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Data. Everyone wants it.

Teachers need grades. Scouts watch stats. Marketers track performance. We all use numbers to
make decisions.

Digital channels provide immense clarity compared to physical ads. Billboards leave you
guessing. Website visits offer proof.

You might miss how many diners saw a print advertisement, but banner ad clicks reveal exact
traffic counts. This insight created a huge industry. Terms like “Google Analytics” and “bounce
rate” are now standard language.

The primary factors for measuring personalization success included data accuracy,
real-time processing speed, and customer retention, according to Statista.
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Yet, general numbers do not always capture the full retail story. Specific insights are necessary.

Before listing the top data points, let's define what we need to measure.

Defining the basics

Let's get our terms straight.

What is a metric?

Simply put, a metric is a number. It represents a quantifiable measurement of how your website
performs.

Examples range from conversion rates to average cart totals. You might track traffic sources or
bounce percentages.

The list is extensive. Your shop contains rich information sources: Google Analytics, your online
store, product pages, and the checkout process all capture specific actions. These figures are ripe
for interpretation.

What is a KPI?

The acronym stands for Key Performance Indicator.

While every data point has value, these specific numbers are vital for growth. They serve as the
pulse of your business.

Site visits are interesting, but completed orders pay the rent. Typically, you are evaluated on just
a handful of critical figures. These select few are your KPIs.

Metric vs. KPI: The difference.

Although these terms often get swapped, they are not identical.

Think of it this way: metrics measure a process. Key performance indicators track your success
against a goal. One is an observation; the other acts as a target.

You can look at it this way:
¢ Metric: Average Order Value (AQV)

¢ KPI: Reaching an AOV of $40
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A sports analogy: Points per game is a statistic. Scoring 30 points every night is the
objective you want to hit.

How to measure your success

You have data.
Now you need a score.
A single number helps.

Creating a performance index summarizes results across your selected marketing channels. It
acts like a quick health check for the business.

How to build it:

Imagine you run an ecommerce site. Choose your key metrics from the list below. Then
determine a specific target, or KPI, for each one. The "Big Five" metrics many ecommerce
businesses monitor:

* Average order value (AOV): Maximizes revenue from current buyers

¢ Sales conversion rate: Proves your site actually sells

e Website traffic: Feeds the top of your funnel

® Customer lifetime value (CLV): Measures long-term profitability

e Customer retention rate (CRR): indicates loyalty and product satisfaction
The KPI calculation:

* Two metrics hit 90% of the goal

® The other two reach 100%

® Your average index result is .95

Some owners assign extra weight to specific numbers. Perhaps revenue matters more than
traffic?

We suggest avoiding that initially. Keep the math equally weighted for now.

Teams can manage specific activities. Staff members handle the daily grind. This high-level index
is for you. It provides a clear snapshot of enterprise performance without getting lost in the
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details.

When and how to time your review

You built the list.

Now comes the review schedule.

How often should you check in on the goals you’ve set?
Asking that is like questioning the price of a red car.
The answer is simple: "It depends."

Based on your business’s targeted goals, there are benefits to having a KPI review cadence, from
weekly to quarterly (and beyond).

Weekly checks.

Some stats demand constant attention.
Reviewing every seven days confirms basic health. It catches issues fast. These can include:
e Website traffic counts

¢ Social media impressions

Bi-weekly reviews.

Step back slightly.

Looking every two weeks reduces noise. Daily spikes matter less here. You get a cleaner view of
trends, such as:

* Average order value (AOV)

e Customer acquisition cost (CAC)
Monthly analysis.

Thirty days allow patterns to emerge.

Marketing cycles often align with this window. Longer durations smooth out anomalies. For
example:
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* Email open rates

e Add-to-cart abandonment

Quarterly strategy.

This view covers the big picture.

Short-term checks prove you are surviving. These more extended time periods show you are
growing. Consider looking at:

¢ Customer Lifetime Value (CLV or LTV)

e Subscription retention rates

Understanding your ecommerce funnel

Top-performing ecommerce businesses view performance through a specific lens: the funnel.

Every step requires different data points. Contrary to popular belief, no single stage ranks higher
than another. Your specific focus depends on maturity. New shops chase awareness. Established
brands hunt for loyalty.

Here’s how to track every phase of the customer journey.

Phase 1: Awareness and discovery.

You cannot sell to people who do not know you exist. These numbers measure visibility.
Impressions.

This counts how many times an ad or post appears on a screen.

It does not guarantee a click. It simply means a pair of eyes had the chance to see it. Since this
relies heavily on your budget, it is highly controllable.

Reach.

Think of this as your total number — the sum of all of the people who will see your content.

It sums up followers, subscribers, and fans. Consistent publishing expands this pool. A clear
brand voice helps you cast a wider net.
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Engagement.

This happens when Reach meets Impressions.

Are people interacting with what they see? Farming requires ongoing effort, much like building
engagement. It is not a one-time hunt.

