
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

"Shoppers of all ages and demographics are growing more
comfortable buying products online, with 97% of all adults
engaging in some online shopping over the past 12 months

and one third shopping online at least once a week."

- Matt Lindner, Senior eCommerce Analyst

This report looks at the following areas:

• Online sales growth across all categories suggests barriers are eroding
• Retailers may get only one shot to win over an online shopper
• Online hasn’t replicated the experience of seeing something in person

With online sales growth consistently outpacing overall retail sales growth and consumers growing
more comfortable shopping online, online retailers are constantly looking to identify and eliminate any
potential barriers that would prevent a consumer from completing an online purchase.
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