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ABOUT THIS RESEARCH
CXMB Industry Insights: Retail is the second volume in the CXMB Industry Insights series of reports. This series,
which is an offshoot of the Customer Experience Management Benchmark (CXMB) Series, was first published
in September 2016. Like the CXMB Series, CXMB Industry Insights is the result of a research partnership
between COPC Inc. and Execs In The Know, and this specific volume, CXMB Industry Insights: Retail, is sponsored
by Gladly. Additional information about these organizations can be found in the “About the Study’s Authors”
section on page 37.
Like the previously released CXMB Industry Insights: Travel & Hospitality report, CXMB Industry Insights: Retail is
aimed at providing industry-specific insights into consumer opinions and behaviors. Specific topics of research
in this report include comparisons between Online and In-Store Shoppers in the areas of shopping and
customer care, Mobile Shoppers, and the customer care and the multi-channel experience.
Key findings from this report include:
• 46% of Online Shoppers and 47% of In-Store Shoppers think retail brands
should focus improvement efforts on the customer care experience versus other types of
experiences, like the shopping, purchase and ownership experience
• In the event of a customer care issue, 68% of Online Shoppers and 75% of In-Store Shoppers
would rather interact with a human versus a self-help system to resolve the issue
•A
 mong consumers who frequently shop from their mobile device, 44% would choose email as their
preferred communication method with a brand from their mobile device compared to just 6% who
would choose a phone call as their preferred communication method
•3
 5% of survey respondents think retail companies do a better job of providing a positive
customer experience compared to other industries

Would you like your industry to be the focus of the next CXMB Industry Insights report?
Consumer electronics. Financial services. Automotive. What is your industry, and what topics would you like
to see explored in the next edition of the CXMB Industry Insights report? Whether you’re thirsting for deeper
insights into consumer perception, expectation or behavior, COPC Inc. and Execs In The Know are seeking
research partners with an interest in turning questions into answers, and answers into actionable content.
If you’re interested in learning how you and your organization can play a role in the development
of the next CXMB Industry Insights report, please contact Lezli Harrell at lharrell@copc.com or
Susan McDaniel at susan@execsintheknow.com.
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SERVICE MATTERS: PUTTING THE CUSTOMER
AT THE HEART OF YOUR BUSINESS

Today’s consumers are more knowledgeable than ever before. With the full force of the
Internet at their fingertips, all it takes for a customer to compare a company’s products or
prices with those of their competitors is just a few taps on a phone or clicks of a mouse.
While this has led many companies to try to fight it out on price, the most successful
companies have focused their efforts on a far less-crowded battlefield: customer service.
Customer service has emerged as one of the last frontiers of sustainable, competitive
advantage. It is the strongest tool in a company’s arsenal to not only secure their
customers’ loyalty, but to turn customers into their brand’s biggest advocates.
Besides the long-term benefits, we have found that the quality of customer service
can have a more immediate effect on a company’s bottom line – a view that is strongly
supported by the results in the CXMB Industry Insights: Retail report. Not only are
the majority of customers willing to pay more for a product or service if it comes with
exceptional customer experience, they are also more likely to withdraw their business if
they have a negative customer experience with a brand.
Yet despite the obvious advantages of investing in customer service, most companies
continue to either minimize or underestimate its value. Putting time and resources
into building a truly great customer service experience – one that puts the customer at
the core of the business – has still been less of a priority than focusing on quantitative
metrics (such as the number of issues dealt with in a day). This might work if the goal is
to just meet the bare minimum of customer expectations. But to provide truly excellent
customer service and set yourself apart from your competitors, companies are realizing
that the focus has to shift.
The views and complaints expressed by survey participants of this report are ones we
have heard time and time again. Customers are tired of having to repeat their issues
whenever they speak to a different agent or through another channel. They are frustrated
that they get different answers depending on the channel they use. They want to speak to
actual human beings. And they want the agents they speak to treat them with respect and
listen to their problems with empathy, rather than provide them with tired or blatantly
canned responses.
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SERVICE MATTERS: PUTTING THE CUSTOMER
AT THE HEART OF YOUR BUSINESS, CONT.

