
W W W . D A T A C R U S H E R S . C O M

EVERYTHING 

YOU WANTED 

TO KNOW ABOUT 

CART 

ABANDONMENT



Everything You Wanted to Know About Cart Abandonment  |  2
2

CONTENTS

Abandoned Carts: What Are They and Why Do They Happen? ................................................ 3

5 Places Carts Are Being Abandoned on Your eCommerce Site ............................................. 5

Recovering Abandoned Carts: Revenue You Never Knew You Had ......................................... 7

Reaching Out to Abandoned Cart Owners Through Targeted Email ........................................ 9

Using Abandoned Cart Conversions to Keep Customers Coming Back ................................ 11

How to Automate the Abandoned Cart Recovery Process ..................................................... 13

How to Reduce Abandoned Carts by Streamlining the Checkout Process ........................... 15

How Can Abandoned Carts Help Improve Your eCommerce? ............................................... 17



Everything You Wanted to Know About Cart Abandonment  |  3
3

ABANDONED CARTS: 

WHAT ARE THEY AND WHY DO THEY HAPPEN?

According to a comprehensive study of 37 highly-trafficked ecommerce platforms by The Baymard 
Institute, the rate of shopping cart abandonment can be pegged at about ~69 percent. This means as 

many as 7 out of 10 shoppers take the time to add items to a cart, but then leave before checking out. 

For ecommerce owners looking at their conversion rates, seeing abandoned cart rates this high is likely 

to set off alarm bells. At face value, it means your site isn’t doing a very good job of converting. Below the 

surface, many more red flags start to arise—including questions about your site’s layout, the value being 
presented in your products, search ability and more.

Before panicking, ecommerce owners need to look at what an abandoned cart is and why they happen. In 

understanding these two important details, it’s possible to correct key variables and lower your abandoned 

cart rate, while simultaneously raising your conversion rate.

Both definitions illustrate how 
impactful abandoned carts are to 

your business. Solving the problem 

of turning abandoned carts into 

conversions means understanding 

the opportunities they present.

What is an Abandoned Cart?

Simply put, an abandoned cart is a cart with items that a customer has walked away from. From an 

ecommerce owner’s perspective, however, there are two ways of looking at the true definition of 
abandoned carts:

1

2

First, you can look at it in terms of lost 

revenue: the potential profit value of 
the items added to a cart that never 

reached checkout. 

Second, abandoned carts can be defined 
as a breakdown in the sales funnel: 

where a customer actively decided to 

leave the purchase environment.



Everything You Wanted to Know About Cart Abandonment  |  4
4

Both definitions illustrate how impactful abandoned carts are to your business. Solving the problem of 
turning abandoned carts into conversions means understanding the opportunities they present.

Why do Abandoned Carts Happen?

Understanding why shoppers take the time to load a cart, then leave it, is the key to fixing gaps in your 
conversion process and recouping the lost revenue of those carts. According to a survey and statistics 

provided by Statista, shoppers chose to abandon their carts for 6 chiefly identified reasons:

Presented with 
unexpected costs at 

checkout 

Not actually serious 
about making a 

purchase 

Found a more 
affordable price 

elsewhere

Total cost of cart 
was too expensive at 

checkout

Decided not to 
buy products

Website navigation 
was too complicated

56%

37%

36%

32%

26%

25%

1 4

2 5

3 6

There’s immense data to be gleaned from these simple numbers by comparing them to the concepts of 

an abandoned cart. For example: overwhelmingly, cost is a factor in making the decision to abandon a 
cart. Reason numbers 1, 3 and 4 (and to some extent 5) outline cost as a problem. Compare this to the 
idea that an abandoned cart is the sum of its lost revenue. The pieces fit together to give you a better idea 
of where your business might be coming up short in the conversion game.

Removing Conversion Barriers

It recognizing why people are walking away from their carts, ecommerce managers can better understand 

where tweaks and improvements could be made to their sales environment. Be it price adjustments, web 

design, conversion capture points or something else, understanding is the key to fixing.

