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OVERVIEW

Human nature may remain constant across
decades, spaces and technologies, but in 2024,
consumers have never had as many options

when deciding where to place their attention and

how to execute order transactions. As a result,

retailers must choose the channels and conversion

techniques that work best for their shoppers in
adaptive and personalized ways.

Take a look at what we know to be important:

PRICE AND SHIPPING

The ability to compete on price and fulfill orders
in a timely manner matters as much as ever in
2024. It remains the No. 1 choice by shoppers in
Digital Commerce 360's annual survey on what
drives purchase decisions. This year, 73.4% of
survey participants said free shipping was the
most likely factor to entice them buy. 70.6%
answered price.

Moreover, 40.1% cited high shipping costs

as a common reason for abandoning their
shopping carts. 31.9% said failing to qualify for
free shipping had caused them to do the same,
demonstrating that for a sizeable audience, this
can be an expectation, not just a nice-to-have
offering.

TRUST

More than half (52.4%) called trust in a brand important when make a final
purchase decision, and that preference was expressed in repeat-buying
habits as well, with 48.4% checking that they made a purchase because
they had bought from the same retailer previously. A similar share of
responses noted the importance of the quality or quanity of reviews they
had seen.

SOCIAL MEDIA

When TikTok Shop launched in the U.S. in September 2023, it attracted
more than 200,000 sellers. The ByteDance-owned platform instantly
became a source of speculation for 2024 as trend lines in social commerce
began to appear.

The electronics retailer Newegg has even gone as far as to set-up a full-
time, in-house studio with team members cranking out TikTok videos to
keep some of its top-selling products alive (and buyable) in users’ feeds.

This year, Facebook (37.3%) and Amazon (28.9%) were selected most
when Digital Commerce 360's survey asked which locations shoppers felt
were most effect in getting them to click on an ad to make a purchase.
Only 15.8% mentioned TikTok, meaning it has room to grow.
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CUSTOMER SERVICE MOBILE EXPERIENCE OMNICHANNEL OPTIONS

Chatbots that run on artificial Mobile website design has come a long way, When it comes to omnichannel
intelligence may be enticing but many sites still struggle to keep up with user incentives, the most popular options
add-ons to ecommerce sites, but expectations. Asked which issues were most likely to are easy to understand. Consumers
consumers still want to feel like stop them from placing orders, consumers in Digital like choices that save them time
they are dealing with human beings Commerce 360's survey said difficulty switching and money.

when addressing issues with online between products while comparing (32.8%) was their

merchants. Nearly half (48.1%) biggest complaint. That was followed by desktop The two most popular reasons

said they wanted to deal with real experiences being faster and easier (30%). for selecting in-store or curbside

people in live chats. pickup are the store being located

Another 25.8% indicated being turned off by mobile nearby (54%) and discounts being

Only 14.9% of survey takers said sites that require too much scrolling. offered (52.9%). After that, shoppers
they wa_nted to resolve problems in are mostly likely to be swayed by
chats with bots or other automated product availability (46.6%) or how

Systems, Showing that the tech still uickly the order can be prepared
needs to win over shoppers. PERSONALIZATION ?46.20/3:). @ P
Another area where Al has applications is in personalization. And it may be a

space where the technology is better positioned to solve customer needs. 32.4%

of consumers in the survey said search results that reflect their word choices

and previous interests made them more likely to buy.

Meanwhile, 22.1% like the idea of product page recommendations leveraging

their purchase history, and 22% were open to retailers using their browser
history to inform those suggestions.

COMMERCE 360 R E S EA R G H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,




In 2023, a year defined by inflation, CONVERSION RATE AMONG TOP 1000 BY MERCHANT TYPE

}Jncertainty a.n<':l industrywidg shifts Median Top 1000 conversion rate: B 2021 2022 M 2023
in favor of efficiency, conversions got W Number of retailers (2023)

more difficult for online retailers. After
AL 3.9

years of relative stability, the median
conversion rate fell for retailers in Digital
Commerce 360’s Top 1000, dipping to
2.7% in 2023 from 2.8% in 2022. 3.2% 310
2.9%

3.7%

2% 271% 5 po, 2.8% 2.8% 9,79

In the Top 2000, the median conversion 2.6% 2.5% 949
CO NVERS I 0 NS rate fell to 2.4% in 2023 from 2.6% in

2022, remaining lower than the results
I N 2023 achieved by the Top 1000. Nevertheless,

consumers across the board seemed

difficult to persuade amid rising prices
and competition for attention.

By category, some of the steepest
declines can been seen in Health/
Beauty, where the median rate in
the Top 1000 fell to 3.4% from 3.9%.

In Food/Beverage, the median rate Consumer Brand Direct Retail Web Overall
dropped to 4.1% from 4.5%. Manufacturer Marketer Chain Only Top 1000

- 0 @

Source: Digital Commerce 360 analysis
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CONVERSION RATE AMONG TOP 2000 BY MERCHANT TYPE

Median Top 2000 conversion rate; ™ 2021 ™ 2022 ™ 2023

W Number of retailers (2023)
3.7% 3.5%

3.3%
2.9%
2.5% 2.5%
2.3%
Consumer Brand Direct
Manufacturer Marketer

2.8%

Retail
Chain

2.1%

o O
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Web
Only

Ll 28% , g

Overall
Top 2000

Source: Digital Commerce 360 analysis
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Both are traditionally among the top-converting
categories along with Flowers/Gifts and Office
Supplies. That held true for all four categories in 2023,
though Office Supplies took the mildest hit among
them, going to 4.6% in 2023 from 4.8% in 2022.

