




















“Monitoring the conversation around your brand, 
industry and competitors allows you to identify 
opportunities to generate leads and build 
relationships with customers. 

“Employ social listening tactics to delve deeper into 
your demographic for insights that build out your 
social media strategy, ensuring you are offering 
relevant messaging, the correct product range and 
leveraging all opportunities for conversion. We 
want to turn engagement into conversion and 
advocacy.”

               Erin Simons
               Head of Social Media 

The UK is leading the world in the amount of online sales being driven through social media.  According to the 
latest data* 6% of overall traffic to sites now comes from social sources – a 300% increase over the last 12 
months. For mobile traffic (which now accounts for over half of all shopping activity online) the contribution is 
even higher – 8% of all visitors.

Despite the rapidly growing importance of social, there is a wide disparity in those retailers maximising their 
presence through the variety of channels available.

The growing dominance of Instagram and Facebook is also evident, with the average reach per retailer with an 
account well over a million (2.25 million for Instagram and 1.75 for Facebook accounts).

There are also a significant number of retailers who don’t facilitate shoppers’ sharing their purchases and wish 
lists through social media. 13% of the leading UK e-retailers lose the opportunity to achieve sales from a 
shopper’s network of friends and contacts by failing to put sharing buttons on their sites.

* source: Salesforce Shopping Index Q2 2017
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There are increasing opportunities for growth by retailers 
maximising all available channels and referral tools. Despite 
this, many of the UK’s leading e-retailers are missing out.  

Marketplaces (e.g. eBay/Amazon) - retailers are taking 
advantage of growth opportunities offered by other digital 
channels.  Retailers such as Primark, for example, have taken 
the step of having Primark stores on other channels. Many will 
sell a selection of products, such as trending items, to a whole 
new market of online consumers.

Google – data from Google in the US estimates that the 
average retailer using its services in June 2017 received 14% of 
its sales from Google product listing ads (up from 5% at the 
start of 2015). In the EU, its level of influence has led to 
investigation of possible anti-competitive practices. Whatever 
the outcome of this process, it’s clearly a highly influential shop 
window with which to reach consumers.

Mobile Apps – with the majority of UK online shoppers now 
using mobile as their primary device, apps clearly have a role to 
play. 4 out of 5 shoppers worldwide, use a retailer's mobile 
app*, but research shows that many quickly fall by the wayside 
if not adding something new to what’s available through a 
mobile website.  

Responsive Websites – making it as easy as possible for 
customers to shop through a mobile device is now more 
important than ever with 57% of all online sales coming from 
such a device.  

Despite the growth potential from all these options, it is only 
responsive websites which are commonplace amongst leading 
UK e-retailers (98% of retailers), with just over half (51%) 
backing this up with a mobile app.

* UPS – Pulse of the Online Shopper Report June 2016

“Consumer behaviour is changing with an increasing number of customers starting their 
purchase journey on market places like Amazon and eBay. Recent studies show that 44% of 
customers visited Amazon compared to 34% going to Google. 

“Selling on market places is a great way to increase visibility of a product range, using the correct 
strategy can help customer acquisition and brand awareness.” 

               Chris Fletcher
               Channel Development Manager

The least common growth option is the use of multi-channel options (just 39% of retailers) and just under 
a third of all retailers (31%) are not making effective use of the tools Google has to offer. Therefore, 
retailers looking to erode market share of rivals should take the leap and make use of what these giant 
online marketplaces have to offer.
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Growth doesn�t just come from 
bringing more people to a site, but 
also increasing the percentage of 
customers that convert.

Online Customer Service
and Ease of Purchase
�
Growth doesn’t just come from bringing more people to a site, but also increasing the percentage 
of customers that convert.

The basic level of service that customers expect from online retailers develops rapidly.  

Today’s innovation quickly becomes tomorrow’s minimum standard. An online retailer’s ability to 
keep up with this best practice, especially in relation to online customer service, is vital in maximising 
rates of conversion and growth.

