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Scrolling through websites, adding items to the cart, and eventually abandoning them without completing the purchase is 
a common practice among online shoppers. 

With a plethora of options available, consumers don’t hesitate to navigate to another site if they �nd better deals. That’s cart 
abandonment — troublesome for marketers targeting dynamic, advanced audiences. 

According to Octane Research Report 2015 only 12% of Indian marketers have deployed Cart Abandonment Programs. 
Compared to that, today, 78% e-commerce companies have a program to reclaim an abandoned shopping cart. Majority of 
them are B2C. Despite such innovative implementations, no signi�cant conversion rate has yet been achieved.  

The pandemic too, tested marketers. Cart abandonment rate skyrocketed during lockdowns.  So to understand what makes
a consumer abandon a cart and how e-commerce companies successfully re-target their lost orders, considering the 
competitive market nature, we spoke to over 500 consumers from all walks of life and 90 plus renowned e-commerce 
companies in 2021-2022.  Not only that, team Octane Research also carried out a small mystery shopping experiment with 
50 e-commerce companies to understand how they retarget their lost consumers, if they do so at all. 
 

Overview

EXPLO
RE

ADD TO CART

CHECK OUT
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More than 60% e-commerce participants 

have personalized their cart abandonment 

program compared to 13% earlier in 2015. 

 

Not all marketers with cart  abandonment 

programs track if their customers have 

resumed shopping after receiving 

personalized triggers.  

 

Facebook and Google remain the most popular 

channels of retargeting  the lost customers.

 

Consumers are likely to resume purchasing 

items when they �nd discounts/coupons on

the items in their cart or �nd products similar 

to what they have recently viewed on 

social media platforms.

 

More than 50% marketers o�er similar incentives 

irrespective of the cart value of the customer. 

 

Customers between the 25-45 age group are 

most likely to wander o� without payment.

 

Most shoppers leave their cart due to the 

absence of o�ers or discounts at the time 

of check out.

 

8 Key Highlights

78% e-commerce companies claimed to 

have deployed a program to reclaim the  

abandoned shopping carts. The mystery 

shopping result, however, shows that only 

18% have a cart abandonment program 

working.
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Research Methodology

To comprehend why consumers leave their carts without shopping, we included both quantitative (numeric inputs) and 

qualitative (textual, explanatory inputs) approaches of data collection. Therefore, we opted for multimethodology to get 

inputs from our participants —marketers and consumers. Qualitative approach, however, formed the majority of the 

survey— to get deeper insights.

Consumer Survey:  

Consumers are people from all walks of life. They put up in cities, both metros and non-metros, belonging to di�erent age 

groups, occupations, et al. So, to get the knack of what makes Indian consumers abandon their carts without purchasing, we 

shared our survey questionnaires across di�erent social media platforms. Over 500 participants were randomly picked, as per 

probability sampling. 

Survey Sampling 
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Research Methodology

E-commerce brands Survey: 

90 plus Indian e-commerce marketers were requested to participate in the survey, as per non-probability sampling. Of those, 

more than 70% had completed the survey by answering all the questions provided by our team.

Data collection:

To have diverse views, considering grim pandemic situations, an online survey was opted to collect the research data.

Data visualisation: 

Bar graphs (including horizontally stacked bars), pie charts, donut charts, and tree maps were used to explain comparable 

insights and put forward in-depth facts. Word Clouds were also used to enhance the report visually. 

OctaneResearch.in
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Here's a list of select brands that 
participated in our 2022 research study



8

Here's a list of select brands that 
participated in our 2022 research study
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After completing a purchase, consumers are often asked to provide their feedback. This feedback in turn helps brands to 
understand their target audience and formulate strategies for production, branding, and marketing.

However, when consumers exit an e-commerce store without placing an order for the items in their cart, brands lose their 
potential buyers without any knowledge of their reasons. 

Therefore, it becomes crucial for e-tailers to tap cart abandonment, a key indicator of user experience. 

To understand what intrigues customers to visit an e-commerce site and abandon a cart �lled with desirable items, we 
approached over 500 consumers from all walks of life and asked them to share their online shopping experience.
 

Why Consumers Abandon Shopping 
Cart 

Consumers’ view
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Consumer Demography 

Over 62% of survey participants were young adults (18-34 years of age) — the most enthusiastic online shoppers in India. Those 

above 55 were found to be the least interested online shoppers.

Despite belonging to the same age group, a stark contrast is observed between shopping behaviour of men and women. For 

instance, men are likely to compare prices and abandon less while women are likely to save products for later and take longer 

to buy. They are also more sensitive to shipping and handling costs.

