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of annual online  
revenue is lost  
globally due to  
poor online  
customer experience. 



We have all experienced customer struggle online. 

We’ve all struggled online, whether it’s difficulty logging into an account, adding an item to a shopping cart, 
completing a purchase or simply navigating through a site. Yet these seemingly minor issues can have a huge 
and negative impact on a company’s bottom line.

Our goals in partnering with Econsultancy on this Removing Struggle from Online Shopping study were twofold:

	 •	 To quantify the business impact of customer struggle
	 •	 To understand how proactive ebusinesses are in finding customer experience issues and in 			 
	 responding to them

The study’s findings connect well with what Tealeaf has learned over the course of more than ten years 
of engagements with our customers—which include 35 of the top 100 online retailers worldwide—that 
ebusinesses have much to gain from understanding the online customer experience. This is particularly true
at the bottom of the sales funnel, where conversion rates should be highest.

The survey results and additional analysis we share in this report will underscore the importance of online 
customer experience management, or CEM, which is about taking a disciplined approach to understanding 
how customers interact with your business online and removing the obstacles to their success. CEM is 
becoming an imperative in today’s multi-channel world, where customers expect consistently seamless 
interactions—whether  those interactions are in-person, online, via mobile devices, calling in over the phone 
or some combination thereof.
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Key findings:
•	 Poor online user experience, coupled  
	 with a lack of insight about why 		
	 customers are abandoning websites,  
	 is causing businesses to lose 24% of
	 their annual online revenues. That 		
	 equates to more than $50 billion lost
	 in the US1 and around £14 billion lost in 	
	 the UK2 in the last year.
 
•	 Companies have the least understanding 	
	 about what is happening at the bottom  
	 of the online sales funnel, where  
	 they need it the most.  

•	 Bad navigation / poor findability 
	 is by far the most common and most 	 
	 serious issue customers encounter on  
	 their  websites, with more than half  
	 of respondents mentioning this.

•	 The most common methods used to  
	 understand online customer experience  
	 may not be the most effective ones. 
 
•	D espite the obvious benefits of  
	 integrating online and offline customer  
	 experiences, only 3% of respondents  
	 describe the multichannel experience  
	 they provide as “excellent.”
   

As the online channel becomes increasingly valuable to retailers, it is 
vital for those companies to ensure that the customer journey is as 
pain-free and seamless as possible. But what are ebusinesses doing to 
identify customer struggle? And what are the consequences of failure?

The Removing Struggle from Online Shopping study, published by 
Econsultancy in association with Tealeaf, is based on a global online 
survey of almost 500 business professionals working for companies 
involved in e-commerce and e-business, primarily in the US and 
European countries. The survey was conducted in March and April 2011.

The survey data revealed that organizations have a long way to go in 
understanding the online customer experience and that that they have 
much to gain by doing so.

1 Estimate based on the value of US e-commerce sales in 2010 ($228 billion) published by comScore in February 2011.
2 Estimate based on the figures from the IMRG Capgemini e-Retail Sales Index published in January 2011 - £58.5 billion were spent online in 2010.

Executive Summary
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In order to quantify the impact of site  
abandonment due to poor online user  
experience, the Econsultancy survey 
included a question that asked respondents 
whether they could quantify the amount  
of online revenue lost.  
 
Most respondents (67%) are not able to do 
so. In fact, only 8% of responding companies 
say they have an accurate idea of how much 
online revenue they lose, while a quarter 
have only a vague idea.  

of companies have an 
accurate idea of how 
much online revenue 
they lose due to a poor 
online user experience. 

Poor Online Experience  
Has a Significant Business Impact

On average, those responding companies 
that could make an estimate report that the 
income lost through site abandonment due 
to poor online user experience is 24% of 
their annual online revenue. The average for 
European respondents is slightly higher than 
the one for US-based respondents – 26% 
compared to 23%.

