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When it comes down to shopping cart implementation and design, bringing into play a
collection of best practices and minding a set of critical factors can facilitate a successful
strategy designed to boost sales effectiveness and volume, increase revenue and drive
customer loyalty. It’s easy to see how control over the look and feel of the cart in concert with
the purchase flow process needs to be considered a key aspect of optimizing the shopping
experience, especially in scenarios in which services are outsourced to an ecommerce platform
provider. Delivering a unique, rich, branded shopping experience is an ongoing process focused

on a key building block: the cart.

Avangate offers you complete control over the shopping experience along with support to

optimize the cart to boost conversion rates.

www.avangate.com 3
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2 Shopping cart optimization best practices

The cart and the website/app store/application/etc. you use to sell products should be pieces
of the same unified experience. Ensure the cart complements the shopping experience and
catalyzes sales rather than working against the customers and causing abandonments and lost
revenue. Fact is that the end goal of you customization efforts is to see your investment pay off

in terms of an optimized shopping experience and increased sales effectiveness.
2.1.1 Best practices to increase conversion rates

1. Test drive, don’t just roll-out - Increasing conversion rates is an endless back and forth
game of trying to align to ever-evolving customer behaviors. Such a continuous process
needs mature testing capabilities. Test all changes you implement and compare design
modifications to see which ones covert better. Once you identified a design with a superior
conversion rate roll it out. The entire process needs to start all over again. Even best
practices are not failsafe, so test different designs to identify the ones delivering the best
results.

2. Target audience— Know your customers. Live and breathe this mantra and watch
conversion rates increase. Minute details such as browser configuration, locales, referring
URLs, etc. can all be used to your advantage when connecting with potential shoppers.
Remain disconnected from your website’s visitors and only increase chances of serving
them with irrelevant content and offerings and losing their business. Localization is a great
example of how you can speak directly to shoppers, regardless of their locale.

3. Intuitive navigation — Make sure that shoppers are well aware of the cart structure, the
steps the need to take to finish the purchase process and place the order. In order to
provide indications of what to expect as they work their way to order, customers should get
step-by-step guidance with the help of progress indicators, such as Breadcrumb navigation.
Headlines and Subheadings can also be used.

4. Calls to action — Include calls-to-action like Buy Now, Checkout, Express Checkout and Add
to cart buttons with product info, while making sure such elements are detached, concise
and stand out from the rest of the details.

5. Open cart - unless you’re selling a single offering with no options don’t make the mistake to

close down the cart once a product gets added. Make it simple for shoppers to access the
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cart the first time around, edit its contents, add new product, save it, and re-access it every
time they wish. It’s also a good idea to use the cart to double for the registration process
and not require users to sign-up separately.

6. Branding —aim to build a unified experience across you online property, while keeping in
mind that the shopping cart should be treated no differently. Unify the shopping experience
both on the surface, design-wise, and under the hood, purchase flow-wise, but always go
the extra mile and tend to details such as hosting the cart on your custom domain, the
same as your site instead of redirecting the shopper to a disjoint URL to complete the
purchase once, which can create confusion.

7. Payment methods support - Match your consumer/visitor segment expectations and cater
to their needs. Make sure that shoppers have available, can easily find and use their
preferred payment options increasing you chances to covert “digital window shoppers” into
customers.

8. Prominent total cost of purchase — No hidden costs. They will only serve to frustrate
shoppers. Not only have the cart clearly display the price of all items added, but also include
shipping charges and taxes in the early stages of the checkout process.

9. Focus the checkout process on wrapping up the order — keep the checkout interface
simple, enabling shoppers to focus exclusively on finishing their purchase. It's never a good
idea to take customers out of the check-out process. Even if you opt for an open cart, go
with a closed checkout process. At this stage in the purchase process, the less distractions
for shoppers, the better.

10. Usability and performance — ease of use and speed need to be inherent characteristics of
carts with high conversion rates. Cut down complexity as much as possible, and optimize for
top horsepower. The last thing you want is for shoppers to break the purchase process
because they’re overwhelmed with irrelevant details or because portions of the cart are not
loading or taking a long time to load.

11. Include visual cues = Include distinct, uniquely relevant visual cues, such as thumbnails, to
make it as simple as possible for shoppers to feel assured that what they added to cart is
what they intended to shop for.

12. Support - contact information, such as a toll-free phone number, but also additional details

including contact timings, should double digital communications channels (email, instant
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messaging, live chat, social networking contact info, etc.). Shoppers will trust you more if
they know they can reach you through a variety of channels.

13. Social references - Use the social universe to our advantage. If you already built a loyal
following, that’s an inestimable resource to leverage, by having prospect shoppers see
recommendations from their friends. If you’re just starting selling, social word of mouth is a
very powerful tool to increase your audience and sales.

