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THE COMMERCE MARKETER’S GUIDE TO  

TURNING SHOPPERS 
INTO BUYERS

With the exponential growth of internet marketing and online advertising, the customer’s journey 
to making a purchase has grown longer, often including a myriad of touch points along the way. 
According to our Consumers Tell All survey, 60% of all shoppers polled said they at least 
occasionally shop online. Whether they begin with a direct search or visit a website via a paid 
advertisement, the modern shopper takes far more time to explore their options and do their 
research before buying. 

In How Consumers Across the Globe Use Multiple Devices to Shop and Buy, we found that 
the average consumer owns three different devices and uses an average of 1.6 to make a 
purchase. The change in consumer behavior has complicated and lengthened the buying process. 
As recently as a couple of years ago, the digital journey often confused and intimidated both 
shopper and marketer. Many entry points, combined with various opportunities for consumers to 
abandon a purchase, made it difficult to understand just where things went wrong. 

Thankfully, years of research and data-driven analysis have fine-tuned that process and given 
marketers all the tools they need to draw in customers and keep them engaged and satisfied, from 
the first touch to checkout and beyond.

Let’s take a closer look at three common stages of today’s buying journey and solutions for 
effectively managing each one.
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Buying Begins With Browsing

The shopping experience typically starts on your website, and there are a vast number of ways that a 
consumer can get there: web search, email, display ads, social media and referrals, to name a few. With 
so many brands to choose from, you must quickly entice potential customers once they land on your site 
to keep them engaged and prevent them from bouncing elsewhere.
 
Since this is a very early stage in the buying journey, engagement and commitment are usually quite low. 
Seize the opportunity to connect with shoppers and pique their interest. Here are three important areas 
to consider when focusing on getting consumers through this stage of the buying cycle. 

Make Your Pages Pop 
 
Product page design is a critical piece of developing strong customer appeal. At this stage, shoppers can 
be easily frustrated by confusing layouts, especially if they can’t quickly find what they’re looking for.

Product Details 
Providing additional information, such as a 
sizing chart or fit guidelines, helps educate 
shoppers and make them truly appreciate 
your level of detail. The more research they 
can do right on the page, the more likely they 
are to make a purchase instead of leaving to 
learn more.

Upsell/Cross-Sell Options 
Shoppers often don’t know exactly what 
they want and may appreciate relevant 
suggestions. Display a “similar products” 
or “people who viewed this also viewed” 
section to give them additional choices in 
case they aren’t perfectly satisfied with the 
product they see before them. You could 
also offer package deals or a “don’t forget 
the batteries” option to increase average 
order value and decrease post-sale returns or 
negative feedback from frustrated customers. 

Store Locators
To meet your customer’s individual needs 
and keep them shopping with your brand, 
provide a store locator so they can complete 
the purchase at a brick-and-mortar location if 
that’s more convenient.

Social Media
Point those who may want a second opinion 
before sealing the deal to your social media 
channels, so they can share amazing finds 
with friends for feedback and hear from other 
brand fans about your amazing product line and 
customer service. 

Compelling Imagery
Consumers are looking for detailed information, 
so the more angles you can include, the better. 
Having the ability to rotate and zoom in on a 
product is useful, too. If you offer multiple colors, 
a color overlay or photos of each variation can be 
incredibly helpful.

Multi-Device Options
According to a Criteo’s State of Mobile Commerce 
Report, four in ten purchases occur across 
multiple devices or channels, and close to one-
third of those are completed on a mobile device. 
So having ways to shop across multiple devices is 
essential. The ability to save a shopping cart, add 
items to a wish list or email product information 
for later consumption are all excellent solutions 
that allow consumers to pick up where they left 
off at a later time.
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Set Your Brand Apart 

A website is only as good as its copy. If your product pages read like an instruction manual, you aren’t 
going to pull shoppers in. Don’t bore them; wow them! Describing the color, weight and dimensions of 
your product is important, but you can still make the copy more unique.