Most businesses cannot quantify 
how much online revenue is lost 
through site abandonment due to 
poor online user experience.
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67%

25%

8%

Yes, accurate idea                  Yes, we have a vague idea	                    No idea

Respondents: 345



It’s happened to all of us. We need to do some last-

minute shopping, so we power up a laptop and after five 

minutes of browsing online we find just the thing. Add the 

item to the shopping cart and click “check out.” Then we 

wait. Click again.  Wait some more. Hit the “back” button. 

We examine the contents of the cart and try again, only to 

be returned to the checkout page to find that the cart is 

empty. Transaction failed.

This experience may happen across any variety of online 

interactions. A customer may eventually succeed or 

might quickly move on to a different seller’s website. Either 

way, he has experienced “online customer struggle.”

Bruce Temkin, Customer Experience Transformist and 

Managing Partner of Temkin Group, has identified the five 

most common causes of online customer struggle:

1)  Path confusion Customers often aren’t sure what    

    path they need to go to accomplish their task.

2) Information confusion Sometimes customers   	    	

	 just don’t understand the information on a page;  

    whether it’s a description of a product or a customer  

    service FAQ. 

3) Process concerns If customers aren’t sure if they 		

	 can complete a process like applying for a loan 

	 or requesting a return, then they aren’t likely to finish 		

	 the process

4) Content fragmentation At times, customers 		

    need information that is scattered across the site, 	      	

    forcing them to hunt around to collect what they need. 

5) System failures When the site goes down or 	

    returns an unexpected error message, customers can  	     	

	 be turned off from the entire experience.

Customer Struggle: 
Indicators of a Poor 
Online User Experience

Temkin Group, Customer Struggle Undermines  
Online Confidence and Loyalty, January 2011.

Based on these figures, Econsultancy 
estimates that last year, more than $50 
billion were lost in the US (the total value 
of e-commerce sales in the US was $228 
billion3) and around £14 billion were lost  
in the UK (£58.5 billion were spent online  
in 20104). 

However, this analysis takes into account 
only the current impact of a customer 
experience obstacle. Later in the survey, 
Econsultancy asked respondents about the 
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Respondent estimates of percentage of revenue lost due to  

site abandonments from a poor online user experience. 

Europe

21%           22%            23%           24%            25%           26% 

United States

International

of respondents agree that customer service is 
increasingly a sales channel and that satisfied  
customers represent great brand advocates. 

3 comScore, State of the U.S. Online Retail Economy in Q4 2010.
4 IMRG Capgemini e-Retail Sales Index, January 2011.

Average lost income as a 
percentage of annual online 
revenue varies slightly across 
geographies.

role that customer experience plays in 
creating brand advocacy. The vast majority 
of respondents either “strongly agree” 
(34%) or “agree” (49%) that customer 
service is increasingly a sales channel
and that satisfied customers represent 
great brand advocates.  

Encouragingly, only 3% of responding 
companies disagree with the idea that 
customers are essentially sales people 
activated by great experiences.



of organizations  
have processes in place 
for prioritizing the 
problems and issues 
customers face online.

According to the Econsultancy survey, only 
four percent of companies say that they 
have an excellent understanding of the 
overall online customer experience.  
 
More than four times as many (18%) say they 
have a “poor” or “very poor” understanding. 
43 percent rate their understanding as “okay” 
and 36 percent as “good.” 
 
However, even ebusinesses that rate their 
online insight as above average do not seem 
to translate that capability into proactive 
awareness of customer struggle.  

A Limited Understanding of  
the Online Customer Experience

“Does your company have processes 
in place for prioritizing problems 
and issues customers face online 
and then addressing them?”

The survey showed that companies are 
most likely to learn about problems as 
a result of calls to the customer service 
team (76%) and customer emails (also 76%). 
Tweets / social comments are shared with 
marketing and / or customer service teams 
in only 40% of  companies surveyed, while 
around a third (34%) escalate issues raised  
in social media within the business so that  
the responsible team is notified. 

Yes                       No	             Don’t know / not applicable

41%

9%

49%

Respondents: 344

In other words, most companies 
are reactive, discovering problems 
when it’s too late.

