
Canadian businesses of all sizes invest a great deal of time, money and energy into attracting 
browsers, and converting them into buyers. But if a customer isn’t completely satisfied with their 
purchase, allowing them to easily and successfully return it can mean the difference between 
whether they stay loyal to your business or head to the competition.  

Findings from our recent survey of Canadian online shoppers uncovered that e-commerce returns 
represent the biggest gap between what consumers expect, and what merchants offer. Building 
strategies to close this gap could require changes to your existing business policies and practices. 
But it’s a moment of truth for customer retention and a deciding factor for subsequent business. 

If businesses want their online shopping experience to positively represent their brand, they need to 
understand, and be sensitive to shopper expectations. The better you know your customer, their 
expectations and what they value in their online shopping experience (including returns) the better 
off your business will be.

Why ecommerce parcel returns 
are moments of truth for repeat purchases

Are you prepared to risk a third of your online shopping audience by ignoring the opportunity to 
optimize your returns process? 

In the ever-evolving world of online sales, brands are constantly competing for market share and 
share of wallet.  Businesses that have clear, simple and convenient returns policies are generally far 
more successful than those that don’t.

Returns impact loyalty

Nearly 25% of the 
online buyers 
surveyed say they’ve 
had an issue with 
processing a return 
over the past year. 

33% of Canadian 
shoppers said they’d 
be unwilling to make a 
purchase from the 
same merchant again 
after having a negative 
returns experience. 

In many cases, a few changes to your existing policy can transform a mediocre returns experience 
into a great one. Identifying your customers’ challenges, and taking proactive steps to improve them 
can significantly increase the likelihood they’ll be back to purchase more. 

The most common ecommerce returns challenges 

Common issues shoppers 
have when it comes to returns

How online merchants 
can address these issues

19% said the item wasn’t 
eligible to be returned at all. 

36% of those surveyed said 
the merchant would not pay 
for return shipping. 

Provide options and empower 
your stores or channel partners 
to facilitate in-store returns. 
In-store returns can motivate 
customers to buy more of your 
products while they are there.  

25% reported they weren’t 
able to return the item to
the merchant’s physical store. 

Find ways to split return shipping 
costs with your customers.

Publish and promote clear, 
equitable return policies, and
 make them easily discoverable
 on your website. 

Compare the cost of a product return to the cost of acquiring that customer, and others they 
influence. Will future sales outweigh the shipping cost of a returned item? Can an in-store return 
mitigate delivery cost, or could splitting the shipping cost 

The better you know your customer, their expectations and what they value in their online shopping 
experience (including returns) the better off your business will be. You can tailor the returns 
experience based on the customer profiles listed below:

To learn more about what shoppers want in the perfect returns experience and what strategies 
merchants can implement to meet shopper expectations, download our e-commerce parcel returns 
whitepaper, “e-Commerce Returns: From Costly Returns to Competitive Advantage.” 

Get the whitepaper

Know your customers 

Merchants that deliver products that meet their promises of quality, value and timely delivery have 
the highest propensity to generate repeat sales. 

The New to You Shopper
You’ve engaged a new customer into your audience. They made the wrong 
choice based on your online content, but their first purchase wasn’t quite 
right. Offer to help them to get what they really want from you instead of 
the competition with a seamless return experience. It’s a great way to win 
them back for next time.  

The Long Distance Shopper
Shoppers from overseas or across the country. Enable them to return their 
product to win their favour. 

The Hyper Shopper
One out of ten Canadian online shoppers make over 25 online purchases a 
year. Their high expectations for ecommerce purchase returns are outdone by 
the possibility of repeat business from your e-commerce store. 

The Footwear or Apparel Shopper
You know the quality, colour and texture of your products because you 
experience them first-hand. Yet more than 6 in 10 online shoppers won’t buy 
from your store unless they can return them if they don’t fit, aren’t true to the 
photo the customer saw online. Can your clothing or shoe business afford to 
lose out on so many prospective repeat customers?

The Gift Buying Shopper
During the holidays, or other special occasions, give your customers the gift 
of a pain-free returns experience when they give your products to their friends 
and family. They’re more likely to reward you with their repeat business.

The Occasional Shopper
You have a customer that makes up to six purchases of the year, which is 

typical of almost half of Canadian online shoppers. Many of those we 

responded to plan to buy more online this year, incent them to buy for you

by offering free and easy returns by mail.

Are you losing opportunities for repeat customer 
business from online shoppers like these? 

26% of those surveyed said they couldn’t communicate 
effectively with the merchant’s customer service team. 