Ratings and Reviews 
Comments from other customers are becoming 
some of the most trusted resources for shoppers 
as they make a buying decision. Offering a quick 
analysis of what other customers thought about 
a specific product can help fill in any of the 
blanks that your product details might  
have missed.

FAQs 
Your goal is to keep shoppers on the site and make 
it easy for them to buy. Make room for frequently 
asked questions on your product pages to address 
common concerns about customer service, return 
policies or shipping costs. 

When Your Best Efforts Fall Short 

While these best practices will certainly help with abandonment rates, there will still be consumers who 
leave while browsing, regardless of how responsive and intuitive your website is. But don’t just let them 
go. Reach out with an automated browse recovery campaign to remind them of what you have to offer 
and why they should come back to buy.

In Revenue Rescue: Saving Sales When Shoppers Stray, we revealed that only 15% of retailers send a 
browse recovery email after an abandoned session. That number may seem low, but just a few years 
ago, those lacking a shopping cart abandonment campaign hovered around a similar percentage, and 
we’ve all seen how that has changed. In our 2016 customer benchmark report, 59% of Bronto customers 
reported that they currently send cart recovery messages.

But timing is everything with these types of emails. While 56% of browse recovery emails are sent 
within 24 hours of a shopper leaving the site, you must weigh the shopper’s commitment at this stage 
against your urgency to make a sale. You want to send the email quickly enough to keep the consumer 
from going elsewhere, while taking into consideration the time it typically takes for consumers to make 
buying decisions on your product type. And, as with everything these days, personalization is extremely 
important. You will likely want to send a different message to a new browser who hasn’t indicated any 
specific interests than you would to a frequent visitor who is clearly investigating certain categories or 
specific products. 

Brand Voice 
Let your brand voice shine through on every page, and where appropriate, consider including part of 
the story behind your product. Specifics about where your materials are sourced can help customers 
connect with you and feel more comfortable shopping on your site. Such details can also set your 
brand apart and promote the idea that your products aren’t something that can be found just anywhere.  
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Solution: Browse Recovery App

 

Sending automated browse recovery messages that are also personalized might seem overwhelming, 
but it doesn’t have to be. Bronto has a solution that can simplify and automate the process.

Our Browse Recovery app helps you capture your shoppers’ browse behavior and automatically deliver 
personalized messages based on their individual browsing activities, using customizable rules specific to 
your business. The app is easy to set up, incredibly efficient and highly detailed. 

Best of all, you can measure the effectiveness of the entire program with centralized reporting features 
and uncover the most popular products and traffic trends that will help you determine the best solutions 
for segmentation, dynamic content and workflows.

Brooks Sports has seen tremendous ROI from implementing 
the Browse Recovery app. The app helps the brand 
personalize its lifecycle marketing and automatically sends an 
email to a subscriber who browses on a product, including an 
image of the browsed item. 

Results: a 61% open rate, 24% click rate and 7 % conversion 
rate with revenue of $1.44 per email. 
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Turning Browsers Into Buyers

 
If your potential customer has added a product to the cart, but leaves before buying, you are tantalizingly 
close to a sale. So how do you convert that carted item into a purchase?

It’s important to understand your consumer and their goals. Today’s average online shopper is savvy 
and often looking to get the best deal. In our Consumers Tell All survey, we learned that 73% of online 
shoppers use the cart to store an item that they want to view or buy later. And 18% rely on the cart so 
heavily that they actually said they revisit items left in their shopping cart every single time they shop! 

Demographics such as age, sex, and geographic region are all excellent indicators of how a shopper 
will behave. For instance, Millennials are far more likely than any other age group to store items in their 
shopping cart to buy later, with a substantial 88% using the shopping cart for this purpose. Compare 
that to the 52% in the 65+ category and you can begin to see why these specific demographics are so 
incredibly valuable to analyze.

It’s also important to understand that 40% of online shoppers plan to revisit their cart on a mobile device 
or in a physical store. Having a mobile-optimized site is critical as is having a process in place to allow 
customers to move smoothly from online to in-store shopping.