Furthermore, less than half of responding 
organizations (49%) have processes in  
place for prioritizing the issues customers 
face online and then addressing them. 
Without such processes, it is impossible 
to say whether they are addressing the 
most important issues first, or even at all. 
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The rewards of moving to 
online and multi-channel 
self-service can be quite 
high. Do it well—that is, 
provide a streamlined and 
efficient buying experience 
that’s more satisfying 

than traditional sales channels—and you’ll 
save money, increase customer retention and 
have bragging rights over the competition. Do 
it poorly and you’ll spend a lot of time and 
money trying to win customers back.

Remember that your sales and service channels 
are only as beneficial as the customers 
themselves deem them to be. Without a 
healthy understanding of how customers 
behave, multi-channel self-service can be a 
perilous undertaking. 

Online shoppers tend to be very unforgiving, 
even in an emerging channel like mobile. A 
recent Harris Interactive survey, commissioned 
by Tealeaf, showed that 80% of US consumers 
and 75% of UK consumers believe there is 
no excuse for mobile transactions failing 
to complete on first attempt. Furthermore, 
63% of all online adults said they would be 
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Helping Those Who Help Themselves
By Geoff Galat , CMO, Tealeaf	

less likely to buy from the same company via 
other purchase channels if they experienced 
issues conducting transactions on their mobile 
phones.

The problem is, it’s nearly impossible to predict 
all the things that can cause customers to 
struggle on your site. So the question becomes 
how to get a clear picture of customer 
behaviors and proactively identify customer 
issues. This is where customer experience 
management, or CEM, comes into play.  

CEM CAN BE THE DIFFERENCE MAKER 

Customer experience management, or CEM, 
enables you to take a disciplined approach 
to understanding how customers interact 
with your business online and removing the 
obstacles to their success. Supported by the 
right technology, CEM provides visibility into 
what customers see and do on a website or 
mobile device and captures every interaction 
with every online customer, every time. 

In doing so, it delivers the quantitative and 
qualitative information you need to make 
reality-based decisions about your online 
channels. 

Until you know why things are going wrong, 
you can’t fix the causes of poor customer 
experience. CEM shows the “why”—like why so 
many customers trying to complete a particular 
type of purchase suddenly need help from the 
contact center. 

Gartner analysts Ed Thompson and Esteban 
Kolsky write that customer perceptions of 
an organization are built as a result of their 
interactions across multiple channels. A 
positive customer experience can result in 
increased share of wallet and repeat business. 

Now that additional channels, such as online 
and mobile, have become integral to how 
people shop, it’s necessary to manage the 
customer experience across the multi-channel 
landscape For example, it’s common to see 
shoppers engaging with retailers via their 
mobile websites and apps at the same time that 
they are in the store.  

CEM provides detailed analytics across multiple 
channels so that you can focus on improving 
your offerings and make better business 
decisions. 



Companies Have the Least Understanding 
at the Bottom of the Online Sales Funnel

Econsultancy also asked respondents  
about their understanding of a range of 
types of customer behavior. Respondents 
are most likely to say that they have a “good 
understanding” of how people become aware 
of their brand or website (63%) or where 
people come from before visiting (62%).  
 
At the opposite end of the spectrum, 
companies are more likely to have “limited”  
or “no understanding” of the reasons 
customers abandon the shopping cart /
checkout (78%) or leave the site without 
converting (81%). 

At this stage of the purchase, the decision-
making process is inherently volatile, with 
even small improvements in performance 
likely to result in significant increases in 
conversions and revenue.  
 
Previous research has shown that problems 
with checkout processes5 represent the 
single most significant loss of revenue for 
many online retailers. Thus, this survey 
finding reveals a substantial opportunity for 
organizations to drive incremental revenues.  

5Econsultancy has published a Checkout Optimization Guide: 
http://econsultancy.com/uk/reports/checkout-optimization-guide

of respondents say they have a good  
understanding of why people leave  
their sites without converting. 
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Companies are more likely to have “limited” or “no 
understanding” of the reasons for abandoning the 
shopping cart /checkout (78%) or leaving the site 
without converting (81%) – activities that take place  
at the very bottom of the online sales funnel.

