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Npo6nema

e OT 60 po 83% noceTntenem NMHTEepHeT-Mara3snHoB,
y>Xe NOMeCTMUBLUUX TOBApPbl B KOP3UHY, 3aTEM
NOKMAAQT Mara3smHbl 6e3 NoKynKu

e K HacTodweMy BpPpEMEHU MPOLEHT TaKnX
| nokynaTtesien 4oCTUr MakCMMmyMa 3a BCHO UCTOPUIO
3/1IeKTPOHHOW KOMMepL UK

e BepodaTHas npuymHa: Ka4yecTBO OHJIAWH-
Mara3uHOB He OTBeYaeT BO3POCLUMM OXUAAHUAM
nokynareneun

e POKYyC uUccrnegoBaHUM OHNAUH-PpUTINIA ObIN
nepeHeceéH Ha rpouecc ogpopMsieHUS MOKYNKU
(checkout)




Llenb goknaga

e [IpeancraBuTb NpakTU4yeckne pekoMeHaaumm no
opraHu3aumm yekayTa, OCHOBaAHHbIE Ha
nccneposaHunax 2007-2011 rr. n noMorawowme
peanim3oBaTb MOJIHbIN MOTEeHUMaN npoaax
3M1EeKTPOHHbIX Mara3mHoB




OnpeneneHue

e YekayT — 3TO BCe wWaru rnocsie CTtpaHuubl
“Kop3nHa” 1 BNIOTb 40 CTPaHULbI
“INoaTBepXxaeHne 3akKasa”

e YXo04 nokynaTtens U3 MHTepHET-Mara3nHa Ha
3Tane yekayTa SABASAETCS YaCTHbIM C/1y4aeM
bonee WKMPOKOro siBNeEHNA «0TKa3a oOT
Kop3unHbl» (shopping cart abandonment)




NMpumepbl nccnenqoBaHUM (1/2)

MpoueHT NnokynaTeneun, ykasaBLUUX NPUYMHY OTKa3a OT KOP3UHbI

CKpbITLIE MNATEXY, BLIABNAIOUMNECS TONLKO B — 36
Xxoge OC*)ODMJ'IBHMH 3adKa3a
HeobxoaMMocTb perncTpalumn Ans coBepLLIEHNUS
MOKYMKM

31

[Nokynartenb NULb CpaBHUBAN ToBapbI 30

He xBaTuno BpemeHu AnA 3aBepLUeHna

ohopMIeHns 3aKkasa 27

ToBapa He oKasanochb Ha cknaae 16

OtcyTcTBOBaNN HeobxoanmMble NOApPOOHOCTM O
AocTaBKe ToBapa

OTCYTCTBOBAI KOHTaKTHBIM TenedoH |fud 10

13

Mpouecc odopMneHns 3akasa CrUWKOM Jonrmii L 9

Cnuwikom Bbicokas LeHa [ 6

[Npobnembl Npu onnare / canTt He NPUHAT MOK 5
KpEeOUTHYIO KapTy F

ApanTtupoBaHo 13 Baxter (2007) nyTém yaaneHus rnyHKTOB,
He OTHOCSLLMXCA HENOCPEeaCTBEHHO K YeKayTy




NMpumepbl UccnenoBaHUM (2/2)

YTO MOXeT 3aCTaBUTb Bac OTKa3aTbCH OT
3aKa3a npu coBepLUEeHUUN OHJTaUH-MOKYMNKN?

