
Average Order Value (AOV) for Shopify Stores

There's a moment many Shopify owners reach where traffic is decent and the conversion

rate is fine, but the revenue still feels thin. The culprit is almost always the same: customers

aren't spending enough per order. That number — how much the average customer spends

in a single purchase — is your average order value (AOV), and it's one of the most powerful

levers you have, because raising it grows revenue without needing a single extra visitor.

This guide explains AOV from the ground up: what it is and how to calculate it, what "good"

looks like across industries, and — the part that actually moves money — how to increase it

through smart strategies, upselling, and bundling. You'll get worked examples throughout

and clear, realistic expectations.

A note on the benchmarks: AOV figures vary widely between data sources, sales channels,

regions, and even how each report defines a category, so the numbers here are presented as

approximate ranges drawn from 2026 industry benchmarks — useful for orientation, not

precise targets. Where Shopify costs come up, they reflect verified 2026 rates. The single

most important benchmark, as you'll see, is your own AOV trend over time. Let's dig in.

1. What Is AOV?

Average order value is the average amount a customer spends per order. It's one of the

three core ecommerce metrics — alongside traffic and conversion rate — that together

determine your revenue.

The formula

AOV = Total Revenue ÷ Number of Orders

If your store made $50,000 across 500 orders last month, your AOV is $50,000 ÷ 500 = $100.

That's it. Shopify calculates this automatically in your analytics, but knowing the formula

lets you understand what moves it.

(A quick distinction: order value is what one customer spends in a single purchase — two

$25 items plus $10 shipping is a $60 order. Average order value is that figure averaged

across all orders.)

Where AOV fits in the revenue equation

AOV is one multiplier in the master equation behind every store:

Revenue = Traffic × Conversion Rate × Average Order Value

This is why AOV is so valuable. Traffic and conversion rate are often hard and expensive to

improve — you're fighting for more visitors or trying to persuade more of them to buy. But



AOV works on people who have already decided to buy. You're simply helping existing,

high-intent customers spend a little more. That makes AOV frequently the cheapest of the

three levers to grow.

A worked example shows the power. Suppose you have 10,000 visitors and a 2% conversion

rate:

At a $50 AOV: 10,000 × 2% × $50 = $10,000 revenue

Raise AOV to $65 (a 30% lift): 10,000 × 2% × $65 = $13,000 revenue

That's $3,000 more per month — a 30% revenue increase — from the same traffic and the

same conversion rate. No extra ad spend, no new customers. That's the AOV opportunity.

Why higher AOV improves profitability (not just revenue)

Higher AOV does more than lift revenue:

It dilutes fixed per-order costs. Shopify's payment fee includes a flat 30¢ per order.

On a $25 order that's 1.2% of the sale; on a $100 order it's just 0.3%. A bigger order

spreads that fixed cost (and your packing and handling time) over more revenue.

It improves your return on ad spend. If it costs $15 to acquire a customer, you'd much

rather they spend $100 than $40. Higher AOV makes your marketing math work and

lets you outbid competitors for traffic.

It reduces the traffic you need. Because AOV is a multiplier, raising it means fewer

visitors required for the same revenue — a direct saving on acquisition cost.

Gross vs. net AOV (a nuance worth knowing)

The AOV on your dashboard is usually gross. If your return rate is, say, 15%, your real (net)

AOV is meaningfully lower than the reported figure — a $120 dashboard AOV might be

closer to $102 in money you actually keep. Track both so you're making decisions on

bankable numbers, not headline ones. With the metric understood, let's see what's

"normal."

2. Industry Benchmarks

The first question everyone asks is "is my AOV good?" — but that's the wrong question. The

right one is "is my AOV good for my industry?" A $85 AOV is healthy for an apparel store,

mediocre for a supplements brand, and broken for a furniture store. Benchmarks only mean

anything within your category.



Approximate AOV by industry (2026)

These ranges synthesize multiple 2026 benchmark reports. Treat them as rough orientation

— sources disagree considerably, and your real number depends on your product mix,

region, and channel.