14. Terms & Conditions — They’re a necessity, and you need to streamline access to such

documents, as well as make it simple for shoppers to agree with the terms and conditions.

Intuitive navigation Focus the checkout process on wrapping up the order

@ Confirmation and Payment @ Finish

Language: | English [=] Show price in: | USD - United States Dollar [=]

Products in your shopping cart

Open cart Delivery Quantity Unit price Value

Avangate Subscription 3.0 - 1Year Electronic - 79.99 USD 79.99 USD (%]

Total price: 99.99 USD

Prominent
Total VAT: 20 USD total cost
= Back to shopping
Billing Information Payment Options
Streamlined Licensed to: ©® Person © Company Your payment is securely processed by our pariner, Avangate.
forms £ Who is Avangate
First name*: =
o — Payment Options*: \ [=] Paymen‘
Address*: Sovisa WAV AVEX PayPal vscove GPIR” & rax methods
& [ C [ r—, support
Billing currency™: USD - United States Dollar [+]
City™:
Zip or postal code*:
CONTINUE
Country™: United States of America [+] Calls .
to actior
State or province®: Please select... [+]
Email*:
Confirm email*:
Need assistance?
Check out our Customer Support for more information on online payment related issues, &R SUPPORT: — Contact
order status and transactions +31 88 0000008 (Inernational) info

+1 (650) 963-5701 / (888) 247-1614
For a prompt service, please state the order number from your confirmation email as a
reference. We are happy to answer any questions you might have on the ordering (24/7 English phone support for

process. online payment related issues.)

Avangate is the authorized vendor of the products you have added to your shopping cart

and your contractual partner. a/am:e
3 > genorote o-salos w
om @/ McAfee SECURE]
Order processed by Avangate TESTED DALY

Security
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2.1.2 Best practices to decrease shopping cart abandonments

Shopping cart abandonments are an inherent part of ecommerce, with the percentage of
shoppers abandoning carts well in excess of 50%, and as high as 70-75% in some cases. While
there’s no silver bullet solution to avoid abandoned carts, you can implement a set of best

practices to curb this phenomenon.

1. Shopper comfort — Remove any obstacles that keep customers from providing you with their
information and ultimately buying your products. Align your processes to the needs of shoppers
instead of sidelining their needs. For example, instead of forcing them to create an account
ahead of allowing them to purchase, make it possible to shop as guests, and create their
account as they place an order.

2. Beacons — Make key calls to actions and product information stand out. Buttons such as Buy,
Add to cart, Checkout, Next, etc. should be visible and accessible effortlessly. Display critical
details including product price, options, taxes, etc. prominently. Mute all visual noise. Provide
tips and hints to help out shoppers as much as possible.

3. Save previously entered info — In addition to saving the cart, also retain any details that
shoppers enter during the ordering process. You risk elevating frustration levels unnecessarily
by requiring info to be introduced again in scenarios in which the shopper clicks the ‘Back’
button, for example. If your shopping experience also involves a wishlist, try to keep it separate
from the actual cart.

4. Optimize the checkout process — Don’t force customers to jump through hoops and go through
unnecessary steps. At the same time don’t oversimplify. Identify the core imperative and
factors that boost conversion rates through testing, and implement only essential flows that
produce a measurable sales success.

5. Streamlined forms - Avoid too many fields. Extensive forms can very easily discourage shoppers
from completing a purchase.

6. Essential details only — Avoid information overload. Don’t clutter your shopper’s screen with
irrelevant information, and help them focus on shopping instead.

7. Follow-up campaigns — Don’t expect shoppers to come back on their own to an abandoned cart
and pick up where they left. Create a comprehensive follow up email campaign focused on

recovering abandoned carts. Don’t limit remarketing efforts to just a single follow up email.
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Consider sending out as many as three messages, in the first 72 hours after a cart
abandonment. Of course, it’'s essential to generate the initial email in the first 24 hours,
preferably within the first three hours.

8. Personalization and incentives — Craft the follow-up emails with the personal data of the
shopper. Also, go a step further and incentivize the visitor to finalize the purchase by offering a
discount, free shipping, a free upgrade, etc.

9. Errors —System generated error messages still need to be read and understood by humans.
Keep that in mind. Display only coherent error info and actionable remedies capable of helping
shoppers resolve any issues thy might have come across. Provide visually distinctive cues when
errors are generated and when they’re resolved. Most importantly, don’t blame you shoppers,
and assume fault every time.

10. Coupons - Emphasizing coupons can lead to cart abandonments for those shoppers that cannot
benefit from your promotions. Ask for coupons only in relevant situations when they act as an
incentive to buy more.