Therefore, to develop an e�cient Cart Abandonment Strategy, it is crucial for a retailer to understand this di�erence in shopping 

behaviour among di�erent genders. 

55-64

Under 18

45-54

35-44

25-34

18-24

Females

Others

Males

Age Groups (Years)

Gender

48.6% 51.2%

8.1%

10.3%

14.7%

31%

31%

4.9%

0.2%

To make this survey more comprehensive, we spoke to all the genders. The ratio of male respondents was a tad higher than the 

females, while the ratio of others gender was minor. We discovered a variety of scenarios under which they abandon cart before 

completing the payment procedure.

OctaneResearch.in
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Consumer Demography 

While top 5 states, including New Delhi, Maharashtra, and Karnataka, continue to make up for over 65% of the online consumer 

demand, e-commerce giants like Amazon and Flipkart are also targeting ‘new consumers’ from smaller cities with initiatives 

like local languages. 

Most participants of the survey put up in New Delhi, followed by Bengaluru, Mumbai, and Kolkata.

Students and full-time employed people make for a little more than two-thirds of the respondents, while a small portion of 

them are homemakers.

Q1.  In which city do you live?

Q2. What is your employment status?

Others

Student

Homemaker

Self employed

Part-time employed

Full-time employed

34.06% 32.47%

10.36%

15.34%
7.37%

0.40%

0 20 40 60 80 100

New DelhiOtherBengaluruMumbaiKolkataHyderabad

AhmedabadChennaiLucknowJaipurPuneChandigarhIndoreKochi
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Consumer Demography 

While o�ine retailers took the brunt of subsequent lockdowns and movement restrictions due to the Covid-19 pandemic, 

e-tailers welcomed 86% Indians who adopted online shopping during the same phase. 

As a result, India's e-commerce orders volume increased by 36% in the last quarter of 2020, with the personal care, beauty 

and wellness (PCB&W) segment being the largest bene�ciary.

Devices used for shopping online.

Mobile/Desktop/Laptop

Desktop/Laptop

Mobile

54.5%39.6%

5.9%

Back in 2015, mobile tra�c was equivalent to desktop tra�c. Fast forward to today, more than half of all consumers use mobile 

phones for online purchases and more retailers are investing on their apps.

We found similar results upon speaking to respondents. 55% of them rely entirely on mobile phones for online purchase, while 

40% are �exible between mobile/desktop/laptop. A small fraction use only desktop/laptop to shop online.

Indian online grocery market alone is estimated to reach US$ 18.2 billion in 2024 from US $1.9 billion in 2019, expanding at a 

CAGR of 57%. 

OctaneResearch.in
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Consumer Demography 

Frequency  of adding products in cart.

Sometimes Frequently Rarely

Never

Q3. What was the reason that you did not complete the purchase? Please select all that apply.

0 200 400 600 800 1000 1.2k

Other (please specify)

Return policy

Unable to modify/change order

Out of stock products at checkout

Transaction issues/ Payment didn't clear

No clear delivery timeline/ tracking options

Registration before payment

No deals/discounts

Poor site navigation/ long loading time

Checkout process is too long

Cost of Shipping is high

We asked consumers how often they add items to their shopping cart and exit without placing an order. 45% of them add 

sometimes, while only 17% on rare occasions indicating the low conversion rate.

Absence of o�ers and discounts at the time of check out remains the predominant cause for their cart abandonment, followed 

by high cost of shipping.
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Consumer Demography 

There is a wide variance among the age groups. For instance, a teenager (under 18 years of age) is likely to abandon cart if 

they �nd no discount / o�er at the time of payment,  while those above 55 years of age cited transaction issue / unclear mode 

of payment and poor site navigation as the top  reasons for their cart abandonment. 

Cost of shipping remains a major concern for those between 45-55 age and the least for the 55-64 age group. 

Q3.1. What was the reason that you did not complete the purchase? By Age.

0 50 100 150 200 250 300

OthersReturn policy

Unable to modify/change orderOut of stock products at checkoutTransaction issues/ Payment didn't clear

No clear delivery timeline/ tracking optionsRegistration before paymentNo deals/discounts

Poor site navigation/ long loading timeCheckout process is too longCost of Shipping is high

45-54

35-44

55-64

18-24

25-34

Under 18

65+

Age in Years
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Consumer Demography 

A slight shift in trend can be observed among various occupational categories and gender.

