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Reduce Cart Abandonment
and Recover Lost Revenue
Did you know that on average, according to the Baymard Institute, 69% of
shoppers abandon their shopping carts without completing a purchase?
Other research studies put the figures even higher, with shopping cart
abandonment estimates of between 80-90%.
Either way, the bottom line is that most online shoppers leave without
buying. That means eCommerce retailers are missing out on a staggering
amount of potentially recoverable revenue.
Baymard Institute estimates that it adds up to $260 billion across the US and
the EU.
Recovering even a small amount of that could make a big difference to any
retailer. That's why we've put together these tips: to give you easy ways to
recover some of that lost revenue, and boost your profits.
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Why Do Shoppers Abandon their Carts?

Shopping cart abandonment is high because fear, uncertainty and doubt can
stop shoppers from completing online purchases.
Issues that worry them include:
●
●
●
●

Extra costs like shipping, taxes and fees
Providing their credit card information online
Having to create an account
Complicated checkout processes

Sometimes they just haven't made their minds up to buy, or see a better deal
somewhere else.

source: Kissmetrics

The good news for eCommerce retailers is that when people put items in their
carts, they are already motivated to buy.
The moment they’re looking at their shopping carts is a good time to recover
those lost dollars and re-engage uncommitted buyers to turn into actual
purchasers.

How to Reduce Cart Abandonment:
Before Checkout
1. Start with Analytics
What happens between the time people enter your site and the checkout?
The best way to find out is to check analytics data to see where you may be
losing shoppers.
In Google Analytics, you can find this in Behavior » Behavior Flow. This report
shows you the behavior of visitors on your site, including where they leave.
For a more ecommerce-specific report, you’ll want to look at Conversions »
Goals » Goal Flow. This will take some setting up, but the report will tell you
exactly where people tend to drop off during the checkout process.
In all of these reports, the red areas show where people are leaving your site.
It's a good way to identify problem pages that need to be fixed to keep
visitors onsite and shopping.
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2. Improve Site Speed
Did you know that more than 25% of all shoppers will abandon their carts if
the process takes too long?
Speed is also hugely important on mobile devices. Even a 3 second increase
in page load time makes a bounce 32% more likely.
To find out if your site has profit-threatening site speed issues, go to Google
Analytics and check the Behavior » Site Speed report to see if there are any
page speed issues.
Even better, use Pingdom to identify exactly where each page is slowing
down. You'll want to make sure total page load time is under 3 seconds.
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3. Build Trust
Even before shoppers add items to their cart, they'll be looking for signs that
they can trust you with their money. The Baymard Institute says 18% of
shoppers abandon carts because they are worried about the safety of their
credit card information. The way to allay their fear is to include “trust builders”
on your site.
Keep trust information accessible from every page of the main site, so
shoppers can find it whenever they need it. And include trust factors during
the checkout phase, too. Trust builders include:
●
●
●

Verifiable information about the real person or people behind the site,
including an about page, social links, contact details and real photos.
Trust seals that verify that their financial and personal information is
protected.
Social proof, including product reviews from real people.
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4. Improve Product Pages
One of the major improvements you can make to product pages to reduce
abandonment is to use bigger, sharper images with multiple views of the
product from all angles.
It's also essential to include detailed product information. The richer it is, the
more people feel they know what they're getting. Include information about
size and dimensions, shape, color - whatever will make it easier for shoppers
to make a decision.
According to Practical Ecommerce, 95% of consumers say product
descriptions and images are a key part of the decision to buy.
The bottom line: the more shoppers feel they know about the product ahead
of time, the less likely they are to abandon their cart at checkout.
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5. Show Shipping Information
Some 61% of people abandon online shopping carts because of high shipping
costs, taxes or fees. People don't like surprises at the checkout, so be clear
about shipping costs even before they add items to their cart.
Some online retailers ensure this information appears at the top of every
page, others put it in the page footer, and still others display it in both places.
Also consider offering free shipping and rolling the costs into your product
prices. Free shipping is proven to boost sales.
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6. Keep the Cart Visible
One really simple tweak that reduces cart abandonment is making sure the
cart is visible sitewide.
That gives shoppers a constant visual reminder that there's something that
they were planning to buy.
Pair this with a visible checkout button and it's easy for online shoppers to
take the next step at any point.
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7. Enable Wishlists
Some people aren't ready to buy immediately, but they might come back if
you make it easy for them to save the items they're interested in.
For example, ASOS (pictured below) lets you favorite items without even
having an account, and they'll remain available for a while after you've visited
the site.
For people who have accounts, enabling a wishlist function serves the same
purpose.
In both cases, you don't just help potential customers, but you gain useful data
on the products people like the most. And you can send emails to remind
people about what's in their cart. This can prompt them to take action,
especially if you pair it with an enticing discount.
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8. Offer Exit-Intent Discounts
You know the best time to stop shoppers from abandoning their carts? Right
before they leave.
The moment they’re about to abandon your site is the perfect time to trigger
an offer that provides the perfect incentive for shoppers to complete their
purchase.
OptinMonster's powerful Exit-Intent technology detects when visitors are
about to leave so you can trigger a marketing campaign at the perfect
moment. If you make it a time-limited discount, it's even more powerful.
Exit-Intent technology alone has been proven to reduce cart abandonment
and convert more visitors into customers, recovering thousands of dollars in
lost revenue.

