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What is the bounce rate and why is it important?

39,78%

44,75%

35,52%

40,96% 41,19%

44,30%
41,40%

Bounce rate per industry
What is the bounce rate?
The bounce rate indicates how many visitors leave a page without clicking through. A high
bounce rate can have various reasons. Some examples are long loading times, poor
readability or unresponsive web design for mobile devices.

Google Analytics is an easy tool to measure your bounce rate

The importance of the bounce rate
Lowering the bounce rate is an important task for an online shop
manager. A high bounce rate indicates that visitors are less
interested in your online shop. Google measures the quality of a
website to give relevant and quality results when searching. The
bounce rate is one of the many scores Google uses to measure the
quality of your website.

Bounce rate in different industries
In the Fashion industry you see that the bounce rate is slightly
lower than in other industries. The reason for this is that people do
not know exactly what they are looking for. As a result, people will
click through and look for other items.

Best 

Performance:

Fashion



Bounce rate differences per country and company size
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Bounce rate per country
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Bounce rate distinguished in size based on total 
FTEs 

The bounce rate is connected with company size
The bounce rate percentage is lower when there are more FTEs. The larger a company,
the more employees are responsible for the quality of the website. Smaller companies
have a different focus. Their focus is not specific on the landing page, as a result of which
the quality of the landing page will be lower. Because of the lower quality the bounce
rate will increase (Eistrup, 2016).

A quality landing page can lower your bounce rate

Best 

Performance:

India



Pure players vs. omnichannel players

The guidelines Google uses are:
 40-60% Content sites
 30-50% Lead generation sites
 70-98% Blogs
 20-40% E-commerce
 10-30% Online services
 70-90% Landing pages

Omnichannel vs. pure players
Overall the omnichannel players perform better regarding bounce rate than pure
players. Most of the time, pure players have a more specific assortment, making the
store more focused on one category. Omnichannel players have a wider assortment
and cannot display all their products on the landing page(s).

35,52%

44,75%

40,96%

38,19%

47,29%

49,79%

33,37%

41,69%

35,92%

Fashion

Electronics

Food

Bounce rate of pure players vs. omnichannel players

Omnichannel player Pure player Average

Best 

Performance:

Omnichannel

Online shops with a lower bounce rate have a higher percentage of repeat buyers

Bounce rates on various types of websites
A high bounce rate does not need to be a problem. It differs quite a lot between
types of websites. That is why Google has guidelines for bounce rates per website
types. This can tell you whether your bounce rate is good or too high. (Bakker,
2014)

Click here to benchmark your bounce rate! 

https://www.ecommercebenchmark.org/en/
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54,31%
51,59% 51,15%

43,20%

56,04%

48,00%

51,94%

Average abandonment basket rate per industry
What is the abandonment basket rate?
To what extent are you able to convert viewers into potential
buyers? The abandonment basket rate is the number of visits
during which at least one product is added to the "basket"
without any transaction being made, divided by the total
number of visits to your website. The lower the abandonment
basket rate is, the better.

Reasons for abandonment
The most important reasons for customers to stop doing their purchase are distraction
during the buying process (24%), an unclear return policy (23%), unable to checkout
caused by not remembering username/password (22%), customers deciding to buy
the product in a physical store (20%) or a lack of international payment or delivery
methods (20%) (Statista, 2015).

Best 

Performance:

Food

Sending an email to customers who abandoned their baskets is a good 
method to lower your abandonment basket rate.

What is the abandonment basket rate and why is it 
important?



Abandonment basket rate per continent

52.36%43.98%

69.00%*

35.00%*

51.71%

Global abandonment basket rates
The abandonment basket rate poses a problem all over the world, but also
a big opportunity. 75% of all customers who have left their basket say they
will come back to complete their purchase. This will not necessarily
happen online, as some customers want to buy new products in a physical
store. Omnichannel players have more sales channels, making it easier to
convince the customer to purchase a product. (Smith, 2015).

Based on a research done in 229 countries, the problem of abandonment
basket rate is in the last phase of the purchase. When customers need to
fill in some personal data, a lot of people stop their purchase. A study done
by the Baymard Institute shows that 43.5% of the customers started to fill
in the checkout form. In the end, only 12.2% of all customers completed
the whole checkout form.