No matter how you look at abandoned carts—as lost revenue, process breakdowns, dissatisfied customers 
or by another metric—addressing the problem is critical in optimizing your ecommerce. Pay attention to 
potential gaps in your on-page conversion pipeline to see where carts might be falling through the cracks.
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5 PLACES CARTS ARE BEING 

ABANDONED ON YOUR ECOMMERCE SITE

Ever wonder why customers seem to spend so much time on your site, but leave behind a full cart at 

the drop of a hat? The problem might have something to do with your sales environment or conversion 

pipeline. Take a look at a few of the places people draw the line between checking out and leaving their 

cart behind.

1. At Checkout

There’s robust data out there to show that people often drop out of 

the checkout process before it’s complete, adding huge numbers to 

your abandoned cart totals. Why come so far, only to leave at the very 

end? Evidence shows it depends on how complicated your checkout 

process is.

According to a survey of the 100 top ecommerce sites by Smashing 

Magazine, as checkout steps increase, so does the potential for 

abandoned carts. Interestingly, it’s not the number of steps that 

causes the drop-off, but rather the tasks associated with them. 

Simply put: the more you ask of your customer at checkout, the less 

likely they are to comply. 

Remember that the average checkout has 5 steps—less is always 
better; more could present unwanted barriers to conversion. Keep 

things simple and you’ll keep customers within the conversion 

pipeline.

2. At Popups

Roughly 70% of retail shoppers are annoyed by popup ads, according 

to SearchEngineLand; however, according to WPBeginner and 

Backlinko, popup prompts had no effect on ecommerce bounce rates.

What this contrasting data says is simple: when a customer has a full 

cart of items and goes to check out, the last thing they want is to be 

upsold. Popups on landing pages are generally a safe bet, however. 

Simply put: if your ecommerce is filled with popup triggers, it’s almost 
invariably going to lead to an abandoned cart. 
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3. On Search Results Pages

Having a robust search function is important in keeping your 

abandoned cart numbers low. If shoppers can’t find what they want 
through the hierarchy of your site, they’re going to rely on search. If 

search yields no results—or worse, complicated results—your shopper 
is going to assume you don’t have what they want. This can lead to 

full cart abandonment over a single product. Make sure your search 

function offers semantic processing and results that can be refined.

4. At Account Signup Points

It’s always a good idea to capture shopper data through account 

signup. Make sure you’re doing this at the right time! Prompting 

customer account creation in the middle of the checkout process or 

in order to check out creates unwanted barriers that drive abandoned 

carts. After a conversion is usually the best time to capture customer 

accounts. Your customer has just had a seamless experience and will 
be more willing to shop with you again.

5. On Product Pages

Discerning shoppers are often looking for confirmation of their needs 
and wants on a product page. They know what they’re looking for 

or what they need—it’s a matter of a retailer meeting those needs. 
According to a report from Business Insider, if information is sparse 

or missing on a key product, it can lead to entire cart abandonment, 

meaning a loss of peripheral or add-on sales. For this reason, product 

pages need to have relevant information to generate a sale.

Lower Cart Abandonment

Reducing the number of abandoned carts your site sees is all a matter of removing barriers to purchase. 

Whether it’s giving shoppers key information they need to locate or verify a product, or it’s keeping the 

checkout process uncomplicated, retailers must first understand where they’re losing customers before 
they can make the right changes to retain them.
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RECOVERING ABANDONED CARTS: 

REVENUE YOU NEVER KNEW YOU HAD

According to SurePayroll, it’s estimated that United States ecommerce platforms lose roughly $18 billion 

in potential revenue each year to abandoned carts. Because these sales are theoretical until they’re 

closed, most ecommerce operators aren’t actively losing that money. They never had it to begin with.

