
Is Post-Purchase 
Experience Broken  
in DTC Retail?
Discover key opportunities and why brands 
must improve to outperform competitors
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DTC brands enjoy total control of their customer 
journey.  But post-purchase is where you win or lose 
customer loyalty and most brands hand customer 
care over to third parties during this critical time.  

To get a better understanding of the standard of 
DTC post-purchase experience, we placed orders 
with 50 of the biggest, most-well funded, and 
interesting DTC brands. All orders were delivered 
to an Atlanta-area home address to simulate the 
average American consumer experience.  
We collected data around the experience during 
checkout, shipping, delivery and returns.

 
What you’ll learn

• The standard of post-purchase customer 
experience delivered by DTC brands 

• A winning formula for how you can outperform 
your competitors 

• Best practices from our team of experts

23ANDME 
BILLIE 
CAT PERSON 
FOOD52 
GROVE COLLABORATE 
HARRY’S 
M. GEMI 
QUIP
SHINOLA
WARBY PARKER 
ARTICLE
BROOKLINEN
DOLLAR SHAVE CLUB 
FRIDA POST-PARTUM 
GOOP
HIMS
NISOLO

REFORMATION 
SUMMERSALT
WINC
AWAY
BONOBOS
DÔEN 
ELF COSMETICS
GLOSSIER
JOYBIRD
OUTDOOR VOICES 
RITUAL VITAMINS 
THE HONEST 
COMPANY 
WHO GIVES A CRAP 
BOLL AND BRANCH 
CUYANA
DAGNE DOVER

GREAT JONES 
LOLA TAMPONS 
PARACHUTE HOME 
STITCHFIX 
THIRD LOVE 
BLUELAND 
BRANDLESS
CASPER
EVERLANE 
GLOSSYBOX 
HAUTE HIJAB 
LEESA 
PEACH
SCHMIDTS 
THINX
SNOWE 

DTC brands are notorious for disruption  

Brands we studied
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 Of brands do not offer 
less packaging as option 

in checkout

Of brands offer less packaging as 
an option in checkout

Source: parcelLab 
Basis: DTC top 50 Retailers and parcelLab data June 2020-May 

2021, data in percentage

Key findings
Delivery options
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Of brands offer carbon 
neutral delivery as an 

option

Of brands do not offer 
carbon neutral delivery 

as an option

Source: parcelLab 
Basis: DTC top 50 Retailers and parcelLab data June 2020-May 

2021, data in percentage
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charge between 
$5 and $10

charge between 
$10 and $20

charge between 
$20 and $30 charge over $40 

60% of brands offer faster 
delivery options and...

Minimum order value costs

Of brands have a 
minimum order value 

for free shipping

50%

Of brands always 
charge for shipping

12%

Of brands always 
offer free shipping

38%

53%

10%

17%

16%

$25-$50

34%

$100-$200 

2%

$50-$100 

12%

over $200 4%

Source: parcelLab 
Basis: DTC top 50 Retailers and parcelLab data June 2020-

May 2021, data in percentage
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Shipping Confirmations

2%

4%

Included personalized content

 Included generic content

This is a giant missed opportunity for 94% of the brands we studied 

92% Of brands only offer 1 delivery option which  
is home delivery

Only 22% of brands studied host an order tracking page 
in their online shop, 78% send customers to a third 
party tracking page

Source: parcelLab
Basis: DTC top 50 Retailers and parcelLab data June 2020-May 2021, 

data in percentage
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Of brands took more than 3 days to ship our 
order and left us wondering if it had gotten lost.

Of our orders were delayed and 
no one communicated this to us 

Source: parcelLab
Basis: DTC top 50 Retailers and parcelLab data June 2020-May 2021, 

data in percentage
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You have your customer’s attention 
during these operational and logistics 
processes, optimize this.

