
From Click to Couch

Optimising the End-to-End Customer Experience in Furniture E-Commerce



Big Picture

The unique challenges of 
furniture e-commerce

• High consideration purchases

• Complex logistics
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Summary

Furniture e-commerce comes with its own set of complex 

challenges. We’re expected to build trust around high-involvement 

purchases, guide customers through long decision-making cycles, and deliver 

a seamless logistics experience — all while offering fast, competent 

customer service. 

And somehow, we’re also expected to spend millions on Google marketing 

and stay price competitive.
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Zielgruppen

Zivilstand Single / Partnerschaft

Einkommen unter 120’000

Lebensstil / Interesse
Social und Digital aktiv
Trendbewusste Einrichtung
Mix & Match, Vielreisende, Pendler

Werte Identitätsgefühl, kreativ, Freunde

Bezeichnung SOCIAL HYGGE

Demographie weiblich, 25-34

Shopper extensives Kaufverhalten

Technologie 66% Mobile / Tablet

Wohnsituation Mietwohnung / WG / urban

Frequenz des Besuchs 1 - 2 mal pro Woche

Partnerschaft / Eltern

120’000 und mehr

Design- und Kulturaffin, Aktiv, grosser 
Freundeskreis, Foodie, individuelle 
hochwertige Einrichtung, Karriere 

Informiert, qualitätsbewusst, 
gönnerisch, individuell, 

STILSICHERE MACHERIN

weiblich, 35-54

impulsives Kaufverhalten

66% Mobile / Tablet

plus Garten und Balkon / urban

> 4 mal pro Woche

Single

120’000 und mehr

Genussmensch, Entdecker,
Wohnstil als Statement
Markentreue

rational, Status, gesellig,  Preis-/ 
Leistung, zielgerichtet

QUALITÄTS AFFINER 
GENIESSER

männlich, 25-65

selektives Kaufverhalten

51% Mobile / Tablet

Loft / urban

1 - 2 mal im Monat

Werbekanal Newsletter, Social Media, Blog Newsletter, Loyalty, PR + Presse SEM, SEO
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The Furniture Funnel

• Discover

• Consideration

• Purchase

• Fulfillment
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Funnel *unsupported

600k Visited

532k Stayed

242k Add To Carts

58k Started Checkout

9.6k Bought

88,6 % 40 % 10 % 1.6 %100 %

88,6 %

45 %

24 %

17 %

Consideration PurchaseDiscover

480 returns

-5 %



Discover

More Than Just Ads

• Lifestyle content 

• Organic social 

• SEO for Intent
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Consideration

Reduce Friction, Build Trust

• Beautiful, fast-loading PDPs

• High-quality Media & Text
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Purchase

Turning Intention  
Into Action

• Clear CTA & Assistance 

• Cart / Checkout Discounts 

• Abandoned Cart Management
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60 % of assisted 
orders convert*

*17 % unassisted



Fulfillment

The Moment of Truth

•Manage Expectations 

•Communication 

•Measure & React





Questions?

Claudio Beffa
CTO Mooris.ch & Goodform

claudio@mooris.ch

-10% off at checkout
Code: CLAUDIOBEFFA