But just because you’re not actively losing money doesn’t mean there’s no way to actively gain it. In fact, 

targeting abandoned cart customers can open up a new stream of revenue for your business, outside of 

your traditional sales funnels.

Abandoned carts represent a 

process that’s three-quarters of the 
way done. So far,

1 2

4 3

a customer 

has come 

to your site

browsed your 

inventory

The only step 

they’re missing is 

the most critical

The only step they’re 

missing is the most 

critical: checkout

Recapturing your leads

For this reason, it’s important to think of abandoned cart customers not as new customers, but as 

“recaptures.” The difference is that you no longer have to put in the legwork of getting people to come to 

your site—they’ve already been there! The focus now, is on illustrating the value and benefits of the items 
these potential customers have left behind. There are a few advantages to keep in mind:
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You know what products they’re interested in: the abandoned cart tells you!

You know the price range they’re looking in: it’s either at or below the value of the cart.

You can guess basic demographic information based on the shopper and cart items.

With these things in mind—as well as the “recapture” mindset—you can open up a line of communication 
with potential customers that speaks to them specifically.

What do you stand to gain?

$18 billion is a big number for potential revenue, but how much does your ecommerce really stand to gain 

from it? As it turns out, a lot! 

Look at the value of your abandoned carts from the past 30 days. This is a rough figure for the total 
monthly revenue you would be bringing in if you had converted those customers.

Now, let’s look at a more realistic number. Take the average dollar amount of these abandoned 

carts, multiplied by the number of carts and you’re going to get a figure that’s more 
in line with potential revenue you could be seeing if you realistically convert all 

or some of those carts. So, 30 carts with an average dollar amount of $15 

might equate to $450 in potential monthly revenue, for example.

Taking things even further, let’s say your customer retention rate is 30% 

and your average customer orders once a month. If you start targeting 

abandoned carts, you’re looking at adding 9 new customers and 

$135 a month in expected gains. That’s 108 new customers each 
year, bringing in $1,620 annually. 

But you’re not done! As you compound new customers month-

over-month and they place consistent orders, you start to gain 

exponential revenue. Your focus on abandoned cart conversions 
could easily climb into the tens of thousands of dollars as you create 

and strengthen your core customer base.

Open a new revenue stream

If you stay oblivious to abandoned carts, you’ll never miss the money they 

could be bringing in. Taking the time to see what shoppers are leaving 

behind, however, could open the possibility for recouping some of that lost 

potential and, more importantly, opening up a whole new stream of revenue 

for your business. Take a look at your abandoned carts and let the numbers 

speak for themselves!
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REACHING OUT TO ABANDONED 

CART OWNERS THROUGH TARGETED EMAIL

If you haven’t discovered already, email is the single best way for ecommerce shops to communicate with 

their customers. From messages regarding sales, to those offering exclusive or new products, email is an 
unparalleled tool in the ecommerce marketer’s arsenal. That’s why it’s no surprise a simple email is the 

most effective method for recouping abandoned cart sales.

But, simply sending a reminder email to an abandoned cart customer isn’t necessarily going to motivate 

them to come back, pick up their cart and spend money on your site. The smarter approach is to create 

a tailored email message that encourages them to complete the process they’ve already started, by 

illustrating the value of the items they left behind.

Customization is key

Targeting abandoned cart customers with a recapture email is a tailored process—one that allows you to 
methodically appeal to individual shoppers. In taking the time to customize emails, you avoid off-putting, 

generic appeals and instead, present a formal appeal that’s more easily accepted by the customer. Here 

are a few hallmarks of a well-thought-out abandoned cart email:

Assembling these pieces into an email with a reminder tone can yield phenomenal results—the likes of 
which may add previously overlooked customers to your conversion column. Take something as simple 

as personalizing the subject line, for example. According to an Adestra report, personalized subject lines 
are 22.2% more likely to be opened over generic ones!

 

A subject 

line and opening 

address that 

recognizes the 

recipient by 

name.

