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Clarity creates confidence.
Confidence gives growth.
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02 /| THEHUMAN COMMERCE ADVANTAGE

Independent retailers do not need to out-Amazon Amazon.

They need to make buying online feel as considered as buying across the counter.

THE HUMAN TRUTH Customers value independent businesses because they

feel recognised, not processed. In a 2024 UK survey, 79% said they feel I 7 9 0/0

more valued when shopping locally.

THE COMMERCIAL CONSEQUENCE A website that hides the people, feel more valued when shopping locally
judgement and care behind the range gives away the very advantage
that made the business distinctive. The existing human advantage is real. The online task is to carry it

RETAIL EXAMPLE A specialist pet shop explains why it chose a food, which forward without turning it into sentimentality.

animals it suits and when it would recommend something else - on the
collection and product pages, not only on About.

CRESCENDO VIEW Human commerce is not a softer substitute for
ecommerce discipline. It is the discipline of making expertise visible at
every decision point.

ASK YOURSELF If your shop, studio or showroom disappeared tomorrow, would the website still reveal why customers trusted your judgement?

Sources: Metro Bank / Research Without Barriers, Shoppers happiest when they keep it local (1,029 UK adults, Aug 2024). Local sentiment is directional, not proof of online conversion.
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03 /| UKECOMMERCE CONTEXT

Online is now a normal part of the UK buying environment.

The strategic question is no longer whether a website matters, but whether it carries enough confidence to win the order.

90.5% 28.5% 99.18%

of UK consumer card spending was of Great Britain retail sales were internet of UK private-sector businesses were
transacted online sales small

September 2025; broader than retail ecommerce. December 2025 monthly measure. 5.64m of 5.7m businesses; 0-49 employees.

What this means for an independent retailer

Digital is structural, while the UK business base is overwhelmingly small. The winning model is not a miniature marketplace. It is a focused
retailer using product knowledge, service and customer understanding with the same seriousness a larger competitor applies to scale.

ASK YOURSELF Does your website receive the same commercial attention as the shop floor - or is it still treated as a secondary channel?

Sources: ONS, Consumer card spending, e-commerce and digital trade insights in the UK: 2019 to 2025; ONS, Retail sales, Great Britain: December 2025; DBT, Business population estimates 2025.
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04 | CRESCENDO CUSTOMER-JOURNEY FRAMEWORK

Human value compounds across six connected moments.

A journey breaks when the customer stops feeling understood, informed or cared for.

Human Confidence Purchase Care Relevance Return
connection .

Can | judge the product Is committing simple, clear Did the experience validate Does the next guidance fit Is there a credible reason to
Do | recognise the people without guessing? and safe? my decision? my needs? come back?

and point of view?

Connection > confidence > purchase > care > relevance > return

The sequence is commercial, not decorative. Connection earns attention. Confidence reduces uncertainty. Purchase clarity helps the customer
commit. Care validates the decision. Relevance earns permission for the next suggestion. Return turns a transaction into a relationship.

ASK YOURSELF At which moment does your online journey become less human than your in-person experience?

Sources: Crescendo framework. Context supported by ONS online-spending evidence, Baymard global abandonment research and Klaviyo global lifecycle-flow benchmarks; no causal uplift is implied.
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05 / BRAND STORYTELLING

The founder story is evidence - when it helps the customer
decide.

Your story should prove expertise, care, taste and accountability, not simply recount how the business began.

THE HUMAN TRUTH People trust expertise when they can see the STORY BELONGS ACROSS THE JOURNEY
judgement behind it. « Collection pages

THE COMMERCIAL CONSEQUENCE A credible founder voice helps customers * Product pages

understand why products were chosen, what trade-offs matter and who * Imagery and captions

will stand behind the promise. * Welcome emails

e Founder notes
RETAIL EXAMPLE An independent bookshop places short founder notes

beside themed collections, on selected product pages and in welcome Not only on the About page.
emails. The story becomes buying guidance, not autobiography.

CRESCENDO VIEW Tell the part of the story that reduces the customer's
uncertainty. Everything else is background.

ASK YOURSELF Where does your product knowledge appear at the exact moment a customer is deciding - and where is it still hidden?

Sources: Ofcom, Adults' media use and attitudes report 2024: 63% check company/brand familiarity before entering card details; 51% value reviews by experts or journalists. These are confidence signals, not a
quantified storytelling uplift.
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06 / PRODUCT-PAGE CONFIDENCE

A strong product page answers the customer's next sensible
guestion.

Confidence comes from practical completeness: enough detail to decide, without making the customer work for it.

Fit & size Use Material Delivery

Will it work for me? How will | use it? What am | buying? When will it arrive?
Returns Proof Price confidence Compatibility
What if it is wrong? Who else trusts it? Why is it worth this? What works with it?

o RETAIL EXAMPLE A fashion boutique explains cut, garment measurements,
74 /o fabric feel and what the model is wearing. The founder's fit judgement
sits beside customer proof and a clear returns position.

consider previous-buyer reviews important

CRESCENDO VIEW The best detail is not the most detail. It is the
information that resolves the next reasonable doubt.

