
Welcome to the Shop.org 
Online Merchandising

Workshop

Evolution of a Checkout Experience
Dawn Bronkema, 

Director Digital Experience, Belk 
dawn_bronkema@belk.com



•Expect the Unexpected
•Stats – Hidden gems
•Choosing the experience
•Adding functionality without risk
•Adding gift card redemption without fraud
•Express checkout 

Agenda

•Express checkout 
•Sign ins
•Mobile & Tablet
•Launch
•Justification
•Remember…



Full checkout 

Express checkout

Significant differences 

Abandonment

FULL EXPRESS

VISIT 18,803,530

BROWSE 56.5%

ADD TO CART 77.8%

SHOPPING BAG 22.7%

SIGN IN 57.2%

Analyze each step.

*All numbers are fictional for 

illustrative purposes only.

SHIPPING 23.1%

BILLING 9.4%

REVIEW 16.5% 93.8%

CONFIRMATION 10.6% 29.4%

CONVERSION RATE 1.88%

CART 67.0%



Abandonment Statistics – browser specific segments.

Browser Version Share CART CHECKOUT

IE_9.0 29% 70% 41%

IE_8.0 23% 45% 78%

CHROME_18.0.1025.1 10% 71% 47%

IE_7.0 6% 70% 43%

FIREFOX_11 8% 69% 39%

SAFARI_5.1 8% 77% 45%

SAFARI_5.1.5 4% 68% 36%

*All numbers are fictional for illustrative purposes only

Analyze as many different segments as possible.



Design Choices

• Accordion style single page (ie. Apple) 

• Traditional with inline error messaging

• Traditional with popup error messaging

• Guest Checkout (anonymity)

• Express

Consider user testing your primary customers to 
determine which they respond to better.



Adding functionality

• How much is too much risk?

What we learned

• Make gradual changes so loyal customers get slowly 
acclimated.

• Smaller changes also help to ensure there is a feasible • Smaller changes also help to ensure there is a feasible 
plan to backout the changes if necessary.

• If large change is only option, offer two checkouts 
during transition – customer can choose new version 
or old version, and you have option of removing new 
version if problems arise.



Gift Card Redemption
• Deter fraud

– pin/ security code

– Capcha

• Always allow multiple card redemption

• Don’t forget balance checks



Sign In/Express

Integrate 

registered 

or guest 

options.

Have Express 

optional.



Mobile and Tablet

Imperative 

device 

checkouts 

be 

optimized optimized 

for optimal 

conversion

Source: Monetate



Belk.com Tablet Considerations
BASED ON TABLET USABILITY POINT OF VIEW

• It takes 7 taps/screens to complete purchase. Try to reduce the number of 
required pages/page loads and streamline the process. (Target, for 
example, takes 3) 

• Simplify screen layout/content

• Provide a clear, bold call to action

• Keep CTAs above the fold, in a horizontal/landscape orientation

• Remove hover states to avoid issues in tablet experience• Remove hover states to avoid issues in tablet experience

• Use overlay windows with caution, as they do not function consistently

• Setup forms functions to provide for mobile usability

• Set a clear and simple path that the user can visually follow throughout 
the process

source:  Resource Interactive



Shopping Bag - Tablet

• CTA is pushed off the 

page.

• Consider moving order 

summary section to top of 

column.
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2
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Overlays on Tablets
• Overlay is not standard 

practice on tablet.

• Use update processes 

that are inline and does 

not require this additional 

screen/functionality or 

that takes customers 

back to previous screens back to previous screens 

to make edits.



Payment Information on Tablet
• Add form functions (like 

auto-advance) for mobile 

usability. The phone 

number is a great 

example of this need.



Launch Announcement
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Last but not least

According to Forrester Research “Understanding 
Shopping Cart Abandonment”, these reasons are 
cited most often.

• Shipping – 76% 

• Wasn’t ready to buy – 65%• Wasn’t ready to buy – 65%

• Price sensitivity – 62%

• Privacy and site difficulties – 16%

Invest dollars proportionately to overcome these 
reasons in order of customer impact. 



And, so we haven’t forgotten…

Source:  Monetate