For instance, women are more likely to abandon carts due to poor navigation of the site than men. They also report more out 

of stock products at the time of checkout. 

Absence of discount/o�er and high cost of shipment, however, remain key factors among all. 

Q3.2. What was the reason that you did not complete the purchase? By Employment.

0 50 100 150 200 250

OtherReturn policy

Unable to modify/change orderOut of stock products at checkoutTransaction issues/ Payment didn't clear

No clear delivery timeline/ tracking optionsRegistration before paymentNo deals/discounts

Poor site navigation/ long loading timeCheckout process is too longCost of shipping is high

Student

Homemaker

Self employed

Part-time employed

Full-time employed
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Consumer Demography 

Q4. When you leave an online shopping cart without purchasing, what kind of noti�cations do you receive from the 

website/application to complete the purchase? Please select all that apply.

Q5. How often have you clicked on such noti�cations and made a purchase?

A healthy 55% of consumers (either frequently or sometimes) click on such noti�cations and make the �nal purchase on 

their abandoned shopping carts. This is a huge opportunity for India retailers created by sending timely noti�cations on 

abandoned shopping carts. 

0 50 100 150 200 250

Advertisements on social media platforms like Facebook, Twitter, Youtube etc.

Other Messaging Apps Whatsapp Noti�cations from the AppPhone call SMS

E-mail

0 20 40 60 80 100

Never Rarely SometimesFrequently

To increase their conversion rate, businesses reach out to the customers who have left their cart without placing an order. 

App noti�cation turns out to be the most popular way for this communication. Albeit, emails and social media ads are also 

used widely for the purpose. 

OctaneResearch.in
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Consumer Demography 

Q6. What made you go back to the online shopping cart and complete the purchase? Please select all that apply.

Q6.1. What made you go back to the online shopping cart and complete the purchase? By age.

Consumers are likely to resume purchasing items when they �nd discounts/coupons on the items in their cart or �nd products 

similar to what they have recently viewed on social media platforms.

In metro cities, given the same situation, consumers tend to make purchases more frequently than non-metros. 

0 30 60 90 120 150

Others 

A similar product that you viewed on email/facebook/Youtube

Payment didn't go through beforeShipping information/delivery time was made clear

Discounts/o�ers/coupons

The reason to return to the cart and resume shopping varies. 'A similar product that you viewed on email/Facebook/YouTube' 

becomes one of the prominent reasons as we edge towards the 18-44 age group. 

Among genders, discounts/o�ers/coupons are more successful in alluring female consumers to resume shopping.

0 50 100 150 200

Other A similar product that you viewed on email/facebook/Youtube

Payment didn't go through beforeShipping information/delivery time was made clearDiscounts/o�ers/coupons

65+

55-64

45-54

35-44

25-34

18-24

Under 18
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Consumer Demography 

Q8. How did you alternately complete the purchase? Please select all that apply.

Q7. What kind of products did you purchase after receiving noti�cations from the website/application regarding 

products that were left in your shopping cart? Please select all that apply.

When discount baits o�ered by retailers fail to satisfy shoppers, consumers often end up buying from a site with more discount 

or a site they trust. 

Under such circumstances, the probability of a female cancelling shopping is slightly higher than a male. 

Fashion, personal care, beauty products and electronics — hot sellers in India — are the most purchased items by customers 

upon receiving follow up emails by the e-tailers. 

0 50 100 150 200

Didn’t buy

From another website with better deals

From a physical store

From a trusted website From the same website with discount

From a website with faster shipping

0 50 100 150 200 250

Other 

Movies, Music & Video Games Books

Car, Motorbike Products, Industrial & Scienti�c SuppliesToys, Baby Products

Sports, Fitness, Bags, Luggage

Health, GroceryHome, Kitchen, Pets

Fashion, Beauty, Personal Care Electronics
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Marketers' take on cart abandonment 
trends 

Q9. Which of the following best describes your company? Select all that apply.

Internet accessibility and digitisation of the economy have together helped in the vigorous growth of the Indian e-commerce. 

According to an India Brand Equity Foundation (IBEF) report, Indian e-commerce sector is expected to reach US$ 99 billion by 

2024, growing at a 27% CAGR over 2019-24. Grocery and fashion/apparel are likely the key drivers of this incremental growth.

Consumer choices became complex with time. They are becoming more conscious of their buying behavior and purchase 

decisions — adding to a gradual increase in the rate of Cart Abandonment.

Note: Number of triggers a brand sends to its customers has no signi�cant dependency on the annual revenue generated by 

the brand. A brand with lesser revenue can send a greater number of triggers to its customers and vice versa. 

