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Introduction

Over the past few years, the market
conditions have been favorable for global e-
commerce on unprecedented scales. The
onset of Covid-19 has led to a further
upsurge in e-commerce and accelerated the
digital transformation. Post-pandemic
forecasts signal that the upward trend shows
no signs of decline. Despite its growth
potential, e-commerce brands have been
losing billions globally in yearly sales revenue
due to abandoned purchases.

The checkout is a part of the process that
consistently remains a regular hurdle for e-
commerce sellers. As a burning issue that
brands can no longer afford to ignore, it is
crucial to implement strategies that can help
dramatically reduce checkout abandonments.
As the final stage in digital shopping,
checkout is of utmost significance in adding
to conversion and driving revenue. The
design and experience of your e-commerce
checkout impact how satisfied customers are
with your service and how likely they are to
return.
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So the question is, “How to devise a
frictionless checkout flow to get more people
to complete purchases?" At ADROSONIC, we
have worked with multiple e-commerce
brands of varying scales and have gleaned
the principles that can help in reaching a
solution. Drawing from our years of service in
User Experience Design, we have formulated
effective strategies to design a best-in-class
checkout process that is streamlined and
easy-to-use for your consumers. This
whitepaper is a comprehensive guide on how
to design for maximum conversion and profit
by optimizing your checkout experience.

You'll read about:

* Insights into the main causes for checkout
abandonment and its business impact

« Powerful strategies to optimize the
checkout experience

» Checkout benchmarks and metrics to
identify pain points

Checkout optimization is crucial for

driving conversion and a positive

customer experience. Many of the

friction points in checkout can be

fixed purely through design changes.




The Standard Checkout Process

%E’E Adding items to

shopping cart

Billing
information

Shipping

information

Preview order

\ Confirmation
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The e-commerce checkout is the final touch to your
website’'s purchase process. The checkout process is
the series of steps a customer follows to purchase
the items in their shopping cart in an e-commerce
store. Regardless of the flow and complexity, all
checkouts have the same essential steps.

The checkout is initiated when the customer moves
from the shopping cart to the buying process. In the
succeeding steps, the customer is asked to input her
billing and shipping information and to choose her
preferred payment and delivery methods. Towards
the end, a preview of the order is provided along
with the option to confirm payment which finalizes
the sale.

Two notable things happen during the checkout
process; visitors become buyers and there is a
change in ownership of the product. As a
fundamental process of online purchases, checkout
impacts the experience of every user and every
transaction. Any shortcoming to this process affects
the entire mechanism of your online selling.

For a consumer shopping online, the checkout
process is preceded by thorough decision-making on
the products to buy and the amount to pay. Reaching
the checkout process can be a crucial turning pointin
the purchasing process. Until checkout, consumers
have usually been able to go about their shopping
with little disruption or pressure to make a choice.
Unfortunately, once they reach checkout, things
often don't feel right, leading to abandonment at this
critical stage.

This is where the real battle begins to make sure the
checkout flow on your website is the most effective it
can be. It is therefore, a core area of focus for
retailers as it leads directly to sales and profit.
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What is Checkout Abandonment Rate?

Checkout abandonment is when a shopper
that has initiated the checkout does not finish
the purchase. The Checkout Benchmark
Report, 2021 by Bold Commerce reveals that
nearly half (48%) of shoppers that initiate the
checkout process on an e-commerce site are
abandoning before completing their
purchase. The checkout abandonment rate is
an important metric as a high abandonment
rate could signal a poor user experience or
broken sales funnel.

The industry's focused attention on cart
abandonment has built an assumption that if
retailers can get shoppers from cart to
checkout, they'll complete the purchase. This
is why checkout abandonment is often an
overlooked challenge for retailers.

How is checkout abandonment
different from cart abandonment?

Cart abandonment is when a buyer leaves
the site after adding to the cart, without
advancing to the checkout process. Cart
abandonment rate is calculated by dividing
the total number of completed orders by the
total number of opened carts.

Both cart and checkout abandonment
impact your platform in similar ways and
point to weaknesses in your sales funnel.
However, cart abandonment rates will
almost always be higher, as more people add
to cart at an early stage. Since checkout is
farther in the customer journey, the
abandonment rates will be slightly lower.
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The checkout abandonment rate is calculated by dividing the total number of
completed transactions by the total number of started transactions.

# of orders completed
Checkout abandonment rate - x 100
# of checkouts initiated
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"During all 12 years of usability testing we have
consistently found the design and flow of the
checkout to frequently be the sole cause for users
abandoning their purchase during the checkout flow.
Either because users become so infuriated that they
leave in anger, or because they don’'t know how to
complete one or more fields, and thus have no other
option but to leave."