Phase 2: Consideration (acquisition).
Shoppers know you. Now they must visit your ecommerce store.
Email click-through rate.

Opening an email is step one. Clicking a link is the real victory.

Strong calls-to-action (CTAs) and mobile-friendly designs boost this percentage. It proves your
message resonates.

Cost per acquisition (CPA).

How much cash do you burn to send a new buyer to a landing page?

Whether investing in email campaigns or paid search, these marketing efforts ultimately need to
lead to sales.

Compare this against Average Order Value (AOV). If you spend $25 to get a $100 order, you win. If
that order is only $30, the math fails.

Organic acquisition traffic.

Free visitors are the best kind.

This metric tracks users arriving via search engines without paid ads. Strong technical SEO keeps
this pipeline full.

Social media engagement.

Social platforms offer a goldmine of feedback. Track these 2025 essentials:
¢ Likes: A catch-all for thumbs-ups and favorites

¢ Shares: Retweets and repins; this expands your reach for free
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e Comments: Indicates community building

* Clicks: The bridge from social apps to your product pages
Phase 3: Conversion.
They arrived — but did they buy?
Abandonment rates.

Most shoppers leave before paying. Look at things like:

e Cartabandonment: Website visitors add items but vanish; this often hints at technical
glitches or surprise costs

¢ Checkout abandonment: They start purchasing, but bail; this usually signals a complicated
payment process

Micro to macro conversions.

Small steps lead to big leaps.

A macro win is a sale. Micro wins are newsletter signups or viewing a product video. Tracking the
activities critical to your funnel, like the number of visitors who click on the product detail page,
helps predict future revenue.

Sales conversion rates.

The classic metric: Total Orders divided by Total Sessions.
Aim to optimize your sales conversion rates in your campaigns.

Dissect this number. Check performance by channel (Google vs. Facebook) or product category. If
a campaign lags, end it. If it works, fuel the fire.

Phase 4: Retention.
Keeping a customer costs far less than finding a new one.
Customer retention rate.

This measures the percentage of new customers who stick around over time.
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Exclude new sales from this calculation. Focus purely on holding onto existing relationships. High
numbers here prove you solve problems well.

Customer lifetime value (CLV).

This predicts total profit from a single person over their entire relationship with you. It's a way to
measure your average customer satisfaction and represents a leading indicator of business
success.

A high CLV signals strong product-market fit. It justifies spending more on acquisition because
you know they will pay it back.

Repeat customer rate.

What percentage of buyers purchase from your business more than once?

If you serve them well, they return. It is that simple.
Refund and return rate.

Returns can kill an ecommerce website.

However, a lenient policy might encourage more initial sales. Monitor this closely. If one product
spikes, investigate immediately.

Ecommerce churn rate.

This tracks the turnover of your user base.

It measures how many people stop buying over a given period. Reselling to a current fan is
always easier than convincing a stranger.

All these metrics engender customer satisfaction, which begets customer loyalty and
repeat purchases.

Keep a close eye on metrics and strive to keep the right numbers growing.
Phase 5: Advocacy.
This stage of the sales funnel is often overlooked, yet it holds the most potential.

Net Promoter Score (NPS).

Growing your high-volume or established business? ‘ﬁ COMMERCE
Start your 15-day free trial, schedule a demo or give us a call at 1-866-581-4549.


https://www.bigcommerce.com/free-trial/?utm_medium=blog&utm_source=pdf&utm_campaign=post_pdf_download
https://www.bigcommerce.com/request-a-demo/?utm_medium=blog&utm_source=pdf&utm_campaign=post_pdf_download

Would your existing customers recommend you to friends? Based on their rating (0-10), they fall
into three buckets:

e Detractors: Unhappy
e Passives: Indifferent
¢ Promoters: Loyal fans

Subtract Detractors from Promoters to get your score. This single number reflects everything
from shipping costs to product quality.

Subscription rate.

Email marketing remains the best indicator for loyalty.

A growing list means people want to hear from you. Watch your unsubscribe rate, too. If it creeps
above 0.5%, rethink your content strategy.

Program participation rate.

Do you have a loyalty program?

Track what percentage of shoppers join. Members usually buy more and stay longer. Treat them
like VIPs, and the data will show the results.

Your NPS will benefit from a combination of all of the above, with the primary goal of maximizing
the customer experience.

The final word

Numbers drive decisions.

Your ecommerce business generates massive amounts of data across every customer touchpoint.
The challenge isn't collecting information — it's knowing which numbers actually matter.

The core insight: timing matters as much as measurement.

Weekly reviews catch traffic problems fast. Monthly analysis reveals user experience trends.
Quarterly assessments show whether your number of orders supports long-term business goals.

Most retailers waste marketing efforts chasing vanity stats. Page views look impressive, but don't
pay the bills. Focus instead on metrics that predict completed purchases — conversion rates,
customer acquisition costs, and lifetime value calculations.
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Building your system starts with benchmarks.

