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A global report offering an unparalleled view into the world of online
commerce and shopping behavior to help businesses win online,
surveying 31,000+ consumers across 18 international markets.




CONSUMERS /// 18 COUNTRIES



INTRODUCTION

Welcome to the 7th edition of Wunderman Thompson Commerce & Technology’s
“Future Shopper” report, offering an unparalleled global view into the habits of online
shoppers. Like last year, this report covers 18 countries and over 31,000 consumers,
giving us a truly global view of online shopping behaviors.

We have now entered an era which we can call “post-COVID-19”, but much of the
collateral damage remains, with the scars in retail still present. And while we might
have hoped that being post-pandemic would have coincided with a sense of peace
and harmony, it feels like the world is in even greater turmoil than before — be that
because of the war in Ukraine, other growing geo-political tensions, inflation, or the
cost-of-living crisis...

So, how is this all affecting the way consumers shop online, and what does it mean
for brands, retailers and marketplaces?

The over-riding aim of our Future Shopper survey is to highlight the trends that
businesses need to be strategically planning for, and act upon. And to cut through
the opinions and stories to find the facts.

We hope you enjoy this report, and remember, you don’t need to read every page to
understand the story, as we’ve packaged up both the headlines, and a condensed
version of the report.

HUGH FLETCHER

GLOBAL MARKETING DIRECTOR AND THOUGHT LEADERSHIP LEAD

METHODOLOGY

The research was conducted by Censuswide, with 31,647 online shoppers who shop online at

least once a month in the following markets: UK, US, France, Spain, China, Japan, Australia, Brazil,
Argentina, Mexico, Colombia, India, Poland, UAE, Netherlands, Germany, South Africa and Thailand
between 06.04.2023 — 20.04.2023. Censuswide abide by and employ members of the Market Research
Society which is based on the ESOMAR principles.
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1. THE ONLINE WORLD AND
CONSUMER BEHAVIORS
ARE STARTING TO

SETTLE FOLLOWING THE
PANDEMIC-RELATED
DISRUPTION.

2. ONLINE SHOPPING
REMAINS STRONG, AND
WILL GROW.

3. NEW WAYS OF WORKING
ARE ALSO IMPACTING HOW
WE SHOP.

4. WE'VE WELCOMED THE
RETURN TO PHYSICAL
STORES.

5. MARKETPLACES
CONTINUE TO DOMINATE
THE CUSTOMER JOURNEY,
EXPERIENCE AND SERVICE.




THE HEADLINES YOU NEED TO KNOW...

8. SOCIAL COMMERCE
HOLDS HUGE FUTURE
POTENTIAL.

6. RETAILERS AND BRANDS 7. EXPERIENCE IS KEY 10. THE WORLD IS

MUST CONTINUE TO BUT THE NUMBER ONE DIGITIZING, AND WE
IMPROVE THEIR ONLINE DRIVING FORCE FOR SHOULD THINK MORE
EXPERIENCES. ONLINE DECISION-MAKING DIGITALLY AND OUTSIDE

IS PRICE. OF OUR PHYSICAL
LIMITATIONS.

9. SUSTAINABILITY, ETHICS
AND PURPOSE ARE KEY
FACTORS IN PURCHASE
DECISIONS.




THE FUTURE SHOPPER 2023 CONDENSED

1. ONLINE SHOPPING IS RISING
SLOWLY, BUT SHOWS NO SIGNS
OF STOPPING.

58% of all consumer spending is now
online (vs 57%) last year.

64% of spending will be online in
10 years’ time, according to consumer
predictions.

68% of global shoppers are now more
comfortable with technology than last year.

2. WORKING FROM HOME (WFH) IS
CHANGING HOW SHOPPERS BUY.

65% of consumers say they shop online
more because of working from home.

66% of global shoppers say they
spend more time researching their
purchases due to WFH, while 65% say
they have discovered new brands and
retailers as a consequence of WFH.

68% of consumers want their future
working habits to feature more working
from home.

3. THERE IS DEMAND FOR
OMNI-CHANNEL SHOPPING
ACROSS AN EVER-INCREASING
SET OF CHANNELS, DEVICES AND
ACROSS PHYSICAL AND DIGITAL.

56% of consumers say they want
seamless communication across digital
and physical channels, and the ability to
move between them.

60% of global shoppers prefer to
shop with a retailer or brand that has
both digital and physical stores.

32% of all online spending globally is
done on mobile phones.

4. THE CUSTOMER JOURNEY IS
OMNI-CHANNEL AND SEAMLESS,
ALBEIT FIRST AND FOREMOST A
DIGITAL ONE.

84% of inspiration is gained from
online sources.

(o) .

24 A) of consumers use in-store
browsing as their main source

for inspiration.

71% of the search process
happens online.

5. MARKETPLACES REMAIN THE
NUMBER ONE ONLINE CHANNEL.

35% of global shoppers get their
inspiration from marketplaces, making it
the number one channel for inspiration.

31% of global shoppers search for
products on marketplaces, making it the
number one channel for search.

35% of all online shopping globally
goes via marketplaces (the same
percentage as last year).

6. AND DON'T UNDERESTIMATE THE
ROLE MARKETPLACES COULD PLAY
IN THE FUTURE.

51% of global consumers are open to
buying their energy, water and utilities
from marketplaces like Amazon, Tmall
and Mercado Libre.

42% of global consumers are open
to using a dating app provided by
marketplaces like Amazon, Alibaba and
Mercado Libre.

7. BUT DESPITE THE MARKETPLACE
DOMINANCE, THIS YEAR WE SEE A
RESURGENCE IN PHYSICAL RETAIL
AND D2C BRANDS.

2nd place - consumers identified
physical stores as the number two
channel for both inspiration and search
for their online shopping.

14% — the percentage of online
shopping through DTC brand sites,
up from 7% last year.

58% of global shoppers say they like
buying from branded marketplaces.




THE FUTURE SHOPPER 2023 CONDENSED

8. SOCIAL COMMERCE SHOULD BE
IGNORED AT YOUR PERIL.

67% of global shoppers say they have
already bought through social media
platforms (up 2% on last year).

53% of global consumers say they
intend to shop more through social
platforms in the future.

39% of global shoppers say social-
specific deals and discounts would
encourage them to purchase on social
media platforms more.