Over 90 big names from the Indian e-commerce sector participated in the survey. 75% of them have a B2C model – dealing 

directly with customers, bypassing third-party retailers, wholesalers, or middlemen. 

Others

B2G - Business to Government

C2C - Consumer to Consumer

C2B - Consumer to Business

B2B - Business to Business

B2C - Business to Consumer

74.73%

14.29%

9.88%
1.10%
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Q10. Which of the following best describes the e-commerce revenue of your company for FY 2020-21? (in Rupees). 

One crore is 10 million. 

74.73%

14.29%

9.89%

1.10%

>100 Crores

20-100 Crores

1-20 Crores

< 1 Crore
23.08%

23.08%

16.10%

37.36%

Q11. Which of the following metrics do you use to understand your customer base? Please select all that apply.

0 100 200 300 400 500

Past shopping behavior

Average Basket Value

Number of transactions per buyer in a yearCustomer Browsing Behavior

Types of customers (High/Low paying)Customer Lifetime Value

Demographics (Age, Gender, Location)

86.81%70.33% 73.63%58.24% 64.84% 78.02%60.44%

With reference to the 2015 survey, consumer demography– age, gender, and location– remains marketers’  favourite metric 

to understand their customer base.

Albeit, a slight shift in preferences among di�erent business models have been reported. For instance, a B2C marketer would 

like to know more about the type of customer and their average basket value while a B2B marketer considers customer lifetime 

value a more crucial factor to understand their audience.

37% of participants have an annual turnover greater than Rs. 100 crore and out of this 40% of B2C companies fall under this 

turnover category 

OctaneResearch.in
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74.73%

9.89%

Half a decade back, when we asked marketers if they had deployed any Cart Abandonment Program, 47% of them had said 

“yes”. Fast forward to 2021, 78% e-commerce companies have a program to reclaim an abandoned shopping cart. Majority of 

them are B2C. 

Don’t know

No

Yes

77.92%

18.18%

Q13. Does your organization employ programs for reclaiming abondoned shopping carts and convert them to orders?

3.90%

Q12. What is the average abandonment rate (no. of carts abandoned/no. of orders) of carts on your e-commerce website?

>90%

71%-90%

51%-70%

31%-50%

<30%2.60%5.19%

28.57%

36.36%

27.27%

36% of companies reported a 31-50% average abandonment rate. Marketers dealing directly with customers–B2C– are likely 

to report more abandoned carts than others.

Compared to our previous survey (2015), the abandonment rate has reported a tad rise.
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74.73%

Gradually, more marketers are switching to a custom program for reclaiming an abandoned cart from a standard program 

or 'One Size Fits All' program, which was quite popular back in 2015. B2B companies are more likely to trust a customized 

program. 

No such program is implemented

Customized programs as per the type of customers (High/Low paying)

Standard program for all types of customers (High/Low paying)

57.14%

16.88%

Q14. Which e-commerce program best describes reclaiming abandoned shopping carts to complete the purchase 

cycle of your customers?

25.97%

To reach out to those customers who have left their shopping cart abandoned, 78% of Indian Marketers opt for email services.

However, a signi�cant rise in dynamic marketing has been observed over a period of last 5 years. Today, more than 60% 

e-commerce companies prefer personalising their consumer outreach compared to 13% earlier in 2015.

Q15. What is the mode of deployment for reclaiming abandoned shopping carts on your e-commerce website? Please 

select all that apply.

0 50 100 150 200 250 300

Dynamic remarketingSocial media platforms Phone call SMS E-mail

77.92%50.65%38.96%37.66% 61.04%

OctaneResearch.in
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Q16. What are the channels you use for retargeting customers who have abandoned shopping carts? Please select all 

that apply.

Most of the e-commerce companies use Facebook and Google as a channel to retarget customers who have abandoned their 

shopping carts. Platforms like Instagram, WhatsApp, and LinkedIn are, with time, also gaining popularity among small 

businesses.

0

10

20

30

40

50

60

70

80

Other Not 
Applicable

LinkedIn YouTube WhatsAppYahoo, 
Bing

InstagramTwitter FacebookGoogle

62.34% 64.94%

11.69%

45.45%

9.09%

27.27%
20.78%

10.39% 11.69%
16.88%

Q17. What are the platforms you use for retargeting as well as remarketing the customers who have abandoned 

shopping carts?

0

10

20

30

40

50

60

Facebook 
Audience

Marketing 
Automation 
(CleverTap, 
HubSpot, 

WebEngage, 
MoEngage etc.)

