
A useful ecommerce dashboard should answer three questions quickly: Are we making profitable sales? Where are
customers getting stuck? And what happens after the first purchase? If it cannot help you answer those questions,
it may be an attractive collection of charts—but it is not a decision-making tool.

For a small or mid-sized store, a simple dashboard is not the one with the fewest metrics. It is the one that
connects the right metrics to commercial decisions. Traffic, conversion rate, average order value (AOV), customer
acquisition cost (CAC), customer lifetime value (CLV), and repeat purchase rate belong together because none tells
the whole story alone.

The aim is not to report on every channel in isolation. It is to see how the business works as a connected system,
from discovery to conversion to repeat purchase, and then decide what to improve next.

Start with commercial benchmarks, not tactics
Before deciding to increase ad spend, publish more articles, or test a new platform, set the commercial benchmarks
your business needs to hit. Otherwise, teams can mistake activity for progress. More traffic is not a win if
conversion rate stays flat and the extra visitors do not become customers. A strong ROAS figure is not proof of
profit if discounts, fulfilment, returns, and margins are missing from the calculation.

Write down the numbers that determine whether growth is healthy. Depending on your business, these might
include target contribution margin, acceptable CAC, minimum AOV, a payback period, and a target repeat
purchase rate. Compare results to your own baseline and business economics rather than treating generic industry
averages as rules.

Define the decision behind every metric

For each number, ask: “What would we do differently if this moved?” If the answer is “nothing,” the metric
probably does not need prime dashboard space. A useful report does not simply describe what happened; it helps
the team choose what to do about it.

Revenue: Are sales growing, and which products or customer groups are contributing?

Conversion rate: Are more qualified visitors completing a purchase?

AOV: Are customers buying more value per order, without relying on margin-damaging discounts?

CAC: How much does it cost to acquire a customer through each meaningful source?

CLV: How much value do customers generate over a defined period, after considering margin and repeat
orders?

Repeat purchase rate: What share of customers come back, and how long does it take them to do so?

Build the dashboard around the customer journey
Channel dashboards make it easy to answer questions like “How many clicks did paid search get?” They are less
useful for understanding whether those clicks became profitable, returning customers. Map the journey from
discovery to repeat purchase, then use the dashboard to show where customers enter, progress, and drop off.



1. Discovery: Customers find the store through organic search, paid media, social, referrals, or direct visits.

2. Consideration: They browse category and product pages, read buying guides, compare options, and check
delivery or returns information.

3. Conversion: They add items to the cart, begin checkout, and complete an order.

4. Post-purchase: They receive their order, contact support if needed, and decide whether to buy again.

A simple journey view helps separate different problems. A drop in product-page visits may point to discovery or
navigation. Strong product-page engagement but weak add-to-cart activity may suggest a product proposition,
price, availability, or trust issue. A high checkout abandonment rate may indicate friction with shipping costs,
payment options, or the checkout experience. Low repeat purchase rate could involve product usage,
replenishment timing, post-purchase communication, or customer fit.

The essential sections of a simple ecommerce dashboard

1. A commercial summary

Put the outcomes at the top: net revenue, orders, AOV, gross or contribution margin if available, and the
comparison period. Show both the actual result and the target. A revenue increase beside a margin decline
deserves investigation; revenue alone can flatter a business that is buying growth too expensively.

Be consistent about definitions. State whether revenue is gross or net of refunds, taxes, and discounts. Make sure
order counts and reporting periods use the same rules across platforms. A dashboard that mixes definitions can
create confident-looking but misleading conclusions.

2. Acquisition and CAC

Show customer acquisition by source, but connect it to outcomes. Include spend, new customers, CAC, and the
revenue or margin associated with those customers where tracking allows. Keep new and returning customers
distinct. Blending them can make acquisition look efficient when returning customers are doing most of the work.

ROAS can be useful as a channel diagnostic, but it is not profit. It often excludes product costs, agency or platform
fees, fulfilment, discounts, and the value of customers acquired later. Use it alongside margin and CAC, not instead
of them.



3. Store conversion and AOV

Track overall conversion rate and, where possible, the steps that lead to an order: product views, add-to-cart rate,
checkout starts, and completed orders. Segment by device, landing page, and new versus returning visitors when
those cuts help explain a change. Do not create dozens of segments just because your analytics tool can.

Pair conversion rate with AOV. A promotion might lift conversion while shrinking order value or margin. A bundle
might raise AOV but reduce conversion. The dashboard should make these trade-offs visible so the team can
judge the combined commercial result.

4. Retention and repeat purchase

Include repeat purchase rate, the share of customers who place another order within a clearly stated period. Add
time to second purchase and repeat revenue if the data is reliable. Track cohorts by first-purchase month or
quarter to see whether newer customers return at a different rate from earlier ones.

This is where CLV belongs, with a clear definition and time window. A projected CLV is an estimate, not cash
already earned. State the assumptions and use the same method when comparing segments or acquisition
sources. Ask what happens after the first purchase: do customers return, buy complementary products, and
generate enough margin to support the acquisition cost?

