
3 Best Practices for Ecommerce Checkout (with
Examples to Swipe!)

Ecommerce promises a simple, convenient path to purchase for modern customers.

Following the events of 2020, the digital sales environment has skyrocketed. In the UK alone,
online retail sales grew 74% year-over-year. The US ecommerce sector saw a 44%.

The consumer affinity toward online shopping is strong. That’s a good sign. But other e-tailers
are capitalizing on this trend too. In this competitive landscape, you’re constantly working to
attract customers to your website and lead a prospect to the checkout page to make that sale.
But instead of checking out, the customer bounces off.

Customers Abandon at Checkout, Why?

Many businesses are overly focused on optimizing the path-to-purchase for their customer —
running advanced CRO tests for product pages or investing in ecommerce marketing and paid
ad campaigns. But then they forget to optimize the checkout page and all early effort goes to
waste.

Data reflects that; in fact,  the average cart abandonment rate among all ecommerce verticals is
69.80%.

https://econsultancy.com/stats-roundup-the-impact-of-covid-19-on-ecommerce/
https://www.digitalcommerce360.com/article/us-ecommerce-sales/
https://www.orderhive.com/how-to-win-ecommerce-market-in-this-competitive-era?type=blog
https://www.orderhive.com/how-to-win-ecommerce-market-in-this-competitive-era?type=blog
https://www.orderhive.com/ecommerce-marketing.html
https://www.bigcommerce.com/articles/ecommerce/
https://baymard.com/lists/cart-abandonment-rate


So what’s stopping customers from checking out? Here are the most common reasons:

1. Unexpected charges.
No one wants to get to the checkout thinking they’re paying one price, then discover they
actually have to shell out for some extras. Be transparent about extra charges such as taxes,
handling, or shipping fees from the get-go. If you can get rid of the extra costs, do so. For
example, 79% of consumers say they are more likely to buy from a brand offering a reasonable
free shipping threshold.

2. Forced account creation.
Per Baymard Institute, the second most common reason for cart abandonment is imposed
account creation. This is particularly true for mobile users who don’t have the time or patients for
filling an array of forms. Don’t place extra work at the consumer during checkout. Instead, offer
them the option to create an account post-checkout.

3. Long, complex checkout process.
Simplicity is key for any ecommerce checkout. The faster a customer can complete a purchase
— the less likely they are to abandon it. A multi-step checkout process builds up friction and
annoyance. Plus, it makes a customer more likely to reconsider their purchase. Apart from
reducing the number of required forms, also test your checkout page for usability and speed.

3 Best Practices to Perfect Ecommerce Checkout Process

So, how do you simplify the checkout process to reduce cart abandonment? Here are several
tested ecommerce checkout page optimization tips from popular e-tailers:

1. Make the checkout process fast.

Speed is key to a good ecommerce shopping experience. A happy customer should be able to
zoom through your checkout page. Thus, remove any blockers on their way.

Allow for Guest Checkout.

Signing up for an account with your site might be good for your business (if you want to collect
email addresses and customer data for marketing), but it can be a nuance for the consumer.
Some may not have the time to create an account or would rather not share their personal
details yet. So give them the option to checkout as a guest instead — as 59% of online retailers
in the US do.

Take a page from Skullcandy. Their checkout process is wonderfully simple. You can add your
email address (so you can get a receipt of purchase) and then checkout as a guest without

https://www.walkersands.com/wp-content/uploads/2018/07/Walker-Sands_2018-Future-of-Retail-Report.pdf
https://baymard.com/lists/cart-abandonment-rate
https://www.statista.com/statistics/1127357/guest-checkout-us-ecommerce-website/
http://skullcandy.com/


creating an account. There’s also the option to come back and create an account later if you
like.

Source: Skullcandy.

Autofill addresses.

Filling out your address can be time-consuming, especially when you're using a smartphone.
Save your customers some time with “auto-fill”. You can implement this into your store within a
couple of seconds. Just ask your customers to enter their zip code, then they can choose their
address from a drop-down list.

Auto-filling addresses will also reduce the risks of customers making mistakes when providing
shipping information.

https://www.skullcandy.com/


Source: Skullcandy.

Allow social sign-in.

Do you want to simplify things for your customers while also finding out more about them? Allow
shoppers to sign in with a social account, like Google or Facebook.

In this case, the customers are happy because they don’t need to fill out additional forms.
Whereas, you can collect extra information about them (with permission!). So it’s a win-win for
both!

Social sign-ins also open the door for some awesome social proof options. For example, you
can ask the happy consumer to check out your social media profiles or share their feedback so
using a branded hashtag.

2. Design checkout pages that are enticing to buyers.

You’ve got the speed thing down, now it’s time to create checkout pages that make your
audience want to buy from you. Your checkout pages should provide all of the information your
audience needs to make a confident purchasing decision.

Summarize cart details.

