
“Clicks are easy. The sale happens when the store removes
enough doubt to buy now.”

U s e  t h i s  w h e t h e r  y o u  w o r k  w i t h  u s  o r  n o t

 Ecommerce Growth
Blueprint 

How UAE ecommerce stores turn more paid traffic
into profitable orders

We built this to help ecommerce brands spot where friction is killing purchases — and
what their marketing should make clearer before someone buys.
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HOW TO USE THIS BLUEPRINT
Select the diagnostic path that matches your current challenge.

Want to know what
buyers need
answered before
they buy?

Go to Page 3

Want to find the
biggest leak in your
funnel?

Go to Page 4

Want the rough
benchmarks that
actually matter?

Go to Page 5

Want to see how the
ecommerce funnel
and retargeting
actually work?

Go to Page 6

If your product sells
on inspiration, see
what your PDP has
to prove

Go to Page 7

If your product sells
on search or
comparison, see
what the store must
make clearer

Go to Page 8

Want to know when
first-order ROAS is
lying to you?

Go to Page 9

Want to know what
event to optimize for
first?

Go to Page 10

Want a fast ecommerce self-check? Go to Page 11
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WHAT YOUR STORE NEEDS TO MAKE CLEAR
BEFORE SOMEONE BUYS
In ecommerce, the product is often fine. The friction usually sits in the buyer’s doubt: is this right for me, will it
arrive how I expect, and what happens if I’m unhappy?

What buyers are trying to answer

Is this exactly what I think it is?

Will it fit / work / look right for me?

If I’m wrong, can I return it without hassle?

How fast will it arrive?

Is the quality / spec / authenticity what I expect?

If something goes wrong, will the store sort it out?

What removes the friction

Clear product detail pages

Real photos / proof / reviews

Visible delivery timing

Clear return / refund logic

Payment and support options

A store that takes responsibility if the fit is wrong

If the product sells on inspiration

Will this suit me?

Will it look / feel / fit right?

Can I return it if it doesn’t?

Is this brand/store credible enough to trust?

If the product sells on search or
comparison

Is this the right spec / option / version?

Does the price make sense?

Are payment plans available if needed?

What warranty, support, or aftersales exist?

Why should I buy from here instead of another?

BOTTOM LINE

The strongest stores don’t just sell the product. They absorb enough of the
buyer’s doubt that buying feels easy.
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WHERE PURCHASES ARE BEING LOST
Don’t fix every weak number. Fix the stage where the biggest number of ready-to-buy customers stop moving.

Ecommerce gives you more visible tracking than almost any other vertical. That’s useful — but it also means teams often react to the wrong number. The
goal is not to fix everything. The goal is to find the first serious drop in the buying path and fix that before buying more traffic.

Example A — inspiration-led product

What you see: Good CTR, lots of PDP views, weak add-to-cart.
Means: Ad worked. PDP didn’t remove enough doubt.
Focus: Fit, social proof, delivery/returns, quality signals.

Example B — search/comparison-led product

What you see: Good clicks/views, weak purchase rate.
Means: Interest there, but friction/risk at final step.
Focus: Price logic, payment plans, warranty, checkout clarity.

1.2M
Impressions

12,000
Clicks

1.0% CTR
(workable)

4,800
PDP views
40.0% of

clicks

48
ATC

1.0% of PDP
(weak)

30
Checkout

62.5% of ATC
(strong)

18
Purchases

60.0% of Ckout
(strong)

 At first glance, the team may blame the 18 purchases. But the biggest
issue is earlier: 4,800 people reached the product page and only 48
added to cart.

That means the likely issue is:

product-page clarity
trust signals
fit / expectation mismatch
price justification
delivery / returns / support clarity

Cross-check the rough benchmarks on the next page. If one stage is already in a
workable range, squeezing it slightly higher is often harder — and less valuable
— than fixing the stage that is clearly under benchmark.

 Prove it to yourself

Compare CTR → detail page views Compare detail page views → add-to-cart

Compare add-to-cart → checkout start Compare checkout start → purchase

Then ask: "At which stage does the store stop
feeling easy enough to buy from?"

That’s usually where the real ecommerce
opportunity sits.

Stage 1They notice the offer
If weak: Angle/hook isn't stopping them.
Owned by: Ad & offer.
Check first: Does message make it clear why this is worth looking at?

Stage 2They click
If weak: Got attention but not curiosity.
Owned by: Angle, creative, framing.
Check first: Is offer clearly relevant to the buyer you want?