ASK YOURSELF What is the most common question customers ask in person that your highest-traffic product pages still fail to answer?

Sources: Ofcom, Adults' media use and attitudes report 2024: 74% of UK online shoppers consider previous-buyer reviews important; 63% check brand/company familiarity before entering card details.
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07 /| PURCHASE CERTAINTY

Clarity at checkout is more useful than constant
discounting.

When the customer is ready to commit, surprise costs, vague delivery and unfamiliar payment steps create avoidable doubt.

LEADING REPORTED REASONS AFTER EXCLUDING BROWSERS

70.22%

40% Extra costs
global documented average cart abandonment
A global benchmark - not a UK-specific rate.
20% Slow delivery
19% Card-payment trust
18% Mandatory account
17% Long or complex checkout

RETAILEXAMPLE An independent gift shop shows total cost, delivery expectation and returns access before the final step, offers guest checkout and
keeps reassurance close to the payment decision.

CRESCENDO VIEW Reassurance should remove uncertainty, not decorate the basket. A discount cannot compensate for a journey the customer does not
trust.

ASK YOURSELF What becomes less clear between adding an item to the basket and pressing Pay?

Sources: Baymard Institute, Cart abandonment rate statistics and checkout usability research (Sep 2025). Global meta-analysis; abandonment-reason survey evidence is US-based.
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08 /| AFTERCARE AFTER THE SALE

The sale is the first moment the retailer proves the customer
was right.

Aftercare is not a receipt followed by another promotion. It is the continuation of judgement, reassurance and service.

6 70 / Promotional follow-up Genuine aftercare
o e  Starts with what to sell next e Starts with the product purchased
of UK parcel recipients experienced at least one ®* Treats every buyer similarly e Helpsitarrive, work and last
® Optimises forimmediate response * Makes help obvious if something goes wrong

delivery issue

78% wanted at least one improvement.

THE COMMERCIAL CONSEQUENCE Delivery clarity, product guidance and fair resolution influence whether trust survives beyond the payment confirmation.

CRESCENDO VIEW The first post-purchase priority is to validate the decision. Only then has the retailer earned the right to recommend what comes next.

ASK YOURSELF Does your customer hear useful product-specific guidance after purchase - or only tracking updates and the next promotion?

Sources: Ofcom, PMR 2024: Measuring user experience of parcel delivery to residential addresses. Figures cover delivery companies collectively, not a retailer's own service quality.
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09 / AFTERCARE EXAMPLE

A ceramic lamp should begin a relationship, not end at
dispatch.

Mustrative homeware journey: useful care continues the founder's advice without becoming a ready-made email sequence.

o1 02 03 04 05

Choice validated Arrival supported First use improved Ownership protected Next need recognised

Confirm the selected finish, Explain safe unpacking, simple Offer concise guidance on bulb Share cleaning and finish-care Only later, suggest a genuinely
dimensions and realistic delivery assembly and who to contact if choice, placement and the quality advice so the product continues compatible bulb, shade or
expectation. anything is damaged. of light. tolook right. complementary object.

THE HUMAN TRUTH
A thoughtful retailer naturally explains how to place, use and care for a considered homeware purchase. Ecommerce should preserve that
conversation.

CRESCENDO VIEW Aftercare becomes commercially valuable when it improves ownership first. The relevant next product then feels like informed service,
not pressure.

ASK YOURSELF What would you say at the counter after wrapping this product - and where does that advice live online?

Sources: lllustrative Crescendo example, informed by Ofcom parcel-delivery evidence and the research pack's aftercare principles. No retailer outcome or email timing is claimed.
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10 / RELEVANT UPSELLING

Useful recommendations complete the original purchase.

Customers resist pressure, but welcome help avoiding a second search, a mismatch or an incomplete solution.

Product page Basket Post-purchase
Resolve compatibility before commitment. Confirm the purchase is complete. Support the use that follows.

Alamp page names the right bulb and explains A dog harness basket offers the compatible lead - A cookbook buyer later sees a genuinely related
why. once, clearly. specialist title.

A simple judgement test

Would the recommendation still feel helpful if the customer knew exactly why it had been selected? If the answer depends on hiding the 1ogic, it
is probably a sales tactic rather than a service.

CRESCENDO VIEW Start with a small number of well-curated recommendations grounded in product compatibility, customer intent and merchant
judgement.

ASK YOURSELF Which recommendation on your site helps the customer complete a job - and which exists mainly because you want to move stock?

Sources: Optimizely, UK Personalization Study 2024: 50% of UK consumers said digital content received from retailers was irrelevant. Vendor-commissioned research; use as an expectations gap, not proof of uplift.
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11 / PRODUCT DATA AND RECOMMENDATION QUALITY

Good recommendations begin with useful information, not
an algorithm.

Smaller retailers should combine clean product facts, observed customer behaviour and merchandising judgement.

o1 02 03

Product information Customer behaviour Merchant judgement

Attributes, dimensions, use, compatibility, care and What people view, buy, return and engage with - The founder's understa nding of taste,
category logic. using consented first-party data. trade-offs, combinations and genuine need.