Google 360Programmatic 
(AdRoll, 
Criteo, 

Vizury etc.)

MailChimp, 
SendGrid 

etc.

Not 
Applicable

Other Outbrain, 
Taboola, 
Zemanta 

etc.
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Q18. What are the metrics you use to measure the performance of your e-commerce marketing?

For a B2C business model, Return on Ad Spend (ROAS) is the most popular metric used to measure the marketing performance. 

For B2B it’s the Conversion Rate (CR). Cost Per Click (CPC) is also widely used by e-commerce companies in India.  

0 50 100 150 200 250 300 350 400

Others CPA (Cost Per Action)

CTR (Click-Through Rate) CR (Conversion Rate)

CPM (Cost Per Thousand Impressions)CPI (Cost Per Impression)

CPC (Cost Per Click) ROAS (Return On Ad Spend)

For retargeting and remarketing purposes, Facebook audience and Marketing Automation are most preferred platforms.

These platforms help marketers with better insights of their target audience. 

Q19. Which of the following factors in your experience contribute the most to the customers leaving the shopping cart 

without purchasing on your e-commerce store(s)? Please select all that apply.

0 50 100 150 200 250 300 350

Return policy Unable to modify/change order

Out of stock products at checkout

Transaction issues/ Payment didn't clear

No clear delivery timeline/ tracking options

Registration before payment No deals/discounts

Poor site navigation/ long loading timeCheckout process is too long

Cost of Shipping is high

More than 50% of marketers believe that no deals/discount is the major reason for customers abandoning their carts. And this 

goes in line with what customers have shared as the reason for their cart abandonment. 

OctaneResearch.in
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Q20. Which gender is more likely to abandon the shopping cart?

Others

Female

Male

48.44%40.63%

10.94%

On average, marketers believe that men are more likely to abandon carts than women. However, most B2B marketers are in 

the opposite view.

Male

Female

Others

Q21. What is the age range of the customers who abandon the shopping cart more frequently than others?

60 years & above

45-60 years

25-45 years

18-25 years
21.43%

7.14%

71.43%

Majority of shoppers who abandon carts more often are in the 25-45 age group.
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Q22. What kind of products in the cart are more likely to be abandoned in your shopping carts?

In line with what consumers believe, marketers also listed fashion, beauty, and personal care commodities, followed by 

electronics, as products which are more likely to be abandoned. 

We also see a signi�cant ratio of home decor, storage and kitchen items getting abandoned. This seems to happen more with 

small companies with a B2B business model. 

0 20 40 60 80 100

Others

Movies, Music & Video Games

Books Car, Motorbike Products, Industrial & Scienti�c SuppliesToys, Baby Products Sports, Fitness, Bags, Luggage

Health, Pets' Supplies Home Decor & Storage, Kitchen Storage, Grocery

Fashion, Beauty, Personal Care

Electronics

Q23. In your program to reclaim an abandoned shopping cart, what is the duration after which �rst noti�cation is sent 

to your customers about the items left in their cart?

0 5 10 15 20 25 30

After 2 months

1-2 months

1-2 weeks

1-4 days

6-12 hours

1-3 hours

Less than an hour

To reclaim the abandoned cart, typically, a majority of e-commerce companies notify customers within the �rst 3 hours. A B2C 

company, however, takes less than an hour to send the �rst noti�cation.

OctaneResearch.in
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Q24. What is the frequency of the noti�cations that you send to the customers to reclaim their abandoned online 

shopping carts?

A B2C marketer is more likely to send 3 triggers to their customers while a B2B would prefer a maximum of 2. The frequency 

of triggers and its kind largely depends on the customer base. 

0 5 10 15 20 25 30 35

More than three triggers

Three triggers

Two triggers

One trigger

Q25. Do you track how many customers return to their abandoned shopping carts after receiving triggers from the 

e-commerce portal/app?

0 10 20 30 40 50 60 70 80

No

Yes

Not all marketers track if their customers had returned to their abandoned shopping cart after receiving triggers. This in our 

view is a major lost revenue opportunity for India online retailers.
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Q26. If the answer to the previous question is yes, what percentage of customers return and buy from the abandoned 

shopping carts?

45% of marketers suggest that less than 25% of customers resume shopping after receiving triggers. 28% of them say the 

chances that a customer will complete shopping are as high as 50%.