9. PRICE IS NO. 1 WHEN IT COMES
TO DECISION-MAKING ONLINE.

56% of global consumers identify
price as the most important factor
when purchasing online, placing it in
first position.

53% of global shoppers say a better
price would make them shop directly
from a brand, making it the number one
reason for switching.

46% of global consumers say they
would choose another retailer or brand over
a marketplace if their price was cheaper.

$378 the average that global
consumers are happy to spend on one
item online, showing that, whilst price is
important, big-ticket commerce is clearly
here, too!

10. PRICE MIGHT BE KING, BUT
SERVICE IS NOT FAR BEHIND IN
IMPORTANCE.

The No. 1 thing global consumers
would change about online shopping is
“faster delivery”.

48% of consumers say that, when
it comes to delivery, the number one
change would be “faster delivery”,
putting it as the number one desired
improvement.

215 da YS - the average amount of
time global consumers expect to wait for
their online orders to arrive. Last year it
was 2.36 days.

23% of consumers now expect
delivery in less than 2 hours!

11. WHEN THINKING ABOUT
SERVICE, MAKE SURE THAT YOU
REMEMBER RETURNS!

19% of everything ordered online
is returned.

35% of global consumers admit to
over-ordering online items, with the intent
of returning them.

12. SUSTAINABILITY, PURPOSE AND
ETHICS ARE MORE IMPORTANT
THAN EVER, BUT NEED TO BE
UNDERPINNED BY THE RIGHT
PRICE AND SERVICE.

52% of global shoppers claim to have
changed their shopping habits due to
concerns about global warming and the
environment.

59% of consumers believe that
companies are not doing enough to
offset their impact on the environment.

46% of consumers have used
sustainable delivery options when
ordering online (up from 43% last year).

13. THE WORLD IS DIGITIZING, AND
WE NEED TO REDEFINE OUR VIEW
OF “CONSUMERS".

45% of global shoppers would prefer
their products to be digital and instantly
downloadable.

37% of everything bought online is a
digital product or service, vs 63% that is
a physical item.

57% of gamers spend money in game.

49% of gamers told us they would
be interested in buying real-world items
in games.

45% of global consumers signaled
their interest in the ability to carry on
purchasing after they die. We call this
“post-death consumerism”.

0, .
23 A) of global consumers are using,
or have used, the metaverse to make
purchases online.



SECTION 1:

CHANGING
CONSUMERS,
CHANGING
BEHAVIORS

+ + + + + + + + + + + + + + +
+ + + + + + + + 4+ + + + + + + +
+ + + + + + + + + + + + + + + 4+ +
+ + + + + 4+ + + + + 4+ + + + + + + +
+ + + + + + + + + + 4+ + + + + + + +
+ + + + + + + + + + 4+ + + + + + + +
+ + + + + 4+ + + + + 4+ + + + + +[+ +
+ + + + + 4+ + + + + 4+ + + + + +|+ 4+
+ + + + + 4+ + + + + + + + + + +|+ 4+
+ + + + + + + + + + + + + + + + +
+ + + + + + + + + + + + + + + A+ o+
+ + + + + + + + + + 4+ + + + + 4+
+ + + + + + + + + + + + + [+ + +




CHAPTER 1:
ONLINE SPENDING CONTINUES TO GROW

Let’s start our 2023 report with one of the most important questions: just how much
spending is online? Last year, consumers told us that 57% of their spending was online.
This year, this figure shows a modest rise to 58%.

08%

And where in the world is online spending highest?

The answer is Mexico, where 69% of all spending occurs online... 3% ahead of second
placed Colombia, while bringing up the rear is France (48%). In fact, only two countries,
France and Japan, dipped below 50% of spending being online.




CHAPTER 2:

ONLINE SPENDING IS SET TO GROW OVER THE NEXT
10 YEARS

To support both the short- and long-term planning goals of our audience, we don’t just want
to know what’s happening today, but what the future will look like, too.

So, let’s look at the rest of 2023 to begin with. 60% of global consumers say online
shopping will be more important to them in 2023 than it was in 2022, with Thailand leading
the way (81%) and the Netherlands at the foot of the list (40%).

Meanwhile, 61% of consumers globally say they will increase their usage of digital shopping
channels in the future. But how does this translate to the level of spend that will be online?

To get a precise figure, we asked consumers to predict how much of their spending would
be online in 10 years’ time. The answer was 64% — 6% up from the current 58%.

b4%

It is in China that online spending will be greatest according to our audience’s projections,
with 75% of all spending being online, while it is the French who predict the lowest online
percentage of 53%.

And where will the biggest changes occur? The Netherlands, South Africa and Japan look
set to experience the biggest change, with consumers in these countries expecting a 12%
swing from offline to online over the next 10 years.

We also wanted to understand the influence of consumer age in these percentages, too.
Currently, the over-65s spend the smallest percentage online (44%), but this will grow
the most over the next 10 years. The 16-24-year-old age group spends the joint highest
proportion (with 25-34-year-olds), yet this is set to grow the least in the next decade.
The group that will spend the most online in 10 years will be the 25-34-year-olds (67 %).

What does this mean? It supports the finding that, at a macro level, everyone is an online
shopper, and everyone will be conducting the majority of their purchases online in the
future. At the same time, there will clearly be nuances by age group and market — most
obviously, as a result of the impact of the cost-of-living crisis on disposable incomes.
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PERCENTAGE OF ONLINE SPENDING

% SPEND
CURRENTLY
ONLINE

% SPEND
PREDICTED TO
BE ONLINE IN
10 YEARS' TIME

CHANGE

MEXICO 69% 68% -1%

COLOMBIA 66% 67% +1%

INDIA 64% 64% 0%

CHINA 64% 75% +11%
ARGENTINA 62% 66% +4%
BRAZIL 60% 72% +12%
THAILAND 59% 65% +6%
UAE o8% 63% +0%
SOUTH AFRICA 58% 71% +13%
UK 57% 62% +5%
NETHERLANDS 56% 68% +12%
GERMANY 55% 64% +9%
USA 94% 99% +5%
SPAIN 54% 55% +1%

AUSTRALIA 293% 62% +9%
POLAND 22% 63% +11%
JAPAN 49% 61% +12%
FRANCE 48% 93% +5%

HOW MUCH SPENDING ACROSS AGE GROUPS WILL BE ONLINE IN
10 YEARS' TIME?