These complaints are symptomatic of today’s environment, where technology
and automation have taken center stage, and led to companies losing that human
connection they once had with their customers.
At the heart of great service is the idea that what matters most is how a customer feels
when they exit an experience with your brand, whether that is an in-person experience
or an online one. Customers want to feel like they are valued as individuals — that they
aren’t just a random ticket or case number in a sea of the same. The key to achieving this
is in being able to humanize every interaction and communication that they have with
your brand.
At Gladly, we set out to help facilitate this human connection. Gladly makes it easy for
companies to manage their customer conversations, across all channels, in a single,
intuitive view. Whether a customer calls, emails, chats, tweets or Facebook messages,
Gladly will capture all those conversations in one awesome, connected view that puts a
name to an issue, instead of a number.
With Gladly, agents are empowered, customers feel known and cared for, and companies
increase brand loyalty through consistently positive experiences fit for every consumer,
from age 18 to 80.
If you are interested in learning more about how Gladly can help your customer service
team, visit http://go.gladly.com/cxmb_industry_insights_intro to schedule time with us.
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PURCHASE CONSIDERATIONS AND RESEARCH HABITS
By and large, Online Shoppers and In-Store Shoppers display similar patterns in their purchase considerations.
“Price” and “Product Quality” play significant roles for both groups of shoppers, while “Ease/Convenience”
is more important to Online Shoppers versus In-Store Shoppers. Aside from “Ease/Confidence,” two other
interesting distinctions were discovered: In-Store Shoppers place more emphasis on “Price” and “Customer
Care and Return Policies.” Could this be due to the fact that online retailers were competitive on price from the
start, and early online retailers established very high standards in terms of customer care and return policies?

*

Online Shoppers research
their purchases at much
†

higher rates than In-Store
Shoppers. This is likely due
to a few factors, including
the purchase channel itself.
In the course of making
an online purchase, it’s
very easy to open another
browser window and
check prices on other sites;
and most online retailers
also include product
reviews and links to more
information than might be
available in-store.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 236 online responses (Online Shoppers) and 236 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 225 online responses (Online Shoppers) and 230 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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THE IMPORTANCE OF A DEAL AND RETURN BEHAVIORS
Getting a great deal is of equal importance to both Online Shoppers and In-Store Shoppers. For Online
Shoppers, 64% indicate “sales, special offers and discounts” are of importance (indicating five or four on a
five-point scale), while 66% of In-Store Shoppers indicate the same. Among both groups, only about one
in ten shoppers indicate “sales, special offers and discounts” are of little or no importance.

*

With regard to return

†

behaviors, results show
virtually no differences
between Online and InStore Shoppers. While
roughly two-thirds of each
group indicate they’ve kept
or thrown away a defective
product versus returning it,
having to return something
by mail or to a store
seemingly has no impact on
return behaviors.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 219 online responses (Online Shoppers) and 222 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 223 online responses (Online Shoppers) and 230 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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SOCIAL MEDIA SALES AND RECOMMENDATION BEHAVIORS
Among both Online and In-Store Shoppers, slightly more than one-third of consumers would be responsive
to a brand proactively reaching out to assist with the purchase. At the same time, about the same number of
consumers would feel their privacy was being violated. This presents an interesting dilemma for brands hoping
to expand the revenue-generating capabilities of alternative channels, including social media.

*

By a slight edge, Online Shoppers are more likely to make recommendations to friends and family based
on recent purchase experiences. Additionally, there is a fairly high likelihood of either group making
recommendations, with 84% of Online Shoppers making recommendations occasionally, often or always,
while 85% of In-Store Shoppers indicated the same. This result stresses the importance of creating
a positive purchase experience in gaining new customers and building positive brand impressions.
Millennials were also far more likely to make these recommendations compared to other generational
groups, with roughly 30% of Millennials indicating they “Always” make recommendations.

†

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 228 online responses (Online Shoppers) and 231 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 217 online responses (Online Shoppers) and 219 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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BEING UNDERSTOOD, AND CREATING A POSITIVE SHOPPING CX
While most consumers feel retail
companies understand their desires

*

and expectations as a customer,
In-Store Shoppers are a little more
certain of this. While the edge
was slight, it may have to do with
personability, which can be difficult
to provide via an online purchase.
It’s also likely that In-Store Shoppers
may have also developed personal
relationships with merchants
over years or even decades,
while eCommerce is still fairly
new, relatively speaking, to the
retail shopping scene.

Upon asking consumers what was most important in having a positive experience, there were clear
differences between Online and In-Store Shoppers. Although both groups placed a lot of emphasis on price,
quality and selection, Online Shoppers were preoccupied with ease, shipping speed/cost, transparency and
website usability. Meanwhile, In-Store Shoppers indicated the importance of store cleanliness
and organization, product variety and availability, fast checkout and sales people who were available,
but not pushy.

