Howv to Bulletproof

Your Checkout
Before BFCM




A Static Checkoutis the Hidden Killer of BFCM Profits

We get it. Black Friday and Cyber Monday (BFCM) can feel overwhelming. Every year, these shopping holidays bring an
incredible surge of traffic that can make or break your quarterly numbers. But here's something that might surprise you:
it's probably not your ads or products causing you to miss out on sales. It's likely your checkout process.

Here's a sobering statistic: 73% of shoppers abandon their carts before hitting "buy." That's around $270 billion in lost
revenue annually, and a lot of that happens during the most important shopping weekend of the year.
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Here's the thing: most brands approach BFCM with a "set it and forget it" checkout mentality. The same checkout
experience greets your first-time visitor and your most loyal customer. A $100 purchase gets the same treatment as a
$300 splurge. Someone shopping from next door sees the same shipping options as someone across the country

This one-size-fits-all approach? It's honestly the biggest mistake we see brands make during BFCM. It assumes that what
works during your slower months will automatically work when the pressure's on. But the reality is, your July checkout
strategy might be quietly sabotaging your November conversion rates.

That's exactly why we built PrettyDamnQuick (PDQ). After years of testing, tweaking, and optimizing checkouts for
brands just like yours, we've developed a framework that actually works. And we're excited to share some of our best
insights with you..
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Why Checkout Segmentation Wins BFCM

One of the quickest ways to boost both conversion rates and average revenue per checkout (ARPC) is simple: stop
treating all your customers the same way.

What is Checkout Segmentation?

Think of checkout segmentation as being a good host at a party. You wouldn't offer the same drink to everyone — you'd
ask what they prefer. Checkout segmentation works similarly, customizing the experience based on:

e Customer Type: Is this their first time shopping with you, or are they a repeat customer?
e Location: Are they local or international? Urban or rural?

o Cart Value: Are they making a small purchase or going all out?

e Shopping Context: Are they on mobile or desktop? Shopping on a weekend or weekday?

Shipping location Likely to abandon High spender
Discount (ab)using shopper Brand ambassador Returning shopper
Subscription member Any product SKU or tag




The ROl of Segmentation

(Real Numbers from Real Brands)

We love data, and the results speak for themselves. PDQ clients
have seen:

+6.5% ARPC from personalized messaging that speaks directly to
different shopper types

+2.5% ARPC from location-specific delivery promises (because
"5-7 business days" means different things in different places)
+3.5% to 4.5% ARPC just from showing trust badges to nervous
first-time customers

+2% to 4% ARPC from relevant upsells and add-ons that actually
make sense

Why does this work so well? Because segmentation aligns what
you're offering with what each shopper actually needs. During
BFCM, when everyone's competing for attention and trust, being
relevant isn't just nice — it's profitable.

Only show message if

Shopper [ First timer order v

or

Product SKU [ 179876

{first name}, excited to see you here for the first time!
We have some exciting perks waiting for you in checkout @




A/B Testing: Your BFCM Superpower

Why Test Before BFCM? What Should You Test?
Look, we'd never recommend guessing when it comes to Here are the elements that can make or break your
checkout optimization. That's why smart merchants run A/ checkout performance:
B tests well before the holiday madness begins. By the
time BFCM rolls around, they're not crossing their fingers - e Shipping prices: How price-sensitive are your
they're executing a proven playbook. customers really?

e Free shipping thresholds: What's the sweet spot that
maximizes profit?

Real Success Stopy: e Trust elements: Which badges and guarantees actually
move the needle?

e Post-purchase experience: Order editing, thank-you
page upsells, tracking page optimization

By simply testing price sensitivity for new customers, one « Urgency elements: Countdown timers, stock alerts,

baby clothing brand unlocked a $2.7M annualized revenue delivery cutoffs

increase and boosted their ARPC by $6.03. Not too

shabby for some strategic testing, right?

Baby Clothing co.




Dvnamic Offer Adjustments:

Don't Set It and Forget It

We totally understand why most brands freeze their checkouts during BFCM — the fear of something breaking during

your biggest sales period is real. But here's the thing: with the right tools, you can keep your checkout dynamic and
responsive without the risk.

Smart brands adjust:
e Shipping prices based on inventory levels and carrier performance
e Delivery promises using real-time cutoff data
e Upsell offers tailored to different audience segments
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IEI @ B Predicted Delivery
Secure Payments 60-Day Money Back Fast Shipping January 14
e Guarantee Order received
~==J I A human just saw your order
You're just $59.99 away from free shipping o Orderenroute
D

4 ~
Standard - Arrives in 4-5 business days $3.99

O Getitfaster,onus %

Arrives in 3 business days $3.99
1 Free VIP Upgrade for Returning shoppers
Same-day Delivery [



Example: Laura Geller's Smart Segmentation

During one Q4 campaign, Laura Geller got creative with their shipping strategy. They offered 50% off standard shipping
for orders under $40 and upgraded expedited shipping for orders over $80. This simple segmentation strategy generated
over $600K in additional revenue just from smarter shipping incentives.

There’s a gift waiting for you!
Go through checkout to claim it!