Source: Baymard Institute
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Top Friction Points in Checkout Flow

The best way to tackle checkout abandonment is to identify what can go wrong after the

purchase decision is reached and address these problems head-on. While the reasons why

customers are leaving might vary depending on your industry or niche market, major points of

friction are common across all e-commerce stores.

Top reasons for abandonment during checkout

EXTRA COSTS TOO HIGH

ACCOUNT IS REQUIRED

DIDN'T TRUST THE SITE
LONG/COMPLICATED PROCESS
RETURN POLICY NOT SATISFACTORY

NOT ENOUGH PAYMENT METHODS

E® Unexpected additional charges

Any additional cost (shipping, tax) at the time
of payment makes the customer rethink the
value of the purchase and causes them to
abort.

2’ Forced account creation

Being forced to create an account is the
number two reason people abandon. This
slows them down and discourages one-time
buyers.

@ Long, complex checkout process

An overcomplicated checkout process can
dramatically bring down the likelihood of
someone completing their purchase. Users
are consistently overwhelmed on seeing a
high number of form fields and selections.
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48%

24%

18%

17%

12%

9%

©U Concerns about security

A lack of trust in a site and its ability to safely
handle credit card and other sensitive
information can dissuade the customer from
further engaging with the purchase.

Ambiguous return policy

Shoppers want to be assured that they have
the option to return items and get proper
refunds. An insufficient return policy can
cause them to second-guess the purchase.

= Lack of available payment methods

Customers can be particular about using the
payment methods they prefer. Not including
alternative and popular payment methods
can not only lose you a single transaction, but
a potentially loyal customer.



Business Impact of Checkout Abandonment

Based on research done by Baymard Institute on 149 top-grossing US and EU e-commerce sites,
trillions are at stake for retailers globally when checkout experiences are hard-to-use and clunky.
The average large-sized e-commerce site can achieve a 35% increase in conversion rate through
better checkout design, according to 10 years of extensive testing at the Baymard Institute. This
translates to a whopping $260 billion worth of lost orders which are recoverable in the US and EU
e-commerce market alone.

Yearly losses from abandoned checkouts

1O $4.6 ® $260  $18

TRILLION ny BILLION = U\ BILLION

worth of merchandise is can be recovered through lost in sales revenue by
abandoned globally checkout flow optimization e-commerce brands

The behaviour of customers after dropping off their purchases is an indication of the long-term
(and costly) impacts of abandonment. Research from Statista found that when UK shoppers
abandon carts, less than a third return to buy. A quarter of them buy the same product from a
competitor. Losing two-thirds of potential customers is a huge blow to your e-commerce
business. But major gains are still possible - a study conducted by Baymard Institute shows that
the average e-commerce site has 39 potential areas for checkout improvements. The coming
pages will explore best strategies to fine-tune your shoppers’ journey on the way to a sale.

Where do shoppers go after leaving carts?

PURCHASED AT A LATER DATE
FROM THE SAME WEBSITE

31%

PURCHASED THE ITEM WITH A
DIFFERENT ONLINE RETAILER

26%

NOT LOOKING TO PURCHASE
SO DIDNT BUY

23%

WENT INTO A PHYSICAL

8%
STORE TO PURCHASE
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Best Design Practices for Optimization

As we have established, a poor checkout flow
is a barrier to your e-commerce conversion.
Customers shopping online are looking for a
straightforward and convenient experience.
Investing in the checkout design can make a
huge difference and improve conversion
rates. The simpler you can make the entire
flow, the easier it is for customers and the
more conversions you will see. Perfect your

checkout experience by eliminating any By optimizing the checkout
unnecessary steps, reducing the number of process, conversions could be
form fields, and saving customers precious increased by 35% or more.

time. Here are some proven strategies to

Source: Baymard Institute, 2022

motivate buyers to finish their purchase:

1. Optimize mobile-friendly first

Checkout Abandonment

. . N . .
Rate By Device Type More than 50% of online shopping is now done using a mobile

device. Failing to optimize for mobile could result in losing out on a
Checkout performance

varies across devices,

where the mobile
experience gap is clear. abandonment rate. To mitigate this, design responsively by

large segment of your customers. Every inconvenience on desktop
is further intensified on smartphones resulting in a higher

utilizing simpler layouts that are easy to navigate.