[naTtexu, cKkpbITble 4O MOMEHTa

0OPMIIEHUNS MOKYMKK 41

HeobxoanmocTb pernctpaumm ans |29
COBEPLLEHNS MOKYMKK
HeTt netanbHon nHdopmaumm no

AOCTaBKe 1

[onrun npouecc opopMneHus

MOKYMKM 10

Ha cante HeT TenedoHa marasvHa 8

Webcredible (2010)




Pekomenpauuu (0630p)

e P1: He Tpebynte perncrpaunun ansa coBeplueHuns
NOKY MKW

e P2: HuKaknx «Cropnpm3oB» B xoae 4yekayTa!
= P3: OnTummnanpymte popmbl BBOAA AAHHbIX

e P4: 3anoMuHanTe coaepxxmmoe KOp3uHbI
nokKynaTens

e P5: ObecneubTe gocraTouyHOE BpeMs Ceccuun um
paboTtocnocobHocTb KHOMKKM “Back” 6pay3epa

e P6: ObecneubTe goBepune nokynarteneun K
MWHTEPHET-MarasnHy



P1: He TpebyuTte perncrpauum gns
COBEepLUEHUSA NMOKYMNKMU (1/2)

e Ha npsaMown Bonpoc «YT1o BbI caenann B
rnocsiegHun pas, Korga ot Bac rnotpeboBasiun
3apernucTpupoBaTbCs AJ15 COBEPLUEHUS MOKYINKU 2»
noutn 25% nokynaTtenenm oTBETUIN, YTO
NOKMHYNN canT 6e3 perncrpaumm n 6e3 nokKynku

e OTKa3 oT 0bsa3aTesiIbHON perncTpaunm MoxeT
YBENNYNTb KOJIMYECTBO MNOKYyrnaTenenm NHTepHeT-
MarasmHa Ha 45% (Spool 2009)

e Takmm o0bpa3om, peyb MAET O MOBbILLEHNN
KOHBEPCUUN HA AECATKU NPOLIEHTOB

e Perncrpauuns aosixHa 6biTb COBEPLUEHHO
nobpoBO/IbHON U MO3UTUBHO 3aMOTUBUPOBAHHOM



P1: He TpebyuTte perncrpauum gns
COBEpLUEHUSA NMOKYMNKMU (2/2)

3akpbiTh [X]

He 3apeructpmpoBaHbI? ¥iKe 3aperncTpupoBaHbI? 3apermcTpupoBaHsl B

. couuanbHon ceTn?
Email
Mpopon#uTk Ges pervcTpauum
| username@domain.com

Y Bac Bynet BO3MOXKHOCTE Naponb
3aperncTpupoBaThcs nocne
ochopMneHUs 3akasa

| ok ook KR ok kRk K

£  Login

Wcnonb3ayitTe Ana BXoAa CBOM

akkayHT B Facebook unu Twitter

3abbinu napons?




P2: HUKakKux «cropnpmsoB>» B xoae
yekayTal!

e CKpbITble MnjaTexu, BCnablBatowme B xoae
yekayTa, — NpUYnMHa Hambonbllero pasgpaxeHus
nokynatenen (Webcredible 2010):

» «Ob6Hapy>XxeHue CKpbITbIX rjiatexen B xoge opopMsieHUs MOKYNKu
BbI3bIBAET Y MEHS oLlyyLjeHne obMaHa min MOLLEHHNYECTBA. S He
TOJIbKO HE KYIJI0 TOBap, HO u He byay rnoceLwjatb TaKkon canT»

" <Y MeHSs NpuHUMI: Aaxe ecsin LIeHbl B UHTEPHETE BCE paBHO
OKa3bIBaKOTCsl CaMbiMu A€LIEBbIMU, 51 HE ByAY MOKyrnaTb y 3TOro
rnpoaasLa, ec/in 06Hapy>XMBAKTCS CKPbITbIE 3aTPaThl MU
rpabuTesibCKNE LEHbI JOCTaBKMN»

e OKOHYaTeNbHast CTOMMOCTb 3aKa3a A0JKHa bbITb
nokKasaHa nokynaTtenk He rno3jgHee, YeM Ha
cTpaHuue “Kop3unHa”

e [lpyrne croprnpmusbl: OTCYTCTBUE HEOOXOAUMbIX
[leTanen AoCTaBKN UM BHE3arnHoe yBendYeHmne
eé CpoKa; OTCYTCTBME TOBapa Ha CKaae




P3: OnTumnsunpyurte chopmbl BBoAaa
AAdHHbIX (174

Payment Information

Pay With a Credit Card or Debit Card

Make the most of your shopping experience with the Walmart Discover® or Walmart Credit
Card®. Learn More or Apply Now.

