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This report looks at the following areas:

* Who is shopping online? How are they shopping?
* What are the top priorities of online shoppers?
* What loyalty or discount programs do online shoppers use?

How has COVID-19 impacted online shopping?

Over the past two years, ecommerce has become an integral part of the lives
of most Canadian consumers. The primary driver behind the change in
behaviour was the COVID-19 pandemic. While the virus had a chilling effect on
overall retail sales, online sales increased tremendously, spiking in the months
immediately preceding the virus and rising at a steady rate since then. What's
interesting about this shift was that it wasn’t being driven by new online
shoppers, but the shiffing behaviours of people who were already shopping
online. Younger consumers had already developed regular or semi-regular
shopping patterns, but older consumers who may have only gone online
occasionally for items that they could not find in stores were now shopping
online much more regularly. Pandemic restrictions on non-essenfial shopping
and dining meant that people had o go online to buy new clothes or
electronics, or order their favourite foods from restaurants, forcing them fo
become more comfortable with the idea of online shopping.

Brands reacted to in-store restrictions by implementing new pick-up options
that meant customers did not have to shop in-store, attempting to bypass
restrictions and also accommodate consumers who wanted to limit in-person
contact. One of the biggest developments over the past 22 months was the
widespread adoption and implementation of curb-side pick-up; non-essential
sellers and even essential retailers like grocery stores either improved upon or
fast-tracked their implementation of the service to varying degrees of success,
and most of these options will be here to stay even as we navigate into a post-
pandemic world (which unfortunately doesnt look to be any time soon).
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“The Canadian ecommerce
industry has seen
unprecedented growth over
the past few years, spiking
after the onset of the
pandemic, but continuing to
maintain steady growth after
that initial surge. Consumers
had drastically changed their
shopping habits, migrating
online more frequently to
purchase both essentials and
non-essentials.”

Michael Lloy, Senior Tech &
Media Analyst
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Unsurprisingly, cost remains the ultimate driving factor behind ecommerce

sales. Consumers are willing to go to great lengths to avoid any shipping costs
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* Unemployment reached pre-pandemic levels
Figure 5: Canada’s Unemployment Rate, January 2019 -
November 2021
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* Canada has an aging population
Figure 7: Proportion of O-14s and over-65s in the Canado,
2000-40
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Nearly half of Canadians still adopt a safety-first mindset
Figure 8: COVID-19 exposure and life disruption concerns,
March 3, 2020-October 4, 2021

COMPANIES AND BRANDS - KEY TAKEAWAYS

Experience and perception are key fo ecommerce success

COMPETITIVE STRATEGIES

Meeting consumer needs through the lens of the Technology
Trend Driver

Brands are creating digital shopping experiences to deliver
online “in-store” vibes

Figure 9: Nordstrom Instagram post, December 2021

The future is here with “live shopping”

Figure 10: Livescale Instagram post, August 2021

L'Oreal went live

Figure 11: L'Oréal’s Beauty Festival Instagram post, June 2021
Framing your brand through the lens of Surroundings Trend
Driver

Sustainability matters

Figure 12: Mattel Instagram post, December 2021

Canadians are looking for “Localism”

Figure 13: Grocery Neighbour Instagram post, May 2021
Expanding your brand through the lens of the Value Trend
Driver

Ghost kitchens provide convenience and flexibility when
shopping at department stores

Figure 14: Ghost Kitchen Walmart Location & Layout

THE CONSUMER - KEY TAKEAWAYS

Online shopping behaviours have fundamentally changed
over the past 22 months

Devices provide key insight into how demographics engage
with online shopping platforms

Older consumers stick with legacy discount platforms, while
younger consumer experiment

“Free” is more important than “fast” for most online

shoppers

SHIFTING SHOPPING BEHAVIOURS

COVID-19 increased the frequency of online shopping
Figure 15: Frequency of online shopping purchases, 2021 vs
2018

Older consumers are driving increased purchase frequency
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Figure 16: Shopping online at least once per week and at
least once per month, by age, 2021 vs 2018

Younger consumers still drive online purchase volume
Figure 17: At least 50% of shopping done online, by age and
gender, 2021

Parents of young children tend to do more shopping online
Figure 18: Method of receiving online purchases in the past 12
months, by parentage, 2021

Online shoppers primarily bought non-essential items
Figure 19: ltems purchased online over the past 12 months,
2021

Younger consumers were more likely to buy essential items
online

Figure 20: Essential items purchased online over the past 12
months, 18-44s vs over-45s, 2021

Subscription services that sell essentials also attract
younger consumers

Figure 21: Dr. Squatch X Halo — Spartan Scrub Limited
Release, November 2021

Despite shifting shopping behaviours, consumers still prefer
in-store shopping overall

Figure 22: Shopping channel preference (% agree), by age,
2021

ONLINE SHOPPING DEVICE USAGE

With the exception of computers, browsing rates surpass
shopping rates.

