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CUSTOMER SUCCESS Moosejaw

The saying “the early bird gets the worm” is one that would apply to Moosejaw.  
An early adopter of the Internet, the outdoor online and brick-and-mortar retailer understood the importance of 

digital engagement over a decade ago when it implemented a live chat solution powered by LivePerson. Through 

the years, the deployment has evolved with the addition of digital insights, mobile, among other innovations. 

And so has the business impact: Moosejaw maintains in excess of an 85 percent advocacy rate when it engages 

with customers via live chat and 21 percent of sales are affected by live chat. Further, because live chat is more 

efficient, Moosejaw has been able to avoid hiring four to five full-time Call Center representatives.

Moosejaw was an early adopter of the Internet in the 1990s. “We were blogging before there was blogging,” 

says Chad Caudill, the director of Customer Service and Warehouse Operations at Moosejaw. Launched 

shortly after its founding, the corporate website originally did not have an e-commerce element. Moosejaw 

simply wanted to engage with customers by providing them with information and telling stories. 

In 1999, the management team elected to add an e-commerce component and soon customers could find 

more products on the website than in retail stores. “We called it our sell-all model,” Caudill says. “Customers 

asked for a certain product, whether online or in one of our stores, and we would try to get it for them, even 

if we didn’t stock it.”

Company Profile 
Headquartered in Madison 

Heights, Michigan and founded 

in 1992, Moosejaw is a 

 brick-and-mortar and online 

outdoor retailer known for 

delivering a unique customer 

experience through a market-

ing methodology known as 

Moosejaw Madness.

The Results
Operational Efficiencies

40% of website customer  

engagement via live chat 

versus phone and email

Saves 4 to 5 FTE Call  

Center Staff

Customer Experience

Achieving 85% Net  

Promoter Scrore for  

live chat

Mobile Adoption

60% annual growth in 

mobile traffic

10% of live chat from  

mobile devices

Sales

21% of online sales via live 

chat, up from 18% last year
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Online customer engagement
As Moosejaw sought to find ways to replicate in-store experience onto the website, the company 

discovered LivePerson’s live chat solution. “With customer engagement as an important priority, we had  

an objective of responding to each customer email as it came in,” Caudill remembers. “Live chat gives us  

the ability to humanize this online interaction while creating the capability to respond in real time.” 

Moosejaw customers quickly embraced the new channel, welcoming the opportunity for real-time,  

live engagement. “Customers liked this additional way of connecting with us,” Caudill recalls.  

“Over the past decade, the ratio of engagement via phone, email, and live chat has swung more  

and more toward live chat.”

Getting proactive
In late 2008, Moosejaw’s management team elected to upgrade the company’s e-commerce platform to 
IBM WebSphere Commerce and to employ proactive live chat. “The move to WebSphere gave us real-
time inventory tracking and reporting,” Caudill explains. “We previously didn’t have this level of visibility. 
Customers might see something as being available on the website; however, the product was actually out 
of stock because an order made previously that day hadn’t updated the available to sell quantity.” 

At about the same time, Caudill and his team decided to become more strategic in how they used the 
LivePerson LiveEngage platform. Up until that time, live chat was a static invitation that a Web visitor  
had to seek out. 

“We wanted to evolve beyond chat to digital engagement,” say Jerry Hoopfer, the company’s manager of 
Customer Service. “We initially created a rule that launched a chat invitation window if someone stayed on 
a page longer than a specified timeframe. Over time, we got more sophisticated and developed additional 
rules based on specific customer behaviors.” The LivePerson Customer Success manager worked with the 
Moosejaw team to develop and fine-tune this list of rules. 

Today, Moosejaw manages approximately 10 to 12 different rules. “What we learned is how to target  
high-value customers—those that need assistance to complete a purchase or simply sales or service-related 
information,” Caudill says. “We don’t want to push live chat unless a customer really wants it.”

Moosejaw also configured its proactive chat rules so that accepted chats go to the agent with the most 
knowledge about the product at which the customer is looking. “This is just one more example of how we 
are using digital engagement to deliver the best customer experience possible,” Hoopfer points out.

This behavior-based approach to digital engagement is delivering tangible results to Moosejaw. “The 
percentage of our transactions that involve a live chat conversation continues to go up year over year,” 
Hoopfer says. Last year, as an example, we saw about 18 percent of orders resulting from live chat.  
This year, that number rose to 21 percent.”

The Challenges 
•  Humanize the  

digital experience

•  Deliver real-time online 

customer engagement

•  Drive digital  

conversion rates

•  Engage customers at 

high-impact moments

The Solution  
Engagement Model  

Proactive live chat on  

desktops and mobile  

engagement channels

Under the Hood  

LiveEngage platform  

that uses conversations  

analysis for website and 

agent optimization

LivePerson  

Customer Success  

Implementation of mobile 

live chat, training support, 

ongoing support.

We wanted to evolve beyond chat to digital engagement.
 

 – Jerry Hoopfer, Customer Service Manager
 Moosejaw

The percentage of 
our transactions 
that involve a live 
chat conversation 
continues to go up 

year over year.
 

 – Jerry Hoopfer, Customer 
Service Manager

 Moosejaw
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There are two extrapolations here. The first is that live chat is a much less expensive engagement model than voice. Indeed, without live chat, 
Hoopfer estimates Moosejaw would need to hire another four or five full-time employees to man call center phones. The second relates to the 
fact that Moosejaw is seeing sales that likely would not have occurred without the assistance of live chat. 