AGE NOW IN 10 YEARS CHANGE
2 B2% PPP9T 0 B5% P10 +3%
=4 62% P99 67% PRRPRT +5%
ssaa 59% fii B5% fifii  +6%
454 53% PP B2% #9971 @ +9%
ssea 49% §§1 59% §ii +10%
ss-  44% 71 55% §71 +1%
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CHAPTER 3:
CONSUMER BEHAVIOR HAS CHANGED FOR GOGOD

One of the barriers to online shopping adoption has historically been the level of comfort
(or should that be discomfort) with technology. Many consumers’ fears of technology
were challenged unexpectedly during the pandemic and, since then, we have witnessed
increased ease and adoption.

Last year, 72% of consumers said they were more comfortable with technology than the
year before. Today, that figure is 68%, so, although not at 2022 levels, it still points to high
confidence levels and proof that consumers are increasingly comfortable with technology.

As one might expect, it is the over-65s that reflect the smallest percentage who say they are
more comfortable with technology, at just 36%. The 25-34-year-old age group displays the
highest confidence levels, scoring 77%.

b8%
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EXPERT OPINION:

WHY ONLINE COMMERCE NEEDS A MOBILE-FIRST
STRATEGY.

With 38% of all retail transactions being through a mobile device, including
tablet, creating the best possible mobile experience is not simply an option, it is
a necessity for retailers. Your customers are demanding that you provide them
with a simple, yet highly engaging, mobile experience that makes best use of the
hugely powerful technology they have in their hands. Ensuring you have the right
strategy for your brand to meet that customer expectation is what will ensure
you keep pace with those demands. Putting your mobile experience top of

your experience list, ensures you create the best experience for your most
active channel.

JONATHAN HEAP
CTo

E: JONATHAN.HEAP@WUNDERMANTHOMPSON.COM

HOW WUNDERMAN THOMPSON COMMERCE
& TECHNOLOGY CAN HELP YOU:

We help some of the most successful commerce brands to build complex and
advanced mobile app solutions quickly, seamlessly and always within resource.
We’re doing this through native apps reimagined, our advanced mobile platform,
mobile commerce intelligence, bespoke mobile apps, intricate integration, and
connecting customer experiences.

The Wunderman Thompson mobile app platform is the most advanced in the
market, consisting of features and functionality that place our clients far ahead
of their competition.

Find out more here.

D
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https://www.wundermanthompson.com/expertise/commerce/ecommerce-technology/mobile-technology

THROUGH WHICH DEVICES DO CONSUMERS MAKE THEIR PURCHASES? CHAPTER 5:
SHOPPING IS OMNI-CHANNEL

As always, with so much talk about the rise of online spending amid ongoing reports of
disappointing high street trading figures and closures, there is a tendency to say that
SMART REALITY B 1 (TacTng gt . Dy

physical shopping is on its last legs, if not dead. But, while we do see challenges for
ASSISTANT  HEADSET : ) :

physical retailers, we also get a noticeably clear message from consumers that they would
4% 3 % prefer to shop from retailers that have both physical and digital stores.

([ J

SMARTWATCH ° Last year, 60% of global consumers said they prefer to shop with a retailer or brand that has
4cy both digital and physical stores, and that percentage has stayed exactly the same this year.
0 o K : Once again, this is proof that businesses must develop their omni-channel strategies.

VIRTUAL

This link between physical and digital is most important in the UAE (78%), while
German consumers seem far less fussed — albeit, 41% would still prefer digital
and physical capabilities.

TABLET
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THE PERCENTAGE OF SHOPPERS WHO WOULD PREFER TO SHOP WITH A
BRAND OR RETAILER THAT HAS BOTH A PHYSICAL AND ONLINE STORE.
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One thing brands and retailers do need to work on is ensuring there is seamless
communication and movement across channels. This is something that 56% of consumers
claim is essential, with only 13% saying it is a non-issue. The message is clear — different
channels must work in unison to meet consumers’ expectations.

ob%

This point is proven when we look at how consumers are constantly using both physical
and digital channels together. Even if the purchase is ultimately made in-store, we see the
contribution of digital, with 72% of consumers saying they research their purchases online
before they buy them in-store.




EXPERT OPINION:

WHY A BALANCED OMNI-CHANNEL STRATEGY
IS VITAL TO THE SUCCESS OF BRANDS AND
RETAILERS

Brands and retailers have had the opportunity to learn so much more about
their customer behavior over the last few years than ever before, when digital
touchpoints were, at times, the ONLY way customers could interact with brands
and retailers.

This means omni-channel strategies are ripe for refreshing, to redefine the future
of how organizations engage with their customers, and elevate the experience
by maximizing the strengths of each channel. Unifying the customer experience
across both owned real estate (e.g. brand.com, apps) and third party properties
(e.g. social) is an ongoing challenge, so taking a fresh look at an organization’s
omni-channel strategy is a great opportunity to evolve the thinking to make it fit
for future ambitions.

SHALINA GANATRA

HEAD OF ECOMMERCE CONSULTANCY
E: SHALINA.GANATRA@WUNDERMANTHOMPSON.COM

HOW WUNDERMAN THOMPSON COMMERCE
& TECHNOLOGY CAN HELP YOU:

We help brands execute seamlessly and profitably across all digital channels
through specialist eRetail services to help brands win in omni-channel
commerce. Our offering comprises 3 core services: Commerce Strategy —
Commerce Execution — Commerce Intelligence, and this unique portfolio
spans strategy, channel build / develop, marketing execution and proprietary

technology across D2C, owned retailers, marketplaces and social commerce.

To help you take the first steps, we offer two introductory services:

B A free Channel Audit to help accelerate your eCommerce performance
through an assessment of your channel strategy.

B A free Retail Media audit to identify how to maximize your Return On
Ad Spend.

Find out more here.

D
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CHAPTER 6: WHAT IS THE MOST GLOBAL SHOPPERS ARE HAPPY TO SPEND ON A
SINGLE PRODUCT ONLINE?
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CHAPTER 7:
DIGITIZING PRODUCTS AND SERVICES

One trend we’ve been tracking for several years is the move from physical to digital
products. We tend to think of buying online as being about physical products being ordered,
picked, packed and delivered. In reality, a significant percentage of what is bought online is
a digital product or service.