Provide a summary of your customer’s order before prompting them to pay. Doing so is a simple
way to avoid mistakes and minimize subsequent customer support calls. Specifically display:

● Product name with image
● Quantity

https://www.skullcandy.com/


● Size (if applicable)
● Price
● Discounts/coupons
● Shipping fees
● Shipping timeline

Want to increase the average order value? Pitch some personalized upsells and cross-sells
during this step. You can showcase seasonal promos, special discounts, or bundle deals.

See how Bliss elegantly does this. They entice shoppers to add more products to the cart to
receive special freebies.

Source: Bliss.

Simplify the checkout process.

You can simplify the checkout process for your audience in several ways.

First, reduce the number of mandatory forms at checkout. The current UX benchmark for
ecommerce websites is having around 12 fields for a checkout flow. Use auto-fill where you can.
For instance, you can request a zip code and use a free lookup table widget to prevent
customers from having to enter too much information manually.

Secondly, simplify your password requirements. Yes, online security is important, but over
68% of ecommerce websites have too complex password requirements. Those alone can cause
an 18.75% checkout abandonment rate for returning users.

https://www.blissworld.com/cart.php
https://www.blissworld.com/cart.php
https://baymard.com/ux-benchmark
https://baymard.com/blog/current-state-of-checkout-ux#account-selection--creation
https://www.bigcommerce.com/articles/ecommerce/best-ecommerce-website-design/


Finally, provide different payment options at the checkout. For example, instead of asking
the shopper to type their credit card details, you can offer PayPal checkout. This allows
customers to simply enter an email address and password and they’re ready to go. Shipping
information and payment information will be pulled from PayPal.

Source: Bliss.

Optimize for mobile.

In 2021, 72.9% of all ecommerce sales will be via mobile. If you aren’t optimized for mobile
checkout, you run the risk of losing a lot of new business.

A mobile device often makes it difficult to fill out complex fields. Small buttons that might be
difficult to tap. Pop-ups can block access to important areas. Thus, make sure to triple-test how
your checkout experience works on mobile.

3. Prevent customers from leaving at the last minute.
You know that your check-out flow is flawless from the UX perspective. So work on conversion
optimization next. Here’s how you can stop the doubtful consumer in their tracks:

Use call to action.

A call-to-action (CTA) is a short marketing pitch. Snappy, succinct and personalized, a
well-placed CTA can sway the shopper’s decisions.

Consider this:

https://www.blissworld.com/cart.php
https://www.statista.com/statistics/806336/mobile-retail-commerce-share-worldwide/


● Do you provide tooltips for explaining certain field requirements or buttons (e.g.
password strengths requirements)?

● Does your button text explain what happens if the user clicks it?
● Are you providing your customers with sufficient information on ordering and delivery

options?

For example, Davidoff of Geneva lets customers choose between one-time and subscription
purchases — a nice AOV booster!

Source: Davidoff of Geneva.

Use error notifications.
You know how frustrating it is when you get stuck in a checkout when you can’t move to the next
page. It’s even worse when the retailer’s website does not explicitly say what is wrong. Thus,
always provide appropriate error notifications with form instructions. It can be a red message at
the top of the page or a pop-up box.

https://us.davidoffgeneva.com/
https://us.davidoffgeneva.com/


Source: Davidoff of Geneva.

Offer multiple payment options.

The preferences of customers vary when it comes to making payments. Some will want to
checkout with their credit or debit card. Others may prefer PayPal or a buy now pay later
solution, such as Klarna.

Offering various payment options shows your customers that you’re putting their preferences
first.

https://us.davidoffgeneva.com/
https://www.bigcommerce.com/blog/payment-gateways/


Source: Bliss.

Display trust signals.

Many customers feel comfortable shopping online, but there is still a level of anxiety floating
around in the digital world. First-time customers may not immediately trust your brand with their
personal details, such as credit card information.

Give them extra assurance by displaying trust signals — secure checkout badges, SSL
certificate protection, and microcopy explaining how you treat the provided data. Also, consider
using two-factor authentication (2FA) when processing card payments.

Offer easy access to support.

Finally, if you’ve created a super simple and intuitive checkout experience, your customer
shouldn’t have too much trouble finalizing the purchase. However, there’s always a risk that
they’ll have a last-minute question or concern.

Keep visible access to customer support — use live chat tools such as a sticky live-chat badge
at the bottom right corner or visible phone numbers. Also, after several minutes of inactivity, you
can auto-activate the chat bar and prompt the customer to ask any questions or look up
information.

Source: Davidoff of Geneva.

https://www.blissworld.com/cart.php
https://www.orderhive.com/checkout-tips-increase-online-sales
https://www.ringcentral.com/live-chat.html
https://us.davidoffgeneva.com/


Executive Summary

Converting customers is challenging, but doable. Minimize the friction happening at every stage
of the checkout process. Keep the number of forms minimal, be transparent about costs,
shipping times and possible delays.

Success relies on your ability to offer a fast, consistent and secure checkout experience at every
step — from adding products to the cart to receiving a “thanks for your order!” message.