0 10 20 30 40 50

Not Applicable

76-100%

51-75%

26-50%

Less than 25%

Q27. Do you o�er incentives based on the value of your customer’s cart? (Example: Free shipping costs of carts at low 

value or minimum order shipping costs for carts)

0 10 20 30 40 50 60

No

Yes

More than 50% marketers o�er similar incentives irrespective of the cart value of the customer. The �ndings are quite similar

to the 2015 survey where we found that 46% of the India Marketers provide incentives based on Consumer’s Cart Value and 

likes of it.

OctaneResearch.in
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Q29. What is the validity of the incentive being o�ered by you?

Most of these incentives remain valid upto a week. The survey data suggests that an incentive o�ered by a B2C company is 

likely to remain valid for a shorter duration when compared with those with a B2B model.

0 5 10 15 20 25 30 35 40

No incentives are o�ered

More than a week

A week

2-3 days

Q28. Which of the following describes the incentives o�ered by you to the customers who have abandoned carts?

0 10 20 30 40 50 60 70 80

Other 

No incentives are o�ered

Similar Products

Discounts/o�ers/coupons

Free shipping

Discounts/coupons/o�ers are the most common form of baits which markets o�er as incentives to the customers.
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Q30. Do you provide a Call to Action/chatbot assistance to customers to guide them through the process after they 

have abandoned the shopping cart?

Half of the e-tailers o�er Call to Action/ Chat Option to their consumers to provide them a more informative and interactive 

purchase experience. This is a new positive development when compared to the 2015 research �ndings.

0 10 20 30 40 50 60

No

Yes
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Mystery Shopping

Team Octane Research carried out a mystery shopping experiment with a list of select 50 brands in the later part of 2021 
(July onwards). Of these 50 e-commerce brands, only 18 have deployed shopping cart abandonment programs and did 
follow up. Team members visited each of the company’s websites or downloaded their applications and left items in the 
shopping cart without purchasing. Striking results were found in the experiment, some of them contrasted with what 
marketers’ have promised. 

Note: The mystery shopping result was based on what team Octane Research observed. It can vary from user to user. 
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Mystery Shopping

Q31. How soon did you receive the noti�cations after leaving the cart?

First noti�cation is most likely to be received within the �rst 5 hours of leaving the cart without shopping.

After 24 hours

5-24 hours

2-5 hours

1-2 hours

Within an hour18.75%

18.75%

31.25%

6.25%

25%

Q32. What is the mode in which you received the �rst alert that items are still remaining in your shopping cart?

0

10

20

30

40

50

Dynamic RetargetingSocial media platforms E-mailSMSPhone call

Email remains the most popular medium for sending alerts to the customers who have left their carts abandoned. 
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Q33. Is the mail/message/SMS personalized?

Mystery Shopping

No

Yes

62.50%37.50%

More than 60% of the noti�cations we received were  personalized. This, however, contrasts with the rising percentage of 
customized cart abandonment programs which marketers claim to have.

Q34. How many mails/SMS/Calls did you get?

Three

Two

One

43.75%

31.25%

25%

Only on rare occasions we received more than 2 alerts.
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Q35. Is the time period between each message the same?

The time period between each alert remains di�erent in most cases. 

No

Yes

18.75%

81.25%

Q36. Were you o�ered any incentives?

No

Yes
25%

75%

When we asked marketers, only 25% said to o�er no incentives. But from mystery shopping we found that only 25% have 
o�ered incentives when we left our cart abandoned on their site. 

Mystery Shopping

OctaneResearch.in
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Q37. Did your mail/message contain only the products that you pushed into your shopping cart?

Only a small fraction of noti�cations targeted to the products left in the shopping cart. Others redirected to the homepage for 

generic shopping. 

No

Yes

31.25%

68.75%

Q38. When you leave the process in middle, are you directed to their main page or to the step where you have left in 

your mail/message/SMS?

Most of the time we were directed to the homepage of the website/application through the noti�cations received 

across di�erent platforms. This in our view is a lost opportunity for retail brands. A user should be directed to their last 

abandoned cart. We believe this 'context' will result is a higher conversion to orders.
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Q39. Was the tone of these mails/messages persuasive?

Q40. Did you have links to support documents, FAQs and toll free numbers(call to action option) in the mails/messages 

that you received?

A slight more than 30% of the noti�cations received had links to support documents, FAQs and toll free numbers to call for query.  

No

Yes

56.25%43.75%

No

Yes

31.25%

68.75%

In most cases the noti�cations received were persuasive and enticed us to shop products which were not even pushed into carts. 