How to Reduce Cart Abandonment:
During Checkout
9. Make Pricing Clear
If displaying shipping information is a crucial part of online shopping, it's even
more important at the checkout. There's nothing more annoying than thinking
you know what something costs, only to get a nasty surprise when it's time to
pay.
For best results:
●
●
●

Make pricing transparent, including all taxes and fees.
Have the cart display the total cost of each item.
Display information about refunds and guarantees.
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10. Include Multiple Payment Options
If people can't pay for items the way they want, they'll often leave them in the
cart and go elsewhere. People don't want to have to sign up for a whole new
way to pay to make a purchase; that can be a dealbreaker.
As an online retailer, the more common payment options you offer, the less
people will need to leave your site.
Consider adding PayPal and mobile payments to the regular credit card
options.
As a bonus, the 18% of people who hesitate to enter credit card information
might feel more comfortable with one of the other options.
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11. Highlight Promotions
If you're running a promotion, tell people about it on the shopping cart page.
Even if they're wavering on the items currently in their cart, a well-timed offer
could make them buy more.
It's something you see on major online retail sites (like Amazon) all the time,
and you can do it, too. Cross-sells and upsells give shoppers more incentives
to buy.
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12. Use Live Chat
One thing that can save a purchase is having live chat available at just the
right time. Live chat is a recognized way to build trust with web visitors,
allowing them to ask questions and get the answers immediately.
This is even more important during the shopping experience, when not being
able to get a response can drive customers away. Live chat provides support
to your customers when they're considering making a decision to buy. Give
them the information they need at the right time, and it's likely they'll decide to
proceed.
LiveChat is the industry leader in live chat services. You can also add this
feature to your site for free with services like QuickChat and ChatRoom.
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13. Allow "Save for Later"
If something interrupts the purchase, make it easy for shoppers to save items
for later. This means that the next time they visit your site, it won't take long
for them to find the items that interested them. The minutes they save can
make the difference between customers completing a purchase or leaving the
site in frustration.
You can also store their cart automatically, reducing bottlenecks even more.
If an item's already in the cart, completing a purchase can be a one-click,
hassle-free experience for your customer.
Saved carts are also useful when you use email remarketing to encourage
customers to complete their purchase, because you can provide a link that
goes straight to the cart.
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14. Simplify the Checkout
The fewer steps there are in your checkout process, the more likely people
are to complete them. That's why you should keep it simple, and remove any
steps that aren't essential. Consider:
●
●
●

Reducing the amount of information people have to enter to register. For
example, some sites simply collect an email address.
Avoiding asking people to enter the same information twice, like credit
card and delivery information if they're the same.
Including a guest checkout process so people don't have to register till
after a purchase.

For example, while asking people to register prior to purchasing can be
annoying, asking them to register and save their information after purchase is
often seen as a benefit as it will make future purchases quick.
Plus you already have most of the information you need from the purchase,
making it easy for your customers.
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15. Improve Checkout Usability
The easier your checkout is to use, the less likely people are to abandon their
carts. That's why it's helpful to improve checkout usability.
For example, it's important to show people's progress through the checkout
process, either via a progress bar or by naming/counting the steps. You can
also help shoppers by:
●
●
●
●

Using thumbnails on the checkout page to remind people what exactly
they are buying.
Validating forms inline to prompt people to fill in details correctly as they
go, rather than get an error message later.
Allowing shoppers to edit their carts from the checkout page, rather than
have to start all over again.
Making it easier for them to enter credit card numbers by allowing
spaces. Studies show this will reduce card number entry errors.
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16. Handle Checkout Errors Well
Errors still happen occasionally. Perhaps an item can't be shipped to a certain
location, or a credit card has expired.
The key is to handle these errors constructively and make it easy for people
to fix what's wrong so they don't give up completely.
On some retail sites, shoppers can see which payment methods aren't valid
before they're ready to pay, giving them the option to fix them in advance.
And telling people why they have to take an action, like re-entering a credit
card number for added security, can go a long way towards reassuring them
about continuing with their purchase.

How to Reduce Cart Abandonment:
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17. Send Email Reminders
Send an email within the first three hours after shoppers abandon a cart to
remind them about what they've left behind. You can capture their email
addresses using Exit-Intent campaigns (see tip #8 above) if they haven’t
already registered on your site.
Those emails have a 20% clickthrough rate, according to recent research.
Use great product photos that make the items look attractive, and include a
call to action asking them to complete the purchase.
This works even better with a link that takes them directly to their shopping
cart.
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18. Offer Email Targeted Discounts
For those who don't checkout immediately, you can offer exclusive discounts
designed to win them back. You can easily capture the email addresses of
abandoning visitors before they leave by using an Exit-Intent campaign (from
tip #8 above).
Discounts on the items that interested them, or sitewide, time-limited
discounts are a good strategy here.
Again, ensure that when they click on the link, the coupon is applied
automatically and they go straight to the checkout.

How to Reduce Cart Abandonment:
After Abandonment
19. Use Onsite Retargeting
Here’s our final tip: Even if you don't collect everyone’s email address, you'll
have another chance to win their business if they return to your site.
Cookies, which are small files dropped in the browser, include information
about where they've been on your site.
You can use this information for an onsite retargeting campaign that makes
new offers to encourage returning visitors to shop. OptinMonster customers
have used this trick to recover abandoning visitors and boost conversions by
2100%.
See how onsite retargeting can recover your lost revenue.