* The number of benchmarks is too low to give reliable insights

Average abandonment basket rate per continent

Click here to benchmark your abandonment basket rate! 

https://www.ecommercebenchmark.org/en/


Differences per company size and inside fashion

50,09%

43,82%

44,31%
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1 to 25 FTE

25 to 100 FTE

100 to 250 FTE

250+ FTE

Average abandonment basket rate 
based on company size 

Differences per company size
It is interesting to see that companies that have 25 to 250 FTEs score quite a low
percentage. In addition to the large companies you see that smaller companies to
25 FTEs also have a lot of trouble with lowering their abandonment basket rate.

Differences per sub-industry in fashion
Especially baskets that are filled with products that cost less than 110 euros are being
abandoned. This can partly be the explanation why the Men’s and Women’s Fashion
industries perform a little better than the Shoes industry.

Best 

Performance:

Men’s Fashion

50,15% 50,28%

54,60%

53,04%

Men's fashion Women's fashion Shoes Other

Abandonment basket rate within Fashion
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What is the conversion ratio and why is it important?

1,75%

1,89%

1,58%

1,78%

1,41%

2,06%

Department stores Electronics Fashion Food Home&Garden Specialty stores

Average conversion ratio per industry

Conversion ratio per industry
The average conversion ratio of this research is 1.71%.
According to a study done by Wordsteam, you need to
have a conversion rate of 5.31% if you want to be in the
top 25% of companies. The best 10% of all companies have
a conversion ratio of more than 11%.

What is the conversion ratio?
To what extent are you able to convert visits into actual
orders? The conversion ratio is the number of orders
divided by the total number of website visits.

Best 

Performance:

Home & 

Garden

Be accurate in your description, as a lack of useful 
information can lower your conversion ratio  

Click here to benchmark your conversion ratio! 

https://www.ecommercebenchmark.org/en/


1,97%
1,91%

2,21%

1,55%

High conversion ratio in Perfumery & Cosmetics

Specialty stores per industry
The number of sales within the Specialty Stores industry is rising. There is no
limitation on the online assortment as it is in the physical store. Nowadays more and
more companies will have a larger assortment. As a result, the distinctiveness will
become lower.

The main reason for the difference between Perfumery & Cosmetics and Bikes &
Accessories is that people have to think longer about a purchase in the latter
industry.

Conversion rate: Fashion
Percentage per quarter

Best 

Performance:

Perfumery & 

Cosmetics

Fashion
By the end of the year there are more products out of stock
and people are busy with other things than fashion, for
example the holidays. At the beginning of the new year there
are a lot of sales and this explains that the conversion rate is
increasing in the fist quarter (Schalk, 2015).

Be accurate in your description: a lack of useful information 
can lower your conversion ratio  

2,35%

1,32%

1,36%

1,55%

1,91%

3,02%

Other

Bikes & accessoires

Toys & games

Sport & camping goods

Hobby articles

Perfumery & cosmetics

Conversion rate: specialty stores



Pure players vs. omnichannel players
The difference between pure players and omnichannel players can easily be
explained by the fact that not all visitors for omnichannel players are online
customers. Some will only look for policies or opening hours of physical stores, which
lowers your conversion ratio (Schalk 2015).

Conversion ratio per country

0,99%

1,10%

1,10%

1,44%

1,78%

1,80%

1,88%

1,96%

2,22%

Italy
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Average conversion rate per country

2,55%

2,85%

2,10%

1,50%

1,03%

1,92%

1,23%

1,46% 1,38%

0,91%

Germany United States Netherlands Greece Italy

Average conversion ratio of pure players and 
omnichannel players per country

Pure player Omnichannel player

Conversion per country
The average conversion ratio differs quite a
lot per country. This difference can be
caused by several factors, such as trust.

Best Performance:

US Pure Players

Click here to benchmark your conversion ratio! 

https://www.ecommercebenchmark.org/en/
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Return percentages per industry

15,98%

12,08%

16,50%

7,62%

9,63%

17,78%

7,60%

Total return percentage per industryWhat is the total return percentage?
The main question behind this percentage is: How good are you at sending the
right product to your customer?

Return percentage per industry
It is not surprising that specialty stores and food have a low return rate. Consumers already know
what they are looking for in a specialty store, and fresh products such as food are hard to return
most of the time.