Stage 3 - KeyThey check details
If weak: If this is weak, the buyer got interested but still had too much
doubt or too little information to continue.

Owned by: PDP, trust signals, delivery/price logic.

Check first: Is product easy to understand, compare & justify?

Stage 4Add to cart / Checkout
If weak: Expectation mismatch or simple friction.

Owned by: Store experience.

Check first: Are delivery, returns, costs clear? Any surprises?

Stage 5They complete purchase
If weak: Checkout making sale harder than needed.

Check first: Steps, payment friction, hidden costs, safety.

Stage 6They buy again — or don’t
If weak: No reason created to return or refer.

Check first: Post-purchase exp, email, cross-sell logic.
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WHAT THE NUMBERS ARE TELLING YOU
Use the lane that matches how your category is bought. Compare your numbers against the rough ranges below, then fix the
first stage that is clearly under benchmark.

 What to write down 

 CTR  Checkout start

 PDP / detail page views  Purchase

 Add to cart  Repeat / referral signals

If the product sells on
inspiration
Fashion | Beauty | Fragrance | Gifting | Lifestyle | Decor

Cold Meta CTR

<0.7%
weak

0.8–1.3%
workable

1.3%+
strong

PDP view → Add to cart

<1.5%
weak

1.5–4%
workable

4%+
strong

Add to cart → Checkout start

<25%
weak

25–50%
workable

Checkout start → Purchase

<20%
weak

20–45%
workable

What weak numbers usually mean

Low CTR

The hook isn’t strong enough, or the offer doesn’t feel relevant enough.

Good CTR, weak PDP-to-ATC
The ad got attention, but the PDP didn’t remove enough doubt:

Fit Social proof Quality Delivery / returns Trust

Good ATC, weak purchase
Buyer wanted product, but journey broke:

Shipping cost Payment friction Unclear timing

If the product sells on search
Electronics | Optics | Utility | Big-Ticket | Multi-brand

Search CTR

<3%
weak

3–6%
workable

6%+
strong

Shopping CTR

<0.5%
weak

0.6–1%
workable

1%+
strong

Detail page → ATC / Next Step

<2%
weak

2–5%
workable

5%+
strong

ATC / Next Step → Purchase

<10%
weak

10–20%
workable

What weak numbers usually mean

Low Search / Shopping CTR

Usually means keyword targeting or feed relevance is weak, not that the
buyer rejected the offer after clicking.

Good clicks, weak PDP-to-ATC
Product got attention, but page didn't build confidence:

Price logic Payment plans Warranty Specs Stock

Good ATC, weak purchase

The store or checkout is still making the final step feel too risky or too
annoying.

BOTTOM LINE

Ask two questions:
1 Which number weakens first?

2 Which weak stage has the biggest upside if improved?

That’s usually where the real marketing opportunity sits.
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THE ECOMMERCE FUNNEL
What we track, what we miss, where buyers drop off, and how we recover them

 Ads create attention  Trust signals remove friction  The store closes the sale

What Breaks

Irrelevant targeting
Creative fatigue
Wrong objective

What We Do

Brand Lift Study

Broad / Stacked →Cold
needs volume
"Thumb-stop" test →First 2s
is critical

Optimize Clicks →Feeds the
pixel dataAttention

What Breaks

Weak PDP / Images
Unclear sizing/fit
Slow page load

What We Do

Lifestyle images →Context
builds desire

Social proof →Removes
trust risk

Timelines →Answers
"when?"

Product View

 PDP Viewers 

What Breaks

Price shock
Distraction

Forced account

What We Do

Sticky ATC →Always visible
action

Free ship logic
→Incentivize value

Exit-intent →Last chance
capture

Add to Cart

 ATC Abandoners 

 Purchasers 

What Breaks

Card decline
Last-minute doubt
Device switching

What We Do

Instant confirm
→Reassure payment

Post-upsell →Highest intent

Updates →Build anticipationPurchase

What Breaks

One-and-done
Poor unboxing
No follow-up

What We Do

Winback flows →Replenish
reminder

VIP offers →Reward loyalty

Referral →Leverage trustRepeat

 Platform Learning

Meta: 50 events/week

Google: 30 conv. / 30 days

✓ Tracked vs ? Missed

Usually Tracked
 Impressions & Clicks

 PDP Views

 Add to Cart

 Checkout Starts

 Purchases

 Repeat Rate

Often Under-Credited
 Brand & Search Lift

 Delayed Purchases

 Cross-Device Paths

 Retargeting Assist

 Word of Mouth

 Exclusions

 Separate ATC vs Checkout

 Exclude purchasers 180d

 Layer by recency

Always exclude deeper-stage users from
shallower-stage retargeting.

