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For retailers looking to increase customer satisfaction, 

it is important to look not only at how satisfied users 

are with various aspects of the online shopping 

experience, but also how important these factors are. 

To do this, a quadrant analysis was performed, charting derived importance of each factor versus the 

satisfaction rating. Items in the upper-right quadrant are those with both high importance and high 

satisfaction. Because of the high importance, it is crucial for retailers to continue to maintain high levels of 

satisfaction on these elements – ease of check-out, variety of brands and products offered, and the ability 

to create an account to store purchase history and personal information. The factors in the bottom half of 

the chart are of lower importance in driving overall online shopping satisfaction. While frequently cited by 

consumers as a must-have, free or discounted shipping is actually less important in driving overall 

satisfaction than those factors stated above, particularly ease of check-out and variety of brands and 

products offered. The upper left quadrant of the chart contains the factors driving satisfaction that are 

highly important but currently have low satisfaction. These factors – a clear and easy to understand 

returns policy and ease of making returns and exchanges – should be areas of focus for retailers looking 

to increase their overall customer satisfaction.  

 

 
 

Not included in the chart, because they are not of statistically significant importance, are number of 

shipping options offered, availability of live customer service, and flexibility to choose delivery date. When 

asked, however, online shoppers expect online retailers to offer multiple shipping options to allow for 

faster delivery and cite one of the reasons for abandoning their shopping cart was related to estimated 

delivery date. 

 

Ease of checkout 

Variety of brands 
and products 

offered 

Ability to create an 
account to store 
purchase history 

and personal 
information  Ease of making 

returns/exchanges  

Clear and easy to 
understand returns 

policy 

The ability to track 
online purchases 

after they ship  
Availability of free 

or discounted 
shipping  

Flexibility to re-
route packages  

-0.10 

-0.05 

0.00 

0.05 

0.10 

0.15 

0.20 

0.25 

0.30 

50% 55% 60% 65% 70% 75% 80% 85% 90% 95% 100% 

D
er

iv
ed

 Im
po

rta
nc

e 
W

ei
gh

t 

% Top 2 Box Satisfaction Rating 

Figure 4: Quadrant Analysis 
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Key Takeaway: To online shoppers, the 
ease of making returns/exchanges is 
above average in importance but falls 

short in terms of satisfaction. 
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Online Shopping Experience and Satisfaction 
Consumer satisfaction with online shopping overall is high, at 86%. Online shoppers are most satisfied 

with ease of check-out (83%), variety of brands/products (82%), and online tracking ability (79%). Online 

shoppers are least satisfied with flexibility of shipping, including flexibility to choose delivery date (58%) 

and re-route packages (57%), and the ease of making returns and exchanges (65%). In addition to ease 

of making returns and exchanges, there is also room to improve customer satisfaction by having a clear 

returns policy. Logistics services can directly impact 6 out  of  11  of  the  aspects  that  influence  a  customer’s  

shopping experience. 
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