11. Refund policy — Make sure shoppers understand clearly your policy for refunds/chargebacks
and that they’re comfortable enough with it to continue shopping. Practice what you preach.
It’s critical for you to live up to expectations, especially in the case of refunds.

12. Survey for shopping cart abandonments - Offer incentives to abandonments - If visitors
abandon at the point of checkout, offer an incentive to complete an exit survey in which they
can share their reasons for leaving.

13. Security —It’s essential that you build trust in your business. Inform your shoppers that their
transactions are secure and their information kept safe, including through using services such as
VeriSign, ScanAlert, Better Business Bureau, etc. The logos they provide can be used as visual
cues integrated into the shopping cart.

14. Clear communications — Work to communicate clearly the successful submission of orders, as

well as all data that customer provides.

www.avangate.com
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3 Avangate tools

Always aim to create a store that’s both easy to use and simple to buy from, reflecting your
customers’ needs and preferences. Ease of use and simplicity are a tandem capable of greatly
affecting your cart’s ability to generate regular sales and to support future growth. Investing in
fine-tuning shopping experiences and getting payoffs to dwarf penalties requires
comprehensive resources which are available out of the box with Avangate. Take advantage of
the tools at your disposal to build online shopping experiences aligned with your brand, control
usability and behavior, slash shopping cart abandonments and build up conversion rates. The
Avangate payment interface can be customized using any number of templates from the

gallery available out of the box.

Template Gallery

001 - Two Column Billing

B o Gy toan

002 - One Column Red

Less scrolling, less surprises.
Centralizes the main stages of the
purchase process and reveals them
to shoppers. Works best with "One
page shopping cart” experiences,

Add to Draft templates

005 - Full Featured Two Column

LT —— prpepe—

Full-featured two column template
with prominent call-to-action buttons
and an optimized payment methods
selection feature.

Add to Draft templates

A clean one column template, this
design makes your products stand
out. Shoppers have a very clear
overview of the steps required to
complete a purchase.

Add to Draft templates

006 - Single Product

[ e

1deal for single product carts, this
intuitive template is interactive and
focuses shopper actions on the key
stages of the purchase process.

Add to Draft templates

003 - One Column, Right Sidebar

L ———

Two celumn template inspiring
feelings of confidence and security
due to the increased visibility of
security logos and payment
methods.

Add to Draft templates

007 - SaaS Interactive

prer—

Tailored to the needs of Saas
businesses, this streamlined
template is optimized to sell
subscriptions and services.

Add to Draft templates

004 - One Page Interactive

W Losoriame

i®

Clean, dynamic and user friendly.
Perfectly suited for offering a sleek
and fast purchase experience to your
shoppers.

Add to Draft templates

The personalization of the shopping cart can be taken even further than the default templates

allow, through the editing of the HTML, JavaScript and CSS files controlling the payment

interface design. Customization functionality ranges from the most basic to advanced, and

allow the tailoring of the cart and the shopping experience to the merchant’s website, app

store, etc.

www.avangate.com
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4 Interface templates gallery

In addition to the basic design which is the pre-selected option for the shopping cart when a

new Avangate account is created, seven other templates are available. Each of the designs at

your disposal powers specific shopping experiences, enabling you to start testing different

scenarios by using the platform’s A/B testing capabilities. Testing is critical to identifying the

ideal combination of shopping cart design and purchase flow process resulting in high

conversion rates.

The payment interface customization capabilities are extensive and go well beyond the
templates offered in the control panel. Comprehensive editing functionality is available for
each of the templates, with the exception of the default cart which cannot be personalized. In
addition, the Avangate platform also offers you the possibility of creating brand new designs,

using the existing templates as starting points.
For every new template you create there is a simple set of rules that you need to follow:

© All required graphic elements must be uploaded on Avangate servers, which is mandatory
condition since otherwise the SSL connection cannot be established. This can be done via the
Media center.

© The Avangate TAG needs to be added to the same location where the order form will be

integrated into the personalized template.

Once customized/created, templates can be associated with specific products by assigning

them to Product groups, streamlining the payment interface management process.

www.avangate.com 10
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© Two column billing - Less scrolling, less surprises. Centralizes

Yot prce: £79.94 Row

. S e the main stages of the purchase process and reveals them to shoppers.

Works best with "One page shopping cart" experiences.

YOYAL PAICE: 145458 RON / 23 8

© Full Featured Two Column — Full-featured two

—Eo e -

column template with prominent call-to-action Mg PRI

buttons and an optimized payment methods selection EBB S

feature. : )
¥ LogoName = = S

Dogamsa
T BT

e

= : © Single Product — Ideal for single product carts, this intuitive

., template isinteractive and focuses shopper actions on the key stages of
the purchase process.