Mobile engagement
Always seeking ways to engage with customers through additional channels, Caudill and Hoopfer decided to implement LivePerson’s mobile live 
chat solution in early 2013. “We always had live chat on mobile devices, but it was a very clunky experience,” Caudill notes. “We periodically meet 
with our LivePerson account manager and Customer Success manager to assess and optimize our deployment.” The mobile live chat solution 
was one of the recommendations they made—and the Moosejaw team determined that LivePerson’s mobile solution would provide customers 
with a much better experience. 

“We’re seeing an annual growth rate of 60 percent for mobile,” Caudill notes. “About 15 percent of our total traffic today is from mobile devices.” 
And this cascades to how and when customers are electing to engage with Moosejaw: approximately 10 percent of all live chat sessions are 
mobile, an adoption trend the Moosejaw team expects to see continue. 

The entire implementation of the mobile live chat didn’t take very long. “We were up and live in a matter of a few days,” Hoopfer says. The biggest 
change was to modify how we approach chat conversations when a customer is using a mobile device. Hoopfer explains: “The chat window on 
mobile devices is much smaller than on PCs, and thus our responses to customers are much shorter and employ abbreviations for certain words 
than would have been spelled out if the customer was engaging us on a desktop or laptop.”

Conversations analyzed
At the same time the Moosejaw team was adding proactive live chat with rules-based targeting they also began leveraging conversations 
analysis. “These give us insights into information that may not be placed in the right spot on the website and information that currently doesn’t 
exist on the website,” Hoopfer. “We’ve been able to make some relatively simple changes to the website that quickly reduced the number of calls, 
emails, and chats. Customers previously unable to complete a sale without using one of our engagement channels can now do so via self serve.”

The benefit of conversations analysis even extends to warehouse operations. “We look for trends in chat conversations and pinpoint potential 
breakdowns in the warehouse—from orders to returns,” Hoopfer explains. “We then examine those to see if there are ways to optimize customer 
experience.”

The Moosejaw team also uses transcripts of chats to address potential customer service issues. Specifically, whenever a customer provides less 
than a 6 out of 10 on an exit survey, the transcript of that chat conversation is pulled and Moosejaw’s live chat agent supervisor reviews it. Then, 
where appropriate, the live chat supervisor works with the individual agent to modify how he or she is engaging with customers.

The doctor is in the house
One of the initiatives was to embed the Moosejaw culture within the agent-customer interaction. Baby Jaffe, which means “beautiful” in Hebrew, 
is a part of every live chat invitation window that a customer receives from Moosejaw. 

“We sought to extend the corporate brand experience into our digital engagement channels,” Caudill relates. Each Moosejaw agent also selects a 
personalized avatar, typically named after a doctor in a television show or movie. 

The Moosejaw chat team also answers each live chat just as phone agents start a customer conversation with an extended “Moosejaw” holler. 
“It is one of the first things we teach our live chat agents,” Hoopfer notes. All of these practices combine to form a highly personalized, unique 
engagement between Moosejaw’s agents and customers, connecting the company’s in-store brand experience with its digital channels.
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Customer experience leads to results
At the end of the day, Moosejaw measures success through customer experience. It begins with customer satisfaction and a Net Promoter Score. 
Each live chat session concludes with a survey. “We’re achieving promoter—or advocacy—scores of a little more than 85 percent,” Caudill reports. 

The willingness of customers to serve as advocates is demonstrated in action. Specifically, those who are served through live chat promote their 
experiences via social channels more often than customers who engage via phone and email. 

But the benefits go beyond customer satisfaction and serving as advocates. The ability to engage with more than 40 percent of its customers 
through live chat versus phone gives Moosejaw an operational advantage—and as noted helps Moosejaw avoid hiring four or five full-time 
Customer Service agents.

Moosejaw’s use of LivePerson is a holistic digital engagement strategy—and this is an important value proposition for the team. Caudill explains: 
“We have an integrated customer experience approach that gives us more than just live chat. With LivePerson, we can identify our highest value 
customers with a proactive, rules-based chat engagement model while capturing valuable data insights that we leverage on how our website is 
designed and where information is placed.”

A good example of how this all coalesces for measureable results took place this past Cyber Monday. As Moosejaw can dial up and  
dial down proactive click-to-chat invitations (increase or decrease depending on agent availability), Caudill’s team was able to manage a much 
larger-than-expected volume of online shoppers. “We had fewer agents on staff than last year,” Caudill relates. “But we handled more than 1,000 
additional live chats.” Overall, for this past Cyber Monday, Moosejaw handled over 20,000 customer interactions—via phone, email, or chat—with 
9,000 of those through live chat.

Early engagement: engagingly engaged
Earlier movers are never content. Moosejaw saw the potential of the Internet before most other retailers. It grasped the importance of 
storytelling years before companies began to think about incorporating it into their marketing efforts. 

The same can be said about its adoption of live digital engagement. What other retailers are only realizing, Moosejaw understood more than 
a decade ago: customers seek real-time, meaningful digital engagement—both in terms of service and sales. Make good on your digital 
promises—as Moosejaw says be “Engagingly Engaged”—and one will see higher sales, larger average order value, and more engaged customers. 

Live chat gives us the ability to humanize this online interaction while creating the  
capability to respond in real time.

– Chad Caudill, Director, Customer Service  
and Warehouse Operations, Moosejaw

About LivePerson
LivePerson, Inc. (NASDAQ: LPSN) offers a cloud-based platform that enables businesses to proactively connect in real-time with their customers 
via chat, voice, and content delivery at the right time, through the right channel, including websites, social media, and mobile devices. This 
“intelligent engagement” is driven by real-time behavioral analytics, producing connections based on a true understanding of business 
objectives and customer needs. LivePerson is headquartered in New York City with offices in San Francisco, Atlanta, Tel Aviv, London,  
and Melbourne.
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