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Interface elements for sales promotion in e-commerce

P. Kondratiev

E-commerce is considered as a space in which competition for the attention and preferences
of consumers is constantly growing. It is noted that currently the Internet audience has slowed down
its growth, attracting new customers is becoming technically more difficult and expensive. It is
shown that in this context, online stores tend not so much to attract new users as to maximize
revenue from the existing customer base, while one of the key indicators of the effectiveness of such
stores is the average cost of an order (or the average amount of a check). The analysis of the most
common sales promotion methods used in the field of e-commerce is carried out.
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