In a few words, please describe what is most important to you
in having a positive shopping experience [online/in a store].†

Online Shoppers

In-Store Shoppers

“Variety, quality, price, order tracking, prompt
delivery and no product defects.”

“Good customer service, clean and stocked.”

“Quality, price and ease of purchase.”
“Ease of ordering and fast shipping.”
“I want to be able to trust that the reviews of a
product are real and not fabricated.”
“Delivered on time in good shape.”

“Store organization and helpful employees.”
“Friendly knowledge sales people who aren’t
pressuring me or hovering over me, yet are
available when I need help.”
“Fast check out.”
“Kindness, good price, respect and honesty.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 249 online responses (Online Shoppers) and 243 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 205 online responses (Online Shoppers) and 206 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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ISSUE RESOLUTION PREFERENCES
Among the most popular methods of issue resolution (In-Person, Phone and Email), the preferences for Online
and In-Store Shoppers are somewhat inversed. Although likely driven by the differences in the purchase
environments (i.e., it’s difficult to resolve something in person when the purchase was made online), there is
still some distinction in just how strongly In-Store Shoppers prefer to resolve in person, and just how strongly
Online Shoppers prefer to resolve via email. Also notable was how small the preference was for self-serve
solutions, including self-help and automated tools, where preference was below ten percent for both groups.

*

Echoing the lack of

†

preference for self-help
and automated solutions
as evidenced above, more
than two-thirds of Online
Shoppers and a quarter of
In-Store Shoppers would
rather interact with a
person versus a self-help
system in the pursuit of
resolving a customer care
issue. These results mirror
similar research from the
CXMB Series of reports.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 312 online responses (Online Shoppers) and 342 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 247 online responses (Online Shoppers) and 278 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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EXEMPLIFYING BRAND PROMISE, AND WHERE TO FOCUS IMPROVEMENTS
Although the results aren’t very
flattering, there was virtually no

*

distinction between Online and
In-Store Shoppers regarding the
question at right. In both cases,
slightly fewer than two-thirds of
survey respondents felt retail
brands were doing a good job of
exemplifying their brand promise
at every interaction. But there is a
silver lining — in non-industry-specific
research conducted in March 2017,
74% of consumers responded “No”
to this question, indicating the retail
industry may be better than average
in this area.

In another result with little to no distinction between Online and In-Store Shoppers, about half of
consumers felt retail brands should focus on improving “The Customer Care Experience.” The balance of
opinion was almost evenly split among the three other categories, with a slight edge to “The Shopping
Experience.” These results strongly suggest that great shopping, purchase and ownership experiences are
the price of entry, but businesses have a huge opportunity to differentiate themselves by providing an
exceptional customer care experience.

†

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 269 online responses (Online Shoppers) and 300 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 283 online responses (Online Shoppers) and 310 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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PAYING MORE FOR BETTER CARE, AND COMPANY POLICIES
Only about 25% of Online and
In-Store Shoppers would not be willing to
pay a little more for exceptional customer

*

care, regardless of their purchase.
Compared to a similar result from the
2016 CXMB Series Consumer Edition
report, retail customers are more likely
to pay for better service than the general
population of consumers. With “Depends
on What I’m Purchasing” removed from
the results (since it wasn’t available in the
CXMB Series research), and averaging the
responses over the past three years of
data, we find that retail consumers are
19% more likely to pay more for better
service compared to general consumers.

Results regarding consumer opinions
on how reasonable company policies
†

are among retailers were consistent
between both consumer groups.
Although both Online and In-Store
Shoppers share an equivocal view of
return and other policies, individual
companies should make sure they
are meeting the expectations of their
specific customers, which are likely to
evolve over time.

