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Introduction
It’s quite evident that the online customer journey in retail is going through a 
major transformation. Consumers in this industry are not only increasingly 
using their mobile phones to shop online, but they’re also hungry for 
interactive experiences and a smooth purchasing process. This is a shift that 
will - without a doubt - demand one thing of all online retailers who intend to 
succeed: a sound customer experience. 

Now, as an online retailer you are probably well aware that there will almost 
always be complications and technical issues that will stand in the way of a 
customer trying to convert. However, there is one solution in particular that 
can discover and tackle those issues for you, and thus boost online 
performance. This is called online feedback.

“Retailers are no longer selling things. 
They’re selling the experience of buying 

those things.”
- Forbes

In this White Paper...

Mopinion will dive into the digitisation of the retail industry and how this is 
transforming the online customer journey as we know it. Together with several 
online retail giants, we will also outline why online feedback is so crucial for 
retail businesses today - especially those who are looking to achieve an 
optimal online customer experience. This white paper includes several 
practical tips on how to use online feedback to boost online performance - 
from feedback collection to analysis and taking action. Check it out.
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“Consumers have become hooked on the 
real-time, personalized world of the 

modern digital landscape, and they expect 
their retail providers to follow suit”

- Forbes contributor

Retail: A Digitising Industry
How do consumers make purchases from online retailers?

It is indisputable that digitisation is reshaping the way the retail industry 
operates, including how it delivers value to its customers. For example, 
marketers in retail are now having to cater to both omni-shoppers (customers 
who shop on all channels) as well as customers who shop solely online. This 
can be a very tricky business and here’s why...

According to i-Scoop, nearly 90% of pre-purchasing research is carried out 
online regardless of device. Customers even carry out this research on their 
mobile devices while in-store - making price comparisons, looking up product 
information and checking reviews online. This mesh between shopping on- 
and offline means that retailers must keep both channels up to par with the 
increasing expectations of their customers. 

However, because 1 in 3 consumers start their shopping journey on retailers’ 
websites, it is key for organisations to understand how important this initial 
impression is as well as the entire online customer experience and journey for 
that matter. If they fail to switch to a more digital way of working and keep up 
with their customers’ needs, they will continue to fail in terms of customer 
retention and loyalty.

Is mobile surpassing all other channels?

Mobile is undoubtedly the fastest growing channel in the retail industry. In a 
Shop.org survey, retail executives were asked where most of their 2017 tech 
investments would be. The response? Nearly 39% chose mobile, while just 6% 
said in-store. 

Perhaps a wise choice considering mobile shopping (also referred to ask 
M-commerce) increased by 8 percent last year.  
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The Online Customer Journey
How do consumers make purchases from online retailers?

Traditional retailers are increasingly being steered towards digital channels. 
This means catering to their customers in an online environment (e.g. website 
or mobile app) rather than in a physical store. As a result, the online customer 
journey is rapidly evolving. Today these journeys are longer and more 
complex. There is no singular purchase point but rather multiple touchpoints 
that must keep customers engaged. The tricky aspect of having so many 
touchpoints, however, is that retailers cannot remain hyper-focused on the 
purchase itself like they have in the past, but rather they must focus on 
maximising the value of each stage. Let’s take a look at the five main stages of 
the online journey…

Awareness Consideration Preference Purchase Loyalty

Awareness
This is the stage in which your customers are discovering your 
brand. Often retail sites connect with these potential 
customers via advertising tools and campaigns on social 
media.

Consideration
Now that the user is familiar with your brand and is aware of 
which products you sell, they will start performing research. 
And considering the amount of retail sites available out there, 
this should be no surprise. They will want to perform pricing 
comparisons, read product descriptions, product reviews, find 
out how soon they can receive the product, etc.
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Preference
Based on this research, these visitors ultimately establish a 
preference in terms of which website they want to purchase from. 
Providing extra value for your customer will make a big difference 
in this stage. Here you will want to focus on any concerns your 
customers have regarding your product(s) or the purchasing 
process.

Purchase
This is when the customer finally decides to make his/her purchase 
online. They have chosen which website they are going to purchase 
from and click through to the checkout page. Two things are critical 
in this stage: a smooth checkout process and a clear confirmation 
of purchase.

Loyalty & Advocacy
Following a purchase, customers tend to build up a sense of loyalty 
with a brand. This is a crucial time for businesses to foster that 
loyalty and keep the customer coming back. And along with loyalty 
comes advocacy. Once a customer has chosen and become 
committed to your business, they are likely to become an advocate 
of your brand. This is important as it will help spread the word that 
others should choose your website/products.