Let’s dive in to some of the roadblocks shoppers face and solutions for helping them transition from cart 
to sale. 

Put a Stop to Sticker Shock 

If you don’t want to lose business simply due to price, take some steps to improve the odds. 

Provide a Cart Preview  
Our Revenue Rescue report found that over 
60% of retailers offer a preview of the cart 
on the product page to help shoppers with 
early decision-making. This gives them a good 
idea of how much their purchase will cost 
without having to navigate to a separate page. 
Offering a checkout process from this preview 
can also help some indecisive shoppers get 
over that final hurdle in the buying process.

Adjust Cart Expiration  
With the frequency of comparison shopping, it’s important that your shopping cart remain active long 
enough for consumers to really consider their purchase. If it expires too soon, you may be losing many 
potential customers who simply didn’t have enough time to research other options.

Add a “Save Cart for Later” Option  
With a feature like this, consumers know that 
they can come back at another time to finish their 
transaction without losing all of their hard work. 
This alone can make them feel more comfortable 
in completing a sale once they have had time to 
do their research and compare pricing.
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Avoid Additional Roadblocks

Aside from pricing concerns, there are other potential problems a customer might run into that would 
cause them to abandon a purchase. 

Required Login  
One of the most basic mistakes many retailers 
still make is requiring a shopper to log in 
or register before making a purchase. Ten 
percent of retailers who responded in our 
Revenue Rescue survey still require this 
registration process. While there are benefits, 
such as the ability to pre-populate billing and 
shipping information, this additional step 
can turn off many customers who prefer a 
streamlined process or don’t wish to provide 
any details for future use. An easy solution: 
Offer a guest checkout in addition to the 
registration option. This way, you cover all of 
your bases.

No Checkout Indicators 
Without a clear visual of all that is involved 
during the checkout process and when it will 
end, some consumers may grow impatient 
and abandon the purchase altogether. 
Unfortunately, many retailers underestimate 
the number of pages required to complete a 
transaction. From Revenue Rescue, we found 
it typically takes 5.5 pages to go from cart to 
order confirmation. Adding a step indicator is 
an easy solution to this problem and gives the 
shopper more visibility into the process.

No Edit Options in the Cart  
Being able to adjust sizing and quantity in 
the shopping cart itself can positively affect 
conversions. You’ll save the shopper the time 
and effort of clicking back through your site to 
modify an order. Of the retailers surveyed for 
Revenue Rescue, 23% don’t allow shoppers to 
change quantity, and a whopping 93% don’t allow 
shoppers to change attributes such as size or 
color in the cart. Clearly, there is a great deal of 
opportunity for businesses to optimize this stage 
of the buying process.

Security Concerns  
One other major point of contention for many 
online shoppers is the security of their personal 
information. With a near-constant stream of 
news on the latest data breaches, consumers are 
more careful than ever when it comes to what 
information they provide online. Yet even so, 51% 
of online retailers surveyed do not highlight their 
site and order security during checkout. If your 
business fits in this category, consider adding 
security information or certificates early in the 
process to put your shoppers’ minds at ease.
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Call Them Back to Their Carts 

Regardless of how amazing your website looks and how well you’ve followed this guide thus far, some 
customers will still abandon their carts. But don’t let them get away for good. Be proactive with your 
response. 

According to SaleCycle, global cart abandonment rates have skyrocketed to well over 70%. Yet despite 
that number, only 41% of retailers surveyed for Revenue Rescue send cart recovery emails. There is still 
a huge opportunity for many online businesses to take up the charge. Of those that are sending these 
messages, only 20% send more than one reminder. While you must strike a delicate balance to avoid 
annoying your customers, multiple messages can pay off as they give shoppers a sense of urgency and 
allow you to offer a variety of discounts or special offers to win them back.

According to our customer benchmark report, 98% reported that cart recovery emails are either very or 
somewhat effective. But you must carefully plan your strategy, particularly your timing and content, to be 
successful in recovering that potentially lost revenue.