Despite headwinds, Digital Commerce 360’s

analysis of the Top 1000 showed that retailers with
omnichannel offerings, including buy online, pick
up in store (BOPIS) or curbside pickup still produced
higher conversion rates than those that did not.
Those with BOPIS in the Top 1000 sustained a 2.9%
median conversion rate (down from 3.1% in 2022),
while those without an omnichannel offering saw
their median conversion rate go to 2.5% in 2023 from
2.6%in 2022.
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CONVERSION RATES FOR THE TOP 1000 BY CATEGORY FOR PAST THREE YEARS

MEDIAN 2021 MEDIAN 2022 MEDIAN 2023 NUMBER OF RETAILERS
CATEGORY CONVERSION RATE CONVERSION RATE CONVERSION RATE (2023)
Apparel/Accessories 2.7% _ 2.7% G 25% EGEGR 247_
Automotive Parts/Accessories  1.4% [ 14% N 1.3% [N ]
Consumer Electronics 2.0% [N 21% [N 20% [N 7# R
Flowers/Gifts s NG - I > D A
Food/Beverage 23% I > ;- D B
Hardware/Home Improvement  3.3% [ 3.2% 3.0% [T 3 [N
Health/Beauty s1% T - ;- 56 [
Housewares/Home Furnishings ~ 2.3% [ 2.3% R 22% IR 115 N
Jewelry 1.8% N 1.8% N 17% R s
Mass Merchant 3.5% NG 3.3% [ TR 3.2% |G ity |
Office Supplies 5.0% NG T - D 0
Specialty s < :m "Il
Sporting Goods 2.3% [HIEGIN 2.3% [N 20% [N s1 [N
Toys/Hobbies 2.8% N 2.6% NG 25% [N 53l
Overall Top 1000 2.8% IEGEG 2.8% NG 27% R
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Source: Digital Commerce 360 analysis
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CONVERSION RATES FOR THE TOP 2000 BY CATEGORY FOR PAST THREE YEARS

MEDIAN 2021 MEDIAN 2022 MEDIAN 2023 NUMBER OF RETAILERS
CATEGORY CONVERSION RATE CONVERSION RATE CONVERSION RATE (2023)
Apparel/Accessories 2.5% NGz 2.4% GG 2.3% NG s«
Automotive Parts/Accessories  1.3% [ 1.3% 1.2% 62 .
Consumer Electronics 1.9% [N 2.0% | 1.9% [N 152 -
Flowers/Gifts a7% [ o - :
Food/Beverage s [ > - s B
Hardware/Home Improvement  3.3% _ 3.2% _ 3.0% _ 144 -
Health/Beauty 3.5% [ G 3.4% GG ey 138 [N
Housewares/Home Furnishings ~ 2.4% - 2.3% - 2.2% [N 201 -
Jewelry 1.8% [N 1.8% [N 17% N 76 I}
Mass Merchant 3.1% R 3.0% [ G 2.9% GGG 2 i
Office Supplies 3.1% R Xy | Xy 53 [Ij
Specialty 3.5% [ GG 3.4% GG 3 [ 133
Sporting Goods 24% 1IN ey | 21% Gz 150 N
Toys/Hobbies 27% [N 26% |Gz 25% [ G- 137 R
Overall Top 2000 27% [N 26% |Gz 24% INEG_G
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Source: Digital Commerce 360 analysis
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THE RETAILER SPEAKS

WHAT
RETAILERS

ARE DOING
T0 BOOST
CONVERSION

Retailers tried a variety of methods

to boost conversion rates in 2023. As
demonstrated by Digital Commerce 360
data year after year, maintaining — and
even growing — conversion rates can be
essential to growing revenue for many
retailers. Therefore, conversion remains
top of mind for many online retailers.

Sometimes, prioritizing conversion
means doubling down on strategies
that are already working, such as
offering multiple payment methods
and embracing installment payments
like buy now, pay later (BNPL). Other
retailers are embracing new channels
to boost their conversion, with a
willingness to experiment with social
media and influencers who can send
their followers to a retailer’s website.

In the following sections, we’ll look
deeper at four differing approaches
retailers used to increase their
conversions in 2023.
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WHAT'S WORKING

BNPL

Buy now, pay later (BNPL) can be a boon to sales.
Some retailers have had it for years, while furniture
retailer lkea just added it in the fall of 2023.

“We know we’re a little late to the game with BNPL.
But we really wanted to see how it was going to play
out,” Christine Briganti, financial services deployment
project leader at Ikea said at the time of launch in
September.

“After looking at BNPL, we’ve structured itin a
thoughtful way to service a demographic at Ikea we
weren’t serving properly,” Briganti said.

The furniture retailer added Afterpay as a payment
option on purchases priced between $40 and $500.
Allowing BNPL to be used on relatively low-priced
products gives Ikea a way to push consumers
toward certain items, she said.