In separate COPC Inc. research in
**

early March 2017, the same question
at left was asked of consumers
independent of industry. In those
results, only 53.5% of consumers
indicated that a brand had lost
some or all of their business as a
result of that brand failing to live
up to its brand promise. This shows
retail customers are much more
likely to pull business as a result of
a disappointing brand experience
compared to general consumers.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 304 online responses (Online Shoppers) and 337 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 250 online responses (Online Shoppers) and 281 online responses (In-Store Shoppers). Sample: National Adult
Internet Population. **Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 265 online responses (Online Shoppers) and 293 online responses (In-Store Shoppers). Sample: National
Adult Internet Population.
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LOST BUSINESS AND DRIVERS OF SATISFACTION/DISSATISFACTION
Similar to the final question on
the previous page, the question at
right was also asked of consumers
(independent of industry) in March
2017. A comparison of results from

*

this question — and the question
on the previous page — reveal a
consistent story: While 80% of retail
customers (both Online and In-Store
Shoppers) indicate they’ve pulled
business because of poor customer
care, only 61% of general consumers
indicated the same. This shows that
retailers have a lot more at stake
compared to other industries when
retailers fail to deliver, either on their
brand promise or on an exceptional
customer care experience.

In the question below, we asked survey respondents to describe what was most important to them when
interacting with a retailer to resolve an issue. Responses between Online and In-Store Shoppers were strikingly
consistent. Themes that were often repeated in the responses include clear communication, ability to listen
patiently and understand the issue, empathy, simplicity of process and agent empowerment to break away
from the script to get issues resolved.

In a few words, please describe what is most important to you
†
when interacting with a retailer to resolve a customer care issue.
Online Shoppers

In-Store Shoppers

“Empathy and respect — which computers
can’t give.”

“That they listen carefully to my concerns
before replying.”

“Not having to repeat my personal info.”

“Having someone answer the phone.
I hate talking to a computer.”

“Competent and able to speak clear English.”
“I can understand the person and they
demonstrate that they are really listening
and care about my issue.”

“That they know what they are talking
about and want to help, not say pre-written
statements.”
“I have to be able to understand them and
I prefer straight answers with step-by-step
instructions.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 252 online responses (Online Shoppers) and 284 online responses (In-Store Shoppers). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 201 online responses (Online Shoppers) and 206 online responses (In-Store Shoppers). Sample: National Adult
Internet Population.
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DRIVERS OF MOBILE SHOPPING AND CHANGES IN USE
Among survey screening participants, fewer than one in five indicated
they frequently make purchases from online retailers using their
mobile device. Of those who do (17%), about half do so primarily

Do you frequently make

because they can shop from anywhere. This result demonstrates the

purchases from online retailers

power of convenience in driving consumer action. Surprisingly, only

using your mobile device?*

26% on Mobile Shoppers gave a nod toward either price or selection.

Yes: 17%
No: 83%

This is a result worth watching for brick-and-mortar retailers because
if brick-and-mortar retailers hope to win back Mobile Shoppers, they’ll
have to do so by competing on selection and price.

†

Judging by the responses received
to the question at right, the growth

**

potential for consumers shopping
from a mobile device cannot be
overstated. With a 50% rate of
increased use among Mobile
Shoppers, and only six percent
of mobile shoppers indicating a
decrease in use, growth is only
limited by entry into the category.
Considering a recent comScore
report** revelation that U.S.
consumers spend an average of 71%
of their digital minutes on a mobile
device, mobile commerce has a very
bright future.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 1,949 online responses. Sample: National Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys,
April 1–3, 2017 and based on 321 online responses. Sample: National Adult Internet Population. **Source: comScore MMX Multi-Platform, January 2017. †Methodology: Conducted by Google Consumer Surveys, April
1–3, 2017 and based on 317 online responses. Sample: National Adult Internet Population.
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COMMUNICATION PREFERENCES AND RESEARCH BEHAVIORS
When it comes to email, results from other CXMB Series and other research continues to tell a surprising story.
The results below carries the baton for another lap, with 44% of Mobile Shoppers indicating email as their
preferred method of communication if they had to communicate with a brand through their mobile device.
The runner-up — coming in with half of the responses received for email — was SMS/text. Stunningly, only
six percent of respondents indicated they would prefer to communicate via a phone call. While these results
are representative of only a small slice of overall consumers, it is worth considering whether or not these
preferences will expand as more consumers adopt mobile commerce as a common practice.