PDQ IQ $ Subtotall

Shipping Free
experiment faster
shipping price of {$5}
vs faster shipping
price of {$8}

Segment 300,000+ 2 & L W ¥ Reviews
First time buyer if likelihood of

abandonment {high} 100% WARRANTY
then set shipping

price at {$0}

Estimated taxes $8.67

Total USD $69.61

Lifetime guarantee

Shipping to
West Coast and show badges FREE & EASY RETURNS

Zero questions & hassle-free

and show gift
Checkout Limited Offer £ Free shipping for your first order

Monday 9:30am set earlier Arrives by Friday, Aug 12

predicted
delivery date Faster Delivery
if ac curacy Priority processing | Arrives by Thursday, Aug 11

higher than {96%}

Free

Purchase behavior
Predicted high spender

Overnight Delivery
+1=600 additional data points... Get it ASAP | Arrives tomorrow




Shipping Optimization Tactics That Actually Matter

Let's be honest, shipping experience can make or break a BFCM sale. Here's how to nail it:

£} Offenr ) Display Actual

- Shipping Protection Delivery Arrival Dates

Shipping protection isn't just insurance — it's peace of mind
In a box. Especially during the holidays when people are
shipping gifts, that extra layer of protection can be the
difference between a sale and an abandoned cart.

"5-7 business days" doesn't mean much during holiday
season. Instead, show customers exactly when their order
will arrive: "Order by 2 PM today and get it by December
20th." This specificity builds confidence and urgency.

Our clients typically see 2% to 4% ARPC increases from
digital upsells like shipping protection. Small addition,
meaningful impact.

Made In Cookware added delivery timelines to their
checkout and saw a $738K annualized revenue increase.
Sometimes the smallest changes have the biggest impact.

~ a\
o Limited Offer Free

Arrives by Friday, Aug 12

Shipping method

Faster Delivery

Priority processing | Arrives by Thursday, Aug 11 #5.00

Show only insured shipping options
Enjoy peace of mind knowing your delivery is protected from damage, theft or loss during transit.

Overnight Delivery
Get it ASAP | Arrives tomorrow

—

$30.00




] "Buy Now, Ship Later" 3 Alleviate

Options Some CS Overwhelm
Running a multi-day BFCM sale? Let customers add items Empower customers to edit their own orders, give them
across different days while only paying shipping once. It's tracking pages with real-time updates, and communicate
a simple way to improve the customer experience while with them every step of the way.
encouraging larger orders — and it doesn't complicate
fulfillment.

Thank you for your first purchase with us!

Here's 15% off on your next order! Hurry up it expires in 48 hours!

| EC2DIS Copy code |

Shipping method N -
AR A E D
Buy Now, Deliver Later. FREE *——9
{first name}, Get free shipping to get your order Nov 16 | Eco-friendly une ¢
Your order is on the way

Standard Shipping
Arrives Sunday, Jan 6 Late &

Faster Shipping
UPS
120887656789876 [3

@ Processed through USPS facility

Carol Sstream G199 LIS Jan £9 01:30

@ Arrived at USPS facility

Carol strearm U192 Us - Jan 28 U820

T Departed regional facility

Larol stream U199, Us = Jan 28, UliUu



Crafting High-Converting Checkout Messaging

What You Say in Checkout Personalization =
Really Matters Performance
When customers reach checkout, they're in decision Sometimes it's the little touches that matter most.
mode. Your messaging should: Something as simple as changing your shipping message
to "Hey first-timer, enjoy free shipping on us!" can
e Reassure: "Order by Friday for guaranteed Christmas significantly boost conversion rates. People like feeling
delivery" recognized and valued.
e Reward: "Congratulations! You've unlocked free
shipping"
e Create urgency: "Only 2 left in stock — secure yours B e e ot i ortyy A T nameX
now"
e Validate their choice: "Join 300,000+ happy customers This goes well with your cart-
with 5-star reviews" roductName)

£10.00

I Excellent COESE 3966 reviews on W Trustpilot l Shipping method

© Limited Time Offer - Free Shipping for Your Loyalty #
Free Standard Shipping for Loyal Customers

{first name}, excited to see you here again!
Enjoy free shipping on your next order



Trust Signals That The PDQ Approach:
Actually Convernrt Predictable Profits

from Click to Door

Remember, customers aren't just buying products — they're
buying confidence in their decision. We've seen

_ , , At PDQ, we help brands bring together their data, segment
meaningful ARPC increases when checkouts include:

intelligently, and test checkout elements to unlock real
performance improvements. We're pretty proud of what

e Trust Badges: SSL security, free returns, verified our platform has achieved:

customer reviews

o Social Proof: Real testimonials or star ratings near the
payment button

e Clear Delivery Promises: "Guaranteed to arrive by
Tuesday, December 19th"

e $5M+ revenue uplift for a single brand in just 12 months

e 12-segment checkout personalization for our top-
performing partners

e Up to 27% year-over-year revenue growth from

, _ . optimized checkout experiences
These signals reduce last-minute hesitation and help

ensure your BFCM shoppers don't bail at the finish line. What starts as optimization often becomes complete

4 . A business transformation.
*Trustpllot

TrustScore 4.8 | 347 reviews

-




Final Thoughts:
Don't Let BFCM Catch You

Flat-Footed

Reacdly to Bulletproof
Your Checkout?

The absolute worst thing you can do is walk into BFCM
with a rigid, inflexible checkout. By embracing
segmentation, dynamic offers, and trust-first messaging,

you'll not only capture more orders — you'll capture better,

more profitable ones.

Haven't started testing yet? That's totally fine! You can
still implement high-impact strategies like shipping
protection, clear delivery promises, and segment-specific
messaging right now.

BFCM represents your biggest opportunity of the year.
Let's make sure your checkout is ready to make the most
of it.

Want to see how your checkout stacks up before BFCM
season hits? Sign up at prettydamnquick.com to get a free
revenue review from PDQ. No obligations, just actionable
Insights to help you succeed.

Because your checkout should be your secret weapon, not
your weakest link. Join these and 300+ awesome brands.
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