You’ll want to keep these stages in mind as these also define how you will 
collect and analyse your feedback... 
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Collecting Feedback
Collecting feedback in moments that matter 

“

Capturing the Voice of the Customer at every touchpoint in the online 
customer journey is critical in retail. This process of collecting feedback opens 
the door to insights that will help you not only optimise your websites and 
mobile apps, but also enable you to capture leads and turn those leads into 
sales. For customers on retail websites and apps, this journey can be broken 
down into several Moments of Truth (MoTs). MoTs are crucial as these are 
moments in which your customer forms an impression of your company or 
brand. 

MoTs in the retail industry include searching for products, search result pages, 
the actual purchase of a product and after-sales service (returns & delivery). 
For a smooth on-site or in-app journey, these particular moments must be 
effortless for the customer. This is where online feedback plays a crucial role. 
Collecting feedback during these MoTs will give you the best insights into how 
you can improve and enhance these touchpoints. 

“Collecting feedback from our online users is essential 
in order to identify all the main usability irritants and 
provide the appropriate solutions. We use feedback in 

our various E-merch, C.R.O and UX processes by 
targeting the key stages of the journey. This helps us 
collect very precise qualitative and declarative data 

which allows us to be much more efficient in improving 
the online journey.”

- Bastien Monet, E-Merchandising Leader
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Make sure content and product information are up-to-par

Let’s start with orientation. In the initial stages of the journey when visitors are 
orienting and familiarising themselves with the products and services offered 
on your website as well as making comparisons, there is a lot to be observed. 
It is important to understand the quality of your product content so that you 
can offer clear and relevant product information to your visitors. To gauge 
how your visitors experience these aspects of your website, you can collect 
feedback in a few different ways. Either by adding an embedded feedback 
form on the page, using a passive feedback form or enable a proactive trigger 
when a visitor has scrolled down to the bottom of the page. 

Understanding the purchasing process

Collecting feedback in purchasing funnels will help you gain more insights into 
how visitors are experiencing the purchase process and why they aren’t 
successful in converting within these funnels.

Many digital retail marketers are all too familiar with the term, ‘shopping cart 
abandonment’ as it contributes greatly to low conversion rates. And that is 
precisely why catching these customers on their way out is so important. 
Using exit feedback, marketers can gather ‘exit insights’ from visitors who 
decide not to purchase and understand why they made that decision. In terms 
of metrics, it is advisable to use metrics such as Customer Effort Score (CES) 
and Goal Completion Rate (GCR).  

“
“After any form of contact with customer service, 

regardless of which channel, we measure the NPS. We 
discovered that private individuals are very satisfied 

with how friendly our customer service is, however that 
afterwards it is not entirely clear whether a solution will 
be found or what happens next with a complaint. This 

was a good learning moment for us.”

- Matthijs Gaikema, Head of Analysis & Control Leader
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Determine the loyalty of 
your customers
The feedback collection process 
doesn’t stop at purchasing. Once a 
customer has purchased a 
product, it’s important to gauge 
their level of satisfaction as well as 
loyalty thereafter. 

A good example of this is on the 
confirmation page. Here you can 
use metrics such as Customer 
Satisfaction (Csat) or Net Promoter 
Score (NPS). 

Relevancy is key...

Part of attaining good feedback is 
knowing how to ask the right 
questions. In other words, smart 
question routing strategy is key. 

With a more in-depth 
understanding of your customers’ 
pain points, you’ll be more better 
equipped with the knowledge to 
improve those areas and in doing 
so, enhance the customer 
experience. 
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Analysing Feedback Data
Making sense of the data collected

Collecting feedback all throughout the online journey is a good first step. 
However, gathering this data alone isn’t going to give you all of the answers. It 
is important to actually analyse this feedback - otherwise why bother collecting 
it in the first place? Analysing feedback data is beneficial in a number of ways. 
Not only does it put digital marketers in a better position to learn what is 
driving certain metrics (such as NPS or CES), but it also saves a lot of time - as 
large sums of data can be analysed from one single dashboard and 
instantaneously.   

Let’s take a look at the how to analyse feedback in the different parts of the 
online funnel.

Product content performance

The first of which is to analyse the performance of product content in the 
initial orientation stages. For this type of analysis, you can create charts 
showing the distribution of different answers from your feedback forms. Some 
examples of these charts might include, ‘Reasons for not achieving their goal 
on the product page’ to identify where your customers are struggling or ‘Level 
of effort on product pages’ to identify which products or product types they 
experienced difficulty with. The latter would be measured using the CES scores 
collected.

