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Executive Summary

2016 was the year of personalization as marketers moved towards true one to one 
messaging. Marketers have always had mountains of customer data at their fingertips. 
However, the ability to use that data remained just out of reach, especially as consumer 
behavior became more complex. That all changed as new technology was introduced to 
automate message personalization. Many retailers were quick to jump on board, serving up 
product recommendations on-site, in emails and in display ads.

We researched over 400 retailers to determine what cross-channel strategies and tactics 
are being used to engage customers. 

Key Findings
• Leading marketers base the recommendations on each shopper’s browse behavior 

across multiple devices and touchpoints. While there is a time and place to share 
new and popular items, marketers have moved beyond that to truly personalize every 
experience shoppers have with their brands.

• 30% of the shopping cart abandonment messages we received included product 
recommendations based on the items we browsed and carted. The recommendations 
included items in the same category or sub-category as the abandoned item.

• We received browse abandonment messages from nearly 15% of the retailers studied 
and nearly 80% of those messages included personalized product recommendations 
based on the category or sub-category browsed. We expect more organizations to add 
messages like this in 2017. 

• Programmatic advertising is on the rise. We were served display ads featuring products 
we browsed from 70% of the retailers studied. Many of them also included product 
recommendations featuring items in the same category or sub-category of the 
merchandise we viewed on-site.
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Methodology
This is our annual study of retailer’s 
cart abandonment tactics. This 
year, however, we expanded the 
report to mimic cross-channel 
shopping experiences as we not only 
collected information from email 
messaging, but also display ads and 
the relationship between browse 
behavior and personalized product 
recommendations.

Listrak’s research is based on 428 
mid-size to enterprise-level retailers. 
We visited all the sites, noting 
the following for each retailer: 
responsive site, pop-up/incentive 
for email acquisition, and product 
recommendations on home pages, 
product pages and 404 pages. 
We signed up for email using the 
pop-up if applicable. One shopper 
browsed the site without adding 
products to her cart while another 
added products to the cart and 
then abandoned the sale. We then 
monitored the welcome emails 
we received, clicking through and 
browsing different products and/
or abandoning the site again. Our 
shoppers monitored both browse and 
cart abandonment emails received, 
noting the number of messages, 
personal product recommendations 
and cadence of the series. 

During the shopping process, we also 
monitored display ads for a subset 
of the retailers and whether the ads 
featured products that we browsed.
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TREND 1

In cart abandonment messages,  
organizations are recommending products 

based on all browse behavior
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Customers abandon carts for many reasons. They do price comparisons 
before they’re ready to buy; they’re not satisfied with shipping rates or 
shipping dates; they get distracted mid-checkout; or, if websites aren’t 
optimized for mobile shopping, customers add items while shopping on 
mobile devices intending to complete the purchase later on a PC. 

Cart abandonment messages are commonplace and many customers use 
them as a way to remind themselves of a product they intend to purchase. 
The goal of these messages is to persuade the customer to buy the item they 
abandoned in the cart. There is a high level of intent, lending insight into what 
types of products the customer is most interested in at any given moment. 

By basing recommendations on all browse behavior, retailers are able to 
target the customer’s interests in a personalized way, reminding them of 
products they looked at but may not have added to the cart. These recovery 
campaigns capture lost sales and add revenue directly to an online retailer’s 
bottom line.

30% of  
cart abandonment 
messages received  
included personalized  
recommendations  
based on browse behavior
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SUB
JECT     Your cart is ready for checkout
PRE
HEA
DER      We’ve got your back

 1 day after abandonment

  No price shown: let customers 
shop on your site, not in their inbox

SUB
JECT     )
PRE
HEA
DER      A little bird told us you stopped by

 4 days after message 1

  Recommendations from browsed 
sub-category

SUB
JECT     Is this yours?
PRE
HEA
DER      We’ve kept an eye on your favorite items