*

Seventy-nine percent of mobile
†

shoppers do research or check a
competitor’s price from their mobile
phone while shopping in a store,
with one in five “Always” practicing
this behavior. Since this is such a
widely adopted practice, one might
wonder whether stores should
accommodate this practice as best
they can by providing in-store wifi
or research portals from their own
digital properties.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 286 online responses. Sample: National Adult Internet Population.
†Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 281 online responses. Sample: National Adult Internet Population.
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SHARING INFO, RECEIVING TEXTS AND DEFECTIVE PRODUCTS
When it comes to sharing information
*

about one’s self with a retailer to receive
a unique and personalized shopping
experience, results between Mobile
Shoppers and the General Population
were identical. In both cases, only about
one-quarter of survey respondents
indicated they’d be willing to share
information. This could mean that
retail brands need to do a better job
of communicating what a unique and
personalized shopping experience
might look like, and what value it holds
for customers.
†

Mobile Shoppers were only slightly
more open to the idea of receiving text
messages from retailers regarding offers
and new products. For the most part,
neither Mobile Shoppers nor the General
Population were very welcoming of the
idea, with an average of 66.5% saying
they weren’t open to the idea outright,
regardless of dependencies.

While results were fairly consistent
**

across consumer groups, Mobile
Shoppers were the most likely to
keep or discard a defective product
rather than go through the effort of
returning the product. Conversely,
the General Population was the least
likely to keep or discard a defective
product versus returning said
product.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 297 online responses (Mobile Shoppers) and 200 online responses (General Population). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 301 online responses (Mobile Shoppers) and 200 online responses (General Population). Sample: National Adult
Internet Population. **Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 277 online responses (Mobile Shoppers), 200 online responses (General Population), 222 online responses
(Online Shopper) and 223 online responses (In-Store Shopper). Sample: National Adult Internet Population.
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MOBILE PAY AND BEST-IN-CLASS MOBILE RETAILERS
When compared to the General Population, Mobile Shoppers were only slightly more convinced of the
importance of retail brands’ acceptance of mobile pay. Among both groups, only about one-third of survey
respondents felt it important for retailers to accept mobile pay. It remains to be seen if mobile pay will
become the standard medium for making purchases, but the numbers are sure to grow as more retailers
make the option available, and more consumers become familiar and comfortable with the technology.

*

In your opinion, which retailer(s)
provides the best experience when
†
shopping from a mobile device?

According to survey participants, Amazon.com doesn’t

#1 — Amazon.com (63%)
#2 — Target (4%)
#3 — Walmart (4%)
#4 — Best Buy (3.5%)
#5 — Apple (3%)
#6 — Ebay (3%)

question at left, Amazon.com was included in 141 of

just lead the pack in providing a great experience
when shopping from a mobile device, it dominates
the field. Of the 224 responses received to the
them. Needless to say, retailer brands interested in
making a name for themselves in the world of mobile
commerce need to take a long and hard look at the
Amazon.com platform, as well as the brand’s prices,
policies and processes. As it stands, Amazon.com is
the only alpha competitor in a retail channel that’s
becoming increasingly crowded.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 276 online responses (Mobile Shoppers) and 200 online responses (General Population). Sample: National Adult Internet
Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 224 online responses. Sample: National Adult Internet Population.
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RETAIL BRAND QUALITY OF CARE
In a screening question meant to target just those individuals
who have had a customer care interaction with a retail brand

Within the past 12 months, have you

in the past 12 months, 11% of survey participants responded

had to interact with a retail brand to

in the affirmative. These respondents were then admitted to

resolve a customer care issue?*

the rest of the survey questions which comprise the balance

Yes: 11%
No: 89%

of this report section, The Customer Journey: Customer Care.

†

More than one-third of survey
respondents think retail companies
do a better job of providing a positive
customer experience than other
industries. Bearing in mind that the
respondents to this question have
had a customer care interaction
with a retail brand over the past
12 months, this is a very positive
result for the industry.

Continuing the positive narrative from the results above,
two-thirds of survey respondents felt today’s retail brands
were generally meeting their needs and expectations.

Do you feel the customer care departments
of today’s retail brands are generally
meeting your needs and expectations? **

In light of the fact this same question (although industryneutral) received a 41% affirmative response in
2016 CXMB Series consumer research, retail appears
to be outperforming other industries in meeting needs

Yes: 66%
No: 34%

and expectations, as well as customer experience,
as noted above.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 3,901 online responses. Sample: National Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys,
April 1–3, 2017 and based on 410 online responses. Sample: National Adult Internet Population. **Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 213 online responses. Sample:
National Adult Internet Population.
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SATISFACTION, DISSATISFACTION AND KEY DRIVERS
A majority of survey respondents (56%)
were either Very Satisfied or Satisfied
with their customer care interactions

*

over the past 12 months. Furthermore,
14% of respondents indicated they were
either Very Dissatisfied or Dissatisfied.
These results fare well against a
similar set of questions posed in the
2016 CXMB Series Consumer Edition.
Although the CXMB Series research
posed this question slightly different
and, according to channel of care, only
48% of those respondents indicated
some level of satisfaction, while 21%
indicated some level of dissatisfaction.