Industry Approximate AOV range

Food & beverage $45–$70

Beauty & personal care $55–$90

Supplements / health $50–$90

Pet products $55–$80

Apparel & fashion $80–$120 (premium higher)

Sporting goods / fitness $80–$130

Home & garden $95–$180

Electronics $120–$300

Furniture $150–$300+

Jewelry & luxury $150–$400+ (fine jewelry far higher)

The overall Shopify DTC average sits around $85–$95, with the top 20% of stores above

$120 and the bottom 20% under $50. A frequently cited global, all-channel average is

around $145 — but that figure is skewed upward by high-ticket categories and

marketplaces, so it's a poor target for most individual stores.

Why categories differ so much

High-ticket categories (jewelry, electronics, furniture) have high AOV simply

because individual items are expensive — a single ring or laptop pushes the order past

$150 on its own.

Consumable categories (food, beauty, supplements) have lower AOV because

individual products are inexpensive — but they make up for it with high repeat-

purchase rates, so their lifetime value can be excellent. Bundling and subscriptions

are especially powerful here.



Benchmarks shift by channel, device, and region

Your AOV isn't just about your industry — it's shaped by where your traffic comes from:

Channel: email and direct traffic typically produce the highest AOV (often $85–$120),

while paid social tends to produce the lowest ($50–$70). Your traffic mix directly

affects your blended AOV.

Device: desktop orders are consistently larger than mobile (roughly $190 vs $130 in

broad datasets), since desktop shoppers are often in research-and-commit mode.

Region: order values differ by geography (the Americas and EMEA generally run

higher than APAC), which matters when setting things like free-shipping thresholds

globally.

Store maturity: larger stores have higher AOV — those under ~100 orders/month

average ~$55–$70, while those above ~1,000 orders/month reach ~$95–$130+. The

difference is mostly strategy (upsells, thresholds, recommendations), not pricing.

The metric that matters more: revenue per visitor

One crucial caveat: higher-AOV categories tend to have lower conversion rates (people

deliberate more over expensive purchases). So chasing AOV alone can mislead. The fuller

picture is Revenue Per Visitor (RPV = AOV × Conversion Rate). If raising your AOV from

$80 to $100 drops conversion from 2% to 1.8%, your RPV still rises ($1.60 → $1.80), so it's a

win. But if AOV gains crush conversion, you can come out behind. Always watch AOV and

conversion together.

How to actually use benchmarks

Compare to your vertical, not the global average. A 75th-percentile apparel AOV

would be a 30th-percentile supplements AOV.

Compare to your own trend even more. Moving your AOV from $55 to $70 is far more

valuable than knowing you're "average." Your month-over-month trend is the real

scoreboard.

Use benchmarks to gauge headroom, not as targets. They tell you how much room is

left, not whether you're "good."

Now for the part that grows the number.

3. Increasing AOV

Raising AOV is about helping customers who already want to buy discover and add more —

relevant, genuinely useful additions, not pushy upsells that annoy. Here are the proven

levers, with the two biggest (upselling and bundling) getting their own sections after this.



1. Free-shipping thresholds. The single most effective and easiest lever. Set a minimum

order for free shipping just above your current AOV — the well-supported "30% rule"

suggests roughly 15–30% above your current AOV. If your AOV is $50, set the threshold at

$65. Shoppers add items to qualify (over half of shoppers report doing exactly this),

typically lifting AOV 15–30% with only a small conversion dip. The key is calibration: set it

too high and it discourages buyers; set it just above AOV and it nudges effectively.

2. Product recommendations / cross-sells. Show complementary products ("Frequently

bought together," "Complete the look," "You may also need"). Relevant recommendations

based on what's in the cart lift AOV by surfacing items the customer genuinely wants but

hadn't found.

3. Bundles. Package related products together at a slight discount so customers buy more in

one order (full section below). Especially powerful in beauty, food, and supplements.

