
Unlock the CX Advantage:  
Your Guide to E-commerce KPIs

(866) 788-4625  |  boostcx.com



Welcome
The online nature of e-commerce can make 
it more difficult for businesses to connect 
with their customers, create a brand identity, 
and build brand loyalty among customers.

Key Performance Indicators (KPIs) provide 
e-commerce businesses with a way to track, 
analyze, and monitor the customer experience 
on a quantitative scale — no matter what your 
company may be selling. The data provided 
by customer feedback and metrics can help 
businesses understand where their business excels 
and where a business’s customer experience 
may be improved to help drive success. 

Here is a deeper look at the customer 
experience KPIs that provide the most 
value for e-commerce businesses. 

E-commerce has fast become an integral part 
of the modern economy in the United States 
and across the globe with an estimated 30.7 
million e-commerce websites online in 2024. The 
increased focus on e-commerce is highlighted by 
16% of total retail sales in the United States in 2024 
and the e-commerce trend is expected to thrive 
in the future with 95% of retail sales expected 
to happen online by 2040. (via census.gov)

The convenience of e-commerce platforms 
that has proven to be a benefit for countless 
companies may also lead to multiple challenges 
when you examine the customer experience. Key 
challenges faced by e-commerce retail businesses 
include customer acquisition, customer retention, 
always-evolving customer expectations, and 
the lack of a real connection with customers. 
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https://www.census.gov/retail/ecommerce.html


Measure What Matters Most: Top Customer 
Experience KPIs for E-commerce Success 
It is critical to prioritize the customer experience in e-commerce to build a solid foundation 
and create sustainable growth. Key Performance Indicators (KPIs) provide quantifiable insights 
and data into how customers view and interact with an online business, allowing you as 
a business owner to make data-driven decisions. The data for these important metrics is 
typically gathered via a variety of methods, including customer surveys, website 
and app analytics, feedback forms, and customer transaction data.

This collected customer data is invaluable. It provides a 
comprehensive view into customer satisfaction, loyalty, and 
areas for improvement. By carefully tracking and analyzing 
these KPIs, e-commerce businesses can identify strengths 
and weaknesses in their customer journey, improve their 
strategies, and build stronger customer relationships 
that drive repeat business and increased profits.

Take a deeper look at each customer experience 
KPI in e-commerce, why it is important, and 
how it can be applied to a company strategy 
to improve business performance. 

•	 Net Promoter Score (NPS) — Measures 
	 customer loyalty and the likelihood of customers  
	 recommending the business to others.
•	 Customer Satisfaction Score (CSAT) —  
	 Quantifies how satisfied customers are with  
	 specific interactions or the overall experience.
•	 Customer Acquisition Cost (CAC) — Determines the  
	 cost-effectiveness of acquiring new customers.
•	 Customer Retention Rate — Indicates the percentage of existing  
	 customers who continue to make purchases over a specific period.
•	 Customer Conversion Rate — Tracks the percentage of  
	 website visitors who complete a purchase.
•	 Customer Lifetime Value (CLTV) — Predicts the total revenue a single customer  
	 is expected to generate throughout their relationship with the business.
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The Loyalty Indicator: 
Why NPS Matters for 
E-commerce Growth
Net Promoter Score (NPS) is a critical customer 
experience KPI in e-commerce that measures 
customer loyalty and the likelihood of customers 
recommending a business to friends or family. 
Net Promoter Score data is gathered by asking 
customers a simple question - On a scale of 
0 to 10, how likely are you to recommend our 
company/product/service to a friend or colleague? 
Based on their responses, customers are 
categorized into three groups — Promoters 
(score 9-10), Passives (score 7-8), and Detractors 
(score 0-6). The NPS is then calculated by 
subtracting the percentage of Detractors 
from the percentage of Promoters. 
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NPS = % Promoters - % Detractors



(866) 788-4625  |  boostcx.com
5

NPS is important for understanding and 
improving the customer experience at multiple 
touchpoints. E-commerce businesses thrive on 
positive word-of-mouth marketing and online 
reviews, which are both strong indicators of a 
customer’s loyalty. A high NPS indicates that 
a significant portion of the customer base is 
positive and enthusiastic about the brand and 
is likely to make repeat purchases, refer your 
business to others, and drive organic growth.

