
4 WAYS TO SUPERCHARGE 
YOUR MOBILE CHECKOUT 
BY BLACK FRIDAY



one-touch mobile checkout process that doesn’t scare off 2 of every 3 

shoppers is Amazon, via its Touch ID app.

  

Black Friday is six months away, and this could very well be the first 

mobile-centric Black Friday in history. Amazon is licking its lips and 

envisioning a record haul from holiday shoppers saving valuable time 

by simply tapping their phones to buy stuff.

 

One tap – no need to get onto your desktop at home. One tap - more 

time to spend with friends and family. One tap – happier, more 

relaxed: two things that are definitely needed over the holidays.

he world of ecommerce is rapidly shifting from desktop to 

mobile, but the only merchant with a seamless,T

But here’s the good news:

 

Apply Pay is coming to the Web. When combined with 

tested and tried UX technology and a clear, focused, 

unintimidating checkout process, that thumbprint 

payment mechanism is going to be a powerful 

competitor to Touch ID. 

 

In fact it could be more than that. It could be a game 

changer. But you have to get in early and make sure 

your processes and technology are in place and solid 

enough to handle the holiday crunch. A surprising 

majority of online retailers large and small have been 

neglecting their mobile checkout flow, and the price of 

this will be severe when the desktop is finally 

abandoned completely for the smartphone.

Actually the price is already severe: retailers lose $18 
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billion a year from cart abandonment, and mobile 

conversion rates are a shocking 70% lower than on desktop.

 

Companies big and small have checkouts ridden with issues 

ranging from unclear messaging to overly complex 

navigation. This creates friction in their mobile shopping 

experiences and leads to lower conversions.

 

We’ve conducted an analysis of over 3.5 million users to see 

exactly when smartphone shoppers abandon their carts and 

identified 4 key strategies to optimize your checkout flow 

and increase conversions by more than 25%.



one-touch mobile checkout process that doesn’t scare off 2 of every 3 

shoppers is Amazon, via its Touch ID app.

  

Black Friday is six months away, and this could very well be the first 

mobile-centric Black Friday in history. Amazon is licking its lips and 

envisioning a record haul from holiday shoppers saving valuable time 

by simply tapping their phones to buy stuff.

 

One tap – no need to get onto your desktop at home. One tap - more 

time to spend with friends and family. One tap – happier, more 

relaxed: two things that are definitely needed over the holidays.

But here’s the good news:

 

Apply Pay is coming to the Web. When combined with 

tested and tried UX technology and a clear, focused, 

unintimidating checkout process, that thumbprint 

payment mechanism is going to be a powerful 

competitor to Touch ID. 

 

In fact it could be more than that. It could be a game 

changer. But you have to get in early and make sure 

your processes and technology are in place and solid 

enough to handle the holiday crunch. A surprising 

majority of online retailers large and small have been 

neglecting their mobile checkout flow, and the price of 

this will be severe when the desktop is finally 

abandoned completely for the smartphone.

Actually the price is already severe: retailers lose $18 

4 WAYS TO SUPERCHARGE YOUR MOBILE CHECKOUT BY BLACK FRIDAY02

billion a year from cart abandonment, and mobile 

conversion rates are a shocking 70% lower than on desktop.

 

Companies big and small have checkouts ridden with issues 

ranging from unclear messaging to overly complex 

navigation. This creates friction in their mobile shopping 

experiences and leads to lower conversions.

 

We’ve conducted an analysis of over 3.5 million users to see 

exactly when smartphone shoppers abandon their carts and 

identified 4 key strategies to optimize your checkout flow 

and increase conversions by more than 25%.



4 WAYS TO SUPERCHARGE YOUR MOBILE CHECKOUT BY BLACK FRIDAY03

More than 40% of smartphone shoppers abandon the checkout mobile 

funnel at the first step: when they have to log in, create an account, or 

proceed with “guest checkout”, and 30% of users abandon their carts if 

they are asked to register up-front.

When faced with form fields and having to type on your smartphone, it’s no 

surprise that people tend to bail out. There can also be too many 

distractions on the page at this step. 

To keep users from abandoning their cart before they’ve even begun to fill 

it, you should: 

Include a clear guest checkout option. Don’t bury the prompt 

and be sure to make it prominent.