4. Volume / quantity discounts. "Buy 2, save 10%" or "Buy 3, get free shipping." Encourages

larger quantities per order — excellent for consumables and anything customers use

repeatedly.

5. Upsells to premium versions. Offer a higher-value option of what they're already buying

(full section below). The larger size, the premium model, the deluxe edition.

6. Post-purchase add-ons. Offer a relevant, low-friction add-on after the purchase is

confirmed (one-click, no re-entering payment). These convert surprisingly well because

the buying decision is already made and there's no risk to the original order.

7. Loyalty programs and subscriptions. Subscriptions can dramatically raise first-order

value (e.g., "subscribe and get a 3-month supply at 20% off" can roughly double first-order

AOV in supplements) and lock in repeat revenue. Loyalty points encourage bigger baskets

to reach reward tiers.

8. Gift-with-purchase thresholds. "Spend $50, get a free gift" — universally effective in

beauty and similar categories, nudging customers to a higher spend for a perceived bonus.

Two rules for doing this well

Set realistic goals. A 5–15% AOV improvement in the first few months of active

optimization is realistic and meaningful. You don't need to double it overnight.

Protect your margin. This is critical: AOV is a means to profit, not an end in itself. Discount-

heavy tactics can lift AOV while shrinking your margin. Always check that an AOV tactic

increases profit, not just order size — test before you scale, and measure the effect on both

AOV and margin. We'll see the math on this in the bundling section.

4. Upselling



Upselling means encouraging a customer to buy a higher-value version of what they're

already considering — a bigger size, a premium model, an upgraded edition, or a larger

quantity. It's distinct from cross-selling (suggesting complementary products); upselling

moves the customer up on the same item.

Why upselling works

The customer has already decided they want the product — you're simply offering a better

version. Because the buying decision is made, the incremental ask is small, and a modest

step up in value (and price) often feels worth it. A well-placed upsell can lift the order by

20–50% with no extra acquisition cost.

Where to upsell

Product page: present a "good-better-best" choice, with the premium option

positioned as the best value. Many customers gravitate to the middle or top tier when

options are framed well.

Cart: "Upgrade to the larger size for just $8 more."

Checkout: a final, relevant upgrade offer.

Post-purchase: after the order confirms, a one-click upgrade or add-on — low-friction

and risk-free to the original sale.

Upselling examples by industry

Apparel: "Upgrade to the premium fabric version for $15 more," or "Get the 3-pack

instead of one."

Beauty: "Choose the full size instead of the travel size — better value per ounce."

Electronics: "Step up to the 256GB model for $40 more," plus accessory and warranty

add-ons.

Supplements: "Get the 3-month supply and save 20% per bottle" — a quantity upsell

that also improves retention.

Food & beverage: "Upgrade to the family size," or "Make it a 6-pack."

Best practices

Stay relevant. Only upsell something genuinely better for this customer and this

product. Irrelevant upsells erode trust.

Keep the price jump reasonable. A small step up ("just $8 more") converts far better

than a big leap.

Frame the value, not just the price. Emphasize what the upgrade gives them (more

product, better quality, longer supply), and show per-unit value where helpful.



Don't overdo it. One or two well-chosen upsells beat a barrage that feels pushy and

slows checkout.

Use post-purchase upsells to capture upgrades without risking the original

conversion.

Done right, upselling feels like helpful guidance toward the option that best fits the

customer — and it's one of the most reliable AOV boosters available.

5. Bundling

Bundling means grouping related products together and selling them as a set, usually at

a slight discount versus buying each item separately. It's one of the most powerful AOV

strategies because it increases the number of items per order while making the customer

feel they're getting a deal.

Why bundling works

Convenience: customers get a complete, ready-made solution in one purchase (a full

skincare routine, a matching set, a starter kit).

Perceived value: a small bundle discount makes buying more feel smart rather than

indulgent.

Higher AOV: the customer buys three items instead of one, lifting the order

substantially. Bundles commonly lift AOV by 20–35%.