Why NPS Indicates E-commerce Satisfaction
A low NPS can indicate underlying issues with 
the online shopping experience, product quality, 
or customer service, which lead to negative 
reviews and higher customer churn. E-commerce 
businesses that track NPS gain a valuable 
snapshot of overall customer sentiment and can 
identify areas that require additional attention 
to help build stronger customer relationships. 

Applying NPS data to e-commerce operations 
can lead to noticeable improvements in the 
overall customer experience. Data collected via 
NPS surveys can pinpoint specific pain points 
and highlight aspects of the customer journey 
that are successful, from website navigation and 
product information to the checkout process 
and post-purchase support. Not only does NPS 
provide an overall indicator of the customer 
experience, but a granular look at NPS feedback 
based on customer demographics or purchase 
history, gives businesses deeper insights into the 
needs and expectations of different audiences.

Implementing NPS in Your E-commerce Business
This information can be used to prioritize 
operational upgrades, such as optimizing website 
usability, improving product descriptions, 
streamlining the shipping process, or providing 
more personalized customer service. Tracking 
NPS over time also allows e-commerce businesses 
to measure the impact of changes made to the 
customer journey and initiatives to help drive 
customer loyalty, creating a cycle of improvement.



Customer Satisfaction Score (CSAT) is a  popular KPI that measures how satisfied customers 
are with a specific product, service, or interaction at your e-commerce business. This data is 
usually obtained by asking customers a direct question, such as - How satisfied were you with 
your recent purchase? or How satisfied were you with our customer support? Customers are 
typically prompted to respond using a rating scale, ranging from 1 (Very Dissatisfied) to 5 (Very 
Satisfied). The CSAT score is calculated by taking the number of satisfied customers and dividing 
it by the total number of responses, then multiplying by 100 to express it as a percentage.

When you explore e-commerce, CSAT is an 
important metric for understanding the immediate 
reactions and perceptions of customers in regards 
to their experiences with your company. CSAT can 
provide granular feedback on specific customer 
touchpoints if you ask the right questions, like how 
easy it is to navigate the website, how clear product 
descriptions are, how fast the checkout process is, 
or how helpful customer service interactions are.

High CSAT scores can correlate with increased 
customer loyalty, positive reviews, and a greater 
likelihood of repeat purchases while low CSAT 
scores can indicate areas where your online 
retail business is failing to meet customer 
expectations. By monitoring CSAT across 
various customer interactions, e-commerce 
businesses can be more proactive in how they 
identify and address pain points and create 
a positive online shopping experience. 
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Measuring the Moment: Unlocking  
the Power of CSAT in E-commerce

Why CSAT is Your Key to E-commerce  
Customer Understanding

CSAT Score = (							           ) * 100
Number of Satisfied Customers

Total Number of Responses
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Practical Steps to Gauge and  
Grow Your CSAT in E-commerce
The insights and data gained from CSAT scores can be directly applied to business strategies to 
improve various aspects of e-commerce operations and improve the overall customer experience. 
For example, if a low CSAT score is consistently reported after interactions with the customer 
support team, it may indicate a need for additional training or improved communication.

Low satisfaction scores with the checkout process may provide the feedback you need to 
streamline the steps, provide more payment options, or improve the clarity of shipping information. 
The analysis of CSAT data in conjunction with customer feedback helps businesses prioritize 
areas for improvement, better allocate resources, and implement changes that directly address 
customer pain points. This process of measuring, analyzing, and acting on CSAT feedback 
creates a customer-focused approach and leads to increased customer satisfaction.



The Link Between Customer  
Experience and Acquisition  
Costs in E-commerce
Customer Acquisition Cost (CAC) is another key metric 
for e-commerce businesses that represents the average 
dollar amount it costs to attract a new customer. It places a 
verifiable number on the efficiency of sales and marketing 
efforts that are aimed at expanding a customer base. 
Calculating this KPI is pretty straightforward — divide the 
total cost of sales and marketing activities by the number 
of new customers acquired within a set period of time. 