Send When the Time is Right 
With abandoned cart emails, it’s important to 
send them so you reach consumers while they 
are still interested in the product but have 
had enough time to evaluate their purchase 
decision criteria. While 12% send the reminder 
an hour after abandonment, the sweet spot 
seems to be the 24-48 hour timeframe, with 
37% of retailers sending their messages 
during this time. 

For multiple emails, 39% of retailers send the 
second reminder on day three or four, and 
43% send the third message on the fifth day. 
If you go with a series, it’s important to space 
out the emails to be effective without coming 
across as needy or pushy. Roughly every two 
to three days between each email seems to 
be ideal.

Make Them Remember You  
Once you determine when to send, you must 
figure out what to send. First and foremost, 
reminding shoppers why they are receiving your 
message is important. Virtually every retailer 
(98%) in the Revenue Rescue survey does 
this in some form or another. It not only jogs 
their memory as to the product(s) they were 
considering, it also helps alleviate concerns of 
why they are hearing from you in the first place.

The subject line is a key part of this process. 
While 67% of retailers use a customer service 
tone in their subject line, other options can 
be successful as well. A sense of urgency or 
an incentive-laden line might be just what the 
consumer needs to make the purchase. On the 
opposite end, avoid using a generic subject 
line that might confuse shoppers who aren’t 
expecting your email. 

Make Relevant Recommendations  
To make the most of this follow-up message, take the opportunity to introduce shoppers to other items 
in your product line that could encourage them to return to your site. Use the product information from 
their cart to suggest similar items or those that might complement the products they were considering 
purchasing earlier. 
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Solution: Cart Recovery App

 

With such a large number of abandoned shopping carts, there is a massive opportunity to convert sales 
that may have otherwise been lost. With our Cart Recovery app, you can efficiently convert shoppers to 
buyers by targeting abandoners with customized messaging.

The Cart Recovery app is easy to install and use, and it captures fast, accurate data in near real time. 
Using a drag-and-drop automation canvas, it has never been easier to personalize a message or series of 
messages for your shoppers.

You can also track detailed cart activity, including abandonment rates, recovery percentages and 
recovered revenue, to fully understand every aspect of your campaigns.

World Kitchen Director of Ecommerce Penny Powell saw the immediate potential 
of a cart recovery app. “I was frantic to get it. Your customer is ‘in the store’ with 
the product in their hands. They’re never going to be riper for conversion than 
they are at that moment.” 

In three short months with Cart Recovery, World Kitchen had set up a three-
message series, which recovered nearly 2,000 abandoned carts with a total 
revenue of more than 35 times the cost of the app subscription. Powell shared, 
“It’s very seamless. The whole interface is intuitive and customer-friendly. We’re 
getting revenue every day that we wouldn’t get otherwise.” 
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Building a Loyal Customer Base

 
Success! Your shopper made a purchase! All of that optimization paid off, so you can take a break now, 
right? Wrong! Yes, you managed to get that first sale, but how do you keep the customer coming back?
 
Gaining new customers requires a lot up front. You help them find your site, often through expensive 
advertising or brand awareness campaigns, and then spend time optimizing the shopping experience to 
convert the sale. But converting them to repeat customers can be far easier if you use the right approach.
 
These buyers already know your brand. Treat them well the first time, and they’re likely to buy from you 
again. But you must put in the effort! According to RJMetrics, only 32% of customers place a second order 
within the first year; however, if you can get that second order, the likelihood they’ll make a third purchase 
jumps to 50%! And what better way to gain repeat customers than a series of post-purchase emails. Let’s 
look at a few of the most popular.

Offer an Incentive  
One of the easiest ways to entice a customer 
to shop again is by offering a coupon or other 
special deal. A simple message thanking them 
for choosing you that features some type of 
incentive goes a long way toward getting 
them to buy from you again.  

Introduce a Loyalty Program 
Invite first-time buyers to join your customer 
rewards or loyalty program. Your loyal brand 
fans can have a tremendous impact on your 
overall business, so it’s important to develop 
a strong following and keep them invested in 
your brand. 