(52 o

) 1item A $128.00

ABC Jogger "Warpsireme
Carbon Dust
Size L
> | Cuantity 1 512800

[

Subtotal S128.00
Shipping FREE

Tax Calculated at next step

Order total UsD $128.00

Have an account?

Log in to chackout mora qguickly and aasily s

Contact information

Ermail address (for order notification)

o

Desktop Mobile

Sign me up for lululemon emails (you can
unsubscriba at any tima). Ses our privacy
policy for details,

Source: The Checkout Benchmark,

2021 by Bold Commerce
Y LULULEMON's mobile checkout page is clean, simple, and highly functional.
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2. What should “Add to Cart” look like?

It all starts with adding to the cart, which is when a browser turns
into a shopper. A dire mistake that sellers make is not providing
clear confirmation when a product is added to cart. The first strong
prompt to checkout should be emphasised by an animation or
confirmation text that's not hard to notice.

o - Aglrewegs e = Body Liviagy = b Braedy Ol Moketplode 1= L]

HEY, YOU'RE NEW HERE! GET 10% OFF WITH CODE: ASOINEW IS

3. Show additional charges as early as possible

Providing transparent information about costs (including shipping)
early on is extremely important. You have to be upfront about non-
standard costs by disclosing unexpected service fees and delivery
costs early in the process. Display shipping costs before even
getting to the shipping page to avoid losing customers. In fact, free
delivery is already becoming a standard option - in 2019 Digital
Commerce 360 reported that over 65% of internet retailers offer
free shipping on at least some of their products.

@ Home/Office APO/FPO @ Subtotal @ $100.00
Estimated Shipping $8.00
Estimated Tax @ $0.00
First Name Last Name
TOTAL $108.00
Address
GET IT BY WEDNESDAY, MAY 1ST
+ Add Company, C/O, Apt, Suite, Unit
Nike Air Force 1 Sage Low
ik Women's Shoe
City State v Postal Code D

Style #: AR5339-601
Size: 6

Email Phone Number CF"O“ ngchic . )
Pink/White/Psychic Pink
Otv: 1 @ $100.00
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Allow easy order
editing

Make it easy for users
to amend their orders
by facilitating options
to adjust quantities,
delete items, and add
more products. Use
the product images
throughout checkout
to reinforce their
motivation. For those
who want to purchase
later, include the
option to save items
for later.

%\

Don’'t make coupons
prominent

When people see a
coupon code input
field, many leave the
site to look for a
coupon and never
return. This is a
common cause of
checkout
abandonment. To
solve this, provide a
text link to enter a
coupon code that
opens an input field
when clicked.
Customers who
already have a coupon
code will find it and
apply their code.



4. Offer guest checkout

Forced account creation is the second leading cause of
abandonment which will cost you a lot of sales. Make sure that a
guest checkout is available to customers so that visitors can easily
buy. This allows one-time buyers to input their email and continue
with their purchase.

New Customers Returning Customers

Proceed to checkout and you will have an Sign in to speed up the checkout process and
opportunity to create an account at the end if one save payments to account.
does not already exist for you.

Continue as Guest

or Use other Ch“kout MethOd ¥ Remember me Forgot your password?

For your convenience, in addition to all major credit
cards, you can now check out with PayPal or
Masterpass or Amex .

Email: required

Password: required

' PayPal Check out By signing in, you are agreeing to our Terms

of Use and Privacy Policy.

, masterpass )
—TUT T

5. Indicate checkout progress and reduce forms

According to Accenture, 87% of online shoppers will abandon their
carts if checkout is complex and 55% will abandon the retailer
completely. Use a progress indicator to let shoppers know how
short your checkout process is. It is also vital to minimize the
number of visible form fields to improve the overall usability.

MADE"

€ Back bo Baaket

Delivery Contact

Order Summary

FIRST MAME LAST MAME Scott § Seater & r 1)

- o

rrrrrr o Charflon Coltion Velewl
O 1

EMAIL ADDRESS Sutvtatsl D999 .00

GOOZIEareaI LoD Dririery or Fere

Total b Dy £935.00

PHOME

BEE v bl TR T ]

CONTINUE
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Enable social sign-in

Speed up the
registration process
for visitors by allowing
them to sign-up via a
social account. 94% of
18-34 year-olds

utilise social login,
preferring this method
as opposed to creating
a username and
password for each site.
This gives consumers
control over how they
want to engage with
you and can motivate
them to return to your
store.