In this table, you can see the average opening rates of our 
Operations Experience notifications and the percentage of 
DTC brands who sent this notification type.  Our notifications 
have astoundingly high opening rates and it’s surprising more 
DTC brands aren’t leveraging this channel and enjoying:

• More revenue 

• Higher customer lifetime value 

• Happier customers  

• Less customer service inquiries  

• Less returns

Types of Customer Notifications

Order 
Preparation 
Notification

Shipping 
Notification

Delay  
Notification

Out For Delivery
Delivery 

Notification
Review Request

% of brands 
who sent this 

notification type
0% 96% 0% 20% 36% 6%

parcelLab open 
rate 247% 148% 183% 101% 63% 75%

parcelLab unique 
open rate 70% 55% 63% 47% 33% 41%

Source: parcelLab
Basis: DTC top 50 Retailers and parcelLab data June 2020-May 2021, 

data in percentage

https://parcellab.com/customers/success-story/lidl/
https://parcellab.com/customers/success-story/farfetch/
https://parcellab.com/customers/success-story/peter-hahn/
 https://parcellab.com/customers/success-story/berlin_brands_group/
https://parcellab.com/customers/success-story/weltbild/
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Transform post-purchase into 

Operations Experience
As more people choose to buy online, brands around the world  
are feeling the pressure to perfect their e-commerce journey.  
Every element of the end-to-end experience is under the spotlight. 

In order to be competitive, all operations must be well-managed. 
Brands are eager to streamline and enhance their processes – 
especially after checkout. 

What is 

Operations Experience Management?
There are countless operational processes throughout each customer journey; 
occurring in warehouses during fulfilment, on delivery trucks, during repairs and 
returns, under warranty and more. During these processes, customer experience  
is rarely well managed. That’s largely because the amount of complex data that needs  
to be gathered, analyzed, cleaned and harmonized to deliver relevant, real-time value  
is too overwhelming. 

But the reality is that leveraging operational data is key to outperforming competition 
and impressing customers.  

Operations Experience Management is the combination of operational processes with 
customer experience, further enhanced by personalization and relevance.
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Learning from the best 

Here are some of the better examples of customer 
communication we received during our research.  
We also share our best practices so you can transform your 
post-purchase experience into Operations Experience.

We loved that Grove Collective included info around 
sustainability in their shipping confirmation and a 
how-to guide for how their subscription works.

Shop Sustainably

your recurring orders work

Sustainable choices at home

A quick note on how 

Look for a reminder next month
a week before your 2nd order.

Customize your cart
with exactly what you need.

Best practice 

Utilize your shipping confirmations. By leveraging your customer’s 
attention, you can create a positive interaction between a 
customer and your brand.  Design these specifically for your 
brand, your products and your customers by including:

• Engaging content based on search and purchase history 

• A tracking link to your in-store order tracking page, which 
boosts your store traffic by 85% when customer’s track their 
package
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We found Happy Socks GIF in their shipping 
confirmation charming.

Hey Adrienne Muth,

Your order is on its way. It should reach you within 
2 - 5 business days.

Please find your tracking number below.

Please note: estimated delivery time is counted from when 
the order leaves the warehouse

Coming soon: Your Happy Socks delivery

Best practice 

With your shipping confirmation, include a link to your  
in-store order tracking page and:

• Inform customers clearly about what is happening with 
their order, including next steps 

• Reduce customer service inquires - ‘Where is my order?’  
- by 25% 

• Link to your FAQs and customer chatbot to help with 
specific questions 

• Include engaging content
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Best practice 

Delivery is an emotional step and the first one where you brand 
makes physical contact in many cases.  By taking back ownership 
of this critical moment, you can benefit from the high customer 
attention and achieve opening rates of 63% with delivery 
notifications. Utilize this moment to:

• Share and engage with content 

• Reduce package theft 

• Impress customers with your level of service to drive loyalty

Great news! Your GLOSSYBOX order 277963437 has been 
delivered by our DHL Global Mail driver today: 11/03/2021

Please visit our site to see the latest information for your 
order and let us know how we did.