Send Non-Promotional Messages  
Sometimes, a simple message not directly aimed 
at selling your product can make a bigger impact 
than any incentive. Consider sending a birthday 
or anniversary email to show that you care about 
more than just making a sale, even if that is the 
ultimate goal. Informational how-to emails can 
also drive sales.

Invite Social Sharing  
Encourage first-time buyers to share their 
purchase on social media. This tactic opens the 
door for additional sales, but also for customers 
to talk up your brand, your customer service and 
their positive experience.

Show Customers That You Get Them 

Your post-purchase series is a great opportunity to offer customers relevant recommendations. Including 
suggested products based on purchase or browsing history can help them feel that you really understand 
their wants and needs and encourage them to think of your brand for future purchases.
 
From the initial sale, it’s fairly easy to determine what other products would interest a customer. However, 
the item they purchased may not actually be something they usually buy. It might have been a gift or a 
one-off item they won’t need again in the future. Understanding a customer’s click and browse behavior 
is critical in being able to send relevant post-purchase recommendations well after the first purchase.
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Solution: Recommendations Premium App

Creating the perfect post-purchase campaign isn’t always easy. With so many variables in play, it can be 
difficult to understand what your shoppers are really looking for. Our Recommendations Premium app 
helps alleviate these problems by sending targeted product recommendations to specific segments of 
subscribers using a wide range of data.

With the ability to quickly import any product feed, configuration is incredibly fast and simple. Once 
implemented, you can fully customize any combination of product fields and list segmentations to get the 
perfect messaging out to your shoppers. Not sure where to start? No problem! Choose from a variety of 
pre-built templates and start sending recommendations within seconds!

And there’s no need to copy and paste products with each delivery. Just design your message once, and 
Recommendations Premium inserts the most current product recommendations at the time of the send. 
With the ability to create messaging to individual segments of your list, you’ll know that your customers 
are getting messaging tailored to exactly what they want, when they want it.

 
Men’s fashion retailer Paul Fredrick wanted to create more meaningful 
engagement with customers about its tailored clothing line. Caitlin Flemming, 
the brand’s CRM-email manager, paired Browse Recovery and Recommendations 
Premium to automate the creation of highly relevant product content for each 
contact.
 
Success was immediate. The open rate is 130% higher than standard promotional 
emails, click rates are 218% higher, conversion rates are 75% higher, average 
order value is 46% higher and the revenue per email is 15x higher. More 
importantly, the programs aren’t eating into the revenue: The return on 
investment for the two additions is 30X on an annualized basis. And the emails 
triggered lower-than-industry-average unsubscribes – a critical metric to monitor 
when launching a personalization campaign. 
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Make the Path to Purchase a Clear and Easy One

The buyer’s journey is constantly evolving, and it can be difficult to keep up with the ever-changing 
expectations of the consumer. With so many potential touch points between new website user and 
returning customer, it’s essential that your business be prepared every step of the way. The tools are 
there to help you – set them up now to start recovering that lost revenue with relevant personalized 
marketing.

From browsing to carting to checkout to post-purchase, optimizing your business at every stage of 
the journey is critical to increasing your conversion rates, and ultimately, your profitability. If the path 
is too difficult to navigate or not relevant to consumers, you’ll quickly lose shoppers and find it nearly 
impossible to develop loyal fans of your brand. Get to know your customers, help them feel comfortable 
and confident about buying from you and do your best to earn a coveted spot as one of their favorite  
go-to shopping destinations. 

For more information on Browse Recovery, Cart Recovery and Recommendations Premium, visit the 
Bronto AppCenter at appcenter.bronto.com.

To read the complete reports referenced in this paper, visit bronto.com/resources.

Oracle’s Bronto Software provides a cloud-based commerce marketing automation platform to mid-
market and enterprise organizations. Oracle’s Bronto is the number one ranked email marketing provider 
to the global Internet Retailer Top 1000, with a client roster of leading brands, including Vince Camuto, 
Lucky Brand, Theory, Björn Borg, Ashley Homestore and Christopher & Banks. For more information, visit 
bronto.com.