COMMERCE 360 R E S EA R C H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,

JEWELRY, AUTOMOTIVE PARTS, AND APPAREL RETAILERS LEAD IN OFFERING BNPL

Percent of Top 1000 retailers offering BNPL by category

Jewelry 83.3%
Automotive Parts/Accessories 71.8%
Apparel/Accessories 67.1%
Housewares/Home Furnishings 64.3%
Toys/Hobbies 52.8%
Consumer Electronics 49.3%
Mass Merchant 49.0%
Sporting Goods 48.1%
Health/Beauty 47.4%
Office Supplies 42.3%
Flowers/Gifts 38.1%
Specialty 37.3%
Hardware/Home Improvement 34.9%
Food/Beverage 18.4%

Source: Digital Commerce 360 Research
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“If you were going to buy a living room coffee table
and you saw one for $100, but maybe there’s another
for $200-$300, you might opt for the higher-priced
table if you’re not paying cash for it upfront,” she said.

For now, the experiment is still in its infancy and Ikea
wants to gather more data before making decisions
going forward, it said. However, since adding
Afterpay, the retailer has seen “an increase in share
throughout the U.S. market,” it said in a statement.

Overstock, which purchased Bed Bath & Beyond and
now operates under the name “Beyond Inc.,” also saw
success with BNPL for more inexpensive items. BNPL
purchases account for a small number of total sales,
just 2% to 3%, former CEO Jonathan Johnson told
Digital Commerce 360 in 2023. He said there’s been a
“slight uptick,” though they’re still a small part of the
business overall. Overstock uses Swedish payment
service Klarna to facilitate those sales.

Customers who do choose to use BNPL services are
mostly buying less expensive items from Overstock’s
catalog, he said.

MEDIAN TOP 1000 2023 CONVERSION RATE FOR RETAILERS OFFERING OMNICHANNEL SERVICES

2023 2022 2021 NUMBER OF RETAILERS
Buy Online, Pick Up in Store 2.9% 3.1% 3.2% 261
Curbside Pickup 3.6% 3.9% 3.8% 131
BOPIS and/or Curbside 2.9% 3.2% 3.2% 264
No BOPIS or Curbside 2.5% 2.6% 2.7% 736

MEDIAN TOP 2000 2023 CONVERSION RATE FOR RETAILERS OFFERING OMNICHANNEL SERVICES

2023 2022 2021 NUMBER OF RETAILERS
Buy Online, Pick Up in Store 2.8% 3.0% 3.0% 344
Curbside Pickup 3.2% 3.4% 3.4% 158
BOPIS and/or Curbside 2.8% 3.0% 3.0% 351
No BOPIS or Curbside 2.4% 2.5% 2.6% 1649

COMMERCE 360 R ES EA R G H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,

Source: Digital Commerce 360 analysis
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Average products purchased with Klarna range
between $10 and $400, he said.

Both retailers said they use BNPL to reach younger

consumers, who might not have established credit yet.

Other payment methods

In 2023, sink retailer Houzer planned to focus on its
direct-to-consumer website sales. The retailer sold
on marketplaces including Home Depot, Lowe’s,
Amazon and Wayfair, but its own website had
outdated technology, CEO Michael Challinger said.

“Before we found BigCommerce and Feedonomics,
our tech stack was pretty much as rudimentary as
you can get,” he said. Over a six-week timespan,
Houzer replatformed its website with BigCommerce.
It used Stripe for payment processing, and Amazon’s
Buy with Prime as a payment option at checkout.

Buy with Prime gives Amazon Prime members access
to Amazon’s fulfillment network when they shop

on other websites. It’s compatible with ecommerce
websites using Shopify, BigCommerce, Salesforce

ONLINE RETAILERS ADD MORE PAYMENT OPTIONS FOR SHOPPERS

Share of Top 1000 retailers* offering a sample of payment methods in 2019 and 2022
W 2019 M 2022

. cates. N 19.3%
——————— L

I
Apple Py 1[]8%_ 40.2%

_ 0,
Google Pay * 221%
I 14.2%
I | 7.2%
. I G.1%
Affirm (BNPL) I (5 .0%
1%
I 13.4%

0

Afterpay (BNPL) /D— 11.7%

Private-label credit card _10%%/;7%

. 2.1%
I 6.5%

0
Bitcoin : l'ZDA] *Data presented for retailers on which there is data for both years.
1.2% Source 2023 Digital Commerce 360 Top 1000

Amazon Pay

Klarna (BNPL)

Venmo

COMMERCE 360 R E S EA R C H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,




and other platforms. Amazon says Buy with Prime is
associated with an average shopper conversion rate
that is 25% higher than what is normally achieved
without its features.

Houzer’s replatform, including the addition of Buy
with Prime, led to a 47% increase in conversion,
Challinger said. Transactions also increased 150%,
and revenue grew 118%. Bounce rate, meanwhile,
declined 23.3%. A year after replatforming the
website, it was worthwhile despite the costs and
short-term pain points of the process, Challinger said.

Social media

For young consumer brands getting started on social
media, choosing a strategy and finding ways to

stand out can seem daunting. Founded in 2017, the
natural skin care and beauty brand Three Ships found
traction through offering free samples through its ads
on Meta-owned platforms, laying a path to grow its
own direct-to-consumer (DTC) sales, even as it was
getting its eye masks, serums and cleansers onto
Whole Foods shelves in Canada and the U.S.

DIGITAL

COMMERCE 360

“So many of our sales come from other customers
referring their friends and family or them trying

their product for the first time,” said Three Ships
co-founder Laura Burget, speaking about growth
strategies at eTail West in February. “So a huge unlock
for us has been doing a lot of sampling directly
through our Meta ads.”