Consider charging returns if you have a high return percentage

Best Performance:

Specialty stores

A great danger in this regard is return fraud. A 2014
research held in the United States and Canada shows
that this is a very big problem: 10% of all retail returns
are return fraud. This represents an amount of 28.5
billion dollars (26 billion euros). The report also
provides an indication of how many jobs this costs. An
average American person earns 28,378 dollars per
year. When you divide the total sum of return fraud by
the average salary of an American, you see that more
than one million jobs are lost.



Smaller companies have lower return rates

8,89%
8,33%

15,94%

17,41%

1 to 25 25 to 100 100 to 250 250+

Total return percentage compared to total FTEs

Return percentage differs per company size 
Expert Daan Castelijn believes that companies with more than 100 FTEs
have to deal with a higher total return percentage because they have a
bigger budget. Their first priority is to gain as much market share as
possible. They want to sell a lot of products before they look whether they
can get good profit out of their sales.

Best Performance:

Small Companies: 

25 to 100 FTEs

High returns rate are not necessarily bad
Zalando is a great example of a large company that
believes it is not a bad thing to have a high return rate. In
the Netherlands, the company’s first priority was to
outsmart all their competitors before they wanted to
make a profit. This is something that cannot happen for
small companies, they don't have the time and money to
do so.

Be clear about the return policy to avoid 
misunderstanding among customers



Highest return percentage in Northern and Western 
Europe

14.04%

6.44%

10.68%

6.60%*

14.69%

14.91%

11.27%

10.09%

6.00%

Return percentage in Europe
The total return percentage in
North and West-Europe is higher
than in other parts of the
continent. One of the main reasons
for this is that people in Northern
an Western Europe are wealthier.
Consumers in these regions think
longer before they do a purchase,
resulting in less impulse buying. As
a result, consumers are happier
with their purchase and send the
product back less often (Castelijn,
2015).

Focus on Western Europe
When zooming in on
Western Europe, it
becomes clear that the
southern countries have a
lower return percentage,
with France being an
exception.

* The number of benchmarks is too low to give reliable insights
Click here to benchmark your return percentage 

https://www.ecommercebenchmark.org/en/
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Food has the highest percentage of repeat buyers

What does the percentage of repeat buyers mean?
The percentage of repeat buyers is the total number of customers who at least placed
two different orders, divided by the total number of unique customers measured over the
period of one year.

Why are repeat buyers valuable?
Repeat buyers are very important for a company. The chance that a customer returns for a
new purchase rises every time that the customers comes back. After one purchase the
chance that a customer returns is 27%, but after three purchases this is 54%.

Returning customers spend more money. The top 10% of your customers spend three
times as much money than the other 90% of your regular customers. The top 1% of your
customers even spend five times as much. (RJMetrics, 2014)

Repeat buyers spend more money during busy times. A lot of companies get their revenue
in one special period of the year. People that come to your store more than once spend
more money during this special period. A repeat buyer spends an average of 25% more
than normal.

Besides the fact that a repeat buyer spends more money, he will also share his experiences
with others. On average, after 10 repeat purchases the customer will tell seven others
about your store. In comparison, after one purchase a customer will only tell three people.
(McEachern, 2015)

Best 

Performance:

Food

37,00%

27,47%

32,50%

46,57%

19,99%

28,30%

Department
stores

Electronics Fashion Food Home&Garden Specialty store

Average repeat buyers per industry 



250+ FTE companies have the most repeat buyers

28,00%

31,00%

pure player

omnichannel player

Percentage repeat buyers distinguishing 
omnichannel and pure players 

25,02%

34,88%

36,83%

37,09%

1 tot 25

25 tot 100

100 tot 250

250+

Percentage of repeat buyers per different company 
size

Omnichannel players encounter more repeat buyers
Omnichannel players only get slightly more repeat buyers
than pure players. Therefore, the number of repeat buyers is
not really influenced by the presence of a physical store.

Consumers return to trusted companies
Trust is very important and consumers usually trust are store they a familiar with.
Most of the time larger companies are better known to the public, which explains
the higher percentage of repeat buyers among large companies.

For smaller companies it is very important to gain trust. A trustmark on your
website will definitely help in this regard.

