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true online?

We studied the checkout processesl®Omajor retailers, in four major categories, to see how their use
of 23 differen checkout tactics related to theguccess, as measured tynversion rates and growth
rates. We were hoping to better understand:

Whichonline checkout pacticesare used(or avoided)by the largest onlineretailers?

Formajor categories of online retailers, which checkout tactiase used by the firms with
high growth and conversion ratés

This study kicks off a process of discovery that we will be working through with online firms, analysts,
' YR A Y Rdza (i NBikelydryo Re aparddf it. Th8 gideess will look something like this:

Publish an initiatlescriptivestudy (this paper)

Obtain feedback via a public webinamitay 2007, as well as ad hoc feedback

Design and complete the next level of investigation

Publish gorescriptivestudy with specific recommendations for improving conversion rates via
optimal checkout tactics for your segment

NP

Someof thefindings in this report 85 ¢ K | intuitévely ézQeRt(e.g. a simpler checkout process
that provides cedible security assurances is associated with higher conversion raigas Blways, the
devil (and the value) is in the detailsor examplewe found thata shorter checkout proceseems to
help far more for lower ticket items than big tickemes For time-starved ecommerce staffense
believethe valueof this ®rieswill be inselecting the highest impact tactics and prioritizyragirtesting
efforts.

The increasedophisticaton and confidere of online buyers aldoas ramifications for howhe

checkout process should warkl hatshows up here in the form dindingsthat run counter to

conventional wisdom For exampldyaditionalad LIS OS 2 F YAYyRé TSI Gdz2NBa fA1S
policy, providing a final order confirmation screen, amdyiding lastminute chances to change orders,

may actuallyreduceconversion ratesdr many types of purchases.

Whetherthis reportsurprises you or supporswhat you already felt, @ hope you will enjoyt and
participate in thewebinar and othefollow-up work.

Join the conversation and submidl doc feedbackat:
www.elasticpath.com/ecommercecheckoutreport
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Methodology

Data Collection
We walked through theend-to-end checkout process othe top 100ecommerce sitesanswering the
followingquestions for each

Speed and Ease of Use

¢ Is navigation/search available during checkout?

e What is the number of pages in the checkout process (for a new account)?
e Isthere coupon code entry?

e Can you edit your items during checkout?

e How are errors displayed?

¢ Is Ajax used within the checkout?

¢ Does creating an account/logging in take you out of the checkout?

¢ Are alternative payment types accepted?

¢ Islive chat prevalent during checkout?

Security and Confidence

e Isaphone number prevalent during checkout?
¢ Is an address prevalent during checkout?

e Arereturn policies prevalent during checkout?
¢ Can you see shipping estimates prior to entering personal information?
¢ What form of shipping calculation is used?

¢ Is asecurity badge displayed?

¢ Is an estimated shipping date displayed?

¢ Can you checkout as a guest/anonymously?

e Are cart items always visible during checkout?
e |sthe cart total always visible during checkout?
e Isa CVV number required?

e Isafinal order confirmation screen used?

Profit enhancement (for vendor)

e Are cross-sells displayed on the cart page?
e Are cross-sells displayed during checkout?
e Can gift wrapping or messaging be added to items?

-

+ Join the conversation . = = =
& elasticpath

www.elasticpath.com/ecommercecheckoutreport


http://www.elasticpath.com/ecommerce-checkout-report

R The Ecommerce Checkout Report

Analysis

We performed correlation analyses and linear regressions against the data, using answers to the above
questionsd & (i | @siikdépandant variables, and conversiaterand growth rated ¢ LIS NF 2 &Y | y OS¢ 0
dependent variables, while controlling forerchanttype and average transaction si¢g¢. The most

statistically significant and interesting results came from using the follogriogpings

1. Apparel/Accessories21 firms

2. Computers/Electronics23 firms

3. Other- high ticketproducts (> $75 average purchasg? firms and
4. Other- low ticket products (<=$75 average purchaged4 firms

We performed two sets of analysiand produced two sets of results aodnclusions

1. General: For each of the four groupings, we identified firms who were in the top quartile in
their groupingin both conversion rate and growth rate. We then looked for differences in tactic
use betweentheed KA 3K LISNF2NXSNE FANXa&a YR GKS NBaldo
2. By Grouping:Within each grouping, we looked for differences in performance by tacti¢auge
what kind ofconversiorrate did Apparel retailers who offered alternative payment types have,
versus those who did noffier alternative payment types?)

(*) Obviously, factors besides checkout tactics will impact conversion and growth rates. We did not, for
example, control for merchandising tactics, site response time, advertising levels, and Alson.
correlaion does not necessarily imply cause and effect.

To mitigate this, weset a high bar for drawingindings Unless thelHigh performanc€group was at
least25%more likely or less likely to usegaven tacticwe drew noFindingsegarding the effect offtat
tactic on results.C 2 RYDINP dzLBidgingsa given tactic had to be associated with at least a 25%
difference in conversion or growth rate to qualify

y Join the conversation : -+
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Findings - General

Results

Below is a summary of the overall resudteowinghow likely highperformance firms were to use the
tactic, relative to other firms.