Burget said the repeat purchase rate for Three Ships
customers is around 40%, which she reads as a signal
that the samples are effective when Meta ads through
platforms including Facebook and Instagram can
introduce the company’s products to new buyers.

“It’s a great and really affordable way to acquire
new customers, and we find that around 25% of
people that get the sample pack through their Meta
ads actually repeat purchase our own DTC,” Burget
stated. “And then there’s probably another portion
that we’re missing because they’re going to our
retail distributions.”
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Influencers

In social media, the influencer landscape has
shifted over the past decade as marketing strategies
matured on Instagram and TikTok began to take off.

Chris Gerbig, the co-founder and president of
women’s clothing boutique Pink Lily, told Digital
Commerce 360 in January that although the
company “put 60%-70% of our marketing budget

on influencers” in 2017 and 2018, his team has since
taken a more holistic approach. That means being
more strategic and balancing budget across social
channels, paid ads and email, along with influencers,
depending on what is working as social platforms’
algorithms continue to update.

The consumer electronics site Newegg, meanwhile,
has been early and committed jumping into TikTok,

DIGITAL [

where it sees TikTok Shop and testimonials as
important pieces of its overall social media strategy.

“When looking at beauty products, between 98% and
99.9% of Gen Z care about ratings, reviews, testimonials
and Q&As,” said Ben Tibbels, a live studio producer

at Newegg, citing survey data from PowerReviews.
“They care what other customers are saying about

the product. That is the most important piece of
information in their buying decision.”

“The next most popular factor after all that is TikTok with
over half of Gen Z saying they take TikTok videos into
account when making the purchasing decision,” Tibbels
explained, describing the rationale behind Newegg’s
studio, which hires in-house influencers to record TikTok
content across six different accounts, appearing in users’
feeds alongside other influencers’ videos.

©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,

“You also need someone who’s going to get people

to stop scrolling and watch your video,” Tibbels
explained. “We are fortunate enough to have in-
house content creators with large followings of their
own. When people scroll through TikTok, they may
stop on our videos simply because they recognize one
of our cast members who also happens to be quite
adept at presenting content in an engaging way.”

Those efforts have helped to make $60 wireless Xbox
controllers, $600 PlayStation 5 game consoles and
$170 solid-state memory drives some of Newegg’s top
sellers on TikTok. ™
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Among Digital Commerce 360’s
findings over the years, two key factors
consistently top the list of what online
shoppers say will lead them to order
conversion: free shipping and the

right price.

In Digital Commerce 360’s annual
survey on conversion, nearly three-
quarters of the 1,006 respondents
(73.4%) said free shipping was the
condition most likely to lead them to
place an order on a retail website or
app. Survey respondents could select
multiple answers. In a close second,
70.6% of online shoppers said the

right price guided their conversion.
Meanwhile, 52.4% of those shoppers
said trust in the brand was key. Product
selection was the only other option that
at least half of respondents picked.

WHICH WEBSITE ATTRIBUTES AND
CONDITIONS BEST GUIDE CONVERSION?

In line with the “trust in the brand” option, nearly
half (48%) of respondents cited that they’ve
purchased from the retailer before, or the quality/
quantity of product reviews. Speaking of products,
47% of shoppers care about what’s in stock.

On the lower end of the spectrum, less than 10%
cited the following factors as reasons to convert:

» Checkout page returned an
error/glitched (12%)

> Retailer support of causes important to me
(9.9%)

» Personalized site based on
my past behavior (9.2%)

> Interactive tools that educate shoppers, such
as quizzes, room planners, virtual try-on tools
(7.7%)
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FREE SHIPPING IS THE TOP PRIORITY

Which website attributes or conditions are most likely to lead you to place an order on a retail website or app when shopping online? (Please select all that apply)

Free shipping

134%

Efficient site search that returns relevant results
35 |

286%

The right price
| |

70.6%

I'm a member of their loyalty program
7 - |

229%

Trust in the brand
1

02.4%

Easy access to on-site customer service information
— J |

232%

Product selection
7 |

50.0%

Fast-loading site
91 |

226%

I've purchased from the retailer before
] |

484%

Ability to contact customer service via multiple means including text and social options
3 |

208%

Quality/quantity of product reviews
|

48.3%

Videos including product demonstrations
1 |

164%

In-stock products
! |

470%

The ability to finance order by paying in installments
1 |

140%

QOverall experience
37 |

441%

Retailer support of causes important to me (environment, politics, social justice, charitable giving, etc.)
]

9.9%

Promotions beyond free shipping
I

40.7%

Personalized site based on my past behavior
93 |

3.2%

Fast checkout
]

34.3%

Interactive tools that educate shoppers (ie. quizzes, room planners, virtual try-on tools, etc.)
1

1.1%

Ample product information and imagery
I

33.8%

DIGITAL

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024

©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. Al rights reserved. Data as of March 2024
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WHICH RETAILER POLICIES HELP
WITH CONVERSION?

Almost as good as free shipping is fast shipping,
according to the conversion survey. 65.5% of
respondents cited it, making it the top retailer policy
that they said pushes them to convert. But it’s not
just about delivery.

61.8% of shoppers said they want free return shipping
if they’re going to order from an online retailer.
Furthermore, half said they want a straightforward/
easy return policy.

