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Online
customersare
nowalways
offeredrelevant
alternatives

to

out-of-stock
itemsandsales
revenueson
thesesessions
haveincrease

substantially

IDEALSHOPPINGDIRECT
GAINSVISIBILITYOF
ONLINECUSTOMERS

In order to continue itsaggressiverevenuegrowth ,

IdealShoppingDirecthas
overhauleditscustomerexperiencetechnology to

embracemultichannel

opportunitiesacrossitswebsites
, printandtelevisionplatforms

For
a companyaccustomed to thecontrolled

mediumofTVshoppingchannels
,

thelack of

visibilityintocustomerbehavioursand interactions

ontheironlinechannelposed a significantchallenge.
Whilethehigh-level metricsprovidedbywebanalytics

werehelpfulformonitoring sitetrendslikerevenueand
ordersovertime

, theyprovidednoactionable insightsinto

complexcustomerbehaviourandwere of littleusefor
thecompany' s siteoptimisationefforts.

Toaddressitsbusinesschallenges ,

IdealShopping
neededanonlinecustomerexperience management

(

CEM
)

solutionthatprovidesthereportingcapabilities of

a webanalyticssolution
,

whilealsodeliveringtheability
to drill-down intothequalitative insights of realcustomer

behaviourWithTealeat it is nolongerlefthypothesising
aboutsitetrends or ponderingonlinecustomerbehaviour

Reports fromTealeafalsoindicatedthatnearly
500customerseachdayexperienced anout-of-stock

messagewhilevisitinganIdealShoppingwebsite.

Televisionhaddonethejob of drivingtraffic to the
sites

,

buttheonlinechannelwasfallingshort . In fact
,

90%% of customersabandoned theirtransactions after

seeingtheout-of-stockmessage.This insightfromTealeaf

ledIdealShopping to a significantnewopportunity
implementing alternativeproductsuggestionsand

categoryhierarchiesonitsproductpages.
As a result of thesechanges ,

onlinecustomersare
nowalwaysofferedrelevantalternatives to out-of

stockitemsandsalesrevenuesonthesesessionshave
increasedsubstantially. Furthermore

,

IdealShoppinghas

beenable to useTealeaf insights to optimiseinventory
levelsandmaximiseonlinerevenue.

Likemanyonlineretailers
,

IdealShoppingrequires
customers

to sign in to theiraccountsbefore

completing transactions.Thecompanythoughtthat
perhaps thatthemandatory loginprocesswascausing
customers

to struggleand
,

therefore
, hindering

conversion however
,theyhadnorealevidence to

backitstheory.
AfterIdealShoppingreplayedcustomersessions

,

analysingthemwithTealeaf
,

theproblembecameeven

clearer : customerswerelockedoutafter threefailed

loginattempts . Basedonthisinsight ,

IdealShopping
increased thenumber of loginattemptsbeforelockout.

Thesesmallloginchangespaidlargedividends
,

as

thenumber of customerslockedout of theiraccounts

wasreducedfromanaverage of 500perday to just
25

,

withbasketdrop-outreducingas a direct result.

Thisissuewouldhavebeendifficult to identifyand
resolvewithouttheinsightsfromTealeaf.

IdealShoppingalsoneeded a way to improve
onlineconversionratesdue to poorcustomer

experienceforthelatter
,

thehigh-valuevisitorsegment
thathaddemonstrated a clearintent to purchase . So
IdealShoppingnowusesTealeaf in conjunctionwithits
outboundcallcentre team.

WithTealeaf
,

thecompany is aware of anycustomers

whohaveaddedproducts to theirbaskets
,

started
checkout

,

butdidnotcompletetheirtransactions.

Thecallcentreteamproactivelyreachesoutlessthan
threehoursafterone of thesehigh-value visitorshas

abandonedtheirshoppingcarts . Raisingthebarfor
customerservice

, theyofferassistance to thesevisitors

andtry to helpthemcompletetheirpurchases.
Afteronlyeightweeksof usingTealeaf to drive

outboundcallcentreactivity,

conversionratesfor
outboundcallswiththisgroup of visitorshaverisen

to 40%% .
In fact

,

therevenue recoveredfromthecall
centrehasalreadymorethanpaidforthecompany' s

investment in Tealeaf. Additionally ,

theoutboundteam
collectsusefulcustomerfeedbackthat is fedback to the
development team to improvesiteoptimisationefforts.
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