Types of bundles

Fixed bundles / kits: a curated set sold as one product (a "starter kit," a "complete

routine").

"Frequently bought together": suggested combinations at the product page or cart,

often with a small bundle discount.

Build-your-own bundles: the customer picks several items to fill a set (e.g., "any 3

candles for $45") — popular and engaging.

Buy-one-get-one (BOGO) / volume bundles: "buy 2, get 1 free" or "3 for the price of 2."

Tiered bundles: good-better-best sets at increasing price points.

Bundling examples by industry

Beauty: cleanser + serum + moisturizer as a "complete routine" — the classic, highly

effective beauty bundle.

Apparel: "Complete the outfit" or a "capsule set" of coordinating pieces; multi-packs

of basics.



Food & beverage: sampler packs, "build your own 6-pack," or a "coffee + mug" gift

bundle.

Pet: food + toy + treat starter bundles; "shopping for more than one pet?" multi-pet

bundles.

Home & kitchen: "get the matching set" — bedding sets, kitchenware collections.

Supplements: stack bundles (e.g., a "daily wellness" trio) paired with a subscribe-and-

save option.

The bundling math — and the margin warning

Bundling lifts AOV, but you must watch the margin carefully. Here's a worked example.

Say three products each sell for $20 (cost $8 each). Sold individually, a customer who buys

one yields $20 − $8 = $12 profit. Now you bundle all three at $54 (a 10% discount off $60):

Bundle revenue: $54

Bundle cost: 3 × $8 = $24

Bundle profit: $30

If that customer would have bought only one item otherwise, the bundle turned $12 of profit

into $30 — a clear win, and AOV jumped from $20 to $54. But here's the catch: if the

customer would have bought all three anyway at full price ($60, $36 profit), the bundle

discount actually cost you $6 of profit.

This is the core bundling principle: bundles only help if they're driving incremental

purchases — getting customers to buy more than they otherwise would. A bundle discount

that simply gives money away on purchases that would have happened anyway erodes

margin. As a rule, a 15% bundle discount that lifts AOV 30% can still reduce your

contribution margin unless a meaningful share of those bundle orders are genuinely

incremental. So bundle complementary items that encourage buying more, keep discounts

modest, and test whether bundles are adding sales or just discounting existing ones.

Done thoughtfully, bundling is a top-tier AOV lever — it raises order size, improves the

customer experience, and (when incremental) lifts profit. Done carelessly, it just discounts

your margin away. The difference is whether it creates new demand.

6. FAQ

What is average order value (AOV)? AOV is the average amount a customer spends per

order, calculated as total revenue divided by the number of orders. If you made $50,000

across 500 orders, your AOV is $100. It's one of the three core metrics (with traffic and

conversion rate) that determine revenue.



How do I calculate AOV? Divide your total revenue by your total number of orders over a

period. Shopify calculates it automatically in your analytics dashboard. Track it over

consistent periods (monthly or quarterly) to spot real trends.

What's a good AOV for a Shopify store? It depends entirely on your industry. The overall

Shopify DTC average is roughly $85–$95, but food and beauty often run $45–$90 while

electronics and jewelry can run $120–$400+. Benchmark against your own vertical and,

even more importantly, your own trend over time.

Why is my AOV important? Because raising it grows revenue without needing more traffic

or a higher conversion rate — you're earning more from customers who already buy. Higher

AOV also dilutes fixed per-order costs, improves return on ad spend, and reduces the traffic

you need for a given revenue.

How can I increase my AOV? The top levers are free-shipping thresholds (set ~15–30%

above current AOV), product recommendations and cross-sells, bundles, volume discounts,

upsells to premium versions, post-purchase add-ons, and subscriptions or loyalty programs.

Most stores can realistically gain 5–15% with active optimization.

What's the difference between upselling and cross-selling? Upselling offers a higher-

value version of the item the customer is already buying (a bigger size, premium model).