Similar to the attributes and conditions, 54.2% of
respondents said past experience with a retailer
makes them more likely to place an online order.

The least-popular initiative was virtual appointments,
which 4.6% selected. Shoppers are also less
preoccupied with emails that remind them of items
they left in their shopping cart (12.9%) or

if a product is from a local retailer (12.4%).

WHICH RETAILER POLICIES/INITIATIVES ARE MOST LIKELY TO LEAD YOU TO PLACE AN ONLINE ORDER? * (Prease select allthat apply)

Fast shipping 65.5%
Free return shipping 61.8%
Past experience with the retailer 54.2%
Straightforward/easy return policy 50.0%
Guaranteed delivery times 40.7%
Can return an item to a physical location (Walgreens, Kohl's, etc.) 37.0%
Can return an item to the retailer’s store 35.8%
Quality of a customer interaction (agent response time, resolution of issues, etc.) 29.8%
Option to pick up the order in a store 23.9%
Feature-rich, easy-to-use mobile app 23.4%
Easy reorder features 18.4%
Interactions with customer service reps 16.9%
Option to pick up the order curbside 16.8%
Product is from a local retailer 13.4%
Email that reminds me of items left in my shopping cart 12.9%
Virtual appointments 4.6%

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024

COMMERCE 360 R E S EA R C H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,
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Meanwhile, omnichannel options might not be in

the highest demand, but they’re still relevant. More
than a third of respondents want to be able to return
an item to the retailer’s store (35.8%) or to another
physical location, like Walgreens or Kohl’s (37%).
Nearly a quarter (just over 23% each) said they

want the option to pick an order up in a store, and a
simple, feature-rich mobile app. 16.8% said they want
curbside pickup as an option.

How do marketing and advertising channels affect
shoppers’ conversion?

There are five key channels that online shoppers said
are the most effective at garnering conversion:

> Facebook (37.3%)

» Amazon, including sponsored ads (28.9%)
» Email with an offer (25.5%)

» YouTube (25%)

> Instagram (24.6%)

DIGITAL

FACEBOOK, AMAZON LEAD THE ADVERTISING RACE

Which of these advertising locations do you find most effective in getting you to click on an ad and maybe make a purchase? (Up to 3 responses)

——— 3]} ————————————————— )%
Amazon, including sponsored ads 98.9% Pinte&st_ 1.2%
e ——— 5 S —————— 0%
e —— ) ——————————— 3%
e ——— ) ———————————— 0%
e p—— (00— 0%
——— 50— 7%
Email with an enticing promotional offer 13.9% &w 2.2%
Email (new items, trends but no offer) 83% 2”"“““_ 1.4%
e s — () ———————— 0%
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Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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In contrast, the five advertising locations these
shoppers said they considered least were:

> LinkedIn (1.4%)

» Ad on connected TV platform (2.2%)
» Link on a blog/article (2.7%)

> SMS/text messaging (2.8%)

» Ad for a previously viewed item (2.6%)

Additionally, 8.2% of shoppers said none of these
advertising locations — nor others listed as options
— would be effective in getting them to click on an ad
and make a purchase.

WHAT HINDERED THE BUYING
EXPERIENCE IN 20237

Conversion is tricky in that sometimes shoppers just
want to browse, and sometimes they want to buy. But
even when they want to buy, they restrain themselves
for various reasons. In 2023, the top reason shoppers
identified that hindered their conversion was

higher prices (52.6%). And doubling down on that,

DIGITAL -

THINKING ABOUT 2023, WHAT CHANGED OR KEPT YOU FROM PLACING AN ORDER?

(Please select up to three)

Higher prices 52 6%
| !

Higher prices dues to inflation 45 7%
e !

Lack of free shipping 3&9%

My own personal circumstances 2 4 2%
.9 ___________________________________________________________________________________| !

The number of out-of-stock products 2 3 6%
_________________________________J ________________________________________________________________| !

Economic concerns 2[] 1%
. I EE————————————————————————————— !

Limited promotions

Slower deliveries 16 3%
. ——— !

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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the second reason was higher prices as a result of
inflation (45.7%).

In other words: The consumer doesn’t want to pay
more — period. Tying into that, 20.1% of shoppers
said economic concerns held them back.

And holding true to some of the above-mentioned
points, 36.9% of shoppers said a lack of free shipping
was one of the most significant reasons that kept
them from placing orders in 2023.

WHY DO ONLINE SHOPPERS
ABANDON THEIR CARTS?

The wrong fulfillment costs and options can stop a
shopper from becoming a customer.

40.1% of surveyed shoppers said shipping costs made
their total purchase cost more than they expected.
This ties back to two themes: free shipping and the
right price. For instance: 31.9% said they abandoned
their carts because their order did not qualify for free
shipping. 22.3% said the site they were shopping on

DIGITAL [

wouldn’t accept their coupon or promo code. 19% said
they faced unexpected additional expenses including
but not limited to sales tax and white-glove delivery
fees. 8.2% said retailers did not make financing options
(such as buy-now-pay-later options Affirm, AfterPay
and Klarna) available. Meanwhile, 6.9% said the
retailer’s site would not accept their gift card.

Sometimes, it just comes down to convenience — or
inconvenience. For example, 39% of shoppers just
wanted to save their cart for later. But 21.5% learned
that the item they wanted had become out of stock.
And 21.1% said they only added items to their cart

to compare prices more easily, while 21.5% said they
just got distracted and forgot to make their purchase.