Mystery Shopping

OctaneResearch.in
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Q41. Was the �rst mail indicating that it was a technical/ functional error due to which you could not buy the items 

(as a method of reminding you the cart items)?

Q42. If you still didn't buy, did they o�er you more information about the company/product?

A very small fraction of companies did inform about the product or their brand itself in trying to recover an abandoned cart

and convert them into an order.

No

Yes

100%

No

Yes

12.50%

87.50%

None of the mail mentioned technical or functional errors to remind about the items in the cart.

As you can see from the mystery shopping results shared above, there are signi�cant opportunities (many of them easy �xes) 

which can help India marketers recover a high percentage of the abandoned shopping carts and convert them into new orders, 

boosting the revenues. 

OctaneResearch.in

Mystery Shopping
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List of 50+ Brands Covered

1mg

Ajio

Amazon

Baggit

Bata India

Big Basket

Boat

Bookmyshow

Caratlane

Cure.�t

Decathlon

Dentalkart

dineout

Dominos

Ferns N Petals

FirstCry

Flipkart

Grofers

ixigo

Lakme

Lenskart

Licious

Lifestyle

MakeMyTrip

McDonalds

Myntra

Netmeds

Nutrabay

Nykaa

Organic India

Pantaloons

Paytm Mall

PepperFry

PharmEasy

Practo

Purplle

redBus

Sephora

Shoppers Stop

Snapdeal

Swiggy

Syska

The Himalaya Drug Company

Unacademy

Urban Ladder

Ustraa

WakeFit

Wow Skin Science

Zivame

Zomato

A N
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G

I

L

M

O

P

R
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U

W
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Index of Citations

1. “E-commerce Industry in India”, IBEF : India Brand Equity Foundation

2. “Four Ways To Increase The Conversion Rate Of Your E-Commerce Website”, Forbes

3. “Mobile e-Commerce Stats in 2021 and the Future Online Shopping Trends of m-Commerce”, Outer Box

4. “India’s e-commerce is now even bigger than pre-COVID – smaller cities add to the bounty while metros continue to lead”, 

      Business Insider

https://www.ibef.org/industry/ecommerce.aspx

https://www.forbes.com/sites/forbesagencycouncil/2021/06/25/four-ways-to-increase-the-conversion-rate-of-your-e-

commerce-website/?sh=c9957a047cae

https://www.outerboxdesign.com/web-design-articles/mobile-ecommerce-statistics

https://www.businessinsider.in/business/ecommerce/news/indias-e-commerce-is-now-even-better-than-before-smaller-

cities-add-to-the-bounty-while-metros-continue-to-lead/articleshow/77655199.cms
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List of Abbreviations

Remarketing Campaigns 

The process of re-engaging a visitor/customer based on a recent interaction with your brand, often in an automated fashion.

Qualitative Data
Qualitative data is de�ned as the data that approximates and characterizes.   Qualitative data can be observed and 
recorded. This data type is non-numerical in nature. Qualitative data in statistics is also known as categorical data – 
data that can be arranged categorically based on the attributes and properties of a thing or a phenomenon.

Quantitative Data
Quantitative data is de�ned as the value of data in the form of counts or numbers where each data-set has an unique 
numerical value associated with it. This data is any quanti�able information that can be used for mathematical 
calculations and statistical analysis.

Probability Sampling
Probability sampling refers to the selection of a sample from a population, when this selection is based on the 
principle of randomization, that is, random selection.

Non Probability Sampling
Non-probability sampling is de�ned as a sampling technique in which the researcher selects samples based on the 
subjective judgment of the researcher rather than random selection.

CAGR Compound Annual Growth Rate

FY Financial Year

FAQ A list of questions and answers relating to a particular subject, especially one giving basic information for users 

of a website.

Trigger 

Triggers or Trigger marketing is a highly e�ective marketing technique. It gives you a way to reach your consumers 

with relevant, personalized messages (emails, SMSs, push noti�cations, voice alerts etc.) that are precisely timed to reach 

your lead or customer at exactly the right time, aligned with their purchase journey.

ROAS

Return On Advertising Spend (ROAS), is a marketing metric that measures the e�cacy of a digital advertising campaign. 

ROAS helps online businesses evaluate which methods are working and how they can improve future advertising e�orts.

Dynamic Marketing  

Dynamic marketing is a strategy that uses customer data to deliver the most personalized and relevant ads possible. Instead 

of a one-size-�ts-all approach, dynamic marketing takes into consideration the speci�cs of a particular buyer’s journey. 