Current best practice includes:

Effective site search is crucial to conversion – Research shows that those using a site’s search 
function are 216% more likely to convert into sales and average spend tends to be significantly 
higher. These shoppers are most likely to have a specific product in mind and therefore have a strong 
intent to buy - if they can find what they want. Therefore, working to optimise search is an important 
factor in maximising growth. Either by offering autocomplete functions, well targeted product 
suggestions or relevant recommendations – including on mobile devices.

Allowing common-sense and intuitive navigation is also key to conversion.  Studies indicate that 
half of shoppers will make use of a navigation menu to begin narrowing their search. Also, that a bad 
experience with navigation makes 37% of shoppers frustrated enough to abandon a site and never 
return.

Providing the option of live chat (or a virtual assistant that can answer basic queries) also boosts 
conversion. A recent study found that customers choosing a live chat function were 40% more likely 
to convert than the average.

Every additional step to purchase is likely to cause customers to drop out of the sales process, 
therefore it makes sense that streamlining this process will increase conversion rates. The fewer the 
clicks, the greater the growth.



1.   Planning
2. Promotion
3.  Product
4.  Presentation
5.  Placement
6.  Price

Online Customer Service
and Ease of Purchase (cont.)
�
Of these options, the UK’s leading e-retailers perform best on optimised navigation with 100% of our 
sample offering effective ways to narrow down product selection.

Still well-used, but by no means universal, is effective site search. We found that 17% of top 
e-retailers are not making best use of these techniques and are therefore missing out on sales.

Live chat functions were the least well used by UK e-retailers, absent from 61% of leading sites 
despite the importance placed on such services by online shoppers.

On average, it takes 3 steps to purchase from the UK’s leading sites. 29% of e-retailers were gaining 
extra advantage by reducing this to a 1 or 2-step purchase. Over 1 in 10 are losing out, with 5 or more 
steps before purchase inevitably losing customers from their sales funnel.

�Successful retailing online can be simpli�ed if viewed using tried 
and tested principles which of�ine retailers have followed for 
years. For me, those six key principles are having the right Planning, 
Promotion, Product, Presentation, Placement and Price.

If you treat online shoppers as you would those who come in-store, 
it’s quite easy to understand user journey, and how you can then 
provide the optimum online shopping experience.� 

               Tim Johnson
               Chief Sales Officer



46% of shopping cart 
abandonment has been 
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Flexible Payment and Delivery Options
�
Another feature that shouldn’t be underestimated is 
flexibility in delivery and payment options.

As online shopping becomes more widely used, so does 
the variety of needs and tastes it needs to 
accommodate. Delivery preferences typify this, with a 
growing split between those seeking speed and 
shoppers who put economy first.

UPS reports that the majority of online shoppers (64%) 
expect at least 2-day delivery to be an option as a 
premium choice. However, the numbers who select 
such options are still in the minority (29%), compared 
to 62% who opt for the cheapest available delivery.

People also want the option to mix their online and 
bricks-and-mortar shopping where possible, with 32% 
expecting ‘click and collect’ to be an option, even if 
actual uptake is actually only 9% of purchases.

Failing to meet these expectations (even if they’re less 
frequently used) can be an expensive mistake.  31% say 
that they expect premium shipping options to be 
available and a similar percentage (30%) will prefer 
retailers where they know this choice is available.

46% of shopping cart abandonment has also been 
attributed to frustration with shipping options (for 
example, the lack of ability to select time slots).

Payment options can have a similar impact. Research 
indicates that offering at least the top three most 
popular payment options can increase conversion by 
30%.

This is also a factor with international customers, 
providing US shoppers with their most popular 
payment options and billing in dollars rather than 
pounds can pay dividends. Lack of local payment 
options for international customers can lose sites up to 
13% of customers according to some industry 
estimates.

Allowing non-bank card payments (e.g. vouchers, 
mobile payments) can also increase the appeal of sites.  
This can aid speed of purchase and the confidence of 
consumers to use payment methods with which they 
are comfortable, or whichever is most convenient at 
the time of purchase.