¥ Logotame T G

[~ ]
RO —— T e ST T N

© SaaS Interactive — Tailored to the needs of SaaS
businesses, this streamlined template is optimized to

sell subscriptions and services.

www.avangate.com
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215 My Company Loge

Products in yeur shappng cart

Fretay Sarin s anme. Oubiowry  Ouasery Gutpice Voo

= ' . © One column red-Shoppers have a very clear overview of the
“TIIUED steps required until a purchase is completed. A clean one column

template, this design is guaranteed to make your products stand out.

Batrg ntermanon

My Company Loge
m e s
Praterms s youw ehepping sen [ 0
Prtartate s Gy - Sl
© One column blue, right sidebar—Because of the increased e ey
visibility of the security logos in combination with the o
prominence of payment methods, this two column et
template is perfect to inspire a key feeling of confidence
and security in your shoppers.
*Lo!oﬂamc . . . .
- S © One page interactive template- Clean, dynamic and user friendly.

Perfectly suited for offering a sleek and fast shopping experience, this

template works wonders in concert with the one page checkout purchase

flow.
svengme © Default - Basic, basic, basic. An optimized design which puts
&= products, payment methods and security details center-stage.

Each of the seven templates features a distinct and adaptable design which can be assigned to
specific groups of products either in their default state, or after extensive personalization.
Iltems from the Template Gallery have to first be added to the Draft template area, action

which makes available the assign to product group, advanced preview and edit options.

12
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Customization can affect templates from the most basic of information to the code that’s at

the core of the designs.
Advanced customization:

© Avangate Interface Templates use external files for JavaScript and CSS information, to assure
the fastest loading times for its pages. Changing these files is an advanced operation best
handled by experienced programmers. To change the external JavaScript and CSS files, please
go to "Media Center" and upload your desired external files. Avangate will automatically merge
the files with the built-in interface files and serve them from a CDN (Content Delivery Network).
When it comes down to lighter customizations, the Control Panel offers a number of inline

editors making it very easy to overwrite specific lines in existing .CSS or .JS files.

One page interactive template — English

9 Products
Template information
4 Delivery
Language 8
& Price lists
English
@ Subseriptions
44 Generate links Udiie:
@ Interface templates
& Ordering options
U Partner proforma settings
= Media center
Marketing tools ——
) This template is used in an active A8 Testing campain
Affiliate network
Partner management Assigned to the following product aroups: Avangate Product Group
Orders & customers
View Ordering Interface View Customer Support Area View Affiliate Signup
Reports center
General
External JavaScript and CSS files
HEAD Information
BODY Information
Style Information
Simple Customization (Beginners) @ Advanced Customization (CSS) N®
m Save with comments View Ordering Interface View Customer Support Area View Affiliate Signup Delete
6 + Any change will have an immediate effect for your payment interface
+ You can assign a different template for each group of products. In order to assign 8 template, please go to Products groups

+ 1f you want to use advanced CSS information, please use the META area

www.avangate.com
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Simple customization

© If you coding skills do not equip you to tackle an advanced customization, you can still very
easily customize the look and feel, including the background style, link and text colors using a

basic editor available in the Control Panel.

Style Information

=~ Qi - 3 = - 3 = New
@ Simple Customization (Beginners) () Advanced Customization (CSS) New
You can ’J'E':""?E the background style, fink You will start with 2 set of styles and you can further customize it using CSS.
and text colors using the easy to use editor
below.

Page Layout

Background image: Background color:  Margin width:  Margin height:
| No image [=] =Frrrre ] 0 px |0 px

Input specific CSS information used for order forms

Font: Arial, sans-serif E] Link font: Anal, sans-serif El
Textcolor: 111111 [} Link color: 20000 [
Text size: 11 pX Link font size: 11 px

Active link color:  #Fro000 [l

visited link color:  20000FF [l
Customize order tables

Titles background color: #EEEEEE E] Border color: #ccccee |:|

Content background color: 7::FFFFFF D Rounded corners: ‘ YESﬁEH

Customize CSS for Customer support

Icon and button color: = ] Box title font color: # ]

www.avangate.com
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5 Optimizing the Avangate cart

Optimizing any shopping cart involves improving performance metrics. So before starting to
actually do any changes, make sure you know the existing key performance metrics for your

cart:

© cart abandonment rate;
© step by step conversion funnel;

© average per order value.

Depending on your business you might want to check out the above metrics based on country

of your visitors.

The above metrics can be obtained by relying on web analytics tools such as Google Analytics,
though they might need some deeper integration with your Avangate Cart. Avangate provides
comprehensive support and guidance for such a deep integrations in the free Analytics

miniBible for Software Vendors whitepaper.