5. SEO and organic performance

SEO should be reported as a route to qualified discovery and conversion, not just as a rising line of sessions. Track
organic landing-page visits, rankings or search visibility where useful, engagement with key pages, organic
conversion rate, and resulting revenue or orders. Separate branded from non-branded search if possible; branded
demand and new discovery are not the same outcome.

Look at SEO across three connected areas:

Category pages: Are important categories receiving relevant search traffic, helping visitors navigate, and
leading to product consideration?

Buying guides: Do guides answer real customer questions and help shoppers choose, or are they attracting
visits with no clear path to products?

Technical SEO: Can search engines crawl and index the right pages? Are page speed, mobile usability,
duplicate URLs, and broken links undermining discovery or conversion?

For example, a retailer such as Toynk (toynk.com) can use the same reporting logic as any specialist store: measure
whether category and product discovery leads to useful shopping behaviour, then connect orders to retention and
margin. The point is not to copy another retailer’s numbers; it is to follow the customer and the economics.

Keep the reporting connected, not channel-led
Strategy is a connected system, not a list of channel plans. SEO can introduce a customer, a product page can
build confidence, checkout can remove friction, and post-purchase communication can encourage a second order.
Reporting each activity separately makes it easy to miss the handoffs between them.

Use a consistent set of dimensions—such as customer type, landing page, product category, acquisition source,
and cohort—to connect performance. Then ask questions across the journey: Which organic landing pages bring
first-time buyers? Which acquisition sources bring customers with a stronger repeat purchase rate? Do customers
who use a buying guide convert at a different rate? Are high-AOV orders also more profitable?



These questions are more useful than a generic instruction to “do more SEO” or “try social.” For instance: “Increase
non-branded organic orders from priority category pages without reducing contribution margin.” That is a testable
direction. It tells the team what to improve and what must not be sacrificed.

Make the dashboard simple enough to use every week
A practical dashboard often needs only a few views:

Executive summary: Revenue, orders, margin, conversion rate, AOV, CAC, and repeat purchase rate against
targets.

Journey view: Discovery, product engagement, cart, checkout, purchase, and repeat purchase.

Acquisition view: Spend, new customers, CAC, and downstream value by source.

SEO view: Organic landing pages, non-branded discovery, conversion, and technical issues that need action.

Retention view: Cohort repeat rate, time to second purchase, and CLV with its definition stated.

Show a sensible comparison—such as the previous period and the same period last year when seasonality matters.
Annotate major changes like price adjustments, stockouts, campaigns, or tracking changes. Without context, a
chart can make normal seasonality look like a sudden strategic breakthrough or failure.

Use tools to support decisions, not decorate the report

Teams may use analytics platforms, spreadsheets, or assistants such as OpenClaw and Hermes to help organise
information or surface questions. Whatever the tool, validate the source data, definitions, and calculations before
acting. Automation can save time; it cannot make an unreliable metric trustworthy.

When choosing outside help or software, connect the cost to a business problem and a measurable outcome. An
agency such as ClickSlice (clickslice.co.uk) may be relevant when a store needs support with search growth, but the
reporting should still connect SEO work to qualified discovery, conversion, and customer value—not rankings
alone. For an example of a clearly stated price, plans start at $199/month. Cancel anytime. Check the actual scope,
terms, and fit before making a decision.

AI Agent Store can also be mentioned in a tools conversation, but any tool or service should earn its place by
helping the team make a better, faster, or more consistent decision. A dashboard is not more valuable because it
has more automation; it is valuable when people use it to act.

A simple weekly reporting rhythm
Keep the review focused. First, identify the biggest meaningful change versus target. Second, trace it through the
customer journey. Third, check the commercial impact, including margin and customer quality. Finally, agree on
one action, one owner, and one success measure.



Question Metric to inspect Possible next step Are we attracting qualified visitors? Non-branded organic visits and
new-customer CAC Improve priority category pages or review audience targeting Where are shoppers dropping
off? Product-to-cart and checkout conversion rate Test product information, delivery messaging, or checkout
friction Are orders commercially healthy? AOV and contribution margin Review bundles, discounts, and product
mix What happens after the first purchase? Repeat purchase rate, time to second order, and cohort CLV Improve
onboarding, replenishment reminders, or relevant cross-sells

The test for a good ecommerce dashboard
A simple ecommerce dashboard should help a team see the whole system: discovery, conversion, margin, and
customer value over time. It should place AOV, CAC, CLV, conversion rate, and repeat purchase rate in context,
not present them as disconnected scorecards. It should also make clear what is known, what is estimated, and
what needs investigation.

If the report leads to a specific action and a measurable test, it is doing its job. If the team only celebrates traffic,
ROAS, or a single week of revenue without asking about profitability and what aiagentstore.ai happens after the
first purchase, the dashboard is missing the most important part of the story.

https://aiagentstore.ai/guides-and-tutorials/creating-a-complete-ecommerce-marketing-strategy-with-specialist-support