Good understanding                 Limited understanding              No understanding

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%
How people

become 
aware of

your brand
or website

Where
people come
from before
visiting your

website

What they
are most

likely to do
on their first

visit

Why they
make a

purchase

Why they
return to 
your site

Why they
make a
second

purchase

Why they
recommend
your site/
product to

others

Why they
abandon the

shopping
cart/

checkout

Why they
leave the

site without
converting

63% 62%

19%

44% 38%44% 39%
23%

36%

35% 33%

66%

50% 50%49% 51%

59%
48%

3% 4%
15%

7% 12%7% 9%
18%16%

Respondents: 403

Case Study: Bluefly

Founded in 1998, Bluefly is a leading online 
retailer featuring on-trend and in-season clothing 
and accessories from over 350 top European and 
American designers—all at a superior value. 

Bluefly originally turned to Tealeaf to help it 
track and respond to site experience obstacles 
that customers were encountering. In addition to 
the normal complexities of an ecommerce site, 
Bluefly’s wide and shallow inventory demanded 
that it set up its site to remove a product from 
inventory when the customer adds it to the 
shopping cart, rather than at checkout. This 
business process actually limits the company’s 
ability to write test scenarios for the site because 
the company can’t risk taking products off the 
shelf that a real customer may want to buy at the 
same time.

Over time, the company’s use of Tealeaf has 
matured from a reactive troubleshooting tool 
for the QA and application support teams to 
a proactive discovery and analysis solution for 
the ebusiness and site usability teams. In fact, 
Tealeaf is now a daily, ‘go-to’ for the validation of 
proposed site optimization decisions.



According to the companies surveyed, 
bad navigation /poor findability is both 
the most common and most serious issue 
customers encounter on their website(s), 
with more than half of respondents 
mentioning it (57% and 55%, respectively). 

Lack of information is a common issue for 
just under a third of responding organizations 
(29%). Payment problems affect customers of 
one quarter of respondents, but just under 
a fifth of respondents (18%) say that this is a 
serious problem. 

Encouragingly, security or trust issues 
represent a common problem for only  
10% of respondents.  

Routing or process issues (24%), form-filling 
problems (24%) and registration problems 
(26%) are perceived to be serious issues 
for customers by around one quarter of 
respondents, but just one fifth say these  
are common on their website(s). 
 

of respondents cite 
bad navigation / poor 
findability as the most 
serious issue that 
customers encounter  
on their websites. 

When asked to identify the single most 
common problem or type of problem on 
their websites, survey respondents provided 
answers indicating that the main issues are 
the same as those emerging as the most 
common problems in the quantitative data:
 
•	 Bad navigation and poor findability
•	L ack of information
•	 Checkout issues
•	 Complicated registration / login process
 
Many respondents mentioned usability  
issues. As discussed in the following section, 
these types of issues can be hard to find 
with the methods that are most commonly 
in use to understand customer experience. 
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Ideal Shopping Direct Plc is a leading multi-channel 
retailer. The company achieved 2009 revenues 
of more than $100M by selling products via its 
television channels (Ideal World, Ideal Extra, 
Ideal & More, and Create and Craft) and web sites 
(idealworld.tv, createandcraft.tv, gardenbargains.com
and animalbargains.com).

Some site visitors simply browse with no intent to 
make a purchase. Others are willing shoppers but 
abandon due to poor online experiences. To improve 
conversion rates for the latter group—visitors that 
have demonstrated a clear intent to purchase—Ideal 
Shopping utilizes Tealeaf in conjunction with its 
outbound call center team. 

The company uses Tealeaf to identify customers that 
have added products to their baskets and started 
checkout, but did not complete their transactions. 
The call center team is able to proactively contact 
these customers to help complete their purchases. 