Debit cards (also called check cards, ATM cards or bank cards) are accepted if they have a
Visa or MasterCard logo.

Type of card
Card number I —

Expiration date

Not required for Wal-Mart Credit Card

Bors e nppesrs
on card
Card Identification | |

Number

Visa, MasterCard, Discover, Wal-Mart Cards:
Last 3 digits on back of card.

American Express:
Last 4 digits in small print on front of card.

Need help?

Billing Address

This address must match your credit card's billing address.

Company Name | |

(optional)

Address Line 1 [ ]
Address Line 2 [ ]
{opticnal)

City [ |

State Choose State ~

Zip Code 1
Phone Number [ ] (Mustbe the number associated

with your credit card)
CONTINUE

UekayT — 9TO NYHKT, rae 3akaH4YMBalOTCA napannenu
MeXay coBepLueHneM NoKynku B ododonanH- 1 OHNanH-
marasunHe (Wroblewsky 2008:8)




P3: OnTumnsunpyurte chopmbl BBoAaa
AAdHHbIX (274

e 3anpawmBanTe y NokKynaTtens To/1bKO Ty
MH(OpMaUUIo, KOTopasa AeUCTBUTENbHO
HeobxoanMa AN coBepLUEHUS MOKYMKN: He
npespallanTe YyekayT B MAapKeTUHIoBoe
nccnepoBaHme

OTxyna Bel y3Hanu o Hawem |
Mara3iuH

e Ob6bsAcHAUTEe Nonb30oBaTesto, 3a4eM BaM HYXHbI
aZpec ero 3/71eKTPOHHOW MoYTbl, HOMep TenedoHa
NN UHAS «CEH3UTUBHaA» UHPOPpMaLUmnS

Why We Ask For Your Email Address

Email Address We use your email address to send you status updates about your order. We will never
| | gell your email address.

Why we ask for this?




P3: OnTumnsunpyurte chopmbl BBoAaa
AAdHHbIX 374

e PaspelwnTte nosib30BaTeNito BBOAUTL
MHPOpMaLUIO B eCTECTBEHHOM AJ18 Hero
dopmaTe

*[lara

2411778

PO OEeHAA:

[OWKWMBEKA]: Oaty Heobxoguom BognTe B gopmare dd.mm. Y Y Y'Y

e He 3acTtaBnanTte nonb3oBaTens «pacyekmBaTb»
nedonTHO 3a4eKaHHble onuMu Tuna «S xouy
noanucaTbCs Ha Bally HOBOCTHYI PacCbI/IKy>»

¥ na, s xouy nonyd4aTe HoBocTk SportScheck

|:| Opt-0Out: Please check here if vou do not
wizh o recere product, event and
company updates from ATG via email.




P3: OnTumnsunpyurte chopmbl BBoAaa
AAdHHbIX 474

e PazbuBanTte pOpMbl Ha CMbIC/TOBbIE CEMMEHTbI:

" rocsiegoBartesibHble CTpaHULDbI

|_ Checkout > Billing & Shipping > Confirm Your Order Order Complete

12

Address
Information

= «aKKOpAEOH>»

Tesi@Testmail.com

YOUR BASKET

Lavender & £14.50

Mr Jack Smith At Home, My Street, LittleTown G..
Rosemary Shampoo

3. BILLING Mr B Maney The Bank, Other Street, Big Town Go.. iy

—_— Delivery: Standard £205
4. PAYMENT UK Delivery (4-5

Working Days)
Plsase note that the card datails entered hare must match tha billing name and address you antared. NUMBER OF ITEMS 1
Card number: |453978 | TOTAL £17.45
=y Edit Basket Contents