Cross-selling suggests complementary products (an accessory, a matching item). Both

raise AOV; they just work differently.

Do free-shipping thresholds really work? Yes — they're one of the most effective AOV

levers. A threshold set just above your current AOV nudges shoppers to add items to

qualify, often lifting AOV 15–30% with only a small conversion dip. Over half of shoppers

report adding items specifically to reach free shipping.

Do bundles hurt my profit margin? They can if the discount is given on purchases that

would have happened anyway. Bundles boost profit only when they drive incremental

purchases — customers buying more than they otherwise would. Keep discounts modest,

bundle complementary items, and test whether bundles add sales or just discount existing

ones.

What's a realistic AOV improvement to aim for? A 5–15% increase in the first few months

of focused optimization is realistic and meaningful. You don't need dramatic jumps —

steady, compounding gains in your own AOV trend are the goal.

Does a higher AOV always mean more profit? Not necessarily. If an AOV tactic relies on

heavy discounting, it can lift order size while shrinking margin. Always check that a tactic

increases profit, not just AOV. And watch conversion too — Revenue Per Visitor (AOV ×

conversion rate) is the fuller picture.

Why do some industries have much higher AOV than others? High-ticket categories

(jewelry, electronics, furniture) have high AOV because individual items are expensive.



Consumable categories (food, beauty, supplements) have lower AOV but high repeat-

purchase rates, so bundling and subscriptions are their main AOV levers.

How does my traffic source affect AOV? A lot. Email and direct traffic typically produce

the highest AOV, while paid social tends to produce the lowest. Desktop orders are usually

larger than mobile. So your blended AOV partly reflects your traffic mix, not just your

products.

Should I focus on AOV, conversion rate, or traffic first? Often AOV and conversion rate are

cheaper to improve than traffic, because they work on visitors you already have. AOV is

especially efficient since it targets people already buying. But the right focus depends on

where your funnel is weakest — fix the biggest gap first.

How often should I review my AOV? Regularly — monthly or quarterly — and especially

after launching any AOV tactic, so you can measure its real effect on both order size and

profit. Your own AOV trend over time is the most important benchmark you have.

7. Conclusion

Average order value is one of the most efficient growth levers in ecommerce because it

works on customers who have already decided to buy — you're simply helping them

discover and add a little more. Raising your AOV grows revenue with no extra traffic and no

higher conversion rate, while also diluting fixed costs, improving your return on ad spend,

and reducing the traffic you need in the first place. Calculate it simply (revenue ÷ orders),

and watch it alongside conversion rate as Revenue Per Visitor for the complete picture.

When judging your number, benchmark against your industry (food and beauty naturally

run lower than electronics and jewelry) and, more importantly, against your own trend —

moving from $55 to $70 matters more than knowing the global average. Then pull the

levers that work: set a free-shipping threshold just above your current AOV, surface

relevant product recommendations, offer thoughtful upsells to premium versions, and

build complementary bundles that encourage genuinely incremental purchases. Aim for

steady 5–15% gains, test before scaling, and — the rule that protects you — always confirm

that an AOV tactic lifts profit, not just order size, since discount-driven AOV can quietly

erode your margin.

Get this right and AOV becomes a compounding advantage: every order does a little more

work, your marketing math improves, and your store grows healthier without needing a

flood of new visitors. Track your number, test your levers, watch your margins, and let a

rising AOV trend tell you the strategy is working — one bigger, better basket at a time.



AOV benchmark figures are approximate ranges synthesized from 2026 industry

benchmark reports (including Shopify, Littledata, Dynamic Yield, and others) and vary

considerably by data source, sales channel, region, device, and category definition — treat

them as orientation, not precise targets, and benchmark against your own vertical and

trend. Shopify cost figures reflect Shopify's published US rates as of mid-2026 (Shopify

Payments 2.9% + 30¢ per online sale). Strategy results (e.g., the lift from free-shipping

thresholds or bundles) are general industry findings, not guarantees — always test and

measure your own results, including the effect on profit margin.