This metric may include a wide range of expenses, that include 
advertising costs, salaries of marketing and sales teams, software 
subscriptions, content creation, and potentially even discounts 
offered to new customers. A better understanding of this 
KPI is fundamental for e-commerce businesses to be able to 
analyze the profitability and sustainability of key strategies. 
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CAC = (								        )
Total Marketing and Sales Expenses

Number of New Customers Acquired



The Customer Acquisition Cost is more than just a financial indicator. It is a significant 
KPI for customer experience in the e-commerce industry. A high CAC can indicate 
underlying issues with the customer experience. If a business invests heavily in marketing 
but struggles to convert leads into paying customers, it could indicate problems with 
website use, an overly-complicated checkout process, or a lack of trust in the brand.

A low CAC can suggest a positive customer experience that leads to organic growth 
through word-of-mouth referrals and repeat purchases, that help reduce the need 
for additional marketing spend. The efficiency of marketing is linked to customer 
experience and even well-targeted advertising can lead to a high CAC if the continued 
experience with the business is poor and leads to abandoned carts and unfulfilled 
purchases. This makes monitoring Customer Acquisition Cost incredibly valuable 
and provides insight into the effectiveness of customer experience strategies.  
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Why a Focus on Customer Experience 
Improves Acquisition Costs



E-commerce businesses can apply data derived 
from Customer Acquisition Cost KPIs to implement 
strategic changes that improve the overall 
customer experience. Analysis of the customer 
journey and identifying points of friction or high 
drop-off rates allows businesses to pinpoint 
areas where improvements are needed to boost 
conversion rates. As an example, simplifying 
the checkout process, improving website 
navigation, and ensuring clear and concise 
product descriptions can lead to a seamless and 
enjoyable shopping experience that encourages 
more website visitors to become customers.

Investing in excellent customer service, providing 
readily available support through chatbots or 
live agents, can build trust and loyalty, lead to 
increased customer retention and lower long-
term acquisition costs. By focusing on creating 
a positive and efficient customer experience, 
e-commerce businesses can establish a base of 
satisfied customers who are more likely to return 
and even recommend the brand to others, driving 
down acquisition costs and leading to growth.

Using CAC to Create a Superior  
Customer Journey in E-commerce
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Customer retention can be a real challenge for online e-commerce retailers who don’t 
directly interact with customers and Customer Retention Rate (CRR) is a crucial metric 
for e-commerce businesses that measures the percentage of customers a company 
keeps over a set period of time. This metric can be a key indicator of the success of 
a business and can indicate how well a company builds lasting relationships with its 
customers and prevents customer churn. To calculate CRR, the data needed includes the 
number of customers at the beginning of a set period, the number of customers at the 
end of the period, and the number of new customers acquired during that period.

The Power of Customer Retention  
KPIs for E-Commerce Growth

CRR = (										          ) * 100
(Total Customers at the End of a Period - New Customers Acquired)

Customers at the Start of a Period
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Why a Focus on CX 
Fuels E-commerce 
Retention and 
Profitability

How Analyzing 
CRR Unlocks Data 
for E-commerce 
ImprovementA high CRR is a strong indicator of a positive 

customer experience and brand loyalty for an 
e-commerce business. It indicates that customers 
are satisfied with their purchases, the service they 
received, and their overall interaction with your 
brand. This leads to repeat and future purchases. 

Acquiring new customers can cost 5x to 25x 
more than retaining current customers, making 
retaining current customers a more cost-effective 
option in the long term and loyal customers tend 
to spend more over time, which contributes 
to profitability. And businesses are 60% - 70% 
more likely to sell to existing customers than 
new customers. A low CRR can signal that 
there are issues with the customer experience, 
such as a poor website user experience, 
unsatisfactory product quality, or insufficient 
customer support. This leads to unsatisfied 
customers and higher customer churn rates.  