Pictures 

of the items 

abandoned, 

as a visual 

reminder.

A quick-
click link to 

their shopping 

cart or checkout 

page.

A call to 

action that’s 

sincere and not 

overtly sales-

driven.

 

A small 

segment of copy 

that acknowledges 

their cart 

abandonment.
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Tactics for recapture

Like any aspect of email marketing, tactics should come before execution. This means having a method 
that aligns with your goal. If your goal is having people convert on their abandoned cart, you’ll need to 

assume the right tactic for inciting that conversion. Let’s take a look at some of the popular recapture 

tactics that have proven effective for abandoned cart marketing:

Offer a discount to complete the purchase. According to Statista, 32% of abandoned carts are 

due to the overall price of the cart being too expensive. A small discount could be the push your 
shopper needs to finish their checkout.

Leverage scarcity to get shoppers to act. If your inventory is dwindling on a specific product, let 
a customer know in real-terms. Scarcity creates urgency, and urgency 

can fuel sales. According to Shopify, scarcity is one of the 6 major 

triggers for influencing customers.

Use exclusivity to push action. Let customers know 
you’ll hold their cart for a specific time period to give 
them priority on sales, or give them a phone number 

or email that they can use to ask questions. 
Preferential treatment is a great way to ease 

customers into reclaiming their abandoned cart.

Start sending emails

The biggest thing to remember when you start 

marketing to abandoned carts via email is 

to recapture them—not drive them 
away. This means limiting the 

number of emails you send 

and the frequency at which 
you send them. See what 

works best for your shoppers 

and develop a formula. 

Remember, a repeatable 

process is one that yields 

results.
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USING ABANDONED CART CONVERSIONS 

TO KEEP CUSTOMERS COMING BACK

Being able to recapture an abandoned cart and turn it into a conversion is a great feeling—especially if 
you’ve been successful in developing a process for doing it. But converting on abandoned carts isn’t the 

end-all be-all for success in this ecommerce niche. There is, in fact, one more step you need to consider: 

creating an ongoing customer.

Abandoned carts represent the opportunity to not only boost your sales through a new revenue channel, 

but also to create recurring customers with deep-rooted brand loyalty. The act of redeeming a cart shows 

that a customer is willing to come back—it’s your job to keep them coming back.

Forging trust

Reaching out to an abandoned cart shopper is a direct personal appeal. You put their name in the email, 

show them pictures of their specific items and link them directly to the cart they left behind. It’s a more 
intimate form of marketing, beyond just blasting a reminder email. And while it might be an effective 

recapture tool, it’s also a great way to develop trust.

Abandoned cart marketing shows a customer that you care about their individual purchase. You’ve taken 

the time to notice they left items behind and you’ve reached out to them specifically. You may have even 
given them a special deal or promised to hold their items for them. All of these things contribute to a 

shopper’s trust. Ultimately, this trust will lead to a conversion and, if cultivated, future purchases.

Setting up sales pipelines

When abandoned carts are redeemed by a customer who has developed 

trust in your brand, it opens them up to your 

messaging and marketing. More than a generic 

acquisition, however, redeemed customers 
will be more receptive to personalized 

marketing appeals. They’re already 

familiar with this from your abandoned 

cart interaction.

Herein lies the opportunity for 

ecommerce owners to create 

impassioned, loyal customers. Coming 

off a good first experience, your newly-
converted customers are primed for 

guidance into your recurring customer 

pipeline. Some examples include:
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The possibilities are infinite—however they must be targeted. Abandoned cart shoppers need to be 
fostered into your consumer base and nurtured into brand advocates. Use available data and keep 

making data-driven inferences about their shopping habits to bring these customers full-circle, from a 

once-abandoned cart to a reliable, loyal shopper.