Best 

Performance:

Large 

companies

Analytics shows us that a low bounce rate correlates 
with a higher percentage of repeat buyers



Western European customers are the most loyal

31,71%
32,53%

29,60%

24,78%
26,30%

North West East South Central

Percentage repeat buyers in European regions

Repeat buyers within Europe
Western Europe is developed in terms of e-commerce, and they are
far ahead of other regions in Europe. For instance, in Southern
Europe there are significantly less repeat buyers. This primarily has to
do with the fact that people in this region have less money to spend
and do not yet trust the Internet enough. (van der Stokker, 2015)

Reliability is a key element for loyal customers

Best 

Performance:

Western 

Europe

Click here to benchmark your repeat buyers percentage! 

https://www.ecommercebenchmark.org/en/
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Fashion industry grows the fastest

21,57% 21,76%

37,23%

32,80%
34,58%

17,50%

36,41%

Online growth rate per industryGrowth in the fashion industry
The online fashion industry has grown for years, but the actual growth is in fact declining. The
British fashion industry’s growth percentage was 17.9% in 2009, which increased to 21.9% in
2010 and reached 20.2% in 2011. the last few years, this rate was under 20% and for 2016 and
2017 a growth of 10% is expected. (Statista, 2015) This shows that the online fashion market is
becoming more and more mature.

Therefore, it is interesting to see that the fashion companies achieved an online turnover growth
of nearly 40%. The market might be slowing down in its growth but the companies within this
market are certainly not.

Growth in other industries
In the United States the food sector is the largest online retail category. Even though only 1% of
all purchases in food happens online, this still results in an online turnover of 6 billion dollars
(5.5 billion euros). In 2018 about 3% of the food revenue is expected to be achieved from online
sales. This would amount to about 18 billion dollars (16.5 billion euros) in online food sales.
(Smith, 2015)

What is the online growth rate?
The online growth rate is calculated in the following manner in the Ecommerce Benchmark: the total amount of online orders at your company divided by the total turnover of your
organization. This rate shows the importance of your company’s online department.

Best 

Performance:

Fashion



Online growth of pure and omnichannel players

42,08%
39,71%

20,50%

13,75%

25,45%

18,71%

48,10%

36,36%

1 to 25 25 to 100 100 to 250 250+

Online growth: omnichannel vs. pure players

Pure player Omnichannel player

Becoming an omnichannel player
In 2013 a research study was carried out in the Netherlands about the need of pure
players to open their own physical stores. 60% of the respondents said they were
interested in this, but the opening of a shop-in-shop was also an option. (Emerce, 2014)
One of the largest online shops in the Netherlands (Coolblue) is a great example of a
pure player that opened its own physical store. And also in other countries, more and
more online retailers open physical stores.

Besides the advantages for customers – such as touching and holding the product –
companies can create a better experience for their brand. By creating a good customer
experience, a smaller amount of products will be returned. This will result in lower
overhead costs and improve efficiency. (Kercheval, 2014)

Growth explained
A logical explanation of the fast growth of companies to 100 FTEs is that these
companies do not have a very big start revenue when founded. In this case the online
growth percentage will be very high. It is easier to double your revenue when it is not
yet very high. For omnichannel players with only a small number of FTEs it is hard to let
the online shop grow. Most of the time, these companies established the online shop in
a later stadium. There is not enough personnel to focus completely on the online shop.

Best Performance:

Medium to large omnichannel players



Europe is the fastest growing region in the world

+34,24%+20,38%

+30,00%*

+12,58%

+39,18%

+31,72%

+32,44%
+27,5%*

+45,62%

Europe
Many European countries have a highly developed e-commerce market as a result of
which the online growth of companies in Europe is very high. Still, there are large
differences between countries. In Southern and Eastern European countries online
trading is still lagging because consumers there have less money to spend and still have
trust issues regarding buying through the internet.

Global
Compared to other regions, the European e-commerce market is
very mature, especially compared to the Asian-Pacific region.
Still, this continent also has some major e-commerce countries,
including China, the world’s largest online trading market.

Click here to benchmark your repeat buyers percentage! 
* The number of benchmarks is too low to give reliable insights

https://www.ecommercebenchmark.org/en/