Speed and Ease of Use

e Islive chat prevalent during checkout? 63% more likely

e |s Ajax used within the checkout? 118% more likely

e Isthere coupon code entry? 26% less likely.

e Are alternative payment types accepted? 30% less likely

¢ Is navigation/search available during checkout? No significant effect

¢ Whatis the number of pages in the checkout process (new account)? No significant effect
¢ Can you edit your items during checkout? No significant effect

¢ How are errors displayed? No significant effect

e Does creating an account/logging in take you out of the checkout? No significant effect

Security and Confidence

e Arereturn policies prevalent during checkout? 40% less likely

e Are cart items always visible during checkout? 40% less likely

e Isthe cart total always visible during checkout? 67% less likely

e Is asecurity badge displayed? No significant effect

e Can you see shipping estimates prior to entering personal information? No significant effect
¢ Is an estimated shipping date displayed? No significant effect

¢ Can you checkout as a guest/anonymously? No significant effect
¢ Isa CVV number required? No significant effect

¢ Isafinal order confirmation screen used? No significant effect

e Isaphone number prevalent during checkout? No significant effect
e |s an address prevalent during checkout? No significant effect

Profit enhancement (for vendor)

e Are cross-sells displayed on the cart page? No significant effect
e Are cross-sells displayed during checkout? No significant effect
e Can gift wrapping or messaging be added to items? No significant effect

2 Join the conversation : — =
& www.elasticpath.com/ecommercecheckoutreport ElQSth LJ QL ’h'


http://www.elasticpath.com/ecommerce-checkout-report

IR The Ecommerce Checkout Report

Results z By Grouping

Apparel

Associated with higher performance

Tactic Degree ofCorrelation Comments

Fewer pages in checkout High Growth and conversion rates ar

far higher with 2 page checkout
than with 3 or more

Free shipping High Growth rate over double

Error display at field level only  High Growth rate over double

Provide shipping estimates Moderate Conversion rates over 50%
higher

Coupon code entry Moderate Conversion rates over 50%
higher

Cross sells on cart page Moderate Conversion rates abol®0%
higher and growth about 50%
higher

Live chat during checkout Moderate Growth rate about 50% higher

Return policies prevalent Moderate Growth rate double

Use of Ajax Moderate Growth rate 40% higher

Creating an account takes you Moderate Growth rate 40% higher

out of checkout

Alternative payment types Moderate Growth rate about double

accepted

Associated with lower performance

Tactic Degree of Correlation Comments

Final order confirmation screen Moderate Conversion rates about 50%
lower

Address prevalent during Moderate Growth rate far lower

checkout

Anonymous checkout Moderate Growth rate about half

Cart total always visible during Moderate Growth rate about half

checkout

CCV required Moderate Growth rate about 40% lower

Final orderconfirmation screen Moderate Growth rate about half

Gift wrapping or messaging Low Growth rate about 30% lower

added

Join the conversation H
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Electronics/Computers/Office Equipment

Associated with higher performance

Tactic Degree of Correlation Comments

Final orderconfirmation screen High Growth rate more than double
Ability to edit items during Moderate Conversion rate double
checkout

Error display at top of page Moderate Conversion rate double
Creating an account takes you Moderate Growth ratedouble

out of checkout

Gift wrapping or messaging Moderate Growth rate double

provided

4 Pages in checkout (optimal fo Low Conversion rate 30% higher,
both conversion and growth) growth rate slightly higher

Associated with lower performance

Tactic Degree ofCorrelation Comments

Cart items visible during High Conversion rate under half
checkout

Cart total visible during High Conversion rate under half
checkout

CCV number required High Conversion rate under half
Chat prevalent during checkout High Growthrate under half
Cross sells displayed on cart ~ Moderate Conversion rate 40% lower
Gift wrapping or messaging Moderate Conversion rate about half
added

Coupon code entry Moderate Conversion rate about half
Use of Ajax Moderate Conversion rate about hal
Navigation/ Search during Moderate Growthrate about half
checkout

Phone number during checkout Moderate Growth rate about half
Estimated shipping date Moderate Growth rate about half
displayed

Alternative payment types Moderate Growthrate about half
accepted

Join the conversation H
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Other z Low-ticket items (under $75 average order)

Associated with higher performance

Tactic Degree of Correlation Comments

Fewer pages in checkout High Growth and conversion rates ar
far higher with 3 or 4 page
checkout than with 5 or more

Return policies prevalent on High Growth rate far higher

page

Cart items visible during Moderate Conversion rates 25% higher

checkout

Cross sells displayed during Moderate Conversion rate double

checkout

Use of Hackersafe or security Moderate Growth rate double

Estimated shipping date Moderate Growth rate double

Edit items during checkout Moderate Growth rate double

Alternative payment types Moderate Growth rate40% higher

Gift wrapping or messaging Moderate Growth rate double

provided

Free shipping Low Conversion rates 25% higher

Error display at top and field Low Conversion rates 25% higher

levels

Use of Ajax Low Conversion rates far highgbout
growthrates far lower

Phone number prevalent Low Growth rate 25% higher

Coupon code entry during Low Growth rate 25% higher

checkout

Associated with lower performance

Tactic Degree of Correlation Comments

Return policies prevalent Moderate Conversion rateabout half

Cart total visible during High Conversion rates under half

checkout

CCV number required Moderate Conversion rates about half

Final order confirmation screen Low Conversion rates 25% lower

Shipping estimate before enter Moderate Growth rate half

personal info

Cross sells on cart page Moderate Conversion and growth rates
25% lower

Anonymous checkout Low Growth rate 40% lower

Creating account takes you out Moderate Growth rate half

of checkout

Join the conversation H
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Other z High-ticket items ($75 or higher average order)