 5 days after message 2

  Include ratings - consumers trust  
other consumers

1

2

3

Withhold recommendations 
until second or third message 

to avoid distractions

Make sure recommendations 
have sufficient inventory

Be direct with your messaging

Additional Tips
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SUB
JECT     Your skin is longing for this
PRE
HEA
DER      Take home the products you left 

behind. Shop now

 3 hours after abandonment

  Recommended products are  
within same price range as  
abandoned product

SUB
JECT     Treat Yourself! A free trial size kit 

with $75 purchase.
PRE
HEA
DER      A little bird told us you stopped by

 2 days after message 1

  Product recommendations should 
include “Add to Bag” link for quick 
purchase decisions

SUB
JECT     Your order is incomplete
PRE
HEA
DER      Discover what your skin has been missing. 

Shop now. 

 5 days after message 2

  Include product recommendations in  
same sub-category as abandoned item

1

2

3

Recommend different  
products in each message to 

aid in product discovery

Base recommendations on  
recipes such as “Purchased  

This, Purchased That”   
“Viewed This, Purchased That” 

Make sure recommended 
products are within same price 

point as abandoned items

Additional Tips
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66.1%

28.6%44%

Other Shopping Cart Abandonment Findings

44%  
of retailers sent  
at least one 
cart abandonment 
message

Nearly 31% of cart abandonment campaigns 
consisted of three or more messages

28.6% of 
first messages 
were received 
within 1 hour 
of abandonment

66.1% sent 
the first message  
within 24 hours 
of abandonment

#
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f 
m
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g
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1

2

3

4

42.9%

26.5%

21.6%

9.0%
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TREND 2

Retailers are starting to send browse 
abandonment messages
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14.5%

Browse abandonment messages are a great way to use the customer 
information you collect. Unlike cart abandonment messages, the goal of 
browse abandonment campaigns is to drive customers back to your site to 
shop again, not to ensure they purchase the browsed item upon receiving the 
email. That’s what makes personal product recommendations so powerful in 
these messages. The product recommendations help shoppers discover items 
that match their exact requirements but they might have missed during the 
shopping session.

The concept behind browse abandonment messages isn’t new; but with the 
addition of personal product recommendations, the messages are certainly 
improved. When done correctly, these messages are a digital version of a 
personal shopper as they help customers find the merchandise they are most 
interested in efficiently and effectively.

Historically, retailers have been slow to adopt these messages. But we saw 
a major shift in 2016 as more organizations implemented technology to 
automate these campaigns.

We received browse 
abandonment messages 

from 14.5%  
of the retailers studied 
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SUB
JECT     Still looking? SUB

JECT     Still Thinking About Keurig K400 2.0  
Programmable Brewing System, Black?

1

2

3

Base recommendations on 
recipes such as “Viewed This, 

Purchased That” or “Top  
Sellers in Browsed Category”

Run a split test to see if  
including prices increases 

click-through rate

Include abandoned product 
name in subject line for  

increased visibility in the inbox

Additional Tips
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SUB
JECT     Forgetting Something…?
PRE
HEA
DER      Nothing haunts us like the things 

we didn’t buy…

 1 day after abandonment

  Use subtle messaging to speak to 
browsed merchandise

SUB
JECT  Temptation? There’s only one thing 

for it
PRE
HEA
DER      Just. Give. In.

 2 days after message 1

  Recommend products in same 
sub-category as item browsed

SUB
JECT     Look what’s on SALE…
PRE
HEA
DER      Oh, hello. It’s that thing you were  

tempted by at Boden.