In 2021, this figure was 33%, in 2022 it was 38%, and in 2023 this figure remains relatively
stable at 37%. When it comes to age, as one might expect, digital products and services
are more of a young person’s game, with the percentage of digital items being bought
decreasing with each age group.

So, does this percentage of digital purchasing match the desire for digital products?
Almost, but it looks like there is still room for growth, as 45% of global shoppers would
prefer their online purchases to be digital and instantly downloadable. Last year this figure
was 49%. Could this be an indication that demand for digital products is plateauing, after
the pandemic-accelerated digital rush?

You might expect the youngest age group to be driving this. But that’s not the case. While
50% do want their purchases to be digital and instantly downloadable, this is the same
percentage as the 35-44-year-olds and behind the 54% of 25-34-year-olds. So, this isn’t
just about the youngest consumers!

When it comes to the countries, as with last year, we see India once again at the top of the
list, albeit with a slightly lower percentage than last year, and again Japan is at the bottom
of the list, with a drop in digital items being bought.

It's worth noting that in the case of India, which leads several of our survey tables, the cost
of mobile internet data is among the lowest globally, with Indian consumers benefiting from
free trials and massively slashed prices. This has contributed to the widespread adoption
of mobile internet services in the country and massive mobile phone penetration across all
strata of society and every part of the country.

India is also one of the youngest nations in the world with a median age being around
28 years, and is expected to have one of the youngest populations in the world till 2030.

It’s also notable that Japan props up the bottom of many of our survey tables around digital
appetite and propensity. We take a closer look in section 6, chapter 10.

THE PERCENTAGE OF DIGITAL PRODUCTS AND SERVICES BOUGHT BY
AGE GROUP

AGE

820 42%
2534 40%
3544 38%
4554 34%
5564 29%
o5 27%
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WHICH COUNTRY HAS THE HIGHEST PERCENTAGE OF DIGITAL ITEMS
BEING BOUGHT ONLINE?

. ‘J.|‘*7' .»a mMmm

2023 2022  DIFFERENCE - . i
01 mom 45%  47% 2% . _-;%;.';_t,; o 5
02 e 41%  41% 0% - O i
03 usa A% 43% -2% + + F + + + + + +

(04  AUSTRALIA A41% 40% +1% Y T K"
05 Ancenmi 0%  39%  +2% R 0
0b Mexico 40% 41% -1% + + + + + + TS

O7UK 40% 38% +2% + + + + 4+ + 4+ TR

08 _coLowen 39% 39% 0% pr el N

(JY NETHERLANDS 389 VAVALS -b%

10  BRAZL 38% 39% -1%

11 SOUTH AFRICA 37% 37% 0%

12 THAILAND 37% 36% +1%

13 sPaN 37% 38% -1%

14 GERMANY 30% 36% -1%

10 cHINA 34% 36% -2%

16 FRANCE 32%  35% -3%

1/ POLAND 31% NA NA

18 Japan 23% 28% -2%
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KEY THOUGHTS

=> ONLINE'S RISE CONTINUES, ALBEIT AT A SLOWER PACE, BUT
PROJECTIONS FOR 10 YEARS' TIME REINFORCE THAT IT WILL ECLIPSE
PHYSICAL SHOPPING.

B Businesses that do not have their online commerce strategy in place will find themselves
increasingly at competitive risk, and will face difficult times ahead.

=> CONSUMERS WANT OMNI-CHANNEL SHOPPING EXPERIENCES WHICH
SPAN PHYSICAL AND DIGITAL.

B Get your omni-channel strategy right to ensure consumers can seamlessly move across
channels and across physical and digital.

=> EVERY BUSINESS IS AN ECOMMERCE BUSINESS, WITH CONSUMERS
HAPPY TO SPEND BIG ONLINE.

B Revisit your online product strategy, and consider digitizing your products and services,
as a significant proportion of what is bought online is now digital.
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SECTION 2:

WORKING FROM
HOME (WFH])
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Pre-2020, it would be hard to imagine that we'd need a section on

the effects of working from home (WFH]) in our Future Shopper survey.
But many things have changed in the ensuing years. Working from
home, and our new, hybrid approach to work location continues to

divide opinion and elicit emotions. It's something we've been eager to
track over the last couple of years. But this report is about shopping
behaviors, so what we really want to know is how has working from home
influenced shopping behavior?

CHAPTER 1:
WFH RIGHT NOW

Before we investigate, let’s get the lie of the land. Across the 18 markets we surveyed, the
average number of days that consumers work from home per week is 2.77, with only 1 in 5
of us (21%) not working at home at all.

It's interesting to note the group that works from home the least is the over-55s, albeit their
average is 2.49 days. The highest percentage is the 25-34-year-old age group (2.9 days).

We also wanted to detect regional variances, too, and found that Brazil has embraced WFH
the most, with the average number of days at home being 4.68 days a week. While the
lowest are France and Spain each on 1.99 days.



WORKING FROM HOME IN THE FUTURE

That’s the here and now, but what exactly is the appetite for working from home in
the future?

Last year, 3 in 5 consumers (60%) said they wanted their future working habits to feature
more working from home. This year, the number has risen to 66%.

So, what do these WFH developments spell for consumer behavior? Let’s start by looking
at whether WFH has increased online spending. The answer is a resounding “yes”, with
65% of consumers saying they shop online more as a result of working from home.

OF CONSUMERS ARE SHOPPING ONLINE MORE AS A
RESULT OF WORKING FROM HOME.

We also wanted to examine whether there had been any impact on loyalty due to WFH.
Over half of consumers (56%) say their favorite retailers have now changed as a result of
WEFH, while 57% admit they feel less loyal to physical stores they used to frequent. These
indicate a remarkable trend, and one we’ve seen reflected even further in B2B sectors.

+ + +

{25



EXPERT OPINION:

WHY BUSINESSES SHOULDN'T DEFAULT TO THE
NORMAL RULES OF ENGAGEMENT, WITH MORE OF
US WORKING FROM HOME

Convenience is a key factor in our decision making, and where and how we
choose to spend our money. And WFH is all about convenience! Experience is
clearly vital to the performance of physical stores and online, but convenience
is all about the ecosystem being adapted to people’s needs. While leaving

our homes more and more for your personal life (family, sports, meeting with
friends), anything that may support non-specific, added value tasks — and that
means shopping! — goes into digital, automated, delivered and convenience
choices. And this is what we are seeing firsthand in Brazil today. It’s a trend that
emphasizes the importance of loyalty programs to enhance the relationships
with frequent buyers to increase competitive barriers, and the level of service
that any given digital commerce business should deliver.