After only eight weeks of using Tealeaf to drive 
outbound call center activity, conversion rates rose 
to 40% for outbound calls to this group of visitors. 
In fact, the revenue recovered from the call center 
has already more than paid for Ideal Shopping’s 
investment in Tealeaf.

Case Study:
Ideal Shopping Direct Plc

In this traffic split question, 
respondents were asked about the 
most common or most serious issues 
on their websites. Bad navigation / 
poor findability came up top in both 
questions as well as in free-form 
responses. 
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of organizations  
report that checkout 
problems are still the 
most common issues 
on their websites.

Respondents: 334Most common		    Most serious



The Most Common methods used to  
understand online customer experience 
are not always the most effective.

From a range of approaches and types of 
technology, responding companies are 
more likely to use web analytics (91%) and 
online surveys (66%) to try to understand 
the online customer experience.

Under half of respondents carry out user 
testing (44%) or A/B and multivariate 
testing (43%). As outlined previously, 
companies have a limited understanding 

The most common approaches and types of 
technology that companies use to understand 
the online customer experience are web 
analytics, online surveys and user testing.

of the reasons behind shopping cart and 
checkout abandonment and this may be 
partly explained by the fact that few of 
them carry out user testing. 

Just over a third of companies surveyed 
use social media analysis / voice of the 
customer tools (39%) and online reputation 
/ buzz monitoring tools (38%). Session 
replay is the least used technology, with 

only 11% of respondents mentioning it.
The survey also asked companies which 
approaches and technologies they see as 
most effective.
 
While only 44% of respondents carry out 
user testing, the vast majority considers 
it to be “very effective” (56%) or “quite 
effective” (43%) in helping them understand 
the customer experience.  

Web analytics

0%  10%   20%  30%  40%  50%  60%  70%  80%  90%  100%

91%

66%

44%

43%

42%

39%

38%

26%

16%

11%Session replay technology

Online surveys

User testing

AB and / or multivariate testing

Offline focus groups / customer interviews

Social media analysis / voice of the customer tools

Online reputation /  buzz monitoring

Offline surveys

Online focus groups
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Respondents: 398
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3%

18%
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13%

18%

62%

20%

Online
surveys
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Respondents: 398

Companies believe that session replay,  
user testing, and online focus groups 
are the most effective ways to 
understand customer experience.

This is also the case with session replay 
technology. Although it is the least-used 
method, the vast majority of respondents 
(95%) consider it to be effective.

Just under a fifth of respondents (18%) 
say that social media analysis / voice of 
the customer and online reputation / 
buzz monitoring tools are “very effective” 
in helping them to understand their 
customers’ experience. This relatively low 
figure explains why many companies are
not yet investing in these technologies. 

It is noteworthy that the proportion of 
Europe-based respondents who perceive 
user testing and A/B or multivariate 
testing to be very effective in helping 
them understand the customer experience 
is larger than the proportion of their US 
counterparts.   
 
Just under two-thirds of European 
companies (61%) say that user testing is very 
effective, compared to 44% of US-based 
respondents, while 13% more European 
respondents say the same about A/B
and/or multivariate testing.

wehkamp.nl is a highly respected and well-known 
brand in The Netherlands, with an online channel 
that is central to its business. The company provides 
multiple payment options to make it easier for 
customers to transact online.
 
However, the company had limited visibility 
where it needed it the most – where customers 
were transacting business online. For example, an 
application error in the external payment system 
caused hundreds of orders to go unprocessed.
Funds were deducted from customer accounts but
their orders never arrived. wehkamp.nl was unable
to pinpoint the cause of the issue.
  
With Tealeaf in place, wehkamp.nl found a pattern
in the order processing failures and was able to 
resolve the problem quickly. Furthermore, because 
Tealeaf captures form field data, wehkamp.nl was
able to recreate customer orders without causing 
further inconvenience, recovering business they 
otherwise would have lost.

Case Study:  wehkamp.nl



Given that organizations acknowledge their 
limited knowledge and with as much as 24% 
of online revenues at stake, understanding 
customer experience should be a top 
priority. But the survey results suggest that 
the revenue leakage problem could get 
worse rather than better. 
 
