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This report looks at the following areas:

+ The impact of COVID-19 on consumer behavior and the ecommerce “As consumers continue to do
market. more shopping online, each of
* How a down economy causes consumers to seek value throughout their

. the key elements of
shopping journey.

« Each element’s role during the online shopping experience. ecommerce will play
+ How select categories are adopting the key elements. increasingly larger roles.

These elements construct an
elevated and enjoyable
experience for consumers,
helping them find products fit
for their needs and feel
connected to brands as they
shop online."

- Katie Yackey, eCommerce
Analyst
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Sharing data can lead to an elevated experience
Using tech to support the elements and cultivate

relationships

CONSUMER TREND DRIVERS AND KEY ELEMENTS

Crafting an experience online with Trend Drivers
Technology

Figure 12: Technology Trend Driver and associated Pillars
Rights

Figure 13: Rights Trend Driver and associated Pillars

Valuve

Figure 14: Value Trend Driver and associated Pillars
Experiences

Figure 15: Experiences Trend Driver and associated Pillars

THE KEY ELEMENTS OF ECOMMERCE AND THE ONLINE
SHOPPING EXPERIENCE

Impacting each phase of the consumer journey

Figure 16: Key Elements of eCommerce

Figure 17: Importance of key elements when shopping online,
October 2020

Role of Key Elements When Browsing Online

Guiding consumers with personalization and a seamless
experience

Figure 18: Importance of key elements when browsing
products online, October 2020

Understanding each gender’s approach to browsing
Figure 19: Importance of key elements when browsing
products online, by gender, October 2020

Role of Key Elements When Researching Products Online
Using tech to bring confidence to shopping online

Figure 20: Importance of key elements when researching
products online, October 2020

Use familiar tactics to help older consumers understand
new processes

Figure 21: Importance of key elements when researching
products online, by generation, October 2020

Role of Key Elements When Purchasing Online

Putting the elements together for a superb purchase process
Figure 22: Importance of key elements when purchasing
products online, October 2020

Blending tech and convenience at checkout for Gen Z
Figure 23: Importance of key elements when purchasing

products online, by generation, October 2020
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Leveraging key elements to drive more online shopping
Figure 24: Products purchased online, October 2020

Finding fit, comfort and style online

Figure 25: Bonobos elevates the online shopping experience
Improving the home through online features

Figure 26: lkea brings showroom to app

Online grocery retailers deliver groceries, and convenience

Figure 27: Instacart brings convenience to shoppers

ATTITUDES TOWARD CONVENIENCE

Collecting consumer interest under one roof

Figure 28: Attitudes toward convenient shopping options,
October 2020

Online oasis of discovery

Figure 29: Attitudes toward convenience shopping options, by
generation, October 2020

Figure 30: Outdoor Voices dance session

Brands as a partner with all the right tools

Figure 31: Important convenient factors, October 2020
Flexible payment options open up opportunities for a
variety of consumers

Figure 32: Important convenient factors, by HHI, October
2020

Better search capabilities reassure consumers

Figure 33: TURF Analysis — Important convenient factors,
October 2020

ATTITUDES TOWARD SEAMLESSNESS

Implementing store functions to bolster purchase
confidence

Figure 34: Attitudes toward physical stores, October 2020
Bringing the store to the consumer, wherever they might be
Figure 35: Attitudes toward physical stores, by generation,
October 2020

Establish various pick-up options

Figure 36: Pick-up and purchase options, October 2020
Younger consumers prefer flexible payment options
Figure 37: Pick-up and purchase options, by generation,
October 2020

ATTITUDES TOWARD PERSONALIZATION

Demonstrate the benefits of sharing

Figure 38: Information willing to provide, October 2020
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Consumers offer up style; older consumers offer their
number

Figure 39: Information willing fo provide, generation z and
millennials by gender, October 2020

Figure 40: Information willing to provide, generation x and
baby boomers by gender, October 2020

Using tools for personalization

Figure 41: Personalization comfortability, October 2020
Younger consumers are more eager to share

Figure 42: Personalization comfortability, by generation,
October 2020

ATTITUDES TOWARD EMERGING TECHNOLOGIES

Elevating the shopping experience and cultivating
relationships

Figure 43: Attitudes toward shopping tfechnology, October
2020

Focus on younger consumers, but don't leave older
consumers out of the mix

Figure 44: Attitudes toward shopping technology, by
generation, October 2020

Figure 45: Turner Classic Movies How-To video

Consumers arm themselves with tech for decision-making
Figure 46: Preferred use of technology, October 2020
Figure 47: Larroudé

Implementing technologies to craft a well-rounded social
commerce experience

Figure 48: Preferred use of technology, by generation,
October 2020

APPENDIX — DATA SOURCES AND ABBREVIATIONS

Data sources

Forecast

Consumer survey data
Abbreviations and terms
Abbreviations

Terms

APPENDIX - THE MARKET

Figure 49: Total US retail ecommerce sales and forecast, at
inflation-adjusted prices, 2015-25
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APPENDIX - THE CONSUMER

Figure 50: Importance of key elements when shopping online,
by generation, October 2020
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