GLENDA KOK

CHIEF OF TECHNOLOGY BUSINESS LATAM
E: GLENDA.KOK@WUNDERMANTHOMPSON.COM
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CHAPTER 3:
HOW WFH HAS CHANGED HOW WE SHOP ONLINE

It would certainly appear that WFH has enabled consumers to shop in a slightly different
way; 66% say they spend more time researching their purchases online, while 65% say
they have discovered new brands and retailers.

bb%

It has also changed a number of other things...

For instance, our findings suggest that the majority of consumers (63%) feel they are saving
money on discretionary items like coffee and snacks. The flipside of this is that 59% of
consumers believe they spend more on themselves through self-gifting, due to the savings
they make from commuting less.

And WFH has also increased the importance of delivery, with 69% saying that, due to
working from home, delivery has become even more important to them.

But the new WFH dynamics have also signaled notable concerns, too. Over half of

consumers globally (51%) conceded that their mental health has suffered due to increased
working from home. We can only speculate as to the main reasons here. For instance, with .
our survey revealing that 63% of consumers are spending more time on social platforms 3 . .

due to WFH, is this heightened social media exposure one of the leading determinants? &

L . [ L R LY
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KEY THOUGHTS

=>» CONSUMER BEHAVIORS HAVE EVOLVED, AND ONE OF THE AREAS OF
CHANGE HAS BEEN DRIVEN BY WFH.

B Think about how more research, and wavering loyalty, can be used to your advantage to
drive consumers to your sites to transact.

=>» BUSINESSES WHO PREVIOUSLY RELIED ON THE COMMUTING PUBLIC
MUST REINVENT WHERE AND WHAT THEY SELL, TO CATER FOR A
WORKFORCE THAT IS HUNGRY FOR MORE WFH.

B Consider a full reassessment or at least an update of your future strategy to ensure your
business is more prepared to accommodate the worker and consumer of the future.

——

+ + + +
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SECTION 3:

THE CUSTOMER
JOURNEY
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In this section, we look at a simplified customer journey across
inspiration, search and purchase to identify which channels consumers
use — what's changed, and what this means for the omni-channel
strategies of brands and retailers. Of course, journeys are never this
linear, but for the purposes of identifying the key channels, we've used
this approach for clarity.

CHAPTER 1:
WHERE ARE ONLINE SHOPPERS FINDING THEIR
INSPIRATION?

First, let’s consider the weighting of online versus offline as the source of inspiration.

We found that 64% of inspiration comes via online, and 36% offline, which makes finding
inspiration overwhelmingly an online affair.

4%

But where exactly do consumers go to get this inspiration?

In 2022, for the first time, we saw marketplaces jump into the number one position

when it came to inspiration. At the time, we identified how surprising this was, given that
marketplaces are often seen as predominantly rapid, transactional channels, as opposed
to being places to spend time gaining inspiration. Yet, once again, we see marketplaces in
number one position, increasing by one percent from 34% to 35%.

30%



THE TOP 5 SOURCES OF INSPIRATION FOR GLOBAL SHOPPERS

2023 2022 CHANGE

MARKETPLACES

D 1 (E.G. AMAZON, TMALL, 3 5 % 3 4% ’I %

MERCADO LIBRE])

02 RhoreNG 24%  15% 9%

(J3 SEARCH ENGINES 15% 31% -16%

(J4 BRAND WEBSITES 15% 14% 1%

(J5 RETAILER SITES 13% 18% -594,

NB. Percentages do not add up to 100% as consumers were asked to identify their top 3 sources of inspiration.

However, that is where the similarities with last year end.

This year, the big surprise is the re-emergence of physical stores and the decline of search
engines and social media channels.

Last year, only 15% of global shoppers got their inspiration from physical stores, whereas
this year it has risen to 24%. Could this be the effect of a post-COVID-19 renormalization?

The big losers are search engines, which occupied second position last year, having fallen
from 31% to just 15%. While we’ve seen search engines fall in importance when it comes to
inspiration in the past, this year the drop appears significant.

Also, social media channels and YouTube are no longer in the top 5. Social media channels
fell from 28% to 10% while YouTube dropped from 25% to 7%. This is a surprising dip, and
again may point to a rebalancing following the pandemic, with more consumers returning to
physical stores.
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CHAPTER 2:
WHERE DO ONLINE SHOPPERS SEARCH?

Again, let’s start by identifying just how much of the process is done online versus offline.
It turns out that search is the most online of the three stages (inspiration, search and
purchase), with 71% of product searches taking place online, versus just 29% offline.

Last year, we called out that the big losers, when it came to search, were search engines,
falling from first position to second. This year, the fall from grace is even greater — moving
into third position, and down by 16%.

But marketplaces, too, have lost some of the dominance when it comes to search, moving
from 36% to 31%. The big winner again this year is “in-store”, seeing a 7% increase versus
last year.

What does this data tell us? It confirms there are more and more channels through which to
search, and it tells us that marketplace strategies, tactics and presence need to be readied
and executed well. It also shows us that consumers are operating across digital and physical
channels when searching for products. All of this highlights that brands and retailers need to
get their omni-channel strategies right, with a powerful mix across channels.

THE TOP 5 SEARCH CHANNELS FOR GLOBAL SHOPPERS

2023

2022 CHANGE

01

MARKETPLACES

(E.G. AMAZON, TMALL,
MERCADO LIBRE)

31%

36% -3%

02

BROWSING IN-STORE

18%

1% +/%

03

SEARCH ENGINES

14%

30% -16%

04

BRAND WEBSITES

14%

19% -1%

05

RETAILER SITES

12%

18% -6%




CHAPTER 3:
PPERS USE

t’s examine what percentage of

e, we see supermarkets and
place, and the biggest gainer

OF ALL ONLINE SHOPPING GLOBALLY GOES VIA
MARKETPLACES, THE SAME PERCENTAGE AS LAST YEAR.

we see marketplaces at the top,

WHERE DO GLOBAL SHOPPERS SPEND THEIR MONEY ONLINE?