We hope that everything has arrived as expected, but should 
you need any help, then please do not hesitate to contact 

our customer service team via our help centre.

Hello Adrienne,

GLOSSYBOX

SHOP AGAIN

Glossy box was one of 36% of retailers who sent a delivery 
confirmation. 
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Everlane sent our review request promptly after our 
delivery. This was better than 4% who sent the request 
after we had sent our return in and 94%  who missed this 
opportunity entirely. Sending the request at the right 
time for your brand can ensure better and more reviews  

We love hearing feedback on our products. If you have time 
to share your thoughts on the fit, style, fabric, and quality 

of your latest purchase with the Everlane community, 
we'd really appreciate it.

What do you think?

The Way-High Jean

Best practice 

Sending a review request at the right time can increase your rate 
of review by up to 365%, like we’ve done with Hessnatur.  

These notifications see an opening rate of 75% making this a 
valuable time to reengage your customers with your brand.

Fashion brands benefit from review requests sent 
promtly after delivery as many consumers like to try 
on their new purchase immediately.  Products like 
furniture that require assembly benefit from requests 
sent a couple days after delivery.  

 Pro Tip
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Areas of improvement
Here are some areas we identified that could use 
improvement for many of the brands we studied.

Key Opportunity

Send a tracking link for your in-store order tracking page and 
ensure it’s available immediately:

• Continue the high engagement from your Operations 
Experience notifications over to your website with a custom, 
in-store order tracking page 

• Bring up to 85% of your customers back to your online store 
post-purchase

We’re pretty excited, too
YOUR FIRST FIX HAS SHIPPED

Your first Fix is on its way—track your package using 

the number below:

784664787103

Please note: It may take 24–48 hours for your tracking 

number to appear in the system.

Stitch Fix simplifies consumers lives with clothing subscriptions.
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Our order with Casper had a 12 day delay 
between when we placed it and it shipped.

Your shipment is on its way!

ESTIMATED DELIVERY

Mar 18 - Thu

6:32 PM Arrived at Facility
Doraville, GA

Tracking Number
1Z9674TG03958

Show more detail

How is your delivery experince?

I suggest:

SEND

Key Opportunity 

Email communications telling the customer their order 
is being prepared for shipping have an impressive 
unique opening rate of 70%, making this a great time to 
communicate and reassure shoppers their order hasn’t 
been forgotten.  
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Key Opportunity 

Stop letting others promote their brand to your customers.  You work so 
hard and spend so much to acquire customers, why let other companies 
advertize and promote themselves post-purchase? 

• Not only does this drive traffic to another site, but it represents 
a missed opportunity to create a positive interaction between a 
customer and your brand. 

• Carrier communications and updates are often irrelevant, unclear and 
hard-to-understand for customers. 

• Make it easy for your customers and let them know exactly what is 
happening next with their delivery.

IN TRANSIT
GLADE SPRING. VA

GET STATUS UPDATES

Adult signature required

Want to know when your package will arrive?
See your estimated delivery time with FedEx Delivery Manger

FROM

Garnet Valley, PA US

TO

ATLANTA, GA US

Friday, March 5, 2021

12:09 PM  GLADE SPRING, VA

Wednesday, March 3, 2021

10:33 PM Shipment information sent to FedEx

In transit

www.fedex.com

Winc sells wonderful wines for those 21 and over that 
require signature upon delivery from someone over 21.



POST-PURCHASE IN DTC 17

Key Opportunity 

Use shipping communications and include dynamic personalized 
product recommendations or content that enhances  
the experience, like a how-to video or loyalty program 
information, to build an engaging experience. A glaring 94%  
of the brands we studied missed this opportunity.

YOUR ORDER HAS SHIPPED

TRACK PACKAGE

Hi Adrienne,

A shipment for order #215037 is on the way.