Figure 23: Online shopping device usage for browsing and
shopping, 2021

Consumers primarily utilize computers for online shopping
Consumer age contributes to higher rates of online
shopping activity via computer

Figure 24: Usage of computers for shopping, by age, 2021
Figure 25: Usage of computers for shopping, by age and
gender, 2021

Consumers shop differently with smartphones, contributing
to higher browsing rates

Figure 26: Usage of smartphones for shopping, by age, 2021
Figure 27: Usage of smartphones for shopping, by race, 2021
Price-shopping and pre-planning via retailer app are
common smartphone shopping behaviours

Figure 28: Browsing behaviours on smartphone (% agree), by
age, 2021
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Figure 29: Browsing behaviours on smartphone (% agree), by
race, 2021

Data security concerns are top priority, but are not
significantly impacting shopping behaviour

Figure 30: Consumers who ranked data security as very
important, by age and gender, 2021

DISCOUNTS AND REWARDS

Discounts and rewards are important to most Canadians,
but age drives redemption preference

Figure 31: Importance of rewards programs (% very/
somewhat important), by age, 2021

Younger consumers look to cut costs when shopping online
Figure 32: Cost-saving shopping behaviours (% agree), by
age, 2021

Email subject lines need to communicate clear value in
order to engage with consumers

Figure 33: Amazon high read-rate Boxing Day promotional
email

Half of Canadian consumers do not use cost-saving apps,
websites or plug-ins

Figure 34: How Rakuten Works, September 2021

Figure 35: Online cost-saving tool usage, by age and gender,
2021

Young men drive among top-used cost-saving tools
Figure 36: Online cost-saving tool usage (top-4), 18-24s vs
overall, 2021

Older consumers prefer Rakuten

Despite higher usage, 18-34s are more likely to feel jaded
about online cost-saving tools

Figure 37: Consumer attitudes towards cash back online
shopping websites (% agree), by age, 2021

Younger consumers want customization with their cost-
saving options

Figure 38: Consumers who ranked a customized shopping

experience as very important, by age, 2021

SHIPPING AND RETURNS

The majority of Canadians receive their products via home
delivery
Figure 39: How have consumers received their online

purchases, 2021
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High-income households take advantage of in-store and
curb-side pick-up.

Figure 40: How have consumers received their online
purchases, by household income (HHI), 2021

Parents look for quick and convenient pick-up options
Figure 41: How have consumers received their online
purchases (select), parents vs non-parents, 2021

“Free” is more alluring than “fast”, but both are important
Figure 42: Importance of shipping-related services, 2021
Younger Canadians are more concerned about sustainable
shipping

Figure 43: Consumers who ranked sustainable shipping as
very important, by age, 2021

Importance of sustainable shipping is higher among South
Asian consumers Multicultural

Figure 44: Consumers who ranked sustainable shipping as
very important, Asian Canadians vs overall, 2021

Online returns are tricky, but are a top priority for Canadian
online shoppers

Figure 45: Amazon Twitter post, December 2020

Figure 46: Consumers who ranked free refurns as very
important, by age, 2021

COVID-19 fatigue remains high, while hope for a return to
normalcy fades

Worry over exposure drives some consumers to shop online
more frequently.

Figure 47: Consumer shopping frequency, by fear of risk of
exposure, 2021

Figure 48: Consumer purchase volume, by fear of risk of
exposure, 2021

Brands need to expand the range of online shopping tools
available

Figure 49: Shopping behaviours of consumers concerned
about COVID-19 (% agree), 2021

Cost wins over fear for some COVID-19 concerned shoppers
Figure 50: Atfitudes towards free shipping among consumers
concerned about COVID-19 (% agree), 2021

Figure 51: Curb-side pick-up rates of consumers concerned
over COVID-19, 2021
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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