Once you have access to those key metrics for your online business, it's time to dig in and see

what needs to be optimized and how it can be done.

5.1.1 Problem: High cart abandonment rate

Looking at our global cart conversion rates, we consider any abandonment rate over 80% as

being high and any rate under 70% as being good and desired.
Here are a couple of reasons why users would abandon your shopping cart:

© the process is too lengthy for them and they’re losing their patience (remember, it starts on
your website);
© they don't feel safe enough;

© they don't feel sure enough they want to buy;

o

there are inconsistencies between data in the cart and your website (e.g. price is different).

www.avangate.com 15
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Avangate offers no less than six different purchase scenarios enabling you to select the best fits
for your needs. For example if your website sells only one product with only one pricing option,

the scenarios that fit best your needs are:

© One page checkout

© Classic checkout

On these pages, buyers only need to fill in billing information and payment details and they’re
done. The shorter the process, the easier for them to purchase. However, if your website sells
multiple products, with advanced pricing options and up selling setups, you want to make sure
shoppers can manage their cart, add remove products or upgrade. For this scenario, we

created the following purchase flows:

© Checkout with cart functionalities;
© Add to shopping cart;
© One page checkout.

There is no secret recipe that works for everybody, that's why, based on your business needs,
identify the purchase scenarios that you think should work best for you and test them out.

Avangate offers a free A/B testing suite that allows you to do just that:

Add New Scenario

How much of your traffic you want to include in your experiment?

8% The traffic for this campaign must be split entirely between the
Percent of traffic: 33 % : )
designated scenarios.

New scenario variants

Checkout functionality

Simple checkout
@ Extended checkout

@ cCheckout with cart functicnalities
© one page checkout

Add Scenario

www.avangate.com
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5.1.2 Problem: High step by step conversion funnel drop rate

After you have identified the best purchase flow for your business, you should take a look at
the conversion funnel for your cart and identify the steps generating a higher than expected
drop rate. As a rule of thumb, if your conversion funnel looks much worse than the one below,

you need to optimize it:

-l

Checkouts 57,807
3 B.9%
Cart Verify 22,473
3 a1.1%
Orders 20,484

When visitors drop more within a step than expected (or usual) it means that there is
something on that stage chasing them away. Such problems are dealt by optimizing design and

content.
Here is a checklist to go through and identify what needs to be improved:

© is the look and feel of the shopping cart the same as your website;
© s the shopping cart compatible with all browsers;

© are people getting more errors in the cart than usual;

© s the price in the cart the same with the one on the site;

© does it take a very long time to fill in the fields correctly.

Any of these issues can be tackled from the Interface Templates section inside your Avangate
account. While you do need some technical skills to do this right, Avangate allows you to
change any single element inside your cart and make it look and act just as you would expect it
to. Just like with purchase flows, any idea you have for improving your shopping cart can be
tested with the Avangate A/B testing feature. No need to make wild guesses when your buyers

can select a winner for you.

www.avangate.com
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5.1.3 Problem: Low average order value

If you sell multiple offerings on your website you will want to have a high percentage of visitors

buying more than one product and to spend more than their initial selection.
Avangate offers four ways to increase the average order value:

© Crossselling
© Upselling
© Backup media

© Download Insurance Service

From our testing, adding more elements to a purchase process, like any of the above, will have
a negative impact on the conversion rate but a positive impact on the final revenue. The

bottom line is, at the end of the month, you will get more revenue out of such a feature, even

to the detriment of your conversion rate.

One scenario we witnessed is the dropping of the conversion rate with the activation of Cross

selling which caused the monthly revenue to increase noticeably:

Template Performance Report November 2009 (1 Nov 2009 - 30 Nov 2009)
25 25,000
20 20,000
15 15,000
10 10,000

5 5,000

0 — s emplate B ' 0 Template B

~ With lling L ) oss-selling.
B Checkout Conversion Rate B Average Order Value B Revenue

Just like with any other idea of optimization you might have, Avangate allows you to test your

hypothesis and take the right decision for your business.

www.avangate.com
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5.1.4 Problem: Low conversion rates for specific countries

Users in different geographies have different purchase behavior. Treating them the same will
never give you the equal conversion rates. The Avangate system allows you to customize a cart

per language and that enables you to personalize your cart to fit the needs of your visitors.

One thing we suggest testing out is to get testimonials from each country of interest and
present them to your visitors. This way you will be able to integrate trust elements that are
familiar to your buyers. Also test out security logos that are specific to each country. Avangate
will make sure that it covers out the payment methods need for each region of the world, so

you don't need to worry about it.