50% 61% vs 17%

said retailer digital content was irrelevant comfortable with personalised loyalty offers vs individual data sharing for
external promotions

CRESCENDO VIEW Relevance is a curation problem before it is a technology problem. Begin with recommendations you can explain and defend.

ASK YOURSELF Could your team explain why each recommendation is useful using the product information you hold today?

Sources: Optimizely, UK Personalization Study 2024 (1,000 UK consumers, 100 marketers); CMA, Review of loyalty pricing in the groceries sector (2024). CMA evidence is grocery-specific and directional for other
categories.
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12 / EMAIL LIFECYCLE JOURNEYS

Email is the connective tissue of the customer relationship.

Its best role is to carry context, reassurance and useful next actions across moments that the website cannot hold alone.

o1 02 03 04 05

Welcome Browse / cart Aftercare Relevant recommendation Re-engagement

Introduce judgement and make Resolve the doubt that Help the purchased product Connect the next suggestionto a Offer a credible reason to return,
first discovery easier. interrupted intent. arrive, work and last. known need. not manufactured urgency.

64% | 53% I 44% 5.3% > nearly 41%

ranked email first for offers / new products / advice, information and reviews share of sends > share of email revenue from automated flows

CRESCENDO VIEW A small set of high-intent journeys is more valuable than a large calendar of generic sends.
ASK YOURSELF If promotions stopped for a month, what genuinely useful role would your email programme still perform?

Sources: DMA, Consumer Email Tracker 2023 (2,000+ UK consumers); Klaviyo, Email Marketing Benchmarks 2026 (global platform dataset, 183,000+ customers). Platform benchmarks are directional, not a
performance promise.
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13 / RETENTION AND REPEAT PURCHASE

The second purchase is earned by what the first purchase
teaches you.

Relevance, care, timing and responsible first-party understanding turn a transaction into a stronger reason to return.

o THE HUMAN TRUTH Customers return when the next interaction shows
8 /o memory, usefulness and restraint.

THE COMMERCIAL CONSEQUENCE Measure whether aftercare and relevant
follow-up improve the path to a second order - by category, not by a
universal benchmark.

~4O /O WHAT TO UNDERSTAND Repeat-purchase rate; time to second order;

of revenue from returning or repeat purchasers returning-customer revenue; category-specific aftercare engagement;
unsubscribe and return behaviour.

of visitors

Foundational global benchmark (2012) - directional only.

CRESCENDO VIEW Retention is not more contact. It is a better reason for
contact, based on what the first purchase revealed.

ASK YOURSELF What did the customer's first purchase teach you that should make the next interaction more useful?

Sources: Adobe Digital Index, The ROl of Marketing to Repeat Purchasers (2012). Older global/US-European evidence; no current UK-independent repeat-revenue benchmark was found, so the figures are labelled
directional only.
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14 | FOUNDER SELF-ASSESSMENT

THE HUMAN COMMERCE ADVANTAGE

Five questions to reveal where confidence is leaking.

A useful answer is not a perfect score. It is one journey moment that deserves attention before the next round of activity.

02

03

04

05

Connection + confidence

Purchase

Care

Relevance

Return

Would a new visitor recognise your judgement and
get practical product answers without hunting?

Are total cost, delivery, returns and payment trust
clear before the customer commits?

After purchase, do you prove the customer made the
right choice before promoting another product?

Are recommendations based on compatibility, use
and behaviour - or mainly on what you want to sell?

Is there a credible reason to come back, and do you
know which journey currently loses the most value?

One uncomfortable 'not yet' is a productive starting point.

The objective is focus: choose the journey where clearer information, reassurance or aftercare could remove the most material customer doubt.

Sources: Diagnostic questions synthesise evidence in the supplied Crescendo UK Independent Retail Ecommerce Research Pack. They are prompts for review, not implementation prescriptions or performance

guarantees.

CRESCENDO / FOUNDER-LED RETAIL REPORT / AUGUST 2026

14



THE HUMAN COMMERCE ADVANTAGE

crsndo,

15 | CRESCENDO INVITATION

Find the one customer journey worth improving first.

A complimentary 20-minute Journey Review will identify the journey most likely to strengthen conversion, customer confidence or
repeat purchase.

WHAT THE CONVERSATION WILL DO COMPLIMENTARY

Focus on one commercially meaningful journey 20_m'| nute

Bring your website and one concern: conversion, confidence, aftercare,
recommendation quality or repeat purchase. Crescendo will diagnose
where the experience loses clarity and define the most valuable next
question to investigate. contact@crsndo.com

www.crsndo.com

Journey Review

No generic checklist. No promise of a fixed uplift. A clear starting point
grounded in the journey your customers actually experience.

THE OUTCOME One priority customer journey, the commercial reason it
matters and the evidence Crescendo would examine in a full audit.

Clarity creates confidence. Confidence gives growth.

Crescendo helps founder-led businesses turn complex customer journeys into clear, credible growth systems.
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