The data provided by analyzing Customer 
Retention Rates can be extremely valuable to 
e-commerce businesses. By monitoring and 
analyzing retention rates, e-commerce businesses 
can gain valuable insight into what elements of the 
customer experience promote customer loyalty 
and identify areas that may need improvement. 
Businesses with a lower retention rate can dive 
deeper into the data to determine the reasons 
behind customer churn, such as issues with the 
checkout process, shipping, or customer service. 
Implementing strategies to improve these areas, 
such as personalizing product recommendations, 
offering loyalty incentives, providing excellent 
customer support, and creating a seamless 
online retail experience will lead to increased 
customer satisfaction and an improved retention 
rate, which contributes to long-term growth.
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The CX Factor in E-commerce  
Customer Conversion Rate
Customer Conversion Rate (CVR) is a foundational metric for e-commerce businesses 
that quantifies the percentage of online visitors who complete a desired action 
or make a purchase. It directly measures an online store’s effectiveness in turning 
visitors into paying customers. While other actions like newsletter sign-ups or contact 
form submissions can also be considered conversions, the purchase conversion 
remains the primary indicator of sales performance and customer experience in 
e-commerce. The calculation for CVR is simple and straightforward. Divide the total 
number of conversions from a set period by the total number of website visitors 
with the same period and multiply by 100 to express the total as a percentage.

CVR = (					         ) * 100
Total Number of Conversions

Total Number of Website Visitors
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Why Customer Conversion Rate Matters for 
Customer Experience in E-commerce
This metric is crucial in e-commerce because it reflects the quality of the customer experience and 
directly impacts the success of e-commerce businesses. A high CVR highlights a positive customer journey, 
where visitors find the website easy to navigate, product information compelling, and the checkout 
process is simple. On the other end of the spectrum, a low CVR can indicate underlying issues such 
as poor website design, slow loading times, confusing navigation, or inadequate product information. 
This can lead to frustrated customers and abandoned carts at check out. In the end, CVR serves as 
a quantifiable measure of how well an e-commerce platform satisfies the needs of the customer and 
guides them towards a final purchase, which directly influences revenue generation and growth.
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Converting Data into Sales: Using CVR to 
Enhance the Customer Experience
Data derived from analyzing Customer Conversion Rate metrics can be directly 
applied to e-commerce operations to enhance the online customer experience. 
By tracking CVR across different elements of the website — traffic sources, and 
customer groups — businesses can identify areas that need improvement.

For example, a low CVR on a specific product page might suggest the need for 
better descriptions or images of the product. Additional analysis of user behavior 
data in tandem with conversion rate data can provide insight into website redesigns 
that improve navigation and the user interface. Addressing high rates of abandoned 
carts by simplifying the checkout process and offering diverse payment options 
is another method that can be used to boost Customer Conversion Rates.

In addition, improving product information with detailed descriptions, high-quality visuals, 
and social proof like customer reviews builds trust and encourages conversions from 
online customers. Continuous monitoring, analysis, and A/B testing of website elements 
based on this KPI data allows businesses to continue to optimize their operations, leading 
to a more seamless and satisfying customer experience and higher conversion rates.
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Unlocking the Power of  
CLTV in Customer Experience
Business and financial success is about more than just the present — it is about the future of a business. 
Customer Lifetime Value (CLTV) is a crucial metric for e-commerce that represents the total profit a 
company can expect to earn from a customer throughout their relationship. This long-term perspective 
encourages businesses to focus on building stronger customer relationships. Calculating CLTV allows 
businesses to identify their most valuable customers and personalize their marketing strategies to fit 
those customers. The lifetime value of a customer can be simple to calculate with the right equation and 
employs the average lifespan of a customer, purchase history metrics, and the average purchase value.

	 Average Customer Value Per Year x  
	 Average Customer Lifespan in Years
CLTV = 
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Why Valuing Lifetime Customers  
Elevates E-commerce CX

How CLTV Drives Smarter  
E-commerce Operations

A better understanding of CLTV is important for enhancing customer experiences 
and achieving financial success. It offers data and insights into customer behavior that 
gives businesses the ability to personalize interactions and product recommendations, 
building stronger relationships with online customers. A high CLTV can be an indicator 
of a positive customer perception and loyalty, and a strong lifetime value leads to 
improved profitability by maximizing revenue from each customer. This solidifies that 
retention is more cost-effective than acquisition. This focus on long-term relationships 
creates a more stable revenue stream and contributes to better financial planning. 

