Clicks without sales are frustrating. You've paid to bring people to your online shop, they've shown enough
interest to visit, and then they leave without buying. It's tempting to blame the ads, but a click is only the start of
the customer journey. The product, page, price, delivery details and checkout all have to make sense to the visitor,
too.

Ecommerce is harder than it looks. Customers can compare products and prices in seconds, while retailers have to
cover advertising, fulfilment, returns and other costs from each order. The goal isn't simply to generate more

traffic: it's to attract the right people and give them enough confidence to buy profitably.

This guide explains how to find where potential customers are dropping off, and what to check across your ads,
landing pages, product pages and checkout. It focuses on practical improvements to landing page conversion,
product page optimisation and checkout friction—without assuming that a higher click-through rate will solve

everything.

First, find out where the journey is breaking

Before changing your campaign, look at the whole path from ad impression to completed order. A click is not the
same as a qualified visit, and a low number of sales can have different causes: the wrong audience, an

unconvincing product page, unexpected delivery costs or a technical problem at checkout.

Check your analytics and ecommerce platform for the stages you can measure. Use consistent date ranges, allow
for the time it normally takes customers to decide, and compare like with like. For example, compare mobile traffic

with mobile traffic rather than judging a campaign only by its overall average.

What you see What to investigate Lots of impressions, few clicks Whether the audience, search terms, creative and
offer are relevant. Clicks, but very few product views Whether the ad goes to the right page, and whether the page
loads and works properly. Product views, but few add-to-baskets Product information, price, imagery, reviews,
delivery details and stock availability. Additions to basket, but few orders Delivery charges, payment options,

checkout friction and technical errors.

These patterns are clues, not proof. A small number of visits can make conversion rates jump around, and tracking
can be incomplete or misconfigured. Confirm that key events—such as product views, add-to-basket actions and

purchases—are recorded accurately before making decisions based on them.

Are your ads attracting people who are ready to buy?

An ad can earn plenty of clicks by promising something appealing, but still attract visitors who are unlikely to
purchase. Broad targeting, loosely related search terms or a creative message that doesn’t match the product can

bring in curious browsers rather than potential customers.

Check the promise and the destination

Make sure the ad sets expectations that the landing page can meet. If the creative highlights a particular product,
discount or feature, visitors should be able to find it immediately after clicking. A mismatch makes people work to

ROAS vs profit understand what you're selling—and many will simply leave.
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For paid search, review the actual search queries that triggered your ads, not just the keywords you intended to
target. Look for irrelevant or research-focused searches and consider whether your product pages answer the
needs behind the terms that are working. For paid social, check whether the product and offer are clear without
relying on context from the image or video.

Judge performance by commercial outcomes

Cheap clicks are not automatically valuable clicks. Compare campaigns using measures linked to sales and
profitability, such as conversion rate, cost per order and revenue or contribution after relevant costs. A campaign
can look efficient on a cost-per-click basis while losing money once product costs, discounts, fulfilment and returns

are considered.

Also be realistic about the numbers. If a product has a tight margin, it may not support the same advertising cost
as a higher-value item. Stronger targeting and a better landing page can help, but they cannot make an

unprofitable order profitable on their own.

Make the landing page feel like the next step

Landing page conversion depends on relevance and clarity. A visitor should quickly understand that they are in
the right place, what the product does, why it may suit them and what to do next. Sending every click to the
homepage can create unnecessary searching, especially when the ad is about one specific product or category.
Improve the first impression

® Put the relevant product or category near the top of the page.

® Use a clear headline that reflects the ad’'s message.

* Make the main action easy to spot, such as choosing a product or adding it to the basket.

® Check the page on a mobile phone as well as on desktop.

* Keep the page focused, while still providing the information customers need to decide.



Speed matters, particularly on mobile. Test important pages on real devices and connections where possible. Large
images, unnecessary scripts or third-party elements can slow a page down, and a slow or unstable experience can

lose a customer before they have seen the offer.

Use testing to improve landing page conversion rather than relying on guesswork. Start with a specific hypothesis
—for example, that clearer delivery information will reduce uncertainty—and change one important element at a
time where practical. Look beyond clicks on a button: the measure that matters is whether the change improves

completed orders without damaging profitability.

Give product pages the information shoppers need

Product page optimisation is more than polishing the design. The page needs to answer the questions that stand
between interest and confidence. Customers can compare alternatives instantly, so missing details are a reason to

leave and look elsewhere.