Make the back button
reliable

Too often in the
checkout, hitting the
back button on
browser either entirely
erases the user’s
progress or returns
strange errors that can
cause confusion. It is
essential to keep a
reliable back button
that leads your users
to the previous page
without losing any of
the data they have
already shared.
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6. Auto-populate and validate forms

Having to re-enter information is a major cause of user frustration,

which results in 55% of users abandoning checkout. To speed this up,

auto-populate fields when possible and provide real-time form

validation. Avoid asking for unnecessary information to reduce

friction.

Shipping Address

First Name B Last Name

ame s required

Address Line 1

Address Line 2 (Optional)

Country*

United States

Order Summary
#315923345

[terns 1

Promo: friday30 -§29.70

Total $69.30

Order Details

, ’ The Playthrough Performance
& Golf Half Zip

in Slate Grey, Slim

7. Connect users to customer support where they need it most

Lack of support is detrimental to shopping cart abandonment rates.

A study conducted by LivePerson found that 83% of online shoppers

want help while they are on site. Enable a knowledge base, a call

center, and a live chat to give customers the communication method

they prefer.

First Name*

Last Name®

Postal Code”

Address Line 1 *

We do not ship to P.O. boxes

Address Line 2
{Optional)

Municipality*

Province/Territory” Select a province

Countrv/Recion Canada Change Country/Region

SUMMARY

SUBTOTAL © CAD 210.00
SHIPPING & HANDLING FREE
TAXES @ CAD 31.50
TOTAL CAD 241.50

IN YOUR CART (1)

ARRIVES 18/11 - 26/11

Jordan Mars 270 Men's
Shoe

‘ Style# : CD7070-007
Size : US 12

Qty : 1
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Auto-detect address
fields

Seize the opportunity
to save shopper's time
by providing auto-
detection in shipping
address. By auto-
detecting both “City”
and “State” (or
“Region”) based on the
ZIP / postal code,

you can reduce typing
by 40%. Plus, it helps
eliminate typos and
saves users from
having to fiddle with
long drop-downs.

®
Include links to
information pages

Up to 55% of shoppers
choose not to spend
when the return policy
isn't satisfactory. Gain
trust and credibility by
including links to your
most important
resources. This could
include privacy, return
and shipping policies,
FAQs or terms and
conditions to ensure
shoppers have all the
information they need
to finish the purchase.
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8. Provide multiple payment options

The more payment options you can provide a potential customer,
the better. While many customers will choose a method of payment
available, some customers will leave if their preferred method of
payment is not available. Offer all popular payment methods to not
lose out on any potential customers. Also, offering incremental
payments allows customers to pay for more expensive items
conveniently.

AVAILABLE PAYMENT METHODS
Pay later and Card

Pay later subject to credit term

wana. VISA @D £

Klarna.

9. Display trust signals

Customers require a safe, transparent system to be confident in the

security they have. Prominently display security badges and seals to

ensure customers that their purchase will be 100% safe. These

include:

* SSL certificate badges that show your site is secure

* Security seal badges, such as McAfee, to ensure your store meets
industry security requirements

* Payment gateway trust badges on your checkout pages to show
payment methods are secure

Your order is reserved for 14:3% minutes!

Contact information Already have an account? Log in

ey = A
Clmiememem s = md i
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Provide multiple
shipping options

Offer different
methods of shipping
to choose from in your
checkout page.
Customers who are in
urgent need of their
items will usually opt
for express delivery
while others go with
standard delivery.
Amazon takes it a step
further by allowing
users to choose their
preferred delivery day
for multiple orders.

&\
h‘l’i’p.://

Keep the domain
consistent

Try your best to use
the same domain
name for your e-
commerce store and
checkout page. The
practice of sending to
a third-party gateway
URL for checkout can
scare shoppers away.
While this may not
affect security, it will
disrupt the flow and
create distrustin
potential customers.
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10. Provide exit intent pop up

A fraction of users will inevitably abandon the checkout process. If
they're already leaving, you can present a popup as the last step to
try to get them to continue with the checkout. It is smart to add an
incentive by offering a time-bound discount or coupon.

RHONE

GET 10% OFF YOUR FIRST ORDER

Checkout in the next 2 hours and receive a 10%
discount code for use on this order.

‘ Enter your Email CLAIM DISCOUNT

11. Save the cart contents when abandoned

Lastly, it is not uncommon for customers to leave the purchase with
the full intent of coming back. One of the best ways you can ensure
you don't waste the conversion opportunity is to return the visitors
to the “saved” state of their carts. Pre-load the content when they
revisit your site so that they can easily pick up from where they left.