Allow anyone to checkout as a guest, even users with logins.

Minimize distractions: remove search bar, menu tab, store 

locator, and any other non-essentials at this step.

WAY 1: BE CLEAR AND INVITING AT THE START OF
THE CHECKOUT PROCESS
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Overall there’s about a 14% chance that shoppers will abandon their cart at 

the shipping stage. Significantly less chance than at the login stage, yes, but 

still a chance, and this part of the checkout is fraught with perils.

You want to keep the checkout flow smooth and seamless all the way 

through. When the user gets to shipping, it’s important not to let them get 

snagged on anything unexpected or unwelcome, as 46% abandon their 

shopping carts due to high shipping costs and 73% consider free shipping as 

critical to making a purchase.

Here’s how to keep users moving through the checkout funnel at this step:

Prominently display free shipping in your checkout and don’t surprise 

them with high shipping costs: Have the least expensive shipping option 

selected by default, and give them the option to edit this selection.

Include all shipping costs next to each shipping option.

Remove auto-corrections on input fields for name, address, etc.

Make error messages clear, and auto-scroll to the error field.

WAY 2: KEEP SHIPPING INEXPENSIVE AND UNSURPRISING
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The payment stage is obviously key, but there’s more to providing a seamless checkout flow at this step than just auto-fill. For example, 

17% of shoppers abandon their carts over concerns about payment security. 

Overall, there’s a 26% chance of users dropping out at this stage. This can be a frustrating step for the user, particularly on smartphones 

were input errors are more common.

Here’s how to keep them on board:

Make error messages clear and do not clear inputs when an error is entered; keep the previously entered information.

Include credit card logos and site seals from anti-virus software brands like Norton, and consider encapsulating 

certain fields to make them feel more secure.

Allow users to correct errors easily.

Auto-fill whenever possible: auto-fill credit card names based on shipping names, auto-detect credit card type based 

on card number, auto-detect city and state based on zip code.

Avoid using a coupon field, as it prompts shoppers to coupon hunt. Instead, use a link with a title like “promo code” (rather than 

“coupon code”) that shoppers can click.

Make alternative payment options clear and test each flow regularly.

Save payment information for logged-in users; allow them to skip all steps of the checkout funnel and go directly to the review 

page upon login.

WAY 3: MAKE PAYING AS EASY AS POSSIBLE
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Our analysis shows that 16% of shoppers will abandon the checkout funnel 

at the final step. At this point, all shipping and payment information has 

been entered, and the order total has been confirmed. It is crucial to 

make sure the shopper has no reason to abandon at this step.

Make sure it’s clear the user needs to hit “Place Order”. User 

testing shows that users will sometimes assume they have 

finished checking out.

Ensure errors have been called out before this step. If an invalid card 

has been submitted, for example, make sure to indicate this on the 

payment page. Do not wait until the review page to call this out.

Do not introduce any new costs at this stage. All taxes and shipping 

costs should be made clear prior to this step.

WAY 4: PROVIDE A DISTRACTION-LESS FINAL
REVIEW PAGE
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When it comes down to it, consumers have a plethora of 

reasons for abandoning their carts, and on smartphones the 

reasons multiply. Consumers use smartphones to get what they 

need in the moment - and often while doing other things: 82% 

of smartphones are used while multi-tasking, and 40% of 

e-commerce transactions involve multiple devices.

PLACE ORDER: MOOVCHECKOUT AND APPLE PAY A POWERFUL COMBO
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To keep users engaged and moving through the checkout process with all the distractions around them, you need proven 

and tested UX technology providing a clear, seamless checkout flow.

 

MoovCheckout is the industry’s only solution that gives marketing and e-commerce leaders complete control of their mobile 

checkout process to deliver a frictionless shopping experience and increase conversions by more than 25%.

Our deep expertise in the checkout process comes from powering over 300 mobile experiences for leading brands such as 

Macys, Bloomingdales, 1-800-Flowers.com, Petco and many more.

To compete with Amazon during this year’s Black Friday, you are going to need the high-converting checkout flow of 

MoovCheckout and the ultra-convenient payment mechanism of Apple Pay. Only by applying these tested best practices will 

you increase conversions and add to your bottom line.

Contact us to learn how to jump-start your mobile checkout with Apple Pay by Black Friday.

www.moovweb.com