Bottom line:

© identify the key performance metrics for your cart;
© prioritize based on the metrics which optimizations should go first;

© test everything.

www.avangate.com
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6 Branding

If there is going to be the slightest trust issue for your visitors inside the cart, you will most

likely lose them. So, branding your cart is crucial for them to trust the experience. Most

phishing attempts on the web have this in common: poor customizations of the website they

attack. Not paying attention to every detail of the shopping cart customization will make your

cart look more like a phishing attempt than a real cart and some of your visitors will definitely

notice this.

Here are the elements you need to make sure they replicate the ones on your website:

©
©

O O 00

6.1.1

logo and cart header - make sure they replicate the ones on your website;

avoid mixing site elements into the cart — for example, instead of integrating your website’s
menu place the shopping cart steps, but customize them according to your menu style;
replicate backgrounds patterns if present on your website;

personalize text, links and headings colors and font size;

make form style consistent;

optimize buttons to look and feel consistent.

Custom domains

One important branding element for your website is your domain. Avangate offers you the

possibility of customizing the shopping cart URL from: secure.avangate.com to

subdomain.your-domain.com. If you have a strong reputation and if you feel that your visitors

would trust you more than a third party for processing their payments, we suggest switching to

a custom domain. Just contact your account manager and he'll guide you through the process.

If you are new to the market and haven't managed to build a strong reputation yet, till you do

that, we suggest not switching to a custom domain and, even more, making sure that your

visitors know that Avangate is going to process their payments even from your website, before

they actually get to the cart.

www.avangate.com 20
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7 Avangate shopping cart optimization examples

On top of the Control Panel cart design and purchase flow management capabilities, Avangate
is ready to work directly with you to customize the shopping experience according to your
specific needs. Personalization investments can be focused on the header and footer areas of
the cart, but a number of widgets are also available on request. When light customization is
not enough, Avangate offers you the possibility of digging deep under the hood and modify key
areas of the shopping cart in terms of both design and functionality. Below you’ll be able to

find a number of examples of personalized Avangate shopping carts:

7.1.1 Cart navigation

TOTA L Beyond
DEFENSE"' Protection

O Confirmation and Payrment O Finigh

DuplicateFinder Errusre,.,

Managing duplicate files is simple.

o
v

[ > Canfirmation and Payment > Finish

-

€EAST Technologies

PRIVACY. SINCE 1997

Billing Information Confirmation and Payment Finish
————— e— e, e

Language: English [=] Show price in: [=]
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7.1.2 Customer Support Phone numbers

b’ Email Marketing = surorr +31 88 000 0008
SO tware (2417 Enalish phone support for online payment related issues.)

Billing Information Confirmation and Payment Finish

Need assistance?

er Support Hotline:

& +31 88 000 0008 (intemational
+40 31 7101611 (romania)
+1 {650) 9635701 usaiCanads)
(2417 English phone support for anline
payment related issues.)

generote o-salos -;

-onditions

7.1.3 Billing and Payment forms

First name™ |

Last name™: |

Address™ |

City ™ |

fip ar postal code™ |

Country™ |

State or province™ | Please select...

Ernail™ |

Checlk only ifyouare a company

am

www.avangate.com
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Biling Information

Licensedto: @ Person ) Compary

First narne™:

Last name™:

Address®:

Ciby: Zip or postal code™:

Countrg®:
Please select... =l

7.1.4 Payment Options

Payment Options

Billing Information

Licensed to:

@ Person (&) Company

First name Last name

| | |

Address

|

City Zip or postal code
| | |

Country State or province

| E” | Pleaze select...

=]

Email

Select other m ethods

American Express
:

Billing currency™

Card number™:

Card type”: | Wisa

[Diiscover!Mowvus

0= [iners Club

Card expiration date™ | Month

Oy 2/CWC2 code™

Card holder name™

(1 Backto shopping

www.avangate.com
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o \
\ -
» Payment Options

four payment is securely processed by our parner, Avangate.

Yiho is Avangate

Payment Options*:

|w| | Wﬂ| | s | |H="| other payment methods -
@ ® s/

Billing currency™:

Payment Options

‘r‘our payiment is securely processed by aur partner, Avangate. Mho is Avandgate)

Payment Options*: o © 0 0 o o 0 0 0
S visa BRER Y | oscover D Yre Jca & Fax ol

Billing currency*: LUSD - United States Dollar Iz‘

Flease verify that the email address is the same email address as for your FayPal account. Different email addresses will be subject

@ to additional werification and may lead to delays in the processing of wour order. To expedite ywour approval, please make sure the

two email addresses are identical.
Itis alzo recommended to use a Verified PayPal account.

www.avangate.com
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7.1.5 Product Table Customization

Language: | English E| Show price in |Z|

Payment Options
0]
Ea m m Select other methods -

Billing currency™ ‘ E”