 PDP Viewers

 Target: PDP Viewers
 Exclude: ATC, Checkout, Purchase

7 / 14 / 30 Days

 ATC Abandoners

 Target: ATC only
 Exclude: Checkout, Purchasers

7 / 14 / 30 Days

 Checkout Abandoners

 Target: Checkout only
 Exclude: Purchasers

7 / 14 / 30 Days

 Purchasers

 Target: Purchasers
 Layer by product category

30 - 180 Days

What Breaks

Shipping costs
Complex forms
Payment failure

What We Do

Express pay →Remove
friction

Guest checkout →Speed
over data

Email/SMS →Recover lost
intent

Checkout

 Checkout Abandoners 

 Recover highest-intent users with the clearest next step. 

PDP Viewers

Show what they missed
Dynamic Product Ads (DPA)

ATC, No Checkout

Remind of Value
Email/SMS Flow + DPA
"Your bag is waiting"

Checkout, No Purchase

Remove Friction
Customer Support Offer
Payment Reassurance

Purchasers

Increase LTV
Cross-sell complementary
Request Reviews
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IF YOUR PRODUCT SELLS ON INSPIRATION
When people buy because they want it, your ad creates the interest — but the product page still has to
remove the doubt.

What usually gets the click

Visual appeal

Identity / aspiration

Gifting angle

Novelty

Social proof

A product that feels worth discovering

What stronger brands make obvious

What the product actually looks like in real life

Fit / feel / size / texture / use case

Delivery timing

Return logic

Trust signals like reviews, UGC, and social proof

Why the product is worth the price

What usually kills the sale after the click

Is this really what I thought it was?

Will it look / feel / fit right?

Is the quality actually there?

Can I return it if it disappoints me?

Is the store easy enough to trust if something goes
wrong?

Why this matters

If the ad is doing its job but the PDP still leaves too many questions open,
the buyer doesn’t suddenly lose interest. They just decide the store still
feels harder to trust than it should.

Better marketing angles

What this looks like in real life

What makes the product feel worth the price

What people usually want to know before ordering

How delivery / returns reduce the risk

Why the product is easier to trust than cheaper-looking
alternatives

BOTTOM LINE

In inspiration-led ecommerce, the ad creates desire. The PDP turns that desire
into trust.

 Prove it to yourself 

Look at your best-selling product page and ask:

Does it answer the fit / feel / quality question
fast enough?

Does it reduce the return / delivery risk fast
enough?

Does it make the product feel worth the price?

If not, the issue is probably not traffic. It’s friction.
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IF YOUR PRODUCT SELLS ON SEARCH OR COMPARISON
When buyers already know roughly what they want, they don’t need more hype. They need the store to make the
decision easier to trust.

What usually gets the click

Relevance

Product/spec match

Price competitiveness

Payment-plan logic

Delivery / support confidence

Trust that this store is a safer place to buy

What stronger stores make obvious

Exactly what the buyer is getting

What the price includes

How payment plans work, if offered

What support exists after the purchase

Why buying from this store is lower-risk than buying from
another one

What buyers compare after the click

Specs / options / versions

Final price logic

Payment plans, if available

Delivery timing

Warranty / returns / support

Whether the store feels more credible than the next result

Better marketing angles for this lane

What makes this option the right one

What’s included at this price

What support exists after the purchase

Why this is safer / smarter than just buying the cheapest result

What the payment-plan or financing logic really means

Why this matters

 The buyer may already want the product. 
 The real question is: Does the store make the final decision feel
easy enough to trust?

BOTTOM LINE

In search/comparison-led ecommerce, the click is not
the hard part. Removing doubt after the click is.

Prove it to yourself

Look at your best product/detail page and ask:
Does it make the offer easier to compare?

Does it make the pricing / payment-plan logic
easier to understand?

Does it make the store feel safer to buy from? If
not, the issue may be what the page leaves
unclear.
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WHY FIRST-ORDER MATH CAN MAKE GOOD ECOMMERCE
MARKETING LOOK BAD
If you judge the store only on the first order, you can shut down profitable growth too early.