2023 2022 2021
(J1 MARKETPLACES 3504 3595 A42%
SUPERMARKETS
B D GROCERS 15% 17% 18%
BRANDED WEBSITES 0 0 0
D 3 (E.G. NIKE, APPLE, DYSON, ETC.) 14 /0 7 /0 8 /0
RETAILER SITES 0 0 0
D 4 (E.G. ASOS, MACY'S, 13 Aj 12 /0 12 /0
ARGOS, UNIQLO)
VIA AN AGGREGATOR
(J5 7/ DELIVERY APP 596 11% 1%
(DOORDASH, DELIVEROO)
CONVENIENCE
Ub sToRES 5% NA NA
(E.G. 7-ELEVEN)
SOCIAL — IN-APP
(J/ PURCHASING 596 14% 7%
(E.G. INSTAGRAM, WEIBO)
08 orHER 3% 4% 3%
09 ocamiNG 3% NA NA
10  METAVERSE 1% NA NA

T
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When we investigated the influence of age on where online shoppers purchase, this gives
us some very interesting figures.

For instance, when it comes to marketplaces, the percentage of spending increases across
each age group (from youngest to oldest), ranging from 16-24-year-olds who spend 28%

on marketplaces, to 44% of over-55s. Should this be ringing alarm bells for marketplaces =» SHOPPING IS VERY MUCH AN ONLINE EXPERIENCE, WITH

for the future? Or is it a clear opportunity that marketplaces as well as brands and INSPIRATION AND SEARCH BEING DRIVEN PREDOMINANTLY BY
retailers should be exploiting? Whilst it’s likely to be a mix of many things, it’s worth ONLINE EXPERIENCES

closer consideration.

B Is your business offering consumers the inspirational experiences they want online,

For branded sites, the opposite is true. As each age group gets older, a smaller percentage ) )
and are they using your sites to search?

shop from branded websites, from 19% in the 16-24-year-old age group to just 9% in the

over-55s.

=> MARKETPLACES CONTINUE TO DOMINATE ACROSS INSPIRATION,
SEARCH AND PURCHASE.

B What does your marketplace strategy look like? Is it driving the business that you
want and need it to? Are you looking beyond Amazon and working with the leading
marketplaces in each region? In such a highly competitive market, how can your
experience, and your share of wallet, be improved?

DTC AND BRANDS: ADDRESSING ATTRITION AND
MAKING A COMEBACK

=> PHYSICAL STORES HAVE HAD A RESURGENCE WHEN IT COMES TO
INSPIRATION AND PURCHASE.

B What does your omni-channel strategy, spanning digital and physical, look like?
Can you offer consumers the best of both worlds, whilst maintaining a consistent,
seamless brand experience?

=> DTC BRAND SITES HAVE SEEMINGLY OVERCOME THEIR ISSUES
OF ATTRITION.

B Now, the challenge is to maintain and augment conversion rates, attracting more
consumers at the inspiration and search phases, ensuring they convert on your site.

N
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A DEEPER DIVE INTO 12 KEY SECTORS

One of the leading challenges that has been posed to us when presenting customer journey
data is that, whilst showing a single view on where consumers get inspired about, search
for, and purchase “different” products offers a useful high-level view, it misses some telling
industry nuances. So, this year we looked into specific sectors, too.



Q THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
LEADING MARKETPLACE o/ | LEADING MARKETPLACE 0 0
01 (E.G. AMAZON, TMALL, MERCADO LIBRE) 3 8 AJ (E.G. AMAZON, TMALL, MERCADO LIBRE) 33 AJ AR AR BRI EHRE 21 /0
BROWSING IN-STORE 0/ | BROWSING IN-STORE 04 | INEVER BUY THIS PRODUCT ONLINE 0
0 0 0
0 o/ | LEADING MARKETPLACE 0
03 =lEFCR ENE s 17 /0 EMRCR BN =S 14 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 13 /0
BRAND WEBSITES 04 | RETAILER SITES 04 | RETAILER SITES 0
0 0 0
RETAILER SITES 04 | BRAND WEBSITES 04 | CONVENIENCE STORES 0
0 0 0

THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
01 oomm s A% | g e S900 | mawmmemern SO
(J7 BROWSING IN-STORE 209% | SEARCH ENGINES 1/% | INEVER BUY THIS PRODUCT ONLINE 1695
(J3  SEARCHENGINES 2(09% | BROWSING IN-STORE 169% | OTHER MARKETPLACES 109
(J4 BRAND WEBSITES 1595 | BRAND WEBSITES 149 | RETAILER SITES 89%
(J5 COMPARISON SITES 1595 | COMPARISON SITES 129% | BRANDED WEBSITES 7%

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
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THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE

INSPIRATION SEARCH PURCHASE
01 i OB | e S0 || e S as 27%
(JZ BROWSING IN-STORE 2904 | BROWSING IN-STORE 2719 | RETAILER SITES 13%
U3 BRAND WEBSITES 18% | BRAND WEBSITES 17% | OTHER MARKETPLACES 1%
(J4  SOCIAL MEDIA CHANNELS 169% | RETAILER SITES 159 | BRANDED WEBSITES 99%
US RETAILER SITES 16% | SEARCH ENGINES 145, | SUPERMARKETS AND GROCERS g9,

THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
01 oomm emmeuss S | o e SIAE0 | s s 24%
(J7 BROWSING IN-STORE 3394 | BROWSING IN-STORE 2454 | RETAILER SITES 21%
(J3 BRAND WEBSITES 2 /9% | BRAND WEBSITES 72394 | BRANDED WEBSITES 17%
(J4  RETAILER SITES 21% | RETAILER SITES 169 | OTHER MARKETPLACES 12%
(J5 OTHER MARKETPLACES 1/% | OTHER MARKETPLACES 169 | INEVER BUY THIS PRODUCT ONLINE 504

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
<38 )
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II THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE

