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DoubleClick Releases Q3 2004 E-Commerce Site Trend Report 

Online Conversion Rates Still High With Merchants Improving Checkout Success; On-site Search Usage Still Popular, Driving More Purchases and Higher Order Value; Shopping Cart Abandonment Remains a Challenge 

E-Commerce Site Trend Report based on aggregate data from DoubleClick's SiteAdvanceSM web analytics solution used by multi-channel marketers. The e-commerce study showed that, year over year, online conversion rates are much stronger, as merchants become more successful in guiding prospects through the checkout process. However, shopping cart abandonment is still high, although stable over the past two quarters. Finally, the report reveals that on-site search is still an important website function, with more and more shoppers using it to find and purchase products on a site – purchases that are growing in value. 

Similar to last quarter, the report also shows that while consumers are visiting more pages per visit on a web site year over year, they are spending less time on a site. This figure suggests that while consumers are more active in the shopping process, a marketer has less time to capture their attention per page. 

“Benchmark site analytics such as these can be used by marketers to improve their overall conversion rates,” said Eric Kirby, Vice President of Strategic Services, DoubleClick. “While we see very positive trends in the marketplace in terms of rising conversion rates and higher value orders, it’s clear that there is room for further improvement by analyzing where and why more than half of all potential customers abandon their carted products before checkout.” 

Top findings of the report showed that: 

• Shoppers are spending 10% less time on commerce sites per session (4.4 minutes in Q3 2004 compared to 4.9 minutes a year earlier) and less time on individual pages of the sites in particular (29 seconds vs. 43 in 2003). However, they are looking at more pages during each visit (10.3 pages vs.7.7 year-over-year). 

• Consumers are relying more on the on-site search functions of commerce sites. 9.3% of all sales came through the search function on shopping sites in Q3 2004 compared to 6.6% a year earlier. In addition, the conversion rates (2.1% compared to 1.5%) and order sizes driven by those searches continues to increase ($126 vs $100), but it remains below average site transactions. The data suggest that people exhibit different types of shopping behaviors: “searching,” where users may be less subject to cross-selling because they see fewer pages and are in a mission-oriented mindset, and “browsing,” where visitors may be casually shopping and therefore more susceptible to cross-sell and up-sell opportunities. 

• A majority of shoppers continues to abandon their shopping carts in a given session before making a purchase – of those who initially add something to their carts, 57% abandon shopping carts without making a purchase, up 7% from 53% a year ago. However the rate has stabilized and declined slightly over the past three quarters. 

• The biggest bottleneck of online sales is moving shoppers from “carting” items to beginning the checkout process, a conversion point merchants are gradually improving. Once shoppers start the checkout process, sites are more productive in turning them into buyers --evidenced by the fact that in Q3 checkout conversion increased to 63% -- up from 59% in Q3 2003. 

SiteAdvance, a hosted, website measurement and analysis solution designed for online marketers, enables business decision-makers to understand the interaction between marketing programs, site traffic and online conversions, and provides actionable information to users to help them improve their online goals. 

The data are based on hundreds of millions of unique visitors, tens of millions of online shopping carts and over $1 billion in total e-commerce sales. Unweighted arithmetic averages are used so no individual site influences the statistics. DoubleClick began collecting and compiling this data in Q2 2003. 

For a copy of the complete report, please visit www.doubleclick.com/knowledgecentral or contact DoubleClick Public Relations at jconnorton@doubleclick.net. 
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