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Customer Experience does
not stop online...

Designing the customer
experience requires

consideration throughout the

entire transaction
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Online Shopping Customer Experience
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Track Delivery Return
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Delivery and Returns



Customer Expectations: Speed and Expected Delivery Date e
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Delivery Expectations at checkout

u

~
48% of Canadian Online Shoppers > shipping speed options are important

~

- 82% of buyers chose regular shipping on their last purchase
\_ 12% chose faster shipping

~

60% of shoppers consider knowing the estimated or guaranteed delivery
date to be important (ComScore, 2012)
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Want it Thursday, April 257 Order within 2 hrs 38 mins
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1 1N 4 online shoppers stopped short of buying because

the expected delivery date was not available (ComScore,
2012)

€

Inbound Marketing and the Future of eCommerce - Toronto - 20 June, 2013




a

Shipping and Tracking

/

Once the purchase ships...

p
The abillity to track a purchase is important or very

_importantto 6 IN 10 shoppers

i

4% of shoppers actually check occasionally or often
\while In transit

QN
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Preferred Tracking Options

Preferred Tracking Options

/ I\
Email

Text or SMS
Telephone
Social media

\ J 4%
Other
—

. or they will likely call...
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Delivery Concern: Shoppers not home at delivery e
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\ Home

[ W 6%
83% of ShOpperS had odejsllsa _'O
their latest purchase Thisd party location [ 4%
delivered to their home Retail store B 47

\ J Other .. 037

0% 209% 40% 60% 680% 100%

/~Concerns N

expressed by
online
shoppers:

The shipping costs will be too high

My ability to assess the quality of the item

Having to be home when the package is
delivered
Having to go to another location to pick it
up
The package may be damaged en route to
me

Not being home
for delivery Is

an issue -

The package will not be safe before |
arrive home
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eCommerce Deliveries — What really happens

S

p
e ) N
e ~N 47% of urban pick up from
Canada Post Pick Up \(/:vaegiceladPOSt in the evening or -
Patterns (from sampled - Y,
galr_]ada Zostt eCommerce 50% of apartment and condo MQ
elivery data) dwellers pick up items in the
\_ J \evening or on the weekend. )

m (Courier packages were not delivered at the door \
because no one was home:
y r— e 10% stated that it happened all the time
LI e 149 stated that it happened most of the time
// N e 17% stated that it happened about half the

\ \ time /
sy “The results also suggest that there is roughly a
s 50/50 chance that parcels destined for residential

address wWon't get delivered because there is

no one home during the day to accept that delivery.”
O i
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Delivery Convenience: Innovation

o CARDROPS

SHOP SHIP SHINE

e

ORDER YOUR PURSE ONLINE. WHILE YOU WORK WE LOCATE YOUR CAR. WE MAKE YOU SMILE!

\ =], %& .l

/
MANY are aware...

... SOME have very creative solutions!
\_

\
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&
Returns: in the DNA of eCommerce

/

( )

Canada Post Return Data Fashion: up to 54%
L

( )

Health and Beauty: up to 34%
\_

( B

Electronics: up to 22.3%
\_ J

Return Policy/Process

e 5990 look for the returns policy before
making a purchase

e 549/ felt that the ease of making returns

and exchanges was very important to their
overall satisfaction

e 489% of shoppers that experience a
lenient, easy-to-understand returns policy
will shop again with that retailer and
recommend that retailer to other shoppers

(ComScore, 2012).
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Returns — Shopper Preferences

e

Making Returns More Convenient:

Label included in original delivery _

instructions on merchant website RN 69%
Returns at physical location N6 7%
Label available electronically RN 66%
Support via 800 line N60%
Support via online chat ﬁBG%

70%

™
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Questions?

-

CANADA POSTES

>

POST CANADA
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