 4 days after message 2

  Be more direct with messaging  
regarding browsed items

1

2

3

Send a series of three  
or more messages

Your series should include a mix 
of subtle and direct messaging 

related to the customer’s  
abandonment behavior

Mix up your recommendations 
to help aid in  

product discovery

Additional Tips
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DAY
1      Triggered Email DAY

2      Triggered Email  
featuring user-generated 
content from Olapic

DAY
3      Triggered Email DAY

4        Triggered Email 
featuring user-generated 
content from Olapic

DAY
5      Triggered Email

1

2

Additional Tips

Include user-generated  
content to increase  

engagement 

Supplement series with  
nurture messages
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27.4%

Over half of all browse abandonment 
campaigns only contained one message

#
 o

f 
m

es
sa

g
es

Nearly 80% of browse abandonment 
messages contained personal product 
recommendations

Other Browse Abandonment Findings

27.4% of first 
messages were received
within 1 hour 
of abandonment

1

2

3

54.8%

32.3%

12.9%

100%80%60%40%20%0%

message 3

message 2

message 1

 
 

1

2

Optimize revenue by sending  
a series of messages – don’t  
rely on a single message to  

re-engage site visitors

Test your message cadence – send 
your first message within an hour 

of the abandonment and  
additional messages one day apart

Additional Tips
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TREND 3

Display ads showing browsed products are 
becoming commonplace



70%
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Programmatic advertising, the automated creation of display 
ads, accounts for 67% of total digital display ad spending in the US1. 
Because it does not require email addresses or mobile numbers, it 
allows retailers to retarget consumers in varying phases of the customer 
journey, including the non-subscriber and non-purchaser. Programmatic 
ads deliver efficient and relevant personal ads, reinforcing brand 
elements and aiding in purchase decisions to drive incremental revenue 
and ROAS. These display ads are designed to drive site visitors back 
to your site by reminding them of things they already looked at and 
showing them product recommendations based on their browse history.

70% of the retailers  
studied served display ads  
featuring products  
we browsed
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Other Display Ad Tips

 
 

1

2

Include browsed item plus  
recommended merchandise  

in the same category

Use a four or five carousel  
layout to increase engagement

Additional Tips
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ADDITIONAL FINDINGS
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On-Site Functionality

75.4%

1.7%58.7%54.9%

54.9% had a pop-up for
email acquisition on-site

Only 1.7% of pop-ups  
collected both email addresses 
and mobile numbers

58.7% of pop-ups 
included an Incentive

75.4% of sites had 
recommendations 
on product pages

52.1% 37.4%

52.1% had
product recommendations 
on the cart page

37.4% had
product recommendations 
on the 404 error pages
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79.2%
79.2%  
of retailers sent  
at least one  
welcome message

1

2

3

4

49%

19.5%

20.9%

10.6%

#
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f 
m
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g
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3.8%
Only 3.8%  
of welcome  
messages included  
personal product 
recommendations

1
Use the browse activity you have on new 

 subscribers to personalize welcome messages. 
Or, add top sellers, top trending products, or 

gateway products to your welcome messages.

Additional Tips

Welcome Series
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RECAP
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Digital marketing messages that are truly personalized to each site visitor’s browse behavior has become mainstream 
as more and more retailers continue to adopt the technology to automate these strategies and tactics. Customers expect this 
level of personalization from every brand. If you are still only recommending top sellers or merchandise based on purchases but 
not browse behavior – now is the time to update your campaigns.

If you are already sending a cart abandonment series, adding a browse abandonment series will boost revenue greatly. A browse 
abandonment series opens up a lot of opportunities for you to reach shoppers with relevant messages in a way that you couldn’t 
before – you know what products they viewed so use that to your advantage.

For site visitors who didn’t subscribe, or if you are just looking to engage customers at another touchpoint, adding programmatic 
advertising to your campaign arsenal will add incremental revenue and enhance the shopping experience. To learn more, 
download our whitepaper “Programmatic Marketing: The Path to True Engagement and Incremental Revenue.”

Source: 
1eMarketer article “More Than Two-Thirds of US Digital Display Ad Spending Is Programmatic” and link it to https://www.emarketer.com/Article/More-Than-Two-Thirds-of-US-Digital-Display-
Ad-Spending-Programmatic/1013789



Listrak’s solutions help you create 
personalized, seamless experiences across  

all customer touchpoints from a single, 
integrated digital marketing platform.