=
INSPIRATION SEARCH PURCHASE

(01  SEARCHENGINES 259, | SEARCH ENGINES 21% B’;‘\E_\I’ﬁg BUY THIS PRODUCT 240%

(JZ COMPARISON SITES 189 | COMPARISON SITES 169% | oTHER 18%

03 BRANDWEBSITES 15% | BRAND WEBSITES 15% | BRANDED WEBSITES 10%

04  FROM TV, EMAILS, ADVERTS 15% :TEI.EE;AAF:/:L\IZ%NITATTATIIL(L,EJIEF;IE?E?OELIBRE] 13% :'Ei%\m?ngMTﬁﬁEJ;';fngUBRE] 9%

05 AESD REWSPARERS AND 14% | FROM TV, EMAILS, ADVERTS 10% | SOCIAL - IN-APP PURCHASING 7%

MAGAZINES ONLINE

N
THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
BROWSING IN-STORE 04 | BROWSING IN-STORE 04 | SUPERMARKETS AND GROCERS 0
( 0 0
LEADING MARKETPLACE 0/ | LEADING MARKETPLACE 0/ | LEADING MARKETPLACE 0
D 2 (E.G. AMAZON, TMALL, MERCADO LIBRE) 24 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 23 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 13 /0
(J3  RETAILER SITES 229 | RETAILER SITES 209% | 'NEVER BUY THIS PRODUCT ONLINE  1(0%
CONVENIENCE STORES 04 | OTHER MARKETPLACES 0 RETAILER SITES 0
0 (o 0
(05  VIA AN AGGREGATOR / DELIVERY APP 1294 | CONVENIENCE STORES 11% | o ACCHEGATOR ZDELIVERY 99,

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
Can)



THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
o/ | LEADING MARKETPLACE o/ | LEADING MARKETPLACE 0
01 R 28 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 26 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 23 /0
LEADING MARKETPLACE 0 0 0
07 (£.6. AMAZON. THALL MERCADD LIBRE] ?B9% | BROWSING IN-STORE 22905 | INEVER BUY THIS PRODUCT ONLINE 1594
SEARCH ENGINES SEARCH ENGINES SUPERMARKETS AND GROCERS
% % %
(J4  RETAILER SITES 14% | RETAILER SITES 14% | RETAILER SITES 109
BRAND WEBSITES BRAND WEBSITES OTHER MARKETPLACES
% % %

@ THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE

INSPIRATION SEARCH PURCHASE
01 oomm s W% | vy A0 mavmirers A0
(J7 BROWSING IN-STORE 309 | BROWSING IN-STORE 7239, | SUPERMARKETS AND GROCERS 169%
(J3  RETAILER SITES 189 | RETAILER SITES 169% | OTHER MARKETPLACES 11%
(J4 OTHER MARKETPLACES 169% | OTHER MARKETPLACES 149 | RETAILER SITES 10%
(J5  SEARCHENGINES 139 | SEARCH ENGINES 14% | ' NEVER BUY THIS PRODUCT ONLINE /94

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
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@ THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE

INSPIRATION SEARCH PURCHASE
01 e emmsues 28% | e mesen 2000 | e o 21%
(JZ BROWSING IN-STORE 249, | BRAND WEBSITES 7209 | BRANDED WEBSITES 189%
(J3 BRAND WEBSITES 2796 | BROWSING IN-STORE 1996 | INEVER BUY THIS PRODUCT ONLINE  16%
(J4  RETAILER SITES 1395 | SEARCH ENGINES 129% | RETAILER SITES 12%
(J5 SEARCHENGINES 12% | COMPARISON SITES 119% | OTHER MARKETPLACES 99%

% THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE

INSPIRATION SEARCH PURCHASE
01 oomm s 30% | SECOND-HAND WEBSITES 2% | ey 2o
(J7Z  SECOND-HAND WEBSITES 2995 Eiéf’di‘%ﬂﬁiﬂ;‘;’:&EuBRE] 2 /% | OTHER MARKETPLACES 14%
(J3  OTHER MARKETPLACES 14% | OTHER MARKETPLACES 129% | INEVER BUY THIS PRODUCT ONLINE  139%
(J4  sOCIAL MEDIA CHANNELS 1395 | SEARCH ENGINES 129% | SOCIAL - IN-APP PURCHASING 12%
(J5 BROWSING IN-STORE 139 | BROWSING IN-STORE 119% | oTHER 109

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
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@ THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
INSPIRATION SEARCH PURCHASE
LEADING MARKETPLACE 0 LEADING MARKETPLACE 0 LEADING MARKETPLACE 0
[]1 (E.G. AMAZON, TMALL, MERCADO LIBRE]) 48 AJ (E.G. AMAZON, TMALL, MERCADO LIBRE) 41 AJ (E.G. AMAZON, TMALL, MERCADO LIBRE]) 34 /0
BRAND WEBSITES 0 BRAND WEBSITES 0 BRANDED WEBSITES 0
(0] 0] (0]
BROWSING IN-STORE 0 BROWSING IN-STORE 0 OTHER MARKETPLACES 0
0 (0] (0]
SEARCH ENGINES 0 SEARCH ENGINES 0 RETAILER SITES 0
0] 0] (0]
COMPARISON SITES 0 OTHER MARKETPLACES 0 I NEVER BUY THIS PRODUCT ONLINE 0
0 0 0]

VB

3D  THE TOP 5 SOURCES FOR INSPIRATION, SEARCH AND PURCHASE FOR ONLINE
o¥e
INSPIRATION SEARCH PURCHASE
LEADING MARKETPLACE o/ | LEADING MARKETPLACE o/ | LEADING MARKETPLACE 0

01 (E.G. AMAZON, TMALL, MERCADO LIBRE) 45 AJ (E.G. AMAZON, TMALL, MERCADO LIBRE) 40 /0 (E.G. AMAZON, TMALL, MERCADO LIBRE) 3 8 Aj
(J7 BROWSING IN-STORE 72(09% | BROWSING IN-STORE 169 | OTHER MARKETPLACES 11%
(J3  OTHER MARKETPLACES 1596 | OTHER MARKETPLACES 1396 | INEVER BUY THIS PRODUCT ONLINE  1(09%
(J4 SEARCHENGINES 12% | SEARCH ENGINES 12% | RETAILER SITES 99%
(J5 RETAILER SITES 129% | RETAILER SITES 119 | SOCIAL - IN-APP PURCHASING 4%

NB. For inspiration and search, consumers could choose multiple answers, reflecting the multiple sources they use. For purchase, consumers were asked what percentage of their spend on these items they spent in each channel (with the total

adding up to 100%).
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SECTION 5:

ONLINE
 PURCHASING
IN MORE DETAIL
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CHAPTER 1: THE TOP 10 ASPECTS WHEN PURCHASING A PRODUCT ONLINE

WHAT'S MOST IMPORTANT TO CONSUMERS WHEN THEY
SHOP ONLINE?

