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In the commoditized world of e-commerce, 

customer experience is the competitive 

differentiator for retailers. 

Retailers should design a communication 

strategy that focuses on being fully transparent 

as a way to attract and retain new customers 

and build long-lasting relationships.

Consumers are craving 
information at every step 
of the customer journey as 
they compare and contrast 
their buying options.
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PROVIDE UPFRONT 
DETAILS
It’s sometimes tempting to only give consumers limited information at each step of their journey in order to 

provoke curiosity -- a hook and reel strategy. This approach can frustrate consumers, causing them to click 

away from the product page, or worse, abandon a cart because of misleading or lack of information, resulting 

in a poor customer experience. Instead, provide as much information as you can up front and make detailed 

information and policies easy to access and understand.

82%

43%

53%

RESEARCH PRICE

RESEARCH PRODUCT DETAILS

RESEARCH DELIVERY COST

86%
OF CANADIAN CUSTOMERS 

ARE CONDUCTING 

RESEARCH PRIOR TO 

MAKING A PURCHASE

This is in line with B2B online purchasers, with 
78% of Canadian retailers indicating that price is 

important to research prior to making a purchase.

Source: UPS Pulse of the Online Shopper™ global survey, 2019
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Minimize surprises.

Consumers don’t just want to know the price, they want the total cost 

of getting their shipment delivered to their doorstep and of potential 

returns. The total landed cost of a shipment includes the price of the 

item, plus any additional applicable fees such as customs duties and 

taxes, shipping costs, payment fees, etc. Take this as an opportunity 

to include complete pricing during the product research stage. For 

example, if this requires knowing the customer’s ZIP code to calculate 

shipping price, allow for the early input of ZIP code on a product detail 

page and show the complete pricing breakdown there.

Have abandoned a cart at the end of a 
purchase journey due to higher than 
expected FINAL COSTS50%

Total Cost Product Reviews

Feature reviews.

Customer reviews can be incredibly effective in creating confidence 

around product quality and reliability. Displaying reviews and 

testimonials on your product pages enables customers to stay on your 

site while scanning product reviews through to conversion.

Indicated that CUSTOMER REVIEWS 

influence them to buy from a particular 
brand or retailer30%

Source: UPS Pulse of the Online Shopper™ global survey, 2019
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RETURNS POLICY

57%

Be ready for returns.

If you are not clearly posting your returns policy online, you could risk 

customers switching to a brand that is. The policy should be easy to 

find and understand. Of course, a clear returns policy is better when it’s 

based on a flexible and convenient returns experience.

Review the RETURNS POLICY before 
purchasing an item online

IRL: POLICIES IN PLAIN SIGHT

It’s tempting to add a small link at the bottom of your webpage for returns 

information, thinking the customer will only need to find it if there’s a 

problem. However, you’ll give consumers a better experience by following 

the example of companies like Away. Away sells luggage and travel 

accessories, and their online shopping experience is all about lots of options, 

clearly presented.

In addition to product details, reviews and personalization, the simple 

returns policy is outlined right above the “Add to Cart” button. 

Source: UPS Pulse of the Online Shopper™ global survey, 2019
Screenshot from AwayTravel.com

https://www.awaytravel.com/
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PERSONALIZE DIRECT 
TOUCHPOINTS
Once a consumer clicks the “buy” button a direct email communication 

should be sent confirming the purchase at the very least. Shortly after, send 

another email confirming shipping and tracking information. Here you have 

two touchpoint opportunities directly to your customer in which you are 

confirming a successful transaction. Take these opportunities to customize this 

communication to further develop the relationship. 

 › Sending out an immediate confirmation email upon 
purchase reassures your customers that their payment 
has gone through properly and confirms when they can 
expect their order to be fulfilled.

TRACK AT LEAST 
SOME PACKAGES

PREFER TO TRACK 
VIA THE CARRIER’S 

SITE

 PREFER TO TRACK 
VIA THE RETAILER’S 

INTERFACE

37%

45%

95%

53%
OF CANADIAN CONSUMERS 

ARE EXTREMELY 

CONCERNED ABOUT 

RECEIVING CONFIRMATION 

THAT THEIR PAYMENT HAS 

GONE THROUGH

Payment Confirmation

Tracking

Of course, consumers are eager to know exactly when their 

purchase will arrive. Providing a tracking number is essential, but 

consumer delivery solutions like UPS My Choice® service help give 

your customers more control over their deliveries and include 

additional visibility features like UPS® Follow My Delivery.