What this page is really about

In ecommerce, the first order often understates the real value.

The real value can come from:

Repeat purchase Stronger brand recall Referrals Upsells or cross-sells

First-order GP = AOV × margin Repeat GP = Extra Orders × AOV ×
margin Real Profit = First + Repeat − CAC

Example Calculation

 A customer places a first order worth AED 220 (Gross Margin 55%). 
 CAC is AED 130. Average customer places 2.6 orders total (1.6 additional). 

 First Order Only 

First-Order Gross Profit AED 121.00

Marketing Cost (CAC) - AED 130.00

- AED 9.00

 Real Lifetime Value 

First-Order GP AED 121.00

Repeat GP (1.6 × AED 220 × 55%) + AED 193.60

Total Gross Profit AED 314.60

AED 184.60

Note: Upsells and cross-sells can make this even better, but the model already works before you add them.

BOTTOM LINE

If the first order looks weak, don’t kill the
channel before you understand what

happens after the first yes.

Prove it to yourself

Look at one core offer and ask:

What’s the first-order gross profit?

What’s the average repeat-order count?

What does that add once CAC has already been paid?

That tells you much more than first-order ROAS alone.

First Order Result Real Profit after CAC (AED 130)
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HOW MUCH BUDGET IS ENOUGH TO LEARN
ANYTHING USEFUL?
It’s not about a magic minimum. It’s about choosing an event you can generate enough of to teach the platform
something useful.

T h e  E v e n t  L a d d e r Right event depends on category & volume

 Why event choice matters by platform 

Meta generally needs about 50 optimization events per ad set per week to learn
properly. 

Google’s automated bidding usually becomes more reliable once you are
generating around 30 conversions in 30 days. 

That is why purchase is often too deep to optimize toward first. If you can’t generate enough purchases, the smarter move is usually to optimize one step higher — like add
to cart or checkout start — until the account has enough signal.

 If product sells on inspiration 

For many inspiration-led categories, Add to Cart, Checkout, or Purchase can
all be valid.

If purchase volume is too low, forcing the platform to optimize for sales slows
learning.

If purchase volume is too low to hit Meta’s learning threshold, ATC or checkout
start is usually the better first event.

Example Scenario

• Cost per ATC: AED 20

• Goal: 200 ATCs/mo → Base Spend: AED 4,000

• Result: 25% checkout → 30% convert

≈ 15 Purchases (Realistic Learning)

 If product sells on search 

Purchases often happen later than the first click. Volume may be too low early
on.

Store learns faster starting with a strong middle event like Checkout Start.

If purchase volume is too low to give Google enough conversion data over 30
days, checkout start is often a more realistic signal to optimize toward first.

Example Scenario

• Cost per Checkout: AED 35

• Goal: 100 Checkouts/mo → Base Spend: AED 3,500

• Result: 20% convert to purchase

≈ 20 Purchases (Faster Learning)

 Which event makes sense? 

Inspiration-led

Lower AOV / High Volume: Purchase is viable.
Higher AOV: ATC/Checkout is safer start.

Search/Comparison

If buyer hesitates, Checkout Start is a stronger signal than Purchase early on.

 Scale Warning 

Too Little Spend
Not enough learning data.

Too Much, Too Early
Pushing into weaker traffic before ready.

Leaky Store
If trust is low, more spend just buys drop-off.

 Prove it to yourself 

• Pick one core product line: What event can I realistically generate enough of this month?

• Is purchase the right event, or one step too deep?

• Is the store reducing enough friction to justify more budget yet?

• Can this event realistically generate enough volume for Meta or Google to learn from?

Click Product View Add to Cart Checkout Start Purchase
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The 20-minute check that shows where purchases are slipping away

 If you only do one thing this month, do this. 

If you already run ads If you don’t run ads yet

Make product pages easier to understand

Make delivery / returns / support clearer

Make the first trust questions easier to answer

Decide whether your first useful event is ATC,
checkout, or purchase

Be honest about whether the store is ready
for paid traffic yet

What this check should tell you

"At which stage is the store making the purchase harder than it needs to be?"

Need an expert eye?
If you find the weak point and want help fixing it, that’s where we come in.

1 Pull the last 30–90 days

Clicks

PDP / detail page views

Add to cart

Checkout start

Purchase

2 Find the first weak stage

3 Fix one thing first

The offer

The PDP trust signals

The checkout friction

The post-purchase / repeat logic

4 Compare before vs after
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