E-commerce businesses can use Customer Lifetime Value as a key indicator to 
improve customer experience and drive financial results. Monitoring KPI trends helps 
businesses identify customer segments that provide value and the effectiveness of 
any customer retention efforts. A comparison of CLTV with Customer Acquisition Cost 
(CAC) illustrates the profitability of your customer acquisition strategies. Key strategies 
that can be used to improve CLTV in e-commerce include personalizing the customer 
journey, providing unrivaled customer support, and instituting loyalty programs. By 
focusing on these areas and tracking their impact on Customer Lifetime Value metrics, 
businesses can build a loyal customer base and achieve long-term success.
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Mastering E-commerce CX: Key Metrics  
and the boostCX Toolkit for Success
It is critical for e-commerce businesses 
to understand their customers.

It is the key to achieving long-term growth and 
profitability. Collecting customer feedback through 
customer surveys, reviews, and direct interactions 
provides invaluable insight into their needs, 
preferences, and pain points along the customer 
journey. When combined with comprehensive 
data on customer behavior such as purchase 
history, browsing patterns, and engagement 
metrics, this information builds the foundation 
for informed and data-based decision making.

In addition to collecting customer data, calculating 
key performance indicators (KPIs) like Net 
Promoter Score (NPS), Customer Satisfaction 
Score (CSAT), Customer Lifetime Value (CLTV), 
Customer Acquisition Cost (CAC), and more 
allows businesses to quantify their success and 
identify areas that need improvement. Without 
actively collecting and analyzing this data, 
e-commerce businesses are operating blind and 
potentially missing opportunities to improve their 
products, services, and customer relationships. 

The importance of gathering customer feedback, 
data, and calculating KPIs has an incredible 
impact on the customer experience and the 
overall success of e-commerce businesses. Armed 
with a better understanding of what customers 
appreciate and where they face challenges along 
the customer journey, businesses can tailor their 
products, services, and online experiences to 
better meet customer expectations. Feedback 
might reveal that customers find the checkout 
process is too complicated, which can prompt a 
business to streamline it for a smoother experience.

A deeper analysis of purchase data can highlight 
popular product categories on a website and guide 
inventory management and marketing campaigns. 
Tracking KPIs like Customer Lifetime Value helps 
businesses understand the long-term value of 
their customers and emphasizes the importance of 
customer retention strategies over just acquisition. 
In the end, a customer-focused approach driven 
by feedback and data leads to increased customer 
satisfaction, loyalty, and greater financial success. 
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boostCX provides companies with a suite of 
customer experience management tools designed 
to help e-commerce businesses effectively gather 
feedback, manage data, and analyze important 
KPIs. The boostCX platform provides an intuitive 
survey builder that allows businesses to create and 
deploy surveys across multiple channels like SMS, 
email, phone, and in-app, to ensure comprehensive 
feedback collection at every customer touchpoint. 
boostCX also collects social reviews and comments 
and enables businesses to monitor their online 
reputation and engage with customers where they 
are most active, even those expressing negative 
sentiment. By collecting and analyzing customer 
interactions across multiple channels, boostCX 
provides a complete view of the customer journey. 

The boostCX platform goes beyond simple data 
collection and offers AI-generated scorecards 
and customizable reporting features that 
highlight actionable customer data. These 
tools help businesses identify trends, pinpoint 
areas for improvement in their operations, and 
make data-based decisions to improve the 
customer experience. By employing intelligent 
automation and conversational AI solutions, 
boostCX further contributes to efficient customer 
engagement and support, ensuring that customer 
needs are met quickly and effectively.

Mastering E-commerce CX: Key Metrics  
and the boostCX Toolkit for Success

Contact boostCX to 
learn more about 
how boostCX can 
help your e-commerce 
business collect 
crucial customer 
feedback, data, and 
analyze vital KPIs 
to drive continued 
growth and success! 

http://boostcx.com