“In combination with traditional tracking, the UPS® Follow My 

Delivery map allows consumers to better anticipate when a delivery 

attempt will occur and take any actions necessary to receive the 

package how, when and where they prefer,” says Brian Koonin, 

Director of Customer Technology Marketing at UPS.

Source: UPS Pulse of the Online Shopper™ global survey, 2019
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PERSONALITY
Just because these direct communications are essentially providing an order 

confirmation number or a tracking link doesn’t mean they have to be boring, 

transactional emails. These touchpoints provide a prime opportunity 
to showcase your brand’s personality and invite the consumer into a 
differentiated customer experience. 

Show appreciation to your customers while providing them with the 

details they need to receive their purchase. Use a mix of visuals and detailed 

information with a clear call to action. You could even take it a step further and 

spotlight additional products they may be interested in while they wait for their 

shipment to arrive. 

IRL: BRAND PERSONALITY

Companies like Road iD and Moosejaw have injected fun into their 

transactional emails in a way that surprises and delights customers.

Says one Road iD customer, “I actually spent time reading through every 

word of the delivery notice email…for fun. It was hysterical, and definitely 

left me wanting to interact with the company more.”

Confirmation email from Moosejaw.com purchase
Delivery update email from RoadiD.com

https://www.moosejaw.com/
https://www.roadid.com/
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ENCOURAGE TWO-WAY 
TRANSPARENCY

Transparency doesn’t need to end with a 
direct purchase. 

It’s the foundation to nurture retention and repeat 

purchasing. Use this opportunity to further connect with 

your customer and encourage them to participate in 

your marketing efforts. 

As mentioned earlier, customer reviews is one of the 

best forms of marketing for a business as it conveys 

testimonials completely separate from paid business 

marketing. Use different forms of communications like 

related content emails and promotions for other items 

similar to the item(s) purchased.

IRL: PEER REVIEWS

Companies like Rent the Runway, Inc., a clothing rental service, 

encourage customers to review the items they’ve purchased directly 

on their website. The review form allows customers to provide their 

personal size details as well as a photo. Potential customers can then 

search reviews by “Women Like Me.”

“I’m more likely to buy something if I can see how it looks on other 

women who have my same body type. You can never really tell from 

the product photos alone,” says a current Rent the Runway customer.

Screenshot from RentTheRunway.com

https://www.renttherunway.com/shop/designers/badgley_mischka/red_ruffle_vneck_gown
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TAKEAWAYS

1

2

3

Make information accessible and clear upfront.

Use direct communication to inject personality into your 
purchase follow-up information.

Encourage your customers to be transparent and submit 
customer reviews.

Let these insights guide and help you improve your customers’ experience. By 

providing detailed information up front, personalizing the customer touchpoints 

with unique messaging and encouraging customer feedback, you can elevate the 

consumer buying journey and encourage repeat business.  
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LET UPS HELP
UPS Ready® Providers:

UPS Ready® e-commerce providers offer a wide 

range of services to merchants that wish to sell 

online from ground-up website development, 

to storefront optimization or marketplace 

listing.

UPS® Marketplace Shipping:  and 

UPS® eFulfillment:

Streamline the shipment process for your 

online orders or even let UPS handle the entire 

fulfillment process.

UPS My Choice® Service:

Help busy consumers get the details and 

flexible delivery options they expect.

 

Find out more about how UPS can help your business grow. 

Visit ups.com or contact your UPS representative to get started. 

https://www.ups.com/us/en/help-center/technology-support/ready-program.page?
https://www.ups.com/ca/en/services/shipping/marketplace-shipping.page
https://www.ups.com/assets/resources/media/en_CA/UPS_eFullfillment_Booklet.pdf
https://www.ups.com/ca/en/services/tracking/mychoice.page?
https://www.ups.com/ca/en/Home.page
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For more insights into e-commerce trends, download the 2019 

UPS Pulse of the Online Shopper™ research report at ups.com/pulse/ca

https://solutions.ups.com/potos-ca-en.html