Setting the brand standard

Successfully pathing a customer from abandoned cart to recurring customer sets a standard for your 

brand. It shows that you’re able to take a non-factor, lost sale and not only bring it to fruition, but turn it 

into recurring conversions. This is a powerful statement for both your ecommerce and your customers.

When looking at abandoned carts, look past the dollar amount a shopper left behind or the gross profit of 
their cart. Instead, look at the potential for long-term sales, consistent growth and customer loyalty that 

might be unlocked. You’ll quickly see that recapturing an abandoned cart isn’t enough—it goes beyond, to 
create a satisfied, active consumer base and a strong, reputable brand standard.

Immediately 

following an 

abandoned cart 

redemption with a discount 

for their next order, complete 
with a personalized 

suggestion based on 

their first purchase.

Inclusion in a 

segmented email list 

focused on their sales 

habits. For example, based 
on their dollar spend, items 

ordered, demographics, 

etc.

Follow-up 

emails in the 

future for product 

launches based 

on items ordered 

during their first 
checkout.
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HOW TO AUTOMATE THE ABANDONED 

CART RECOVERY PROCESS

Automation is innovation. Being able to create triggers that execute processes and incite results, all 
without needing a guiding hand, is the key to optimizing your ecommerce site. Nowhere is this more 

evident than when setting up an abandoned cart marketing process. Not only is this a situation rife with 

automation opportunities, it’s also a great place for ecommerce owners and managers to get their feet 

wet with triggers and processes.

Cart identification and email recapture
The first and easiest way to automate the abandoned cart marketing process is to have 
triggers set up for abandoned carts and emails set to go out to those customers who trip 

the trigger. Here’s an example:

All it takes for this process to work is a date stamp and a simple “if this, then that” trigger. 

If the date exceeds 1 hour, then send an email. Simple!

1
STEP

Customer adds items to 

a cart, then leaves the 

site. A trigger is set to 

batch emails to customers 

who don’t come back 

to their carts within 1 

hour. After the second 

day of abandonment, 

customers are emailed 

with a second templated 

email encouraging them 

to revisit their cart – this 

time with new content and 

possibly a coupon code.
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3
STEP

Keep automating!

There are numerous segments of the abandoned cart redemption process that can be 

automated. And, with every automation comes the potential for optimization of your 

process. From follow-up emails, to abandoned cart data export, to conversion rate logging 
and more, automation is critical to success in marketing in this channel. Make sure you’re 

constantly evolving, to keep the carts left unclaimed to a minimum.

4
STEP

When an abandoned cart email is being batched, 

the template draws information from the cart itself, 

filling in the placeholders in an email. This includes 
the customer name, images of the items they left 

behind and a unique link back to their cart.

Using a variable data placeholder in your email 

template, have another trigger that generates a user-

specific code when emails go out. The code itself is 
sent via email, while also registered as valid in your 

ecommerce dashboard. As the code is redeemed, it’s 

simultaneously invalidated for future use and logged 

as part of your conversion campaign.

2
STEP

Personalized recapture emails

Expanding on the first and simplest automation, having emails that are customized to each 
customer is imperative in recapturing shoppers. Unfortunately, this process demands a lot 

of time unless automated. Luckily, it’s easy for site managers to set up variable data email 

templates that automatically draw information from the cart. Here’s what it looks like:

When combined with Step 1, this deeper foray into automation creates a profoundly 

powerful tool that can get customers excited about reclaiming their previously abandoned 
cart.

Coupon code generation

Want to add even more chutzpah to your abandoned cart emails? Throw out a discount to 

customers in an effort to get them to convert! But, be smart about it. This means generating 

a customer-specific coupon code that can only be once and absolutely be tracked, so you 
can control and monitor your rate of conversion. This process, too, can be automated:

Again, using automated triggers and variable data saves you time and further optimizes 

your efforts as you seek to bring shoppers back to their carts.
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HOW TO REDUCE ABANDONED CARTS BY 

STREAMLINING THE CHECKOUT PROCESS

Ecommerce data has overwhelming shown that the majority of abandoned carts occur during the checkout 

process. From costs that add up to be too expensive, to complicated checkout steps, customers are 
choosing to leave their carts at the final stage of conversion more than anywhere else in the sales funnel.