The vast majority of respondents (95%) 
are increasing investments in the online 
channel this year and more than half (52%) 

Investments in Online Channels are Not Matched 
by Investments in Online Customer Experience

are investing more in mobile internet. In 
comparison, more traditional channels such 
as telephone (22%) and stores / shops /
branches (21%) represent a high priority for 
just over a fifth of respondents. 

Despite this increase in overall spending, 
respondents consider insufficient budget 
to be the main barrier to gaining a better 
understanding of the online customer 
experience. Almost half of companies 

Respondents cite a variety of barriers that 
prevent them from a better understanding 
of the customer experience. European 
organizations are more frequently held 
back by lack of skilled analysts, while US 
respondents lack sufficient budgets. 
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(46%) cite lack of budget as one of the 
three most significant obstacles. Lack of 
skilled analysts (42%) and lack of suitable 
technology (38%) are the next most-cited 
barriers.  
 
It is interesting to note that lack of skilled 
analysts is cited as a significant barrier for 
more European respondents than those 
based in the US (46% compared to 29%). 
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Tealeaf Point of View:  
Deconstructing the 92:1 Ratio of E-Commerce
  
According to third-party research, companies typically spend $92 to drive traffic to their sites for every  
$1 that they spend to make sure that traffic converts into revenues.* 

But here’s what’s interesting. If you look at conversion rates across the e-commerce industry, they typically  
hover between 2 - 5%, where they have been for nearly fifteen years. And they aren’t getting any better.  
Add in mobile websites and conversion rates are actually going down.  

Tealeaf customers—organizations that believe the online experience is strategic to their entire operation— 
have recognized this opportunity. They see that by adjusting their focus—by  shifting their efforts from  
acquisition to site optimization projects—they’ll be able to capitalize on this trend. They’ll be able to widen  
their site funnels, improve customer success and retention, and in doing so, actually improve the return on  
the acquisition dollars they do spend.

*Sources used to calculate this ratio:  $23.4 billion spent on Internet advertising in 2008  
according to the Internet Advertising Bureau (IAB), versus $250 million spent on web site and  
content optimization and behavioral targeting in 2008, according to Forrester Research.

Given the significant business impact on 
revenue and company reputation stemming 
from poor customer experience, it is 
surprising that responding companies have 
struggled to fund customer experience 
management initiatives.
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Just under a third of responding companies 
(31%) perceive their company culture to be a 
significant barrier. Encouragingly, the lack of 
processes / workflow is holding back only 
26% of organizations; and understanding 
the online customer experience is a low 
business priority for just under a quarter of 
respondents (24%).  
 

Case Study: Levenger

Founded in 1987 and headquartered in Delray Beach, 
Florida, Levenger is a catalog company, an Internet 
company and a retail concern. The company’s mission 
is to create and sell meaningful products for the 
productive enjoyment of reading, writing and working 
with ideas.

Levenger realized that discovering and removing 
obstacles from its transactions process would be 
key to its success, and used Tealeaf to do so. One 
example is a problem with the shopping cart in the 
“Ship To” section of its website. Unbeknownst to 
Levenger, when a customer selected the button for 
“shipping address is same as billing address” and also 
completed the “ship to” section, the system doubled 
the express shipping charges for all products ordered. 

Using Tealeaf, the customers who would have 
complained about shipping charges (or simply 
cancelled their purchases) were rapidly identified by 
the IT team. Levenger then isolated the problem by 
replaying the real-user sessions, which revealed exactly 
what the customers were actually experiencing. The 
problem was quickly remedied without any system 
downtime. 

3 comScore, State of the U.S. Online Retail Economy in Q4 2010.
4 IMRG Capgemini e-Retail Sales Index, January 2011.



One of the most common issues affecting 
organizations and their ability to maximize 
the profitability of their sales channels is 
the disconnect between the online and 
offline customer experiences.  
 