Track where you are today. Set specific goals for where you want to be. Calculate the gap. A
simple performance index averaging four key metrics gives you one number that reveals
everything.

The five-phase funnel approach ensures nothing falls through the cracks. Awareness metrics
measure visibility. Acquisition numbers prove your marketing strategies work. Conversion data
shows who buys. Retention figures track the number of customers over time. Advocacy
measurements reveal if they'll recommend you.

Centralized dashboards eliminate tab-switching chaos. Al-powered forecasting turns historical
patterns into future predictions. Real-time tracking stops problems before they become crises.

The bottom line: measure what moves the needle, and ignore the rest.

FAQs about ecommerce metrics

What is the difference between vanity metrics and actionable metrics?

Vanity metrics are fluff. They look impressive on a dashboard. Think of social media likes, raw
page views, or total registered users who may never become potential customers. Seeing these
numbers climb boosts morale. However, they rarely correlate with money in the bank. Actionable
metrics do the heavy lifting. These figures tell you exactly what is happening. They directly inform
your decisions and impact performance. Key examples include conversion rates, lifetime value,
and customer acquisition costs. One builds your ego. The other builds your business. Focus on
the data that drives strategic growth.

What's the difference between leading and lagging ecommerce KPIs?

Think of driving a car. The windshield shows the road ahead. The rearview mirror reveals the path
behind. Lagging indicators look back. These metrics measure results that have already
happened. They are the final score on the board. Total revenue, profit margins, and return rates
fit this category. You cannot change these figures once they are recorded; they are history. They
tell you if you succeeded. Leading indicators look forward. These numbers predict future
outcomes. They act as early warning signals. Website traffic, add-to-cart trends, and email open
rates belong here. If site visits drop now, sales will likely fall next week. Watch these signs closely.
They give you time to adjust your strategy before the month ends.

What is the most important KPl/metric to pay attention to?
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It depends on your stage. A startup craves potential customers through traffic. A mature brand
needs returning customers through retention. No single number tells the whole story for
everyone. However, most retailers agree on a core group of essential ecommerce KPlIs. If you had
to choose a "Big Five" to monitor, start here: Average order value (AOV): Maximizes revenue from
current buyers Sales conversion rate: Proves your site actually sells Website traffic: Feeds the top
of your funnel Customer lifetime value (CLV): Measures long-term profitability Customer retention
rate (CRR): indicates loyalty and product satisfaction Master these first. You can add complexity
later.

What is the best way to track my metrics and KPIs?

Web analytics platforms are the gold standard. They act as the central nervous system for your
business data. Most online retailers rely on tools like Google Analytics, Adobe Analytics, or
Matomo. These systems allow you to track metrics across every channel efficiently. From
subscriber counts to page speeds, nothing remains hidden. This technology gives you a real-time
look at how your website and promotions perform. You stop guessing and start knowing.

How can | use ecommerce metrics to personalize the shopping experience?

Personalization starts with listening. Your metrics reveal exactly what shoppers want. Analyze
specific behaviors to tailor the experience effectively. Do not guess. Track metrics like purchase
history, browsing patterns, and shopping cart abandonment rates. Let the numbers guide your
strategy. What to watch: Purchase history: Suggest items that complement past buys Browsing
patterns: Show users products they viewed recently Cart abandonment: Send a discount for
unpurchased items Targeted marketing campaigns always beat generic blasts. This attention to
detail improves engagement and builds deep loyalty.

How do I build a real-time ecommerce dashboard that connects data from multiple
platforms?

Stop jumping between browser tabs. Logging into distinct platforms wastes time. You need a
centralized command center. To build this, you must use data connector tools. These act as a
bridge. They pull raw stats from your store, ad accounts, and email providers into one place.
Popular options include: Google Looker Studio: Free and integrates easily with Google Analytics
Power Bl: Robust and great for Excel users Marketing Analytics: Explicitly built for digital
marketing data These systems use APl connections to fetch the numbers automatically. Once
linked, they visualize your ecommerce KPIs on a single screen. Now, you see the whole picture
instantly — no more manual spreadsheets.

How can Al and machine learning improve ecommerce metric analysis and
forecasting?
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Al acts like a crystal ball. Traditional reporting tells you what happened yesterday. Machine
learning predicts what will happen tomorrow. This technology shifts your focus from reaction to
preparation. It takes ecommerce KPIs and turns them into future roadmaps. Key advantages
include: Pattern recognition: Humans miss subtle trends. Algorithms scan millions of data points
instantly. They spot hidden connections between weather, holidays, and buying habits. Inventory
forecasting: Stop guessing about stock levels. These tools predict precisely how many units you
need next month. This prevents sold-out items and reduces storage fees. Dynamic pricing:
Computers adjust costs based on real-time demand. You get accuracy, not assumptions. This
helps you plan budgets with confidence.
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