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"The path to online purchase lives in a blended state of
online and offline experiences. eCommerce offers an
opportunity for retailers to connect with consumers
beyond convenience and competitive price offerings."
-Katie Yackey, eCommerce Analyst

This report looks at the following areas:
•
•
•

Pave a clear avenue for buying
Each step is an opportunity to engage with consumers
A personalized journey empowers consumers’ decisions to buy
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Individual storytelling piques consumer’s interest
Figure 9: Sources that encouraged consumers to seek out a product online, October 2019
Figure 10: Sources that encouraged consumers to seek out a product online, by age and gender, October 2019

Step Two: Consumers become aware of need/want
A clear product picture propels adventure
Figure 11: How consumers typically shop online, October 2019
Amazon gobbles up search starts
Figure 12: Online starting point, October 2019

Step Three: Consumers Consider Solutions
Provide a category map for consumers to find X
Figure 13: How consumers shop in general, October 2019
Browsing activities leave room for brand interception
Figure 14: How consumers shop, by age, October 2019
Consumers can handle (and want) the truth of reviews
Figure 15: Pre-purchase activities for product selection and price, October 2019
Free shipping isn’t searched for, it’s expected
Figure 16: Pre-purchase activities for shipping and returns, October 2019

Step Four: Consumers Buy
Converge the path in the online woods
Figure 17: Final steps consumers take before buying, October 2019
Consumers want to exert more control while benefiting from convenience
Figure 18: Final steps before purchasing, by product, October 2019
Figure 19: Final steps before purchasing, by product, October 2019
Incentivize the immediate “buy now” click
Figure 20: Final steps before purchasing, by age and gender, October 2019
Free shipping isn’t enough anymore
Figure 21: Factors driving impulse purchases, October 2019

Frustrations and Barriers
Account creation and poor image quality inhibit a seamless experience
Figure 22: Frustrations and barriers when purchasing online, October 2019
Cart abandonment is the consumer’s way of window shopping online
Figure 23: Barriers to online purchases, October 2019
Item price and total cost are two different sides of the same coin
Figure 24: Barriers by age, October 2019

Steps 5 and 6: Consumers Use and Replenish
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Online Clothing and Accessories Purchase Process
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Amazon: a trusted shopping partner
Figure 25: Where consumers start when shopping for clothing and accessories online, October 2019
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Amazon and Walmart battle it out over where to buy carrots
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Maybe she’s born with it, maybe it’s Amazon
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Figure 43: Search sites, by age
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