The hallmarks of satisfying interactions were speed/responsiveness, connecting with a person, and having
that person listen, empathize and be empowered to resolve the issue. At the other end of the spectrum,
poor organization, lack of caring and an inability to provide a resolution were commonplace among those
who were dissatisfied with their interaction to resolve a customer care issue. Although tied to specific
interactions, these responses reinforce the themes seen in other open-ended questions that explore how
brands can improve the service they provide. Below are some verbatim responses to the questions about
what drives satisfaction/dissatisfaction.

In a few words, can you describe what led you to be generally satisfied or
†
dissatisfied with your interactions to resolve an issue with retail brands?

Satisfied

Dissatisfied

“Responsive to my inquiries and tried as best
they could to resolve my issue.”

“No resolution. Passing the buck up the chain.
Having to make multiple phone calls to resolve
a simple issue.”

“Being able to get to someone who can make
a decision is very helpful.”
“They made it easy with a browser based chat,
were pleasant and provided a solution to my
issue in a few minutes.”
“Quick response time and being able to talk
with a person instead of a computer.”

“Extremely poor organization and poor
communication of company.”
“No U.S.-based customer care people.”
“Widespread laziness and poor customer
service.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 344 online responses. Sample: National Adult Internet Population.
†Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 222 online responses. Sample: National Adult Internet Population.
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WHAT’S IMPORTANT TO RETAIL CUSTOMERS
In a set of four questions (pages 27 and 28) aimed at understanding what’s most important to retail customers,
there was some variation between consumers who had a recent customer care experience and the general
population. That being the case, consumers placed heavy importance on receiving a first-contact resolution,
and also on receiving a consistent customer experience each time they interacted with a brand. Consumers
who had a recent customer care experience also placed significant importance on competitive pricing.

*

A unique and personalized shopping experience was scored with the least amount of importance, particularly
among the general population. In fact, more than one-third of the general population indicated that a unique
and personalized shopping experience was not important at all. This raises some important questions. Does
personalization really matter to most consumers? If not, are brands doing enough to illustrate the value of a
personalized shopping experience? And finally, does the importance of personalization vary by brand? If so, do
most brands understand how important personalization is to their customers?
†

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 369 online responses (Had a Recent Customer Care Experience) and 200 online responses (General Population). Sample: National
Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 353 online responses (Had a Recent Customer Care Experience) and 200 online responses (General
Population). Sample: National Adult Internet Population.
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WHAT’S IMPORTANT TO RETAIL CUSTOMERS, CONT.
Among the four scenarios presented to survey participants (pages 27 and 28), a consistent customer experience
across interactions ranked as the second-most-important attribute, second only to a first-contact resolution.
Consistency was of particular importance to those who had a recent customer care experience, with 86% of
respondents indicating some level of importance. Companies would benefit to keep this idea of consistency in
mind, especially as they launch or further develop alternative channels of care.

*

Among both sets of consumers (those who had a recent customer care experience and the general population),
a first-contact resolution ranked as the most important element in interacting with a retail brand. This result
should be especially heeded as more and more consumers elect to resolve their issues through alternative
channels. While these alternative channels — including interactive, mobile and social media — have come a
long way in recent years, many still do not have the same issue resolution capabilities as traditional channels.

†

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 395 online responses (Had a Recent Customer Care Experience) and 200 online responses (General Population). Sample: National
Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 214 online responses (Had a Recent Customer Care Experience) and 200 online responses (General
Population). Sample: National Adult Internet Population.
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OPPORTUNITIES FOR IMPROVEMENT
Many of the open-ended responses received to the question below revolved around making the resolution
process easier, with many centered on employee attributes. Native English speakers, greater agent
empowerment and improved soft skills (like listening, politeness and empathy) were all strongly represented
in the responses provided. Beyond these themes, several respondents also indicated their desire to have their
issues resolved quicker, and with less effort on their behalf. Below are just a few verbatim responses received.

