 stars / Based on 51,195 reviews” comes
with the full breakdown, including 76 one-star reviews, plus “Verified Buyer” labels and

filters for photos and videos. Showing the bad ones makes the good ones believable.

* The 99-day trial is stated plainly. “Try it for 99-days, and if you don't like it for any
reason at all send it back, no questions asked.” It answers “what if it's not for me?” in the

banner, features and footer.

* Checkout is excellent. No account is needed. It offers Shop Pay, PayPal, Apple Pay and
Google Pay express buttons, plus card and Klarna. Tax is shown up front (“Total EUR
€75.00 / Including €14.02 in taxes”), and nothing surprising was added up to the payment
step.

AREA BY AREA

Hero and product Needs work Price and photos are clear, but 24 swatches, a kit switcher

info and two add-ons come before any reason to buy. See
finding 1.

Copy and offer Fine The claims are specific (1-12 cards, 86 x 54 x 6 mm, 6061-

T6 aluminium), but the best pitch is in an accordion and

the EU shipping text shows dollars.

Call to action Fine “ADD TO CART €75 EUR” is clear and shows the price.
On a phone it sits under a long options stack (inferred

from page order).

Trust and proof Fine Reviews and the trial are strong. The warranty is

undersold and the EU review counts don't match.

Mobile Not verified My browser ran at desktop width, so I'm not rating a
phone layout I didn't walk through.

Speed Needs work PageSpeed Insights mobile, US page, 3 Nov 2026. Real
users: Core Web Vitals failed; INP 331 ms (over the 200
ms threshold), LCP 1.6 s, CLLS 0.02, FCP 1.5 s, TTFB 0.2
s. Lab: score 37, LCP 4.8 s, blocking time 4,830 ms, Speed
Index 10.2 s; buy box still placeholders. See finding 1.

Cart and checkout Strong Fast, account-free and fully equipped with express

payment. The drawer's upsell framing and the EU opt-out
wording are the only snags.
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SubMac ACTION PLAN

ACTION PLAN

This week Put the real warranty terms on the product page and use one name
everywhere (finding 2). Fix the “$35” text and the review count mismatch
on the EU store, and check the other regional stores (finding 3). Change
the marketing checkbox to a plain opt-in (finding 5).

Next two weeks Add the one-line “why this wallet” under the price, collapse the colour grid
to 5—6 with “+ more”, and test moving the kit and add-on options below the
button. Brief your developer on getting the buy box to render first (finding
1).

When you're ready Rework the cart drawer for first-time buyers: confirmation first, one or two
relevant add-ons, and the free-gift threshold only when it's close (finding
4).

Then measure For paid social traffic only: add-to-cart rate, cart-to-checkout rate,
completed orders and average order value, before and after each change.
Re-run PageSpeed Insights mobile and look for INP under 200 ms.

If any of this is unclear, or you'd like a second pair of eyes once changes are live, I'm happy to
help.

Musab Hassan

Founder and reviewer, SubMac - contact@submac.site
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