Expiry date: f 12009 -
Security number: 1] e.g. 356

Complete purchase PAYMENT METHODS




P4: 3anoMuHauTe coaepxumoe
KOpP3UHbI NMOKYynaTens

e 33% nokynateneun, NOKNHYBLUNX NHTEPHET-
Mara3uH 6e3 onnaTbl TOBApOB B KOP3UHE,
BO3BpalLaloCsd B MarasmH HEKOTOpoe BpeMs
CNyCT4d M NMOKYynatT 3TN TOBapbl

e CornacHo onpocy aMepuKaHCKUX MHTEepPHEeT-
npoaasuos, 6onee 80% M3 HNUX COXPaHANU
coaep>XMMoe KOp3uHbl B TeYeHue Cpoka oT
HEeCKOJ/IbKMX AHen Ao 3-x mecsues (Baxter
2010:16)

e [1pn onpeaeneHnn onTMManbHOro CpoKa
XPaHEHUS KOP3UHbI pEKOMEHAYETCS
PYKOBO/ACTBOBATbCA AAaHHbIMWU BE6-aHANUTUKU




P5: O6ecneubTe AooCcTaTO4YHOE
BpeMsl CeCCUM U paboTy KHOMKMN
“Back” 6pay3epa

0 Beb-cTpaHuua npocpoyeHa

BozmoxHan npdiHa:

» flokaneHan konwa 1ol BeB-cTpaHuubl yocrapena, eeb-yzen TpebyeT NOBTOPHOMW 3arpyaKiA 3T
CTpaHMUEL.

o F
MonpoByiite caenaTs cneayrollee: | windows Internet Explorer u

® [1na 0OHOBAEHWA CTPAHMLEI H

0bHoBAeHNA MOXeT NoTpeboE _ Urobel ewe pas oTobpasnTs 3Ty BeG-cTpaHnLy,
BEO/MA AaHHBIX. eeB-oCo3peBaTENtD HYHO NOBTORUTE OTNPAEKY YKA3aHHBIX JaHHBIK

= MoapobHee Ecnn ooyluectenanace nokynka, Hasmaute kHonky "Otmeda”, utoBel
u3GeaTe NOBTOPHOMD CHATMA CPEeAcTE co c4eTa. B npotuenom cyvae
HaxuTe kHonky "MoesTop” ana noeTopHoro oToBpaxeHua
BEB-CTpaHMLEL.

Do not use your browser's "Back”, "Forward"” or "Refresh” buttons to navigate
E through the site. This may cause unexpected results, including the loss of data
e " or being logged out of the system. Please use the navigational buttons within
the site.




P6: O6becneubTe goBepue
NnoKynartesien K UHTepHeT-Mara3smHy

e Ybeanute nokynaTtens, 4to B Mue Ballero
WHTEPHET-Mara3snHa oH UMeeT Aefi0 HE C YUCTO
BUPTYya/ibHbIM 06pa3oBaHMeEM, a C CONMNAHBbIM
npoaasLOM, NpeacTaB/ieHHbIM B PU3NYECKOW
peanbHOCTU. KnoyeBon pakTop — Hanun4vumne
HoOMepa TenedoHa Ha CTpaHMuUax YyekayTa

e [lokynaTenun AOCTAaTOYHO UCKYLIEHbl U obpallatoT
BHMMaHWE Ha NMpuU3HaKku 6e30nacHoOCTn
TpaH3aKLUMN: HAaNNYME NUKTOrPaMMbl «3aKpbITOro
3aMOYKa» B CTaTyC-CTpoke bpay3epa; aapec
CTpaHuubl HaUYMnHaeTcs ¢ https:, a He http:

e [lpenocTaBbTe rapaHTMK BO3BpaTa TOBapa




A Mmoxxert 6bITb, HEe BCE TaK nJjioxo?