ONLINE SHOPPERS WANTTO
TALKTHROUGH THEIR PURCHASES

More than any other option, online shoppers said
they wanted their customer service interactions to
be in real time with human beings (48.1%). And if the
interaction can’t be a live chat, shoppers prefer email
or a phone call (36.1% each).

©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,

The next-best option is a general in-store interaction
(19.8%) or text messages (16.7%). That puts five
options noticeably ahead of chatbots and similar
automated systems (14.5%).

Less than 10% of shoppers selected:

> Interaction via social media (9.7%)
> Virtual appointment (6.1%)

> In-store appointment with associate (4.2%)

MOBILE SHOPPING LIMITATIONS

Traffic to mobile devices grew year over year during
each week of the 2023 holiday season, according

to Salesforce data. But even as online shopping
becomes increasingly mobile, some shoppers still
prefer using their desktop devices (30%), at least for
some parts of the experience.

Nearly a third (32.8%) of shoppers found it difficult to
switch between products they compared on a mobile
device. More than a quarter (25.8%) of shoppers said

there’s too much scrolling on mobile devices. In the



2l CONVERSION: ONLINE SHOPPERS IDENTIFY WHAT WORKS — AND DOESN'T — FOR THEM

ECOMMERCE CONVERSION REPORT - 2024 EDITION

same vein, 23.9% said mobile shopping navigation
is cumbersome.

Among other pain points in the mobile shopping user
experience, shoppers cited:

» Image-rendering problems (19.1%)
» Unoptimized mobile websites (19%)
» Content not appearing correctly (18.3%)

» Navigational button size is too big or too small
(10.8%)

THE POSITIVES OF PERSONALIZATION

Personalization can be a key tool for helping retailers
improve their conversion.

Almost a third of shoppers (32.4%) said search results

that factor in their search word and previous interests
would make them more likely to purchase from a retailer’s
website. Similarly, more than a fifth of shoppers said
product page recommendations based on prior buying
behavior (22.1%) and browsing behavior (22%) would make
them more likely to purchase from an online retailer.

SHOPPERS PREFER TALKING TO HUMANS FOR CUSTOMER SERVICE

Thinking about customer service interactions over the years, after which types are you most likely to make an online purchase?

(Please select up to three)

Live chat (with a human being) — 481%
Email 36.1%
Phone call with customer service 36.1%
General in-store interaction 19.8%
T e e 137 %
Live chat (with a chatbot/automated system) 14.9%
Interaction via social media (Twitter, Facebook, etc.) 9.7%
Virtual appointment 6.1%

In-store appointment with associate
|

4.2%

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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CART ABANDONMENT ISSUES

If you have ever placed items in your online cart then left without purchasing, which of the following are the most common reasons? (Please select all that apply)

Shipping costs made the total purchase cost more than expected
0

40.1%

| wanted to save the cart for later as a convenience
|

39.0%

My order did not qualify for free shipping
- -

31.9%

The site would not accept my coupon or promo code
]

22.3%

The item was or became out of stock
7 ]

21.5%

| only added items to my cart to easily compare prices
—J

21.1%

| got distracted and forgot
- J -

20.5%

The delivery date did not meet my needs
4

19.9%

Unexpected additional expenses such as sales tax, white-glove delivery fees, etc.
E—

13.0%

| decided to purchase it at the store instead
I

149%

The checkout page returned an error or had a glitch
—

12.6%

DIGITAL -

My preferred payment option (i.e. debit card, PayPal, Apple Pay, etc.) was not offered 11.7%
- J ] /0
Did not have trust in the seller 11.5%

The checkout process was too long
1 -

9.9%

There was no guaranteed or estimated delivery date
] |

9.8%

The return policy was not clear
i |

8.9%

Financing was not available (i.e. Affirm, After Pay, Klarna, etc.)
|

8.2%

ﬂd not remember my username/password 78%
Th&ite loaded too slowly 77%
Th-esite would not accept my gift card 69%
2ave never abandoned a cart 5.3%
Other (personal circumstances, browsing, comparison, fees, etc.) 3 5%

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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MOBILE SHOPPING EXPERIENCE

What are some of the issues you face when shopping online using

a smartphone that inhibit you from placing an order? (Please select all that apply)

Hard to go back and forth between products I'm comparing
e /.0

Information shown is poorly laid out
—— —— 0 1%

Desktop is just easier/faster for me
e (),

|
Conte_nt does not appear propery_ 18.3%

Too much scrollin
g__ 25.8%

Checkout is difficult (i.e. sloww 17.3%

Navigation is cumbersome
e s /3,9

Too many steps along the shopping journey
]

16.0%

Slow load times
/)

The retailer does not have a mobile app
I e | 3.3

Adding a promo code or redeeming points is difficult
S | 3%

Navigational button size is too big or too small
e e | ().0%

Imagery does not render well or is too small
e s | Y, 1%

Cannot quickly find the retailer's phone number
e s | (),.8%

The retailer does not have an optimized mobile site
Eee—— s | 0%

No automatic keyword suggestions in the search results )
e 1,00

DIGITAL -

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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But personalization isn’t for everyone. Nearly a fifth
(19.8%) are indifferent about personalization, and
12.8% said they don’t like personalized shopping
experiences.