Irrespective of how customers interact with 
a business, the level of service they receive 
should be consistent and well-organized 
across online and offline channels. While 
the benefits of an integrated multichannel 
approach are obvious, many organizations 
still do not share actionable insights 

of respondents 
consider that they 
provide an excellent 
multi-channel 
customer experience.

Less than half of organizations report 
offline parts of their business have some level 
of visibility into how individual customers 
have engaged with their websites.

Many Organizations Have Failed  
to Adopt a Multi-channel Approach 

into individual customer activity across 
departments, which are often siloed.
 
As the chart below shows, only 6% of 
respondents say that the offline or brick-
and-mortar parts of their business have 
a lot of visibility into individual customer 
activity and experience, while just over a 
third (34%) have visibility to some extent. 
For the majority of companies surveyed 
(60%), the offline parts of their business have 
little or no visibility into how individual 
customers engage with their websites. 
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of respondents  
are investing more  
in mobile internet  
this year.

Case Study: : Ginza

Ginza is Sweden’s leading online music and 
entertainment retailer and one of the country’s best 
recognized online brands.  In an effort to continue 
its rapid growth throughout Europe, the company 
recently expanded its web presence into Denmark 
and Finland. However, Ginza was perplexed to find 
that far fewer orders were placed on the Danish site 
compared to the Finnish one.

Replaying sessions in Tealeaf, Ginza noticed that 
when customers reached the postal code field in the 
shipping form, they received a site error message. 
Upon further investigation, Ginza realized the new 
site used the same checkout process as the Swedish 
site, which required a postal code of five digits. 
However, Danish postal codes require only four digits 
and customers were unable to enter the correct digit 
sequence. Unfortunately, they had no choice but to 
abandon their transactions.

Once Ginza identified the issue, it took only minutes 
to rectify. Conversion rates improved dramatically 
and revenues increased across the site. 

The study also found that offline parts of 
US-based companies generally have more 
visibility of how individual customers 
engage with their websites—more than half 
of US-based respondents have “very much” 
(7%) or “to some extent” (44%) visibility, 
compared to just over a third of European 
companies (36%). 

When customers are struggling to find 
answers online, they generally revert back 
to traditional offline support. This affords 
tremendous opportunities to find out how 
their online experience can be improved. 
Although only a minority of respondent 
companies (26%) quantifies the number of 
calls to their call centers resulting from  
poor online experience, those respondents 
estimate the figure to be about 15%  
of total calls.

The feedback loop between the online 
channel and call center is not utilized to 
its fullest potential. In fact, only 3% of 
respondents consider that they provide 
an excellent multi-channel customer 
experience.



The Removing Struggle from Online Shopping study provides a revealing 
look into the current state of understanding about the online customer 
experience. Taken together with the successes that Tealeaf customers have 
achieved, it is also clear that organizations have much to gain by taking a 
disciplined approach to removing the obstacles to customer success. 
 

As you plan your upcoming website and 
mobile investments, here are some key 
findings to take into consideration:

•	 Companies able to quantify site 
	 abandonment estimate they are losing  
	 the equivalent of 24% of their  
	 annual online revenue due to bad  
	 online experience. Thus, the payoff for  
	 having a systematic way of identifying  
	 and eliminating the most common  
	 causes of bad online experience is  
	 very high.

•	 Companies have the least understanding  
	 about what is happening at the bottom  
	 of the online sales funnel, where they 		
	 need it the most. Improvements in site 	
	 abandonment rates at this stage will
	 have the largest impact on revenue.

Conclusions

•	 Bad navigation / poor findability is by  
	 far the most common and most serious  
	 issue customers encounter on websites,  
	 with more than half of respondents  
	 mentioning this.

•	 While user testing, online focus groups  
	 and session replay are cited as the most  
	 effective methods used to understand  
	 customer experience, they are used by  
	 less than half of respondents today. 

