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10 E-Commerce Audience 
Segmentation Ideas

Deal Divas: Website visitors who have used at least one coupon within a given timeframe. 
Either you can exclude this audience from a campaign in order to manage your coupon 
budget, or the contrary, you can be sure to keep on sending them coupons, since they’re 
clearly effective for these consumers.

One-Time Shoppers: Users who completed only one purchase. E-commerce professionals 
spend huge amounts of money on traffic acquisition - for one-time shoppers, this is too 
costly. Efforts should be made to convert these one-time shoppers to habitual shoppers. 

Known Visitors: Consumers that are ‘known’ to the e-commerce site, either because they 
have an account, have signed up for a newsletter, or similar. They know and trust the brand, 
so emphasis can be put on personalizing product recommendations, pushing relevant 
sales and promotions, or even greeting consumers by name on the homepage.  

Recent Buyers: Website visitors who have made a purchase in the last six months. 
E-commerce sites should focus on personalized product recommendations with this 
audience, perhaps around cross-sell opportunities that are not time-sensitive, like 
compatible electronics or a new version of a product.

Frequent Buyers: Those who have made a certain number of purchases within a certain 
time frame. It might be suitable to run a personalization campaign for these visitors inciting 
them to become brand ambassadors. 
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Product Loyalists: Those who make multiple purchases in a single product category. 
These shoppers know what they want, and could benefit from personalized product 
recommendations or sales from this category only.  Indeed, consumers in our study 
want to be made aware of sales, deals or promotions relevant to them - half of US 
respondents find this very important and that they won’t use an e-commerce site 
without this. 40% say it’s nice to have, but not critical. 

High Standard Shoppers: Website visitors who highly value product reviews and 
who only purchase highly rated products. For this group, placing well-rated products 
front and center is advised. Indeed, “customer reviews on the e-commerce site” were 
the second most trusted source of information on items when shopping online for 
the US, out of 6 choices, including in-store sales people, social media friends and 
followers, people you follow on social media, product descriptions, email offers about 
a product, and customer reviews on the e-commerce site.

Very Recent Buyers: Website visitors who have made a purchase in the last 30 days. 
Personalized product recommendations around cross-sell opportunities that are 
time-sensitive, like car insurance for a car rental or vacation, could be a good choice.

High AOV: Those who regularly check out with high AOVs (Average Order Values). 
For these shoppers, pushing the ability to pay in multiple installments - without fees 
- could help keep them coming and investing in your site. Indeed, checkout and 
shipping was a paramount concern according to this study.

Top Monthly Buyers. Customers who buy frequently, over a certain number of 
times per month. This audience could benefit from private promotional events and 
other VIP perks. Just over half (51%) of US respondents say they only shop on sites 
where they receive VIP or loyalty benefits. 
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