Show what the customer is actually buying
® Use clear, useful product images and show important details from more than one angle where appropriate.

e Explain key features in plain language, including size, materials, compatibility, care or other relevant

specifications.
® Make variations, stock status and any limits on availability easy to understand.
¢ Display the price clearly and explain any promotion without making the customer decode the offer.

* Make returns, delivery and payment information easy to find before checkout.

Reviews reduce uncertainty

Reviews can help customers judge whether a product meets their needs. Show genuine feedback clearly, and make
it easy to see the overall rating and read individual comments. Reviews that mention practical details—such as fit,

quality or how a product performs—may be more useful than a string of short, generic endorsements.

Do not treat reviews as decoration. If feedback repeatedly raises the same concern, investigate it. A prominent
review cannot compensate for unclear product information or a product that does not meet expectations. Be

transparent about how reviews are collected and displayed.

Delivery can decide whether a sale happens

Customers weigh the total cost and convenience of an order, not just the product price. Delivery charges, delivery
speed and uncertainty about when an item will arrive can all affect conversion. In a competitive market, shoppers
can compare those details alongside prices, so an offer that looks attractive in an ad may feel less compelling once

delivery is added.

Show delivery costs and realistic timeframes as early as you can. If options depend on a postcode, explain when
the customer will be able to confirm the exact cost. Avoid suggesting a speed or date you cannot reliably meet.

Clear expectations support conversion and help reduce disappointment after purchase.



Before offering free delivery or a discount to win more orders, check the effect on margin. A promotion may
increase conversion while making each order less profitable. Evaluate the full result rather than treating order

volume as success by itself.

Find and reduce checkout friction

When a customer has added a product to their basket but does not complete the order, checkout friction is a
good place to investigate. Friction can be obvious—such as an error—or subtle, such as being asked for
information that feels unnecessary.
Review checkout on mobile and desktop

1. Place a test order on a mobile device and on desktop, using the same routes as a customer.

2. Check that every step loads correctly and that buttons, fields and error messages are easy to use.

3. Look for unexpected costs or delivery details that appear only late in the process.

4. Check whether customers can complete a purchase without creating an account, where your setup allows it.

5. Make sure the payment methods shown are available and work as expected.

Keep forms as concise as your operations allow, label fields clearly and explain how to fix an error. If customers

need to register, make the benefit clear and avoid making account creation feel like a surprise condition of buying.

Abandoned baskets are not always a sign of a broken checkout. Some shoppers are comparing options, checking
budgets or saving items for later. But a pattern of exits at the same checkout step, especially alongside customer

feedback or technical errors, deserves attention.

Keep profitability in view

Ecommerce is relentlessly competitive. Customers can compare products, delivery and reviews with very little
effort, while retailers face tight margins and rising costs. That makes it important to ask not only "How many

people clicked?” but also “Did we attract the right people, and can we serve their orders profitably?”



Consider the contribution from an order after product costs, discounts, delivery and other relevant variable costs.
Then compare that with the cost of acquiring the customer. The precise calculation depends on your business, but

the principle is straightforward: more sales are not necessarily better if they leave less money to cover overheads.

Use results to prioritise. If people are not adding products to their baskets, focus first on relevance, product
information, reviews and value. If baskets are being abandoned, inspect delivery costs and the checkout.

Improving every part at once can make it harder to tell what made a difference.

A practical order of checks
* Verify purchase and funnel tracking before judging campaign performance.
® Check that the ad's audience, query or creative matches the product and landing page.
® Review mobile speed, page relevance and the clarity of the main action.
* |mprove product information, imagery, reviews and visibility of delivery details.
e Test checkout steps, payment options and unexpected costs.

* Assess changes against completed orders and profitability, not clicks alone.

Clicks are a signal—not the finish line

When ecommerce ads get clicks but not sales, the answer is rarely to chase traffic blindly. The problem may sit in
the audience or ad promise, but it may just as easily be a weak landing page, incomplete product information,

limited trust, uncompetitive delivery or checkout friction.

Follow the customer journey, find the stage where intent fades, and fix the most likely obstacle first. Small
improvements to landing page conversion, product page optimisation and checkout friction can make paid traffic

work harder—but the lasting measure is whether it produces orders that make commercial sense.

If this article is useful, you can share it with your team using an AddToAny sharing widget.