Associated with higher performance

Tactic Degree of Correlation Comments
Correct number of pages in Moderate Conversion rates double with 4
checkout or 5 page checkout than with

fewer or more (no effect for
growth rate)

Shipping datedisplayed Low Conversion rate 40% high@rut
growth rate half)

Cart items visible during Low Conversion rate 25% higher

checkout

Final order confirmation screen Low Conversion rate 25% higher

Anonymous checkout Low Growth rate 50% higher

Errorsdisplayed via popup Low Growth rate 25% higher

Use of Ajax Moderate Growth rate double

Gift wrapping or messaging Low Growth rate 25% higher

provided

Associated with lower performance

Tactic Degree of Correlation Comments

Return policies prevalent High Conversion rate far lower

Coupon code entry Moderate Conversion 40% lower

Edit during checkout Low Conversion rate 25% lower

Creating account takes you out Low Conversion rate 25% lower

of checkout

Alternative payment types High Conversion rate less than half

accepted

Cross sells during checkout Moderate Conversion rate 25% lower,
growth rate 40% lower

Cross sells on cart page Low Growth rate 25% lower

Cart total during checkout Low Growth rate 40% lower

Join the conversation H
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Discussion

¢CKS Y2al AYydSNBalAy3a aO02yOfdzaaraz2ye GKFdG OFy 6S RN
that can be drawn! Looking at results across all 100 firms masksatggory effects, of which there

are many (as we shall see in the next sgftlh & wgS & dzDIN® dzLIA y € 0 @

It is clear however, that sveraltactics that would intuitively seem tmake life easier on the customer
are actually far less likely to be used by the most successful itesalently displayingeturn policies
and cartcontents and offeringcoupon code entry and alternative payments at checkallfell into this
GO2dza¥y YIS A GA PS¢ OFGSIA2NEO®

Perhaps the message heretisat checkout page tactics thatow down checkout or give thustomera
chanceto reconsider theitransaction maynadvertently reduce the likelihood of closing the dedAs (
any goodsalespeson willtellyoug 2 y OS G KS Odzai2YSNJ alea wesSaQs akdz

On the positive siddive chat and the use of Ajax are significantly more likely to appear on high
performance sites than low onesThesedacticsboth have to do witlreducing thereaktime learning
effort, andinvolvementrequired tobuy. The message here would seem ®that, asin physical stores,
respecting the limited time and attention span of shoppermxgemelyimportant.
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Findings z By Tactic

Is navigation/search available during checkout?

o
Other- High ticket =

Other- Low ticket

High Tech & Office
= Yes

= No

0% 10% 20% 30% 40% 50% 60%
Growth Rate- 2004 to 2005

The debate whether to herd customers like cattle throughepdiy-step checkout by removing all
navigation and search options will remain. Overall, there was no clear growth or conversion winner
between the two camps to have or to hide. However, computer and electronics retailers who
suppressed navigation durirgpeckout had almost 2x the growth rate of those who made it available.
Those selling high ticket price items also had a 60% higher growth rate where navigation was not made
available. This suggests when selling items that are a highly considered puithesebe best to

reduce the avenues a shopper may use taoasider the decisioq put the blinders on and herd them
through to order confirmation.

Overall, 57% of Top 100 online retailers choose to make search and navigation available during the
checkou process.

Join the conversation H
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What is the number of pages in the checkout process ( new
account)?

under $76
m $77 to $300
m over $300

= Grand Total

0% 2% 4% 6% 8% 10% 12% 14%

Conversion Rate

hyS 2F GKS Y2aid RA&aOdzaaSR G O0GAda ¢KSy Al O2YSa i
YdzYo SN 2F adSLiakKé 2SS R2y Qi TS Sléw ofiréntoval oficBnSersidrdzy 6 S NJ A
barriers, but it is an interesting observation nonetheless.

Three steps seems to be the number that converts the best at 6.2%, followed by four, five, and seven+
steps all between 5.6% and 5.7%. Two steps and six stepsgmifitaint drop offs at 4.3% and 3.8%
respectively. One of the most surprising findings is only one Top 100 retailer iasimgle page

checkout process. Keep in mind, a low number of retailers fall into each grouping/number of steps
combination, so coversion rate totals are highly influenced by outside factors.

2S T NByQi adaNB ¢gKFG OFry o6S GF1Sy FNRBY (G(KS&S NBad
user to register by taking them out of the checkout process and the number of steps inirolved

checkout. The percent of useimbers show an interesting bell curve with diminished use at each

extreme andour and five steps forming the pinnacle.
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