Thanks,
Team DÔEN | www.shopdoen.com

Eco Friendly Packaging: Yes

Order No. #215037
 

Shipped Items

March 17, 2021

Tracking number:
784855185870

x 1BEBE TEE -- SEA SALT
SEA SALT / S

As a cult fashion brand, Dôen has beautiful designs 
and a recognizable aesthetic.
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What this means for DTC

Embracing Operations  
Experience Management 

Well firstly, it means huge opportunity.

There are many parallels between the benefits of Operations 
Experience Management and the DTC business model.  
For example, data is fundamental to success in both. 
The higher-quality data available to a business, the more 
opportunities you have to deliver an Operations Experience 
of your own design. This makes Operations Experience 
Management and DTC businesses a great match.

DTCs often pride themselves on their ability to personalize 
every interaction with their customers. This is a great 
capability of Operations Experience Management too 
– turning mundane, fact-based operations updates into 
personalized, valuable messages that help tell a story.  
DTC brands can use this to reimagine a customer journey 
without limits.

With engaging new touch points, brands can deliver more 
opportunities to make a lasting impact on their customers. 

In our experience brands see the value of delivering  
a best-in-class operations experience, they just don’t know 
where to start. We’re here to help with that.

Of shoppers want more 
frequent order updates 
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We’re committed to continuous improvement 
through Operations Experience  Management
By Tobias Buxhoidt 

So many of the retailers we studied offered very similar, clunky experiences.  
This is confusing when you consider that the brands and products themselves  
are so diverse and customer-centric. Why isn’t this diversity reflected in their  
post-purchase experiences?  Why are brands still allowing third parties to advertize 
to their expensively acquired customers in 2021?  

At parcelLab, we want to challenge retailers to look beyond post-purchase  
and consider their Operations Experience.  This means taking a critical look at all 
operational processes and offering the best, most relevant customer experience 

possible.   

In 2020, our team integrated more than a hundred new carriers, partners  
and services worldwide. We now monitor orders in 153 countries. And we are not 
stopping there. Last year, our development team spent 48,000+ hours improving 
our platform and feature set. Our roadmap for the future is ambitious and we will 
continue bringing brands and people closer together through Operations Experience 
Management.  

So, I challenge you, how can we disrupt and improve together? 

“It’s probably safe to say that any retailer, in any market, wants to 
make sure that the post-purchase experince is as great as it can be. 
It’s obvious that if a customer has a very easy experince, then they are 
more likely to come back and use that retailer again. 
So, any improvement in the post-purchaser experince will increase that 
percentafe of returning customers. We are the same as most retailers  
in that regard.”

Stuart Hill - SVP of Logistics at FARFETCH



About parcelLab

Together, we can create outstanding  
customer experiences every day.
At parcelLab, we help brands take control of customer communication.  
We don’t do out-of-the box solutions, we empower brands to deliver  
end-to-end real-time communication that embodies their brand identity 
and complements their business goals.

We‘re unique - we transform complex operational data into a customer 
experience of your own design. In other words, our advanced data platform 
can be fully customised to suit your needs. We’ll work with you to create 
impressive customer focused experiences that manage expectations, build 
trust and prolong engagement.

And over the years, we’ve become pretty good at it. Worldwide we’ve 
integrated over 300+ partners and carriers.  It’s this that sets us apart 
and enables us to deliver truly tailored experiences to our 500+ global 
customers and brands.

The Research Team
Julia Henry, Marketing and Communications Manager 

Laura Physick, Content Manager 

Max Klatt, Head of Digital and Content  

Jenny McBain, Graphic Designer 

Bruno de Aviz, Graphic Designer 

Adrienne Muth, Researcher 

Dora Birna, VP of Marketing and Growth 

Get in touchLearn more: parcelLab.com

The Leading Operations Experience Management Platform

http://www.parcelLab.com
https://linkedin.com/company/parcellab
https://www.instagram.com/parcellab/
https://www.facebook.com/parcelLab/
https://twitter.com/parcellab_en
http://youtube.com/channel/UCEQIomELwAI4DuqlCvPv1rA