Send your cart content nal)
to your inbox
Please enter your email address Cost
below and your cart content will be

sent to you in a few minutes.
ze Pillows In{ $54.99

El--l-..’ lrlcur .:.I-I-:II EI: Ijl_l;-li:.:. ‘

osuwwuran  $54.99

Total: $54.99
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Capture emails early

Make email capturing
a priority in the
checkout journey by
making it the first step.
A fraction of your
customers will always
be window shoppers
who might convert
down the line.
Capturing emails early
gives you a way to
push remarketing and
email campaigns to
make them return.

[=>

Limit distractions and
add USPs

Keep the distractions
at bay by removing the
main navigation. Apart
from the company
logo and back button,
keep it as minimal as
you can to keep the
shopper focused. At
the same time, remind
users of your USP in
the checkout funnel to
motivate them.
Highlight key selling
points through specific
messaging on delivery,
return and discounts.
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Checkout Industry Benchmark

While you may be familiar with the industry benchmarks for cart abandonment and overall
website conversion rate, it is important to explore the checkout completion rates to better
analyse your checkout performance. The performance ranking of different e-commerce sites can
help you gauge where you stand and how you can improve. Based on research done by Bold
Commerce, checkout leadership emerges clearly with top performers. The top 25% of brands are
achieving 73.2% checkout completion rates on desktop and 65.3% on mobile, more than
doubling the lowest performers. Anything below the average checkout completion rates - 52.5%
for desktops and 42.4% for non-desktop shopping - should be corrected immediately.

Ranking e-commerce Top Performers Middle 50% Low Performers

sites by checkout

73.2%

completion rates

_:|_ Desktop

Top Performers Middle 50% Low Performers

65.3%

[J mobile

Source: The Checkout Benchmark, 2021 - Bold Commerce

A brand's desktop checkout is performing in the top quarter of checkouts if its completion rate is
73.2%. If a brand's checkout completion rate is lower than 33%, it is performing in the bottom
qguarter of checkouts.

If a brand's mobile checkout completion rate is 65.3%, it's performing in the top quarter of
mobile checkouts. If it's lower than 22.5%, the brand’s checkout is performing in the lowest
quarter of checkouts. There is a tremendous opportunity for enterprise brands to improve
checkout conversion rates by optimizing the checkout experiences — particularly on mobile.
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Metrics to Track Abandonment

To gain an understanding of how checkout abandonment affects your business, you need more
than just the checkout abandonment rate alone. You can create a complete picture of checkout
abandonment by examining a set of checkout abandonment statistics that need to be tracked
and analyzed for meaningful and actionable insights.

Here are some of the most impactful checkout abandonment metrics that can be used to
uncover where your checkout experience is lacking. An efficient experience can be provided by
focusing optimization strategies on these areas in your purchase funnel that need improvement.

Time to complete order Email capture rate

Knowing how long the average customer This is the rate of emails captured from
takes to make a purchase will help you users who have started the checkout
find ways of reducing this time. It also process to the total number of visitors to
helps put into perspective how long the your store. The email capture rate
process takes and the effort required to represents the number of potential
convince the customer to buy. This data buyers with whom you can communicate
helps to isolate areas for improvement in after they've abandoned payment. It is
the purchase funnel and identify any also a sign of genuine user trust in your
technical problems that could be slowing platform. You can use these leads to
down the customer. remarket and recapture lost sales.
Transaction path length Segment by device type

It's important to track your customer Ascertain whether users are accessing
journey from the time your customer the checkout process through a tablet,
visits your website to the time a sale is mobile app, mobile web, or mobile
completed. The number of sessions it device. Each device will have a slightly
takes a customer to complete a purchase unique checkout. Tracking checkout
shows how well they are converting abandonment based on device type
potential customers. A high average makes it easy to determine if the
number of sessions to convert could problem is common to all devices or
indicate a problem in your process. uniqgue to one specific checkout process.
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Conclusion

As we have seen, the success of e-commerce Checkout optimization is an ongoing process.
businesses hinges on checkout optimization A diligent approach to improving the

to a large extent. With the digital movement checkout experience is what will help brands
upon us, brands are called to improve the close the checkout completion gap and

entire shopper journey, right through unlock more revenue. Get as much feedback
checkout, or risk being left behind. Leading from customers and offer all available,
brands are paying close attention to their convenient solutions for your customers.
checkouts, learning where and why they have Eventually, you'll discover that optimization
drop-offs, and finding ways to improve those can impact abandonment rates favorably and
areas to increase checkout completions. can pay off big in return on investment.

For more information, visit ADROSONIC at www.adrosonic.com m u m
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