Product

& EverythingFlash Monthly
@

Card number™. ‘ |

Card type™ ‘\f’wsa E”
Card expiration date” ‘ Manth |Z|| | Year E”

English

Froduct/Service name Unit price Total price:
Soho Pro Subscription /maonth Total AT
[V I have a discount coupon
Discount coupan
Products in your shopping cart
Delivery Quantity Unit price Yalue
Total Defense Antl-Spam Renewal - 1 vear Subscription | Electronic = 2999 EUR 2399 EUR [x]

Total price: 35.69 EUR
Total VAT: 5.70 EUR

www.avangate.com
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Products

QUANTITY

GData product #1 1

VAT may apply 1o £ orders, The torad prce inclusive of appiicable raxes wilf be displayed before 1he orderis rransnyiied,

# Products in your shopping cart

DELIVERY

MNAPowerLite 5 Vartung 1 Jahr Electronic
( )

[T] 1 HAVE A DISCOUNT COUPON

VAT may apply to EU orders. The total price Inclusive of appiicable taxes will be displayed before the arder s transmitted.

DELIVERY

Electronic

QLAMTITY

UHIT PRICE

TOTAL PRICE:

URIT PRICE

YALUE

8}

WALLIE

=13

SUBTOTAL: 10.78 EUR
TOTAL VAT:2.05 EUR

www.avangate.com
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Language: | English Show price in: | EUR - Euro _
[= =l Begin Secure Order
. Payment
DuDIicate Photo Finder - 3.1 o Total price Payment Options®; Billing currency™:
36.44 EUR ;
VisafMasterCard/Eurocard |z| EUR - Euro |z|
Total VAT Card ber*: CY2ICVCE code: Card bype®:
587 EUR ard rumber*: code®: ard bype®:

Visa |z|

Card expiration date®:

Month E Wear |z|

Card holder name®;

= VERIFIED ~

Billing Information
N = Licensed kot
@ persan O Carmpary
First name*; Last name™*;
Address*: Citw*:
Zip or postal cade*: Country®: State or province®:

Romania |Z| Flease select.., |Z|

Confirm email*;

BUY NOW P

Order for TEST purposes

Email*;

7.1.6 Cross-selling customizations

Recommended additional products

24 Months of Free Upgrades and Free E-mail Support
199.95 USD

[ 3 Year Download Warranty
9.95 USD

www.avangate.com
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IDM Computer Solutions, Inc. LSt e

Billing Information Confirmation and Paymen

|Z| Show price in: | EUR - Euro |Z| Recommend

Language: | English

Products In Your Shopping Cart Test product 3
DELIVERY QUANTITY UNIT PRICE VALUE REMOVE

Test Product 1 Electronic 1 t §.60 EUR 8.80 EUR i

Selected options:

#Test Option 1:Test Option
#Test Option 2:Test Option 21 &
Add to cart %Y

edit

3-8k 13.60 EUR

NE—— e |

The Hilfimg currency iv ELR FE)

Product Product

Integer fringilla, metus in pubvinar
aliquet, est ligula porttitor nibh, eu
blandit felis negue id urna. Vivamus
elementum dictum ante, placerat

Sony video camera
Nemo enim ipsam voluptatem, quia

voluptas sit, aspernatur aut odit aut
fugit, sed quia consequuntur magni

Quis autem vel eum iure
reprehenderit, gui in ea veluptate velit

esse, guam nihil molestiae
conseguatur semper dui vestibulum in. Vivamus dolores eos
vel molliz ipsum. Proin laoreet urna
sed nibh bibendum id dictum magna
mattis.
337.50 € Add ¥ (10000£)  B0.00 € Add 40.00€ | Add ¥

www.avangate.com
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7.1.7 Pop-ups

McAfee T
ECURE‘ Trusted

vERITY

i Thissite iz S5L SECURED

TESTED 15-MAR

Your Order Selaction Additional help

why Do I Need Extended Download Service?

@ Extended Download Service @
" Pratect your investment with anline backup. Think of Extended Download Service as your "digital safety net"
(1-year sUbsCrigtion) for those unexpected occurrences - like your hard drive
crashing, a virus or spyware infection, or any other
e unexpected data loss situation... even an upgrade to a new PC.
[o= Fileviewpro L
i

. Protect Your Investment

w we'll keep a copy of your purchased software and registration

key information for 1 FULL YEAR. You'll gain peace of mind
knowing that we hawve your programs stored and ready for you to
download again (for freed st yolr convenience once your computer
is up and running again.