For many ecommerce stores and managers, optimizing the checkout process is difficult. It’s more 
complicated than rearranging category structure or rewriting product descriptions. Instead, it takes an 

outside-the-box approach to correcting some of the fundamental aspects of your conversion process.

Why are People Leaving?

In The Baymard Institute’s comprehensive study of 37 highly-trafficked ecommerce platforms, 10 different 
checkout-specific barriers were identified by more than 1,000 customers as reasons for abandoning their 
carts:

Costs were too high 61%

35%Required account creation

27%Complicated checkout process

24%Cost didn’t calculate in real-time

22%Website crashed/errored

18%Didn’t trust site

16%Poor delivery speed

10%Poor returns policy

8%Not enough payment methods

5%Card was declined

As shoppers encounter one or more of these individual setbacks, their rate of cart abandonment 

exponentially climbs. What this means is that the more of these contributing factors you address, the 
fewer barriers exist to customer conversions.
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How to Correct Checkout Flaws

The easiest way to correct and streamline your checkout process starts by addressing the problems you 

have the most control over. For example:

Add multiple payment options to your checkout. A study by SeeWhy showed that conversions 

across smartphones, desktops and tablets all increased as payment methods were added. 

Consider easy additions such as PayPal, Google Wallet, Apple Pay, Visa Checkout and other 

instant-payment methods, in addition to major credit cards.

Alternative payment methods such as consumer financing loans at the point of check-out from 
Affirm or Bread are adding huge value to online stores. Check out loans, or consumer financing 
allows merchants to service more customers by enabling the consumer the option to avoid 

additional credit card debt and rather receive an instant loan and pay overtime on their terms. 

Additionally, there are customers who prefer to not take out a consumer financing loan but rather 
place the purchase on their credit card. The problem with that is, the customers are then stuck 

with a sizable bill at the next billing cycle. Nobody likes that. Along came Splitit to the rescue to 
address that exact issue. Splitit enables shoppers to split their payment into monthly payments 
at check-out without costly credit card interest or crazy APR’s

Move account creation requirements out of the checkout process. This can de-complicate the 
process and remove the burden of account creation. Instead, place it after checkout or make it 

a requirement for features like a wish list or real-time pricing information

Display security logos in your footer and at checkout that show you’re an authorized and verified 
retailer. A study by GetElastic shows that sales can increase as much as 6% by displaying security 

badges, giving shoppers the confidence to continue their checkout instead of abandoning their 
cart

Reduce the number of checkout steps to as few as possible, requiring as little as possible from 
your shoppers to complete a sale. In another GetElastic study, single-page checkouts trump 

multiple-page checkouts by increasing conversions by more than 20%! Keeping that number as 

low as possible makes processing conversions easier

Remember, you can’t change everything and, in many cases, it’s important not to re-tool everything all 

at once. Start with the smaller, easier changes to your checkout process and see how abandoned cart 

numbers respond.

Removing Barriers to Purchase

Checkout is the final stage of conversion. Presenting it to your customers in a succinct, streamlined, 
barrier-free way is going to cut down heavily on the number of shoppers who decide to split before the 

process is complete. Take a hard look at your checkout process and ask yourself one simple question: 
“how could this be easier?”



Everything You Wanted to Know About Cart Abandonment  |  17
17

HOW CAN ABANDONED CARTS 

HELP IMPROVE YOUR ECOMMERCE?

There’s a lot of information to be learned from abandoned ecommerce carts. Crunching the numbers 

from wayward shoppers gives site owners powerful data about what they can do to raise their bottom 

line—including what can be done to improve the website itself. Learning more about where carts 
are abandoned, why they’re left behind and what brings shoppers back enables site owners to make 

improvements that avoid the abandonment process altogether.