What can retail companies do differently to
improve the customer care experience? *
“Empower more people to resolve the issue.”
“Train people instead of giving them a script.”
“Don’t bury contact info and give multiple avenues for requests.”
“Take a genuine interest with my issue.”
“American-based call centers.”
“Reduce the number of support levels you have to go through.”
“Keep customer care inside the country, and make sure employees
are knowledgeable about the products.”
“Having a live person answer the phone immediately
and direct the customer’s call.”
“Make sure staff are knowledgeable
and have the resources to resolve problems.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 201 online responses. Sample: National Adult Internet Population.
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INSTANCES OF MULTI-CHANNEL USE AND RETAILER TYPE
In order to survey consumers about their multi-channel
experience with retail brands, a set of two screening

Within the past 12 months, have you

questions were used. In the first (at right), we asked

had a customer care issue with a retail

survey participants if they had a customer care issue with

company, either as a result of an online

a retail brand in the past 12 months. Thirteen percent of

purchase or a purchase at a local store? *

respondents indicated they had, and these individuals were

Yes: 13%
No: 87%

passed through to the next screening question (below).

In the process of trying to resolve the issue, did you
use multiple channels of engagement, like phone,
email, in-person, social media or other? †

Yes: 60%
No: 40%

Of the 13% of consumers who indicated they
had a customer care issue with a retail brand in
the previous 12 months, 60% also indicated they
used multiple channels in the process of trying to
resolve the issue. This result was slightly below
previous industry-neutral CXMB Series Consumer
Edition results, where 67% of respondents cited
use of a multi-channel approach to resolve an
issue. This difference in multi-channel use is
possibly due to the prevalence of single-channel,
in-person resolutions within the retail industry.

Given the likelihood of
in-person resolutions at brickand-mortar retailers,
it should come as no surprise

**

that the majority (63%) of
multi-channel engagements
occurred within the digital
retail space, including online
retailers, retailer websites
and manufacturer websites.
This bias should be considered
in review of the ensuing
multi-channel results, which
lean heavily toward describing
the consumer
multi-channel experience
with digital retailers.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 4,508 online responses. Sample: National Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys,
April 1–3, 2017 and based on 585 online responses. Sample: National Adult Internet Population. **Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 345 online responses. Sample:
National Adult Internet Population.

Copyright © 2017 COPC Inc. All Rights Reserved.

PAGE 32

SOLUTIONS USED AND CHANNEL CONSISTENCY
Phone/In-Person and Email were by and large the most common approaches within the retail multi-channel
mix among survey respondents. In fact, 88% of all multi-channel engagements among survey participants
included use of at least one of these solution types, while 32% of all multi-channel engagements included
use of both phone/in-person and email. Although many companies have indicated they are pulling back
from use of email as a care channel, brands — especially retail brands — should consider how integral email
is to their multi-channel mix.

*

In trying to resolve the issue, was the
information and treatment you received
consistent across channels?

Yes: 58%
No: 42%

†

More than half of respondents (58%) indicated they
received consistent information and treatment across
channels. Across multiple studies, including this study
and the CXMB Industry Insights: Travel & Hospitality study,
consumers place a high level of importance on receiving
a consistent experience each time they interact with
a brand, even across channels. So, while a majority of
multi-channel users feel they are receiving a consistent
experience, there is much room for improvement.

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 317 online responses. Sample: National Adult Internet Population. †Methodology: Conducted by Google Consumer Surveys, April
1–3, 2017 and based on 304 online responses. Sample: National Adult Internet Population.
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CAUSE OF USE, AND RESOLUTION AND SATISFACTION RATES
In asking why the process took participants
*

across multiple channels, the majority
(57%) indicated they were forced into the
multi-channel approach, with 70% of these
individuals pointing at the customer service
process as the culprit. Retail brands need
to be careful not to develop processes
that force customers into an approach
that might be either undesirable, or be
unable to resolve specific types of issues,
perpetuating unwelcome channel shifts.

Was your issue ultimately resolved?

†

Was the multi-channel experience satisfactory? **

Yes: 67%
No: 33%

Yes: 52%
No: 48%

About two-thirds of multi-channel users reported that their issues were resolved, which is slightly below
CXMB Series industry-neutral results that pegged the resolution rate at 75% in both 2016 and 2015.
Additionally, only 52% of respondents in the retail survey found the multi-channel experience to be
satisfactory, compared to CXMB Series industry-neutral results of 64% in 2016 and 57% in 2015. Taken
together, this implies the retail industry as a whole has room to improve the multi-channel experience.
Clues as to where the industry should focus its improvement efforts might be found in the verbatim
responses below. What these and other responses seem to indicate is that multi-channel is a success when
it enhances choice, resolution speed, and creates simplicity. On the flip side, multi-channel is a failure when
it adds complication, barriers to reaching a person, inconsistency and increased effort/time in reaching
a final resolution.

