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Even heritage brands  such as  Givenchy have now embraced online presences . Image credit: Givenchy

 
By BRIELLE JAEKEL

Retailers are too focused on overall sales and figures rather than harnessing the potential of returning customers,
who are proven to have lower costs for conversion and have a higher average order value.

A new study from Boston Retail Partners shows that only 40 percent of retailers measure customer retention to their
detriment, especially for luxury brands who rely on loyal consumers. There are a variety of steps that retailers can
take after a customer makes a purchase to build a strong connection of trust.

"Improving the post-purchase experience can have as much, if not more, impact on a retailer's bottom line than just
focusing on driving visits and customer conversion. Many improvements to the post-purchase experience, like
professional packaging and enhanced communications do not require technical support or investment," said
Jeffrey Neville, SVP and practice lead at BRP. "These improvements can be made in small, iterative sprints and have
a dramatic effect on the overall customer experience."

Retaining customers
Customers feel more comfortable purchasing from retailers, especially online, when they are informed and can
track their process.
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Sotheby's online pushes have begun to pay off. Image credit: Sotheby's

For instance, if a shopper buys a product online, there can be an uncertainty that arises by not knowing the condition
in which the item will arrive and whether it will come on time. Communicating with the customer throughout the
entire process can dramatically reduce post-purchase stress.

BRP notes that setting clear expectations before a customer finalizes his or her purchase can make a big difference.

Return policies are also important in gaining repeat customers. Retailers should have competitive, fair and simple
policies so customers feel comfortable buying again.

Professional packaging is another selling point in retaining customers, as is the creation of a truly omnichannel
experience. Customers should be able to seamlessly pass through channels without having to start their purchasing
process all over again.

Bricks-and-mortar should be used to enhance the process with a unique experience, rather than replicating the
online purchase experience in stores.

More online shoppers are turning to smartphones than desktops or tablets. Image credit:Bloomingdales

Listening to customer insight and feedback is also a vital aspect of making sure the digital shopping experience is
up to speed.

Additional insight
Luxury brands would do well to cultivate their most loyal customers as new research shows the top 20 percent of
luxury consumers can account for up to 50 percent of total brand revenue.

This data comes from Customer Portfolios, which took a deep dive into the shopping trends in fashion and luxury
this year. The biggest takeaway from the report is  that brands need to cultivate and retain existing customers, rather
than constantly chasing after new ones (see story).

Personalizing consumers' retail experiences can lead to loyalty and increased spending, according to another
report from Boston Retail Partners.

Today consumers expect more individualized communications and interactions with retailers, with 59 percent
saying that personalization impacts their purchasing decisions. Identifying and appealing to shoppers with relevant
offers or communications can help to establish a relationship between consumer and brand (see story).

"We found that there is a wide disparity of shipping times across very similar retailers and a relative lack of
communication once an order has been placed by the customer," Mr. Neville said. "This period of time after the
customer has made their purchase is when customers are most interested in hearing from us and is often a missed
opportunity by retailers."
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