It targets the messaging, tone of voice, visuals, and recommendations that a consumer receives based on their past behavior 

like what actions they’ve taken, what their preferences are, and where their interests lie. Advanced strategies also account for 

individual metrics like probability to churn, probability to convert, and lifetime customer value.

OctaneResearch.in
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Report Disclaimer

This report was generated by Octane Research for informational purposes only. Octane Research makes no warranty 
concerning its accuracy or completeness. Octane Research shall not be liable for any losses, damages, claims, costs or 
expenses of any kind or nature incurred by you or your company’s use or reliance on this report.

Octane Research does not guarantee the accuracy, completeness, timeliness or availability of any information, 
including recommendations, and is not responsible for any errors or omissions (negligent or otherwise), regardless 
of the cause, or for the results obtained from the use of recommendations.

OCTANE RESEARCH GIVES NO EXPRESSED OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY 
WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE. OCTANE RESEARCH SHALL 
NOT BE LIABLE FOR ANY DIRECT, INDIRECT, INCIDENTIAL, EXEMPLARY, COMPENSATORY, PUNITIVE, SPECIAL OR 
CONSEQUENTIAL DAMAGES, COSTS, EXPENSES, LEGAL FEES, or LOSSES (INCLUDING LOST INCOME OR PROFITS AND 
OPPORTUNITY COSTS) IN CONNECTION WITH ANY USE OF INFORMATION FROM THIS REPORT.

Opinion expressed is the current opinion as of the date appearing on the material only. Material published in this 
report are protected by Indian and International copyright laws. Reproduction and distribution of content of this 
report without the permission of Octane Research is prohibited.

Report published: May 2022.
Report reference: Octane Research Abandoned Shopping Carts 2022
Please quote this report reference no. for any queries or correspondence. Please feel free to quote from
this research report by acknowledging the source as “Octane Research Abandoned Shopping Carts 2022”

Do let us know your feedback at editor@octaneresearch.in

Follow us on:

/octane91  /octaneresearch /company/octaneresearch /octaneresearch

Ⓒ 2022 Octane Research. All rights reserved.  
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About Octane Research

Octane Research is the premier source of information and analysis on digital adoption by businesses in India. 
Octane Research has established itself as the de�nitive research authority in India on how marketers and consumers are 
engaging through digital channels like Social Media, Email Marketing, Search, Mobile, SMS and the Web. By analysing data 
from hundreds of sources and running into billions of touchpoints every year (in India alone), Octane Research provides rich 
insights and the perfect context for India marketers to move towards smart strategic planning, tactical decision-making and 
increasing business e�ectiveness for their digital campaigns.

Since its inception in 2010, Octane Research has reached out to 3000+ India Marketers for our research reports, putting in 
1415+ human months’ worth of e�ort on analysing data over the last 10 years. Our mission is to enable a level playing �eld 
for all marketers and consumers of a digital ecosystem built on transparency, fairness and independent analysis.

www.octaneresearch.in

Octane Research

About GreenGira�es

Started in 2014, Green Gira�es specialises in scaling up consumer businesses digitally. 

With its data-driven approach, Green Gira�es provides strategic and tactical insights for organisations to grow 
their business. Green Gira�es is a brainchild of seasoned professionals with over 30+ years of combined experience 
in the consumer internet space. The team comes from diverse experience in E-commerce marketing, Branding, 
Marketplace space in the fashion and lifestyle sector.
 

    Digital Marketing
    Branding & Communications 
    Marketplace Management 

By capitalising on emerging trends, the company has successfully worked with diverse clients like Genesis Luxury (biggest 
distributor of international luxury brands), WedMeGood (Wedding Planners), DogSpot (Pet Supplies), Satya Paul (Designer 
Sarees), Roposo (Fashion App), 9stacks (Online Poker), Shumee (Wooden Toys for Children), FableStreet (Women Work-Wear 
Brand), PeeBuddy (Intimate Personal Care Products for Women), Koparo (Natural home cleaning products) and Boho Botanist 
(Natural body cleansing products).

The company was founded by Sarika Grover. Prior to Green Gira�es, she worked with large format retail chains and she has run 
her own design studio, scaled an e-commerce fashion business, and consulted with several start-ups. Some of the companies 
she has worked with are Future Group, Benetton, Philips (DAP Division), 99labels.com. Sarika has done her MBA from the Indian 
School of Business, Hyderabad. Prior to that, she also completed a Postgraduate Diploma in Apparel Marketing from the 
National Institute of Fashion Technology.

www.greengira�es.com

Areas of expertise 
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