A

-""h..__‘_ -
o= winsweeper ©@ . -
il . P Remember - 1 in 3 PC users have lost all of their files due to events beyond
- their control! Protect yourself today with Extended Download Service!
4

TOTAL PRICE:
TOTAL YAT:

Products In Your Shopping Cart

DELIVERY QUANTITY UNIT PRICE YALUE REMOVE

Test Product 1 Electronic 1 + 8.80 EUR &.80 EUR 0
Selected options:
edit Test Product 1 ®x
Test Option 1 AR FE

@ Test Qption
O Test Qption 1 b

D | have a discount coupon

Test Option 2
@ Test Qption 21
D Test Qption 22

m Add Backup CD to rmy order for only 5.00 8.80 EUR Update e y

www.avangate.com

29



ol/aMNosEe

generate e-sales ad

KASPERYKY2

& surrort +90 850 252 6311

(24i7 English phone support for online payment related issues.)

AN
Billing Information Confirmation and Payment Finish
Language: English Iz‘ Show price in: Iz‘
» Products
aTy DELIVERY VALUE
1 Upgrade Kaspersky Internet Securihy 2012 - FEMEA Fdition ELECTROMC i
Get different options: (edit) Upgrade Kaspersky Internet Security 2012 ®
Internet Security 2012 -

. Renewal

1 ELECTROMIC —]

Upgrade Kaspersly® Busir ®1PC il
©3rc
Dspc

Total VAT,
154,00 RON y TOTAL PRICE:
i
w The Kaspersky Lab money-back guarantee is valid for: 2 =
ack, - Haspersky Internst Security and Kaspersky Anti-Virus Ver
- upto 14 days after purchase from the Kaspersky eStore Secured
o
7.1.8 Other widgets
YouTube Downloader Billing Information Confirmation and Payment Finish

YTD

) Secure Checkout

o

Y1p YouTube Downloader PRO
) (Volume discount prices)

[T 1 have a discount coupon

Language: English

DELIVERY

Electronic

|Z| Show price in: Iz‘

Vlﬂmww =z | | PayPal

QUANTITY UNIT PRICE VALUE
T ]
Total price:
Total VAT -

www.avangate.com
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8 Avangate Case Studies

Avangate has put together a number of case studies that are a must-read to gain insight into

the success of optimization investments:

AVS4You Case Study — Key takeaways:

© Avangate helped boost AVS4You Western European software sales by 40%.

© Optimization and A/B testing against a competitive cart - Avangate performed better, with
conversion rates 5% higher for Germany and 4% for France. 30% decrease in abandon
rates.

© Optimization of ordering flow & cart ownership - from 3 steps (Step 1 on AVS pages/Steps
2, 3 on Avangate secure pages) to 1 step exclusively on Avangate secure pages. Results:
14% increase in sales volumes (pilot project: France).

© Optimization of pricing strategy - exact match between the price displayed on the vendor's
website and the price displayed in the Avangate cart (before tax). Results: 40% increase in

sales volumes for France and 20% increase for Germany.

10bit Case Study — Key takeaways:

© Conversion rate grew by 4%+ due to an optimized shopping cart layout with changes in

graphical elements and improved page usability

DVD Fab Case Study - Key takeaways:

© The winning template of the A/B testing campaign increased the conversion rate by 3.94% over

the initial template.

RSJoomla Case Study - Key takeaways:

© 25% increase in sales due to improved design and layout of the shopping cart
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Singular Software Case Study - Key takeaways:

© Singular Software noted a staggering 121% month-on-month increase in sales since May 2009,
with a 110% month-on-month increase during April 2010 — March 2011.

© The shopping cart conversion rate increased with 9.5 percentage points - from 23.7% in 2010

to 33.2% in March 2011.

The core takeaway is the absence of a one-size-fits all solution to increase conversion rates and
decrease shopping cart abandons. Instead, the focus needs to be placed on balancing a set of

optimization best-practices designed to fine-tune the shopping experience to serve a single

purpose: sell.
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10 About Avangate

m Avangate is the agile eCommerce solutions
provider trusted by Software and SaaS
generate e-sales uad companies to grow their business worldwide
through any channel, any model.

skycommerce

S i e o Dt g e - gy vl Specifically designed for software markets,
Avangate's scalable and integrated solution includes a full-featured, modular and secure
eCommerce platform, a partner order and revenue management system, as well as a
constantly expanding worldwide affiliate network.

Avangate's market-proven eCommerce solution enables software companies to rapidly
embrace industry shifts, reach customers effectively, and adopt new business models with a
view to optimizing profitable revenue across online and offline channels.

More information can be found on www.avangate.com

Avangate Inc. Avangate B.V. i
i info@avangate.com
Redwood City CA., USA Amsterdam, The Netherlands
www.avangate.com
Tel: (650) 249 - 5280 Tel: 31 20 890 8080
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