FACTORS THAT MAKE OMNICHANNEL
OPTIONS WORTHWHILE

In-store and curbside pickup can be helpful tools
for retailers to draw shoppers to their stores. When
convenient enough, omnichannel offerings help
boost conversion.

And when it comes to in-store and curbside pickup,
proximity to a store location (54%) is key. In line with
earlier findings, price remains a major factor, even

for pickup. 52.3% of respondents said a discount for
buy online, pick up in store (BOPIS) would make them
more likely to place a pickup order.

From a practical standpoint, product availability
(46.6%) and how quickly an order can be ready for
pickup (46.2%) are key, too. ¥
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PERSONALIZED EXPERIENCES AREN'T FOR ALL SHOPPERS

Which of the following aspects of a personalized experience would make you more likely to purchase from

a retailer's website? (Please select all that apply)

Search results that factor in my search word and my previous interests 32.4%
Homepage presentation (i.e. featured products, overall look and feel, etc.) 31.9%
Product page recommendations based on prior buying behavior 22.1%
Product page recommendations based on prior browsing behavior 22.0%
Personalization doesn't matter to me 19.8%
Email letting you know you have left items in your cart 18.5%
Shopping cart recommendations based on prior browsing behavior 17.6%
Shopping cart recommendations based on prior buying behavior 15.0%
Retailer's welcome messaging 14.0%
| don't like personalized shopping experiences 12.8%
Post-order emails based on prior behavior 9.3%

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024

OMNICHANNEL EXPERIENCE CENTERS AROUND PRACTICALITY

Which of the following would make you more likely to place an order
for store pickup (in-store or curbside)? (Please select up to five)

My proximity to a store location 54.0%

Discount for buy online, pick up at store 52.3%

Product availability 46.6%
I — »070

How quickly my order can be ready for pickup

46.2%

Retailer has many stores near me with inventory availability 28.5%
e £ O++) /0

Previous positive experience with pickup from that retailer 25.8%
The type of location where pickup will be done (i.e. indoor parking,

how busy the store's location might be, etc.) 29.79%
| 470

An option to notify the store that you are on the way 16.6%
I 070

Sophistication of the retailer’s app (i.e,, directing me where to go in store,
letting me know order is on its way, etc.)
s 1 4.9 %

Number of designated parking spaces

9.8%

Geolocation technology that detects you are close to the store Y
-/ %0

Source: Digital Commerce 360 and Bizrate Insights survey of 1,006 online shoppers in January 2024
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Bolster social media marketing and offers. Simply adding product photos and
» videos on social platforms that customers use can begin to build relationships
and trust. Offering free samples through ads or reaching out to key influencers can
do even more to earn consideration and sales. After all, consumers are more likely to
purchase from a brand with whom they have already had a positive experience.

Make shipping and returns both easy and free. Shoppers understand
1 convenience, and when shipping and return options are simple, survey results
show they are more likely to order. When customers have less to think about and

5 w AYS know what to expect, it's easier for them to take a chance on a product.

Keep pricing as transparent as possible. Last-minute surprises can drive
R ETAI LERS s shopping cart abandonment. When a customer discovers a coupon code

won't be accepted or an order total fails to quality for free shipping, finding out they

c AN BU OST need to pay more than they expected can be a dealbreaker.
co N V E R S I 0 N Integrate personalized search results and recommendations on ecommerce sites.

» When shopping experiences better align with individual preferences, customers
R ATE S may be more likely to see matches that save them time and keep them engaged.

Expand the range of payment options offered at checkout. If a customer is used to
1 Apple Pay, Buy with Prime or PayPal, familiarity and trust can give them the last-minute
incentive they need to complete an order. For a first-time buyer at your site, that existing
trust in a payment option may be the reassurance and convenience that makes a difference.




CONCLUSION

The story of conversation rates in 2023
followed stories that merchants likely
saw elsewhere in their businesses

and daily lives. With predictability at

a premium, convincing a customer

to complete an order remains as
challenging as ever.

Still, retailers should take heart
understanding that they have never

had as many tools at their disposal to
connect with customers and personalize
offers and experiences in new ways.
These opportunities extend from
omnichannel options and ecommerce

site experiences to social media
channels and beyond.

While customer expectations are high,
particularly when it comes to shipping
and price, preferences are also

clear and addressable. At the same
time, some truths remain constant,
including the impactful potential of
human communication and quality
customer service. When modern
solutions accompany customer-

first decisions and earned trust, the
roadmap to conversion can be much
easier to navigate. ¥




CSEEWHAIS ™

TRENDING

Digital Commerce 360’s free resources provide real-time
coverage on trending topics in retail and B2B ecommerce

FREE MEMBERSHIP

Daily Access to Exclusive Gated Articles and
Data-Packed Charts

Monthly Strategy Insights: Timely digital reports
created by our editors

Weekly Take 5 Newsletter: a 5-minute rundown
on ecommerce

DigitalCommerce360.com/registration/

|
0

ITA
MERCE

()
=

W

NEWSLETTERS
RETAIL NEWS and B2B NEWS

New and trending stories, written by our experienced team
of journalists, on every ecommerce topic under the sun

Take 5: a 5-minute rundown of the entire week’s top
articles and recommended reports, selected by the
editors themselves

Webinar Newsletter: upcoming Digital Commerce 360
webinars open for registration and on-demand webinars
you can view post-event

Learning Lab Newsletter: Reports and Whitepapers
available for complimentary download, written by
Digital Commerce 360 editors and our partners

Subscribe Today!


https://subscription.digitalcommerce360.com/ecommerce-newsletter-subscriptions?utm_source=DC360&utm_medium=PDF&utm_campaign=20242024B2ECommConvRpt

31
ECOMMERCE CONVERSION REPORT - 2024 EDITION

ABOUT THE AUTHORS

Brian Warmoth is the director of editorial, retail, for Digital
Commerce 360. He has more than 15 years of experience in
journalism and B2B media, including roles at Inside, American
City Business Journals’ Inno sites and Industry Dive’s family of
verticals. Brian has an M.S. in journalism from Northwestern
University and a B.A. in English from the University of Illinois
Urbana-Champaign.