Sales funnels and purchasing processes

To analyse feedback in sales funnels, CES and GCR are also widely used. For 
example, if you consistently measure CES over time, it will provide you with insight 
into whether your sales funnels cost your visitors increasingly more or increasingly 
less effort. This is also your chance to review leads previously captured in your 
feedback forms. These leads are typically visitors who tried to place an order but 
were for some reason unsuccessful. To easily pinpoint who your leads are, you can 
create an overview in a chart on your dashboard showing the total amount of leads.  
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Confirmation Page and After-Sales Processes

In this stage of the online ordering process, it’s important to be consistent in 
your analyses as this is essentially where you learn if other measures to 
improve previous stages of the funnel were effective. For example, you can 
create charts that show NPS ratings per week, using a distribution of 
promoters, passives and detractors. Alternatively, you can create charts with 
CES to understand how smooth the entire process was for the customer.

“Where can I find information 
about the warranty for this 

product?”

“I would like to know which 
material this shirt is made of 
but it’s not in your product 

description!”

““By using real-time feedback dashboards we can easily 
see which issues we have to work on to enhance the 
shopper journey and satisfaction. These insights are 
shared internally with different specialisation teams 

that work on the specific feedback points.”

- Rosanne Heijligers, Customer Experience Analyst
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“I’m trying to pay but it’s not 
working...”

“Too many steps in process. 
Just wanted to check out and 

be done with it!”

“My product is in the basket but 
the voucher code isn’t being 

accepted.”

“I thought i would be able to 
pay with paypal.”
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Taking Action with Feedback
Closing the feedback loop

Having collected your feedback and produced effective reports and 
dashboards for analysis, it’s time to do something about the results. This is the 
stage that many ecommerce and online retail businesses tend to skip over. 
Taking action on your feedback data is so crucial as it can help build loyalty 
with your customers as well as increase conversions as it means you are 
actively correcting errors that have been reported and therefore providing a 
smoother online journey.

With the right action management process in place you can engage with at-risk 
customers immediately, and thus lessen the chances of losing them to a 
competitor. Note: this includes both internal actions with colleagues (e.g. 
alerts, emails) and external actions with the customer (e.g. using contact 
centre tools, CRM or ticketing tools). 

Closing the loop is a key concept within customer feedback management – 
essentially you are aiming for a profitable conclusion by ensuring customers 
and prospects ultimately buy from you and remain happy, loyal customers. 

Working with digital teams

Before you get started, it is important to establish which teams and/or 
departments will be involved in the process. This collaboration across multiple 
departments will be much more efficient and reactive. For example, by sharing 
feedback items with that are relevant for your IT team, you as a sales 
representative will have more time to focus on the items relevant to your 
department. 

“
“Our objectives are relatively simple: collect feedback 

from our online users, measure the satisfaction of 
these users and ensure the improvement of their 

satisfaction.”

- Nicolas Haese, Customer Experience Manager
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Management Summary
As the retail industry continues to experience this unprecedented influx of 
innovation and technology, the demand for an improved digital customer 
experience is rising. In other words, it is now more crucial than ever to have 
the right tools in place for discovering and rectifying any hurdles that may 
affect online purchasing processes.

Done the right way, a good online feedback programme (collecting, analysing 
and taking action on feedback) will put online retailers in a better position to 
optimise ordering funnels while simultaneously increasing conversions and 
creating a loyal customer base. This is a win-win for customers and companies 
alike.  

Key Takeaways

- Online feedback is a necessary ingredient for boosting online performance.

- Moments of Truth are the best time to collect feedback

- Feedback benefits retailers in many ways such as: boosting sales, lowering costs, 
creating sales leads, and increasing customer loyalty.

- Online feedback teaches you what is driving your metrics (e.g. CES or NPS)

- Improving the online customer experience requires collaboration among digital 
teams. 
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Headquarters

Pannekoekstraat 104
3011 LE Rotterdam
The Netherlands

info@mopinion.com
+31 10 8200075
www.mopinion.com

UK Office

6 London Road
St Albans, AL1 1NG
United Kingdom

info@mopinion.com
+44 1727 837322
www.mopinion.com

Want to know more?

Would you like to know more about our software and what online customer 
feedback can do for your organisation? Contact us:

sales@mopinion.com

Create a Seamless
Digital Experience
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