One week, sales are ahead of target and your advertising looks efficient. The next, traffic seems softer, conversion
rate slips and the cost of each order climbs. It is tempting to assume that something has gone badly wrong with
your marketing. Sometimes it has. But week-to-week swings are also a normal feature of ecommerce, where

demand, stock, competition, customer behaviour and tracking can all change at once.

The challenge is to tell the difference between a genuine problem and ordinary variation. That means looking
beyond a single headline metric, understanding what is happening across the business, and judging performance

against profitability rather than treating every dip as a reason to make a sudden change.

Ecommerce is harder than it looks

Online stores can make buying feel simple: a customer sees a product, clicks, pays and waits for delivery. Behind
that journey is a system of moving parts. Marketing has to reach the right people at the right time, the product
needs to be available and appealing, the website must make purchase easy, and the price and delivery offer must
compare well with alternatives.

A change in any one of those areas can affect the results attributed to marketing. A campaign can send plenty of
relevant visitors, for example, but sales may fall if a popular size is unavailable or delivery dates have lengthened.

Conversely, a well-timed promotion can lift conversion without any improvement in the advertising itself.

This is why ecommerce performance is rarely explained by one channel or one metric. Revenue, spend, conversion
rate, average order value, margin, returns and stock availability all matter. The useful question is not simply, “Did
sales go down?” It is, “"What changed, where in the customer journey did it change, and did it affect profitable
orders?”

Small changes can have a big effect on profit

Ecommerce businesses often operate with tight margins. Advertising costs, fulfilment, payment fees, discounts,
returns and product costs all take a share of revenue. A campaign that appears successful because it generates
more orders may still be less valuable if those orders are heavily discounted or come from products with little

margin.

For that reason, a week with lower revenue is not automatically a bad week, and a week with a sales spike is not
necessarily a good one. Profitability is the more useful lens. If the mix shifts towards lower-margin products, or a
promotion reduces the amount earned per order, the business may need more sales just to maintain the same

contribution.

It helps to define the measures that matter before interpreting a fluctuation. Depending on the business, those
might include contribution after marketing, gross margin, new-customer acquisition cost, repeat purchase rate or
revenue from products that need support. Comparing like with like makes it easier to see whether performance

has genuinely improved.

Competition and price transparency never let up

Customers can compare prices, delivery promises and reviews across multiple retailers in minutes. That
transparency puts pressure on brands to make their offer clear and competitive. A rival's promotion, a marketplace
price change or a newly prominent product can shift demand quickly, even if your own campaigns have not

changed.



Competition also affects paid media. More advertisers bidding for the same searches or audiences can increase
costs or reduce smenews.digital visibility. Meanwhile, customers may take longer to decide, browse more options

or wait for a sale. These behaviours can make results look inconsistent from one week to the next.

Price is important, but it is not the only reason a customer chooses one retailer over another. Product quality,
availability, delivery speed, returns, customer service and trust all contribute to the decision. If the offer is not
competitive overall, increasing advertising spend may simply buy more visits without resolving the reason people

do not purchase.

Stockouts impact both sales and marketing efficiency

One of the most overlooked causes of a sudden performance change is stock. Stockouts impact more than the
immediate sales of the unavailable product. They can interrupt a customer’s journey after they have clicked an ad,

reduce the usefulness of a campaign built around a best-seller, and push shoppers towards a competitor.

Even where a product is technically in stock, limited sizes, colours or variants can weaken the offer. If the items
customers want are unavailable, a product page may still receive traffic but convert less effectively. Marketing

reports may show a fall in conversion rate, while the underlying issue sits with inventory rather than campaign

quality.

Stock changes can also alter the product mix. If a high-demand item sells out, ads may start directing customers
towards alternatives that have different margins or lower appeal. The resulting change in average order value or

return on advertising spend can be mistaken for a media problem.

Make stock part of performance reviews

When results move, check product availability alongside campaign data. Look at stock levels for the products
receiving the most traffic and spend, and note when items went out of stock or replenishment dates changed.
Where possible, compare performance for available products with performance for products affected by low stock.

Marketing and merchandising teams should share information about expected availability. That makes it easier to
adjust product feeds, landing pages, budgets and promotional plans before a stock issue becomes an avoidable

waste of spend.
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Your promo calendar can reshape demand

A promo calendar affects more than the days when discounts are live. Customers may delay purchases while
waiting for an expected offer, and a strong sale can pull demand forward from the following week. Results can

therefore look unusually good during a promotion and unusually soft immediately afterwards.