2022 POSITION

We have already highlighted a considerable amount of data and related insights about 01 PRICE OF THE ITEM 1
online shopping in this report. So, let’s get to the nub of the purchase decision. What factors
are most important to shoppers when shopping online? D 2 ACCURATE PRODUCT DESCRIPTIONS 4
As with last year, and the year before that, price is the factor highlighted by most consumers
as being important.
(J3 THEITEM I WANT IS IN STOCK 7
(J4 EASY TO FIND THE PRODUCT | AM LOOKING FOR 3
+ (J5 STRONG CUSTOMER SERVICE g
+
+ (JB CONVENIENT DELIVERY b
+
-+ (J/ EASYRETURNS PROCESS g
+
+ ()8 SPEED OF DELIVERY 8
+
+ (Y FREE DELIVERY ]
+
+ 170  PRODUCT REVIEWS 11
+




But, once again, we also see elements around product descriptions, availability, content,
discoverability, and services — namely delivery and returns. So, whilst price may be the
number one factor, alone it is not enough, and brands and retailers must ensure they are
getting things right across a number of different factors.

Referencing, again, the point about service, we first identified in 2018 a shift towards
“service-led brands”. Simply put, we found that the brand was no longer enough to count
on to drive sales, and that it needed to be backed up by great service — ease, speed,
convenience, delivery, returns etc. As you can see, brand does not feature in this top 10,
and, although it has climbed one space to 16th this year, it is further proof that a strong
brand alone is not enough when it comes to online conversion.

So, getting your pricing strategy right is clearly vital, and that means consistency across
channels, but supporting it with fantastic service, and the right content should offer up
a winning formula. As we saw in the previous sections, marketplaces are very strong
across the customer journey, because they have found a formula which brings together
all these elements.

PRICE IS THE MOST IMPORTANT FACTOR WHEN DECIDING WHICH
CHANNEL TO PURCHASE THROUGH.

|| Makeup Kit

Add to Cart

Wiglist
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CHAPTER 2:

WHAT WOULD ENCOURAGE CONSUMERS TO BUY
DIRECTLY FROM BRANDS?

With marketplaces doing so well in terms of owning the customer journey, one of the key
questions for brands is how can you encourage consumers to come to you directly, rather
than shopping via marketplaces?

03%

Again, price is the key determinant. In fact, it would seem that not only is price important,
but it has become more important since last year. It is also apparent that the service
elements around delivery and returns are also vital to get right.

THE TOP 10 FACTORS THAT WOULD ENCOURAGE CONSUMERS TO BUY
DIRECTLY FROM BRANDS

2023 2022
01 BETTERPRICE 53% 49%
02  FREEDELIVERY 49% 47%
03 rFasTanDconveNienTDELVERY  36%  34%
04 FREERETURNS 36% 35%
05 LOYALTY PROGRAM 27%  25%
06  EXcLUSIVE PRODUCTS 22%  23%
07 S 2% 22%
08 accesstorulLprobucTrANGE  21%  22%
09 BUNDLED PRODUCT DEALS 21%  17%
10  PERSONALIZED PRODUCTS 16% 17%
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WHO, OR WHAT, INFLUENCES CONSUMERS?

When we take a closer look by region, we see a generally uniform picture, with just a few
differences, such as APAC’s keen appetite for social media and celebrities, with the Middle
East not far behind. Notably, Europe appears to be in catch-up mode for social media.

Finally, rather than where do consumers buy, or why do they buy, we wanted to know who
influences them to make their purchase. The data is very consistent with last year, with three
key sources of influence standing head and shoulders above the rest: family members,

friends and influencers.

Certainly, the role of friends is important, with 54% of global consumers actively

recommending products to their friends through tagging them, or direct-messaging them.

WHO INFLUENCES CONSUMERS ONLINE SPENDING DECISIONS?

2023
APAC

2023
EU

2023
LATAM

2023
ME

2023
NA

2023
S.AFRICA

21%

17%

- 20%

22%

18%

21%

18%

..................................................................................

20%  20%

19%

14%

..................................................................................

SOCIAL MEDIA INFLUENCERS /7 BLOGGERS
i (E.G. INSTAGRAM, YOUTUBE, SNAPCHAT)

16%

13%

25%

..................................................................................

6%

6%

- 10%
5%

- 16%
8%

- 21%
6%

5%

9%

..................................................................................

7%

4%

4%

9%

5%

8%

CELEBRITIES 594
STREAMERS 4%
COLLEAGUES 3%

..................................................................................

3%

..................................................................................

3%

..................................................................................

1%

..................................................................................

1%

5%

3%

3%

6%

3%

3%

3%

3%

3%

6%

2%

2%

2%

2%

4%

3%

3%

2%

3%

2%

3%

4%

2%

2%

2%

1%

2%

1%

0%

1%

1%

1%

2%

1%

0%
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KEY THOUGHTS

=> PRICE IS THE NUMBER ONE FACTOR FOR CONSUMERS WHEN
CHOOSING WHICH CHANNEL AND RETAILER TO BUY FROM.

B What is your pricing strategy? Is it consistent across channels and regions? How is this
affecting your online performance?

=> SERVICE ELEMENTS AROUND DELIVERY AND RETURNS, AVAILABILITY
AND CUSTOMER SERVICE ARE ALSO IMPORTANT.

B How do customers view your service? Are these factors helping to inspire more loyalty?
Are you hitting the mark on fast delivery and easy returns?

=> CONTENT MUST ALSO BE ON POINT, WITH IMAGES, DESCRIPTIONS,
AND THE ABILITY TO SEARCH ALL FACTORS IN PURCHASE
DECISION-MAKING.

B Do you have a powerful content strategy across all your channels, presenting your
products in the best light, and in a way that will maximize your online sales and win
the digital shelf?

+ + + + + + 4
+ + + + + +
+ + + + +

+ + + +
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SECTION 6:

GETTING THE
EXPERIENCE
RIGHT
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CHAPTER 1:
ONLINE VS OFFLINE — WHO'S BETTER AT WH