Why was the experience either satisfying or dissatisfying?

††

Satisfying

Dissatisfying

“Got me to an answer quickly.”

“Information from one entry was not
in shared system.”

“Though I was passed through various
channels,
it was resolved immediately once I was talking
to the correct department.”
“Got the answer I needed in less than 30
minutes.”

“Required more effort on my part to follow up.”
“Could not speak with a person at first.”
“Had to resort to chat to understand agent.”

“Easy to reach through multiple channels.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 287 online responses. Sample: National Adult Internet Population.
†Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 275 online responses. Sample: National Adult Internet Population.
**Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 275 online responses. Sample: National Adult Internet Population.
††Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 275 online responses. Sample: National Adult Internet Population.
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RESOLUTION AND SATISFACTION RATES BY CAUSE OF USE
As demonstrated in similar research, a strong relationship exists between resolution rates and the cause of a
multi-channel approach. When consumers self-select the multi-channel approach — either out of convenience
or to expedite a resolution — resolution rates are 17-32 points higher. Therefore, retail brands (and brands
in general) need to find ways to eliminate a forced approach to issue resolution. One way to do this is to
provide the channels their customers want, ensure those channels can resolve a wide range of issues and help
customers get to the channel best suited to meet their needs.

*

Like resolution rates, a relationship exists between satisfaction rates and the causes of a multi-channel
experience. In fact, the relationship between satisfaction and cause of multi-channel approach is more
profound than that of resolution rates. Among survey respondents who self-selected the multi-channel
approach, satisfaction rates were 79% — 38-50 points higher than those forced into a multi-channel approach.
This is a massive delta and should be cause for retail brands to take a close look at putting in place processes
and improved resolution capabilities to reduce the likelihood of forced multi-channel journeys.
†

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 275 online responses. Sample: National Adult Internet Population.
†Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 275 online responses. Sample: National Adult Internet Population.
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IMPROVING THE MULTI-CHANNEL EXPERIENCE
Better record keeping. Consistency. Less automation. Better agent training to resolve issues. These were the
top themes among responses received when consumers were asked what retail companies can do differently
to improve the multi-channel experience. Like similar open-ended questions elsewhere is this report, there
were also several mentions of employing native English speakers, and improved listening and empathy skills for
agents. Below are some verbatim responses to the question of how retail brands can improve
the multi-channel experience.

What can retail companies do differently to
improve the multi-channel experience?*
“Make sure everyone gives the same answers instead of
50 different answers from 50 different people.”
“It can be frustrating to repeat your information
each time to verify yourself.”
“Employ more competent individuals who know how to handle
and resolve issues without the consumer having to ask for a supervisor.”
“Have on record previous communications about the problem.
Tired of canned/automatic responses.”
“Stay with the same person that you started with.
Not a different person when you have to return a call.”
“Tie all input and data from the different channels together.”
“No automated systems just have a real person
answer it’s so much easier.”
“Be consistent and ready to rectify issues in one channel and one visit.”

*Methodology: Conducted by Google Consumer Surveys, April 1–3, 2017 and based on 200 online responses. Sample: National Adult Internet Population. .
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METHODOLOGY
Google Consumer Surveys reports on the inferred age and gender of anonymous respondents based on
the websites users visit, as well as their location based on IP addresses. Income and urban density are
then approximated using census data for particular geographic regions. Inferences, as they relate to these
categories, may not be available for all survey participants.
Please note that it’s possible that Google Consumer Surveys may mis-categorize people. For example, if
someone visits websites that are usually frequented by younger people, they may be categorized as younger
than their actual age. Similarly, if a household uses a shared computer, we may categorize that “user” based on
the combined interests of the household.
Provided the complexities of participant screening questions through the study’s body of surveys, we
present un-weighted findings. When targeting an audience representing the U.S. Internet population, Google
Consumer Surveys attempts to find respondents that match the distribution of people in the U.S. by age,
gender and location as reported in the U.S. Census Current Population Survey (CPS). When outliers were
observed in the data as they relate to the inferred age, income, gender and urban density, we made an effort
to highlight these findings.
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