We know from the plethora of data presented by The Baymard Institute study on cart abandonment that 

people leave their carts for a breadth of reasons. While this is important information that can be used in 

retargeting, it’s also critical to leverage this data proactively. It starts with improving your ecommerce.

Instant improvements

There are several website-related problems cited by shoppers that turn them away from an ecommerce 

before they even get to the checkout. These represent areas of improvement for your ecommerce site 

that can and should be remedied immediately, to help drive checkouts.

For example, 22% of customers said a website crashed at some point 
in time while they were on it. The solution here is to spend time on 

the infrastructure of your site. Route proper 303 redirects, improve 

404 error pages, optimize page load times and more. These are all 

website optimization items that demand instant attention!

In another example, 18% of customers said they didn’t trust a website 
with their credit card information. This is remedied by improving 

authenticity and presenting a site that’s trustworthy. This can be as 

simple as getting professionally-written copy that’s error-free and 

grammatical. Or, it can mean getting your https certificate. Having 
verified trust badges in the footer doesn’t hurt, either!

The goal is to create a platform that’s inclusive of the shopper’s needs and make them feel comfortable 

as they’re ushered to checkout.

Long-term adjustments

Sometimes, abandoned cart data isn’t as forthright with its direction. When carts are being abandoned 

seemingly without explanation, it’s time to consider long-term improvements.

One area rife with the potential for improvement is the search box. Is your search semantically-powered? 
Are the results able to be refined to a granular level? Do results encompass products, pages, posts and 
media? An improvement to the search box will not only help customers find what they’re looking for, it’ll 
provide them with the confidence to complete their purchase.

22%

18%
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Another area of improvement to consider if your abandoned carts are piling up is the checkout page 

itself. Numbers show that 27% of shoppers abandon their carts in the middle of checking out because 

the process is too long or convoluted. Objectively, try to make the process as simple as possible. Keep 

form elements at or below a dozen, consolidate checkout pages to streamline the process and keep 

peripheral tasks (account signup) out of the process.

The reason these examples are long-term adjustments is because they’ll take time to measure. Data 
of 30-, 60- and 90-day periods will begin to show shopper patterns that can then be matched up with 

abandoned cart stats.

Keep an eye on the carts

As you change, update or innovate your website, keep an eye on your abandoned cart data. If you see the 

number rising or falling, reflect on the changes you’ve implemented and act accordingly. The goal is to 
remove barriers and facilitate conversions with ease. The number of abandoned carts you’re dealing with 

month over month will let you know if you’re accomplishing your mission.
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CLOSING PAGE

Datacrushers is a revenue discovery platform and global leader in site-wide revenue recovery and 

acceleration.

Disrupting the status-quo, Datacrushers is fundamentally changing the way online merchants use real 
shopper analytics to boost revenues and improve client lifetime value. 

Using machine learning and artificial intelligence, Datacrushers is a technology and platform agnostic 
tool designed for rapid go to market deployment across any language and currency. 

Datacrushers enables revenue growth using machine learning and artificial intelligence to mine real user, 
site and product data into actionable analytics to drive highly targeted and personalized multichannel 

campaigns both on and off-site.

www.datacrushers.com

Linkedin

Twitter

Facebook

sales@datacrushers.com

https://www.datacrushers.com/
https://www.linkedin.com/start/join?session_redirect=https%3A%2F%2Fwww.linkedin.com%2Fsharing%2Fshare-offsite%3Fmini%3Dtrue%26url%3Dhttps%253A%252F%252Fwww.datacrushers.com%252F%26title%3DRevenue%2520Discovery%2520Platform%2520and%2520Cart%2520Abandonment%2520Recovery%26summary%3D
https://twitter.com/Datacrushers
https://www.facebook.com/datacrushers/
mailto:sales%40datacrushers.com?subject=

