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THE JOURNEY OF A BUYER: VISUALIZING E-

COMMERCE FUNNEL METRICS WITH TABLEAU 

Background: 
An emerging direct-to-consumer (D2C) skincare brand experienced strong website traffic but 

low conversions and high drop-off rates during checkout. Traditional analytics reports were static 

and failed to capture the customer journey dynamically. 

Objective:  
To develop an interactive Tableau story that visualizes the full buyer journey across the e-

commerce funnel—from landing page to payment—enabling stakeholders to identify 

performance gaps, optimize conversion rates, and refine marketing interventions. 

Methodology: 
1. Narrative Flow: 

o Slide 1: Introduction to the problem – website visits vs purchases 

o Slide 2: Funnel Overview – visits, product views, cart adds, checkout starts, 

purchases 

o Slide 3: Drop-Off Analysis – where and why users leave 

o Slide 4: Segment-wise Behaviour – new vs returning users, mobile vs desktop 

o Slide 5: Recommendations – actions to fix the funnel leaks 

2. Tableau Storytelling Features: 

o Used Story Points to guide the narrative from top-of-funnel to conversion 

o Funnel charts to represent conversion rates stage-wise 

o Bar charts showing segment performance (device type, traffic source) 

o Hover tooltips showing bounce rate and average session duration 

o Embedded annotations with business insights (e.g., “70% cart drop on mobile”) 

3. Data Handling: 

o Created calculated fields for session-level funnel stage identification 
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o Defined conversion metrics for each step (CTR, ATC rate, Checkout-to-Purchase 

rate) 

o Normalized data for visual consistency across time periods 

Data Sources: 
• Google Analytics e-commerce exports (session-level data in CSV) 

• Shopify backend – order and cart abandonment logs 

• Mailchimp – campaign CTR and attribution 

• Meta Ads Manager – campaign-level visitor data (optional overlay) 

Tools and Technologies: 
• Tableau Desktop – for building the interactive story 

• Python (optional) – preprocessing clickstream into event-level tables 

• Google Sheets – collaborative review of segments 

• Tableau Prep – for building clean funnel paths with calculated stages 

Results and Interpretations: 
• Funnel Leak Detected: 52% of users dropped between “Add to Cart” and “Checkout 

Start.” The culprit: slow-loading checkout and lack of guest checkout option. 

• Mobile Performance Gap: Conversion rate on mobile was just 1.2% vs 3.8% on 

desktop. Mobile bounce rates were higher and session times lower. 

• New vs Returning Users: Returning users showed 2x higher purchase rates but received 

only 30% of retargeting email budget. 

• Attribution Findings: Paid ads brought the most traffic but the lowest cart conversion, 

suggesting targeting or landing page mismatch. 

Conclusion: 
The Tableau storyboard transformed siloed e-commerce data into an intuitive and interactive 

visualization of the buyer journey. The narrative helped stakeholders identify weak funnel stages, 

optimize UX for mobile, and reallocate budget based on performance data. 
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Future Work: 
• User Path Animation: Integrate Sankey-style flows for advanced funnel journey 

visualizations. 

• A/B Test Tracker: Add comparison charts to evaluate changes in CTA buttons or 

checkout design. 

• Campaign Attribution Model: Connect Google Analytics with Facebook Ads and Email 

to visualize multi-touch attribution. 

• Automated Refresh: Enable daily refresh using Tableau’s data connectors for continuous 

monitoring. 

Suitability: 
• Academic: Suitable for teaching digital marketing analytics, consumer behavior, and 

data storytelling in marketing courses. 

• Corporate: Directly applicable for performance marketing teams, growth strategists, and 

D2C brand founders seeking visual funnel optimization. 
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