•	 The vast majority of organizations have  
	 a disconnect between the online and  
	 offline customer experiences, despite  
	 the obvious benefits to providing a 		
	 seamless customer experience across  
	 channels.
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Parting Thoughts from Tealeaf

Online business is rapidly becoming multi-channel business. With the  
cost pressures that companies face today and the unbelievably fast growth 
of the mobile web, it is harder than ever to deliver a seamless experience 
to every customer, in every channel, every time. Furthermore, social media 
can increase the impact of a poor customer experience from a single  
disgruntled customer to millions of apprehensive prospects.  

The ebusinesses that implement the 
capabilities to examine their customer 
experience proactively and make 
improvements in a systematic way will
be the ones that succeed. But this study, 
and the anecdotal evidence we get from 
our retailer customers, tell us that the 
ebusinesses that have embedded CEM 
deeply into their business processes are 
still in the minority.

What would a store’s  management team 
think if it was losing 24% of revenues for 
no obvious reason? Econsultancy’s survey 
results should serve as a call to action
for e-commerce executives. The investments 
that they make in online and mobile 
channels this year will go a lot farther if
they also invest in understanding the 
customer experience. 

We are confident that this report will help 
you build a compelling business case for 
embarking on CEM or for expanding it across 
your business – and will give you useful 
ideas for how to put CEM into practice.  
 
We’re here to help you get started. 



Methodology
The Reducing Customer Struggle Report  
is based on an international online survey 
of almost 500 business professionals 
working for companies involved in 
e-commerce and e-business. The survey 
was live during March and April 2011.  

Econsultancy promoted the survey to 
its community of digital marketers and 
e-commerce professionals, offering a 
complimentary copy of this report as 
the incentive for taking part. Tealeaf, the 
research sponsor, also promoted the survey 
to its customers and prospects.  
 
If you have any questions about the 
research and methodology, please email 
Linus Gregoriadis, Research Director at 
Econsultancy (linus.gregoriadis@
econsultancy.com).

Respondent profiles
A total of 491 respondents who are 
employees at an e-commerce or e-business 
company took part in the survey. The best 
represented countries were the UK (58%) 
and the US (21%).  

The chart below shows that survey 
respondents are typically senior within 
a business, with more than  a third (38%) 
classifying themselves either as heads or VPs 
of digital / e-commerce (23%) or business 
owners / C-level executives  / CMOs 
(15%). A third of respondents are marketing 
managers responsible either for multiple 
channels (25%) or for a single channel (9%).  

Methodology and Respondent Profiles
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The Reducing Customer Struggle survey 
respondents typically hold senior responsibilities 
within online and multichannel businesses. 

22



23

Econsultancy is a digital publishing and training group used by more than 200,000  
Internet professionals every month. The company publishes practical and time-saving  
research to help marketers make better decisions about the digital environment, build  
business cases, find the best suppliers, look smart in meetings and accelerate their careers.
 
Econsultancy has offices in New York and London, and hosts more than 100 events  
every year in the US and UK. Many of the world’s most famous brands use Econsultancy 
to educate and train their staff. Some of Econsultancy’s members include: Google,  
Yahoo, Dell, BBC, BT, Shell, Vodafone, Virgin Atlantic, Barclays, Deloitte, T-Mobile  
and Estée Lauder.
 
Join Econsultancy today to learn what’s happening in digital marketing – and what works.
Call us to find out more on +1 212 699 3626 (New York) or +44 (0)20 7269 1450 (London). 
You can also contact us online.

About Tealeaf

Tealeaf provides online customer experience management solutions and is the  
unchallenged leader in online customer behavior analysis. Tealeaf’s CEM solutions include 
both a customer behavior analysis suite and customer service optimization suite.  
 
For organizations that are making customer experience a top priority, these solutions  
provide unprecedented enterprise-wide visibility into every visitor’s unique online  
interactions for ongoing analysis and website optimization.  
 
Online executive stakeholders from e-business and IT to customer service and compli-
ance are leveraging Tealeaf to build a customer experience management competency 
across their organizations. Founded in 1999, Tealeaf is headquartered in San Francisco, 
California, and is privately held. For more information, visit www.tealeaf.com.

about econsultancy



For more information, email success@tealeaf.com  
or visit www.tealeaf.com