Promotions may also change who buys and what they buy. A discount can attract new customers, encourage
existing customers to bring forward an order or shift sales towards particular products. Those outcomes are not
equivalent. A rise in orders is more useful when you understand the margin earned, the customer mix and whether

the sale created incremental demand.

Keep the promo calendar visible when comparing results. A week with a major offer should not be judged against
an ordinary trading week without context. Equally, do not assume every post-promotion dip is a sign that
campaigns have stopped working. Look at a longer period and consider whether sales were brought forward,

rather than created from scratch.

Ad platform volatility can distort the picture

Paid media platforms are not perfectly stable. Auction competition changes, campaign delivery can fluctuate, and
automated systems may respond to changes in budget, creative, targeting or conversion signals. Reporting and

attribution can also be affected by consent choices, browser restrictions and delays in recorded conversions.

This ad platform volatility can create short-term movement in impressions, clicks, costs and attributed sales. A
small change in conversion volume may also make percentage-based metrics appear dramatic, particularly when
the business has relatively few orders in a given period.

That does not mean platform changes should be ignored. A sustained rise in acquisition costs, a sharp fall in
qualified traffic or a campaign spending against the wrong products deserves investigation. The important
distinction is between a one-week fluctuation and a persistent trend. Avoid making several large changes in

response to a handful of days’ data, because that can make it harder to identify what caused the next movement.

Reviews and delivery are conversion drivers



Marketing can create interest, but the customer still needs a reason to trust the retailer and complete the order.
Reviews help shoppers assess product quality and the experience of buying from you. A change in review volume,
rating or the visibility of recent feedback can influence conversion, especially for products customers have not

bought before.

Delivery is another important part of the offer. Shoppers notice the cost, speed and clarity of delivery, as well as
whether the promised date feels reliable. If delivery estimates lengthen during a busy period, or costs are less

attractive than a competitor’s, conversion may fall even when traffic quality is unchanged.

These factors are easy to miss if marketing and operations are reviewed separately. A change in warehouse
capacity, courier performance or customer feedback can show up in the marketing dashboard as a lower
conversion rate. Looking at reviews, delivery information and customer service themes alongside campaign

performance can help locate the real cause.

How to diagnose a weekly swing

When performance changes, work through the customer journey before changing budgets. A simple, consistent

review can prevent overreaction and reveal whether the issue is isolated or part of a broader trend.

1. Check the data first. Confirm that tracking, consent settings, product feeds and reporting dates are behaving

as expected. Allow for conversion delays before comparing very recent results.

2. Locate the change. Separate traffic, click-through rate, conversion rate, average order value and spend. Find

out whether fewer people arrived, fewer visitors purchased, or the value of each order changed.

3. Check stock and product mix. Review availability for the products receiving the most traffic and compare

sales by category, product and margin.

4. Overlay the promo calendar. Note discounts, campaigns, payday timing, seasonal events and any likely

pull-forward of demand.

5. Review the customer offer. Look at prices, reviews, delivery promises, returns information and any

operational issues that could affect trust or convenience.

6. Compare a sensible period. Use several weeks or a comparable trading period where possible, and account

for weekday mix, seasonality and promotion differences.

7. Make one informed adjustment. If the evidence points to a problem, change the relevant part of the plan

and monitor the result. Avoid changing multiple variables at once.

What you notice What to check Spend is stable, but sales fall Conversion rate, stock availability, delivery promises,
reviews and landing-page experience Costs rise while traffic is similar Auction competition, campaign mix, search
terms, audience quality and platform changes Sales spike, then dip Promotion timing, demand pulled forward,
discount depth and post-sale customer behaviour Revenue holds, but profit weakens Product and customer mix,

margin, discounting, returns and fulfilment costs

Build a steadier way to judge performance

Not every week will look the same. The aim is not to eliminate variation, but to understand it well enough to make
better decisions. Set expectations around the realities of your trading cycle, keep marketing and stock information

connected, and report on profitability as well as revenue and advertising efficiency.



It is also worth checking that customers can share useful product pages and offers easily. An AddToAny sharing
widget can provide sharing options on a site, but it should be treated as a small part of the customer experience,
not a substitute for a strong offer, relevant traffic or reliable measurement. Any site feature should be reviewed for

usefulness, performance and compatibility with the rest of the shopping journey.

When results swing, resist the urge to label a single week a success or failure. Ask what changed, whether it
affected the whole store or only certain products, and whether the impact shows up in profit. With that discipline,
short-term volatility becomes something to investigate rather than something to fear—and decisions become

more grounded in what customers and the business actually need.