Brian Warmoth
Director of Editorial, Retail
Brian@digitalcommerce360.com

2

Mary Meisenzahl is a senior editor at Digital Commerce 360

with a focus on fulfillment in ecommerce. Previously, she covered
retail at Business Insider for three years on the labor beat, and
wrote about culture and travel for various outlets before joing
Digital Commerce 360 in 2023. Mary has a bachelor’s in history
from Wellesley College.

Mary Meisenzahl
Senior Editor
mmeisenzahl@digitalcommerce360.com

Abbas Haleem is associate editor at Digital Commerce 360,
where he edits news and research reports. He began his
editing career at the Chicago Tribune, where he started on the
sports desk and went on to edit and design other sections and
publications in Tribune Publishing’s markets. Abbas graduated
from Northwestern University with a master’s degree in
journalism and a concentration on sports.

Abbas Haleem
Associate Editor
abbas@digitalcommerce360.com

DIGITAL [

DIGITAL COMMERCE 360 RESEARCH

FARNIA GHAVAMI

Executive Vice President, Digital Strategy | Farnia@digitalcommerce360.com

ABBAS HALEEM

Associate Editor | Abbas@digitalcommerce360.com

JONATHAN LOVE

Associate Data Analyst | Jon@digitalcommerce360.com

JAMES REEVES

Market Research Analyst | Jreeves@digitalcommerce360.com

JAMES RISLEY

Research Data Manager and Senior Analyst | Jrisley@digitalcommerce360.com

JILL SUCHOMEL

Data Assistant | Jill@digitalcommerce360.com

BRIAN WARMOTH

Director of Editorial, Retail | Brian@digitalcommerce360.com

©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,



32
ECOMMERCE CONVERSION REPORT - 2024 EDITION

ABOUT DIGITAL COMMERCE 360 RESEARCH

Digital Commerce 360 Research tracks hundreds of metrics on thousands of
online retail companies around the world, including critical data metrics like
web sales and traffic, conversion rates, AOV and the technology providers that
power their businesses. We publish our analysis of the data in numerous annual
reports on timely ecommerce topics like marketplaces, omnichannel, platforms,
and many more. In addition, our robust custom research department is skilled
at creating personalized projects — including reports, surveys, raw data pulls
and more — to support retailers, consultants, financial analysts and technology
providers meet their goals.

COPYRIGHT

Copyright 2023, Vertical Web Media LLC. All rights reserved. All Content of the Digital Commerce 360, 2023 Ecommerce Conversion Report, whether in print or digital formats, and all content of the Top500Guide.com database version
of this publication (collectively, the “Content”, “Report”), is owned by Vertical Web Media and protected by U.S. Copyright and by applicable intellectual property laws worldwide. The Content is intended solely for the personal

use of Purchasers or Authorized Recipients of said Content, which use is limited to viewing, analyzing and creating reports for internal noncommercial use only. Purchasers and Authorized Recipients of the Content may share such
usage with others within his/ her company, but may not copy, download, reproduce, republish, sell, make available, distribute, display, transmit, share, or otherwise distribute any part of the Content to any other persons or entities
without the written permission of Vertical Web Media. Purchasers and Authorized Recipients of the Content, in any and all of its formats, may not modify, create derivative works of, reverse compile, disassemble or reverse engineer,
republish, sell, license, lease, sublicense, assign, incorporate into published material or any information retrieval system, or otherwise transfer any of the Content without written permission of Vertical Web Media. The trademarks
and service marks “Vertical Web Media”, “Digital Commerce 360", and “Top 500 Guide®”, and any logos, designs, slogans or other source-identifying devices, including combinations thereof (excluding any third party owned
trademarks or service marks) (“VWM Trademarks”) displayed on print, digital and Top500Guide.com database research products are owned by Vertical Web Media. The Digital Commerce 360, Report print, digital and database
research product is designed to provide accurate and authoritative information in regard to the subject matter covered. This research product is sold with the understanding that the publisher is not engaged in rendering financial,
legal, accounting, tax or other professional service. Vertical Web Media makes no warranty as to the reliability, accuracy, timeliness, usefulness, adequacy, completeness or suitability of the Digital Commerce 360, Report.

COMMERCE 360 R E S EA R C H ©Copyright 2024 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Data as of March 2024,




	Ecommerce Conversion Report • 2023 Edition
	Contents
	Overview
	Conversions in 2022
	The retailer speaks: What retailers are doing to boost conversions
	The shopper speaks: Consumers are in control about what makes them convert
	Five easy pieces to build higher conversions
	Conclusion
	About the authors
	About Digital Commerce 360 Research