e Henb34a CcTaBUTb Ha OAHY AOCKY YpPOBEHb
KOHBepCcUn B odpdanH- U OHManH-MarasmHax,
BblABUIrasg NepByt0 OPUEHTUPOM A1 BTOPOU

9 e MHOrme nokynartenun NpUCTynarT K YyekayTy ASs
F TOro, Ytobbl BbISICHUTb, SABNAETCS 11 NOoKa3aHHas
Ha cTpaHuue “Kop3nHa” ueHa OKOH4YaTeIbHOWU

e [lokynaTtenn 3a4acTylo NnocewaroT MHTEPHET-
MarasmHbl, cneaysa pasnnyHbiM MOTUBAUUAM, HE
CBA3aHHbIM HanNpsaMylo C coBepLueHneM MoKynok:
reAOHNCTUYECKUM, nccnenoBaTeslbCKUM U
OpraHM3aumMoHHO-NJIAHUPYHOLWNM

e OTKa3 OT KOP3UHbl B MHTEPHET-Mara3smHe — 310
HEe 0OJHOMOMEHTHOE COObITUE, N OH HE O3Ha4aeT
OKOHYaTENIbHOWM MOTEPU NOKYyMnaTens




OcHOBHas nuTepaTtypa

y 4

E-Commerce
Checkout Usability
oo .
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Checkout Optimization
VOREVER ) inerease conversion rates

Appleseed J. & Holst C. (2011) E-
Commerce Checkout Usability:
Exploring the Customer’s Checkout
Experience, Copenhagen: Baymard
Institute, 143 p.

Baxter M. (2010) Checkout
Optimization: 70 Ways to Increase
Conversion Rates, London:
Econsultancy, 66 p.


http://baymard.com/checkout-usability
http://baymard.com/checkout-usability
http://econsultancy.com/uk/reports/checkout-optimization-guide
http://econsultancy.com/uk/reports/checkout-optimization-guide

JlononHuTeNnbHaa nIMTepaTypa

s Baxter M. (2007) Online Retail: Checkout Special, London: Econsultancy |

« Broadhead R. (2006) 27 Steps to a Better Checkout and... More Profits: A Best Practices Guide for PayPal
Merchants, Toronto: Rick Broadhead and Associates |

< Demandware (2010) Optimizing Online Checkout: 20 Practical Ways to Reduce Cart Abandonment and
Increase Online Profits, Woburn: Demandware |

< Jarrett C. & Gaffney G. (2008) Forms that Work: Designing Web Forms for Usability, Burlington: Morgan
Kaufmann
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< O'Brien H. L. (2010) The influence of hedonic and utilitarian motivations on user engagement: The case of
online shopping experiences, Interacting with Computers 22 (5): 344-352

% Richardson J. (2010) Trust in the checkout: Increasing conversion, Bristol: Nomensa |

% Spool J. M. (2009) The $300 million button, User Interface Engineering,
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s Webcredible (2010) Why would you abandon an order when shopping online?, Webcredible,

s Woroblewski L. (2008) Web Form Design: Filling in the Blanks, Brooklyn: Rosenfeld Media



http://econsultancy.com/uk/reports/online-retail-2007-checkout-special
http://neowave.com.my/0doc/BetterCheckout_FullGuide.pdf
http://demandware.com/20-Practical-Ways-to-Reduce-Cart-Abandonment-and-Increase-Online-Profits/bestpractices_streamline_checkout,default,pg.html
http://demandware.com/20-Practical-Ways-to-Reduce-Cart-Abandonment-and-Increase-Online-Profits/bestpractices_streamline_checkout,default,pg.html
http://sherpastore.com/ecommerce2009.html
http://mcafeesecure.com/pdf/Digital-Window-Shopping_FinaL-web.pdf
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Cnacnb6o 3a BHUMmaHue!

KOHTaKT:

iBaH Bypmucrpos
lvan@interux.com
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